
July 2010, Volume 8, Number 4, $5.95, www.autosphere.ca

PM
 4

00
14

10
5

Mike Wagg George Eisbrenner

Guts, Drive & Determination

two determined techs  
turn their business  
dreams into reality.



www.va lvo lin e .co m

More ASE-certified top mechanics use Valvoline in their own cars.*
Mechanics can use any oil they want. They choose the one with a proven 
reputation for quality, protection and a history of innovation. Valvoline.

Only one person works on his car. 

    And only one oil works in his engine.

100 YEARS UNDER THE HOOD.TM
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August 23
vast	Auto	Golf	Tournament
Lachute, Qc
Info: Simon Turcotte
& 514-955-3188 ext. 2266
z sturcotte@vastauto.com

August 29
NASCAR	Series
NaScar Nationwide Series
Gilles villeneuve circuit, Montreal, Qc
z www.circuitgillesvilleneuve.ca
z www.nascar.com 

September 14-15
Uni-Select	Expo-vente	
Hôtel des Seigneurs,
Saint-Hyacinthe, Qc
Info: France Savary
& 450-641-6948
z fsavary@uniselect.com 

September 19-22
Bestbuy	Buy	and	Sell
The Fairmont Banff Springs
Banff, alberta
& 403-762-2211
& Toll-Free 866 540-4406
z banffsprings@fairmont.com

September 24-25
Uni	Pro/Le	Specialiste	
Convention	
Hilton Hotel, Montreal, Qc
Info: Betty Binette
& 450-647-3637 ext. 1609
z bbinette@uniselect.com
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I t’s the same for those who have to man-
age working groups with a focus on profit-
ability.  I’m convinced that no shop owner 

aspires to have excellent relationships with 
his/her clients without having a closely-knit, 
competent team. It’s the starting point, the 
engine of every company poised to reach suc-
cess, whatever its field of activity is. It is thanks 
to this engine that the manager will be able to 
concentrate on creating strong trust relation-
ships with his/her clients while consolidating its 
providers network.  

Honesty first and above all 
But the game is not won for all that, because 
trust feeds itself and sometimes, it can be fra-
gile if it’s not regularly reinforced. Trust is said 
to be hard to win and easy to lose. Nothing is 
more true! Why? Because the term carries no-
tions that concern the moral sense and intrin-
sic values of individuals, the most important 
being honesty. 

Whether it is inside, with each of your employ-
ees or outside, providing services to your cus-
tomers, honesty is probably what contributes 
the most to relationships of trust, reciprocity 
and shared values. That’s how I describe this 
invisible cement. From then on, it’s important 
to work towards its development and preserva-
tion. It should motivate every move of every 
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member of an organization, especially the 
one who runs it. 

As a businessperson, I’ve had the oppor-
tunity to bring up the trust level within my 
company’s staff many times. Wages and work 
conditions are not the only factors. Other ac-
tions, such as awarding new responsibilities 
to a deserving employee or support another 
in his/her professional development, are just 
as praiseworthy. In the same way, eliminating 
the gray areas as much as possible in deci-
sion making or establishing greater clarity in 
processes are all ways to increase cohesion 
and trust. 

Outside the company, all this cementing work 
will have a direct impact on relationships with 
customers, providers, and even with partners. 
They will all feel the trust that drives each 
member of your organization. They will ap-
preciate the transparency, simplicity, preci-
sion and patience in your communications, 
so many attributes that are very compatible 
with competence and professionalism. 

The Invisible Cement of Trust 
“Trust is the invisible cement that makes a winning team.” I don’t know 
who said this. It could have been a journalist carried away by the quite 
remarkable performance of the Canadiens during the playoffs, quoting 
the team’s coach. “The players could rely on one another, each was doing 
his job and making a contribution to the team, so that trust was set up.” 
From a sporting perspective, he was absolutely right! 

editorial

FSc LoGo HErE (SoLISco’S JoB)
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Toll Free: 1-866-650-1700  I  Phone: (519) 650-1700  I  Fax: (519) 650-1608
info@ntaautomotive.com • www.ntaautomotive.com

Velocity Brake Shoes
•  Semi-metallic OE quality formula

•  100% asbestos free

•  Positive mold process

•  New steel shoes only

•  Both bonded and riveted

•  Installed pins and levers  
per OE specification

• Dyno and road tested for  
quality control



Ideal Supply Trade Show

Ideal Supply’s Trade Show had many people moving 
through the aisles looking for new products and 
great bargains amongst the 100+ NaPa suppliers in 
attendance.

Uni-Select Awards Night

ontario Division Uni-Select awards Night honoured 
Member achievers, Suppliers & Supplier reps… 
Gary o’connor, Uni-Select Executive vP; richard roy, 
President/cEo Uni-Select; Bruce Whyte, Federal-
Mogul; Dean clarke, Tenneco; Tom Yamaguchi,  
NGK canada, and Brad Thomas, NGK canada.

NAPA 5000 Rally

The winning team was from Quebec!

the	NaPa	5000	rally	organizing	committee	
announced	 that	 ten	 teams	had	applied	 for	 the	
second	edition	of	this	intense	mechanical	rally,	
but	only	five	teams	could	start!

this	 year,	 the	NaPa	500	rally	 committee	
let	 the	public	help	 select	 the	 teams	 to	 com-
plete	 in	 the	 rally	 that	 ran	 from	May	31st	 to	
June	13th.	 the	 teams	were	 the	Smoking	tur-
bots	 (atlantic	Provinces),	 the	Sainte	Gravelle	
(Quebec),	 the	401	Patrol	 (ontario),	 the	Prairie	
dogs	 (Prairies)	 and	 the	Pacific	rims	 (British	
Colombia).	 to	 vote,	 everyone	who	wished	 to	
register	as	a	supporter	did	so	on	 the	web	site:		
http://www.rallyenapa5000.ca/p4/en/index.php.

By	participating	 in	 the	 favourite	 team	selec-
tion,	 each	 fan	 increased	 his	 chance	 to	win.	
Prizes	 totalling	 $15,000,	 were	 drawn	 from	
those	registered.

the 	 r a l l y ’s 	 web i sodes 	 a i r ed 	 da i l y	
June	 6 th	 through	 July	 13th	 2010	 on:	
http://www.rallyenapa5000.ca/p4/en/index.php.

Two New Bestbuy Business 
Development Managers  

Bestbuy	 distributors’	 National	 director	 of	
Sales	 and	Marketing,	Kim	Bishop	announced	
the	appointment	of	two	seasoned	veterans	to	its	
sales	team:	Steve	McGarrity,	Business	develop-

ment	Manager	 for	atlan-
tic	Canada,	and	Kennedy	
Costa,	Business	develop-
ment	Manager	for	ontario.

“ We ’ r e 	 e x t r e m e l y	
pleased	with	 these	 addi-
tions	 to	our	business	de-
velopment	team	to	better	
service	 our	 customers.	
Kennedy	 and	 Steve	 will	
be	 vital	 in	 strengthening	
Bestbuy’s	 presence	 in	
the	Canadian	 automotive	
af termarket ,” 	 s tated	
Bishop.

Costa	 and	 McGarrity	
bring	 many	 years	 of	 ex-
perience	 to	 their	 pos-
itions.	 McGarrity	 served	

for	 the	 past	 twenty-two	 years	 as	 atlantic	
Canada	 district	 Manager	 for	 a	 major	 belt	
and	hose	manufacturer,	while	Costa	was	the	
Business	 development	 Manager	 for	 another	
national	 auto	 parts	 distributor.	 Both	 new	
managers	will	report	directly	to	Kim	Bishop.

iNduStry	NeWS

Advantages of being a network member
2 Unlimited web access to the solutions

database and to the web tools
(max of 4 technicians)

2 Unlimited web access to the Training and
Technical Bulletins

2 Reception of a weekly Technical Bulletin
2 Reception of a bi-monthly Training Bulletin
2 Work Orders available with recommended

tests and possible causes
2 Solutions sharing on the web

Technical support
Sign up and we will help you
2 To find fast and effective solutions
2 To increase the efficiency and to help

save time and money

$45 (unlimited calling until case is solved)

On demand support

PLATINUM NETWORK MEMBER 2 30 PHONE CASE STUDIES $800 / YEAR
SILVER NETWORK MEMBER 2 10 PHONE CASE STUDIES $500 / YEAR
BRONZE NETWORK MEMBER 2 1 PHONE CASE STUDIE $300 / YEAR

Get information about our plans

1 866 430-6233 514-278-6233
administration@obd3solutions.com

WWW.OBD3SOLUTIONS.COM

KNOWLEDGE SHARING NETWORK

19421 - OBD3_Annonce_Ang:Layout 1  1/27/10  10:43 AM  Page 1

Kennedy costa

Steve McGarrity



Tenneco’s Technology Tour  
and Ride-and-Drive

the	 Technology Tour	 and	 Ride-and-Drive	
program	 enables	 technicians	 to	 experi-
ence	 the	 ride	 and	 handling	 differences	 in	
popular	 late-model	 vehicles	 equipped	 with	
new	 ride	 control	 components	 and	 identical	
vehicles	fitted	with	worn	shocks	and	struts.	
this	 interactive	 experience	 includes	 the	
fleet	 of	 test	 vehicles,	 a	 specially	 designed	
test	track,	a	training	area	for	detailed	diag-
nostic	 instruction,	 and	 a	 broad	 range	 of	
technical	displays.

Monroe’s	 aSe	 Master-certified	 instructors	
help	participants	learn	how	to	explain	to	con-
sumers	the	value	of	ride	control	replacement.	
other	 technical	 content	 covers	 exhaust	 and	
emission	 control	 services,	 including	 oppor-
tunities	 in	 the	performance	exhaust	category.	
Between	 tour	 stops	 and	 throughout	 the	 year,	
Monroe	 field	 training	professionals	 and	 sales	
team	members	provide	on-site	technical	edu-
cation	in	hundreds	of	additional	locations	like	
automotive	technical	schools	and	a	variety	of	
industry	events.

the	Tour stopped	 at	Seneca	College	 in	to-
ronto,	 ontario,	 on	 June	 16tha	 and	 approxi-
mately	140	service	providers	and	technicians	
attended	 the	 event.	 the	 90-minute	 confer-
ence	 was	 presented	 by	 tenneco’s	 main	 in-
structor:	 Sidney	 Gay,	 before	 heading	 to	 the	
parking	 lot	 for	 the	Safety Triangle	 portion	 of	
the	 event	 to	 understand	 firsthand	 that	 good	
condition	of	shocks	and	struts	is	important.	

the	tenneco	tech	tour	and	ride-and-drive	
will	make	two	more	stops	in	Canada,	the	first	
one	was	in	St.	John’s,	Newfoundland	on	June	
24th	 and	 the	 second	will	 be	 on	 September	
8th	in	Moncton,	New	Brunswick.

 
 
Wells Launch Vehicle 
Electronics 

Wells	Manufacturing’s	 new	brand	 and	 cor-
porate	 identification	-	Wells	Vehicle	electron-
ics	–	offers	advanced	ignition,	emissions,	fuel	
system,	 engine	 management,	 etc.,	 for	 the	
replacement	parts/service	industry.

eight	key	characteristics	differentiate	Wells:	
exceptional	product	quality;	market-leading	cover-
age;	consistently	high	availability/order	fill;	world-
class	engineering;	 innovative	solutions/oe	design	
improvements;	service	before,	during,	after	 the	
sale;	technical,	customer	and	sales	support.

Contact	 your	 Wells	 distributor,	 or	 visit		
www.wellsVE.com.	

Shad’s R&R’s Fundraiser for 
Muscular Dystrophy

the	37th	Shad’s	r	&	r	 for	Muscular	dys-
trophy	 was	 held	 last	 month	 on	 June	 10th	
at	 Station	 Creek	 Golf	 Club	 in	 Stouffville,	
ontario.	 a	 record	 number	 of	 236	 attendees	
participated	in	the	golf	scramble	format,	and	
254	attended	the	dinner	following	the	golf.

a	 cheque	 for	 $125,000	was	 presented	by	
Shad’s	r	&	r	Board	of	directors

to	 Catherine	 Sherrard,	 Ceo	 of	 Muscular	
dystrophy	 Canada.	 alex	 Harold,	 who	 has	
duchenne’s	 Muscular	 dystrophy	 stole	 the	
show	 with	 his	 from	 the	 heart	 after	 dinner	
comments.	 His	 parents,	 tony	 &	 Janice	 ac-
companied	alex	to	the	event	and	he	received	
a	 long	 standing	 ovation	 at	 the	 end	 of	 his	
presentation.

the	 date	 for	 Shad’s	 in	 2011	 is	 thursday,	
June	9th;	 so	 plug	 it	 into	 your	 planning	 cal-
endars	now.

the	 Board	 of	 directors	 wish	 to	 thank	 all	
their	 sponsors	 and	 supporters	 of	Shad’s	r	&	
r,	as	their	cumulative	donation	total	has	now	
surpassed	$3.6	million.

Valvoline and Lubrizol Win 
SAE E2T Award 

Valvoline	 and	 lubrizol	 together	 won	 the	
Sae	 environmental	 excellence	 in	 transpor-
tation	award	(e2t),	thanks	to	three	years	of	
technical	teamwork	in	order	to	demonstrate	
the	environmental	benefits	of	Valvoline	mo-
tor	 oil	 used	with	 lubrizol’s	 	HyperZdP	 sys-
tem.	 among	 others,	 these	 benefits	 are	 a	
longer-lasting	 catalytic	 converter,	 and	 re-
duction	of	harmful	emissions.	Winners	were	
announced	at	 the	Sae	World	Congress	held	
in	detroit,	Michigan.	

1 L

1 800 463-4001
info@hall-chem.com

RAD PRO 
LONG LIFE

3.7 L3.7 L

RAD 3000 
UNIVERSAL

Universal anti-freeze.

2-YEAR/80,000 KM
SCA Precharged

RAD GOLD 
GLOBAL

OUR PRODUCTS MEET THE 
REQUIREMENTS OF ALL VEHICLE 

MAKES AND MODELS ON THE 
MARKET TODAY

THE 
PREFERRED 

CHOICE

Long life anti-freeze.

High performance long life 
anti-freeze compatible with 
all anti-freeze on the market.

WITH

5-YEAR/250,000 KM
SCA Precharged

5-YEAR/250,000 KM
SCA Precharged
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2010 Timing Belt Installation Manual
Gates	 has	 introduced	 the	 2010	 autodata®	 timing	 Belt	 installa-

tion	Manual.	autodata	was	chosen	by	Gates	because	of	 the	accurate	
instructions,	detailed	graphics	and	additional	 information	provided	 in	
this	992	page	manual.	the	information	is	so	good	that	Gates	include	
autodata’s	 instructions	 in	 their	 tCK’s	 (timing	Component	Kits)	 and	
tCKWP’s	(timing	Component	Kits	with	Water	Pumps).	

this	detailed	manual	includes:
•	installation	instructions	for	vehicles	from	1995-2010
•	Serpentine	belt	routing	diagrams
•	recommended	timing	belt	mileage	replacement	intervals
•	inspection	and	troubleshooting	tips
•	labour	times
Contact	 your	 local	 Gates	 representative	 or	 Gates	 order	 Service		

(519-759-4141	ext.	3360)	to	acquire	a	copy.

 
 
 
 
 
 
Stop Premature Power  
Steering System Failure

debris	is	a	major	cause	of	steering	system	failure.	it	can	cause	a	lot	
of	 damage,	 for	 instance—it	 can	 erode	 internal	 components	 and	 clog	
orifices	and	valving	of	the	power	steering	pump	and	gear.	CardoNe’s	
MagnaPure	in-line	Power	Steering	Filters	can	prevent	this.

installation	of	a	CardoNe	MagnaPure	in-line	Filter	upgrades	their	
standard	reman	power	steering	pump	warranty	to	limited	lifetime.

the	filters	 feature	 patented	by-pass	 filtration	 technology	 to	 ensure	
power	 steering	 system	 longevity;	 they	 fit	 all	 3/8”	 hose	 applications	
and	a	service	interval	sticker	is	included.	each	filter	is	constructed	of	
high-grade	 aluminum,	 traps	debris	with	 a	 serviceable	magnetic	 filter	
element	and	only	requires	1”	of	space	to	install.	www.cardone.com

PlastiKote Delivers  
Perfect Finish

t h e 	 n e w 	 P l a s t i K o t e 	 b r a n d 	 o f	
innovat ive	 paint 	 and	 automotive	
touch-up	 products	 is	 available–a	 line	
that	 consists	 of	 enhanced	 product	
formulations	 specially	 designed	 for	 a	
professional,	flawless	finish.	

With	its	new	and	improved	formula-
tions,	a	sleek	and	bold	 look	to	 reflect	
the	 premium	 quality	 line	 of	 prod-
ucts	 and	 a	 commitment	 to	 providing	
first-class	 customer	 service,	 the	 new	
PlastiKote	 promises	 to	 provide	 the		
Perfect	Finish™	every	time.

this	 new	 program	 is	 highly	 innova-
tive,	 utilizes	 modern	 paint	 technolo-
gies	and	 is	positioned	 to	provide	clar-
ity	and	confidence	to	the	end	user.

For	more	 information,	ask	your	PlastiKote	
representative	or	visit www.PlastiKote.com.	

Very Broad Range of Diagnostic  
Test & Service Equipment 

Bosch	 offers	 an	 array	 of	 diagnostic	 test	 and	 service	 equipment	 for	
domestic,	asian,	and	european	vehicles.

For	 engine	 and	electronic	 systems,	 the	diagnostic	 tools	 range	 from	
simple	 digital	multimeters	 and	 battery	 testers	 to	 full-featured	 diag-
nostic	 consoles.	 they’re	 supported	 by	Bosch’s	 exclusive	 eSi[tronic]	
software	package	which	provides	extraordinarily	detailed	technical	info	
&	data	that’s	country/region	selectable.

in	 Wheel	 Service	 equipment,	 Bosch	 offers	 wheel	 alignment	 and	
wheel	 balancing	 equipment	 for	 light,	 medium,	 and	 heavy-duty	
vehicles.	 this	 equipment	will	 accommodate	wheel	 sizes	 up	 to	 26”	
diameter,	20”	width,	and	weighing	as	much	as	154	lbs.	

For	 brake	 service,	 shops	 can	 choose	 from	 on-car	 or	 off-car	 brake	
lathes	available.	Choose	from	a	variety	of	models	for	a	lathe	that	best	
suits	your	business	volume	and	types	of	vehicles	you’re	servicing.

all	Bosch	diagnostics	 products	 are	 supported	by	 a	 comprehensive	
program	 including	 technical	 data,	 hands-on	 training,	 and	 software	
support	where	 appropriate.	 talk	 to	 your	Bosch	 representative	 for	 all	
the	information.

New	Products
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F errari was also on hand as they 
have approved the new Pennzoil 
Ultra engine oil with its new Hyper 

Cleansing Technology, as the only recom-
mended oil for all Ferrari engines in North 
America. The SAE 5W-40 and 10W-60 
grades of the Pennzoil Ultra were tested 
and designed to clean and protect Ferrari 
engines.

“Ferrari engines are designed to develop 
high horse power at high revolutions. 
Therefore we recommend the use of the 
new Pennzoil Ultra,” said Jean-Jacques 
His, Ferrari chief engine designer. Because 
of its technical partnership with Ferrari, 
Shell was able to test its new Pennzoil 
Ultra and surpass the most rigorous 
standards. 

As Pennzoil stated, the new Hyper 
Cleansing Technology was designed to 
surpass the most demanding quality stan-
dard in the industry… a demand such 
as the Canadian GP race. It will keep an 
engine as clean as when it came out of 

the factory. “At Pennzoil, we know that 
an engine is at its maximum state of per-
formance the day it leaves the factory,” 
said Debbie Van Schalkwyk, Global Brand 
manager. 

Automotives manufacturers create 
and build engines in ex-

tremely clean work-
shops to avoid the 
presence of dust, 
debris and humid-
ity that in the long 
term could damage 
and interfere with 
the maximum out-
put of an engine. “As 
an engine oil manu-
facturer, we mon-
itor the build up of 

carbon deposit in engines more and more, 
which is very damaging for the perform-
ance and life of an engine,” added Robert 
Sutherland, director of technology for 
Pennzoil. 

The Pennzoil Ultra engine oil helps 
prevent and remove existing carbon de-
posits. Engines of today have tolerances 
that are thousands of an inch and must 
function at very high temperatures, so 
a slight deposit of carbon would cre-
ate a loss of performance and reduce 
engine life.

On surpassing the existing norms of auto-
motive manufacturers in terms of cleanli-
ness, the new Pennzoil Ultra has exceeded 
the GF-5 norm. This oil will be available in 
Canada this fall. 

New Product

Pennzoil Launches A New  
Synthetic Motor Oil
Prior	to	the	running	of	the	Canadian	Gran	Prix	in	Montreal	last	month,	Pennzoil	
introduced	its	new	synthetic	motor	oil—Pennzoil	ultra—to	the	automotive	press.

Jean-Sébastien Sauriol  
jssauriol@circuiticar.com

amanda Li - Pennzoil canadian Marketing Manager 
robert Sutherland - Director of Pennzoil Technology 

Debbie van Schalkwyk - Pennzoil Global Director

Jean-Sébastien Sauriol has been a professional driver for over 20 years and instructing 
for over 10 years. He also assists automotive manufacturers with new models and 

products. He is the chief instructor at circuit Icar/academy Jacques villeneuve. 
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B esides awards, there were four in-
teresting subjects on the agenda, 
presented by Don Bell, former vice 

president of WestJet, Ryan Robinson of 
J.D. Power, Jim Allworth from RBC, and Andrew 
Ramlo from the Urban Futures Institute.

Their topics: the importance of corporate 
culture, the hyper competition in auto-
motive services, the present and future of 
the Canadian economy, and the impact of 
an aging population. 

Behind Success
Don Bell, career pilot, showed, in an 
astounding way, that the key to WestJet’s 

big success was founded on barrier-free 
communication between everyone, and on 
self-management skills.

The ingredients of success are the following: 
a passion for your job, a smile, a deep com-
mitment, a warm reception for your clients, 
visual contact, careful listening, thank them 
using their name, and be able to apologize.

Compromises Forbidden
Likewise, Ryan Robinson, for his part, 
explained how it has become crucial for 

technicians to never lose sight of the fact 
that customers appreciate satisfaction, as 
proven by surveys. 

To show high-level professionalism when 
drivers are more and more well-informed 
and demanding is a golden rule that 
leaves no room for compromise. 

The maintenance turn 
Moving in influential circles of the econ-
omy, Jim Allworth confirmed—with a lot 
of data—that the growth phenomenon 
behind the wealth of our societies is a 
thing of the past. 

We can deduce that the fact we went from 
overconsumption to underconsumption 
encourages people outright to be more 
economical, and to think more about 
maintaining their vehicles.

Other Times, Other Solutions 
To these findings, add those of Andrew 
Ramlo, concerning the major phenom-
enon of a quickly aging population, which 
is breaking up conventional structures. 

The asset availability of pensioners, com-
bined with a pronounced shortage of staff, 
force companies to offer partial work sched-
ules and to compensate by hiring contract 
workers. Other times, other solutions. 

Moreover, the event was the occasion to of-
ficially announce the undertaking by AIA of 
the I-CAR program, with Andrew Shepherd 
in charge as Auto Body Training Manager.

aftermarket conference for Executives

Facts and solutions
in	late	april,	the	Aftermarket Conference for Executives,	held	in	Montreal	by	
AIA Canada,	had	another	substantial	program	for	its	attendees.

Guy	O’Bomsawin		
guy.obomsawin@autosphere.ca

Don Bell

60 Years
AIA Canada also celebrated member 
Federal-Mogul Canada’s 60th year anniversary, 
by presenting Brad Shaddick, National Sales 
Manager, with a plaque.
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With this honour, AIA Canada salutes 
John’s professional approach as well as 
his decisive and exceptional contribution 
to the 10-year campaign run by his organ-
ization about the Right to Repair cause. 

The edifying career of the man who was 
Chairman of the Board of Directors in 
2006-2007 is tinged with exemplary pro-
fessionalism, innovation and vision. 

Five years after he qualified as a Class 
A technician, he opened Cochrane 

Automotive in Etobicoke, Ontario in 1972, 
a shop specializing in advanced electron-
ics and computerized diagnosis. 

His constant concern about being in touch 
with what is going on, later led him to 
offer updating and improvement training, 
so that technicians would be ready to 
tackle 21st century technologies. 

Former instructor in  General  Motors’ 

ACDelco Division, John Cochrane, who is 
still President of his company, also played 
a prominent role in the availability of 
Lindertech training. 

He is presently a member of ACDelco’s 

Advisory Committee, CAA/AARS’ Advisory 
Committee, NASTF’s Working Group on 
Automotive Service, and he sits on the 
Government Relations Committee as well as 
the Automotive Service Providers Association. 

Éric, who has been part of the Young 

Executive Society Committee since 2008, 
distinguished himself by his high standards 
on both the professional and personal level, 
and by the fact that he is firmly convinced of 
the importance of training.

CARQUEST  recently appointed him 
Regional Manager, with the respon-
sibility of supervising 13 stores in the 
Toronto Region, which number a total 
workforce of 110 people. He previously 
held the position of Financial Manager 

for Ontario and Eastern Canada, and 
took part in the company’s merging and 
acquisition operations. 

Éric had previously been Executive 
Manager at General Parts US, and Assistant 
at BASF France, in a special project of cen-
tral buying for the Paris Distribution Centre. 
Presently doing a master’s degree at the 
Wilfrid Laurier University, he also is an 
UQAM Bachelor in Business Management, 
Management Accounting, and a Certified 
Management Accountant.  

According to Linda Donnini, President of 
the Young Executive Society, Éric embod-
ies all the qualities associated with the 
Award, whether it is by his contribution 
to the company or his dynamism within 
the AIA. 

The Young Executive of  the Year Award 

was created in 2007 to honour those 
who innovate and have a remarkable 
influence in their professional and social 
environment, as well as in the after-
market. 

John cochrane

2010 Distinguished Service Award 
the	Aftermarket Conference for Executives	opened	
with	the	presentation	of	the	Distinguished Service 
Award	to	John	Cochrane.	

Éric Boutin

Young Executive of the Year 
during	the	same	event,	AIA Canada’s Young Executive	
Society	(yeS)	honoured	Éric	Boutin,	from	CARQUEST 
Canada,	with	the	Young Executive of the Year Award.

John Watt, outgoing chairman of aIa canada’s  
Board of Directors, John cochrane, and  

Brad Morris, current chairman of the organization

Marc Brazeau, President of AIA Canada, Eric Boutin, and Brad 
Morris, chairman of AIA Canada’s Board of Directors.  

Happy as an Oscar-winner, John Cochrane sent 
out a clear message about the need to take up 
new challenges, which are primarily related to an 
exponential technological development. 

Besides continuous training, the change towards 
preventive maintenance based on systematic 
inspections, manufacturers’ recommendations 
and appropriate equipment, should be markedly 
increased.  

In the same way, we will have to make sure that 
replacement parts are perfectly adequate, and insist 
that governments impose, for safety purposes, annual 
inspections. 

We are light-years from seasonal maintenance and 
parts replacements as well as from oil changes 
every 5,000 km. Besides, it is now time for new 
generations of vehicles, he said. 
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Leader Profile

Pursuit of Excellence
as	the	head	of	NoCo	in	Canada,	Philippa	Sutcliffe	is	taking	the	lead	as	her		
company	pursues	a	vision	of	excellence.

T he recent oil disaster in the Gulf of 
Mexico has focused the world’s atten-
tion on the importance of protocols, 

standards and safety guidelines. Now, more 
than ever, corporations need to be genuine-
ly concerned about the people and places 
their business activities effect. Cutting cor-
ners and taking shortcuts in the name of 
corporate profits is not an acceptable al-
ternative to responsible business practices.

Long before the Gulf oil disaster, Philippa 
Sutcliffe, General Manager of NOCO 
Lubricants Company, had initiated a com-
pany-wide effort to continuously raise the 
bar on the way NOCO does business. This 
quest for excellence covers both the qual-
ity of the products NOCO sells, as well as 
the quality of the services NOCO offers.

“We are the largest Imperial Oil distributor, 
and Imperial is part of the Exxon Mobil 
family,” Sutcliffe explains. “Exxon Mobil 
really does have very strong business eth-
ics. They set the 
stage with their 
business controls 
and operations, and 
that philosophy and 
their way of doing 
business is what fil-
ters down to us. As 
their largest distributor we have to abide by 
their strong business principles, and since 
excellence is what they strive for, that is 
what we are constantly striving for as well.”

Excellence is a must
As the head of NOCO in Canada, Sutcliffe 
says she is “constantly striving for excel-
lence. And although it may be difficult at 
times, excellence is a must.”

The pursuit of excellence touches all as-
pects of the way NOCO conducts busi-
ness, including product, processes, de-
livery times, safety, etc. “Everything is 
important to Imperial Oil, and thus we, as 
a distributor, are following their very high 
standards and guidelines,” Sutcliffe adds.

This comprehensive approach to business 
excellence has im-
pacted the way 
Sutcliffe runs her 
Etobicoke, Ontario 
office. “We guaran-
tee next day deliv-
ery,” she says, “but 
in order to be able 

to do so, we have to have the processes 
and proper managers in place to ensure 
that we can live up to our customers’ 
expectations, deliver on our promises, as 
well as live up to Exxon Mobil’s expecta-
tions of excellence.”

Safety is also important, and that’s why 
Sutcliffe makes sure NOCO has an active 
safety committee that conducts risk 

assessments and makes recommendations. 
“We always had a safety committee, but with 
the new standards of excellence in place we 
focus on safety even more now,” she adds.

Team effort
Even NOCO’s truck drivers have to abide 
by the new standards of excellence. “We’ve 
brought in a system where we can actually 
see where our drivers were during their 
day, how fast they were driving, where 
they stopped, etc.,” Sutcliffe says. “It’s very 
important for us to make sure that our 
drivers are respecting the rules of the road, 
and we’re watching to make sure they are 
operating cautiously and within the law.”

While the road to excellence may have 
bumps and imperfections, with Sutcliffe 
leading the way, she and her entire NOCO 
team have embraced the new standards. 
“Overall, the reaction from our staff has 
been very positive,” she admits. “We’re 
seeing a positive team approach because 
everyone sees the importance of protocols, 
standards and safety guidelines, and every-
one is pursuing our vision of excellence.”  

Jack Kazmierski  
jack.kazmierski@autosphere.ca
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Philippa Sutcliffe, General Manager of Noco Lubricants company

“We’re seeing a positive team approach 
because everyone sees the importance 

of protocols, standards and safety 
guidelines, and everyone is pursuing our 
vision of excellence.” – Philippa Sutcliffe
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T he traditional road to success follows 
a predictable path with scheduled 
stops at predetermined milestones 

including a formal business education, a 
thorough business plan, and a large start-
up loan from the bank.

But what if you don’t have a degree in eco-
nomics, have never put together a busi-
ness plan, and don’t have a big bank back-
ing your business venture? Could you, as 
an automotive tech, go into business for 
yourself, or are you destined to live out 
the rest of your days under a hoist?

If we could go back in time to ask Mike 
Wagg and George Eisbrenner, co-owners 
of the Auto Clinic in Flamborough, Ontario 
whether they thought they could ever be 
in business for themselves, they would 
likely have said no. Yet today, they run a 
very successful shop.

With annual sales of over $2 million, the 
Auto Clinic boasts 11 bays, six full-time 
techs, and the shop currently employs 
both Wagg, Eisbrenner, their respective 
wives, and a number of other employ-
ees. “If you asked us five years ago if we 
thought we could ever own a place this big 
we never would have thought it possible,” 
Wagg admits. “But you never know where 
life is going to take you.”

Neither Wagg or Eisbrenner have the 
benefit of a formal business education, 
they’ve never had to write a business plan, 
and they financed their venture with very 
little borrowed money. But what they lack 
in the traditional sense of a business plan, 
they more than made up for with their 
guts, drive and determination.

Accidental businessmen
The road that led Wagg and Eisbrenner 
to their current business success was 
paved with serendipity as well as courage. 
“George and I both worked for the same 
employer for over 13 years,” Wagg recalls. 
“He owned the building we are now in, and 
while George ran the business for him, I 
worked for the same businessman, but 
at another shop nearby. When this busi-
nessman decided to close the shop I was 
working at, and invited me to work for him 
at the shop George was running, I didn’t 
like the idea because I felt as though this 
would have been a move backwards for 
my career.”

Wagg’s desire to move forward was 
enough to inspire him to start dreaming 
of business ownership. “I told George that 
we should both leave and start our own 

business,” Wagg says, “and that’s exact-
ly what we did. We didn’t have a master 

business plan, we weren’t businessmen, 
but we figured we could pull it off.”

In retrospect, Wagg and Eisbrenner were 
absolutely right. They could pull it off on 
their own, and they were able to make a 
success of their business venture. Then, 
one day, they decided they wanted even 
more.

“We started a shop, ran it for five years, 
but when our lease was coming up for 
renewal, we decided we wanted a bigger 
shop,” Wagg says.

When Wagg and Eisbrenner found out 
that their former employer wanted to sell 
his business and retire, they jumped on 
the opportunity, bought his place, and 
moved their business back to the building 
they used to call home.

“It’s kind of weird,” Wagg admits. “We 
started out here, we left, and then we 
came back. Only now, we own the place.”

Their newly-acquired facility couldn’t 
have been better suited to the needs of 
their growing business, especially since 
both Wagg and Eisbrenner had a hand in 

CoVer	PaGe	ProFile

cover Story

Just Do It!
driven	by	a	desire	to	
own	a	business,	rather	
than	work	for	one,	
Mike	Wagg	and	George	
eisbrenner	have	turned	an	
automotive	tech’s	dream	
into	a	business	reality.

Jack Kazmierski  
jack.kazmierski@autosphere.ca

Mike Wagg, co-owner of the auto clinic

“if you asked us five years ago if we 
thought we could ever own a place this 

big we never would have thought it 
possible.” – mike Wagg
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designing the layout of the building more 
than 21 years ago. “We engineered this 
shop originally and designed the layout,” 
Eisbrenner adds, “so it’s basically exactly 
what we wanted.”

Wagg agrees. “The shop we started our 
business in - the shop we were renting 
- was originally a fruit market. We con-
verted it into an automotive shop and 
made it work, but it was never as product-
ive as it should have been because it was 
difficult to get all the cars we wanted in 
and out of the shop when necessary. The 
building we now own, on the other hand, 
is perfect.”

Sound advice
Any automotive tech considering a move 
from the bays into the office would benefit 
from the experience Wagg and Eisbrenner 
gained over the years.

For starters, they learned that owning a 
place isn’t necessarily more expensive 
than renting a shop. In fact, the mortgage 
payments they currently make on their 
very large property are actually smaller 
than the rent they used to pay for their 
“fruit market” facility.

And although they didn’t have a formal 
business education, the lack of a busi-
ness degree didn’t come between them 
and their dreams. “We got the training we 
needed through NAPA, (Waterdown Auto 
Parts – NAPA Associate)” Eisbrenner says. 
“NAPA PROShop & the NAPA AUTOPRO 

network showed us what we needed to 
know in order to successfully run our own 
business.”

Solid footings
Wagg and Eisbrenner were well positioned 
for success right from the start. “We had 
the perfect scenario,” Wagg admits. 
“When we left our former employer to 
start our own business, we took half the 
customers with us, and when we came 
back, the half that didn’t go with us origin-
ally were still here and they remembered 
us from before. That’s perhaps a unique 
scenario that not all other techs going 
into business for themselves will be able 
to benefit from.”

Customers are only part of the overall 
picture of success. “You need the business 
training, the customers, the employees, 
and the location,” Eisbrenner says, “but 
most of all you need the guts in order to 
make that leap of faith and convince your-
self that you will succeed.”

Eisbrenner also believes that the right 
business partners makes all the difference 
both with external suppliers and in-house 
relationships. “If Mike hadn’t approached 
me with the idea of starting our own shop, 
I don’t think I would have taken such a big 
step on my own. I’m ten years his senior, 
and that’s a big leap of faith to take on 
your own at my age.”

Running a business is not as easy as fixing 
vehicles, and if you’re going to succeed as a 
business owner, you really need to rethink 
your role in the shop. “As an owner you can’t 
work in the business,” Wagg says. “Instead, 
you have to work on the business. You can’t 
fix cars because you have to be doing what-
ever it takes to keep the company running. 
It just isn’t possible to do both.”

Eisbrenner agrees. “When we started we 
didn’t have that business mentality. When 
you’ve been pushing wrenches all your life, 
it’s hard to get out of that mindset and get 
into the business mindset.”

Having endured the good times and the 
bad (including a deep recession), Wagg 
and Eisbrenner are very happy with the 
decision they made years ago to start a 
shop of their own. Running a business 
isn’t easy, but it certainly is rewarding.

Automotive techs contemplating the 
move to business ownership might 
want to consider Eisbrenner’s words 
of advice - something he learned 
years ago. “Don’t be afraid to take a 
chance,” he says. “Just do it.” 

George Eisbrenner, co-owner of the auto clinic

Wagg and Eisbrenner with the auto clinic staff

“When you’ve been pushing wrenches 
all your life, it’s hard to get out of that 

mindset and get into the business 
mindset.” – George eisbrenner
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W e’re going to discuss some types 
of vehicle filters and we’ll start 
with the air filter. That’s one that 

used to be very easy to replace… not so 
today. In fact, in some vehicles it takes 
about a half-hour just to 
remove it! This is because 
it is inside the fuel injection 
system—automakers don’t 
make things easy anymore 
for the independent repair 
shop. And we all know why! 
When replacing it, make 
sure you install it the way 
it was. It needs to be re-
placed at different intervals 
depending on the roads you 
drive—dirt or highway.

Filter classification
A filter is classified by the 
number of microns it con-
tains—the air filter is differ-
ent from the gas filter and so 
on. In addition, the number 
of microns changes accord-
ing to the price of the unit: 
Brand A (OE/premium filter) 
costs a lot more than Brand 
X (white box). The type of fil-
ter paper used is also differ-
ent according to price. Cheap 
filters are not the way to go 
when replacing one for your customer, if you 
want to have his return business. 

Cabin filter
I know that a lot of technicians do not 
realize that most vehicles from 1995 on 
have cabin filters and need replacing as 

well, again depending on the roads being 
driven on. This one is fairly easy to re-
place—most are in the dashboard behind 
the glove box. Watch the intervals for this 
filter because of the roads. 

Fuel filter

The fuel/gas filter with carbureted en-
gines was easy and cheap to replace—
every tune-up was the appropriate 
time to replace it! Vehicles then had 
steel fuel tanks that could rust; now 

they are sophisticated plastic ones 
which don’t rust. Today the fuel filter 
is mainly found on the fuel line. When 
the vehicle has a module fuel pump 
(i.e. Dodge), the filter will be found 

on the pump. The fuel 
f i lter can be expensive 
on these vehicles, espe-
cially if it has never been 
taken off (as in 5 years, 
fo r  example ) .  Bear  in 
mind, you can change just 
the filter… you don’t al-
ways need to change the 
pump, too! The electric 
pump has a strainer in 
the tank. If you are going 
to change the pump, be 
sure to clean the tank as 
well. 

R e m e m b e r  t o o ,  t h a t 
some fuel injectors have 
strainers—don’t  forget 
to check them out. The 
evaporator system has 
filters as well, and they 
could need replacing at 
the same time.

In addition…
The best way to ‘sell’ a filter 
to your customer is to follow 

the Owner’s Service Manual. This booklet 
tells you the time or kilometres driven 
as to when the various filters should be 
changed. Show your customers these sug-
gestions… they’ll understand that you’re 
not trying to sell them something they 
don’t need.  

Filters, Filters, Filters

When a Change Is Good
Filters	are	an	integral	part	of	vehicles	today.	they	come	in	different	shapes	and	sizes,	not	to	

mention	different	locations	throughout	the	vehicle.	Filters	need	regular	maintenance,	too,	so	

let’s	take	a	look	at	some	of	them.

Pierre	Bissonnette		
pierrebissonnettejr@sympatico.ca

Pierre Bissonnette was the technical instructor for a major aftermarket manufacturer. 
He holds a teaching certificate in andragogy – which is the art and science of helping 

adults, whose general education has been cut short, in their learning process. 
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Atlas Tire Wholesale Inc.

6290 SHAWSON DRIVE, MISSISSAUGA, ON  L5T 1H5

TEL.  (905) 670-9791 FAX.  (905) 670-0581

EASTWEST
140 McLEVIN AVE., # 6 & 7, SCARBOROUGH, ON  M1B 3V1

TEL.  (416) 292-8202 FAX.  (416) 292-8177

YOUR SOURCE FOR PIRELLI TIRES 

TOLL FREE NUMBERS AVAILABLE

20 Years of Service to the Trade

sales@atlastire.com www.tiredistribution.com
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ASSIMMETRICO

Z ZZSCORPION 
ZERO

SCORPION 
STR

SCORPION
ATR

SCORPION 
VERDE

NEW ECO TIRE

P ZERO
P ZERO 
ROSSO

DIR. ASYM. P ZERO 
NERO M+S

P ZERO 
NERO ALL-SEASON

P6 
ALL-SEASON

P4 
ALL-SEASON



T he Friday membership meeting was a great success as the luncheon speaker was hockey star, Paul Henderson—the man who 
won the game for Canada over Russia! Likewise Saturday’s trade show pulled off some outstanding results. The 131 booths were 
occupied by 101 different suppliers and visited by well over 400 automotive service providers. 

“We saw huge numbers from this show as far as sales volumes went,” states Bob Chapman, Marketing manager. “The attendance was 
up—114 members attended, but sent 292 staff to our event as well! We had quite a few new products on display and new product 
introductions by our suppliers. In addition, we had training suppliers at the event. All in all, we were able to pass on some great sav-
ings to our membership from the various suppliers.”  

another Success!

Uni-Select Prairies Trade Show
the	uni-Select	Prairies	division	trade	Show	held	in	edmonton	was	a	resounding	
success!	as	a	true	buying	show—customers	were	not	only	treated	to	the	best		
prices	of	the	year,	but	also	to	some	great	buying	terms.

Shirley	Brown		
shirley.brown@autosphere.ca

Paul Henderson (l) speaks with Sandy Finseth and Sean corcelli.

Gary o’connor (l) congratulates Sean corcelli  

on a dynamite show.

The Uni-Select staff certainly stood out in  
their bright red shirts.

ray Proulx listens intently to the customer.

The Federal-Mogul representative  
points out product features 

Keith McManus (r) discusses sales  
strategies with Bob chapman,  

Uni-Select Marketing manager. 

The still popular Paul Henderson signs  autographs for Uni-Select members.

	 18	 |			CarCare Business  |		July	2010		|		www.autosphere.ca		|	



Tests carried out

Check and adjust tire pressure:
• LF Tire Pressure : 32 Psi  
• RF Tire Pressure : 32 Psi  
• RR Tire Pressure : 32 Psi  
• LR Tire Pressure : 32 Psi 

Check tire pressure with TPMS tool:
• LF TPMS ID & Transmit Pressure :  202FA6E0  32  PSI  
• RF TPMS ID & Transmit Pressure :  202EDBF7  31  PSI 
• RR TPMS ID & Transmit Pressure :  202EDC45  32  PSI 
• LR TPMS ID & Transmit Pressure :  202EDC69  32  PSI 
They are all in a normal range with the TPMS tool.

Observe TPMS scan data:
• LF TPMS ID & Transmit Pressure : 202FA6E0 193 Kpa  
• RF TPMS ID & Transmit Pressure : 202EDBF7 191 Kpa  
• RR TPMS ID & Transmit Pressure : 202EDC45 212 Kpa  
• LR TPMS ID & Transmit Pressure : 202EDC69 312960 Kpa  
(This pressure number increases every time we activate TPMS sensor with TPMS tool.)

Rotate tire and relearn tire position, recheck if the problem occurs on the same sensor ID 
• LF TPMS ID & Transmit Pressure : ID:202EDC69  193 Kpa  
• RF TPMS ID & Transmit Pressure : ID:202EDBF7  191 Kpa  
• RR TPMS ID & Transmit Pressure : ID:202EDC45  212 Kpa  
• LR TPMS ID & Transmit Pressure : ID:202FA6E0  312960 Kpa 
(After switching front left wheel with rear left wheel, the problem occurs for the same left rear wheel but with a different sensor.)

Replace TPMS module that is incorporated in SBJ (Smart Junction Box) that includes BCM,  
fuse box, and TPMS module: non specified.  

Training Bulletin

TPMS light flashes  
30 seconds  
then goes off

www.obd3solutions.com

Year 2005-2006 Ford Escape / Mazda Tribute Symptom: TPMS light flashes for 30 seconds then goes off
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Holloway automotive Supply Ltd.

Experienced Staff is Key
Back	in	1974,	Stan	Holloway	became	a	fifty-percent	partner	of	evans	automotive	
in	Stratford,	ontario.	By	1979	he	became	sole	owner	and	so	the	legend	of	
Holloway	automotive	began.	

T he first thing Stan did as the new 
owner—as well as change the 
name—was move the store location 

to 10 Dover Street in Stratford where they 
still reside today. The 8,000 sq. ft. facility 
added a large machine shop to the premis-
es in 1990. This was a significant move for 
the Holloways as it allowed them to enter 
into the industrial and agricultural markets 
that are big in the farmland area surround-
ing them. “Our machine shop has certainly 
become a leader in the diesel machine 
shop market in the last few years. It has al-
lowed us to service customers throughout 
the Huron-Perth and Oxford region.”   

Experienced staff = success
Along with Stan at the helm, Chris 
Holloway has been with the company 
since the early ‘90s. But they both credit 
their experienced and loyal staff for their 

success.  “We have the very best staff… 
they’re very knowledgeable and trust-
worthy. Wayne Jaques has been on the 
counter for over 30 years; Steve Nairn, 
another counterperson, has been here for 
over 25 years, and the head machinist, 
Murray Strauss Jr. has been with the ma-
chine shop for 20 years. Even the drivers 

and office staff are long-time employees. 
“Everyone knows what’s expected of them 
and what they should be doing. There is 
very little dictating among staff because 
everyone has been here for so long,” 
states Chris. 

Expansion was in the plans
Holloway Automotive has four differ-
ent locations in the area. In 2003, the 
Holloways acquired two Uni-Select corpor-
ate stores—Clinton Auto Parts in Clinton 
and Steffen Auto Supply in Wingham. In 
addition, a shop was opened in Mitchell 
in 2009. Amongst the four locations, 
Holloway Automotive has 25 employees. 
These small “Mom and Pop” type oper-
ations are very important to the business 
in small towns and the rural area. “We’re 
big enough to be price competitive but 
small enough to care.” 

Shirley	Brown		
shirley.brown@autosphere.ca

chris Holloway

chris and Stan Holloway
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“The longevity of our employees and the 
close relationships they have formed 
with many of our customers has helped 
the success. It’s very important in small 
towns that staff know their customers 
and respect their opinions and ideas. 
In addition, Holloway Automotive has 
always prided itself on having the most 
up-to-date parts available for new model 
applications. Our customers really appre-
ciate that service, and continually look 
to us as a leader in finding the newest 
parts available. Whether you’re a 25 year 
customer or a brand new account, you 
will get first rate service from our entire 
staff.”  

Glad to be part of Uni-Select
Since the mid-90s, Holloway Automotive 
has been flying the Auto Parts Plus banner 
as a progressive member of the Uni-Select 
network. Uni-Select has allowed Holloway’s 
to have competitive pricing on all hard 
parts, equipment, paint and body supplies 
as well as performance parts, and their 
availability to parts is second to none. Over 
the past few years the Select Auto Expert 
or SAX program has been a wonderful 
addition to their offerings. It has allowed 
Holloway’s to reward their best/loyal cus-
tomers in many ways. Preferred pricing, 
rebates, promotional products, and clinics 
are just a few of the advantages of being 
part of the SAX program.

Stan, as part of the old guard of Uni-Select 
members, will still get together with his 
peers and have brainstorming sessions 
now and then… it’s good to know how 
others work and overcome problems. 
“We can help and learn from each other. 
Uni-Select also allows us remarkable free-
dom… no one is looking over our shoulder 
and dictating what we should do. They 
give the jobber a lot of room to maneuver 
in their businesses; they guide us but 
they’re sure not as rigid as other buying 
groups.”

Training and more
The next big step for Holloway’s custom-
ers will be the installation of the DAVE 
program in their four shops. This will 

enhance on-line ordering services, which 
are currently provided for users, as well as 
give them greater accessibility to market-
ing and promotional materials. Holloway’s 
has also become an industry leader in 
training for their customers… they have 
the supplier reps or trainers come in for 
clinics and invite all their customers to 
attend and learn. Uni-Select’s flexibility 
with the suppliers or manufacturers al-
lows Holloway Automotive to do this. “In 
this respect, we can deal directly with the 
supplier. Our customers want to learn 
from the people who represent all of our 
National Brands such as FRAM, Moog, 
Blue Streak and Raybestos. Our parts are 
not in a generic box and this has become 
a great advantage for all of Uni-Select’s 
customers in recent years.”

Changes are good 
The inventory at Holloway’s has always 
been excellent. They make sure they have 
an extremely up-to-date inventory. They 
don’t wait until they get a call about a 
specific new part. If they know it’s a com-
mon vehicle, they go ahead and put it 
in inventory before they’re asked for the 
part. In this way, they’re very progressive 
and ready for their next phone call.

The opportunity is there
“The aftermarket has gone through a 
significant period of transition with the 
repositioning of the “Big 3” automakers. 
There have been so many new models 
added plus the rapidly expanding import 

market, the need to stay on top of your 
inventory has never been greater. There 
is a real opportunity for the automotive 
service providers and jobbers that are 
progressive now. For those who want to 
stay on top of new training and who have 
the most up-to-date up inventory, there is 
a real opportunity to gain market share. 
You need to be able to change, be flexible 
and be progressive; work with your ser-
vice providers even more. In this respect, 
business will be better for the entire auto-
motive aftermarket,” concludes Chris. 

I think by the sound of it, Holloway 
Automotive and Supply is now doing just 
that!  

HOLLOWAY	AUTOMOTIvE	SUPPLY	LTD.

S N a P S H o t . . .	

aDDrESS 80 Dover St.,  
Stratford, oN N5a 6T7

PHoNE 519-273-1499

EMPLoYEES 25 employees in the 4 
locations— Stratford, 
clinton, Wingham and 
Mitchell

aDDED  ExTra The shop in Stratford 
has a large machine 
shop—a leader in the 
diesel machine shop 
market in the area. 

LoGo We’re big enough to be 
price competitive but 
small enough to care. 

chris and Stan Holloway with Steve Nairn
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W hen a new customer comes into 
your shop, most of the time you 
have no references to assess the 

car’s condition. Just like a doctor would do 
with a new patient, you perform a general 
assessment of the vehicle. Once this is done, 
you convey the results to your customer 
who will then decide what to do according to 
your recommendations. The approach used 
for the cooling system is similar.

Contaminated coolant
If the coolant is contaminated, or if the in-
hibiting agents have lost their antifoaming, 
stabilizing, and anti-corrosion properties, 
chemical reactions can occur, which may 
promote limestone build-up and solid de-
posits of silicates inside the cooling system. 
These deposits can slow down and even 
block the coolant flow, which can increase 
the operating temperature. A contamin-
ated or inefficient coolant cannot properly 
absorb the heat from the cylinders, and 
will cause a premature wear of the internal 
parts of the engine, while a coolant con-
taining too many inhibiting additives can 

produce acids that could rapidly damage 
the seals, causing leakages.

Tips from a pro
Neil Munday, a sales representative for 
Hall-Chem, explains the main steps that 
need to be performed:

Measuring the pH: 
In order to prevent 
electrolysis,  it  is 
important to verify 
the pH level of the 
cooling liquid every year by dipping test 
strips into the radiator’s coolant (not in 
the surge tank) to measure it; the colour 
of the strip will determine if the coolant is 
too acid or too alkaline. A normal reading 
is between 1,200 and 3,200 ppm. Any 
reading outside this window means that 
the coolant needs to be replaced.

Measuring the density of the antifreeze 
agent: A 50/50 mix of deionised water 
and pure glycol lowers the freezing point 
to around -37°C (-35°F) and increases the 

boiling point to around 110°C (230°F). A 
reading with a hydrometer—or a strip—
will indicate the density or glycol percent-
age of the coolant. This test can also be 
done with a refractometer.

Use quality products
Munday points out 
t h e  i m p o r ta n c e 
of using deionised 
water or premixed 
coolant when re-
placing the cooling 

fluid. “Tap water contains chemicals that 
are incompatible with phosphates, sili-
cates, and nitrates, which are inhibiting 
agents found in coolant. Chlorine kills 
these ingredients as well as the coolant 
formula, loosens the stabilizing agents, 
and bakes the coolant residues on the 
engine’s walls. The use of good quality 
cooling products will also extend the life 
of all components: water pump, radiator, 
seals, hoses, etc.”  

www.hall-chem.com

coolants and additives

A Guide to Good Practices
a	good	cooling	system	maintenance	program	requires	regular	verification	of	the	
quality	of	the	coolant,	and	measuring	the	efficiency	of	the	inhibiting	agents.		
the	use	of	the	appropriate	tools,	equipment,	and	procedures	is	essential	in		
order	to	perform	this	inspection	properly.

François	Charron		
technoserv@sympatico.ca

Testing strips use colour codes to indicate the  
condition of the coolant in different ways

a refractometer is used to verify the opacity of the cooling liquid 
by measuring the amount of light going through and displays 
the result on a graduated scale.

The hydrometer measures the 
density of the coolant by displaying 
the freezing and boiling points.

“tap water contains chemicals that are 
incompatible with phosphates,  

silicates, and nitrates.”  
– neil munday of Hall-Chem
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Barton auto Trade Show

Barton  
Hosts Another  
Successful Show
once	again	this	year,	Barton	auto		
customers	enjoyed	another	successful	
trade	show	at	the	Warplane	Museum		
in	Hamilton,	ontario…	a	very	unique	
and	interesting	venue.

B arton Auto certainly knows how to put on a successful trade 
show, and this year more than 1,500 customers were on 
hand for the big event. Many door prizes were given out—

six TVS were won, four iPods, DVDs, Race Tickets plus many other 
goodies went to quite a few lucky customers.

Special awards were also presented… the Supplier of the Year 
award went to Airtex who still have people working for them that 
started in the business the same time as the founder of Barton 
Auto, Mort Krieger, who sadly passed away suddenly this year. 

And the Sales Rep of the Year...
Mark Hay of Federal-Mogul was chosen as the Sales Representative 
of the Year by Barton Auto and presented with a lovely plaque. 
Federal-Mogul was also awarded the grand prize of the Show—a trip 
to the NHL Stanley Cup game between Chicago and Philadelphia. 
Mark Hay took two of his customers to that game—Louie Cino, 
Cino’s Auto and Colin Lucarelli, Lucarelli’s Auto as well as Barton 
Auto President, Stephen Krieger.

All in all, the Barton 
Trade Show was a 
very successful event 
and enjoyed by cus-
tomers, suppliers and 
staff alike. 

(L-r) Bruce Whyte,  
Federal-Mogul; Mark Hay,  
Sales representative of the 
Year, Federal-Mogul and 
Stephen Krieger, President, 
Barton automotive. 
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Potential Sales Increase -  
One Vehicle at a Time
There are 6 top items that over 100 dif-
ferent cars will need replaced during a 
routine service visit. Do you know what 
they are? Are your service advisors ask-
ing for these potential sales during each 
and every sales transaction? This simple 
thing can add up to $116.00 of uncom-
pleted service per vehicle. If you repair 
30 cars per week and you increase sales 
by $116.00 per vehicle, that adds up to 
an extra $3480.00 in revenue per week. 
Sound good? In this second article of our 
series “Sharing Best Business Practices”, 
John Watt, Manager, Certigard and 
Automotive, Petro-Canada, shares some 
great tips to help you achieve this goal.

The Essential Management Tool
So you might be wondering – what is 
the tool I need to accomplish this? It‘s as 
simple as having clear, focused objectives. 
When management has clear, focused 
objectives, and they share this message 
with staff, this sales increase becomes 
THE FOCUS. Become the “captain” of the 
ship and set a clear course to be followed, 
this way, you ensure that everyone within 
the business understands that they play 
an important role in reaching the goal. It 
can be as simple as “we will inspect every 
vehicle that comes into our shop this 
month.” When people understand what 
you want, they try to deliver it!  

Recognizing the Problem

Think about a NASCAR race. During a pit 
stop, the pit crew has an objective - to 
complete the needed tasks in the fastest 
possible time, helping to keep the car at 
the front of the race. What would happen 
if your team was consistently 2 seconds 
slower than all the other teams? To fix 
the problem, you would need to ask “Why 
are we 2 seconds slower?” The next step 
would be to talk to your people, find 
the problem, and create and implement 
a procedure that ensures the pit stop 
improves by those essential 2 seconds. 
The whole team has to recognize that 
something is broken, and work together 
to fix it.

Bringing Best Practices Together

Of course, don’t forget the tip from the 
article in the last issue – you need to 
have your scheduling working right to ac-
commodate these extra sales! By having 
control of your scheduling, you bring in 
the correct number of cars per day – the 
number of cars that matches your shop 
capacity, giving your technicians the time 
to properly assess the needed repairs and 
properly service each customer’s vehicle. 
Next issue, look for another article to help 
make your business run smoother and im-
prove your bottom line. In the meantime, 
take control of your business by sharing 
your clear, focused objectives with your 
staff to maximize your sales.  

Sharing Best Business Practices

Clear Objectives Can  
Increase Your Sales
does	anyone	not	want	to	sell	more	shocks,	oxygen	sensors	and	cabin	air	filters?	
of	course	not	–	you	are	in	business	to	provide	the	right	service	for	every	vehicle,	
including	all	of	the	needed	parts.	What	are	you	doing	to	limit	sales	without	
even	realizing	it?	What	tools	can	you	use	to	increase	sales	with	your	existing	
customers?

Leanne	Blackborow		
leanne.blackborow@autosphere.ca
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John Watt, Manager, certigrad and automotive, Petro-canada
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W akefield Canada was founded in 
2005 and came about through 
a strategic partnership with  

BP Lubricants. Wakefield was “to assume 
stewardship of the Castrol brand and all 
customer facing operations, exclusively, 
in Canada.” This entrepreneurial com-
pany is privately owned and services the 
automotive and commercial heavy-duty 
aftermarket Canada-wide.

The company employs over 140 people 
and through them provides sales, mar-
keting and distribution solutions to over 
5,000 customers—warehouse distribu-
tors, automotive and heavy-duty jobbers, 
franchised and independent installers, 
retailers, quick lubes, fleets, new car deal-
ers and OEMs. 

A runaway success
With the benefit of very knowledgeable 
staff and dedicated customer service, 
Wakefield Canada has racked up “re-
sults that have made this company a 
runaway success,” stated Bob MacDonald, 

president and CEO at the company’s 
anniversary celebration at their Toronto 
offices. He went on to say that “our cul-
ture and our business model are our 
strategic advantage.” Key to putting these 
into action is the Wakefield team and 
MacDonald proclaimed that, “You are 
the ones who take the culture and the 
strategy and execute them every day.” 
This plus the company’s unique business 
model and incomparable customer service 
has greatly helped the company forge 
ahead to success so rapidly.  

Since the company was founded, it has 
grown significantly; Wakefield has posted 
positive growth in the volume of lubricants 
it has sold throughout Canada… and in a 
market that has seen a lot of decreasing 
volume. 

Wakefield Canada invited many of their 
marketing partners, former staff, busi-
ness and financial partners and num-
erous others to take part in the huge 
anniversary celebrations. Prominently 
on display were Castrol sponsored race 
cars including D.J. Kennington’s NASCAR 
Canadian Tire Series race car and Al 
Hinds 2004 Corvette that takes part in 
the Pro Modified Racing Association sup-
ported by the Castrol SLX brand.

2010—An uplifting year
The fifth Anniversary of Wakefield Canada 
comes in the same year as other promin-
ent elements in their short history. In 
February, the Toronto Globe and Mail 
named Wakefield Canada Inc. as being 
in the top half of the list of Top 50 Small 

and Medium Employers in Canada… and 
for the second time! At that time, Bob 
MacDonald stated, “Our fifth anniversary 
will be celebrated this summer; we are 
delighted how far our company has come 
during this period and we are committed 
to build an internal culture that continues 
to be recognized by our employees as 
a ‘great place to work’.” Along with that 
award, Wakefield was named one of the 
Top 50 Managed Companies, also for the 
second time!

Also in February of this year, Wakefield 
Canada signed an agreement to pur-
chase the Toronto Production Facility 
from BP Lubricants. Ownership of the 
plant and manufacturing responsibility 
for the plant, blending and packaging 
most Castrol products was assumed by 
Wakefield Canada.

All in all, 2010 has proven to be a positive 
and uplifting year—a real milestone— for 
Wakefield Canada Inc. Happy Anniversary 
and many more! 

Happy anniversary

A Significant 5th Anniversary
Five	years	have	swiftly	passed	since	Wakefield	Canada	
started	to	distribute	Castrol	products	across	Canada…		
but	then	again,	Wakefield	is	quite	unique	in	the		
Canadian	aftermarket.
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Many were on hand for the celebrations including the race 
cars and teams sponsored by castrol products. 

Dave Fifield, coo, Kent rennie, vP, Bob MacDonald, President 
and cEo and Bob Saurette, cFo cut the anniversary cake.

Bob MacDonald, President and cEo Wakefield canada Inc. 
addresses and thanks all for turning out to attend their fifth 

anniversary celebrations.

Shirley	Brown		
shirley.brown@autosphere.ca
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T he Car Care Fair will showcase 
the Canadian and U.S. campaigns 
that both focus on proper vehicle 

maintenance. Visitors will get one-on-
one demonstrations of how to plan and 
host community car care events and 
free consumer vehicle check-ups during 
National Car Care Month and through-
out the year.

“Community car care events educate 
consumers on how much of their vehicle’s 
maintenance is going unchecked,” said 
Rich White, executive director of the 
Car Care Council, the organization that 
spearheads the campaign. “These popu-
lar events build awareness of your busi-
ness and increase car counts and store 
traffic.”  

A new video about hosting car care 
events will debut at the exhibit and sam-
ples of all campaign promotional and 
marketing materials will be available. 
The exhibit will also provide booth space 
for groups who are involved in educat-
ing consumers about vehicle mainten-
ance on behalf of the industry through 
their own programs. The past sponsors 

include NASCAR Angels, RepairPal.com, 
the Alliance to Save Energy, AutoNet TV, 
the Car Care Council Women’s Board and 
Demandforce.

In addition to the Car Care Fair, AAPEX 
will feature the GreenWay with its eco-
friendly products and services, and the 
AAPEX/SearchAutoParts.com Theater 
where manufacturers can demonstrate 
their latest products or services. The 
AAPEX Shop of Tomorrow area will feature 
demonstrations of the new technologies 
being used in the shop, and the Know Your 
Parts exhibit will highlight the importance 
of quality parts from full-service suppliers 
and promote the independent automotive 
aftermarket.

AAPEX annually draws approximate-
ly 1,800 exhibitors from around the 
globe. Recognizable brands are show-
cased throughout the show floor, as is 
just about every brand of replacement 
part, including suspension and front-end 
products, engines, engine parts and fab-
ricators, paint and body products, and 
heat transfer and mobile air conditioning 
products and parts. The leading suppliers 

of chemicals and lubricants also exhibit 
at AAPEX, and the latest tools, diagnos-
tic equipment and software are located 
in the event’s comprehensive Tool & 
Equipment section. 

AAPEX also provides unique networking 
opportunities to connect with manufactur-
ers, key decision makers and colleagues 
all in one place. In 2009, buyers trav-
eled from approximately 150 countries 
to participate in AAPEX. They include 
automotive parts wholesale distributors, 
retailers, service chains, jobbers and ser-
vice professionals, and represent billions 
of dollars in buying power.

AAPEX will again be co-located with the 
SEMA Show, which will be held the same 
week at the Las Vegas Convention Center.

AAPEX is jointly sponsored by the 
Automot ive  Af termarket  Industry 
Association (AAIA) and the Automotive 
Aftermarket Suppliers Association (AASA). 

For more information and to register, visit 
the AAPEX Web site, www.aapexshow, or 
e-mail: info@aapexshow.com. 

Car Care Fair at AAPEX to Showcase 
“Be Car Care Aware” Campaign
eight	out	of	10	vehicles	on	the	road	need	maintenance	or	repair,	but	how	do	you	
identify	these	repair	opportunities,	get	them	into	your	shop,	and	as	a	result,	grow	
your	business?	the	answer	is	to	get	involved	in	the	“Be	Car	Care	aware”	con-
sumer	education	campaign,	which	will	be	the	focus	of	the	Car	Care	Fair	exhibit	
at	the	automotive	aftermarket	Products	expo	(aaPeX).	aaPeX,	the	world’s	largest	
business-to-business	event	for	the	automotive	aftermarket	industry,	will	be	held	
tuesday,	Nov.	2	through	thursday,	Nov.	4,	at	the	Sands	expo	Center	in	las	Vegas,	
Nevada,	u.S.a.	
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cooling System

Beware of Overheating! 
July,	well-known	for	its	heat	and	vacationers	waves,	
is	an	ideal	time	to	perform	an	inspection	and	
maintenance	of	the	cooling	system,	which	will	
inevitably	be	challenged	a	lot	in	the	city,	as	well	as	
on	the	road.

O nly maintenance work preventing 
overheating caused by frequent 
stops, traffic jams, and weight haul-

ing, including a good lubrication of the 
engine, will ensure a summer free of bad 
and costly surprises.

It is important that customers be aware of 
things that can cause them a lot of worries, 
and that they know how important an in-
spection is. Hence the relevance of showing 
them, using literature, what an inspection 
consists of. 

Preventive inspection 

The inspection concerns hoses, ducts, 
valves, joints, fasteners, belts, cooling 
fluid, water pump, heater, fan, temper-
ature control, and an electronic verifica-
tion of the engine codes linked to temper-
ature monitoring.   

It must also include an inspection of the 
A/C system, which can be the cause of 
engine overheating, if the pressure is too 
high and air cannot circulate freely be-
tween the condenser and radiator. 

Because of this aspect’s crucial importance, 
it is strongly recommended to check the 
pressure, even if the cooling system does not 
show signs of malfunction at first sight. An 
ounce of prevention is worth a pound of cure. 

Overheating
In the event of overheating, it is obvious 
that the radiator must be checked first to 
see if it contains enough coolant, if it is 
contaminated or expired, and if there is a 
leak or a fan belt problem. 

A lack of fluid creates air bubbles that 
reduce the heat absorption capacity and 
cause thermal islands affecting sleeves 
and cylinder heads.

Moreover, if the radiator’s performance 
is poor, it is recommended it be flushed 
or even replaced, and at the same time, 
install a new cap that will maintain ad-
equate pressure and raise the boiling 
point. 

Maintenance required 
Nothing lasts forever, especially hoses, 
whose rubber is challenged by extreme 
temperature variations and the coolant’s 
corrosive action. At the least sign of crack-
ing or blistering, you must replace them all. 

As for the coolant, it is crucial that you 
change it as per the manufacturer’s rec-
ommendations if it has faded or if it con-
tains rust. This will prevent overheating 
and make your customer’s summer more 
enjoyable!  

Frank	Tonon	
tononf@spectrapremium.com

Frank Tonon is Product Training Manager for Spectra Premium and 
he develops training courses on the components linked to automotive 
cooling systems and air conditioning.
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T he panel said they had seen that 
consumers had changed their behav-
iour… “they’ve been a little more as-

sertive; they’re extending the maintenance 
cycle somewhat.” Likely because of a ‘money 
issue’, consumers have waited until the 
repair work on their vehicle has become 
one of safety! The customer of today is less 
patient but more value-conscious.

On the other side of the coin, it’s become 
very difficult to find and keep first-class, 
qualified technicians… career-oriented 
techs seem to be hard to come by now. 

Consumers are different
Consumers are certainly more informed 
than they were before because of informa-
tion they can access readily. They’re aware 
when something becomes a problem on 
their vehicle and at that time will take it to 
their repair shop. In latter years, vehicles 
would go to the shop for a 40,000km check-
up, now the repair shop likely won’t see 
them until about 145,000km. 

That was just one of the issues covered 
at the 15th annual GAAS Automotive 
Aftermarket Symposium. Others included 
Generation Y and the fact that they don’t 
have loyalty to vehicles like the older gen-
erations but are more into technology. The 
‘Chinese Aftermarket Outlook’ was on the 
agenda as was ‘Turnaround Growth and 
Survival Through People’. In fact, there was 
a topic for each segment of the aftermarket 
to inform those in attendance.  

What’s coming?

GAAS—A New Generation  
of Customers & Employees
a	panel	of	experts	from	the	aftermarket	industry	took	the	challenge	and	spoke	
about	how	repair	service	chains	are	gaining	traction	in	today’s	market.	

Shirley	Brown		
shirley.brown@autosphere.ca

The Polk award was awarded 
to Tenneco with Susan D. 
Ulrey, Executive Director 
Sales operations & customer 
Service accepting on behalf 
of the company. 

vast-auto Distribution was well represented by 
Joey Micelli and Tony Del vasto.

rita Siedlaccek, Michele 
raymond, Willi E. alexander 
and Gary o’connor from Uni-
Select canada at GaaS. 

Bob Greenwood, aIa President 
Marc Brazeau, Deborah 
Moyes-Keshan, aIa vP 
and randy Moore, Mister 
Transmission President at 
GaaS.
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T he 2010 Forum focus was “Plant the 
seeds to help your business grow!” 
It seemed to be the correct focus 

as those who attended deemed the event 
to be excellent for this time of some un-
certainty in the automotive aftermarket 
business. 

The one-day event welcomed 114 jobbers, 
business owners and automotive service 
providers and gave them excellent ma-
terial to help them out with some of their 
business dilemmas. So much is changing 
in the wide world of automobiles, it cer-
tainly is hard to keep up to. The speak-
ers for the day gave out great ideas on 
customer service; how to increase profits; 

employee benefit pro-
grams; keeping the 
customer happy… 
m a ny  d i f f e r e n t 
practical t ips to 
help your business 
grow and prosper.

Maximize Customer Service
The keynote speaker was Jeff Mowatt, 
a corporate trainer, business author 
and international speaker, who pre-
sented some great practical points to 
the audience. Jeff impressed attendees 
with details on how to maximize cus-
tomer service through ‘Influence with 
Ease’. Mowatt’s approach of subtle, 
powerful principles that hold a cus-
tomer’s trust was enhanced in the 
afternoon by a session on Managing 
Multiple Priorities. Take a look at his 
website – jeffmowatt.com… you’ll like 
what you see.

Workshops for all
In addition to the keynote address, at-
tendees could chose three workshops 
during the day, each led by one of the 
seven speakers at the event. During these 
workshops, attendees were able to learn 
how to: 

• Increase profits by growing sales, with-
out having to grow the number of 
customers, led by John Watt, Petro-
Canada Certigard.

• Understand the customer’s buying 
behaviour by learning the vehicle’s 
repair behaviour, that’s influenced 
by the car’s repair needs, led by Rod 
Bayless, Product Manager, Activant 
Solutions. 

• Harness and use Newsletters to 
enhance shop sales with 14 secret 

triggers, led by Rita Kause, President of 
the Canadian Independant Automotive 
Association.

• Invest in your employees by offering a 
benefit program to increase employ-
ee morale while reducing absentee-
ism, led by Ghaazi Hamid of Morneau 
Sobeco.

• Drive your business and help your 
customers walk away happy with 
their repair choices with the Motorist 
Assurance Program (MAP), led by 
Scott Smith, Executive Director of 
MAP.

• Identify opportunities on new technol-
ogy and learn the newest informa-
tion on telematics and reflash tech-
nology, led by Dave Hobbs, Delphi 
Aftermarket Solutions.

• Reach their goals and aspirations in 
their business by increasing efficiency, 
managing productivity and improving 
profitability with Total Automotive 
Consulting & Training, led by Dave 
Meunier of TACT.

Kudos to the Divisions
The North and South Alberta AIA 
Division members worked tirelessly to 
ensure the success of the event and 
a great day for the joint North/South 
Golf Tournament, held the day before. 
Unquestionably, these events will hap-
pen again.  

aIa Wins again

The West Welcomed the  
AIA Grand Forum
the	2010	aia	Western	Grand	Forum	was	held	in	
red	deer,	alberta	last	month	and	proclaimed	an	
overwhelming	success.	Powerful	speakers,	great	
subject	matter	and	the	chance	to	gain	tips	for	
better	business	were	all	on	the	agenda.

Shirley	Brown		
shirley.brown@autosphere.ca

Jeff Mowatt
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T he never ending complexity of the 
operating systems installed in the 
current fleet has had a devastating 

effect on the corner garage. For starters, 
the vehicles run forever. The modern car’s 
reliability has really little to do with servi-
cing the vehicle. Want proof?

30k oil change intervals
The other day a woman drops in with the 
oil light glowing on her 2006 Honda Civic. 
A check of the oil level revealed that the 
crankcase level was so low, no oil regis-
tered on the dipstick.

Obvious question: “When did you last 
change to oil?” Her reply: “Never, I thought 
all cars came with oil.” So now you know 
the average new car will run about 30k 
and three years without having to raise 
the hood.

Most of us have begun the process of 
converting our facilities from a break-
down shop to a maintenance shop. If you 
haven’t done so, it’s not too late. Take the 
courses, join your business development 
group or sign up with a supplier banner 
program. Modeling ourselves after a den-
tist’s office is the goal. Selling mainten-
ance is the future.

Are you equipped to fix them when they 
do come in? I know we just won the 
“Right to Repair” campaign, but I person-
ally believe it was a hollow victory. Why? 
Well in the last three years servicing 
hundreds, possibly thousands, of vehicles 
I only ran into one case where I had to go 
to the manufacturer to flash a computer. 

One case in three years in a shop based 
in Toronto!

Even though we have access to the info, do 
we have the equipment to load it? Is it a 
worthwhile investment? Can there ever be 
a return on investment scenario? Well this 
cynic says “No” on all counts.

That’s my point. As independents, trying 
to repair everything that comes through 
our doors, we’re doomed.

Need another example to see how bad 
it’s going to get? I drive a Crossfire. 
The vehicle needed a new key. None of 
Toronto’s dealers had the ability to cut the 
key that they supplied with the car. The 
dealers wouldn’t invest in the equipment 
to cut laser keys. In fact to get a key made 
the order was sent to Texas to be cut and 
coded. Wait time: 8 days. Cost: $190.

It should be pointed out that these keys 
are used in every vehicle Daimler builds 
for Chrysler, including the Sprinter series 

of trucks. Bearing in mind that they are 
servicing only one brand and that the 
city’s Chrysler dealers weren’t prepared to 
invest in key cutting equipment, how are 
we going to compete?

Finding answers
Is there and answer? Is it all doom and 
gloom? Yup. My advice? Sell your shop 
while you still have a business to sell. Get 
out if you can, buy a condo in Florida and 
live the good life.

Or

Take a good look at the profit centres in 
your business - your core business. Find 
out why these centres work and develop 
them. Perhaps your future is concen-
trating on one brand (we do), or fixing 
trucks or servicing fleets. In short, build a 
niche business for yourself and company. 
Perhaps the future won’t be bleak if you 
act now. Perhaps these are just the ramb-
lings of an old mechanic...  

Garage Business 

The Perfect Storm
the	repair	industry	is	heading	into	what	i	would	refer	to	as	the	perfect	storm.	it’s	
not	the	weather,	it’s	the	exponential	growth	and	complexity	of	the	technology	used	
to	operate	today’s	cars.

Dave	Redinger		
davidredinger@rogers.com

redinger is a mechanic with over 45 years experience. He owns and operates his own shop in the 
Toronto area. Dave hosts “Dave’s corner Garage” seen on national television - Sun Tv on Sunday 

mornings. Dave’s corner Garage deals with automotive issues.

“sell your shop while you still  
have a business to sell.”  

– Dave redinger
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E ach year, cars become more com-
plicated, which means that techni-
cians need to know more about 

them. Many have gained invaluable know-
ledge through the Lindertech Conference, 
a series of training workshops held by 
Cochrane Automotive in Toronto.

John Cochrane, who has been repairing 
vehicles and training technicians since the 
1970s, says that if technicians don’t keep 
up, shops are going to lose business. “If you 
don’t have the ability to flash computers, 
and the technical information and tools to 
fix the vehicles, you might as well close up 
shop,” he says. “If you don’t train, ultimate-
ly, the repair community will fall behind in 
terms of being able to repair cars as well as 
the OE dealers do.” He was instrumental in 
helping to bring Right To Repair to Canada.

Top trainers in the field
Cochrane’s training sessions are based 
on courses originally run by Jim Linder of 
Indianapolis, Indiana. His Linder Technical 
Services held training courses in that 
state, and he and Cochrane developed a 
relationship. “He had 350 people train-
ing for ten or eleven years, and I went to 
see what it was all about,” Cochrane says. 
“These trainers were tops in their fields. 
Whatever specialty they were involved in, 
they were in-depth. I realized we needed 
this type of training here.”

Working under an agreement, Cochrane 
set up Lindertech North, using some of the 
trainers from the U.S. courses. The Canadian 
courses have been running since 2006.

Polling to see what’s needed
Rather than just set up topics, Cochrane 
polls technicians, and has a training 

committee to discuss the subjects atten-
dees want to cover. Trainers are sourced, 
mostly on cutting-edge projects such as 
high-tech diagnostics. The courses cover 
both domestic and import vehicles; recent 
classes included Volkswagen and Honda 
driveability issues.

The original courses were three-day week-
ends, but they are now held on three 
Saturdays throughout the year. Most of 
the attendees have been to Lindertech 
Conferences in the past and are back to 
learn more. For 2010, courses were held 
in February and April; the third course 
day is set for October 16. Between 70 and 
120 participants have attended courses in 
the past, coming from all across Canada. 
They’re held at Cochrane Automotive’s 
Training Facility, and include a small trade 
show with vendors such as ACDelco, the 
anchor sponsor for the event, Vetronix, 

and other diagnostic suppliers. The focus 
is entirely on diagnostic test equipment, 
service procedures, and emissions-related 
parts.

Being prepared for cars out of 
warranty
Cochrane is very blunt about the need for 
training. “You have to look at what’s com-
ing to you, what’s in the warranty arena,” 
he says. “They start to enter the after-
market in the fourth year, so we’re target-
ing vehicles four years and older. You want 
to be prepared behind the scenes, so that 
when the customer comes in, you can fix 
their car and not send them back to the 
dealer. Any shop that is not committed to 
ongoing training will ultimately see their 
customer base diminish.”

For more information, call 416-236-1763, 
or email headoffice@cochraneauto.ca.  

John cochrane

Lindertech: Training for the Future
Shops	that	can’t	keep	up	with	technology	might	as	well	close	their	doors.

Jil	McIntosh		
jil@ca.inter.net
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John cochrane and Jeff Sollak, owner of Fleetway automotive (cochrane Wholesale Parts customer).
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FOR DRIVERS WHO WANT TO GET 
THE MOST OUT OF THEIR CARS

IT S

‘

OR NOTHING.
BRIDGESTONE

Dueler

H/P Sport

H/L Alenza
H/L 400

H/T 470

H/T (687)

H/T (D684II)

sales@atlastire.com

www.tiredistribution.com

Atlas Tire Wholesale Inc.

6290 SHAWSON DRIVE
MISSISSAUGA, ON  L5T 1H5

TEL  (905) 670-9791
FAX  (905) 670-0581

EASTWEST
140 McLEVIN AVE., # 6 & 7
SCARBOROUGH, ON  M1B 3V1

TEL  (416) 292-8202
FAX  (416) 292-8177

TOLL FREE NUMBERS AVAILABLE

YOUR SOURCE FOR BRIDGESTONE TIRES 

20 Years of Service to the Trade

Potenza 

RE050 G019 Grid RE92 RE760 Sport

EL42 EL400

Turanza 

Insignia 

SE200



v ast-Auto Distribution’s annual show 
and conference was bigger and bet-
ter for 2010, with organizers plan-

ning three days of action-packed events, 
prizes, speeches and presentations.

More than 100 customers, suppliers and 
Vast-Auto employees attended the event, 
which took place this year at the White Oaks 
Resort and Spa in Niagara-on-the-Lake, 
Ontario. “Although we do it every year, this 
year we did it on a much larger scale and in a 
much larger place,” admits Vast-Auto’s VP of 
Sales and Marketing, Tony Del Vasto.

During the “meet and greet” on Friday, 
guests enjoyed cocktails and refreshments 
while networking and rekindling old busi-
ness relationships. Following the sightsee-
ing tour of Chateau des Charmes and Ice 

House (including 
wine tasting) and 
an exciting round 
of golf at the Royal Niagara Golf & Country 
Club on Saturday, Vast-Auto’s top vendors 
put on a trade show featuring specials for 
customers who attended the show.

“We also gave out prizes including  
2 LCD TVs, 4 mini laptop computers, a 
watch, and 2 Sidney Crosby Team Canada 
Jerseys,” adds Del Vasto.

Motivating speakers
Sunday’s lineup of guest speakers cov-
ered a variety of topics. John Watt from 
Certiguard discussed under-performed 
maintenance; Steve Marks, from the Auto 
Value Alliance in San Antonio, Texas, 
talked about the Auto Value program; 

Vast-Auto’s Director 
of Sales & Marketing, 
B o b  M c P h e r s o n 

talked about the Auto Value Service 
Centre Program; Tony Del Vasto dis-
cussed Vast-Auto’s new warehouse facility 
in Brampton, as did Bob Bobert, Vice 
President, Operations & Administration.

Greg Cote from No. 1 Auto Parts in 
Haileybury, Ontario won a trip for 2 to 
the Caribbean, while Bob Belsey of Belsey 
Automotive Supplies in Picton, Ontario 
took home Vast-Auto’s “Auto Value Jobber 
of the Year” award.

Known for their innovative approach to 
business, Vast-Auto is already planning a 
bigger and better event for 2011. Stay 
tuned!  

Industry Events

2010 Annual Show & Conference
Bigger	&	Better

Jack Kazmierski  
jack.kazmierski@autosphere.ca

this year, vast-auto Distribution hosted 
a trade show and conference that is sure 

to be remembered fondly by all who 
attended.

Left: Steve Marks, Senior vP Marketing, auto value 
alliance (L) with Tony Del vasto, vast-auto’s vP of 
Sales and Marketing

right: (L-r) Tony Del vasto, vast-auto’s vP of Sales 
and Marketing; Tom Baker, President, National 
Exhaust Systems Inc., angelica Del vasto

Left: (L-r) Steve Marks, Senior vP Marketing, auto value alliance: 
Mauro cifelli, vice President, Sales & Marketing vast-auto 

Distribution Quebec; Bob McPherson, vast-auto’s Director of Sales 
& Marketing; Tony Del vasto, vast-auto’s vP of Sales and Marketing, 

Bob Bobert, vast-auto’s vice President, operations & administration; 
John Watt, Director of automotive retailing, Petro canada certigard.

right: (L-r) Tony Del vasto, vast-auto’s vice President, Sales & 
Marketing; Bob Belsey, owner of Belsey automotive Supplies; Bob 
McPherson, vast-auto’s Director, Sales & Marketing; Bob Bobert, 

vast-auto’s vice President, operations & administration.
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Atlas Tire Wholesale Inc. is committed to delivering value to our clients.  Our pricing 
program on the Dunlop Signature Family delivers a top quality product at a low price.  

Comprehensive inventory

NATIONWIDE SERVICE:

B2B WEBSITE
www.tiredistribution.com 

SIGNATURE FAMILY

Atlas Tire Wholesale Inc.

6290 SHAWSON DRIVE
MISSISSAUGA, ON  L5T 1H5

TEL  (905) 670-9791
FAX  (905) 670-0581

EASTWEST
140 McLEVIN AVE., # 6 & 7
SCARBOROUGH, ON  M1B 3V1

TEL  (416) 292-8202
FAX  (416) 292-8177

sales@atlastire.com
www.tiredistribution.com

Competitive shipping.  
E-mail us for our toll free numbers.

DUNLOP ORIGINAL EQUIPMENT & 
RUN-FLAT TIRES

DUNLOP  = True ValueAtlas Tire +

View inventory / place orders 24/7

All Season
Crossover Vehicles/SUVs

SIGNATURE CS

SP Sport Signature
 185/65R15   88H
 195/65R15   91H

 195/60R15   88H
P185/60R15   84T

P195/55R15  84V

P205/60R16   91H

P215/60R16   94V

225/60R16   98T
205/55R16   91H

225/60R17   98T

215/55R16   93H
205/50R16   87H

225/55R17   97V
215/50R17   93V

235/65R16 103T

P235/65R18 104T
P235/60R18 102T

P215/55R17   93V
205/50R17   93V XL
225/50R17   94W
225/45R17   94W XL
235/45R17   97W XL
245/40R17   91W
225/45R18   95W XL

245/45R18 100W XL

225/40R18   92W XL
235/40R18   95W XL

215/70R16 100S
225/70R16 103S
225/65R17 102H
235/65R17 104H

Signature

Sample Sizes

Additional Sizes Available

Signature CS

All Season

SP SPORT SIGNATURE

High Performance
All Season

SIGNATURE

Touring

YOUR SOURCE FOR DUNLOP TIRES 

TOLL FREE NUMBERS AVAILABLE

20 Years of Service to the Trade



Shirley	Brown		
shirley.brown@autosphere.ca

A lways a big success, Lordco’s an-
nual trade show 2010 — “Beach 
Bargain” kept up the tradition as 

jobbers and their customers numbering 
in the tens of thousands ‘surfed’ the aisles 
for bargains at the annual venue in British 
Columbia.

The staff came out in beach attire and so 
looked comfy all during the show, as they 
were kept extremely busy with customers 
and exhibitors. Suppliers numbered well 
over 300 and they, too, were very oc-
cupied with the many jobbers and ASPs 
looking over the products and bargains at 
their booths. The sales were strong and 
I understand everyone went away happy 
with their ‘Beach Bargain’ purchases.

Great Success
The Lordco annual trade show has been 
running for quite some years now, but 
they never fail to have great success with 
the event. With over 90 Lordco Auto Parts 
stores all over the province of British 
Columbia, it seems that all the employ-
ees of the stores and their customers 
are eager to attend this yearly event. 
Remember, the suppliers come from all 
sectors of the automotive aftermarket… 
collision, equipment, traditional parts, 
high performance parts… the list is end-
less and they’re all there to present their 
products and to answer any questions 
concerning them.  

Lordco’s Beach Party

Surfin’ 
Lordco Style
Well,	the	weather	out-
side	was	cool,	but	inside	
the	bargains	were	hot	
as	lordco’s	annual	trade	
show	took	to	the	‘beach’!

Wow… the Lordco staff really look like they belong on the beach!

The Pennzoil Shell car looks right at home at the ‘Beach’.

al Hickey, Doug Kops and Peter Harrison stop for just a  
moment at the Havoline booth.

Jim Ball and ralph Sheardown manned the Protractor display.

Jeff Glover took a moment for this photo at the cPS display.

zack Parker, president and Nathan Pearson seem pretty 
happy with results at the redline booth.

one of the collision suppliers—PPG—had a full 
complement of staff: Bruce MacKenzie, Bruce Young, 

Jennifer rosiak-Wong, Barry Esser and Don Swick.

on hand at the Plasti-Kote booth were  
Gus amodeo and Tony D’acquisto.

The NGK/NTK people looked pretty sharp in their black and 
white… Dean Weber, Bob Matthews and Bert Tardiff.

	 36	 |			CarCare Business  |		July	2010		|		www.autosphere.ca		|	



  

advertisers	index

www.aapexshow.com

AAPEX	 26,	40

www.amsoil.com 

Amsoil	 23

www.atlastire.com

Atlas	Tire	Wholesale	 17,	33,	35

www.autoclinic.ca

Auto	Pro	 14,15

www.bluestreak.ca

Blue	Streak	 3

www.dayco.ca

Dayco	Canada	Corp.	 39

www.hall-chem.com

Hall-Chem		 7

www.napaexcellence.ca

NAPA	Auto	Parts	 13

www.ntaautomotive.com

NewTek	 5

www.noco.com/canada/

NOCO	 12

www.obd3solutions.com

OBD3	Solutions	 6

www.rislone.ca 

Rislone	 27

www.shell.ca

Shell	 31	

www.uni-select.com

Uni-Select	 18,	20,	21,	38

www.valvoline.com

valvoline	 2

iNduStry	NeWS
Modern Sales Co-op Convention and Trade Show

Attendees come from across Canada  
to meet their suppliers

it	 was	 both	 work	 and	 play	 at	 the	 annual	 Modern	 Sales	 Co-op	
2010	Convention	 and	 trade	Show,	 held	May	17	 to	21	 in	 toronto.	
attendees	received	valuable	information	through	the	trade	show	and	
guest	speaker	session,	along	with	a	little	“r-and-r”	in	the	form	of	a	
Blue	Jays	baseball	game,	theatre	evening	and	chairman’s	dinner	with	
entertainment.

“We	had	exceptional	member	attendance	from	all	provinces,”	said	
Marcy	 ross,	 of	 Business	 and	 event	 development.	 “We	 had	 134	
vendors	 from	 all	 of	 our	 product	 categories,	 including	 automotive,	
heavy-duty	truck,	industrial,	safety,	and	agricultural.”

An international event
MSC	 distributes	 parts	 and	 products	 to	 its	 membership	 across	

Canada,	 through	 its	 head	 office	 and	 distribution	 centre	 in	 Barrie,	
ontario;	 Winnipeg,	 Manitoba;	 and	 langley,	 B.C.	 	 Suppliers	 were	
represented	from	Canada,	the	u.S.	and	internationally.

Showcasing what’s new
“it’s	 a	way	 for	 our	 vendors	 to	meet	with	 a	 lot	 of	 the	members	 in	

one	place,	 showcase	what’s	 new,	 and	present	 their	 products,”	ross	
said.	“the	members	 take	away	valuable	business	material	 that	 they	
can	 incorporate.	 From	 talking	 to	 vendors	 and	 attendees,	 the	mood	
was	 great,	with	 lots	 of	 energy.	 the	members	 said	 they	 got	 a	 lot	 of	
material	and	information,	whether	on	new	products	or	new	opportun-
ities.	one	vendor	told	me	he	thought	it	was	the	best	show	he’d	ever	
attended,	and	couldn’t	believe	how	busy	he	was	at	his	booth.”

For	more	information	on	MSC,	visit	www.modernsales.ca.

representing Ultrafit 
Manufacturing are Dan 
McPherson and Guy Trottier.

robert Pitt from affinia (left) and 
Ted Main from Furby auto Supply 
(right)

representing Blue Streak 
Hygrade are Scott McKenzie, Dave 
Desmarais and Michel Bergeron. 	 |		www.autosphere.ca		|		July	2010		|		CarCare Business  |	 37



U ni-Select Ontario’s Woodbine 
Raceway event ‘Off to the Races’ is 
proving to be ‘the’ event of the sea-

son for those who are invited to attend the 
evening of racing, food, information and 
deals! Attendees at the May 19 event cer-
tainly enjoyed the outing. There were over 
950 people in attendance including Uni-
Select members, Auto Service Providers 
and Key Suppliers.

Suppliers on hand

Numerous suppliers—thirty-one in fact—
answered questions posed by the service 
providers, displayed their new products 
and supplied just what the shop owner or 
technician had in mind at a good price! 
Much was learned and seen that night as 
the automotive service providers lined up 
to speak with the Uni-Select suppliers.

Kam Sukhram, Uni-Select Ontario 
Marketing Manager said “This is an ex-
cellent venue for our members and their 
customers to interact with our key manu-
facturers to meet and exchange informa-
tion in a very relaxed environment.” He 

also added, “The event gets bigger and 
bigger every year and that is the challenge 
we have, but it is a nice problem to have.”

Race sponsor
The fifth race of the night was spon-
sored by Uni-Select and a group of Uni-
Select members and Automotive Service 
Providers gathered on the track to present 
the award to winner Freckled Rose ridden 
by Omar Moreno. By the look of the race 
photos, it was a thrilling race and ‘Rose’ 
won by more than a nose!!!

This was the third such event and all who 
attended or have attended in the past, 
are all thrilled with the proceedings. It’s 
a great night to speak with your peers, 
speak to various suppliers and gain some 
new insights into business and products. 
The venue adds to the event and the food, 
fun and camaraderie all add up to a great 
night out for all concerned.

Everyone wins
As Uni-Select said, “It’s an Auto Service 
Provider Appreciation Night” and jobbers 
invite their customer to ‘an experience to 

remember.’ They believe all who attend is 
a winner… the Uni-Select members, their 
customers, the suppliers, invited guests, 
plus the Uni-Select staff. It’s a very re-
laxed atmosphere, everyone interacts and 
everyone wins!

Uni-Select is already looking forward to 
another smashing event next year! I’m 
sure their members and their customers 
are as well. 

Uni-Select Woodbine Event

They’re Off – to the Races!
once	again	this	year,	uni-Select	ontario	scored	a	big	hit	with	their	‘off	to	the	
races’	Service	Provider	event	at	Woodbine	raceway	in	toronto.	it	was	very	well	
attended	as	usual	and	it	looks	like	everyone	had	a	good	time.

Shirley	Brown		
shirley.brown@autosphere.ca

Glen roy hands out some information from the Fenco booth.

These people look mighty interested in the  
product at the Delphi display.

The Dayco supplier shows new items to  
interested ‘shoppers’.

Uni-Select sponsored the 5th race of the night and on hand 
to present the winner’s award were Jim valsamos, Uni-Select 

Sales Manager; Barry Borovoy, B&B Dixon automotive; 
Eduardo Gabarro, West End auto Supply; Diane Bosschaert, 

avenue Motor Works; Del Sousa, Trimax automotive Parts and 
Kam Sukhram, Uni-Select Marketing Manager.
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Tues. - Thurs.   Nov. 2 - Nov. 4, 2010
S ands  E x po  C enter,  L as  Vegas,  N V

www.aapexshow.com

A L L T HE INDU S T R Y  •   A L L  T HE P EOP L E  •   A L L  T HE P R ODUC T S  •   A L L IN ONE P L AC E

when was your first 
aftermarket experience?

Vic Tarasik, 1977

My first aftermarket experience was 40 years ago - my brother-in-
law and I did some major work on a 1965 El Camino. That was one 
of many muscle cars I worked on and owned over the years. Looking 
back, I never realized how important the aftermarket is to the indepen-
dent technician and shop owner, and how important it is for them to 
gather every year at AAPEX. Thanks, aftermarket, for my success-
ful career, and thanks, AAPEX, for bringing the industry together.
Vic Tarasik, Owner, Vic’s Precision Automotive
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