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KEVIN CLASPILLE  
Pit Crew Tire & Auto 
St. Louis, MO MIKE ROWE

“In this  
business 

reputation  
is everything”

When Mike Rowe asked Kevin Claspille for the definition  
of “tough,” he said it’s explaining to a customer why  

a chassis repair didn’t last. It’s why Kevin doesn’t take  
      shortcuts. And why he doesn’t mess around with anything 

less than MOOG parts. He knows they’re engineered,  
built and tested to go the extra mile. And when your  

business rides on reputation, anything less doesn’t cut it.

Watch Mike Rowe and Kevin talk reputation in our  
new web series, The Extra Mile, at moogparts.com

#partsmatter

http://www.moogparts.com
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Customer service has always been an important 
factor for any business. It goes without saying that 

keeping customers happy is key in the quest to gain 
loyalty and keep customers coming back for more.

Everybody, at some point or another, has had a bad 
customer experience, and this tends to stay with them –  
often becoming the catalyst to go elsewhere for the 
product or service. Businesses large and small can be 
affected by bad customer service.

Overall, the automotive aftermarket takes customer 
service seriously, as it understands the huge impact 
it has on business. Most jobbers have a charter that 
sets out their mission, which all staff are aware of 
and adhere to – whether it’s the manner in which 
the telephone is answered, to the courtesy given to 
visiting clients, or the way in which a request, query, 
or concern is dealt with – the charter outlines the store’s 
commitment to good service.

One of the most important aspects is to always listen 
to the customer. They are the best barometer of the 
service you are providing. Even if the feedback isn’t 
exactly what you might want to hear, it’s important to 
hear it. A company is often judged not by the mistakes 
it makes, but how it deals with them, which is where it 
can redeem itself. Customer service needs to be more 
than just box-ticking.

Recently, customer service has gone beyond just 
good manners and service. For many brands, the user 
experience is now enhanced with additional channels 
from which consumers can access further information, 

deals, and advice – which can often be delivered via popular social media 
channels. Social media is also widely used in the B2B world, with many 
businesses using it to their advantage.

Whether it’s providing up-to-date information on the latest services and 
offerings, updates on topical issues that can affect clients, or news items that 
could be of interest, creating, sharing, and delivering content is an increasingly 
important aspect of customer service today.

By establishing social channels and committing to keeping clients and 
followers informed via these channels, you can provide an additional flow of 
communication to your clients that becomes invaluable to your business and  
a key part of the good service you aspire to.

I know for some shops, the prospect of setting up social channels and 
assigning staff the duty to keep content flowing can be a daunting prospect. 
However, channels such as Twitter and Facebook are ideal for sending out 
short updates as well as sharing the content of others and capitalizing on 
networking capabilities. Sure, it’s new territory for you, and this new technology 
is disruptive to the way you currently conduct your business, but you may just 
find your next big client there.  JN
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ProMax High Carbon Cross Drilled Rotors
are manufactured using European High
Carbon content standards which increases
density and improves the thermal stability
of the brake rotor.

CarbonMax Rotors are designed for
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Mercdes Benz, Porsche, Range Rover,
Volkswagen) that are originally equipped
with High Carbon brake rotors.
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vibration. Coated hat and fins for rust
prevention and for a cooler running
brake rotor.
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IDEAL SUPPLY 
HOLDS 
SUCCESSFUL 
TRADE SHOW AT 
CASINO RAMA 

Celebrating 90 years in 
business, Ideal Supply 
held its third annual 
trade show at Casino 
Rama in April. The 
tradeshow saw a steady 
flow of technicians 
throughout the day, 
giving vendors a great 
opportunity to meet with 
several clients in one 
place. “The show is fairly 
new in this location, but 
it just gets bigger every 
year,” says Rob Hollinger 
of Ideal Supply. 

The trade show floor was 
divided into three areas, 
with electrical vendors 
in one area, industrial 
vendors in the second 
section, and automotive 
in the third area. Some 
500 customers came 
out to take advantage 
of the show floor deals 
and chat with peers. 
Terry Bujold of Coates 
Fine Cars in Barrie won a 
Kleen Flo Juke Box.

LORDCO 2016 JOBBER TRADE SHOW 
How do you take the most extraordinary jobber 
trade show in the country and make it even better? 
You top it off by giving away a 2016 Corvette 
Stingray. 

This year’s 2016 Lordco trade show, held 
April 4th and 5th at the Pacific Coliseum and 
Agrodome in Vancouver, B.C., featured over 400 
vendors, hosted north of 15,000 attendees, and 
was capped off with a draw to win outright a 
brand-new Corvette Stingray. Lordco Auto Parts 
and the Coates family, in conjunction with Kleen-
flo, orchestrated and realized one of the largest 
promotional giveaways in the history of the 
industry when one lucky winner was drawn. A 
six month pre-sell and a two-day selling frenzy at 
the show earned a better than 1-in-30,000 chance 
to win for every can of Honey Goo or bottle of 
TKO 2000, TKO Diesel, or TKO Friction Shield 
purchased.  

Rob Banville was the lucky recipient of the 2016 
Corvette Stingray. It was clearly a huge success for 
all involved – and it will be interesting to see how 
Lordco and Kleen-flo top their feat in 2017.

Rob Banville was the lucky recipient of the 2016 Corvette 

Stingray. (From left:) Marlyn Coates, Rod Banville 

(winner), Ian Coates, Sarah Durant, Doug Coates, 

Samantha Coates, Candace Gottschalk, Brian Kingshott.

For 
more 
over the
counter 
news
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Mevotech, LP has been issued 
a U.S. patent for a ball joint for 
automotive suspension. This 
new ball joint patent is the third 
patent to be granted to Mevotech 
by the U.S. Patent and Trademark 
Office within the past two years.   

The new patent protects 
Mevotech’s innovative approach 
to limiting and controlling 
the axial play of the ball joint 
assembly. An extension of 
the company’s previous TTX 
patent, the enhanced ball 
joint reduces the stress of the 
components, maintains proper 
internal alignment, improves 
performance, and significantly 
extends the lifecycle of the part.  

This latest patent, combined 
with Mevotech’s existing TTX 
Terrain Tough ball joint patent, 
will create opportunities for new 
product category development 
in the future.  

MEVOTECH 
EARNS SECOND 
PATENT ON TTX 
BALL JOINT 
DESIGN 

LONGTIME GM 
DESIGN CHIEF 
ED WELBURN 
RETIRES  

Ed Welburn, General Motors’ longtime head of automotive 
design and the first African-American to lead global design for any 
automaker, is retiring after 44 years with the company.    

Welburn, 65, has led GM Design in North America since 2003, and 
was appointed global design chief in 2005. He was responsible for 
the company’s interior and exterior designs, leading upgrades as the 
company emerged from its 2009 bankruptcy.

Welburn steps down July 1 and will be replaced by Michael 
Simcoe, who has been with the company for 33 years. Currently 
Simcoe is vice-president of international design.

GM said Welburn set up a network of 10 design centres around 
the world with over 2,500 employees. He’s responsible for functional 
designs of everyday GM products as well as iconic performance cars 
such as the Chevrolet Corvette and Camaro.

During Welburn’s tenure, General Motors Co.’s designs have 
improved, with mainstream cars striking a good balance between 
functionality and looks, says Jake Fisher, auto testing chief for 
Consumer Reports magazine.

Under Welburn, most of GM’s designs haven’t been flashy, but they 
have been smart, offering good visibility and interior space with a 
conservative yet appealing look, Fisher says. “I think they’ve improved 
the design of their cars without compromising their function,” he 
says. “It’s hard to make a car that looks good but also is packaged 
well.”

http://www.autoserviceworld.com/jobbernews
http://www.autoserviceworld.com/jobbernews
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Georgian College recently celebrated the grand opening of its 
Aftermarket Business Lounge, thanks to a $250,000 donation from 
the Automotive Industries Association of Canada.

Together, the Automotive Business School of Canada (ABSC) 
and the Automotive Industries Association (AIA) of Canada have 
built an entrepreneurial ecosystem at Georgian College that 
will nurture student innovation in the automotive aftermarket 
industry. The new Aftermarket Business Lounge – created with a 
$250,000 donation from the AIA last year – was officially opened 
in April with AIA members in attendance. 

Through the transformation of the physical space in the ABSC 
lobby, use of technology, and curriculum development, ABSC 
students will learn about the automotive aftermarket industry 
and its numerous career opportunities. 

The new Aftermarket Business Lounge is a dedicated space 
for students to work on collaborative projects and to learn more 
about the automotive aftermarket. Features include staged 
seating, a pop-up media screen that can be used for student 
presentations and demonstrations, and a SMART board loaded 
with information specific to the AIA and automotive aftermarket 
industry, which has touchscreen capability. 

AIA president Jean-François Champagne says the new Change 
Maker Space will inspire the next generation of industry leaders 
and entrepreneurs to shape the sector’s bright and prosperous 
future. 

“AIA Canada and its members are very proud to support 
Georgian College’s fundraising efforts,” says Champagne. “The 
Aftermarket Business Lounge in the Automotive Business 
School of Canada is a wonderful place for future leaders in the 
Canadian automotive aftermarket industry to come together, to 
learn and work on projects that will change the way the industry 
does business in the not-so-distant future.”

Georgian president and CEO MaryLynn West-Moynes says the 
college is lucky to have the Association as a major donor and 
champion. 

“This innovative space was designed to provide maximum 
flexibility for our students to share their entrepreneurial ideas, 
socialize, and think creatively,” says West-Moynes. “Spaces like 
this are crucial to the student experience and to fostering a 
sense of community, connectedness, and collaboration.” 

SHARE
THE ROAD

LuK has earned a reputation for the highest quality clutch 
products.  What LuK is to clutches, FAG is to bearings.

Building on a 130-year heritage of excellence, FAG products 
are supported by the same trusted R & D, engineering and 
manufacturing teams that bring you LuK clutches.

FAG products — setting the standard for quality, durability, 
and performance.

p s.

GEORGIAN COLLEGE CELEBRATES GRAND OPENING  
OF AFTERMARKET BUSINESS LOUNGE   

ABSC student Josephine Duguay says the space is already 
being well used. 

“The Aftermarket Business Lounge has allowed me and my 
classmates to work on school assignments in an environment 
that is a reflection of the industry we’re going into,” says Duguay. 
“It gives us our own space and the chance to work with each 
other on problems and case studies specific to the automotive 
aftermarket industry.” 

AIA’s donation was made in support of Georgian’s fundraising 
campaign, The Power of Education: Transforming the Student 
Experience. 

Since the Automotive Business School of Canada was 
established 31 years ago, the automotive aftermarket has grown 
into a $19.4 billion industry employing 420,000 people. More and 
more automotive graduates are seeking careers in the industry, 
and the new Aftermarket Business Lounge will inform students 
about the many exciting opportunities that exist within it. 

Georgian College offers the only Honours Bachelor of 
Business Administration – Automotive Management degree 
and Automotive Business diploma in Canada. Graduates of 
these unique programs secure great jobs in many sectors of 
the automotive industry, including aftermarket, dealerships, 
finance and insurance, remarketing, corporate head office, 
fleet management, marketing and advertising, and event 
management. 

(From left:) Georgian College 

President and CEO MaryLynn 

West-Moynes, Automotive 

Industries Association 

of Canada Board Chair 

Tony Canade, and third-

year automotive student 

Josephine Duguay officially 

cut the ribbon to open the 

new Aftermarket Business 

Lounge in Georgian College’s 

Automotive Business School 

of Canada. (Georgian College/

Doug Crawford) 

http://www.autoserviceworld.com
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BESTBUY SHAREHOLDERS DELIVER:
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Roadside Assistance 
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MILLENNIALS – 
THE CUSTOMER 
EXPERIENCE 
PERSPECTIVE 
J.D. Power has released the first-ever 
Millennials Insight Report that defines 
the quintessential makeup and customer 
experience preferences of Millennials – 
those born between 1982 and 1994 – to help 
companies understand, predict, and satisfy 
the future wants and needs of one of the 
largest, most unique and ethnically diverse 
generations in North American history.

Considered the most comprehensive 
report on Millennials to date, the inaugural 
report is based on in-depth proprietary 
benchmark research, analyses, and insights 
gleaned from more than 600,000 consumer 
responses (126,315 from Millennial 
consumers) and interviews with verified 
customers, derived from nearly two dozen 
J.D. Power syndicated studies conducted  
in 2015 in the United States.

The full report contains a wide range of data points and analyses that capture 
Millennials’ Voice of the Customer experience, covering such business segments  
as automotive, banking, credit card, hotel, wireless, investments, primary mortgage,  
and health insurance, as well as Internet and media usage. 

Following is a sampling of the report’s highlights:
• Millennials are not as fickle or anti-establishment as you think: Overall, across 
the 15 industries studied, Millennials are generally more satisfied consumers (5 points 
higher, on average, on a 1,000-point scale) than Boomers (born 1946-1964). The 
difference is most prominent in the utilities (+37 points), healthcare (+28), and telecom 
(+13) industries.
• Customer service is critical to Millennial loyalty: Millennials have the lowest 
tolerance for errors and delays of any other generation studied – they simply expect 
things to work. However, when there is a problem and it is resolved fully, Millennials  
are substantially more likely than Boomers to reuse a product or service.
• Value for money is king: The secret to Millennial satisfaction? It’s value for money. 
Unlike other generations that tend to buy things for status, image, or brand loyalty, 
Millennials are most likely to make a purchase decision based on value for money – 
across virtually every product category.
• Privacy: Millennials are less concerned than other generations about privacy.  
They accept the erosion of privacy as inevitable and are generally willing to have  
their information collected if it comes with benefits in the form of targeted offers  
and personalized services.
• Optimism abounds: Despite having lower accumulated wealth, less income, and 
higher debt than other generations, Millennials are much more optimistic about the 
economy and their own personal financial outlook.

“Our studies indicate that Millennials are different from previous generations; 
However, it’s really the nuances of the customer experience that set them apart from  
the rest,” says Keith Webster, senior vice-president and general manager, service 
industries Americas, at J.D. Power. “And it’s those nuances that are so critical for 
business leaders to know right now, as they wrestle with the challenge of anticipating 
customer demand, in an incredibly fast-moving marketplace where getting it wrong can 
have catastrophic effects. We believe this research helps to demystify the Millennial 
generation by offering concrete data on their real-world consumer interactions.”

For more information about the Millennials Insight Report: The Customer Experience 
Perspective, visit http://www.jdpower.com/Millennials.

Car Wash, Care & 
Reconditioning – newly 
combined and perfectly 
packaged

Welcome to Car Wash City! 

Delve deep into Car Wash, 

Care & Reconditioning in a 

closely packed confi guration 

located right next to Oils and 

Lubricants. This year sees 

the key players of the car 

wash business gathering 

for the fi rst time on Outdoor 

Exhibition Areas 10 and 11 to 

showcase car wash systems 

live and in action – a world 

fi rst! 
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Havoline® ProDS with Deposit Shield® Technology is a full synthetic motor oil 
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Chevron Products 
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market tracker  |  DIY trends BY STEVE PAWLETT

E-COMMERCE CONTINUES 
TO EXPAND

Consumers expect their auto parts 

buying experience to be enhanced 

with convenient, online tools. Roughly 

half of consumers have purchased auto 

parts online, and nearly one in five 

consumers has purchased a vehicle 

online in the past five years. Overall, 

interest in online auto parts and vehicle 

purchasing is projected to grow, as nearly 

one in five consumers say they are “likely” 

to purchase their next vehicle online 

as well. In fact, only 34% of consumers 

say they “don’t think” they would ever 

consider purchasing a vehicle online, 

according to the results of the latest 

eBay Motors survey, entitled “Future of 

Automotive Shopping.” 

“Growth in vehicle and auto parts sales 

online is much higher than for regular 

e-commerce,” says Sree Menon, general 

manager of eBay Motors. “Automotive 

aftermarket retailers have to understand 

that they can’t ignore having a digital 

strategy in place. Many retailers in the 

automotive space are focused on foot 

traffic. They use their online presence to 

drive more foot traffic to the store. We’re 

in an era where online and offline really 

have to come together.”

Parts retailers have to adopt an 

organizational strategy to address these 

changes in consumer behaviour, so that 

their online shopping experience can 

include all of the elements necessary to 

secure a sale. “There has to be enough 

content there so that consumers can 

research and buy, or research and buy 

later,” says Menon. “You have to be 

relevant at all levels.”

Mobile technology is also playing a 

larger role in online vehicle purchases. 

According to the study, 67% of consumers 

have researched vehicles via mobile 

devices, and 70% have searched for 

dealership information on their mobile 

devices. One in five consumers is likely to 

purchase a vehicle via a mobile device, 

or leverage wearables to research or 

purchase a vehicle. Of the consumers 

who bought vehicles online, 31% used 

their smartphone as part of that process, 

and 15% used a tablet computer.

“The use of mobile has become all-

encompassing,” says Menon. “More people 

are likely to purchase a vehicle using their 

mobile device, which is very interesting. 

So, many people are willing to make a 

major purchase using their phones.”

That’s especially true of millennials, 

who are more open to using technology 

at all phases of the purchase process. 

Twenty-one percent of 18- to 29-year-olds 

are even interested in trying augmented-

reality technology to shop for vehicles, 

and 52% are interested in virtually test-

driving vehicles.

“There’s a generational element to 

this, but consumers in general see 

online purchasing as more pervasive,” 

says Menon. “People have expectations 

that buying a vehicle or an auto part is 

going to be very much like buying shoes 

online. They expect free shipping, returns, 

warranty, and all of those other elements.”

Online auto parts sales are also 

becoming more common. Nearly half 

of consumers (47%) have purchased 

auto parts online. Of those that have not 

made such purchases, roughly a quarter 

said they are likely to purchase parts 

and accessories online in the future. 

Respondents aged 30-39 (54%) are the 

highest percentage of people who have 

purchased automotive parts online.

The profile of the online auto parts 

purchaser is also shifting. The number 

of women purchasing auto parts has 

increased, with women accounting for 

41% of online parts purchasers. Among 

the female purchasers, more than half 

(56%) install the parts themselves. 

Women are also more likely than men to 

use mobile devices to purchase vehicles 

online (36%, compared to 28% of men).

According to Menon, the increase in 
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“The number of women purchasing auto parts 
has increased, with women accounting for 41% 

of online parts purchasers.”
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the number of women purchasing and 

installing parts has been enabled by 

access to more information about DIY 

repairs (see our DIY Trend Report in the 

April issue of Jobber News).

“In the past, many women felt like 

they needed to be more informed before 

they went to a dealer or a repair shop,” 

market tracker  |  DIY trends

likely to perform installation themselves, 

with 64% of those purchasers installing 

parts. Another 22% take those parts to an 

auto shop or dealership, while 14% have 

tried both approaches.

Obstacles Remain For E-Commerce
There are still some challenges to 

purchasing vehicles and parts online 

that both dealerships and distributors 

will have to address. On the vehicle 

purchasing side, there are still a number 

of transactional elements that aren’t 

currently addressed via e-commerce. 

Payment for vehicles on eBay Motors is 

still largely handled offline, as are things 

like title transfers, insurance, warranty, 

“Parts retailers have to adopt an 
organizational strategy to address 
changes in consumer behaviour, so the online 
shopping experience can include all of the 
elements necessary to secure a sale.”

THE BEST YOU CAN BUY
AMERICAN MADE

ACCESS® LORADO® Roll-Up Cover features a sleek, low 
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ACCESS® ORIGINAL Roll-Up Cover features our 
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Tested. Trusted. Guaranteed.

explains Menon. “Now they are doing 

more research online and are more 

comfortable making those purchases. 

There has also been a proliferation of DIY 

content online. You can pull up a video 

that shows you how to install the part, 

which makes it much simpler.”

Online shoppers in general are highly 

http://www.autoserviceworld.com
http://www.accesscover.com
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and other elements. “Those are all of the 

things you go to the dealer for,” Menon 

says. “If we can create a way to make 

those steps easier through technology, it 

could open up a really big market.”

Menon expects video to play a larger 

role in online vehicle purchases. “Buyers 

will literally be able to see the vehicle 

they are getting online in a way that is 

very different than looking at a photo,” 

adds Menon.

For online parts sales, there will be 

closer integration of e-commerce and 

brick-and-mortar capabilities, along with 

service integration. “That capability could 

be useful for consumers who want to 

purchase parts but don’t have the time 

or capabilities to fix their own car,” says 

Menon. “For example, there could be 

a service available to take a tire to the 

installer for consumers that don’t have 

the ability to haul it there themselves. 

The e-commerce provider could issue 

reminders about oil changes, and enable 

you to purchase the service online. All 

of that information can be presented 

in a very personalized manner, and 

that’s another growth area that we see 

emerging.”   JN

No braking, and entering.

WagnerBrake.com
©2016 Federal-Mogul Motorparts Corporation. All trademarks shown are 
owned by Federal-Mogul Corporation, or one or more of its subsidiaries,  
in one or more countries. All rights reserved.
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I nternational sales from North American online retailers 

will jump from $11 billion in 2014 to almost $50 billion by 

2020, making up 16% of the overall U.S. online retail market, 

according to a report by OC&C Strategy Consultants.

The OC&C study estimated the value of the online retail 

export market by analyzing 2011 to 2013 search volumes 

from across the world for retailers based in six of the biggest 

e-commerce markets. These markets, including the U.K., U.S., 

Germany, the Nordics, the Netherlands and France, make up 

half of current global e-commerce volumes. The research 

determined that the retail sector is becoming increasingly 

global and interconnected as trade between countries grows 

exponentially.

The latest research also uncovered that international 

consumers have a growing appetite for foreign goods, 

and consistently use search tools to learn more about 

international brands. More specifically, OC&C’s analysis 

found that international customers are turning to the U.S. for 

entertainment, electronics, fashion, and general merchandise.  

Brazil has demonstrated the most growth in international 

International e-commerce to grow to $50 billion by 2020

searches for U.S. retailers at 42%, followed by Australia (39%), 

Mexico (38%), and Italy (37%).

While international sales for North American online retailers 

will only reach 7% of total volumes this year, OC&C’s analysis 

suggests that these numbers could more than double within 

the decade and could reach 16% by 2020. This presents a 

tremendous opportunity for retailers of all scopes and sizes, 

who are looking to drive revenues by broadening their reach 

and expanding their presence outside of Canada and the U.S.

Leading online retailers such as eBay and Amazon have 

had significant e-commerce market share across the largest 

international markets over the last several years, and reported 

that more than 50% of their sales are already coming from 

overseas.

“The global increase in the number of people with Internet 

access, and their growing willingness to buy online, are both 

providing terrific conditions for e-commerce,” says Google 

vice-president, U.S. sales, John McAteer. “The data on world-

wide search activity demonstrates the international revenue 

opportunity for retailers that have a global online presence.”

http://www.autoserviceworld.com
http://www.wagnerbrake.com
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TOP RETAIL   

tips

retailer intelligence  |  brake sales tips

When it comes to brake components, 

there are a myriad of options at all 

levels. The brake market is not so much 

driven by brand preference as it is by 

the reliability of the components you are 

handing over the counter. The key selling 

point is confidence in the products you 

are selling, which comes from having 

a solid base of knowledge on how a 

braking system on a car functions, as well 

as how and why brakes fail. Combine this 

with familiarity with the brake lines you 

carry, and you will become the expert 

brake component advisor customers are 

looking to for help in making an educated 

decision on a repair that carries a high 

safety factor.

1 | Hone your customer 

 service skills

You need to own your customers before 

your competition does. Every single cus-

tomer that walks in your door or dials 

your number wants to feel appreciated 

and special. They want to know they are 

being well served and not being over-

charged. By building good relationships 

with customers, you improve loyalty, 

repeat business, and of course, your bot-

tom line.    

 2 | Stand out from the  

 competition

Does your business stand apart from 

all others when it comes to brake 

component sales? A key step here is to 

always exceed customer expectations. 

Work closely with suppliers to build 

product knowledge. Utilize point-of-sale 

materials. A customer that is looking 

for components as important as brake 

system parts deserves your full attention. 

Take the time to educate him about all 

available options, so he can be confident 

that he has made the best possible 

decision.

 3 | Ask questions

 With vehicles being kept on the 

road longer, more owners are willing 

to make the necessary investment in 

preventative maintenance to avoid those 

costly breakdowns. Find out the age 

of the vehicle and how long they plan 

to hold onto it. Are they looking to get 

another five to seven years out of it? If so, 

then they are likely open to installing a 

premium set of brake linings and rotors to 

ensure a long, maintenance-free life and 

superior brake performance that will keep 

their family safe.

 4 | Time is money

 We all live life at a much faster 

pace these days, so when a customer 

comes in for parts, while it is your job 

to ensure they are making an informed 

buying decision, be prudent and don’t 

waste their time by going into too much 

detail or by sharing random “brake failure 

stories.” Make good eye contact, be 

informative and direct, and congratulate 

them on a well-made buying decision.

 5 | Avoid hardware headaches

 Re-using worn hardware can result 

in noisy, under-performing brakes. It 

is important to emphasize this to your P
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BY STEVE PAWLETT

customer. Impress upon them the fact that 

the investment in new brake components 

is well worth the few extra dollars to 

include all new hardware. Make sure your 

DIY customers have all the necessary 

tools and supplies, such as proper 

lubricant for the sliders, to complete the 

task at hand.  

6 | Rotor recommendations

Customers that come in only 

asking for pads likely need rotors too, 

and just don’t know it. Ask how the car 

is performing. Is there any pulsing or 

squealing when the brakes are applied? 

Are the pads worn down to the rivets, 

and have they scored the rotors? Point 

out how much more cost-effective it is to 

replace both pads and rotors together. 

It will result in a longer pad life, better 

braking, and safer vehicle response in 

emergency braking situations.

7 | The import challenge

Foreign-plate customers are often 

highly loyal to the original brand name 

the knowledge to carry out the task. 

Remind them about bleeding air out of 

the brake lines, and make them aware 

of any advisories about the ABS system. 

The customer may also require some 

specialized tools for the job. Be helpful. 

The customer will thank you later.

 9 | Go the extra mile

 While it may not be possible 

to follow up with every customer, for 

those customers you have spent extra 

time with to help them, schedule a 

reminder follow-up call. It will only take 

a few minutes out of your day, they will 

appreciate your thoughtfulness, and you 

will secure a loyal customer. Plus any 

feedback from the customer can help to 

hone your sales skills.  JN

components installed on their vehicle. 

Be attuned to this fact; having a broad 

knowledge of import brake options as 

well as a well-stocked shelf of brand-

name import brake parts means you can 

confidently assure your customer that 

you have both the knowledge and the 

parts on hand to fulfill their specialized 

requirements.

 8 | Advising the DIYer

 Even though counter staff have yet 

to be deputized to enforce safe brake 

installation procedures, something as 

critical as a brake job requires a fairly 

high level of mechanical knowledge. 

Don’t hesitate to ask the customer if 

this is their first brake job. Talk them 

through the process and see if they have 

Don’t get bent out of shape 
by cheap parts.

Demand the best.

MOOGparts.com
©2016 Federal-Mogul Motorparts Corporation. All trademarks shown are  
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TOP NINE 
RETAIL EXHAUST  

tips
retailer intelligence  |  exhaust tips BY STEVE PAWLETT

As many in the industry are aware, the 

performance exhaust market is an 

ever-evolving one, going from the fast and 

furious tuner market, to modern domestic 

muscle, to trucks and SUVs – seemingly 

at the drop of a hat. Here are 10 key retail 

tips to help you get the most out of every 

retail sales opportunity.

 1 | Be the place to go

 Establish your shop as the premier 

place to go for the performance enthusi-

ast. Manufacturers are happy to provide 

your shop with signage material and dis-

play pieces that will clearly identify your 

store as a serious provider of specialized 

performance parts. Such material can pro-

vide a competitive advantage, particularly 

in terms of retail sales, as the right image 

can place your shop in the top-of-mind 

category among potential customers.    

 2 | Identify the customer

 Identifying the target customer 

doesn’t take as much intuition as you 

might think, as there are some telltale 

signs for those who take the time to look 

for them. Training your counter staff 

to pick up on these cues is a key step 

towards improving their sales figures in 

this exceptionally profitable segment. 

The process starts with examining the 

kind of vehicle the customer drives. 

In the old days, it was usually just the 

lowered, tricked-out import driver that 

was looking for a performance exhaust 

system to impress his friends, but today’s 

performance market has experienced 

a dramatic shift. Now, anyone from 

the contractor with a tonneau on his 

pick-up to the empty nester with a new 

Detroit muscle car is a likely candidate. 

Aftermarket parts demonstrate an initial 

interest in customization that your 

counter staff should pick up on. At the 

very least, it’s a way to begin engaging 

the customer in a conversation on the 

benefits of a performance exhaust system.

 3 | Customize your approach

 According to some automotive 

aftermarket industry experts, jobbers need 

to customize their sales approach when it 

comes to performance exhaust parts. Cus-

tomers are interested in performance muf-

flers for dramatically different reasons, 

and the counterperson needs to be astute 

enough to approach each sales opportu-

nity from any number of different angles. 

Horsepower, fuel efficiency for dollar 

savings, or environmental concerns, all 

are reasons for a customer to upgrade his 

OE system. So it is vitally important that 

the counterperson identifies why the indi-

vidual client is interested, and sells him 

based on that area of interest.

 4 | Use POS

 Performance exhaust manufactur-

ers are among the most active product 

suppliers out there when it comes to 

building customer knowledge. With that 

in mind, most of them are chomping at 

the bit to give you and your counter staff 

all the necessary point-of-sale material 

they can, in order for you to both attract 

and educate walk-in customers. POS 

material also has the added bonus of 

identifying your store with recognizable 

brands and respected manufacturers, 

allowing you to take advantage of their 

marketing dollars and public image.

 5 | Need vs. want selling

 It is far easier to sell people 

something if they need it, than if they 

simply want it. As a result, if your 

customer comes in and absolutely must 

have a new muffler because the one he 

has is sending sparks flying, you have 

a very motivated buyer on your hands. 

The flipside is the customer who has just 

purchased a new car, but is looking into a 

performance system for it. This customer 

demands your attention, and deserves 

your time. He may ask a lot of questions, 

but you owe him that time. Treat this 

customer well, and you’ll likely have him 

as a customer for all of his customizing 

whims.  

 6 | Don’t get too technical

 Years ago, most people doing 

custom performance work on their 

cars were themselves mechanical 

experts. This aspect of the business has 

certainly changed dramatically, with the 

proliferation of performance exhaust 

systems for everything from SUVs to 

minivans. Today, counter staff have to 

be prepared to sell performance parts 

to a wide range of customers, using an 

even wider range of selling points. Given 

the nature of this shift, and the kinds of 

people that are into performance exhaust 

systems today, an overly mechanical sales 

approach could lose a potential customer 

in a sea of jargon. By selling based on 

factors the customer can understand and 

appreciate, such as increased horsepower 

or fuel efficiency, you’ll be more likely to 

keep him on the hook.

 7 | Use the web to educate  

 customers

According to many top manufacturers, 

today’s performance exhaust customer 

may not be extraordinarily savvy in terms 

of installation or mechanical processes 

involved in his potential purchase, but 

he is a technology-savvy consumer. With 

that in mind, counter staff should be 

ready to direct a consumer to various 

manufacturers’ websites, as well as P
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provide them with other high-tech data 

involved in the process. While it may still 

be important to shy away from the shop 

talk, today’s tech-savvy customer will 

appreciate some of the more technical 

data if it is presented online or in some 

other multimedia format.

 8 | Utilize manufacturer  

 programs for online sales

Some manufacturers have taken the part-

nerships they establish with their jobbers 

looking into a particular part can be led 

from the massive corporate manufactur-

ers’ sites right to your door.

 9 | Stainless steel should  

 be stainless

No matter how obvious this point may 

seem, it is shocking the number of times 

this simple retail rule is forgotten in  

the hustle and bustle of a busy jobber  

store. Make sure it sparkles the way it  

ought to.  JN

to a whole new level when it comes to 

promoting their product and its availabil-

ity. So many potential performance buy-

ers research their purchase online prior 

to a shop visit that some manufacturers 

have offered to actually provide the con-

tact details for jobbers in the region of the 

customer doing the initial search, so as 

to lead them to the right places. Normally 

some sort of membership with the man-

ufacturer is required, but for a small fee, 

customers from your local area who are 

1 | Allocate: Training budgets must be restored to include 

training time off the floor. The old saw “doing more with 

less,” is not true. You get less with less.

2 | Isolate: Training must be done one-on-one, away from 

other duties and with a qualified trainer. While younger 

employees can multi-task like we never could, it also means 

they are easily distracted. They have learned the rules of 

their games in seclusion and had to figure things out on 

their own. They can concentrate extremely well if you have 

a step-by-step training program because it mirrors their 

virtual-world levels of play. As they complete a challenge, 

they get to advance.

3 | Wait:  If your trainers aren’t up to the training with full 

attention, don’t let them do it. Otherwise, you’ve given new 

employees a game where they create the rules. This can be 

disastrous; their minds are very active and crave action.

4 | Negotiate: Younger employees tend to have big hearts 

that want to connect with their friends. That means you 

need ground rules for when they can use their smartphones; 

don’t just outlaw them – they will walk or use them behind 

your back. Better yet, have them use their smartphones to 

demonstrate supplier apps to customers. 

5 | Tolerate: Self-expression is very big for this generation, 

so tattoos and piercings are going to happen even with the 

most confident applicants. Just tell them in advance what 

your rules are; you might set a three-piercing maximum 

while working. Just be careful you aren’t trying to keep 

them from being themselves.

6 | Keep busy: If you don’t give them enough to do, they 

can get into trouble. If you are slow, send them home or 

assign tasks, otherwise they will amuse themselves on their 

smartphones and ignore approaching customers.

How to motivate Millennial employees 

retailer intelligence  |  exhaust tips

7 | Mate: Always include how technology can be used 

in-store to make the experience better between the 

customer and the employee.

8 | Short Time Spans: Employees are not planning four 

or five years out, so don’t ask them about that during the 

interview. Regardless of age, we are all using shorter time 

frames for everything, so set smaller goals that employees 

can attain over shorter periods of time; for example, a sales 

contest for two weeks instead of a quarter.

9 | Pack leader: Boundaries between work and friendship 

are important. Just because you sign the cheque doesn’t 

mean they will automatically respect you. You better know 

more than anyone how your business works. The danger for 

many of us is that we confuse being a friend with winning 

them over. If you want to “be just like them,” they will see 

you as a weak character.

10 | Give them the score: Employees must see the 

consequences of wrong actions – ordered the wrong part, 

the customer is unhappy – just like a wrong move in a game. 

They need regular feedback from their managers. Give them 

clearly defined goals with the freedom to achieve them in 

their own way. When they do what you want or exceed, 

reward them immediately. This generation is used to hearing 

“you’re special,” and treated quickly – just like a game.

11 | Add helpful technologies: For example, gathering 

information on customer requests and matching that data 

to the POS system can give managers actionable analytics. 

This could also directly link back to the training programs 

you’ve implemented to raise average ticket margins and 

average daily sales.

12 | Information is power: Your employees know how 

to problem-solve and broaden their knowledge faster and 

better than most of us. They live for it. So don’t hoard 

information; give it freely and often.
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MOTOR OIL 
& FILTER SALES 

tips
retailer intelligence  |  oil & filter tips BY STEVE PAWLETT

Motor oil, oil filters, and air filters 

are product categories that play 

a key role in the aftermarket. They are 

part of basic regular maintenance, which 

is considered the lifeblood of a garage. 

But with the variety of items available on 

the market today, how do you go about 

selling them? Fortunately, there are a 

number of keys to selling the product that 

can help give you that slight edge over 

your competitors.

 Know your selling points

 Although knowing the make, 

model, and year of the vehicle will help 

to identify what type of motor oil it 

uses, you should also inquire about the 

customer’s relationship with the vehicle. 

Is it a car they use as basic transportation, 

or a car they have dreamed about owning 

their entire life? Do they enjoy driving 

the car, or is it just simply a mode of 

transportation for them? Do they plan on 

keeping the car for a long time, or are 

they going to be replacing it soon? The 

way the customer feels about their vehicle 

will have a big impact on the type of 

motor oil they choose. If the customer is 

someone who takes pride in their vehicle, 

enjoys driving it, or plans on keeping it for 

a while, they will tend to be more open to 

using a better product like a synthetic oil.    

 Assess driving conditions

 In addition to that first 

consideration, driving style, climate, and 

vehicle mileage may also contribute to a 

recommendation. 

What conditions does the customer 

typically encounter on a day-to-day basis? 

For example, if the vehicle is a pick-up 

used for mixed commercial use, does 

this involve towing trailers or hauling 

loads? Is the vehicle used for commuting? 

Does this include mostly highway or 

stop-and-go city driving? These questions 

help determine if the vehicle and 

engine oil are subjected to any extreme 

conditions, and whether specific engine 

oils that target those conditions should be 

recommended. Have any major engine 

components failed and been replaced? 

This will help determine if the engine has 

a weakness that perhaps a more robust 

lubricant can help overcome. What oil 

change interval is the customer following? 

Does the customer want to extend their 

oil drain interval? An extended oil drain 

interval typically necessitates the use of 

full synthetic engine oils.

 Educate the customer

 When a customer is selecting a 

brand name motor oil to use, they are 

not just purchasing the oil in the bottle; 

they are also purchasing the engineering 

and testing of that motor oil that ensures 

it is of a high quality and will perform as 

advertised within the engine. Take the 

time to ensure your customer understands 

the certification approvals that are speci-

fied on the label when choosing a brand 

or specific type of engine oil. All quality 

engine oils, regardless of brand name, 

that display the API certification logo 

(also known as the API “donut” symbol) 

show that the liquid formulations have 

been tested, validated, and approved by 

the American Petroleum Institute and 

meet established engine performance 

standards and OEM warranty require-

ments. If an engine oil bottle does not  

display the API logo proving its formula-

tion is certified, do not buy it.

 Make recommendations

 Does the customer feel that 

maintaining their vehicle is important, 

or do they see maintenance as the 

downside to owning a vehicle? This will 

also help to determine the type of oil that 

the customer would be most likely to 

purchase. Someone who is purchasing 

the oil begrudgingly might not consider 

using a top-quality product. If the 

customer has a positive attitude towards 

maintenance, follow up by asking if they 

are doing the oil change themselves or 

taking it to a shop. Your typical DIYer 

loves to work on his vehicle and takes 

pride in doing so. A DIYer would love to 

pick your brain about a better oil they 

could use and why they should use it. 

This could be an opportunity to introduce 

them to a synthetic or semi-synthetic 

product. If they are getting the work done 

at a shop, but take the time to purchase 

their own motor oil, it also opens the door 

to ask if they have considered using a 

higher-quality product such as a synthetic.

 Oil choices for older vehicles

 The best oil to recommend for 

older engines would be a brand name, 

high-mileage semi-synthetic blend or a 

fully synthetic oil. Both semi-synthetic 

and fully synthetic oils offer better flow, 

pumping, and cranking abilities at 

extremely low temperatures (minus 40C) 

and during start-up. Point out how the 

superior oxidative and thermal stability 

of synthetic grades leave engines virtually 

varnish-free, and reduce sludge and 

deposits that could build up in older 

engines. Additionally, synthetic grades 

offer better protection during high- P
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temperature operation as they resist 

volatile burn-off and evaporation, thus 

reducing oil consumption.   

If the customer is not comfortable going 

with a full synthetic because of the added 

cost, recommend a semi-synthetic. A semi- 

synthetic oil will offer a higher level of 

protection for their vehicle over the  

mineral oil. Semi-synthetic oils will give  

a lower level of protection over a fully  

synthetic oil, but will deliver better protec-

tion to the engine than a mineral grade.  

 The benefits of extended oil   

 change intervals

While the early tendency of the trade was 

to dismiss manufacturer-recommended 

oil change intervals as a recipe for 

engine damage, that message has little 

credibility in the face of automakers’ 

recommendations.

However, with extended oil changes 

come the very credible opportunity 

to recommend the highest quality, 

most durable products you can offer. 

This applies to both the motor oil you 

sell – semi-synthetic and full synthetic, 

for example – as well as filters that 

can withstand as much as five times 

the intervals you might have been 

recommending pre-extended interval 

trend. Be sure to have a line of extended-

drain oil filters on hand that match the 

extended drain intervals that most late-

model vehicles now follow.

 Product placement is key

 It’s always a good idea to make 

sure your displays are clean, well laid 

out, well lit, and easy to shop. Make sure 

that your motor oil isn’t front and centre 

in your store, as most walk-in customers 

will be more than willing to search for 

their chosen brand of motor oil. Lead 

them through the store to your oil display 

to increase the possibly of purchasing 

other items. Also, be sure to place related 

items in close proximity to one another. 

For instance, you’ll probably want to 

place your motor oil near the oil filter 

display, along with items such as drain 

pans, cleaning products for oil spills, filter 

wrenches, and oil drain plugs, which 

might be bought as an added purchase.

 Ensure DIY customers have what  

 they need

Ensure that each customer is asked if he 

needs catch basins, disposal bags, and 

instructions on what to do with the used 

oil and filter. If your local municipality 

has a program (most if not all do), have 

the details on hand for the consumer.

It will help raise your environmental 

image and also help you guard against 

being accused of promoting non-envi-

ronmentally friendly practices. However, 

with extended oil changes come the very 

credible opportunity to recommend the 

highest quality, most durable products 

you can offer. This applies to both the 

motor oil you sell – semi-synthetic and full 

synthetic, for example – as well as filters 

that can withstand as much as five times 

the intervals you might have been recom-

mending pre-extended interval trend.

 Category management techniques

 While it may not be in your 

realm if you operate a smaller store, 

understanding the motor oil category 

as a whole rather than just as a set of 

competing brands can be an effective 

strategy. This means looking at overall 

profitability among the different classes of 

product – basic, economy, high-mileage, 

semi-synthetic, synthetic – and even the 

performance of different grades.

While an attentive supplier rep can be 

of great assistance for this, do not allow 

competing reps to steal shelf space from 

each other with successive detailing visits. 

Display the amount, type, and brands that 

work for your business.

 Used filters for effect

 Like the lungs of a smoker, used 

air filters and cabin air filters are awful-

looking. But, as many marketers have 

learned, this can be used as an advantage. 

By displaying the cross-section of a used 

cabin air filter, you’ll be driving home for 

the consumer the importance of regular 

filter maintenance.    JN

retailer intelligence  |  oil & filter tips

Identify your customer

Among the more sophisticated retailers, companies in the motor 

oil and filter sector have developed four categories of customer, 

divided by the way they see their car and maintenance habits.

Passionates: These consumers are passionate about their car, and have some 

expertise about its inner workings. These are premium-product consumers.  

For motor oil, this means synthetic grades.

Minimalists: Price, price, and price are what dictate the behaviour of these 

consumers. They will seek out the best deal, regardless of brand, grade, or 

specifications.

Diligent and Dutiful: These consumers don’t know much about motor oil or 

their car, but will try to perform the kind of maintenance required. From a 

motor oil perspective, they understand the need to change a car’s oil, but don’t 

necessarily stick to the recommended change intervals.

Peace-of-Minders: These consumers want to be worry-free, so they are likely to 

choose a branded motor oil, any branded motor oil. They respond well to media 

messages and believe those messages are credible.
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“Analytic 
tools can help 
a company 
clarify who 
its customers 
are, how those 
customers 
interact with 
their brand, 
and what 
its buying 
habits are, 
so marketing 
resources and 
budgets can 
be focused for 
the biggest 
impact.”

BY STEVE PAWLETT

continued on page 28
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Anticipating customer needs is a difficult 

challenge for any retailer. For jobbers 

managing a warehouse of auto parts, having every 

part for every job is impossible, but if you learn to 

utilize the wide array of analytical tools that are 

available, you will certainly have a positive impact 

on your bottom line.

While much has been written on the subject of 

retail analytics, a recent white paper on the subject 

offers a clear approach to help maximize the 

effectiveness of marketing programs with the intent 

of attracting and retaining customers. The paper, 

“Analytics Toolkit for Retailers” by Synchrony 

Financial, is useful for several industries, including 

automotive. 

According to the paper, the first step in the 

process is to understand that customers have 

multiple channels to go to and devices to use 

when looking to purchase goods or services. But 

the purpose is not just to reach customers; it is 

to truly interact with them. That true interaction 

means getting consumers to respond, favourably or 

unfavourably. The point is that as a marketer, you 

need to know what is on your customers’ minds so 

you can adjust your marketing accordingly.

Analytic tools can help a company clarify who 

its customers are, how those customers interact 

with its brand, and what their buying habits are so 

marketing resources and budgets can be focused 

for the biggest impact.

In addition to a differentiated, compelling 

offer, targeting also plays a significant role in 

campaign performance. It is critical to measure 

which customers or segments are more likely 

to generate incremental sales and which offers 

are most attractive to a particular audience. 

By optimizing customer targeting strategies, 

companies can ensure they are marketing the most 

relevant offers, services, and value to customers 

and thus maximize their return on marketing 

investment. Since markets often change over time, 

it’s important to periodically reevaluate the target 

groups to make sure they are still relevant. 

  1. Predictive modelling
  Modelling is a key analytical strategy  

  used in successful marketing  

  campaigns. 

In essence, predictive modelling is an attempt to 

predict a campaign’s results based on relevant past 

data. This tool can reveal how changes in customer 

behaviour or marketing strategy can influence 

shopping patterns, campaign performance, sales, 

and profitability. 

Predictive modelling can be leveraged to: 

• Acquire new customers 

• Predict the profitability of a customer 

• Identify which customers are likely to leave the  

 brand 
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• Predict who is likely to spend more or  

 less in the following year 

• Determine the next likely purchase 

• Measure which offers result in higher  

 responses 

• Develop a lifetime value score for the  

 customer (LTV)

Another method is back-testing, 

which is conducted after a campaign is 

completed to evaluate the results that 

would have been achieved had a certain 

model been selected. This model can 

then challenge the existing strategy in a 

live test in order to acquire new insights 

and determine future strategies.

  2. Contact  
  Management 
  You need to track and  

  refine the number of 

customer interactions for optimal impact.

Many companies engage their customers 

through multiple communication channels 

in order to build brand awareness, drive 

customer loyalty, and increase sales. All 

types of communications – including 

general brand messaging, personalized 

offers, events, and notification of sales, 

or clearance items – should be tracked 

to determine the number of times each 

customer is being contacted through 

each media channel. This information 

provides insight into the optimal number 

of touches by customer or segment, and 

helps identify those channels and offer 

preferences that drive engagement the 

most. An effective contact management 

strategy helps companies avoid file 

fatigue, ensure messaging remains fresh, 

and reduces clutter in the customer’s 

eyes. A successful contact management 

system starts with the right infrastructure 

– a key component being a solicitation 

history table that keeps track of every 

communication and campaign. This helps 

to determine: 

• Number of touch points per customer  

 and channel 

• Timing of each communication 

• Types of communications/offers  

 targeted to each customer 

• Purchasing channels used 

• Campaign and offer response rates 

• Customer service inquiries 

This critical information can be 

leveraged to drive your marketing strategy 

by measuring which campaigns and 

communications are most effective for 

each customer/segment, and to determine 

where and how each retailer should 

prioritize marketing dollars. 

How do we maximize sales without 

overwhelming the customer? 

Often, if a marketing campaign is suc-

cessful, the immediate reaction is to do 

more of it. For example, if a free email 

coupon offer is successful, should we 

repeat the offer six times in the next two 

months? Not necessarily. In fact, studies 

show that increasing marketing touch 

points does not always translate into 

increasing success. There is an inflection 

point, after which increased communica-

tions come with diminishing returns. The 

key then is to determine the maximum 

number of marketing touch points needed 

to achieve the highest sales and ROI, while 

minimizing the number of opt-outs.

  3. Channel  
  Optimization
  Contact and engage  

  customers in their 

preferred channel.

A key step in channel optimization 

is identifying which channel(s) the 

customer prefers. Consumers interact with 

retailers in multiple ways, including:

• In-store shopping and browsing 

• Online: research, browse and buy

• Open and click-through emails 

• Mobile/digital: apps, text messages, and  

 mobile wallet 

• Direct mail and catalogues 

• Call or visit customer service 

• Loyalty programs – points accumulation 

“By optimizing customer targeting strategies, companies can ensure 
they are marketing the most relevant offers, services, and value to 

customers and thus maximize their return on marketing investment.”

 and coupon redemption, in-store-only  

 or digital 

Besides optimizing the frequency of 

customer contacts, optimizing the types 

and numbers of interaction channels will 

also improve your marketing results. 

Data show that customers who shop 

multiple channels yield significantly 

higher sales. In fact, these omni-channel 

shoppers have been shown to account 

for nearly twice the sales as in-store-only 

customers.

  4. Segmentation 
  Understand each unique  

  audience segment for  

  customized communication.

Understanding customers’ shopping 

habits allows companies to better reach 

them and enjoy greater marketing success 

and profitability. Knowing customers’ 

shopping behaviours, such as if a 

customer shops on discount or clearance 

only, generates a higher number of 

returns, shops exclusively online, never 

responds to marketing campaigns, or 

makes purchases in a single category, all 

contribute to understanding the customer 

to allow for more effective engagement. 

These factors should be analyzed to 

acquire a single view of the customer in 

order to improve personalization, deliver 

higher response rates, and influence the 

timing and types of offers. 

Obtaining this information and mapping 

it back to individual customer channel 

and touch point preferences helps 

improve marketing effectiveness and ROI. 

Determining the right communication 

channel is a key component of CRM 

strategy. Analyzing which channels 

customers prefer helps retailers learn 

to optimize their marketing dollars. For 

example, if a customer never responds to 

direct mail, those dollars can be allocated 

elsewhere and their channel preferences 

can be tagged and used for future 

communications and offers.

http://www.autoserviceworld.com


  5. Media Mix  
  Modelling

Optimize results by  

  adjusting the media mix.

Media mix modelling analyzes 

marketing spend per channel and its 

impact on sales, allowing jobbers to 

measure the incremental sales attributed 

to specific marketing efforts. It also 

determines the level of sales that would 

have been achieved without marketing, 

providing an accurate representation of 

return on marketing investment. By seeing 

how their marketing mix affects sales 

and ROI, companies are able to refine 

their strategy or channel mix as needed. 

The process of media mix modelling also 

uncovers “sensitivities” that show the level 

of sales increase or decrease along with 

different levels of investment. This allows 

companies to vary their marketing budget 

by market in order to maximize sales 

and ROI as well as establish a baseline 

measure so a company can analyze its 

marketing performance over time.

The development and implementation 

of a strong analytics toolkit helps 

maximize the effectiveness of marketing 

programs. It begins with setting up the 

right measurement strategy in order 

to uncover incremental gains for all 

marketing initiatives. The right structure 

captures solicitation history and uses 

traceable data to tie back to the drivers of 

customer behaviour. 

An additional focus on media mix 

optimization will provide insight and 

enable retailers to adjust their marketing 

spend across all channels in order to 

maximize sales and ROI while staying 

within budget. Measurement is a critical 

component in marketing, and should 

be deployed across all campaigns to 

influence strategy and drive improved 

results. The implementation of effective 

analytic tools is often the difference 

between marketing campaign success and 

failure. An organization can either create 

these tools in-house, or hire a competent, 

experienced company to implement the 

tools and provide advice.  JN

JOBBER NEWS / JUNE 2016 |www.autoserviceworld.com 29

Visit us on the WEB!

www.AutoServiceWorld.com

features  
MORE

products  
MORE

news  
MORE

Canada’s most trusted 
portal for fast-breaking 

aftermarket news!

Follow us on Twitter       and like us on Facebook

 • Visit the industry calendar of event

 • See our digital edition and archives

 • Take part in our Weekly Reader Poll

 • Sign up for our twice weekly e-newsletter 

NEW!  
Vehicle Technology &  
Innovation Knowledge Centre

Sponsored by Chevron, this one-stop channel 
focuses entirely on game-changing technologies. 
Featuring a seven-part series by Sarah Voight, 
journalist and aftermarket specialist, we’ll be 
delivering information you need to stay current. 
Don’t miss this must-read channel!

ADD US TO YOUR FAVORITES AND VISIT OFTEN!

s

http://www.AutoServiceWorld.com
http://www.autoserviceworld.com


30 www.autoserviceworld.com | JOBBER NEWS / JUNE 2016

NACE/CARS  |  preview

AUGUST 
9 TO 13

P
h

o
to

: 
M

a
rc

u
s 

L
in

d
st

ro
m

 –
 i
S

to
c
k
p

h
o

to

Preview
Anaheim Convention Center, California

T he International Autobody Congress & Exposition (NACE) 

and the Congress of Automotive Repair and Service (CARS) 

are the premier events dedicated to the automotive service and 

repair industries.

Held during Industry Week (August 9 – 13), and co-located with 

CCIF, CIECA, NABC, MERA, OEM Collision Roundtable, SCRS, 

CIC, the Collision Repair Education Foundation’s annual golf 

outing and I-CAR, this is the only event where show attendees will 

find unmatched networking, education and training, world class 

exhibits, and dedicated professionals from across the automotive 

service and repair industries.

 About the   
 events
Along with NACE | CARS 2016, a series 

of automotive repair industry events 

and co-located meetings will take place 

August 9-13, 2016. There will be a series 

of board and other private meetings, 

the CIC quarterly meeting, a CREF golf 

fundraiser, I-CAR add-on learning classes, 

I-CAR stage and demos, ASCCA, CAA, ASA 

Affiliates, meetings with leading MSOs and 

consolidators, NABC, CIECA, as well as the 

NACE | CARS Expo, and more.

Business Growth for the MSO, Shop Owner, 
Insurance Professional

Now in its sixth year, the MSO Symposium is an extremely popular and 

exclusive event during NACE, drawing attendance from multi-shop 

operators throughout the collision repair industry. The MSO Symposium 

now incorporates a broader group of collision repair executives, allowing it 

to be more inclusive of some of the best operators in the industry. 

The closed half-day program is limited to:

• Qualified multi-shop owners/operators

• Large independent shops planning for growth or divestiture

• Insurance professionals

Beginning in 2015, the MSO Symposium added an advisory board 

to help insure the sessions are a direct fit for the audience. Past topics 

include industry updates, claims management models, an insurer panel, 

employment issues, financing and investment, and more! The MSO 

Symposium also has a private networking lunch and a private reception 

following the program. If you qualify to attend, you won’t want to miss 

this important and exclusive annual event.

The Collision Repair Education 

Foundation’s 15th annual 

golf fundraiser will be held 

Wednesday, August 10th,  

2016. Golfers will enjoy a  

round of golf at the Black  

Gold Golf Club, a favourite  

Collision 
Repair 

Education 
Foundation 

Golf 
Fundraiser

of Orange County golfers. This 

Arthur Hills-designed part 72 

layout stretches up to 6,756 

challenging yards and incorporates 

several water features, including 

a stunning waterfall off the 18th 

green. This event will be held in 

conjunction with Industry Week 

(NACE | CARS, CIC, NABC) taking 

place that week in Anaheim, Calif. 

Join the Foundation for a great 

time and help raise additional 

funds for a great cause.

continued on page 32
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Technology & 
Telematics Forum

The Future is Here!

Join ASA and Automotive Technology Experts for the third 

installment of the Technology and Telematics Forum. Automakers 

are designing remarkable innovations into new vehicles, recognizing 

that technology provides many solutions to meet consumer needs. 

Several of the world’s leading automakers will join experts in vehicle 

security, telematics technology, and diagnostics and repair, to discuss 

how advanced technologies, connectivity, and the Internet are 

changing modern automobiles.

This year the meeting will include an in-depth look at vehicle 

hacking, including risks to the shop owner and the consumer and what 

is being done to stay secure.

TTF will include a new panel for collision and service repair 

attendees focused on the latest accident avoidance systems and 

related repair and calibration.

The technical challenges of cybersecurity will be covered with OE 

panellists and a consumer privacy expert.

The Future Technology portion of TTF this year is something 

attendees will have to see to believe. TTF will offer live demonstrations 

of technologies that are road-ready years before experts predicted they 

would be. Shop owners and industry leaders cannot afford to miss the 

2016 installment of the ASA Technology and Telematics Forum.

Sponsored by the Alliance of Automotive Manufacturers (the 

Alliance), TTF will afford an excellent opportunity to meet OE 

engineers and learn about technologies that will soon be in automotive 

service and repair shops.

Service Repair  
Leadership Forum

Top of Form

The Service Repair Leadership Forum (SRLF) is a forum comprised 

of the leadership from all industry segments in the automotive 

service repair industry. The forum provides the industry an opportunity 

to discuss issues, share knowledge, network with decision makers, 

and gain insight into the future of the industry. The SRLF is open to 

all individuals and companies interested in advancing the automotive 

industry.
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A new era 
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Vehicles have become more technically advanced 
and reliant on computers and software: as such, the 
ability to reprogram software and use OBD pass-
thru tools during repairs is essential. This training 
program will provide you with step-by-step video 
and written instructions on how to do this using 
various OEM repair sites. 

• Overview of CASIS Agreement
• Benefits of Agreement 
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• Video on installation of J2534
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• Troubleshooting assistance
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YOU ARE WHAT YOU MEASURE

The oft-used missive, “You can’t manage it, if 
you can’t measure it,” only goes so far.

Inasmuch as you can’t run a business without 
some level of information on what is actually going 
on – or at the very least, knowing how much money 
is coming in versus going out, which always struck 
me as harder to pin down than it really should be – 
I don’t know of any business these days that relies 
on that as the sole measure.

Primarily because top line revenues and bottom 
line results can be affected by the many lines in 
between, businesses seek to manage metrics that 
provide a shorthand for both success or failure, 
and can be tracked on the run.

Daily sales, for example, are purely a top-line 
metric, long relied on by store owners to determine 
how well the business is doing. It’s almost always 
held up against the “nut”: the fixed costs related 
to opening the door that day. It’s not a detailed 
measure, but it’s not unreliable either, as long as 
both are accurate. Another measure for many of 
your trade customers is car count – again, not a 
bad measure in and of itself, provided it is not 
viewed in isolation.

The same holds true for inventory turns, average 
sales per employee, GP%, average sale, and more 
retail-appropriate metrics such as GP$ per square 
foot, foot traffic, and conversion percentage – and 
any number of other business metrics that you may 
monitor on a continual basis.

We live in a time when all these, and more, are 
readily available to even the most inept number 
crunchers among us. The simplest of management 
systems can provide the kind of insights into 
customer behaviour and market shifts that in a 
previous era would only be apparent to the true 
business savant. These new systems allow owners 
and managers to keep a finger on the pulse of the 
growing, multi-branch organizations that make up 
an increasing part of the aftermarket landscape.

With so many metrics at your fingertips, 

combined with the greater separation between 
management and operational staff with the larger 
organizations, it is more important than ever to 
select the right measures of success. 

As an extreme example, if you were to reward 
a store manager for building retail traffic, but not 
total or even average sales, you might end up with 
a busy store, but no focus on merchandising and 
show floor selection. The equivalent at your repair 
shop customer level would be judging a tech for 
the number of cars worked on, but not the size of 
the work order or the thoroughness of the repair.

Today, businesses continue to be hyper-focused 
on customer satisfaction, so you and your customers 
need to ensure that you are measuring activities 
that build customer satisfaction. 

It’s not easy, but here are a few: 
+ Returns: Break out warranty from “wrong part” 
returns. 
+ Delivery: If you measure delivery times, measure 
how accurate your estimate is. 
+ Out-of-stocks: Don’t think of this as a lost sale; 
think of it as a customer’s wasted call. 
+ Rate of perfect order completion: You might 
call this service level, but it’s the all-or-nothing 
aspect that makes this measure valuable in terms 
of customer satisfaction. Pads but not rotors? Three 
spark plugs? Perhaps you had to substitute brands. 
You should track that.
+ Pricing errors: Why this can cause grief should 
not need explanation.
+ Credit handling: How many of your credits are 
handled within the month? 

I am not suggesting that these metrics replace 
the ones you are accustomed to, nor that you 
necessarily tie them directly to staff compensation – 
at least not until you develop your own benchmark 
data and have mechanisms to affect the outcomes. 

Rather, these are measures for your business. 
And that, more than anything, makes it a measure 
of you.   JN
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You demand parts that live up to the 
highest standards. Yours.
Customers are keeping their cars longer. Parts like timing belts are working harder than ever, and it’s 

better to inspect and recommend replacement before a worn belt system becomes a costly repair.

Elite® off ers the solutions you need to help keep your customers on the road and out of the shop. From 

Timing Belt Kits with OE-quality parts to the revolutionary Poly-V® Belt with Quiet Channel Technology™, 

Elite is a true standout in aftermarket performance. Just like you.

• Poly-V® Belts • Tensioners • Belt Kits • Hose • Accessories

Contact us at 1-888-275-4397   www.contitech.ca

    You wear your name patch like a badge of honour.

    You are equally fluent in Domestic and Foreign Nameplate.

                        You do the job right the first time, or you don’t do it.

http://www.contitech.ca
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European Brakes for 
          European Cars

Introducing Raybestos® European disc 
brake pads. Specially formulated to 
meet the rigorous braking standards 
established in Europe through 
Regulation 90, Raybestos® European 
friction delivers the quiet operation 
and solid stopping power these 
high-performance specialty 
vehicles require.
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