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PAC-Kits®

SI\/IP'I'_emperature Control Divisit_Jn introduces Element3™ premium brake calipers
PA.C_K'tS.(@’ a prepackaged A/C kit assgmbled anq Raybestos Element3™ premium brake calipers feature 100
sh|pp<_ec_l in one convenient package with everything percent new components - no core return required, allowing
technicians nee(lll to perform a SUCC]?SSMhA/C customers more shelf space. With hassle-free installation,
zglrlr_::ressor replacement. Create_d rom the top 299 optimal performance and lower warranty rates, they offer

g new compressors,'PAC—Klts. offer coverage the best in corrosion protection through either aluminum or
for over 123M VIO. PAC-Kits” premium quality zinc-plated construction. Designed and manufactured to strict

?ﬁmpcjopents mclude ad”e.w compress_otr, agf:umulI(attor/ engineering specifications, Element3 calipers deliver original
fer drier, expansion device, appropriate ofl, gaskets, equipment precision at a fraction of the cost of OE.

o-rings, service caps and valves.
Raybestos | www.brakepartsinc.com

Standard Motor Products | www.smpcorp.com
AAPEX Booth 3638

AAPEX Booth 4226

Mass Air Flow Sensor

Walker Products has added new mass air flow
sensor coverage to round out 2019. Top applications
cover late-model GM, Ford, BMW and Nissan
models. The new SKUs cover an additional 22
million vehicles in operation for the U.S.A. market
alone. 53 part numbers were added to the Walker
Mass Air Flow sensor program for immediate
sale. These additions expand to over 1,500
unique applications for the North American
market, ranging from late-model domestic,

MPA Hub Assemblies and European and Asian vehicle manufacturers.
Bearings Walker Products | www.walkerproducts.com
Powered by Motorcar Parts of America's AAPEX Booth 2261

legendary quality and performance, MPA

hub kits are direct fit, OE replacement

components that include application-

specific Gen1 wheel hubs, bearings,

snap rings, ABS wires and axle nuts

where required for a complete repair.

MPA hub assemblies feature OE level

manufacturing processes, industry-leading

coverage, and complimentary aftersale

technical support with each unit.

For full program details, visit MPA at

AAPEX booth #4638

Motorcar Parts of America
www.motorcarparts.com

AAPEX Booth 4683
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TRENDIN
FUTURE OF DATA TRENDS COUNTERFEIT CRACK DOWN

Customer expectations are on the rise ~ Auto parts counterfeiting faces industry scrutiny and
government enforcement action

SAUDI MARKET SHOWING
GROWTH; OBBORTUNITIES

Part sales and vehicle parc on the rise, and new
trade show aims to continue the country’s growth

TRENDING

LIGHTING INNOVATIONS

Lighting system complexities compliment technological
developments, delivering increased driver safety and co

CONSUMER ATTITUDE STUDY
7\ (__) NEWER CARS, TECHNICIAN ATTITUDE STUDY
~21~"_" NEWER TECHNOLOGY TECHNICIANS TAKE CONTROL
Consumers continue to shift toward Consumers heed the advice of technicians, so

| buying, leasing new vehicles how do you get their endorsement?



A AUTOMOTIVE
PARTS
Am ASSOCIATES, INC.

| switched to APA when my previous group wasn't giving me the
competitive edge in business | needed with their “one size fits all” P
type programs. My business truly matters to APA; they provide

personal service while leveling the playing field with programs

and resources | need for my business to thrive. APA is a

one-of-a-kKind group. Every member is a shareholder with an

equal vote, it does not matter how big or small a busines is,

every vote makes a difference!

The camaraderie among my fellow shareholders is priceless,
the pool of experience available for advice and the
willingness to collaborate and share ideas is a valuable
resource that makes APA special.

I'm proud to say “We are APA.

Edward Harake, Value Plus Auto Parts Wholesale
APA Member Since 2016

A‘ As a not-for-profit member-owned cooperative we believe our strength

APA

lies in the unity of our membership and together, we are Allies For Success
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That describes our new way of handling your inquiries about SALES STAFF
advertisements and product releases. You may go to www. Midwest & Western States
motorage.com/readerservice and fill out a short form and we'll Michael Parra, Regional Sales Manager

— send your request immediately (electronically) and directly to the Tel: (704) 919-1931
respective manufacturers who have the information you want. michael.parra@ubm.com
You may also check the items you are interested in and fax the lllinois, Eastern & Southern States
sheet to us at (416) 620-9790 to get more information on the Paul A. Ropski, Regional Sales Manager

products of interest. Like we said — quick, easy, direct. Tel: (312) 566-9885
paul.ropski@ubm.com

Ohio, Michigan & California
Lisa Mend, Regional Sales Manager

ADVERTISING AND EDITORIAL PRODUCT INDEX TR

Lisa.Mend@ubm.com

ADVERTISER INDEX PAGE  [] STANDARD MOTOR PRODUCTS. ..oooeccccrvreeeircrrerssernee 23 REPRINT SERVICES
Licensing and Reuse of Content

L] ADVICS. oo, 7 [ TAIPELAMPA SHOW. ... CVTIP2 Contact Wright's Media at
informa@wrightsmedia.com

[J ARNOTTINC. . ] TUNSGRAM AUTOMOTIVE LIGHTING. ....ccoovviviririiires 29 or call 877-652-5295
for more information.

] AUTOMOTIVE PARTS ASSOCIATES. ....ocouvvrieriirinins CV2 [ TYCGENERA ... 19,23
CUSTOMER SERVICE

[0 DAYCO. oo 39 [ WALKER PRODUCTS....coooovvviiiiiis CVTIP1, 8A-8D, 37 For Subscription Inquires or Changes
Email - passthease@ubm.com

[ D&YV ELECTRONICS. v 21 [ XIAMEN METO AUTO PARTS IND CO LTD. ... 25 o Call 800.240.1668

[ EAST PENN MFG CO INC. ..o 17
AD DEADLINES:

[] FEDERAL MOGUL MOTORPARTS. .......oovveerrrerrrreann. 31,35  EDITORIAL PRODUCTS, PAGE Insertion orders—1st of month preceding

issue date.
[[] FOUR SEASONS.....covmiiiiiiiiiine s CVTIP1 ] BOSCH Ad materials—5th of month preceding
issue date.

[] LUBEGUARD.. ] CLORE AUTMOMOTIVE ..o 40

] MESSE FRANKFURT (SHANGHAI) CO LTD......cccoevvivvninnns 15 ] MITCHELL 1o 40

[] MOTORCAR PARTS OF AMERICA...........cc........ CVTIP1,CV3  [] MOTORCAR PARTS OF AMERICA.........ccovvmmrrnrriirinninn. 40

[] RAYBESTOS BRAKES... ...CVTIP1,CVv4 [ TRICO GROUP

[ SEMA oo 27 [] WALKER PRODUCTS.....cooiviririieieiereesiesscenennna 40

2 OCTOBER 2019 AftermarketBusiness.com ':Ik"



e

N\

#67010

THE LIQUID

101

£

1‘?9&
gINC
PROTECTS

BELTS &
PULLEYS

o lg
= -
: | (B
Profect™
A CONDITIONER FOR USE

IN'ALL CVT TRANSMISSIONS
Reduces Noise
Enhances Anti-Shudder Performance
Provides Superior Metal-to-Metal Protection

CONTINUOUSLY VARIABLE TRANSMISSION

RECHARGE
& PROTECT

SUPPLEMENT FOR USE IN ALL CVT TRANSMISSIONS

REDUCES NOISE - ENHANCES ANTI-SHUDDER PERFORMANCE
PROVIDES SUPERIOR METAL-TO-METAL PROTECTION

10 FL OZ (296 mL)

Maintains belt
traction

Corrects and prevents
problems caused by

worn-out, degraded fluid Reduces foaming to

For use in all CVTs maintain proper fluid
Reduces noise pressure and flow
Protects belt/chain, Lubricates and )
pulleys and other protects seals without
components from shrllrll.kmtghor
excessive wear LU

Increases heat stability

Provides anti-shudder of the fluid

durability

INTERNATIONAL LUBRICANTS, INC.
PH 1-800-333-LUBE (5823) OR 206-762-5343
PH 1-800-458-5487 OR 330-769-8484

y/4

Be sure to visit our new website at www.lubegard.com!
Use our make, model, and year lookup to find the right fluid
for your vehicle... every time. Mobile app coming soon!




COMMUNITY

OPINION/COMMENTARY

SCOTT LUCKETT VP of Industry Strategy, GCommerce

sluckett@gcommerceinc.com

FUTURE OF
DATA TRENDS

Customer expectations are on the rise

he Customer Automotive Network
(CAN), formerly known as the
Performance Warehouse
Association (PWA), recently held
their annual gathering in Texas. A sta-
ple of the CAN Connect conference is
the one-on-one meetings between dis-
tributors and their manufacturer sup-
pliers. I was very happy to see a new
element to the conference agenda intro-
duced this year — an educational panel
discussion of “Future Data Trends.”

I thought it was especially appropri-
ate for this topic to be incorporated in
the CAN Connect agenda in view of the
research results from the NPD Group's
Checkout eCommerce Tracking report
in August. “Accessories Captured 1/3
of all Auto Aftermarket Online Dollar
Sales,” shouts the headline. And
six categories account for the sales:
appearance accessories; cargo man-
agement; interior and exterior accesso-
ries; towing and hitch accessories; and
tire and wheel accessories. The makers
of these products are exactly the com-
panies that attend CAN and meet with
their customers.

So why are the manufacturers of the
fastest growing categories of aftermar-
ket accessories devoting time at their
conference to learn more about data
trends? The answer lies in something I
hear with increasing frequency: “data
is the fuel for all commerce transactions
and nothing but the highest quality will
satisfy the rising demands of custom-
ers.” Just look at your own behavior in
online shopping and websites. When
one product photo used to suffice, now
you expect multiple images. In addition,
market copy that doesn't clearly present
the specific product features and bene-
fits does nothing to help sell the product.
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A wise aftermarket veteran once
told an audience of eager data manag-
ers that in the absence of rich, graphi-
cal content that told the story of the
product and sold its advantages, price
is boss. When the customer sees two
similar products on the screen and asks
themselves the difference between the
$50 widget and the $30 widget, there
must be a better answer than $20.

The manufacturers and their distri-
bution partners came away from CAN
Connect with one overarching “Future
Data Trend” to steer their efforts back
home. The expectations of customers
are rising every day, and more variety
and richness of content is needed to
sell the value of the product. To help
customers make an informed buying
decision, the product content must
serve to replace the product knowl-
edge and industry experience of a vet-
eran counter pro or salesperson. In the
case of data fueling online transactions,
more is better and you can never stop,
because the bar is constantly rising.

One other topic in the data discus-
sion was the impact of product data
and inventory updates that are out of
sync. It has become common for mar-
ketplaces and online retailers to require
frequent inventory updates from their
suppliers so they can accurately render
product availability on the screen and
avoid taking orders for something that
cannot be filled. Product information
files typically get updated monthly or
when new products are announced.
A best practice for inventory updates
is to refresh these files every hour.
However, the product records in these
files rarely match, and that leaves many
products that cannot be sold.

When a reseller has inventory infor-

oA

An aftermarket
veteran once said
that in the absence

of rich, graphical
content that tells the
story of a product and
sells its advantages,
price is boss.

mation but no product records, or
product records with no correspond-
ing inventory values, these are always
either a lost sale or a disappointed
customer. Because inventory levels
and product content are generally the
responsibility of two different depart-
ments or staff people, there is no
coordination between their data files.
This is a blind spot for suppliers and
manufacturers and something they are
surprised to learn when the gaps are
pointed out to them. One recent analy-
sis found that 15 percent of the records
in the product information (or PIES)
data file had no corresponding record
in the inventory file. Half of these items
were determined to be obsolete, yet
they were all flagged as “Active” and
available for sale. At the least, you'd
think these are product listings that
cannot be filled. That's a disappointed
customer. At its worst, this is damag-
ing to your online marketplace score-
card and may trigger costly penalties or
disqualification of the brand. o
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COMMUNITY

OPINION/COMMENTARY

ALAN R. SEGAL Best Business Practioner

alanrsegal@gmail.com

THE POWER OF
BRANDING

Shop owner stands out among his peers

e is absolutely killing it!” crowed

a former Advance Auto Parts

sales executive over how Billy

Konaxis transformed his auto
parts store into a role model of profit-
ability. Impressed by a remarkable
turnaround within two years, a corpo-
rate manager with Advance who super-
vises the Carquest division for inde-
pendent store owners encouraged
Konaxis, the owner of Carquest Billerica
Auto Parts, to write a playbook.
Intrigued by his successes, I dropped
in for a visit.

Inside a concentrated marketplace
dominated by a handful of larger mer-
chants promoting nearly identical prod-
ucts and services, it was hard to visual-
ize how a single store owner could dis-
tinguish their image in a galaxy of shiny
personalities. Fear not.

When Konaxis, a former Advance dis-
trict manager himself, bought this dis-
tressed Billerica, Mass., location from
Advance in 2017, commercial accounts
were dissatisfied with the product cov-
erage and upset with delivery service.
He customized the category assortments
to fit the area vehicle population and
beefed up the fleet of delivery trucks.

He'd deploy his employees around
peak maintenance schedules to meet
customer needs. During snowstorms
while other competitors were contem-
plating grounding their fleet, this store
devised ways to keep their customers
running.

E-commerce rivals also know well that
speed wins loyalty. Beyond measure,
friction-free online ordering at attractive
prices is arguably a powerful incentive
to boost spending. However, Billy rejects
that reasoning. When a vehicle’s guts
lay bare on the lift, Amazon is poorly
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designed to troubleshoot the unpredict-
ability inside a car care facility. When
fitment complications surface, these
e-commerce sites are nearly impossible
to call directly for a quick fix. When the
clock is running, online chat sessions are
impractical.

Over our lengthy conversation, Billy
drew the e-commerce contrast by look-
ing outwardly. He shared, “My accounts
know that I'm here to support them.”
Even though Advance’s online cata-
loging procurement portal supports his
store, Billy believes in making it “my job
to help customers turn bays.”

For Billy, corporate brand matters
more than branded products and ser-
vices. In terms of Billy painting a face of
corporate identity, he oriented his store
mission around what a company stands
for in the eyes of the mechanic. If that
relationship requires Billy to drive 90
minutes to fetch a rotor in time to save
an $800 brake procedure, he will make
sure that his team is acutely aware of
the impacts of a shop full of stressful dis-
ruptions. Konaxis spoke of one installer
who increased their daily vehicle intake
from 12 to 15. Their willingness to pay
more for this partnership with Konaxis
has resulted in a spike in sales volume
and rising profit margins.

Brand building is an attainable pro-
cess. Businesses with a sense of their
own values and purpose that match up
with their shopper’s pain points and
frustrations have an advantage to ele-
vate their standing in the market. So it is
critical that a shopper knows in advance
what they can expect. It's equally impor-
tant that the selling company knows
what they intend to deliver.

In February, the Harvard Business
Review looked at brand identity build-

g
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S0 many bhusinesses
fail to capitalize

on verbalizing their
DNA, the foundation
of celebrating

its soul with the
marketplace.

ing and outlined three steps to follow.
First, define your company'’s ideal rela-
tionship with customers and how you
want to be perceived. Second, deter-
mine what sets the company apart
and what it can promise. Third, use
the answers to the first two steps to
verbalize what the company stands for
in one sentence.

What I gleaned from Billy Konaxis’s
walk the walk was pure straight talk.
Concise words describing trust, reli-
ability and support revealed the culture
inside Billerica Auto Parts. Their team
are prepared to help their commercial
accounts to succeed. What I am also
reminded about this encounter with
Billy is how many seemingly alike busi-
nesses fail to capitalize on verbalizing
their DNA, the foundation of celebrat-
ing its soul with the marketplace.

Creating a company brand may
demand more time in the interest of
authentic relationships and a healthy
balance sheet. It may mean continual
reinventions as the industry landscape
evolves. Certainly though, isn't that a
playbook worth writing? o
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TRENDING

STRIBUTION NEWS,
ES AND HAPPENINGS

PARTS SALES AND VEHIGLE PARG ON THE RISE, AND NEW TRADE SHOW
AIMS TO CONTINUE THE COUNTRY’S GROWTH

BY RICHARD MEZADURIAN | CONTRIBUTING EDITOR

the Saudi Arabian
landscapes,
and it is easy to

see rolling sand dunes and little else.
However, the Kingdom is home to
some of the greatest natural wonders
of the world. Among these treasures
is the Al Ahsa Oasis, where 1.5 mil-
lion palm trees grow naturally on a
30,000-acre plot that's fed by aquifers.
Or perhaps you'd be captivated by the
verdant landscapes of Jabal Sawya,
Saudi Arabia’s highest peak, standing
just shy of 10,000 feet. And there are
few places as awe inspiring as “The
Edge of World,” a rocky escarpment
outside Riyadh where you can see
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clear to the horizon. But getting to
these places could be a real challenge
if your vehicle isn't properly equipped
to deal with the desert sun and the
arid climate. Fortunately, most motor-
ists in the Kingdom have access to a
vibrant and comprehensive auto parts
aftermarket that can see to their needs.

The Saudi Arabian vehicle parc is
growing rapidly. In a 2019 article, the
Arab News estimated over 8 million
passenger vehicles on the road, but
that statistic likely includes light trucks
that may be used for commercial pur-
poses. It is clear, however, that Asian
brands are the dominant players in
this market, capturing 8 out of the top

10 spots. Chevrolet and Ford were the
only non-Asian brands in the top 10. In
the aggregate, Asian brands comprised
81.6 of sales in 2018, compared to 13.9
percent for American brands and 4.5
percent for Europeans brands. Toyota
was once again the market leader,
capturing 31.6 percent. Still holding on
the second spot at 18.6 percent was
Hyundai. Hyundai sales have softened
slightly since peaking at 23.9 percent
in 2017. There were just 411,000 cars
sold in 2018, and the top sellers were
the Toyota Camry (130,490 units) and
the Toyota Hilux (76,375 units).

New vehicle sales are expected to
increase over the next several years

PHOTO: WAJEDRAM - STOCK.ADOBE.COM



Explaining _2=
The Oxygen °

Sensor

....................................................

Due to the vital role and
suggested service intervals,
the oxygen sensor can be a
quality maintenance repair
for your customers.

....................................................

What is the
life expectancy of
an oxygen sensor?

Shorter than what your
customers think.

And that’s the problem.

But it’s also one of the easiest to
solve problems when a custom-
er comes in and asks for a “tune
up” or preventive maintenance.

Basic maintenance is key today
and checking the oxygen sensor
is a great place to start.
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According to Walker Products, which offers one of
the industry’s most robust oxygen sensor programs,
an oxygen sensor’s life expectancy can vary great-
ly depending on the condition of the vehicle and
whether it is properly maintained. Generally, based

on typical maintenance routines, an oxygen sen-
sor’s effective life span is between 30,000 and 50,000
miles. After that, performance begins to degrade,
which will in turn affect the vehicle’ s overall fuel

economy and performance. That can arrive quickly
in the eyes of today’s drivers, many of whom won’t
have their vehicle paid off by the time it needs
replaced. However, if the engine is properly main-
tained in all aspects, the oxygen sensors could last
much longer, up to 100,000 miles in some cases. The
truth is, many vehicles on the road today would not
meet the maintenance requirements to achieve that
level of sensor life.




It's no surprise that oxygen sensors need to be
checked regularly and replaced as needed; they per-
form under fierce conditions, battling harmful exhaust
gases, extreme heat and high velocity particulates. And
the harder someone drives his or her vehicle, the more
punishment the sensors take.

The Oxygen Sensor’s Impact

Remember earlier you read about the oxygen sensor?
That'’s a key component, as faulty oxygen sensors cause
avery large amount of emission inspection failures.

Why? Because not all oxygen sensors are created equal.

The oxygen sensor reports to the engine manage-
ment computer the air/fuel ratio in the exhaust system.
While it no longer is a one-wire unheated sensor like it
was in the 1970s, but rather a four- or five-wire air/fuel
ratio sensor, that means it can report information more
accurately, but can be damaged more easily. These
sensors include heated, fast light off, ultra-fast light off,
Titania, zirconia, thimble, planar and wideband sen-

Platinum Electrode
Dual OEM Shield

Plasma Sprayed
Protective Coating

Stable at 1000°C
Rolled Threads
Stainless Steel Hex Nut

Ceramic Element

Crimped Weather Seal

PTFE Filter

sors. Staying up-to-date with these technologies
is critical in diagnosing the oxygen sensor and
this technology will only continue to grow as
emission controls become stricter every year.

What Goes Wrong?

A few things, actually. There are two scenarios
technicians need to look for when inspecting an
oxygen sensor to determine the cause of failure
(and thus finding the root cause of the prob-
lem). First, it can happen instantaneously when
a contaminant comes into contact with the
oxygen sensor’s ceramic element.

Technicians who suspect this type of fail-
ure should look for evidence of certain types
of silicone compounds or of an engine that is
burning oil. Small amounts of tetra-ethyl lead
in gasoline as well as over-the-counter fuel ad-
ditives that are not “oxygen sensor safe” can kill
an oxygen sensor.

The second scenario is the gradual deterio-
ration, resulting in a slow sensor that reacts so
slowly that it causes a catalytic converter to per-
form less efficiently. This can lead to premature
failure of the catalytic converter.

In this case, technicians will hear complaints
of decreased fuel economy (approximately 10
to 15 percent in most cases), excessive exhaust
emissions and overall poor drivability. Now,
while a customer might notice they are covering
fewer miles per fill-up, they might not be aware
of other problems as they adjust to vehicle
driving conditions and, in the case of emissions,
simply cannot observe this. That’s where tech-
nicians who perform emissions tests can assist
customers by detecting these issues.

But technicians can be the hero of this story
when using the proper equipment. Using a digital
volt-ohmmeter (DVO), a technician can detect a
dead oxygen sensors. Two other tools - a digital
storage oscilloscope (DSO) or scope meter - will
be able to diagnose a slow oxygen sensor.

Not All Sensors Are Alike

How do you know that you're getting a quality
sensor? Walker Products’ robust oxygen sensor
programs features the highest quality com-
ponents to ensure OE fit, form, and function
guaranteed. Designed, engineered, and 100%
tested in house to ensure unsurpassed quality
and sensor longevity for the greatest customer
satisfaction.



Walker oxygen sensors feature a ceramic body is
made of stabilized zirconium dioxide and contained
in a housing that protects it against mechanical effects
and facilitates mounting. A gas-permeable platinum
layer comprises the electrodes that coat the surface,
and a porous ceramic coating applied to the side ex-
posed to the exhaust gas prevents contamination and
erosion of the electrode surfaces by combustion residue
and particulates in the exhaust gases.

That means when you install Walker oxygen sensors,
your customers get improved engine response and
performance, lower emissions, better fuel economy and
longer sensor life.

Put a little bit of money
in now, and you could
save big down the road.
In fact, for the cost of
two tanks of gas, you'll
be able to stretch your
fuel economy and
potentially buy less gas.
What a selling point!

Selling to Customers

But how do you explain that to your custom-
ers? It starts with the basics: an oxygen sensor
monitors the oxygen content of the exhaust gas,
which is processed by the vehicles engine com-
puters to evaluate engine efficiency. For quick
explanations, service writers can share four sim-
ple benefits customers can receive by replacing
their O2 sensors:

o Improved engine response and perfor-

mance

o Lower emissions

o Improved fuel economy

o Longer sensor life

Essentially, put a little bit of money in now,
and you could save big down the road. In fact,
for the cost of two tanks of gas, you'll be able to
stretch your fuel economy and potentially buy
less gas. What a selling point!

When a shop offers to check the oxygen
sensors at any appropriate service interval, the
customer can ward off further damage by having
faulty or contaminated sensors replaced. Here is
a breakdown of replacement intervals.

¢ 30,000 - 50,000 miles: One-wire and two-
wire “unheated” type oxygen sensors. These
sensors are early technology units that depend
on exhaust heat to become active and are gen-
erally more sensitive to the elevated contamina-
tion of dirty or unbalanced exhaust, especially
the “wide-slot” varieties found on early Chrysler,
Ford and General Motors vehicles.

e 60,000 - 100,000 miles: “Heated” type
sensors and air fuel ratio sensors are the latest
high-tech products in this segment. Their
engineering advancements and sophistica-
tion allow them to operate more efficiently by
placing built-in heaters to warm the sensor up
on initial startup. In addition, these sensors are
generally found in newer vehicle applications
that are more fuel efficient, therefore exposing
the sensors to less harmful exhaust gases - all of
which adds to the life expectancy of the oxygen
sensors themselves.

Using these selling tips, installation informa-
tion and Walker Original Equipment Oxygen
Sensors, your customers get improved engine re-
sponse and performance, lower emissions, better
fuel economy and longer sensor life. That trans-
lates to increased trust and potential business for
your shop, a win-win.
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The Walker Products Oxygen Sensor program is the most
comprehensive offering available to the aftermarket. All sensors
feature 100% OE Fit, Form and Function for all makes and all models.
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“A FAVORABLE COMBINATION OF FACTORS MAKES SAUDI ARABIA
AN IDEAL EXPORT MARKET FOR U.S. MANUFACTURERS ”

as prohibitions on women driving are
being relaxed or removed completely.
The vehicle parc was expected to
increase by a compound annual growth
rate of 4 percent between now and
2023, but allowing women to drive has
changed that calculus. The updated
forecast is for vehicle sales to drive
growth by an 8 percent CAGR. In terms
of aftermarket parts sales, the market is
expecting to reach $3.65 billion by 2020.
The three segments expected to benefit
most from these changes are periodic
maintenance, collision and body repair,
and mechanical repairs.

The Kingdom of Saudi Arabia does
manufacture a small amount of parts
that are used mostly for local mar-
ket consumption. To encourage more
manufacturing and provide jobs in the
future for a growing youth population,
the government established the Saudi
Arabia Standards Organization (SASO).
The burdens of meeting SASO’s many
import regulations are designed to
induce foreign producers to transfer
technology and skills training to the
local market. An added benefit to local
consumers, of course, is higher quality
auto parts being sold throughout the
country. The U.S. government consid-
ers the SASO requirements a significant
barrier to trade, but the stepped-up
inspections have also helped curb coun-
terfeit parts proliferation and violations
of intellectual property rights, which
many manufacturers welcome.

While the market is large and lucra-
tive, U.S. manufacturers have not been
able to take full advantage of the mar-
ket opportunity in Saudi Arabia. The
figures bear this out. According to U.S.
International Trade Commission figures
(USITC), the U.S. showed a 3 percent rise
in auto parts exports in 2018, hitting $92
million. However, that is still well off the
peak, which in 2016 was just shy of $147
million. Automotive parts and accesso-
ries are a small part of the trading rela-
tionship we have with the Kingdom,
and that trade has been declining since
the 2015 peak of $19.8 billion. In 2018,
it was off 31.6 percent to $13.6 billion.
So relatively speaking, automotive parts
has outperformed other areas of bilateral
trade with Saudi Arabia.

As part of its focus on growing
industries, the government of Saudi
Arabia sanctioned a major automo-
tive exhibition in Riyadh later this
fall. The Riyadh Motor Show will take
place Nov. 21-26, 2019 at the Riyadh
International Exhibition Center. It will
feature hundreds of vehicles on dis-
play, pavilions sponsored by carmak-
ers and vendor booths, all of whom
are hoping to capture some of the
lucrative market in the Kingdom. For
many exhibitors, it will be their first
exposure to the Saudi market, but for
some, it will mark what they hope to
be a triumphant return.

Manufacturers who are seeking an
edge in the Saudi market could follow
in the footsteps of one exhibitor. For
years T-Rex Truck Products, based in
Corona, Calif., had enjoyed a favor-
able sales environment in the Kingdom
and throughout the Middle East. That
had changed over the past decade
as inferior quality, lower cost goods
from China flooded the Middle East.
Ben Mizban, the founder and CEO of
T-Rex, says that while they manufac-
ture over 2,000 application-specific
parts, it's really their innovation and
ingenuity that brings the customers
back. He says, “There are thousands
of companies in the U.S. and the rest of
the world that sell offroad LED lights,
but none had addressed the mounting
solutions for them. We applied high-
quality engineering and design to pro-
vide specific applications for all trucks
and Jeeps in the market” by integrat-
ing the LED lights into T-Rex products.
Mizban feels that their Zroadz brand of
products will help him reintroduce the
company to the Saudi market.

Performance products are also
becoming very popular in Saudi Arabia,
as a younger generation adopts the
“tuner’ culture. COMP Cams, based
in Memphis, competes in the perfor-
mance powertrain segment. As part of
the COMP Performance Group, which
include brands like TCI Automotive,
FAST (Fuel Air Spark Technology),
RHS (Racing Head Service), ZEX
Nitrous and Powerhouse Tools, COMP
Cams is currently engaged in the
Kingdom by going through distributors

in neighboring countries, most notably
the UAE. Chris Douglas, the COO of
COMP Cams says, “We feel it is vitally
important to explore and develop new
markets for the longevity of not only
our company but the overall indus-
try.” He feels that participating in the
Riyadh Motor Show is more than just a
business opportunity. He goes on, “We
are frequent participants in the SEMA
business development trips and feel it
is our responsibility as good stewards
of the industry/hobby.”

Like most markets outside the
U.S., the aftermarket in Saudi Arabia
is set up mostly as a three-step dis-
tribution model. Typically, parts are
imported by the distributor, sold to
a jobber/retailer, who in turn sells to
the installer. There are no national or
big-box automotive retailers in the
Kingdom, as the do-it-yourself (DIY)
trade is a very small segment of the
market. Rather, in Saudi Arabia, do-
it-for-me (DIFM) is how most consum-
ers get their vehicle’s maintenance
and repairs taken care of. Most cities
in the Kingdom have neighborhoods
that specifically cater to the automo-
tive trade. In these areas, you will find
parts stores interspersed between
repair shops and body shops.

A favorable combination of factors
makes Saudi Arabia an ideal export
market for U.S. manufacturers. The
relative strength of U.S. vehicles in
the market, combined with a growing
youth automotive enthusiast move-
ment spells opportunity. The popular-
ity of Tafheet and Hajwalah, which
are terms used to describe drifting
and street racing in the Middle East,
can be witnessed by their ubiquity on
most social media platforms. If you're
skimming Instagram to find “Sidewall
Skiing” (a term for driving while bal-
anced on two wheels), or if you're
checking in on YouTube to find videos
of the many 4x4 clubs frolicking about
the desert, it’s very clear that Saudi
Arabia has a vibrant and growing car
culture. Checking in on the Riyadh
Motor Show might be the best way
to get a firsthand look at this dynamic
market. But if you do decide to visit,
don'’t forget to bring the sunscreen! o
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COUNTERFEIT
CRACK DOWN

COUNTERFEITING OF AUTO PARTS FAGES INDUSTRY
SCRUTINY AND GOVERNMENT ENFORGEMENT ACTION

BY JAMES E. GUYETTE | CONTRIBUTING EDITOR

hony components can create
real problems for manufacturers,
merchandisers and motorists, as
counterfeit auto parts frequently
fail to meet the proper fit, form
and function standards. Aside from
the negative economic consequences
of being hoodwinked, a fraudulent
product that appears to be the real
deal may present a serious safety risk.
“There’s some scary stuff out there,”
says distributor Michael Antonelli of
Vantage Marketing Global Inc., based
on Grand Island, N.Y. “It may look the
same on the outside, but you have no
idea what's on the inside; it may even
work — at least for a while.”

Just about any part of a vehicle can
be copied, faked and sold to an unsus-
pecting buyer. “There are different
levels of sophistication and scruples,”
according to Antonelli. “It's whatever
the flavor of the day is” in terms of
whatever product is popular enough to
be falsely duplicated and then covertly
disseminated at a profit.

“If they see a demand they’ll start
making it. If something is really hot, it's
up everywhere,” Antonelli notes.

Counterfeiters are attracted to the
profits that can be generated with a
minimal chance of being detected.
“They figure ‘this is a gravy train,’”
he says, urging aftermarket business
owners to resist engaging in this type
of illegal conduct despite the lure of

N
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cheaper pricing. For a given dicey part,
“If I can save 20 percent, I'm only sav-
ing 10 bucks; do I want to risk that?”

Knowing your seller is a good tech-
nique for avoiding counterfeit parts,
especially when making offshore
purchases. “If it's got a (mainstream)
manufacturer's name on it, but you're
getting it from some weird source,
beware,” says Antonelli. “Be cautious
around ‘white box’ as well” to mitigate
the prospect of obtaining an anony-
mously produced sub-par part.

“If you're buying from overseas, be
invested in it,” he suggests. “Go over
there — more than once. It takes time,
but get to know them. The alternative
is to work closely with a trusted N.A.-
based global sourcing company that has
already made that investment and devel-
oped the relationships. Don't be enticed
by offshore trading companies.”

A study by Frost & Sullivan estimates
that automotive suppliers lost $45 bil-
lion to counterfeiting worldwide in
2011, and the economic value of pirated
products is expected to double by 2022.

“Trafficking counterfeit merchandise/
products, which often have unknown
ingredients or are constructed with
substandard materials, pose a signifi-
cant public safety and national security
risk,” says Jerry C. Templet Jr., deputy
special agent in charge at the Homeland
Security Investigations (HSI) office in
San Francisco and Northern California.

“Additionally, the entry of illicit
products into the commerce of the U.S.
negatively impacts legitimate U.S. busi-
nesses,” he says. “Consumers should

NTEF
NEWS

TAMARA RABENOLD

CEO of Vaudra
International

D0 MOST PURCHASERS

OF COUNTERFEIT
PRODUCTS KNOW THAT THEY ARE
BUYING COUNTERFEIT GOODS?

This is a tough question, as

you can grow cynical in this

line of work. There are repu-
table, online retailers of aftermarket
parts that may complete a wholesale
purchase priced too good to be true,
sell it at retail and later learn that those
parts were counterfeit. It happens, but
there isn’t “intent” or “knowledge” of sell-
ing counterfeits.

With online access to suppliers world-
wide, there is fierce competition for every
purchase. It is easy enough for a coun-
terfeiter to create a rogue website, bogus
online profile or store that appears legiti-
mate and is selling counterfeit goods to
potentially fool an unwitting buyer.

As a merchant or wholesaler, it is critical
to do your due diligence and purchase
from authorized channels and legitimate
sources. If you choose to ignore poten-
tial red flags and find a deal that seems
too good to be true, you have to weigh
the consequences to your business,
reputation and customers if that product
turns out to be counterfeit.

also know this isn't a victimless crime.
There is a variety of criminal activity
funded by these illicit monetary gains.”

The list of auto parts seized by cus-
toms officials includes airbags, brake
pads, wheels, seat belts, oil and air fil-



“TRAFFICKING COUNTERFEIT MERCHANDISE/PRODUCTS, WHICH OFTEN HAVE UNKNOWN
INGREDIENTS OR ARE CONSTRUCTED WITH SUBSTANDARD MATERIALS, POSE A
SIGNIFICANT PUBLIC SAFETY AND NATIONAL SECURITY RISK.”

JERRY C. TEMPLET, JR. [HOMELAND SECURITY INVESTIGATIONS]

ters, control arms, windshields, bear-
ings, steering linkages, ignition coils,
microchips, spark plugs, solenoids,
clutch housings, crankshafts, diag-
nostic equipment, suspension parts
and oil pumps, reports Chris Caris,
administrator of the Automotive Anti-
Counterfeiting Council.

More commonly known by its A2C2
acronym, the council “is composed of
11 of North America’s leading vehicle
manufacturers that have agreed to col-
laborate and work together to eliminate
counterfeit automotive components
that could harm U.S. consumers,”
according to Caris.

Forming the organization “was a
significant step toward protecting
the American consumer as well as
our members’ respective brands,” he
explains. “The member companies of
A2C2 work together to identify and
eliminate counterfeit auto parts that
could harm U.S. consumers. We also
partner with investigators, law enforce-
ment and prosecutors to support crimi-
nal cases when warranted.”

In August, A2C2 officials joined with
several other organizations, including
the Automotive Aftermarket Suppliers
Association (AASA) and its Intellectual
Property Council (IPC) at a special
Intellectual Property Forum held in
Dearborn, Mich.

“Intellectual property protection
in the automotive aftermarket has
never been more important, yet we
have never organized a cross-industry
effort to combat the myriad issues sur-
rounding IP,” observes Chris Gardner,
AASA senior vice president. The
event involved sharing “best practic-
es about intellectual property protec-
tions” while working to “identify new
strategies for cost-effectively fighting
problems.”

Forum participants included law-
yers, brand managers and marketing
and business development execu-
tives from the Specialty Equipment
Market Association (SEMA), the
National Automotive Service Task
Force (NASTF), the American Bearing

Manufacturers Association (ABMA),
Battery Council International (BCI)
and the National Intellectual Property
Rights (IPR) Center.

Also present were representa-
tives from online sales outlets such as
Amazon, eBay and Alibaba along with an
assortment of government officials plus
Tamara Rabenold, a private investigator
who is CEO of Vaudra International.

The U.S. Department of Commerce
has launched an initiative to stem the
tide of counterfeit goods, including
auto parts, notes Ann Wilson, senior
vice president of government affairs at
the Motor & Equipment Manufacturers
Association (MEMA).

“MEMA and our member companies
have been developing and maintain-
ing relationships with the major online
platforms in order to address the grow-
ing presence of counterfeit parts,” says
Wilson in comments submitted to the
Commerce Department. “At present,
consumers have no way to be certain
that a product they are buying online
is genuine. To help rectify that, mar-
ketplaces and brand owners must work
together so that genuine products can
be offered to the consumers.”

Wilson further contends that “manu-
facturing and trafficking of counterfeit
motor vehicle parts and components
are serious and growing problems. In
addition to the economic impacts of
counterfeit parts, their continued pro-
liferation, importation and dissemina-
tion pose a significant risk to public
health and safety. Counterfeit parts
put consumers at risk when they do
not perform as intended or fail, lead-
ing to brake failure, engine failure,
vehicle fires or other catastrophic
consequences.”

Too good to be true

The proliferation of counterfeit auto
parts is increasing, according to the
National Intellectual Property Rights
Coordination Center (NIPRCC), which
is led by HSI, an enforcement arm of
ICE, U.S. Immigration and Customs
Enforcement.

Working with the Department of
Justice Task Force on Intellectual
Property, NIPRCC uses the expertise of
its 23-member agencies to share infor-
mation, develop initiatives, coordinate
enforcement actions and investigate
related to intellectual property theft.
“Law enforcement has identified
a trend of counterfeited parts that is
growing at an alarming rate,” says
NIPRCC's Bruce Foucart. “At best
these parts will not perform as well as
authentic parts. At worst, they can fail
catastrophically with potentially fatal
consequences.”
Foucart points out that “it's impera-
tive that the public, as well as the
industry, protect themselves from the
possible safety hazards of these parts.”
Preventive strategies include:
= Do business only with reputable
repair shops or the manufacturer’s
repair network.

= Stay informed about the sources of
parts you are purchasing or installing.

= Beware of “too good to be true” prices
that are below those of competitors.

= Use caution when purchasing
auto parts on the Internet that are
shipped from other countries or are
sold at very low prices.

Marlon Miller, HSI Detroit special
agent in charge, lauds automakers
such as Ford for their close scrutiny
and cooperation in apprehending coun-
terfeiters. “When we disrupt criminal
organizations who introduce inferior
and potentially faulty auto parts into
the marketplace, we ensure the safety
of American drivers.”

Nailing fraudulent internet opera-
tions selling counterfeit parts is a
particularly prime goal of enforce-
ment efforts. “Seizing these web-
sites that allegedly sell trademark-
infringing auto parts helps to stem
the flow of faulty products being
introduced into the economy,” Miller
emphasizes. “Homeland Security
Investigations will continue to
aggressively target and dismantle
operations that blatantly disregard
intellectual property rights.” o

-:Ik'- SEARCHAUTOPARTS.COM 11



GLOBAL MARKETS

LIGHTING
INNOVATIONS

LIGHTING SYSTEM COMPLEXITIES COMPLIMENT
TECHNOLOGICAL DEVELOPMENTS DELIVERING INCREASED

DRIVER SAFETY AND COMFORT

BY JAMES E. GUYETTE
CONTRIBUTING EDITOR

utomotive lighting is aglow in
innovations — and related instal-
lation challenges — that go well
beyond basic bulb replacement
as illumination components
work in tandem with Advanced Driver-
Assistance Systems (ADAS) and other
sophisticated technologies.

“The lighting system, due to its con-
nection to ADAS, now has additional
functions,” says Valeo marketing
executive Robson Costa. “They have
acquired new subsystems like motion
actuators, sensors and radars, so natu-
rally they are more complex but at the
same time have less issues like sealing,
temperature, volume and weight. They
are more complex to produce but with
more added value in their function.”

“It can be a lot trickier to change the
lighting system without causing errors,
problems and failures,” according to
consultant Daniel J. Stern, proprietor
of Daniel Stern Lighting.

The global automotive lighting mar-
ket is annually growing at 7.22 percent
and is expected to reach $29.5 billion by
2021, according to analyst Laura Wood,
senior manager at the Dublin-based
Research and Markets consultancy.

Increased new-vehicle output, tech-
nological advancements and more
stringent governmental regulatory
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requirements are among the drivers of
the category’s growth, she says.

Light Emitting Diodes are the most
popular form of lamp installations.
“LED lights are energy efficient, light-
weight and occupy less space than
conventional lighting systems,” says
Wood. “They are being increasingly
adopted in vehicles across the globe.”

With DIY bulb replacement becom-
ing more of a chore, repairers who
inform their customers that they per-
form this service are seeing upticks in
do-it-for-me sales.

“More space for people and cargo in
recent vehicles means less space for car
parts,” Stern observes. “Many vehicles
have very difficult light bulb access
requiring extensive vehicle disassem-
bly. So there are opportunities, but
there’s a bigger opportunity in that it's
hard to get a good headlamp aim job.”

Glare emitted by improperly aimed
headlights is among the public’'s
top drawbacks relating to nighttime
driving conditions, says Dr. John
Bullough, senior research scientist at
the Rensselaer Polytechnic Institute’s
Transportation Lighting Alliance (TLA)
and Lighting Research Center (LRC) in
Troy, N.Y.

Headlight color, intensity, height,
aim and the age of the lamp unit were
cited as key nighttime driving nega-
tives in an LRC survey conducted for
the National Highway Traffic Safety
Administration (NHTSA).

“Concerns from the public about
headlamp height may have some cre-
dence,” he elaborates. “The height

DANIEL J. STERN

Proprietor at Daniel Stern
Lighting

HOW IMPORTANT

AND COMPLEX ARE
THE LIGHTING REGULATORY
DIFFERENCES BETWEEN THE U.S,
EUROPE AND OTHER NATIONS? HOW
BIG OF AN IMPACT DOES THIS MEAN
FOR LIGHTING MANUFACTURERS?

The U.S. is an island with its

own regulations; pretty much

every other country in the
world recognizes the U.N. (used to be
called “European”) lighting regulations.
There’s overlap in the requirements for
most of the various lights on a car, so for
any given car, it’s possible to make one of
whatever kind of light that’s legal all over
the world, but sometimes it’s not pos-
sible to do so while also meeting what-
ever other priorities an automaker might
have. They might think their customers
prefer a lamp with certain appearance
or performance characteristics, and that
often drives different lights for the same
car in different markets.

Right now, the biggest difference, and
the biggest problem, is that the U.S.
doesn’t allow ADB, so American drivers
can’t access its big safety advantages.
Even Canada allows it, where the regs
are usually kept in close alignment with
the U.S. rules. But none of this really
affects the aftermarket side of things.
ADB has to be built into the car; it can’t
be added on. The business hasn’t been
steady enough for us to have as much
control over the inventory as we like.



“MORE SPACE FOR PEOPLE AND CARGO IN RECENT VEHICLES MEANS LESS SPACE FOR CAR
PARTS. MANY VEHICLES HAVE VERY DIFFICULT LIGHT BULB ACCESS REQUIRING EXTENSIVE
VEHICLE DISASSEMBLY. IT’S REALLY HARD TO GET A GOOD HEADLAMP AIM JOB,”

DANIEL J. STERN [DANIEL STERN LIGHTING]

difference between trucks/sport utility
vehicles and traditional sedans causes
intense light to shine directly into the
shorter vehicle's rearview and side mir-
rors, creating glary conditions.”

Costa at Valeo points to the com-
pany’s MatrixBeam as a “digital solu-
tion” to glare that functions “by turning
off very precise segments of the beam
directed toward oncoming vehicles,
which allows drivers to constantly
keep their high-beams on without glar-
ing other motorists. The Valeo Matrix
Beam headlight automatically adapts
the light distribution away from pre-
ceding or oncoming traffic.”

Taking aim at aim
Faulty aiming is an aberration that can
be readily remedied by most repairers.
“Lamp aim is the No. 1 thing deter-
mining how effective and safe the lights
are. It's all over the news as new tests
are published showing most vehicles
have misaimed lamps — too high and/
or too low for safety — but even many
dealerships just pretend to aim lamps
by shining them on a marked wall, if
at all,” says Stern, who additionally
serves as chief editor of Driving Vision
News along with his manufacturer and
governmental consulting capabilities.
Business owners need to be aware
that vehicle lighting is subject to a
range of federal safety regulations.
“There are detailed, complicated and
stringent requirements — stricter than
most state codes — that have to be met
by every exterior lamp and light source
on every vehicle,” Stern says.

A uniform platform
“In terms of trends, there continues
to be much discussion surrounding
Adaptive Drive Beam (ADB) head-
lights. We are still waiting for NHTSA
approval to include them on vehicles
in the U.S.,” says Sarah Carlson, senior
communications manager at Osram
Sylvania, noting that ADB is popular in
Europe and Japan.

“Another hot product for us is a stan-
dardized LED light source for signal

and fog applications,” she says, refer-
ring to the Osram XLS.

The unit is described as “a uniform
platform offering four different light
sources that can cover all important
signal and fog applications in vehicles
including brake, tail, backup, turn indi-
cators, daytime running lights and fog
lighting.” Carlson contends that “the
XLS gives vehicle and automotive light-
ing designers and manufacturers enor-
mous flexibility because it requires no
tooling and is fully validated.

Integrated sensors

Engineered as part of a car's interior
functions, Osram’s LEDs and IREDs
(infrared LEDs) — accompanied by
technology from Joyson Safety Systems
— are embedded in the Cadillac CT6's
steering wheel to create a deluxe
falling-asleep-at-the-wheel-avoidance
apparatus called Super Cruise.

The components combine to track
the driver's head position and gaze
direction to determine if he or she is
fully awake with eyes fixed on the
road. “If the driver looks away from
the road for too long, the Super Cruise
system will send a series of alerts for
the driver to resume supervision of the
road,” explains Kirk Morris, Joyson’s
chief strategy officer. If the person at
the wheel is extra tired or distracted
a “controlled stop” procedure is auto-
matically activated.

Magneti Marelli's Smart Corner inte-
grates a camera, radar, LiDAR and other
sensors into a vehicle's headlamps
and taillights. The system provides a
360-degree view around the vehicle
with redundancy. “Because the sensors
are integrated into existing headlamps
and tail lamps, an automaker benefits
from a fully calibrated, plug-and-play
solution, resulting in a simplified manu-
facturing process that’s lower cost and
lighter-weight than alternatives,” says
CEO Ermanno Ferrari.

Changing the experience
In June, Germany's Hella announced
the formation of a Light Design unit

that combines the company’s lighting
and electronics divisions to develop a
flexible, modular product system, says
spokesman Dr. Markus Richter.

This gives customers access to
the software tools ALiSiA (Advanced
Lighting Simulation Architecture) and
GAIN (Graphical Animation Interpreter),
depending on the application.

“GAIN makes it possible for manu-
facturers to design the light animation
themselves — starting with functions
such as the wiping turn indicator, indi-
vidual choreographies for headlamps,
lighting for radiator grills, rear combina-
tion lamps and interior lighting, right up
to animations for autonomous driving
functions,” he adds. “The animations
designed in this way can be transferred
to the embedded product just by push-
ing a button. This saves both time and
costs in development.”

Another innovation is a partnership
formed between Hella and Faurecia
to develop advanced vehicle interior
lighting technologies. “Trends such as
autonomous driving and individualiza-
tion will completely redefine vehicle
interiors,” according to Hella CEO Dr.
Rolf Breidenbach.

Leveraging the sales network
General Electric’'s previous Budapest-
based lighting unit has been bought by
former GE executive Joerg Bauer, who
is re-branding the firm as Tungsram,
the operation’s original name when it
was founded in 1896.

“As a true Hungarian-headquartered
multinational company, we are leverag-
ing our sales network in 100 markets,
and we have the opportunity to become
a global player in lighting and beyond,”
says Bauer, reporting a promising
reception for the new entity at AAPEX.

“We had a lot of meetings with
customers from the U.S., Canada and
Mexico,” Bauer recounts. “They were
really great meetings. It is the true
American spirit that they give a chance
to the new kid on the block, even if we
are the old new kid on the block with
our 122 years of history.” o

':Ik" SEARCHAUTOPARTS.COM 13
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CONSUMERS CONTINUE TO SHIFT TOWARD BUYING, LEASING NEW VEHICLES
BY KRISTA MCNAMARA | CONTENT CHANNEL DIRECTOR

nearly half of the respondents — 47 per-
W H I L E cent — in the Aftermarket Business World

Consumer Attitude Study have indicated
that the market conditions will likely result in them keeping
their current vehicle; those respondents likely to buy a new
car — 20 percent — has doubled since 2010.

While miles driven will remain flat, according to respon-
dents, hybrid and diesel vehicles are seeing growth as
the type of vehicles these consumers are looking to drive.
Availability of alternative fuel — such as ethanol and bio-
diesel — remains the same year over year from 2018, with
approximately 45 percent of respondents indicating these
options are available in their area.

Women remain a strong voice in the survey results,
encompassing 64 percent of respondents, and the largest
age group, at 25 percent, were those 55 to 64 years old. The
smallest age group was those 65 years and older. A third of
respondents hailed from the Southeast, with only 6 percent
of respondents reporting they are from the Northwest. The
Southwest, Northeast and Midwest were almost equally rep-
resented at about 20 percent for each area.

14 OCTOBER 2019 AftermarketBusiness.com ':lk"

Methodology

The 2019 Aftermarket Business World Consumer Attitude
Study consisted of a consumer sampling panel. A series
of questionnaires covering 24 products were developed
by Aftermarket Business World staff. The questionnaires
probe for answers to the who, what, why and when of
replacement parts purchases by consumers. They were
designed to be self-administered and to take no more
than 15 minutes to complete. Questions were crafted to be
straightforward in a multiple-choice format with a write-in
option for an “other” response.

There are two ways to look at the responses for this proj-
ect. One is based on responses to the survey instruments
involved, and the other is based on the responses to each of
the product categories covered by the project. Of the 22,098
invitations sent, there were 2,155 overall responses, for a
response rate of 9.8 percent. However, there were 2,570
responses across all 24 product groups, which generated an
11.6 percent response rate.

The overall margin of error for this year’s study was +/-2.0
percent at a confidence level of 95 percent.

PHOTO: VADIMGUZHVA - STOCK.ADOBE.COM
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CONSUMER ATTITUDE STUDY

BATTERIES

Who made the batteries
recommendation?

32%

Professional

mechanic

PRIMARY PURCHASE INTENT

S9%

Battery dead

BUYING HABITS

The top five reasons for

purchasing a particular type of
battery:

Performance claim 25%
Recommendation 22%
Lowest price 20%
Brand name 16%
In-Store display/packaging 8%

Weakened performance 18% Why did vou decide o buy a brand
. . y did you decide to buy a bran
Reached designated lifecycle  12% name product:
iri 0,
. _ Technician recommended 7% Quality of product 38%
- :"Iend/Fam“y h duct b Wt 26% of consumers Used in the past 23%
alesperson where product boug b ;
personally installed Reputabl 239,
® Amateur mechanic 9% 350/0 the product they eprane Com.pany 00
Other purchased Recommendation 20%
R TOP FIVE ADVERTISING CHANNELS: VEHICLE AGE:
Likelihood to repurchase product
based on performance:
o
S55%
Highly likely
PRIMARY PURCHASE LOCATION: OTHER WORK DONE:

Likely
m Somewhat likely 9%
m Somewhat unlikely 4%

Not at all likely

of consumers compared
prices when shopping for
this product.

73%

N
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Some chart totals exceed 100 percent as a result of respondents providing multiple answers.
Others do not reach 100 percent as all answer options are not represented.



Why UPGRADE to INTIMIDATOR® AGM

Today'’s vehicles are power hungry

There are more power-hungry devices and parasitic draws than ever.
Traditional batteries are intimidated by this demand.

OE battery growth is steady and strong

Intimidator AGM batteries have the enhanced durability and
a robust cycling performance that Automotive Manufacturers demand.

We know AGM technology

East Penn was the first to work closely with leading Automotive Manufacturers to
ensure our AGM technology meets the automotive industry’s evolving demands.

See us at APPEX Booth 4016

Learn more about

& EASTPENN
products at

Manufacturer af Batteries & Accessories www.dekabatteries.com



CONSUMER ATTITUDE STUDY

FUEL PUMPS

Who made the fuel pump
recommendation?

S4%

Professional
mechanic

PRIMARY PURCHASE INTENT

37%

Regular
maintenance

BUYING HABITS

The top five reasons for

purchasing a particular type of fuel
pump:

Recommendation 29%
Lowest price 23%
Brand name 21%
Coupon/rebate 12%
In-store display/packaging 8%

Fuel pump was leaking 33% . .
Fuel belt 23% Why did you decide to buy a brand
uel pump belt worn 0 name product:
0,
. _ Fuel pump pulleys loose 4% Reputable company 349,
Friend/Family Quality of product oS
® Amateur mechanic 17% o g];?soon;alljllr;?rqsstalle y ua lty.(? produc 00
m Salesperson where product bought 4% 27 /o the product they dezr.nsmg/tpromo 22;
Other purchased sed In pas 0
R TOP FIVE ADVERTISING CHANNELS: VEHICLE AGE:
Likelihood to repurchase product
based on performance:
o
41%
Highly likely
PRIMARY PURCHASE LOCATION: OTHER WORK DONE:

Likely
= Somewhat likely 16%
m Somewhat unlikely 2%

Not at all likely

of consumers compared
prices when shopping for
this product.

91%
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Some chart totals exceed 100 percent as a result of respondents providing multiple answers.
Others do not reach 100 percent as all answer options are not represented.



WIRING HARNESS
Included to replace old
existing, worn out vehicle
harness, for better
connection and power
delivery.*
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RESERVOIR

Secondary fuel outlet straight from
the pump to quickly and reliably

fill the reservoir and prevent fuel
shortage and overheating.*

SENDING UNIT

Features an enhanced
“fingered” contact design for
maximum contact surface

regardless of dirty fuel, sharp
turns, or bumpy roads.*
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MULTI-LAYER STRAINER

Multi- layer strainer designed to allow
fuel through while holding more dirt
(prevents overheating and premature
failure due to clogs).*

FUEL PUMP
Increased flow rate and

efficiency from enhanced
internal components.*

FOUNDATION

International Relief = velopment

TYC is a Proud Supporter of Novitas Foundation \\f

Your gift can save lives, bring hope, and a future for a

*Available for select applications

world in need. Go t

For more information about TYC™ replacement automotive parts, consult your local TYC™ parts distributor, or look up parts online at www.TYCUSA.com



Who made the starter/alternator
recommendation?

S4%

Professional
mechanic

CONSUMER ATTITUDE STUDY

STARTERS/ALTERNATORS

PRIMARY PURCHASE INTENT

37%

Car wouldn’t start

Alternator light on 15%
Technician recommended 15%
Engine not firing on all cylinders  11%

BUYING HABITS

The top five reasons for
purchasing a particular type of
starter/alternator:

Lowest price 26%
Recommendation 22%
Performance claim 15%
Brand name 1%
Coupon/rebate 1%

Why did you decide to buy a brand
name product:

Friend/Famil Used in the past 44%
riend/Family
. of consumers Reputable company 33%
= Amateur mechanic 13% ;
ersonally installed i o
m Salesperson where product bought  13% 360/0 Ehe produ%:t they Qualty of prod.uct 300/"
Other purchased Recommendation 30%
. TOP FIVE ADVERTISING CHANNELS: VEHICLE AGE:
Likelihood to repurchase product
based on performance:
o
S54%
Highly likely
PRIMARY PURCHASE LOCATION: OTHER WORK DONE:

Likely
= Somewhat likely 15%
m Somewhat unlikely 0%
Not at all likely

of consumers compared
prices when shopping for
this product.

78%

N
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Some chart totals exceed 100 percent as a result of respondents providing multiple answers.
Others do not reach 100 percent as all answer options are not represented.
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ALTZTN

Today’s manufacturers of starters and alternators rely on our industry leading testing equipment. With multiple
all-in-one testing solutions, we have something that suits your needs.

ALT-198 - Advanced End-of-Line, Alternator Testing

The ALT-198 is the next generation of the popular ALT-98. Featuring a PC for new software application controls
including adjustable automated test profiles, statistics monitoring, cloud connectivity, and customized pass/
fail reports. The ALT-198 is ideal for a variety of alternator testing applications from OEMs to re-manufacturers,
including: end-of-line production testing, performance studies, endurance testing, and warranty evaluation.

JBT-1 - Bench-top Diagnosis, Alternator & Starter Testing

The JBT-1 starter and alternator tester is an all-in-one user friendly testing system that was designed for retail
parts stores, warehouses, and distribution centers. This tester provides the end user with capabilities previously
available only on OEM test systems.

BSG-198 - Belt Starter Generator Testing

D&V has developed 12V, 48V, and higher voltage BSG testing systems for remanufacturing applications. The BSG-198
builds on the industry leading capabilities of the ALT-198 by adding BSG testing with CAN and LIN communications.
It features an integrated 19” touch-screen and PC providing database management, customizable test profiles,
advanced learning mode, and customizable pass/fail reports. The BSG-198 is the test system of the future for
remanufacturers of belt starter generators.

D&V ELECTRONICS | D&V ELECTRONICS USA
130 Zenway Boulevard, Woodbridge, Ontario Canada L4H 2Y7 DAV
sales@dvelectronics.com 1-905-264-7646 ELECTRONICS

www.dvelectronics.com



TURBO CHARGERS

Who made the turbo charger
recommendation?

a44%

Professional
mechanic

CONSUMER ATTITUDE STUDY

PRIMARY PURCHASE INTENT

41%

Replacement for
failed OE unit

Replace failed aftermarket unit  30%
Improve vehicle performance  28%
Other 2%

BUYING HABITS

The top five reasons for
purchasing a particular type of
turbo charger:

Brand name 29%
Recommendation 17%
Lowest price 17%
Performance claim 1%
In-store display/packaging 1%

Why did you decide to buy a brand
name product:

Quality of product 46%
Friend/Family f Reputable company 35%
. of consumers 0
= Amateur mechanic 18% X
ersonally installed isi 0
m Salesperson where product bought  16% 320/0 Ehe produ%:t they Adver.tlsmg/promo 330/"
Other purchased Used in past 23%
. TOP FIVE ADVERTISING CHANNELS: VEHICLE AGE:
Likelihood to repurchase product
based on performance:
(o]
35%
Highly likely
PRIMARY PURCHASE LOCATION: OTHER WORK DONE:

Likely
= Somewhat likely 21%
m Somewhat unlikely 3%
Not at all likely

of consumers compared
prices when shopping for
this product.

N
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Some chart totals exceed 100 percent as a result of respondents providing multiple answers.
Others do not reach 100 percent as all answer options are not represented.



Standard Brand Presents

THE TURBOGHARGER

‘__-/q} 2

FULL-COVERAGE TURBO DOMINATION

TRUSTED QUALITY AND EASIER INSTALLATION
FOR DIESEL AND GASOLINE-POWERED VEHICLES EVERYWHERE

StandardTurbos.com
Visit us at booth #4226



CONSUMER ATTITUDE STUDY

WIPERS

Who made the wipers
recommendation?

‘ 28%

Family/Friend

W

PRIMARY PURCHASE INTENT

66%

Wipers performing
poorly

BUYING HABITS

The top five reasons for

purchasing a particular type of
wiper:

Lowest price 22%
Recommendation 22%
Brand name 20%
Performance claim 16%
In-store display/packaging 8%

Broken wiper blades 14% Why did vou decide o buy a brand
- . y did you decide to buy a bran
Preventive maintenance 12% name product:
0,
. i Seasonal change % Quality of product 38%
Professional mechanic Used nth : 0%
= Salesperson where product bought 30% of consumers bl °
personally installed Reputable company 29%
u Other 6% th duct th
@ procuct fey Recommendation 18%
Amateur mechanic purchased ecommendatio 0
R TOP FIVE ADVERTISING CHANNELS: VEHICLE AGE:
Likelihood to repurchase product
based on performance:
o
‘ S0% ‘
PRIMARY PURCHASE LOCATION: OTHER WORK DONE:

‘ Highly likely

Likely
= Somewhat likely 10%
m Somewhat unlikely 1%

Not at all likely

of consumers compared
prices when shopping for
this product.
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Some chart totals exceed 100 percent as a result of respondents providing multiple answers.
Others do not reach 100 percent as all answer options are not represented.



®

MeETl

Professional wiper blade manufacturer for more than 15 years.

2019 Malaysia Private Label Expo
Booth No.:4036/4037/4042/4043 (Nov,25th -27th,2019)

2019 Automechanika Shanghai
Booth No.:1.1B84 (Dec,3th-6th,2019)

Visit us: www.meto-wiper.com

* Contact us: info@meto.com.cn ‘
sales@meto.com.cn
sun

rain snow  wind Call us: 86-592-6036327
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CONSUMERS HEED THE ADVICE OF TECHNIGIANS, SO HOW DO YOU GET THEIR ENDORSEMENT?
BY KRISTA MCNAMARA | CONTENT CHANNEL DIRECTOR

report that they “always” give a recommen-
dation to consumers about what product
category brand to buy, and most of the time,

these consumers are following that advice. However, techni-
cians don't just give recommendations, they also follow them.

Aftermarket Business World delved into the attitudes,
behaviors and thoughts of technicians through the 2019
Technician Attitude Study.

In every category surveyed, techs reported that if their
primary product supplier switched to another brand of that
product, they would keep the primary supplier rather than
change suppliers out of loyalty to the product brand. So tech-
nicians are allowing their relationship with their supplier to
dictate which brands they then recommend to consumers.

The most important thing technicians look for when
searching for and staying loyal to a primary supplier? Parts
availability. A good relationship and price were also factors
but were far outweighed by product selection, according to
survey results.

So who do technicians prefer to use as suppliers?
According to survey results, across all categories surveyed,

N

26 OCTOBER 2019 AftermarketBusiness.com - X

70 percent use an auto parts retailer; 50 percent use a ware-
house distributor; 45 percent use a jobber; and 44 percent
use a dealership.

Of those, technicians reported across all categories
that their preferred supplier would first be an auto parts
retailer, followed by a warehouse distributor, jobber and
then dealership.

The majority of technicians who responded to the survey
work in a shop with one to three locations, an average of one
to three technicians per location, and respondents were split
down the middle with either one to three bays or four to six
bays per location. About 53 percent of respondents operate
a full-service shop, with 12 percent running a fleet business
and 11 percent a specialty shop.

Methodology

The Aftermarket Business World 2019 Technician Attitude
Study was fielded to readers of sister publication Motor
Age via email. Study results are intended to show general
industry trends reported from our readership, not statistical
certainties. o

PHOTO: PHOTO_CONCEPTS / GETTYIMAGES.COM



il s=oww g
TRADE ONLY &

Register to Attend at
SEMASHOW.COM

technologies available anywhere at the Las
Vegas Convention Center, November 5-8, 2019.

See the widest variety of new products and ‘




STUDY

TECHNICIAN ATTITUDE STUDY

AUXILIARY LIGHTING

Purchasing source
Auto parts retailer 33%
Warehouse distributor 33%
33%
25%
25%

Internet
Direct from manufacturer
Jobber

25%
17%
17%
Direct from manufacturer 17%

Warehouse distributor
Auto parts retailer
Internet

supplier

Parts availability 33%
33%
25%

8%

Price

Good relationship

Counterperson assistance
Margins
71% of technicians report they DO NOT
know how much over the jobber they pay.

What techs know they pay
1-5%*
6-10%*
11-15%*
16-25%*
More than 25%
What techs think they pay
1-5%*
6-10%*

11-15%*
16-25%*
More than 25%

*Percent over jobber
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450/0 of technicians sometimes give recommendations
for buying a specific brand of auxiliary lights.

Amount of auxiliary lights
returned monthly

None 67% 5-9% 0%
1-2% 0% 10% plus 0%
3-4% 0% Don’t know 33%

71 OA) do not purchase

auxiliary lights from dealerships.

Reasons:
Too expensive 43%
Convenience/time 43%
Limited stock 14%

Frequency of supplier
contact

Once a week

Every two weeks....
Once a month
Every three months
Every six months

Brand vs. supplier loyalty

If a primary supplier of auxiliary lights

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

Change suppliers to continue

purchasing original brand 25%

Keep primary supplier and purchase
new brand

National brands vs.
private label
purchases

10%

Private

30%
Both

Reason for
buying particular
auxiliary lights

Customer request 5%

Recommendation 5%
Brand 2%

Internet ordering
frequency

0-10% of the time 86%

11-25% of the time 14%
25-50% of the time 0%
51-75% of the time 0%

76-100% of the time 0%

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.



TUNGSRAM

Innovation is our heritage

EST. 1896

r

Premit

Trusted by ma . Trusted by drivers.

It's not just about seeing what’s ahead and around the bend. It’s about being
seen too. Tungsram Automotive Lighting delivers a wide range of solutions that
put a premium on quality, value, visibility and style.

Wherever the road takes you, take Tungsram along for the ride.
Learn more at tungsram.com.

New name. Same great quality.
Entering an exciting new phase with our acquisition of GE Lighting’s global automotive operations.



STUDY

TECHNICIAN ATTITUDE STUDY
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Auto parts retailer 87%
Dealership 55%
Jobber 26%
Warehouse distributor 26%
23%

Internet
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Auto parts retailer 56%
Warehouse distributor 22%
Jobber 16%
Internet 3%

66%

13%
9%

6%

Parts availability

Good relationship
Carries specific brands
Return policy
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Margins
81% of technicians report they DO NOT
know how much over the jobber they pay.

1-5%*
6-10%*
11-15%* 0%
16-25%*
More than 25%

What techs think they pay
1-5%*
6-10%*
11-15%*
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16-25%*
More than 25%
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58% of technicians always give recommendations
for buying a specific brand of chassis.

Amount of chassis
returned monthly

None 63% 5-9% 0%
1-2% 25% 10% plus 0%
3-4% 6% Don’tknow 6%

74 cyo purchase

chassis from dealerships.

Reasons:
OEM form/fit/function 69%
Only place available 62%
Warranty 19%

Frequency of supplier
contact

Once a week

Every two weeks....
Once a month
Every three months
Every six months

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 37%

Keep primary supplier and purchase
new brand

National brands vs.
private label
purchases

Reason for buying
particular chassis

Quality 72%
Brand 53%
Availability 50%

Internet ordering
frequency

0-10% of the time 83%
11-25% of the time 6%

51-75% of the time 3%

25-50% of the time 6%
76-100% of the time 3%

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.



MOOG" PROBLEM-SOLVING

TECHNOLOGIES
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PROBLEM-SOLVING MOOG INNOVATIONS 3’*‘} £
HEAT TREATED PRESSED-IN COVER PLATE GREASABLE GUSHER -
STUDS & BELLEVILLE WASHER DESIGN BEARING

MOOG constantly introduces new design enhancements that
extend product life and simplify installation and replacement.
That's how we've earned our reputation as the chassis industry'’s

Problem Solver for over 100 years.

The Problem Solver

moogparts.com

©2019 Federal-Mogul Motorparts LLC.



STUDY
TECHNICIAN ATTITUDE STUDY

Purchasing source

Auto parts retailer 54%
Dealership 54%
Warehouse distributor 51%

Jobber COLA  Amount of fuel pumps
Internet 'PLA returned monthly

Preferred purchasing channel ~ None  73% 5-9% 3%
Auto parts retailer Ll 1-2%  15% 10%plus 0%
Warehouse distributor peL7  3-4% 3% Don’tknow 6%

Jobber
Dealership

17%
11%

66‘%) purchase

Primary reason for preferred fuel pumps from dealerships.

supplier

Parts availability 40% Reasons:
: ) .
Price 17% OEM form/flt/fupctlon 83%
Good relationshi 12 Only place available 46%
00cC FeaTlonsip 8 \\arranty 42%

Fast delivery 14%

Margins
79% of technicians report they DO NOT
know how much over the jobber they pay.

Frequency of supplier
contact

What techs know they pay Once a week

CHNICIRNS
: CONTROL

st

). 8

570/0 of technicians always give recommendations
for buying a specific brand of fuel pump.

National brands vs.
private label
purchases

Reason for buying
particular fuel pumps

Warranty 49%
OEM 46%
Brand 43%

Internet ordering

Every two weeks....
Once a month
Every three months
Every six months

1-5%*

6-10%*
11-15%*
16-25%*

More than 25%

frequency

0-10% of the time 86%
11-25% of the time 3%

25-50% of the time 3%
51-75% of the time 0%

Brand vs. supplier loyalty

What techs think they pay
1-5%*
6-10%*
11-15%*

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

Change suppliers to continue

purchasing original brand 39%

16-25%*
More than 25%

Keep primary supplier and purchase
new brand

32 OCTOBER 2019 AftermarketBusiness.com ':Ik"

All the time 8%

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.



WIRING HARNESS

Included to replace old
existing, worn out vehicle
harness, for better
connection and power
delivery.*

bt

RESERVOIR

Secondary fuel outlet straight from
the pump to quickly and reliably

fill the reservoir and prevent fuel
shortage and overheating.*

SENDING UNIT

Features an enhanced
“fingered” contact design for
maximum contact surface

regardless of dirty fuel, sharp
turns, or bumpy roads.*
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MULTI-LAYER STRAINER

Multi- layer strainer designed to allow
fuel through while holding more dirt
(prevents overheating and premature
failure due to clogs).*

FUEL PUMP
Increased flow rate and

efficiency from enhanced
internal components.*

FOUNDATION

Relief = Innovation = Sustainable nt

TYC is a Proud Supporter of Novitas Foundation \-‘f
Your gift can build a future for a

bring hope,

world in nee: NovitasFoundation.org *A\Iailable fOr select appIiCations

For more information about TYC™ replacement automotive parts, consult your local TYC™ parts distributor, or look up parts online at www.TYCUSA.com



STUDY

TECHNICIAN ATTITUDE STUDY
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67%
Auto parts retailer 63%
46%
29%
21%

Dealership

Warehouse distributor
Jobber
Direct from manufacturer
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Dealership 38%
Auto parts retailer 29%
17%

8%

Warehouse distributor
Direct from manufacturer

NTROL
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33% of technicians always give recommendations
for buying a specific brand of gasket.

Amount of gaskets
returned monthly

None 67% 5-9% 0%
1-2% 25% 10% plus 0%
3-4% 8% Don’t know 0%

72 cyo purchase

gaskets from dealerships.

National brands vs.
private label
purchases

Primary reason for preferred
supplier
Parts availability 38% o '?sasons: Reason for buying
- : EM form/fit/function 91%
Good relationshi 25% ) i
Cari - E " 170/0 Only place available 32% pariictiiangasket
arrles. specific brands B \varranty 2304 Quality 5o
Fast delivery 13%
OEM 46%
Margins 5
71% of technicians report they DO NOT Frequency of supplier FOLEUIEED A
know how much over the jobber they pay. contact
What techs know they pay Once a week Internet ordering
1-5%* 17% gvew 9 Wteﬁks frequency
nce a mon .
6-10%* 50% Every three months 0-10% of the time 75%
11-15%* 33% W Every six months 11-25% of the time 6%
16-25%* 0% 25-50% of the time 16%
More than 25% 0% 51-75% of the time 3%
What techs think they pay Brand vs. supplier loyalty 76-100% of the time 0%

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

1-5%*
6-10%"

29%
1%
0%
0%
0%

*Percent over jobber

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.

Change suppliers to continue
purchasing original brand

11-15%*
16-25%*
More than 25%

42%

Keep primary supplier and purchase
new brand
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REAL WORLD.

In the real-world nothing is perfect — including gasket sealing surfaces. Heat, torque and the stress

of the internal combustion make perfect sealing surfaces not so perfect. That’s why for over 100 years,
Fel-Pro has been engineering and manufacturing sealing solutions designed for the repair environment.
Our engineering and product development teams have created a portfolio of sealing innovations designed
to help seal imperfect surfaces — including proprietary materials and application-specific technologies,
like PermaTorque® MLS.

Whether you need a sealing solution for your everyday vehicle, performance or classic vehicle,
you can install Fel-Pro with confidence — The Gaskets Professionals Trust™.

Visit Fel-Pro.com

FELPRO

THE GASKETS PROFESSIONALS TRUST
©2019 Federal-Mogul Motorparts LLC. 9 y u



STUDY

TECHNICIAN ATTITUDE STUDY

OXYGEN SENSORS
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Auto parts retailer 63%
Dealership 50%
38%
29%
17%

Warehouse distributor
Jobber
Internet
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38%
33%
13%
13%

Auto parts retailer
Warehouse distributor
Dealership

Jobber

42%
25%
13%
13%

Parts availability
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Carries specific brand
Good relationship
Price

Margins
68% of technicians report they DO NOT
know how much over the jobber they pay.

What techs know they pay
1-5%*
6-10%*

63%
12%
12%
13%

0%

11-15%*
16-25%*
More than 25%

What techs think they pay
1-5%* 15%
6-10%* 0%

39%

31%

15%

*Percent over jobber

11-15%*
16-25%*
More than 25%

36 OCTOBER 2019 AftermarketBusiness.com ':IK"

CHNICIRNS
: CONTROL

st

). 8

50% of technicians always give recommendations
for buying a specific brand of oxygen sensor.

Amount of oxygen sensors
returned monthly

None 64% 5-9% 0%
1-2% 18% 10% plus 0%
3-4% 9% Don’t know 9%

56°A) purchase oxygen

sensors from dealerships.

Reasons:
OEM form/fit/function 77%
Only place available 46%
Warranty 31%

Frequency of supplier
contact

Once a week

Every two weeks....
Once a month
Every three months
Every six months

Brand vs. supplier loyalty

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

Change suppliers to continue

purchasing original brand 30%

Keep primary supplier and purchase
new brand

National brands vs.
private label
purchases

Reason for
buying particular
OoXygen sensors

Quality 54%
Brand 50%
Availability 54%

Internet ordering
frequency

0-10% of the time 87%
11-25% of the time 4%

25-50% of the time 0%
51-75% of the time 0%

All the time 9%

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.



@ Check Engine Light?

We've got you covered 360°
All Makes. All Models.

AIR CHARGE TEMP SENSORS
ACT, IAT, MAT

FUEL INJECTORS THROTTLE POSITION SENSORS

IGNITION WIRE SETS

IGNITION DISTRIBUTOR
CAPS & ROTORS |

OIL PRESSURE SWITCHES

FLEX FUEL SENSORS . YW @ VARIABLE VALVE TIMING
e — el SOLENOIDS & SPROCKETS
Pié@éﬁ;; ' : AT 4 ENGINE COOLANT
5 TEMP SENSORS
SENSORS
EXHAUST
GAS TEMP

TEMPERATURE
SENSORS

INDICATOR
SWITCHES

OXYGEN
SENSORS

CAM AND
CRANK POSITION
SENSORS

IDLE SPEED
CONTROL MOTORS

FULL SERVICE KITS

MANIFOLD ABSOLUTE
PRESSURE SENSORS

MASS AIR FLOW SENSORS

VEHICLE SPEED SENSORS

FUEL PRESSURE REGULATORS

KNOCK SENSORS FUEL INJECTOR SEAL & REPAIR KITS

walkerproducts®™com 1ATF " TecAliance
16949 T -

WALKER PRODUCTS INC. ¢ 525 WEST CONGRESS STREET e PACIFIC, MO 63069
Corporate Office: 636-257-2400 ¢ Fax: 636-257-6211
Customer Service: 636-257-1700 e Technical Support: 844-252-0114
www.walkerproducts.com

YOUR FIRST CHOICE IN QUALITY PRODUCTS



TECHNICIAN ATTITUDE STUDY

WATER PUMPS

Purchasing source

Auto parts retailer 70%
Jobber 59%

Warehouse distributor 48%

Dealership <78 Amount of water pumps National brands vs.

returned monthly private label
purchases

”a~ FET | F
STUDY L O L b

NTROL

). S

58% of technicians always give recommendations
for buying a specific brand of water pump.

Preferred purchasing channel None 64% 5-9% 0%

Auto parts retailer 39% MR 36% 10% plus 0%

Jobber 39% 3-4% 0% Don’t know 0%

Warehouse distributor 14%
Dealership 4%

52 OA) do not purchase

water pumps from dealerships.
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Parts availability 50% Reasons: . Reason for
Fast delivery TI oo expensive 76%  buying particular
Cari 76 brand 0 Limited stock 38% water pumps
armies spectfic bran Sl Aftermarket parts are better 38% )
Price 11% Quality 72%

Margins Availability 66%
know how much over the jobber they pay. contact
Once a week Internet ordering
1-5%* 50% B Every two weeks.... " frequency

Once a month
Every three months
Every six months

6-10%* 25%
11-15%* 25%
16-25%* 0%
More than 25% 0%
What techs think they pay Brand vs. supplier loyalty
If a primary supplier of water pumps

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

Change suppliers to continue Some chart totals exceed 100

purchasing original brand 21% percent because respondents
could provide multiple

Keep primary supplier and purchase answers. Other charts do not
new brand reach 100 percent because
all answer options are not
represented.

=y
<
—
[0
Q
>
)
=
>
Q
=
—
=y
@
<
§e}
Q
<

11-25% of the time 4%
25-50% of the time 7%
51-75% of the time 0%

All the time 11%

0-10% of the time 78%

1-5%*
6-10%*
11-15%*

16-25%*
More than 25%
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Over 950+ SKUs

Tough interior and exterior allows for

Engineered with upgraded die-cast flex without breaking
aluminum material for better durability
and increased longevity

Every pump incorprates a
laser-engraved Dayco® logo

Each pump is 100% end of
line leak tested to ensure
better durability

Assembled using Programmable Logic Control
and follows IATF16949 quality standards

/

Check with your local auto parts store for more information! g

T RI/AY L)

www.DaycoAftermarket.com MOVE FORWARD. ALWAYS.™




PRODUCTS

TOOLS, PARTS AND
RESOURCES FOR EVERY
SHOP EVERY DAY

THUNDERCORE™ PRO

Walker Products is introducing a new ignition wire program and
has set a debut date for this year’'s AWDA and AAPEX events.
New and fully reconstructed, ThunderCore™ PRO will be Walker’s
new all-makes, all-models offering that strictly conforms to OE fit,
form and function. Through dedicated research and development,
Walker identified the needs of the aftermarket to that of an all-
inclusive product line. ThunderCore™ PRO will contain over 650
part numbers, ensuring a true all-makes, all-models program.

www.walkerproducts.com
Walker Products | AAPEX Booth 2261

THE LATEST PRODUCTS

TECHNOLOGIES TO HELP YOU WORK SMARTER
AND KEEP YOUR BUSINESS PROFITABLE

MPA PREMIUM BRAKE CALIPERS
Motorcar Parts of America’s reputation

as the leading supplier of
aftermarket replacement
electrical components
expands with the addi-
tion of brake calipers.
Designed to meet the
demands of professional
installers, and powered by MPA’s
legendary quality and performance, this full

line of brake calipers features OE-style finishes,
industry-leading application coverage and everything in the box
to do the complete repair. For full program details, visit MPA at
AAPEX booth #4638.

www.motorcarparts.com
Motorcar Parts of America | AAPEX Booth 4638

PRODEMAND SOFTWARE RELEASE

Mitchell 1 announces the latest g =
release of ProDemand® repair infor- i
mation software includes enhanced § -
wiring diagrams featuring intelligent 5
navigation that takes users directly

to the specific component diagram

— with the related wires automati-

cally highlighted. This makes it faster and easier than ever for tech-
nicians to find the exact wiring diagram they need for an efficient
and accurate diagnosis and repair. The new “smarter wiring dia-
grams” contain the content that ProDemand users are familiar with
and appreciate, but with enhanced navigation that improves the
user experience and speeds up the search process.

www.mitchelll.com
Mitchell 1 | AAPEX Booth 2471

BATTERY CHARGER
Clore Automotive
introduces

Model PL6100,
anew 12 Volt
100A Flashing
Power Supply and
60/40/10A Battery
Charger, from SOLAR. The PL6100 is
designed to provide stable power, on
demand up to 100 amps, to a vehicle electrical system to sup-
port module reprogramming. It also provides full-service battery
charging capability from 10 to 60 amps, to service everything from
small vehicle batteries to Group 31 batteries.

www.cloreautomotive.com
Clore Automotive | AAPEX Booth 850

ADS SOFTWARE UPDATE
Bosch announced the release of
software version 3.8 for the ADS

325 and ADS 625 diagnostic scan
tools in North America. This update
adds new coverage, including
codes, live data, special functions

to ensure the ADS series tools

offer the best comprehensive diag-
nostic coverage available for technicians on the market. Software
version 3.8 adds new coverage to a wide variety of Asian, domes-
tic and European manufacturers and vehicles through the 2019
model year. In addition, new ADAS dynamic camera calibrations
have been added to select manufacturers, as well as pre- and
post-scan coverage for numerous models.

www.boschdiagnostics.com/pro/ads
Bosch | AAPEX Booth 5042

N
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TRICO AUTOMOTIVE
APPLICATION GUIDE

Trico Products Corporation announced

that its updated 2019 U.S. Automotive
Application Guide is now available. Designed
for automotive technicians, counter profes-
sionals and consumers, the guide provides
details on all TRICO® wiper blades and other
offerings, which are listed by product line,
vehicle year, make and model. The 292-page compilation provides
comprehensive details on all of TRICO’s products, including 31
new part numbers which will be available later this fall. These
applications include 11 TRICO Rear™ universal beam blades, 14
TRICO Pro® beam blades, four TRICO Exact Fit® rear and beam
blades, and two TRICO Spray™ washer pumps.

www.tricoproducts.com
TRICO Group | AAPEX Booth 3038



*MOTORCAR PARTS o AMERICA X

BRAKE CALIPERS

Backed by over 50 years of product innovations and legendary attention

to detail, MPA introduces it's full line of replacement brake calipers. MPA
brake calipers provide nearly 1007 coverage and are engineered and tested
to meet or exceed OE specifications. OE style anti-corrosion coatings, 1007
new Phenolic pistons and application-specific hardware ensures a complete
repair every time. Nationally recognized private label services and award-
winning customer service make MPA Your Source for brake calipers.

motorcar parts of america, inc.

[=]

i

[=]
motorcarparts.com

AAPEX BOOTH 4638
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Since 1902, Raybestos has led, N

evolved and changed with the \/ _/1_
times. We're still leading and / .V /W/
still evolving with innovative 2 Z/Z/Z /7/ / .
brakes and modern technology. L/Z//(7 [/ é /( (
Stop into the future with

Raybestos, The Best in Brakes. The Inbfake5®

EVERYDAY.ENHANCED.PERFORMANCE.

Www.raybestos.com

©2019 Brake Parts Inc LLC. All rights reserved. RAYBESTOS and THE BEST IN BRAKES are among the registered trademarks and trademarks of BPI Holdings International. Inc.
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