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TACOMA TOO MUCH OF A GOOD THING?

The 2005 version of the Toyota Tacoma is
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performance gap between Tacoma and

Tundra is now smaller than among any other
brand. Compete quantified Tacoma’s

cannibalization potential to Tundra, and
benchmarked that against the same risk for

other brands.

Consideration of Tacoma among Tundra 10% 1 =
shoppers has always been higher than same-

brand consideration among rivals’ large pickup 0%
shoppers. The recent launch of the 2005
model made things worse, and the risk is likely
to surpass May's recent peak (simultaneous | —°—Ram>Dakota

™
40%
30%
20%
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov
e Tundra > Tacoma A~ Silverado > Colorado == F-150 > Ranger
—&— Titan > Frontier
S

with strong demand for Tacoma market-wide).

For context, the highest competitive same-brand cross-shop in any month shown was when 15% of
Titan shoppers considered Frontier in May. Consideration of Colorado among Silverado shoppers has
never been more than 15%, and only 13% of Ram shoppers considered the new Dakota in November.

But is the overlap actually a concern? Only if the overlap results in too few unique shoppers between
Tacoma and Tundra to support sales of both (such as might be the case as Toyota ups sales
expectations for either model), or if Toyota is spending twice to attract the same shoppers. Toyota and
other OEMs can validate cannibalization risks through the integrated assessments of (1) shopper counts
by vehicle, (2) the subset of Tundra and Tacoma unique shoppers—excluding double-counting, (3) sales
objectives, and (4) shopper-to-sales conversion. Conversion can be measured in absolute terms using
Compete’s Vehicle Demand Quotient (VDQ) as shown in last month’'s newsletter, or in relative terms
using share of demand relative to share of sales (example in analysis below).

NISSAN PUSHES SALES HIGHER THROUGH BETTER CONVERSION

Over the past two years, Nissan has increased its share of all new light vehicle sales from a low of 3.5%
in February 2003 to a high of 5.7% in November 2004. Compete compared Nissan's Share of Market
Interest (SMI) to its share of sales to determine the drivers of its sales growth. SMI is the share of all new
vehicle shoppers market-wide by month that considered at least one Nissan.
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effective at converting shoppers to buyers. Better conversion can come through higher incentives, more
fleet, the right products, and effective marketing. Nissan's next step is to identify the performance for
each of its vehicles (like Pathfinder) to determine where further demand efficiencies can be obtained.
Other OEMSs seeking to grow sales can use Nissan's results and Compete metrics to set realistic sales
and conversion goals, and make smarter, more cost-effective decisions.
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