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Monthly automotive competitive insights from Compete

While the economy begins to show some signs of a recovery, including modest gains in consumer confidence, .
the auto industry continues to struggle as sales remain at historic lows. As more and more car and truck owners Compete provides
opt to keep their vehicles longer than originally planned, the need for auto service has grown. Among the many  gytomakers with the
things that need to be replaced on an aging car are its tires. To quantify the business ramifications of this trend,
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So what happens after someone reaches a tire site? You can shop and you can find out where a retailer is but
you can'’t buy a tire at any of these sites. So it's important to understand where prospects go once they leave
the manufacturer site. Michelin and BFGoodrich visitors go right back to search but Goodyear and Bridgestone
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Evaluating consumer online shopping behavior is always critical but it's especially important now as the economy begins to slowly
recover. As it recovers, consumers may buy fewer replacement tires. On the other hand, there may be a

bank of consumers that have even postponed tire purchases and who will re-enter the market. Staying on .

top of consumer behavior dynamics is the best way to effectively manage your marketing strategy and Competelnc
drive sales.
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