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OEM SITES GAIN VISITORS, LOSE SHARE

Since October, the total number of unique visitors (UVs) to OEM websites in aggregate has trended
upwards, from a low of 8.96 million in November to 13.16 million in March and 12.72 million in April.
Compete assessed whether the aggregate increase on OEM sites bettered or trailed the number of
automotive UVs overall. The number of aggregate UVs to OEM sites excludes double-counting (a
consumer visiting multiple OEM sites in the month is counted only once). OEM sites here include
divisionally-branded, non-exotic sites (e.g., Pontiac.com) but exclude corporate parent sites (e.g., GM.com).
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performance to best measure online
advertising effectiveness. For example, to
evaluate the effectiveness of online ads,
OEMs need to know the extent to which changes in the number of UVs on its site were market-driven
(across all OEMs) vs. advertising-driven (unique to its site).
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Importantly, OEMs need the context of total automotive visitors (OEM and OEM + third party) and the
relative effectiveness of OEM sites in capturing online automotive visitors to identify shifts in overall
consumer behavior as they happen.

CHRYSLER.COM OVERLAP WITH DODGE.COM MEANS LOWER SALES POTENTIAL

One way OEMs can drive sales is to minimize the extent to which visitors to their branded online channels
visit other OEM channels (avoiding shopper defection). Compete assessed the extent to which unique
visitors to chrysler.com in April also visited other OEM sites. April's top five OEM sites are shown; the list
excludes third-party and non-automotive sites. Unique visitors does not double-count consumers that visit a

site more than once in the month, even in
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Understanding consumer interplay across sites is one way to identify relative defection risks as well as
spillover opportunities. Quantification of those allows the development of targeted tactical and strategic
responses. Ongoing intelligence monitors the success of responses.
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