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WHAT WE WANTED TO KNOW

How does digital drive
automotive tire
research and purchases?
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Tire buyers are becoming more proactive
Purchases driven by routine maintenance have grown 91% YoY and buyers are spending

maore per transaction.

Consideration is widening
Buyers are doing more research and considering more retailers and brands. Buyers

considering 3+ brands is up 38% YoY.

Brand matters
As buyers do more research, they are indicating that reputation and brand are more

important than ever.

Winning tire buyers through digital
The combination of search, mobile and video is driving decision-making.
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The tire industry is seeing steady growth

UNIQUE VISITORS TO TIRE CATEGORIES
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Source: MBD/Google Tires Study, October 2013 .
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Tire buyers are more proactive

REASONS FOR PURCHASE

Routine maintenance

I' was told the tread level on my tires was low during routine
maintenance

I always watch my mileage and/or tread depth (e.g. the penny test)
My tire had a puncture
I wanted to upgrade my tires so | would have better performance
I needed new tires due to seasonal changes (e.g. winter tires)
A family member or friend suggested | buy new tires
Something seemed strange with my tires while driving
I bought a previously owned car
Improve appearance
Warning from retailer

Warning from dashboard

Source: Compete/Google Auto Tires Purchase Study, September 2013
O1. Why did you purchase the tire(s)? Please select all that apply. n=1670
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They are spending more time researching YoY

. 23%
41% spent over a
week researching,
versus 35% in
2012

LENGTH OF RESEARCH

35%

I 32%

33%
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I18%
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I8%

Lessthan1day 1daytoless 1 weektoless 2 weekstoless 3 weeksto less 4 weeks or more
than 1 week  than 2 weeks  than 3 weeks  than 4 weeks
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Source: Compete/Google Auto Tires Purchase Study, September 2013 .
011. How much time passed from when you first started shopping to when you actually purchased the tire(s)? n = 1657 (2013); n goog|e.CO m/think 6

=1365(2012)



And they're spending more per transaction

AMOUNT SPENT ON TIRES
(PER TIRE)

53%

39%

33%

I 27%

61% spent over
$150 per tire
versus 47% in
2012

14%
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Less than $150toless $200toless $250to less $300+
$150 than $200 than $250 than $300

W 2013 Purchasers ® 2012 Purchsers

Source: Compete/Google Auto Tires Purchase Study, September 2013 )
SPEND1. Which of the following best describes the per tire price range of the tire(s) you recently purchased? Please select one
answer only. n = 1670 (2013); n = 1365 (2012)
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They're considering

MORE BRANDS

NUMBER OF TIRE BRANDS CONSIDERED

3+ other brands 30%
considered
2 other brands 18% m 2013
considered w2012
1 other brand 30%
considered 31%
No other brands
considered 31%

) Consumers considering 3+ brands is up 38% YoY

Source: Compete/Google Auto Tires Purchase Study, September 2013 / BI5. What other brands did you consider, if any? n = 1657 .
(2013) / BI3. What other brands of tire(s) did you consider, if any? n = 1365 (2012) google.CO m/think




BRAND AND REPUTATION

are increasingly important in the buying decision

FEATURES IMPORTANT TO TIRE SHOPPERS
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Source: Compete/Google Auto Parts/Accessories Purchase Study, August 2013 / BI1. How important were each .
of the following features to you when shopping for tires? n = 1657 google.com/thlnk 2



Digital is playing an increasing role in tire buyers’
decisions

HOW CONSUMERS APPROACHED PURCHASE

+21%

\

29%

2013 Purchasers 2012 Purchasers

m | researched at the retailer and then purchased in person
W | researched online and then purchased in person
B | purchased online

Online usage increased 21% YoY, driven by
online purchases, which have grown 3x

Source: Compete/Google Auto Tires Purchase Study, September 2013 .
C1. Which of the following best describes how you approached your most recent tire(s) purchase? n = 221-1079 google.com/th ink
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Tire buyers are casting a wide digital net

73% of purchasers visited multiple parts websites prior to purchase

1 Site 2-4 Sites 5+ Sites
27% 36% 37%

3+

Source: MBD/Google Tires Study, October 2013 .
Clickstream: BF02, cut by converters g0 Ogle.CO m/think 11



Search engines are the #1 used research source

SOURCES USED FOR INFORMATION ON TIRES

Search engines 70%
Tire and automotive service store websites 63%
Tire brand websites 59%

Professional automotive review websites NIEEEEEEN————— 419%
Consumer-generated reviews online INIIEEEEENE————— 43%
General automotive websites I 10%
Social networking websites NN 33%
Vehicle brand websites I 37/%
Newspaper websites I 33%
Video-sharing websites I 32%
Venhicle service center websites I 3%
Vehicle dealership websites I 3%
Blogs I -0

Salesperson at a store I 68%
Family members, friends and/or colleagues — 68%
Service advisor, technician or mechanic FEEEEEEE—™m 0 55%
Salesperson at dealership FEEEE——— 350

In-store display I (090
TV I 369
Flyers or brochures recieved in the mail NN 3%
Newspapers I 30%
Flyers or brochures recieved at store I 0%
Magazines I 3%
Radio I 0%

Source: Compete/Google Auto Tires Purchase Study, September 2013 / RT1. Which of the following sources, if any, did you use to

Online

In Person

Offline

look for information on tires using these types of devices? n = 1657 / RT2. Besides the Internet, which of the following sources, if goog|e.CO m/think 12

any, did you use to look for information about tires? n = 1657



New tire customers come from non-brand terms

DISTRIBUTION OF PAID CLICKS BY CUSTOMER TYPE

e 4% ARRRRRRARARROARRADAN sex
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Non-branded terms are more likely to drive site
visits from new drivers than from existing customers.

Source: Google/Millward Brown Digital Auto Tires BTGC Study, June 2012 - June 2013 google.com/think 13



=
Non-brand terms drive brand demand, engagement, .
and sales even when buyers don't click

Value of Value of
THE IMPRESSION THE CLICK
Exposed to ad and Exposed to ad and
didn't click clicked
- 2x more likely 5x more likely
E" Site Visits than those who weren't than those who weren't
exposed exposed
=) Brand o Ix
Searches
,m, P_roduct 3y 16x
Views
Conversions 2X 20x

Source: Google/Millward Brown Digital Breaking the Glass Ceiling Study June 2012 - June 2013 gOOg'@ Com/think 14
All Brands, all customers, non-Branded terms ’
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Mobile research happens everywhere

SHOWROOMING UP

PROACTIVE RESEARCH REACTIVE RESEARCH UNTIL PURCHASE

@ l\ o e
57% 13% 18%
Home Service center In line

me=m J00N

I ol
17% 13% 16%
Work While stranded At a tire store

Source: Compete/Google Auto Tires Purchase Study, September 2013 ) ) .
RT12. From which of the following locations did you use your mobile device(s) (e.g., mobile phone and/or tablet) to shop for tires? goog| e.co m/th N k 15
Please select all that apply. *Base- Selected mobile phone or tablet for at least one source in RT1 n = 1,670 ’



Mobile researchers spend more on tires

AMOUNT SPENT ON TIRES
44%

35%  35%

Lessthan $150  $150to less than $200 to less than $250 to less than $300+
$200 $250 $300

B Mobile Device Researchers B Computer-Only Researchers

45% mobile researchers spent over $200 on tires,
versus only 21% for computer-only researchers.

Source: Compete/Google Auto Tires Purchase Study, September 2013 / SPEND1. Which of the following best describes the per g
tire price range of the tires you recently purchased? Please select one answer only. n = 1,657 goog| e.com/think 16



They're price shopping, driving in-store purchases and

researching products

ACTIVITIES CONDUCTED ON MOBILE DEVICES

Looked up store's hours of operation

Checked prices at other locations

Checked to see if the tire(s) were available for in-store pickup
Scheduled an appointment

Looked up pricing information
Looked for discounts/offers

Searched for tires by brand

Searched for tires by vehicle

Compare tire(s) features

Read 3rd party or consumer-generated reviews of tires
Checked tire(s) warranty information

Looked up shipping information

Learn more about an advertisement/promotion | saw
Watched a tire(s) review or video

Looked up tire care information

Signed up to receive offers/newsletters

Diagnosed a problem with my tire(s)

Source: Compete/Google Auto Tires Purchase Study, September 2013 / RT10. Which of the following, if any, did you do on your
tablet while shopping for tires? Please select all that apply. *Base- Selected tablet for at least one source in RT1 n =497 /RT10a.

I 539
I  39%
I 37/ %
I 9%

I S 1 %
I /4%

A 4%
T 41%
A 38%
A 35%
—— 31%
——— 27%
—— 26%
A—— 25%
I 23%
I 229%
I 21%

Which of the following, if any, did you do on your mobile phone while shopping for tires? n =523

~N
([ ]

Mobile
to Store

Price
Shopping

Product
Research
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Almost half of tire buyers use online video when
researching tires

ONLINE VIDEO USE

l +76%

2013 Purchasers 2012 Purchasers

Source: Compete/Google Auto Parts/Accessories Purchase Study, August 2013 .
. ’ sen o A e google.com/think 18



What are tire buyers watching?

35%
Product feature
videos

41%
Tire comparison
videos

23%
16% TV ads online

Racing or
sports videos

Source: Compete/Google Auto Tires Purchase Study, September 2013

30%
Professional
review videos

15%
DIY videos

VI4. Which of the following describe the type of videos you watched while shopping for tires? Please select all that apply. n = 684 g0 Og' e.com/think 19



Online videos drive brand awareness and action

31%
Visited a tire retailer or
store webpsite

[

£61%

Watching online video l

TN Went to a retailer that
introduced the driver to H sells tires

new tire brands

27%
Purchased tires

Source: Compete/Google Auto Tires Purchase Study, September 2013 / VI8. How much do you agree with each of the following

statements about the online videos you watched to learn about tires? N= 684(2013); Top 2 Box / Source: Compete/Google Auto g
Tires Purchase Study, September 2013/ VI7. As a result of watching videos about tires online, which of the following actions, if gOOg| €.Co m/th In |'<
any, did you perform? Please select all that apply.. n = 684

20
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Tire video research is on the rise and here to stay

/8%

of video

researchers plan

to watch tire

videos the next

time they shop for

tires ‘

Source: Compete/Google Auto Tires Purchase Study, September 2013 .
VI9. How likely would you be to watch videos about tires online the next time you shop for tires? n = 686 goog|e.com/th|nk 21



WHAT THIS MEANS FOR MARKETERS

Connect throughout the research process

Today's tire buyer is doing more research and considering more brands, so you need
to have an always-on presence as they cast that wide digital net.

Gain consideration

Tire retailers and brands can get in the consideration set with paid non-category
search terms to drive new customers and demand.

Reach them across screens

Ensure that you are reaching this constantly connected audience at all points, from
proactive research at home to price checking in the store.

Drive deep engagement

Tire buyers are turning to online video before purchasing, so provide them with
relevant content.

google.com/think
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Millward Brown Digital and Google partnered to conduct an online survey using
panelists who purchased automotive tires within the past 12 months. Surveys were
fielded between September 4 and 10, 2013 (n = 1,657).

We ran Clickstream purchase analysis for Q3 and Q4 2012 (aggregated).

We tracked consumers’ We analyzed the We surveyed tire

online shopping activities behavior of tire purchasers to understand
to understand shopping converters, tracking their ~ their shopping behavior.
and searching patterns. behavior backward from

the point of conversion.

google.com/think
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