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626 5: Retailing's Future
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Genvuine Parts Company

Genuine Parts Company (GPC) founded in 1928, “is a service organization engaged in the
distribution of automative replacement parts, industrial replacement pants, office prodecss
and electricalielectronic materials.”™ From annual sales in 1928 of $75,129 with a loss o
$2,570, GPC has grown to annual sales of $12.5 billion and a net profit after taxcs of §588
million in 201 1. Importantly, with the exception of the loss experienced in 1928, its foundme
year, GPC has operated for 82 years without a Joss, something fow other businesses hame
achicved.

The automotive parts group, operating uader the NAPA banner s the kargest segmens o8
business for GPC. NAPA is the brand for the National Automotive Parts Assoctation sat
is a wholesaler-sponsored voluntary group (see Chapter 5). NAPA was formed in 190
to facilitate the nationwide distnbution of automotive parts in the United States. GPC & S
bugest NAPA member, owning approximately 95 percent of NAPA. GPC serves appron
mately 5,700 NAPA AUTO PARTS stores throughout the United States and ApProXimsnes
690 wholesalers in Canada. In the United States, 950 of the stores are company-owned s
the remainder independently operated. NAPA AUTO PARTS stores have over 435,004 =
available through GPC. Also GPC in conjunction with NAPA offers the store o
operators a vanety of services sich as training, cualoging, marketing, and invenses
management.

On January 1, 2012, GPC purchased 30 percent of the Exego Group (Exego) for appesse

matcly $150 million in cash.* Exego distributes after-masket sutomotive parts =l
dccessories. The corporate headguarters for Exego is Melbourne, Australia, and operas

430 company-owned stores across Australia wnd New Zealand. GPC has an option to

an additional 70 percent of Exego over the next several yeurs.

Regardless of whether GPC is operating in the United States, Canada, Australia. or S
Zeakand, they face a tough competitive market for automotive replacement parts. Compes
include the origusal equipment manufactusers, rebuild manufacturces and retail auto dedien
mdcpm:-dcnl repair facilitics, warchouse clubs, and q\\';;d[:. auto mass merchants, sas
AutoZone and Advantage Auto Parts, and predictably there are many online provides =
automotive parts.

Automobiles arc becoming more sophisticated in terms of technology and especllie
electronics. Consequently, fewer poople are repairing their own cars. In addition, mest e
are part of dual-income families, and do not have time w do anto repair for themselves. Tha
there is solid growth in automotive repair service. In fact, NAPA Auto Care Centers aoe o
popular (http/www.napasaulocarecom) as are Fireslone Complete Auto Care Centens
Brake Max Auto Care centers. Of course, there are also many mom-and Pop auto cme i
repals centers, but due to the increasing cost of diagnostic equipment and facilities. e un
generally in decline as chain retailers enter this business.

Although the financial performance of the automotive segment of GPC is relum
healthy (see the accompanying exhibit), there is some concern that to be competitive i e
future, it is necessary to make its stores mare contemporary. Although GPC cannot et
to independent operators how to design and operate their stores, they can certainly pasle
them advice. And with nearly 1,000 company-operated NAPA stores, it can set the ol
for others. As a recent college graduate and new employee at GPC, vou have been sl
e help work with others to design a store of the future explicitly ane not for sess s
but for 20X0.




