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SERVICE NOTE

MAKING THE INVESTMENT

According to statistics taken from the Government of Canada’s website, as of 
May 31, 23.5 million Canadians have received the first dose of the COVID-19 
vaccine, and roughly 2.01 million have been fully vaccinated. These two million 
people represent just 5.4 per cent of our national population, a number that 
seems impossibly small, but it carries great weight. From the safety of behind 

our screens, we go on social media and see our neighbours to the south enjoying maskless 
dinners with friends on patios, while we continue to Zoom those who we haven’t 
seen in more than a year. We sip wine from separate households and toast our glasses 
to pixelated faces, trying to pretend that virtual dinners are just as fun. We see them 
taking all-inclusive trips with their families, while trying to explain to our own that even 
camping in our national parks is off-limits, until further notice. 

Other countries, like the U.S., have already fully vaccinated 41 per cent of their 
population, yet the average wait time for a Canadian is 16 weeks after the first shot. Seeing 
that meager 5.4% in writing, it’s easy to feel that same sense of fear and uncertainty that 
hit us when the first wave of COVID-19 did. It’s a feeling that Canadians, collectively, 
have carried inside every day for more than one year. Despite the good days, those 
dreadful side effects of the pandemic linger: doubt, anxiety, anger, lethargy, sadness, 
boredom—and the list goes on.

In some ways, 2020 felt like one big year of training. A “practice” year that “didn’t 
actually count,” if you will. Everyday processes were interrupted, and our regular way 
of life came to a halt. Some of us continued to go to the office, some of us worked from 
home, and sadly, some of us didn’t or couldn’t work at all. Jobbers were laid off as work 
dried up, and shop owners came up with creative ways to keep their technicians busy, 
despite the lack of vehicles pulling into the service bays. At home, mentally drained from 
the same routines, we baked too much banana bread, played board games, and spent 
$5,000 on a Peloton bike that saw a few good workouts before becoming a coat rack.

But now, with the fervent administration of vaccines, it’s like we finally have a glimpse 
of the finish line. The end of June will mark exactly one-and-a-half years since the first 
COVID-19 case was confirmed in Toronto. Across Canada, people continue to wait 
in socially distanced lines, sometimes for hours, to get their first dose. Provinces have 
individually enacted their re-opening strategies, and vaccinated Canadians everywhere 
have their eyes on the finish line. In-person conference invites have even started trickling 
in, signaling that in-person gatherings have actually resumed across the border, and our 
turn will come soon enough.

This is our training issue, and inside, you’ll find plenty of helpful 
articles that give advice on navigating our new normal, which is 
now heavily influenced by digital communication. Our cover 
story reveals the best tips to crafting a marketing strategy for your 
business, which is something that not all owners had a chance to 
focus on prior to COVID-19. For the better half of the year, the 
automotive aftermarket has been preparing for a comeback, and 
a large majority of that has involved a commitment to training, 
whether for yourself, or for your employees. And unlike 
pandemic trends, training will never go out of style. 

Happy reading,

Christine Hogg
Editor, Jobber News Let me know what you think.  

You can reach me at christine@turnkey.media
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NEWS

On May 5, the Ontario Government 
enacted Bill 288, also known as the 
Building Opportunities in the Skilled 
Trades Act, 2021.

The Act sets out provisions regarding 
the practice of trades in Ontario and 
apprenticeship training and certification 
and provides for the continuation of 
the Ontario College of Trades under the 
name Skilled Trades Ontario. The Act 
provides that trades may be prescribed 
for the purposes of the Act and may 
be prescribed as compulsory trades. 
Prohibitions are specified relating to 
engaging in the practice of compulsory 
trades or the employment of persons to 
perform work or engage in the practice 
of compulsory trades.

Various types of certificates may 
be issued under the Act. Certificates 
of qualification may be issued in 
respect of trades for which a certifying 
examination is required. Certificates 
of apprenticeship may be issued to a 

ONTARIO GOVERNMENT ENACTS  
BILL 288 TO MODERNIZE & STREAMLINE 
APPRENTICESHIP TRAINING

person who successfully completes an 
apprenticeship program. If a certificate of 
apprenticeship is issued to a person in a 
trade for which a certifying examination 
is required, the person will also be issued 
a provisional certificate of qualification in 
the trade. The Act also sets out provisions 
relating to the refusal to issue certificates, 
the imposition of terms, conditions 
and limitations on certificates and the 
suspension and revocation of certificates. 
The Act includes provisions regarding 
apprenticeship programs and registered 
training agreements and imposes certain 
requirements relating to the programs 
and agreements.

The Ontario College of Trades is 
continued as a corporation without 
share capital under the name Skilled 
Trades Ontario. The Act includes 
various provisions relating to the 
administration and governance of the 
Corporation, including the powers 
and duties of the Registrar of the 

Corporation. The Act provides for 
regulation-making powers on various 
matters, including on transitional 
matters arising from the implementation 
of the Act and the repeal of the Ontario 
College of Trades and Apprenticeship 
Act, 2009. Various other miscellaneous 
and related provisions are also included.

The Ministry of Labour, Training and 
Skills Development will continue to play 
a role in the provinces apprenticeship 
system by providing system oversight and 
responsibility for regulatory decisions 
and financial supports. The Ministry will 
also be responsible for compliance and 
enforcement of the skilled trades. The 
Minister of Labour, Training and Skills 
Development’s Skilled Trades Panel, 
created to guide apprenticeship reform, 
is currently consulting on classification 
and training in the trades. If you wish 
to take part in the online consultation, 
visit: www.ontario.ca/page/skilled-trades-
panel-consultations.
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As the automotive industry converges 
toward connected, autonomous, shared, 
and electric (CASE) mobility, original 
equipment manufacturers are working 
on re-engineering their conventional 
platforms to accommodate electric 
vehicle (EV) components such as 
batteries and motors.

However, the industry's transition 
from a vehicle-centric to a service-
centric approach necessitates the 
development of new digital platforms 
(software, back-haul connectivity, 
and cloud). Frost & Sullivan's recent 
analysis finds that future modular 
EV platforms will be flexible and 
multifaceted, with various vehicle  
types and shapes built on a single 
program, saving OEMs the time,  
effort, and money required to launch 
new models. The study examines 
emerging market trends, platform 
development's collaborative approach, 
new business models for platforms,  
and growth opportunities.

"In the future, the automotive 
industry will not be restricted to 
traditional vehicle manufacturing 
methods, and sales will focus on 
building new downstream sources of 
revenue with an emphasis on the users 
instead of the vehicles," said Kamalesh 
Mohanarangam,Program Manager, 
Mobility Practice at Frost & Sullivan. 
"As the automotive industry shifts from 
the traditional pyramidal value chain to 
a flat value chain, mobility companies 
are sourcing chassis technology and 
platforms from third parties and 
integrating their technologies."

"Although the initial investment 
required to develop a dedicated, 
scalable platform is significantly high, 
the excessive flexibility this platform 
offers will offset this investment 

FUTURE MODULAR EV PLATFORMS  
WILL BE FLEXIBLE AND MULTIFACETED,  
NEW REPORT SAYS

through economies of scale," 
Mohanarangam added. "Further, the 
amount of time, investment, and effort 
required to manufacture different 
battery electric vehicles (BEVs) on an 
EV platform is significantly less when 
compared to other platforms."

To overcome CASE-related 
challenges, industry participants 
must develop modular and flexible 
platforms to offer a number of models 
without significant investment. With 
electrification and autonomy gaining 
popularity, OEMs need to push purpose-
built platforms for EV production 

to enable the seamless introduction 
of automation. Suppliers will need 
to expand their scope and focus on 
bringing in X-by-wire systems for 
spacious cabins. They should ensure 
that fail-operational functionalities are 
built into the system to develop and 
offer products that address evolving 
hardware architecture and the software 
consolidation process. By developing 
end-to-end software platforms that are 
scalable and modular, OEMs can make 
resource sharing a reality, which  
will lower overall costs and add  
new capabilities.
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SCHAEFFLER & SIEMENS TEAM UP ON 
INTELLIGENT DIAGNOSTICS FOR DRIVE SYSTEMS
A new collaboration between Siemens 
and Schaeffler combines Siemens' IIoT 
platform Sidrive IQ with Schaeffler’s 
decades of experience and expertise in 
designing, manufacturing, and servicing 
bearings. In addition to developing 
a portfolio of condition monitoring 
solutions for operators, the automotive 
and industrial supplier Schaeffler is also 
working with OEM customers such as 
Siemens on joint offerings to increase the 
availability of machinery and equipment.

The collaboration between Siemens 
and Schaeffler combines Sidrive IQ – 
the digital platform for drive systems 
and solutions from Siemens – with 
Schaeffler’s decades of experience and 

expertise in designing, manufacturing, 
and servicing bearings. Sidrive IQ 
integrates a number of functionalities 
into one seamless solution and augments 
drive systems with AI-based analytics 
and digital content. For the customer, 
this means the ability to make better 
decisions when it comes to operation, 
maintenance, and maintenance measures 
for drive systems.

The integration of Schaeffler’s analysis 
service for automated bearing diagnostics 
in Sidrive IQ makes it possible to 
determine the bearing condition with 
greater certainty and precision. “This 
cooperation and automated exchange of 
algorithm-based diagnostic data is one of 

the first of its kind in the industrial IoT. 
It’s a great example of a new dimension 
of cooperation among established 
technology companies,” says  
Hermann Kleinod, CEO of Siemens 
Large Drives Applications.

With the help of well-founded 
insights and specific information, 
operators can quickly determine 
whether the drive system can continue 
to operate or whether, in the event of 
impending damage, the bearing needs 
to be replaced immediately or can wait 
for the next maintenance interval. This 
reduces maintenance effort and cost, 
and most importantly, unplanned and 
costly downtimes can be prevented.
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AUTOCRYPT & SHIELD TEAM UP FOR ENHANCED 
ELECTRIC AND AUTONOMOUS VEHICLE CYBERSECURITY

Electric vehicle and autonomous vehicle 
cybersecurity provider Autocrypt has 
partnered with the Shield Automotive 
Cybersecurity Centre of Excellence to 
prioritize research and development  
in securing connected and  
autonomous vehicles. 

As automotive technology evolves to 
become more autonomous and electrified, 
threats to the technology have seen 
exponential increase. Autocrypt focuses on 
raising awareness of the need to prioritize 
security, but also providing comprehensive 
security solutions to mitigate those risks. 

Autocrypt has secured more than 
5,000 kilometres of smart highways and 
roadways throughout the peninsula, 

winning C-ITS contracts for the entire 
nation. Its security operations center 
(SOC) provides complete security coverage 
of the internal vehicle system and V2X 
communications, the core technology 
allowing for seamless autonomous driving. 
By actively detecting and preventing 
unwanted access, Autocrypt offerings 
ensure a secure vehicular environment 
for electric, connected, and autonomous 
vehicles. Shield focuses on research and 
innovation of automotive cybersecurity 
technology as well as education and 
training for students and corporations in 
order to raise awareness for the need to 
prioritize cybersecurity preparedness. 

"The goals of Shield and Autocrypt align 

together exceptionally well," said Autocrypt's 
Director of Business Development, Sean 
HJ Cho. "This partnership will allow us to 
work more closely with the connected and 
autonomous vehicle security landscape in 
Canada, as the country advances in cutting-
edge technologies for electric, connected, 
and autonomous vehicles and begins to 
implement necessary changes following the 
UNECE's WP.29 regulations. Our existing 
technology and real-world use cases will 
allow us to contribute to the shift that 
needs to take place in the minds of both 
corporations and consumers: that security 
should not be taken for granted, and 
vehicles and mobility infrastructure need to 
be secured before drivers hit the road."

Over 500,000 vehicle parts and products in inventory, all ready
for delivery: that’s over 500,000 good reasons to make us your
number one partner.  napacanada.com

“You need it, we’ve got it”.
That’s NAPA know-how
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REGISTRATION 
NOW OPEN FOR 
AAPEX 2021
Attendee registration is now open for AAPEX 
2021, Tuesday, Nov. 2 through Thursday, 
Nov. 4, at the Sands Expo and Caesars Forum 
Conference Center in Las Vegas.

After a missed year, AAPEX 2021 will 
be an industry homecoming, reconnecting 
business partners and peers in the automotive 
aftermarket, while continuing to be the 
premier event for innovative products, 
emerging technology, and technical and 
business management training.

This year’s event will include the new 
Repair Shop HQ on Level 1, an area 
dedicated to meeting the needs of service 
professionals. It will feature Joe’s Garage, a 
built-out shop on the show floor with eight 
bays for training and live demos, a new tire 
section, four new training theatres, and a 
Diagnostics/Telematics area. As part of this 
addition, the expanded Tool and Equipment 
section and the Mobile Heat Transfer/ 
Heating/Air Conditioning section will 
relocate to Level 1.

On Level 2, attendees will be introduced to 
Automotive Aftermarket Central, a showcase 
of products for service and repair professionals, 
retailers, and warehouse distributors to meet 
customer demand and keep cars on the road. 
Online attendee registration is $40 (U.S.) 
through Oct. 8. The fee for registering by fax 
or mail is $65 (U.S.) through Oct. 8. Beginning 
Oct. 9, online and onsite registration will be 
$90 (U.S.), and $115 (U.S.) for fax or mail 
registrations. With AAPEX registration, buyers 
also can visit the SEMA Show taking place the 
same week in Las Vegas.

To register, visit the AAPEX website, 
aapexshow.com.

NAMES IN THE NEWS

Dorman has appointed Christine Mobley as the company’s first vice-
president of development and diversity. Mobley will lead the company’s 
diversity, equity and inclusion (DEI) strategy.

Fountain Tire has appointed Cathy de Kock Gordon as the company’s 
new chief financial officer. 

Permatex, a provider of chemical technology for automotive maintenance 
and repair, has promoted Eva Pitts to the role of director of sales.

Dayco has appointed Fernando Montano as regional sales manager,  
where he will be managing the Central and Western product portfolio.

Automotive Parts Distributors has appointed Zara Wishloff  
as its new CEO.

"After a missed year, AAPEX 2021 will be 
an industry homecoming, reconnecting 
business partners and peers in the 
automotive aftermarket..."

Find the right part at: www.continental-aftermarket.com

Continental Cooling Fan Assemblies are exact replacements for the  

original fan in fit, form, and function, right down to the electronic 

module. They restore the original cooling performance and feature 

OE mounting locations and plug-and-play electrical connections for 

quick, easy installation, right out of the box.

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

CO6467 JobberNews_Conti_EngineCoolingFanAssemblies_ThirdSQ_5-21_V1.indd   1 4/30/21   9:09 AM



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 1    11

BytheNumbers Stats that put the North American 
automotive aftermarket into perspective.

eCommerce is projected to grow 50 per cent year-over-year with 

sales approaching $18 billion in 2021. BGL reports a 20 per cent 

compounded annual growth rate in aftermarket eCommerce from 

2010 to present.

$47 million
The amount that the Ontario government has pledged in 2021 and 2022 towards 
hiring more apprentices, improving the quality of their training, and helping them 
complete their training and certifications.

The electric car market is expected to grow at a CAGR of 37.1 per cent 
from 2021 to 2028 to reach $1.9 trillion by 2028.

Electric Car Market, Global Opportunity Analysis and Industry Forecast (2021-2028)

Brown, Gibbons, Lang and Company

50
per cent

Ontario Newsroom (www.news.ontario.ca) 

$11.16 BILLION
The automotive parts aftermarket in 

US is expected to grow by USD 11.16 

billion during 2021-

2025, expanding 

at a CAGR of more 

than one per cent.
Technavio

In the U.S., 75 per cent of 

aftermarket auto repair is 

performed by independent 

auto repair shops, while 25 per 

cent of the business lives with 

dealerships. V12 Data

570
The number of new jobs expected to be 

created through the $10-million Ontario 

Automotive Modernization Program 

(O-AMP) which partners with small- 

and medium-sized automotive parts 

suppliers to invest in projects that support 

technology adoption and/or training in 

lean manufacturing. Ontario News (www.news.ontario.ca) 

10
The number of Ontario colleges in 2021 that 

are offering automotive mechanic and repair 
programs, of which 26 programs are two 

years in length, and six are one year or less. 
OntarioColleges.ca 

62
The average age that automotive service 
technicians in Canada retire at, as of 2018. 
The median age of all automotive service 

technicians in Canada is 40.
Government of Canada, Job Bank

8.8 billion
The global retread tire sales industry is 

estimated to be valued at US 8.8 billion 

in 2021. The increase in average miles 

driven and growing vehicles parc  

will drive the tire aftermarket, 

subsequently fueling the demand for 

retreading tires. Future Market Insights
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OFF THE SHELF

Every jobber, at one point or another, goes through a time of self-doubt as to their 
future financial stability. For many jobbers, most of their revenue comes from 
independent service provider shops. When shops refuse to pay their invoices in 
full each month, or fall behind on payments, problems begin to arise. Scenarios 

like these make those feelings of self-doubt and financial anxiety understandable, and 
all too relatable.

Taking a moment to review your current customer base can help to alleviate some 
of this worry, and give you a better idea of knowing which customers may be better 
serviced elsewhere.

Consider the following: a jobber’s business seldom makes money consistently by 

Recognizing weaknesses and transforming them 
into opportunities is crucial to succeed.

By Bob Greenwood, AMAM

WILL YOUR CUSTOMER 
BASE BE AROUND FOR 

THE NEW AFTERMARKET?

selling a shop $500 to $1,000 per month. 
This is obvious once you subtract the 
additional costs brought on by delivery, all 
paperwork (including credits), staff time, 
and accounts receivable carrying costs 
from the gross profit made and factored 
into the equation. That is working hard, 
not smart. Jobbers get these customers 
because, at the time, they perceived for 
their business, a sale is a sale, is a sale, is 
a sale. Mathematically, it was a mistake. 
Jobbers know it makes more sense to have 
“clients” who purchase $12,000 and more 
per month, paid in full, and have a great 
business relationship in place. This is a 
given. This kind of independent shop is a 
client, not a customer.

How then, does a jobber determine 
if the current garage is going to be 
financially successful and be around 
in a few years’ time? To start this, you 
must invest the time, and have an honest 
discussion with the owner of the shop 
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to see if they are on track to growing a 
prosperous business. Then, you must 
determine what kind of additional value 
your business can bring to the table to 
help the owner meet their objectives 
or overcome obstacles. The successful 
service shop businesses will have many 
common denominators, and the jobber 
should embrace these businesses by 
strengthening the value and relationship 
that you could offer them. 

The common parameters of shops that 
will be thriving by 2025 will be the ones 
whose owners are able to sift through 
information, identify threats to the 
business, and devise strategies that turned 
these threats into opportunities. Let’s take 
a look at how you can get started:

1. Identify external issues affecting 
the service provider’s shop. The fact is, a 
service shop will have outside issues arise 
that will affect the owner beyond their 
control, but they can become aware of 

these things, getting fully informed and 
dealing with them. The jobbers who are 
on top of their game can bring great value 
to these clients by assisting the client in 
discovering the root cause of the issue 
and dispelling any rumors that may be 
in the marketplace by doing research on 
behalf of the client.

2. Measure the key trends of the 
industry. The better shops are run by very 
capable individuals. They tend to read a lot 
more, keeping up with trade publications 
(like CARS and Jobber News) as well as 
other industry journals online to keep 
abreast of what is going on in the industry. 
They participate actively in industry 
associations and do their best to keep their 
hands on the pulse of their sector of the 
industry while at the same time, taking 
the time to understand other sectors. They 
are very aware of the future trends and are 
now thinking about plans for the next two 
to three years for their business to meet 
the challenges coming up.

3. Measure the key trends of their 
business. The better shops know the facts 
about their business. They don’t run their 
business based on their bank account 
balance or by following a gut feeling. They 
measure their business in detail with 
many producing a full monthly operating 
statement including balance sheet, and 
analyzing gross profit, productivity, and 
cash movement within their shop. They 
charge the correct labour rate and hire 
competent technicians for their shop. 
They do not run their business based on 
price. They focus on quality, service and 
value to their customer/client base. By 
measuring key business trends, they then 
can make sound business decisions on 
their shop to meet future industry issues.

4.  Develop a plan to shore up 
weaknesses and build value into their 

business. Progressive service providers 
understand their weaknesses and are in 
perpetual motion to always attack their 
most threatening points within their 
business. They also understand timeframe 
management. Not all financial 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 discovered. They know 
who they are selling to, and consequently, 
the value of what they bring to their 
client base is very important to them. 
It is important to repeat: these service 
providers do not run their business on 
price. They also understand and don’t 
expect their jobber to win on price all 
the time by any means, however, they do 
expect value from their jobber.

These common denominators should 
excite a progressive jobber because these 
types of shop owners bring real value to a 
jobber’s business. They’re also a great way 
to conduct day to day business affairs. 
The first question a jobber should ask 
themselves is simply, “Are you doing to 
your business what the best service shop 
owners are doing to their business?”   

If the answer is no, I have some 
disheartening news for you. The better 
shop owners know you don’t, and they do 
keep their distance from you. They are 
very loyal to the jobber they perceive to 
have their act together as a person, and 
as a business. These are the independent 
shops that are going to be here and 
thriving for years to come. 

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.

The common parameters of shops that will be thriving by 
2025 will be the ones whose owners are able to sift through 
information, identify threats to the business, and devise 
strategies that turn these threats into opportunities.”
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S.M.A.R.T selling starts with a solid plan

for your local automotive business

How to create a 
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A • Google Ads: both display (visual) 
and search (text-based) can reach 
far beyond almost any other paid 
advertising medium out there while 
addressing low-funnel users with high 
intent 

• Other social media platforms: 
Twitter, Spotify radio, Instagram, 
TikTok, and many more

• Traditional media types: television, 
billboards, print ads, etc.
There’s no one-size-fits all approach 

to choosing the right marketing and 
content-sharing platforms. Those that 
will work well in one market may flop in 
another. Doing your research is critical.

Apply Your Marketing Channels  
to the Funnel Steps
The tried-and-true marketing funnel, or 
buyer’s journey, is a framework that takes 
unknowing customers to loyal buyers. 
Understanding how to best reach your 
desired buyers will look different for  
each step:
• Awareness: where could your 

customers see your brand? Billboards, 
Facebook posts, or local classifieds? 
Awareness is when the customer 
learns that your brand exists, and 
begins to learn a little bit more. This 
is when you need to insert your brand 
where they will see it without looking 
for it.

• Consideration & research: How can 
you provide value and educate your 
customers on the benefits your product 
and brand have to offer? Customers 
in this phase are researching where 
they can get the products they need 
and looking for answers to questions 
they have. Provide those answers with 
FAQ videos, blog posts, pages on your 
website, Google My Business posts, 
and other relevant content mediums.

• Decision: What will make the 
customer choose your business and 
product? At the decision step, the 
customer has decided how they want 
to solve their problem, and likely what 
product they will use to do so. Make it 
easy to choose yours.

s any business owner can attest, creating a strategic marketing plan is no easy feat. Do 
you wonder how to market yourself and your business to keep your customers buying 
from you while also promoting your shop for you?

Here, you’ll find an easy-to-use system that can help you uncover market 
opportunities, determine which marketing channels to use, and how to do so effectively 
to win more business. 

Determine Your True Goals 
Knowing what you want to achieve is the most integral part of any marketing plan, 
followed by knowing why. Based on your existing knowledge and market insight, you 
likely know best where your most relevant opportunities to grow your business are. 

The traditional S.M.A.R.T method of goal-setting is a great starting point for any 
marketing plan; set goals that are specific, measurable, achievable, relevant, and time-
bound. Applying this methodology to your defined market opportunities will help you 
understand if they’re indeed goals that make sense to work towards, or if additional 
research is required before moving ahead. Vague goals are the enemy of success.

Understand Your Buyer Personas
Whether your business works directly with consumers or you’re a B2B supplier, 
knowing who specifically buys your products will help you uncover more buyers. 
Knowing their pain points, as well as how your unique selling proposition (what makes 
you better than the competition) can help solve those problems is key.

Based on the size of your market, number of direct competitors, and customer base, 
you may have an idea of your current market share. Choose to either find more customers 
like those your business already serves, or to begin serving new customers types. 

Customer types are often referred to as buyer personas, which are detailed 
descriptions of who the buyer is, what problems they face, their financials, decision-
making status, as well as other key details that determine if they’re a strong fit to buy 
from your business. Those that fit are referred to as “ideal personas,” while those that 
you don’t want to do business with are called “negative personas.” Make an effort to get 
as detailed as possible for both.

For example, you may sell parts direct-to-consumer in a busy city. It’s likely that there 
are customers in your market area that don’t yet work with you. Write down everything 
you know about these customers: where they are, what types of jobs they have, what their 
family status may be, what similarities they have to your existing customers, and how you 
can help them. This is the start to one of your ideal buyer personas.

Select Appropriate Marketing Channels
Armed with buyer personas, you’ll understand where you can find your ideal 
customers. Here are some channels to consider adding to your mix and when they may 
work best:
• LinkedIn organic and paid advertising: often best-suited for B2B applications, 

LinkedIn allows you to target ads and create sales lists by industry and job title
• Facebook organic posts, shopping, and advertising: best for B2C applications 

addressing the full funnel with compelling visuals and copywriting
• Leveraging your Google My Business page: take up more space on the first page of 

Google, while consistently sharing relevant posts and offers with potential customers
• Waze local advertising: a maps-based application that shows you on their maps 

when people are driving by or searching for what you offer
• Google Organic, SEO: the most underrated and underused method of reaching 

customers is content on your website via pages and blogs that addresses the steps of 
the buyer’s journey 
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• Purchase: How can you make the purchase 
experience memorable, worth it, easy for the end 
user? Here, the customer is ready to complete the 
purchase. Ensure that it’s easy to buy from you with 
a user-friendly purchase process.

• Loyalty & post-purchase: What will make them 
choose you next time? Post-purchase, ensure that 
your follow-up actions will entice them to choose 
you again, as well as share their experience with 
others via reviews and word-of-mouth.

Test and Test Again
No marketing plan is perfect, and that’s why 
optimization is so important. Track each of your 
activities and expenses to understand their impact on 
your business. While there are steps of a marketing 
plan that are near-impossible to track, remembering 
the following tips will help you stay focused:
• Great marketing takes time: any new campaign or 

initiative needs time to stick. 
• Brand matters more than you think: knowing  

what makes you special makes all the difference.  
Tell the world!

• Strategic variety matters: customers are using 
more mediums than ever before—choose the 
channels that are the most relevant to your user 
base and stay focused on those. You don’t need to 
be on every single one.

• Learn what numbers matter to each campaign: 
with awareness campaigns, impressions are an 
important metric, with low-funnel campaigns, clicks 
and conversions matter more. The intangibles matter 
across all campaign types.

• Do your research and work with a trusted 
professional: there are many empty promises and 
“gurus” out there. Working with an agency with a 
proven track record and tracking tools will set you 
on the right path.

• Test & optimize: don’t write a platform off because 
one campaign doesn’t work. Test campaigns with 
different images, messages, and at different funnel 
steps to see what resonates with your audience.
Wherever your business is, the right marketing 

plan can make sure you’re seen or forgotten. Ensure 
that you’re putting a focused effort into your marketing 
or are working with an agency that can do so for you. 

Whit Norrad
is the Director of Client Marketing Strategy at FlexDealer.  
Flex is the creative marketing agency that breathes life into  
your marketing, strategy, website, and advertising. 

Website: www.whitnorrad.com + www.flexdealer.com
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SPECIAL FEATURE

Groupe Del Vasto
Getting to know Alliance’s Canadian members

SPOTLIGHT

Officially incorporated in 2000, the Aftermarket Auto Parts Alliance now has six members 
in Canada, 13 in Latin America, and 24 in the United States. Composed of a network of 
independent warehouse distributors, it is the premier aftermarket distribution and 
marketing program group and continues to be a leading choice for quality parts and 
service, with thousands of parts stores and professional repair shops across North 
America, Mexico, Honduras, El Salvador, Columbia, Europe, and China.

This is the third installment of a six-part series, featuring the Alliance’s Canadian members.

By Christine Hogg

SPONSORED
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GROUPE DEL VASTO

Founded in 1986, Groupe Del Vasto is a privately held company headquartered 
in Montreal, Quebec, and is a leader in the distribution and marketing of 
automotive parts for vehicle repair. The company currently serves Eastern 
Canada through its eight distribution centres which are in the provinces 

of Quebec, Ontario, and Nova Scotia, under the name Vast-Auto Distribution. 
Operating the Auto Value, Auto Mecano, Mister Muffler, Mister Transmission, and 
OCTO Auto Service Plus banners, Groupe Del Vasto services approximately 350 
repair shops, and offers its customers a complete business solution including a wide 
range of quality parts, innovative marketing programs, and training and business 
management systems. 

In 1992, Vast-Auto Distribution entered a partnership with Auto Value Associates 
Inc., one of the largest auto parts buying groups in North America. Today, it’s better 
known as the Aftermarket Auto Parts Alliance Inc. This partnership allowed Vast-Auto 
Distribution to introduce the complete distribution and marketing programs offered by 
Auto Value to the province of Quebec.

Today, Groupe Del Vasto continues its growth trajectory, opening a DC in 
Longueuil, Quebec and acquiring Pièces d’Auto J.P. Côté, an established family-run 
business with two parts store locations on the south shore of Montreal.

“We’re very focused on expanding our distribution network and growing our 
store footprint shared Tony Del Vasto, Vice-President of Marketing and Corporate 
Development, Groupe Del Vasto. Del Vasto himself has seen the company through 
a series of transitions, where he first started out working at the store with his father. 
Since returning to the business in the last 12 years, Del Vasto has turned his attention 
towards the corporate side, where his role is three-fold. “I wear three different hats and 

one of them is corporate development, 
the other is marketing, and the third is 
e-commerce,” Del Vasto shared.

Vast’s success can be attributed 
in large part to the people – those at 
the street level and those at the helm. 
The second-generation leaders are 
highly respected, recognized for their 
commitment to the aftermarket and 
their community. Del Vasto, Vice-
President of Supply Chain Nelson 
Estrela, and Chief Operating Officer 
Joey Miceli have all played important 
roles on the Aftermarket Auto Parts 
Alliance, Inc.’s strategic committees 
in recent years. Miceli also sits on the 
Auto Care Association’s International 
Trade Committee. President and CEO 
Mauro Cifelli has chaired AIA Canada 
at both the provincial and national level 
and has also chaired the Governing 
Council of the Automotive Warehouse 
Distributors Association. Currently, 
he serves as treasurer of the Alliance’s 
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Board of Directors. He was recently awarded AIA Canada’s 
most prestigious honour: The Distinguished Service Award. 

“Mauro is an incredible industry leader and a fantastic 
selection for this distinguished honor,” said Joey Miceli,  
chief operating officer at Vast. “Mauro is very quick to praise 
and recognize others. We are very proud to see him receiving 
this recognition.”

Shifting the focus online
Prior to COVID-19, Groupe Del Vasto had a small e-commerce 
business, which has since tripled in size during the last year. 
“There’s no question that e-commerce is here to say, , so we’re 
trying to grow as quickly as we can into that space,” Del Vasto 
said. “The Alliance has done a few things to help us grow our 
online presence, and one of them is that they have enabled a B2B 
option called MyPlace4Parts.com, which is really e-commerce 
at its core. MyPlace4Parts.com is an undeniable advantage, 
because it creates a link between the installer and our entire 
distribution network, allowing service centres to always find 
the necessary auto parts and thus strengthen their sales and 
provide customers with the best possible service,” Del Vasto 
continued. “If the affiliate store does not have the required part 
in stock, our integrated system allows the store to view the 
merchandise available within the extensive network of Vast-
Auto Distribution.” 

Thanks to the help of MyPlace4Parts, sourcing parts and 
the availability of purchasing certain parts has not been 
heavily disrupted, despite shortages in the supply chain due to 
COVID-19. “Dan Rader, the vice president of product, and his 
team do a fantastic job of dissecting every category one by one 
and picking the best assortment for their member partners, and 
really coming up with a product strategy,” said Del Vasto. 

The Alliance is also currently working on a B2C solution, 
which Groupe Del Vasto is actively involved in. Buy Online Pick 
Up In Store (BOPIS) allows the consumer to shop for products 
online and enjoy a curbside-pickup model. 

Along with using MyPlace4Parts.com, Groupe Del Vasto 

also incorporates another tool by the Alliance into its everyday 
operations, called Eagle. Eagle is a product by Epicor, who is also 
a partner of the Alliance. “Eagle is basically a store management 
system that gives you a lot of tools to run your store,” Del Vasto 
said. “For us, this has become the tool of choice, as it enables 
stores to run their businesses.” 

The power of training
E-commerce isn’t the only shift in the industry that Del Vasto 
has seen since the onset of the COVID-19 pandemic. There’s 
a rise in the number of people, particularly shop owners, who 
have “had enough”, and are looking to sell the business and 
retire, Del Vasto says. “I think there’s going to be a big shift in 
who does what, and who owns what after this pandemic,” Del 
Vasto said. 

With its impressive portfolio of shops operating under the 
Auto Value, Auto Mecano, Mister Muffler, Mister Transmission 
and OCTO Auto Service Plus banners, training is a huge 
component of the business model at Groupe Del Vasto, and 
gauging interest from a new demographic is another key 
principle for the future of the organization, Del Vasto said. 
“Training up leaders and getting the younger generation into the 
business is important, too. The younger generation wants to see 
more companies who are technologically sound; they want to 
see tools at their disposal that make their job easier and enable 
them to do some neat stuff.”

As Groupe Del Vasto continues to advance towards 
the acquisition of more stores and penetrate the Canadian 
landscape, working with the Alliance continues to pay off,  
Del Vasto says.

“The Alliance has been a great partnership for us over the 
years. There are so many advantages, but most of all, the people 
in the Alliance are great,” Del Vasto said. “They’re real people 
who understand serving customers and getting things done, and 
they’re very member driven.” 

From left to right: Nelson Estrela, Daniel Malandruccolo, Tony Del Vasto,  
Mauro Cifelli, John Del Vasto (founder), Martin Lacroix, Jo-Anne
Constantin, Rocco Matteo, Patrick Laframboise, and Joey Miceli.
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Online learning is here to stay. But can it be done without experiencing virtual burnout?
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one of our training classes. This means we’ve reached a whole 
new market of technicians, but it also tells us that we’ve lost a 
big market of technicians as well,” Kooiman explained.

Despite the seemingly simplistic nature of online training, 
Kooiman acknowledges that there is a large market of 
technicians who do not want to engage in online training 
courses, crediting terms like “virtual fatigue” and “Zoom 
burnout” as two of the leading reasons why. 

“Technicians by nature are very social creatures, despite 
many people not having that impression of them,” Kooiman 
said. “As a technician of 18 years, I always enjoyed going to 
classes, just to share the war stories with my brothers before 
and after the class, or at break time,” Kooiman said. “I think 
that’s what a lot of technicians miss, and it’s something that 
can’t be replicated in a virtual atmosphere.”

When the ongoing COVID-19 pandemic resulted in 
lockdowns, reduced travel, and increased focus on personal 
health and safety, SMP’s Standard Pro Training team 
has shifted its focus to now primarily providing virtual, 
educational content. According to Kooiman, SMP tries to 
keep its virtual classes as engaging as possible, whether that’s 
by adding polls to encourage discussion and commentary 
amongst technicians, or by adding efficient break times (SMP 
includes a minimum of six). SMP also incorporates case 
studies into its training modules. Two of the major training 
programs SMP holds are Standard Pro Training On-Site and 
the Automotive Education Program (AME).

Standard Pro Training On-Site is a reality-based 
technician training program focused on the needs of 
the aftermarket professional automotive technician. The 
Automotive Education Program (AEP) is designed to assist 
instructors and help automotive technology students develop 
professional skills they can use in the bay. This program 
offers supplemental training for students, while providing an 
opportunity for them to earn gifts and help their instructor 
outfit the classroom. Since its launch in September 2020, 
more than 1,000 technical students have already “learned and 
earned” through Level 1 of the program.

“While some people like to just talk about facts, figure, and 
theory, or what’s the newest, greatest, or latest, our approach in 
the automotive training world is more so to give the technician 

Before COVID-19 swept the globe, online training was  
often regarded as a back-up solution for those who couldn’t 
make the in-person meet. But as of 2020, virtual learning  
has become a staple to allowing essential industries, 
including the automotive aftermarket, carry on and carry  
out their operations. 

Prior to COVID-19, Standard Motor Products was one 
such company that conducted approximately 2,500 in person 
classes across North America, from Guam, to Fairbanks, 
Maine; all the way down to Puerto Rico. Instructors were 
even flown out of state for a few days, to train a group of 
technicians and then they’d fly home. Much like other 
companies, SMP also ran a successful online program 
pre-COVID-19, which started in 2008 with live webinars. 
“We always dabbled in the online environment, so when 
COVID-19 hit, and we were no longer able to travel or meet 
in person, it was a very clear transition for us to be able to 
train or technicians virtually,” said Ryan Kooiman, Director 
of Training, Standard Motor Products.

Standard Motor Products is a 102-year-old aftermarket 
manufacturer of engine management and temperature control 
components. The company is publicly traded, and over the 
last century, four generations of the same family have run the 
business, with the current CEO being the great grandson of the 
company’s original founder. “Although we’re a large company, 
we operate under those family values,” said Kooiman. “Part 
of our commitment to the aftermarket is to educate our 
customers and technicians, and that’s where training has been 
an important part of the company for over 45 years.”

What many thought would be a short-lived solution 
for an industry that thrives on relationship building and 
human interaction, has morphed into a regular occurrence, 
proving that virtual training now has a permanent home in 
the automotive aftermarket. For technicians living outside 
of major cities, these virtual training classes unlock critical 
information that may not have always been so easily accessible. 

All of the technicians who complete training with SMP are 
registered by the company. “We’ve got a record of everybody 
we’ve ever trained, going back at least a decade,” Kooiman 
said. “We’re seeing that 97 per cent of the people that are 
attending our classes today have never previously attended 
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information that they can use on the car that’s going to pull 
into their bay tomorrow,” Kooiman explained. “We use a lot of 
real-life stories that are submitted to us by technicians, and we 
actually work through the diagnosis of that particular vehicle 
together as a group and when we’re done, we open up the 
discussion to attendees to get their perspective.”

Keeping the communication lines open between 
instructor and participant, Kooiman says, is critical to 
preventing things like virtual burnout. To better embrace 
virtual training, Kooiman recommends incorporating the 
following elements into digital trainings:

Make the material relevant: facts and figures are great, but 
there needs to be relevance to what the technician sees daily. 
Identify their everyday challenges and address them in a way 
that’s engaging and creative, such as by using a case study. 

Strike a balance: if the option to hold in-person training 
does become available (for example, in socially distanced 
groups), consider holding an in-person class, but always keep 
the virtual class as an option.

Develop content that’s specific to a virtual environment: 
try to avoid teaching topics that are less effective in an online 
environment. If you must, consider using live video or 
animation, as opposed to simply writing down the process on 
a slideshow.

Make room for assessment: incorporate mini-tests, 
quizzes, or portions that allow trainees to share their 
opinions on the course material. This is beneficial to the 
trainer and trainee.

“It’s always important to remember that while training 
doesn’t cost anything, it definitely pays,” Kooiman said. 
“Some shop owners may be scared to invest in their 
technicians because they think they’ll go work for the 
competition. But if it’s going to cost $100 to go to a training 
event, how much information will the technician get there 
that will make them that much more profitable at their job? It 
doesn’t take a whole lot of billable labour to recoup that $100, 
so I believe it’s a very inexpensive investment to educate a 
technician and earn it back,” Kooiman concluded. 
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Publisher of CARS magazine and Jobber News, Peter Bulmer, is embarking 
on a 50 KM run in support of the AIA High Fives For Kids Foundation.

Started in 2005, the AIA High Fives For Kids Foundation is a charitable cause 
that supports Canada’s automotive aftermarket community. Every year, 
the organization provides both grants and scholarships which support 
local or national registered charities that have programs for the benefit of 
children and youth.

For the past few years, a number of fundraising initiatives, through AIA’s 
members, have already raised more than $200,000 for the program.

“I was first introduced to AIA High Fives for Kids three years ago, and when 
I heard about the great charities that it was supporting across Canada, and 
the many kids’ lives that were affected and supported either directly or 
indirectly by this organization, I was touched,” Bulmer said.

Bulmer is accepting donations in a variety ways, including opening up 
corporate sponsorships for $500.

“In order to raise money for AIA’s High Fives for Kids, I will be running, 
walking, and in all probability, crawling 50 km on my birthday this year, 
Sept. 18,” Bulmer said.
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BAYWATCH

LiDAR sensor
LeddarTech has released a robust, cost-effective 2-D solid-
state LiDAR sensor, based on the Leddar M16 2D flash 
LiDAR module. The Leddar Sight uses flash illumination to 
accurately detect objects in its field of view. Tested for shock 
and vibration to meet the most demanding commercial and 
industrial applications requirements, Leddar Sight features 
a weatherproof casing (IP67/IP69 rated) that resists dust 
ingress, immersion, and pressurized water streams. 
www.leddartech.com

Upper front control arms
Mevotech has released its first-to-market Supreme front 
upper control arms. Mevotech Supreme front upper 
control arms CMS251235 and CMS251236 feature an 
enhanced stamping profile, featuring additional bracing 
on key areas of the frame to increase assembly strength 
and rigidity. The ball joint is engineered with greaseable 
self-lubricating sintered metal bearings to optimize 
performance and increase part durability under all 
 service conditions.
www.mevotech.com 

Diagnostic scanning tools
TopDon has added two new diagnostic scanning 
tools to its portfolio. The ArtiDiag500 (AD500) can 
diagnose PCM, automatic transmission, ABS and SRS 
systems. It features a five-inch touch screen, an easy 
one-touch update, an auto VIN reader for faster vehicle 
identification, and a vehicle battery voltage display. 
The ArtiDiag600 (AD600) expands on the AD500 

capabilities by adding service functions including oil, SAS, EPB, TPMS resets and 
throttle body relearns. 
www.topdon.com 

Single sensor program
Standard Motor Products has enhanced TPMS 
product line with the all-new Quik Sensor Multi-
Frequency Single Sensor program. The new multi-
frequency TPMS sensor combines 314.9, 315, and 
433/434 MHz applications into one single SKU, 
eliminating a duplication of customer inventory. 
The new program offers many benefits, including 
factory-installed rubber valve stems, longer battery 
life, and faster programming times.
www.StandardTPMS.com

Screwdriver set
Mueller-Kueps 
has released an 
extra-long Torx 
screwdriver 
set. Made in 
Germany, it 
features a total 
length of 300 millimetres (11.8 inches). The 
two-component handle provides fantastic 
grip while the neon green and black body 
allows you to spot the screwdriver from 
across the shop. This six-piece kit includes 
sizes T10, T15, T20, T25, T27 and T30.
www.mueller-kueps.com

Driveshaft delivery program

Dana Incorporated has introduced Spicer 
ReadyShaft to drive vehicle uptime by 
providing next-day delivery of ready-to-
install, premium-quality Spicer driveshafts. 
Spicer ReadyShaft driveshafts are built to 
order with genuine Spicer component parts 
and arrive painted and pre-greased for easy 
installation. All driveshaft part numbers are 
available for heavy-duty commercial vehicles 
through the ReadyShaft program and each 
comes with a two-year limited warranty. 
www.SpicerParts.com  

Lube
Rislone’s new Hy-per Lube 
Zinc ZDDP supplement 
protects against friction 
and wear in a wide range 
of vehicles with gasoline 
or diesel powertrains. The 
product is a petroleum oil 
performance “booster” 
that combines ZDDP (zinc 
dialkyldithiophosphate), 
phosphorous extreme pressure agents, and 
mixed esters to enhance regular motor oil and 
turn it into a high-performance lubricant that 
protects internal engine components.
www.rislone.com/ca
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1. Register on repxpert.us.
2. Complete the training and 

quizzes for Bearings & SealsBearings & Seals
and Clutch Components.

3. Submit shipping address to 
receive your cool swag.

The online resource dedicated to mechanics. Register today 
for free access to technical guides, diagnosis and repair, 
installation, parts catalog, expert advice and more.

Learn & Earn Free Swag
1. 
2. 

3. 

BAYWATCH

Fuel injector

Continental has expanded its line of OEM 
fuel injectors to offer new application 
coverage for a wide range of Infiniti, 
Nissan, and Subaru models from 1996 
to 2011. Five parts numbers have been 
added to the program to deliver expanded 
coverage for more than 1,140,000 VIO 
in North America. The fuel injectors are 
direct OE replacement parts and identical 
in fit, form, and function to the OE part. 
They deliver the same genuine quality 
of OE components supplied to auto 
manufacturers worldwide.
www.continentalaftermarket.com

Ball joint kit
OTC has released 
two new ball joint 
kits that provide 
coverage for a 
range of vehicle 
models, the OTC 
CA7149 Starter 
and the CA6630 
Professional Ball Joint Connected Adapter 
Kits. Both kits boast an extra-large 9” x 
2-3/4” C-frame for use on cars, trucks, and 
SUVs from a Honda Civic up to an F-550 
and weighs just 10 pounds. The starter 
kit includes seven connected cups and 
adapters for use on more than 235 vehicle 
models, while the professional kit includes 
25 connected adapters, covering more than 
600 vehicle models.
www.otctools.com 

Knuckle kits
Only available from Dana, 
the new Ultimate Dana 
kingpin knuckle kits 
include all of the top-
quality components 
required to install a 
kingpin assembly for more robust off-road 
performance on Jeep vehicles. The kits also 
feature an updated knuckle design that 
delivers added strength to the axle while 
improving turning radius and steering.
www.DanaAftermarket.com

Hydraulic cylinders
Enerpac has introduced a trio of its RC-Series hydraulic 
cylinders. The new RC-Trio features a new Trio bearing system 
for enhanced durability and a hybrid spring-return system 
for faster retraction and even greater productivity. The system 
includes up to four high-performance wear bands, and the Trio 
stop ring, which includes an additional wear band to absorb 
greater side load.
www.enerpac.com  

Database cards
Robinair has released six new air conditioning (A/C) refrigerant 
capacity database cards – 34001, 34002, 34411-L, 34412-F, 34413-D and 
34414-B, allowing technicians to confirm A/C system charge capacities 
directly from their Robinair machine. The new database cards allow 
access to crucial information needed to ensure the vehicle systems are 
charged with the correct amount of oil and refrigerant, per factory and 

OEM specifications. Collectively, the new database cards cover make and model years from 1997 
to 2020 for R-134a systems and 2013 – 2020 for R-1234yf systems.
www.robinair.com
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Tire tread reader
Snap-on Total Shop Solutions’ new 
TreadReader handheld mobile scanner does 
not require an internet connection to perform a 
complete tire scan. Using the TSS TreadReader 
is a simple three-step process: just enter the 
license plate or VIN number of the vehicle, 
scan each tire, and then view the scan details. When the scan is complete, 
a summary screen is presented, showing 3D details of the scanned tires, 
including accurate tread depth and information about the tire’s condition.
www.TreadReader.com 

LED headlight bulbs
Lumileds has launched its advanced 
line of Philips X-tremeUltinon 
LED Headlight Bulbs and fog light 
bulbs. These one-piece headlights 
are noticeably whiter and brighter 
than standard headlights, and they deliver a powerful, arctic white light 
with a color temperature of up to 5800 K. Safe beam technology creates a 
uniform and accurate beam pattern with the right cutoff point to reduce 
nighttime glare.
www.lumileds.com 

Arm puller set
OTC has released the 6701 Pitman arm puller set, 
which allows technicians to remove the Pitman 
arm from the steering gear without the need to 
remove major steering system components. This 
set contains three Pitman arm pullers for a wide 
range of applications on 1993 and later GM, Ford, 

Dodge and Jeep models. The product includes the OTC 8150 conical 
pitman arm puller, 6496 compact pitman arm puller and 6497 super-
duty pitman arm puller. 
www.OTCtools.com 

Belt wrench
Mueller-Kueps has recently added the 551 
005 universal belt wrench. Made of high-
quality materials, this belt wrench allows 
the user to tighten the strap to the required 
size without denting the filter in the process. 
The band is crafted from nylon, making it suitable for holding pulleys 
or rolls without causing damage. Designed for larger trucks and 
equipment with a filter size up to a 7” diameter, the belt wrench also 
features a ½” drive.  
www.mueller-kueps.com
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Shannon TardiffYPA SPOTLIGHT
Young Professionals in the Aftermarket (YPA) is an organization with a mission to act as the 
voice and the resource for the young professionals in the automotive industry. To further its 
mandate of ensuring the future growth and prosperity of the industry, the YPA is pleased to 
introduce its YPA Spotlight Series where current members share their experiences, insights,  
and industry outlooks.

Name: Shannon Tardiff
Company: CSN Collision Centres
Title: General manager, field operations, Eastern Canada
Years in the industry: 15

Did you always know that you wanted to work  
in the automotive aftermarket?
ST: When I left high school, I wanted to become a police officer. While 
attending post-secondary school, I was offered a job at the local Canadian 
Tire in the automotive parts department. An opportunity came about, and 
I was asked to be the office manager at a local Midas. We were extremely 
busy one day and the owner knew I liked working on vehicles with friends 
on the weekend. He asked if I would be able to put through a couple of oil 
changes to help. Two weeks later, I was signing up for the automotive service 
technician apprenticeship program. I completed the program and obtained 
my 310S license. Through a series of events, I was offered a position as a 
junior estimator at a collision centre. Since that time, I have performed just 
about every job that a collision centre has to offer.

How long have you been a member of the YPA?
ST: This is my first year being part of the YPA.

Have you ever had an industry mentor? If so, who, and why?
ST: I have had many mentors over the years but there are two that stand out: 
Karina Neves and Josh Strong. Karina taught me a lot about leading with 
passion and understanding the dynamics of a team, because she built strong 
teams around her by assessing her team and putting people in positions for 
them to excel. She let me make mistakes and then used it as an opportunity 
for growth. Josh taught me a lot about the automotive business. He led with 
confidence and always challenged me to step out of my comfort zone. 

Is there any advice you would give to someone who is just starting out, 
or looking to transition into the automotive aftermarket?
ST: If you are looking to transition into the industry, do it! There are so 
many opportunities and so many career paths. There really is something 
for everyone. If you are just starting out in the industry, my advice would be 
to act like a sponge. Listen attentively and ask a lot of questions. My second 
piece of advice would be to remain open to any opportunity for personal or 
professional growth, even if that means stepping outside of your comfort zone.
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Brake Rotors & Drums
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WHAT’S NOT TO  LOVE
TOUGH  

PARTS,  
BUILT TO LAST

Love is not exactly a word you associate with parts, but when it comes to Mopar® Parts, what’s not to love? They’re 
built to last — designed and manufactured by the same people that made your vehicle. Plus, our parts are always a 
perfect fit. You’ll love the way your vehicle looks, feels and rides. And tough? Each part goes through thousands of 
hours of testing  — now that’s peace of mind. Dependable parts with expert service and installation.

Contact your local FCA Canada Dealer today for expert service, parts and repair. 
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