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PUBLISHERS’ NOTE

OUR COMMITMENT TO YOU
Jobber News has new owners with new attitudes… but it will remain the
same industry-leading publication it’s been for nearly 90 years.

F

aced with confusing problems, everyone wants a turn-key solution. Just plug it in and watch
it work.
Well, that’s what we’re going for here at Turnkey Media Solutions, the new owners of Jobber
News and its sister publication CARS magazine.
We want to provide you, our faithful and valued readers, with information and ideas that
you can plug into your operations and reap immediate benefits from.
We’re new owners, but we’re not new to the automotive aftermarket. In fact, our association with
Jobber News and CARS goes back for years. We’re well familiar with the advertisers, sponsors, and
suppliers you’ll find in these pages, and we understand the many issues that you as readers face.
Here’s our commitment to you: We will continue to bring all sides of the aftermarket together,
to jointly tackle the problems that new technology, shifting consumer attitudes, and geo-political
realities are imposing on us all.
The issue you’re holding represents the first under the guidance of a new generation of
publishers. We have an adventurous streak and a strong work ethic. We’re not shy about new
technology, and we’re eager to make a mark in this industry.
At the same time, however, we approach the challenge humbly, with great respect for the
reputation Jobber News has built in nearly 90 years of publishing.
As progressive publishers, we invite a more participatory and inclusive approach to doing
business. Let’s talk! Feel free to email us. Tell us your stories, your opinions, and your concerns.
Give us your feedback so we can better tailor this publication to your needs.
We want to know what you think! Our vision is not to cling
to traditional labels, or silo people into groups of
wholesalers, distributors, manufacturers, and assorted
suppliers. Rather, we want to shape a new and
unified community that celebrates our industry and
creates an open forum for discussion.
The way we look at it, our industry is evolving, and
you count on Jobber News to keep you up to date
with what is happening in the field, on the roads, and
in the corridors of power.
We are 100% dedicated to protecting and
bolstering the proud legacy we’ve inherited.
Jobber News will continue to offer the
best industry coverage and business
insights available. It will continue to
be the primary business resource in
Canada’s vibrant auto parts supply chain.
In that sense, nothing is changing
around here.
Peter Bulmer
peterb@newcom.ca

w w w. a u t o s e r v i c e w o r l d . c o m
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S

ome aftermarket part suppliers enjoy a reputation for quality that is unimpeachable.
These companies are industry leaders, setting the standard for others to meet.
Heralded for offering improvements over OE parts, their dedication to research and
development is inspiring.
At the other end of the spectrum are those companies that notoriously don’t care
about quality, but exist only to give the industry the cheapest possible alternative.
Between these bookends, you will find a great many companies that have a hit-and-miss
relationship with product quality. They struggle with consistency.
Visit the forums, talk to your clients, read the reviews, you’ll find that opinions about them
will swing from year to year with the great arc of a pendulum, from good to bad, to good,
to bad. I’ve been in the industry long enough to have seen several prominent aftermarket
companies experience the wild ride of fluctuating consumer satisfaction. It cannot be a
comfortable one!
There are plenty of factors that can cause these pendulum swings. Trade issues, market
conditions, currency fluctuations, executive instability, technical challenges… all are the
enemy of manufacturing success.
It should come as no surprise that many technicians and shop owners place a great
premium on consistent quality. Being able to trust a product makes the purchase price easy
for them. It gives them credibility in their customers’ eyes, and it builds loyalty.
There’s an awful lot of goodwill in the industry – enough to get manufacturers through
temporary challenges and crises. But one too many disappointments will cause service
providers to start making blanket statements about shoddy parts, lacking in fit, form,
and function.
A recent opinion piece in CARS magazine captured this sentiment
beautifully, stressing the importance of consistent quality to the service
provider community. If you have not read it, it’s worth finding on our
website. The primary point of this “Open Letter to Manufacturers” is that
both sides of the market need each other. Service providers need good
parts, and part manufacturers need good customers. The single most
important quality that guarantees success in this business is quality. It’s
the fundamental building block of credibility, customer satisfaction,
and profitability.
As jobbers, you stand between the supply side and the demand
side of the auto repair industry. Do you get involved in the
question of quality? Do you ask your customers whose parts
work and whose don’t? Do you ask them what they’re
seeing, what they require, and what they expect in terms of
consistent fit, form, function, availability, durability,
and affordability?
Most importantly, do you report back to your suppliers?
Your voice carries weight. You are the middlemen.
There is power in that. You have a role to play in ensuring
that the system works, that both your customers’ needs
and your suppliers’ prices are met.
Quality is the benchmark we all need to meet.
I want to hear what you think.
Everyone’s reputation rests on it — including your own as a
Send your comments to
allan@newcom.ca
parts broker.
w w w. a u t o s e r v i c e w o r l d . c o m
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NEWS

LORDCO ESTABLISHES FOOTHOLD
IN ALBERTA
After 45 years of operating only in British Columbia, Lordco Parts Ltd. expands
into Alberta, with plans for further expansion.

NEW AIA REPORT
LOOKS AT ONLINE
BUYING
By Allan Janssen
THE SIXTH REPORT in the Automotive
Industries Association of Canada’s
Consumer Behaviour Series concludes
that automotive e-tailing is poised for
significant growth.
The new report, entitled ‘What’s in
Your Online Cart? A Study of Automotive
E-tailing in Canada,’ examines new
purchasing habits among Canadians,
especially with regard to automotive
replacement parts.

Online shopping could make it
harder for shops to build real
world customer relationships.

LORDCO AUTO PARTS, LTD., the largest distributor and retailer of aftermarket

automotive parts and accessories in British Columbia has expanded into Alberta,
opening its first store in Calgary.
The company now operates 98 locations.
“Lordco Auto Parts is very excited to enter the Alberta market with our new
superstore in Southeast Calgary,” says general manager James Ward. “We feel this is a
great time to bring the Lordco brand to Alberta and look forward to providing a high
level of customer experience to the local market. We also look forward to continued
expansion within Alberta soon.”
With a total footprint of 43,000 square feet, including 12,500 square feet of retail
space, the new store located at 70 Glendeer Circle Street Southeast is Lordco’s largest
location yet. It features Lordco’s new retail design concept, which features a dedicated
“truck centre” within the store.
Lordco Calgary will serve customers across Southern Alberta with an extensive
line of aftermarket automotive parts and accessories from its 11 product divisions:
automotive, chemicals, engine parts, equipment, high performance, import, paint and
body, RV and marine, tools, truck accessories, and welding.
The Calgary location will offer a number of unique products including truck
accessories and camping supplies as well as traditional automotive and light truck
repair parts.
Lordco Auto Parts already has further expansion plans to serve a wider geographic
area in Alberta. The company has more than 2,000 employees.
8
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It found that all signs point to healthy
sales opportunities online for makers and
distributors of automotive replacement
parts.
“Although this study did not measure
growth in actual spend, it did measure
the incidence of e-tailing and that
number is set to increase from the most
recently reported incidence of 19%,” the
report’s conclusion states. “That number
alone has nearly doubled the incidence
seen in our 2016 study, which saw 10%
of vehicle owners having shopped online
for auto parts or fluids over the previous
12-month period.”
Online purchases of motor oil, wiper
blades, tires, and windshield washer fluid
have all increased since 2016.
The survey of over 2000 Canadian
consumers found that fully half of
online purchasers could not remember
the sites they have used in the past.
Among those who remembered, the
most commonly identified sites were
Amazon (15%), Canadian Tire (11%)
and Rock Auto (5%).
A copy of the reports are available
free to members through their member
account, and are also available for
purchase to non-members.

NEWS

UNI-SELECT SET TO LAUNCH
NEW AUTO REPAIR BANNER
PROGRAM

BORGWARNER PURCHASES
DELPHI TECHNOLOGIES
BORGWARNER INC. HAS ENTERED INTO AN AGREEMENT

UNI-SELECT HAS ANNOUNCED PLANS to establish a new

national banner program for automotive service providers.
Bumper to Bumper Auto Service, described by Uni-Select
CEO Brent Windom as the “next step in Bumper to Bumper’s
evolution” will be designed to promote customer loyalty,
allowing service providers to stand out in their communities.
“Bumper to Bumper Auto Service will be our premium
banner program for independent repair facilities across the
country that we do business with, an opportunity for them
to rebrand, and offer different value propositions for their
customers,” he said.

Uni-Select CEO Brent Windom announces the company’s new banner
program at the company’s supplier appreciation awards in Las Vegas
late last year.
“Our image strategy is going to be about professionalism
and peace of mind for the consumer, but above all, when
customers to the shop, they’ll find that they’re dealing with
real people, the people they see when they go to church or to
the hockey game, or to community events.”
Windom said the program will offer service providers a
wealth of marketing and business tools, and help Uni-Select
building stronger relationships with its customers.
He declined to say how many Bumper to Bumper Auto
Service shops the company hopes to establish in the near
term, but said he is optimistic it will resonate with forwardthinking shop owners.
“We know what great feels like,” he said. “We have over
2,300 shops who banner through us today, so we know that
we’ll migrate a certain number of those who want to step up
through the program and we certainly want to attract new
customers as well.”

to purchase Delphi Technologies PLC in an all-stock
transaction that values Delphi Technologies’ enterprise at
about US$3.3 billion.
According to a joint press release, the deal creates “a
global enterprise focused on innovating propulsion systems
and aftermarket solutions so that passenger cars and
commercial vehicles drive cleaner, better and further.”
Under the terms of the agreement, Delphi Technologies
stockholders would receive a fixed exchange ratio of
0.4534 shares of BorgWarner common stock per Delphi
Technologies share. Upon closing of the transaction,
current BorgWarner stockholders are expected to own
approximately 84% of the combined company, while
current Delphi Technologies stockholders are expected
to own approximately 16%.
“This exciting transaction represents the next step in
BorgWarner’s balanced propulsion strategy, strengthening
our position in electrified propulsion as well as our
combustion, commercial vehicle and aftermarket
businesses,” said Frédéric Lissalde, president and CEO of
BorgWarner, Inc. “Delphi Technologies will bring proven
leading power electronics technologies, talent and scale
that will complement our hybrid and electric vehicle
propulsion offerings.”
“This is a compelling transaction that we are confident
delivers clear benefits to our stakeholders,” said Richard F.
Dauch, CEO of Delphi Technologies. “Delphi Technologies’
portfolio is highly complementary to BorgWarner’s,
and together we plan to create a pioneering propulsion
technologies company uniquely equipped to serve OEMs
and aftermarket customers around the world. BorgWarner’s
team shares our focus on addressing today’s and tomorrow’s
challenges, and the combination will create exciting
opportunities for our employees. We also expect our
stockholders will benefit from the opportunity to participate
in the future growth and upside potential of the combined
company.”
In fiscal year 2019, BorgWarner and Delphi Technologies
estimate that they generated $10.17 billion and $4.36
billion of net sales, respectively. Following the close of the
transaction, the combined company is expected to be one
of the leading pure-play propulsion companies globally,
serving light and commercial vehicle manufacturers and
the aftermarket.
The BorgWarner/Delphi Technologies transaction is
expected to close in the second half of 2020, subject
to approval by Delphi Technologies’ stockholders, the
satisfaction of customary closing conditions and receipt of
regulatory approvals.
w w w. a u t o s e r v i c e w o r l d . c o m
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NEWS

J.D. POWER TO MERGE WITH
AUTODATA SOLUTIONS

CANADIAN VEHICLE PRODUCTION
DROPS BELOW 2 MILLION UNITS

Data analytics and consumer intelligence company J.D.
Power has announced it will merge with Autodata Solutions,
a provider of data and software solutions for the automotive
ecosystem. The merger marks the completion of J.D. Power’s
acquisition by private equity firm Thoma Bravo, the owner
of Autodata Solutions. The newly combined company will
operate under the name J.D. Power and will offer marketleading new and pre-owned automobile transactional data,
valuation tools, vehicle feature information and consumer
analytics to the automotive industry. The headquarters for the
combined company will be in Troy, Mich.

DesRosiers Automotive Consultants is reporting that Canada’s
vehicle manufacturing base retreated to below 2 million units
in 2019, continuing a trend that has been under scrutiny for
several years. “While the 2009 situation was largely cyclical
in nature the current decline appears more structural and
the future outlook is one of further production losses,” the
company’s newsletter stated recently.

DREW TECHNOLOGIES AND
AUTOLOGIC TO BECOME OPUS IVS
Drew Technologies, Autologic Diagnostics, Farsight, and
Bluelink Diagnostic Solutions — all companies within the
Intelligent Vehicle Support (IVS) division of Opus Group
AB – are unifying and will officially be known as Opus IVS.
The company will use their combined expertise to support
collision repair shops, independent mechanical repair shops,
and technicians in repairing complex vehicle technology.
“In a short time, we have brought these leading companies
together within Opus IVS and leveraged the technology from
over 30 patents we have pending to help technicians repair
complex, modern vehicles,” says Opus IVS president Brian
Herron. “Rebranding as Opus IVS is the next logical step in our
companies’ evolution.”

ZF launches TRW-branded brake program
Mark Cali, head of independent aftermarket, U.S. and Canada for ZF
Aftermarket, announces the launch of a TRW-branded brake program.
The company has released two lines representing both mid-grade and
premium products: TRW Ultra and TRW Pro.

RISLONE, HY-PER LUBE COMBINE IN
BRAND REALIGNMENT
Chemical brands Rislone and Hy-per Lube have combined to
create a new line of products focused on high performance.
The new Rislone Hy-per family will include all the current
Hy-per Lube motor oil, fuel system, and cooling system
additives, as well as several related products from the Rislone
lineup. Rislone Hy-per products will be available worldwide
in 2020. The rebranding will roll out gradually and will be
announced to consumers with new marketing assets.

APD TRAINING DIVISION CAPS OFF A
RECORD YEAR
Grant Brothers Sales to represent Mahle in Canada
Mahle Aftermarket has partnered with Grant Brothers Sales to expand its
product offerings in Canada. Jon Douglas, president of Mahle Aftermarket
North America, said Grant Brothers will help them provide customers with a
‘full systems approach’ that also includes expert support and technical training.

10
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Automotive Parts Distributors ( APD ) says over 753 students
participated in its training classes, offered in Calgary,
Edmonton, Saskatoon, and Lloydminster in 2019. These
technical class numbers don’t include the online courses
offered through APD’s programs. The company also added two
business management courses this year, utilizing both Murray
Voth and Bob Greenwood.

NAMES IN THE NEWS

TARIFFS HAVE HURT
MANUFACTURING: U.S. REPORT
The U.S. Federal Reserve has released a study that found the tariffs
imposed by the Trump administration in 2018 led to higher prices
and fewer manufacturing jobs.
“While one may view the negative welfare effects of tariffs found
by other researchers to be an acceptable cost for a more robust
manufacturing sector, our results suggest that the tariffs have
not boosted manufacturing employment or output, even as they
increased producer prices,” the report concluded.
“While the longer-term effects of the tariffs may differ from those
that we estimate here, the results indicate that the tariffs, thus far,
have not led to increased activity in the U.S. manufacturing sector,”
it stated. “In addition, our results suggest that the traditional use of
trade policy as a tool for the protection and promotion of domestic
manufacturing is complicated by the presence of globally interconnnected supply chains.”
The study, written by Aaron Flaaen and Justin Pierce, said U.S.
tariffs may have reduced competition domestically, but trading
partners responded with retaliatory tariffs that may harm U.S.
manufacturers “by decreasing their competitiveness in foreign
markets.”
According to the report, “the impact from the traditional import
protection channel is completely offset in the short-run by reduced
competitiveness from retaliation and higher costs in downstream
industries”
The Motor & Equipment Manufacturing Association (MEMA) has
been a leading voice against proposed tariffs that impact motor
vehicle parts suppliers. It released a statement expressing concern
about expanding and escalating the tariffs, arguing they leave U.S.
companies less able to compete in the global market place.

WINTER TIRE USE RISING
DRAMATICALLY: STUDY
A new survey shows that winter tire use in Canada has risen sharply
over the past five years, but driver education about safety benefits
remains essential to wintertime road safety.
The Tire and Rubber Association of Canada’s 2019 Canadian
Consumer Winter Tire Study, conducted by Leger, finds that 69
per cent of Canadian drivers outside Quebec, where winter tires
are mandated by law, now ride on winter tires – up from 51 per
cent in 2014.
One reason for this jump is driver experience: 80 per cent of
Canadian drivers with winter tires say their tires have saved them
from a hazardous driving situation such as loss of control or a
collision.
“The millions of Canadian drivers who have adopted winter tires
should be credited with preventing countless collisions and saving
lives,” says Glenn Maidment, president of TRAC. But he said more
education is needed to convince some drivers to seriously consider
changing over to winter tires for cold-weather driving.”

Cardone Industries has named Dan Autey to

its executive team in the role of executive vice
president of sales and marketing.
Kevin Brimble has been promoted to ACDelco
national sales and marketing manager, at Customer
Care and Aftersales, General Motors of Canada.
Winhere Brakes has recognized Chick Capoli Jr.,
of Chick Capoli Sales Company, with it first-ever
Sales Representative of the Year award.
Grant Brothers Sales Limited has brought
in Derek Chinn as vice-president, business
development.
Cox Automotive Canada welcomes Anna Giagkou

as its new chief financial officer, reporting directly
to company president Maria Soklis.
Sue Godschalk has been promoted to president
of Federated Auto Parts, following the year-end
retirement of the company’s long-time CEO,
Rusty Bishop.
Fountain Tire’s director of brand and customer
experience, Denise Gohl-Eacrett, has been named
a 2019 Marketer of the Year by Strategy magazine.

Jeff Kritzer has been elected chairman of the
Automotive Lift Institute’s board of directors.
Kritzer works for of BendPak in Santa Paula, Calif.
Dayco has hired Laura Kowalchik as the
company’s CFO. She has previously held senior
financial positions at Kenwal Steel, Urban Science,
and Dura Automotive.

Lenny Levac has been named director of Canadian
sales for Liqui Moly. He was most recently business
development manager for North America.
Brake Parts Inc. has promoted Paul Oleandi to
the position of sales director of national and key
accounts for the Raybestos and Maval brands.

In Memoriam: Bob Rose, a former national sales
manager for Toronto-based Fenco Automotive,
passed away on Oct. 29 at the age of 75.

w w w. a u t o s e r v i c e w o r l d . c o m
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Onthe Road with
Quebec auto parts retailer Group Dorval-Sources-St-Henri raised $73,000 in their
annual Hope & Cope Foundation Walk-a-thon last year. Co-owners Alex Trichas,
Andre Dimopoulos, Chris Dimopoulos, and Nick Dimopoulos donated the funds to
The Jewish General Hospital in Montreal. This is the 12th year for the walk-a-thon,
which has now raised over $700,000.

SureWerx received Uni-Select’s top supplier award – the
Diamond Award – for outstanding quality products
and service at the parts distributor’s annual Canadian
Suppliers Award ceremony. Brent Windom, president
and CEO of Uni-Select Inc., said SureWerx was
celebrated for the unparalleled quality of its sales tools,
fill rate, lead time, inventory management and service,
such as training, tech and manpower support. Other
recipients were: Blue Streak-Hygrade Motor Products,
Tenneco (now known as DRiV), Dorman Products, BBB
Industries, PPG Canada, and NOCO.

12

JANUARY / FEBRUARY 2020

w w w. a u t o s e r v i c e w o r l d . c o m

Chris Chesney, senior director of customer
training for Advance Auto Parts, was one
of several guest speakers at the annual
symposium of the Automotive Aftermarket
Retailers of Ontario in January. The event
included a Repair It Right strategy meeting
and a trade show.

Automotive Parts Distributors held its first trade show since
2013 at Prairieland Park in Saskatoon late last year, drawing
attendees from B.C., Alberta, Saskatchewan, and as far away as
Quebec. The show was held a day after a successful business
management course run by APD’s training division, featuring
management consultant Bob Greenwood.

Find more event coverage at AutoServiceWorld.com

Service... on demand!
The latest information on the automotive aftermarket.
In one website.

www.AutoServiceWorld.com

BytheNumbers

Stats that put the North American
automotive aftermarket into perspective.

1,914,357

Number of light vehicles sold in Canada in 2019, a decrease
of 3.6% from 2018, and the second annual decrease in a row.

of traffic deaths
1,841 Number
in Canada in 2017.
of traffic deaths
36,560 Number
in the U.S. in 2018.

Transport Canada

National Highway Traffic Safety Administration

of traffic deaths
1.35 million Number
around the globe in 2018.

5.2 million

While it wasn’t a great year for new vehicle, the used market managed a significant
sales increase for the year and as a result the overall market—new and used
together—set an all-time record with over 5.2 million units sold.
DesRosiers Automotive Consultants

World Health Organization

71:29

12

Ratio of the U.S. sale of SUVs and light trucks to passenger cars in 2019.
In 2013, cars and light trucks were split about 50:50. By 2026,
the disparity is expected to grow even further to 76:24.

%

IHS, Five Trends in Five Minutes

39

%

Percentage of technicians surveyed who
consider Surround View Cameras to be the
most difficult ADAS calibration to do. Easier

Percentage of all new cars around the globe that are painted
white — popularized by industries that have used white to
represent the face of technology.
BASF annual report on automotive coatings

were front radar/lidar (only 5% consider

500 -$700

$

them difficult), and blind spot radar (4%).
Easiest were windshield cameras.

Residual value that emerald green cars lose when they hit the
used market solely because of their colour.

Martec Group

Kelley Blue Book

69
14
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per cent
Percentage of recent used-car purchasers who don’t plan to return to the selling
dealership for service. About 27% plan to go to independent shops, 18% will visit
a service chain, and 15% will visit another dealership.
Carfax Canada

JOBBER VIEW

A question for the ages

Making generalizations based on age isn’t fair and doesn’t make good business sense.
SOCIETY TAKES A HARD STANCE on racism and sexism, as it should. But it still
seems to be quite acceptable to judge people according to their age.
And if you think age discrimination, or “ageism,” only affects older workers,
you’re only seeing half the problem.
Yes, mature workers are sometimes denied work opportunities and may
even find it difficult to find rewarding employment as they reach the traditional
retirement age.
But the ones who arguably face even more discrimination in the workplace are
millennials – those who reached adulthood in recent years. They are easily dismissed
and frequently targeted as lazy or entitled.
Here’s something I hear all too often in automotive circles: “I’ll never hire anyone
born after 1990!” The declaration is usually followed by a scoff and a story about a bad
hire or a problematic work experience.
Over the course of my career, I’ve hired many people and overseen many others.
Among them were some who are lazy and some who are full of energy. Some who
were selfless and some who felt entitled. But I’ve never found that age was a predictive
factor when it came to their effectiveness.
We just hired two young workers for a new branch. Both are fresh out of high school.
They are punctual and extremely hard working. When they’ve finished a task, they
don’t stand around idly. They run to management and ask for something else to do.
They certainly don’t seem “entitled” to me! In fact, tell me which of the following two
people you think is more likely to act entitled.
Person A is a recent college grad with a burdensome student loan, working a
minimum wage job and taking on some freelance web work to pay the bills. Car
insurance is high, even though they have a clean driving record. And they’re sharing
an apartment with three friends to keep costs down while trying to save enough money
for a down payment on a house in an inflated market.
Person B is a retired teacher, with a house that is paid for, and no household debt.
They’ve begun enjoying a full pension that allows them to spend most time at family

cottage, while their spouse continues to
work, collecting a six-figure income.
Who could use a discount buying
toiletries at the drug store?
Please don’t misunderstand me. I
respect the contribution my seniors have
made, both to the industry and to the
country as a whole. I certainly appreciate
it when they work hard into retirement.
We all benefit from their experience and
wisdom. And I think seniors who are on a
fixed income deserve their discounts.
But decrying a whole generation of
young people as being entitled and lazy
is simply not fair. And in some cases, it’s
downright hypocritical.
If you want to do your company a
favour, hire people without regard to
their age. Throw out your preconceived
notions about the young and the old
alike. Invest in people who can help your
business grow. Attitude and ability are
the key determining factors… not age.

w w w. a u t o s e r v i c e w o r l d . c o m

ZARA WISHLOFF

Vice president of sales and marketing for
Automotive Parts Distributors (APD) with
four warehouses in Alberta and
Saskatchewan. You can reach him at
zwishloff@apdparts.ca
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OFF THE SHELF

now buckle up

A

massive aftermarket disruption is well underway. Your business will be
dramatically affected this year by what the shops you sell to are going through.
Shop owners who can see the prevailing trendlines are paying very close
attention to the changes that are sweeping through our industry. They know that
to ignore those changes is to risk commercial failure.
Are you also paying attention to the changes?
The ongoing disruption will gain steam in 2020 as a “new aftermarket” emerges. Every
jobber must understand how it will affect their business.
Here are some of the biggest topics to think about as you prepare for the next 12 months.

Telematics

Telematics will continue to grow, especially in the fleet business. It gives fleet
managers key data on every vehicle in their stable, assisting them in scheduling critical
maintenance to hit their safety, reliability, and efficiency targets. The ultimate goal,
of course, is to save the company money. Are your shop clients looking after fleets
professionally? Open a discussion with shop owners. They need to examine their
relationships with existing fleet clients, and develop strategies to attract prospects. This
starts with truly understanding the value they bring to fleets. Are you, as a parts supplier,
on top of the telematics factor?

Ride sharing

Ride sharing and advanced vehicle service requirements will continue to grow in 2020.
What does this mean to your client shops? Plenty! The share of consumer business they get
will soon start to shrink. The default client base is about to morph toward more light-duty
commercial fleets. Your clients need to prepare for this change, creating new partnerships
with ride-sharing companies to replace the shrinking base of consumer business.

Data ownership

The question of who owns the data generated by increasingly connected vehicles
will be a key fight for service providers. The question is bound to heat up in 2020.
The aftermarket must do a better job of educating consumers about the value of their
data. Shops that engage their clients on this topic report that very few car owners truly
16
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Welcome to 2020...

By Bob Greenwood, AMAM

understand how much data is generated
by modern vehicles, nor how much
of it the carmaker is able to read. The
aftermarket must have access to this
information as well. It is the consumer
that should be giving data privileges to
their preferred service provider. More
than ever before, motorists need expert
counsel on vehicle maintenance. This
starts with granting their service partner
permission to tap into their data stream.

Service information

Access to vehicle data will heat up
more in 2020, as new software hits North
American vehicles. Where are your client
shops getting the information they need?
Are they up to date on how to reflash a
vehicle? Do they understand the value
of relying on the National Automotive
Service Information Task Force (NASTF)
for repair information? Do they know
how to navigate the NASTF website? This
is a great opportunity for jobbers to be a
resource to their client base.

Government lobbying

The aftermarket is going to have to
increase lobbying efforts to inform
governments about what is truly at stake
here. The rights and choice of vehicle
owners must be protected. The OE wants

to lock the aftermarket out of repair and
maintenance work. Jobbers should get
involved in the struggle for access to
service information, and encourage their
shop clients and various aftermarket
associations to get even more vocal about
this issue. We can’t afford to sit on the
sideline and idly watch our industry lose
ground. We need more activists!

Rising professionalism

Shop owners are starting to understand
that they are no longer part of a
trade. They are part of an increasingly
sophisticated profession, and they need
to be professionals. Shop owners will
need to be true CEOs in 2020, guiding the
business at the highest level. That means
no longer working on cars full time, or
being the only customer-facing person
on the counter. They need time to study
the direction the industry is taking, and
figure out how to position their business
to benefit from the trends. They must
stay ahead of the wave of disruption or

the business will get swamped,
impacting all the employees and
their families. This is an awesome
responsibility. Are you helping them
become the CEOs they need to be?
Should you be a mentor to them?

Training and development

A lot of repair shops will face a stressful
year. No doubt some will simply give up.
Their demise could have a big impact on
your jobber business.”

Technicians will require more training than
ever before as vehicle technology advances
by leaps and bounds. Are you helping
them get critical information? Managers
will need business training as well. Can you
sponsor a clinic that will teach them the
math they need, and outline the internal
processes they need to put in place? Train
your clients, or risk losing them when their
net profit disappears.
2020 is going to be an exciting and very
challenging year for the aftermarket. The
shops that have stayed up to date on the
changes will enjoy a better year than last.
Repair shops that were apathetic about
change and now have to catch up are
going to experience a very stressful year.

Technicians who are over 50 will struggle.
No doubt some will simply give up. The
demise of aftermarket shops could have a
big impact on your business.
Identify your most pressing objectives
and give yourself some strict deadlines
during 2020 and into 2021. This will keep
you and your team accountable. Be
deliberate. Take one step at a time. Stay
focused on the prize.
Keep your entire team up to date on
your progress, and then hold on tight! The
ride is going to pick up steam in 2020!
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BOB GREENWOOD, AMAM

Bob Greenwood is an Accredited Master
Automotive Manager (AMAM) who offers
personal business coaching and ongoing
management training for aftermarket
shops, focusing on building net income.
He can be reached at 1-800-267-5497 or
greenwood@aaec.ca.

JANUARY / FEBRUARY 2020

17

47 years

of making a
difference

Your continued support
((More than $5 million in donations)
has had a profound impact on Muscular
Dystrophy Canada. In honour of our efforts,
and yours, Muscular Dystrophy Canada
has created the Annual Fred Shaddick
Community Service Award recognizing
outstanding contribution to the community.

Since 1954, Muscular Dystrophy Canada has been committed to improving the
quality of life, mainly through donations, for the tens of thousands of Canadians
with neuromuscular disorders and taking the lead in research for the discovery of
therapies and cures. Shad’s R&R has continually supported these efforts since 1973
by donating over $5 million dollars to Muscular Dystrophy Canada. Now entering
our 47th year of support, the automotive aftermarket continues to fulfill founder
Fred Shaddick’s original mission of FOR THE KIDS.

Mark your calendars for the 47th Annual Shad’s R&R Golf Tournament
on Thursday, June 11, with all proceeds to Muscular Dystrophy Canada.
START TIME 10:00am SHARP!

Station Creek Golf & Country Club - Stouffville, Ontario
If you would like to become a sponsor or make a donation to SHAD’s R&R For the Kids,
please contact one of our board members directly.
Shad’s Board of Directors
Chairman

Brad Shaddick

• Luc Champagne
• Mike Fazackerley
• Steve Gushie
• Bill Hay

luc.champagne@autosphere.ca
mike.fazackerley@matthewscott.com
steve.gushie@carquest.com
b.hay@bestbuydistributors.ca

brad.shaddick@driv.com
• Shaun Keogh
• Dave Fifield
• Scott Stone
• Cameron Young

skeogh@eastpenncanada.com
s.stone@bestbuydistributors.ca
cameron.young@ca.bosch.com

This ad space generously donated by the media partners.

INDUSTRY TRENDS
artificial intelligence and machine
automation will steal tasks away from
workers to make people increasingly
expendable. As technology chips away at
the human workforce, we could see the rise
of “centaur work” the hybrid of human and
machine interaction.

3. A.I. supplements knowledge

And here we start to see how jobbers
could be impacted by technology. Jobber
stores are, after all, part of the knowledge
economy. The expertise that good
counterpersons bring to the job is already
being augmented by smarter computer
systems. We will soon get to a point where
artificial intelligence learns from the
cognitive labour force, supplements their
knowledge, and ultimately replaces them.

The future
of

By Allan Janssen

work

Attempting to predict how technology will impact
an industry is a difficult but important exercise.

O

n the surface, the auto parts distribution industry seems well insulated from automation.
After all, auto parts will continue to be recommended, picked, and shipped to repair
shops for the foreseeable future… and that won’t be done by robots anytime soon.
But as technology advances, it’s clear that traditional jobs will evolve in a variety of
ways, some subtle, some not so subtle.
The Diversity Institute, part of the Ted Rogers School of Management, has identified more
than 1,400 reports published in the past 10 years that weigh in on the topic of the future of
work. And while the jury is still out on just how vulnerable workers are to automation, there
can be no doubt that change is coming.
Policy Horizons Canada, a forecasting group within the federal government, has recently
summarized five plausible scenarios that will bring new challenges and opportunities to the
Canadian workplace.
Some of these “game-changers” are likely to impact the jobber world more than others.

1. The unbundling of jobs

The theory is that human work will steadily move from long-term to task-based. A graphic
representation of this transition might show people moving steadily from careers to full-time
work, to part-time work, contract work, project work, tasks, hybrid-tasks, and ultimately to no
tasks at all in a world of full automation.

2. The erosion of people jobs

Even if this “unbundling” of jobs into distinct tasks doesn’t occur quickly, it is likely that

4. Technology assumes
transactional control

As the world grows more accustomed to
machine influence in the workplace, the
value of human intermediaries who provide
trust and security will decline. Any job that
primarily involves facilitating agreements
between humans could be at risk. It’s hard
not to think of jobber stores as a place
where human transactions are facilitated.

5. Decentralization
People may not work and earn where they
live and spend. We have already started
to see the rise of remote working. At some
point this will accelerate, bringing with it
a host of sociological, governmental, and
economic implications.
No one can predict the future. But reading
technology trends, and extrapolating
potential scenarios helps prepare industries
for the challenges and opportunities ahead.
The authors of Understanding the Future
of Skills have identified five key impacts
that industries should consider as they
weigh their future in the digital age. They
recommend we prepare for a decline in
routine work; the unbundling of tasks; a
greater need for human adaptability; a
premium on teaching individuals how to
work with technology; and an increased
emphasis on hard-to-automate skills.
The jobber world may not be easily
replaced but preparing for an automated
future makes a great deal of sense.
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SELLING

The

Touching base with your customer
from time to time is a healthy exercise.

ASP view
By Allan Janssen

H

ow often do jobbers get a chance to hear the unvarnished views that automotive service
providers have about their relationship with suppliers?
Actually, it happens all the time.
There are frequent opportunities to get a “service providers perspective” at aftermarket
events. Whether at association conferences, banner program events, training weekends, or
industry trade shows, it seems to be a routine part of the agenda to ask the thorny question of
what technicians, service advisors, and shop owners are looking for from their supply chain.
It has been a staple of events organized by the Automotive Industries Association of
Canada for years, encouraging open dialogue and a frank exchange of ideas.
Here are the top four themes that come up time after time:

Quality

Shops quickly become associated with the quality of the components they install. Their
customers play a role in that. When cheaper alternatives are requested, shops have to
respond or risk losing a customer.
But many shops also have a self-imposed minimum quality threshold, and they expect their
suppliers to have a similar policy in place.
Off-shore, white box parts with no reputation or meaningful warranty won’t do. And even
brand names that no longer meet the bar of fit, form, and function are frowned upon.
Shops are looking for suppliers that keep a vigilant eye on parts quality, and make
adjustment as needed.
“Your part becomes our part the minute we put it on the car,” said one shop owner at a
recent conference. “That’s how the customer views it. It came from us, not you. So if there’s a
problem with it, it comes back to our door.”
20
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Technicians and shop owners want
to know that quality parts are available
to them so they can side-step the kind of
performance issues that plague low-cost
alternatives.

Training opportunities
Every jobber has a story about a training
event that was poorly attended. Why,
they ask, are technicians not showing
up for class? But the opposite concern
is often voiced at public events. The
question becomes why are jobbers and
manufacturers failing to provide quality
training alternatives on relevant topics at
times that are convenient and venues that
are comfortable?
Everyone knows that technological
advances will strain the competency of
technicians who are not developing new
skills. Shops will reward manufacturers and
jobbers that offer them cutting-edge training
that truly brings results.
Continued education leads to improved

Shop owners want to know that they’ve
partnered up with someone who
understands the industry and can help them
meet their goals.

profitability and customer trust. Shops that
have embraced a culture of learning need
a supplier that can help them stay on top of
technology.

Panel discussions at industry events give jobbers an insight
into what their customers need and expect from them.

Return policies that work

Jobbers and manufacturers may harbour
justified concerns about warranty abuse,
but automotive repair and maintenance
shops don’t like working without a safety net.
Given prevailing concerns about product
quality and the efforts by some companies
to control parts proliferation by combining
part numbers, the market needs reasonable
return policies.
Not only does it give shops peace of mind
about the parts they buy, but it conveys
supply chain confidence.

Business support

The old adage that shop owners are often
technicians who “graduated” into ownership
without taking any real business training
is still pretty accurate. More resources are
available to help shop owners who are more
comfortable with an oscilloscope than an
Excel file.
Jobbers have an important role to play
in ensuring that their customers are literate
about their businesses. A suite of new
metrics are being tracked by successful
service operations. Are your customers using
them? Can you offer some guidance and
direction?
Service providers need partners who
are invested in the success of their shops.
Whether it is with business consultations,
management training, or access to financial
advice, shop owners want to know that
they’ve partnered up with someone who
understands the industry and can help them
meet their goals.
Not sure how your operation is doing in
meeting that expectation? The first step is
reaching out to your client customers to
find out what grade they’d give you on a
report card.

The success of your
business depends on
your customers’ ability
to repair the latest vehicles.
Support the Repair It Right campaign — a Canadian initiative that
gives independent service providers a proven way to access OE service
information. We’re working with the National Service Information Task
Force to make sure Canadian shops have a chance to stay in the game.
• Be knowledgeable about the issue
• Educate your customer
• Get involved! Sign on as a sponsor
Help make sure independent service providers have access
to the repair information they need!

www.aaro.ca

1-833-787-4020
This service is paid for through the support of the aftermarket suppliers and parts distributors.
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MANAGEMENT

Getting paid
By Jeff Mowatt

Nine tips for collecting receivables without creating hard feelings.

I

f you’ve ever experienced the
awkwardness of having to call a
customer to remind them to pay their
bill, you know that you have to walk a
very fine line of diplomacy.
Being a pushover won’t get the
customer’s attention. And being too pushy
risks losing not only money that’s due, but
future business as well.
Most of the training I do is on choosing
words that enhance trust and differentiate
your service to make price less relevant.
You can use these same trust-building
principles to gain cooperation with
customers who aren’t paying.
In the automotive repair and
maintenance world, quick access to the
right components is critical. And as a
jobber, you control that flow of parts.
But how long should you let the flow
continue when payment isn’t prompt and
complete? That’s where strategy comes
into play.
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1. Do your homework

Start by gathering details about the outstanding invoices and about how much overall
business the customer does with you. Any large-volume customer isn’t going to be
happy about receiving a collection call over a relatively small invoice. In fact, they may
rethink doing business with you if you adopt what they consider to be a petty stance.
On the other hand, a first-time customer with a large overdue bill should set off some
warning flags. This is someone you need to contact sooner rather than later. When it
comes to collecting, it makes sense to give long-term customers special consideration,
and new clients a short leash.

2. Begin with a courtesy email

The first reminder can be a friendly email sent soon after payment is due. Keep the tone
light and conversational. Short is good, too, if you can ovoid sounding terse. Essentially
you want to explain the situation without being too confrontational.
“Pat, I was looking through our receivables and noticed we haven’t received a payment
yet on this invoice. I want to make sure you did indeed receive it and there’s nothing you
need from our end. Thanks!”

3. Stand up for yourself

If the email doesn’t receive a reply, it’s time to pick up the phone. This is an escalation
of sorts, but it need not sound that way. You want to sound focused and professional. If
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you’re feeling anxious, stand up when you phone. Your voice
will have more resonance and authority, and you will feel more
confident and in control.

When it comes to collecting, it makes sense to
give long-term customers special consideration,
and new clients a short leash.”

4. Share facts, not accusations

Certain phrases can inadvertently sound like accusations and can put customers on
the defensive. Telling people that they’re late or overdue sounds like a generalization.
Instead give specific dates and encourage them to talk.
“Payment was due on the 17th and as of today we haven’t received it. Is there
something about the payment I should be aware of?”
Your objective here is to listen and gather facts about your client’s business. Take
notes if you have to. This isn’t the time to state a hard position. Instead, summarize
your understanding of the facts you collected. Recap with softening words like, “So if I
understand this correctly… ” A huge part of building trust with anyone is demonstrating
that you understand their position fully.

5. Empathize

If your client has indeed suffered a financial setback, you may need to let them get
that off their chest. Summon all your empathic skills. Soften your tone, and prepare to
listen. It might help to begin with two magic words: sounds like. “Sounds like you’ve
had a run of unfortunate events. I’m sorry to hear that.” Those words make you sound
humane and go a long way towards making late-paying customers want to cooperate.
Let them tell you their tale, and don’t interrupt with unrequested advice.

6. Don’t make it personal

This may sound like the opposite of good management advice. Typically, we want
to personalize our services by using the word “you” a lot, as in, “Let me check that
for you.”
In the case of collections however, the last thing we want is for this to be taken
personally. Now you have to draw a line between personal situation and professional
responsibility. So rather than asking, “When do you think you’ll be able to pay?” you
need to be more pointed. Ask, “When can we expect payment?”
Speaking of word choices, avoid asking if they “want” to pay by installments. Few
people want to pay bills. What they want may not be reasonable for you. Instead, simply
ask, “Would it be helpful if we set up a payment plan?”

7. Express your “grand Intention”

If you are indeed dealing with a normally reliable repeat customer, explain that you
value their business and want to help them through this. I call it expressing your Grand
Intention. It sets a positive tone and implies that you’re interested in achieving a longterm mutually positive outcome. Again, the goal is for them to feel motivated to pay.

Now, send them a written summary
confirming what you discussed. That
way if you end up in court, you’ll
have documentation.

9. Last resorts

If you conclude that there’s slim to
no hope of collecting the money
you’re owed, or if you no longer want
to continue doing business with this
customer, consider settling for less than
the full amount. You may have a sense of
how much they might part with. In most
cases, you’ll be further ahead financially
than if you sued them or engaged a
collection agency.
This, of course, is not the preferred
outcome, but it is a way for you to close
the books more quickly, and move away
from a bad situation.
These are perfect candidates for a
year-end letter that informs them that
you will no longer consider them active
customers. This is actually a fairly
common business practice. Once a
year, you ‘fire’ one or two of your worst
customers. These are individuals who
create more stress than they’re worth.
“It appears you have not been satisfied
with our services. Rather than prolong a
difficult relationship, we think you might
be happier finding a new supplier of auto
parts. Good luck in the future.”
Getting paid should not be so difficult,
and it is unfortunate when you are forced
to resort to emails and phone calls – and
perhaps even an uncomfortable visit – just
to complete a normal business transaction.
But when the occasion arises, use
your listening skills, empathy, and
professional demeanour to prompt
the best possible outcome.

8. Summarize your understanding

Before hanging up, clarify what you and the customer have decided. Make sure you’re
both on the same page. This is a critical step, because you’ll avoid trust-destroying
disappointments that can be experienced on both sides.
“For my notes and to make sure I have everything clear, here’s what we’ve agreed
upon moving forward...”
w w w. a u t o s e r v i c e w o r l d . c o m

JEFF MOWATT

A customer service strategist, and
bestselling author, based in Calgary, Alta.
This article is based on his book Influence
with Ease. You can reach him at www.
jeffmowatt.com.
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STORE OPERATIONS

Will you have a fleet of electric vehicles some day?
More to the point, will your fleet have the juice to deliver?

Orchestrating

energy
By Anne Mellano

A

mazon recently announced the order of 100,000 electric vans to be delivered by
2030. For perspective, that’s more vehicles than FedEx currently uses worldwide.
The fleet world is increasingly enamoured with electric vehicles, particularly
business like the auto parts distribution industry, where quick reliable delivery is a
key differentiator.
Of the many points of discussion around autonomous electric vehicles and the
services they’re expected to deliver, one underrepresented topic is the battery capacity
of electric vehicles and the limitations this imposes.
Most autonomous vehicles, in the long term, are expected to be electric for several
reasons. Electric drive trains require less maintenance than their gas counterparts.
The fuel is less expensive than gasoline. And they are easier to refuel without
human intervention.
But electric vehicle batteries are still subject to variations of range and
power that introduce new variables for fleet orchestration.
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More than Just Range

Vehicle range is usually the first topic that
comes to mind when it comes to electric
vehicles. How far can the vehicle travel?
But that is a tricky issue because the
range is impacted by a number of factors,
some of them completely unrelated to
sheer distance.
As with a gas-powered vehicle, electric
vehicles use more power as their speed
increases. Autonomous vehicles use energy
as they process data, and the computers
driving the cars process some 11 terabytes
of data per day by some estimates.

Vehicle weight (influenced
by heavy cargo like engine
components, and dense
automotive parts) is another
factor in energy use.”
Battery capacity is also influenced by
temperatures. Lithium, the type of battery
most electric vehicles currently use,
doesn’t like cold, and some AV shuttle
services have been forced to shut down
during cold weather. Air conditioning
is another power drain – much to the
chagrin of an agency in Rhode Island that
found its shuttles were not equipped with
air conditioning and had to keep them
garaged during summer heatwaves.
Vehicle weight (influenced by heavy
cargo like engine components, and dense
automotive parts) is another factor in
energy use.
And depending on the local
topography, there will be limits to the
steepness of the grades that some vehicles
can climb due to power constraints.

No two rides are alike

As a result, choosing a vehicle that will
work for your business is going to be a
complicated process.
It has become clear that no two rides
consume the same amount of battery
power.
Vehicle energy availability becomes
an even bigger issue when it comes to
managing on-demand mobility services
with electric vehicles. When moving
commercial packages, if there are
constraints like guaranteed delivery times
or wait times, a vehicle’s battery strength
is one of the many variables that need
to be considered when deciding what
vehicle to send at what time.
The crucial question will always be does

the vehicle have the juice to complete
a mission. Does it have enough battery
power to reach a charging station after the
mission? Where is the nearest charging
station? Are there any hills or other energy
intensive features of the route? How
many vehicles are already waiting to be
charged? How long can a vehicle afford to
wait before it runs out of power?
Those are the issues on the front side
of autonomous vehicle refueling. On the
backside are questions like, when will
a vehicle that is being charged return to
service? Where should it be positioned in
the event that there are no current ride
requests near the charging station?

Service design issues

The location and capacity of charging
stations will also be important
considerations in service design. The

number of vehicles, their cargo space, and
service area dimensions, as well as the
geography will be limited by the proximity
and capacity of charging depots. Because
each mission will consume different
amounts of energy on every trip, this data
has to be monitored and factored into
every dispatch in real-time.
Energy use and availability are just two
of the factors that make fleet orchestration
so complex. For deliveries, the locations
of every request; the weight and
composition of the cargo; the available
vehicles; their locations; their status;
the traffic conditions; road conditions;
weather; geography; the wait times and
more will all factor into matching the

right vehicle with the right mission.
Included in the “more” are the
considerations of surrounding demand
and predicted future demand. Operators
must make sure that there is always
enough supply on hand and in the
right locations to meet demand within
defined service levels and operator
utilization requirements.
All of this demonstrates why fleet
orchestration is going to be a big part of
your future fleet considerations. The goal
of fleet orchestration is all about sending
the right mission to the right vehicle at
the right time.
Most mobility providers aim to carry
as much paying cargo as possible while
driving the fewest vehicles and kilometers.
Companies that own their fleets and pay
drivers by the hour want to make the
most of every vehicle-km. Deadheading
– the time traveling empty – incurs costs

without revenue. Structuring the delivery
circuit to maximize revenue will be what
it’s all about.
For autonomous vehicle services, using
electric vehicles battery power will play
a critical role in assigning missions to
vehicles… and it’s an important service
constraint that needs to be factored into
when maximizing fleet performance and
fleet orchestration.
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ANNE MELLANO

A recognized expert in mobility services,
and a cofounder of transportation
management company Bestmile. She is
director of global management activities,
including identifying business opportunities
and overseeing the company’s marketing
and communications.
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PRODUCT FEATURE

Charging for
Your clients can really benefit from an active test-and-charge
program… and you’ll sell more batteries.

power
By Allan Janssen

M

odern car batteries have an increasingly complex
job description.
Once needed simply to provide power to crank the engine,
they now need to provide power continuously to dozens if
not hundreds of sources.
From navigation and entertainment devices to heaters, blowers,
motors, lights and safety system. Put them all on at once and you’d
exceed 400 amps.
That’s not to mention the explosion of electronic control units, all
of which draw power. We’re on our way to a count of 200-plus ECUs
– up from one in 1995.
All that power is constantly coursing through the vehicle, and even
a momentary disruption can cause the whole system to grind to a
halt. No wonder a battery’s state-of-charge is so crucial!
Modern testing equipment offers the ability to quickly and
easily assess every battery that comes into a repair facility. It’s
something your client shops should consider doing, not only to
head-off electrical issues, but to assure vehicle reliability and build
consumer loyalty.
A study by Swedish battery equipment manufacturer CTEK
revealed that in 2013 about 25% of vehicles on the road were in need
of a new battery. By 2018, with the increase in power demands in
modern vehicles, that number was up to 51%.
People don’t know they have poor batteries until they have an
issue, and a lot of shops don’t test until they’re asked.
It would be worth your while to encourage them to take a
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proactive stance on battery testing. A modern tester that can provide
printed reports for consumer review will pay for itself in a matter of
weeks if it is used regularly to identify failing batteries.
It is a small investment for lucrative returns – both in sales and
customer satisfaction.
A lot of shops have turned to conductance testers which offer
instantaneous results. Conductance describes the ability of a battery
to conduct current. Making direct contact with the lead post is
ideal for an accurate test result. In order to facilitate best contact,
interfaces, clamps, contact probes, and adaptors are available.
Conductance has been found to correlate directly with battery
capacity, as measured in a timed discharge test. That means shops
can predict timed-discharge capacity with a test that is minimally
invasive, extremely effective, and economical.
Best of all, conductance testers need not apply a large current
to the battery under test, which is important for protecting sensitive
electronic equipment
Within seconds, the tech will be able to report to the customer
whether the battery is reliable or starting to become less efficient.
A battery service can be offered to recondition an aging battery. If
replacement rates of anywhere from 25% to 50% stand, a significant
number of new batteries will be sold.
If you want to boost battery sales, encourage your client shops to
get into the habit of testing every battery that comes into the bay.
Given the outsized reliance on power that modern vehicles demand,
it’s a service that everyone will benefit from.

BAYWATCH

Brake catalogue
Akebono Brake Corporation has released a new
web catalogue loaded with features for improved
user experience and look-up accuracy. The digital
catalogue allows for seamless, direct data loads
with data refreshes every 24 hours. It has
a full-function application look-up, as
well as direct or wildcard part number
and cross reference searches making it easier
than ever to find the right parts.

Sales management tool
Epicor Software Corporation has
introduced a new mobile sales
management solution that helps outside
sales professionals more effectively plan
and execute all daily sales, inventory
and account management activities.
Optimized for smart phones and tablet
computers, it allows sales managers to
assign and monitor daily, weekly, and
monthly tasks to team members and
track customer visits and outcomes.

www.akebonobrakes.com

Fuel handling parts
Delphi expects to launch 400 new fuel handling
part numbers in 2020. It launched more than
300 new last year, including more than 70
first-to-market parts. The company has more
than 2,000 part numbers in its fuel handling
program, including fuel modules, gasoline
direct injection pumps, electric fuel pumps,
hanger assemblies, mechanical fuel
pumps, transfer units, fuel strainers, feed
pumps, in-line solenoid pumps, and accessories.

www.epicor.com

Induction heater

www.delphiaftermarket.com

Headlight restoration wipes
Detour Auto has launched LensBoost,
an all-new headlight restoration
wipe, featuring a new applicator and
formulation in retail-ready packaging.
Super easy to use, you simply wipe both
lenses with the applicator pad and let
dry. It cures in under 15 minutes, bringing
clarity and shine back to the lenses while
forming a strong UV/weather protective
coating that lasts up to two years.
www.detourauto.com

Induction Innovations
has launched Venom
HP, the fourth
generation of its MiniDuctor handheld
induction heater.
It allows users to
release hardware from
corrosion or thread
lock compounds in a matter of seconds,
without the dangers of an open flame.
The Mini-Ductor Venom HP draws
the maximum power available from a
120v/15amp line through a heavy duty
18-amp cord to deliver the needed
current to its new circuit design.
www.theinductor.com

Brake calipers

Performance suspension
The Rancho performance suspension
lineup now includes a 3-in. suspension
system for 2014-2020 Ford F-150 pickup
trucks. Featuring a 100-percent bolt-on
design, the new suspension system
includes a set of tubular upper control
arms specifically engineered to allow
the ball joint to perform in its normal
operating range, two sway bar spacers
with mounting hardware, and 1 ½-in.
rear blocks.
www.GoRancho.com

Raybestos has expanded its Element3
brake caliper line with the addition of
new dual bleeder part numbers, covering
several popular vehicles-in-operation
such as the Ford 150 and Honda Civic.
The parts are known as dual bleeders
because they fit both the left and the
right sides, so there’s only one caliper
part number, instead of two. The line
includes plated brackets where required.
www.raybestos.com
w w w. a u t o s e r v i c e w o r l d . c o m

JANUARY / FEBRUARY 2020

27

BAYWATCH

Oil for older BMWs

Oxygen sensors

Liqui Moly’s new Special Tec B FE carries an
official BMW approval for Longlife-01 FE. It
is designed for older BMW gasoline vehicles
without particle filters, from model year 2002
on. The “FE” stands for fuel economy which is
achieved by lowering the High-TemperatureHigh Shear viscosity (HTHS viscosity). The
development of a new oil specifically for
older models was necessary because BMW has introduced new
engine tests and is phasing out the older approvals for oils.

NGK Spark Plugs Canada Limited has
released 164 new NTK oxygen sensor
part numbers. This expansion provides
additional coverage to over 4.1 million
Canadian vehicles in operation. The
company says the line expansion is
an example of NGK’s commitment to
providing the most comprehensive and
up-to-date coverage for today’s vehicles.
The updates have been provided to all E-cataloging
sources and are live on the NGK web catalogue.

www.liqui-moly.com

www.ngksparkplugscanada.ca

Ball joint
Mevotech has launched its latest
Terrain Tough Xtreme design
innovation for ball joints – a patent
pending design that offers an engineered
solution for problematic memory steer
applications. It features a specially designed
sintered metal upper bearing to better withstand
radial loads, variances in suspension geometry, and facilitate
the entire range of movement for the ball stud.
www.mevotech.com

Heavy duty engine tools
OTC has expands its
specialty tools catalogue
with new engine service
tools for use on Detroit
Diesel applications.
They include an oil
priming adapter that
allows for proper engine pre-lube to prevent dry starts following
engine service; a new piston ring compressor with adjustable
handle; a poppet disassembly tool; cylinder liner remover; and
compression gauge.
www.otctools.com

Gasket maker
Permatex now offers an advanced, form-inplace gasket maker that creates a quick,
reliable seal with minimal curing time. The
Right Stuff 90-Minute Grey Gasket Maker
creates leak-proof gaskets that cure in just 90
minutes. Designed specifically for newer
domestic and import vehicles that typically
have closely-spaced bolt patterns, The Right
Stuff 90-Minute Grey delivers an exceptionally
strong and fast seal.
www.permatex.com

Filter catalogue
Premium Guard has just released
its newest and most comprehensive
automotive filter catalogue to date,
in an easy-to-use format. Over 100
new part numbers have been added,
covering late model applications along
with expanded coverage for older vehicles. All products are
laid out in year-make-model format, making it easier to find
related parts. The 976-page catalogue includes over 2,000 part
numbers covering oil, air, cabin, fuel, and transmission filters,
as well as drain plugs and washers.
www.premiumguard.com
28
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Induction heating

ADAS calibration

Josam offers two powerful and
efficient induction heating systems
for its North American customers.
The JH1500 is water cooled with
a compressor for optimal running
time, suitable for work on chassis,
axles, joint reinforcements,
bolts, clamping rings, pins, and
heavier steel parts. The JH1000 is
intended for lighter straightening
and loosening of coarser machine
parts, such as nuts and bolts, bushings, bearings, and smaller
chassis parts.

The new John Bean
EZ-ADAS system is the
perfect solution for shops
to expand their business by
servicing ADAS-equipped vehicles.
The system features a unique
centerline setup process that
is highly accurate and easy
to operate, including all the
required hardware and target
components to cover a wide range of makes and models
that simplify the repair process and eliminates the need for
expensive tools.

www.josam.se

www.JohnBean.com

Snap ring pliers

Calibration system

Snap-on has a patent-pending
set of snap ring pliers that
will never be in the wrong
configuration for your current
job. The new push-button
convertible design of its SRPCR
Series of Snap Ring Pliers
offers speed and precision, allowing technicians to easily switch
between internal and external rings. The longer 45-degree and
90-degree jaws allow for easier access to hard-to-reach retaining
rings. The wide cushion grip of the tool offers more comfort and
control, and its cold-forged steel contains a higher alloy content
that makes the pliers stronger and more durable.

Chief Collision Technology
has created Mosaic
advanced diagnostic
technology (ADT), a
suite of advanced driverassistance systems (ADAS)
calibration solutions
that guide technicians
every step of the way. It automatically centers, squares, and
positions targets around the vehicle with no need for manual
measurements or adjustments. The Mosaic ADT system
captures and records the full calibration process, which can
be provided to the customer and is stored for future reference.

www.snapon.com

www.chieftechnology.com

Brake program
ZF Aftermarket has launched
a newly formulated TRW
Branded Brake Program
featuring two new lines of
TRW brake pads available in
both mid-grade and premium lines – TRW Ultra and TRW Pro.
Both lines feature a blend of 100% copper-free formulations,
and they’re slotted and chamfered per the OE configuration and
include stainless steel hardware for installation, where applicable.
www.zf.com

Fuel modules
Continental has expanded its line of
VDO OEM Fuel Modules with new
coverage on RAM 2500 and RAM
3500. The new part numbers deliver
a total VIO of 217,812. All of the SKUs
in the VDO OEM Fuel Module line
are vehicle application specific, and
the company says they’re designed to
assure professional technicians of easy
installation, fit, form, and performance.
www.usa.vdo.com
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EyeSpy
Got something to share? Send a high-res picture to
allan@newcom.ca and make sure to give us lots of detail!

Doug Gritner of Doug’s Repair in Alexis Creek, B.C.
sent in this shot of a 2008 Dodge Ram mega cab. The
customer said the brake slide pins had “fallen out”
and when he tried to fix it himself, everything started
to fall apart. He ended hanging the caliper under the
diff tube with zip ties and driving it 80 kilometers to
the shop, with the brake pedal all to the floor!

WHAT’S
STOPPING
YOUR WORST
CUSTOMERS?
Crazy brake pictures from our growing
Eye Spy collection.

Charlie from Charlie’s
KW Auto in Kitchener,
Ont. had a customer
who came with a brake
squeal on her 2005
Honda Accord. Her
friend had installed
the brakes two days
ago. “We inspected the
front brake and found
that he’d installed
the wrong pads. The
customer said it made
all kinds of noise!”
Understandably, she was
a little embarrassed at
having trusted such an
important safety job to
an amateur.

Sharisse Delainey of Wilkie Auto Repair in Wilkie, Sask.,
didn’t have to look too hard to discover the brake
problem on this 2008 Dodge Ram 1500. “The customer
came in asking us to check the brakes and this is what
we found!”
30
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Jake Makohoniuk
(owner) and Justyn
Marchant (technician)
at J-Mak Auto Centre
Ltd in Etobicoke, Ont.
discovered a new
way to machine rear
drums from a 1999
Dodge Durango. Upon
inspection, they found
the brake shoes had cut
perfectly through the
drum. The inside piece
was bouncing loosely
around causing a rattle
and slight grinding!
“The customer swears
the grinding noise only
started two days prior,”
Jake said. “Ya, right!”

SAVE THE DATE

2020 EVENTS
Our events offer opportunities
to build relationships and learn
about key industry challenges with
aftermarket professionals from
across the country!

National Conference / AGM
April 28th - 29th
Women’s Leadership Conference
Mid June (TBA)
Canada Night
November 3rd
Student Aftermarket Day / YPA Event
November 25th - 26th
Quebec Grand Forum
December 3rd
For more information visit:
www.aiacanada.com

Automotive Industries
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