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01	A ccessories - Appearance

02	A ccessories - Handling

03	A ccessories - Performance

04	A ir Conditioning Parts

05	A lternators

06	A ntifreeze

07	 Ball/Roller Bearings

08	 Batteries

09	 Belts/Hose

10	 Brake ABS Parts

11	 Brake Calipers Loaded

12	 Brake Calipers Unloaded

13	 Brake Drums

14	 Brake Hardware

15	 Brake Hydraulic Parts - Other

16	 Brake Master Cylinders

17	 Brake Pads

18	 Brake Rotors

19	 Brake Shoes

20	 Camshafts

21	 Caps - Gas, Oil and Radiator

22	 Carburetors

23	 Chassis Parts

24	 Chemicals - Appearance

25	 Chemicals - Maintenance/
Service

26	 Clutches/Transmission Parts

27	 Constant Velocity Driveshafts

28	 Constant Velocity Joints

29	 Emission Control Parts

30	 Engine Bearings

31	 Engine Control Modules

32	 Equipment

33	 Exhaust System Parts

34	 Filters - Oil, Air, and Gas

35	 Front Wheel Drive Parts

36	 Fuel Injection Parts

37	 Fuel Pumps

38	 Gas and Oil Additives

39	 Gaskets

40	 Heating Parts

41	 Hitches and Towing Products

42	 Ignition Parts

43	 Ignition Wire Sets

44	 Instruments/Gauges

45	L ights/Lamps

46	 Mass Airflow Sensors

47	 Motor and Transmission 
Mounts

48	 Motor Oil

49	O il Pumps 

50	O il Seals

51	O xygen Sensors

52	 Pistons

53	 Piston Rings

54	 Power Steering Hose & Pumps

55	 Rack/Pinion Steering Units

56	 Radiators

57	 Relays

58	 Security/Detection Products

59	 Sensors (Other)

60	 Shock Absorbers

61	 Spark Plugs

62	 Starters

63	 Struts

64	 Thermostats

65	 Timing Components

66	 Tools

67	 Trailer Electrical Connectors

68	 Transmission Filters/Kits

69	 Universal Joints

70	V alves (Engine)

71	 Water Pumps

72	 Wiper Blades, Arms & Motors

73	 Wire and Cable

74	A ccessories - Other

75	 Chemicals - Other

76	 Electrical Products - Other

77	 Engine Parts - Other

78	 Fuel System Products - Other

79	 Steering & Suspension Parts - 
Other

80	A ll Other Products

Products featured in Product 
Profiles 2007/2008

Product Profiles

2007/2008

• Distribution channel analysis for each of the five major channels 
in terms of the overall aftermarket during 2007 and 2008.

• Product volume of each of the five major channels during 2007 
and 2008.

• Growth of product volume for each of the five major channels 
during 2007 and 2008.

Focus on the Future
Trend and forecast analysis is provided for these and other key 
issues:

• Ten products will combine for nearly half of 2008 light vehicle 
product sales.

• Ten products will top 6.5 percent annual aftermarket growth 
during 2008.

• Products with the greatest aftermarket dollar growth during 
2008.

• Ten products will represent more than 48 percent of the 2008 
service market volume.

• Ten products will generate more than 60 percent of 2008 DIY 
sales.

• More than $30 billion in 2008 domestic vehicle sales will be 
generated by 10 products.

• Nearly half of 2008 foreign vehicle aftermarket sales will be 
accounted for by 10 products.

• Nearly 45 percent of 2008 traditional channel volume will be 
generated by 10 products.

• Top 10 integrated channel products for 2008.

• Products attributing most to 2008 OE channel volume.

• Contribution of 10 leading products to specialized channel 
volume during 2008.

• Ten products will generate more than 46 percent of 2008 import 
channel sales.

More for Your Money
Not only is Product Profiles 2007/2008 a must-have marketing 
resource, it is now available at a $500 savings when purchased 
together with the AAIA Aftermarket Factbook Expanded 
Version, which combines Lang Marketing’s 2007/2008 
Aftermarket Annual and the traditional AAIA Aftermarket 
Factbook. If you have purchased the AAIA Aftermarket Factbook 
Expanded Version, you have already earned a $500 discount for 
acquiring your copy of Product Profiles 2007/2008. 

For more information or to order, visit www.aftermarket.org or 
call 301-654-6664. For more information on Lang Marketing, 
visit www.langmarketing.com.  
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details
Product Profiles 2007/2008

 It’s all in the 

“No other report packs the depth and breadth of 
product-specific analysis provided by Product 
Profiles 2007/2008,” said Jim Lang, president, Lang 
Marketing Resources, Inc. “This report contains 
analysis that covers each product in terms of the 
service and DIY markets, domestic and foreign 
vehicle use and volume through each of the five 
major distribution channels. No company can afford 
to be without this report and the unique product 
and aftermarket information this analysis provides.”

“Nothing like this has ever been available in the 
aftermarket,” said Ron Rossi, AAIA director, 
market research. “The details provided in this report 
focus the reader on market potentials by product 
category at the channel level thus establishing a 
solid foundation for strategic thinking and long-
term business planning.  If you are tired of fuzzy 
shotgun approaches to planning, you will love 
the clarity of vision this new research provides.”

Product Perspectives
Product Profiles 2007/2008 provides 2007/2008 
information for each of 80 key products analyzed 
from these major perspectives:

• 2007 light vehicle volume and market share.

• Domestic vehicle volume and share (2007 and 
2008).

• 2008 light vehicle volume and market share.

• Foreign vehicle volume and share (2007 and 2008).

• Service market volume and share (2007 and 2008).

• Volume and share within each of five major distri-
bution channels (2007 and 2008).

• DIY market volume and share (2007 and 2008).

To be competitive, aftermarket professionals need 
detailed, comprehensive information and to answer 
this need, AAIA paid attention. An unprecedented breakdown of more than 
80 specific products, spanning the entire car and light truck aftermarket, has just been released by AAIA’s 
market research department. Product Profiles 2007/2008 contains 289 pages packed with never-before-
available analysis, and is a must-have for cutting-edge aftermarket companies. Research for this ground-
breaking report was conducted in 2007 by Lang Marketing Resources, Inc., and the report is co-branded 
under Lang Marketing and AAIA.

Additionally, market growth for each of 
the 80 products is analyzed in terms of:  

• Product dollar volume for (2007 and 
2008).

• Volume ranking among 80 products 
for 2007 and 2008.

• Share of total aftermarket product 
volume for 2007 and 2008.

• Annual product dollar growth for 
2007 and 2008.

• Annual product percent growth for 
2007 and 2008.

DIY/DIFM Details
The 80 products are individually 
analyzed from these DIY market  
perspectives:

• DIY dollar volume during 2007 and 
2008.

• Share of 2007 and 2008 product 
volume represented by the DIY 
market.

• Dollar volume of each product in the 
DIY market for 2007 and 2008.

• DIY market percent annual growth 
for each product in 2007 and 2008.

Service market (DIFM) volume is 
presented for each product:

• Service market dollar volume for 
2007 and 2008.

• Share of 2007 and 2008 product 
volume generated by the service 
market.

• Service market dollar growth for each 
product for 2007 and 2008.

• Service market percent annual growth 
for each product during 2007 and 
2008.

A Global Perspective
In-depth 2007 and 2008 analysis is 
provided for each product across the 
domestic and foreign markets.  

• Foreign and domestic vehicle product 
volume for 2007 and 2008.

• Foreign and domestic vehicle product 
dollar growth for 2007 and 2008.

• Domestic and foreign vehicle share of 
each product during 2007 and 2008.

• Domestic and foreign vehicle annual 
percent growth for each product 
during 2007 and 2008.

Channel Checkpoints
Product Profiles 2007/2008 provides 
unique insight into the distribution of 
the 80 products covered in terms of 
their volume through each of five major 
car and light truck distribution chan-
nels:

• Traditional channel

• Integrated channel

• OE channel

• Specialized channel

• Import channel

• Other channels

Channel analysis for each of the 80 
products is provided:

• Channel share for each product 
during 2007 and 2008.

• Product volume through each channel 
in 2007 and 2008.

• Channel percent and dollar growth 
for each product during 2007 and 
2008.

The Big Picture
In addition to analysis at the product 
level, information and analysis on the 
total car and light truck aftermarket is 
provided in Product Profiles 2007/2008 
for these major areas:

• Car and light truck total aftermarket 
product volume during 2006, 2007 
and 2008.

• Car and light total truck aftermarket 
product growth during 2007 and 
2008.

• Service market and DIY market 
volume for 2007 and 2008.

• Growth of the service and DIY 
markets during 2007 and 2008.

• Foreign and domestic vehicle after-
market product volume during 2007 
and 2008.

• Annual growth of the foreign vehicle 
aftermarket and domestic vehicle 
aftermarket during 2007 and 2008.

• Share of product growth across the 
total aftermarket generated by foreign 
vehicles during 2007 and 2008, as 
well as similar analysis for domestic 
vehicles.
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IGNITION WIRE SETS 
PRODUCT 43 

DOMESTIC AND FOREIGN VEHICLE PERFORMANCE 
 

2008 DOMESTIC AND FOREIGN VEHICLE VOLUME SHARE
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DOMESTIC AND FOREIGN VEHICLE PRODUCT VOLUME AND SHARE* 

 
 

Year 
Domestic Vehicle 

Volume 
Domestic 

Share 
Foreign Vehicle 

Volume 
Foreign 
Share 

2007 $0.488 Billion 66.3% $0.248 Billion 33.7% 

2008 $0.505 Billion 65.7% $0.264 Billion 34.3% 

 
DOMESTIC AND FOREIGN VEHICLE PRODUCT GROWTH* 

 
 

Year 
Domestic Vehicle 

$ Growth 
Domestic Vehicle 

 % Growth 
Foreign Vehicle 

$ Growth 
Foreign Vehicle 

% Growth 

2007 $0.012 Billion 2.5% $0.012 Billion 5.1% 

2008 $0.017 Billion 3.5% $0.016 Billion 6.5% 

*ALL VOLUME, SHARE, AND GROWTH ARE AT USER-PRICE 
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IGNITION WIRE SETS 
PRODUCT 43 

DISTRIBUTION CHANNEL PERFORMANCE 
 
 

Channel 2007 Share 2007 Volume 2008 Share 2008 Volume* 
Traditional 23.9% $0.176 Billion 23.9% $0.184 Billion 
Integrated 33.3% $0.245 Billion 33.3% $0.256 Billion 
OE 23.0% $0.169 Billion 22.9% $0.176 Billion 
Specialized 14.7% $0.108 Billion 14.6% $0.112 Billion 
Import 4.9% $0.036 Billion 5.1% $0.039 Billion 
Other 0.2% $0.002 Billion 0.2% $0.002 Billion 

  

IGNITION WIRE SETS

2008 CHANNEL SHARE

TRAD

23.9%

SPEC

14.6%

OTHER

0.2%

OE

22.9%

INTEG

33.3%

IMPORT

5.1%

Channel 2007 % Growth 2007 $ Growth 2008 % Growth 2008 $ Growth* 
Traditional 2.9% $0.005 Billion 4.5% $0.008 Billion 
Integrated 3.4% $0.008 Billion 4.5% $0.011 Billion 
OE 2.4% $0.004 Billion 4.1% $0.007 Billion 
Specialized 3.8% $0.004 Billion 3.7% $0.004 Billion 
Import 2.9% $0.001 Billion 8.3% $0.003 Billion 
Other 0.0% $0.000 Billion 0.0% $0.000 Billion 

 
*ALL VOLUME, SHARE, AND GROWTH ARE AT USER-PRICE 
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IGNITION WIRE SETS 
PRODUCT 43 

VOLUME AND SERVICE/DIY MARKET MIX 
 
 

LIGHT VEHICLE ANNUAL PRODUCT VOLUME AND SHARE* 
 

Year Volume Rank Market Share 

2007 $0.736 Billion 36 0.81% 

2008 $0.769 Billion 36 0.82% 

 
 
ANNUAL PRODUCT GROWTH* 

   
 

Year 
Annual Product 

$ Growth 
Annual Product 

% Growth 

2007 $0.024 Billion 3.4% 

2008 $0.033 Billion 4.5% 

 
 

 
SERVICE (DIFM) MARKET AND DIY MARKET VOLUME AND SHARE* 

 

 
Year 

Service 
Market Share 

Service  
Market Volume 

DIY  
Market Share 

DIY  
Market Volume 

2007 75.4% $0.555 Billion 24.6% $0.181 Billion 

2008 75.9% $0.584 Billion 24.1% $0.185 Billion 

 
 

 
SERVICE (DIFM) MARKET AND DIY MARKET GROWTH* 

 
 

Year 
Service Market 

 $ Growth 
Service Market 

% Growth 
DIY Market 
 $ Growth 

DIY Market  
% Growth 

2007 $0.021 Billion 3.9% $0.003 Billion 1.7% 

2008 $0.029 Billion 5.2% $0.004 Billion 2.2% 

 
*ALL VOLUME, SHARE, AND GROWTH ARE AT USER-PRICE 


