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MADAM CHAIRMAN
Susan Hitchon will be the first woman to preside over the  
AIA executive committee… but let’s not make too much of that!

SERVICE NOTES

Did the headline ‘Madam Chairman’ – both here and on our cover – really 
grab your attention?

It’s the �rst time we’ve had to think about how to address the incoming 
leader of the Automotive Industries Association of Canada’s executive board.

Historically, it has always been ‘chairman’ for no other reason than because 
every person to sit at the head of that particular table has, indeed, been a man.

But as the �rst woman to assume the position, Susan Hitchon forced us to reconsider 
the terminology. Is ‘chairman’ anachronistic? Is it a vestige of the patriarchy? Is it 
inherently sexist?

Hitchon is our �rst chairwoman. And it seems that in the interest of accuracy, we 
should call her so. �e least of our concerns is that it will require a rewiring of the 
brain for those who are used to appealing to ‘Mr. Chairman’ whenever they debate 
matters of urgency.

To some, ‘chairwoman’ has a very di�erent �avour, partly because it accentuates the 
gender rather than the position. It puts the word WOMAN in capital letters. �is is 
wholly opposite to how the word ‘chairman’ works, where we emphasize CHAIR and 
reserve barely enough breath to murmur the word ‘man.’

Many, of course, will sidestep that whole problem by shortening the word, and 
creating the gender-less ‘chair.’ �is may seem like an elegant solution at �rst. It 
certainly rolls a little easier o� the tongue. But personally, I don’t like it for its basic 
inaccuracy. A person is not a chair. Plus, it denies any reference to the symbolic 
victory a woman’s ascent to the echelons of power represents. Should we not 
acknowledge that in some small way?

Ultimately, the honori�c ‘Madam Chairman’ was Hitchon’s own 
choice. It was something she said she’s been thinking about, 
knowing that people would ask her what she wanted to be called.

I’m happy to honour her decision. At her request, she’ll be 
known as in these pages as the incoming chairman of AIA.

Like me, she is eager to downplay the fact that her election is 
a matter of historical note. If anything, the most notable thing 
about elevating a woman to the chairmanship is that it didn’t 
happen decades sooner. �e automotive a�ermarket is late to 
gender equality. We should not multiply our embarrassment 
by being too self-congratulatory.

�e election of a woman does not necessarily usher 
in a kinder and gentler approach to representing our 
industry. It will not necessarily bring more nurturing 
programs, or more empathetic counsel. Anyone who 
knows Hitchon knows she will bring her own set 
of concerns and priorities to the role, informed by 
market realities rather than gender politics.

I’d like to congratulate her on assuming a di�cult 
role at a di�cult time in our industry’s history. I know 
she’s not one to shy away from tough decisions, and I 
wish her all the best in the year to come. 

By Allan Janssen

Ultimately, the honori�c ‘Madam Chairman’ was Hitchon’s own 
choice. It was something she said she’s been thinking about, 
knowing that people would ask her what she wanted to be called.

I’m happy to honour her decision. At her request, she’ll be 
known as in these pages as the incoming chairman of AIA.

Like me, she is eager to downplay the fact that her election is 
a matter of historical note. If anything, the most notable thing 
about elevating a woman to the chairmanship is that it didn’t 
happen decades sooner. �e automotive a�ermarket is late to 
gender equality. We should not multiply our embarrassment 

role at a di�cult time in our industry’s history. I know 
she’s not one to shy away from tough decisions, and I 

Let me know what you think.  
You can reach me at  
allan@newcom.ca
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NEWS

NEW SEMA REPORT OFFERS 
INSIGHTS INTO RETAIL TRENDS 

A NEW INDUSTRY PERSPECTIVES report from the 
Specialty Equipment Manufacturers Association (SEMA) 
provides insight on the health of the automotive aftermarket 
industry on a wide range of business metrics.

Among the key findings: independent retailers in the 
automotive aftermarket remain the most used sales channel 
for getting parts to consumers.

The report also points out that while manufacturers and 
distributors sell into a variety of channels, including direct-to-
consumer, over 80 percent of manufacturers report that their 
products sell through independent specialty retailers.

And while many retailers and installers report selling 
some of their inventory through online auction sites and 
marketplaces, these only account for 7 percent of sales.

Over 70 percent of smaller manufacturers (with under $1 
million in annual sales) sell directly to consumers, while less 
than 30 percent have their parts stocked by dealerships or 
chain stores.

“The new report is based directly on industry feedback 
and will help companies understand the state of the specialty 
equipment industry and the outlook of other businesses in 
the industry,” said SEMA director of market research Gavin 
Knapp. “In addition to providing metrics on the health 
of the market, this wave of the report also looks at sales 
trends among key business types and effects of the current 
regulatory climate.”

Other findings in the report include:
• Over 70 percent of businesses (76 percent of 

manufacturers, 69 percent of distributors, and 72 percent 
of retailers and installers) expect their sales to grow over 
the next year.

• Nearly 50 percent of manufacturers and distributors expect 
the industry as a whole to grow in 2020.

• Only 15 percent of businesses reported a decline in sales over 
the past year while roughly 60 percent reported growth.

Canada manufacturing sector continues recovery: IHS report 
The gradual recovery in business conditions across the manufacturing sector 
continued in February, according to the latest data compiled by IHS Markit. 
Production volumes increased for the sixth month running, supported by the 
fastest rise in new orders since October 2019. Moreover, export sales returned 
to growth in February, with Canadian manufacturers noting that greater demand 
from U.S. clients had helped to offset weaker spending in the Asia-Pacific 
region. At 51.8 in February, up from 50.6 in January, the seasonally adjusted 
IHS Markit Canada Manufacturing Purchasing Managers’ Index registered above 
the 50.0 no-change value for the sixth consecutive month and pointed to the 
strongest overall improvement in business conditions since February 2019.

ED COATES FOUNDATION 
DONATES $25,000  
IN EQUIPMENT TO  
TRADE SCHOOLS 

THE ED COATES MEMORIAL FOUNDATION has donated a 
brand-new hoist and metal lathe to the Maple Ridge – Pitt 
Meadows School District 42 Trades Program.

The hoist was installed at Maple Ridge Secondary School, 
while the lathe will go to Samuel Robertson Technical 
school. The equipment is valued at $25,000.

The Ed Coates Memorial Foundation, set up in 2014 
in memory of Lordco Parts founder Ed Coates, has also 
created six new scholarships and bursaries for post-
secondary students across British Columbia.

New financial awards have been created at 
Thompson Rivers University, Camosun College, and 
Okanagan College, in addition to the scholarships Lordco 
already offers at Vancouver Community College, BCIT, 
Kwantlen Polytechnic University, and the University of the 
Fraser Valley.

In financial assistance alone, Lordco now provides over 
$30,000 annually to students pursuing studies in automotive 
trades programs.
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NEWS

LAVAL JOBBER NAMED GROUP 
DEL VASTO'S AUTO VALUE 
STORE OF THE YEAR 

MORE THAN 600 PEOPLE gathered in February for the 
Groupe Del Vasto convention at the Queen Elizabeth Hotel 
in Montreal.

The event brought suppliers, shop owners, parts store 
owners, and a wide range of aftermarket employees together 
to discuss industry trends. The theme of the event, “The 
Future Is Now,” captured the focus on new technologies and 
developments in the automotive world.

Workshops were conducted for the company’s banners, 
including Auto Value Certified Service Centers, Auto 
Mécano, OCTO Auto Service Plus, and the Mister Muffler 
franchise. Workshops covered such topics as offering 
information, changing business strategies, and new tools to 
help businesses compete in today's competitive market.

The weekend ended with a gala evening and awards to:
• Auto Value Part Store of the year: Perry Pièces d’auto Laval
• Auto Value Certified Service Center of the year: Auto 

Centre J. Lévesque
• Auto Mécano of the year: Auto Jean 23
• OCTO Auto Service Plus of the year: OCTO Auto Service 

Plus Sherbrooke
• Mister Muffler of the year: Monsieur Muffler Aylmer
• Supplier of the year: Blue Streak
• Manufacturing representative of the year: Zota Catalin de 

Freins AGNA
Groupe Del Vasto was founded in 1986. A privately held 

company, it is headquartered in Montreal, serving Eastern 
Canada through seven distribution centers under the name 
Vast-Auto Distribution, located in the provinces of Quebec, 
Ontario, and Nova Scotia. It operates the Auto Value, Auto 
Mecano, Mister Muffler, Mister Transmission, and OCTO 
Auto Service Plus banners.

ALLIANCE SIGNS GRUPO 
MORSA AS AUTO VALUE 
SHAREHOLDER 
GRUPO MORSA, an automotive parts distributor based 
in Sinaloa, Mexico has joined the Aftermarket Auto Parts 
Alliance as an Auto Value shareholder.

“Grupo Morsa is a fantastic fit for the Alliance,” said 
John R. Washbish, president and CEO of the Alliance. 
“Their impressive footprint and top-notch customer 
service are commendable. With Grupo Morsa on board, 
we look forward to continuing to grow and succeed for 
years to come.”

Grupo Morsa was founded by the late Alfonso 
Vazquez, who opened his first warehouse in 1978. His 
son and daughter took over the business expanding it 
nationwide. The group is considered an environmentally-
friendly organization, priding itself on customer service.

The company boasts 27 warehouses spanning 14 states 
and split between automotive, battery, and diesel parts. 
It employs more than 1,000 team members and does the 
majority of its business through e-commerce platform 
Morsa Click.

UNI-SELECT STRENGTHENS 
ONTARIO PRESENCE 
UNI-SELECT ONTARIO STORES has acquired the assets 
of Bay Auto & Truck Parts Ltd. and Bay Auto & Truck 
Parts (2012) Ltd. Bay Auto has been a member of the 
Uni-Select network for over 20 years. The company's 66 
employees join the Uni-Select team.

All three of Bay Auto & Truck's locations — in Barrie, 
Innisfil and Orillia, Ont. — will become Bumper to 
Bumper corporate stores within the next 24 months.

A press release from Uni-Select says the company 
expects the combined expertise in automotive 
products and services to strengthen its service offering 
in the region.

“We are very excited about our partnership with 
the Aftermarket Auto Parts Alliance,” said Grupo 
Morsa board chairman Miguel Vazquez.  
“Belonging to a global purchasing group is an 
important step for us.”
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NTN WINS 'RISING STAR' 
AWARD FROM AUTO-WARES

NTN, THE PARENT COMPANY OF BCA BEARINGS, has 
been awarded the 2019 Rising Star Supplier of the Year award 
by the Auto-Wares Group of Companies. The award was 
announced and presented at the recent Auto-Wares Group 
annual sales meeting in Grand Rapids, Mich.

“It is a great honour to be recognized by Auto-Wares 
with this award," said Charles Harris, director of automotive 
aftermarket sales, “Supporting the needs of our distributor 
partners is the foundation of our automotive aftermarket 
business, so it is extra special knowing that this award was voted 
on by Auto-Wares’ leadership, sales team and store personnel.  
We are very proud to win this prestigious award.”

The Auto-Wares Rising Star Supplier of the Year Award is 
presented annually to recognize recently approved suppliers that 
show excellent sales growth potential and exhibit outstanding 
performance in distributor and store-level changeovers.

NRS BRAKES EXPANDS 
COVERAGE FOR HINO TRUCKS
NRS BRAKES has 
expanded its galvanized 
brake-pad coverage 
for Hino Class 4, 5 and 
6 trucks.

The pads, which 
are re-engineered to 
exceed the performance 
of the original brake 
pads to help operators 
reduce downtime, come with the NRS Brakes Performance 
Guarantee and NRS Brakes National Fleet Program.

The pads are re-engineered and manufactured in North 
America by NRS Brakes, which uses fully galvanized steel 
backing plates to ensure the backing plate and friction 
attachment will not deteriorate due to corrosion during the 
entire life of the friction.

TRANSIT LAUNCHES NEW 
PERFORMANCE BRAKE LINE 

AUTO PARTS MANUFACTURER and distributor Transit 
has launched DS-One, a new line of uniquely designed 
performance brake rotors.

In addition to being drilled 
and slotted for use on heavy-
duty applications like SUVs 
and pickup trucks, and sought 
after by sports car amateurs for 
their look, DS-One brake discs 
simplify ordering and inventory 
management for customers 
stocking the brand as one number 
can be installed on both vehicle sides.

President Stephan Guay said: “It took two years to bring 
DS-One to the market because we did test after test after test 
to yield a high-performance product that is stylish, performs 
better than most OE discs and is available to our customers at 
the right price.”

BPI PRESENTS  
LEADERSHIP AWARDS

BRAKE PARTS INC recently honoured five team members 
with the BPI Leadership Award during the company’s 
global leadership summit in Arizona. The following award 
recipients were recognized for their performance excellence, 
dedication and commitment to the success of both BPI and 
its customers.
• David Ferretti, vice president, sales - NAPA
• Kristin Grons, marketing manager - Raybestos
• Mark Massoth, director of pricing
• Michael Caruso, vice president, finance and global controller
• Yu Jun, vice general manager - quality control and 

engineering, Haimeng, China 
The BPI Leadership Awards are presented annually 

and nominations are made by members of the BPI Global 
Leadership Team.



NAMES IN THE NEWS

Kansas-based Aeromotive has named Johnson 
Barrick its new vice president of sales and marketing. 
He formerly held the position of sales and marketing 
manager.

Mike Carr, CEO of Philadelphia-based Cardone 
Industries, will head up the board of directors of the 
Association for Sustainable Manufacturing – also 
known as MERA – the organization which Michael 
Cardone Jr. served as founding chairman.

Adam Chamberlain has been named president and 
CEO of Mercedes-Benz Canada. He succeeds Brian 
D. Fulton, who le� to pursue other opportunities a�er 
25 years with the company.

The Specialty Equipment Market Association 
(SEMA) has hired Je� Dahlin as an industry sales 
director to create partnerships for its annual trade 
shows, publications and media channels.

Laura Lyons, president and CEO of ATech Training 
will head up the ASE Training Managers Council 
(ATMC) as chairwoman. �e council recently 
announced the new slate of o�cers and members for its 
2020 board of directors.

Je� O’Hara, director of sales, retail markets, automotive 
batteries for East Penn Manufacturing, has been 
named to the AASA Modern Industry eXpertise (MiX) 
Council’s executive committee.

Ateq TPMS Tools has appointed Ra�d Abood 
to the position of technical support specialist. His 
responsibilities will include training customers and 
aiding them in troubleshooting TPMS related issues.

Kukui Corporation has named Lorie Sharp as the 
organization’s new chief executive o�cer. She succeeds 
Todd Westerlund who will continue to lead Kukui’s 
sales and marketing machine as chief revenue o�cer.

Je� Stacy has been named executive vice president of 
a�ermarket fuel systems manufacturer Aeromotive 
and its sister brand, Waterman Racing Components. He 
was previously the vice president of Aeromotive Inc.

3M Canada has announced the appointment of Penny 
Wise as its new president. She brings more than 20 years 
of international experience, having begun her career at 
the company’s Canadian head o�ce in London, Ont.
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On theRoad with

Auto-Wares held its annual TechExpo in 
Grand Rapids, Mich., featuring a wide range 
of technical and management seminars, 
including management consultant Ron Ipach 
(pictured). A robust turn-out of shop owners 
and technicians made for dynamic networking 
and training.

Find more event coverage at AutoServiceWorld.com

Mac Tools revealed new products, services, 
and strategies at the 2020 Mac Tools Tool Fair 
in Aurora, Col. During the three-day event, 
attendees got a close-up look at upgrades and 
improvements to a wide range of shop tools, 
as well as a host of new products soon to be 
made available to the aftermarket.

NASCAR driver David Starr, 
sponsored by Mahle, was one 
of the keynote speakers at the 
2020 Mobile Air Conditioning 
Society (MACS) show, held at 
the Gaylord Opryland Hotel 
and Convention Center in 
Nashville, Tenn. Suppliers 
Bergstrom, Aisin, and Cintas 
won product and service awards 
at the annual event.

Aftermarket professionals from around the 
world gathered at the AASA Global Summit 
in Coral Gables, Fla. to discuss international 
trends. The program, presented by the 
Overseas Automotive Council, included 
insights by AASA president and COO Paul 
McCarthy; University of the Aftermarket 
department chair Donna Wagner; Council of 
the Americas VP Eric Farnsworth, WONH 
Global Industries CEO (TrakMotive) Robert 
Zhu; DRiV VP Eric Duvall; and O’Reilly Auto 
Part Senior VP David Wilbanks.

Building on the theme “Performance Driven,” the Women in Auto Care annual 
conference set a record for attendance on Feb. 19-20 in Charlotte, N.C. The 
conference featured more than 15 speakers, a range of philanthropic, mentoring 
and wellness activities, a virtual reality training demonstration, and networking with 
women from all corners of the industry.
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BytheNumbers Stats that put the North American 
automotive aftermarket into perspective.

54per cent
The percentage of millennials around the world who say they 
would prefer their next vehicle to be gas- or diesel-powered.

40%
Percentage of Canadians who believe distracted 
driving is the greatest threat to road safety, 
surpassing impaired driving (33 per cent) as the 
leading factor of car-related deaths. Rates.ca

The Millennials and Auto Trends Report, Du	 & Phelps

50%
NPD Group

24 million

130 million
Number of lines of code in a 
2018 Ford F150 pickup truck.

Number of lines of code in 
the F35, one of the most 

sophisticated aircrafts on 
the planet.

Code Institute

Code Institute

The exterior accessories category has seen E-Commerce 
buyer count increase by 50% over the last 12 months. 
Almost 7 million North American consumers purchased 
an exterior accessory on the internet in the past year.

The minimum driving range that most 

Canadians ( 77%) say they would expect 

from an electric vehicle that they would be 

prepared to buy.

J.D. Power Mobility Confidence Index 

49
per cent

Product branding (brand positioning) o�ers 49% 
better return on investment than regular advertising.

Brand Value Growth Matrix, 2015

By 2022, the number of passenger cars expected to be sold 
with stop-start technology. Already more than 50% of cars 
in Europe are being built with that technology. IHS Markit

55 million

Five per centFive per cent<
The current percentage of total miles driven represented by  
shared-mobility services (taxis, ride-hailing and car-sharing).  
By 2040, the contribution from shared mobility services is expected  
to rise to 19% of total kilometers traveled by passenger vehicles.
Electric Vehicle Outlook 2019, BloombergNEF

83% Percentage of automotive specialty-equipment 
retailers reporting stable or growing sales in recent 
years, dispelling reports of a “retailpocalypse.”

SEMA Retail Landscape Research Report
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SAVE THE DATE
2020 EVENTS

National Conference / AGM
April 28th - 29th

For more information visit:
www.aiacanada.com

Our events offer opportunities 
to build relationships and learn 

about key industry challenges with 
aftermarket professionals from 

across the country!

Quebec Grand Forum
December 3rd

Student Aftermarket Day / YPA Event
November 25th - 26th

Canada Night
November 3rd

Women’s Leadership Conference
Mid June (TBA)

Automotive Industries
Association of Canada

SavetheDate-EN.indd   1 1/21/2020   1:06:22 PM
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JOBBER VIEW

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.

The reputation of a�ermarket parts 
has taken quite a tumble.

�ere was a time, in the early 
decades of the automotive industry, 

when a�ermarket parts were seen as the 
quality alternative to cheap and poorly 
manufactured OE parts. We o�ered real 
solutions to the design �aws that many 
vehicles had as they le� the factories.

Back then, carmakers tended to source 
the cheapest workable parts they could 
�nd in order to increase pro�ts from their 
volume assembly lines. When those OE 
parts inevitably wore out or broke down, 
the a�ermarket stepped in to provide 
quality replacement parts.

Many consumers were willing to 
spend a little extra for parts that were 
better made, from better raw materials, 
and with innovations that corrected the 
reason for premature failure. �is model 
built a lot of great a�ermarket brands.

Unfortunately, that model began to 
crumble when carmakers realized the 
pro�t potential of the service bays and the 
parts counters. As carmakers improved 
the quality of their parts, the a�ermarket 
reacted by reducing their prices.

What followed was decades of 
a�ermarket price degradation. And as 
the a�ermarket companies began to 
source parts o�shore and combine part 
numbers, they lost their edge in quality. 
Today the OEM part is referenced as the 
quality standard. In some categories, 
a�ermarket parts became known as 
low-quality alternatives. �e “white box” 
mentality ensured that people would 
turn to OEM parts if they wanted the 
repair done right.

But here’s the good news. Recent 
events give a�ermarket companies 
a chance to regain their reputation 
for quality.

With tighter con�gurations under the 
hood, a lot of repair jobs have become 
extremely labour intensive. �is means 
quality is more important than ever. 
When there is six to 10 hours of labour 
attached to a small part, that part has a 
story to tell, and we should be telling it.

Government regulations forcing the 
development of cleaner-burning cars 
have also put new strain on carmakers 
that we can take advantage of. With their 
emphasis on weight reduction, many 
of their parts are getting �imsier and 
weaker. �is is the perfect opportunity 
for the a�ermarket to get back to the 
story of improvement. Why install a 
lightweight aluminum piece when a cast 
iron a�ermarket part will last much 
longer and perform more reliably?

And, �nally, the rapid pace of new 
technology has made it di�cult for 
carmakers to introduce vehicle systems 
that work seamlessly right out of the gate. 
Fundamental design �aws are once again 
giving the a�ermarket a chance to make 
things right for the consumer.

�e bottom line is that we need to 
collectively do a better job of focusing on 
quality. Manufacturers must step up their 
game and we in the distribution chain 
need to be able to sell the advantages. 
Service managers and parts professionals 
alike need to change the conversation 
from price to features.

�e perception of a�ermarket brands 
is ultimately in our own control. For the 
sake of the independent repair and service 
industry, we have to get this right. We have 
to regain our reputation for being the best 
solution to automotive problems. 

The aftermarket has to regain its reputation for being 
the best solution to automotive problems.

By Zara Wishloff

THE QUALITY 
ALTERNATIVE

Recent events give aftermarket 
companies a chance to regain 
their reputation for quality.”
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At some point, every jobber goes through a time of self-doubt about their 
�nancial stability.

�is is understandable, given the fact that, on average, 60% of a jobber’s 
business comes from independent auto repair shops. When a growing number of 

shops are not paying their statements in full each month or are falling increasingly behind 
in their payments, it leads to feelings of insecurity.

�at’s why a periodic review of your customer base is so valuable. From time to time, 
you have to determine who you’d like to keep as clients, and who you wouldn’t mind 
passing o� to one of your competitors.

�e math makes very clear that some customers are just too expensive to cater to. You 
can’t make good money from a shop that buys $500 to $1,000 worth of parts per month, 
especially if they don’t pay promptly. When you factor in the cost of delivery, the paper 
work (including credits), sta� time, and accounts receivable carrying costs, there’s not 
much le� in the way of gross pro�t.

�at’s working hard, not smart.
Nevertheless, some jobbers cling to customers like that, �guring that “a sale is a sale 

is a sale.” Mathematically speaking, this is not strictly true. Sales are by no means equal. 
�ink about how much better it is to sell to a shop that buys $12,000 or more every single 
month, and pays for it, in full, on time. Now that’s a client, not a customer!

To determine which shops are clients 
and which are just customers, it would be 
a good idea to schedule interviews to see if 
they’re on track to grow.

�is investment of time will pay o� 
handsomely if you ask the right questions.

Successful service and repair shops 
have many common denominators. 
Your challenge is to strengthen your 
relationships with shops that demonstrate 
these traits, embracing them as key clients, 
and ensuring you get all their business as 
their supplier of �rst call.

Here’s what you’re looking for:

1. Shops that identify external issues 
that could affect their business.
Not every crisis comes from within the 
business. We’re seeing more and more 
that societal, regulatory, and technological 
changes can be imposed on an industry, 
bringing tremendous challenges. �e best 
shops become aware of these things early, 
getting fully informed and involved, and 
deal with them e�ectively.

A perfect example of this occurred in 
Ontario where the Drive Clean emissions 
testing program ended, leaving a lot 
of shops in the lurch. �e best shops 
reoriented quickly and didn’t lose business.

2. Shops that can spot key trends 
within the industry.
�e best shop owners and managers are 
very conscientious about reading the latest 
trade journals and attending industry 
events to �nd out what’s coming down the 
’pike. �ey are very aware of the future 
trends and are now thinking about plans 
for the next two to three years to meet the 
challenges coming up.

3. Shops that track key metrics 
within their businesses.
�e better shop owners know their 
numbers. �ey don’t run their business by 
their bank account balance or a gut feeling. 
�ey measure their business in detail, with 
many producing a full monthly operating 
statement including balance sheet. �ey 
analyze gross pro�t, productivity, and cash 
movement within their shop. �ey compile 
�nancial statements at least quarterly. 
�ey charge the correct labour rate, and 
hire competent technicians for their shop. 

Will your customers be around three years 
from now? If so, will they want to deal with you?

By Bob Greenwood, AMAM

EVALUATING 
YOUR CLIENTS… 
AND YOURSELF

OFF THE SHELF
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�ey don’t run their business on price. 
�ey focus on quality and service to their 
client base. By measuring key business 
trends, they then can make sound business 
decisions on their shop to meet future 
industry issues.

4. Management that can implement 
solutions to shore up weaknesses.
Progressive owners are in perpetual 
motion to attack the most cancerous 
points within their businesses. �ey also 
understand “time frame” management. 
Not all �nancial or business issues can 
be resolved overnight; however, a plan to 
better their future two or three years from 
now is either in place or vigorously being 
devised. �ey know who they are selling 
to and, thus, the value of what they bring 
to their clients. I’ll say again that they 
do not run their business on price, price, 
price. Similarly, they understand that a 
jobber can’t always win on price but they 
do expect value from their supplier.

If you �nd all these qualities in a 
shop, hang on to them! Seeing these 
traits in operation should excite a 
progressive jobber, because shops like 
this strengthen the entire a�ermarket 
industry and are solid building blocks 
for any jobber business.

�e �rst question you should ask 
yourself is, quite simply, “Am I doing 
for my own business what the best shop 
owners are doing for theirs?”

Are you absorbing complex information, 
identifying new challenges, and 
devising strategies that turn threats into 
opportunities? If you aren’t, I have some 
disheartening news for you. �e better 
shops already know it, and they’re keeping 
their distance from you. �ey’re very loyal 
to jobbers who have their act together.

�ese are the shops that are looking 
down the road three or four years. �ey 
want to partner up with a supplier who 
will still be right beside them as the 
industry changes.

Perhaps it’s time in your jobber 
business to re-evaluate what you stand 
for, who you are, and what value you can 
bring to the table. Why should you have 
the privilege of selling to the best shops 
in your market? Why do you deserve to 
be their �rst call?

Perhaps it’s time for you to reconsider 
what it takes to build, sustain, and 
enjoy a pro�table business. Perhaps you 
need to reconsider what makes a good 
business relationship.

When jobbers and independent 
shops come together, speak openly and 
frankly, and determine how they can 
grow together, a new and pro�table 
relationship will be forged.  

Bob Greenwood, AMAM
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.
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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 brad.shaddick@driv.com

Station Creek Golf & Country Club - Stouffville, Ontario

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.

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!

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 ful�ll founder 
Fred Shaddick’s original mission of FOR THE KIDS.



There has never been a greater need for 
communication between an association 
and its members. And it comes at a 
time when there are more ways of 

communicating than ever before.
�e incoming chairman of the Automotive 

Industries Association of Canada would like 
to harness the various ways people express 
themselves to create a uni�ed a�ermarket 
response to rapidly changing technology.

Susan Hitchon, who will be elected to the 
head of the AIA’s executive committee at the 
annual general meeting in April, says despite 
the grave issues facing the industry, information 
is falling through the cracks, partly because 
communication styles have splintered.

“We have plenty to talk about,” says Susan 
Hitchon. “Unfortunately, you hear people say too 
o�en that they are unaware of new developments 
at AIA. �ey didn’t hear it through their regular 
channels. Or they didn’t see it. As an industry, 
we have to �gure out how to make sure we’re all 
up-to-date.”

Hitchon says she’ll work closely with AIA sta� 
to make communication more e�cient.

“We have an issue, not of content, but of 
medium,” she says. “How do we communicate 
with our members and the broader industry? 
How do they want to hear from us? I think that’s 
something we really need to understand.”

She points out that the association’s renewed 
commitment to market reports o�er a wealth 
of information.

“We all know that autonomous vehicles are 
going to change the industry. We all know that 
telematics, and access to data is a huge issue. We 
all know that electri�cation is going to transform 
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By Allan Janssen

The incoming AIA chairman wants to hear 
from more members… even if that means 
getting cornered at an industry event!

ImprovingImprovingImprovingImprovingImprovingImproving
communicationcommunicationcommunication
Improving
communication
ImprovingImprovingImproving
communication
Improving
communication
Improving
communication
ImprovingImprovingImproving
communication
Improving

Susan Hitchon says AIA Canada has 
never been afraid to tackle new topics. 

“It’s one of the things I’ve always 
admired about the association.”

COVER STORYCOVER STORYCOVER STORY
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the service world. We all know that parts 
management and logistics is going to 
change. Now how do we best get input, 
direction, and feedback from members 
to move the needle forward in not only 
sustaining, but growing the a�ermarket, 
despite these challenges?”

Hitchon is prepared to stand behind 
those words, by making herself the target 
for anyone who has a viewpoint they want 
to share.

“I’m an open book. I always have been. 
I speak my mind, and I’m always open 
to hearing people’s views,” she says. “So 
call me, email me, corner me at an event, 
give me your input. I’ll lend an ear. And 
don’t be worried you’ll get dra�ed onto a 
committee. You can say no to that. But we 
need to know what you know, and we want 
to address your concerns.”

Another way to discover untapped 
resources is to encourage member 
companies to bring more of their team 
members to industry events.

“I would love to see more new faces 
at our events. Not only would important 
information get �ltered further down 
within our member companies, but we 
would hear more views, beyond just those 
of the senior members who regularly 
attend our events,” she says.

“Let’s start adding more depth to our 
industry events. If every company invited 
three new people, say someone from H.R., 
someone from �nance, and someone 
from product management, these people 
would add so much to our discussions on 
key topics!”

No newcomer to the industry, Hitchon 
cut her teeth at Gates Canada in 1995, 
where she �rst learned the ins and outs 
of product development, new launches, 
and category growth. A�er a season in 
the industrial division, she moved over 
to automotive, where she managed about 

50,000 part numbers 
in multiple brand 
families for some 
of the a�ermarket’s 
biggest customers.

“Fit, form, and 
function. �at 

was where I learned how the a�ermarket 
worked,” she said. “I was so fortunate to 
work with great people like Ray Osika, 
Randy Chupka, and Sandy Wallace. It 
was a great growth opportunity for me. I 
learned everything that I could learn about 
the a�ermarket from people who were 
smart, passionate, loved what they do.”

In 2010, she saw an opportunity to 
expand her knowledge even further, 
and she moved over to sister company 
Schrader, which was developing a new 
line of tire pressure monitoring system 
(TPMS) sensors.

�e launch was particularly 
complicated in Canada because while 
TPMS had been mandated for all U.S. 
vehicles following a series of high-pro�le 
vehicle roll-overs linked to improper tire 
pressure, the Canadian government hadn’t 
followed suit.

“We had to �gure out how to position 
the product, who to sell it to, and how to 
introduce it to the Canadian market,” she 
said. “It was a very exciting few years, to 
take something from its infancy to what I 
would consider a hugely successful product 
line in Canada.”

�e experience of creating an 
information campaign that positioned 
TPMS as a valuable safety system had a 
big impact on her professionally, helping 
to prepare her for an eventual role in 
association politics. She embarked on 
a speaking tour that took her to every 
corner of the country, explaining the new 
technology to consumers and service 
professionals alike. Along the way, she 
gained a greater appreciation of the work 
that technicians do, and the challenges 
faced by repair shops.

She also spent time with warehouse-
distributors, jobbers, and large retail 
customers who wanted to take on the 
product and sell it through their channels.

And she played the role of a lobbyist, in 
an e�ort to convince legislators that the U.S. 
had taken the correct approach on TPMS.

“�at was di�cult. Government was 
not receptive,” she said. “�ey were happy 
to leave it to the auto service provider to 
educate the consumer, but I don’t think 
that’s fair when you’re talking about a 
safety feature. You’ll never convince me 
that TPMS is not a valuable feature that 
can save lives.”

AIA has a role to play in similar new 
technologies that will make the roads 
safer, and require similar problem-solving 
strategies.

“We’ve never been afraid to tackle new 
topics,” she says. “It’s one of the things I’ve 
always admired about the association.”

Hitchon said she has enjoyed working 
work with previous board chairmen David 
Fi�eld of Wake�eld Canada and Brent 
Hesje of Fountain Tire who have brought 
unique perspectives and experience to the 
table. �is coming year she’ll be working  
closely with vice-chairman Brent Windom 
of Uni-Select, and outgoing chairman 
Jason Best of Spectra Premium who she 
will rely on for their support in achieving 
this year’s objectives. A new board member 
to serve as second vice-chairman will be 
announced at the upcoming AIA annual 
general meeting.

“�ere’s a lot of wisdom around the 
board table,” she said. “When we sit down 
together and look around the room, the 
knowledge and experience is impressive. It 
is something we should, as an association, 
be very proud of.” 

We have plenty to talk about. Unfortunately, you 
hear people say too often that they are unaware of 
new developments. They didn’t hear it through their 
regular channels. We have to figure out how to make 
sure we’re all up-to-date."
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By Geoff Kirbyson

Right-sizing
your inventory

Right-sizing
your inventory

Right-sizing
Managing the flood of new part numbers  
    is one of the biggest challenges facing today’s jobbers.



The question isn’t whether jobbers can a�ord the proper so�ware to run their inventory 
management system. It’s whether they can a�ord not to.

Experts agree that there are simply too many stock keeping units (SKUs) to keep track 
of – some selling, some not. So the right so�ware is an absolute necessity, whether you’re 

a two-person store or a national chain with thousands of employees.
Phil Murphy, St. John’s-based vice-president of Colonial Auto Parts, a distributor with 11 

locations in Newfoundland and Labrador and two in Nova Scotia, said the proliferation of parts 
in recent years is the biggest challenge for his company.

“It’s 10-fold compared to what it used to be and what you had to carry. A decade ago, you had 
one set of brake pads to �t 10 cars. Now you’ve got 10 sets of brake pads to �t one car,” he said. 
“Most locations carry a branded product and a private label one so you’re running two or three 
labels for every category you have.”

According to U.S. government �gures, the average vehicle built today has about 14,000 
parts while the typical car or truck on the road is 11.5 years old. In Canada the average age is 
considerably lower (about 9.71 years, according to the last published measurement in 2017). 
Nevertheless, that includes a lot of parts to keep track of.

Rod Newlove, Kelowna-based president of Automotive Parts Distributors, which specializes 
in ACDelco parts, agrees. He said the explosion of SKUs is 90 per cent of the issue facing jobbers 
and smaller repair shops. Just because a new tire rod comes out doesn’t mean it should be 
automatically added to your inventory because you don’t know anything about its performance.

“Ten years ago, it was so much easier to manage. �e big picture is managing your inventory 
properly to assess what you have in stock that isn’t selling and parts you should have but don’t,” 
he said.

Newlove recommends so�ware that can analyze what products are being looked up in online 
catalogues, both regionally and nationally.

“If a widget for a 2017 Toyota gets looked up a lot, that’s a pretty good indication that there’s a 
problem and we should be stocking it,” he said.

“You want to make sure you have products that sell. Having products that don’t sell is a waste 
of money and space. If you don’t have a part, it gives the customer a reason to go somewhere else. 
Eventually, they’re going to forget about you.”

A lot of so�ware programs o�er a basic package that is scaleable for larger operations.
“If you decide to grow your company, the so�ware can grow with you,” Murphy said. You 

don’t have to scrap the so�ware just because you added one location. �at’s why it’s important 
to pick the right so�ware. You have to review everything you can review and see what �ts your 
business and your market. Not every market is the same.”

Matt Castro, manager of the NAPA Winnipeg main counter, �gures he has a virtually fool-
proof method of right-sizing his inventory. NAPA works with Manitoba Public Insurance Corp., 
the province’s non-pro�t Crown Corporation that provides basic public auto insurance, to 
compile a database of cars and trucks registered in the area.

“We take the postal codes and we build our inventory based on that,” he said.
One of the most crucial elements that NAPA’s so�ware tracks is lost sales. Every time a 

customer or potential customer calls or walks in to ask for a particular part and the shop doesn’t 
have it in stock, it’s entered into the system as a lost sale.
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Geoff Kirbyson
A freelance writer based in Winnipeg, Man.

is “scary” because consumers are able to 
eliminate the middle man.

“It’s cutting us out of the loop, which 
means places like RockAuto.com can 
sell parts at the wholesale price,” he said.

“�at’s where we’ve got to be 
competitive, have options for customers 
and have the stock. If we don’t have it, 
they’ll go to Rock Auto. But if we have 
it now, they’ll pay a little more for the 
convenience. �ey won’t shop around 
as much.”

It’s also crucial that auto repair 
shops are seen as more convenient and 
providing better value than dealerships, 
particularly for vehicles that are no 
longer under warranty. �ree-quarters 
of the auto repair market is done by 
smaller shops while one-quarter is done 
at dealerships.

Murphy agrees that online retailers 
are a “huge” threat. But how jobbers 
respond to them is far di�erent than 
how they should deal with local bricks 
and mortar competitors. It’s critical to 
position yourself as a shop that can add 
value and convenience while keeping 
your customers’ vehicle in excellent 
condition. Consumers who order online 
are looking up parts and placing the 
orders themselves so if something goes 
wrong, they have a lot more to deal with 

than if they visited their local jobber.
“If you’re ordering online and you’ve 

got to return a product, you’re dealing 
with a company that’s far away. Cars 
have become much more complicated so 
you have to know what you’re ordering. 
Systems are so tied together. If you 
(have one incorrect part installed) that 
can a�ect other systems in your car. It’s 
buyer beware,” he said. 

“But if you buy something from us, 
we look a�er you.”

Proper inventory management can 
ultimately have a signi�cant impact 
on a shop’s pro�tability. Castro �nds 
that money is tight for many customers 
so they’re not big on preventative 
maintenance. �ey’re only replacing 
parts when they break.

“�ey’re not changing a ball joint 
because they think it’s going to wear out 
in a month. �ey wait until the wheel is 
almost falling o�. If we don’t have the 
part, they have to go somewhere else 
right away,” he said. 

A decade ago, you had one set of brake 
pads to fit 10 cars. Now you’ve got 10 sets 
of brake pads to fit one car.”

“If somebody wants a set of brake 
pads for a fancy Mercedes and we don’t 
have it, that’s a lost sale on that item. 
If we get a call two weeks later for the 
same part (and we still don’t have it), 
our system will order it and to put it in 
our inventory,” he said.

At NAPA stores attached to a 
warehouse, any time a requested part 
isn’t on the retail �oor, that’s registered 
as a lost sale, too. It’s all done in the 
name of e�ciency.

“We don’t want to run to the 
warehouse a million times a day,” 
he said.

Murphy agrees that any so�ware 
system needs to automatically capture 
what you’re selling and what you’re 
not selling.

“It needs to be able to let you know 
if you’re stocking two of a particular 
item when you should be stocking 12. 
Lost sales is the most important factor 
to capture. �at’s real-time data that 
you need. �e lost sale is something 
you could have moved in your market. 
�at’s your whole purpose of being. 
If you don’t have that captured, you’ll 
never grow,” he said.

Murphy, who is also vice-president 
with A.P.M. Limited, a parts distributor 
in New Brunswick and Nova Scotia, 
said inventory management so�ware 
needs to be easily understood by service 
advisors and technicians who want 
to look up parts before sending in 
their orders.

“You need to have that functionality,” 
he said.

�e ease with which DIY consumers 
can order automotive parts online is 
another reason why jobbers need to 
have e�ective inventory management 
systems. Castro said this growing trend 
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Anew oil speci�cation, eight years in the making, will make its debut in May.
Originally requested in 2012, ILSAC GF-6 meets the demands of modern 

vehicle engines, addressing higher operating temperatures, smaller engine 
sizes, and the increased use of turbocharging, gasoline direct injection, and 

stop-start technology.
Many of these design changes were driven by the ongoing quest for cleaner 

burning internal combustion engines. �ey also brought new hardware and vehicle 
control systems that had to be protected in a harsh environment. Lighter viscosity oil 
was seen as critical to running clean, but it would have to be engineered properly to 
do so without harming engine durability. 

“ILSAC GF-6 oils have been designed to meet the engine needs of North 
American and Asian vehicle manufacturers who recommend them,” says Amanda 
Damen, category manager automotive at Petro-Canada Lubricants. “�ey are a 
one-�uid-meets-all requirement for engine oils that cover a range of new engine 
technologies being implemented in modern vehicles.”

Two elements that carmakers were particularly asking for protection against were 
timing chain wear, and low-speed pre-ignition (LSPI).

LSPI has proven to be especially common in modern engines and is can do a fair 
bit of damage.

According to Je� �ompson, executive market manager for lubricant additives 
in North America for In�neum International Ltd., “Many end users are operating 
vehicles that use lower viscosity lubricants, have turbochargers, and use a solid 
timing chain. However, very few drivers understand that LSPI can be an engine-

damaging phenomenon from which 
modern engines need protection and 
that their oil matters for this.”

Most importantly, the engine oils 
o�er improved frictional properties 
that help support fuel e�ciency – a key 
requirement of the U.S. Environmental 
Protection Agency’s Clean Air Act.

It is a signi�cant improvement over 
the GF-5 speci�cation, introduced in 
2010 with a spate of new performance 
traits, including protection against 
higher temperatures, deposit and sludge, 
as well as improved protection for 
a�ertreatment seals.

On every measure other than 
aeration and volatility, ILSAC GF-6 
brings signi�cant improvements.

“�e aim of the new speci�cation 
is to protect new engines that o�er 
reduced emissions and improved fuel 
e�ciency,” says Damen. “ILSAC GF-6 
approved engine oils will o�er superior 
protection of vital engine components 
and greater e�ciencies for engines. 
�is includes protection against low-
speed pre-ignition (LSPI), timing chain 
wear as well as enhanced fuel economy 
performance. �ey are expected to 
outperform ILSAC GF-5 engine oils due 
to the standard’s enhanced oxidation 
control, piston cleanliness (as the 
engines are running hotter) and fuel 
economy retention properties.”

�ere will be two categories of GF-6 
oils. GF-6A is for engines that take a 
20 or 30-weight oil. GF-6B will o�er a 
new performance level with the same 
requirements as 6A except for fuel 
economy, at a lower viscosity level (for 
0W-16 engines).

As for GF-5, it will not be 
recommended a�er May 2021 and 
will become obsolete when it is no 
longer required or when tests become 
unavailable. �e oils are backward 
compatible for the legacy �eet.

�e new speci�cation represents 
a signi�cant upgrade to legacy �uids, 
allowing service providers to give their 
customers more con�dence in their 
engine protection. 

PRODUCT FEATURE

GF-6
ready for its debutready for its debut

GF-6
ready for its debut

GF-6
New oil specification will make first official appearance May 1.  
       Here’s what you need to know.

By Allan Janssen



26   M A R C H  /  A P R I L  2 0 2 0       w w w. a u t o s e r v i c e w o r l d . c o m         

BAYWATCH

Ignition coils
Bosch has introduced new engine cooling fan and ignition coil 
numbers to its engine management portfolio. �e new SKUs o�er 
coverage to more than four million domestic vehicles in operation 
in North America. Bosch Engine Cooling Fans feature balanced 
blades to ensure safe and durable performance, while providing 
su�cient air �ow with minimal noise.
www.boschautoparts.com

Parts washer
CRC Industries has introduced OzzyJuice SW-
X1, a new degreasing solution for its SmartWasher 
Bioremediating Parts Washing System. Developed to 
clean the toughest burnt-on carbon, diesel exhaust �uid, 
and heavy-duty greases, it contains only eco-friendly 
ingredients and is non-�ammable, non-hazardous, safer 
for employees and better for the environment. 
www.crcindustries.com

Automatic transmission service kit
CRP Automotive has introduced Rein Automotive 
Automatic Transmission Service Kits for ZF 6HP 
series transmissions. �e kits include all necessary 
parts to complete a transmission service, including  
the pan, �lter and gasket, pan bolts, valve body  
adapter and sleeves, harness plug sleeve, and �ll plug 
seal. �ey also o�er a solution to the short-lived  
valve body sealing sleeves and adapter in ZF 6HP  
series transmissions.
www.reinautomotive.com

Cleaner degreaser
Lucas Oil Products has introduced a new Parts Cleaner & Degreaser, made 
with advanced detergents to help clean carburetors, chokes, brake calipers, 
rotors, air intakes, throttle bodies, and unpainted metal parts. Available 
in an aerosol can for ease of application, it contains no CFCs. It removes 
unwanted deposits while also being sensitive enough to not harm catalytic 
converters and oxygen sensors.
www.LucasOil.com

Electronic power steering
Cardone Industries has expanded its 
remanufactured electronic power steering 
(EPS) product coverage to meet and exceed 
market demand. Fuel e�ciency was the 
driving force behind the automotive market 
shi� from hydraulic to electric power 
steering. Cardone launched EPS in 2016 and 
now o�ers over 50 EPS high-demand part 
numbers, including exclusive, full-range 
coverage on all Ford F-150s through 2016.
www.cardone.com

Universal rear beam blade
Trico Products 
Corporation has 
introduced the 
industry’s �rst 
complete line of 
universal rear 
wiper blades to 
�t both beam 
and integral 

wiper arms. Available in 8- to 16-inch lengths, 
they provide critical rear-glass visibility in all 
driving conditions. �e Trico Rear program 
also includes an advanced connection system 
that reduces SKU count from 27 to 11, while 
increasing coverage and consolidating space.
www.tricoproducts.com

Coil springs, lift supports

Lesjöfors has added over �ve hundred new 
coil spring and li� support part numbers for 
domestic and import vehicles to its North 
American inventory. �e company says its 
growing o�ering, increased availability, and 
comprehensive ACES/PIES data, will enable 
distributors to provide solutions for an even 
greater number of vehicles, including many 
uncommon models.
www.lesjofors-automotive.com

Ford Mustang brakes
Brembo has 
worked with the 
Ford Performance 
development team to 
engineer a braking 
system that will provide maximum stopping 
power for the all-new Ford Mustang Shelby 
GT500, the most powerful street-legal Ford 
ever. Brembo will supply the front and rear 
brake calipers as well as the bespoke designed 
electronic parking brake (EPB), which is 
activated by the push of a button and clamps 
onto the rear brake rotor separate from the 
rear brake caliper.
www.brembo.com
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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!

This service is paid for through the support of the aftermarket suppliers and parts distributors.

your customers’ ability  
to repair the latest vehicles.

The success of your  
business depends on

www.aaro.ca
1-833-787-4020

Customer retention platform
Epicor So�ware 
Corporation has unveiled 
the latest in a series of 
enhancements to the 
Epicor MechanicNet 
Cloud CRM 
solution. 
It includes 
a reputation 
management application, 
enhanced appointment reminders, 
outbound marketing, and a variety of tools to 
help shops increase bay tra�c and customer 
loyalty. New and enhanced features include 
a comprehensive social media scoring/
reputation management application, 
expansion of text messaging to include 
appointment reminders, and more.
www.epicor.com

Mercedes 
air filter
ITG has 
continued the 
expansion of its 
ProFilter range to 
with a new ProFilter 
for AMG Mercedes E63 
and S63. �e company 
developed HMP-939, a 
drop in ProFilter that promises to deliver the 
intake charge to bene�t the entire rev range. 
It is suitable for the 2013 on W222 and V222 
(S63 AMG) and the W213 / S213 (E63 AMG) 
with the 5.5-litre turbocharged V8 (M157 
engine) onboard.
www.itgairfilters.com

Low viscosity oil
Liqui Moly has 
launched its lowest 
viscosity oil ever. 
New Special Tec AA 
0W-16 is suitable 
for selected models 
from Honda, 
Lexus, Suzuki and 
Toyota. It meets 
the requirements 
for API SN Plus + 

RC and ILSAC GF-5. �e Liqui Moly range 
of oils includes those developed speci�cally 
for cars produced by American and Asian 
manufacturers.
www.liqui-moly.com

ADAS Calibration
Hofmann says its new EZ-ADAS system is the ideal solution for 
shops that want to add ADAS sensor calibration to the services 
they o�er. Featuring a unique centerline setup process that is 
highly accurate and easy to operate, the system includes all the 
required hardware and target components to service a wide range 
of makes and models. EZ-ADAS eliminates the need for expensive 
tools and integrates easily into a shop’s current environment.
www.hofmann-equipment.com
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Lift supports
ZF A�ermarket has launched a TRW-branded Li� Support 
Line with over 1,500 SKUs, covering 99% of market sales. �e 
product line is fully built around OE quality, and is focused on 
durability and performance,  delivering guaranteed li�ing performance 
and long-term durability derived from OE product development and 
validation process.
www.zf.com

Hose clamp plier kit
A new universal Hose Clamp Plier Kit (part number 500 035) 
from Mueller Kueps features a new head design for multi angle 
gripping. �e wa�e head allows technician to grip the hose clamp 
from almost any direction. A ratchet lock keeps the clamp open for 
hands-free operation, and the two di�erent styles allow techs to  
reach into tight spaces. It features steel construction with a cushioned 
hand grip.
www.mueller-kueps.com

Mass airflow sensor
Blue Streak Electronics’ new mass air�ow sensor line 
features double binding ceramic circuit boards for an 
advanced upgrade in precision and performance. Other 
enhancements include resistors that are digitally calibrated 
for optimal precision, superior thermal stability under even 
the most extreme under-the-hood temperature changes, 
and higher consistency in voltage readings at all RPMs
www.bsecorp.com

TPMS sensor
VDO’s new Redi-Sensor SE10005 expands TPMS 
service coverage to over 128 million vehicles on North 
American roads. Coverage includes Buick, Cadillac, 
Chevrolet, Chrysler, Dodge, Fiat, GMC, Hyundai, Jeep, 
Nissan, RAM, and Subaru applications model year 2014 
and newer. With the new SE10005 added to the REDI-
Sensor line, shops will be able to replace over 280 OE 
sensors.
www.redi-sensor.com

Air freshener
Meguiar’s will expand its popular Whole Car Air Re-
Fresher mist line by adding an exciting new scent. 
In addition to the already popular New Car, Sweet 
Summer Breeze, Citrus Grove, and Black Chrome 
scents, the company will introduce Fiji Sunset 
fragrance. �ese easy-to-use products work fast to 
quickly eliminate unpleasant odors and leave behind a 
fresh, fragrant smelling interior.
www.meguiars.com

New chassis part numbers
Trakmotive has introduced 117 new 
numbers, providing over 61 million 
application opportunities. �e 
new numbers include 84 
automotive CV axles, four new 
ATV CV axles, 24 new drive 
sha�s, and �ve new CV 
intermediate sha�s. �ese 
units are all in stock and 
ready to ship.
www.trakmotive.com

Auxiliary headlamps

�e new LED Rallye 4000 Metal and LED 
Rallye 3003 auxiliary headlamps from 
Hella combine function and design in a 
single product. �e highlight is the striking 
position light, the hexagonal contour of 
which, when the light is switched on, displays 
a characteristic lighting design during the 
day and at night. Available both as a "metal" 
version in black and as a "chromium" one.
www.hella.com

Wheel end kits

Brembo has worked with the Ford NTN has 
added Pre-Adjusted Commercial Vehicle 
Wheel-End Kits to its heavy duty product line. 
Combining Bower’s precision-engineered 
tapered roller bearing sets with a precisely-
machined cone spacer, these wheel-end 
kits provide solutions for the heavy duty 
truck industry’s most popular wheel-end 
applications. �e kits consist of two tapered 
roller bearings with matched outer races and a 
heavy duty cone spacer.
www.ntnamericas.com
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LESS SEEK
MORE FIND

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

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

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

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

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

Motorcraft® is a registered trademark of Ford Motor Company. OmnicraftTM is a trademark of Ford Motor Company.
©2020 Ford Motor Company of Canada, Limited. All rights reserved.
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Lightbar
Superior Signals 
has expanded its LED 
lightbar inventory with the SYLRLB-53. Measuring  53 
inches long, and 4.72 inches wide, it includes a built-in tra�c advisor, 
as well as a worklight scene override function. It boasts excellent 
moisture, vibration and corrosion resistance for a long product life. 
�is lightbar is great for a wide variety of applications, such as utility 
vehicles, highway vehicles, emergency vehicles, municipalities and 
cargo vans.
www.superiorsignals.com

Brake pads
�ree new brake pad SKUs have been 
added to the Bosch QuietCast Brake 
Pad product line. �e new part numbers 
cover more than 646,000 late-model 
Asian and domestic vehicles in operation 
(VIO) in the U.S. and Canada. �ree new 
brake pad set SKUs have also been added to 
the Bosch Blue Disc Brake Pad product line to 
add coverage to more than 646,000 VIO. �e brake pads feature multi-
layer shims for superior noise dampening and select applications are 
towel-wrapped for added protection.
www.boschautoparts.com

Disc brake pad kits
Akebono Brake Corporation has expanded 
its ProACT Ultra-Premium Disc Brake 
Pad line by four part numbers. Premium 
301 stainless steel abutment hardware is 
included in the three kits that require it. 
�e release includes ProACT brake pads 
for the Buick Envision, Honda CR-V, 
Hyundai Santa Fe & Santa Fe XL, as well as 
the Kia Sorento and Soul.
www.akebonobrakes.com

Brake rotors
Transit has launched the DS-One, a new line 
of uniquely designed performance brake 
rotors. In addition to being drilled and slotted 
for use on heavy-duty applications like 
SUVs and pickup trucks, and sought a�er by 
sports car amateurs for their look, DS-One 
brake discs simplify ordering and inventory 
management for customers stocking the brand as one number can be 
installed on both vehicle sides.
www.transitinc.com

the Bosch Blue Disc Brake Pad product line to 
add coverage to more than 646,000 VIO. �e brake pads feature multi-
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EyeSpy

FILTER
FUMBLES
Some crazy filtration issues from  
our growing collection of Eye Spy photos.

�e owner of this 2001 
Cummins diesel proudly 
announced, "I change my 
own oil and save money!" 
Um… yes but do you 
check anything else? Doug 
Gritner of Doug's Repair 
in Alexis Creek, B.C. 
points out that the air �lter 
was completely restricted, 
collapsed, and near sucked 
into the turbo! “I wonder 
how much would have 
been saved had this �lter 
gone into the engine?” 
Doug mused.

Got something to share? Send a high-res picture to  
allan@newcom.ca and make sure to give us lots of detail!

Shawn Simms, a service 
consultant at Schwab 
Chevrolet in Leduc Alta., 
sent in this picture of a 
vehicle that came in with 
poor heater performance 
and lack of air�ow. “No 
wonder!” said Simms. 
�e lube technician 
found this �lter issue 
before the vehicle was 
scheduled to go into the 
shop for a full diagnostic.

�is air �lter was almost unrecognizable when it was taken 
out of a Dodge Caravan. �e box was just about plugged, 
and the air passage had about 3/4 inch space to breath.  
“We don't know how it kept running!” said Paul Harpe of 
Econo Lube in Spruce Grove, Alta. In case you can’t tell, the 
air �lter is on the right, with screw driver on top.

“I wanted to share the air �lter we found on this 2004 
Buick Century,” said John Caduhay, an automotive service 
technician at McQueen Automotive in Edmonton, Alta.  
“It came in for an oil change and intermittent stalling.  
Turns out the customer has mice problems!”

THIS PAGE IS SPONSORED BY

www.AutoServiceWorld.com



WIX® High-Premium XP Cabin Air Filters can erase nearly 100% of allergens, pollen
and fi ne dust and protect from microbial growth of odor-causing bacteria,
mold and mildew. See your local WIX distributor or visit wixfi lters.com.

ELIMINATE 100% OF ALLERGENS,
POLLEN AND FINE DUST.
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Get Your Share of the Fastest Growing 
Class 1-6 Brake Pad Replacement Market…

Without Changing Lines

Make more money with brakes again.  Add NRS Brakes to your existing brake replacement program.

Learn more at www.NRSBRAKES.com
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