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I
taly’s aftermarket and its related automo-

tive supplier import and export opportunities 

appear to be on the right track as a recent 

headline in Il Sole 24 Ore declares, “The car 

components industry sees the light at end of 

the tunnel.”  

A reporter from the newspaper was invited to 

moderate one of 20 sessions presented through-

out the AutopromotecEdu program during May’s 

Autopromotec exposition in Bologna. More than 

2,300 Italian and international visitors attended 

the seminars, including a session entitled, “The 

economy is picking up. Cars can restart.”

Held every other year, the overall expo 

attracted a record-setting 103,989 attendees 

through the turnstiles; 83,343 of them were 

Italian, with 20,646 foreign visitors arriving from 

numerous other nations – including the U.S.

Italy’s and Autopromotec’s importance to the 

global industry was highlighted at this past fall’s 

Automotive Aftermarket Industry Week (AAIW) 

BY JAMES E. GUYETTE | News Correspondent
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in Las Vegas by a delegation representing the 

Chicago office of the Rome-based Italian Trade 

Promotion Agency, known as ICE, which pro-

vides a wide range of services to assist Italian 

and overseas operations interested in connect-

ing with mutual business endeavors.

More than 1,500 exhibitors displayed their 

products and services on Autopromotec’s show 

floor, amounting to a 12.5 percent increase from 

2013’s figures as 663 non-Italian firms represent-

ing 47 countries had a booth presence. Twenty-

nine were from the U.S. “The strong growth 

in foreign exhibitor and visitor figures makes 

Autopromotec a landmark event in the interna-

tional trade fair scenario,” reports Autopromotec 

Brand Manager Emanuele Vicentini.

“Our exhibition is related to the Italian Garage 

Equipment Manufacturers Association (AICA), 

and through the association we do observe 

how many companies are getting more and 

more interested in the U.S. market,” says 

Autopromotec spokesman Guido Gambassi.

“On one side, this is due to recent changes 

in the American automotive market, which has 

moved toward some more ‘European’ car 

models, creating new opportunities for our 

companies,” he says. “On the other side, the 

U.S. is now going through a phase of full eco-

nomic recovery, encouraging Italian business-

es to approach or strengthen their presence in 

this market.”

Gambassi goes on to observe, “For U.S. busi-

nesses it could be more complex to approach 

the Italian market, as we are talking about a 

smaller country, which is, besides, still fac-

ing some economic issues and challenges. But 

Autopromotec should be seen, first of all, as an 

international marketplace, offering several busi-

ness opportunities at a global level.”

“They are interested in American products, 

and they are very interested in our training 

programs,” says Lakisha Pindell, director of 

meetings for the Maryland-based Tire Industry 

Association (TIA). “Our retail training was very 

popular” among Autopromotec attendees from 

a variety of nations.

While buying-power challenges persist amid 

tight personal finances that affect much of

...CONTINUE READING ◽

The Italian aftermarket is expected 

to reach 326 million euros by 2018, 

up from 301 million in 2014.

Italian aftermarket
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TRENDS & MARKET Analysis

Trans-Pacific Partnership offers 
global opportunities for aftermarket
BY JAMES E. GUYETTE

News Correspondent

A
lthough publicly available details are 

in short supply regarding the pre-

cise negotiated terms at this point, 

industry insiders are optimistic that 

the pending Trans-Pacific Partnership (TPP) 

will benefit the American aftermarket along 

with the overall automotive industry.  

Domestically spearheaded by the Office of 

the United States Trade Representative (USTR), 

the U.S. and 11 other nations are multilater-

ally involved in formulating the TPP’s specifics: 

Australia, Brunei Darussalam, Canada, Chile, 

Japan, Malaysia, Mexico, New Zealand, Peru, 

Singapore and Vietnam.

Controversy continues to accompany the 

pact’s progress amid a contentious array of 

political machinations going into the presiden-

tial campaign cycle. Supporters had anticipated 

that the agreement would have been wrapped 

up in March.

“International trade is front and center in 

2015 – such as the proposed Trans-Pacific 

Partnership debate and the unlikely alliance 

What are the key negotiating 

points regarding Japan’s role in 

the Trans-Pacif c Partnership?

 

What did Bookbinder say? Continue 

reading online.  

Q
A

Read full interview
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North American Office, JAMA 

Industry News

Market Trends & Analysis

 4 International Trends

 6 Vendor Market Trends

 8 Dealership Market Trends

 10 Technology Solutions

 11 Donny Seyfer

 12 Mark Smith

 Products

Contact Us

COMBO
TIRE SHOP

Ranger 
R980XR

Ranger 
DST2420

Call Now! 1-800-587-0663
www.wrencherswarehouse.com

Ranger R30XLT

BendPak SP-7X

LS580V-601

BendPak XPR-10A

BendPak MD-6XP

Ranger DST64T

Ranger R980AT BendPak HDS-14

Ranger R745
Swing-Arm 
Tire Changer

50” Swing-Arm & 
Single Power Assist

6,000-lb. Mid-Rise, 
Frame Lift, Portable

7,000-lb. Capacity,
Scissor, Frame Engaging

80-gal. Air Compressor

Swing-Arm Tire Changer Dynamic Wheel Balancer

33” Power Assist
Tire Changer

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

Digital Wheel Balancer 
with DataWand™ Entry

14,000-lb. Standard 
Length Car Lift

© 2015 Wrenchers Warehouse. All Rights Reserved.

Free shipping on all BendPak and Ranger Products to most areas in the 48 contiguous states.*
We are not required to collect sales tax on orders delivered outside of CA and TN. 
You may be required to remit sales tax to your local taxing authority.

**

FREE SHIPPING!* FREE SHIPPING!* FREE SHIPPING!*FREE SHIPPING!

U
N
B

E
AT
ABLE

G
UARAN

T

E
E
!LOW PRICE

$2895$1955$4370

$1940

$3700

$1470

$4250

$2425 $1590$3655 $3010

BendPak LR-60
6,000-lb. Capacity,
Low-Rise Lift

S
A
T
IS

FA
CTION

  G
UARANTE

E
D

!*FREE SHIPPING   
 S

A
V

E
 M

ORE!

N
O SALES T

A
X

!**NO TAX

ES631893_AMB0715_004.pgs  06.22.2015  23:24    ADV  blackyellowmagentacyan



Auto Service

Franchise 

Study

Auxiliary 
Lighting
Philips

Chassis
Centric

Wheel 

Bearings
GMB

Sign up for weekly 

Distribution e-newsletters

JULY

2015

• Click once to zoom in

•  Click & hold to move page around

Industry News

Market Trends & Analysis

 4 International Trends

 6 Vendor Market Trends

 8 Dealership Market Trends

 10 Technology Solutions

 11 Donny Seyfer

 12 Mark Smith

 Products

Contact Us

5         AFTERMARKET BUSINESS WORLD www.SearchAutoParts.com

pitting the White House and Congressional 

Republicans against liberal Democrats and 

some elements of the Tea Party on this issue,” 

according to Jerome Ashton, managing edi-

tor of international trade at Bloomberg, which 

has prepared a 40-plus page report covering 

an assortment of worldwide trade policy issues 

being pursued by the U.S.

“If concluded in the ambitious manner con-

ceived, the TPP can greatly benefit the auto 

care industry by joining together nearly 800 mil-

lion consumers and almost 40 percent of the 

world economy in a deeper and more formal-

ized trade and investment relationship,” says 

Andres Castrillon, senior counsel for interna-

tional affairs at the Auto Care Association.

“TPP offers the opportunity to counterbalance 

the major inroads that our Chinese competitors 

have made throughout the Asia-Pacific region. A 

strong TPP will open closed markets, eliminate 

barriers, secure strong IP (intellectual property) 

protection and ensure enforceability,” he explains.

“Our industry is increasingly global and our 

members need fair treatment, strong standards 

and open markets if we are going to grow our 

industry and workforce here at home. With 95 

percent of the world’s consumers and 80 per-

cent of the purchasing power outside of our 

borders, we need to do a better job of growing 

overseas markets. Free trade agreements are 

key to this effort,” according to Castrillon.

“Last year, 80 percent of U.S. auto parts 

exports went to free trade agreement (FTA) 

countries. And, while we have been idle in 

completing new FTAs, our competitors over-

seas are benefitting from the many agreements 

negotiated by China, the EU, Mexico and oth-

ers that exclude and disadvantage manufactur-

ers in the U.S.,” he contends.

“When conceived, TPP was intended to be 

the gold standard FTA for the 21st Century. 

We are watching the negotiations closely and 

hope to see strong outcomes on a number of 

outstanding issues; apart from the occasional 

leaked draft chapter, the TPP texts are closed.”

Seemingly more secret than Iran’s alleged 

efforts to build an atom bomb, the lack of clar-

ity over the pact’s provisions is inviting a

...CONTINUE READING ◽

Last year, 80 percent of U.S. 

auto parts exports went to free 

trade agreement countries.
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TIP THE BALANCE IN YOUR FAVOR 
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www.bendpak.com/DST64T • 1-805-933-9970 

Ever wished psychic powers  Because that’s kind of what it’s like to 

use our newest wheel balancer. While the other guys are still àguring 

out wheel dimensions, the DST-64T has already told you where to 

stick the weights—all thanks to genius features like these: (1) multi-

directional anti-glare, user-friendly control panel, (2) DataWand™ and 

inner data set arm with automatic wheel info entry, (3) inner wheel LED 

lighting for perfect visibility, (4) Drive-Check™ technology to simulate 

driving conditions and hypothetical imbalances, (5) robust accessory 

and mounting cone package, and (6) tape weight feeder with 200 wheel 

weights, on the house. Now, we’re not saying the DST64T is magic…

but it does come with a wand, so you be the judge.
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Who says you can’t have it all  That’s why we packed our newest 

R80DTXF tire changer with all the features you need to increase 

productivity and proàts. (1) Bi-lateral bead loosener with hand control 

operation, (2) leverless mount-demount head - no more tire irons, (3) 

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-proàle traveling drop-center tool holds sidewalls 

in the drop-center, (6) TurboBlast™ bead seating system. The new 

R80DTXF also includes a full-variable speed motor that goes slow 

to super-speed depending on the foot pedal pressure. You’re welcome. 
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YouTube

See it on 
YouTube
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© 2015 Ranger Products, Inc. • BendPak, Inc. and Ranger Products are registered trademarks.
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Model R80DTXF

Model DST-64T

ES631892_AMB0715_005.pgs  06.22.2015  23:24    ADV  blackyellowmagentacyan



Sign up for weekly 

Distribution e-newsletters

• Click once to zoom in

•  Click & hold to move page around

JULY

2015

Auto Service

Franchise 

Study

Auxiliary 
Lighting
Philips

Chassis
Centric

Wheel 

Bearings
GMB

Industry News

Market Trends & Analysis

 4 International Trends

 6 Vendor Market Trends

 8 Dealership Market Trends

 10 Technology Solutions

 11 Donny Seyfer

 12 Mark Smith

 Products

Contact Us

6         AFTERMARKET BUSINESS WORLD www.SearchAutoParts.com

The replacement markets

VENDORS

 More articles by JAMES E. GUYETTE          RELATED articles

TRENDS & MARKET Analysis

Brake component market offers 
robust production capabilities
BY JAMES E. GUYETTE

News Correspondent

D
iscounting the notion that brake 

parts can be over-engineered amid a 

cost-sensitive marketplace, a num-

ber of braking system suppliers are 

stressing the importance of applying sophis-

ticated engineering designs and testing tech-

niques to provide top performance and safety.  

These efforts are aimed at guaranteeing stop-

ping power and longevity while also enhancing 

manufacturer production efficiencies to ensure 

that price points remain acceptable to the 

motoring public.

They further contend that while do-it-for-me 

customers, do-it-yourselfers and technicians 

may be tempted to select the lowest costing 

components available, going with the least-

expensive brakes on today’s vehicles can cre-

ate problems during the installation process 

and pose personal risk to a car’s occupants 

and others on the road.

By choosing premium products that can be 

installed out of the box, DIYers and technicians 

can avoid filing to accomplish the correct appli-

What are the changes being 

made to Yokohama’s supply 

chain management and logistics 

strategies? 

What did Kahrs say? Continue 

reading online.  

Q
A

Read full interview

Vendor Newsmaker

Q&A
JEREMY KAHRS

Senior Director  

Yokohama Tire

There’s a lot riding on 
the safety of your lift. 

Protect your technicians, your customers and your  

ďƵsŝness� ,Ăǀe Ăůů ǇoƵr ůŝŌs ŝnspecteĚ ĂnnƵĂůůǇ ďǇ 

Ăn �>I �erƟĮeĚ >ŝŌ Inspector�

�on�t trust your ůiŌ safety to ũust anyone. �>/ �erƟĮed >iŌ /nsƉeĐtors are Ɖroven ƋuaůiĮed 

to insƉeĐt every ůiŌ in your serviĐe deƉartment to determine if they are funĐƟoning ƉroƉerůy. 

�nnuaů ůiŌ insƉeĐƟons are reƋuired ďy heaůth Θ safety oĸĐiaůs, �E^/ standards and ůoĐaů  

reguůaƟons. �ut even more imƉortantůy � taŬing Đare of your ůiŌs means taŬing Đare of 

your team. Their safety is riding on it.

To Įnd an �>/ �erƟĮed >iŌ /nsƉeĐtor in your 

area, visit ǁǁǁ�ĂƵtoůŝŌ�orŐ�ŝnspecƟon
Inspect to Protect™
Your business is riding on it™
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cation – eliminating the potential harm of com-

promising the system’s integrity and ensuring 

fit, form, function and overall performance.

Industry engineers have noted that the most 

critical elements within a brake pad set are the 

disc brake shoes or backing plates.

Nearly 20 percent of vehicles on the road 

underwent a brake job in 2009, according to the 

Brake Manufacturers Council, which is man-

aged by the Automotive Aftermarket Suppliers 

Association (AASA). Friction products amounted 

to 15.5 percent of the work, followed by rotors at 

13.6 percent and drums at 3.1 percent.

An analysis from Frost & Sullivan values the 

North American rotors, drums and calipers 

aftermarket at $1.39 billion as of 2013, estimat-

ing the segment to reach $1.64 billion by 2020. 

Warehouse distributors accounted for 50.5 per-

cent of the total 2013 revenues, with large retail 

chains continuing to gain market share.   

Optimizing brake performance

“Often the first sign of worn brakes is a brake 

pedal that seems to require more pressure to 

stop the vehicle,” according to the AAA’s John 

Nielsen, the organization’s managing director 

of automotive engineering and repair.

Scraping, squeaking or chirping noises that 

come from the wheels when the brakes are 

applied are other signs of potentially excessive 

brake wear. A car that pulls to the left or right 

when the brakes are applied also could mean 

trouble, he adds. Motorists should not wait until 

the brake warning light in their vehicle illumi-

nates to have their brakes inspected.

As part of its Brake Safety Awareness Month 

that takes place in August, the Car Care 

Council recommends that motorists be encour-

aged to bring their vehicles into shops for rou-

tine brake inspections. “When it comes to vehi-

cle safety, the brake system is at the top of the 

list, so have your brakes checked by an auto 

service professional at least once a year,” says 

executive director Rich White, elaborating with 

a list of seven key warning signs:

• Noise: screeching, grinding or clicking 

noises when applying the brakes.

• Pulling: vehicle pulls to one side while 

braking. ...CONTINUE READING ◽

The value of the North American 

rotors, drums and calipers 

aftermarket was $1.39 billion in 2013.

T h e  r e p l a c e m e n t  m a r k e t 

VENDORS

We hear it all the time: what’s your brake 
lathe got that the other guys don’t?     
But maybe a better question would be, 
what’s missing?

When we built the Ranger RL-8500 and 
RL-8500XLT heavy-duty brake lathes     
we ripped out the clunky gear box, 
variable-speed transmission, and any 
sense of fear. Then we replaced all      
that with fierce independence—two 
independent DC servo motors to be 
exact. Now they control the cross and 
spindle feed drives to give you a better-
than-factory smooth finish every time.

While those other brake lathes are trembling 
on their stands over a less-than-perfect 
drum, rotor, or flywheel, the RL-8500 
models have got you covered with    
solid nerves of steel.

And who doesn’t love that kind of confidence?

SEE THE ULTIMATE

NICKEL TEST

WATCH IT ON

YOUTUBE

FASTER, MORE ACCURATE AND EASIER

THAN ANY OTHER LATHE IN IT’S CLASS

1645 Lemonwood Drive 

Santa Paula, CA 93060 • 805-933-9970

www.rangerproducts.com/8500XLT

Quality products backed by our Certified Service
SM program 

and a customer care initiative designed to meet all of your support 

needs such as on-site repair and service regardless of location.

*Free shipping on all BendPak Products to the 48 contiguous states.

© 2015 Ranger Products  •  BendPak, Inc. and Ranger Products are registered trademarks.

MODEL RL-8500

MRP $5545

*FREE SHIPPING
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Customers

DEALERSHIPS

 More articles by BRIAN ALBRIGHT          RELATED articles

TRENDS & MARKET Analysis

Dealer service departments post 
record revenues in 2014
BY BRIAN ALBRIGHT

Correspondent

U
.S. auto dealerships have continued 

to increase new and used vehicle 

sales, while dealer service depart-

ments posted record revenues 

in 2014. The National Automobile Dealers 

Association (NADA) released its annual indus-

try report, NADA Data 2014 in April, and their 

research shows the industry continuing to 

make big gains.  

Sales at new car dealerships reached 16.43 

million units in 2014, and total dealership rev-

enue reached $806 billion, an 8.6 percent 

increase over 2013. Net profitability remained 

flat at 2.2 percent for the third year in a row.

“Profitability is completely flat,” says NADA 

Chief Economist Steven Szakaly. “Competition 

is intense. Anyone can buy a vehicle anywhere 

in the country, so you don’t just have local 

competition, you have national competition. 

That interbrand competition among car dealer-

ships is really underlined by the fact we are not 

seeing profitability increase.”

NADA is forecasting sales of 16.94 million 

new light vehicles this year, driven by low auto 

What are some best practices 

that dealers can use to increase 

accessory sales? 

What did Walter say? Continue 

reading online.  

Q
A

Read full interview

Dealer Newsmaker

Q&A
NANCY WALTER

VP of Business Development

Foresight Research 

TechSmartParts.com

The Evolution of Parts

WIRED TO BE

SMARTER.

To eliminate the original failure mode, 

TechSmart® gave our all-new Fuel 

Injection Control Module an improved 

circuit layout with performance 

upgrades and more advanced 

electronics. With less excess heat 

being put on critical components,  

it’s the smart choice for you and  

your customers.

Ditto.

Dolphins are considered to be one of the  
most intelligent creatures on earth.

TechSmart® 
Fuel Injection Control 
Module (FICM)

• Redesigned circuit layout

• Higher quality electronics 

• Gold-plated contacts

• Built-in load dump protection

• New, not remanufactured 

• No reprogramming necessary
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loan rates, high trade-in values, falling gas 

prices, and pent-up demand. Total light and 

heavy duty sales should top 17.3 million.

The number of dealerships is growing. During 

the worst part of the economic recession sev-

eral years ago, big OEMs like GM and Chrysler 

forced the closure of hundreds of dealerships. 

In 2014, there was a net increase of more than 

200 new car retail locations.

“Consumers clearly feel confident enough 

in the economic recovery to make big-ticket 

purchases,” Szakaly says. “While we’ve seen 

a pullback in investments in other industries, 

particularly in oil-related industries, automotive 

retailing remains a growth industry. The auto-

motive-retailing sector is continuing to outpace 

growth in the overall U.S. economy. Economic 

and employment growth were slower than 

expected in the first quarter but vehicle sales 

remain strong.”

The new vehicle department had the larg-

est share of total sales (57.6 percent), while 

used vehicles accounted for 31.0 percent, and 

service/parts made up 11.4 percent of total 

sales (a slight dip from 11.6 percent in 2013). 

Service/parts still had net profits that greatly 

exceeded those in the new and used vehicle 

departments, however, which has been the 

trend for the past decade.

Dealership payrolls have also continued 

to grow. Average payroll is $3.54 million, up 

from $3 million in 2013, and the industry had 

total payroll of $58.11 billion. New car deal-

ership employees bring home an average of 

$1,058 per week.

Service continues to expand

The service and parts departments of U.S. 

dealerships continue to post record sales. In 

2014, total service, parts, and body shop rev-

enue reached $91.73 billion, up 8.4 percent 

over 2013 when total revenue hit $84.6 billion. 

(These figures are not completely comparable, 

because NADA altered its benchmark and data 

collection methods for the current survey; still, 

the general trend is an increase in revenue.)

“Service has become much more important.” 

Szakaly says. “It’s a profit center, and a way to

...CONTINUE READING ◽

Total service and parts sales 

were $5.6 million at the average 

auto dealership in 2014.
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 More articles by BRIAN ALBRIGHT          RELATED articles

TRENDS & MARKET Analysis

Federal-Mogul links tech 
to technicians
BY BRIAN ALBRIGHT

Correspondent

I
n May, Federal-Mogul Motorparts 

took home the National Catalog 

Managers Association (NCMA) gold-

level PresidentÕs Award for Catalog 

Excellence for its Garage Gurus (for-

merly SmartChoice) mobile app. The 

app, which is part of the companyÕs Tech 

First initiative, allows iPhone and Android 

users to find parts information and tech-

nical support on their phones.

Last yearÕs mobile app gold winner, 

K&N Engineering, took home the award 

this year for its online catalog.

Federal-Mogul launched the mobile solu-

tion as SmartChoice in 2013. The app also 

includes VIN scanning and license plate-

to-VIN technology that allows customers 

to find parts using the license number.

The mobile app now has 20,000 users 

in the U.S. and Canada. Federal-Mogul 

developed the app in-house, but has an 

outside developer that assists with cod-

ing changes and upgrades. 

ÒWe do all of the layout, graphics, and 

all of the things that we have to do to 

keep up with the changes that Apple 

and Android push out to us,Ó says Brent 

Berman, director of training and con-

sumer experience. ÒThen we have those 

developers that help us push the changes 

through. Our turnaround time has been 

pretty good. Our iOS 8 update was out 

within 60 days.Ó   

Garage Gurus

Federal-Mogul combined a number of its 

technology and training initiatives under the 

Garage Gurus program as part of a reorga-

nization of its technician-facing initiatives. 

The platform includes a new network of 

state-of-the-art regional training centers, 

Gurus-on-the-Go product technology 

vans, and an e-learning curriculum avail-

able at www.FMgaragegurus.com.

ÒIn the last two decades the model 

was really to push a lot of communi-

cation and information through the 

channel, and hope it got to the target 

audience of technicians,Ó Berman 

says. ÒBut if you look at our resellers, 

they might have 800 or 1,200 ven-

dors all shooting information at them 

and hoping it got out to the trade.Ó

The Tech First and Garage Gurus 

programs specifically target that 

information and training directly to 

technicians. ÒWe had all of these 

fragmented programs, but no con-

sistent message or ecosystem,Ó 

Berman says. ÒWith Tech First, 

weÕre cutting through the channel and 

getting the message to the technicians.Ó

As part of the program, Federal-Mogul 

has expanded its regional training vans 

from eight to 30 vehicles across the coun-

try, with plans to have 50 vans on the 

road by 2016. The company also plans to 

have 15 regional training centers online 

by the end of this year.

ÒWeÕve also scaled up the amount of 

ASE master trainers,Ó Berman says. ÒWith 

the van drivers, our sales force, and the 

trainers at our facilities, we have more 

than 100 ASE certified team members 

now.Ó ...CONTINUE READING ◽

What are the biggest 

technological obstacles Mitchell 

1 faces as it develops and rolls 

out new products? 

What did Johnson say? Continue 

reading online.  

Q
A

Read full interview

Technology Newsmaker

Q&A
BEN JOHNSON

Director of Product 

Management, Mitchell 1 

The emerging markets

TECHNOLOGY SOLUTIONS
Federal-Mogul has expanded its 

regional training vans from eight to 

30 vehicles nationwide.
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 More articles by DONNY SEYFER      RELATED articles      AUTHOR bio

I
attended the NAPA Expo in May where the 

NAPA folks did an absolutely stellar job 

with this event for their extended family of 

18,000 people. 

There is something remarkable that hap-

pened that I have not experienced before. 

It is both great and terrifying. In addition to 

many of the most progressive repair shops 

in the country NAPA brought a cross-section 

of attendees that almost certainly are not 

attending any other industry events. Before 

I tell you how I know this let me explain my 

role in the event. 

I had the opportunity to teach a techni-

cal program on module programming that 

was aimed at convincing those who have 

not embraced the concept to step up to the 

J-Box. As part of my duties I hung around with 

the amazing and entertaining guys and gals 

from NAPA Training and ASE for four days. 

This afforded many opportunities to listen to 

and answer questions of folks who came by 

the booth or were in our training classes. This 

leads me back to my concerns for our industry.

If you attend many of the regional events 

you are well aware that most of the folks 

attending are the Kool-Aid drinkers who 

absorb any training opportunity they get near.  

Having attended more of those than I can 

count, I know their profile. The questions I 

receive, as a trainer, are so technical I some-

times have to research them to answer them.  

In contrast some of the questions we were 

receiving were so fundamental that I was 

surprised to find that these were the busi-

ness owners. I met people who do not own 

scan tools, who do not know how to read a 

financial statement, or calculate the return on 

investment (ROI) of a scan tool. I fielded ques-

tions about ASE testing that included “why” a 

little more often than I have come to expect. I 

encountered shops with no web presence and 

shops that provide no training of any kind to 

their technicians. We had a shop win a televi-

sion out of the booth that I could not find an 

address or phone number for on the web. 

Before you rush to judgment – don’t. These 

guys were asking the questions they needed 

to ask. They were there and they were tak-

ing advantage of the staggering amount of 

expertise that surrounded them. My hat is off 

to the folks who figured out how to get these 

shops to attend. They just may have saved 

their businesses. The core question is how 

does it happen that some people who own 

repair businesses are far from the competen-

cy level needed to repair a car 

that was built in the last 15 

years? I don’t have all the 

answers, but I have a few 

symptoms. 

Little to no 

training
For the most part train-

ing was not a part of 

the culture of these 

shops. If there was 

little to no technical 

training, I found that 

there was absolutely no 

owner training. Many of 

these folks were seeing a 

management 

trainer for the 

first time.

...CONTINUE READING ◽

Living in the SHADOWS

D o n n y  S e y f e r

SHOP INSIGHT

DONNY SEYFER

Operations Manager

Seyfer Automotive, Inc.
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Making great 
shocks starts 
from the inside
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since inventing the 

first one in 1907.
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Gabriel’s metal forged 
D.O.M. (Drawn Over 
Mandrel) process removes 
weld seam imperfections 
from the tube surface. 
This smoother surface 
reduces friction and leads 
to longer product life.
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 More articles by MARK SMITH    RELATED articles    AUTHOR bio

Fowl or foul BEHAVIOR

I
n light of the recent outbreaks of violent riots, errant 

gunmen, obvious brutality inflicted by those in com-

mand, and the political finger pointing of our national 

leaders, I want to draw some comparison to our indus-

try’s faux pas. Since we don’t typically destroy police 

cars in parking lots, shoot each other for no apparent 

reason (however, in West Virginia the defense of “he 

needed killin” is a sometimes regarded as justifiable 

homicide), and no owner of a parts store or service 

center is dumb enough to run for President, the only 

thing that resembles the madness of the world within 

our industry is men vs. women.

Aside from the obvious anatomical differences, there 

are other intriguing things as to how we each respec-

tively handle our business. Ironically, the same miscon-

ceptions about the automotive service and parts indus-

try and issues regarding gender share a few things in 

common with racial tensions, the “Girls Gone Wild” 

video series and soccer hooligans. 

The tradition and history of our industry has created 

men as the heir apparent, but the “her appearance” is 

appreciated much more appropriately in certain work 

and customer relationships.

The old saying and popular book title “Men are from 

Mars, Women are From Venus” illustrates how we think 

of each other. How we rationalize our differences might 

be slightly based on hormones or testosterone, but 

not entirely. In the automotive world these differences 

could be explained without the gender bias by saying, 

“Men have short dirty fingernails, women have longer 

dirty fingernails.” The common component is greasy 

hands. Here are some other noticeable differences 

between female and male customers.

Male customers tend to buy “price” much more than 

women. Women have a tendency to buy “value” and 

safety. A man will come in and buy only a set of brake 

pads for a vehicle that obviously needs rotors, calipers, 

ball joints, and a CV shaft with two lug nuts holding the 

wheels on the car, and then complain of a pedal pulsa-

tion after they’ve been installed, insisting we give him a 

new set of brake pads for free because the ones he just 

got are defective. 

His wife can bring the same vehicle in for service, and 

after informing her of the same problems she will allow us 

to actually fix the vehicle. Then when she returns home, 

her husband gets mad, tells her she was taken advantage 

of and none of the other stuff needed replaced. 

As a result, the husband now thinks we are a bunch 

of crooks, and his wife has a complex about buying 

parts or getting her car serviced, from anyone, but 

tells everyone she knows that she got ripped off by us. 

Now this is certainly not representative of all men and 

women, yet the stigma is there.

As much as the inaccurate percep-

tion annoys me, it’s wise of us to 

realize there is not a lot we can do 

about the customers we serve. 

Men like to be the heroes, 

women like to be the 

damsels in distress 

and both stereotypes 

pivot on our genetically 

programmed automotive 

industry frailties. Did I just 

say frailties? What could those 

possibly be? For the “Mr. Know 

It All” we are often too quick to 

“holster our weapon” of knowl-

edge to avoid conflict and just 

give the guy what he asks for, not 

what he needs, 

and pray it won’t

...CONTINUE 

READING ◽

Male customers tend to buy “price” and 

women tend to buy “value” and safety.

MARK SMITH

President,

Wholesale Auto Parts

M a r k  S m i t h

INDEPENDENT THINKING
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 More articles by STEPHEN BARLAS    RELATED articles    AUTHOR bio

Tire issues percolating IN CONGRESS

C
ongress is feverishly holding hearings on 

reauthorization of the highway bill, which will 

mean changes to highway safety laws, includ-

ing, possibly, to reporting requirements for tire retail-

ers. In addition, Congress will at the same time have to 

legislate new sources of funding for the federal high-

way grant program. Congress might decide to reinsti-

tute the long-ago federal excise tax on passenger tires 

(there is a current federal excise tax on truck tires). 

The current highway bill expires at the end of May, 

and the highway trust fund, now solely dependent on 

gas taxes, is expected to run out of money by the end 

of August. Nearly everyone in Washington agrees that 

because drivers are in much more fuel-efficient cars 

these days the gas tax must be increased or supple-

mented with other, new taxes. 

So there are two things to watch out for: new regula-

tions and new taxes.

In the first category, there may be a push to force 

tire retailers to report to the National Highway Traffic 

Safety Administration (NHTSA) tires sold in stores. This 

is not now required. Last year, the Obama administra-

tion introduced a highway reauthorization bill called 

the “Generating Renewal, Opportunity, and Work with 

Accelerated Mobility, Efficiency, and Rebuilding of 

Infrastructure and Communities throughout America 

Act” or “GROW AMERICA Act.” That bill went nowhere. 

But that bill included a provision allowing NHTSA to 

“initiate a rulemaking to consider requiring a distribu-

tor or dealer of tires that is not owned or controlled 

by a manufacturer of tires to maintain records of the 

name and address of tire purchasers and lessors and 

information identifying the tire that was purchased or 

leased, and any additional records the Secretary deems 

appropriate. Such rulemaking may also consider requir-

ing a distributor or dealer of tires that is not owned or 

controlled by a manufacturer of tires to electronically 

transmit such records to the manufacturer of the tire by 

secure means at no cost to tire purchasers or lessors.”

Last December, the Rubber Manufacturers 

Association, which represents tire manufacturers, 

announced they were lobbying Congress to support 

such an amendment. The Obama administration has 

indicated it will reintroduce the bill. Of course, a bill 

introduced by the Obama administration probably has 

no chance of emerging from the Republican-controlled 

Congress intact, if it emerges at all. It is almost impos-

sible at this early stage, with no transportation com-

mittee in either the House or Senate proposing much 

less passing a highway reauthorization bill, whether the 

tire dealer reporting provision has any support. Justin 

Harclerode, spokesman for the House Transportation 

and Infrastructure Committee, says the lead-

ers of the committee have not taken a 

position one way or another on any pos-

sible provision in a reauthorization bill. 

Kevin Rohlwing, senior vice presi-

dent of training for the Tire Industry 

Association, (TIA) says TIA strongly 

opposes retailer reporting on tire 

sales and any reinstitution of an 

excise tax on either passenger 

tires or retreads. As to the possi-

bility of those taxes, Rohlwing says, 

“We’ve heard it suggested.” But 

there doesn’t appear to be an actual 

provision on the horizon. 

Rohlwing said he and the TIA are not 

concerned about the new NHTSA 

final rule changing the 

tire identification num-

ber (TIN) manufactur-

ers must print in full on

...CONTINUE READING ◽

So there are two things 

to watch out for: new 

regulations and new taxes.

STEPHEN BARLAS

Washington 

Correspondent

S t e p h e n  B a r l a s

WASHINGTON INSIDER
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I
n 1965, Gordon Moore of Intel, father of Moore’s 

Law, postulated that the density of microproces-

sors on a chip would double (due to miniaturiza-

tion) every 18 to 24 months. Recently, it appears that 

Moore’s Law has expanded to include a doubling of 

major announcements relative to online commerce 

in a similar time horizon. The past month alone saw 

three historic items that anyone with an interest in 

doing business online should take note of. 

The first announcement was that local web searches 

conducted on mobile devices (smart phones and tablets) 

will exceed those performed on desktop devices in 2015 

(research firm BIA Kelsey). It’s no great surprise that any 

metric of mobile computing is racing past that of the 

desktop alternative. The surprise is in the time horizon. 

The first generation of Apple’s iPhone was released in 

2007 and the original iPad made its debut in April 2010. 

In a fraction of a decade these and similar untethered 

devices have transformed the way people access the 

Internet and the way commerce is done. This transfor-

mative technology is particularly relevant to the auto-

motive parts and service industry because our custom-

ers are innately mobile. And they are almost certainly 

untethered and away from a desktop at their time of 

greatest need for parts, service and repair. Besides, 

almost anyone under age 60 just prefers the conve-

nience and immediacy of searching for products, map-

ping a store location and shopping for services from 

the palm of their hand.

What this demands from everyone in the aftermarket 

parts and service supply chain is that you look at your 

business from the perspective of your customer. Look 

at your website on your smart phone or tablet device 

and ask if it delivers a satisfying customer experience. 

If product searches with images, ratings and how-to 

videos aren’t clearly rendered along with answers to 

common questions, store hours, location maps and 

phone numbers, then your site is of little use to over 

half of your customers and prospects. This observa-

tion applies to B2B customers as well as consumers 

because a B2B customer is nothing more than a B2C 

customer who happens to be at work. A new genera-

tion of buyers is bringing their search and shopping 

habits from home to the work place. Mobile is where 

every business must double-down on their web invest-

ment and customer experience.

If more convincing was needed, take note of the 

change implemented by Google in April in how they 

rank websites that are not “mobile friendly.” Google 

recently began penalizing sites that are not responsive 

to the size of the screen performing the search. A site’s 

ranking in organic search results will fall below that of a 

mobile-friendly site, all other things being equal. Mobile 

optimized sites feature less text, bigger buttons and 

links that are spaced in a way to be clickable. This is 

commonly achieved through the content management 

system (CMS) behind the website. Alternatively, a sec-

ond version of the site may be rendered for browsing 

by smaller screens. 

Regardless of how you 

respond to the mobile-friendly 

imperative, it is critical that your 

web content be optimized for 

the way most of your customers 

are going to view it. Google has 

provided a page to test whether 

your site passes or fails the 

“mobile-friendly” test: https://

www.google.com/webmasters/

tools/mobile-friendly/. 

...CONTINUE READING ◽

Three reasons to 
LOSE SLEEP OR GAIN INSPIRATION 

SCOTT LUCKETT

VP, Industry Strategy 

GCommerce Inc.

Look at your business like 

a customer would and ask 

if this is the experience you 

want to deliver.
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A u t o m o t i v e  A f t e r m a r k e t  S u p p l i e r s  A s s o c i a t i o n

O v e r s e a s  A u t o m o t i v e  C o u n c i l

             INTERNATIONAL INITIATIVES

 

Global business is good, 
AFTERMARKET EXPORTERS SAY

B
usiness conditions in the global automotive 

aftermarket are good, according to the lead-

ing suppliers exporting their products into 

international markets. 

Each quarter, the Overseas Automotive Council 

(OAC) of the Automotive Aftermarket Suppliers 

Association (AASA) surveys its North American sup-

plier members about worldwide business conditions. 

These surveys reflect OAC membersÕ viewpoints and 

observations from their business perspectives. 

In April, OAC survey respondents reported that over-

all business conditions in the global marketplace are 

good. While OAC members are positive about global 

markets, many report that they are tracking the impact 

of the strong U.S. dollar on exports. As one member 

noted, ÒThe global currency environment is impacting 

business due to (the) strong U.S. dollar.Ó

Here are a few of the comments regarding specific markets:

Saudi Arabia/Middle East:

• “Last year was beyond our estimate. We’re cau-

tious this year, but (so far) year to date has been equal 

to last year. We expect to double our visits this year 

and introduce some new products.Ó

• “The Middle East is always an area that has volatili-

ty due to the political and economic situations. In spite 

of the volatility, the region thrives and the demand for 

North American Products are constant and growing.Ó

Latin America (South America, Dominican 

Republic, Colombia) and Mexico

• “Fleets increasingly are taking a mentality towards 

better maintenance practices and incorporation of ele-

ments of very good quality interventions assets, as the 

need to have in their facilities staff members that are 

highly qualified for maintenance; this opens up a new 

opportunity for manufacturers to focus on technology 

and quality, not just price.Ó 

• “The automotive segment in Colombia is in con-

tinuous expansion especially because the government 

has started to focus more on vehicle scrapping.Ó 

• “The heavy duty segment continues to grow year-

over-year. However, the main players continue to push 

towards price decrease Ð this opens the opportunity to 

focus on products that helps optimize the operation.Ó

• In Mexico, “All indicators are up. Increasing prospec-

tive customers. We have seen good sales increases.Ó

Asia Pacific: A promising region

In addition to currency rates, diversity in regional car 

parcs is an area many suppliers are watching carefully. 

One member cited changes 

in Latin American car parcs, 

ÒIt is a region with mostly 

American vehicles. Although 

there is still a long way before 

American vehicles are no lon-

ger the majority, it is impor-

tant to take into account the 

market penetration of Asian 

and European vehicles.Ó

The OAC is one of the old-

est and most unique

...CONTINUE READING ◽

The global currency environment 

is impacting business due to a 

strong U.S. dollar.

 More articles by BEN BRUCATO    RELATED articles    AUTHOR bio

BEN BRUCATO

Executive Director AASA OAC
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AUTO SERVICE FRANCHISE STUDY

PERSUASION
AUTO SERVICE FRANCHISEES SAY CUSTOMERS 

LISTEN TO THEIR RECOMMENDATIONS

BY BRUCE ADAMS  | Managing Editor
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C
ustomers tend to listen to recommenda-

tions from auto repair professionals when 

purchasing vehicle parts, according to the 

Auto Service Franchise study in the July issue of 

Aftermarket Business World. The study surveyed 

franchise owners and managers about their parts 

buying habits and sales to customers.

When asked what their most effective marketing 

tool is to sell parts, 81 percent said it was their rec-

ommendation. In-store displays were a distant second 

with 6 percent of respondents saying that was their 

most effective selling tool, while coupons/rebates were 

at 2 percent, and social media also garnered 2 percent.

This was an increase from last year’s survey when 

66 percent of respondents said their recommenda-

tion was their most effective marketing tool.

This year 64 percent of respondents said most 

customers take their recommendations to buy parts 

while 25 percent said customers always take their 

Straight Ahead

recommendations and 10 percent said customers 

some times take their recommendations. 

The number one need of customers of auto ser-

vice franchises is quality, according to 40 percent of 

respondents. Price is most important according to 22 

percent of respondents, availability was 19 percent 

and OEM form, fit and function garnered 15 percent.

Some 59 percent of respondents said they order 

parts electronically and 34 percent order by phone. In 

last year’s survey 48 percent said they ordered elec-

tronically and 40 percent said they ordered by phone.

In this year’s survey 58 percent expect to sell more 

auto parts in the next 12 months and 38 percent expect 

to sell the same as the previous 12 months.

Methodology: The Aftermarket Business World 

Auto Service Franchise study was fielded to readers 

of Motor Age magazine via email. Survey results 

are intended to show general market trends, not 

statistical certainties. ◽  

THE POWER OF

17 Auxiliary Lighting 18 Chassis 19 Wheel Bearings

Created by parts people for parts people, the Innova Fleet Services 

OBDII dongle gives auto parts stores a huge sales advantage. 

After a simple setup, both the fleet customer and the parts store are 

alerted of required maintenance through telematics, such as when 

the check engine light is illuminated or when vehicle service is due. 

Each alert gives the store a unique opportunity to proactively reach 

out to the customer and capture the parts sale.

Unique to the aftermarket, the new Innova Fleet 

Services OBDII dongle includes all the features found 

on a traditional system and is more affordably priced. 

Easy to use, it will help your customers manage their fleets 

and provide them with a fast return on their investment. 

More sales for you. More savings for your customers. 

A win-win from Innova Fleet Services.

For more information on how we can help your business grow, please call 714-424-6768 or visit us at www.fleet.innova.com

follow up with your customers while they follow their fleets

• Fuel economy

• Driver score

• Route history

• Vehicle location

• Crash detection

• Check engine

• Vehicle maintenance

• Reports & alerts

Product Features

The fleet manager 
and parts store 

are alerted 

The parts store 
reaches out to the 

fleet manager

Fleet Management 
 Sales Start Here
Fleet Management 
 Sales Start Here

ONLY FROM INNOVA

NEW

+
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always take their tech’s 
recommendation for buying a 
specific brand of shock & strut

AUTO SERVICE FRANCHISE STUDY

47% of auto service franchisees 

electronically order this product 

from suppliers.

Auxiliary Lighting

Needs of customers

Quality 25%

OEM form fit and function 30%

Availability 27%

Most effective marketing tool

Shop’s recommendation 63%

In-store displays 14%

Other 12%

28%
report that

INDEPENDENT    
REPAIR SHOPS 

are the main competitors 

when selling this product.

38%
Increased

57%
Held Steady

5%
Decreased

55%
To Increase

40%
To Hold Steady

5%
To Decrease

2014 auxiliary lighting sales

Expected 2015 gross margins

Preferred supplier

Jobber 21%

Warehouse distributor 32%

Auto parts retailer 32%

OEM parts arm 10%

2015 auxiliary lighting 
sales expectations

To increase 1-10% 47%

To increase 11-20% 6%

To hold steady 42%

To decrease 5%

80% of auto service franchisees report that they stock 

this product on an as-needed basis.

Upgrade their style,

inside & out.

Upgrade your customer’s vehicle lighting with Philips Vision 

LED Bulbs. Our revolutionary new LED lighting technology  

delivers brilliant, 6000K light and a unique, new high-tech  

style for interior and exterior lighting applications.

Plus, thanks to Vision LED’s 12+ years lifetime, once they  

put them in, they’ll likely never have to replace them again.

To learn more, visit  

www.philips.com/visionled
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AUTO SERVICE FRANCHISE STUDY

62% of auto service franchisees 

electronically order this product 

from suppliers.

Chassis

Needs of customers

Quality 40%

Price 25%

Availability 17%

Most effective marketing tool

Shop’s recommendation 83%

In-store displays 4%

Other 9%

37%
report that

INDEPENDENT 
REPAIR SHOPS 

are the main competitors 

when selling this product.

Preferred supplier

Jobber 18%

Warehouse distributor 24%

Auto parts retailer 41%

OEM parts arm 16%

2015 chassis sales 

expectations

To increase 1-10% 43%

To increase 11-20% 19%

To hold steady 35%

To decrease  3%

56%
Increased

40%
Held Steady

4%
Decreased

59%
To Increase

40%
To Hold Steady

1%
To decrease

2014 chassis sales

Expected 2015 gross margins

88% of auto service franchisees report that they stock 

this product on an as-needed basis.

Centric Parts offers the most comprehensive brake and chassis program in 
the industry, supplying both OEMs and the aftermarket a full range of standard 

JUDGH��SUHPLXP�JUDGH��ÀHHW��PHGLXP�GXW\��SHUIRUPDQFH�DQG�GHGLFDWHG�UDFLQJ�

components and systems for virtually every light and medium duty vehicle built 
from 1937 through 2015.

With the most comprehensive brake & chassis coverage, the widest product 
selection and full program expertise, it’s easy to see why more technicians and 

parts outlets put their trust in the professionals at Centric Parts.

www.centricparts.com

(626) 961-5775

FROM LAB TO LIFT
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AUTO SERVICE FRANCHISE STUDY

63% of auto service franchisees 

electronically order this product 

from suppliers.

Wheel Bearings

Needs of customers

Quality 49%

Price 23%

Availability 15%

Most effective marketing tool

Shop’s recommendation 91%

In-store displays 2%

Other 6%

37%
report that

INDEPENDENT REPAIR 
SHOPS 

are the main competitors 

when selling this product.

Preferred supplier

Jobber 18%

Warehouse distributor 25%

Auto parts retailer 42%

OEM parts arm 13%

2015 wheel bearing 
sales expectations

To increase 1-10% 43%

To increase 11-20% 16%

To hold steady 40%

To decrease 1%

55%
Increased

41%
Held Steady

4%
Decreased

55%
To Increase

44%
To Hold Steady

1%
To Decrease2014 wheel bearing sales

Expected 2015 gross margins

89% of auto service franchisees report that they stock 

this product on an as-needed basis.
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MARKETPLACE
For immediate 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

manufacturers representatives

Generate sales leads, maintain market presence,  

conduct market testing, promote existing lines,  

introduce new products and services, or recruit the best.

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

Let Marketplace Advertising

Work For You!

soutH soutH

www.tascosalesreps.com

www.twitter.com/TASCOSALESREPS

www.facebook.com/Tascosalesrepscom

N.A. Williams Company has been providing sales and

marketing solutions for its clients for over 80 years.

115 aftermarket professionals.

2900-A Paces Ferry Rd., S.E., 
Atlanta, GA. 30339

770-433-2282

www.nawilliams.com

For more information, call Wright’s Media at 877.652.5295 or visit our 

website at www.wrightsmedia.com

Logo Licensing    |    Reprints    |    Eprints    |    Plaques

Leverage branded content from Aftermarket Business (E-Zine) to create a more powerful and 

sophisticated statement about your product, service, or company in your next marketing 

campaign. Contact Wright’s Media to fnd out more about how we can customize your 

acknowledgements and recognitions to enhance your marketing strategies.

Content Licensing for Every Marketing Strategy

Marketing solutions ft for:

• Outdoor

•  Direct Mail

•  Print Advertising

•  Tradeshow/POP Displays

• Social Media

• Radio & Television
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