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BY JAMES E. GUYETTE
NEWS CORRESPONDENT

Y
ou can’t repair a Model A by 

plugging it into a computer. 

Looking ahead toward going 

back to the future, some automotive 

industry educators are intent on train-

ing today’s technicians to work on 

yesteryear’s vehicles.

Adequately staffi ng the categories 

involved in restorations of vintage ve-

hicles and the creation of custom clas-

sics has become an area of concern 

as high school auto shop classes go 

by the wayside and typical vocation-

al training increasingly tilts toward 

electronics and other sophisticated 

repair techniques.

“The generation that built these 

cars and knows how to work on 

them is dying, and schools are fail-

ing to train young people to work on 

cars without computers or diagnos-

tic equipment, with very few excep-

tions,” says David Madeira, CEO of 

America’s Car Museum (ACM) in Ta-

coma, Wash. “What’s going to sustain 

the industry? If the cars can’t be pre-

served, restored or maintained, who’s 

going to Pebble Beach? Who’s doing a 

car show? What cars are available for 

auction? All of that goes away.”

Along with being celebrated for 

its 165,000-square-feet of stunning 

display space spread over four levels, 

ACM annually presents “The Drive 

Home,” an epic 3,000-mile road trip 

through the snow and ice from Ta-

coma to Detroit for January’s North 

American International Auto Show 

(NAIAS). This year’s caravan fea-

tured a 1957 Chevrolet Nomad, a 1961 

Chrysler 300G and a 1966 Ford Mus-

tang that paused for pit stops along 

the way at themed events and rallies 

to salute the contributions of the Mo-

tor City’s historic Big 3 automakers.

ACM also administers the Hagerty 

Education Program (HEP), previously 

known as The Collectors Foundation. 

It supports hands-on, career-based 

training institutions by providing 

grants that help fund student schol-

arships, internships and industry ap-

prenticeship programs.

Since 2005 HEP has awarded more 

than $2.75 million to dozens of resto-

ration educational courses throughout 

the U.S. and Canada; 2015 recipients 

include the Central Carolina Commu-

nity College Foundation, the Maine 

Maritime Academy, the Pennsylvania 

College of Technology, Thornton Frac-

tional High School, the Wexford-Mis-

saukee Career Technical Center and 

McPherson College.

“There has been a concern in recent 

years that fewer young people are 

learning the trades and skills needed 

to preserve historic vehicles,” says 

HEP national director Diane Fitzger-

ald. “With these grants, HEP offers 

an opportunity to help institutions 

continue their commitment to direct 

education in this fi eld.”

“HEP is the centerpiece for our 

education programs, and we’re in-

tegrating it into the center of our vi-

sion because the collector car market 

is somewhere around a $7-billion to 

$10-billion-a-year industry,” Madeira 

says. “So for us, it’s natural to focus 

on education and provide opportuni-

ties for meaningful work and good 

remuneration to young people. And in 

our small way, we might have a real 

impact on helping Amelia Island, Peb-

ble Beach, the auction scene and all of 

these things continue.”

Madeira says, “if we’re really think-

ing about making an impact – say in 

the way of preserving America’s au-

tomotive heritage – it’s going to be 

through HEP. Hopefully people recog-

nize this, and that gives them a reason 

to support America’s Car Museum.”

In May 2015, HEP tapped record-

breaking racer Lyn St. James to be-

come an industry ambassador for 

promoting the programs. “With the 

INDUSTRY PAVES WAY FOR 
PRESERVING VINTAGE VEHICLES 

COMMITMENT TO TRAINING SUPPORTERS
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growth of vintage racing and the ex-

citement of motorsports, we need to 

create a pipeline of skilled and pas-

sionate people to restore and pre-

serve extraordinary vehicles,” says 

St. James as she urges established af-

termarket businesses within the seg-

ment to assist with fi nancial contri-

butions. “It will attract the best and 

the brightest students for the job.”

Says Fitzgerald: “We’d like to see 

more racing enthusiasts join the 

movement to protect America’s auto-

motive heritage by supporting edu-

cational programs of restoration and 

preservation.”

Maintaining stylistic integrity
HEP funding has allowed Pennsyl-

vania’s Berks Career & Technology 

Center to purchase a 1966 Mustang, 

a 1937 Chevy Roadster pickup, a 1972 

Chevelle Malibu and a 1977 Corvette. 

Students have restored and custom-

ized these classics with an addition-

al goal of applying environmentally 

friendly products to the projects.

They have been disassembling 

and reassembling, performing body 

repairs and completing refi nishing 

tasks using waterborne paint. Interior 

components are restored along with 

suspension and drive train overhauls. 

The Malibu, for example, underwent a 

complete frame-off restoration.

The curriculum included restoring 

the Chevelle, and it was additionally 

“tastefully customized using modern 

drive train components and a modern 

paint scheme while maintaining sty-

listic integrity,” reports Berks spokes-

woman Eileen Rinaudo.

With a desire to pursue a career 

in body work, Jimmy Riegner was 

pleased with the knowledge he 

gained while laboring over the Mus-

tang. “Students were given the oppor-

tunity to learn not only technical skills 

but also teamwork, professionalism 

and patience,” he says. “Everyone 

who worked on the project had a lot of 

fun and learned things that will con-

tribute to their success in the collision 

repair industry.”

Located in Kan-

sas, McPherson 

College recently 

achieved accolades 

by clinching the In-

ternational Historic 

Motoring Awards 

2015 Industry Sup-

porter of the Year 

honors. Included in 

the festivities was 

a gala ceremony at 

London’s St. Pancras 

Renaissance Hotel.

“This is the inter-

national stage af-

fi rming the quality 

and value of what we’ve built during 

the last 40 years,” says Amanda Guti-

errez, McPherson’s vice president for 

automotive restoration. In 2001 the 

college began offering a four-year 

Bachelor’s degree – making it the only 

automotive restoration program offer-

ing a comprehensive liberal arts and 

technical education in the craft.

Unique opportunities
Some graduates may be entering the 

related real-world realm of kit cars. 

December’s signing of the bipartisan-

supported “Low Volume Motor Ve-

hicle Manufacturers Act of 2015” by 

President Barack Obama is expected 

to bring signifi cant benefi ts to replica 

manufacturers and suppliers.

“With this new law, Congress has 

demonstrated that it understands the 

importance of enabling U.S. compa-

nies to produce classic-themed ve-

hicles that are virtually impossible 

to build under the current one-size-

fi ts-all regulatory framework,” says 

President and CEO Chris Kersting of 

the Specialty Equipment Market As-

sociation (SEMA), which has backed 

the legislation since 2011. “This pro-

gram will create auto sector jobs and 

meet consumer demand for cars that 

help preserve our American heritage.”

The low-volume provision allows 

small automakers to construct up to 

325 replica cars per year, subject to 

federal regulatory oversight that en-

tails establishing a separate structure 

within the National Highway Traffi c 

Safety Administration and the U.S. 

Environmental Protection Agency.

Replica cars resemble production 

vehicles manufactured at least 25 

years ago, and the American mar-

ketplace has been constrained by a 

single system for regulating auto-

mobiles dating back to the 1960s. 

Because these outmoded standards 

were designed for companies that 

mass-produce millions of vehicles, the 

new measure now eases the catego-

ry-stunting challenges faced by entre-

preneurs who produce a small output 

of custom releases.

“This law gives enthusiasts the op-

portunity to buy turn-key replica cars 

while preserving their option to build 

one from a kit,” says SEMA Chairman 

of the Board Doug Evans.

“It recognizes the unique circum-

stances associated with limited pro-

duction replica vehicles, such as the 

’32 Roadster and ’65 Cobra, which are 

primarily used in exhibitions, parades 

and occasional transportation. With 

enactment of this new law, kit car 

companies and SEMA member com-

panies that supply equipment and 

components can take advantage of 

this unique opportunity.” �

Students at Pennsylvania’s Berks Career & Technology 
Center receive practical hands-on instruction in restoring 
vintage vehicles.

Photo: Hagerty Education Program
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SHOP INSIGHT

Ô Q&A

COMMUNITY
john.a.shoemaker@basf.comBusiness Development Manager, BASFJOHN SHOEMAKER

B
ecause I work with shop owners 

and managers, a discussion on 

training often takes place. Either 

they had training or they need 

training, but the conversation changes 

when I talk about re-training.

I get a puzzled look and comments 

such as “I already took that course 

once, why do I need to take it again” 

or “He learned about that when he 

was an estimator.” When I see plaques 

showing completion dates 10 years in 

the past, I ask them if they are hold-

ing the same position as when they 

took the course. The answer is gener-

ally no, hence the need for re-training. 

Certainly the training has been updat-

ed during the last 10 years, but a posi-

tion change also puts a different view 

on the material.

As you change positions and grow 

into more responsibility, your perspec-

tive changes. Let’s say you took a cus-

tomer service course as an estimator. 

In that course you probably focused on 

how to provide the expected service 

during the estimate process.  Now 

you’re a manager. If you were to take 

the course again you would probably 

focus on parts of the course that relat-

ed to maximizing customer service 

to achieve the highest possible cus-

tomer satisfaction index (CSI) score. 

As you grew into the manager’s posi-

tion from being an estimator your area 

of responsibility changed, and so did 

your focus on customer service.

The same theory applies if you took a 

cycle time course as a body technician, 

but after being promoted to production 

manager your viewpoint is different. 

As a technician you concentrated on 

the repairs in your stall and that was 

the height of you worries. Now you’re 

responsible for the repair flow of the 

entire facility. You look at the mate-

rial presented in the course differently 

because your outlook and responsibili-

ties have changed.

Regardless of your position or if you 

have been promoted, things change 

and your training should be updated 

routinely. If you looked back at your 

business as recently as five years ago 

and then looked at how you operate 

your business today, you would visu-

alize multiple differences. If you don’t 

keep up with current training, your 

business will not reach its full poten-

tial. Training has to be continual and 

you need to recognize that as your 

responsibilities increase you need to 

review the related training. Asking 

somebody to perform at peak levels 

with old training is setting that per-

son up to fail. 

The most important facet of re-train-

ing is certification training. Almost all 

training providers offer refresher cours-

es. Using them to keep you and your 

shop up-to-date is very cost effective. 

The Inter-Industry Conference on 

Auto Collision Repair (I-CAR) has annu-

al requirements that you can monitor 

through a training plan in my I-CAR®. 

my I-CAR allows you to select a role, 

determine the relevant courses and 

develop your plan.  

Automotive Service Excellence (ASE) 

has more than 40 certifications cover-

ing all aspects of automotive repair. 

They have myASE that helps you track 

your certification and allows you to 

schedule recertification. OEMs have 

training standards and if you work for 

a dealer, you must maintain specific 

training levels to receive and maintain 

warranty repair certifications. Paint 

manufacturers also update their train-

ing regularly to ensure users are aware 

of product advancements so it’s impor-

tant to discuss training with your job-

ber and manufacturer.  

During the last several years in an 

effort to reduce training requirements 

to maintain certifications, many pro-

viders have aligned with I-CAR. This 

alignment allows you to take OEM or 

paint manufacturer related courses 

and apply them to I-CAR certifications 

and vice-versa. This has helped many 

repair facilities stay on top of their 

game while minimizing expenses. 

Most of the training providers have 

methods to track training and I recom-

mend selecting one of them to ensure 

you stay current. Tracking your train-

ing will also allow you to schedule your 

employees throughout the year avoid-

ing the end of the year training crunch 

most shops go through. This also helps 

you develop a budget that you can 

amortize over the year rather than tak-

ing big hits in one or two months. �

TRAINING CAN FIX 
MANY PROBLEMS

Regardless of your 
position or if you 
have been promoted, 
things change and 
your training should 
be updated routinely. 

Job changes, personal growth require re-training
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WASHINGTON INSIDER

Ô Q&A

COMMUNITY
sbarlas@verizon.netWashington CorrespondentSTEPHEN BARLAS

A
uto advocates in Congress have 

been trying for seven years to 

pass a bill expanding the U.S. 

Department of Energy’s fuel effi-

ciency research. They are now on the 

cusp of success as the Senate looks 

very likely to pass an energy bill that 

would reorient DOE’s somewhat lag-

ging efforts.

The Senate energy bill contains an 

amendment aimed at improving the 

efforts of the DOE’s vehicle technology 

program and would extend its reach to 

the aftermarket. The legislation was 

stuck on the Senate floor in February 

as Republicans and Democrats worked 

to resolve one remaining critical, and 

unrelated issue, having to do with new 

funding for Flint, Mich., to help it with 

its drinking water crisis. There is likely 

to be a compromise on Flint allowing 

the bill to proceed to a conference with 

the House energy bill, (H.R. 8) which 

was approved by a strong bipartisan 

majority in December. 

The likelihood of congressional pas-

sage of the first major energy bill since 

2007 is strong; and President Obama 

would surely sign it. But there is a 

potential hiccup awaiting: the House 

bill contains none of the auto provisions 

in the Senate bill (S. 2012), which is 

supported by the Motor and Equipment 

Manufacturers Association, the Electric 

Drive Transportation Association, the 

Alliance of Automobile Manufacturers 

and others. 

The key section in the Senate bill 

comes out of the Vehicle Innovation 

Act (VIA/S. 1408) sponsored by Sens. 

Gary Peters and Debbie Stabenow, 

both Michigan Democrats. It essentially 

reorients the Department of Energy’s 

vehicles technology office towards 

establishing broad industry partner-

ships around particular energy effi-

ciency technologies. 

Among those mentioned are after-

treatment technologies and retrofitting 

advanced vehicle technologies to exist-

ing vehicles. So aftermarket participa-

tion in projects is definitely anticipated. 

The bill authorizes a four per-

cent increase in vehicles technol-

ogy research through 2020. Given 

Congress’s drive over the past few 

years, through sequestration, to dras-

tically cut some domestic budgets, any 

increase is a good increase. Of course 

it is always important to note that an 

authorization level is the most the 

appropriations committees can commit, 

but it is not a requirement. 

While the VIA made it into the Senate 

energy bill, another auto provision did 

not. Stabenow wanted Senate Energy 

Committee chairman Lisa Murkowski 

(R-Alaska) to allow a vote on the Senate 

floor opening up the DOE Advanced 

Vehicle Technology Manufacturing 

(AVTM) loan program to auto suppli-

ers and truck manufacturers. 

Murkowski and the top Democrat on 

the committee, Maria Cantwell, had 

their hands full sorting through the 230 

amendments waiting to be considered 

on the Senate floor. Many of them were 

disallowed, including Stabenow’s. That 

is not surprising given the negative 

reviews that program has garnered.

The AVTM loan program has been 

open only to auto manufacturers and, 

lately, to Alcoa, which is working on 

using aluminum to replace steel in auto 

frames. Ford, Nissan and Tesla are the 

other companies receiving loans. Ford’s 

is by far the biggest: $5.9 billion, grant-

ed in 2009. The other two came in 2010. 

The refusal of Murkowski to allow 

the Stabenow amendment probably 

had something to do with the frustra-

tion of Republicans with the program’s 

stasis and a negative report from the 

Government Accountability Office 

(GAO) in 2014 that said Congress may 

want to rescind all or part of the remain-

ing AVTM credit subsidy appropriations 

“unless the Department of Energy can 

demonstrate demand for new AVTM 

loans and viable applications.” 

The VIA was not included in the 

House energy bill; so Peters and 

Stabenow will have to fight to have it 

included in a bill passed by a House-

Senate conference committee. The 

House did pass the bill in 2009 by a 

vote of 312-114 when Peters, then a 

House member, sponsored it. The 

House in 2016 is a different place 

politically. But there is probably a rea-

sonable chance the VIA will make it 

into the final bill. �
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The likelihood of 
congressional 
passage of the fi rst 
major energy bill 
since 2007 is strong; 
and President Obama 
would surely sign it.

Auto research amendment includes aftermarket
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one thinks of the 

Caribbean, images 

of warm beaches and 

cold tropical drinks probably spring to 

mind. So one could be forgiven for over-

looking the large, lucrative aftermarket 

that sits just off U.S. shores.

The Caribbean aftermarket is not 

one market, but encompasses a vari-

ety of small markets with a handful of 

medium sized ones. Each market has a 

slightly different vehicle parc, and each 

market has a slightly different way of 

doing business.

Taken together, the 28 Caribbean 

nations and protectorates have 

approximately 43 million people. This 

would rank among the top 30 most 

populous countries in the world, if 

the Caribbean were one country. 

However, this is not the case. 

The Caribbean market is home to 

an incredibly diverse population of 

cars, trucks and motorcycles, with 

each country having a unique profile 

of vehicles on their roads. The brands 

represented have some things in com-

mon. Japanese vehicles have domi-

nated the region for the past 30 years, 

and continue to play a large role. The 

past 10 years has seen a large increase 

in Korean vehicles, and Chinese-made 

vehicles are becoming popular on 

some islands. Puerto Rico holds the 

largest share of U.S. domestics brands, 

at just about 25 percent, while in the 

rest of region, U.S. domestics account 

for about 15 percent. 

Population plays an important role 

in the size of the individual markets 

throughout the Caribbean. A second-

ary factor is the relative wealth of 

each nation. Income disparities have 

a direct impact on the size of the 

vehicle park. A case in point is the 

difference between Puerto Rico and 

the Dominican Republic. While Puerto 

Rico has a population of about 3 million 

CARIBBEAN AFTERMARKET FORECAST: CLOUDY WITH SOME SUN

BY RICHARD MEZADURIAN  |  CONTRIBUTING EDITOR
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THE DOMINICAN MARKET MAY BE OPENING FOR U.S. SUPPLIERS,  
BUT BY NO MEANS IS IT AN EASY MARKET TO TACKLE.

people, it has nearly 1.9 million motor 

vehicles. The Dominican Republic, with 

more than three times the population, 

approaching 10 million people, has only 

1.2 million vehicles in operation. 

Cuba, with a population of nearly 11 

million people, has about 450,000 cars 

and trucks. Cuba is sanctioned by the 

U.S., and it’s contrary to U.S. law to 

trade with Cuba without obtaining a 

special license. There have been recent 

discussions about lifting the sanctions.

By far, the largest market for U.S. 

firms seeking to sell in the Caribbean 

is Puerto Rico. Since Puerto Rico is a 

U.S. protectorate, there are no export 

restrictions and all transactions are 

conducted in U.S. dollars. Puerto Rico 

has been in the midst of a deep reces-

sion since 2008. It is seeking permis-

sion from the U.S. Congress to declare 

bankruptcy and restructure its debts. 

The long period of economic instability 

has had devastating consequences for 

the economy and the aftermarket. 

Puerto Rico is one of the few 

Caribbean nations with a net popu-

lation loss each year as more and 

more Puerto Ricans seek better eco-

nomic opportunities on the mainland. 

Unemployment on the island is at 12 

percent and continues to rise, while 45 

percent of the population is on some 

form of government assistance. 

But the vehicle parc is still consis-

tent in keeping with long-term trends, 

as Toyota dominated the market with 

a 26.7 percent share of 2014 vehicle 

sales. The Japanese makers com-

bined had a remarkable 56.5 percent 

share of all 2014 sales in Puerto Rico. 

The U.S. domestic three combined for 

a 19.7 percent share, closely followed 

by Korean brands Hyundai and Kia 

at 19.0 percent. The remainder of the 

market share belonged to the European 

brands. Total 2014 sales were 92,352 

units, which was down 13 percent from 

2013. While the final figures for 2015 

auto sales are not yet available, there 

should be a dramatic decline even from 

the 2014 numbers.

Due to the dire financial crisis, the 

government of Puerto Rico recently 

passed Act 72 to change the Sales & 

Use Tax Code of the island. In effect, 

Act 72 imposes an 11.5 percent tax on 

any goods imported into the island. 

This tax is paid directly by the import-

er at the port when the shipments 

arrive. According to Manufacturer’s 

Representative Elena Lopez of FL & 

Associates, the tax has impacted sales 

into the territory.

“Having spoken to several custom-

ers, the new law has affected their 

decision purchases from suppliers 

substantially,” Lopez said. Nobody 

is holding extra inventory. Lopez also 

said that there is no way to gage how 

2016 is going to look because there is 

no solution to the financial crisis on 

the horizon. 

Lopez points out that while Puerto 

Rico may not be the most positive spot 

to do business in the Caribbean now, 

the Dominican Republic has been a big 

bright spot. “The Dominican Republic 

market has the best outlook for 2016. 

The Dominican Republic is the only 

country in the Caribbean with an econ-

omy that is growing on a yearly basis 

since 2013. This is due in part because 

of the CAFTA-DR agreement done 

with the USA in 2007,” she said. The 

CAFTA-DR is the Central American 

Free Trade Agreement that was passed 

by Congress in 2005. It includes six 

Central American countries plus the 

Dominican Republic.  

The agreement has had a posi-

tive influence on sales of aftermarket 

products from the U.S. Lopez says, 

“The free trade DR-CAFTA that was 

effective in 2009 is helping the ‘Made 

in USA’ imports. Since it is an annual 

reduction in the import tax imposed 

on goods, every year the sales num-

bers are increasing. It also allows 

Dominicans to import vehicles made 

in the U.S., or those whose parts are 

at least 35 percent U.S. origin to that 

market, mostly free of customs duties 

since January 1, 2015.”  

The Dominican market may be open-

ing for U.S. suppliers, but by no means 

is it an easy market to tackle. There 

are 40 brands of vehicles representing 

almost 200 different models currently 

being sold on the island. With total 

vehicle sales about 20,000 units per 

year, that means there is a lot of dif-

ferentiation. For the 2012 sales year, 

Hyundai was the dominant brand with 

a 17.6 percent share of the market. 

Market share leaders by region were 

as follows: 31.6 percent, Japan; 26.1 

percent, Korea; 16.7 percent, U.S.; 8.3 

percent, Europe; 7.3 percent, China. 

The Dominican Republic has 3 million 

motorized vehicles, but 53 percent are 

two wheeled (motorcycles and scoot-

ers).  A manufacturer’s product port-

folio should include some coverage for 

those types of vehicles if any significant 

market share is expected to be gained. 

While almost no supplier can expect 

to carry parts for every vehicle, Lopez 

points out that North American suppli-

ers need to do more. She said most of 

the factories she represents only cover 

half the SKUs her Dominican customers 

are looking for. 

“Import parts from Asian brand 

applications must be a major part of 

what a supplier should consider when 

entering this market. Since the GDP per 

capita is only approximately $10,000, 

prices are always a big factor in this 

market and something that we must 

take in consideration always.” And 

competition from low-cost suppliers is 

always there.

In fact, the rather low per capita 

GDPs throughout the Caribbean 

region have put pressure on big 

branded suppliers. While brands are 

certainly recognized and present in 

the market, they command a smaller 

share than they once did. One distrib-

utor said, “Price is always the issue, 

and quality never seems to be.” He 

pointed out that a branded ball joint 

from the U.S. might sell for $16, but the 

customer prefers the Chinese import 

that is selling for $8. However, suc-

cessful brands are overcoming these 

issues with emphasis direct engage-

ment with the installer community. 

Many premium suppliers are offering 

signage, technical training and sales 

education for the installer clients. So 

while there is intense pricing pres-

sure, a well-presented brand with a 

clear engagement strategy can over-

come some of this pressure.

Other large vehicle population mar-

kets in the Caribbean that might be 
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considered are Trinidad and Tobago 

with about 500,000 vehicles in opera-

tion. Barbados, one of the wealthier 

Caribbean islands, has about 135,000 

motor vehicles, but has a population of 

less than 300,000 people, which makes 

it the highest percentage of per capita 

vehicle ownership in the Caribbean.

The many smaller islands that repre-

sent hundreds of thousands of vehicles, 

operate a little differently. But first con-

sider, is it practical to have an export 

strategy for each of these islands? 

Probably not. And many auto parts pro-

fessionals on smaller islands don’t nec-

essarily have the volume or need to buy 

directly from manufacturers. Instead, 

they often find solutions closer at hand.

Frank Arenal, president of Ignition 

and Fuel Systems Corp., a San Juan, 

Puerto Rico based distributor, says, 

“Small surrounding islands get most 

of their parts from Puerto Rico, though 

some buy from exporters in Miami.” 

He concedes that while bigger two- or 

three-store chains might buy from him 

in Puerto Rico, they just as often might 

buy directly from the U.S. or from 

Panama. But that still leaves plenty 

of business for him and others. “They 

come here, pack parts in their luggage 

and head home. Business has a funny 

way of finding itself.”

Along with the diversity of vehicles 

in the Caribbean, there also is a rich 

diversity of languages and cultures. 

English, Spanish, French and Dutch 

are widely spoken, as well as the local 

Creole dialects of each language. This 

makes it difficult to tailor a one size fits 

all marketing message to the region. 

It’s also difficult to travel to each of the 

28 markets individually, as desirable as 

such a trip might be. So it’s prudent to 

develop a sales and marketing plan or 

plans that specifically target each par-

ticular segment of the market. 

Various strategies that might help 

develop a successful market plan 

include hiring a local sales represen-

tative. Typically, sales representatives 

are familiar with local distributors, 

customs and market conditions. They 

are often good sources of market-spe-

cific vehicular data as well. Due to its 

proximity to the U.S., many Caribbean 

distributors attend shows like AAPEX, 

and in Puerto Rico, several distributors 

belong to U.S. buying groups. 

There aren’t any major trade shows 

held directly in the Caribbean, but two 

regional shows often attract Caribbean 

buyers. One is PAACE Automechanika, 

which is held in Mexico City each July. 

The other is the Latin Auto Parts Expo, 

which is held in Panama every June. 

Linda Bassitt, president of Latin Auto 

Parts Expo, said at the 2015 show there 

were more than 3,000 attendees from 

60 countries, including 14 of the 28 

Caribbean region nations.

The trade winds are mostly favor-

able to U.S. companies that seek to do 

business in the Caribbean. Once the 

storm clouds have passed Puerto Rico, 

there will be strong pent up demand 

to be satisfied. With sales growing in 

the Dominican Republic, companies 

with the right products should do well. 

And perhaps soon, there may be a new 

emerging market in Cuba. For U.S. sup-

pliers, ensuring that you have the prop-

er product portfolio is as important as 

packing the right sunscreen. �
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Q A

WHAT IS THE SCOPE OF 
SPENDING ON HEAVY 
DUTY PARTS AND 
SERVICES FOR 2015?
A: We estimate the size of 

the parts aftermarket (Class 

6-8 and trailers) at $4.8 bil-

lion in Canadian dollars in 

Canada and $3.4 billion in 

U.S. dollars in Mexico. In 

the U.S. the aftermarket 

for parts is $30.1 billion; tires is $16 bil-

lion, lubricants such as engine oil and 

coolants is $2.5 billion. The service 

labor associated with this is estimated 

to be $58.5 billion – this is a preliminary 

estimate from a study we are currently 

completing.

Q: What trends are you seeing in the 

truck repair and service marketplace 

going into 2016?

A: More focus on downtime, how is it 

defined? How well are service providers 

doing to limit downtime? What are they 

doing to address this? Focusing on Total 

Cost of Operation (TCO) is a more recent 

trend, with truck manufacturers promot-

ing the advantages of their vehicles and 

truck owners keeping a closer eye on 

Big Data. So much information is avail-

able from trucks now; what should fleets 

focus on? Who owns the data?

Q: What are some of the conditions driv-

ing this marketplace?

A: What drives the aftermarket in the 

U.S. – and in Canada and Mexico – is 

TRENDS & MARKET ANALYSIS

n international education gap 

apparently exists regarding the 

proper application of aftermar-

ket automatic transmission fluids 

(ATFs). Pouring in a faulty fluid 

can grind away at a transmission’s 

wear protection, foam control and low-

temperature performance.

“If you put the wrong ATF in a vehi-

cle, the driver will be able to tell based 

on the change in their shifting expe-

rience,” says Tu Lai Turner, an ATF 

specialist at Afton Chemical Corp. “At 

best, the installer will have to perform 

the transmission service all over again. 

But over time, putting the incorrect or 

unlicensed ATF into a transmission 

can shorten its life through increased 

wear and tear and the glazing of the 

clutch plates.”

Based in Richmond, Va., with facili-

ties in Australia, China, Japan, South 

Korea and Vietnam, Afton has created 

an ATFonATF.com website to provide 

insights into the importance of using 

only industry-licensed ATFs.

A recent survey by Liberman 

Research Worldwide of 200 transmis-

sion specialists on behalf of the cam-

paign shows that nearly one in three 

don’t know the difference between 

OEM licensed and unlicensed ATFs.

“A licensed ATF ensures that a fluid 

meets all the specifications an OEM set 

for that vehicle,” Turner explains. “In 

order to obtain a license, the ATF must 

pass a battery of rigorous performance 

tests. These tests are set by the OEM 

and performed by a third-party testing 

facility. If the facility and OEM approve 

the ATF as licensed, the oil company 

is required to display the OEM logo/

trademark and license number on the 

label of the product. This proves to both 

installers and customers that the ATF 

is licensed for use in that vehicle.”

To understand the difference 

between licensed and unlicensed ATFs, 

an installer must first understand how 

an automatic transmission fluid is for-

mulated, according to company execu-

tives. There are two main components 

in an ATF: base oil and additives.

Compared to engine oils, the ATF 

additive component is far more com-

plex. In an ATF, there is a need for 

the formula to be both slippery for the 

transmission gears, and sticky, espe-

cially for the friction plates. The ATF 

additive is where the “magic happens.” 

That’s where the mix of anti-oxidants, 

dispersants, friction modifiers, deter-

gents and anti-wear agents are added 

to create a specific ATF formula.

The Liberman survey also revealed 

that only about two-thirds (64 percent) 

of installers believe that using unli-

censed ATFs can damage a transmis-

sion system.

“The transmission is one of the most 

costly systems in a vehicle to repair 

and/or replace,” says Afton market-

ing manager Kennon Artis. “Installers 

should ask their ATF distributor to see 

the OEM logo/trademark and license 

number before committing to use an 

ATF for specific models at their service 

centers. This will help ensure they are 

using the right ATF for their customers’ 

vehicles and maintaining trust with the 

vehicle owner.”

The company says licensed ATFs 

offer additional advantages:

t�"O�"5'�DBSSZJOH�BO�0&.�MJDFOTF�

BY JAMES E. GUYETTE  |  NEWS CORRESPONDENT

TRAINING ON 
TRANSMISSIONS
FLUIDS EXPERTISE SMOOTHS SERVICE OFFERINGS

JOHN B LODGETT
VP, Sales & Marketing 
MacKay & Co.
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helps ensure the best transmission 

performance based on well-considered 

and tested specifications.

t� 4JODF�UIF�MJDFOTJOH�QSPDFTT�JT�SFH�

ulated by OEMs, there is strict control 

against disreputable blending practices.

t� 5IFTF�QSBDUJDFT�BSF�XFFEFE�PVU�

of the distribution chain. This is espe-

cially important as a growing number 

of jurisdictions in the U.S. – such as 

California – are cracking down on poor 

quality products being passed off as 

high quality.

t� "O�0&.�MJDFOTFE� "5'� JT� POF�

measure of protection for the service 

provider in the event challenges arise 

and service providers’ practices are 

called into question.

It also is important to be aware that 

Asian and European OEMs may not 

have licensing criteria in tandem with 

U.S. standards. Additionally, several 

Asian OEMs may recognize minimum 

requirements to be suitable, such as pro-

mulgated by the Japanese Automotive 

Standards Organization (JASO).

The ATFonATF program is support-

ed by some of the automotive industry’s 

leading OEMs, chemical engineers, 

trade associations and oil companies, 

according to company executives, who 

provided additional information on the 

topic in response to questions from 

Aftermarket Business World:

Q: Where can distributors, retailers 

and installers obtain training about flu-

ids and transmissions?

A: There are a number of industry-

wide resources that provide training 

and education for those who want 

to learn more about the industry and 

making informed choices about ATF 

usage. For instance, the American 

Petroleum Institute (API),  the 

Petroleum Quality Institute of America 

(PQIA), the American Motorist Repair 

Association (AMRA/MAP), and the 

Automotive Oil Change Association 

(AOCA) all are well-known and well-

respected bodies in the industry that 

could serve as resources.

Q: Is there an automatic transmis-

sion association that offers training? 

A: Any transmission fluid training is 

primarily done through the oil market-

ers/distributors or on the job.

Q: What are the pricing differences 

between certified and non-certified flu-

ids, and what can counter people do to 

induce more sales of certified ATFs to 

both professional installers and do-it-

yourself customers?

A:  Pricing differentials differ 

according to application and brand. 

However, on average market pricing 

can differ from roughly 15 percent 

to 35 percent. There’s not necessar-

ily a differentiation between “certi-

fied” and “non-certified” but more 

of a branded vs. unbranded. It seems 

that the market is still very driven by 

brand recognition (trust) than it is by 

licensing or legitimacy.

Q: What is the global perspective 

on certified and non-certified ATFs?

A: We can’t speak regarding to 

Europe, but they are primarily manual 

transmissions anyway. Asia Pacific 

is extremely sensitive to certified/

licensed/legitimate products. It’s not 

just specific to ATFs, but to any prod-

uct/market. Duplication (imposters) is 

a huge issue in China. Most consum-

ers are willing to pay more, as they see 

the value in authenticity – but you just 

need to be able to demonstrate that.

Q: Do certain regions embrace certi-

fied ATFs more than others?

A: The world of licensed fluids is 

complex and sometimes confusing, 

which affects the degree to which after-

market stakeholders can observe and 

follow licensing guidelines. Generally 

speaking, North America is among 

the simplest regions to follow licens-

ing guidelines, since the major OEMs 

– GM, Ford, Chrysler and Allison – all 

openly publish their specifications, 

making it easier for installers to identify 

and use licensed ATFs. �

the number of active vehicles, the mix by 

vehicle class and vocation, and where 

they are in their life cycle for repairs and 

maintenance.

The activity level of trucks and trailers 

is driven by the health of the economy, and 

specifically the portion of the economy 

related to products and goods that are 

moved by trucks.

The U.S. economy over the last sev-

eral years has not been extremely robust, 

but it has expanded, and that has been 

good for trucking activity. The Canadian 

economy was not as adversely impacted 

by the recession in 2009 as the U.S., and 

it benefited from the oil business in the 

western parts of the country, although that 

recently has been negatively impacted by 

current conditions in that market. The 

strength of the dollar has also had a nega-

tive impact for Canada.

Mexico markets have been impacted 

by oil prices and exchange rates as well, 

but overall Mexico continues to prosper 

better than other Latin America countries.

Q: What are some of the spending aver-

ages for truck owners?

A: The average class 8 truck uses $11,300 

worth of parts, tires and lubricants per year 

over a life of 15 years.

Q: How would you assess the prospects 

of U.S. firms providing parts and services 

to fleets in other nations? Do you have 

any tips for reaching out to these interna-

tional fleets?

A: Most truck manufacturers already do 

this, as well as most of the major com-

ponent manufacturers. More component 

manufacturers are exploring other markets 

beyond North America.

At the HDAD conference this year we 

had a panel of representatives who are 

completing business around the world. 

One of the main themes from these folks 

was you can’t have one go-to-market 

template for every country; you need to 

be flexible, and having local, native man-

agement is a strong plus.

Q: Are there differences within the repair 

and parts sales process for effectively 

reaching out to fleets vs. individual truck 

owners?

A: Typically the larger the fleet the more 

formalized the process is going to be to 

garner the parts and/or service business 

as opposed to dealing with an owner of 

one or two trucks.

Q: How do you assess the new parts 

vs. used parts marketplace in the U.S., 

Canada, Mexico and other nations?

A: Used, not remanufactured or rebuilt, 

parts are a very small portion of the overall 

aftermarket in any of these countries.

Q: Are there regional differences in wheth-

er fleets and individual owners conduct 

repairs in-house or through independent 

of chain repairers?

A: We have not identified any major differ-

ences by region of the country.
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Q A

WHAT WERE KEY 
TRENDS THIS YEAR IN 
COMPENSATION AT 
DEALERSHIPS?

We’ve seen salaries and 

wages go up, and we’ve 

seen productivity go up as 

well.

Q: Fixed-ops compensation is rising 

faster than sales compensation. What 

does that tell us?

A: Part of that is driven simply by the 

effect of sales. Sales are up. It’s also a 

result of the increased dependence on 

fixed operations a profit center. There 

has been a realization that since mar-

gins on new vehicles are under so much 

pressure, that you need to focus on this 

area of the business.

Q: What else is happening relative to 

service and parts salaries at dealer-

ships?

A: I think compensation rates are clearly 

moving upward across all of those cat-

egories, and part of that is reflected in 

the fact hat there is fierce competition 

for qualified techs as well as mechan-

ics. A secondary problem is that there 

hasn’t been a stream of these individuals 

joining the labor force. Traditionally, and 

wrongly, these jobs have been looked 

down on, and there is a need for dealers 

and the industry as a whole to engage 

with community colleges and with high 

schools to attract people.

utomotive recalls are at an all-

time high, but drivers frequently 

don’t have the required repairs 

performed on their vehicles to 

remedy these issues even when 

they are safety related.

The U.S. Senate is considering legis-

lation that would force dealerships to 

perform all safety recalls before selling 

or leasing a used car, but new data 

from the industry indicates that move 

could send trade-in values plummeting.

Under the Used Car Safety Recall 

Repair Act, which was proposed by 

Senator Richard Blumenthal (D-Conn.), 

auto dealers would have to fix all out-

standing safety recalls before selling or 

leasing a used car.

That, says a new report, could 

adversely impact the value of trade-

ins at dealerships. The National 

Automobile Dealers Association 

(NADA) commissioned the report from 

J.D. Power last year to evaluate exactly 

how big an impact the proposed recall 

law would have on consumer trade-

ins. The verdict: in 2014, vehicle trade-

in values could have declined by an 

average of $1,210 or as much as $5,713 

under the proposed law.

According to NADA, trade-ins play a 

key role in franchised dealership sales 

because most consumers fund their 

down payments this way. Roughly 10 

million cars are traded in to dealers 

each year.

The proposed law was designed to 

help address the low recall comple-

tion rate in the U.S. According to 

Autotrader, the U.S. recall completion 

rate in 2014 dropped to 48 percent from 

56 percent the previous year. 

“There are now more than 46 million 

cars and trucks on our nation’s roads 

with unrepaired safety recalls; last year 

alone, five million used cars subject to 

safety recalls were sold to new own-

ers without the necessary repairs,” 

Blumenthal said when he announced 

the legislation last March. “This critical 

legislation will protect consumers and 

help reduce the number of unsafe cars 

on the road.”

The J.D. Power study identified a 

number of costs that the dealer would 

incur in order to sell those trade-ins if 

there were outstanding recall issues. 

For the purposes of the report, J.D. 

Power focused on the cost of financ-

ing the vehicle purchased from the 

consumer, the cost of storing the 

vehicle, the cost of insurance and 

depreciation costs.

“Based on our analysis, depreciation 

has the highest cost,” says Jonathan 

Banks, executive analyst at the Used 

Car Guide division of J.D. Power, and 

the report’s lead author. “This varies 

BY BRIAN ALBRIGHT  |  CONTRIBUTING EDITOR

SAFETY REPAIR 
ACT COST HIGH 
TRADE-IN VALUES COULD DROP IF LEGISLATION IS ENACTED

STEVEN SZAKALY
NADA Chief Economist

TRENDS & MARKET ANALYSIS

According to Autotrader, 
the U.S. recall completion 
rate in 2014 dropped to 48 
percent from 56 percent the 
previous year.
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by vehicle and is also impacted by 

seasonal factors. The expected costs 

provided in our report are based on 

the actual depreciation amounts that 

occurred on the affected vehicles dur-

ing the calculated delay period for 

each recall.”

The $1,210 figure represents the 

weighted average for both in-brand 

trade-ins and out-of-brand trade ins. 

Out-of-brand trade-in costs would 

likely be higher because out-of-

brand dealers incur additional costs 

when holding the vehicle during the 

repair delay and when transporting 

the vehicle to an in-brand dealer for 

repair, the report states.

Data used for the report included 

the National Highway Transportation 

Safety Administration (NHTSA) 

recall database, and a survey of 800 

dealer representatives. The survey 

provided data on expected costs of 

purchasing a trade-in vehicle subject 

to recall. J.D. Power also estimated 

depreciation costs based on auction 

sale transactions, and the cost of the 

capital used to purchase the trade-in 

using the prime-rate average from the 

last 10 years. The company also used 

NHTSA data to estimate typical time 

frames for repair delays.

Overall, the potential cost could be as 

much as an aggregate of $1.078 billion 

in trade-in value reductions, not includ-

ing trade-ins to independent dealers 

and the 11 percent of 2014 recalled 

vehicles not included in the analysis 

because the data was not available.

According to government and indus-

try data collected for the study, repair 

delays resulting from the challenges 

faced in engineering, producing and 

distributing the replacement parts can 

be significant. Dealers also have to esti-

mate what the delay will be, which can 

further exacerbate the trade-in value 

reductions that customers face. Dealers 

are likely to discount the trade-in value 

more to avoid that risk.

“Assuming a repair delay that is 

shorter than the actual repair delay 

is a risky proposition for a dealer, and 

thus they are more likely to act as if 

they believe the range of repair delays 

will be on the high end of the range of 

repair delays observed in the past for 

recalls of similar scale and complexity,” 

Banks says. “In a hypothetical scenario, 

a lack of clear information could reduce 

the trade-in value offered to a consum-

er by hundreds of dollars if a trade-in 

manager were to overestimate a 30-day 

recall delay by an additional 30 days.”

Recalls with repair delays longer 

than 90 days accounted for approxi-

mately 69 percent of all recalled vehi-

cles traded-in during a repair delay 

period. Repair delays vary, however. 

In some cases, those delays are just 

a few days. In others, particularly 

where parts are scarce or have to be 

engineered, they can last 12 months 

or more. For example, the repair delay 

associated with Honda’s Takata air-

bag recall was 206 days. The Toyota 

spare tire carrier recall affecting the 

Sienna had a repair delay of 411 days.

According to the franchise dealer 

survey used for the research, logistics 

costs associated with a trade-in that 

requires safety recall repairs were 

estimated at approximately $235, 

with additional time delays (beyond 

the repair delay) of approximately 

12.3 days.

Dealers already perform 

many repairs

One element of this analysis that the 

report was unable to estimate was 

the impact of dealers that are already 

performing all of the recall repairs 

prior to resale. J.D. Power was unable 

to evaluate how much of this type of 

work is already being done, although 

Banks says that in their survey of deal-

ers, “virtually all of them perform recall 

repairs on vehicles brought in as trades 

when parts or a remedy is available. 

There isn’t really a gauge since there 

are many recalls where there are parts 

delays, or a remedy has not been estab-

lished. So many vehicles have an open 

recall that dealers are unable to fix.”

Nationwide dealer AutoNation, for 

example, announced in September 

2015 that it would no longer sell, 

lease or wholesale vehicles with open 

safety recalls.

“There’s no way to expect that cus-

tomers would or should know of every 

safety recall on every vehicle they 

might purchase, so we will ensure 

that our vehicles have all recalls com-

pleted,” said Mike Jackson, Chairman, 

CEO and President of AutoNation. “We 

make it our responsibility as a retailer 

to identify those vehicles and remove 

them from the market until their safety 

issues have been addressed.”

NHTSA has also launched a new 

public awareness campaign, Safe Cars 

Save Lives, to encourage drivers to 

check for open safety recalls.

Banks says that shortening the repair 

delay window is an important step in 

improving recall completion. “To be 

effective there needs to be accountabil-

ity and clarity on when recall remedies 

are established and parts are available 

to fix the recall,” Banks says. “There 

needs to be strong communication with 

dealers and customers so consumers 

know when and where to bring the 

vehicle for repair, and for dealers to 

know the wait times so they can plan 

and schedule effectively to ensure 

recall repairs are completed.”

Blumenthal’s bill is currently under 

review by the Senate Committee on 

Commerce, Science, and Transportation. �

UNDER THE USED CAR SAFETY RECALL REPAIR ACT, AUTO DEALERS WOULD HAVE TO 
FIX ALL OUTSTANDING SAFETY RECALLS BEFORE SELLING OR LEASING A USED CAR.

Q: There has been a continued increase 

in the number of women working at 

dealerships, as well as younger employ-

ees (particularly millennials). How will this 

affect dealerships?

A: I think expectations on work hours 

and relative compensation is very dif-

ferent. Part of the high rate of turnover 

you see is that in many cases, younger 

workers find out that they don’t like 

some of the work that’s involved, as in 

sales. That’s not really saying anything 

negative about the industry, but is a 

reflection of the fact that younger people 

try out jobs, but don’t necessarily stick 

with them. This industry faces the same 

challenges that every other industry 

does. A huge amount of the knowledge 

base is retiring, and you have to figure 

out a way to transfer that knowledge 

base to the younger workforce. 
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TECHNOLOGY SOLUTIONS
NEWSMAKER

Q A

WHY DID YOU 
ORIGINALLY DEVELOP 
THE SOFTWARE?
I founded Original Parts 

Group Inc. (OPGI) in 1982, 

and over t ime our SKU 

count grew as we grew, 

from a few thousand SKUs to 10,000 

and then to 20,000 and 50,000. We 

were unable to manage pricing for the 

SKUs and keep them updated on a reg-

ular basis. I dove head first into pricing 

science, and we built a price manage-

ment solution in 1998. It worked so well 

and made us so much money we decid-

ed to turn it into a commercial solution. 

In 2010, Advanced Pricing Logic was 

born and we put out first version of the 

program, Promoter. We just launched 

the second version, PRICEXPERT.

Q: What are the key pr icing chal-

lenges in the automotive market?

A: First and foremost, most companies 

have multiple price lists for different 

kinds of customers. That’s a challenge 

to keep that information synchronized. 

PRICEXPRET does it beautifully. It’s 

important that when the value of the 

product moves up and down, that every-

thing moves up and down in sync with 

the reference price, and you can do that 

across thousands of products at once.

The other thing that is a big challenge 

for automotive suppliers is making sure 

that their prices don’t cannibalize their 

own profits, and how do you do that 

when you have thousands of products? 

TRENDS & MARKET ANALYSIS

s “connected cars” enter the 

market and more vehicles include 

Internet-enabled technologies as 

a standard feature, cybersecurity 

in these vehicles has received 

more attention. Regulators, automak-

ers, consumer groups and technology 

companies are developing and calling 

for new encryption approaches and 

standards to keep driver data (and 

drivers) safe.

Security, in fact, was a key topic at the 

recent Connected Cars USA 2016 confer-

ence in February in Washington, D.C. 

Last July, the U.S. Senate began 

considering vehicle security and pri-

vacy legislation. One of the bill’s 

sponsors, Sen. Ed Markey, along with 

Federal Trade Commission head Terrell 

McSweeny talked up their efforts to 

raise awareness and establish stan-

dards at the conference.

“Everybody in the industry, and 

policymakers and senators, needs to 

be thinking about it,” McSweeny said 

at the conference. “As we start driving 

computers instead of machines, what’re 

the expectations around those?”

There have been several “white hat” 

hacker demonstrations in which vehi-

cles were remotely hacked and con-

trolled by gaining access to their con-

nected infotainment and other systems. 

One of those demonstrations prompted 

Chrysler to recall 1.4 million vehicles to 

correct a security vulnerability.

“What I’ve learned from visiting 

with hackers and security research-

ers is that cars are prominent targets,” 

McSweeny said. “But also that this 

prominence can create a real opportu-

nity to enhance the safety and security 

of cars and the trust of consumers.”

Automotive security manufacturer 

Giesecke & Devrient (G&D) reported 

earlier this year that in 2014, just 

10 percent of global passenger cars 

were connected. By 2020, 75 percent 

of vehicles being manufactured will 

have Internet-connected infotainment 

systems, according to BI Intelligence, 

and experience a compound annual 

growth rate of 45 percent. 

G&D has teamed with IBM to 

develop connected vehicle security 

solutions that would make car hacks 

more difficult using crypto chip and 

key technology.

“With dozens of ECUs (electronic 

control units) and several in-vehicle 

bus systems as well as various wire-

less connections to the external world 

of a connected vehicle, it is vital to pro-

tect those systems in the best possible 

way against remote hacks, fraudulent 

attacks and any attempts that could 

affect traffic safety,” said Erich Nickel, 

Director of Automotive Solutions at 

IBM. “As a multitude of connected 

vehicle online services are already 

available, involving aspects of data 

privacy and secure payments, secure 

infrastructures and communication 

channels are needed.”

The solution includes smart card 

security and embedded secure ele-

ments (eSE) for storing cryptographic 

keys, as well as key creation and man-

agement technology, subscription man-

agement and security intelligence in 

the vehicle to detect attacks.

Tech company Laird expanded its 

connected vehicle security efforts 

through its acquisition of the German 

BY BRIAN ALBRIGHT  |  CONTRIBUTING EDITOR

CONNECTED CARS
REGULATORS, OEMS AND TECH COMPANIES FOCUS ON 
CONNECTED VEHICLE SECURITY

DAVE LEONARD
CEO of Advanced 
Pricing Logic and 
Original Parts Group
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company Novero early in 2016. Because 

connected vehicles will leverage a num-

ber of different connectivity options 

(Bluetooth, WiFi, cellular, and Dedicated 

Short Range Communications), secu-

rity will be complex and challenging. 

Novero’s antenna coupling, near field, 

and in-car hot spot technologies will be 

combined with Laird’s vehicle-to-vehicle 

and vehicle-to-infrastructure solutions 

in a secure fashion.

Another significant security effort 

is underway at the International 

Transportation Innovation Center 

(ITIC), which signed an agreement 

with SK Telecom to develop quantum 

cryptography technologies to protect 

connected cars. The ITIC is creating a 

testbed to validate secure networked 

transportation technologies.

“We are developing ITIC as a neu-

tral testbed, because we think it is 

important to have multiple system 

providers testing at the same location 

for cybersecurity,” says Dr. Joachim 

Taiber, CTO at the ITIC and a research 

professor of electrical and computer 

engineering at Clemson University. 

“Different engineers can work at one 

test location and synchronize their 

data and share the development 

results with each other.”

Because so many different compa-

nies contribute connected technology 

to a vehicle design, coordinating their 

security efforts is critical. “The ultimate 

responsibility is with the OEM, but if 

they work with an IT company that pro-

vides a data center that feeds data into 

the car, the OEM isn’t really responsi-

ble for that data center. So you need a 

neutral testbed where all of these dif-

ferent systems can be validated.”

SK Telecom’s quantum cryptography 

system uses quantum physics instead 

of mathematics-based encryption 

algorithms. According to the company, 

it securely distributes a secret key to 

legitimate parties. The key is a table of 

random numbers shared by legitimate 

users, and is secure against all possible 

eavesdropping.

Traditional pseudo-random number 

generators currently used in many 

connected car encryption systems are 

vulnerable to hackers who decrypt the 

digit sequence. SK Telecom claims its 

technology generates “true random 

numbers.”

Key technology companies have also 

formed the Intelligent Car Coalition 

(www.intelligentcarcoalition.org) to 

address connected car policy develop-

ment and security issues. �

The program gives the organization 

information about their strengths and 

weaknesses on a SKU-by-SKU basis, 

and then allows them to act on that 

information. It provides a methodol-

ogy for implementing corrective pricing 

across the board for thousands of SKUs 

simultaneously.

The system will look at how well can 

you stock the product, how good of a 

job does the supplier do in getting the 

product to them, how fast or slow the 

product moves against its own peer 

group, profit margins, etc. You find 

pockets of information that line up that 

allow you to discount without hurting 

your own organization. 

Q: How has importance of pricing 

changed?

A: Price has always been important. 

The difference now is that with the rise 

of big data, ERP solutions, optimization 

and so forth, is that companies actually 

have visibility into their mix, so they can 

really see if they are leaving money on 

the table or not. They can really tell if 

things aren’t selling and why. They can 

look at multiple data points and take 

each one into consideration. 

We allow the user to price based on 

how data points intersect with each 

other. For example, you may see that 

you have a number-one mover, so you 

want to raise the price by a certain per-

cent. Here’s another data point that 

says the product is trending downward 

since 90 days ago. If you were just look-

ing at that metric alone, you would have 

lowered the price. You can consider 

every single metric that is measurable, 

and arrive at a price that consumers will 

likely think is a good value.

When we show our customers their 

data, almost universally the company 

values their own products less than their 

customers do. What does that mean? 

It translates into better profits and rev-

enues if you have the tools and software 

to measure what it is you are doing and 

apply that to the price point.
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Electronics has been 

awarded a patent 

on its Auto-Pairing 

Wireless Camera 

System for tractor-

trailer applications. It is designed 

to seamlessly pair any combination 

of cabs and trailers equipped with 

Voyager wireless monitors and camer-

as, regardless of a fleet’s size. Available 

adapter kits can convert competitors’ 

older wired systems to be compatible 

with the new wireless technology.

“The best thing about this system is 

the simplicity, and how that simplicity 

improves several cost factors associ-

ated with using older technology. We 

have removed the need to have a dedi-

cated seven-way bulkhead connector 

between a tractor and trailer for an 

older camera system. The hardware 

costs of those components are eliminat-

ed off the top,” says national accounts 

manager Justin Garver.

“Our customers love the system 

because it provides their drivers with 

an unmatched tool to combat every 

fleet’s most frequent accident – the 

backup accident. Driver acceptance and 

adoption is also very quick with this 

system because it protects their live-

lihood while not requiring them to do 

anything out of the ordinary to achieve 

results,” according to Garver, who 

recently answered a series of questions 

posed by Aftermarket Business World:

Q: How well is the trucking industry 

embracing these types of technologies?

A: The trucking industry is really 

moving toward acceptance of these 

types of technologies. There are a few 

things I attribute that to: As more and 

more of these types of systems reach 

decision makers’ personal vehicles, it 

has really opened people’s eyes into 

the benefits this type of equipment 

could bring to the OTR truck applica-

tions they manage.

Also, with the driver shortage, many 

fleets are forced into training drivers 

with little or no over the road experi-

ence. In an effort to mitigate the risks 

associated with less experienced 

drivers, many fleets are seeking out 

technologies that reduce the amount 

of things a driver has to think about 

when operating their truck. Or in our 

case we’re providing a driver a view 

that no amount of experience can pro-

vide – a picture directly behind the 

rear of a trailer.

Q: What advice do you have for dis-

tributors and retailers on how to more 

effectively market these products?

A: In my experience, systems like 

ours do not come close to their full 

potential at the distributor or dealer 

level. There are typically one or two 

outside parts salesperson(s) during 

sales training sessions that latch on 

to the product and go out and cham-

pion it to their customers. These are 

typically the highest producers in their 

territory, however.

Working in the industry requires 

me to be in attendance at many trade 

shows. You meet so many various fleet 

owners and managers, from one-truck 

owners to 10,000-plus truck own-

ers, at these shows. In my world, I’m 

immersed in everything new from all 

of the major suppliers to the industry.

So I just assumed if you owned or 

ran a fleet, you knew of everything that 

was available. So it was a little shock-

ing when I went out on route sales 

training runs to see how many of the 

smaller- to mid-size fleets were com-

pletely unaware of new and emerging 

technologies.

BY JAMES E. GUYETTE  |  NEWS CORRESPONDENT

COMMERCIAL
VEHICLE SEGMENT
ADVANCED IN-CAB ELECTRONICS GAIN SALES 

So it comes down to education. I 

think dealers and distributors need 

to negotiate training, sales literature/

POP materials and demo systems when 

bringing on a new vendor or a new high 

tech product from an existing vendor.

Route and counter sales people 

are fantastic at looking up and taking 

orders for every day commodity items 

their customers need. High tech sys-

tems take multiple visits, and require 

a more in-depth sales process to move 

the potential cus-

tomer from zero 

awareness,  to 

aware, to educat-

ed, to realization 

of the benefits, to 

close of sale.

Depending on 

fleet size, many 

s a l e s  p e o p l e 

decide the effort 

isn’t worth the time it takes. However, 

using simple visual demos allows sales 

people to jump through a few of those 

phases of the sales process in a fraction 

of the time. The sale becomes much 

easier at that point.

My most successful dealer/distribu-

tors have installed demo systems on 

all their route sales and parts delivery 

vans, and at the very least have a porta-

ble demo system to bring into a poten-

tial prospect’s shop. So if a route sales 

guy shows up and mentions the new 

product, and the potential customer is 

interested to learn more, they can go 

right out to their van and demo how 

the system works, instead of trying to 

explain how it works.

Q: How can installers and other 

industry professionals obtain train-

ing for marketing and installing these 

types of systems?

A: I believe that industry profes-

sionals should stay engaged with the 

industry trade associations that they 

are interested in pursuing. Attending 

trade shows, and engaging in commit-

tee and policy meetings, allows you to 

stay ahead of the curve when it comes 

to your competition.

Most shows also organize network-

ing luncheons, golf outings, etc. See 

more Q&A at AftermarketBusiness.

com/JustinGarver. �

Justin Garver
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technicians seek quality first when select-

ing parts to repair their customers’ vehicles, 

according to the 2016 Aftermarket Business 

World Technician Attitude Study. Quality was selected as 

the No. 1 attribute that technicians said they consider first 

when selecting parts in five out of six product categories.

Brand, performance and availability were the next most 

important characteristics, according to the survey. Finishing 

further down the list were price and warranty considerations.

Technicians overwhelmingly agreed that they tend to 

purchase parts from auto parts retailers. That was the top 

source selected by techs in five out of six product cat-

egories in the study. Jobbers and warehouse distributors 

were the next most often selected parts suppliers.  They 

frequently were mentioned by techs as either their sec-

ond or third choice as the go-to provider for purchasing 

parts. Other sources of parts selected by techs in the sur-

vey were dealerships, direct from the manufacturer and 

buying online. 

When asked who their preferred supplier is, techs select-

ed auto parts retailers first in four out of six product cat-

egories and second in the other two categories. Jobbers 

and warehouse distributors were most often selected either 

second or third.

Dealerships were the fourth most frequently preferred sup-

plier. Techs who selected dealerships to purchase parts said 

they did so primarily for two reasons – OEM form, fit and 

function or because it was the only place the part was avail-

able. Other reasons receiving significant votes in that cat-

egory were customer request and for the OEM brand name.

Methodology: The Aftermarket Business World 2016 

Technician Attitude Study was fielded to readers of sister 

publication Motor Age via email. Study results are intended 

to show general industry trends, not statistical certainties. �

TECHNICIANS SAY QUALITY IS MOST 
IMPORTANT PART ATTRIBUTE
BY BRUCE ADAMS  |  MANAGING EDITOR
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National brands vs. 

private label 

purchases

58%
National

25%
Private

17%
Both

Internet ordering 

frequency

0-10% of the time 58%

11-25% of the time 8%

26-50% of the time 17%

51-75% of the time 0%

76-99% of the time 17%

Reason for 
buying a particular 
auxiliary lighting

Brand 13%

Price 13%

Quality 15%

25% of technicians always give recommendations 

for buying a specific brand of auxiliary lighting.

Frequency of supplier 
contact

Once a week .............................. 8%

Every two weeks ........................ 0%

Once a month ............................ 8%

Every three months .................... 8%

Every six months ........................ 8%

Yearly .......................................... 0%

No contact necessary .............. 68%

Brand vs. supplier loyalty

If a primary supplier of auxiliary 
lighting replaced a brand with 
another of like quality, a tech would:

Change suppliers to continue 
purchasing original brand ........ 58%

Keep primary supplier and purchase 
new brand ................................ 42%

75% do not purchase 

aux. lighting from a dealership.

Reasons:

Too expensive 40%

Aftermarket products as good as 

(or better than) OEM 40%

Convenience/time limits  20%

Amount of auxiliary lighting that 

is returned monthly

None 83%

1-2% 8%

3-4% 8%

5-9% 0%

10% + 0%

I don’t know 0%

Purchasing source

Warehouse distributor 33%

Auto parts retailer 33%

Direct from manufacturer 25%

Jobber 25%

Internet 50%

Preferred purchasing channel

Dealership 17%

Internet 25%

Direct from manufacturer 17%

Jobber 17%

Primary reason for 

preferred supplier

Good relationship 25%

Parts availability 33%

Price 17%

Fast delivery                                17%

Margins

82% of technicians report they DO NOT 

know how much over the jobber they pay.

1-5%* 0%

6-10%* 33%

11-15%* 33%

16-25%* 0%

More than 25% 34%

1-5%* 0%

6-10%* 14%

11-57%* 57%

16-25%* 29%

More than 25% 0%

What techs know they pay

What techs think they pay

*Percent over jobber

AUXILIARY LIGHTING

Some chart totals exceed 100 

percent because respondents 

could provide multiple 

answers. Other charts do not 

reach 100 percent because 

all answer options are not 

represented.



Vision, VisionPlus, CrystalVision ultra and X-tremeVision

upgrade headlights

Safety sells
Philips upgrade headlights show your customer 

what’s ahead sooner.   More time to react increases 

their driving safety.   With a clear view of the road 

ahead, that’s safety that sells.
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STUDY

 TECHNICIAN ATTITUDE STUDY

National brands vs. 

private label 

purchases

64%
National

21%
Private

15%
Both

Internet ordering 

frequency

0-10% of the time 89%

25-50% of the time 3%

51-75% of the time 3%

76-99% of the time 0%

All the time 5%

Reason for buying a 
particular brake

Performance 48%

Price 37%

Quality 67%

49% of technicians always give recommendations 

for buying a specific brand of brakes.

Frequency of supplier 
contact

Once a week ............................ 16%

Every two weeks ........................ 8%

Once a month .......................... 16%

Every three months .................. 11%

Every six months ........................ 5%

Yearly .......................................... 8%

No contact necessary .............. 36%

Brand vs. supplier loyalty

If a primary supplier of brakes 
replaced a brand with another of like 
quality, a tech would:

Change suppliers to continue 
purchasing original brand ........ 53%

Keep primary supplier and purchase 
new brand ................................ 47%

56% purchase brakes 

from a car dealership.

Reasons:

OEM form, fit, function 90%

Only place it is available 48%

Customer request  38%

Amount of brakes that are 

returned monthly

None 58%

1-2% 33%

3-4% 3%

5-9% 0%

10% + 0%

I don’t know 6%

Purchasing source

Warehouse distributor 46%

Auto parts retailer 67%

Direct from manufacturer 13%

Jobber 33%

Dealership 33%

Preferred purchasing channel

Warehouse distributor 23%

Auto parts retailer 38%

Dealership 13%

Jobber 15%

Primary reason for 

preferred supplier

Good relationship 13%

Parts availability 31%

Carries specific brands 26%

Fast delivery                                23%

Margins

81% of technicians report they DO NOT 

know how much over the jobber they pay.

1-5%* 38%

6-10%* 50%

11-15%* 0%

16-25%* 12%

More than 25% 0%

1-5%* 24%

6-10%* 21%

11-15%* 31%

16-25%* 21%

More than 25% 3%

What techs know they pay

What techs think they pay

*Percent over jobber

BRAKES

Some chart totals exceed 100 

percent because respondents 

could provide multiple 

answers. Other charts do not 

reach 100 percent because 

all answer options are not 

represented.



It takes more than fancy new logos to become the world’s  
most trusted supplier of OE and aftermarket friction. It takes an  
unwavering commitment to engineering that stretches back more 
than 100 years and drives us into the future. From materials to  
manufacturing to your shop floor, no matter which Wagner®  
products you recommend to your customers, you can always  
do it with total confidence.

Mike Rowe
Huge Fan  
of Stopping

Jonathan Dwyer
ASE-Certified Technician 

Wayne, New Jersey

See the science of better stopping take shape at 
wagnerbrake.com

©2016 Federal-Mogul Motorparts Corporation. All trademarks shown are owned by Federal-Mogul Corporation, 
or one or more of its subsidiaries, in one or more countries. All rights reserved.

#partsmatter
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STUDY

 TECHNICIAN ATTITUDE STUDY

National brands vs. 

private label 

purchases

54%
National

21%
Private

25%
Both

Internet ordering 

frequency

0-10% of the time 88%

11-25% of the time 0%

26-50% of the time 12%

51-99% of the time 0%

All the time 0%

Reason for buying a 
particular chassis

Brand 44%

Warranty 38%

Quality 56%

44% of technicians always give recommendations 

for buying a specific brand of chassis.

Frequency of supplier 
contact

Once a week .............................. 7%

Every two weeks ........................ 3%

Once a month .......................... 18%

Every three months .................. 11%

Every six months ...................... 11%

Yearly .......................................... 7%

No contact necessary .............. 43%

Brand vs. supplier loyalty

If a primary supplier of chassis 
replaced a brand with another of like 
quality, a tech would:

Change suppliers to continue 
purchasing original brand ........ 59%

Keep primary supplier and purchase 
new brand ................................ 41%

67% do purchase 

chassis from a car dealership.

Reasons:

OEM form, fit, function 94%

Only place available 72%

Customer request  17%

Amount of chassis that are 

returned monthly

None 73%

1-2% 8%

3-4% 12%

5-9% 0%

10% + 3%

I don’t know 4%

Purchasing source

Warehouse distributor 31%

Auto parts retailer 62%

Direct from manufacturer 10%

Jobber 41%

Dealership 52%

Preferred purchasing channel

Warehouse distributor 18%

Auto parts retailer 43%

Dealership 7%

Jobber 25%

Primary reason for 

preferred supplier

Good relationship 7%

Parts availability 59%

Carries specific brands 7%

Fast delivery                                22%

Margins

79% of technicians report they DO NOT 

know how much over the jobber they pay.

1-5%* 40%

6-10%* 40%

11-15%* 0%

16-25%* 20%

More than 25% 0%

1-5%* 35%

6-10%* 10%

11-25%* 25%

16-25%* 30%

More than 25% 0%

What techs know they pay

What techs think they pay

*Percent over jobber

CHASSIS

Some chart totals exceed 100 

percent because respondents 

could provide multiple 

answers. Other charts do not 

reach 100 percent because 

all answer options are not 

represented.



More 
miles 
in every 
MOOG.
©2016 Federal-Mogul Motorparts Corporation. All trademarks shown are owned by Federal-Mogul 
Corporation, or one or more of its subsidiaries, in one or more countries. All rights reserved.

From engineering to testing to manufacturing to 
support, we go the extra mile to ensure our parts live 

up to the MOOG reputation for strength and durability. 
We recently invited Mike Rowe to come and help  

put us to the test. He was blown away by what  
he saw and heard. We think you will be too.  

Watch Mike Rowe in our new web series,  

The Extra Mile, at moogparts.com

#partsmatter      
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STUDY

 TECHNICIAN ATTITUDE STUDY

National brands vs. 

private label 

purchases

81%
National

5%
Private

14%
Both

Internet ordering 

frequency

0-10% of the time 85%

11-25% of the time 10%

26-50% of the time 0%

76-99% of the time 0%

All the time 5%

Reason for buying a 
particular gasket

Brand 38%

Availability 24%

Quality 59%

45% of technicians always give recommendations 

for buying a specific brand of gasket.

Frequency of supplier 
contact

Once a week .............................. 9%

Every two weeks ........................ 0%

Once a month ............................ 5%

Every three months .................... 5%

Every six months ........................ 0%

Yearly .......................................... 5%

No contact necessary .............. 76%

Brand vs. supplier loyalty

If a primary supplier of gaskets 
replaced a brand with another of like 
quality, a tech would:

Change suppliers to continue 
purchasing original brand ........ 57%

Keep primary supplier and purchase 
new brand ................................ 43%

95% purchase gaskets 

from a car dealership.

Reasons:

Only place it is available  84%

OEM form, fit, function 63%

Warranty  16%

Amount of gaskets that are 

returned monthly

None 68%

1-2% 26%

3-4% 5%

5-9% 0%

10% +           0%

I don’t know 0%

Purchasing source

Warehouse distributor 43%

Auto parts retailer 62%

Internet 14%

Jobber 43%

Dealership 62%

Preferred purchasing channel

Warehouse distributor 29%

Auto parts retailer 33%

Dealership 14%

Jobber 19%

Primary reason for 

preferred supplier

Carries specific brands 5%

Parts availability 35%

Price 25%

Fast delivery                                25%

Margins

63% of technicians report they DO NOT 

know how much over the jobber they pay.

1-5%* 43%

6-10%* 14%

11-15%* 29%

16-25%* 14%

More than 25% 0%

1-5%* 9%

6-10%* 9%

11-15%* 55%

16-25%* 27%

More than 25% 0%

What techs know they pay

What techs think they pay

*Percent over jobber

GASKETS

Some chart totals exceed 100 

percent because respondents 

could provide multiple 

answers. Other charts do not 

reach 100 percent because 

all answer options are not 

represented.



“I don’t compromise.”

Visit InstallFelpro.com to learn about 

the “We’ve Got You Covered” Promotion and earn Garage Rewards!

Promotion runs 2/1 – 5/31/2016.

©2016 Federal-Mogul Motorparts Corporation. Fel-Pro is a trademark owned by Federal-Mogul Corporation, or one or more of its 

subsidiaries, in one or more countries. All other trademarks shown are the property of their respective owners. All rights reserved.

Fe lpro-Only.com #Par tsMat ter

Vic Velazquez | ASE Certified Technician | Fel-Pro Only since 1995

ONLY FEL-PRO
®“

With gaskets, you get what you pay for. Fel-Pro gives  

you more: unsurpassed quality, materials and availability.  

All backed by almost 100 years of sealing expertise.

meets my high personal standards  

for a professional repair job. ”

HS 26541 PT 

Chrysler 3.6L Pentastar

VS 50798 R 

BMW 1.8L/1.9L
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STUDY

 TECHNICIAN ATTITUDE STUDY

National brands vs. 

private label 

purchases

76%
National

9%
Private

15%
Both

Internet ordering 

frequency

0-10% of the time 84%

11-25% of the time 3%

26-50% of the time 7%

51-75% of the time 3%

76-99% of the time 3%

Reason for buying 
a particular shock & 
strut

Brand 33%

Price 29%

Quality 31%

30% of technicians always give recommendations 

for buying a specific brand of shocks & struts.

Frequency of supplier 
contact

Once a week .............................. 6%

Every two weeks ........................ 6%

Once a month .......................... 15%

Every three months .................. 12%

Every six months ........................ 9%

Yearly ........................................ 12%

No contact necessary .............. 40%

Brand vs. supplier loyalty

If a primary supplier of shocks & 
struts replaced a brand with another 
of like quality, a tech would:

Change suppliers to continue 
purchasing original brand ........ 33%

Keep primary supplier and purchase 
new brand ................................ 67%

61% purchase shocks & 

struts from dealerships.

Reasons:

OEM form, fit, function 67%

Only place it’s available 56%

Customer request  28%

Amount of shocks & struts that 

are returned monthly

None 61%

1-2% 39%

3-4% 0%

5-9% 0%

10% + 0%

I don’t know 0%

Purchasing source

Warehouse distributor 48%

Auto parts retailer 73%

Internet 18%

Jobber 42%

Dealership 33%

Preferred purchasing channel

Warehouse distributor 18%

Auto parts retailer 42%

Dealership 12%

Jobber 18%

Primary reason for 

preferred supplier

Good relationship 24%

Parts availability 18%

Price 21%

Fast delivery                                24%

Margins

68% of technicians report they DO NOT 

know how much over the jobber they pay.

1-5%* 33%

6-10%* 17%

11-15%* 25%

16-25%* 17%

More than 25% 8%

1-5%* 33%

6-10%* 38%

11-15%* 5%

16-25%* 19%

More than 25% 5%

What techs know they pay

What techs think they pay

*Percent over jobber

SHOCKS & STRUTS

Some chart totals exceed 100 

percent because respondents 

could provide multiple 

answers. Other charts do not 

reach 100 percent because 

all answer options are not 

represented.
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STUDY

 TECHNICIAN ATTITUDE STUDY

National brands vs. 

private label 

purchases

80%
National

7%
Private

13%
Both

Internet ordering 

frequency

0-10% of the time 93%

11-25% of the time 0%

26-50% of the time 0%

51-75% of the time 0%

76-99% of the time 7%

Reason for buying a 
particular wiper

Brand 26%

Price 32%

Quality 32%

53% of technicians always give recommendations 

for buying a specific brand of wiper.

Frequency of supplier 
contact

Once a week ............................ 20%

Every two weeks ........................ 0%

Once a month ............................ 7%

Every three months .................... 7%

Every six months ........................ 0%

Yearly .......................................... 6%

No contact necessary .............. 60%

Brand vs. supplier loyalty

If a primary supplier of wipers 
replaced a brand with another of like 
quality, a tech would:

Change suppliers to continue 
purchasing original brand ........ 43%

Keep primary supplier and purchase 
new brand ................................ 57%

54% purchase wipers 

from a car dealership.

Reasons:

OEM form, fit, function 57%

Only place it is available 71%

Customer request  0%

Amount of wipers that are 

returned monthly

None 69%

1-2% 23%

3-4% 0%

5-9% 0%

10% + 0%

I don’t know 8%

Purchasing source

Warehouse distributor 33%

Auto parts retailer 73%

Internet 13%

Jobber 47%

Dealership 27%

Preferred purchasing channel

Warehouse distributor 7%

Auto parts retailer 60%

Dealership 7%

Jobber 20%

Primary reason for 

preferred supplier

Good relationship 13%

Parts availability 53%

Price 20%

Fast delivery                                7%

Margins

93% of technicians report they DO NOT 

know how much over the jobber they pay.

1-5%* 0%

6-10%* 0%

11-15%* 0%

16-25%* 100%

More than 25% 0%

1-5%* 42%

6-10%* 17%

11-15%* 8%

16-25%* 17%

More than 25% 16%

What techs know they pay

What techs think they pay

*Percent over jobber

WIPERS

Some chart totals exceed 100 

percent because respondents 

could provide multiple 

answers. Other charts do not 

reach 100 percent because 

all answer options are not 

represented.



©2016 Federal-Mogul Motorparts Corporation. All trademarks shown are owned by  

Federal-Mogul Corporation, or one or more of its subsidiaries, in one or more countries. All rights reserved.

It’s a dirty job.
But someone 
has to do it.

ANCOwipers.com



PRODUCTS
TOOLS, PARTS AND 
RESOURCES FOR EVERY 
SHOP EVERY DAY
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TECHNOLOGIES TO HELP YOU WORK SMARTER 
AND KEEP YOUR BUSINESS PROFITABLE

THE LATEST PRODUCTS

ANCO WINTER EXTREME WIPER BLADES

ANCO has introduced a low-profile beam blade engineered to 

ensure a smoother, clearer, quieter wipe in extreme winter condi-

tions. New ANCO Winter Extreme wiper blades, available in lengths 

ranging from 14 to 28 inches, feature several exclusive technologies 

that help keep ice and snow from adhering to the blade. 

www.ANCOWipers.com

Federal-Mogul Motorparts

WD-40 SPECIALIST 
INDUSTRIAL-STRENGTH 
DEGREASER
WD-40 Company is introducing the 

WD-40 Specialist Industrial-Strength 

Degreaser to help professionals keep 

their machinery and equipment running 

smoothly and looking like new. With 

PowerSolve Technology, a solvent 

designed to quickly break down grease, 

oil and dirt, the degreaser works on a 

variety of surfaces and is safe to use 

on metals, plastics, rubber, glass and 

aluminum.

WD40Specialist.com

WD-40 Company

CONTINENTAL VDO BLOWER MOTORS FOR 
HVAC SYSTEMS
Continental Commercial 

Vehicles & Aftermarket, a lead-

ing aftermarket supplier of 

OE-engineered aftermarket 

parts, now offers a compre-

hensive line of VDO blower 

motors for direct replacement 

on modern utility vans. In addi-

tion, VDO replacement parts are also available for cooling fan and 

power door lock actuator applications

www.vdo.com/usa

Continental Commercial Vehicles & Aftermarket

PHILIPS HEADLIGHT 
RESTORATION KIT
The Philips Headlight Restoration 

Kit is designed to bring back head-

light clarity for improved nighttime 

vision and enhanced driving safety. 

It can restore a clouded plastic 

headlight lenses to like-new condi-

tion in less than 30 minutes. The 

kit features advanced technology 

that delivers excellent results with minimal effort and does not 

require the use of power tools.

www.philips.com/automotive

Philips Automotive North America

RAYBESTOS ELEMENT3 DISC BRAKE PADS
Raybestos Element3 with Enhanced Hybrid Technology (EHT) combines the 

best attributes of ceramic and semi-metallic all in one pad. The pads are 

designed to ensure exceptional performance, quiet operation and improved 

pad wear and durability; as well as unsurpassed stopping power and vehicle 

control, even under the most aggressive braking conditions.

www.RelyOnRaybestos.com Raybestos

Further information:
www.repxpert.us

With its new online portal, REPXPERT, Schaeffler 
Automotive Aftermarket introduces a new 
standard in training and technical information 
for the auto care industry.  

Whether it’s product updates, technical training, 
or installation guides – with just a few clicks 
automotive professionals can quickly and 
conveniently find everything that they need to 
do the job right the first time. Every time. 

Everything you need when working with  
FAG Wheel Bearings and Hub Units.

EXPERT TO EXPERT





*Free shipping on all Ranger Products to most areas in the 48 contiguous states.

¥������3BOHFS�1SPEVDUT�r�#FOE1BL
�*OD�BOE�3BOHFS�1SPEVDUT�BSF�SFHJTUFSFE�NBSLT�

Call 1-800-253-2363 or Visit bend.pk/Target-3D-Pro

Target 3D

PRO
Wheel Alignment

The model 3DP4100 Target 3DPro™ is the fastest, most accurate wheel 

alignment system in the industry thanks to advanced imaging technology 

that delivers fast and accurate alignments. It streamlines the entire alignment 

process delivering critical readings in less than two minutes. With minimal 

investment and reduced training, the Ranger Target 3DPro aligner expands 

your service potential and sends more profit to your bottom line.

ADVANCE IMAGING TECHNOLOGY THAT DELIVERS 

FAST AND ACCURATE ALIGNMENTS

INTRODUCING THE ALL NEW
3D IMAGING WHEEL ALIGNER

MODEL 3DP4100

(Lift sold separately)

KEEP ‘EM

STRAIGHT

KEEP ‘EM

STRAIGHT

MRP

$14,780

*FREE SHIPPING!

 FREE INSTALLATION!

 FREE ON-SITE TRAINING!

NEW



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 

AFTERMARKETBUSINESS.COM/SUBSCRIBE

MARKETPLACE
MANUFACTURERS 

REPRESENTATIVES

   
SEARCHAUTOPARTS .COM  39

SOUTH

Contact  

Keith Havemann  

310-857-7634  

or email 

khavemann@advanstar.com

Let Marketplace  

Advertising

Work For

YOU!

Generate sales leads, 

maintain market 

presence, conduct 

market testing, 

promote existing 

lines, introduce 

new products and 

services,  

or recruit the best.

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

THE MEDIA LEADER FOR THE 

AUTOMOTIVE AFTERMARKET 

CONTINUES TO REINVEST 

IN OUR PRODUCTS.

NEW DESIGNS, LAYOUTS AND 

PRINT-DIGITAL SYNERGY FOR 

THE MOST COMPREHENSIVE 

AND ENGAGING CONTENT 

IN THE INDUSTRY!

SEARCHAUTOPARTS.COM TO SEE WHAT WE’VE GOT IN STORE FOGO TO SEARCHAUTOPARTS.COM TO SEE WHAT WE’VE 

GOT IN STORE FOR YOU!



MARKETPLACE MANUFACTURERS REPRESENTATIVESMARKETPLACE MANUFACTURERS REPRESENTATIVES
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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 fi nd out more about how we can customize your acknowledge-

ments and recognitions to enhance your marketing strategies.

Content Licensing for 

Every Marketing Strategy

Marketing solutions fi t for:

t Outdoor

t  Direct Mail

t  Print Advertising

t  Tradeshow/POP Displays

t Social Media

t Radio & Television



Specifically Engineered for Your Vehicle Nameplate
Created for European, Asian and North American vehicles, every Quick-Strut® component is designed, 

manufactured and assembled by Monroe® to deliver OE-quality, application-engineered assemblies – 

not some one-size-fits-all, retrofit replacement.

© 2016 Tenneco Automotive Operating Company Inc.

monroe.com

Specifically Engineered for Your Vehicle Nameplate



R90R90

www.relyonraybestos.com
©2016 Brake Parts Inc LLC. All rights reserved. RAYBESTOS and THE BEST IN BRAKES are 

among the registered trademarks of BPI Holdings International, Inc.

European Brakes for 
          European Cars

Introducing Raybestos® European disc 

brake pads. Specially formulated to 

meet the rigorous braking standards 

established in Europe through 

Regulation 90, Raybestos® European 

friction delivers the quiet operation 

and solid stopping power these 

high-performance specialty 

vehicles require.

Alfa Romeo 

Audi 

BMW

Jaguar 

Land Rover

Mercedes-Benz 

Mini 

Porsche  

Range Rover 

Saab

Volkswagen

Volvo 
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