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Keep on growing
Now settled after a change in management, EUROPART is 
zoning in on a freshly outlined strategy for future growth.

IMAGES    JOCHEN ROLFES, AND COURTESTY OF EUROPART

I
n 2011, automotive spare parts and accessories distributor EUROPART was 
acquired by financial investors Triton and Paragon. This ownership change 
sparked a new chapter for the former family-run business, giving it a fresh 
new approach to how it would continue to grow within the industry. A year 
later, Pierre Fleck was appointed to the role of CEO and, since then, he has 

been leading the team on a successful journey forward. He says everything is on 
track for EUROPART as it hones in on its strengths while effectively serving the 
needs of its customers in the truck, trailer, van, and bus sectors.

“We have enormous potential,” he notes. “We are not just sitting here, waking up 
saying, ‘Where are we going to go? How are we going to do it?’ We know that we 
have enormous potential and we have a plan in place to capitalise on that. It took 
us two years to reposition the business after the ownership change and now we are 
going full speed ahead with the development phase. It is a matter of prioritising 
the growth.”

Pierre explains that this growth will come from further developments of 
EUROPART’s three main business objectives. The first one is EUROPART’s own 
brand, which is currently its number-one driver. “Back in 1995, the launch of our 
own brand for truck spare parts was extremely innovative. We managed to 
consolidate our own-brand strategy from this time onwards and put a lot of effort 
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into further developments such as quality 
management. For example, all of our own 
products run through various audits, 
both internal and independent ones, 
before the market launch. And even after 
that, we are continuously monitoring our 
products to be able to assure highest 
quality of every own-brand product, any 
time. Due to the huge demand for 
alternatives to original manufacturer 
brands, our own-brand products program 
is one of our key businesses besides the 
supply industry.”

Pierre continues: “The transport industry 
is dealing with two challenges: the whole 
sector is under high cost pressure and, at 
the same time, it is becoming more and 
more international. You see, this industry 
is under huge pressure and pass it on to 
their suppliers, especially in terms of the 
margin. Therefore, we have the major 
answer to both problems, the use of 
EUROPART’s own brand. We can offer 
extremely high-quality products which 
are a greater-value-for-money product 
when compared to the original 
manufacturer brands. Moreover, we are 
able to offer original manufacturer 
brands and EUROPART’s own brand in 
every country for the same price. This is 
why we are so committed to expanding 
our network and promoting our high-
quality own brand. Our constant growth 
confirms our strategy.”

Pierre points out a huge advantage of 
EUROPART and states that this offer is 
unique: “We have thousands of 
competitors. One of our biggest is, for 
example, represented in 11 countries, 
whereas we are represented within 27 
countries. We have developed and 
invested a lot in partnering with 
multiple countries, in what we call our 
‘key account strategy’. The more 
present these guys are in the countries, 
the more we can offer them one unique 
price regarding our own brand. You 
cannot do so if you don’t have your own 
range of products.”

The second business objective for 
EUROPART is to focus on the commercial 
vehicle sector. By developing and 
maintaining strong partnerships 
within this sector, Pierre believes that 
the outcome for EUROPART is 
significant growth. “We will continue 
showing that it is most effective to work 
with us and carry on being one step 
ahead our competitors.”

The third important business objective 
for EUROPART is to expand its bus 
business. “We are number one in Europe’s 
truck industry as well as in the trailer 
business. Now, it is obligatory for us to 
become number one in the bus segment, 
too. We already have a strategy plan and 
are currently implementing these 
measures. Therefore, we showed strong 
presence at the trade fair ‘Busworld’ in 
Belgium, in October 2014. ”

In addition to focusing on these product 
areas, Pierre says EUROPART is aiming 
for further geographic expansion. “There 
are still some countries left, where we are 
not represented at the moment. There are 
only a few remaining in Europe but we 

would like to reach these countries soon. 
Then, there are some countries in which 
we are currently not market leader; as a 
matter of course, we want to be there as 
soon as possible. Finally, we will 
continue to win market shares in 
countries where we are already 
represented. As you can see, it is a very 
transparent and simple objective.”

When Pierre jumped on board 
EUROPART, it was not easy at all. It took 
two years to get things running effectively 
before growth could become one of the 
main priorities. After being in the 
automotive industry for more than two 
decades, Pierre was well equipped for the 
job. He started his career in the supplier 
sector, taking on various international 
positions before moving into car and 
truck manufacturing. Finally, in 2012, he 
joined EUROPART and the independent 
aftermarket. All of this experience has 
served him well, giving him true 
competency about all aspects of the 
automotive business. 

“I’ve had a really good mix,” Pierre says. 
“I’ve managed small entities and  

“I am one of those people in management who believe that the 
more you give, the more you will receive.” - Pierre Fleck
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€5 billion businesses. It has also given me 
the approach and experience to work in 
diverse multicultural backgrounds, which 
is very important due to EUROPART’s 
presence in 27 countries.”

Upon joining EUROPART, Pierre’s biggest 
challenge was to get everyone in the 
company on the same page, aiming for 
unified business objectives. Pierre 
managed to build a consistent 
understanding of where the business was 
heading and what steps needed to be 
taken to get there. 

“When I started, there was a good 
understanding of the business already in 
existence. The right topics were on the 
table, only the realisation was extremely 
poor,” he explains. “Firstly, the challenge 
was to get moving from what I call a 
highly decentralised business. Secondly, I 
needed everyone in the company to feel 
responsible for the new company’s focus 

to get the transformation into a highly 
accountable organisation going. You can’t 
do this too fast. You have to respect the 
history of the company and employees 
but transform the company into a 
performing, best-in-class business at the 
same time. 

“This means not only the integration of 
different cultures but also of the 
headquarters: we had to define common 
values, create a platform for exchange, 
promote lots of consistent 
communication among each other, and 
invest in various management tools. We 
wanted to keep the advantages of being a 
family-owned company but refine and 
modernise it with corporate values, 
discipline, and rigour.

“We also needed to keep the support 
from our people. To be clear, it was a 
long and bumpy road to a successful 
transformation. We had to approach the 

values of family-owned times 
appreciatively and transform them into a 
trustworthy new direction, about which 
every employee should be proud. We also 
wanted to show them that when you have 
success, you celebrate success.”

Within Pierre’s initial two weeks, he 
decided to interview 60 people within the 
organisation either on the phone or in 
person, not only his common direct 
reports. He asked three questions to each 
of them: ‘Could you tell me in very simple 
words what the strategy of the company 
is?’ ‘Do you like what you do?’ and ‘What 
is your contribution to the company?’ 

“Regarding my first question, half of the 
people were unable to tell what the 
strategy was. Out of the 30 remaining, 
I had one-third who told me something, 
but I couldn’t understand a word of it. 
There were about 10 people who created 
their own strategy. Only with the 
remaining ones, was there some sense of 
synergy. They sort of had an idea about 
what the strategy actually was. All in all, 
we had 50 people who had absolutely no 
clue where they were going. It was like an 
abandoned boat, with no leadership and 
people lost.”

These results were a surprise for Pierre. 
Although the company was achieving 
tremendous success in the marketplace, 
there was an obvious internal 
disconnection which needed to be 
addressed. This is why EUROPART 
implemented a change management 
program. Today, Pierre can proudly say 
that everyone is back on the boat and 
heading the right way.

“You need to be transparent and manage 
by example. Furthermore, you need to 

“We wanted to keep the advantages of being a family-owned 
company, but refine and modernise it with corporate values, 
discipline, and rigour.” – Pierre Fleck

“The partnership between EUROPART and HENGST 
combines the strength of two companies. The 
premium filter range of HENGST, the OE experiences, 
a strong daily customer relationship and a business 
orientated marketing program support further growth 
of EUROPART.” - Oliver Nabrotzky, Group Vice 
President Aftermarket Sales, Hengst SE & Co. KG

Our solutions in the field of filtration and fluid manage-
ment are convincing due to high functional reliability, 
accuracy of fit and durability as well as an excellent 
price-performance ratio. Over the years our expertise 
in the original equipment sector as well as the range of 
replacement and service parts guarantees the highest 

quality. Our products always correspond to the latest te-
chnical standards and are custom made for the specific 
automobile. Filters we develop for the original equipment 
are inherited identically in construction and quality for the 
aftermarket program.
            www.hengst.com/iam
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discuss things a lot with people, give them 
feedback constantly and, most important 
of all, you need to listen,” he notes. “This is 
very much a people-driven business so you 
need to have people on board who feel 
accountable for what they are doing and 
what it is all for. You need to communicate 
clearly and create a unified culture. We did 
have tremendously experienced people, 
but no one used the additional benefit of 
their experience.”

Pierre knew that he needed to get back to 
the roots to understand the company as a 
whole back then. He figured out the 
essential components of the EUROPART 
DNA, strengthened every one of the 
components and built—based on the 
EUROPART DNA—the new 
company’s focus. 

“This took a lot of dedication,” he states 
bluntly. “Some of the topics were 
extremely centralised, even too 

centralised, whereas at the same time 
some topics were the exact contrast, too 
decentralised. We spent a lot of time 
building a new team and I think we are 
done now; we are a team. Of course, this 
was priority; you cannot do all these 
things alone.” 

This required a lot of fieldwork. 
EUROPART has 230 shops; some of these 
subsidiaries had never seen anyone from 
their company’s headquarters until Pierre 
visited most of them. Thus, he showed 
every employee that EUROPART needs to 
work as a team, needs to build bridges 
between individual departments, and 
simply needs to communicate.

“We needed to build a lot of transparency, 
honesty, and we had to give a lot of time 
to our people,” he says. “I am one of those 
people in management who believe that 
the more you give, the more you will 
receive. At the beginning, it costs you a 

lot of time and energy but you have to do 
it. It’s worth it, especially when it is a 
people-driven business. The more you 
respect the people, the more they will 
respect you.”

Throughout this period of change, 
EUROPART has maintained solid 
relationships with its existing supply 
chain. With a presence in so many 
countries within Europe, it has been a 
crucial component to the organisation’s 
success. “We have extremely long-term 
relationships with these supply 
companies and their people,” Pierre notes. 
“There is a natural geographical fit 
because, within the truck industry, 
70–80 per cent of our suppliers are 
either German or Scandinavian based. 
That is why we are so strong in those 
regions. The number of suppliers that 
are located within 150–200 kilometres to 
our headquarters is significant; this 
makes it a lot easier for us to collaborate. 

“We also give our suppliers transparency, 
which has helped to secure long-term 
arrangements. The supply brands we use 
are absolutely best in class. They deliver 
to truck, trailer, and bus manufacturers 
with very demanding requirements. 
Therefore, it is our job to develop, protect 
and make sure their brand is represented 
in an appropriate way possible. We 
absolutely promote the values of their 
brands. Moreover, there is a lot of respect 
for our suppliers. They know that we will 
not misuse their brand or products.”

With its staff and supply base aligned and 
travelling in the same direction, Pierre 
can focus all of his attention on 
EUROPART’s plans for growth and 
expansion. He says there have been many 
proud moments along EUROPART’s 
journey, but one in particular was the 
company’s entry into truck-racing 
sponsorship in 2013, a style of event 
similar to the Formula 1. In 2015, 
EUROPART fitted out the racing trucks 
of Team Frankie, from the Czech 

Republic, and Team 14, from France, 
with EUROPART’s own brand of brake 
pads, brake discs, batteries, filters, 
and other products, for the 
racetrack showdowns.

“We are sponsoring these two teams. 
There are 10 races across eight 
countries over the course of a year,” 
Pierre notes. “We also invite 
employees and customers to these 
events. It makes me proud that our 
own-brand products are used within 
these races; EUROPART’s own brand 
actually is ‘Truck Race Approved’. 

“Sometimes, even long-term partners are 
surprised that our products show best 

performance and exceptional reliability 
under the extreme conditions of truck 
racing. In addition to that, this 
championship, with locations in 10 

European countries, fits exactly with our 
European DNA. It’s a great possibility to 
share our passion for what we do with 
everyone out there.”  

“I am one of those people in 
management who believe that 
the more you give, the more 
you will receive.” - Pierre Fleck

“ExxonMobil and EUROPART share a vision of growth. Our cooperation allows the commercial vehicle owners 
to benefit from Mobil Delvac technology which provides an outstanding customer experience through improved 
performance and reduced total cost of ownership.” -  Iain J. Stanley, Retail Lubricants Sector Manager Europe, 
Esso Petroleum Company Ltd
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It all starts with

EFB technology – a new generation 
of heavy commercial batteries. 
Who started it ?

NEW

The new and unique VARTA® Promotive EFB is a specifi cally designed battery for 
high-performance commercial vehicles with heavy cycling use. Promotive EFB 
conforms to robust vibration resistance requirements, including end-of-frame 
installation. Its technological features ensure improved performance and 
roadworthy reliability. The innovative acid circulator effectively prevents acid 
stratifi cation which is the common problem with deep cycling applications. 
Manufactured in Europe to the highest quality standards, Promotive EFB will 
reliably power commercial fl eets and dramatically reduce downtimes.

Find out more at www.varta-automotive.com
* Fuel consumption was analysed and evaluated using two Iveco Eurocargo 75E16 EEV trucks 
(Euro V emissions standard) loaded to 75 % of their permitted payload (approximately 6.2 tonnes). 
The test was carried out at the Millbrook Proving Ground Ltd testing circuit in Great Britain. 
For the test, Mobil Delvac 1 LE 5W-30 was used in the engine, and Mobilube 1 SHC 75W-90 
in the gearbox and rear axle. These were compared with a 15W-40 mineral oil in the engine, 
an 80W-90 mineral oil in the gear-box and 85W-140 mineral oil as in the rear axle as reference 
lubricants. Compared to the mineral oil-based products, statistically significant improvements 
in fuel economy were recorded with Mobil Delvac 1 LE 5W-30 und Mobilube 1 SHC 75W-90, 
delivering an average fuel saving of 2.9 % under motorway driving conditions. Corrections 
were made whenever changes in the test environment were considered to have a statistically 
significant influence on fuel consumption. Improvements in fuel economy depend on the vehicle / 
equipment type, ambient temperature, driving conditions and current lubricant viscosity.

© 2015 Exxon Mobil Corporation. Mobil Delvac 1 and Mobilube 1 SHC are trademarks of the 
Exxon Mobil Corporation or one of its affiliated companies.

Our comprehensive expertise and 90 years of 
experience are dedicated to one goal: raising 
our customers’ competitiveness. MobilTM brand 
high-performance lubricants deliver fuel savings 
compared to mineral oil-based products, thus 
lowering your company’s operating costs – and 
raising your profitability!

●   2.9 % fuel saving* with Mobil Delvac 1TM 
and Mobilube 1 SHCTM at the Millbrook, 
UK testing circuit

●   Approximately 1,000 euros lower fuel costs 
in a fleet test after 100,000 km.

For more information please visit mobildelvac.de
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