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“Outstanding.” “Wonderful content – incredibly useful.”   
“Keep up the good work!”

Our goal in 2017 was to expand the depth and breadth of our coverage and to 

continuously strive to make Fixed Ops Journal more valuable for our readers. The 

positive responses we’ve received confirm we’re serving a real need of fixed operations 

departments to obtain objective, reliable and relevant news and information that help 

improve their business.

From best practices to unconventional solutions, our readers are finding content 

they can put to work to elevate the service department’s contribution to the overall 

operation. We have set our sights on becoming an even more vital resource for fixed 

ops departments in the coming year. In 2018, we’ll present six big bi-monthly issues 

that explore opportunities that may be less than fully realized, and could hold the key 

to making a dealership’s service department a top performer.

In just two years, Fixed Ops Journal readers – whether at dealerships, automakers, 

vendors or allied businesses – have quickly discovered the value this publication 

brings to their enterprise.  We invite you to partner with Fixed Ops Journal to reach this 

powerful audience.

Sincerely,

Dave Versical

Editor

Fixed Ops Journal

Have a story idea? Share it with us, at dversical@crain.com

autonews.com/fixedops



MARKET  YOUR COMPANY
to decision-makers at every level of the dealership

WHAT THEY’RE SAYING
Fixed Ops Journal also hosts quarterly webinars. 

Here’s what recent attendees have had to say:

“Simply outstanding - exceeds my every expectation.  

thank you thank you thank you!”

“Forces us to think outside the box.”

“I will start using some of the content immediately.”

“Full of great information about today’s consumer  

and how to engage with them.”

THE AUDIENCE
• 31,468 dealers and manufacturers receive the 

magazine in print

• More than 160,000 readers receive it as a digital 

edition

• 80% of readers pass Fixed Ops Journal along to 

colleagues

• Of those who share their issue of Fixed Ops 

Journal, the majority are passing along to Service 

Managers (69%) and Parts Managers (40%).

Source, Automotive News research, 2016
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LEGAL LANE

 Mercedes-Benz store 
must pay for retaliating 
against repair shop

A Houston Mercedes-Benz store must pay a 

$939  jury award for retaliating against an in-

dependent repair shop whose owner testi� ed 

against the dealership in a customer arbitra-

tion case, the 5th U.S. Circuit Court of Appeals 

has ruled. 
� e court panel ordered the trial judge to re-

consider an award of $110,000  in attorney 

fees.
Heights Autohaus had bought discounted 

Mercedes-Benz parts from Mercedes-Benz of 

Houston Greenway until 2012. � at year, shop 

owner Mark Zastrow agreed to testify as an ex-

pert witness on behalf of an African-American 

couple in a racial and credit discrimination, 

contract and warranty arbitration against the 

store. 
� e couple had bought a 2006 CLK from the 

dealership.
“� e day before Zastrow was to be deposed, 

he alleges that a Mercedes Greenway employee 

called him and told him not to testify, warning 

that he would regret it,” the appeals court said. 

� e dealership claims it decided to sever 

ties after Zastrow’s testimony criticized and 

disparaged it.
Zastrow had sought $108,000 in economic 

damages and $1.08 million in punitive damages. 

� e outcome highlights the risks of not resolving 

con� icts early without litigation, said Zastrow’s 

lawyer, Reginald McKamie of Houston. 

“� is is a perfect example of a dealership 

not being reasonable and not stepping away 

from the situation and saying, ‘Did I do some-

thing wrong? Should I try to correct this situa-

tion now?’”
� e appeals court said the dealership’s 

statement about why it ended its business re-

lationship with Heights Autohaus supported 

Zastrow’s legal position. Dealership lawyers 

did not respond to requests for comment. 

 Ex-technician can press 
age-bias claim against 
Honda dealership 

� e British Columbia Human Rights Tribu-

nal is allowing a former journeyman mechan-

ic to pursue a claim that a dealership’s age dis-

crimination forced him to resign at 64.  

But the tribunal dismissed his disability dis-

crimination claim against Happy Honda in 

Burnaby, British Columbia.
Brian Sayer had worked at the dealership 

and its predecessors since 1983. He was one of 

the store’s two oldest senior technicians when 

he quit in 2016, the decision said. 
Sayer’s complaint alleged that the dealer-

ship’s general manager harassed the oldest 

techs, threatened to reassign them to express 

bays in the less accessible shop basement, 

called them “old man,” ignored their health 

problems and made “derogatory remarks” 

about Sayer. � e co-worker no longer is em-

ployed at Happy Honda.
� e dealership denied any bias. It said it had 

a “non-discriminatory reason” for transfer-

ring Sayer to the lower level that included 

placing an experienced technician near ap-

prentice techs. 
It also said its newly hired general manager 

had discussed Sayer’s retirement plans and 

“speci� cally advised him that he had a posi-

tion at Happy Honda for as long as he de-

sired,” according to the tribunal’s decision.

� e dealership denied using its planned 

move to a new location “to threaten or intimi-

date” Sayer.
Tribunal member Norman Trerise wrote in 

his decision that a hearing is required to re-

solve the con� ict about age bias, but said Say-

er didn’t show he su� ers from any disability.

“Given the stark discrepancies in the evi-

dence put forward, a hearing is necessary,” 

Trerise wrote.
Sayer’s lawyer, Catherine Keri of Vancouver, 

said: “� e next step in the process is to set 

dates for a hearing on the merits.” 

 Daimler can’t 
impose pay changes on 
technicians, union argues

Dealerships whose service technicians are 

represented by a union can’t make unilateral 

wage decisions for new employees, even 

when they are trying to hire techs quickly.

So says a lawyer for the International Associ-

ation of Machinists and Aerospace Workers, 

which won a labor dispute with Livermore 

Auto Group in Livermore, Calif.
� e group’s Ford-Lincoln dealership is now 

following a National Labor Relations Board 

order to bargain in good faith with the union 

that represents its full-time, part-time and 

lube technicians, according to an NLRB com-

pliance notice.
� e NLRB certi� ed the union as the techni-

cians’ exclusive bargaining agent in 2013, but 

the two sides haven’t agreed on their � rst con-

tract, says union lawyer Caren Sencer . � e 

NLRB approved a settlement last December 

that prohibits the store from refusing to bar-

gain in good faith.
Sencer says “ongoing negotiations” are tak-

ing place over an initial contract and about 

wages and hours.
� e union’s complaint accused the dealer-

ship of imposing unilateral pay and health in-

surance changes on service techs. 

� ese included a 40-hour workweek guar-

antee to one technician, an hourly-plus-� at-

rate production bonus for new hires and a pay 

increase for a di� erent technician, the union 

said.
Sencer says many dealerships lack stan-

dardized initial pay rates for new techs, which 

causes labor problems when they’re trying to 

hire techs. 
“When you have the union there, you can-

not unilaterally act,” she says.
A lawyer for the dealership did not respond 

to a request for comment.

— Eric Freedman      foj@autonews.com
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5 Interview by Dave Versical

minutes with ... Mike Yale, service and parts director, Porsche North Houston
ike Yale, 52, joined Porsche North Houston in December . He’s been a service adviser, service manager and parts and service director throughout most of his 30-year career, including 12 years at AutoNation dealerships and a year with Asbury Automotive.

In July, Porsche North Houston moved to a new, 600,000-square-foot building along Interstate 45. It’s the � agship store for the indiGO Auto Group. 

On adopting a “tighter ship” mentality in � xed ops as U.S. vehicle sales slow I think you should feel that way every day. Watching expenses all day, every day is im-portant. Making sure you’re sta� ed properly, not oversta� ed. It’s really easy to hire and sta�  up. But it’s not as easy going the other way. 
On being one of the few authorized Porsche Classic repair centersClassic is huge. We have so much opportunity with Classic. I’m super jazzed about that. I want them all. We can get the parts for them. We’ve got technical support for it. � e train-ing’s out there. It’s adding a whole other reve-nue stream to this business, which is really ex-citing to me.

On Porsche customers I have friends and colleagues who do the Gen-eral Motors thing, and our experiences every day are very di� erent. � e education level of our customer, the income level of our custom-er is very, very di� erent. But we’re still a bou-tique kind of franchise. � ese customers are willing to pay for service, but you have to de-liver that service. 

On what pleases customers � e small things like the steering wheel covers (which are installed as each car enters the ser-vice lane). When they need to be cleaned, we send them out to the dry cleaners, bring them back and they’re ready to go again.Providing a place that’s comfortable, that’s nice, where customers can sit and wait if they 

want. Our loaner � eet is exclusively Porsche. 
On his service advisers’ compensation� ey get a base, and then they get a percent-age of gross pro� t — customer pay and war-ranty — and then they get a little bump for CSI. It’s a fairly simple pay plan. 

On recommending service that customers don’t need 
I make it clear that there’s zero tolerance for that. It’s stealing, that’s what it is. You’re gone. You’re done. � ere’s no question about what happens next. You just don’t work here.

On service shops that never fail to � nd some-thing wrong with a carWhat does that do to the brand? � ey (cus-tomers) think, “What a pile of crap I’m driv-ing. Every time I go in there they’ve got a list of stu�  I need to � x.”

On his toughest management challenges  It’s not the customers; I know what they want. 

It’s the employees; that’s always the most di�  -cult part. Service advisers are di� erent than technicians. Parts people are di� erent than all of them. You have to understand how each group thinks in order to serve them and re-move the roadblocks that they see every day that keep them from being successful.
On technician pay
We have a true, true team system here with technicians. We pool the hours. Everybody is paid eight hours a day. At the end of the month, everything over and above, we give them a third check. It works pretty good.� ere’s no more of this, “I’ve been working on rattles and squeaks for two weeks now. I ain’t got an annual service [job] in a month, but your boy over here, he’s getting them all.”I haven’t had that conversation since I start-ed working here. It’s so refreshing. � ere’s no excuse for not � xing that car right. Because if it pays four hours under warranty and it takes you six, you got six. You’re going to get paid. � is is the way this industry is going to go. 

M

Service Counter: A statistical snapshot of the 

fixed ops space

Profit Builder: Innovative ways and creative tips 

for dealers to profit in the fixed ops world

Fixed Ops Profile: The personalities behind fixed 

ops solutions

5 Minutes With: One-on-one interviews with 

fixed ops professionals

Shop Talk: Standing question with service 

department experts

Legal Lane: Listings of ongoing legal issues  

in the service world

IN EVERY ISSUE:

EDITORIAL CALENDAR

FEBRUARY 19 Ad close: Jan. 24 APRIL 16 Ad close: March 21

Quick Service: Fast-lane operations are a growing 
profit center, but they require careful preparation and 
investment in people and equipment.

• Do you integrate quick lanes into your overall 
service operations or keep them separate?

• How best to compete with aftermarket providers –  
on price, on quality of service, brand image?

Plus:  Tips to upsell customers on additional  
services without turning them off.

Reconditioning: As new-vehicle sales decline, 
dealerships are looking to sales of used cars and trucks 
to pick up the slack.

• How to deal with the glut of off-lease vehicles 
coming on the pre-owned market?

• What’s the best way to track recalls of “other” 
brands, to make sure you don’t inadvertently sell a 
lemon?

Plus: Tip for building a reconditioning department  
that can turn cars quickly and cost-effectively.

JUNE 18 Ad close: May 23 AUGUST 20 Early ad close: July 18

Collision Repair: It’s a $36 billion annual business, yet 
only about two of every five franchised U.S. new vehicle 
dealerships operate collision repair centers.

• What sort of investment does creating and 
maintaining a competitive body shop require?

• What are the best strategies for competing with 
aftermarket shops?

Plus: Tips to help you find and train collision repair 
specialists.

Recruitment and Training: Make sure your service 
department and technicians are keeping up with the 
complexity of new vehicles.

• How can you find top mechanics and service writers 
at a time of chronic shortage and rapid turnover?

• Do you need to rework your pay plans for a new 
generation of employees?

Plus: Tips for partnering with local schools on  
a tech training program.

 
Bonus Distribution: Fixed Ops Journal Forum/NACE/
Automechanika in Atlanta.

OCTOBER 22 Ad close: Sept. 26 DECEMBER 17 Ad close: Nov. 21

Tools of the Trade: A look at the latest and greatest 
technology for service departments.

• Have you moved beyond traditional diagnostic and 
repair tools in your service bays?

• Are you investigating better ways to stay in touch 
with service customers?

Plus: Tips on which digital devices and services  
are must-haves, and which are simply hype.

Wholesale Parts Sales: Turn your dealership’s parts 
counter into a revenue generator by selling parts to 
customers and aftermarket providers.

• What kind of online presence do you need to 
advertise parts sales?

• How can you clear your inventory of parts you no 
longer need or want?

Plus: Tips for coping as factory return rules get 
tougher.

autonews.com/fixedops



• Fixed Ops Journal is sent as a digital 

edition to all Automotive News 

subscribers, and to all registered users of 

the Automotive News website.

• Digital edition sponsor receives: Full page 

ad adjacent to the front cover, skyscraper 

ad, logo on autonews.com homepage, 

email leaderboard, iPad unit and 

“compliments of” recognition on digital 

edition email.

480,000 impressions

$6,000 net per publish date

 Full page ad
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ric Silcox wanted to attract parts 

buyers who don’t “necessarily want 

to deal with a dealership.” 
So two years ago, the � xed opera-

tions director of Ed Morse Delray Toyota in 

Delray Beach, Fla., launched a website just for 

the dealership’s stockroom. 
Instead of using the dealership’s traditional 

website branding, Silcox opted for a generic 

homepage banner and an inconspicuous web 

address: thetoyotapartsdepot.com. 

Visitors can order parts from a catalog by a 

vehicle’s year, make and model, and can buy 

factory or aftermarket parts through the on-

line payments system PayPal.
� is year, Silcox says, the site’s sales have sur-

passed $20,000 a month. Online contacts also 

lead to wholesale and over-the-counter parts 

purchases from the dealership, he adds.

� e website’s domain name helps to reach 

parts buyers who might otherwise avoid fran-

chised dealerships, such as small-business 

owners or do-it-yourself mechanics, Silcox says.

“� ey think the pricing wouldn’t be com-

petitive or that we wouldn’t want to be com-

petitive,” Silcox told Fixed Ops Journal. 

Several technology vendors, including Sim-

plePart, TradeMotion, PartSites, OEConnec-

tion and RevolutionParts, help dealerships 

build, market and maintain parts websites 

and can automate some sales processes.

Cole Getzler is CEO of SimplePart, which 

works with dealerships and automakers to sell 

parts online. Getzler says his Atlanta company 

has about 1,000 dealer clients who operate 

websites — separate from the dealership’s 

homepage — just for parts sales.
SimplePart charges dealerships $300 

a month, plus a one-time $100 setup 

fee for its base plan. Advertising ser-

vices cost $450 a month for advertising 

and a $300 setup fee. A dealer who 

wants to “maximize sales,” Getzler says, 

will pay SimplePart 10 percent of its 

gross parts sales and a $750 setup fee.

 “In any brand, you’ll � nd � ve to 10 

[dealer] heavyweights that have ei-

ther been there for a long time or have 

very recently bought their way in,” 

says Getzler, who founded SimplePart in 2007. 

“� ose � ve or 10 dealers for that given brand 

are selling 75 to 90 percent of what all dealers 

of that brand are selling.”
Getzler says dealers who are new to selling 

parts online often aim for big-volume sales at 

cheap prices. Because there’s a steady stream 

of newcomers, he adds, the online market-

place is increasingly competitive.
SimplePart constantly � ne-tunes its market-

ing strategy to ensure that its clients’ parts in-

ventories are visible on Internet search 

engines such as Google and Bing.
“A long time ago, to sell online you 

had to go where visitors are — which 

meant you had to be on eBay, most-

ly,” Getzler says. “You had to be part 

of the marketplace to sell.
“Today, the average person has a 

mobile device that they will speak to 

or shout at or wave their arms at or 

type an inquiry into,” he says. “Which 

means that the place where your cus-

tomer is, is di� erent.”
For Ed Morse Delray Toyota, showing up in 

search engine results made a di� erence. � e 

dealership’s parts website didn’t generate  

see  ONLINE , Page  35

PARTS CYBERCOUNTER
 High-volume dealerships mute their identities for online sales

URSULA ZERILLI
uzerilli@crain.com

E

Getzler: Sell on 
search engines

Ed Morse Delray Toyota in 
Florida operates a dedicated 
website for parts sales with 
monthly revenue of more than 

$20,000. Below, the website’s 

banner.

URSULA ZERILLI

VIDEO: Lessons 
from online parts 
ventures: 
autonews.com/
morsevideo

PAGE 16    JUNE 2017

FIXED OPS JOURNAL

anley Subaru East  overhauled its service marketing strategy last year, putting most of its e� ort into email and other online platforms. � at was a marked change from the suburban Cleveland dealership’s previous reliance on direct mail. 
Instead of just trying to sell more service and parts, though, the dealership also emphasizes selling itself as a good neighbor and active supporter of community causes, through its website and social media. Ganley Subaru East sponsors such communi-ty events and institutions as the local humane society and county park system. At a winter fes-tival last January, the store donated six blocks of ice carved in the shape of a Subaru Outback. � e dealership posts photos and videos from these events on YouTube, Facebook and other social media outlets as well as on its own site. 

One video captures employees singing “Put a Little Love in Your Heart” to promote Suba-ru’s annual Share the Love charity event; ser-vice technicians drop their wrenches at the end. Another video shows dealership employ-ees frozen in position in a “mannequin chal-lenge.”

Service links
People who click on these social media posts are redirected to the dealership’s web-site. Phil Almas, the store’s service manager , said that e� ort has attracted new customers and helped turn around an underperforming service department.

Almas says his shop’s number of custom-er-paid, � at-rate service hours rose from 1,303 in the � rst quarter of 2016 (not including inter-nal or warranty work), to 2,167 hours in the � rst quarter of this year — a 66 percent increase.  Moreover, the e� ective hourly rate that service customers paid climbed from $77.66 to $87.78 , Almas adds.  
He says total customer-pay service is up 168  percent year over year, although he declines to divulge revenue numbers. “We’re just driving people through social media channels to our website, where they elect what they want to look at and purchase 

and elect to do business with us,” Almas says. “It looks like it’s working.” Tra�  c on Ganley Subaru East’s website has increased by 36  percent in the past year, and visits to service-related pages have jumped 31  percent. “� at is more exposure for all the departments and the more [service] leads we can get,” Almas says.
� e dealership displays Subaru vehicles at community events. Employees hand out sales and service brochures and award deal-er-branded prizes for contests.“� is industry is typically one where there is not a lot of trust from the public,” says Brittany Klucaric, the marketing manager  of Ganley Subaru East and another store in the 29 -deal-ership Ganley group.  “Getting involved in community events is a way of locally branding us and getting our fac-es out there, so people can see us on a personal level and see that we do give back,” she adds. � e dealership’s exposure through social media helps the service department recruit technicians, Almas says.  Job candidates “want to join our team because of how in-volved we are and how much fun it must be to work here,” he says. 

Visibility at community events also brings non-Subaru owners to the service depart-ment, Klucaric says.
 “If we’re at an event and we’re talking about our brand, and they say, ‘Oh, I don’t drive that,’ that’s a great opportunity to give them an 

express service brochure and say that we ac-tually do all makes and models,” she says. “We say, look at all the great things we can o� er you that you can’t get at the quick-lube stop or independent shops.”

Targeted selling Ganley Subaru East’s service department doesn’t advertise its specials on social media, Almas says. Nor does it market by text messag-ing, which it uses mainly to communicate with service customers about appointment con� rmations and reminders, status updates and repair estimates. “We want to be a choice that you make and not always trying to sell you something,” Al-mas says. “We want to sell who we are, not our product.”
Instead, he says, the dealership relies main-ly on emails that promote specials or o� ers that are targeted to speci� c customers based on their vehicles’ age and service history.  While direct-mail postcards mainly attract-ed customers who wanted the deal of the month, Almas says, the digital marketing ap-proach brings in more customers who pay full price for service and repairs.“Digital marketing is what brings back cus-tomer-paid business,” he says. “When you stop giving away the farm to get a customer to buy an hour [of labor] and you start selling your hours at full rate, that’s where you get the kind of growth we have.” 

STRATEGY OVERHAUL Dealership taps local roots, social media to gain customer pay work
RICK POPELY
foj@autonews.com

G

Service technicians at Ganley Subaru East drop their wrenches at the end of an online promotional video
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