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WE CARE SAFETY FLAPS

1. ACTIVITY ANALYSIS
What does this analysis do?
This analysis shows you the amount of patents that are published each year in your
patent pool.
How does it work?
For every patent in the patent pool, the publication date (application date, granted date
and first priority date possible in configuration) is extracted and a cumulative chart is
made.
What does it tell me?
The number of patents published per year about a technology is linked to the so-called
S curve of that technology. Meaning that when the curve is going up, the technology is
evolving very fast and still in an early phase (trend spotting). When the number of
patent starts to diminish the technology has advanced to a more mature state and is
ready for the majority of potential customers. Usually the S curves are compounded on
an activity chart, giving you insights into several generations of technology.
It is important to note that there is no normalization for the total amount of patents
per year published worldwide (which is also increasing each year).

ACTIVITY
ACTIVITY (PUBLICATION DATE)
This chart will help you analyze the amount of patents per year in your patent pool to give you a better
understanding of the timeline of publication activity within your patent pool. The year corresponds to the
publication date for granted patents.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

2. GEOGRAPHIC ANALYSIS
What does this analysis do?
The Geo analyses list the patents per country where the patent is filed or the filing
applicants or inventors is located.
How does it work?
Each patent has a field that mentions the country of the patent/applicant/inventor. This
data is used for cumulative analysis and plotted in a world map. If there are multiple
applicants/inventors based in different countries for one patent, the patent will be
included in each of the country counts (so in the world map, a single patent can be
counted more then once if you choose Applicant or Inventor).
What does it tell me?
Since the address of the patent usually corresponds to the R&D center of the company
that took the patent, it gives an overview of where the knowledge centers are located
in the world. The difference with the Prefix is that it shows where patent documents
are filed, whereas Applicant/Inventor shows where applicants/inventors that filed the
patents are located.

GEO
GEO (PREFIX)
The following diagram shows where the patent is located based on the country prefix, applicant country or
inventor country. This diagram can help best determine the territorial markets which the field is prominent
in or which markets have opportunities for development.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

GEO
GEO (APPLICANT)
The following diagram shows where the patent is located based on the country prefix, applicant country or
inventor country. This diagram can help best determine the territorial markets which the field is prominent
in or which markets have opportunities for development.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

GEO
GEO (INVENTOR)
The following diagram shows where the patent is located based on the country prefix, applicant country or
inventor country. This diagram can help best determine the territorial markets which the field is prominent
in or which markets have opportunities for development.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

COUNTRY
COUNTRY
This diagram lists the patents per country where the filing applicant is located. This diagram can help best
determine the territorial markets which the field is prominent in or which markets have opportunities for
development.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

3. TEXT ANALYSIS
What does this analysis do?
The text analysis generates words that give in-depth insight into your patent pool.
How does it work?
Using syntactical interpretation of the English sentences, it extracts the nouns, verbs
and adjectives which have high importance in the patent text. Based on your
configuration, the analysis counts the number of times a word (combination) appears in
your patent pool. This analysis can also search in the vicinity of other words, helping to
optimize your search. Note that this analysis only works well with English language
patents.
What does it tell me?
This very powerful tool can help you to get useful information out of your patent pool
without having to read a single patent.
Depending on the settings, you may:
• Give a quick overview of the core content of the patents (noun groups or products
on title)
• Give an overview of the applications and variations of a certain component
(adjectives near that component)
• Give an overview of possible technologies that are resulting in a certain function
(noun groups near that function)
• Give an overview of the specific language of a domain and helps you to understand
patent text (glossary)
• Give an overview of the problems within a domain (problem)
• Give an overview of components of a process or product (components)

TEXT
TEXT (NOUNS)
Find words that occur often in the patent texts. Analyzing the recurring words in the patent texts within your
pool can help you best strategize the word choice within your patent application.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

4. INVENTOR ANALYSIS
What does this analysis do?
The analysis counts the number of patents per inventor your patent pool.
How does it work?
Inventor data are extracted from the bibliographic data. When multiple inventors are
present, the list is split into individual items. An intelligent text comparison algorithm is
used to merge inventors which are probably the same (i.e., in the case of spelling errors
or abbreviations).
What does it tell me?
If your patent pool is related to a certain technology, the top inventors are those people
you would like to be in contact with to discuss the technology of interest or to
cooperate with. The analysis shows the experienced R&D professionals in a given
domain. Search their contacts on LinkedIn or other public resources.
By doing an overlay with other analysis (e.g., Technology, Keyphrase, Code,…) you’ll get
a quick insight into which person within a company is working on which topic.

INVENTOR
INVENTOR
Find out who are the main inventors in your patent pool. Inventors are a key resource in the generation of
patents and it is therefore important to understand who are the top inventors and their corresponding
contributions to the field of your patent pool.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

5. ACADEMIC ANALYSIS
What does this analysis do?
The analysis counts the number of patents where universities, colleges, schools or
institutes are described as applicants in the patent pool.
How does it work?
The analysis extracts academic players from the available bibliographic data based on
the occurrence of the following keywords: “university”, “institute”, “school” or
“college”. When multiple applicants are present, the list is split into individual items. An
intelligent text comparison algorithm is used to merge applicants which are probably
the same (i.e., in the case of spelling errors, abbreviations or company type suffixes).
What does it tell me?
If the patent pool in your report is related to a given domain, the academic institutes in
the analysis have patent activity in this domain.

ACADEMIC
ACADEMIC
Find schools and universities which are taking patents. Knowing which academic institutions are accepting
patents can help you better understand opportunities for development as well as how to best strategize
your patent application process.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

6. APPLICANT ANALYSIS
What does this analysis do?
The analysis counts the number of patents per applicant in your patent pool.
How does it work?
Applicant data are extracted from the bibliographic data. When multiple applicants are
present, the list is split into individual items. An intelligent text comparison algorithm is
used to merge applicants which are probably the same (i.e., in the case of spelling
errors, abbreviations or company type suffixes).
What does it tell me?
The Applicant analysis shows the major applicants in for your topic of interest. If the
patent pool is related to patents expressing a core technology, the resulting companies
are the major technology providers or users for that technology.
By doing an overlay with the Activity/Code analysis you’ll be able to quickly compare
the activities of the companies, and see which players have emerging activities in your
patent pool.

APPLICANT
APPLICANT
Find out who are the main applicants in your patent pool. Applicants are a key resource in the generation
of patents and it is therefore important to understand who are the top applicants and their corresponding
contributions to the field of your patent pool.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

APPLICANTS VS TIME
APPLICANTS VS TIME
Plots the number of patents per applicant versus time in years.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

7. COMPANY ANALYSIS
What does this analysis do?
The analysis counts the number of patents per company (= applicant without inventors)
in your patent pool.
How does it work?
Applicant data are extracted from the bibliographic data. When multiple applicants are
present, the list is split into individual items. An intelligent text comparison algorithm is
used to merge applicants which are probably the same (i.e., in the case of spelling
errors, abbreviations or company type suffixes).
Inventors in the applicant field (especially in US patents) are filtered so you only see the
companies.
What does it tell me?
The Company analysis shows the major companies in for your topic of interest. If the
patent pool is related to patents expressing a core technology, the resulting companies
are the major technology providers or users for that technology.

COMPANY
COMPANY
Find only companies which are taking patents (inventors are excluded). Knowing what companies are
accepting patents can help you better understand opportunities for development as well as how to best
strategize your patent application process.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

8. DOMAIN ANALYSIS
What does this analysis do?
The domain analysis plots out the different domains found in the patent pool on a map
of cells. Each color and approximate position relates to a larger domain.
How does it work?
The analysis starts automatically when clicked. The analysis extracts the classification
codes at Subclass level, generates a domain description and subsequently clusters the
domains at Section level.
What does it tell me?
This analysis indicates which domains are described in your patent pool. You can find
different domains that are similar to yours based on their classification code
combinations.
If you have a specific problem, you could find which other similar domains have already
solved your problem.

DOMAIN
DOMAIN
Find which domains are present in your patent pool

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

9. CODE ANALYSIS
What does this analysis do?
The code analysis gives an overview of the classification codes that are given to the
patents in the patent pool.
How does it work?
Individual classification codes are extracted from the bibliographic data. The Code
analysis analyzes the classification codes at one level, by default the MainGroup level.
The analysis can also be reconfigured to analyze classifications codes at Section,
MainClass or SubClass level, or in full detail (i.e., the exact code). Reconfiguration can
be done by clicking on the gear icon in the analysis box on the Analysis page, or by
clicking on Actions > Configure on the Visualization page.
The counts shown for each classification code are the number of unique patents using
this code.
What does it tell me?
Codes give a quick insight in the technological content of the patents (other useful
analyses are technology analysis, field analysis and text analysis)
Codes can represent technologies, applications or combinations of these. The results of
the analysis thus give insight into which applications and technologies are linked to
your search term. Depending on the wanted outcome you can choose to extract the
fitting codes and screen them further or use them for a new iteration in your search.
Selection is done manually.

CODE
IPC CODE (FULL)
Analyze codes for your patent pool to best understand the categorical divisions within your patent pool.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

10. KIND CODE ANALYSIS
What does this analysis do?
This analysis shows you the different kind codes per country prefix in your patent pool.
How does it work?
For every patent in the patent pool, the kind codes for all the publications of the patent
are extracted and a chart is made.
What does it tell me?
A patent (application) can have several publications. For each type of publication, there
is a kind code defined which is different per country.
The meaning of a kind code can be found in the legend.
For example, you can quickly get the granted EP patents by clicking on kind code B1 of
the EP patents.

KIND CODE
KIND CODE
Analyze patent kind codes per country prefix

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

11. MAINGROUP CODE ANALYSIS
What does this analysis do?
This analysis clusters the result of a biblio/text analysis based on another blbio/text
analysis result. The colors indicate the different clusters created.
How does it work?
The analysis starts after you have selected the biblio/text analyses. The cluster analysis
extracts the top results from the analysis and divides them into categorical divisions
within your patent pool.
What does it tell me?
The analysis allows you to get insight into how items (applicants/inventors/text/...) are
grouped.

MAINGROUP
MAINGROUP
Analyze codes for your patent pool to best understand the categorical divisions within your patent pool.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

12. PATENT VALUE ANALYSIS
What does this analysis do?
The Patent Value analysis helps you to quickly screen a pool of patents that is too large
to screen manually. It will find the most important and valuable patents, allowing you
to quickly get information on what is happening in your selected domain.
How does it work?
All patents are scored based on 3 criteria: amount of forward citations, recency and
family size. That score is then translated to a graphical and table view for interpretation.
Only the top 100 patents are shown in larger data-sets. On smaller data-sets, all patents
are shown in the scored order.
What does it tell me?
The Patent Value analysis helps you to find the most valuable patents in a patent pool.
It does so by taking into account the amount of forward citations, the size of the patent
family and the recency of publication. This analysis is a very powerful tool that allows
you to quickly screen large data pools and rapidly develop good insight into a topic.

VALUE OVERVIEW
TOTAL VALUE

$24,150,000 (USD)
MIN TOTAL VALUE

$1,500,000 (USD)
MAX TOTAL VALUE

$3,850,000 (USD)
AVG TOTAL VALUE

$2,415,000 (USD)
SIMPLE FAMILIES

10

PATENT VALUE
PATENT VALUE
Find which of the patents in your patent pool are most valuable. Valuation calculated represents the value
for a simple patent family.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

PATENT VALUE
RANK

PUBLICATION #

PUBLICATION DATE

TITLE

VALUE

1

US3953053A

27 Apr 1976

Mud flaps for automobile fenders

$3,850,000

2

US5048868A

17 Sep 1991

Mud-flap attachment device

$3,600,000

3

GB1253816A

17 Nov 1971

Improvements in and relating to mud flaps for motor vehicles

$2,900,000

4

US2009273176A1

05 Nov 2009

Retractable Mud Flap For Vehicles

$2,600,000

5

GB996138A

23 Jun 1965

Improvements relating to mud flaps for vehicles

$2,350,000

6

CA2603599A1

22 Mar 2008

Vehicle mud flap with fender fold clamp

$2,150,000

7

US2008001390A1

03 Jan 2008

Vehicle mud flap with fastening tab

$2,050,000

8

GB1222725A

17 Feb 1971

Improvements in vehicle splash guards or mudguards

$1,650,000

9

US9126531B1

08 Sep 2015

Safety mud flap

$1,500,000

10

US9016912B1

28 Apr 2015

Lighted mud flaps for cars, trucks and off-road vehicles

$1,500,000

13. TECHNOLOGY ANALYSIS
What does this analysis do?
Give an overview of the technologies / industries that are described in your patent
pool.
How does it work?
The analysis will search for technologies listed in your patent pool. Classification codes
are mapped to technologies by the analysis. The technologies are clustered in groups.
The clustering algorithm takes codes that are very similar to each other together in
order to form technological areas.
What does it tell me?
The interpretation is very similar to the interpretation of the Code analyses (indeed, the
analysis is based on the same data). Thus, this analysis gives an overview of the
technologies that are described and/or the applications that use the technologies.
Technology fields are defined according Schmoch's classification (WIPO, 2010) and rely
on the International Patent Classification (IPC) codes contained in the patent document.

TECHNOLOGY
TECHNOLOGY
Analyze which fields and technological areas are used most within your patent pool

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

14. COMPANY LINK ANALYSIS
What does this analysis do?
The company link analysis finds out which domains link companies together. The
companies are taken from the current patent pool. The domains are collected for each
company and then be checked which companies share the same domains.
What does it tell me?
This analysis shows the most relevant domain links and reveals in which domains
companies could be sharing information.

COMPANY LINK
COMPANY LINK
Find domain links between companies

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

15. EVOLUTIONARY POTENTIAL ANALYSIS
What does this analysis do?
The analysis maps standard properties of a patent pool. Every property is backed up with a list of synonyms. The
software extracts which properties are described most in the patent text and which properties have not yet been
explored. Note that only English words are used for analyzing purposes. Patents using non-English texts will have
very low hit rates. This analysis can also search in the vicinity of other words, helping to optimize your results.
What does it tell me?
This analysis can help you to complete the fourth step in the AULIVE Methodology, the DNA variation. The plot
shows the current properties of your patent pool and the potential for variation still left open. Variation of the
properties of your system can lead to value creation based on the addition of new or improved functionalities.
Doing the same analysis on different pools and overlaying them gives the possibility to compare the evolution of the
two patent pools. This can be useful if you want to compare the degree of innovation of 2 companies that work on
the same topic.
What is the difference between Nominal and Relative?
For each property in evolutionary potential, we have a list of words (e.g. Fragmentation: break,powder,section,…).
We check how many patents in the patent pool have these words, this is the Nominal value (Count). This gives us an
indication of how many patents are related to the property in the patent pool.
To calculate the Relative value (Weight), we divide the Count with how many patents also have these words in the
total patent database.
Weight = Count/GlobalCount
This give us a better indication of what the potential is for the property (e.g. Fragmentation) in your patent pool.
How lower the weight, how higher the potential of innovation. The white space in the visualization indicates the
innovation potential.

EVOLUTIONARY POTENTIAL
EVOLUTIONARY POTENTIAL
Find which properties have been explored to best determine indications of potential growth as well as
opportunities for further development.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

16. FIELD ANALYSIS
What does this analysis do?
This analysis maps the fields mentioned in your patent pool.
How does it work?
Every field is backed up with a list of synonyms. The software extracts these synonyms
from the patent text. Note that only English words are used in the analysis. Patents
using non-English texts will have very low hit rates. This analysis can also search in the
vicinity of other words, helping to optimize your results.
What does it tell me?
This analysis is valuable if processes or functions are being explored, or if problems
need to be solved. It gives an abstract overview of the possible ways to realize
something and can often introduce new trains of thought to your problem solving
process. For improving the results and minimizing the noise, use the proximity feature
of the analysis to search only in the neighborhood of certain words.

FIELD
FIELD
Discover which fields are used the most in the patent texts

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

17. UNIT FIELD ANALYSIS
What does this analysis do?
This analysis gives insight into the distribution of units for current, temperature, voltage
etc. in your patent pool.
How does it work?
Unit Field analysis search within the patent texts for symbols expressing units related to
a size, temperature, pressure, current, voltage, frequency, power, ... .
What does it tell me?
You can learn which units is most common for a selected parameter and technology.
You can after this analysis explore a specific unit with the corresponding Unit analysis.

UNIT FIELD
UNIT FIELD
Gives you an overview of the different units used in your patent pool

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

18. CONNECTIONS ANALYSIS
What does this analysis do?
The connection analysis helps you find applicants/inventors in your patent pool that
have co-operated on one or more patents.
How does it work?
Every patent document in your patent pool is searched for applicants/inventors. The
visualization shows only the top applicants/inventors which have co-operated. Every
line connects two applicants/inventors together.
By clicking on an applicant/inventor name, you can see all the patents of that
applicant/inventor in your patent pool. By clicking on the dot of one applicant/inventor,
you can easily see with whom they have co-operated on a technology. Now you are also
able to click on a line to see the patents where these applicants/inventors co-operated
on a technology.
What does it tell me?
The connection analysis helps you to quickly get an understanding of the
applicants/inventors that work together on the technologies or products in your patent
pool. It does so by showing with whom they co-operate and how many patents each
applicant/inventor published together with another.

CONNECTIONS
CONNECTIONS (APPLICANT)
Find out who is connected with each other within your patent pool.

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

19. GLOSSARY ANALYSIS
What does this analysis do?
Lists the acronyms found in the patent pool.
How does it work?
Acronyms are extracted out of the patent pool.
What does it tell me?
It gives a quick overview of the specific language of a domain. This is an excellent
analysis to check if your group of patents is on topic or if it still needs some
adjustments. Sometimes technologies are abbreviated, in this aspect this can be a great
technology analysis also.

GLOSSARY
GLOSSARY
Find abbreviations and their explanations in patent texts

This data has been gathered from patent databases around the world with a special focus on the
keywords of your patent pool.

SAFETY MUD FLAP

US9126531B1
A safety mud flap for trucks or other vehicles includes a plurality
of integral lights. A first set of lights is configured as a series of
sequentially sized outlines of directional arrows, preferably yellow
or amber in color, and is activated as a turn signal (e.g., with the
arrow outlines going from smaller to larger), or as hazard lights. A
second set of lights is in the form of a larger outline of a
directional arrow configured around the first set of arrows, is
preferably white in color, and is illuminated only when the vehicle
is backing up. An audible backup beeper or alarm is preferably
co-located within the series of arrows, and is also activated when
backing up. A third set of lights is configured as a running
light/brake light in the form of a separate red circle or oval
preferably located near the bottom of the mud flap. Each set of
lights is connected to the corresponding circuit in the vehicle's
wiring system.

LIGHTED MUD FLAPS FOR CARS, TRUCKS AND OFF-ROAD VEHICLES

US9016912B1
A mud flap that is fitted with a number of LED lights that
illuminate the mud flap and any designs that may be on the flap.
The lights also provide a safety feature, as the illuminated mud
flaps help make a vehicle easier to see in dark driving conditions.
Moreover, it is possible to connect the mud flap circuits into the
brake light system to illuminate a set of red lights when braking to
improve visibility. The mud flap is built up using a front rubber
piece, a back rubber piece and a clear plastic insert that provides
spacing for the LED bulbs. The back rubber piece is thicker at the
top to maintain the proper spacing and shape. The mud flap is
held together by rivets or glue, depending on the material used.

RETRACTABLE MUD FLAP FOR VEHICLES

US2009273176A1
A mud flap for land vehicles, comprising at least one drive
element (4) cooperating with the mud flap (1) for pivoting thereof
to a desired position around the vehicle wheel.

VEHICLE MUD FLAP

CA2366081A1
A mud flap is provided for a vehicle which comprises a panel
member of rubber having a top mounting end for securement
within the wheel well of a vehicle, a bottom free end having a
metallic accent plate supported thereon and respective inner and
outer sides extending between the ends of the panel member.
Means are provided to protect the metallic accent plate from
being dented by rocks thrown onto the mud flap from between a
pair of dual wheels for which the mud flap is intended to be used.
In one embodiment, stiffener members are provided to prevent
dentin g of an accent plate which extends fully across the panel
member. In another embodiment, the accent plate is protected
from denting by providing a flexib le central portion in the mud
flap in alignment with the mating surfaces of the dual wheels to
allow the mud flap and accent plates supported thereon to return
to an unflexed and unbent position after a rock has been thrown
against the mud flap.

METHOD FOR FIXING A MUD FLAP TO A MOTOR VEHICLE, A MUD FLAP AND A DEVICE FOR
PERFORMING THE METHOD

US4629204A
A mud flap member with a main flap body and an adapter
protrusion extending from the upper end of the main flap body is
fixed to a motor vehicle body by a portion of its adapter protrusion
in such a way that between the motor vehicle body and the
adapter protrusion gaps are formed which are too large to
substantially retain water therein by capillary action. These gaps
are created by providing projections on the surface of that portion
of the adapter protrusion in contact with the motor vehicle body or
interposing a spacer having such projections between the mud
flap and the motor vehicle body.

VEHICLE MUD FLAP ASSEMBLY

EP0001902A1
A vehicle mud flap assembly comprising a resilient flap having
front and rear faces and a plurality of aperatures and at least two
fastening devices. Each fastening device comprises a clamping
element, a bolt having a bolt head and a shank and a nut. The
fastening device (16) is located against the rear face of the flap
(13) and the shank of the bolt extends through the clamping
element and through one of the apertures (15) in the flap. Either
the bolt head or the nut is located adjacent and keyed to the
clamping element. The clamping element comprises a disc
having an annular wedge surface (28) facing the rear face of the
flap which forms an annular tapering lead in for entry of a vehicle
panel edge between the flap and the clamping element.

MUD FLAPS FOR AUTOMOBILE FENDERS

US3953053A
A mud flap for a fender of a vehicle having a web integral with an
upwardly extending projection for securing the mud flap to a
fender. A reinforcing metallic element is provided on the
projection for mounting the mud flap on the fender so that it
depends therefrom vertically regardless of the curvature of the
fender. The reinforcing element is bent relative to the plane of the
mud flap to position the mud flap on the fender so that it depends
vertically. The reinforcing element or a pair of jaws or clamps may
be used to secure the mud flap to a fender or car body.

IMPROVEMENTS IN AND RELATING TO MUD FLAPS FOR MOTOR VEHICLES

GB1253816A
1,253,816. Mudguards. R. CUEVAS. 12 Dec., 1968 [22 Dec.,
1967; 21 Oct., 1968], No. 59135/68. Heading B7J. A vehicle
wheel mud flap comprises a flap portion 11 attachable to a
vehicle wing 6 by means of a ball-and-socket joint formed by two
substantially trapezoidal jaws 1, 2 each having a concave part
and a flat base part with a U- shaped spacer 8 placed between
the jaws, and screws 4, 5 passing through the jaw 1 and one leg
of the spacer to bear upon the other leg, thus clamping the wing
6 between two flat surfaces. A square hoop 3 acts as a retaining
pivot so that when the screws 4, 5 grip the edge of the wing 6 the
ball 7 of the joint is gripped between the concave parts of the
jaws 1, 2. The ball 7 is mounted on a tube 9 in which is fitted a
bead 10 on the flap portion 11. In a second embodiment (Fig. 3,
not shown) lugs are situated on the leg of the spacer where the
screws bear such that when the screws are tightened the lugs
grip and slightly punch the wing. Also in this embodiment an
inwardly projecting lug is mounted on a jaw which lug will
penetrate slightly into the ball. Moreover the flap portion has slots
connected by screws to an arm carried by the ball.

IMPROVED MUD FLAP FOR A VEHICLE

GB1072496A
1,072,496. Mud flaps. J. A. MIERS, [trading as NEWHAM
RUBBER CO.]. May 23, 1966 [May 24, 1965], No. 21813/65.
Heading B7J. [Also in Division G5] A mud flap comprises a sheet
of flexible, e.g. rubber, material formed with a recess 3
surrounded by a lip 4 which serves to retain a motive-bearing
plate 5 of synthetic plastics material. The sheet may be made
from two layers 1 and 2 of hard and soft rubber vulcanized
together, the layer 1 embedding a sheet of fabric reinforcement.

IMPROVEMENTS RELATING TO MUD FLAPS FOR VEHICLES

GB996138A
996,138. Mud guard flaps. KUMFICAR (SALES) Ltd. April 30,
1964 [May 7, 1963], No. 17958/63. Heading B7J. A one-piece
mudguard flap 1 is provided with a reinforcing rib 2 and with
holes 3 which need not be of circular form but which increase in
cross-section to form widely tapering holes such as 4. A series of
alternative fixing holes 5 are provided, and if necessary the flap
may be shortened by removing a portion above a selected pair of
holes 5 by severing it along a prepared line of weakness. In a
modification the holes 6 taper throughout their depth, and the
flaps may carry reflectors.
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AN EXPLANATION OF

INVENTBOOST
As you probably already know, idea evaluation is a crucial step in the
patenting process. It’s also a complex and intimidating one. There are
many methodologies in existence that you can use to assess the
marketability of a new product or service, but some require a Degree in
Statistical Science just to understand them. Worse yet, some review
processes actually reject potentially great ideas for lesser ones.
For this stage of the patenting process, World Patent Marketing has
created InventBoost, a 360-degree, holistic methodology designed to
assist new and veteran inventors in evaluating their inventions for patent
approval.
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Combining The Best Methods to Evaluate The
Commercial Potential Of A Patent
The number of patent evaluation methods in existence is massive. Most
researchers work off of one, and while the method may be effective, relying
on just one kind of study narrows the focus. For InventBoost, we’ve pored
through all available studies (a sampling of some can be found at the back
of this report). We’ve taken elements from each methodology that is
relevant and put it all together in one comprehensive report.
We understand the principal of “Time is Money” – The sooner We Care
Safety Flaps is patent protected, the sooner We Care Safety Flaps is in
patent pending status, the sooner you can explore manufacturing and
licensing opportunities. InventBoost allows you to make the most informed
decisions about your invention...quickly, and efficiently.

Who Completed Your Study?
Our InventBoost methodology has been developed in participation with a
business team of brilliant minds from the nation’s most prestigious
universities and Ivy League institutions. We’ve brought together
independent engineering and industrial researchers with an expertise in
business research, analytical and quantitative reasoning.

Our analysts understand the methods and techniques of idea evaluation,
and apply their collective expertise to determine the technical merits and
commercial viability of every new product or service that comes to World
Patent Marketing. They assess each invention with a holistic and modular
approach, from objectives to targets to capabilities to timeframes, while
always keeping the big picture in mind.
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Understanding Your InventBoost Report
Okay Timothy, here’s what we’ve done. InventBoost brought together data
collected for We Care Safety Flaps and applied it to a culmination of
industry-wide practiced evaluation methods and our cutting-edge analytics
software. The result: a 360-degree, holistic breakdown, based on Eight
Pillars of Critical Evaluation: Popularity, Visual/Experiential Appeal,
Logistics, Longevity, Manufacturing Costs, Consumer Costs, Online
Efficacy, and Geographic Segmentation.

Popularity: This pillar determines how We Care Safety Flaps
will be received in its respective market. Will consumers be
excited about it? Will it solve a problem or fill a void?

Visual/Experiential Appeal: This pillar evaluates what
consumers within the specific market will think of the look,
feel and experience provided by your product.

Logistics: What will it take to get We Care Safety Flaps into the
hands of consumers? This pillar evaluates shipping obstacles,
legal compliance, and federal guidelines established by
regulatory organizations. All products undergo logistical
evaluation because a great idea isn’t worth anything if it can’t be
delivered into the hands of the consumers.

Longevity: This pillar asks the pertinent questions regarding
the short and long-term viability of We Care Safety Flaps.
How will it be purchased? Is it a one-time purchase? Will
consumers need it for a long time?

Manufacturing Costs: This pillar focuses on the projected
costs associated with producing We Care Safety Flaps. This is
where methods similar to cost-benefit analysis are employed
and scrutinized.
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Consumer Costs: This pillar weighs cost against marketability
and consumer perception of value. What is the psychology of
the potential buyer of We Care Safety Flaps? Evaluation
experts dig into the psyche behind consumer purchasing
behavior applicable to individual products.

Online Effectiveness: This pillar focuses on the marketplace
in the Internet age. How will We Care Safety Flaps fit in? Will
it flourish online? What type of social media efforts could be
expelled for this product?

Geographic Segmentation: How will We Care Safety Flaps
perform based on markets big and small, hot and cold,
domestic and foreign? Will your product suffer or gain
revenue during certain seasons? We measure all
geographical considerations to help you determine where,
when, and how to market We Care Safety Flaps.

From Idea to Patent Protected Product
Our team of evaluation specialists have computed ranging scores in each
category, assessing problems and solutions head-on, and provided you
with a comprehensive presentation to help you transform your conceptual
idea the We Care Safety Flaps to a patent protected product.
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INVENTBOOST – CHART/GRAPH ANALYSES
Timothy, InventBoost has analyzed We Care Safety Flaps based on answers
to questions that are targeted to categories within each of the Eight Pillars
of Critical Evaluation. Our findings are represented below, displayed in a
graphical format:

Popularity:
Ease of distribution will help get, and keep, the product in front of
consumers, and its user-friendliness should motivate consumption and
engagement. The Promise of having the “it factor” appeal will lend itself to
achieving fad

or trend status and going viral in social communities. Based on competition
and demand, your price point may vary, but in initial negotiations for the
sale of We Care Safety Flaps, consider beginning the bargaining at a higher
price point than you need to sell. You can always come down. The sales
cycle may be longer than ideal, in large part because buyers may be of a
status-quo mindset and not ready to sample your product. By arming your
buyers with information about We Care Safety Flaps, they will be able to
make an informed decision and will be more apt to make a purchase.

CORE QUESTIONS:
How likely is it that this product will be a fad/trend?
How attractive will users consider this product and its packaging?
Will mainstream consumers understand this product?
Why will consumers purchase this product?
Where will consumers purchase this product?
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Visual/Experiential Appeal:
From a visual and
packaging
perspective, the
design of We Care
Safety Flaps must
effectively
communicate its
purpose and its
functionality to
consumers within the
specific market. Its
visual appeal, ease-ofuse, and the
expected interacting with the invention should motivate new consumers to
sample your product. We Care Safety Flaps must provide problem-solving
attributes and the usefulness of the product design should not only attract
new consumers, but retain them. The biggest obstacle to overcome with a
product of this nature is consumer trust. Building trust is vital to successfully
bring your invention to market. You will need to clearly demonstrate the
personal and societal benefits of We Care Safety Flaps, and engage with
customers throughout the process. Patience here is key, as new innovations
and trust don’t always go together at first.

CORE QUESTIONS:
Will the packaging stand out on the shelf of brick and mortar stores?
Will the package explain what the product offers?
Will it be clear what the product is used for by looking at it on the shelf?
Will this product provide users with a satisfying experience?
Is the messaging simple and easy to understand?
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Logistics:
Our team of experts
has weighed the
logistical elements
involved in bringing
We Care Safety Flaps
to market, and
presented them in a
way to help you see
the relationship
between the whole
and its parts. Market
availability may be
the primary challenge
you face. We live in a rapidly moving economy, with new products being
developed and launched every day. As a result life cycles of products may
prove longer than the needs of the consumer. (This issue is known as
obsolescence.) Further research may need to go into this. Getting
Regulatory Approval can be time-consuming and costly and it’s vital that
you take extra time, particularly in the labeling of We Care Safety Flaps, to
make certain that guidelines are being adhered to. Once approvals and
legalities are completed, consider shipping early to build inventory up in
target regions prior to the launch to resellers.

CORE QUESTIONS:
Will this product require special packaging for shipping?
Do components of this product need to be imported and shipped
from other countries?
Could there be legalities in shipping this product overseas?
Does this product need approval of the Regulatory Approval before
shipping?
Will this product be sold through distributors?
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Longevity:
While it is difficult to
gauge the longevity
of a new product to
the market, it is
important that We
Care Safety Flaps has
long term viability
and will retain
customers and to
some consumers,
may even prompt
brand loyalty. Its
disposability will help
ensure that its
usefulness won’t exceed the needs of the user. That said, its fragility may
prove to be an obstacle in motivating repeat purchases. Handling
instructions on packaging should be clearly positioned to warn consumers
of the fragile nature of We Care Safety Flaps. If it breaks too soon after
purchase, they may be hesitant to give it a second chance. Otherwise, its
disposability indicates that the sales cycle should be short with We Care
Safety Flaps, and its usefulness throughout the seasons, and in all
environments, should keep revenue at a consistent rate year-round.

CORE QUESTIONS:
Are consumers likely to purchase this product repeatedly?
Is this product disposable?
Is there an interest in purchasing more than one of this product?
Will there be upgrades for this product that are appealing to
customers?
How soon before this product is obsolete?
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Manufacturing Costs:
It is important that
the manufacturing of
We Care Safety Flaps
can be achieved in an
efficient, cost
effective manner.The
manufacturing
equipment is
available and in
enough supply to
mitigate costs,
though the
timeframe required
to manufacture the product may be somewhat burdensome. The
production model needs to better allow for scalability, should output need
to increase or decrease suddenly. Incurred costs, however, from materials
used to direct labor to manufacturing overhead could prevent you from
generating the profit margins you desire. Look into ways to reduce labor
costs or material costs. And always be mindful of overhead. Expenses such
as building, utility, supply, storage, handling, travel, supervisory, and
administrative costs can quickly add up and eat into your profitability if
you’re not careful.

CORE QUESTIONS:
How many components of this product need to be imported?
Is this product’s manufacturing model scalable?
Is the timeframe to create this product long or short?
What is the time range between production of product and final
payment?
Are there many upfront costs to producing this product?
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Consumer Costs:
In order to place a
dollar value on We
Care Safety Flaps,
we’ve weighed and
considered several
factors. Affordability
will be a key
component to
compete in this
particular market.
You also must
consider cost/value
ratio. Determine your
manufacturing costs, then multiply it by five. Your suggested selling price
should fall somewhere in that area. See how this consumer cost compares
with your competition’s prices. Is it a little higher? If affordability is no
longer your main selling point, consumer perception will play a greater role
in selling We Care Safety Flaps. They must consider it a more beneficial
product than what your competitors have put on the shelf. It’s all about the
psychology of the potential buyers of your product and understanding their
purchasing behavior.

CORE QUESTIONS:
Is this product affordable?
Will shipping add a prohibitive cost to this product?
Will consumer perception of value match profitable pricing?
Does the cost of the product change consumer perception?
Can the cost of production be lowered without changing the
quality of the product?
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Online Effectiveness:
How you utilize the
Internet to market
We Care Safety
Flaps, can be the
determining factor of
its success or its
failure. After studying
and analyzing your
invention, we’ve
illustrated the key
online areas you
should target to
maximize reach, build
your brand,and compel consumers to interact with, and purchase, We Care
Safety Flaps. Based on your “it factor” appeal (see Popularity graph), social
media should be a vital component to your marketing efforts. There’s no
better way to generate word-of-mouth, which is also critical to drive sales,
particularly since this has been categorized as a “want” and not a “need”
product. A targeted approach to reaching your audience will save you time
and money, so before you attack the Internet, do your consumer research!

CORE QUESTIONS:
Will this product market well on social media?
Is the target audience for this product active on social media?
Can this product be marketed on several different social platforms?
Are users likely to become brand advocates on social media?
Is there interest in this product online?
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Geographic Segmentation:
It is important that We
Care Safety Flaps has
appeal across as many
demographic groups as
possible. We Care
Safety Flaps should
have a wide-ranging
marketability in both
the U.S. and abroad. It
is helpful that it has
sustainability in
all weather conditions so it can be made available in all regions of the U.S.
throughout the year. Typically, a trendy product should sell better in cities
at first, so consider targeting key markets in the beginning, with the goal of
quickly branching out to suburban markets, and then to rural one should
demand warrant it.

CORE QUESTIONS:
Will your product be sold in countries outside of the U.S.?
Will different U.S. regions (East Coast, West Coast, Midwest) affect
marketability?
Is this a product that will be in demand in big cities?
Is this a product that will be in demand in rural and small town
markets?
Will weather affect your product positively or negatively?
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Overall Analysis:
Congratulations, Timothy.
We have just concluded your individualized InventBoost Patent Innovation
Technical Analysis of "We Care Safety Flaps". Each pillar of the study has
been synthesized with the other pillars in order to create an Overall
Analysis. The chart below allows you to grasp the synergistic relationship
between each of the parts as it relates to the whole. We hope the
InventBoost Study provides you with some indication of the potential
commercial success of "We Care Safety Flaps"
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SCORE CATEGORIES
POPULARITY
75-100 – Excellent
50-74 – Very Good
25-49 – Average
00-24 – Limited
Your Score

VISUAL/EXPERIENTIAL APPEAL
75-100 – Excellent Appeal
50-74 – Very Good Appeal
25-49 – Average Appeal
00-24 – Limited Appeal

79

ONLINE EFFECTIVENESS
75-100 – Highly Effective
50-74 – Very Effective
25-49 – Somewhat Effective
00-24 – Limited Effectiveness
Your Score

56

LOGISTICS
75-100 – Very Manageable
50-74 – Manageable
25-49 – Somewhat Manageable
00-24 – Logistically Challenging
Your Score

77

LONGEVITY
75-100 – High Long-Term Appeal
50-74 – Very Good Long-Term Appeal
25-49 – Average Long-Term Appeal
00-24 – Limited Long-Term Appeal
Your Score

67

Your Score

73

CONSUMER COST
75-100 – Excellent Cost
50-74 – Very Good Cost
25-49 – Average Cost
00-24 – Limited Cost
Your Score

74

MANUFACTURING COSTS
75-100 – Excellent Value
50-74 – Very Good Value
25-49 – Average Value
00-24 – Limited Value
Your Score

72

GEOGRAPHIC SEGMENTATION
75-100 – Excellent Demand
50-74 – High Demand
25-49 – Average Demand
00-24 – Limited Demand
Your Score

61

Disclaimer
The content of this Invent Boost study was provided by third parties. It does not reflect the official
opinion of World Patent Marketing. Responsibility for the information and views expressed in the
Invent Boost study lies entirely with independent engineering industrial researchers with degrees
from top universities. As always, the client is advised to perform their own due diligence. An Invent
Boost study does not guarantee a commercial success. There are inherent risks involved and a small
chance of success in pursuing the commercialization of any invention

END OF STUDY
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HOW DID WE EVALUATE We Care Safety Flaps?
Interested in knowing more about the methods we used to assess the
marketability of We Care Safety Flaps? Below is a sampling of some of the
highly regarded idea evaluation approaches out there, which we studied,
pulled from, then brought together into our definitive analysis: InventBoost.

ABC Analysis
ABC analysis studies the invention in a
variety of categories such as (but not
limited to) activities, customers,
inventory, and sales territories, broken
down into three categories of different
levels of importance (represented by A,
B and C). Items marked “A” are of the
most importance, “B” items are
important but not critical, and “C” items
are marginally important, not critical but
not detrimental. When using the ABC
analysis, it’s easily applied as an
individual or groupthink.
ABC analysis is best used in two ways.
One, to group several ideas according to
importance. The importance levels
should be assigned prior to beginning
the evaluation process.
Two, to brainstorm and list all items that can possibly be associated with
the idea and then rank each item by its importance into the A, B and C
categories.
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Cost/Benefit Analysis
This simple evaluation method helps point inventors to what problems they
are actually facing. The quality of this analysis is provided through depth.
The more items analyzed, the better the results. The analysis can be used
to solely determine financial losses and gains but can also be applied in an
abstract way to the benefits of an idea or concept. This method can be
performed individually or in groups and used in a comparison
methodology.
Cost-benefit analysis is designed to determine, quantify, and compute all
positive and negative factors. First the positive benefits are discovered, and
then the negatives or risks are subtracted. The end result will show if the
costs outweigh the risks and vice versa. The method is achieved through
three steps:
Define all items causing cost (direct, indirect, environmental, social,
and financial costs).
Define all items causing benefits (direct, indirect, financial,
environmental, and social benefits).
Compare the sum of the costs against the sum of the benefits.
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A-T-A-R Model
Awareness-Trial-Availability-Repeat is based on the idea of “diffusion of
innovation,” in other words, how is the product or idea best marketed? This
method can be used at any point in the decision making process but is best
implicated when the product or service is developing a marketing plan. The
method evaluates specific issues that arise in marketing.
The following issues are assessed:
Awareness: is there awareness of the product within the targeted
market?
Trial: Will customers willingly try the product?
Availability: How are customers going to learn about where they
can obtain the product?
Repeat: Is there a reasonable amount of customers within the
market that will repeat the purchase of this product?

Because this method of evaluation is highly specific it is best suited for
specific products, rather than general ideas or concepts pertaining to a
product.

Decision Tree
A decision tree uses a graph to show all of the possible outcomes to a
decision, including consequences, chance, resources, and utilities. This
method is designed to discover the strategy most appropriate for achieving
the end goal. The decision tree can be applied to present circumstances or
future, projected circumstances. This decision-making process is generally
produced manually, on a chalk/white board and starts with a problem. The
process is broken down into the following steps:
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A problem is written in the bottom left corner of a large piece of
paper or white board.
From the problem, draw lines out towards the right that lead to all
possible solutions to the problem.
A short description of how to achieve these solutions is written on
the lines drawn between the problem and solutions.
Circles are drawn around solutions that may seem uncertain.
Squares are drawn around certain solutions.
Above the circle or square, write in decision factors involving
solution.
The decision tree process is broken down into two sections. After the steps
above have been completed it is time to enter the next phase. This is
where each possible solution to the problem is evaluated by the solution’s
likelihood to success or financial obstacles.
Similar to the decision tree process is using an “influence diagram.” Both of
these methods assist in the visualization of the decision making process.
This method only works when compared against competitive solutions
where weight can be attached to each idea and then calculated for value.
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Anonymous Voting
In this group technique, items are voted on anonymously with the belief
that participants will be more honest because they don’t have to worry
about emotions getting involved throughout the evaluation process. First, a
list of items concerning the main idea is generated and made available to
all participants in the group.
Before voting begins, the group elects a trustworthy and non-biased leader
to collect and calculate the votes. Each member of the group will rank
items from most favorable to least favorable. The leader then collects and
shuffles all of the participants’ lists together and calculates results to create
an order.

The Delphi Technique
The Delphi technique works as a predictor in idea evaluation methodology.
This method although subjective, is impartial, as the decision making
process is removed from the inventor his or herself and placed into the
hands of professional thought evaluators. This method is performed in
rounds, however, and requires a lot of preliminary work in selecting the
correct experts. Here is a look at the steps involved in the Delphi
technique:
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Select expert evaluators.
Determine how many rounds of evaluation will be performed.
Create questionnaires for evaluators to work off of.
Evaluator provides detailed explanation behind answers to
questions.
All answers are summarized.
Evaluators reproach their analysis taking the summary into account.
The repeating judgment processes decreases the range in
response to find a valuable truth.
Final judgments are compiled for results.
A similar process is known as “consensus mapping.” However, the Delphi
technique, though considered a complex and time-consuming process, is
generally preferred by experts.

Evaluation Matrix
This method goes by many names, such as “decision matrix,” “grid
analysis,” “AHP matrix,” “bid decision matrix,” “opportunity analysis,”
“vendor comparison,” “weighted criteria,” and “cost-benefit matrix.”
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This chart-style evaluation method is designed to determine the outcome
of the idea based off of several layers of criteria. This method can be
applied in multiple areas of focus. The method requires scoring criteria to
be created prior to beginning the method’s process. The evaluation matrix
can be performed as an individual or group technique, however the
groupthink processes stresses strengths and weaknesses more than one
individual may be able to do.
The entire process is designed to determine one great idea. The process
can also be applied in problem solving processes. However, it is generally
used to determine the best course for a good idea. The matrix focuses on
assisting decision makers in a structuring process to solve problems and
determine the best course of action by:
Prioritizing needs.
Rating probably solutions.
Selecting the best matches to provide an amicable solution.

The process is best carried out in a matrix or spreadsheet format where
each criterion is assigned a weight. In order to compute the score, the
following equations are required:
Score = Rating x Weight
Total Score = SUM of Scores
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INDUSTRY PROFILE

Automotive Parts & Accessories Stores
10.3.2016
NAICS CODES: 44131
SIC CODES: 5015, 5531

Industry Overview
Companies in this industry operate physical retail establishments that sell automobile parts, supplies, batteries, and
lubricants. Major companies include Advance Auto Parts, AutoZone, O'Reilly Automotive, and The Pep Boys (all
based in the US), as well as ATU Auto-Teile-Unger (Germany); AUTOBACS SEVEN and Yellow Hat (Japan);
Halfords Group (UK); and Supercheap Auto (Australia).
The global automotive industry is expected to experience healthy growth over the next several years, due largely to
economic expansion in emerging markets. The global vehicle population of cars and light trucks is expected to grow
27% between 2015 and 2022, according to IHS Automotive, with the number of vehicles in operation in China rising
64% by 2018. China is the world's largest consumer of auto parts, followed by the US, Japan, and Germany,
according to Global Insight. Mature economies in North America and Europe will likely grow but at a much slower
pace than emerging markets.
The US automobile parts retail industry includes about 37,000 establishments (single-location companies and units of
multi-location companies) with combined annual revenue of about $53 billion. The US automotive aftermarket is
expected to grow at a compound annual growth rate of 3.4% through 2017, to an estimated $273.4 billion, according
to the Automotive Aftermarket Suppliers Association (AASA).
The industry includes retailers of new and used automobile parts. Some large retailers also distribute auto parts. Tire
wholesalers and tire dealers, which are not part of the industry, are covered in separate profiles.
Competitive Landscape
Demand for automobile parts is driven by the age and mileage of vehicles in use and generally increases when
fewer new cars are sold and older cars are kept on the road longer. The profitability of individual companies depends
largely on inventory management and marketing. Large companies have economies of scale in purchasing and
distribution. Small companies can compete effectively by carrying specialized parts or providing extra services such
as fast delivery. The US industry is concentrated: the 50 largest companies generate about 60% of industry revenue.
Competitors include national, regional, and local auto parts chains, independently owned parts stores, online parts
stores, wholesale distributors, jobbers, repair shops, car washes, and auto dealers, as well as mass merchandise
stores, hardware stores, supermarkets, and convenience stores.
Autonomous vehicles (aka driverless cars) pose a potential long-term threat to auto parts retailers because they
may drastically reduce the number of auto accidents: Consulting firm McKinsey predicts that driverless cars could
reduce US auto accidents by 90%, thereby requiring far fewer repairs. Commercial customers, including auto repair
shops, have become a significant source of sales for some auto parts stores.
Products, Operations & Technology

New and rebuilt auto parts account for about 50% of retail sales; auto supplies, 15%; auto batteries, 8%, and auto
lubricants, 5%. Because products are used on vehicles after their original sale, the industry is considered part of the
motor vehicle aftermarket. Products are sold to two main groups of customers. Do-it-yourself (DIY) customers are
consumers who work on their own cars; do-it-for-me (DIFM) customers include commercial installers such as auto
repair shops, gas stations, fleet operators, and car dealer service departments. Parts sellers who provide installation
and repair services may also categorize customers of those services as DIFM.
Revenue by Product - US Census Bureau

Products include "hard parts" like brakes, mufflers, batteries, starters, alternator, and pumps; maintenance items
like oil, oil filters, lubricants, additives, spark plugs, fuel injectors, lights, wipers, paints, waxes, and hoses; tools like
wrenches and diagnostic equipment; and accessories like trim, wheel covers, and audio systems. While each store
carries the same basic products, stores actively manage their hard parts inventory to match the makes and models of
vehicles in their trade area.
Big retailers tend to operate their own distribution networks. Some retailers sell both to consumers and local repair
shops; some retailers operate their own repair departments. Many retailers operate their own delivery trucks.
Supply and inventory management are crucial to retail operations. A retailer may carry 25,000 SKUs onsite in a
7,500 square foot store. Parts are bought from the large auto parts manufacturers, from thousands of smaller
manufacturers that make parts for the auto companies under new vehicle programs, and from manufacturers that
make replacement parts specifically for the aftermarket. Long-term supply contracts are rare, and in most cases,
several suppliers are available for any particular product. Large repair assemblies like entire doors or fenders are
usually available only from a single source or used parts suppliers.
Technology
Computer technology is essential to auto parts retailers because they deal with large inventories of many items,
bought from many suppliers, and with numerous small orders from customers, many of whom buy on account.
Because carrying large inventories entails risk, retailers are investing in advanced forecasting tools, as well as new
ways to improve the visibility and management of inventory along the supply chain. Point-of-sale (POS), bar code

scanning systems, and mobile workstations and tablets are used to manage parts for different makes, models,
and years; manage inventory levels, and gather information about buying patterns.
By integrating a POS system with an electronic parts catalog (EPC) store employees can help customers select parts
and place orders based on the year, make, model and engine type of their vehicles. The greatly increased
productivity of the industry in the last decade is due to the automation of inventory systems. Such systems are
expensive, and must be maintained and periodically updated.
Sales & Marketing
Sales and marketing initiatives center on the type of customer a company is trying to serve. Retailers use typical
advertising outlets such as newspapers, direct mail, and websites. Large retailers also advertise on TV and radio, as
well as billboards. Some retailers focus on sponsoring sporting events and festivals to raise their profiles with
target markets. Social media is also playing a growing role in auto parts retail marketing. Platforms such as Facebook
and Twitter can be used to connect with technicians and do-it-yourselfers, and some parts makers use YouTube to
share videos with product promotions and installation guides.
Some retailers belong to program distribution organizations, similar to franchise networks that buy in bulk and
provide marketing services for members. Among the largest are the National Automotive Parts Association (NAPA),
Automotive Distribution Network, and CARQUEST.
Large retail auto parts chains are increasingly selling over the internet, targeting both commercial installers and do-ityourself (DIY) customers. Having an ecommerce channel allows them to make a much wider range of parts
accessible, and customers can arrange for in-store pickup if additional service is required.
Finance & Regulation
The finances of auto parts retailers revolve around their large inventories and the capital required to fund the
development of new stores. Cash flow is slightly seasonal, with higher sales during spring and summer. Receivables
are typically less than 15% of sales for retail stores because many sales are made using cash or credit cards. The
industry is labor-intensive: average annual revenue per employee in the US is about $145,000.
Inventories are the largest asset, often equal to a third or more of annual sales, because quick availability of a large
number of parts is a key selling point for retailers. Payables are also often high, as suppliers and wholesalers
essentially provide inventory financing. Supplier financing reduces the amount of working capital required to fund
inventory. On average, the working capital turnover ratio for the industry in the US is about 16%.
Aside from investment in inventory, capital costs associated with warehouses or retail stores are fairly high because
of requirements for efficient inventory storage and retrieval systems, computer systems, and desirable property
locations. Including property costs, a new store typically requires an investment of more than $1 million; costs
associated with a leased location are significantly less.

Working Capital Turnover by Company Size
The working capital turnover ratio, also known as working capital to sales, is a measure of how
efficiently a company uses its capital to generate sales. Companies should be compared to
others in their industry.

Financial industry data provided by MicroBilt Corporation collected from 32 different data sources
and represents financial performance of over 4.5 million privately held businesses and detailed
industry financial benchmarks of companies in over 900 industries (SIC and NAICS). More data
available atwww.microbilt.com.

Regulation
Auto parts retailers are regulated by various state, federal, and local laws to ensure fair trade and employment
practices. They may handle hazardous materials including automotive fluids, lubricants, and batteries that require
special handling and disposal of damaged or unsalable items.
International Insights
Economic expansion in emerging markets is expected to drive healthy growth in the global automotive industry over
the next several years. Mature economies in North America and Europe will likely grow at a much slower pace. China
is the world's largest consumer of auto parts, totaling more than $300 billion in 2012, followed by the US, Japan,
Germany, and Mexico, according to Global Insight.
China's increasing vehicle population, coupled with an aging vehicle fleet (the average car age will be 4.5 years old
by 2017), will increase demand for aftermarket parts, according to the 2016 ITA Automotive Parts Top Market Report.
Mexico, where more than half of all vehicles are 10 years or older and roads are generally in poor condition, is also a
prime market for aftermarket parts. AutoZone operates more than 400 stores in Mexico.
Overall, global consumption of auto parts totaled approximately $1.36 trillion in 2012. Major auto parts retailers
based outside the US include ATU Auto-Teile-Unger (Germany), AUTOBACS SEVEN and Yellow Hat (Japan),
Halfords Group (UK), and Super Cheap Auto (Australia).
The largest markets for auto parts retailers have traditionally been countries with the most automobiles. Countries in
North America and the EU also import the most cars. But emerging markets in Asia offer greater growth potential.
China surpassed the US to become the world's largest car market in 2009, and car sales in Brazil, India, and Russia
also are expected to expand. The market potential in China has already attracted investments from auto parts
retailers based in Japan, some of which are also targeting countries in the Middle East.

International expansion by European auto parts stores is typically limited to neighboring or nearby countries, and
international business in the North American market is even less common. Major US-based parts stores have a
limited presence outside the continent, and entering North America has proven difficult for companies based
overseas. Developing retail and distribution infrastructure on the scale necessary to compete with established chains
in a foreign market requires significant capital investments.
Change in Dollar Value of US Trade - US International Trade Commission

Imports of automobile parts to the US come primarily from Mexico, Canada,
China, Japan, and Germany. Major export markets for US automobile parts
include Canada, Mexico, China, UK, and Japan.
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Regional Highlights
In the US, auto parts retailers tend to be concentrated in states with the highest population. Retailers that operate
their own distribution networks position their warehouses in geographically dispersed locations to provide all stores
with rapid inventory replenishment. When selecting new locations, parts retailers consider factors including population
density, economic growth patterns, and the number of registered vehicles in a region. Almost a quarter of all auto
parts stores in the US are located in just three states: California, Texas, and Florida.
Human Resources
The average hourly wage in the auto parts retail industry is moderately lower than the national average. Special
training about car parts and computerized catalogs is necessary. The injury rate is slightly higher than the national
average.

Industry Employment Growth
Bureau of Labor Statistics

Average Hourly Earnings & Annual Wage Increase
Bureau of Labor Statistics

Industry Growth Rating

Demand: Large repair market
Need good inventory management and marketing
Risk: New vehicle technologies result in less frequent repairs

Quarterly Industry Update
10.3.2016

Challenge: Amazon Threatens Auto Parts Retailers - Amazon's accelerated auto parts offerings could lead to
lower profits for leading parts retailers, according to a new analysis by investment banking firm Jefferies. In a warning
to investors in September, the firm said Amazon and other online sellers have "reached the critical mass to hurt the

big three (AutoZone, Advance Auto Parts, O'Reilly Automotive) auto parts retailers' profit margins." An online price
study found that discounts at Amazon.com and RockAuto.com could put a cap on historically positive gross margin
trajectory at traditional retailers, including the big three. According to Jefferies, Amazon has a 98.7% SKU rate (the
amount of available products for purchase), surpassing Advanced Auto Parts, O'Reilly, and AutoZone, who have a
95%, 86%, and 55% SKU rate, respectively. Amazon's high SKU rate suggests that the company is ahead of its goal
to stock more than just specialty products. Jefferies concluded that the online giant's "surprisingly robust branded
hard-parts offering leads us to believe that Amazon may become a longer term competitor in 'traditional' auto parts."
Industry Impact - Automotive parts and accessories stores may invest in e-commerce systems in response to
pressure from Amazon and other online retailers.
7.5.2016
Challenge: Retailers Focus on Inventory Management - As inventory becomes more complex and demand for
aftermarket auto parts rises, retailers are focusing on inventory availability initiatives to meet demand. Auto parts
stores can no longer rely on the old 80/20 rule (that 20% of SKUs will account for 80% of sales) as retailers find
themselves handling a larger number of SKUs on a more frequent basis, according to SearchAutoParts.com. Auto
parts stores are also competing with a growing number of e-commerce providers, complicating their forecasting and
inventory management efforts. To ensure availability, leading auto parts chains are expanding inventory coverage
and increasing their focus on inventory management. Advance Auto Parts is opening Super Hubs to make more highquality parts available for commercial customers, who account for more than half of its sales. Rival AutoZone credits
its inventory availability initiatives for gains in market share in its DIY business.
Industry Impact - Automotive parts and accessories stores may need to invest in inventory availability initiatives,
including advanced forecasting tools, and new ways to improve visibility and management of inventory along the
supply chain.
4.4.2016
Opportunity: Bright Outlook for Auto Parts Retailers - A confluence of favorable trends has consumers and
investors flocking to auto parts stores. Auto parts chains are benefiting from a combination of low gas prices, which
lead to more driving and repair work, and an aging vehicle fleet that's expected to grow. The age of the average car
or light truck is expected to rise to 11.6 years in 2016 (up from 11.4 years in 2014), according to market analytics firm
IHS Automotive. What's more, the number of very old vehicles -- 12 years and older -- is expected to grow 15% by
2020. The burgeoning population of older vehicles signals increasing demand for replacement parts and repairs.
Market leader AutoZone is adding stores and hiring ahead of the approaching peak driving season of May through
October. Publicly traded companies, including AutoZone, O'Reilly Automotive, and Genuine Parts, weathered the
recent steep decline in the stock market and are trading at or near their 52-week highs.
Industry Impact - Automotive parts and accessories retailers can expect rising demand for aftermarket parts and
repair work due to lower gas prices and the growing population of very old vehicles.
1.4.2016
Challenge: More Consolidation Ahead for Auto Parts Retailers - As consolidation in the US automotive parts and
accessories stores industry continues, more store closures are likely in markets that are oversaturated. Pep Boys,
which is the latest big retailer on the auction block, spurred a bidding war in late 2015 from Japanese tire maker
Bridgestone and activist investor Carl Icahn, who holds stakes in parts retailer Auto Plus and parts maker FederalMogul. Pep Boys’ most concentrated markets are in California, Florida, Pennsylvania, and Texas. The company has

been looking to sell its business or merge with another company after years of lagging revenue. Pep Boys blamed
declining merchandise sales from the do-it-yourself (DIY) market for posting a net loss of $27.2 million in fiscal year
2015. More consumers are counting on competitors like AutoZone and O’Reilly Auto Parts to source parts to repair
their own vehicles. Pep Boys has shifted gears to serve the do-it-for-me (DIFM) consumer as vehicles have grown
more complex. Part of the DIFM market, commercial installers are a target customer for Pep Boys and its parts
delivery service, which is offered through more than 80% of its store base.
Industry Impact - As the industry consolidates, automotive parts and accessories stores may be likely targets for
acquisition or closure in certain US markets that have numerous retail outlets.

Industry Indicators
The average US retail price for diesel and regular gas, which influences consumers' use and wear of their
automobiles, fell 2% and 0.9%, respectively, in the week ending October 17, 2016, compared to the same week in
2015.
US retail sales for motor vehicle and parts dealers, a potential measure of demand for auto parts, increased 3.2% in
the first nine months of 2016 compared to the same period in 2015.
Total US wholesale sales of durable goods, a potential measure of auto parts demand, fell 7.2% in August 2016
compared to the same month in 2015.

Industry Forecast
Domestic demand for motor vehicle parts is forecast to grow at an annual compounded rate of 3% between 2016 and
2020. Data Published: September 2016

First Research forecasts are based on INFORUM forecasts that are licensed from the Interindustry Economic
Research Fund, Inc. (IERF) in College Park, MD. INFORUM's "interindustry-macro" approach to modeling the
economy captures the links between industries and the aggregate economy. Forecast FAQs

Companies

Company
TYREMASTER PTY LTD
GENUINE PARTS COMPANY

Country

Sales
Australia

$56,654.39M

United States

$15,280.04M

AUTOZONE, INC.

United States

$10,187.34M

ADVANCE AUTO PARTS, INC.

United States

$9,737.02M

O'Reilly Automotive, Inc.

United States

$7,966.67M

BRIDGESTONE RETAIL OPERATIONS, LLC

United States

$6,700.97M

O'Reilly Auto Enterprises, LLC

United States

$5,536.80M

ADVANCE STORES COMPANY, INCORPORATED

United States

$3,999.46M

Mazda Motor Logistics Europe NV

Belgium

$3,839.21M

THE REINALT-THOMAS CORPORATION

United States

$3,027.81M

GENERAL PARTS INTERNATIONAL, INC.

United States

$3,000.00M

England

$2,414.36M

United States

$2,288.02M

England

$2,258.43M

United States

$2,084.60M

Australia

$2,049.65M

England

$1,943.71M

FORD RETAIL LIMITED
Advance Holding Corporation
INCHCAPE RETAIL LIMITED
The Pep Boys - Manny Moe & Jack
A1 AUTO & METAL RECYCLERS PTY LTD
CITROEN U.K. LIMITED
AUTOBACS SEVEN CO., LTD.

Japan

$1,926.77M

PEP BOYS - MANNY, MOE & JACK OF DELAWARE, INC.

United States

$1,911.16M

Csk Auto Corporation

United States

$1,870.53M

SUPER CHEAP AUTO PTY LTD

Australia

$1,715.64M

SUPER RETAIL GROUP LIMITED

Australia

$1,713.72M

JCT600 LIMITED

England

$1,697.18M

HYUNDAI MOTOR UK LIMITED

England

$1,683.31M

United States

$1,631.28M

LOOKERS MOTOR GROUP LIMITED

England

$1,625.65M

SYTNER LIMITED

England

$1,617.28M

HALFORDS GROUP PLC

England

$1,493.54M

KIA MOTORS (UK) LIMITED

England

$1,481.46M

United States

$1,400.58M

Firestone Holdings LLC

FLEETPRIDE, INC.

Industry Drivers
Changes in the economic environment that may positively or negatively affect industry growth.
Data provided by First Research analysts and reviewed annually

Consumer Spending Change in overall level of consumer spending on goods and services

Critical Issues
Auto Parts Spending Driven by Economy - Because auto parts sales depend on how much people drive, demand
decreases during recessions. During economic downturns, tourists and businesspeople travel less, and car owners
delay maintenance and repairs.
Competition from Mass Merchants Pressures Prices - Retail auto parts stores face greater competition from large
retailers such as Wal-Mart, Costco, Sears, and supermarket chains. These retailers are large enough to buy items

directly from manufacturers and compete aggressively on prices charged to consumers. Mass merchants carry highvolume items such as oil, additives, lubricants, cleaners, mats, and wipers.

Business Challenges
Online Competition - An increase in internet-based sales of auto parts poses a competitive threat to smaller and
medium-sized parts retailers. Revenue from online sales of auto parts and accessories is expected to increase from
$4.6 billion in 2012 to $16.56 billion in 2020, according to a forecast from Frost and Sullivan. Lower prices and
consumers' growing comfort with digital platforms are driving the shift to online sales, which are expected to account
for 10% of aftermarket parts revenue by 2020. Smaller auto parts stores, which typically have a limited internet
presence, stand to lose the most business to consumers who want to shop for auto parts online, either for delivery or
in-store pickup.
Slow Industry Growth - Although the number of motor vehicles in the US generally grows each year, because of
better technology new cars need fewer repairs and less maintenance. Many car manufacturers now recommend oil
changes only every 10,000 miles. The decline in the number of motor vehicle crashes has decreased demand for
replacement body and interior parts.
Big Chains Squeeze Smaller Retailers - Big retail chains often operate their own distribution networks and buy
directly from manufacturers, giving them lower costs than independent retailers. Due to industry consolidation, a
shrinking number of large chains control a large percentage of all auto parts stores.
High Technology Investments Required - Because they must stock so many parts, retailers must make large
investments in computerized inventory and catalog systems. The greatly increased productivity of the industry in the
last decade is due to the automation of inventory systems. Such systems are expensive, and must be maintained and
periodically updated.
High Capital Costs - Because retail auto parts stores aim to be in high-traffic locations and need to carry large
inventories, the cost to open a new retail outlet is very high. Retailers tend to carry a lot of debt and have high interest
expense.

Business Trends
Retail Chains Seeking Commercial Sales - Retail auto parts stores, which once focused solely on DIY (do-ityourself) customers, are aiming for DIFM (do-it-for-me) revenue as well. Sales growth has been faster in the DIFM
segment of the auto parts industry. Retail stores are targeting businesses that serve DIFM customers by offering
parts delivery and technical support.
More Generic Parts for Collision Repair - Because of the rise in collision repair costs, insurers are pressing repair
shops to make greater use of generic replacement parts. While exterior parts typically still come from the original
manufacturer, many interior parts have generic replacements that often cost much less than original parts. Some auto
manufacturers have begun patenting certain parts as a way to generate revenue, which could crimp profits for
independent repair shops.
Efficiency, Productivity Gains - Computer technology and greater warehouse automation have allowed parts
dealers to keep prices low by using less labor. Distribution management system equipment includes carousels,
robotic picking, radio frequency technology, voice technology, and automated sorting systems. Larger, more-efficient
stores have become common; most use real-time inventory tracking.

Environmental Sustainability - Facing increasing pressure from consumers and lawmakers, retailers are taking
steps to reduce their carbon footprint. Auto parts stores, which have long played a major role in recycling lead-acid
batteries and used oil, are taking additional measures to reduce waste and lower emissions. Initiatives include
recycling cardboard packaging and upgrading truck fleets with fuel-efficient or alternative fuel vehicles.

Industry Opportunities
DIFM Customer Sales Growing - The largest growth is coming from the do-it-for-me (DIFM) segment, which is the
least price-sensitive because costs are passed to consumers. New cars are too complicated for most owners to fix or
maintain themselves, providing more business for repair shops and dealer service departments. Serving DIFM
customers requires faster delivery of a larger selection of parts compared to serving the overall retail market.
Retailers Offer Auto Services - More retailers combine parts sales with installation services for such products as
audio and video components; communication and navigation systems; exhaust pipes; rims and wheels; and trim.
Some large retailers also offer full maintenance and repair services. Others lend tools and have diagnostic equipment
to check electrical and other vehicle systems.
Advanced Inventory Systems - Computerized inventory systems can balance the cost of carrying too much
inventory with the cost of missed sales due to having too little. By integrating actual sales data with delivery costs and
inventory availability, such systems can determine the correct overall level of inventory and its spread across a store
or warehouse network.

Call Prep Questions
Conversation Starters
How does the company adjust its inventory levels during periods of lower demand?
Because auto parts sales depend on how much people drive, demand decreases during recessions.
How has the company been impacted by mass merchants like Wal-Mart taking more market share for oil and
car cleaning products?
Retail auto parts stores face greater competition from large retailers such as Wal-Mart, Costco, Sears, and
supermarket chains.
What is the company's strategy for competing against online parts retailers?
An increase in internet-based sales of auto parts poses a competitive threat to smaller and medium-sized parts
retailers.
How does the company plan to expand its service business?
The largest growth is coming from the do-it-for-me (DIFM) segment, which is the least price-sensitive because costs
are passed to consumers.
What types of installation services does the company offer, if any?
More retailers combine parts sales with installation services for such products as audio and video components;
communication and navigation systems; exhaust pipes; rims and wheels; and trim.
How has inventory management software or other technology helped the company better manage stock
levels?

Computerized inventory systems can balance the cost of carrying too much inventory with the cost of missed sales
due to having too little.
Quarterly Industry Update
What is the company's strategy for competing against online parts retailers?
Amazon has the potential to disrupt not only smaller and medium-sized auto parts retailers but big chains, such as
AutoZone, Advanced Auto Parts, and O'Reilly Automotive, a new study by investment banking firm Jefferies found.
Operations, Products, and Facilities
Is the company a wholesale distributor, a retailer, or both?
Many companies operate in more than one segment of the industry.
What types of parts does the firm sell?
The industry distinguishes between hard parts (brakes and mufflers); maintenance parts (filters and spark plugs);
accessories (trim parts and audio systems); and rebuilt parts.
How many distribution centers or retail stores does the firm have?
Large companies can have hundreds of retail stores or dozens of distribution centers.
What type of installation or repair services does the company offer in addition to selling parts?
Some auto parts retailers offer repair, installation, and maintenance services for the do-it-for-me (DIFM) customer.
How many suppliers does the company buy parts from?
Parts are bought from the large auto parts manufacturers, from thousands of smaller manufacturers that make parts
for the auto companies under new vehicle programs, and from manufacturers that make replacement parts
specifically for the aftermarket.
To what extent does the company sell to commercial installers?
Retail stores are adding delivery programs to participate in do-it-for-me segment growth.
Customers, Marketing, Pricing, Competition
What marketing initiatives is the company using to attract customers to its stores?
Radio, TV, and print ads are often used to draw traffic.
What percentage of sales come from rebuilt parts, if any?
Rebuilt parts are bought from auto recyclers.
What kind of warranty on parts sold does the company offer?
Some retail chains offer customers a separate parts warranty, better than the one offered by the manufacturer.
What special services does the business offer to compete with larger companies?
Examples include specialty machining, multiple daily deliveries, and technical assistance.
Regulations, R&D, Imports and Exports
How does the company manage environmental and hazardous waste issues?
Site contamination from handling hazardous materials can be a concern.

What plans for international expansion has the company considered?
International growth of auto sales continues to outpace US growth.
What percentage of sales comes from imported parts?
Although many parts for foreign car brands are made in the US, a large number of parts are still imported.
Organization and Management
What sort of training does the company provide?
Special training about car parts and computerized catalogs is necessary.
How could technician certification help company profitability?
Multiple technician certification programs exist in the industry.
Financial Analysis
What level of seasonal sales swings does the company experience?
Many firms report parts sales are higher May through October.
How sensitive is the company to interest rate changes?
Retailers with many stores may have large amounts of debt.
What type of investments has the company made in computer technology?
Sophisticated computer inventory systems are essential to retailers.
Business and Technology Strategies
What key areas is the company focused on to improve profitability?
The largest growth is coming from the do-it-for-me (DIFM) segment, which is the least price-sensitive because costs
are passed to consumers.
How much business is the company losing to mass merchants?
Wal-Mart and Target carry auto supplies and accessories.
What types of future investments in computer technology are likely?
Retail companies are installing technology to make parts easier for customers to locate.
What new services is the company planning to add?
Many companies are adding services for the commercial installer.

Executive Insight
Chief Executive Officer - CEO
Selecting Merchandise Mix
Because of the huge number of car parts and accessories, retailers can stock only a selection. Computer systems
can identify the most popular and profitable items, but a merchant must also offer a wide selection to attract
customers. Competition from mass merchants has reduced the profitability of many maintenance items like oil,
additives, and cleaners.
Determining Inventory Levels
To quickly fill customer orders, parts dealers must have inventory on hand, but keeping high inventory levels of all

products is expensive. Dealers have to balance the cost of maintaining inventory against the cost of losing customer
orders. Demand for parts typically increases in the summer, requiring inventory adjustments.
Chief Financial Officer - CFO
Negotiating Payment Terms
Because manufacturers make auto parts in long production runs, they're often willing to offer generous payment
terms to avoid holding large inventories. Similarly, wholesalers may negotiate favorable payment terms with large
retail customers.
Providing Inventory Financing
The cost of maintaining inventory is substantial because inventory is the largest asset of a dealer and often amounts
to more than 90 days sales. Because most companies are too small to issue short-term securities, inventory is
financed through accounts payable and revolving bank debt.
Chief Information Officer - CIO
Maintaining Inventory Systems
Efficient management of inventory is crucial to auto parts retailers. Sophisticated computer systems can optimize
inventory levels and reorder products from suppliers automatically in response to customer purchases. Automated
warehouses may use radio frequency identification (RFID) tags to track merchandise.
Operating Internet Ordering Sites
Internet sites that allow commercial and retail customers to order auto parts online have become common. Such sites
are typically expensive to create because they must be integrated with the company's inventory system. Repair shops
and other customers that require same-day delivery still prefer to use the telephone.
Human Resources - HR
Providing Technical Training
Because of the large number of auto parts, customers rely on retailers to tell them which parts they need. Workers
must be able to find the correct parts and explain technical differences between similar products. Because new parts
are added each year, continuous training is needed.
Hiring and Training Seasonal Workers
Seasonal sales of auto parts may require extra workers at retail stores. Sales in the spring and summer can be as
much as 25 percent higher than in the winter. New workers must quickly become familiar with the large number of
products.
VP Sales/Marketing - Sales
Locating New Retail Sites
Economies of scale in purchasing and marketing have encouraged the growth of retail chains through expansion. Site
location is the crucial factor for retail auto parts stores because many customers buy nonspecialty items that any
parts store would have, and therefore will visit the most convenient location.
Expediting Commercial Customer Orders
The speed and accuracy with which orders are filled and delivered are crucial in gaining and retaining commercial
customers. Many commercial customers can easily turn to other retailers. Computer systems allow managers to track
order fulfillment statistics for individual customers.

Executive Conversation Starters
Chief Executive Officer - CEO
What strategies does the company use to maximize profitability with its merchandise mix?
Competition from mass merchants has reduced the profitability of many maintenance items like oil, additives, and
cleaners.
How does the company calculate the most cost-effective inventory levels?
Dealers have to balance the cost of maintaining inventory against the cost of losing customer orders.
Chief Financial Officer - CFO
How does the company negotiate the most profitable payment terms for long-term contracts?
Customers might offer more generous payment terms for long-term contracts that help them manage inventory costs.
How does the company finance inventories?
Inventory is often financed through accounts payable and revolving bank debt.
Chief Information Officer - CIO
What types of inventory management systems could help the company maximize inventory or minimize
operational costs?
Sophisticated computer systems can optimize inventory levels and issue inventory orders automatically.
How much have online customer orders grown over the last year?
E-commerce sites are typically expensive to create because they must be integrated with the company's inventory
system.
Human Resources - HR
What types of employee technical training have been the most successful in improving customer service?
Workers must be able to find the correct parts and explain technical differences among similar products.
How seasonal are the company's labor needs?
Seasonal sales of auto parts may require extra workers at retail stores.
VP Sales/Marketing - Sales
What are the critical factors that the company considers in picking a new location?
Site location is the crucial factor, because many auto parts customers highly value convenience.
What strategies does the company use to expedite customer order fulfillment?
Computer systems allow managers to track order fulfillment statistics for individual customers.

Financial Information
COMPANY BENCHMARK TRENDS
Quick Ratio by Company Size
The quick ratio, also known as the acid test ratio, measures a company's ability to meet short-term obligations with
liquid assets. The higher the ratio, the better; a number below 1 signals financial distress. Use the quick ratio to

determine if companies in an industry are typically able to pay off their current liabilities.

Financial industry data provided by MicroBilt Corporation collected from 32 different data sources and represents financial
performance of over 4.5 million privately held businesses and detailed industry financial benchmarks of companies in over 900
industries (SIC and NAICS). More data available at www.microbilt.com.

Current Liabilities to Net Worth by Company Size
The ratio of current liabilities to net worth, also called current liabilities to equity, indicates the amount due creditors
within a year as a percentage of stockholders' equity in a company. A high ratio (above 80 percent) can indicate
trouble.

Financial industry data provided by MicroBilt Corporation collected from 32 different data sources and represents financial
performance of over 4.5 million privately held businesses and detailed industry financial benchmarks of companies in over 900

industries (SIC and NAICS). More data available at www.microbilt.com.

COMPANY BENCHMARK INFORMATION
NAICS: 44131
Data Period: 2015

Last Update September 2016
Mean

Table Data Format

Large

Medium

Small

Over $50M

$5M - $50M

Under $5M

19019

39

632

18348

Net Sales

100%

100%

100%

100%

Gross Margin

26.9%

27.2%

26.1%

27.2%

Officer Compensation

1.8%

0.9%

1.1%

2.6%

Advertising & Sales

1.1%

1.1%

1.1%

1.1%

Other Operating Expenses

21.2%

22.4%

20.9%

20.8%

Operating Expenses

24.1%

24.3%

23.0%

24.5%

Operating Income

2.8%

2.8%

3.1%

2.6%

Net Income

1.4%

1.5%

1.6%

1.3%

7.3%

7.3%

7.2%

7.4%

Accounts Receivable

12.8%

12.3%

13.5%

12.6%

Inventory

42.2%

42.5%

41.2%

42.5%

Total Current Assets

66.9%

66.6%

66.4%

67.2%

Property, Plant & Equipment

21.5%

21.3%

22.3%

21.1%

Other Non-Current Assets

11.7%

12.1%

11.4%

11.7%

100.0%

100.0%

100.0%

100.0%

Accounts Payable

14.1%

13.3%

15.6%

13.7%

Total Current Liabilities

33.1%

32.7%

35.0%

32.3%

Total Long Term Liabilities

22.4%

20.1%

20.9%

24.4%

Net Worth

44.6%

47.2%

44.1%

43.2%

Company Size

All

Size by Revenue
Company Count

Income Statement

Balance Sheet
Cash

Total Assets

Financial Ratios
(Click on any ratio for comprehensive definitions)
Quick Ratio

0.63

0.62

0.62

0.65

Current Ratio

2.02

2.04

1.90

2.08

74.2%

69.2%

79.3%

74.7%

Current Liabilities to Net Worth

Current Liabilities to Inventory

x0.78

x0.77

x0.85

x0.76

Total Debt to Net Worth

x1.24

x1.12

x1.27

x1.31

Fixed Assets to Net Worth

x0.48

x0.45

x0.51

x0.49

Days Accounts Receivable

20

21

22

19

x4.03

x3.73

x4.09

x4.18

Total Assets to Sales

43.5%

46.5%

44.4%

41.5%

Working Capital to Sales

14.7%

15.8%

13.9%

14.5%

Accounts Payable to Sales

6.0%

6.1%

6.8%

5.6%

Pre-Tax Return on Sales

2.3%

2.4%

2.5%

2.1%

Pre-Tax Return on Assets

5.3%

5.1%

5.7%

5.1%

11.8%

10.8%

12.9%

11.8%

Interest Coverage

x4.36

x4.44

x4.69

x4.06

EBITDA to Sales

4.5%

4.6%

4.8%

4.3%

Capital Expenditures to Sales

2.0%

2.1%

2.1%

1.9%

Inventory Turnover

Pre-Tax Return on Net Worth

Financial industry data provided by MicroBilt Corporation collected from 32 different data sources and represents financial performance
of over 4.5 million privately held businesses and detailed industry financial benchmarks of companies in over 900 industries (SIC and
NAICS). More data available at www.microbilt.com.

ECONOMIC STATISTICS AND INFORMATION
Retail Annual Sales Growth - Census Bureau

Change in Consumer Prices - Bureau of Labor Statistics

VALUATION MULTIPLES

Automotive Parts & Accessories Stores
Acquisition multiples below are calculated using at least 9 US private, middle-market (valued at
less than $1 billion) industry asset transactions completed between 9/2006 and 9/2015. Data
updated annually. Last updated: November 2015.

Valuation Multiple

MVIC/Net
Sales

Median Value

MVIC/Gross
Profit
0.5

MVIC/EBIT
1.1

MVIC/EBITDA
5.4

5.2

MVIC (Market Value of Invested Capital) = Also known as the selling price, the MVIC is the
total consideration paid to the seller and includes any cash, notes and/or securities that were used
as a form of payment plus any interest-bearing liabilities assumed by the buyer.
Net Sales = Annual Gross Sales, net of returns and discounts allowed, if any.
Gross Profit = Net Sales - Cost of Goods Sold
EBIT = Operating Profit
EBITDA = Operating Profit + Noncash Charges

SOURCE: Pratt's Stats, 2014 (Portland, OR: Business Valuation Resources, LLC). Used with permission. Pratt's Stats is available at
https://www.bvresources.com/prattsstats

Industry Websites
Aftermarket Business World
Industry news. Top 100 distributors. Consumer surveys.
Auto Care Association
Industry statistics, trends.
Automotive Industries Association Canada
News and links.

Automotive Parts Manufacturers' Association (Canada)
News, resources, events.
Automotive Recyclers Association
Industry news.
Detroit Free Press
Industry news.
National Automotive Parts Association
Products and resources.
National Highway Traffic Safety Administration
Regulatory and safety information.
Specialty Equipment Market Association
Statistics for this segment of the industry.
Wards Auto
News and auto industry statistics.

Glossary of Acronyms
AASA - Automotive Aftermarket Suppliers Association
DIFM - do-it-for-me
DIY - do-it-yourself
JIT - just-in-time
NAPA - National Automotive Parts Association
SKU - stock-keeping unit

