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Session Purpose 

To discuss the ever-changing needs in the CV 
aftermarket, what the requirements for doing 
business will look like in the future, and how 
distribution strategy and culture will have to 
change to meet these needs. 



Robyn Spitzke     
  

Fort Garry Industries 
Winnipeg, MB 



Fort Garry Industries 
ÅEstablished in 1919 

ÅLocations from Toronto to Vancouver 
ïHeadquartered in Winnipeg, Manitoba 

ÅAll Stores are Open Warehouse Concept 

Å16 Locations 
ï11 Stores ς 7 with service 

ï2 Trailer Sales Offices 

ï2 Equipment Installation  

ïRemanufacturing Plant 



CDLΩǎ aŀǊƪŜǘ 
ÅOperate in 4 Time Zones 

ÅClosest Stores 90 miles apart 

ÅFurthest locations are 2,000 miles apart 

Å72% of Canadian Population lives within 100 
miles of US-Canadian Border 

ÅPopulation of all of Canada is less then the 
population of California 



Investment 
ÅInventory: Saleable, Broad, and lots of it 

ÅPeople:  Training and development 

ÅTechnology: Business System and mobile 
workforce 

ÅBuildings: Facilities should be clean and well 
maintained 

ÅBusiness: Ability to take advantage of growth 
opportunities 



Relationships 
ÅTeam 

ÅSuppliers 

ÅCustomers 

ÅBank 

ÅIndustry Contacts 



Diversify 
ÅProduct Offering 

ïNew Opportunities 

ÅServices 

ïStore and Shop Hours 

ïWalk-in Customers 

ÅCustomers 

ïPrograms designed to Serve Customer Needs 

ïFleets, Repair shops, Owner Operators, Transit, etc 

 

 



FGI Culture 
ÅFocused on Growth 

ÅUnderstand and react to local market 
conditions 

ÅIdentify costs of doing business  

ÅMake data based decisions 

ÅContinuous Improvement 



Kyle Treadway 
  

Kenworth Sales Company 
West Valley City, UT 



·Founded 1945 

·Kenworth (20)  

·Mitsubishi Fuso (2) 

·Paccar MX/PX, Caterpillar, 
Cummins 

·Eaton, Allison, Meritor  



SERVICES 
·New & Used Truck Sales 

·Rental, Leasing & Finance 

·Parts & Service 

·Managed Maintenance 

·Body 

·Fuel 

·Truck Wash 

 



MARKET SEGMENTS 
·LTL ɀ Regional, National 

·Private Carriage 

·Refrigerated 

·Bulk Transport 

·Mining  

·Oil & Gas Exploration 

·Construction 

·Agriculture  

·Pick Up & Delivery 

·Flat Bed 

·Lumber 

·Specialized Carriage 



INDUSTRY EVOLUTION 
·Federal Regulations Ą 

·CSA ɀ when & where work is done 

·HOS ɀ time critical  

·CAFÉ ɀ equipment expense/complexity 

·Ȱ77#7ȩȱ  

·Communication 

·Transaction 

·Support = Consultant 

 

 



CUSTOMER SERVICES 
·National Pricing with Central Billing  

·24/7 Support Network 

·Pick up / Delivery, Replacement Vehicles 

·Outsourcing 

·Parts Consignments 

·Private Shop  

·Managed Maintenance 

·Mobile Maintenance 

·Warranty Support / Advocacy 

 



DISTINCTIONS 
·Dealers 

·Branded 

·Full Service 

·Standards 

·Network 

·Certifications 

 

·Independents 

·All Makes 

·Flexible / Agile 

·Cost 

·Niche 

·Geography 

 



Don Nugent 
  

US Transport 
Denver, CO 



 

 

 



ÅFleet operator created in 2004 from leading 
dry bulk transport service and logistics 
providers 

Å250 company owned trucks 

ÅEight locations, based Denver, CO 

ÅLeading dry bulk hauler in Western U. S. 



Service Excellence Offered 

ÅService to support customer marketing 
strategies 

ÅSuperior logistics performance 

ÅFull range of specialized resources 

ÅPERFORM with consistent Service 

 



Service Expected  

ÅEfficient phone ordering; no automated phone 
attendant; phone is answered immediately, 
phone order conversation lasts 45 seconds 

ÅKnowledgeable staff; familiar with parts and 
part numbers, can translate, locate as needed 

ÅInventory in stock 

ÅQuick delivery; usually receive the part within 
45 minutes from phone order call 



Observations 

ÅInternet ordering not take place of phone call 
ordering/communication yet 

ÅBest way for distributors to survive is to listen 
to their customers; do not lose focus on the 
basics of doing business 

ÅSome aftermarket private label parts are fine; 
some will stay away from based on experience 

 



John Wensel 
  

²ŜƴǎŜƭΩǎ {ŜǊǾƛŎŜ /ŜƴǘŜǊǎ 
Spring City, PA 



Wenselôs Service Centers 
Growing during  the recession 

Spring City, Pa opened 2005  

West Chester, Pa opened 
2007  

Reading, Pa opened August 2011  

Servicing Eastern Pennsylvania, New 
Jersey, Delaware, and Maryland  



Role in the Industry  

Â Providing professional and 
quality service and at a fair 
price 

Â Going out of the ordinary to 
provide superior service 

Â Keeping current with latest 
technologies 

Â All-inclusive fleet repairs 
from road service and 
towing to engine overhauls, 
alignments, hydraulic 
service, and spring repair 

Â On-Site Repair Service 



Marketing               Networking  

ÂOnline marking 
ïNTTSBREAKDOWN.COM 
ïYellowpages.com 
ïGoogle  

ÂWebsite development 
ïwww.wenselrepair.com 

ÂPick up and Delivery 
Service 

ÂService Truck/ Tow 
Truck 
ïMoving billboards 
 



Supply chain change 

ÂQuality versus Pricing 

ÂProviding more choices in 
products 

ÂVendors providing superior 
service and product 
knowledge  

ÂProviding training through 
manufacturers 

ÂFocus on servicing 
independent repair facilities 

 



Future for the supply chain 

ÂDevelopment and deployment of online 
ordering and parts inquiries 

ÂExpanding use of supplier websites 

ÂDeployment of online training/ technical 
assistance 

ÂDiminished shop inventory, requiring 
increased frequency of  deliveries/ 
consignment inventory 

 



Expectations  

ÂLeveraging technology to increase sales 

ÂIncreased product lines and choices 

ÂMore information and samples of new 
products 

ÂExpanding the partnership between end 
users and vendors 


