
1

2021 MEDIA KIT

FIXED
OPSJOURNAL



2

2021 MEDIA KIT

Fixed Ops Journal is genuine journalism backed by one of the most 
trusted brands in the industry: Automotive News.
Every issue tells you what’s new in fixed ops: best practices of other 
dealerships you can adopt to boost your profits; tips on hiring and 
retaining service and parts employees at a time of shortages and 
rapid turnover; best practices; suggestions on working better with 
other departments at your dealership; reviews of new shop tools and 
equipment; and guest commentaries from industry leaders. 
This is information you can’t get anywhere else  
– and it’s essential to your business.

THE MISSION:
Helping dealerships, automakers and vendors maximize profits from fixed operations.

In 2021, we’ll host the fourth annual Fixed Ops Journal Forum. Attendees will 
gather to learn best practices and find unconventional solutions to help make 
a dealership’s service department a top performer. Participants will also gain 
insight and perspective from inspiring keynote speakers and panelists and 
learn about best practices that can help improve fixed ops performance.

Have a story idea? Send it to Dan Shine at dan.shine@crain.com

Interested in being a sponsor? 
Contact Ellen Dennehy at edennehy@autonews.com 

Have an idea for an event speaker?  
Share it with us at autonews.com/speakersubmit

FORUM
EVENT
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39,000 
in the U.S. and Canada receive the print magazine.

86,412 
receive as a digital edition.

80% 
of readers pass along Fixed Ops Journal  
to colleagues.

82% 
of dealership readers have taken action  
as a result of seeing an ad in Fixed Ops Journal.

THE IMPACT:
“More OEMs should require this reading for their Fixed Ops people!  

Keep them focused on what’s happening in the ‘real world’.”

“Everyone is focused on their fixed ops so it is good to stay current with  
what other dealers are doing.”

“It’s important stuff, keep it up.”

“Excellent publication.”

“Good and relevant publication. Always look forward to reading it.”

“Like your own personal advisor to help you find the best of.”

“Very useful information. Look forward to each issue. Best supplement Automotive News offers.”

“I read every issue. I enjoy seeing what other OEMs are doing to help their dealers retain more 
service customers, sell more parts and accessories, and make more money.”

Sources: 
Publishers Circulation Data, 

Signet Research 2020,
FOJ Reader Research

THE AUDIENCE: THEIR INFLUENCE:
The percentage of readers who influence purchase 
decisions in these areas of the dealership.

82%

79%

86%

65%

82%

75%

89%

Major shop equipment (i.e. lifts, etc.)

Minor shop equipment (oil, cleaning supplies, etc.)

Parts

Paint and refinishing

Tires

Business systems and software

Training

2021 MEDIA KITFIXED
OPSJOURNAL A U D I E N C E
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Calif. court rejects service 

director’s suit over � ring

� e California Court of Appeal  rejected a 

suit by a former service and parts director who 

claimed a � ousand Oaks dealership group 

wrongly � red him after 13 years for raising 

concerns about workplace safety. 

Ernest Sumen alleged that Silver Star Auto-

motive Group, terminated him in 2012 for 

complaining about an unsafe hoist that he 

had red-tagged as out of service. 

He worked at the group’s Mercedes-Benz 

and Jaguar dealerships, according to court � l-

ings.
Silver Star countered that its action was jus-

ti� ed because Sumen failed to properly over-

see repairs of equipment and remedy unsafe 

shop working conditions. It said technicians 

continued to use the tagged hoist, which he 

hadn’t repaired or replaced.  

In its unanimous decision, the court ruled 

that Sumen didn’t provide enough evidence 

that Silver Star retaliated against him for re-

porting the defective hoist. It cited testimony 

from the group’s human resources director 

that she � red Sumen for not ensuring work-

place safety, which the court said “he might 

have done by enforcing the hoist’s decommis-

sion.
“Sumen essentially admitted to the failure 

when he admitted he was unaware employees 

continued to use the defective hoist,” the court 

added.

Lee Sherman, a lawyer for Silver Star, called 

the ruling “righteous and fair.” Sumen’s law-

yers didn’t respond to a request for comment.

Mandatory arbitration

OK’d for service employees 

A porter � red by a suburban Detroit dealer-

ship after he refused to sign a mandatory arbi-

tration agreement can’t pursue discrimina-

tion and retaliation claims, a federal judge 

ruled.
U.S. District Judge Nancy Edmunds also 

ruled that a former service technician who 

signed the agreement, which prohibits 

class-action arbitration, must arbitrate his in-

dividual claims and can’t pursue a class-ac-

tion suit on behalf of employees of All Pro Nis-

san of Dearborn, Mich. However, the judge 

has agreed to reconsider that decision, ac-

cording to plainti� s’ lawyer Shereef Akeel.

According to the ruling, All Pro Nissan hired 

Brian Williams as a porter and Jay Howard as 

a mechanic  in 2015. 

A few months later, the store told all employ-

ees to sign an arbitration agreement in order 

to keep their jobs.

Williams refused and was � red. He claimed 

that the arbitration agreement denied his 

rights under federal anti-discrimination laws, 

and that the dealership discriminated on the 

basis of race and disability in rejecting him for 

a job as a lube tech.  

Howard, who signed the agreement, claim-

ed he was wrongfully � red after he com-

plained about alleged race-based pay dispari-

ties in the service department. Both plainti� s 

� led complaints with the federal Equal Em-

ployment Opportunity Commission.

Edmunds upheld the class-action arbitra-

tion waiver, and said mandatory arbitration 

doesn’t undermine the EEOC’s enforcement 

powers in discrimination cases. 

� e dealership’s lawyer didn’t respond to a 

request for comment.

Court nixes negligence 

award against dealership

A Louisiana Ford dealership successfully 

appealed a $140,000-plus judgment against it 

involving a vehicle that it examined but didn’t 

repair.
Milo Nickel Jr. alleged that his new 2009 

Ford Flex su� ered problems with its Sync sys-

tem, warning lights, indicators and air condi-

tioning after crash-related repairs. � e dealer-

ship where he bought the vehicle, now out of 

business, and an independent collision facili-

ty made those repairs.

� ree years later, he brought the Flex to 

Bolton Ford in Lake Charles, reporting that it 

wouldn’t start. However, a technician found 

that it started every time. 

� e dealership made “multiple attempts to 

diagnose and � x the problems Nickel claimed 

to be having,” the Court of Appeal  said. It rec-

ommended replacing the power distribution 

box and electrical wiring harness for $2,500, 

but Nickel refused and “e� ectively abandoned 

his vehicle at the dealership,” the court added.

“Bolton Ford inspected the car but did not 

repair it because plainti�  would not agree to 

pay for the repairs,” said dealership lawyer 

Robert Maxwell. Nickel sued Ford Motor Co. 

to rescind his purchase and sued Bolton Ford 

for negligent repair. He won at a non-jury trial. 

But the appellate court said: “Considering 

that Bolton Ford never actually repaired any-

thing because Nickel refused to pay for the re-

pair, it is hard to fathom how it could be found 

to have negligently repaired Nickel’s Flex or 

was negligent for allowing the vehicle to re-

main in storage on its lot.” 

Nickel’s lawyer, Kenneth Wright, called the 

dealership’s conduct “textbook for how to 

alienate future customers.” He said he has 

asked the Louisiana Supreme Court to review 

the appellate ruling. 

Aston Martin owner sues 

dealership over repairs

What happens when a $200,000 luxury car 

needs $135,546 in crash repairs and the owner 

lacks full insurance? For the owner of a 2014 

Aston Martin DB9, the response was a lawsuit 

against the British Columbia dealership that 

sold the vehicle and made some repairs, an 

independent body shop that did the bulk of 

the work, and the manufacturer.

Jessica Liu accused the defendants of 

breach of contract, collusion, and taking ad-

vantage of her “considerable personal wealth,” 

the fact that English isn’t her � rst language, 

and her lack of full insurance. � e defendants 

denied wrongdoing, calling the suit before the 

British Columbia Supreme Court frivolous. 

� ey � led a counterclaim for defamation 

and breach of contract.

Liu bought the DB9 from Aston Martin Van-

couver in 2015 and damaged its right front in a 

single-car crash six months later, according to 

court � lings. � e dealership made some re-

pairs, including new brake pads and rotors. It 

recommended that Burrard Autostrasse Colli-

sion, one of Canada’s only two authorized re-

pair shops for the vehicle, handle the rest of 

the work.

According to court � lings, Burrard’s esti-

mate initially was $23,969, but increased to 

more than $130,000. Liu paid a $50,000 de-

posit but claimed she later canceled the repair 

authorization. 

� e shop completed the work and is holding 

the vehicle pending payment of the $85,586 

balance and $200-a-day storage charges, 

court documents said. 

� e dealership’s lawyer declined to com-

ment. Liu’s lawyer didn’t respond to a request 

for comment.

---- Eric Freedman

foj@autonews.com
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5 Interview by Alex Kwanten

minutes with ...
 Michael Knipe, vice president of � xed operations, Subaru of America

Since he became Subaru’s � xed ops chief in 
July 2017 , Michael Knipe has been responsible 
for the automaker’s aftermarket parts and ser-
vice business development and North Ameri-
can parts and accessory supply chain planning 
and distribution, among other duties. He pre-
viously was Subaru’s director of parts logistics. 
Before that, he spent two decades in various 
positions at Hyundai Motor America and its 
Mobis Parts America  a�  liate.   

On learning from dealership innova-
tions

Retailer visits are something that all of us 
engage in. We’re very close to the retailer net-
work, and a good deal of what we do comes 
from them.

Our new certi� ed collision network was 
something we discussed over time with our 
national retail advisory board and then with 
individual parts managers and service man-
agers across the country. � e enthusiasm for 
that project provided the impetus internally to 
take on a pretty big initiative — maybe 800 to 
1,000  body shops ultimately.

On enhancing � xed ops growth and 
pro� tability

Last year, Subaru parts and service [volume] 
grew 22 percent. � is year, we’re tracking to be 
close to 20 percent. From the standpoint of re-
tailer revenue and pro� tability, the key is to 
make sure we have the capacity to deliver on 
the ownership experience. Over the last four 
years, we’ve had a program called FOX — 
Fixed Operations Expansion — that’s helped 
participating retailers invest in expanding 
their service capacity.

We’re launching a tool for the retailers that 
will help forecast labor and physical plant 
needs over the next � ve years. It’s not only go-
ing to provide recommendations for a techni-
cian count you’re going to need to meet labor 
demand, but also stalls, advisers, etc. It will 
calculate the estimated gross revenue, gross 
pro� t and retained pro� t that will result from 
meeting that demand. 

� is way, we make the conversation more 
about [return on investment] for a retailer and 
doing the expansion necessary to meet this 

coming demand, as opposed to it being about 
requiring a minimum commitment. 

On keeping service customers after the 
factory warranty expires

It’s just doing the right thing from the start. 
We have to o� er them value that they would 
expect in their ownership experience. Pricing 
is certainly a consideration, but demonstrat-
ing value is the key.

Successful Subaru retailers are in the busi-
ness of providing their service customers what 
they need when they need it, at a reasonable 
value. � at’s what our customers expect, so if 
we want to earn their loyalty we’ve got to be 
consistent in meeting and exceeding those ex-
pectations. If we do that, then our owners are 
going to stay with our service departments.

 
On selling tires

It wasn’t that long ago that many retail deal-
erships considered the tire business to be 
more a nuisance than a viable opportunity. 
Now it’s pretty universally accepted that tires 
are an essential o� ering and help keep own-
ers loyal to our service departments. 

If we send them down the street to a tire 
shop, it’s o� ering most of the other services 
we do. Why would we want to push away our 
customers and have them try out another ser-
vice source when we should be providing all 

those things ourselves?

On providing service loaners 
Our retailers need to provide those things 

that owners want and need, including loan-
ers. We o� er a program that gives retailers a 
purchase discount on vehicles entered into 
loaner car service and a daily credit amount 
when the vehicle is in use by service custom-
ers, within certain guidelines.

From retailer to retailer, it’s somewhat dif-
ferent. We have retailers that have a very ade-
quate number of loaner cars. Some can’t keep 
a big pool because they may be space-con-
strained, so Subaru will reimburse retailers 
for third-party rental car expenses, up to a set 
amount.

On the value of dealership quick service
Express service is the most immediate way 

that a retailer can increase service capacity 
and improve customer satisfaction. Around 
40 percent of our retailer network o� ers ex-
press service, and we’ve seen a metamorpho-
sis in many of these retailers. 

� e inspection [during express service] allows 
the adviser to point out things that maybe the 
vehicle owner didn’t know about. It has to be a 
true, disciplined express process where there’s 
plenty of oversight. You have to stick with the 
process, but our dealers have done great.

On maintaining a supply of well-trained 
service technicians  

My area of responsibility is everything parts 
and service. We have a separate division, 
technical service and quality, that’s responsi-
ble for technician training. � ey have intense 
training programs for existing technicians 
and three years ago started Subaru University, 
which works to connect retailers with stu-
dents in local learning institutions for techni-
cian careers.

� e students apprentice with the retailer. 
� e levels of the classes vary depending on 
the partnership and the curriculums the 
schools o� er. We are partnered with 220 sec-
ondary and postsecondary programs across 
the country, with about 3,000 students in 
training. 

EDITORIAL CALENDAR
REGULAR FEATURES:

2021 MEDIA KITFIXED
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FEBRUARY 8 
CLOSE: JAN 21

The Case for Fixed Absorption
Why fixed absorption is a worthy goal for every 
service department.

APRIL 12
CLOSE: MAR 25

Parts Perfection
Using data and technology to improve parts 
availability and inventory management.

JUNE 14
CLOSE: MAY 20

Homegrown Talent
The best way to develop your own techs.

AUGUST 9
CLOSE: JULY 22

The ABCs of BDCs
Establishing a Business Development Center to 
increase ROs and profits.

OCTOBER 11
CLOSE: SEPT 23

Best Practices in the Body Shop 
Streamline processes to be more efficient, profitable.

DECEMBER 13
CLOSE: NOV 18

Service Lane Software 
The latest gadgets, apps and technology to improve 
customer service visits.

SERVICE COUNTER:
A statistical snapshot of the fixed ops space 

 
5 MINUTES WITH:

One-on-one interviews with fixed ops professionals

LEGAL LANE: 
Service world conflicts that have reached the courts 

 
FIXED OPS PROFILE: 

The personalities behind fixed ops solutions

NADA SHOW • February 9-11
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Sponsor Fixed Ops Journal online and give your brand prolonged and repeated 
visibility among this highly targeted audience. Two levels of sponsorship are 
available. Sponsor your choice of a digital edition or a fixed ops webinar.

ONLINE SPONSORSHIPS

ONLINE SPONSORSHIP +  
DIGITAL EDITION 
Feb, Apr, Jun, Aug, Oct, Dec

• Digital edition sponsorship elements: Full page ad opposite  
the front page, skyscraper, logo, banner on iPad edition.

• Top leaderboard and thought leadership box on monthly  
Fixed Ops Journal newsletter.

• Top and lower leaderboards, medium rectangle and half page  
on Fixed Ops Journal online section.

• Logo on Fixed Ops Journal article pages.

FEATURED SPONSORSHIP: $16,500 PER MONTH

ONLINE SPONSORSHIP + 
WEBINAR
Jan, Mar, May, Jul, Sep, Nov

• All Fixed Ops Journal webinar registrant data, including the 
opportunity to add up to 3 custom questions to the registration form.

• Opportunity to suggest webinar topics and expert speakers.

• Top leaderboard on webinar promotional emails.

• Top leaderboard and thought leadership box on monthly  
Fixed Ops Journal newsletter.

• Top and lower leaderboards, medium rectangle and half page on 
Fixed Ops Journal online section.

• Logo on Fixed Ops Journal article pages.

• Logo on webinar console.

STANDARD SPONSORSHIP: $14,100 PER MONTH

FULL PAGE

SK
YS

C
RA

PE
R

All online rates are gross.

2021 MEDIA KITFIXED
OPSJOURNAL O N L I N E  S P O N S O R S H I P S
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PRINT RATES

PRINT SPECS
COVER / FULL PAGE
Trim: 8.375 w x 10.5 h
Bleed: 8.625 w x 10.75 h
Live Area: 7.375 w x 9.5 h

COVER /
FULL PAGE TWO-PAGE SPREAD

HALF PAGE QUARTER 
PAGE

ONLINE SPECS

POSITION DESKTOP  
DIMENSIONS

MOBILE  
DIMENSIONS FORMAT

Leaderboard (Top/lower) 728 x 90 px

300  x 250 px

JPG, GIF, animated GIF,

PNG, HTML5

(must be 3rd party served)

Medium Rectangle 300  x 250 px

Half Page 300 x 600 px

WEBSITE

POSITION DESKTOP  
DIMENSIONS

MOBILE  
DIMENSIONS FORMAT

Leaderboard  (Top/lower) 728 x 90 px 300  x 250 px JPG, GIF  
(no animation)

EMAIL

DIGITAL AD SUBMISSION
Please send all digital creative to:   
AdOps-AutoNews@crain.com
Unless otherwise noted, all assets are due 
 5 business days prior to campaign launch. 

Need help creating rich media units to run on  
autonews.com? Ask your sales rep.

ADDITIONAL DETAILS:
• Max file size is 80 kb
• Animation limited to 15 seconds  

or 3 times looping maximum
• Supply linking URL for all assets
• Only user-initiated sound allowed

AD SUBMISSION
All print ads should be provided as  
PDFx1a files and uploaded at:
http://ads.crain.com/Home.aspx

DETAILS
Rates effective Oct. 1, 2020  (Rate card no. 6) 
Frequency Discount: Advertisers may combine frequencies with other Automotive 
News print products for a combined discount.
Prepay Discount: 6% discount for annual prepays.
Agency Commission: 15% of gross billing allowed to recognized agencies for space, 
color and position provided account is paid within 30 days of invoice date.
Bleed Ads: No extra charge for bleeds.
Cancellation Policy: A 25-day notice in advance of the issue date is required. 
Cancellation may result in forfeiture of discounts earned.

The terms and conditions in this document shall be deemed incorporated in every insertion order or space 
contract tendered to Automotive News unless modified by written agreement signed by an officer of Crain 
Communications (Publisher), and shall supersede any inconsistent statements in such order or contract.

2021 MEDIA KITFIXED
OPSJOURNAL R A T E S  &  P R I N T  S P E C S

FOUR COLOR 1X 3X 6X

Two-Page Spread $16,480 $14,832 $13,184

Covers 2,3,4 9,065 8,159 7,252

Full Page 8,240 7,416 6,592

1/2 Page 5,150 4,635 4,120

1/4 Page 3,090 2,781 2,472

HALF PAGE
Non Bleed: 7.375 w x 4.5 h
Bleed: 8.625 w x 4.5 h
(5.5 to bleed bottom)

QUARTER PAGE
Trim: 3.5 w x 4.5 h

TWO-PAGE SPREAD
Trim: 16.75 w x 10.5 h 
Bleed: 17.75 w x 10.75 h
Live Area: 16 w x 9.5 h

Print rates are gross
Print ads also appear in the digital edition
Ask your regional sales manager about inserts
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CONTACT:
Ellen Dennehy
313-446-6039
edennehy@autonews.com

CONTACT:
Libby Irwin
313-446-0420
lirwin@autonews.com

V.1

UNITED STATES

Regional Sales Managers

Rob Couto 
313-446-0470 
rcouto@autonews.com

Matt Miller 
313-446-0496 
mmiller@autonews.com

Matt Parsons 
313-446-5866 
mparsons@autonews.com

Jerry Salame 
313-446-0481 
jsalame@autonews.com

Taren Zorn 
310-426-2416 
tzorn@autonews.com

Henry Woodhouse 
212-210-0125 
hwoodhouse@autonews.com

EUROPE

Sales & Marketing Director

Thomas Heringer
+49 8153 9074 04
theringer@craincom.de

Custom Research

Steve Schmith
313-399-3080
steve.schmith@crain.com

Business Development

Sara Hartman
313-446-6051
shartman@crain.com

Digital Marketing

Josh Freed
313-446-6066
jfreed@autonews.com

Classified
Angela Schutte
800-388-1800 
313-446-0326
aschutte@crain.com

Production
Terry Driscoll
313-446-6062
tdriscoll@crain.com

ASSOCIATE PUBLISHER 

Karen Rentschler
Associate Publisher
313-446-6058
krentschler@autonews.com

Events & Conferences
Have an idea for an event speaker? Interested in being a sponsor?

OR SHARE IT WITH US AT:  
autonews.com/speakersubmit

2021 MEDIA KITFIXED
OPSJOURNAL C O N T A C T S


