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BY RICHARD MEZADURIAN | Contributing Editor

oland is a hard place to figure out for

aftermarket manufacturing execu-

tives. That’s because if you took

many different strategies for selling
in Poland and throw them against the wall,
almost all of them would stick. So to define
your company’s market strategy in Poland,
you need to understand where this market has
been, where it is today and where people are
expecting it to go in the future.

The country of Poland is often described as
one of the biggest success stories in the former
Eastern Bloc. During the past 25 years since the
Soviet Union fell, Poland has aggressively mod-

More articles by RICHARD MEZADURIAN

RELATED articles

ernized, building new infrastructure, developing
industries and democratizing its politics. Poland
was the only member of the European Union
(EU) whose economy did not dip into a reces-
sion during the 2008-2009 downturn. Skillful
manipulation of public policy and expansionary
economic policies were credited for keeping the
economy growing.

Having a population of nearly 39 million peo-
ple, Poland is one of the three largest Eastern
European nations. The makeup of the coun-
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How the aftermarket deals with returns:
Manufacturers and resellers are at a loss
when it comes to handling returns efficiently
and seem resigned to the notion that they
are part of doing business. They need to
invest in a system to handle returns or turn to
outside specialists.
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There is an import duty in Poland
ranging between S percent to 4.5
percent on auto parts.

try’s population is very homogeneous, with 97
percent of the people identifying as ethnically
Polish. With nearly 70 percent of its popula-
tion under the age of 55, it is poised to remain
a demographically viable and robust economy.
There are several caveats to that, however.

Even though the economy has been robust
and growing, it is still well below the per capita
gross domestic product of fellow EU nations.
As such, many of the best and the brightest
have emigrated to other EU nations seeking
better opportunities. Another concern that is
consistent with many industrialized economies,
fertility rates are below what would be con-
sidered a positive driver of population growth
rates. These challenges aside, Poland’s after-
market is growing today as the numbers of
motor vehicles keep growing.

Poland ranks approximately 17th in the world
with a per capita motor vehicle population of
580 per 1,000 inhabitants, or roughly 24 million
motor vehicles. This places Poland ahead of the
United Kingdom and France, as well as other
Western European counties in terms of motor
vehicle density by population. There are no
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truly dominant brands or models in Poland.

During 2015, 49 different nameplates com-
bined to sell 351 different models. Of the
410,000 new vehicles sold in 2015, the Skoda
Octavia led the market with 14,200 units (3.5
percent), trailed closely by the Skoda Fabia with
12,390 units (3 percent). Many models near the
bottom had only anecdotal sales. For example,
the Cadillac Escalade tied with Aston Martin’s
DB8 for one unit sold each.

Statistically though, the top 10 brands that
dominated Poland in 2015, and account for 68
percent of new car sales are: Skoda (11.2 per-
cent), Volkswagen (9.8 percent), Toyota (8.9
percent), Opel (7.8 percent), Ford (7.5 percent),
Renault (6.9 percent), Fiat (4.7 percent), Kia (4.3
percent), Hyundai (4.0 percent) and Peugeot
(8.9 percent). The only truly dominant manufac-
turer group in Poland would be the Volkswagen
group at 25 percent market share. The group
also includes, Audi, Seat, Skoda and Porsche.
The Renault Group (Renault, Dacia and Nissan)
come in second at 13.7 percent. The Hyundai-
Kia group ...CONTINUE READING -
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TechSmart®
Engine Coolant Air Bleeder Valve

e Extra hex receiver added to the base
of the bleed screw

¢ Includes a new coolant temperature
sensor and gaskets for a complete
drop-in replacement

Bleeding coolant can put stress on
the housing and cause cracks and
leaks. TechSmarte® added an extra
hex receiver to the base of the bleed
screw, so a wrench can hold the bleed
valve in place while another wrench
turns the bleed screw preventing
damage to the housing. It’s another
smart adjustment that makes your
life easier and puts TechSmart®
heads above the rest.

The Evolution of Parts

Giraffes have evolved to graze on tree leaves,
which few animals are tall enough to reach.
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| THE 12-VOLT MARKET, WHICH WAS KNOWN AS AN ADD-ON

il MORE CLOSELY THAN EVER WITH TRADITIONAL “BOLT-ON”

CHICAGO

automechanikar (—ommrrlwiéﬁ@ MOBILE ELEGTRONICS SPECIALTY SEGMENT, IS COMBINING
TRAIN

AUTO PARTS SUPPLIERS.

GROW AFTERMARKET REVENUE

BY JAMES E. GUYETTE | News Correspondent

t takes a high level of passion, desire and knowl-
edge for warehouse distributors, retail managers,
sales personnel and installers of aftermarket audio
and infotainment equipment to adequately ensure
that you and your often-sound-savvy customers
are on the same frequency when making product
selections. Thorough training is a must for hitting all
the right notes within the increasingly complex and
sophisticated $2-billion mobile electronics segment.
“It’s a different world that you’re in; with ‘red wire/
black wire’ you can cause a fire if you do it backwards,
reports industry consultant Ray Windsor, executive
director of the Elite Distributor Alliance (EDA), a pro-
gram group consisting of 12-volt product purveyors.
“You need to be able to speak intelligently to your
retailer, installer and consumer customers,” he points
out. “The companies that the WD is selling to will
call them up and ask, ‘How do | do this?’ If you can
answer those questions you’ll be more successful
in that category as a source of that product and the
source of correct information.”
A sonic convergence of sorts is currently happening
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at a rapid clip as the 12-volt, red wire/black wire mar-
ket that had previously been more of an add-on mobile
electronics specialty segment — such as stand-alone
Stereo Hut- and Audio House-type businesses —is
combining more closely than in the past with traditional
“bolt-on” auto component suppliers and installers of
harder engine and other vehicle functionality parts. This
emerging trend is being driven by vehicle owners seek-
ing one-stop service for all their upfitting needs. The
vehicle owners already have gone online to research
their add-on desires — both audio and non-audio — and
now they want to confirm the suitability of their choices
in-person at a brick and mortar business and have their
selections competently installed at a single location
with a minimum of running around.

“The consumer says, ‘Why do | have to go to two
places to buy it, and why do | have to go to two places
to have it installed?’” An example cited by Windsor is
a customer who has purchased a new pickup truck
and now wants it accessorized with a satellite radio,
high-end speakers, a navigation unit, extra lighting,
chrome steps, a bedliner, floor mats, custom bumpers,
...CONTINUE READING -
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For security purposes, high-value items such as tools Philips

are often kept in locking display cases. As a rule, the
display case can be left unlocked as long as:

Raybestos

A. needed to help the customer at the case
B. it takes to ring out another customer

C. the store is open

D. the tools aren’t very small

Click here to see the answer.

[ WATCH AND LEARN ]

Pete Meier of Motor Age
shows how to check an
engine’s volumetric efficiency.
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Automechanika Chicago.
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The replacement markets

VENDORS

Nexus expands in North America

International program group taps three new members, increases global network

BY BRIAN ALBRIGHT
Correspondent

lobal aftermarket collective Nexus

Automotive International has

extended its reach into North

America with the announcement of
three new members, including the Automotive
Distribution Network, truck parts network
VIPAR Heavy Duty, and Automotive Parts
Associates (APA).

TRENDS & MARKET Analysis

The three companies will be the exclusive
partners for Nexus in the North American mar-
ket. Nexus is a global aftermarket program
group with headquarters in Geneva and offices
in Paris, Dubai, Sao Paulo, and Johannesburg.
The company is represented in 65 countries
and includes 59 member organizations.

According to David Prater, president of the
Automotive Distribution Network, the decision
to partner with Nexus was driven by competi-
tive considerations. Nexus offers relationships

More articles by BRIAN ALBRIGHT

RELATED articles

Vendor Newsmaker

Q&A

TODD RAMSEY
President
Ramsey Consulting Group

What are the levels of the Mobile
Electronics Certified Professional
and what are the benefits of
certification?

What did Ramsey say? Continue

reading online.

with suppliers that would otherwise be unavail-
able, and serves as a gateway to emerging
markets around the globe.

“Like everyone else, we see the aftermarket
shrinking,” Prater says. “We are interacting
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Philips

Model# RS7580H-603

MSRP: $4250* Raybestos

HUUSH /ST

ROTARY-SCREW AIR COMPRESSOR

Engineered for high performance, efficiency and reliability, BendPak’s Hush-Quiet RS7580H-603
rotary screw air compressor can meet the compressed air demands of high volume tire shops,
general maintenance and fleet shops, vehicle body and paint facilities or busy automotive
dealerships. Our exclusive Hush-Quiet technology makes it the perfect compressor to install in
Noise Conscious service areas.

For more info visit www.bendpak.com/hushquiet or call 1-805-933-9970

BP BendPak.

*Valid at participating dealers. Prices subject to change after June 30, 2016
© 2016 BendPak, Inc  BendPak, Inc is a registered trademark.
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The replacement market

The Nexus North American
partners will help the organization
work more closely with suppliers.

more with suppliers that are not based in the
United States. We have had a few opportuni-
ties in the, past, but we could not place a true
value on the relationship. Nexus has a different
model. It is not strictly a European group look-
ing to move to the states. It is a true interna-
tional group, on many continents.”

“There is wisdom in the multitude of counsel,
and in a market that is changing as rapidly as
we see now, it only makes good sense to take
advantage of the many synergies available in
a union such as this,” says Gary Martin, presi-
dent and CEO of APA. “The opportunity to
focus on all facets of our businesses and bring
critical mass together to help facilitate syner-
gistic changes for the good of all is notewor-
thy. We expect to see benéefits in all aspects
of our goods and services for the automotive
aftermarket partners we work with and serve.”

Prater also says that joining Nexus will
provide a unique perspective to help shape
long-term product strategies. “Many of the
trends here begin in Europe,” Prater says.
“Specifically, on our last visit to Geneva, we
had an opportunity to see their views on the

connected car and how they are working for
legal solutions in the European Union. Other
trends have their beginning here that we can
share, such as Right to Repair.”

“In a global marketplace, it is important to
also be connected outside of North America
so that we can understand changes in vehicle
platforms, distribution trends, market shifts,
business strategies, etc.,” says Chris Baer,
executive vice president of VIPAR. “The
[Nexus] community helps to create that con-
nection and allows us to collaborate with other
aftermarket professionals from around the
world, while remaining focused on our North
American strategies.”

In addition to gaining access to a broader base
of international suppliers, the new Nexus North
American partners will help the organization work
more closely with suppliers in the region.

The Network was Nexus’ initial partner in the
region, announced in 2015. Prater says his
company pursued additional partners, includ-
ing APA and VIPAR, and others may join later.
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Aftermarket Technology
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How close are 3D printed auto parts?

Alcoa, Airbus to put printed parts on aircraft. Are cars next?
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BY BRIAN ALBRIGHT m
Correspondent Technology Newsmaker S r~
n April, Alcoa announced that it would sup- @@5 : .

Q&A

PETER YORKE
CEO
Voyomotive

ply 3D-printed titanium fuselage and engine

pylon components to aircraft manufacturer

Airbus for use in commercial airplanes, with
the first parts delivered in mid-2016.

Raybestos

What are the initial plans for

the VOYO product launch and
what are the opportunities in the
aftermarket? —

TRENDS & MARKET Analysis
Still afraid to service powder coat wheels and
expensive alloy rims? Be scared no more because
Ranger tire changers feature non-marring
RimGuard™ wheel clamps*. Permantly attached

‘ Polymer and Urethane shields protect delicate
wheels and are adjustable to accommodate

rim sizes ranging from 9” - 30”. Put aside

your worries - not those expensive wheels.

While there have been some interior air-
craft components created via 3D printing (also
referred to as additive manufacturing), the use
of printed metal parts in the engine and other

What did Yorke say? Continue

areas of a plane is a relatively new develop-
ment. Alcoa has invested heavily in 3D printing
and metallic powder production capabilities at
it technical center in Pittsburgh, and in 2015
the company acquired RTI International Metals
(now known as Alcoa Titanium & Engineered
Products, ATEP), which expanded its printed
metal parts capabilities.

While an Alcoa spokesperson indicated that
the company is targeting its additive manu-
facturing capabilities exclusively at aerospace

More articles by BRIAN ALBRIGHT

RELATED articles

reading online.

applications right now, automotive manufactur-
ers are also eyeing the technology. 3D printing
allows manufacturers to create highly com-
plex geometries that are often much lighter in
weight, thanks to some of the design flexibility
enabled by printing. For example, a part can
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YouTube Search “Ranger Rimguard”
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® 2016 Ranger Products, Inc. ® BendPak and Ranger are registered trademarks.
*Patent Pending

Contact your local BendPak/Ranger dealer
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Aftermarket Technology

The global market for 3D
orinting metals was valued at
$156.2 milion in 2014,

be constructed with a “honeycombed” inte-
rior that provides comparable durability with a
lighter weight. Machining or casting processes
generally can’t match those capabilities.

The global market for 3D printing metals was
valued at $156.2 million in 2014, according
to Research and Marks, and is expected to
reach $776.8 million by 2020. Aerospace and
defense are the fastest growing markets for
printed metals. For automotive applications,
the Asia-Pacific region has shown the most

FREE WHITEPAPER: interest in metals.
Focus on Telematics — While market
What is in it for you as an research firm
automotive aftermarket SmarTech
professional? estimates that

3D printing in
automotive
industry will grow
to $1.25 billion
by 2019, with a
CAGR of nearly
25 percent,

the bulk of that
activity is around

DOWNLOAD NOW

prototyping and creation of tooling and molds.

Capgemini, however, expects the industry will
soon see the first design prototype of a car that
has more than 50 percent of its parts 3D print-
ed. Last year, design collective Local Motors
printed an entire car on the floor of the SEMA
conference, and earlier performed a similar feat
when it produced its Strati prototype vehicle at
a number of other conferences.

However, it’s unlikely that the auto industry
will adopt 3D printing as a way to mass-pro-
duce metal parts. Printing metal is a more com-
plex, time consuming and expensive process,
which makes it impractical for the type of high
volumes required by most OEMs. The reason
that Airbus and Alcoa can move forward is that
the number of total parts needed in any given
production run is comparatively small, and the
production time for each aircraft is very long.

That’s why there is more traction for printed
production parts in aviation. GE Aviation, for
example, will include 3D printed parts in its
CFM LEAP engines, a first for the industry.

...CONTINUE READING -
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INTHI]IIIIBING THE ALL NEW
3D IMAGING WHEEL ALIGNER

ADUANCE IMAGING TECHNOLOGY THAT DELIVERS
FAST AND ACCURATE ALIGNMENTS

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.

MRP
$14,780

(Lift sold separately)

MODEL 30P4100

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

*Free shipping on all Ranger Products to most areas in the 48 contiguous states.
© 2016 Ranger Products ® BendPak, Inc and Ranger Products are registered marks.
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- Customers

DEALERSHIPS

Recall satisfaction rates drop

Overall dealer service CSl rising, but customers are less satisfied with recall repairs

BY BRIAN ALBRIGHT
Correspondent

hile overall customer satisfac-
tion with dealership service
continues to rise, satisfaction
rates for recall-related repairs
declined for the first time in six years, accord-
ing to the J.D. Power 2016 Customer Service
Index (CSI) Study released in March. That drop
has accompanied a record number of recalls,
and could be the result of inattentive or over-
whelmed dealer service departments.

TRENDS & MARKET Analysis

The annual study measures CSI with fran-
chised dealer service for both maintenance and
repair work among owners and lessees of one-
to five-year-old vehicles.

The National Highway Traffic Safety
Administration estimates there were 51 million
vehicles recalled in 2015. Recall service CSI
dropped from 789 to 781 on a 1,000-point scale
compared to the prior year. The score for non-

—

Dealer Newsmaker

Q&A

JOE RICHARDS
Director of Research and
Market Intelligence, Cox Automotive

a costlier service alternative. How

The study says drivers are price
Q sensitive and view dealerships as
much of that is just perception?

What did Richards say? Continue

reading online.

recall service averaged 809 for the current year.
According to the survey, recall customers
reported they were less likely to have their vehi-
cle returned to them cleaner and with the same
settings as when it was dropped off, and were
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The Door to The Future
1s Now Open.

The door to AAPEX 2016 is officially open and online registration
has begun. Now’s the time to make your plans to attend the finest
automotive aftermarket show in the world, in one of the most
exciting cities on earth: Las Vegas.

Now is also the time to save money on hotel accommodations and
registration fees. The door to the latest automotive aftermarket
technologies, products, tips and trends is wide open.

What are you waiting for?

To learn more, visit: aapexshow.com

aapex

ahead of the curve

#AAPEX16

/

\/’/ Register Now! AAPEX 2016, Nov. 1-3, at the Sands Expo in Las Vegas. AAPEXedu sessions begin on Oct. 31.
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Customers

Recall customers represent
ooth an opportunity and arisk to
the brand and dealer.

less likely to be contacted by the dealer after
service was complete.

Chris Sutton, vice president of U.S. automo-
tive retail at J.D. Power, says that 14 percent of
service visits were recall related, and that the
sheer number of recalls was affecting dealer
service capacity and the service experience for
all customers. “Overall CSI went up this year,
but that increase has slowed a bit,” Sutton
says. “The recall experience, which had been
contributing to that growth in CSI, didn’t help
as much this year.”

The gap between recall and non-recall repair
satisfaction was 28 points this year, compared
to 13 points the prior year.

“We tried to isolate different factors, but
this wasn’t really attributable to any particu-
lar brand’s handling of recalls,” Sutton says.
“We’re left with some guesses. One of those is
that, based on the amount of recalls over the
last few years, if they are being treated more as
‘business as usual,’ the service departments
aren’t going that extra mile for those custom-
ers. While it may be tempting for dealers to
focus more on repair or maintenance work,

Industry News

Market Trends & Analysis

AFTERMARKET BUSINESS WORLD

recall customers represent both an opportunity
and a risk to the brand and dealer,” he added.

Manage wait times

The study also highlighted some potential
strategies for service departments to follow
that can help boost satisfaction levels. The
study found that 70 percent of customers are
willing to wait between one and two hours for
service. Another 17 percent were only will-

ing to wait for less than an hour or not at all.
Customer satisfaction averages 835 if the wait
is less than one hour and 40 minutes, but falls
to 756 for longer waits. Dealers should consid-
er loaner vehicles, shuttle service, and waiting
area improvements to help mitigate against the
effect of wait times.

Satisfaction also improves by 44 points when
service advisors greet customers within two
minutes. However, 27 percent of respondents
said they waited longer than that for a greeting.

Dealerships are doing a good job of achieving
high first-time fix rates for vehicles. According
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With more than 25 years of experience and a greatly
expanded R&D facility, Arnott makes g products
even better. By analyzing and reengineering common
al, Arnott

Wl customer

i 5 _ : Air Suspension Products
failure points and weaknesses in the

improves the durability, comfort and ¢
satisfaction for every part it sells. For a complete list of
applications and more on the Arnott Advantage,

visit Arnottlnc.com.
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INternational markets

VENDORS

Worldwide auto expertise comes
together to create U.S.-made Elio

BY JAMES E. GUYETTE
News Correspondent

rizona’s Paul Elio has been search-
ing the world over for the latest in
global technological innovations to
augment a long-standing tradition
of “American ingenuity” aimed at engineering

and bringing-to-market a domestically pro-
duced gas-sipping yet zippy runabout.

TRENDS & MARKET Analysis

Already more than 51,000 pre-orders have
been reserved. An initial U.S. rollout of 100 pre-
production Elios for fleet applications is sched-
uled to begin later this year, with the bulk of the
consumer launch slated for 2017 as additional
funding becomes available — an eventual interna-
tional unveiling is also in the company’s plans.

Tagged at an anticipated base price of
$6,800, the three-wheeled Elio has front-to-
back two-person seating and weighs 1,200
pounds, roughly half of the average 2,400-
pound mass of the existing automotive car
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Philips
Vendor Newsmaker e s I st t H
Founder and CEO y Product Features ®NLY FROM INNOVA
Elio Motors * Fuel economy
e Driver score
What are some of the elements « Route history
of your global research process « Vehicle location +
that netted the technological  Crash detection
developments for this vehicle? * Check engine
e Vehicle maintenance The fleet manager The parts store
What did Elio Say? Continue readlng * Reports & alerts a”frzaaﬁtesrfiﬁre re?fé:isn?au:at;etrhe
online. N _ ,
" Read full interview follow up with your customers while they follow their fleets
Created by parts people for parts people, the Innova Fleet Services Unigue to the aftermarket, the new Innova Fleet
. OBDII dongle gives auto parts stores a huge sales advantage. Services OBDII dongle includes all the features found
After a simple setup, both the fleet customer and the parts store are ona tradifionaj system and is more affordably priced.
parc_ It utilizes a combination Of ||ghtwe|ght alerted of required maintenance through telematics, such as when Easy to use, it will-help your customers manage their fleets -
. . . the check engine light is illuminated.or when vehicle service is due. and provide them with a-fast return on their investment.
materials and aerOdynarT"C bOdy Sty“ng to Each alert gives the store a unique opportunity to proactively reach-.  More sales for you. More savings for your customers.
reduce Wlnd drag and attain a hlghway mileage out to the customer and capture the parts sale. A win-win from Innova Fleet Services.
rating of up to 84 mpg. ) o
Elio’s Safety Management System includes INN@VA
FLEET SERVICES
For more information on how wek can help your business grow, please call 714-424-6768 or visit us at www.fleet.innova.com
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International markets

VENDORS

anti-lock brakes, and crush zones that are 50
percent larger than those on similar vehicles.
Heating/air conditioning, power windows/pow-
er-door-locking and an AM-FM stereo radio are
among the standard features.

In March, Michigan-based Roush, which
has operations in 19 nations throughout North
America, Europe and Asia, was named as the
lead engineering partner to provide a quieter,
smoother ride with refined driving characteris-
tics by contributing engineering, testing, proto-
typing and assembly support.

“We’ve already assembled a great team
of suppliers, but adding Roush’s leadership
and expertise is a home run for us,” says Elio.
“Suppliers of their caliber can pick and choose
with whom they work. It is rare for a startup like
us to attract a world-class supplier network like
we have. Roush is a great addition to that team.

Japan’s Aisin Seiki, owned by Toyota, is sup-
plying a transmission matched to an engine
designed from the ground up specifically
for the Elio by Germany’s IAV Automotive.
Half owned by Volkswagen, with Continental
Automotive and Schaeffler Technologies also
having ownership shares, IAV has facilities in
Michigan and California in addition to locations
in 11 other countries.

The 0.9 liter, 3-cylinder, 55-horsepower, lig-
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The Elio vehicle is on track to actually start roling
Off the assembly line by the end of this year.

uid-cooled powerplant attains a top speed of
more than 100 mph and accelerates from 0-60
in 9.6 seconds. “Our new engine is a bridge

to the future that relies on a traditional internal
combustion engine, but delivers significantly
higher fuel efficiency,” Elio says.

Collective brainpower

“The Elio Motors design process is the new
paradigm in automotive engineering and
design,” according to Frank Phillips Jr., presi-
dent of Molded Plastic Industries of Holt, Mich.

“It allows participating suppliers to bring their
best ideas to the table and to work together
collaboratively with other product development
teams for the good of the project. It’s very dif-
ferent from the long-standing status quo in
getting a vehicle to the commercial production
stage. I've worked in the industry since 1982,
and have never experienced this much revolu-
tionary development process innovation,” says
Phillips, referencing the cooperation of fellow
Michigan suppliers Excel Pattern Works and
Schwab Industries in executing the Elio’s exter-
nal characteristics.

Established in 1941, Excel nets $4 million in
annual global sales. In business since 1984,

Schwab is a Tier 1 OEM supplier of tooling,
FCLIGKY,
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“Our Molded Plastic Development Team has done a remarkable job of
bringing our Elio vehicle’s exterior body panel system to a level of com-
mercial manufacturability in a very short period of time,” says Gino Raffin,
Elio’s vice president of manufacturing and product launch. “This feat,
combined with our recently announced body framing and engine cradle
design release, are important steps that show we are rapidly gaining
momentum as we move toward production.”

“We’ve organized our engineering teams and supplier partners to give
them more freedom to provide ideas and decisions,” says Elio. “Their col-
lective brainpower is essential in meeting the aggressive cost and quality
standards we’ve set and that our ...CONTINUE READING -
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For some, it’s fixing cars. For Gabriel, it’s the
tradition of over 100 years of building the
industries most durable and reliable family
of ride control products.
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When a mistake is made or we Purchasing
: : , Habits Study
nave to put extratime into fita

INCLUDES LOST OPPORTUNITY part, it costs in several ways.

f you have been in a collision center more than one day you refinishing calculate out to $69 using an average of $30 per Depending on how you expense the e
likely have hear this at least once: “Hey can you guys dust paint hour. In total $181 was expensed to “dust a little color” on  $300.98 determines on how it affects
a little color on the edge of this fender; | scratched it a little  a scratched fender. your bottom line. Some will charge it to
putting it on.” As we think this through a little further, the 2.8 hours expend-  a policy account that hits the bottom
Most of those asking the paint shop to “dust a little color” ed repairing the scratched fender means 2.8 hours was not line directly, others will reduce the labor Raybestos
on a part do not really know what it costs. They also are not spent on another job. So, theoretically two repairs were rate, which will affect your bottom
aware of today’s paint processes. You cannot just “dust a stopped in production causing 5.6 hours of delay. Using the ...CONTINUE READING -«
little color” on something, most times it must be completely national average for touch time of 4.5 hours per day, 1.2 days
refinished. Refinishing a part because  were lost in production. One might say the proverbial snowball —
it was scratched not only costs in is rolling down a slippery slope. - TRU E
materials but also the time it takes to The expense continues when you consider rental expense,
Brad Mewes rework that panel and the time loston  missed deliveries resulting in lower CSI , EXPERTIS E!
Three synergies add value in  EEGTITVETIETIEY scores, reduced cycle time and insur- .
aftermarket deals Some simple math will show the ance company penalties. While it would
Stephen Barlas costs associated with reworking a be difficult to put a dollar figure on the
OSHA rule on silica could panel as well as the costs of lost missed delivery, reduced cycle time
affect parts manufacturers time on other repairs. Let’s say the and lower CSI, at a minimum, most
Jay Wright scratched part had 2.3 hours of refin-  insurance companies will ask for reim-
:“I:E?: ::_’l’;i:::::g;st:e"h ish time on the original estimate and bursement for the car rental. With rent- Forthe past 0 years L cltches s
required .5 to repair the scratch. als averaging around $59.99 per day LuK first began supplying diaphragm spring clutches to
AASA/OAC Taking the 2.3 hours times an aver- multiplied by two stopped repairs, our Schaefor layed a decive ol 1 crenting Soundoreaking
Global market shifts c.rfeate age labor rate of $40 equals $92. scratched fender expense has now Busiggg@%ggﬁﬂ“gﬁﬁgﬁager &?gfecfv:grﬁcévtit;]n,igte;?:deui?se;ggctzfremElu;gi/t3vc: 2?3 i
aftermarket opportunities Additionally, the .5 to repair the scratch increased to $300.98. BASF North America grﬁéyffcf)emrTﬁtiffetzgruiisélﬁcscfecfrsrﬁﬂfuu;@fﬁigfsr.k Fpartners
would be $20 and the materials for 7 CLIEK™, Further informaion: & Fas| @
¢ Click once to zoom in .
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IN AFTERMARKET DEALS

14

hen helping clients with mergers
and acquisitions, we spend a lot
of time identifying and quantify-

ing synergies. Synergies are advantages that
come about through the integration of two
companies that, individually, the two compa-
nies would be unable to achieve.

If you are considering growth by acquisi-
tions or evaluating a sale, understanding the
role synergies play is important in evaluating
the merits of a transaction. There are three
common types of synergies we see add a lot
of value to a deal: revenue, cost and financial.

Revenue synergies

A revenue synergy is when, as a result of an
acquisition, the combined company is able to
generate more sales than the two companies
would be able to separately. For example,
consider LKQ and Keystone in the collision
parts distribution business. Prior to LKQ’s
acquisition of Keystone, LKQ sold primarily
used parts. Keystone sold primarily aftermar-
ket parts. However, in the combined compa-
ny, LKQ could leverage its existing distribution
network and sales force to sell more after-

More articles by BRAD MEWES |  RELATED articles
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market parts into the industry than Keystone
could sell as a stand-alone organization.

Generally, when a larger consolidator
acquires a smaller competitor, the consoli-
dator often is able to leverage existing client
relations to drive more sales into the new
location than the stand-alone operator was
able to on its own.

Revenue synergies can create very attrac-
tive economics for both buyer and seller. A
savvy seller can command a substantial pre-
mium when the revenue synergy that the sell-
ing company provides is unique to the buyer.
Conversely, a savvy buyer can often easily
justify paying a substantial premium confi-
dent that the increase in revenues post close
will offset the additional consideration pro-
vided to the seller.

Cost synergies

Cost synergies refer to the opportunity, as

a result of an acquisition, for the combined
company to reduce costs more than the two
companies would be able to do individually.
Cost synergies are a driving force of contin-
ued consolidation throughout the automotive

_: AUTHOR bio
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aftermarket. Carl Icahn’s acquisition of Auto
Parts (formerly of Uni-Select) was designed
to take advantage of scale and cost syner-
gies in distribution. The recent acquisition of
Pep Boys plays into that strategy, providing
potential revenue and cost synergies.

Take the LKQ Keystone deal as an exam-
ple. When LKQ acquired Keystone, LKQ
could distribute aftermarket parts through
its existing distribution network. LKQ was
able to eliminate significant costs associ-
ated with delivery trucks, fuel, insurance and
delivery drivers. LKQ was also able combine
warehouses and
eliminate redundant
storage expenses.
Redundant manage-
ment overhead was
eliminated as well,
further reducing
expenses. As a result
of the LKQ Keystone
acquisition, LKQ’s
...CONTINUE
READING -
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High strength steel
Bearing noise tested
OE Type sensors
Preloaded Hub Bearings
Roll formed hub assemblies
Premium triple-lip seals

ALSO AVAILABLE:
UNIVERSAL JOINTS
WATER PUMPS
FUEL PUMPS
FAN CLUTCHES
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Stephen Barlas

PARTS MANUFACTURERS

he federal workplace safety agency denied a
‘ request from the auto body industry to exempt
it from new rules limiting breathable silica in
the workplace. Respirable crystalline silica can be
created in a body shop as a result of the sanding of
vehicles and vehicle body panel surfaces and also
the removal of paint and/or rust from vehicles or
vehicle body panels.

The Occupational Safety and Health Administration’s
(OSHA) new standard goes into effect on June 23, 2018
and establishes a new permissible exposure limit (PEL)
for respirable crystalline silica of 50 micrograms per
cubic meter of air (50 pg/m3), averaged over an eight-
hour shift. The new PEL is half the old standard. In
addition to the PEL, the rule includes requirements for
exposure assessment, methods for controlling expo-
sure, respiratory protection, medical surveillance, haz-
ard communication and record keeping.

This new PEL will also affect a broad range of auto
parts manufacturers, according to a chart of affected
North American Industrial Classification System (NAICS)
industry codes published by the OSHA. These start at
336310, motor vehicle gas engine & engine parts manu-
facturing and progress through other auto manufactur-

More articles by STEPHEN BARLAS _: RELATED articles
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ing sectors up to 336370, motor vehicle metal stamping.

Auto parts manufacturers had not been fighting the
final rule; National Association of Automobile Dealers
(NADA) had been doing just that, asking the OSHA to
provide them with an exemption from the final rule.
NADA presented data to OSHA showing levels of crys-
talline silica were below levels of concern for employee
health at both dealership and independent body shops.

In February 2014, Douglas |. Greenhaus, chief regula-
tory counsel, Environment, Health, and Safety, NADA,
wrote to the OSHA: “The likelihood of worker exposure
to significant respirable crystalline silica in dealership
auto body operations is de minimis, (which means too
trivial or minor to merit consideration), largely due to
product substitution, state-of-the-art work practices,
and the use of respiratory protection. After a review of
its non-public inspection data, OSHA should confirm
this conclusion through a clear statement in the pream-
ble of its final rule.”

In the final rule issued at the end of March, OSHA
declined to provide an exemption for body shops, or
any other sector. Instead, it offered a general exemption
for any employer who has objective data demonstrating
that employee exposure to respirable crystalline silica

—
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OSHA said NADA proved that
exposures to silica in body
shops were minimall.
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will remain below 25 micrograms per cubic meter of air
(25 pg/m3) as an eight-hour time-weighted
average (TWA) under any foreseeable
conditions. NADA did not respond to a
request for comment on the final rule.

The agency included a definition for
“objective data” in the rule. But the
agency then goes on to qualify the
exemption: “The exception does
not apply where exposures below
25 pyg/m3 as an 8-hour TWA are
expected or achieved, but only
because engineering or other con-
trols are being used to limit expo-
sures; in that circumstance, but for
the controls, exposures above 25 ug/
m3 as an 8-hour TWA would be fore-
seeable, and are foreseeable in the
event of control failure
or misuse.”

The good news is the
agency explicitly
...CONTINUE READING -
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Jay Wright

TO BUILD E-COMMERCE SITE

hen Husky Spring needed to move away
from paper catalogs to an online pres-
ence, they decided to work with Vertical

Development and its partners to create a complete,
modular solution tailored to their needs. Today, they
have a system that offers an easy, comprehensive
website for ordering parts and a publishing system to
get ACES format catalogs to retailers.

Husky Spring started as an aftermarket alternative
to OEM springs with lower prices and clear specifica-
tions so that customers could find upgrade options for
their cars. Once serving just a small part of Minnesota,
they steadily grew to cover the Dakotas, Wisconsin,
lowa and Nebraska, and have extended their inven-
tory to include suspension parts for cars, trailers and
heavy-duty trucks.

Like many companies, Husky Spring’s shift toward
online access started with customer requests. A
decade ago, they went to SEMA with paper catalogs in
hand, only to have multiple customers ask if their cata-
log could be accessed electronically. That started the
company to shift internally to the Legacy catalog sys-
tem for better customer support.

Two years later, a chance contact from a sales post-
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card led to a new client that would do business with
them on the condition that they offer industry standard
cataloging. Husky worked with Vertical Development,
first switching their internal catalog to ACES so that
retailers could easily integrate it into their own cata-
logs, then bringing that catalog online for both B2B
and B2C customers.

Here’s how it works. Husky Spring’s site uses a
combination of Fuse5 and Weblink to handle inven-
tory and POS services for B2B and B2C custom-
ers. Since both companies are partners with Vertical
Development, their software easily integrates with the
ShowMeTheParts database. The database includes
information about applications and specification data
as well as documents and images related to the part.
While the results are limited to the suspension parts
offered by Husky, their site still has the same powerful
search features as ShowMeTheParts’ public database.

While it sounds like there’s a lot going on, the result
is easy to use. End users can look for and order parts
from a single site, accessible via login 24 hours a day,
365 days per year. They can search for a part, find
out the price and availability, and even get installation
information and photos to make sure what they are
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The system offers a website
to order parts and a publishing
system for catalogs.

ordering matches the part that is being replaced. Since
ShowMeTheParts, Fuse5 and Weblink work together,
all that information can be presented together. There’s
no need to switch environments to go from product
information to ordering. By having all this information on
hand, customers can be assured they’re getting what
they need, when they need it and at a predictable price.
With ShowMeTheParts, Husky can push updates to
their website database and ACES catalog at the same
time. These updates can be pushed in days instead of
months, so customers get up-to-date information.

By leveraging the compat-
ible technology provided by
ShowMeTheParts, Fuse5 and
Weblink, Husky Spring pays
only for the services they need
instead of trying to turn a wide-
market tech product into a niche
service. The complete system
has a lower overhead and elimi-
nates the need for customers
to pay a subscription fee for the
site. ...CONTINUE READING -

JAY WRIGHT
President,
Vertical Development
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Automotive Aftermarket Suppliers Association
Overseas Automotive Council

AFTERMARKET OPPORTUNITIES

he global demand for quality automotive after-
market products from North American suppliers

has never been greater and the importance of
international business is continually growing.

According to the “2016 World Automotive Market
Report,” published annually by the Automotive
Aftermarket Suppliers Association (AASA), global
growth markets are shifting and opening more oppor-
tunities for North American aftermarket suppliers to
advance their business.

The report reveals that the industrialized regions of
the world experienced a slower compound annual
growth rate (CAGR) of vehicles in operation (VIO) dur-
ing the 10-year period from 2005 to 2015. The Asian
region recorded the biggest CAGR increase world-
wide at 9.6 percent. The Middle East was second at
7.5 percent. Central/South America and Africa tied for
third at 5.8 percent.

By contrast, the growth rate in Western Europe from
2005 to 2015 was 1.4 percent and North America grew

just 1.2 percent. Mexico recorded the largest growth rate

in North America at 6.7 percent; Canada grew 3 percent
and the U.S. CAGR for the period was 0.6 percent.
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Within the fastest growing region of Asia, China over-
whelming registered the largest CAGR at 27.4 percent.
In addition to China, Asian region countries included
in the report are Burma (Myanmar), Hong Kong, India,
Indonesia, Japan, Malaysia, Philippines, Singapore,
South Korea, Taiwan, Thailand and Vietnam.

Global business can provide companies with a larg-
er and more diverse customer base, open doors for
overseas manufacturing and distribution, market share
gain in less competitive countries and give manufac-
turers a broader view of the industry. But access to
reliable, accurate data is crucial to making the best
possible decision.

The AASA World Motor Vehicle Market Report, cele-
brating its 80th edition this year and produced with IHS
Automotive, has been revised to provide insightful anal-
ysis. It contains passenger car and truck information
regarding vehicles in operation, production and density
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The fastest growing region
is Asia. China registered the
largest CAGR at 27.4 percent.

for regions throughout the world including Africa, Asia,
Central and South America, Central Eastern Europe,
Middle East, North America, Oceania and Western
Europe. The report is available to AASA members at no
cost by clicking here. Non-members can receive infor-
mation about purchasing the report by e-mailing info@
aftermarketsuppliers.org.

AASA also supports its supplier members’ global
business growth through the Overseas Automotive
Council (OAC) and the China Aftermarket Forum (CAF).

Editor’s note: Ben Brucato is the director of
membership and sponsorship
of the AASA and executive
director of the AASA OAC.

The OAC promotes the sale in
foreign markets of automotive
and heavy-duty products
manufactured in North America.
The CAF is a peer group of
AASA members with operations " ®d

in the People’s Republic of BEN BRUCATO
China. - Executive Director AASA OAC
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‘4D ON THE

ONLINE PURCHASING HABITS

’NCREASE

SHOP OWNERS INCREASE USE OF TABLETS,
SMART PHONES FOR BUSINESS USE

BY BRUCE ADAMS | Managing Editor

are using their tablets and smart phones for work
more this year than last year, according to the 2016
Aftermarket Business World Online Purchasing Habits study.

When asked if they use their tablet and/or their smart
phone for work, 73 percent said they use one or both,
compared to 65 percent who said they use one or both in last
year’s Online Purchasing Habits study. In the 2014 study, 56
percent said they use one or both for work.

The breakdowns this year show that 35 percent of
respondents use their tablet and smart phone compared to
30 percent who said they use both last year; 31 percent said
they use their smart phone this year compared to 29 percent
who said they use their smart phone last year; and 7 percent
said they use their tablet compared to 6 percent who said
they use their tablet last year.

,-\ uto service and repair shop owners and technicians

ONLINE PURCHASING HABITS

Respondents who said they use
a smart phone app to make parts
purchases increased from 6 per-
cent in 2015 to 9 percent in 2016.

When asked why they purchase
auto parts online 25 percent said
it was due to ease of comparing
prices and options, 18 percent
cited convenience and 16 percent
said it was because of wide
product availability.

What shop owners and techs
dislike most about buying products
online is the potential to order
the wrong part (39 percent) and
shipping costs (17 percent).

Only 10 percent cited lack of
counterman assistance.

Online product reviews are more
important to parts buyers this year
than last year as 26 percent of
respondents said they were “very
important” (compared to 22 per-
cent who said that last year); and
23 percent said they were impor-
tant (compared to 20 percent who
said that in last year’s survey).
Those who said online product
reviews were “not important at all”
dropped from 31 percent in 2015 to

Wheel Bearings
|

Frequency of online
wheel bearing purchases

App usage for online buying

26 percent in 2016. 9%
Sixteen percent of respondents Already use

said they would be doing more

online parts buying in 2016 than in 66%

2015, compared to 12 percent who
said last year that they would be
doing more online buying in 2015
than in 2014. Methodology: The
Aftermarket Business World Online
Purchasing Habits Study was
fielded to readers of Motor Age via
email. Results are intended to show
general market trends, not statisti-
cal certainties.o

Would not use

39% find online retailers by going to the

website of the retailer they normally use when
looking to purchase wheel bearings online.

4D ON THE

INCREASE w
! s “

43% of respondents say they dislike most the potential
to order the wrong part when purchasing wheel bearings online.

Online
Purchasing
Habits Study

2016 vs. 2015 online buying habits

Philips

Raybestos
19%
Purchased
the same

66%

Purchased less

Reasons for buying
wheel bearings online

Ease of price comparing 21%

Convenience LA reported they
Product availability 19% WOULD NOT BE
ENTICED

Speed 5%

by online coupons, rebates,

QR codes or other incentives
to purchase more wheel

bearings online.

Importance of online
product reviews

Very important
Important
Somewhat important Some chart totals do not reach

100 percent because all answer options

Not important at all are not represented.

EF) Wheel Bearings [EE) Auxiliary Lighting F) Brakes
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ONLINE PURCHASING HABITS

4P ON THE

Auxiliary Lighting !NCREAS sl “

Frequency of online 34% o respondents say they dislike most the potential to
auxiliary lighting purchases order the wrong part when purchasing auxiliary lighting online.

PHILIPS

Don’t compromise on
safety, change in pairs

You change your customer’s brakes in pairs — why not do the

Online
Purchasing
Habits Study

2016 vs. 2015 online buying habits same for their headlights? Replacing only the burned out bulb Philips
decreases their light performance on the road.
Give them all the light they need — change in pairs
with Philips upgrade headlights.
4 3 Raybestos
63% innovation4you
Purchased the
same
_ _ 25%
App usage for online buying Purchased less
- f&\—:&\ - - |
Reasons for buying R @‘
auxiliary lighting online i
Ease of price comparing 28% ‘44
8% | Convenience 19% reported they
Already use ‘
/ Product availability 16% WOULD NOT BE
: ENTICED
67% Avoid salespeople 5%
Would not use ‘ by online coupons, rebates,
Importance of online QR codes or other incentives
product reviews to purchase more auxiliary
lighting online.
Very important
O find online retailers through an Important
online search when looking to purchase - e tant P ; —-— ' i ' = '
. . . . omewhat importan (o} Some chart totals do not reach . - - .
auxiliary lighting online. p 100 o ey antions XE;:& vision Elguhst,sCrystalVBlon ultra and X-tremeVision p H I I.I p S
Not important at all 23% are not represented.
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ONLINE PURCHASING HABITS

4P ON THE

INCGREASE

Brakes |

European Brakes for

European Cars | ge

Purchasing
Habits Study

Frequency of online
brake purchases

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 v speic e nd ST PN

Auxiliary
Lighting
2016 vs. 2015 online buying habits

' Brakes
vehicles require loment uur s applcetions BUTPEETES
5 9 0/0 : i tionneles —
4 It ur I3 performance et e pUissance g fieinage
Purchased the Alfa Romeo s
same # Audi Diseriadss especficaments pers usar en veiculos de marcas e
Cafdad  dureb Lionales \
2 0 le) / ~BMW Uptimazages para un rendimiento y potencia de fenado espec!ﬁvls ﬁﬂra
- . o # Jaguar N |\ 4 Wheel

App usage for online buying Purchased less :

|\,“ : Plaquettes de frein.a disquie spéclalisées —~ Bearin gs

Pastillas para frénos de

~ Land Rover

diseo especiales

# Mercedes-Benz
Reasons for buying ~ Mini

brakes online # Porsche
# Range Rover
Ease of price comparing 25% /I
11% Convenience 16% reported they ~ Volkswagen
Alread S s
e Product availability 14% WOULD NOT BE Johe
= 5 ENTICED
63% Speed 6% C
Would not use by online coupons, rebates,
Importance of online QR codes or other incentives
product reviews to purchase more brakes
online. p 7 N
Very important JrauineMs
Imp ortant ‘ The /. in brakes’
Somewhat important Some chart totals do not reach , :
e 100 percent because all answer options mong the repistered tadenaNRTRRY Hoicings ST www.relyonraybestos.com
Not important at all are not represented.
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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

SOUTH

SOUTH

Manufacturers’ Representative

N.A. Williams Company has been providing sales and
marketing solutions for its clients for over 80 years.

115 aftermarket professionals.

Is it time to rethink
your sales strategy?
OUR TEAM
SAVES
YOU TIME

BUSINESS Wil R

Content Licensing for Every Marketing Strategy

Online
Purchasing
Habits Study

Philips

Raybestos

Marketing solutions fit for:
- Outdoor

- Direct Mail

- Print Advertising

Find out how we can be
your sales solution.

tascosalesreps.com’

800-722-8272

2900-A Paces Ferry Rd., S.E., .
Atlanta, GA. 30339 aUt(xa n y
770-433-2282

Independence drives us. assuciAtion

www.nawilliams.com AT
osare oo duda

- Tradeshow/POP Displays
- Social Media

- Radio & Television

Logo Licensing | Reprints | Eprints | Plaques

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.

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 find out more about how we can customize your
acknowledgements and recognitions to enhance your marketing strategies.

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

website at www.wrightsmedia.com
Contact Keith Havemann 310-857-7634 or email khavemann@advanstar.com

Sign up for weekly
Distribution e-newsletters

SearchAutoParts.com
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