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Ithink it may be the most commonly asked question of 
societies throughout the ages: What kind of future are we 
headed toward?
Every age feels particularly aggrieved by the circumstances 

in which they find themselves, and believe themselves to be 
especially justified in asking the question.

Our age is certainly no exception. We’re in the midst 
of a confusing societal flux brought about by advanced 
technology, and the dual promise and threat that is artificial 
intelligence.

How will it all shake out? No one knows, but one thing is 
almost certain: it won’t shake out the way we expect. History 
has proven that we tend to be poor predictors of the future.

John Maynard Keynes long ago predicted that we were 
headed for a future of increased leisure. He believed that 
by 2030, developed societies would be characterized by 
recreation rather than work. It hasn’t happened yet, but I 
suppose he still has another 10 years on the clock.

It is timely, however, to reconsider the future of 
labour. Artificial intelligence appears to be on the verge 
of eliminating a good number of important and fulfilling 

jobs – including our own in the automotive aftermarket. We can’t help but wonder 
if tomorrow’s vehicles simply won’t need us like yesterday’s did. Are we headed for 
massive layoffs as we transition to autonomous vehicles that essentially fix themselves, 
and electric cars that require almost no maintenance?

If these are your fears, you can take heart in a recent report offered by The Fraser 
Institute. Technology, Automation, and Employment: Will this Time be Different? offers 
three reassuring essays by a trio of economists who believe we are not, in fact, headed 
toward runaway unemployment. Quite the opposite, in fact.

They argue that on balance, technological innovation increases overall demand for 
labour while contributing to higher living standards for most segments of society. Efficiency 
gains actually lead to wealthier societies that can afford more goods and services, leading 
to increased demand, which requires more labour. And so the cycle goes.

While some technologists believe artificial intelligence will destroy the job market,  
the Fraser Institute report says it is more likely to create whole new job occupational 
classifications that rise in prominence even as old ones fade away. The authors point 
to studies that suggest A.I.-driven automation will not be a direct replacement for 
human work. Rather, it will increase the need for the things that humans do well.

Will you be doing in 20 years what you’re doing today? Likely not. But despite the 
pessimism rampant in our industry, you could very well be in the aftermarket, still 
dealing with vehicles, parts, and drivers.

These points and more are well researched and clearly presented. 
I recommend the Fraser Institute study as good nighttime reading for 
those who need some reassurance about the future. nJN

We can’t help 
but wonder 

if tomorrow’s 
vehicles 

simply won’t 
need us like 
yesterday’s 

did.
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We seem to be plagued by a morbid pessimism that advanced 
technology is undoing our industry.

Worried about job security? I’d like to hear what you think.  
You can reach me at allan@newcom.ca.
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FUTURE HINGES ON TOOLS AND TRAINING,
AIA WEBINAR HEARS

By Allan Janssen

The inevitable impacts of new automotive 
technology on part stores and repair shops will 
probably be manageable and could actually be 
net positive, an industry analyst says.

Roger Francis, director of energy and 
environment at the Conference Board of 
Canada, told participants on an AIA webinar 
recently that the latest statistics and projections 
about the impact of new technology may sound 
like “scary numbers” to the auto repair and 
maintenance industry, but he insisted the future 
is not as bleak as some believe.

“There are going to be new opportunities,” he 
said. “A lot of the things are disappearing when 
it comes to the electric vehicle of the future. 
Most of that is because the electrical vehicle is 
essentially a gadget. It’s literally a big gadget. 
But gadgets still needs regular maintenance, so 
that will continue to be critical to an electric 
vehicle.”

He stressed that the aftermarket must start 
preparing now for the connected, autonomous, 
shared and electric (CASE) vehicles of the 
future. If it is to avoid being sidelined by 
technology, it must have the proper tools and 
training in place.

The webinar, entitled “Navigating the 
Changing Aftermarket Landscape: Opportunities 
for Growth & Sustainability,” offered a summary 

of strategies for independent repair shops and 
jobbers alike.

Francis acknowledged that the parts mix of 
the future will be radically transformed, and it 
will take some work to figure out how inventory 
levels will change.

“There will be fewer moving parts moving 
forward, so there will be fewer maintenance 
requirements,” he said. “But there will probably 
be just as many vehicle platforms when it 
comes to electric vehicles as there are now… 
and the margins on parts that will have to be 
stored and available in the marketplace will 
likely have be bigger.”

He said the aftermarket landscape will 
transform as smaller repair shops disappear, 
and automotive parts stores and successful 
repair shops become bigger and more 
sophisticated. And he reiterated the conclusions 
of the AIA’s most recent report on disruptive 
technology, namely that a roadmap for the 
aftermarket’s future must include:

– access to vehicle data;
– new partnerships;
– industry consolidation;
– retraining opportunities; and
– purchasing alliances that serve to 

strengthen the procurement power of repair 
shops and chains.

Analyst from Conference Board of Canada offers view on how coming 
technology may disrupt or enhance the aftermarket.

According to the AIA’s 
most recent report on 
disruptive technology, 
the move to a model 
where automated 
and connected 
vehicles are shared 
between households 
could potentially 
lead to 77,400 fewer 
aftermarket jobs and an 
$11.4 billion reduction in 
revenues by 2051.

The margins on parts 
that will have to be 
stored and available in 
the marketplace will 
likely be bigger.
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CAF executive director France Daviault gets the conversation going at one of the final stops 

on her cross-country tour.

Distribution Stox 
expands into Ontario

Distribution Stox has acquired Provincial Tire Distributors, an 
Ontario-based company that has been in business for more 
than 30 years.

The acquisition is being described as “a major step 
forward” for the Quebec-based tire distributor, adding a 
new province to its distribution network.

According to a press release from Distribution Stox, the 
Provincial Tire Distributors team “has worked with passion 
to provide customers with the best quality of service.” It is 
a corporate value that Stox shares.

“We are joining our forces to pursue the development 
of our respective markets,” said Bruno Leclair, president 
and CEO of Distribution Stox. “Over the coming weeks 
and months, we will work closely on a transition plan 
to synergize the strengths and the experience of both 
groups.”

Leclair said the addition of new product lines, the 
implementation of new management tools, and the sharing 
of expertise are examples of stimulating projects that make 
Distribution Stox confident about the future.

“Our main objective is to maintain the highest level of 
customer satisfaction with operational effectiveness and 
best business practices with the cooperation of a dedicated 
team of over 300 employees in 17 cities,” he said.

Provincial Tire Distributors was founded in 1988. Its 
administrative headquarters is in Barrie, Ont. and daily 
operations are made through facilities in the Ontario cities 
of Barrie and Sudbury.

The Canadian Apprenticeship Forum (CAF) has wrapped up a cross-country 
tour, soliciting ideas on how to turn all the talk about the current skilled labour 
shortage into concrete action.

CAF held 10 “community consultations” in four metropolitan centers to pick the 
brains of some 500 stakeholders, including representatives from the construction, 
HVAC, electrical, automotive, and carpentry trades, as well as union leaders, 
educators, and journalists.

“I get that we’ve all been talking about this forever,” CAF executive director 
France Daviault said at one of the last stops on the tour. “As the need becomes 
more dire, and as businesses start having to turn away business because of a 
shortage of labour, perhaps when we put our heads together, we will identify some 
tactical items that we can all benefit from.

“I don’t know what the catalyst will be that finally turns what we know into 
action. I don’t know what will break through the logjam, but it can’t come soon 
enough!”

Throughout the two-hour meeting, numerous pressing issues were discussed, 
including:
n	 low completion rates for apprentices in some trades;
n the high cost of tooling in some trades;
n streamlining the registration process for apprentices;
n early introduction of young people to the idea of working with their hands; and
n how to position trades so they are more attractive to young people entering the 

workforce.
To add another perspective on these topics, the views of youth will be also 

surveyed, at the association’s upcoming national symposium.
All of the feedback will be collated into a final report for the project’s sponsor, 

Economic and Social Development Canada (ESDC). It will be also used to inform 
CAF videos and literature.

The consultations are part of a three-year project. Phase 1 research culminated 
in the publication of “Apprentice Demand,” a document that calculates the need 
for apprentices across a variety of trades.

“Through our research, it became clear that within five years, there’s going to 
be a need for 167,000 new apprentices in the top Red Seal trades across Canada,” 
said Daviault.

CANADIAN APPRENTICESHIP FORUM AIMS 
TO TURN LABOUR TALK INTO ACTION

From left to right, Claude Picard, partner at Miller 
Thompson; Martin Labrecque, Stox Distribution vice 
president and CFO; Bruno Leclair, Stox Distribution 
president and CEO; Alexa Labrecque, Co-Owner, 
Provincial Tire Distributors; Peter Labrecque, co-
owner of Provincial Tire Distributors; and Robert 
Sullivan, owner of Sullivan Law.
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WESTERN SHOPS TO 
RESTRUCTURE UNDER 
AIA UMBRELLA

The Canadian Independent Automotive 
Association, representing about 50 
repair shops in Alberta, is undergoing 
a significant restructuring. It recently 
approached the Automotive Industries 
Association of Canada (AIA) to discuss 
closer ties and shared resources.

AIA, which has launched an 
automotive service associate program 
(ASAP), accepted CIAA’s members as 
program participants, and heralded “a 
great new partnership” between the two 
associations.

CIAA president Wayne Paulsen, owner 
of Kingsgate Automotive in Edmonton, 
said the details should be ironed out by 
the new year. Sean Corcelli, a former 
Uni-Select executive and currently AIA’s 
director for western provinces, could be 
named AIA’s point man on CIAA.

FOUNTAIN TIRE’S 
BRENT HESJE NAMED 
TO HALL OF FAME

Brent Hesje, CEO of Edmonton-based 
Fountain Tire, has been named to the 
Tire Industry Association’s Tire Hall of 
Fame.

Hesje described the recognition as a 
“tremendous honour” made possible by 
strong support from the industry. He was 
inducted in Las Vegas, during Automotive 
Aftermarket Industry Week in early 
November.

During his time with the company, 
Fountain Tire has nearly tripled its 
number of stores to 160. 

Hesje was honoured along with the 
late Frank Holeman, director of the Tire 
Industry Safety Council from 1969-1987; 
and Ed Burleson, Sr., president and 
owner of Central Marketing Inc., Colonial 
Heights, Va., who was given the 2019 Ed 
Wagner Leadership Award.

 

EPICOR LAUNCHES 
MOBILE ESTORE FOR 
REPAIR SHOPS

Epicor has introduced a feature-rich 
eStore digital solution that will enable 
automotive service professionals to 
use their mobile devices to find, price, 
and order parts from more than 20,000 
wholesalers connected to the Epicor 
Parts Network (EPN).

“The Epicor Parts Network facilitates 
more than 17 parts transactions per 
second, and we expect this number to 
grow at a record pace as users access the 
solution in a wider range of convenient 
locations,” said Stephen Gannon, business 
lead, automotive for Epicor.

The EPN mobile eStore enables repair 
shop users to look up parts and related 
information in multiple ways, including 
vehicle make/model/year/engine, VIN, 
or using an optional license plate-to-VIN 
feature. 

news  |  
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‘VISUALIZER’ 
SHOWS VEHICLE 
ENHANCEMENTS

Keystone Automotive Operations now 
offers a custom vehicle “visualizer” on its 
web portal.

Described as a complimentary 
sales tool for jobbers, dealerships, and 
accessory manufacturers, the new 
“Interactive Garage” allows sellers to 
demonstrate to customers exactly how 
selected parts and accessories will appear 
on a vehicle prior to purchase and 
installation.It features 38 base vehicles 
sorted by year make and model, along 
with their corresponding colour options 
and at launch, features more than 10,000 
individual part variations from nearly 90 
participating suppliers.

Customized builds can be provided 
to in-store customers as a printout while 
the parts themselves can be added to the 
eKeystone cart with a single click.

BOSCH, CASTROL 
TEAM UP ON REPAIR 
SHOP PROGRAM

The automotive aftermarket division 
of Robert Bosch GmbH and Castrol 
have announced a partnership to open 
co-branded repair shops in the U.S. and 
China.

The pilot phase started in Orlando, Fla., 
and Suzhou, China and could result in 
up to 25 repair shops established in these 
markets.

Each company will contribute its 
unique expertise to develop a successful 
repair shop model – Castrol with its 
lubricants, and Bosch with its parts, 
shop management services, and repair 
equipment. Concepts being tested include 
digitally-enabled services, offering the 
highest levels of quality and convenience 
at an affordable price. Expansion of 
the network will be decided after the 
completion of the pilot program.

CONTINENTAL 
ACQUIRES CRP’S  
BELT BUSINESS

Continental has acquired the assets and 
business of CRP Industries’ Continental-
related belt and belt kits program.

As a result, the technology company 
has brought all of its Continental-branded 
aftermarket belt products under its North 
American business. The acquisition 
specifically comprises import and 
domestic Continental-branded multi-V 
belts, accessory drive kits, V-belts, timing 
belts, Pro Series kits, Pro Series Plus kits 
and Black Series kits.

For its part, CRP Industries Inc. says 
it is focusing its resources on growth of 
its core brands: Rein Automotive Parts, 
Pentosin Technical Fluids, AAE Steering 
System Components and Ajusa Gaskets, as 
well as the power transmission and fluid 
transfer product lines offered by CRP’s 
industrial division.

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
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names in the news  |  

Brett Tennar, LSI
Lubrication Specialties Inc. has promoted its former plant manager and VP 
of operations to the position of company president. Described as a strategist 
with real world experience, Brett Tennar, has been with LSI since 2016.

Rob Myers, Phillips
Rob Myers has been named president of the newly established Phillips 
Aftermarket – one of five new business units created in a major 
restructuring of Phillips Industries, a manufacturer of advanced electrical 
and air brake system components.

Grant Barnes, ATEQ TPMS Tools
ATEQ TPMS Tools has promoted Grant Barnes to the position of marketing 
manager, with primary responsibility for maintaining brand standards. He 
joined the ATEQ team in 2017 as a marketing intern.

Dave Deley, Fountain Tire
Dave Deley has been appointed Fountain Tire’s senior vice president for 
stores. His team will provide operational coaching for the company’s 160 
stores across Central and Western Canada.

BRETT TENNAR 

ROB MYERS

Made in Germany. Made for you. 
For further information or technical support
please call 1-888-MOLYOIL (665-9645)

www.liqui-moly.us

Your European car craves for approvals
Motor oils and additives for every European car – all from one source.

DAVE DELEY

Jason Herle, Fountain Tire
Jason Herle is Fountain TIre’s new senior vice president for marketing, 
information systems and supply chain. A 25-year veteran of the company, 
he has a wide range of experience in diverse areas of the company.

Robert Roos, National Pronto 
Association
Robert Roos has been named president of National Pronto Association. The 
company’s former vice president of sales and marketing said he is excited 
and honored to have the chance to lead the Pronto organization.

Nelson Tonn, Fountain Tire
Nelson Tonn is Fountain Tire’s new vice president of sales and mine service. 
Tonn joined Fountain Tire in 1998 and has led the company’s marketing, 
supply chain, retread and corporate sales divisions. 

Brian Maxwell, LTA Manufacturing
LTA Manufacturing has named Brian Maxwell northeast regional sales 
manager. He’ll be responsible for business development, and market 
growth in the Northeast U.S. and parts of Canada.

JASON HERLE 

ROBERT ROOS 

BRIAN MAXWELL

GRANT BARNES NELSON TONN
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on the road with
Gem-Car has officially opened 
its new Montreal headquarters 
and training center. At the gala 

event, attended by industry 
leaders, suppliers, and Gem-Car 

customers, company president 
Mathieu Brunel thanked the 

industry for its support. “This is 
all about us saying thank you,” he 

said. “We’re in a new building, in a 
beautiful new facility, and it is only 

because some people trusted us 
when we first started.”

Find more event coverage at AutoServiceWorld.com

Auto Value’s Service Center Advisory Council toured 
the Valvoline headquarters and R&D labs in Lexington, 
Ky. as part of its semi-annual four-day meeting earlier 

this month. The eight-man council, representing shops 
from across the U.S. and Canada, joined the Alliance’s 

sales and marketing committee chairman as well as 
representatives from the company’s product, sales, 

and marketing departments for several key strategic 
discussions.

»

»

Automotive Parts Centres (APC) held its 11th annual 
Automotive Trade Show at the Metroland Media Agriplex 
in the Western Fair District of London, Ont. Shop owners 
and technicians from all over the province converged on 
the hall to visit almost 100 exhibitor booths, catch up with 
friends, and enjoy a hot meal together. APC, a division of 
CANUSA Automotive Warehousing Inc., has 49 locations 
throughout the province.
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Automotive Aftermarket Industry Week 

The industry 
gathers in 

Las Vegas for 
the annual 

Automotive 
Aftermarket 

Parts Exhibition.

AAPEX 2019

The Spirits of Canada
It was the second year for the popular “Spirits of Canada” celebration at the 
close of the first day of the show. Organized by the major Canadian sales 
agencies, it offered an opportunity for Canadians to socialize in a ballroom 
just off the show floor. 

Low Growth Predicted
Retail sale of auto 
parts has been flat 
in 2019. NPD Group’s 
Nathan Shipley expects 
the year to end with 
growth of less than 
1.0% over last year.  

5 Trends in 5 Minutes
Mark Seng of IHS 
Markit once again 
presented the most 
notable trends facing 
the aftermarket. Chief 
among them: the ever 
changing vehicle mix.

« « «

«
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Longer Lasting Brakes
Montu Khokhar, CEO 
of Toronto-based NRS 
Brakes, launched the 
company’s line of 
galvanized brake pads. 
“The biggest problem 
we see is that brake 
pads fall apart before 
the friction wears 
out,” he said. “With 
galvanization, the 
steel will last longer 
than the friction. All 
the OEs are moving 
in that direction. The 
aftermarket needs to 
follow suit.”

Message to Legislators
Attendees to the 
show were invited to 
sign their names to a 
giant petition calling 
on governments to 
preserve the right of 
consumers to access 
and control data 
generated by their own 
vehicles. The initiative 
covered an entire wall 
of the trade show 
foyer.   

Technology on Display
Many show floor 
exhibits focused on 
the high technology 
that goes into modern 
vehicles and their 
replacement parts. 
Advanced driver 
assistance systems 
(ADAS) were the talk 
of the show, featured 
in education sessions 
and hands-on displays.  

Canada Night Moves 
to Paris
The Automotive 
Industries Association 
of Canada’s annual 
Canada Night 
reception, normally 
held at Caesar’s Palace, 
was held under the 
Eiffel Tower at the 
Paris Hotel this year. 
A cavernous ballroom 
offered more areas to 
sit and socialize, while 
a giant four-sided 
screen flashed industry 
news and thanked 
sponsoring companies.

« «

««
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BY ZARA WISHLOFF

I’m old enough to remember the days of 
the printed price list.

The industry was profitable at all lev-
els and manufacturers had guidelines to 
encourage business practice that would 
protect the market.

Responsible manufacturers would actu-
ally help determine the ideal price for 
their products, passing that information 
on to their customers.

They outlined:
w a WD price list for the distribution cen-

ters stocking the product;
w a jobber price list, suggesting what that 

WD should charge the local jobber store;
w a dealer price list, dictating what price 

the jobber should give to their whole-
sale customers; and

w a list price, which indicated what the 
service provider should charge the con-
sumer for the part. Essentially, the list 
price would be what a DIY paid at the 
local jobber too. The list price became 
synonymous with the most that anyone 
would ever pay for that part.
And this system worked quite well. 

Everywhere you went, you paid roughly 
the same price.

But as time went on, jobbers with multi-
locations or larger volumes started asking 
for better deals. “Why should I pay the 
same jobber list price as a store that does 
a tenth of my volume?” they would say. 
And service chains weren’t happy either. 
They said, “Why should my five-location 
service chain pay the same dealer price 
as a mom-and-pop shop?”

These were seen as valid concerns, so 
the industry came up with an answer: 
new price lists were created for large-
volume buyers. Some jobbers negotiated 
access to a “confidential” jobber price 

Jobberview

de-LISTED
The aftermarket has abandoned firm price lists. With online sales growing, that decision is 
proving to be problematic to say the least.



Zara Wishloff is vice 
president of sales 
and marketing for 
Automotive Parts 
Distributors (APD) 
with four warehouses 
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Saskatchewan. You 
can reach him at 
zwishloff@apdparts.ca

that was a step closer to the WD price. 
Large service providers started quietly 
paying the jobber price.

And life was good… for a while.
The problem was that the industry just 

couldn’t hold the line. More and more 
buyers wanted a special price, until the 
traditional price lists became meaningless.

You started to hear that someone was 
getting “Jobber Less 5” which meant they 
paid 5% less than the stated jobber price. 
Or “Jobber Less 10.” Aggressive ASPs were 
given jobber pricing. And the dealer price 
essentially disappeared. No one was pay-
ing that much. Instead, everyone had 
moved to a different category, buying at 
better rates than they used to.

Eventually, manufacturers simply 
stopped recommending price structures 
because they were not being followed. 
They started to produce only a “refer-
ence” price. The market was advised to 
calculate their discounts and figure out 
what markup they needed in order to 
operate a profitable business.

And you could say that this watered-
down system worked well enough for a 
while too. But there’s an elephant in the 
room, and for some reason no one is talk-
ing about it.

Online shopping is a huge disruptor, 
changing the landscape quickly, and it’s 
here to stay.

Manufacturers and large distributors 
are volume driven. They’ve enjoyed the 
sales boost that online retailers like Rock 
Auto and Amazon have brought them. 
What they’ve been slow to realize is that 
they have essentially brought back the list 
price… and it’s lower than they think!

Anyone with a cell phone can check 
the online price for any part they want. 
The online price has become the new 
reference point for the end-consumer. It 
is the new list price. And it’s the most any-
one wants to pay.

Some manufacturers appear cognizant 
of the big picture, and have taken action 
to protect the market. Others have ignored 
the fact that there are millions of dollars 
in inventory that is now in jeopardy.

Is there a solution to this market crisis? 
I think so. It’s called “Minimum Adver-
tised Price” or “MAP.” Essentially, the 
manufacturers have to get back into the 
habit of influencing market prices. If they 
don’t want to do it as overtly as they used 
to in the days of price lists, the very least 
they can do is give us workable MAP 
guidelines.

A minimum advertised price lets every-
one in the supply chain know the thresh-
old of profitability. Advertise a price below 
the MAP and you’re going rogue. You’re 
throwing everyone else under the bus.

MAP takes into account the physical 
cost of the good and the steps it takes 
from factory to vehicle (manufacturer to 
warehouse-distributor to jobber to service 
provider to consumer).

MAP is a form of retail pricing plan (RPP) 
which attempts to restore order to a market. 
It requires a lot of study and incredible self-
control to develop an effective RPP. We in 
the aftermarket were too quick to abandon 
the structure and profitability of an RPP in 
our pursuit of volume sales. Today’s busi-
ness world focuses on quarterly profits. 
Long-term thinking gets sidelined as compa-
nies chase immediate sales.

Manufacturers would be doing them-
selves a favour advocating a return to an 
RPP that will preserve margins and save 
the entire supply chain. Part makers can 
either step in to solve the pricing chaos, 
or wait until the situation degenerates 
even further, and face even larger issues 
down the road.

The performance and accessories 
market is ahead of us when it comes to 
MAP and RPP strategies. They have long 
emphasized the importance of not selling 
their brands below a certain threshold. 
Jobbers and service shops in that industry 
are free to sell for as much as they think 
they can get, but they are discouraged 
from stooping below the stated price 
threshold in pursuit of volume sales.

In the performance and accessories 
world, they also recognize that selling a 
part to an end-user for the same cost paid 
by a wholesale account is short-sighted 
and counterintuitive. It is a lesson we 
would do well to learn ourselves.

Brick and mortar stores are facing 
increased threat from online sellers who 
have not invested millions in staff, trucks, 

inventory, and facilities. We’re competing 
with people who don’t even have to get 
dressed in the morning. They’re sitting at 
their computers, avoiding the challenge 
of overhead costs, and relying on Google 
ads as their only real marketing cost.

They can sell a product at a very low 
margin indeed. And with companies 
catering to their drop-ship needs, they 
don’t ever have to see the physical 
product. They’re just processing 
transactions, and they’re ruining the 
market in the process.

Our industry already battles distrust 
from consumers. Allowing them to find 
brand name products online for a fraction 
of what we’re asking them to pay leaves 
a terrible taste in their mouths. We come 
across as greedy, if not criminal.

They do not see the infrastructure we 
have built to make sure the right car parts 
can be delivered to the right service shop 
at the very moment they’re needed. That’s 
no small feat, and one that online distribu-
tors can’t replicate yet.

If manufacturers held firm to a retail 
pricing plan that made sense, we would 
have a new list price – the most anyone 
would pay for the product – and that 
would be the online price. They should 
adopt a pricing policy and have strong 
commitment to policing it.

There are a handful of progressive 
manufacturers that are doing this, and I 
applaud them.   nJN
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Manufacturers have to get back into the habit of 
influencing market prices. The very least they can 
do is give us workable MAP guidelines.
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BY ALLAN JANSSEN

Price controls are “all the buzz” in 
the aftermarket these days, says 
Paul McCarthy, president and COO 

of the Automotive Aftermarket Suppliers 
Association (AASA).

His association recently held a virtual 
summit on the topic, with a bevy of 
experts to discuss why pricing policies 
might be the solution to a margin-chal-
lenged supply chain.

“Minimum advertised price – also 
known as MAP – has certainly been the 
talk at recent vendor summits. It’s been 
part of the buzz at AAPEX,” he said in his 
introduction. “We see many customers 
asking suppliers to consider MAP poli-
cies, as our industry adjusts to the new 
omni-channel reality.”

The panel of experts confirmed that 
pricing policies offer great benefits,     
provided that certain guidelines are      
followed. Among them:

Work out the details first
Debbie Hodson, strategic marketing 
director for ITW Car Care, part of ITW 
Global Brands, said minimum advertised 
pricing needs to be well planned and 

carefully communicated.
“We wanted to get all the informa-

tion out there upfront, and make it very 
clear,” she said, “and then try to limit the 
number of updates to our policy, because 
each update could potentially cause con-
fusion and new questions.”

Cary Redman, vice president of sales 
for Edelbrock, said customers need time 
to get used to the idea of minimized 
advertised pricing, learn how it works, 
and plan promotions that would meet the 
new guidelines.

“When we implemented in 2015, we’d 
been working on the policy a year ahead 
of time,” he said. “We used that time to 
educate the customer, and give them lead 
time for printed materials.”

Enforcement is key
The danger, however, is not following 
through with policing the policy, he said.

“A lot of manufacturers have come 
up with a pricing policy but they don’t 
enforce it,” Redman said. “That causes 
confusion, animosity, and headaches.”

He said Edelbrock has been extremely 
committed to making the policy work by 

enforcing it carefully and fairly.
“We had a customer that wanted to 

test the policy at the beginning,” he 
said. “There’s always someone who will 
test it. We really put our foot down and 
agreed as a management team and as a 
company that we were going to make a 
statement.”

Stick to your guns
“If you’re going to do this, you have to 
commit to it,” said Rich Barsamian, vice 
president of sales and marketing for 
Advanced Clutch Technology (ACT).

“When we first started, most people 
didn’t believe we were going to follow the 
policy,” he said. “And, yes, in the begin-
ning we did have to cut off some big 
customers to show them that we meant 
business. But we weathered that storm, 
and by doing that we gained the respect 
of the industry.”

Redman agrees. “We had to stick to 
our guns,” he said. “You have to come to 
grips with the fact that if you have to turn 
off your biggest customer, you need to be 
able to do that.”

Consider third-parties for 
monitoring and enforcement
Lopsided monitoring and enforcement 
will cause ill will in the marketplace, 
all the panelists agreed. They argued in 
favour of impartial administration of pric-
ing policies, which could be handled by 
third party service providers.

Hodson said conflict might arise briefly 
when a policy is introduced, but with 
education, and a commitment to fair 
dealing, it will get resolved.

“We’ve been very fortunate that, other 
than the first three or four months, our 
customers have been thankful and grate-
ful that we have this policy,” she said. 

From a customer perspective, David 
Wilbanks, senior VP of merchandise for 
O’Reilly Auto Parts said pricing policies 
are helpful to retain the value of after-
market brands.

“They ensure that the value-add ser-
vices that we bring to the market can be 
preserved,” he said. “That all comes at a 
cost and it also comes with a lot of value 
for our suppliers.”  nJN

Following the MAP
Pricing policies might just be the solution to a margin-challenged supply chain.

Participants in the AASA webinar on MAP policies (clockwise from top left) Chris Gardner, 
AASA senior VP; Cary Redman, VP sales for Edelbrock; Dan Jasnow, attorney with lawfirm 
Arent Fox; AASA president Paul McCarthy; Rich Barsamian, VP sales and marketing for 
Advanced Clutch Technology; Jon Rubich, president of Insights 2 Action; David Wilbanks, 
senior VP merchandise for O’Reilly Auto Parts; and Debbie Hodson, strategic marketing director 
for ITW Car Care.

For more on this, check out our web story at 
www.autoserviceworld.com/MAPweb
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In a competitive aftermarket, attracting 
new customers and convincing them 
to return is more than smart business. 

It’s essential. It is also a skill and a way of 
doing business that can be learned and 
enhanced.

It all starts with a conversation, says 
Mary Jane Copps, owner of The Phone 
Lady, a consulting company based in 
Halifax that works with companies to 
improve their telephone sales, marketing, 
and related skills. 

At the heart of the conversation is a 
genuine interest and curiosity in the 
customer and their needs. That, in turn, 
translates into trust, the indispensable 
ingredient in customer loyalty and reten-
tion. “You move from being a salesper-
son to a trusted advisor. You are offering 
more value,” says Copps.

Conversations consist of more than 

get together and develop a list of open-
ended questions they can ask customers 
collectively. This gives the salesperson 
options and requires less thinking on the 
fly. It also reaffirms the importance of cus-
tomer engagement.

The initial conversation with a new 
customer, whether over the phone or in 
person, also sets the tone for the future 
relationship and begins to build your 
store’s reputation. “This is my opportunity 
to represent the company and myself at 
our best in order to ensure the customer 
has a terrific and memorable first visit 
with us,” says Sydney Furner, a journey-
man parts technician with Auto Electric 
Service in Yorkton, Sask.

When opportunity knocks, however, 
not all salespeople are armed and ready 
to engage in meaningful conversations. 
“Most experienced salespeople have these 
skills, but they are rusty. They have moved 
behind their email,” says Copps. She rec-
ommends frontline staff hone their con-
versational acumen by calling family and 
friends they’re not talking to regularly. It’s 
also helpful to plan a call. Make a list of 
the points you want to make and relevant 
information you can provide. 

“Maintaining a long-term customer 
requires maintaining the relationship that 
has been built over time through honesty, 
integrity, consistency, trust and knowl-
edge as well as continuing to offer great 
service,” stresses Furber.

The aftermarket is strong in terms of 
building both relationships and trust – a 
reality that may be born of necessity, notes 
J.D. Ney, director of J.D. Power Canada 
in Toronto. “The aftermarket can’t rely on 
automobile customers returning. There’s no 
warranty work. Every sale is a retail sale.”

The aftermarket is making more of 
those sales, according to the J.D. Power 
2019 Canada Customer Service Index 
Long-Term Study. It found that although 
automobile dealers in Canada receive 54 
per cent of revenue spent on servicing 
vehicles four to 12 years old, they con-
tinue to lag aftermarket service facilities 
in share of visits (48 per cent vs. 52 per 
cent). “As vehicles age and require more 
complex and costly repairs, aftermarket 
service is doing a better job at attracting 
and retaining customers, especially as 
warranties start to expire, consequently 

Conversations are 
central to attracting 
new customers.

From salesperson 
to trusted advisor

merely talking, however. The focus must 
be on learning the customer’s needs, 
goals, and concerns. It’s about building a 
relationship. Questions that call for “yes” 
or “no” answers or other narrow and 
specific choices won’t work, says Copps. 
“Close-ended questions make people feel 
manipulated. You’re kind of cornered. It 
feels like the person is leading you where 
you want to go.”

Instead, open-ended questions are rec-
ommended. Ask the customer, for exam-
ple, why they need this part, or so many 
of these parts. Inquire about their expe-
rience in this area, any problems they 
have encountered. “Conversations reveal 
opportunities,” says Copps.

“Being able to ask a question or add a 
piece of information in real time is how 
you increase revenue,” she notes. Copps 
recommends the aftermarket sales team 

18 www.autoserviceworld.com | JOBBER NEWS / DECEMBER 2019



BY DONALEE MOULTON

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

capitalizing on the more revenue-lucrative 
repair work,” says Virginia Connell, auto-
motive research and consulting manager 
at J.D. Power Canada in Toronto.

One of the keys to transforming a one-
time customer into a repeat customer is 
making them feel welcome. That doesn’t 
require expensive give-aways or a swank 
store. “Make them feel special by thank-
ing them for coming in and sharing their 
business with us and offering an invitation 
for future visits,” says Furber. He notes it 
can be as simple as saying, sincerely, “We 
look forward to seeing you again.”

There are missteps salespeople make 
that can make the difference between 
welcoming a customer back and nudg-
ing them to take their business elsewhere. 
“When you’ve been selling a product 
for a long time, you make assumptions 
about what people need instead of asking 
them,” says Copps.

She notes that salespeople at all levels 
of experience also often talk more about 

donalee Moulton is a 
freelance writer based 
in Nova Scotia.

themselves than the customer. “You need 
to show why something should matter to 
the customer.”

Furber points out it is important to 
live up to your promises. “Each time a 
customer returns, they expect the same 
great service they received during their 
first visit. They also may be more open 
to expanding their relationship with us 
by allowing us to learn more about their 
future wants and needs.”

The J.D. Power study found that two 
simple tasks drive improvement in cus-
tomer satisfaction: greeting customers 
immediately as they enter the store and 
returning the car cleaner than when it 
arrived. Overall, aftermarket providers 
were found to do a better job of greeting 
customers immediately than do dealers 
(51 per cent vs. 35 per cent), but dealers 
are more likely to return vehicles cleaner 
(33 per cent vs. 9 per cent).

Another critical driver of customer sat-
isfaction is follow-up. This and giving the 

car a quick wash are two services dealers 
are pushing hard, notes Ney. “These are 
halo activities. Aftermarket shops, for the 
most part, don’t do either of those.”

Happy customers – whether first-timers 
or loyal clients – are also talkative. The 
J.D. Power study determined that word of 
mouth is more important for aftermarket 
providers. Aftermarket customers “defi-
nitely will” recommend their facility 52 
per cent of the time after maintenance 
work compared with 39 per cent for deal-
ers. The gap for repair work is even wider 
(57 per cent vs. 34 per cent, respectively).

It’s a competitive market, and conversa-
tions that matter to 
customers can clearly 
give you a competi-
tive edge.

VALVOLINE TM/MC PRODUCT 
ANNOUNCEMENT

Valvoline is excited to announce it 
is now offering its Advanced Full 

Synthetic motor oil.  

This new product delivers superior engine protection by 
fighting the three major causes of engine stress: heat, 
deposits and wear. It’s the only leading full synthetic 
formulated with more durable anti-wear additives that  
stay in the oil longer. 

We truly believe that 
this new Advanced Full 
Synthetic motor oil will 
help aid consumers in 
keeping their engines 
running longer. 

Available in the  
following grades:  

0W-16, 0W-20, 5W-20, 
5W-30, & 10W-30. 

THE CLEAR CHOICE 
FOR POLY

ORDER BY 6 PM FOR 
SAME DAY SHIPPING

π
SHIPPING SUPPLY SPECIALISTS

COMPLETE CATALOG 

1-800-295-5510
uline.ca

OVER 2,900 POLY BAG 
ITEMS IN STOCK
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THE POWER OF PODCASTS
Want to hear what all the fuss is about? 
Check out these aftermarket-related podcasts.
But be forewarned… they can be habit forming!

BY ALLAN JANSSEN

The ASA Podcast
Recently, when 
the Automotive 
Service Association 
considered new 
ways to keep 

members abreast of the latest news, 
the idea of starting a podcast seemed 
like a no-brainer.

Executive director Ray Fisher said 
the association polled its members 
about how they’d like to hear about 
industry initiatives and reports. “The 
podcast format was quickly identified 
as the way many liked to receive this 
type of information,” he said. Not long 
after, a new podcast was born – one 
of approximately 150,000 that were 
started in the last 12 months. The first 
episode features an interview with 
Jeff Buckley of My Father’s Shop in 
Midlothian, Texas, and Frank Leutz, 
of Desert Car Care in Chandler, Ariz., 
two ASA member-shops owners who 
have embraced some of the latest 
communication technology to engage 
the industry and consumers. Tony Molla with guests Jeff Buckley and Frank Leutz.

Podcasts are not a new thing. Streaming radio shows directly 
to your phone or MP3 player, or downloading them to your 

computer has been a thing since 2004.
But it seems the first decade of podcasting went virtually unnoticed 
by the vast majority of computer users. Early adapters who tried 
to recommend a show to a friend often had to start by explaining 
what a podcast is.
Nowadays, podcasting is big business and a staple source of news 
and entertainment for millions of people around the world. It is also 
increasingly siloed, as more and more industries embrace its power 
to inform and educate.
The automotive aftermarket has been represented in podcasts feeds 
for a few years now, as jobbers, shop owners, and technicians alike 
started to make podcasts a part of their commute or lunch break.
This is a great way for jobbers and counter staff to keep up to date 
with the concerns their wholesale customers have.
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Remarkable 
Results
Carm Capriotto, a 
former broadcaster 
turned aftermarket 
watcher, has one of 
the more prominent 
aftermarket podcasts. It is called 
Remarkable Results, with nearly 500 
episodes and counting. Carm keeps 
himself busy traveling to conferences 
to gather new subjects and show 
topics. “The podcast is your own 
personal network,” he said in a recent 
trailer for the show, recalling that one 
listener even referred to it as his own 
“40-minute personal 20-group.”

He is arguably one of the best 
informed people in the industry, 
spending much of his time interviewing 
manufacturers, associations, jobbers, 
WD executives, business analysts, shop 
owners, service writers and technicians.

The Humble 
Mechanic
Want to understand 
the world of auto 
repair? Charles 
Sanville, host of 

‘The Humble Mechanic’ Podcast, is 
back after a hiatus. He has hundreds 
of episodes in the archives but due to 
some technical difficulties this summer, 
some of them are not available through 
typical podcast platforms. You can 
download them directly to his website 
to access them. A blogger since 2011, 
he covers a wide range of topics, and 
is refreshingly open about the joys and 
challenges of the job.

Write Service & 
Write Your Own 
Paycheck
Jeff Cowan is 
arguably best known 
for his ProTalk Series 

of videos and lectures, but his podcast 
is an especially popular resource in the 
dealership service world. Having said 
that, he also covers the independent 
side of the automotive parts and 
service industry, and he has a particular 
message for service writers. A true 
motivational speaker, he often fields 
listener questions with a mixture of 
humour, patience, and common sense 
advice.

The Automotive Hour 
Fast-talking Louis Altazan, owner of AGCO Automotive in 
Baton Rouge, Louisiana, has plenty of charm and experience 
on offer in his weekly podcast. Co-hosting with his lead 
technician, Brian Terry, he has made a name for himself as an 
entertaining and smart industry watcher. Often speaking to 

consumers, he explains the automotive world in clear terms. He has also tackled 
some controversial topics over the years. Generally a booster of OEM parts, he 
discusses part quality frequently. It’s always fun and educational.

Service Drive 
Revolution
Chris Collins bills 
himself as a business 
fixer, trainer, and 
coach. He specializes 
in business 
performance and helping companies 
find new streams of revenue. The author 
of three books, including the Amazon 
bestseller, Gamification: Playing For 
Profits, he’s also the host of the business 
podcast, Chris Collins Unleashed. On 
Service Drive Revolution, Collins and 
Gary “G-Man” Daniel discuss little 
known strategies to help pull service 
departments ahead of the pack. Topics 
are wide ranging and comprehensive, 
including hiring technicians, increasing 
CSI, building relationships for long-term 
customer retention, and increasing sales.



  

Fleet management revolves around 
three key challenges: cost efficiency, 
vehicle reliability, and road safety.

One of the best ways to tick all 
three boxes is by specifying quality 
replacement parts.

This is especially true when it comes to 
brake pads. There are a lot of aftermar-
ket options out there… and some of them 
are completely wrong for the fleet world.

Technicians instinctively understand 
the value of galvanization. They’ve 
worked with brake parts enough to 
know what will last and what won’t. 
In a recent survey, 92% of technicians 
identified galvanization as the best 
protection against rust and corrosion.

Brake pads are exposed to harsh road 
conditions and the most challenging 
environmental extremes, from thermal 

variation to contaminants like sand, salt, 
water, and ice. Winter is especially tough 
on brakes. According to Environment 
Canada, up to nine million tons of salt 
are deposited on Canadian roads every 
winter. The result for painted brake pads 
is predictable: corrosion and premature 
failure. The steel backing plate rusts, the 
paint that is meant to protect it chips 
off, and the adhesive that is meant to 

Everything in your brake system is 
galvanized – so why not the brake pads?
Introducing galvanized brake pads and all the quantifiable benefits for fleet managers.



  

ADVERTISEMENT

bond the friction material fails.
Check the heap of discarded brake 

pads from coast to coast to coast: most 
pads fail long before the friction material 
is worn down. Corrosion can take root 
and destroy brake components in a 
matter of months. That means fleet 
vehicles are routinely pulled off the 
road for repairs at very short intervals 
and valuable payloads are held up 
unnecessarily.

And it’s not just passenger vehicles. 
Earlier this year, nearly 1,600 com-
mercial motor vehicles in the U.S. and 
Canada—approximately 13.8 percent of 
vehicles examined—were removed from 
roadways on an unannounced Brake 
Safety Day for brake violations.

Frequent brake service is an inconve-
nience that costs fleets money, time, and 
efficiency, reducing profits and compro-
mising customer satisfaction scores.

But there is a solution.
Galvanized steel brake pads meet 

the challenge of the road, preventing 
corrosion, retaining structural integrity 
throughout the life of the friction, 
and remaining fully functional until 
the friction material has given up its 
last millimeter of useful life. Notably, 
throughout their life, galvanized brake 
pads require only a quarter of the time 
in the bay for repair or replacement – 
particularly for vehicles that face high-
shear and high-load situations. That’s 
four times as much time on the road.

For fleet managers, that’s a very 
attractive prospect indeed.

NRS Brakes is a world leader in 
galvanized brake pads, offering premium 
products that eliminate the destructive 
effects of corrosion. NRS brake pads 
are fully protected against the elements, 
which means they last longer, there’s 
less downtime, and maintenance costs 
are dramatically reduced.

Furthermore, NRS brake pads 
feature an award-winning mechanical 
attachment system that affixes friction 
material permanently onto the backing 
plate, offering next-level quality, safety, 
reliability, and performance. Imagine 
shark teeth with a bite that doesn’t 
let go. The patented technology is far 
superior to adhesives which cannot 
withstand high operating temperatures.

Even under extreme loads, friction 
material held by the shark teeth 
remains firmly affixed to the backing 
plate through the entire life of the pad. 
The galvanized steel teeth embedded 
directly into the friction material simply 
will not let go, eliminating vibration, a 
leading cause of brake noise.

Research and development
To further combat unwanted operational 
noise, NRS Brakes has created a 
revolutionary noise-cancelling piston 
insert that reduces noisy stops by over 

90%. The unique device has a free-
floating design to absorb vibration for 
quieter braking. It snaps easily into 
place, and it comes standard with every 
set of NRS Brakes.

NRS Brakes’ patented mechanical 
attachment system is a product of 
unparalleled commitment to research 
and development. Its pads are 
computer-designed, lab tested, and 
road proven.

NRS Brakes technology is changing 
the disc brake friction replacement 
industry and has become the top choice 
for quality-conscious professionals.

With zero attachment failures,  
NRS Brakes offers a unique warranty:  
a free replacement for any brake that 
fails due to delamination or friction 
separation.

Return on investment
Researchers have found that the costs 
associated with vehicle downtime –  
including loss of productivity and 
reputation – are typically higher than 
what fleets anticipate. In fact, some 
estimate that the yearly cost of 
downtime is as much as eight times 
what management tends to forecast.

Fleet managers and operators, 
responsible for safe and efficient 
transportation, understand the value 
of achieving return-on-investment 
targets. Keeping vehicles on the road, 
where they can make money, is a key 
objective.

NRS Brakes is part of that solution.
Galvanized steel brake pads with 

mechanical attachments offer fleet 
managers a clear path to improved ROI.

And NRS Brakes is a true partner to 
fleets, with preferential pricing, volume 
discounts, and annual rebates.

Poor quality brake pads result in 
profitability issues for fleets. They can’t 
afford safety concerns, increased time 
off road, frequent replacement intervals, 
and higher repair bills.

Inconsistent performance is every 
fleet manager’s nightmare. Don’t let it 
happen to you!

VISIT US ONLINE AT www.nrsbrakes.com
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Happy 
Holidays
from the Automotive Industries 

Association of Canada
Thanks to the generous support of our 
Maple Leaf Sponsors, the Automotive 

Industries Association (AIA) of Canada is 
able to proudly promote the growth 

and prosperity of the Canadian 
automotive aftermarket industry.

We couldn’t do it without you. 
Thank you!

For more information on 
sponsorship opportunities, visit 

www.aiacanada.com/sponsorship.html.

Newcom Holiday-EN.indd   1 10/23/2019   10:59:15 AM
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Performance suspension
The Rancho performance 
suspension from DRiV lineup 
now includes a new 3-in. 
suspension system (Part no. 
RS66507R9) for 2014-2020 
Ford F-150 pickup trucks. 
Featuring a 100-percent 
bolt-on design and providing 
an aggressive, leveled 
stance to the latest F-150 
truck, the new Rancho Ford 
suspension system includes a 
set of durable, tubular upper 
control arms specifically 
engineered to allow the ball 
joint to perform in its normal 
operating range; two sway 
bar spacers and mounting 
hardware for easy install; 
and 1 ½-in. rear blocks. The 
Rancho Ford F-150 kit also 
includes two popular “Level 
It” Rancho RS9000XL front 
leveling struts and two 
rear RS9000XL shocks, all 
9-position adjustable units.
 www.GoRancho.com.

Cabin air filters
WIX Filters has launched XP Cabin Air Filters, a newly designed 
filter with premium “Pur-Air” technology and multi-layer 
protection that allows vehicle occupants to breathe cleaner air. 
The filter was designed to make vehicles safe havens for allergy 
sufferers. Key innovations include particle filter layers that filter 
out nearly 100% of allergens; premium activated carbon layer 
that absorbs odors, gases and pollutants; and a bio-functional 
layer that protects against odour-causing bacteria and mold 
growth. www.wixfilters.com

Premium chassis parts
Delphi Technologies says it is gearing up to become a full-line 
chassis supplier with new revenue opportunities for distributors 
and garages in North America. The Delphi Technologies chassis 
line has more than doubled in size, bringing part numbers to 
more than 8,000 in 2019. The program includes control arms, 
tie rods, inner and outer tie rod ends, sway bar links, ball joints, 
bushings, drag links, idler arms, pitman arms, and trailing arms. 
Each chassis part is developed and engineered based on 
extensive dimensional and material analysis of OE designs.
 www.delphiaftermarket.com

Cabin filters with Febreze
Purolator has introduced 
new coverage for popular 
truck and SUV applications 
with PurolatorBOSS Premium 
Cabin Air Filters with Febreze 
Freshness. Available in 
early 2020, these new part 
numbers expand Purolator’s 
coverage by more than 
6.5 million vehicles for 
both domestic and import 
nameplates that include 
popular models such as the 
Ford F150, Honda Civic, 
Honda Odyssey, and Tesla 
Model 3. Purolator is also 
offering a new point-of-sale 
display to drive consumer 
awareness and demand for 
PurolatorBOSS Premium 
Cabin Air Filters.
 www.pureoil.com

Cabin air filters
CareMetix cabin air filters, new from Mahle Aftermarket, incorporate S5 broadband technology to  
protect against harmful and allergenic substances, while eliminating odors that conventional cabin air  
filters cannot. Mahle CareMetix filters feature five layers of protection to eliminate odour, pollen, soot,  
and fine particulates. The filters are constructed with S5 broadband technology that encompasses  
a high-performance particulate filter layer, a molecular layer, an engineered activated carbon layer,  
a bio-functional layer with activated carbon, and a protective layer.
 www.mahle-aftermarket.com
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Tactical light with power bank
New lithium-ion Tactical Lights from Schumacher feature a 
built-in jump starter and power bank that will quickly start 
power sports vehicles, cars and trucks in emergencies. The 
powerful LED lights have multiple settings to provide security 
in any weather condition. Battery clamps with Smart Cables 
protect the unit and vehicle battery. Fast charging 2.1A USB 
ports charge all USB devices. Durable aluminum alloy cases 
with metal end-caps provide years of rugged use.
 www.batterychargers.com

Magnetic parts bowl
Mueller-Kueps now offers Magnetic Parts Bowls to store nuts 
and bolts while you’re working on a car. A durable bowl and 
a very strong rubber coated magnet make it easy to use this 
bowl horizontally or vertically. Hang it from the car, hoist or 
place it on your cart without scratching the surface. It gives 
you easy access to small parts while making sure you don’t lose 
them. It is available in a range of colours.
 www.mueller-kueps.com

Spark plug boot 
protectors
DEI’s new 7” Silver Protect-
A-Boots protects spark 
plug wires and boots from 
excessive heat generated 
from the engine, exhaust 
manifold and headers that 
can cause wires and boots 
to burn, harden or crack 
resulting in arcing, misfire 
or even full ignition failure. 
Designed to withstand direct 
heat up to 1200°F they are 
extremely pliable allowing for 
easy installation for straight or 
angled boots. Made from high 
temperature resistant woven 
glass fiber material with 
double-wall construction with 
no restricting steel ring.
 www.DesignEngineering.com

Carbon+forged wheel
Forgeline Motorsports’ 
Carbon+Forged wheel 
are available in four sizes: 
20x9-inch, 20x11-inch, 
20x12-inch, and 21x12.5-
inch. Forgeline says the 
Carbon+Forged wheels 
combine weight-optimized 
CNC-machined forged 
aluminum centers with 
revolutionary proprietary 
carbon fiber barrels to deliver 
the ultimate in technological 
advancement, exclusive 
styling, and unparalleled 
lightweight performance. 
The carbon fiber wheel 
barrels are supplied by wheel 
manufacturer Dymag, in a 
partnership with Forgeline 
Motorsports.
 www.forgeline.com

Cargo bed storage system
Stowe Cargo Systems has released a new strong box. The 
Stowe Cargo Systems Strong Box offers clean, secure and 
weathertight storage for work equipment and personal gear. 
With an attractive, low-profile design that seamlessly integrates 
with the styling of modern trucks, the Strong Box features a 
high-tech aluminum and composite construction, making it a 
secure and rugged storage space.
 www.stowecargo.com

LED lightbar
Superior Signals has expanded its LED lightbar inventory to 
include a 49-inch series. The lightbar features LEDs rated to 
100,000 hours of use, and includes a fully functional traffic 
arrow for emergencies. It is equipped with 72 LEDs with a 
power output of 165 watts, 12 volts, and 18 warning / 11 traffic 
arrow flash patterns. This bar also has non-volatile memory 
recall which keeps your preferred flash pattern selected even 
after you turn off the light.
 www.superiorsignals.com
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Rear air springs
Arnott has new aftermarket replacement 
air springs for the 2010-2018 Lexus GX 
460, Toyota Land Cruiser Prado and 
4Runner. They feature a CNC machined 
aluminum top, and are assembled with 
ContiTech OE-quality air sleeves. They 
also have a formed steel piston, heavy-
duty crimping rings and protective dust 
cover. Designed, assembled and tested 
in the U.S., they’re backed by Arnott’s 
industry-leading warranty.
 www.arnottindustries.com

Battery-starter test kit
Bosch has introduced the BAT 120 
wireless battery and starter/charger 
system tester, which allows technicians 
to perform faster battery system tests 
and receive full alternator health reports. 
The new tester is designed to wirelessly 
transmit data via Bluetooth connectivity 
to a pre-installed app on the Bosch ADS 
325 and ADS 625 diagnostic tools. The 
BAT 120 is also compatible with OTC 
Encore and Evolve diagnostic tools 
running software version 2.10 or higher.
 www.boschdiagnostics.com/pro

Auxiliary driving light
Hella has added a new 500 LED auxiliary driving light with high-
power LEDs to its Valuefit line. It offers a striking accent light 
design with 15 high-intensity LEDs and a precisely calculated 
reflector to create a homogeneous beam pattern with 2100 
lumens and multivolt 10-30V DC function. www.hella.com

Electric Water
Pumps

Inverter Water
Pumps

Water Pumps Timing Belt Kits

Fan Clutches Thermostats Hydraulic Belt
Tensioners
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Hubs
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Ride Height Sensors Oil Pumps Oil Control ValvesManual Transmissions
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Form-In-Place Gaskets Automatic Transmission
Fluids
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« Améliorer sans arrêt 
  nos propres innovations »



Electronic tire inflator
PCL USA has launched the new Accura 
MK4 Digital Tire Inflator Gauge, designed 
for indoor and outdoor applications 
for the North American market. It is 
an upgraded version of the company’s 
analogue AirForce MK4 tire inflator, 
combining the robustness of an analogue 
inflator with the lightness, ease of use, 
and accuracy of a digital inflator. The 
all-environment, electronic inflator can 
be used on both light- and heavy-duty 
applications. Despite its sturdy design, 
the Accura MK4 is ergonomically 
designed for user comfort.
 www.pcltireinflation.com

Electric water pump 
The VDO OEM Electric Water Pump 
with integrated Control Unit is a direct 
replacement for a wide range of BMW 
applications. This is the genuine OEM 
part and features identical fit, form, 
and function. It delivers precise engine 
temperature and operates independently 
from the main cooling circuit and engine 
functions. It comes directly from the 
manufacturer, Continental.
 www.vdo.com/usa
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www.VDO.com/USA

VDO Cooling Fan Assemblies –
OE quality with plug and play installation.

VDO Cooling Fan Assemblies are exact replacements 
for the original fan in fit, form, and function, right down 
to the electronic module. They restore the original cooling 
performance, and feature OE mounting locations and 
plug-and-play electrical connections, for quick, easy 
installation, right out of the box.

800-564-5066 
salessupport-us@vdo.com
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Engine oil
Liqui Moly has launched three new 
engine oils: one for the latest BMW 
models, a special one for older BMWs, 
and one with a particularly low viscosity 
for Japanese cars. Liqui Moly’sTop Tec 
6600 0W-20 will carry the latest BMW 
approval Longlife-17 FE+ and be suitable 
for the latest gasoline engine BMWs 
with the exception of the M series. The 
new Liqui Moly Special Tec B FE 5W-30 
was been developed for older BMW 
models. The third new product is Special 
Tec AA 0W-16, the lowest viscosity oil 
the company has launched to date. It is 
mainly for Japanese cars.
 www.liqui-moly.us.

Shop chargers
EnerSys has 
expanded its 
Odyssey line 
to include 
advanced battery shop chargers. With 
a complete range of 12-volt chargers 
rated at 35, 70 or 105 amps, the new 
Odyssey battery shop chargers can 
be transported around the shop for 
ease and flexibility, or wall mounted 
for permanent operation. Additionally, 
the 70- and 105-amp units feature a 
programmable dashboard on a 4.3-
inch color screen that displays charging 
status.
 www.enersys.com
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GET FOCUSED ON YOUR CLIENT Continued from page 30

trying to sell them stuff that really benefits you. You have to 
prove that what you’re proposing is really in your client’s best 
interest. They’ll be further ahead if they listen to you. They’ll win, 
not you.

Sadly, too many jobbers act like their very worst customers: 
they act out of crude self-interest for short-term gain. They refuse 
to foster relationships, be professional, or take a progressive 
stance.

Progressive jobbers attract larger, more progressive shop 
owners. They offer true value, not gimmicks. Their clients are not 
price shoppers. Their selfless efforts are appreciated. They are 
rewarded with in excess of 85% of the shop’s business.

Progressive jobbers lead the marketplace. They become the 
voice of the industry in their communities. They are credible, 
informed, and plugged in.

They don’t blame their customers for lost profits or slumping 
sales. They don’t accuse their clients of being unprofessional or 
incompetent. They build up their clients. They’re thrilled and 
challenged to keep up with them.

I can tell you that ASPs wish this was the description of a 
typical jobber in today’s market. But it isn’t. There are too few 
that operate like this. Shops that find one feel lucky.

A jobber can have a positive influence on the market but not 
when they run their business in a one-sided fashion, with no 

regard for the health of the repair shops they do business with.
What is the future of the independent shops in a marketplace 

served by self-interested jobbers? It is bleak indeed.
We need good, progressive jobbers who will help develop the 

market. Yes, they really do have that much power!
The best shops in your market area wish you would step up 

and take your role in the industry more seriously. The entire 
independent sector would benefit from it handsomely. 

Slow down, and re-evaluate your jobbing business and 
the value you bring to each shop. Prepare yourself to make 
investments in the marketplace. Stop looking at everything as an 
expense. Re-examine every client. Assess the volume level and 
the gross profit level you could take them to if you got focused 
on them.

Consider investing in the technology that will raise the level of 
service you offer. Get focused on your marketplace!

I’m confident, that if you do your homework, you’ll be able 
to achieve an additional 3 to 5 percent in gross profit. In a             
$1 million business, that’s an additional $30,000 to $50,000 in 
gross profit. It is also net profit. If you have another 10 years left 
in your business, that type of focus represents an additional 
$300,000 to $500,000.

With that kind of opportunity, I think you’d have to agree it’s 
worth your time.  nJN
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There are many good auto repair shops that 
are making a solid effort to improve their 

circumstances.
It has not been easy for them. Change is difficult 

for any business. But some shops have made 
tremendous efforts, and the results are seen in their 
business projections.

I’ve spoken with many of these shop owners, 
and a common point of agreement is that they’ve 
reached the absolute limits of their tolerance for 
jobbers that operate without regard for the value 
they deliver to their clients.

They have little patience for jobbers who 
remain unfamiliar with the capabilities of modern 
computers to streamline business procedures. They 
are frustrated by suppliers who ignore the power 
of the Internet and the assistance it can lend in 
serving ASPs more efficiently. They are troubled by 
the missed opportunities for better research and 
clearer communication from their parts providers.

Many auto repair shops have embraced 
technology and they do their best to stay current. 
It allows management to be better organized and 
more in touch with what is really going on in their 
businesses.

It’s gotten to the point that many progressive 
shops measure their businesses better than their 
jobbers do.

Unfortunately, too many jobber sales reps are 
not very well trained, and they fail to command 
the respect of their clients. All too often the 
rep responds to reasonable questions with an 
awkward, “I’ll have to check on that,” or “Can you 
leave that with me? I’ll get back to you.”

Successful shop owners have learned to train 
their staff well, and they are comfortable delegating 
projects to their employees. If a jobber can’t – 
or won’t – train their own people to develop 
professional relationships marked by competence 
and authority, what does that say about jobber 
management? Why can’t they trust their own 
people in the field?

There are still many jobbers who do not respect 
their service provider clients, or understand 
the challenges they face. What does that say to 
progressive shop owners who are seeking a “value” 

relationship with their suppliers?
Here’s what some jobbers may be missing: Really 

great auto repair shops develop relationships 
of trust with their clients. When they make a 
recommendation, their clients listen carefully, and 
usually heed the shop owner’s advice. Their shop 
clients trust them.

How many jobbers have developed that kind 
of relationship of trust with their ASP customers? 
When the jobber makes a recommendation – 
about an upcoming training course, perhaps, or a 
conference that will be helpful – is the relationship 
so tight that the shop owner heeds the advice?

Few jobbers have that kind of relationship 
with their clients. Consequently, they blame their 
customers for being short-sighted and unwilling to 
participate in new programs or events. The jobber 
says, “I try to get my customers out to training but 
they won’t go. They never do.”

Perhaps more accurate would be, “I haven’t 
developed sufficient credibility with them so they’ll 
take my advice.”

That kind of truth stings, doesn’t it?
Service providers don’t want you just to keep 

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.

Do you have the kind of relationship with ASPs that they heed your advice? The most progressive jobbers do.

WITH BOB GREENWOODOff the shelf

continued on page  29
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