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thought that I could do this similarly to what Michael Jordan did when he came out
of his first retirement in 1995 and faxed out a two-word press release to announce
his return.
But I’m nowhere near the level of a hall of fame basketball player. And this is a
print publication after all and I enjoy writing. So I’ll give you a little more context.
Some or many of you — hopefully — remember my name or recognize my face.
From early 2017 to mid-2019, I was the editor of these very pages. I was lured away to
join a publication outside the industry but within the confines of what was at the time
the same parent company of Jobber News.
That publication covered the insurance industry. While I had the opportunity to
understand a lot of insurance issues, I still did miss the aftermarket. In fact, any chance
to connect with aftermarket professionals was one I jumped on.
You see, there’s a good amount of crossover between insurance and automotive.
Naturally, auto insurance is a requirement and the collision industry is heavily tied
to the insurance sector. But just like many of you, they’re trying to keep pace with
the frenetic change happening in automotive. From electric vehicles to autonomous
driving to vehicle technology — including both advanced driver assistance systems and
connected vehicles — they’re trying to keep pace just as much as we are over here.
So the aftermarket is not alone when trying to navigate through change. There are
allies in other industries with which stakeholders can align themselves.
That said, it’s been a couple of years since I’ve really sunk my teeth into what’s on the
mind of jobbers, suppliers and the rest of the aftermarket. That’s where I’d like to call
on you to get in touch with me and tell me what’s on your mind. What’s been keeping
you up at night? What are you trying to prepare for?
COVID-19 has rocked the way business is done these days. It has changed how you
interact with colleagues and clients. It has challenged you when serving
customers thanks to supplier issues in terms of getting actual products
on time and at a decent price.
But it has also created a silver lining of sorts — computer chip
shortages mean that people are either opting for used vehicles or
holding on to their older cars. Whichever the option, it means fewer
new cars on the road and more older ones in need of service.
That’s what I’ve learned in my short time back. So please don’t hesitate
to take a moment out of your day to let me know what your issue of
the day is.
It’s great to be back with you and I look forward to providing
you with many more issues of Jobber News.

Corporate Office

48 Lumsden Crescent, Whitby, ON, L1R 1G5

Adam Malik
Managing Editor, Jobber News

Let me know what you think.
You can reach me at
adam@turnkey.media

ISSN 0021-7050
Online 1923-3477
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NEWS

AAPEX WILL REQUIRE VACCINATED ATTENDEES
YOU'LL NEED TO BRING

proof of vaccination or a negative
test result to get into AAPEX this year. As for the SEMA Show,
details are still to come
The organizers of the premier event for the automotive
aftermarket will require attendees to show proof of vaccination
or a negative COVID PCR test administered before they arrive.
The Auto Care Association and the Automotive Aftermarket
Suppliers Association (AASA) — co-organizers of AAPEX —
made the announcement about the requirement to attend the
show in Las Vegas , which runs from Nov. 2-4 at the Venetian
Expo and Caesars Forum.
The measures announced will be administered via a thirdparty verification platform and on-site screening, they said.
The announcement also noted that Nevada has a mask
mandate for all indoor events in Las Vegas. That came into effect
on July 30. More details will come soon.
As for SEMA, which runs an extra day to Nov. 5 at the Las
Vegas Convention Center (LVCC), it's still determining next
steps. In the same announcement, it was said that “organizers are
taking into account that the COVID-19 landscape is changing
week to week. The SEMA Show is working with state and local
health authorities to announce more in the coming weeks
concerning safety measures that will be required in November.”
AAPEX is only open to industry professionals and media.
SEMA is as well except for its final day when it hosts its show
afterparty, SEMA Ignite, which is open to the general public.
The week of both events is known as Automotive Aftermarket
Industry Week.
In the joint statement, both shows expressed their full
commitment to holding their events and having a successful week.

Attendees walk the AAPEX show floor in Las Vegas.

“As the COVID-19 landscape continues to evolve, health
and safety measures will be updated for the respective shows to
provide the best business opportunities for those attending,” they
said. “With the Venetian Clean Commitment and the LVCC’s
GBAC Star Facility Accreditation in place, organizers are looking
forward to welcoming the industry back to our live events.
“With combined exhibits of more than 2,000 manufacturers
and suppliers slated to participate and very strong buyer
registration to date, now is the time to reconnect.”
Last year, AAPEX went virtual while the SEMA Show was
cancelled. At AAPEX, virtual sessions included technical
training, management training and new product and equipment
demonstrations. One-on-one meetings with exhibitors were
also available.
But that looks to change this year as both shows have
committed to holding in-person events. About 160,000 people
typically take part in Automotive Aftermarket Industry Week.

CANADA NIGHT CANCELLED
A CANADIAN TRADITION during
Automotive Aftermarket Industry Week
has been called off.
Canada Night, a Tuesday night staple
of the calendar at AAPEX since 1971,
has been cancelled by the Automotive
Industries Association of Canada and its
Canada Night Committee.
It was scheduled to be held Nov. 2 at
the Venetian Resort in Las Vegas.
In an announcement about the
cancellation, AIA Canada noted that it
is responsible for offering a high quality
and safe event. The night must also
6
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provide value and offer sponsors with
the opportunity to connect, network and
socialize with industry peers. The event is
attended by Canadians and professionals
from around the world.
J.F. Champagne, AIA Canada
president, acknowledged the decision
was a difficult one, but it was based on
current available information.
“Canada Night is an event that we all
look forward to every year and one of our
favorite ways to celebrate the Canadian
aftermarket industry, however this year
we cannot guarantee a quality event that

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

provides return on investment for our
sponsors,” added Bob Jaworksi, AIA
Canada chairman and Canada Night
committee chair.
All sponsors will receive a full refund of
sponsorship fees.

NEWS

IN MEMORIAM: BOB GREENWOOD, 71
A LEADER

of the automotive aftermarket
and a dear friend to many has died.
Bob Greenwood died of a heart attack
on Sept. 9 in Surrey, B.C. He was the
president and CEO of the Automotive
Aftermarket E-Learning Centre since July
1998 and a cornerstone of the industry for
many years before that.
He had been a coach to countless
automotive repair shops and management
consultant to jobbers across the country.
He was a highly sought-after speaker at
conferences. He was a greatly respected
columnist for this publication.
Greenwood was an accredited
master automotive manager and
a recipient of Queen Elizabeth II’s
Diamond Jubilee Medal.
Tributes have poured in from
colleagues, students and friends.
One was Bruce Eccles, semi-retired
owner of Eccles Auto Service near
Hamilton, Ontario. He remembered how
after just two hours into his first session
with Greenwood in 1992, he was calling
his shop to start implementing changes.
“I'm going to really miss him,” Eccles
said. “The industry is going to miss him.

It's a huge void that I'm not sure anyone
can fill.”
Gord and Tracy Carnahan, owners
of OK Tire Park Street in Regina,
Saskatchewan, remembered how
Greenwood’s steady hand helped them
navigate tough times during the COVID19 pandemic.
“We were well positioned to weather
the storm largely in part to Bob’s
guidance as it related to the processes we
had already put in place and focus on
continuing to serve our clients’ needs by
innovation and keeping everyone’s safety

at the forefront,” they said in a letter of
recommendation for Bob that they shared
with Jobber News.
Kevin and Stacey Gustafson worked
with Greenwood for more than 15 years.
“Bob saw things in us that we did
not see in ourselves or ever thought we
were capable of. We are as successful
as we are today because of his support,
knowledge, passion, professionalism,
respect, and mentorship,” the owners
of Gustafson’s Auto Clinic Inc. in
Athabasca, Alberta, said.
“We will be forever grateful for all that
he contributed to our industry.”
Greenwood was a long-time member
of the Automotive Aftermarket Retailers
of Ontario as an executive board member.
Diane Freeman, its executive director,
remembered meeting her friend in 1984.
“Getting to know Bob was easy, as he
had the personality where he always had
a smile on his face with a glass of red
wine in his hand mingling at many of
our events that we held over the years,”
she said.
“Bob will be missed by all who had the
privilege of meeting him and knowing him.”

IN MEMORIAM: JOHN MASLACK, 95
PINO VOCATURO

can still hear John
Maslack’s voice giving him that one piece
of critical advice: Get the word ‘no’ out of
his mind when helping customers.
“There was never a 'no' in an
answer. There was no such thing. He
would say 'Pino, get the word 'no' out
of your vocabulary and you'll do very
well. Find a way. They put people on the
moon. We can fix problems,'” said the
general manager of Maslack Supply in
Sudbury, Ontario.
John, founder of Maslack Supply, died
on Aug. 12. He was 95 years old.
He founded Maslack Supply in 1959 with
three employees and a 500 sq-ft building.

The company now has 13 locations and a
70,000 sq-ft distribution centre. John “built
a paradise,” Vocaturo said.
The jobber has been key in helping
parts manufacturers to reach remote endusers in the automotive, body shop, heavy
duty and industrial sectors.
John was the 1994-95 Jobber News
Jobber of the Year Award winner.
In 2017, he was recognized with the
Distinguished Service Award from
the Automotive Industries Association
of Canada.
John had infectious positivity. He
would always tell staff that good things
would happen if they stayed positive.

From left, John Maslack, founder of Maslack
Supply, and Pino Vocaturo, general manager.

“It didn't matter where he went, he
was just so positive,” Vocaturo said.
“He would say all the time, 'The sun
will go up, the sun will go down. Just
stay positive.'”
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PREPARE FOR ANOTHER
YEAR OF TOUGH TIMES
THE AUTOMOTIVE AFTERMARKET

is likely in for at least another year
of uncertainty and increased prices,
according to an industry observer.
A culmination of issues — ranging
from lack of shipping containers to rail
congestion to changing consumer habits
to the global COVID-19 pandemic — has
put the aftermarket in a difficult spot,
explained Jeff Jorge, principal and market
leader for mobility, supply chain and
manufacturing, as well as firm leader for
international services at global advisory
firm Baker Tilly.
It will likely be later in 2022 until a
turnaround happens, he said during the
first part of the Automotive Aftermarket
Suppliers Association (AASA) Supply
Chain Webinar Series in August.
“Overall, doesn’t look great. And I
wish I could tell you a different story.
I wish that it wasn’t what it is because
it impacts us, it impacts our clients, it

impacts our families,” he said during the
session, Aftermarket Supply Chain: The
Next 18 months.
The Delta variant of COVID-19,
inflation, unemployment and remote work
are providing major challenges that will
hold back the automotive aftermarket from
seeing major gains in the aftermath of the
pandemic, he added.
On inflation, it’s hard to predict how
global economies respond to what they’ve
been through the last 18 months. “We
don’t know what recovery looks like after
something like that,” Jorge said. “We
don’t know what inflation looks like after
something like that.”
The Delta variant of COVID-19 is
picking up steam because vaccination rates
are not as high as they could or should be.
In Canada, a little more than two-thirds of
the entire population is vaccinated as of the
beginning of September.
Vaccination rates, Jorge explained,

“have a direct tie into economic activity,
people going out and doing things and
consuming and therefore using their cars
and deteriorating them, which benefits our
sector,” he said.
Low activity means fewer available jobs.
For those with jobs, many companies are
implementing hybrid work environments.
So driving into work five days a week isn’t
happening as much anymore, which means
less vehicle deterioration, he said.

AFTERMARKET TO RESTART
RIGHT TO REPAIR TALKS
WHEN LIBERAL LEADER JUSTIN

TRUDEAU called for a federal election back

in August, a key piece of legislation with
aftermarket implications died as a result.
Anytime an election is called, bills
before the House of Commons and the
Senate are instantly killed. This is what
happened with Bill C-11, which was to
include legislation around ‘right to repair.’
It would have then opened the door to
vehicle data access for the aftermarket.
But the election call put an end to that,
aftermarket leaders said.
“This was our hope that Bill C-11 …
was going to provide us with some level
of certainty that we’re going to continue
to have access to vehicle information,”
said J.F. Champagne, president of the
8
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Automotive Industries Association of
Canada. “With the call of the federal
election, Bill C-11 is no more.”
“Certainly, [the federal election] is going
to have an effect on the industry because
now we have to start all over again and get
to the government, whichever government
ends up in power, and sit down with them
and educate them and get it back on the
table,” said Diane Freeman, executive
director of the Automotive Aftermarket
Retailers of Ontario. “So that’s definitely
going to take time.”
The federal election was scheduled
for Sept. 20, after the publication of this
issue of Jobber News. Both Champagne
and Freeman were interviewed during the
election campaign.

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

At the very least, progress has
been made on the subject to the point
where candidates and elected officials
are aware of its importance. Since
embarking on the “Your Car. Your
Data. Your Choice.” campaign last fall,
the aftermarket “has really moved the
dial in supporting the greater
conversations about right to repair,”
Champagne said.
It’s an issue that impacts consumers
— the voters — as well, Freeman noted.
“We just want to be able to repair the
vehicle. When the vehicle comes in for
repair, if we can’t access the codes and
the information on that vehicle, then
we can’t do the repair,” she said. “So it
doesn’t make sense for the consumer.”

BytheNumbers

Stats that put the North American
automotive aftermarket into perspective.

706,250

$

The total dollar amount of scholarships handed out by the University of the
Aftermarket Foundation for the 2021 school year. A total of 427 scholarships
University of the Aftermarket Foundation
were awarded.

How much more Canadians were driving at mid-August compared
to the baseline set in January 2020, prior to the COVID-19 pandemic
being declared. That’s the highest mark of the last 18 months.

142,000

Apple Mobility Trends

General Motors recalled all Chevrolet Bolts from the 2017-2022 model years. The cause of the recall are two
“rare manufacturing defects” it found in the same battery cell. It will replace the battery modules in all the
vehicles at an expected cost of about US$1 billion.
General Motors

2035
When Canada will ban the sale

of new fuel-burning cars and light
trucks as it attempts to reach net-zero
emissions across the country by 2050.
Federal Government of Canada

7.1

%

75

Frost & Sullivan, “Global Aftermarket Outlook, 2021”

$47.89 billion

per cent

The number of new passenger

100,000

How many Canadian people and businesses
have either bought or leased such a vehicle
since the Incentives for Zero-Emission
Vehicles Program was launched by the
federal government in May 2019. Transport Canada

Expected growth of aftermarket revenue.
This would make up for some revenues that
were eroded in the previous year. In 2020,
aftermarket replacement revenue from
parts and accessories sales dipped by 8.8%.

In U.S. dollars, the total amount of retail specialty-equipment sales in
the United States in 2020. That’s up 3.7% from 2019. And that number
is expected to continue to rise.
2021 SEMA Market Report

automotive vehicle sales in
Canada needing to be zero-

How often issues with infotainment was cited as
an issue in new vehicles by drivers. Smartphone
connectivity with the vehicle was the
top culprit, taking over from voice
recognition issues.

emission vehicles by 2030 if
the federal government is to
achieve its emissions targets,
says a report.
C.D. Howe Institute, “Driving Ambitions: The Implications
of Decarbonizing the Transportation Sector by 2030”

11.4

%

25%

J.D. Power’s 2021 U.S. Initial Quality Study

The drop in new vehicle sales in August compared to the same month
one year ago. Compared to August 2019, the drop is 19.2%. Chip shortages
continue to stall new vehicle sales.
DesRosiers Automotive Consultants
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GREENWOOD’S GARAGE

that pays you. That means you must
acknowledge their weaknesses if a
resolution is going to be put into place to
move their business forward.

What are the client’s three
most glaring weaknesses?

Which ones are most frequently
mentioned by your team? You can’t
straighten out everything overnight.
Focus on the issues causing the greatest
problem first. Help them where you can
so they can overcome that issue.

GETTING MORE INVOLVED
WITH YOUR ASPs
Ask some key questions to help figure out a plan
to help your client’s business.
By Bob Greenwood, AMAM

Editor’s note: Bob Greenwood died on Sept. 9, 2021. This column, which he submitted
before then, will be his last for Jobber News. We extend our deepest condolences and
prayers for his family, friends and associates.

J

obbers are in the unique position of greatly assisting a service shop in developing
their business in a focused and professional way. But they don’t take advantage of
the opportunity.
Too many jobbers try to classify every shop owner into the same category.
Then they’re left wondering why things didn’t work out the way they thought they
should have, considering time and money spent.
Jobbers must know where they sit and where they need to go with each shop they
serve. Failure to develop a clear path to follow means a jobber’s business will drift. The
time must be spent to develop a future vision of your business and how it’s going to
connect with each automotive service professional.
Here are some initial questions you as a jobber and your staff should ask to help your
business devise a plan to connect with your client. Take these as a starting point.

What are our client’s business strengths?

Take your time on this one. Too many times, we fail to look at what they do well.
Everyone in our industry has the natural tendency to dwell on the negative. Stand tall
and list what each of your clients does well.

Which are the client’s three strongest strengths?

What are they well known for? What are the things they do exceptionally well — above
and beyond all their competition?

What are the client’s weaknesses in the business?
Answer openly and honestly. Where do they mess up? Remember, it’s the client
12
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What strengths do we have
that they don't know about?

It’s amazing how many people in
the owner/managers position assume
everyone knows what their business
offers. This is a weakness in management’s
ability — not letting your customers
know what they do and how they do it
makes them distinctly different from the
rest. Make a defined list of your strengths
that you think everybody knows but you
actually don’t tell them about.

What assets do you have
that people want and need?
To whom are you selling? What do your
clients really want when dealing with
your business? You’re the expert. What
do you know you have that your clients
really need but you have failed to recently
market? You must be positioned right
to deliver to a level that meets what they
require and expect of you. Analyze the
depth of your store and define what you
bring to the table that others in the same
business don’t.

What’s your client’s business mission?

In other words, why do they come to
work Monday morning? What is their
purpose — their vision — over the next
three years? Where do they want their
business to go? What will it look like in
the year 2024? This can be a great oneon-one conversation. Clearly define it in
writing. This pushes them to crystalize
their thinking. Outlining the need

for direction — which must take place day-to-day in their
operation — is the only sound way they will reach the ultimate
goal. It has been proven time and time again that vision
without action is a daydream. Action without a clear vision will
turn into a nightmare.

What three goals seem appropriate for their business?

Consider their strengths, weaknesses, marketable assets and
mission. These are just suggestions. A discussion with them
about this would enhance your relationship with each client. You
would be demonstrating that you truly are there to help them
where you can.
This version of business relationships clearly identifies a
path to follow rather than putting little thought into a program
that ends up classifying everyone as the same. This process
will also give you substantially better results for the time and
money spent.
You can count on these four very real facts:
• Your service shop clients expect sharply higher levels of
service and quality from you
• Your competitors are constantly working and advertising

to entice your clients from you with higher perceived value
than you have been offering
• To the victor will go the spoils
• If you are currently near or at the top of the industry in
your market area and you don’t have an aggressive plan to
dramatically improve your service and quality levels, you
are already falling behind. The facts remain that in today’s
aftermarket business, you have to re-invent yourself every
three years.
The industry is changing, the service shop business is
changing. You, their jobber, must change if you are going to grow
and be profitable. Understand your ASP client’s business clearly
so that they look at you and highlight you as the one jobber who
understands the shop business. You know how to help them get
the results needed for their shop’s 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.

“You
it”.
got it”.
we’ve got
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need it,
“You need
That’s
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500,000
vehicle
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for delivery:
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overparts
500,000
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to makeallusready
your
for delivery:
overnapacanada.com
500,000 good reasons to make us your
number
one that’s
partner.
number one partner. napacanada.com
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STAYINGSAFE
By Adam Malik

ALMOST TWO-THIRDS of Canadian small- and medium-sized businesses are
planning to mandate or have mandated COVID-19 vaccinations for their employees,
according to a study from business advisory firm KPMG Canada.
Norm Keith, a partner at KPMG Law’s employment and labour law department,
noted that the “poll found a wide consensus among employers that vaccination is the
most effective way to protect workers and customers and key to avoiding a new wave
of infections and lockdowns."
But that won't be a process many jobbers of Canada’s automotive aftermarket will
likley follow. Jobber News reached out to more than a half-dozen jobbers and distributors
big and small across the country to gauge how they were approaching vaccination and to
get a sense of the measures they were taking to protect staff and customers.
A few responded to the request for comment. None have implemented any policies
on requiring vaccinations for staff, and it's unlikley they will.
"Businesses are grappling with how to navigate the issue of mandatory vaccination
and determine whether or not they are legally permitted to require their employees
and, in some cases, their customers, to provide proof of vaccination," Keith said in a
statement about KPMG’s findings.
That appears to be the challenge for jobbers — navigating how to have such a policy
in place. Because automotive repair is an essential service, any government mandate
for a vaccination passport or negative test result requirement to gain entry to a
business likely wouldn’t apply.
At Vast-Auto Distribution, they haven’t closed the door to implementing a
vaccination policy for staff. But Tony Del Vasto, the company’s vice president of
marketing and corporate development, believed it’s not likely to happen.
“To be honest, I would be very surprised if we came up with a policy that says,
'Thou shalt vaccinate,'” he told Jobber News. “That's a pretty hard stance to take as
an employer.”
People have their beliefs, concerns or medical reasons when it comes to
vaccinations, all of which make such a decision complicated, he further explained.
“A lot of people feel strongly one way or the other,” Del Vasto said. “You don't
want to put your employees in a position where they necessarily feel like they're
compromising their values and feel forced to make a hard decision.”
At UAP, the parent company of the NAPA brand, leadership decided to not
require vaccination among staff. However, they’re ensuring that staff are educated
on the benefits of vaccination so that they have the best information if they choose
to get vaccinated.
14
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“Since the beginning of the
pandemic, we think we did
a pretty good job in terms of
communication,” said Patrick
Girouard, national health and
safety at UAP. “We put out two
safety messages [to our employees].
The first one was in April to say,
‘Vaccination is the key element to
make sure that we will be able to
protect ourselves and go to the next
level in terms of protection.’”
The communications outlined
the benefits of the vaccine, what the
side effects are, what studies have
found about it and the virus, as
well as credible information about
COVID-19.
“Instead of creating a corporate
policy, we took the approach
that we're going do some direct,
point form, easy to understand
communication about vaccination,”
Girouard told Jobber News.
It was important that the
corporate message didn’t tell
employees what they had to do.
“We are making sure to indicate
that this is your right to choose
but make sure to grab information
from the good websites, like your
provincial health website. You got
to have the right information to
make the best decision.”
And that has oftentimes become
the challenge: Finding good quality

Pandemic-related restrictions have loosened and vaccination rates are increasing.
But COVID case numbers are increasing as experts confirm we’re in a fourth wave.
Here’s what jobbers have been doing to keep staff and customers safe
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information. “It's easy to be lost with all the information that
we're receiving — false, good, right, wrong,” Girouard said.
“The vibe coming from our 300-plus stores and distribution
centres in Canada was pretty good,” he added in response to a
question about how staff responded to the messaging. “And the
people in our DCs, they get to do remote work like me. They
have a relationship with the customer, with their colleagues —
that is important. They need to be safe.”
For Zara Wishloff, president and chief executive officer at
Alberta-based Automotive Parts Distributors (APD), he too
confirmed that there is no vaccination policy at his company, nor
is one forthcoming.
Instead, he is following the directives of local public health
units. While the Alberta government did away with its mask
mandate, the province announced in mid-September that it
would reinstate pandemic safety measures and restrictions.
Edmonton has already reinstated a mandatory mask policy. In
Calgary, masks became a municipal electoral issue
with mayoral and council hopefuls calling for a
mask bylaw in indoor public spaces in the city.
But, like Girouard, Wishloff expressed concern
around messaging while at the same time feeling for
those who haven’t had two shots of a vaccine.
“While I am personally vaccinated, I have
empathy for those who do not wish to [do the
same],” he told Jobber News. “And I find some of
the inconsistent messaging throughout this
pandemic frustrating.”
Inconsistent messaging and a patchwork of rules
across the country is part of the reason why UAP
didn’t implement a one-rule-for-all. Its NAPA brand
includes its parts stores and automotive repair
centres throughout Canada. A national presence
creates a tricky set of circumstances. Because rules and situations
differ from province to province, having one set of rules for
everyone would be tough to put together effectively.
“When we're taking a look at our business nationally, we need
to make sure that we're making the right decision and taking the
right approach always in a balanced mode. What do we need to
do at the head office; what is our safety culture; what do we need
to do well during this rough time with the pandemic?” Girouard
said in an interview.
“And not all of the provinces are on the same page. When I'm
looking at the Maritimes region, there are no cases there [relative
when compared to other areas in Canada]. So [we need to take a
different] approach when we're looking in Quebec and Ontario.
The mindset in the western regions is different. We need to
always make sure that our approach is balanced.”

“From the beginning of the pandemic, we were fortunate that
we were always [planning] in advance — ahead of the parade
— in our approach. A private company like us, we're very agile,”
Girouard said.
By that, he meant the company could pivot and respond to
changing circumstances without too much discussion. “Just to
give you an example, the pandemic started in March 2020. When
it was time to discuss implementing the mask policy, I think we
had done that in May 2020.”
Because auto repair is an essential service, there was no time to
waste in ensuring safety, he added. “It was important to protect
us and be able to continue our operations because we’re an
essential business. It was very important to say, 'We will continue
to perform our activities as an essential company, but with the
right protocols for our employees and our customers.'”
Vast-Auto sent out weekly messages to its staff about how it
was responding to risks, Del Vasto said.
“It was mostly just stuff that we were
hearing from public policy officials in
terms of what to do and what not to do
and how to stay safe,” he said.
Messaging has slowed down, partly
because there has been so much
thrown at staff over the last 18 months.
As new info becomes available, the
company shares it with staff, Del Vasto
said in an interview. Or they will send
reminders about what is expected to
keep workplaces safe.
“It's just more of a reinforcement
of stuff that they already know,” he
explained. “Just kind of retelling the
same story but trying to keep it in the
forefront of everybody's mind so that everyone's vigilant. Now
case counts are going up, so be extra careful and all that stuff.”
One strategy UAP took was to speak with managers at its
stores to see where there may be vulnerabilities.
“They would say the dispatcher is a key section of the store
because the drivers are always coming in and out, they’re
gathering and we need to pay attention to social distancing,”
Girouard said. “They would tell us the cafeteria is where we
need to pay attention; the waiting area for customers. So we
made sure that we're building our safety protocol with the
high-risk areas in mind. Because those areas could spread the
virus and create an outbreak.”
Like UAP and Vast-Auto, APD installed Plexiglass to create
barriers between staff and employees, ensured sanitizing of
surfaces and implemented mandatory temperature checks,
Wishloff said.
“We adapted to client requests — drop off parts remotely if
they require, mask if requested, etc.,” he added.
At Vast-Auto, staff were asked to sign a document to say

To be honest, I would be very
surprised if we came up with
a policy that says, 'Thou shalt
vaccinate. That's a pretty
hard stance to take as an
employer.”

Safety measures

Jobbers have been doing what they can to ensure staff get good
and proper messaging about staying safe.
16

SEPTEMBER / OCTOBER 2021

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

they would agree to respect the new rules related to the
COVID-19 pandemic.
“Well, it was just a formalization of people's commitment,” Del
Vasto explained. “When you ask somebody to sign a document,
they take it more seriously than just nodding their heads.”

Mask policy

As noted, masking policies differ from province to province.
That creates a challenge when it comes to internal policies.
If a jobber had a masking policy but the local health authority
didn’t mandate masks in indoor settings, what’s a jobber to do?
Do they follow local bylaws or stick to what they feel is best as
staff are regularly in contact with the general public?
“I think it's a bit of both. I think it's public policy — what the
government is saying from a health perspective — and then
it's also just common sense as to what makes sense for your
business,” Del Vasto observed. “If you have a lot of interaction with
customers and with staff-on-staff, then you have to take that into
account. So I think it's a bit of both.”
UAP is continuing with their mask policy.
“This is a tough situation because we’re in the fourth wave
and people are tired,” Girouard pointed out. “I think the health
authorities in some provinces are not sending a good message
to support us to continue to battle. This is where the message is
tougher to adjust.”
In Canada, more than three-quarters of eligible Canadians
have received both doses of a vaccine. However, that number
drops to two-thirds when accounting for the entire population.
While those may be encouraging numbers, it doesn’t mean
everyone has been protected. So that means ensuring the right
prevention measures stay in place, Girouard said.
“The most important thing is to make sure that we continue
to monitor symptoms. If we think that somebody is having
some symptoms, we are asking the employee to go into
isolation to get tested,” he said in an interview.
“Vaccination is providing a good level of protection but still
the new variant is here and there will be another one that will
knock on the door,” Girouard added. “So this is not an easy
situation, but our operations continue to be very fluid.”

Supporting staff

In these times, staff need more support as they work from home,
have a partner who is doing so or have children schooling from
home. Even with kids returning to school across the country, it
can be expected that education facilities and daycares will have
strict policies over showing up with symptoms of the virus.
In mid-August, a daycare in Vaughn, Ontario, saw 16 children
test positive for COVID-19 after a child was brought there with
symptoms. The parents were fined.
“We have been flexible on time for staff, whether its time
off, children’s situations, testing or vaccine appointments,”
Wishloff said.

“If [staff] have
a situation with a
child or if they have a personal situation, we give them the time
they need to address that,” Del Vasto said. “And then we trust
the fact that they will still accomplish their tasks for the week.
There's a big trust factor there. So it's a two-way street — the
employee gives us their time and we give them our trust. All in
all, that usually works out in the end.”
In the offices of jobbers, those who can work remotely have
done so, though some have been coming back to the office a
couple of days a week.
“We have a new policy called ‘UAP Lifestyle.’ It’s a good
policy for working remotely — two days working at the office,
three days working remotely for those who can. In some
departments, it can be different,” Girouard said. “This is an
approach of flexibility with our employees and adjusting what
good we can do for them to avoid being stuck in the traffic and
have flexibility.”
Keeping company culture strong is important for Vast-Auto.
“Unfortunately, it's a lot of exactly what we're doing now —
it's virtual,” Del Vasto said over a video call. “That's the next
best thing to being face-to-face. When people are in the office
those couple of days a week, hopefully, they can keep up the
connections with their co-workers and keep [the company
culture] going that way.”
Nevertheless, these are difficult times for jobbers.
“I'll say is It's a very tricky time as an employer to know what
to do in every circumstance,” Del Vasto said. “When you have
a lot of employees, they're all different, they all think differently
and they all act differently. So you have to somehow develop
policies that cover all of them as individuals.”
It’s all about making sure the company does the right thing,
Girouard said. “Communication, repeating the same message,
keeping our employees engaged, being balanced is, for me,
very important.”
All of this is on top of the extra challenges COVID-19 has
brought jobbers.
“[The pandemic] has caused bigger issues on the supply and
inflation side that we are dealing with running our business,”
Wishloff reported. “A lot of energy has been put in by our team
to source multiple lines from multiple vendors to be able to
service our clients’ needs.”
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MOTOR OIL

Back on the road
With vehicle usage climbing back up, it’s time to pay close attention to motor oil.
				
Here’s what jobbers need to know
By Adam Malik
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D

riving is well above pre-pandemic levels and that means drivers will be coming back to
their local service shop for oil changes in due time.
That is, assuming doing so is top of mind.
According to Apple Mobility Trends, driving levels in Canada at the end of August
were 177 per cent higher than the baseline set in January 2020 — before COVID-19
was declared a global pandemic by the World Health Organization and before mobility
trends moved downwards.
Apple been calculating how much people have been driving via Apple Maps usage
since the pandemic started in March 2020. On August 13, that number peaked at 209%
above the baseline.
Needless to say, people are seemingly excited to get back on the road after almost a
year-and-a-half of enduring restrictions and lockdowns related to the pandemic.
But for Sean Nguyen, Pennzoil scientist and technology specialist, jobbers should
be reminding their shop clients to speak with their customers about making sure their
vehicles are in proper working order after reduced driving intervals or extended time
parked in a driveway.
“If motor oil has been sitting in an idle vehicle for several months or has been only
driven occasionally, it may be time for an oil change,” he told Jobber News, adding that the
best place to check for appropriate oil change timeline is in the vehicle’s owner’s manual.
Indeed, just because a vehicle hasn’t driven the typical mileage that typically
necessitates an oil change, there are time intervals that dictate such necessary work, said
Sebastian Zelger, director at Liqui Moly USA.
“On the one hand, less mileage does mean less oil changes. On the other hand, the oil
change interval is not only defined by mileage but also by time,” he said. “So you may
have to change the oil before reaching the mileage [threshold]. This lessens the impact of
the pandemic on the actual number of oil changes.”
That’s an important fact that jobbers need to make sure they’re informing their shop
customers about.
“Jobbers should explain to their customers that, if their [customer's] vehicle has not
been driven for an extended amount of time or only driven occasionally, it is a good idea
to change the vehicle’s motor oil before putting it back into service,” Nguyen noted.
He added that a full synthetic motor oil offers several benefits such as cleaner pistons,
better fuel economy, horsepower protection, wear protection and excellent performance
in extreme temperatures.
Furthermore, the movement to staycations during the pandemic meant consumers
may need other products jobbers can stock their shelves with to serve them. Consumers
may have invested in more lifestyle-type of products — think boats, trailers,
motorcycles and the like — and will need products to service those items.
So additives, greases, service products, pastes and other care items beyond oils may be
more popular these days. Being in stock of these items “allows jobbers to compensate a
slow motor oil business,” Zelger said, adding that such items may offer additional sales
with not very much effort.

Winter season

It’s fall so that means winter isn’t too far off.
“We recognize that consumers need to trust that their motor oil will perform and
protect their vehicle in severe operations, especially during the winter in Canada when
temperatures can be particularly cold,” Nguyen said.
There are products and viscosities available for jobbers to stock that will meet
vehicles’ requirements, he noted. Ideally, those products with low viscosity or are zerow w w. a u t o s e r v i c e w o r l d . c o m
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It is crucial to understand that today oil is a fluid
spare part which needs to fit precisely to a specific
vehicle. There is no ‘universal oil’ suited for all cars.
This makes logistics more complex, for sure.”
weight will help handle extreme cold conditions Canadians are
used to seeing, while also giving them improved fuel economy
performance and the protection needed.
So jobbers should be updating the inventories to ensure they
have the right products their shop customers will be needing.
“In cold climate, shops tend to use lower viscosity oil to
ensure a quick lubrication once the engine is started up,” Zelger
told Jobber News. “Technically, this is perfectly OK as long as
that lower viscosity is covered by the oil specification for this
specific vehicle.”
Jobbers should also look into ensuring they’re carrying fuels
that are carbon-neutral. That means consumers who are conscious
about the environment can reduce their CO2 footprint with
improved fuel efficiency when picking their motor oils.
“Many motorists are conscious of contributing to a more
sustainable lifestyle and are looking for ways to reduce their net
carbon footprint,”
Nguyen
observed.
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Carbon footprint

Indeed, oil companies are also becoming more aware of the
environmental impacts of the products they offer.
“One of the current conversations is on climate change and
how original equipment manufacturers and motor oil producers
can help within this space,” Pennzoil’s Nguyen said.
Pennzoil’s parent company, Shell, has set the target of
becoming a net-zero emissions energy business by 2050.
In February of this year, Pennzoil announced it will offer
motorists carbon neutral lubricants for passenger cars in North
America.
“Select products within the Pennzoil Platinum line of full
synthetic motor oils are carbon neutral thanks to Shell’s global
portfolio of nature-based carbon credits, which come from
a portfolio of high-quality, externally verified nature-based
solutions projects,” Nguyen said.

Lots of change

All these adjustments based on environmental concerns are in
addition to the loads of changes that have already taken place.
Nguyen cited IHS Markit data that showed the percentage of new
vehicles that are factory filled with full synthetic motor oil has
grown from 72 per cent to 86 per cent since 2015. Meanwhile,
conventional factory fill is less than 1 per cent.
“SAE 0W-20 recommendations have also grown from 45 per
cent to 56 per cent for these new vehicles,” he added.
He also noted that more than half of vehicles on roads today are
more than eight years old. “Yet, only 22 per cent of these vehicles
are serviced with high mileage motor oils,” Nguyen said.
As new vehicles sale struggle, drivers are opting to either keep
their old set of wheel longer or go with a used alternative. What
that means is, fewer new vehicles translate to more older vehicles.
So shops could be busier servicing older models as the number
under warranty shrinks.
A high mileage motor oil is typically for those with more
than 120,000 km on the odometer. Such oils are designed to
help reduce oil burn-off, help prevent oil leaks and give extreme
temperature protection for older engines.
“The trend going forward is a switch to either a full synthetic
motor oils or a high mileage full synthetic motor oil,” Nguyen said.
But be warned, pointed out Liqui Moly’s Zelger, don’t fall
into a trap of having a limited selection available for your shop
customers. Jobbers need to have a variety of oils available on
hand as different vehicles need different oils.
“It is crucial to understand that today oil is a fluid spare part
which needs to fit precisely to a specific vehicle,” he said. “There
is no ‘universal oil’ suited for all cars. This makes logistics more
complex, for sure.”
Suppliers are ready and able to help jobbers find the
best “selection of oils in order to cover a wider range of oil
specifications with a low number of different oils, based on the
individual demand,” Zelger added.
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AUTOMOTIVE FILTERS

Filtering expectations
The coming together of different forces are changing
the way the automotive aftermarket needs to think about filtration
By Adam Malik

T

he global COVID-19 pandemic has changed the way we work
and live — and it’s one of the reasons why automotive filter
needs are changing.
With people driving less, along with heightened concerns
about health and safety, the consumers’ views and needs for
filtration are different than they were more than 18 months ago.
Add to the mix the rising demands — and soon, government
mandates — of zero-emission vehicles and jobbers need to adjust for
the world’s changing needs.
One area in particular where attention needs to be paid is air
cabin filters, according to Anna Hung, senior product manager at
Bosch Automotive Aftermarket. Sales in this area are set to double
over the next five years, say market estimates.
“This comes as consumers are trending towards healthier
lifestyles following pandemic-related health concerns, and the
demand for quality products will likely increase with this,”
she said. “Filtering out dirt, dust, and other environmental
contaminants can improve customers' overall health and
quality of life.”
As the emergence of a fourth wave of the COVID-19
virus hits many parts of Canada, preventing illness by
filtering out allergens and germs — especially during
the cold and allergy seasons — is a priority.
“To meet shifting consumer needs, jobbers
should prepare to carry more cabin air filters,”
Hung told Jobber News.
Donald Chilton, director of product
management at Mann+Hummel, agreed.
“Cabin air filters are trending, so jobbers
should understand the benefits of a cabin air
filter and not only how they help HVAC systems
but also provide optimal clean airflow through
the vehicle’s cabin,” he said
And not just normal filters, but HEPA ones
as health and safety precautions remain top of
mind. “The need for HEPA cabin air filters will
most likely increase,” Hung noted.
Whether consumers demand it or is
recommended to them, high-quality filters could
be an easier sell given today’s realities.
“High premium cabin filters feature several layers
w w w. a u t o s e r v i c e w o r l d . c o m
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Cabin air filters are trending, so jobbers
should understand the benefits of a cabin
air filter and not only how they help HVAC
systems but also provide optimal clean
airflow through the vehicle’s cabin.”
which lead to cleaner air inside the vehicle,” Chilton said. “In
today’s virus world, all the clean air you can get is a good thing.”
Hung noted that Bosch recommends changing cabin filters
every 12,000 miles. But, depending on the vehicle’s owner
manual, it may not be necessary to change a vehicle’s various
filters constantly.
“As mentioned before, we’ve seen an increase in consumer
needs for HEPA cabin air filters as health precautions and
safety become a No. 1 priority,” she added. “The need for
HEPA cabin air filters will most likely increase; however, there
will always be a need for oil and engine filters.”

Future needs

As we head into the fall and winter months, Chilton provided
a few tips when it comes to ensuring drivers are getting the
best results out of their vehicle when it comes to filtration.
“Run full synthetic motor oil with a full synthetic oil filter
to keep engines free of contaminants,” he told Jobber News.
“Check your engine air filter — also a new cabin air filter may
help improve the vehicle’s HVAC system that will aid in heat
and defrost performance.”
That said, people may not be spending as much time in
their vehicles as they used to. Many companies have shifted
to hybrid work models or eliminated the office experience
entirely. That means fewer kilometres being driven Monday
to Friday. That said, weekend driving numbers are at historic
levels, reported Isabelle Girard, senior vice president of
personal lines at Toronto-based Intact Financial Corp.
Speaking during the company’s an earnings call at the end
of July, she pointed to the increasing vaccination numbers
translating into more Canadians hitting the roads. Still,
overall numbers aren’t quite back to normal.
So what do these new behaviours of vehicles being driven
less and parked for extended periods of time mean for jobbers?
This will impact demand for specific filters, Hung observed.
“If people are driving less regularly, that doesn’t mean
driving has stopped altogether,” she pointed out.
If a vehicle has been sitting for an unusually long period of
time — for example, a family may have parked their second
vehicle for an extended period of time as one or both adults
worked from home, but they are heading back to the office in the
fall — it’s recommended that the vehicle’s oil is changed first.
“In extreme cases, pests, such as mice and squirrels, can
claim homes in unused vehicles. If this is the case, then
updated filtration is essential,” Hung added.
24
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Despite the focus on cabin air filters, Hung and Chilton
pointed out that oil and engine filters will always be needed.
“Longer drain intervals mean oil filters need to last longer,”
Chilton said. “This means a premium or high premium
product is the ideal choice for most drivers.”
Nevertheless, it’s important that jobbers ensure their shop
clients are ensuring consumers’ vehicles are having their
regular maintenance performed at the proper time intervals,
he added.
“Oil filters that sit too long without lube could lead to
brittle gaskets,” Chilton said. “Stocking engine air filters are
important and cabin air filters would benefit customers as
these products improve vehicles heating and cooling.”
He also noted that changes in vehicle specifications are
putting added importance in a jobber’s role to have what their
shop customers need in stock.
“In addition to cabin air, engines are coming with more
turbos, direct injection and other enhancers to reduce
emissions and squeeze every bit of thermal energy from
a drop of gas,” he observed. “This is causing thinner oil
viscosities and the need for more filtration area (life) and
tighter micron removal ratings.”
Indeed, it’s hard to predict how drivers will use their
vehicles going forward, as Jeff Jorge, principal and market
leader for mobility, supply chain and manufacturing, as well
as firm leader for international services at global advisory firm
Baker Tilly, explained during the Automotive Aftermarket
Suppliers Association (AASA) Supply Chain Webinar Series
session, Aftermarket Supply Chain: The Next 18 months.
Old behaviours don’t generally apply anymore, he
explained. “Let's use conventional wisdom to recognize that
all bets are off because we are behaving as a civilization in
ways that we never had before.”
So Hung recommended that jobbers don’t get too far ahead
of themselves when predicting what items they will need in
stock. There will be continued need for oil and engine filters,
she noted.
“Jobbers have the vital job of informing consumers on which
products are best suited for their prospective vehicles,” she said.
“Jobbers should keep all filtration products in stock, specifically
air, cabin, and oil, even with shifting driving patterns.”
Hung reiterated that information sharing aspect to highlight
the importance of doing so between jobber and customer.
“Sharing the importance of utilizing high-quality premium
filtration products is the best way a jobber can help its
customers,” she said. “Bosch is a trusted partner to hundreds
of shops across North America. It’s important for jobbers to
understand the uptick in demand that we have seen for HEPA
cabin air filters. With shifting driving patterns and evolving
consumer needs, jobbers can guide vehicle owners in the right
direction and inform customers to ask about their various
vehicle filters.”
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Disc brake pad
Advics has added 47 more SKUs to its ultrapremium disc brake pad line, enhancing
coverage for domestic vehicles. The new
additions cover sedans to light pickup trucks,
the company — part of the Aisin Group —
said in an announcement. They cover the
Chrysler, Ford and General Motors brands
and boost Advics coverage by 69 million vehicles in operation. Each new item comes
with a hardware kit, providing all accessories a technician needs to install the brake pads
on a vehicle. All of Advics’ aftermarket products are sold through Aisin World Corp. of
America, located in Torrance, Calif. All new SKUs from the product line expansion are
currently in stock at the at warehouses in Torrance and Nashville, Tenn.
www.advicsaftermarket.com

Crimper
Dayco has launched a crimper program for customers
in North America that stock hydraulic components.
The company’s new hydraulic crimper program helps
simplify the process of securing or upgrading to a new
crimper by providing a significant discount on three of the
most popular crimper models offered, Dayco said in a news
release. This special incentive program went into effect July 1 with
a specific minimum purchase of any combination of Dayco hydraulic
hoses and couplings. The latest edition is designed to introduce all industrial customers
to the benefits of using a premium Dayco crimper. Each crimper has a different capacity
and the minimum one-time buy will vary depending on model and specific crimping
needs. The hydraulic crimpers are customizable. They come with a choice of optional die
sets and storage box. All crimpers are fully adjustable with the use of a micrometer.

Console safe

Tuffy Security Products has introduced
a new console safe for 2021 Ford F-150s.
For models equipped with a full centre
console, the safe can be inserted into the
OEM console with no drilling required.
It maintains a stock look and utilizes the
companies exclusive Pry-Guard locking
system to enhance security. The safe is
manufactured of welded steel and features
a 10 tumbler double bitted lock for added
security. Truck owners will still have full
use of the USB and power outlets located
in the console. It also comes with a durable
black texture powder coat and allows for full
access to the factory accessory tray, armrest
and lid.
www.tuffyproducts.com

Flexible fuel line

www.dayco.com

OE hybrid parts
Continental is offering a range of OE-quality
electric motor parts for Asian, domestic
and European hybrid vehicle service. These
components were previously only available from
the OE dealer. But the its new offerings are exact
replacements for the original part, providing
vehicle specific fit, form, and function. They are designed to restore and maintain optimal
hybrid vehicle performance and reliability. Continental’s hybrid replacement parts line
includes hybrid battery cooling fans, inverter coolant pumps, hvac blower motors, and
engine cooling fan assemblies. Continental is offering 16 hybrid battery cooling fan part
numbers for direct replacement on Ford, GM, Honda, Hyundai, KIA, and Toyota hybrids
from 2003-2020. Its newest addition of hybrid inverter coolant pumps are available in five
part numbers for popular models of Ford Escape, Toyota Prius, and Lexus CT200h. With
an expanded line of more than 40 HVAC blower motors and more than 55 cooling fan
assemblies, the company offers coverage for Acura, Audi, Buick, Cadillac, Ford, Honda,
Hyundai, Infiniti, Lexus, Nissan, Porsche, and Toyota models from 2000-2021.
www.continentalaftermarket.com

Dorman Products announced the release of
upgraded, braided stainless steel, flexible fuel
lines designed for more than two million
Chevrolet and GMC trucks. The Dorman
OE FIX lines are braided stainless steel over
flexible PTFE tubing. They’re made to a
specific length for extended-cab GMC Sierra
and Chevy Silverado pickups, with new
brackets and factory connectors for a better
experience when installing. Dorman noted
that the flexibility of the hose makes it
easier to stock them on warehouse shelves
as they take up a fraction of the normal fuel
line footprint.
www.dormanproducts.com
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Tire Changer
Rotary has designed a new tire changer. The
R1200 Leverless Pro tire changer has new
features and is designed with automated
intuitive controls to help technicians reduce
repair time, boost their accuracy, and change
high-performance tires and rims more easily
and without causing damage. Features of
the tire changer include a quick-locking
and adjustable center post that offers three
different height options to work from, giving
operators added flexibility. Technicians can
easily select the height that works best for
each tire, helping to increase productivity
and improve efficiencies as well as reduce the chance of injuries. The
tire changer can handle wheel diameters from 10-30 inches, tire widths
of up to 19 inches, (depending on wheel offset) and a maximum tire
diameter of 47 inches. It also comes equipped with variable speed
control, which allows the operator to determine the rate of speed at
which the tire spins. Having slower spin speed options allows for more
control and helps avoid damage to specialty rims and tires.

Wheel speed sensors
ATE Wheel Speed Sensors
has expanded with 27 new
part numbers. The new
sensors, which provide
coverage for popular Asian
and European makes,
are genuine OE parts
and are manufactured by
Continental. The latest parts cover BMW, Honda, Jaguar, Land Rover,
Mercedes-Benz, Toyota, and Volvo vehicles. With the additional new
part numbers, the ATE OEM Wheel Speed Sensor line now features 205
sensors and delivers coverage for over 72.8 million VIO across the United
States and Canada. Designed to provide detection of rotational direction
for hill start assist and park assist systems, the sensors also provide wheel
speed inputs to ABS, TCS, and ESC control systems. The sensors are
made in the same ISO certified facilities as the sensors supplied to OEMs.
www.ate-na.com

www.boschautoparts.com

E-catalogue
Mahle Aftermarket’s new e-catalogue is
designed to offer access to the company’s
global portfolio of parts. Customers can
search and inquire about Mahle parts
in any region of the world. In what it
described as an easy-to-navigate online
platform, visitors can explore relevant
products available from Mahle based on
vehicle manufacturer, model, and type. The
aftermarket products are also segmented by specialty area for enhanced
functionality. The portal also includes a “smart” search engine to find
the best solution based on vehicle application. The e-catalogue is catered
to aftermarket users, distributors and technicians. It’s customized
to locate Mahle solutions based on vehicle brand and application,
including passenger car, commercial vehicle, light commercial vehicle
and power sports. Products are also categorized into seven key areas: air
conditioning, chemical products, driver cab/body structure, electrics,
specials tools, standard parts/consumables, and workshop equipment.

ADAS calibration
John Bean is showing how
performing advanced driver
assistance system (ADAS)
calibration with its Tru-Point
system can help increase
productivity and drive more
business to their shops in a new
video. Tru-Point lets shops validate if vehicles meet OEM alignment
specifications as well as proper target placement procedures. Realtime and visual target placement instructions streamline the ADAS
calibration process from start to finish and accurate, easy-to-read
reporting clearly identifies vehicle service needs. The new video,
entitled “Tru-Point ADAS Calibration System,” can be found on the
MyTru-Point.com dedicated website, as well as on the John Bean
YouTube channel.

Wheel bearings
GMB North American released 32 parts in
August, 28 of which were new wheel bearing
part numbers. The announcement covers the
2015 and newer Ford Escape, Edge, Expedition,
F-450, Focus, as well as 2016 and newer
Chevrolet Camaro, Cruze and Spark among
others. The new wheel bearings cover 40 million vehicles in operation
(VIO). The August announcement brings the total number of new
GMB auto parts released this year to 238. Its new releases include
water pumps, fuel pumps, timing belt tensioners and more. GMB
highlighted the high-pressure gasoline direct injection (GDI) fuel pump
as a noteworthy category. Released in May of this year, it is becoming
more prevalent in newer vehicles with drivers more interested in fuel
efficiency and meeting stricter emission standards.

www.rotarylift.com

First half release
Bosch released 455 automotive aftermarket parts in H1 2021.
The announcement was led by a full range product portfolio
of 385 relays, fuses and switches was announced. These
products cover a wide range of domestic, European and Asian
applications with multiple functions, voltage and amperage
options. In braking parts, 38 new products were released,
including the Bosch Police Pursuit brake pads and Bosch Blue
Disc Brake Pads. Five original equipment ignition coils were
released, along with six eXchange alternators. One new Bosch
EVO Spark Plug was released, as well as one rotating machine.
Another 17 new oxygen sensors were announced, along with two
specialty wipers. The announced releases cover 24 million vehicles in
North America.

www.mahle-aftermarket.com

www.mytru-point.com
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www.gmb.net

EV suspension, steering
Mevotech has released first-to-market complete front
end coverage for the Tesla Model S. The Torontobased company announced that replacement steering
and suspension parts are now available for the electric
vehicle. The new parts feature an anti-corrosion
coating for longer part service life, come with fastening
hardware included in the box for reduced installation time and offer exact
original equipment performance, the company said in an announcement.
Technicians can choose from Supreme ball joints, control arms, stabilizer
bar links, inner and outer tie rod ends for the over 250,000 2012 and
newer Tesla Model S vehicles in the United States and Canada. Mevotech’s
Supreme Chassis and Control Arm extended service life replacement
components are also available for plug-in hybrid vehicles, hybrid electric
vehicles and battery electric vehicles made by Chrysler, Ford, GM, Honda/
Acura, Hyundai/Kia, Mitsubishi, Nissan/Infiniti, Subaru, Toyota/Lexus,
Audi, BMW, and Volkswagen.
www.mevotech.com

Hub assemblies and
repair kits
The BCA product line was expanded
with 14 new SKUs added to the list at the end of July. The new parts expand
the coverage of BCA’s product line by adding new wheel hub assemblies
and wheel hub repair kits. These new products provide coverage for
popular, late-model, import and domestic applications. NTN, BCA’s parent
company, noted that the new releases were added because it is projecting
new demand for model years through 2020.
www.bcabearings.com

www.raybestos.com

Power Steering Pumps
PWR Steer Motion Control Systems
has announced the release of 13 new
power steering pumps. The new parts
are available for popular domestic
and import cars and light trucks. The
pumps, many of which are first-tomarket, deliver new coverage for over 29
models from Chrysler, Dodge, Ford, Hyundai, KIA, Ram, Toyota, and
Subaru. They and can serve 3.7 million vehicles in operation in the U.S.
and Canada. The pumps are installation ready, the company noted.
www.pwrsteer.com

ADVERTISER INDEX

Active grille shutter
Dorman Products announced the release of a
radiator shutter assembly, also known as an active
grille shutter. These are fitted for more than 1.5
million Ford trucks. Active grille shutters close to
restrict airflow through the grille when the engine doesn’t need to be cooled,
routing it around the vehicle, increasing aerodynamics and fuel efficiency.
Dorman now has 40 replacements in this category. The need for these items
is expected to increase in the coming years as more vehicles are released with
this new technology to meet increasingly stringent fuel efficiency standards.

www.dormanproducts.com

Wheel hub assembly
Mevotech had added wheel hub assemblies to its
TTX product line. Technicians can now choose
engineered steering suspension and wheel end
replacement components for complete repair solutions
when the new offerings are combined with he TTX chassis
and control arm program. According to its product flyer, rolling elements
and raceways are precision designed and matched for optimum performance
under high-heat and high-loading conditions. Multi-tiered defence against
contaminant intrusion is provided by an advanced quantum sealing system.
And harmful road grime and corrosion is guarded against through RepelTEK heavy-duty coating, which protects all surfaces and fastening hardware.
www.mevotech.com

Brake components
Raybestos has added to its
line of premium quality brake
components. Its parent company
First Brands Group announced
new part numbers for late model
passenger vehicles and last mile delivery vehicles in categories such
as brake pads, rotors, cables, master cylinders and wheel cylinders.
More than 100 new Raybestos part numbers are available for vehicle
applications ranging from economy to luxury, including Audi, BMW,
Cadillac, Chevrolet, Ford, GMC, Honda, Hyundai, Infiniti, MercedesBenz, Nissan, Subaru, Toyota and Volkswagen.

AIA Canada
www.aiacanada.com/asap.html............. ..... 25

Brake Parts Inc. – Raybestos
www.raybestos.com.......................... ....... 2
HotSpot
www.hotspotautoparts.com. ...................... 4
NAPA
www.napacanada.com. ...................... ...... 13
New World Friction
www.newworldfriction.com........................ 31
NGK Spark Plugs
ngksparkplugs.ca. . ................................ 32

Total Energies
www.totalenergies.ca........................ .. 10, 11
Turnkey Media Inc.
www.autoserviceworld.com................. ...... 21
Uline
www.uline.ca.................................. ..... 20
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YPA SPOTLIGHT

Jeff Austin

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 it’s YPA Spotlight Series where current members share their experiences, insights
and industry outlooks.
Name: Jeff Austin
Company: Uni-Select
Title: Regional Sales Director for Atlantic Canada
Number of years in the aftermarket: 4

Did you know you wanted to work in the automotive aftermarket?

When I was younger, I wanted to be an automotive technician. However, I
started my career at Costco where I held multiple management positions in
their stores. When the opportunity arose to join the automotive industry,
I jumped on it as cars and technology are certainly a passion of mine. In
the four years of being in the industry I have had the chance to meet some
highly talented individuals and learning experiences that have strengthened
my career exponentially, and for that I am grateful.

How long have you been part of the YPA
(formerly known as the yes committee)?

This is my first year with the organization and look forward to many more.

What does your participation in the YPA mean to you?
What would like to see us as a committee achieve in years to come?

To be a part of the YPA is a certainly a great opportunity to help develop
and grow the automotive aftermarket employee pool. The ability to talk
to students and show them the vast opportunities in the aftermarket
is certainly rewarding. Over the next few years, we hope to grow the
automotive aftermarket industry as whole and introduce the up and coming
stars to amazing career opportunities.

Have you had an industry mentor? If so, who and why?

To be able to identify just one mentor in the aftermarket is pretty difficult as
there have been many over the past four years. Our membership in Atlantic
Canada has some very strong entrepreneurs that have exponentially helped
my career growth, learning curve and it has helped position myself to better
understand their business needs and demands. Within Uni-Select I have
also met some great mentors across the nation that have helped build a solid
foundation to focus on growth and member service.

What advice would you give someone either starting in the industry
or looking to transition into the industry?

The industry is full of opportunities for those who seek it. No matter where
you end up in the aftermarket you will be surrounded by a strong support
group of people that want to see you succeed and grow.
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Launching
performance
to new heights.
For the the most advanced, high
ignitability spark plugs, ask for NGK.

THE IGNITION SPECIALIST
Find out more at ngksparkplugs.ca
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