Study

BUSINESS g P

Auxiliary
Lighting

Water Pumps

& AFTERMARKETTO &

©WIN T&P GEAR®

‘ ¢ Click once to zoom in
S INTERNATIONALS S o b oparts., | Ciokonoe oz

* Click & hold to move page around\

DOMESTIC:

Industry News

Hot Auto Products e Distribution e Collision Repair Talk Shop Anytime
Opinion/Commentary : : . You AUTOPRO
e Service Repair ¢ Technicians =] WORKSHOP

Special Reports



i

@B@

B S

UUJ J’{?}\P

e

MOHIT SHITAL | Contributing Editor

ising prices for electronic parts, light-

weight body panels and sophisti-

cated powertrain components, such

as turbochargers/superchargers are
pushing up collision repair costs, according to a
recent analysis from Frost & Sullivan.

The North American aftermarket for collision
parts is worth approximately $8.53 billion in
manufacturer-level revenue this year and is fore-
casted to grow at a compound annual growth

More articles by MOHIT SHITAL

RELATED articles

rate (CAGR) of 4.7 percent, reaching $10.77 billion
in 2019. However, collision rates have declined in
recent years; so much of the growth comes from
the replacement of higher-priced components.

Frost & Sullivan’s analysis covers glass and
coatings, in addition to body panels, lighting
and underhood parts.
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Collision repair

Average repair bills are
iINcreasing, but there are fewer
Jobs for body shops to do.

Modern vehicles feature expensive con-
nected technologies such as telematics/info-
tainment modules, alternative powertrains,
and advanced materials to make them lighter
and safer, among other improvements. As
more vehicles carrying these technologies are
involved in accidents, customers will have to
buy higher-priced components and modules to
repair them.

High residual values in the used-car market
provide an incentive for their owners to repair
them. However, insurance companies are writ-
ing off more vehicles as total losses, approxi-
mately 15 percent, compared to just 10 percent
a decade ago. This is due to higher repair costs
that exceed market value.

So while average repair bills are increasing,
there are fewer jobs available for body shops
to do. As a result, more and more indepen-
dent collision repair shops are closing or being
acquired by larger, multi-shop operators.

Despite the positive industry outlook, it
remains a challenging market segment still
largely controlled by the OEMs. More than

Industry News
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60 percent of parts revenue is captured through
automobile dealerships, despite the increas-
ing penetration of lower-priced aftermarket
parts. Warehouse distributors in the indepen-
dent aftermarket will see their share of collision
repair revenue rise in the coming years — with
parts that often cost half the price of the original
component — to help the industry keep repair
bills from rising too quickly and prevent more of
them from being written off by insurance.

Body panels - including hoods, fenders and
quarter panels — still make up the largest element
of parts costs (at approximately 60 percent).
Paint is responsible for about 20 percent of the
costs, with underhood parts and headlights/tail
lights making up the remaining 20 percent.

Competition varies considerably by industry
sub-segment. LKQ Corporation, North America’s
largest operator of salvage yards, captures a
large percent of body parts through its Keystone
subsidiary.

The overall growth trends are positive, but the

rewards will not....CONTINUE READING -
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automechanika
CHICAGO

America’s Leading International Trade Fair for the
Automotive Industry targeting Trade Visitors from the US & Canada

Collision
Shop
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April 24 - 26, 2015

McCormick Place, Chicago, lllinois

Introducing the Largest U.S. Trade Show and Training Event
for Shop Owners and Technicians High
ilips

= Reach thousands of qualified buyers from the automotive service, collision
repair and associated industries before, during and after the show

= Exhibit packages to fit any budget from 10 x 10s to fully customized
installation spaces

= Extensive branding, sponsorship and show floor exposure opportunities

SO \ / S 5 i . 2 NN A

Ryan Loomis, Sr. Sales Associate, Ryan.Loomis@usa.MesseFrankfurt.com,
678.732.2402 for more details or visit www.AutomechanikaChicago.com.
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VENDORS

Latin Auto Parts Expo serves as
business hub for emerging market

BY MICHAEL WILLINS
Content Director, Advanstar Automotive

hen the Panama Canal was
constructed roughly 100 years
ago, it paved the way for
Panama to become a commer-
cial hub by connecting the Pacific and Atlantic
Oceans. This year’s Latin Auto Parts Expo
served a similar function last month — serv-
ing as a focal point for auto parts trade in the
region by offering buyers and exhibitors an
opportunity to connect at the inaugural event.

TRENDS & MARKET Analysis

Held July 9-11 at the Atlapa Convention
Center in Panama City, the convention is owned
by Latin Expo Group LLC, headquartered in
Miami with an office in Panama. The show
attracted nearly 200 exhibitors and buyers from
throughout the region, including Honduras,
Colombia, Venezuela, the Caribbean Islands
and elsewhere. The Auto Care Association,

More articles by MICHAEL WILLINS
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Vendor Newsmaker

Q&A

ALEXEY YANOVSKIY

Founder and President,
Larte Design

Q

What did Yanovskiy say? Continue

reading online.

formerly the Automotive Aftermarket Industry
Association (AAIA), served as a partner for the
event attracting its U.S.-company members to
an Auto Care Pavilion at the Expo.

“This is the gateway to all of Latin America,”

(ed
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What factors did you consider
when entering the U.S. market
with your custom body and
performance enhancement kits?

¢ Click once to zoom in

Hot Auto Products 4 International Trends 8 Dealership Market Trends

Contact Us 6 Vendor Market Trends 10 Technology Trends

l -Jack Roush

Removing 15 middlemen gave me a smarter

supply chain and more satisfied customers.
That's logistics.
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Chairman, Roush Enterprises

When Roush Enterprises Chairman Jack Roush needed to simplify an overly
complex supply chain, he turned to logistics solutions from UPS. Consolidating
all ground, air and freight with the UPS multi-modal network, Roush streamlined
his entire operation from 15 different carriers down to just one.

To improve the efficiency of his global supply chain, Roush relies on UPS visibility
and tracking technology for unprecedented insight into his operations. Now he can

Philips
manage all inbound and outbound shipments, track imports, and proactively notify
customers about their orders — all from a single system.

With UPS's global expertise, Roush can also work with trusted suppliers worldwide,
moving his product quickly and seamlessly across borders. And with services from
UPS Capital® to help reduce the risk of entering new markets, Roush'’s global
footprint remains secure no matter where he does business.

Find out why Autogistics® Solutions from UPS make executives like Jack Roush so
efficient at ups.com/automfg.

WE QLOGISTICS

ups.com/automfg
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International markets

The Auto Care Association
identified Latin America and China
as key areas to focus on.

said Andres Castrillon, director of International
Trade, for the Auto Care Association. “This is a

great place to do business through. We wanted

to support a show where our members could

come and talk to buyers throughout the region.”

Castrillon says the show is a prime example
of what the association is doing to help iden-
tify markets and potential markets for its U.S.
members who want to expand internationally.
“To do that effectively we really need to have
an international footprint,” he said. “It’s tough
to get partners and potential partners excited
about our members if they haven’t heard of
the association.”

Castrillon said the Auto Care Association’s
executive committee identified Latin America
as one of two areas of the world that they

wanted to focus on. China would be the other.

“As more and more people are driving cars
there, and China feels the global growth, our
members want to know what role we can
play in building up the Chinese aftermarket,”
he said. “(Members) really want market intel-
ligence. If you want to develop an export plan
you have to know which markets to target,

Industry News
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Arnott designs and manufactures quality air suspension replacement BMW
products for domestic and import luxury cars and SUVs. Arnott products CADILLAC
provide a great ride and an original equipment fit every time. Plus, Arnott CHEVHFUUL:;
backs its products with same day shipping, outstanding customer service GMC
"""""" and the best warranties in the business. HUMMER
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Auto Parts Expo attendees in Panama City, Panama.

what the vehicle footprint looks like. If your
parts don’t fit the vehicles in a particular mar-
ket, that’s not a good export market for you.”

Roughly 50 members of the Auto Care
Association took part in the Latin Auto Parts
Expo to try to reach buyers in this emerging
parts market.

Ernesto Sastre, director of business devel-
opment/Latin America for WorldPac, consid-
ers the show an opportunity to build relation-
ships and expand...CONTINUE READING -
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The replacement markets
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The industry remains largely
unorganized with far too many
"'seat of the pants” practitioners.

requirements in an industry that remains large-
ly unorganized with far too many “seat of the
pants” practitioners.

“We’re trying to eliminate people who don’t
belong in this industry,” says Craig, who
describes the average detailer as being “a
white male, age 34, who is uneducated and
broke; 95 percent of the detailing industry
barely scratches out a living,” and they fre-
quently lack insurance coverage and other
necessary attributes — leading to unacceptable
results and tarnished reputations.

“A guy with a $300,000 Ferrari will toss the
keys to some guy without even thinking about
it. It’s very common to see a lot of mistakes
happen,” Craig continues, stressing the need
for suitable training when venturing into the
occupation. “l can teach anyone how to clean
a car, but that doesn’t mean you’ll be suc-
cessful in this business. We want to teach
these guys (and women) how to run a suc-
cessful business.”

Last year saw a 30 percent increase in
women, particularly single moms seeking a

Industry News
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flexible work schedule, attending The Detailing
Pros training program, he reports. “Women
are way more apt to pick up on the business
aspects, they pay closer attention to detail,
and they end up acing the test.”

With Meguiar’s as a sponsor, the state-of-
the-art training center delves into detailed
product information, professional detailing
skills, customer service instruction and sell-
ing techniques. It also provides education on
how to set up your own retail outlet, including
selecting a location, square footage require-
ments, appearance features, merchandising,
inventory control, marketing and formulating
a business plan. “There is a lot to know about
opening up a retail store,” says Craig. “As a
licensee, you can gain the support of a larger
company while maintaining the independence
of owning your own business.”

The backing of Meguiar’s is a crucial ele-
ment, he says, recounting how founder Frank
Meguiar was originally in the furniture polish
business. ...CONTINUE READING -
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Call 1-800-253-2363 - www.bendpak.com/purchase

BendPak portable column lifts offer the versatility and time saving
features to keep your work bays more productive and your profits
soaring. No other system on the market matches it for safety, flexibility
and ease-of-use. With a lifting capacity of 72,000 pounds per set of
four, never before has a series of portable column lifts delivered so
much power and versatility for both indoor and outdoor use. Contact
your local BendPak/Ranger dealer or call 1-800-253-2363.
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Meets or exceeds the Philips
standards prescribed by

ANSI/ALI ALCTV-2011

BendPak’s HDS-Truck Series four-post lifts are a whole new breed of rugged. They're
newly engineered heavy-duty truck lifts that make light work out of heavy lifting. They
work better, are built to last, and feature upgrades that increase safety, durability and

productivity. The four-post HDS series provides a generous 18,000 to 40,000-Ib. lifting
capacity and features extra-wide runways to accommodate a wide variety of vehicles
configurations. Contact your local BendPak/Ranger dealer or call 1-800-253-2363.

BendPalk.

PROVIDING AUTOMOTIVE SERVICE SOLUTIONS

© 2014 BendPak / Ranger Products are registered trademarks.

HEAVYWEIGHT
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>
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call 1-800-253-2363 - www.hendpak.com
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New vehicle sales are slowing
down aging of the fleet

BY BRIAN ALBRIGHT
Correspondent

he average age of vehicles on the

road is still hovering just below 12

years, although the rate of aging of

the fleet is slowing down, says a new
report from IHS Automotive.

At the same time, the rise in new vehicle sales
and improving vehicle quality are moving the
traditional “sweet spot” for independent after-
market repair shops and dealerships.

TRENDS & MARKET Analysis

The age and type of vehicle coming in for
repairs will change significantly over the next
five years, and the aftermarket will need to
adjust accordingly.

The average age of light vehicles on the road
held steady at 11.4 years, according to data
from January 2014 gathered by IHS. IHS incor-
porated Polk, previous publishers of the aver-
age age data, into its business in 2013.

More articles by BRIAN ALBRIGHT
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Dealer Newsmaker

Q&A

MARYANN KELLER

Managing Partner,
Maryann Keller & Associates

Your report mentions some
previous direct sales efforts
that OEMs engaged in. What

happened in those cases?

What did Keller say? Continue

reading online.

Total light vehicles in operation (VIO) in the U.S.

increased more than 3.7 million (1.5 percent) to
252.7 million, a new record. New vehicle regis-
trations outpaced scrappage by more than 24

percent for the first time in 10 years, reflecting

(ed
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. Dual-Width, 10,000 Lb.
| 2-Post Lift, Asymmetric

. Ranger R30XLT
. 33" Power Assist
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| BendPak HDS-14
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BendPak LR-60

Low-Rise Lift

Philips

$1525

Ranger R23LT

Tire Changer
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Newer vehicles are built to last
longer, and owners are driving
them longer than ever before.

steadily improving vehicle sales figures.

“That’s reflective of three or four years of
pretty significant growth in new to five-year-old
vehicles,” says Mark Seng, global aftermarket
practice leader at IHS Automotive. “New light
vehicle registrations have had double-digit
increases in previous years, and last year that
growth was about 7.5 percent. Couple that with
people hanging on to their vehicles longer, and
all of that contributes to what we’re seeing in
terms of VIO and the scrappage rate.”

The number of vehicles scrapped in 2013 was
just 11.5 million, compared to the more than 14
million scrapped in 2012.

The scrappage rate has declined as new
vehicle sales increase. Those newer vehicles
are built to last longer, and owners are driving
them longer than ever before. “New light vehi-
cle sales have taken off, and all of the vehicles
being added to the VIO are low-scrappage-rate
vehicles,” Seng says.

Fleet continues to age

The combined fleet of cars and light trucks is
now older than ever, and the average age of

Industry News
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light trucks has now increased to reach the
same 11.4 years as passenger cars. According
to IHS, that hasn’t happened since 1995 when
the data was first reported.

“Trucks are growing in population in general
and benefiting from new technology and better
quality,” Seng says. “In the past, trucks were
treated more like utility vehicles. They weren’t
maintained as well and were used for more
rough purposes. Now, they are becoming more
everyday vehicles, and that is contributing to
the trucks lasting longer.”

The average age of vehicles has slowed and
will remain at around 11.4 to 11.5 years for the
next several years. That’s because the economy
has improved (and boosted new vehicle sales).
“From 2004 to 2009, the average age of vehicles
rose 5.4 percent,” Seng says. “From 2009 to
2014, average rose by 11 percent. But it’s going
to increase just 2.6 percent until 2019.”

The rapid increase in age after 2009 was a
direct result of the recession and the dramatic
drop in new light vehicle sales. “As new car
...CONTINUE READING -
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There’'s a lot riding on
the safety of your lift.
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Protect your technicians, your customers and your
business. Have all your lifts inspected annually by
an ALl Certified Lift Inspector.

Don’t trust your lift safety to just anyone. ALl Certified Lift Inspectors are proven qualified
to inspect every lift in your service department to determine if they are functioning properly.

Annual lift inspections are required by health & safety officials, ANSI standards and local
regulations. But even more importantly — taking care of your lifts means taking care of
your team. Their safety is riding on it.

To find an ALI Certified Lift Inspector in your
area, visit www.autolift.org/inspection

Inspect to Protect™

Your business is riding on it™
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Dayco, K&N win gold for web,
mobile catalogs in NCMA contest

Who says you can’t have it all? That’s why we packed our newest
R8ODTXF tire changer with all the features you need to increase

BY BRIAN AL BRIGHT produgtivity and profits. (1) Bi-lateral bead loosener with .har?d control Phi|ips
operation, (2) leverless mount-demount head - no more tire irons, (3)
Correspondent Te C h r'] O | O g y N eWS m a Ke r dual power drop rollers help keep beads in position through the entire
mounting procedure, (4) fully adjustable wheel clamps handle 12”- 31”

diameter wheels, (5) multi-profile traveling drop-center tool holds sidewalls
in the drop-center, (6) TurboBlast™ bead seating system. The new
R8ODTXF also includes a full-variable speed motor that goes slow
to super-speed depending on the foot pedal pressure. You’re welcome.

he NCMA recognized the best exam- Q& A

ples of paper, web and mobile catalog
applications at the recent National SEAN DUCLAUX
Catalog Managers Association Ma“‘”?‘ger of 'ndustr\/ <
Solutions Marketing at PROS
(NCMA) conference in Scottsdale, Ariz.

The mobile and web catalog categories are
evaluated based on their design, navigation,
use of technology, innovation, interactivity and
quality of content.

"= www.bendpak.com/wheel-service ¢ 253-2363 | D=7
3 | R Ranger
See it on YouTube PRODICTS

Your world.
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biggest challenges in getting the
data?

S

How can big data be used in the
Q aftermarket and what are the
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reading online.
Dayco Products took top honors with the —

President’s Award for Catalog Excellence in the
web catalog category, while K&N Engineering website, DaycoProducts.com, which includes

took gold in the mobile catalog app category. parts look-up information on every page in
Dayco also took the silver position in the mobile the site, mobile optimization and multiple lan-
catalog category. guages. The site also includes a blog, and a

1 7 H
where to buy” element to direct customers Bt s,
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200w 4 ETL Certified 2-Post Lifts www.hendpak.com T
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© 2014 BendPak Inc. ® BendPak is a registered trademark.

Dayco updates website, app
Earlier in 2014, Dayco launched its updated
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The emerging markets

TECHNOLOGY SOLUTIONS

11

People were amazed that you
could scan a VIN and bring up all
of the parts information.

to the nearest sales location for Dayco parts,
along with the ability to look up parts based on
license plate numbers and VIN numbers.

“If you are on the automotive section or
heavy-duty section of the website, you can
automatically find that part in the catalog. If
you are in the HD section, you have the HD
part of the catalog,” says Sherry Mathis, man-
ager of sales and marketing technology at
Dayco. “It really makes cataloging convenient.”

The improved navigation and parts search
capabilities have improved customer service,
Mathis says. “The response has been great,
because no matter where you go on the site
you have access to that data,” Mathis says.
“Instead of having the website here, and the
catalog content someplace else, it’s all in one
spot, so users don’t have to bounce around to
different sites.”

The Dayco parts look-up mobile app pro-
vides instant access to a complete list of
Dayco parts, routings, and installation instruc-
tions for each vehicle’s year, make and model.
Users can scan the VIN off the car, enter the

Industry News

Join our Community
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license plate number and state, or speak the
VIN or license number into the phone.

Dayco first launched the mobile app in 2012.
“Back then, a lot of companies were launching
mobile apps just to have one,” Mathis says.
“We wanted to launch something that people
would use.”

Dayco’s cataloging group worked with an
external software developer to create the app,
which is targeted at technicians, do-it-your-
selfers, counter people, and anyone else who
might need to look up parts using the VIN.
According to Mathis, the company marketed
the new app using e-mail campaigns, press
releases and a major rollout at AAPEX.

“We had people in the booth the entire show
just to see that app,” Mathis says. “People
were amazed that you could scan a VIN and
bring up all of the parts information.”

The key benefit for Dayco is allowing cus-
tomers to find part information while they are
standing next to the vehicle, rather than hav-
ing to go to ...CONTINUE READING -
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THE AVERAGE
4-YEAR OLD CAR IS STILL
USING 40-YEAR OLD
BATTERY TECHNOLOGY.
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The ODYSSEY® Performance Series™ battery changes that.

With Thin Plate Pure Lead (TPPL) technology, it has twice the overall starting power and three
times the life of conventional design batteries. Plus a spill-proof, vibration-proof Absorbed Glass
Mat (AGM) design that charges faster and more completely than the battery your customers
are replacing. To learn more, visit www.odysseybattery.com.
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Donny Seyfer

Some manufacturers
have avoided recalls by
extending bumper-to-
ouMper warranties.

Collision
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Product
Study

IS BROKEN

hose of you who know me know that | value
‘ all the different facets of our industry work-
ing together. We get more done when we work
together. We also get more done when we each do
our jobs while keeping in mind that we all have the
same boss - the vehicle owner to whom we ultimately
provide our product or service.

But even my desire to work together has to take a
back seat when an issue comes up in our not-so-little
village that just rubs me wrong.

It has been said clichés exist

sometimes failure is just failure and if lemonade comes
from it there is a pretty good chance it is going to taste
bad to someone else involved in the equation.

A few weeks ago an industry trade mag had a head-
line that read: “Recall Windfall.”

| did not need to read the article to know this lemon-
ade was going to be bitter. | read it anyway and found
just what | expected. The article was written upside
down in my opinion. The author started by telling his
readers that, “... a record barrage of safety recalls is a
startling, confusing, aggravating, logistical headache.”

to-bumper warranties. Rather than fixing the part that
failed at an abnormally high rate they would negotiate
with the government to simply extend
the warranty and reward themselves
with a higher rate of service repair
work to the dealer network. But did
the customer get made whole?
The problem | have with this
particular situation is that many of
these repairs are safety related
and over the last few years sev-

Philips

eral manufacturers have been
caught hiding the problem. It
seems like if the repair involved
is this flavor the customer
should receive the repair with-
out attempt to upsell other work —
unless it also is safety related.
The customer should
be repaired and
allowed to drive away.
...CONTINUE READING -

because they are fundamen-
tally true. One of my favorites
is: “when life gives you lemons,
make lemonade.” To para-
phrase outside of the cliché; if
something goes wrong figure
out a way to make it right or
use it to your advantage.

| think most of us would
agree that from a business
or personal perspective this
view is sound and beats the
heck out of outright failure. But

He then switched to the silver lining or the part that
leaves a bad taste in your mouth depending on your
point of view. The article goes on to say, “As millions
of customers pull into service lanes for recall fixes, ser-
vice advisers will get the chance to sell, say, new brake
rotors to a customer waiting on a replacement seat-belt
cable or steering column.” At this point | could begin a
diatribe but | want to analyze this poorly chosen com-
ment for the real world reality that it is.

This writer does not work for the manufacturer or
dealers but he points out an interesting component of
the recall process — the reward. For years some manu-
facturers have avoided recalls by extending bumper-
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INNOVATION

recently read an editorial where the author was

extolling the virtues of bold, pioneering thinkers

whose ideas transformed our lives. Among the
examples he used were Henry Ford, Thomas Edison,
Bill Gates, Steve Jobs and Jeff Bezos. He spoke of
his admiration for their creativity, risk-it-all attitudes
and pure chutzpa to take an idea and turn it into a
new paradigm.

Having long held that same perspective of admiration
for such people, the author really captured my atten-
tion. He got me thinking about the aftermarket.

The emergence of the aftermarket itself was a para-
digm shift in its day and | believe that may have been
the last one this industry has seen. In a world where
making a part easier to install is considered an innova-
tion and telematics is viewed as an enemy instead of
an opportunity, are we likely to ever see true paradigm-
changing thinking in our segment?

| realize our industry is one that largely follows the
OEMs. Our ability to “innovate” is restricted in large
part to working within the parameters of how the OEM
has engineered the vehicle. As such, product innova-
tion is often restricted to being lower priced, easier to
install, longer lasting or cooler looking.

More articles by BOB MOORE - RELATED articles
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| am not casting aspersions toward engineers at parts
suppliers. True product innovation often occurs within
their ranks. However, their innovation typically appears
in new vehicles first and as such is viewed as OEM
innovation rather than aftermarket innovation.

So where is the fertile ground for bold aftermarket
innovation?

If you think about it true innovation in the aftermarket
can be found in how we sell rather than what we sell.
Let me explain. Most of the top two (or in some cases
three) brands in a specific category are viewed by the
marketplace as first rate. While some brand preferenc-
es may exist, when pressed, most would agree that one
is often as good as another.

What separates one brand from another is in how
they sell. Sometimes it is a unique part numbering
system that arranges the products by size, or a color-
coding that makes picking the right parts easier. | have
seen massive parts supersessions accommodated with
peel off labels that negated the need for reboxing or
relabeling. We all have seen how various technologies
have been deployed to enhance the sale of auto parts.

My point is that the most fertile ground for aftermarket
innovation may be in how we sell, more than in what we

International Trends
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True innovation in the aftermarket
can be found in how we sell rather
than what we sell.

sell. Considering this reality, one could argue that true
aftermarket innovation will not just be to react to OEM and
marketplace paradigm shifts more quickly, but to actively
campaign and prepare for them.
So that sets up where |
want to go over the next few
months. What do you, the
readers, see as the
coming paradigm
shifts and what must
we do to prepare

for them? _
Moreover, / -
what fun- )V
damental
changes to
how we do business
...CONTINUE READING -
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Stephen Barlas

CHANGES TO I/M PROGRAMS

tate inspection and maintenance programs

(I/M), which generate significant demand for

aftermarket auto parts, are among the tools the
Environmental Protection Agency will use to reduce
ozone levels in the environment when it issues a pro-
posed rule in December.

A federal judge in San Francisco sided with environ-
mentalists at the end of April in their lawsuit designed
to force the Obama administration to tighten ozone
standards issued in 2008 by the George W. Bush
administration.

The Obama administration, in its early days, seemed
sensitive to complaints from the EPA’s own scientific
advisory board that the Bush ozone standards were too
weak. But President Obama eventually decided against
tightening the standards. That is when the environmen-
tal groups, led by Earthjustice, stepped in and filed a
lawsuit in June 2013.

The San Francisco judge agreed that the Clean Air
Act requires the EPA to reconsider the ozone standard
every five years, as is the case with all the other National
Ambient Air Quality Standards (NAAQS). Not only has
the Obama administration failed to do that, it has failed

More articles by STEPHEN BARLAS _: RELATED articles
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to finalize many of the details the 46 “non-attainment”
areas need to comply with the 2008 standard.

The San Francisco federal court decision will affect
the aftermarket much more than the Supreme Court’s
more ballyhooed June decision on greenhouse gas
emissions. There, the court said the EPA has the
authority to force stationary facilities, such as facto-
ries, to reduce emissions of GHGs such as carbon
dioxide and methane. The EPA and the Department
of Transportation have dealt separately with GHG
emissions from tailpipes, considered mobile sources,
through miles per gallon requirements on new cars.

Ozone is often referred to as smog. It is created when
emissions of nitrogen oxide (NO) and volatile organic
chemicals (VOCs) combine in the presence of sunlight.
Ozone creates a variety of health problems. Automobile
tailpipes are a major source of NO and VOC:s.

Reducing allowable ozone from the Bush .075 parts
per million standard down to anywhere as low as .060
ppm would inevitably result in new cities being desig-
nated non-attainment beyond the 46 currently subject
to the 2008 standard. There are a number of non-
attainment classifications. In some instances, vehicle

—
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inspection and maintenance programs are Philips

required, such as in moderate and above
ozone non-attainment areas with a popu-
lation over 200,000 (or over 100,000 for
Ozone Transport Region).

I/M programs check auto emis-
sions when service techs plug into
onboard diagnostic (OBD) sys-
tems. The OBD system monitors
the vehicle’s emission control
system continuously and illu-
minates the vehicle’s dashboard
“Check Engine” light if a problem
is detected. The vehicle’s computer
stores information on the type of mal-
function detected, and dictates the
repair required.

The upcoming
December 2014 pro-
posed rule will
...CONTINUE READING -

STEPHEN BARLAS
Washington
Correspondent
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Automotive Aftermarket Suppliers Association
Overseas Automotive Council

ACCESS POINT TO LARGLE,

GROWING MARKETS

The world is experiencing unparalleled growth in
motor vehicle use — the largest increase in his-
tory. This includes both vehicles in operation
and new vehicle production.

The Middle Eastern and North African regions are
among the growing global areas— and members of the
Automotive Aftermarket Suppliers Association (AASA)
and the Overseas Automotive Council (OAC) had the
opportunity to experience this region’s vibrancy first
hand during the recent AASA/OAC international trade
mission and regional export orientation in Dubai, held in
conjunction with Automechanika Dubai.

Dubai is a trade access point into the regions’ large
and growing auto market, which has 16 million vehicles
generating more than $7 billion in annual auto compo-
nent sales. The United Arab Emirates and Saudi Arabia
comprise 83 percent of the market, which has a strong
and growing economy.

As part of the AASA/OAC event, participants met
with senior officials of Dubai’s JAFZA Free Trade
Zone - perhaps the fastest growing Free Trade Zone
in the world. JAFZA consists of 7,300 companies with

More articles by CURTIS DRAPER 4’ RELATED articles
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135,000 employees. It tallies $16.5 billion in annual
trade and 120 of the Fortune 500 companies have a
presence in JAFZA. It offers viable options as a distri-
bution point for the entire surrounding region — includ-
ing the Middle East, India and Northern Africa.

Attendees also participated in discussions with
leadership from the U.S. Commerce Department.
In-country representatives shared market overviews
on Egypt, Kuwait, Oman, Qatar, Saudi Arabia and The
United Arab Emirates.

In addition to meeting with these regional lead-
ers and experts, AASA/OAC members participated in
Automechanika Dubai, the largest international trade
show in the Middle East. The 2014 event drew 1,695
exhibitors from 59 countries —a 19 percent increase

—
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from 2013 event. OAC members gained access to dis-
tributors, agents, regional business information and
global networking at the event’s exhibitors’ reception.

For more information about the OAC and its global
outreach services, visit www.oac-intl.org or contact
cdraper@aasa.mema.org.

Editor’s note: Curtis Draper is the vice president of
industry analysis, programs and member services at
AASA and executive director of AASA’s international
aftermarket councils: the China Aftermarket Forum
(CAF) and the OAC.

The CAF is a consortium of
full-service suppliers that meet
on a quarterly basis to discuss
opportunities within the Chinese
aftermarket and to identify ways
...CONTINUE READING -

CURTIS DRAPER
Vice President, Industry Analysis,
Programs and Member Services, AASA
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Gary McCoy

GIVES BACK

16

any long-time automotive aftermarket
M industry “insiders” will remember Paul

Baffico as the onetime president of the
Sears Automotive Group and CEO of Western Auto.
They also will remember him as an individual who,
after a 37-year stint at Sears Roebuck & Company
working his way up through the ranks, retired in 1999
at the relatively young age of 53. His last act was the
sale of Western Auto to Advance Auto Parts.

But what was hidden from most were the wounds
Baffico carried after a traumatic tour of duty in an
unpopular war in Vietnam. It was not until after retire-
ment that he began to process his war experience,
which ultimately led him into a second career of giving
back to other veterans who had faced similar psycho-
logical and physical wounds.

While retired from the industry for many years now,
Baffico continues to remain connected to the after-
market through his work as a member of the Polk
Automotive Advisory Board.

Called to serve

Baffico served his country with distinction as a member
of the U.S. military. A 1968 Reserve Officers’ Training
Corps (ROTC) graduate from the University of San
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Industry News

Join our Community

AFTERMARKET BUSINESS WORLD

—
’ AUTHOR bio

Hot Auto Products

Contact Us

Francisco, he earned a B.A. degree in psychology.
Achieving the rank of 1st Lieutenant, Baffico was a
member of the U.S. Army from 1969 to 1971.

Like many men of his era, the marking point of his
military career was 10 months of combat duty from
1970-71 in the Vietnam War as a communications pla-
toon leader in the 101st Airborne rappelling out of heli-
copters to set up communications for soldiers on the
front lines. Baffico, a self-described “reluctant partici-
pant,” flew in 206 combat assaults earning the Bronze
Star and the Air Medal.

He lost five of the 33 men in his platoon along the way
and returned home to a culture that reviled those who
went to fight in the war.

“When | came back from Vietnam in January 1971
to my hometown of San Francisco, it was the classic
experience of most Vietham vets,” explained Baffico. “I|
was spit on, | had urine and paint thrown on me.”

After checking papers at Travis Air Force just north-
east of San Francisco, he got in a car with his father
and his future wife and drove home. “l had to take the
uniform off as fast as | could because we were getting
flipped off and shouted invectives,” recalls Baffico of
the harsh reception he received.

That was a Tuesday and by the next Monday he was
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Baffico said the war
experience was something
Ne couldn't explain to his sons.

taking graduate school classes. “I slammed the door on
Vietnam as hard as | could, | slammed it as fast | could,”
explained Baffico. He got married and after one semes-
ter quit graduate school because it was “unstimulating.”

He returned to Sears and buried himself in his career,
unaware that he was suffering from post-traumatic
stress disorder (PTSD).

Encountering the Wall

“The job that | had (with
Sears) was extremely intense
because we were the profit
engine of the company,”
said Baffico. Interestingly, all
of Baffico’s jobs during his
career at Sears were all turn-
around assignments.

“In retrospect, I’ve been
able to see that for me that
was similar enough to the
adrenaline rush of combat to

GARY MCCOY
President
Fairway Communications

keep my mind occupied.”
...CONTINUE READING -
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Motor Age Shines a Light on the Future of Automotive Service Repair
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Warehouse distributors came in fourth as 13
percent of repairers favor them as a parts source.
Thesemnumbersireflect where collision repairers

actually buy their parts from as 29 percent
buyfrom auto parts retailers, 27 percent from
dealerships, 18 percent from.jobbers and 13
percent from warehouse distributors.

Some 29 percent of repairers cite good
relationships as the primary reason for using a
supplier, while 22 percent said parts availability
and 18 percent said fast delivery were most
important. Only 12 percent said price was the
primary reason they purchase from a supplier.

Suppliers don’t need to hover over collision
repairers as 58 percent of repairers say no supplier
contact is necessary for them to get the parts they
need. Six percent say they are contacted once a
year by suppliers and 10 percent said once a week.

Some 83 percent said they make Internet parts
purchases 0 percent to 10 percent of the time,
while 3 percent of respondents said they use
the Internet to purchase parts 91 percent to 100
percent of the time.

Methodology: The Collision Shop Study was
fielded via email to readers of ABRN, a sister
publication of Aftermarket Business \World. The
findings are intended to show general trends, not
statistical certainties.

. PHOTO COURTESY: THINKSTOCK

SOURCING

REPAIR PARTS

COLLISION REPAIRERS REVEAL SUPPLIERS,
PREFERRED SUPPLIERS IN STUDY

BY BRUCE ADAMS | Managing Editor

ollision repairers prefer to get their parts
from auto parts retailers (33 percent) with
dealerships (24 percent) and jobbers (23)

a close second and third option, according to the
Aftermarket Business World Collision Shop Study.
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Jobber 38% returned private label purchases 100% more light on the road with Philips = _ Philips
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O have no plans to expand their fuel pump offerings
85%
in the next 12 months.

Fuel Pumps

Purchasing source
Auto parts retailer 59%

Amount of this product thatis ~ National brands vs.
returned private label purchases

Direct from manufacturer 4%
Jobber 28%
Dealership 62%
Warehouse distributor 16%

! Philips

None 77% 5-9% 2%

1-2% 10% 10% + 3% 6%

3-4% 2% ldon’tknow 6% Private
16%

Both

Preferred purchasing channel
Auto parts retailer 38%
Dealership 33%

Airtex

each product must pass strict testing specifications

Frequency of supplier contact

Jobber 16% ONCE @ WEEK ..vevereeeeeereereeee e S8 Reason for buying fuel | pll e, before it's considered for production. Our engineering
pumps Al test lab is equipped with state-of-the-art equipment
Warehouse distributor 12% Every two Weeks ...........ccccuunivuiruncn. _ ol Ree _ 3
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- - . T ———————— /Y e : : i :
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Fast delivery 20% W Every three months... | don'tbuy them  77% - Then it's quality checked at every stage of the
Good relationship 239, Insurance company influence Inspect HD production machining, fabrication, and assembly

Specific product brands 17%

Parts availability 25%

............................. on fuel pump service ' ‘ process (in excess of 60 times in some cases).
replacement work

None 75%

<
Q
ﬂ
Q
5
7]

YOUR FINGERTIPS

much over the jobber they pay for this. If a primary supplier of this product Major 5%

replaced a brand with another of like
quality, a tech would:

None  75%) r—
................... Some LA DELIVERY SYSTEMS . ﬂ'-_"
30% of respondents say they know how Brand vs. supplier loyalty Moderate 2% OF EXPERTISE AT ! I _

Complete control 3%

What shops know they pay What shops think they pay
1-5%* 30% [ 1-5%* 22%
6-10%* 10% j 6-10%* 22%
11-15%* 15% | 11-15%* 16%
16-25%* 30% j 16-25%* 27%
More than 25% 15% | More than 25% 12%

*Percent over jobber

Internet ordering frequency

0-10% of the time 91%
11-25% of the time 3%
26-40% of the time 2%
41-80% of the time 0%

Change suppliers to continue
purchasing original brand ............. 38%

Keep primary supplier and purchase
new brand .........ccccceeeeeeeeieiinnnnenn, 62%

Fuel Delivery Systems

airtexproducts.com

© 2014 Airtex Products, LP

Exceptional Quality. Unmatched Support.
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REPAIR PARTS il N

86% have no plans to expand their water pump P e rfo r m a n c e

offerings in the next 12 months. D “?ﬂ:othe R

COLLISION SHOP STUDY

Collision
Shop

Product

Water Pumps P
urability ==

Purchasing source

Auto parts retailer 70%

Dealership X Amount of this product thatis ~ National brands vs.
Jobbor T retuned private label purchases \ e
Discount store 9% None 75% 5-9% 1% < -« .v

Warehouse distributor 13% 1-2% 17% 10% + 0% 11% \‘*
3-4% 1% ldon'tknow 6% Private

Preferred purchasing channel . : Nl 1 .\
P _ J 22% A % \ - A | Airtex
Auto parts retailer 49% Both e 43 _ \ ‘ v

Dealership 21%

Frequency of supplier contact

- |
Jobber 219, Once aweeK .......coceeevriierieeniieninenns 7% Reason for buying water A \ - NS
— pumps S X . _
Warehouse distributor 9% Every two weeks.......ccccceveeereeeneennen. R 0 i -~
| don’t buy them 66% i " ‘p GMB

Main reason for using preferred supplier [REeCRNiylclyii PR Availability 18% B

Fast delivery 23% Every three months.........cccccceeeeenes Price 10% s .

Good relationship 31% g T Insurance company influence [EREEEEEEE B

Price e ery six monthS........ccceeeeevecenennnn. on water pump service A :

B labil Y. replacement work A -

arts avai a i i ............................................... & 0 : SRR :
2 - None 1% Q8 0 i it SR PSS S, ;
................... : ¥ e ’ o GMB Catalog
Margins Some 17% 8 : The GMB Water Pu‘m' e “Mobile App
28% of respondents say they know how Brand vs. supplier loyalty Moderate 4l | Available E-Catalog With Pictures & DimenSiis For Easy Part Recogrition. '
h : : : _ _ : i B Extensive Doinestic; Asian& European Coveragess:: :
much over the jobber they pay for this. If a primary supplier of this product Major 4% 2RO G e S
replaced a brand with another of like c let trol 39 O C s i 1T R R

What shops know they pay What shops think they pay Be[SEIIWAR=RETol s R e[| (oK omp.ele contro - DRI Ma"ufacm""g_TECh"dogy' 24 N "‘} B
e OF & OES Supplier. . . <+ " * "SRG, -

1-5% 12% f 1-5% 20% T Internet ordering frequency P, Rt 3 \: ¢§‘ﬁ .

6-10%* 33% § 6-10%* 21% W purchasing original brand ............. 26% [ 0-10% of the time 91% ; g ' ki)

11-15%* 17% | 11-15%* 22% 11-25% of the time 4% 100 Herrod Blvd. Dayton, NJ 08810 | 1.800.421.5019 | www.gmb.net f ' /GMBNorthAmerica

16-25%* 17% [| 16-25%* S| | NS IR SRl e EURE EEe 26-40% of the time 1% R Ao

new brand .........ccccceeeeeeeeieiinnnnenn, 74%
More than 25% 21% }| More than 25% 11% 41-80% of the time 0%
*Percent over jobber
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MARKETPLACE

For immedliate assistance in placing your Marketplace ad, please call Keith Havemann at; 310-857-7634. Send a fax: 310-943-1465 or e-mail: khavemann@advanstar.com

Collision
Shop
Product
Study

Manufacturers Representatives

SOUTH SOUTH

— L — Philips

P ———— e ————————

B———

INCREASE SALES

Content Licensing for Every Marketing Strategy

Service. Knowledge. Results. 80 Years of Experience.

Marketing solutions fit for:
- OQutdoor

- Direct Mail

- Print Advertising

tascosalesr'eps.com®

marketing solutions for its clients for 80 years. The Solu s Provider
115 aftermarket professionals.

N.A Williams Company has been providing sales and

www.tascosa Iesreps.com

- Tradeshow/POP Displays
- Social Media

- Radio & Television

CN _A_WE ' ' i a m s www.twitter.com/TASCOSALESREPS
- = www.facebook.com/Tascosalesrepscom

Manufacturers’ Representative

: s AAIA
2900-A Paces Ferry Rd., S.E., S g HEAD OF THE

Atlanta, GA. 30339 AAIA any A CLAS

770-433-2282 Automotive Aftermarket Yy

www.nawilliams.com Industry Association EMBE MEMBER

ki O

QHYMY @

Logo Licensing | Reprints | Eprints | Plaques

Let Marketplace Advertising Leverage branded content from Aftermarket Business (E-Zine) to create a

Y ' more powerful and sophisticated statement about your product, service,
wo r k I o r | or company in your next marketing campaign. Contact Wright's Media
to find out more about how we can customize your acknowledgements

Generate sales leads, maintain market presence, and recognitions to enhance your marketing strategies.
conduct market testing, promote existing lines,

introduce new products and services, or recruit the best. For more information, call Wright's Media at 877.652.5295 or visit our
website at www.wrightsmedia.com

Contact Keith Havemann 310-857-7634 or email khavemann@advanstar.com
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