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SEEKING SILVER LININGS
We’ve seen how the coronavirus can divide us… 
can it also unite us?

SERVICE NOTES

At the time of this writing, personal distancing is still very much the norm in 
our plague-battered society.

� ere is tentative talk about the easing of restrictions, rooted in the belief 
that the worst has passed and that we’ve already sacri� ced too much in our 
reaction to the coronavirus.

But there are also calls for ongoing (and increasing) vigilance, based on the fear that 
as one wave of the pandemic passes, another will arrive… and perhaps this time even 
more devastating.

For now, though, we remain largely separated. And while the separation is physical, it 
need not be philosophical too.

Self-division is not new for us humans. We are known for separating into rival 
camps that compete for political and moral in� uence. We are conservative, or liberal, 
or religious, or humanist, or right, or le� . � ere seems to be no end of divisions we 
can create.

� ere is a threat that coronavirus will add a few new categories to the list. Some of us 
could support a speedy return to normalcy, while others insist that normalcy is beyond 
our reach for now. We could press for tighter restrictions designed to keep us physically 
safe, or we could lobby for a reopening of the economy to keep us � nancially secure.

� e danger, of course, is that we will let our philosophical di� erences poke holes in 
the lifeboat we share. We must take a conciliatory approach to charting a course back 
to normalcy.

One of the biggest challenges of this pandemic, as has o� en been noted, is that we 
are largely prevented from coming together, to work side-by-side to solve the problem. 
Physically we are separated, but thankfully, we still have tools for mass 
communication and public discourse. It has simply moved online.

We have seen an explosion of webinars, Zoom calls, and virtual 
hang-outs. We have been able to share con� dences, negotiate 
deals, and conduct business online. If we cannot meet in the same 
room, we can still hear each other’s voices, and see each other’s 
faces as we seek a silver lining in all of this madness.

� is fractured human race, with its tribal interests and 
contrived grievances, needs healthy engagement now more than 
ever. Many times in our shared past, as we have confronted 
adversity, we have responded with cooperation and 
kindness. We must not let the virus steal that from us.

Our associations have demonstrated remarkable 
leadership in opening avenues of expression. I 
encourage you all to � nd a way to share your 
comments and observations with the industry at large, 
so we move together through this crisis.

By the time you read this, the situation on the ground 
may have changed and the normalcy we crave may well 
have begun to return. If we bring new sensibilities to the 
workplace as a result of the pandemic, that will be a silver 
lining indeed. 

By Allan Janssen
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allan@newcom.ca
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FOR THE FIRST TIME in AIA Canada's history, the 
annual general meeting was held live on the Internet, 
with members attending remotely from all over 
the country.

Members used their computers to vote on a slate of 
officers that past board chairman Brent Hesje described 
as having “a wealth of industry skills and knowledge 
that will provide a strong and vigorous board to lead the 
association forward.”

At the top of the list was Susan Hitchon, business 
development manager for the Automotive Aftermarket 
E-Learning Centre, who was elected chairman of the 
association’s board of directors.

She is joined on the executive committee by 
vice-chairman Bob Jaworski of Auto Electric Service in 
Regina, Sask., and past-president Jason Best of Uni-Select.

The five newly elected directors for the 2020-2021 slate 
of officers are:
• Steve Leal, president and CEO of Fix Network
• Shannon Spano, vice president of sales for 

Wakefield Canada
• Bruno Leclair, P.Eng., president and CEO of 

Unimax / Point S Canada, Stox Distribution
• Ryan Bruno, CFO for CSN Collision Centres
• Bill Hay, president of Bestbuy Distributors Limited

The new directors will serve until the 2023 AGM.
In her inaugural speech, Hitchon said AIA is living up to 

the definition of an association as “a group of people who 
voluntarily come together to solve common problems, meet 
common needs, and accomplish common goals.

“That certainly describes the origins of AIA and it still 
rings true today,” she said. “I am confident that AIA will 
keep in step with progress, and keep out in front.”

Hitchon takes over as chairman from Uni-Select 
vice-president of sales and marketing for Canada, 
Jason Best.

During his review of the 2019 audited financial 
statements, Best noted a decrease in the association’s 
overall revenue, attributing it in part to the loss of 
sponsorship funding and some cancelled events.

He also reported an 11% decrease in membership 
revenue, which totaled $919,430 in 2019, down from 
$1,024,708 in 2018.

NEWS

AIA ELECTS DIRECTORS  
IN HISTORIC ON-LINE VOTE
Annual general meeting not delayed by Covid-19 pandemic, but the format  
had to be completely reinvented to comply with ban on social gatherings.

By Allan Janssen

The biggest membership drops came in the following 
categories:
• Manufacturers: down $36,792
• Major retailers, down $36,218
• National distributors, down $28,799
• Wholesale distributors, down $16,368

In his report to members, president J.F. Champagne 
described 2019 as a productive year for the association’s two 
main mandates: ensuring aftermarket access to vehicle data, 
and workforce development and training for the industry.

“To that end, we have been very busy,” he said.
The primary goal that the association is working toward, 

he said, is to secure legislation that will ensure direct access to 
vehicle data for the aftermarket.

AIA President Jean Francois (JF) Champagne welcomed web attendees from 
across Canada to the association's first-ever 'virtual' annual general meeting.

AIA members can find a 
copy of the association’s 
annual report at 
aiacanada.com.
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Interestingly, IMR 
Inc. found that in the 
10 years since the Great 
Recession, dealerships 
have managed to 
capture more non-
warranty work on aging 
vehicles, compared to 
independent shops which have lost ground.

Predictably, IMR found that online parts purchases increased 
up in 2009 over 2007 and 2008 levels, but that is not seen as tied to 
the downturn. Indeed, it has climbed in the years since to a much 
higher percentage of parts purchases.

The report looked at auto repair ‘events’ rather than dollars 
spent, and focused on practical repairs that kept vehicles moving 
rather than the purchase of auto accessories.

Thompson said the report should offer data that will be 
valuable to companies making structural changes during the 
current economic downturn.

“No matter where you sit in the automotive industry, 
consumers purchasing parts and services drives our collective 
businesses and having some insight into their behavior is 
essential,” he concluded.

CONSUMER BEHAVIOUR STUDY OFFERS GOOD 
NEWS FOR AFTERMARKET

CARMAKERS MET  
2018 GHG TARGETS, 
EPA CONCLUDES
THE AVERAGE estimated CO2 emission rate for all model year 
2018 vehicles in the U.S. fell by 4 grams per mile to 353 g/mi – 
the lowest ever measured.

The U.S.-based Environmental Protection Agency (EPA) 
released its latest findings on greenhouse gas emissions in its 
latest trend report this spring.

The 2019 EPA Automotive Trends Report, designed to grade 
the automakers’ performance in meeting environmental targets, 
found that fuel economy increased by 0.2 miles per gallon over 
2017 levels to 25.1 mpg – a record high.

Since 2004 CO2 emissions have decreased 23%, or 108 g/mi, 
and fuel economy has increased 30%, or 5.8 mpg.

Preliminary data suggests further improvements will be 
shown when model year 2019 examinations are complete. 
Average estimated real-world CO2 emissions are projected to 

IF THE SALE of auto parts and service during the Great 
Recession of 2009 is any predictor of what will happen during 
the current market downturn, independent shops should expect 
to fare better than dealerships.

According to a new report by Illinois-based automotive 
research firm IMR Inc., when consumers are faced with economic 
challenges, they tend to favour aftermarket repair shops over 
dealerships if they can’t do the work themselves.

“Generally, as we saw between 2008 and 2009, during an 
economic downturn, they tend to repair their vehicles as a DIYer,” 
said Bill Thompson, CEO of IMR Inc. “Where they cannot, they’ll 
choose one of various aftermarket outlets for service.”

IMR’s report, designed to glean insights from the way 
purchasing behaviour changed during the last major economic 
downturn, found that do-it-for-me activity declined in the lead-
up to 2009, removing service events from the DIFM market. But 
dealerships were hit harder.

Independent repair shops saw a 6.5% increase in DIFM 
activity, while dealerships suffered an 8.2% drop.

The report also found that the independent repair sector’s share 
of non-warranty work by vehicle age changed very little during the 
Great Recession. But, over the years, independents have lost share 
to dealerships when it comes to vehicles older than three years.

fall 6 g/mi to 346 g/mi and fuel economy is projected to increase 
0.4 mpg to 25.5 mpg.

Excluding Tesla, which produces only electric vehicles, Honda 
had the lowest CO2 emissions and highest fuel economy in model 
year 2018 and also achieved the largest five-year improvements in 
CO2 emissions and fuel economy.

Between model years 2013 and 2018, Honda reduced 
CO2 emissions by 31 g/mi and increased fuel economy by 
2.8 mpg.

Subaru and Mazda tied for the third lowest CO2 emissions 
and third highest fuel economy in model year 2018. BMW had 
the second largest five-year improvement in CO2 emissions, 
reducing emissions by 27 g/mi, and Subaru had the third largest 
improvement, at 26 g/mi. BMW also increased fuel economy by 
1.7 mpg, while Subaru increased by 2.2 mpg.

Two manufacturers actually increased CO2 emissions 
and reduced average fuel economy over the five-year span. 
Volkswagen had the largest increase in CO2 emissions, at 11 g/
mi, and the largest decrease in fuel economy, at 1.3 mpg, due 
mostly to a large shift towards SUVs. Hyundai also showed 
lower fuel economy and higher emissions.
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NEWS

SPECTRA PREMIUM 
BEGINS RESTRUCTURING 
SPECTRA PREMIUM INDUSTRIES INC. has 
sought protection to restructure its operations and 
its debt, while continuing normal operations.

The Boucherville, Que.-based manufacturer has 
made application under the Companies' Creditors 
Arrangement Act (CCAA) to the Quebec Superior 
Court of Justice.

It has also initiated a corresponding Chapter 15 
filing in the United States, to recognize and give 
effect to the Canadian filing.

"Our senior management team believes that this 
decision, difficult as it may be, remains the best option 
to move the organization forward with the greatest 
prospect of future success," said Jacques Mombleau, 
president and CEO of Spectra Premium Industries.

BBB, HAHN WIN 
PRESTIGIOUS 
AASA AWARD 
A RECENT COLLABORATION between BBB 
Industries and Hahn Automotive has won the 
Automotive Aftermarket Suppliers Association’s 
second annual Channel Excellence Award, presented 
by Epicor.

The companies worked together to create enhanced 
inventory modeling and optimization tools to facilitate 
the availability of the right parts at the right time. The 
award was presented in a virtual ceremony during the 
2020 AASA Vision Conference online.

The AASA Channel Excellence Award was 
established to both recognize innovation and to 
encourage collaboration between suppliers and 
valued channel partners to drive aftermarket growth.

AVERAGE VEHICLE PRICE 
TAG NOW TOPS $40K 
THE AVERAGE SELLING PRICE of a new light 
vehicle in Canada now exceeds $40,000, according to 
DesRosiers Automotive Consultants.

At the end of 2019, the average light vehicle sold 
for $40,941. In 2015, the average price of a passenger 
vehicle was $34,794. DesRosiers says the increase is 
driven by the growing popularity of light trucks which, 
with an average price of $43,565, are significantly more 
expensive than passenger cars ($33,090).
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NAMES IN THE NEWS

Roy Armes has been appointed to the board of directors of 
Tenneco Inc. He brings signi�cant industry knowledge in 
both the a�ermarket and original equipment arenas.

Jason Best has joined the leadership team of Uni-Select’s 
Canadian Automotive Group as senior vice president, 
sales for Canada. Best has over 22 years in senior leadership 
roles in the a�ermarket, including at Spectra Premium.

Martin Brazeau has been named the new vice president, 
operations, a�ermarket at Spectra Premium. A trained 
chartered accountant he joined the Spectra Premium group 
in 2013 following the acquisition of Richporter Technology 
where he acted as general manager.

NTN, the parent company of BCA and Bower Bearings, has 
added Nathan Giles to its automotive a�ermarket sales team. 
He’ll be �lling the role of regional Sales manager for the 
Central Region of the U.S. market.

Susan Hitchon has joined the Automotive Aftermarket 
E-Learning Centre as a business development manager 
and licensee of the company’s curriculum in Ontario. She 
has also been elected chairman of the Automotive Industries 
Association of Canada.

Ashley Khan has been named marketing manager for the 
Permatex and Versachem portfolio of products at ITW 
Permatex. She served the company most recently as brand 
marketing manager for Permatex Canada.

Joseph E. McCorry has been named president and  
COO of FinishMaster, Inc., part of the holdings of  
Uni-Select Inc. He brings more than 25 years of 
experience in the automotive industry serving global 
a�ermarket customers.

Mark Pascuzzo, a veteran of 30-plus years in the automotive 
a�ermarket, has joined Continental’s North American 
Import Channel team as key account manager.

Kumar Saha will lead the Canadian operations of  
Eucon Canada Ltd. as managing director. �e new 
subsidiary of Eucon of North America, LLC, opened in 
Toronto this year.

In Memoriam: Cy Russell, a recipient of the AIA’s 
Distinguished Service Award, and a senior executive at Fort 
Ignition, UAP-NAPA, and AutoLine Products, passed away 
Mar. 4, 2020 at the age of 91.

Car professionals are rigorous people. They demand the best price possible. 
They demand access to the best brands and they demand good service and 
expert advice. NAPA Auto Parts supplies all that, and a lot more.

NAPA Auto Parts. Ready to deliver. napacanada.com

Car professionals are rigorous people. They demand the best price possible. 

Demand and supply 
know-how
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BytheNumbers Stats that put the North American 
automotive aftermarket into perspective.

9 million
Number of 2018-model-year vehicles in the U.S. that specify 0W20 
oil. Use of that viscosity shows a rapid and steady increase from
 1 million 2008-model-year vehicles. IHS Markit

70%
By 2024, the percentage of light truck sales expected to be comprised of 
SUVs and CUVs, which have seen explosive demand since 2009. Pickups 
are expected to comprise only 25%. Jeep-style recreational vehicles will 
comprise 5%.

IHS, Five Trends in Five Minutes

75%
Percentage of Canadians who are unconvinced 

that self-driving technology is “ready for 
prime time.” That compares to only 

67% in the U.S. In both countries, fear 
of technology failure remains the 

top concern. Canada’s climate and 
mountainous terrain are thought to be 

the biggest challenges to self-driving 
technology. American and Canadian 

consumers also are worried about the 
unintended consequences of self-driving.

J.D. Power, Mobility Confi dence Index Study

11.8 years
Average age of U.S. cars and 
light trucks on the road in 2019.
IHS Markit

9.71 years
Average age of Canadian cars and 
light trucks on the road in 2017 
(most recent data).
AIA Outlook Study 2018

Percentage of U.S. automotive 

technicians who are older than 45. 

The biggest cohort (29.39%) are 

55-64 years old.

Automotive Training Managers Council annual survey

Sixty-four per cent

Percentage of vehicle-leasing Canadians who are 

dissatisfi ed with the lack of technology and amenity 

features in their leased vehicles — the most common 

complaint among leasers. Just over 7% of leasers found 

fuel economy was their biggest concern. Among owners, 

on the other hand, fuel economy was the primary concern, 

with amenities ranking far lower. DesRosiers Automotive Consultants

Percentage of millennials around the world who believe owning a car is a necessity 

for independence and convenience, and is generally preferable to other, more 

environmentally conscious options 

like ride-sharing or public 

transportation.

The Millennials and Auto Trends Report, Du�  & Phelps

per cent

2.5 million
Number of 2018-model-year vehicles in the U.S. that specify 5W30 motor 
oil, down from a peak of 7 million 2005-model-year vehicles. IHS Markit

31 per cent
In 2018, the percentage of U.S. consumers surveyed who said they switch 
between motor oil brands. That number was just 25% in 2013. A similar 
trend is seen in the purchase of brake parts, fi lters, wiper blades, engine 
treatments, and appearance chemicals – all categories which show 
waning brand loyalty. NPD Group

%
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Percentage of vehicle-leasing Canadians who are 

dissatisfi ed with the lack of technology and amenity 

features in their leased vehicles — the most common 

complaint among leasers. Just over 

fuel economy was their biggest concern. Among owners, 

on the other hand, fuel economy was the primary concern, 
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treatments, and appearance chemicals – all categories which show 
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Auto Service World: Conversations is Turnkey Media’s 
newest offering to our audience. Join us weekly for 
insightful industry conversations with your peers, 
suppliers, and customers, to get a well-rounded and 
entertaining understanding of trends, problems, 
solutions... and sometimes just the lighter side.

You can subscribe to Auto Service World: Conversations  
on iTunes and Soundcloud to keep up to date on our 
podcast releases. If you like us, be sure to like and 
subscribe! It’s quick and easy for you, and makes a  
world of difference for us.

www.tinyurl.com/ASW-conversations
www.soundcloud.com/AutoServiceWorld

Tune into the  
newest podcast for  
Canada’s automotive 
aftermarket

SPONSORED BY
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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.

It will be a long while before the 
craziness of the global pandemic fades 
from memory. If ever.

�e Covid-19 crisis hit many, and 
it hit them fast. Society changed with 
unprecedented speed in those early 
days, and our industry — like so many 
others — came under immediate and 
tremendous strain.

It was very quickly acknowledged, 
however, that vehicle repair and 
maintenance is incredibly important 
in a crisis. Indeed, we were deemed to 
be an essential service. �at might have 
surprised some of those on the shop 
�oors of our industry. As a group, we 
tend to downplay our own signi�cance in 
society. But coronavirus brought an “ah-
ha” moment to our industry, as we were 
asked to keep critical services operating.

No matter who you think of as heroes 
during the pandemic — whether they 

are doctors, nurses, paramedics, or 
�rst-responders of another kind – they 
all need reliable transportation to get 
to the places they need to be. More 
importantly, they need to get there in a 
safe and reliable fashion, without putting 
themselves or others at risk.

�at applies to every critical role in 
our modern society, from police o�cers 
and �re�ghters to utility workers, taxis, 
and delivery trucks. �ey all move 
products, parts, and people that our 
society relies on.

I’ve always maintained that our 
industry can withstand many economic 
challenges. When times are good, people 
have money to do the “extra” services 
required on their vehicles. Yes, they 
also buy new vehicles, but they splurge 
on accessories to go with them. And 
when repairs are necessary, they tend to 
choose the “best” option. In boom times, 

businesses and �eets are busy, which also 
adds to our collective bottom line.

And when times are bad, people still 
have to get the big-ticket repairs done 
on their vehicles so they can avoid the 
additional cost of buying new. �ey still 
need transportation to get to their jobs, 
so maintenance has to get done. �e 
vehicle is one of the critical necessities in 
most people’s lives.

When times got really bad, we were 
there to help society soldier on.

Given the economic slowdown of the 
current pandemic, a few opportunities 
have arisen for our industry. O�ce 
workers who may have otherwise been 
too busy to bring their vehicle in for 
service have found themselves working 
from home. Without the commute, they 
are �nding this is an ideal time to �x that 
door lock actuator or other annoyance 
that they’ve been living with for so long. 
Some people have family and obligations 
far from home. �ey need their vehicles 
to be reliable, as they travel to locked-
down cities to care for relatives.

Progressive service providers have 
pivoted quickly – o�ering remote pick-
ups, contact-free drop-o�s, vehicle 
disinfecting, and other value-added 
services that are especially appreciated in 
these di�cult times.

�ey truly are unsung heroes, going 
into work while so many others stay home.

�ere’s no doubt our society will come 
out of this with di�erent perspectives. 
Our economy will be bruised and 
battered. What it will look like is 
uncertain. But one thing is clear: we will 
look out our windows and see vehicles 
keeping society moving.

And we will proudly wear the badge 
of honour that we earned during the 
pandemic: “Essential Service.” 

We’re fortunate to be in an industry that was not only 
open during the worst of the crisis … it was essential.

By Zara Wishloff

OUR BADGE  
OF HONOUR
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Alot of repair shops still use a single catch-all labour rate. You know these shops. 
You sell them parts. For the sake of your own business, you need to explain to 
them why it’s so critical for them to start charging for their services in a way 
that matches the complexity of the work they do.

If they don’t, it will contribute to the demise of their business operations… and that 
will a� ect your business.

Just as the formula jobber stores use to set prices has changed over time, so must the 
repair shop consider better, more intuitive ways to charge for their services.

A “tiered” labour rate – or “� ex” rate – is a step in the right direction. 
It acknowledges the range of talent that operates under a single roof. It is invoked 
when diagnostic services are required for the vehicle. It doesn’t rely on a “� at rate” 
manual. It is based solely on the skill level of the technician involved.

Many shops fail to understand that their services are based primarily on knowledge 
and skill. Increasingly, vehicle problems are the result of many di� erent parts failing to 
interact properly. Parts do not break so much as they fall out of step with other parts. 
Finding these issues is a matter of diagnosing the technology under the hood, and 
identifying the interaction that has failed to occur inside the engine. When technology 
fails, a systemized strategy – which consumes a lot of technician time – is required to 
diagnose and � x the problem. � is involves special expertise by a quali� ed technician, 

coupled with the ability to use expensive 
high-tech equipment and so� ware.

Diagnostic work brings with it 
another critical (and costly) requirement. 
� e service writer must spend more 
time with the client, explaining the 
procedures and progress of the diagnosis 
element. � is time is substantial when 
compared to the amount of time it takes 
to explain a simple mechanical repair or a 
maintenance service. � is consideration 
must also be accounted for in the cost of 
the work.

� e formula must also take into 
account the cost of the specialized 
diagnostic equipment used, the cost of 
ongoing so� ware upgrades, and the cost 
of continuing education. � ese additional 
costs are all mathematically relevant.

� e saying “time is money” was 
never more apt than when discussing 
diagnostic work.

� e current � nancial equation to 
set the retail door rate for mechanical/
maintenance work is 4.5 times the hourly 
wage of the top mechanical/maintenance 
technician. For example, if the top 
mechanical/maintenance technician is 
earning $25 per hour, then the retail door 
rate charged to the client should be a 
minimum of $112.50 per hour.

In the case of diagnostic work, the 
technician is probably earning anywhere 
from $32 to $37 per hour, and the multiple 
for this expertise is the hourly diagnostic 
wage times 5.35. So, for a $32-an-hour 
diagnostic technician, the tier rate should 
be $32 x 5.35 or $171.20 per hour for 
diagnostic work.

� e shop would now have two labour 
rates. Clients are charged $112.50 for 
mechanical and maintenance work, and 
$171.20 for diagnostic work.

� ere is a third labour rate that also 
needs to be embraced. Re� ashing vehicle 
so� ware is an increasingly common task 
these days. � e multiple for that work is 
the technician’s basic hourly wage times 
6.0. So, in our example of a $32-an-hour 
technician, the charge-out rate would 
be $32 x 6.0 or $192 per hour. � e main 
reason for the di� erence in the multiple 
is that subscriptions must be covered.

As a supplier of parts, you have a 
vested interest in repair shops embracing 
tiered labour rates. It would be a good 

Tiered labour rates are a critical tool
for keeping your shop clients financially sound.

By Bob Greenwood, AMAM

CHARGING RIGHT

OFF THE SHELF
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idea to counsel your clients to charge 
a minimum of one-hour diagnostic or 
re�ash time when this kind of work 
comes in. I’ve been assured by many 
competent technicians in the industry 
that competent diagnostic technicians 
can diagnose 60 to 70% of vehicle 
problems within 45 minutes. �e other 
30 to 40% of the problems are what 
we call “safari hunts” in which the 
technician may take 3 to 6 hours to 
�gure out the problem. It doesn’t mean 
they are incompetent. It just means 
they haven’t been there before. �ey’re 
learning some new technology. �e next 
time they see this same problem, they’ll 
immediately recall the familiar territory 
they are �nding themselves in and the 
learning curve is substantially shortened.

�e minimum one-hour charge, with 
the extra 15 minutes that are not used in 
60 to 70% of the jobs, helps defray the cost 
of the safari hunts that even the best techs 
inevitably �nd themselves in.

To secure con�dence in the client, the 

better shops also reassure the client that 
the maximum charge for any diagnostic 
work will be 2.5 hours (or $340 if you’re 
talking about a $32-an-hour technician) 
plus parts. �is gives the client the 
reassurance that there will be a successful 
end to the diagnostic work. �ey’re 
not handing over a blank cheque. �is 
maximum charge tells the client, “We are 
competent. We know what we are doing.”

Diagnostic and re�ash charge time 
is a habit that the shop must learn. To 
develop this habit, the shop should 
commit to charging out one additional 
hour per day at the tier rate. If that rate 
is $171 per hour, that would produce 
an additional gross pro�t of $3,420 per 
month (based on 20 working days a 
month) and $41,040 per year.

Once this habit has been developed, 
the ultimate objective would be to have 
25% to 30% of shop time billed going out 
at a tier rate. �e mix of diagnostic work 
and re�ash work is largely contingent on 
the shop’s mix of clients.

To get to this level of business will 
realistically take the shop a year or two.

Again, it is in the best interest of your 
parts store to make sure your shop clients 
get this right. It will secure their future in 
an industry that is rapidly changing.

Consider taking the time to discuss 
diagnostic and re�ash billings with 
your clients. If they don’t recognize the 
advanced skill levels and technological 
expertise required to maintain today’s 
vehicles, they’re due for some serious 
business management training.

Diagnostic and re�ash rates are 
necessary, and they’re here to stay. �ey’ll 
help shops cover rising equipment and 
training costs, and contribute to a healthy 
bottom line.  

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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The Automotive Industries Association of Canada (AIA) has begun regular 
Covid-19 updates as the Canadian a� ermarket transforms in response to the 
global pandemic.

Parts makers and distributors have stepped up with donations of time, 
product, and comfort for overworked essential workers.

And across the country, repair shops and parts stores have rewritten the rules of 
their businesses to keep parts � owing and vehicles rolling.

But through all of this, the uncertainty of the situation and its potential impact on 
the future is perhaps the biggest hurdle facing a� ermarket businesses.

A surfeit of webinars
With a ban on gathering, manufacturers, distributors, and associations have all taken to 
the web to get their respective messages out.

Most notably, the Automotive A� ermarket Suppliers Association (AASA) held its 
annual Vision Conference in cyberspace, drawing a record online crowd over two days. 
Predictably, the extenuating circumstances were referenced in almost every session, 
with a wide range of views and predictions for the future.

“As an industry we are facing incredible challenges right now,” said AASA president 
Paul McCarthy. “I am here to tell you that despite these short-term hurdles, we will 
come back. � e a� ermarket has a vibrant and bright future.”

He said the immediate future will be “brutally hard,” but the a� ermarket is marked 
by entrepreneurship, innovation, and a can-do attitude. He believes market drivers will 
all be in our favour when the health danger disappears.

“We will recover and recover robustly,” he assured the audience of a� ermarket 
executives from across North America.

Thoughts of recovery
Recovery from the impacts of Covid-19 on auto sales in Canada likely won’t come until 
2021, according to DesRosiers Automotive Consultants, which has been developing 
models for Canadian new-car sales, parts distribution, and vehicle repair.

One of the consulting � rm’s regular reports on the topic notes that pent-up demand 
will have to be satiated, with the promise of some robust quarters in the near future.

While the headwinds facing the industry are obvious and daunting, industry 
watchers have suggested there are also some tailwinds that may not be fully appreciated.

Among the bright spots:
• With so many people unemployed, households will hold on to their current vehicles 

longer, with increased commitment to 
keeping them functioning properly;

• Missed service opportunities will result 
in more ‘found work’ when market 
conditions ease;

• Air travel is likely to recover much 
more slowly than automotive travel, 
leading to greater miles driven – a 
measurement that has already started 
to recover, particularly given low gas 
prices; and

• Millions of North Americans who have 
been cooped up for months will be 
eager to hit the open road when travel 
restrictions ease.

Impact on manufacturing
For now, however, manufacturing across 
Canada has retreated signi� cantly, and 
demand has all but evaporated. April 
data revealed the steepest downturn in 
manufacturing conditions in 
living memory.

Respondents to IHS Markit’s Canadian 
Purchasing Manager’s survey exclusively 
attributed lower production, new orders, 
and shrinking employment to shutdowns 

Industry faces

SPECIAL REPORT

unprecedented challenges
Industry faces
unprecedented challenges

Industry faces
The global coronavirus pandemic has shuttered businesses, hobbled 
national economies, and driven consumers into self-protection mode. 
The toll on the aftermarket will undoubtedly be momentous.
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and emergency public health measures to 
halt the spread of coronavirus.

At 33.0 in April, the seasonally 
adjusted index was down sharply from 
46.1 in March, signaling a rapid decline in 
manufacturing sector business conditions.

Looking ahead, manufacturers are 
more pessimistic about their prospects for 
the next 12 months than at any time since 
the index began. Business expectations for 
the year ahead hit a record low.

Events postponed
A�er the industry’s events calendar 
was wiped clean, organizers of some 
of the biggest automotive events have 
tentatively started planning again.

New dates have been announced 
for NAPA’s celebratory exposition 
in Las Vegas. �e event, which was 
to have taken place in April, will 
now be held Feb. 1-4, 2021. It will be 
preceded by the Canadian Business 
Conference on Jan. 31, and the 
Canadian Autopro convention 
on Feb. 1.

It is expected that the 
Automotive A�ermarket Parts Expo 
(AAPEX) will go ahead as planned 
Nov. 3-5 at the Sands Exposition 
Center in Las Vegas.

“Unless the state of Nevada or the 
federal government tells us otherwise, 
we are on for AAPEX, as well as the 
AWDA conference as scheduled,” 
said Auto Care Association president 
Bill Hanvey.

In an e�ort to give supplier 
companies more con�dence, 
organizers have made e�orts to 
“de-risk” the decision to attend by 
extending deadlines for booth space, 
hotels, and other commitments.

So far, exhibitor commitments 
have outpaced last year’s event, and 
attendee registrations have started 
coming in even before there had been 
an o�cial announcement.

Automechanika Frankfurt has been 
canceled for 2020, but organizer Messe 
Frankfurt has set a new date. �e show, 
which relies to a much greater extent 
on international travel, will now be 
held Sept. 14-18, 2021. Automechanika 
Frankfurt will then resume its biennial 
rotation. From now on, the event will 
take place in odd-numbered years.

Support for the unemployed
AASA has introduced a new membership 
category, designed to aid those who have 
been laid o� during the current pandemic.

�e new “Networking Member” 
category will allow a�ermarket 
professionals who are transitioning 
between companies, to remain closely 
connected to the industry.

�e association has also partnered 
with an executive search �rm to create a 
database of those who have lost their jobs 
due to Covid-19.

�e platform will provide unemployed 
automotive associates with opportunities to 
be found and hired by automotive industry 
employers at no cost to either party.

Also, a related website will provide 
industry employers a free, searchable, 
and indexed database of automotive 
associates with vital industry skills and 
experience. �e database has been updated 
to accommodate all positions related to the 
transportation industry.

Automotive associates who have lost 
their positions and would like to be found 
can register at www.register.apasearch.com.

“�is important partnership with 
APA Search is a crucial part of what 
our association does best,” said Paul 
McCarthy, AASA president and chief 
operating o�cer. “We foster meaningful 
connections within our industry 
and o�er resources to our members. 
Retaining valuable people in our 
essential industry is how the automotive 
a�ermarket will continue to grow and 
prosper in the future despite the impact 
of the COVID-19 pandemic.”

During the press brie�ng, McCarthy 
acknowledged that the past few weeks 
have been an absolute whirlwind for 
his association.

“Let me just say this is the busiest we’ve 
ever been, probably in our 116-year history, 
as we try to connect members to insights 
and guidance, and navigate through this 
crisis,” he said.

He said an arrow in the a�ermarket's 
quiver is the need for people around the 
world to startmoving around again.

“Wall Street has identi�ed the 
a�ermarket as a valuable opportunity in 
the recovery,” he said.

As for how AASA members are viewing 
the current situation, McCarthy said he’s 
hearing rational caution and hope from 
business leaders in the a�ermarket.

He said that from a business 
perspective, “the rest of the year may 
look better than what we’ve experienced 
so far this year. Compared to other 
industries, we have a brighter outlook in 
the recovery period.”

AIA president J.F. Champagne during one of his regular 
industry update webinars.

NAPA Auto Parts in Vancouver donated thousands of  
medical-grade masks to health care professionals in B.C.

Uni-Select’s Bumper to Bumper Canada banner donated 
thousands of N95 respirators to healthcare professionals 
and hospitals. “These are unprecedented times and we 
are all humbled by the great dedication and sacrifice 
demonstrated by our guardian angels during the pandemic,” 
said Brent Windom, Uni-Select president and CEO.

Lordco Auto Parts partnered with Meals for Truckers  
to offer food and facility services to beleaguered truck 
drivers across British Columbia.
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Nearly three-quarters of Canadian consumers believe they should own the 
data their vehicles produce, according to a survey commissioned by the 
Automotive Industries Association of Canada (AIA).

Some 74% of 2,061 survey respondents believe they’re the rightful owners 
of the data that is generated when they drive their own vehicles.

� e survey results are analyzed in AIA’s latest report, Data Dilemma: Canadian 
Consumer Attitudes Toward In-Car Data, part of the association’s Consumer 
Behaviour series.

Other reports in the series include “Under the Hood” about attitudes toward 
maintenance and repair; “What’s in Your Online Cart” about attitudes toward online 
purchasing; and “At Your Service” about how consumers choose repair providers.

� e latest report reveals general confusion over who actually owns vehicle data: 
37% think it belongs to the vehicle owner; 29% think the car manufacturer owns it; 
11% think it belongs to the company that develops the data tracking technology and 
2% think it is owned by government.

Broadly speaking, the survey found that 60% of vehicle owners would like to 
better understand issues around data, while 40% essentially don’t care.

� e report reinforces AIA’s stated position that the motoring public should be 
better educated about issues surrounding data generation and use.

Last year, the association discussed what it termed the “battle” of data ownership, 
saying if OE manufacturers presume to own the vehicle data, they could establish a 
monopoly that would threaten car owners' repair choices and hinder competition in 
the service industry.

“Car manufacturers will be in a position to in� uence car owner behaviour, and 
will have control over where car owners could take their vehicles to be serviced 
along with what replacement parts and supplies will be available on the market,” 
an association circular states. “Critically, they will have in� uence over the cost that 
people will pay for services, parts and supplies.”

� e new study makes the point that education is a key element in the � ght for fair 
data use.

“Although there is always some element of caveat emptor, vehicle owners also 
seem to believe that the responsibility of being informed about the data their vehicle 

produces and who owns it should not fall 
squarely on their shoulders,” the report’s 
conclusion states.

� e report also points out that 
there appears to be some inconsistency 
in the attitudes – or at least some subtle 
nuances that need to be 
further explored.

“At 40%, the proportion of vehicle 
owners for whom it does not really 
matter who controls their in-car data is 
not negligible,” the authors state. “When 
we consider that most Canadians would 
probably agree that the more control 
they have over their personal data the 
better, seeing that 40% of vehicle owners 
don't care about who controls their in-
car data comes as a bit of a surprise.”

AIA commissioned the survey of 
vehicle owners to discover what they 
expect their vehicles to track, what they 
know about the amount and type of data 
cars generate, and what they’d like to see 
done with that data.

Fewer than a third of Canadians say 
they have a clear understanding of the 
type (30%) or amount (31%) of data their 
vehicles produce.

Nearly half of Canadian consumers 
(48%) say they would like to better 
understand the data their vehicles 
produce and how it is used. 

The data
dilemmadilemmaBy Allan Janssen

AIA Canada believes there needs to be more discussion 
about who owns vehicle data, how it’s used, and 
whether governments need to get involved.

INDUSTRY TRENDSINDUSTRY TRENDSINDUSTRY TRENDS
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The coronavirus pandemic could accelerate a �edgling trend of near-sourcing 
by automotive component suppliers, according to well-placed panelists at the 
Automotive A�ermarket Suppliers Association’s recent Vision conference.

�e conference, held online over two days in April, featured a panel 
discussion that predicted the repatriation of auto part manufacturing, raised 
questions about intellectual property protection, and emphasized the value of face-
to-face relationships.

�e panelists, moderated by Je� Jorge, a principal at Baker Tilly Virchow 
Krause, LLP, were Howard Laster, executive director and general manager of North 
American a�ermarket for Continental; Selwyn Jo�e, president, chairman, and CEO 
of Motorcar Parts of America; and Jay Burkhart, president of the Trico Group.

“With everything that’s happened over the last couple of years, including the current 
virus situation, I believe there’s going to be more focus on North America-sourced 
products serving the North American a�ermarket,” Burkhart said. “Everyone’s looking 
for silver linings these days. I think that’s going to be one of them.”

Supply chain efficiencies
He said in order to service the increasingly sophisticated vehicles that will be hitting 
the a�ermarket in the coming years, supply chains will have to be shorter, nimbler, 
more transparent, and more reliable.

“With the recent tari�s and now this problem, I just have to believe that more and 
more of the product that is consumed in the North American a�ermarket is going 
to be made somewhere closer to where it is consumed,” he said. “I think that's part of 
the lesson of what has happened in the last couple of years.”

�e panelists were agreed in their concern about over-reliance on China as the 

default manufacturing hub for the 
automotive a�ermarket. In fact, Jo�e 
acknowledged that a number of concerns, 
including freight availability, tari�s, 
in�ation, and supply chain disruptions, 
have for years now led his company to 
minimize its exposure to China.

“�ere are a lot of variables related 
to China,” he said. “We, like everyone, 
source from all over the world, looking 
for the most e�cient manufacturing and 
highest quality product. And today it’s 
not just a Chinese market, it’s a global 
marketplace.”

Intellectual property
With the growing sophistication of 
automotive technology, Jo�e said the 
protection of intellectual property is a 
particularly serious matter.

“�ere is a signi�cant concern that 
as you share your intellectual property 
with contract manufacturers or 
component suppliers that you run the 
risk of not being the only one to have 

SUPPLY CHAIN

Global 
sourcing

By Allan Janssen

The outsourcing movement may 
have been disrupted by recent 

tariff disputes, but the coronavirus 
may actually reverse the flow.



w w w. a u t o s e r v i c e w o r l d . c o m        M AY  /  J U N E  2 0 2 0    21

that proprietary information,” he said. 
“I would call upon the demand channel 
to be very sensitive because I think that 
if the supply chain is not handled very 
carefully, it will get signi�cantly weaker 
for North American companies.”

High-technology products
Laster agreed, saying that as the 
complexity of these parts becomes 
greater, the supply needs to be closer in 
proximity to the customer.

“When you talk about the coming 
technologies, you're talking about 
so�ware. You're talking about ADAS. 
You're talking about technology that 
goes far beyond ADAS. When it comes 
to these technologies, intellectual 
property become very dicey,” he said. 
“I think the temperature of what we're 
used to in the traditional a�ermarket 
will change and how you'll supply that 
and where you're getting it and how 
comfortable you are with the liability 
of it all.”

Jo�e maintained, however, that not all 
product lines will be able to withstand the 
increased cost of near-sourcing.

“In the pure hard parts arena, 
where you have a diversity of parts, 
you're going to have to weigh out 
proximity versus labour costs,” he 
said. “Depending on the competitive 
environment relative to the labour 
portion – how much labour goes into 
the product – it becomes trickier.”

Indeed, manufacturers have been 
forced to focus on lowering prices for 
many years, and it may be time to 
resist that demand from customers, the 
panelists agreed.

Pricing and profit
“All North American suppliers have been 
so conditioned that we have to go to China 
to stay alive because our customers are 
beating us up for lower and lower prices,” 
Burkhart said. “�ere was a little bit of 
in�ation �nally in the industry last year 
with the tari� issue. Some of the categories 
moved up ever so slightly in price but the 
bottom didn't fall out of demand.”

He suggested there might be some 
room for further in�ation to secure a 
shorter supply chain.

“Maybe there is some pennies 
di�erence in the total price that would 
allow more local sourcing,” he said. 
“If you listen to earnings calls, there 
are an awful lot of questions from 
investors about ‘where do you get your 
product from’, and ‘how reliable is your 
supply base.’”

“I think the a�ermarket desperately 
needs some in�ation,” agreed Jo�e. 
“�ere has been a tough pricing 
environment for a lot of years. I think 
in�ation across the board is healthy 
for everybody. Consumers have been 
getting a disproportionately fabulous 
deal. So I think there is a little bit of 
room for movement.”

Pipeline transparency
Burkhart said another bene�t of near-
sourcing is improved transparency in 
the supply chain.

“When you’re far away from the 
core governance of the company – 
whether it’s China or elsewhere – I 
think at times like this it is incredibly 
challenging,” he said. “You start to lose 
visibility in terms of what is happening 
on the ground. You can see product 
coming out. You can see the product 
arriving. But you're not really sure 
what's going on there on the ground, 
and that's a big problem right now.”

He acknowledged, however, that 
manufacturing capacity could be an 
issue in the near-term.

“We don’t even have the capacity here 
right now, but I still think directionally, 
the current virus is going to add to 
the momentum of more locally made 
or sourced product,” he said. “A lot of 
the things we see happening right now 
should be adding momentum to the 
fact that more products should be made 
closer to home.”

Jorge said the dialogue was meant 
to be a springboard of ideas during a 
di�cult time for the industry.

“We have a common challenge 
right now as a human race. It’s also 
an opportunity to come together as 
a sector to �gure out how we become 
stronger, how we become uni�ed – even 
more than we were before,” he said. “To 
quote Winston Churchill, to never let 
a good crisis go to waste, we’re going 
to help empower, equip and embolden 
each other.” 

The AASA’s annual Vision Conference was 
held virtually this year, with participants 
tuning in from across the continent over two 
full days of programming.
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Should a vehicle’s coolant reservoir be under lock and 
key? Bobby Bassett says there’s an argument to be 
made for such an extreme measure.

Bassett, the North American national training 
manager for Gates Automotive A� ermarket, told participants on 
a recent technical webinar that there’s a common denominator 
in many cooling system failures: contaminated coolant.

Water pump failures, radiator failures, and hose failures 
can o� en be traced back to depleted, dirty, or intermixed 
coolant, he told technicians and parts people on the call.

“� ese parts didn’t have to fail. � ey were forced to fail,” he 
said. “� e only thing that will � x the underlying problems is a 
full � ush at the time of repair, with the system � lled with the 
correct coolant for that vehicle.”

Jobbers can help by stressing to their shop and DIY 
customers the importance of using the correct coolant, and 
never mixing con� icting types.

“When a person has a cooling system emergency on the 
road, they’re likely to go to a parts store and buy some coolant 
and put it in,” Bassett said. “� e question is what did he put 
into the system. � at’s a very important question.”

� ere are four types of antifreeze, he said. “And they do not 
play well together!”

• IAT (inorganic additive technology); 
• OAT (organic acid technology); 
• HOAT (hybrid organic acid technology);
• P-HOAT (phosphated hybrid organic acid technology). 

“If you look at the inhibitors used by these coolants, they 
all have di� erent characteristics. � ere’s a reason they don’t 
mix,” he said.

“What will you say when the customer comes in and says, 
‘I didn't have the correct coolant, so I just put tap water in?’ 
Red � ags should be going up! You have to say, ‘Well, because 
you did that, you have contaminated the system and we have 
to � ush it out and replace the coolant when we complete 
our repairs.’”

He said o� ering a warranty on cooling system repairs is 
only reasonable if it includes a system � ush.

“� ere's no way for you to know if the coolant has ever 
been intermixed. You can't verify what the last guy did. So the 
only way you can o� er a warranty is if you do a � ush,” he said.

� e webinar, organized by the National Institute for 
Automotive Service Excellence (ASE), focused on the root 
causes of cooling system component failures.

Bassett said a� ermarket studies have found that 40% of 
radiators received back for warranty failed due to coolant 

PRODUCT FEATURE

If in doubt, 
flush it out!flush it out!

If in doubt, 
flush it out!

If in doubt, 
Premature component failures prove just how toxic 
    contaminated coolant can be to modern cooling systems.

By Allan Janssen



24   M AY  /  J U N E  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         

condition. Furthermore, 91% of OE coolant hose failures and 
95% of water pump failures were found to be the result of 
missed �ushes or the condition of the coolant.

Gates has been studying water pump failures since it got 
into the game and it developed the Be System Smart campaign 
to help educate technicians about the interconnectedness of 
the cooling system and its impact on other vehicle systems.

Showing a slide of a severely corroded radiator, he said, 
“When you pull a radiator that looks like this, tell the 
customer you need to �ush this 
system. If you see some speci�c 
failure indications, you have to 
tell your customer that they have 
more contaminated coolant le� 
in the block and you have to �ush 
it out.”

Despite the importance of 
cooling system �ushes, they o�en 
go unsold, Bassett said.

“If I teach 100 technicians 
over the course of a day, the one 
question I will ask is how many 
have a �ush machine. Out of those 100 people, representing 
50 to 60 shops, I might get 10 hands raised. �e follow up 
question is, ‘How many of you actually use it?’ and almost all 
of the hands go down.”

�is is o�en because customers are very price sensitive 
and may have called around to �nd out what a component 
replacement will cost. Shops are afraid of losing a sale if they 
have to add in the cost of a �ush.

“�e problem is the customer doesn't know the di�erence 
between a job quoted with a coolant �ush and without, so 
they will always choose the cheaper rate,” said Bassett. “But 
we should not be afraid to ask the customer if they want us to 
repair the vehicle properly. It's a yes or no question.”

In fact, �ushing the system will likely 
save the customer – and the shop – 
money in the long run.

A system with contaminated coolant 
still sloshing around in the block will 
immediately start to degrade sensitive 
cooling parts, corrode metals, and 
attack hoses.

“It's time for us to help our customers understand what 
causes these failures,” he said. “When you're doing a coolant 
replacement or a cooling system repair, don’t take the band-
aid approach. When you take the band -aid approach you're 
setting the customer up for failure even before they leave the 
shop. �ey will be coming back.”

Bassett believes that what's really driving the problem is a 
lack of knowledge about changes to the cooling system over 
the years and a basic mishandling of coolant.

“Too many of us are sticking with repair practices from 30 
years ago. So much has changed since then!” he said. 

Gone are the brass, tiny, iron and lead radiators of the 
earliest days of the automobile. 

“Today most of the coolant 
system is made with aluminum. 
Unfortunately, some of us haven’t 
changed our repair practices, and it’s 
causing failures.”

He said the only acceptable 
procedure for ensuring clean coolant 
is coursing through the system a�er a 
component replacement is with a �ush 
and �ll.

“�e water-hose rinse procedure, 
where you drain the coolant make the 

repairs and then �ush the system with a garden hose before 
adding new coolant will not work. �e system will be re-
contaminated once the engine is restarted.”

Draining and immediately re�lling a system is the least 
acceptable approach. �e engine block can hold 15 to 30% of 
the old coolant, which will contaminate the new coolant.

“If you have a �ush machine, please get it out and use it. 
If you don't have a �ush machine, well there are a variety out 
there. I'll leave it up to you to decide which one you want to 
buy, but buy one!” he said.

“�e more you learn about the cooling system, the more 
you begin to wonder if the coolant system really should be 
under lock and key,” he said. 

Depleted, dirty, contaminated or intermixed coolant causes a wide array of 
cooling system issues, like this water pump damaged by a lack of inhibitors 
in the coolant and an over-abundance of particulate matter.

We should not be afraid to ask the 
customer if they want us to repair 
the vehicle properly. It's a yes or 
no question.”
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BAYWATCH

Chassis parts
Elgin Industries has added more than 20 parts to its 
o�ering for General Motors LS Gen V engines. �e 
new parts include head bolts, standard li�ers, li�er 
guides, oil pump screen assemblies, valves, timing 
chains, and push rods.
www.elginind.com

Rechargeable battery
Milwaukee Tool has launched a new RedLithium USB 3.0Ah Battery 
which provides rechargeable convenience and performance where 
maintaining a compact size is critical. Quick charging eliminates 
downtime and the dependency on disposable batteries in applications 
that require extended use.
www.milwaukeetool.ca

ABS control modules
Doman has produced a 100%-new ABS module for popular 
Chevy and GMC pickups. It features a thicker circuit 
board for greater durability and uses a faster processor for 
better performance. It is designed to replace failure-prone 
original modules on certain vehicle model years, and is 
rigorously tested for reliable performance.
www.dormanproducts.com

Starters and alternators
BBB Industries has introduced 
new product packaging for 
Remy high performance 
starters and alternators. �e 
new packaging is more visible 
and bolder, and it includes a 
reinforced structural design to 
secure the product from breaking through a�er multiple handlings. Additionally,  
the packaging includes a new �nger-hole on the lid to allow for easier removal  
from the shelf. 
www.bbbind.com

Wiper display
Continental has developed a new �oor display as part of 
its ClearContact Premium Beam Wiper Blade program. 
Designed to deliver maximum application coverage 
with minimal inventory, the free display (CC901) comes 
with a total of 70 front wiper blades – �ve each of 14 
SKUs in the ClearContact Premium Beam Wiper Blade 
line. It also includes a printed application guide and a 
colourful countermat. �e line is designed speci�cally for 
professional technicians, with quick and easy OE �t and 
trouble-free inventory.
www.continental-aftermarket.com

TPMS tool
�e ATEQ VT56, from 
ATEQ TPMS Tools, will 
now be able to be updated 
via WiFi. According to 
the company, the WiFi 
feature allows tools to 
remain “future proof” in 
an ever-changing automotive 
a�ermarket industry. �e VT56 will be 
updatable without having to plug it into a PC. 
When an update is available for download, a 
message will display on the screen.
www.ateqtpmsusa.com

PAG oil
Keeping a multitude of 
di�erent PAG compressor 
oils in stock can be 
challenging because 
they soon absorb water 
when opened or when 
they’re improperly stored. 
Mahle says its PAO 68 
oil is a practical and 
cost-e�ective solution. 
Suitable for many types 
of compressor, it is non-hygroscopic, and 
compatible with numerous other lubricants 
and refrigerants. Mahle says it ensures 
reliable lubrication of the AC compressor.
www.mahle-aftermarket.com

POS software

�e latest Eagle so�ware from Epicor includes 
several new point-of-sale and inventory 
tracking features, as well as other capabilities 
designed to help increase sales, e�ciency, 
and customer satisfaction. Available for 
implementation on premises or in the cloud, 
Eagle for the A�ermarket so�ware can help 
distributors and jobbers accelerate growth and 
improve pro�tability through best-in-class 
business capabilities.
www.epicor.com
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Mass airflow sensors
Blue Streak Electronics says 
its mass air �ow sensors 
are precision calibrated 
to exacting OEM 
speci�cations and rigorously 
tested to excel in engine 
e�ciency and performance. 
Available remanufactured and 
new, they o�er extensive application coverage 
of makes, models, and years. Features include 
resistors that are digitally calibrated for 
optimal precision, superior thermal stability, 
consistency in voltage readings at all rpms, 
and more e�cient heat dissipation.
www.bsecorp.com

EV brakes
NRS Brakes has 
designed brake 
pads speci�cally for 
electric vehicles. 
Hybrid and electric 
vehicles that feature 

regen braking do not experience the same 
creation of heat. As a result, there is a high 
incidence of brake pad separation, resulting 
from corrosion. NRS Brakes says its galvanized 
backing plates ensure no rust or corrosion 
occurs from lack of use due to regen braking. 
�e company’s patented mechanical attachment 
system physically adheres the friction material 
to the backing plate. �is ensures the pad 
material cannot separate from the backing plate 
for the entire life of the brake pad.
www.nrsbrakes.com

Hydraulic brake parts
Continental 
says it now 
o�ers a high-
quality line of 
ATE hydraulic 
brake parts 
designed to 
�t perfectly and precisely match the safety 
and reliability requirements of modern brake 
systems in today’s vehicle. �e ATE hydraulic 
brake parts line includes a comprehensive 
range of brake boosters, calipers, hydraulic 
control units, master cylinders, hydraulic 
hoses, and wheel cylinders. Continental o�ers 
excellent application coverage and availability 
for a wide spectrum of European vehicle 
makes and models.
www.ate-na.com

Transmission service kits
CRP Automotive now o�ers Rein Automotive Automatic 
Transmission Service Kits for a wide range of European models 
equipped with ZF 6HP series transmissions. �e new service 
kits include all of the parts and components needed for proper 
transmission service including the pan, �lter and gasket, pan 
bolts, valve body adapter and sleeves, harness plug sleeve, and 
�ll plug seal. All components are OE form, �t, and function to 
ensure a high-quality, complete service.
www.reinautomotive.com

Light-duty turbos
PurePower Technologies (PPT) has added  
23 premium-quality, new light-duty turbo part numbers  
for the a�ermarket. �ese new o�erings increase the 
company’s turbo products across high-volume makes  
and models delivering power, reliability and e�ciency for 

light-duty diesel engines that meet or exceed OE speci�cations. PurePower now o�ers a  
total of 30 turbo part numbers including the recent addition of the 2007-2012 Dodge 6.7L  
to the lineup.
www.purepowertech.com

Ceramic detailer
Meguiar’s has introduced an addition to its Hybrid Ceramic line of products. 
Meguiar’s says its new Hybrid Ceramic Detailer features an advanced formula 
that gently and quickly removes light dust and contaminants while leaving 
behind a layer of hybrid, Si02 ceramic protection that beads water like crazy. 
It contains lubricants that help to bu�er the surface when removing light 
contaminants between regular washings and wax applications.
www.meguiars.com

Bosch fuel pumps
Four new SKUs have been added to the Bosch Fuel 
Pumps product line, extending coverage to more 
than 2.8 million late-model Asian vehicles, including 
2009-2014 Honda Pilot, 2010-2014 Lexus RX350, 2013-
2014 Toyota Avalon and more. �e fuel pumps are designed with a superior turbine 
pump design to virtually eliminate fuel pulsation, along with the Bosch impeller ring 
to provide smooth fuel �ow. �e fuel pumps come with premium carbon brushes, 
utilizing advanced materials that provide longer and more reliable service life.
www.boschautoparts.com

Accessories catalogue
Bolt Lock has published a new, full-colour, 20-page 
catalogue incorporating all of the company’s latest truck and 
towing accessories, along with �tment applications for 2020 
model year vehicles. Bolt Lock’s one key lock operation uses 
the vehicle’s ignition key to work a variety of lock products 
to help eliminate key ring clutter. A patented technology 
permanently programs the vehicle’s ignition key to the lock 
cylinder upon the �rst insertion and rotation of the key 
using spring-loaded plate tumblers. 
www.boltlock.com
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European brake coverage

Raybestos has expanded its Element3 and R-Line brake pad o�erings by adding over 
75 new part numbers with a speci�c focus on European applications. All Raybestos 
European brake pad parts in both the Element3 and R-Line families now have a green 
part number label to make them easy to identify. Raybestos says it will supersede 
all Specialty European part numbers into Element3 and discontinue the Specialty 
European brake pad line.
www.raybestos.com

New friction box design
ZF A�ermarket has opted for simple packaging to 
emphasize the importance of the part, not the box. �e 
simple packaging design of the newly branded TRW 
Ultra and TRW Pro friction lines is intended to remind 
customers that an overly complex box does not ensure 
a great product. �e backside of the boxes features 

a blueprint of either a TRW Ultra or TRW Pro brake pad – further highlighting the 
fundamental importance of design and development.
www.trwaftermarket.com

Automatic texting
Hunter Engineering and Kimoby 
have announced a new integration 
to automatically send alignment and 
tire tread depth inspection results 
to customers via text. �e program 
solves a problem for busy shops 
where advisors may not always present inspection �ndings to customers, causing under-
informed customers and missed service opportunities. �e new integration helps ensure 
inspection �ndings can always be shared, which better informs customers and increases 
service opportunities. 
www.hunter.com

Hose clamp
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

Parts packaging
Delphi is going to market with rebranded packaging. �e 
company’s vibrant new blue packaging is made of high-
quality materials, with an improved label format to make it 
easier to quickly choose the right part.
www.delphiaftermarket.com

GM brake upgrade

Brembo has designed a Performance Brake 
Upgrade System for the Chevrolet Silverado, 
Tahoe, Suburban and the GMC Sierra, Yukon, 
Yukon XL, and Cadillac Escalade. �e Brembo 
Performance Brake Upgrade System is designed 
for quiet, consistent operation on the street, as 
well as dependable and robust stopping when 
working or towing. �e package includes all the 
necessary hardware and instructions. �e front 
brake system is available for any light-duty, 
current model and past model back to 2014 
Silverado/Sierra and light-duty 2015 to current 
Tahoe/Suburban/Yukon/Yukon XL and the 
Cadillac Escalade with 20-inch - 22-inch 
original equipment or GM Accessory wheels 
EXCEPT the SEU option wheel.
www.brembo.com

Automotive grease
Lucas Oil Red “N” Tacky Grease 
is now available in an easy-to-grip 
aerosol spray can. Specially formulated 
to withstand extreme conditions, it 
is forti�ed with rust and oxidation 
inhibitors that complement its water 
resistance, washout properties, 
excellent mechanical stability and long 
storage life. It is able to resist extreme 
pressure, and withstand heavy loads 
for extended periods of time.
www.LucasOil.com

Water 
pump
Continental 
Commercial 
Vehicles & 
A�ermarket 

o�ers a new VDO Electric Water Pump for 
popular Mercedes Benz models. �e new 
pump is a direct replacement for the original 
Mercedes Benz Part No. A000 500 23 00, 
ensuring a simple and worry-free installation. 
�e VDO Electric Water Pump is identical in 
�t, form, and function to the OE part, so �t, 
installation, and performance are hassle-free.
www.usa.vdo.com
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Jeep suspension
Rancho performance suspension 
and shocks has released an 
innovative, o� -road tested Rancho 
3-in. Jeep Gladiator X-Lander RS3 
performance suspension system. � e 
Rancho X-Lander RS3 kit includes 
a highly engineered and re� ned design to deliver Jeep Gladiator 
owners a versatile and capable on- and o� -road suspension package. It 
includes front and rear corner speci� c, heavy-duty progressive rate coil 
springs to ensure a level ride even during towing heavy loads. 
www.GoRancho.com

Lightbars
Hella’s new Optical Warning Mini 
Lightbars generate an intensive 360-degree 
warning signal and are suitable for various 
applications. Both sizes (10” and 16” length) o� er di� erent design and 
mounting options and combine a � ashing and rotating signal in one 
product. � e Micro and Mini Lightbars are available with either a clear 
or amber lens, whereby the built-in LEDs and thus also the warning 
signal for both design variants are amber. Depending on the mounting 
variant, the � at roof bars can be mounted with a bracket or a magnet and 
are suitable for both 12 and 24 V systems.
www.hella.com
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EyeSpy

WORKING
WITH ANIMALS
Finding critters under the hood will certainly  
keep you on your toes. Just ask these guys!

Alex Wu of 128 Auto 
Service Center in Burnaby, 
B.C. sent in this shot of the 
source of engine troubles. 
A litter of mice had a 
comfy home on top of the 
engine block.

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

When a customer 
complained of a rattle 
under the hood, John 
Poos, service manager at 
Guelph VW in Guelph, 
Ont., knew it could be a 
lot of things. When the 
tech removed the engine 
cover, however, the source 
was immediately clear. 
Hundreds of chestnuts 
came tumbling out.

Cam Young of Cam’s Auto Service in Toronto said a  
1999 Malibu that limped into the shop had suddenly  
started shi�ing hard and the engine light came on. When  
a technician popped the hood, he found three squirrels alive 
and well in the engine compartment. It took four days to 
get rid of them, their nests, and all their food!

Gord, Chris, Bob, and Reagan at OK Tire in Sechelt, British 
Columbia, spent an a�ernoon removing hundreds of wild 
almonds and chestnuts from an engine compartment recently. 
�e busy critters had �lled every available spot with their 
treasures. “We see lots of rodent damage, but we’ve never seen 
anything like this before!” Gord said.
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