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s “ (‘onsumers."_”Guests."
"“Drivers.” “Clients.”
o/ Whatever you want to
" call them, the people whd walk in and out
of your front doors every day are the ones
.. you count omto-maké your cash register sing,
They are the reason why your team stays focused
e all day long. -
But what are they really th|r]k|n9'7 Do you really know about them and how they apmoach the entire tire and
.\ . —vehicle service business? What they like about your shop or your competition? Thanks to Marketplace Insights, we
can take you inside the minds of real-world tire and service consumers. Marketplace Insights conducts national and
local customer attitude studies for numerous tire dealers and tire companies.
~ For the national study this Consumer Profile was drawn from, Marketplace Insights conducted 13 000 onll,ne
interviews with recent tire and service buyers in 26 metro markets across the U.S. Those 26 markets represent an
estimated 55% of the total retail replacement consumertire demand in‘the U.S.
This repert came from January-February 2014 interviews with recent tire and service buyers, wnth the results
distilled into detailed national and-metro market reports measuring buyer actions, thought processes and loyalty.
For more information about this study or Marketplace Insights’ other research offerings, you can contact John

Montgomery at john@mpinsights.com or at 920-487-8020. . (S =
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WHAT BRANDS ARE MOST
POPULAR WITH BUYERS

[ GOODYEAR - 66%
| FIRESTONE - 62%
[ BFGOODRICH - 61%

_FALKEN - 32%
| CONTINENTAL - 31%

[ DUNLOP - 26%
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BAcrRAMENTO - 48%

-57% |
BAN FRANCISCO - 57%

BorTLAND - 55%

-61%
Bami - 54%

BAN DIEGO - 59%
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T. LOUIS - 58%
BENVER - 58%
EVELAND .5
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AMPA
OSTON

PHILADELPHIA - 61% 7

PHOENIX - 61%

EINcINNATI - 61%
PRLANDO - 59%

PITTSBURGH - 62%
PALLAS - 61%
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= % OF CONSUMERS WHOJARE ‘PRICE SENSITIVE’
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TO BE A RETURN _

SERVICE CUSTOMER?
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e Automotive Lifts

e Air compressors L,_.-;J_r f /2 D '_) /" i Jf /

o Welders We offer world-class eulllnmenl at great Iow nm:&s

e Car & truck jacks

Ccall today
e Jump starters ""”‘isfo‘}; <
a
e Battery chargers FREE ca & '

e Tire changers

e And much,
much more

«iXpOVOTME

National Coverage
Selection of top manufacturers
Secure on-line ordering

Free shipping

Unequaled customer service
Guaranteed lowest prices

800 229 6218 www.asedeals.com ASE nealﬁ?

AUTOMOTIVE SERVICE EQUIPMENT
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