DEALER
PROFILE

68% Concerned about finding employees
80% sell used tires
3.0 Sservice techs employed

4.5 serice bays
6.2 Fll-time employees

7 5% Have computer system
4.3 % Have a Web site

1% otter nitrogen inflation
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Sizing Up the Average Dealer

Not Very Critical

2.5

2.0

1.5

1.0

°.5

0.0

What Concerns Dealers Most

Very Critical

What Dealers Pay New Hires (Without Experience)

0%
More than $10/hour

14%

$9-$10/hour
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Employee Retention: What Dealers Think Works

Least Important

3.0

2.5
2.0
1.5
1.0

°.5

Treat them with respect

1.7
Pay them well

0.0
Most Important

How Dealers Use Their Computers

90% Do business accounting
7 0% Maintain customer database

41% Track profitability of tire SKUs

7 3% Handle inventory control
51% track vehide histories

6% Accept online customer orders
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Provide quality tools/equipment
Provide chance to advance
Training/education opportunities

Give regular schedules
Give adequate time off

2.0
Offer good henefits

What Dealers Will Do With Their Business at Retirement

1 0% Give to children

Sell to children

Don’t plan to retire

Liquidate assets
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What Retail Dealers Sell Each Day
(Average Tires Sold Per Day)

Standard passenger
15.1

Light truck/SUV
14

High
performance
i69

4.0

3.5

3.0

2.5

2.0

1.5

1.0

0.5

0.0

Number of Brands Retail Dealers Carry

35 23 2.7 30 1.7 24 @36 22 2.9

Standard Light High
passenger truck/SUV performance

Major brand |  Assoc. brand M  Private brand [

Why Retail Dealers Carry Certain Brands (Desired Supplier Attributes)

Least Important
3.5 [

3.0
2.5
2.0
1.5
1.0

0.5

Product availability

Product quality
1.6

1.5

0.0

Most Important

46 TireRaviews SFPTEMRFR 2004

=
=
S
T
=
Sl
-}
"
el
@
=
o
)
S
£
=
T
o)
E
S
w
=
S
(>

Innovation/technology
Advertising promotion support

Buying terms
2.6

OE position
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What Dealers Think is Important to
Retail Tire Buyers

Price of tires
2.0

Availability
2.1

Dealer recommendation
2.3

Mileage warranty
2.7

Brand of tire
2.8

Wet traction
2.7

Tread design
3.2

Same as OE tire
3.3

Speed rating
3.4

Sidewall design
3.6

0.0 0.5 1.0 1.5 2.0 2.5 3.0 3.5 4.0

Most Important Least Important
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Where Dealers Get Their Consumer Tires
8%

Other tire dealers
8%
Direct from

overseas
manufacturer

source

20%
Private
brand marketer

Tire manufacturer direct

Why Customers Buy Particular HP Tires

Price of tires
1.9

Recommended by degler
2.3

Brand of fires
2.5

s ; o
2.obrnermg and handling capability

Speed rating
2.8

Same as OF tire
3.1

1.5 2.0 2.5 3.0 3.5

Least Important

0.0 0.5 1.0

Most Important
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Dealer Sales Volume: Consumer Tires
(2003 Sales vs. 2002 Sales)

15%
Dollar sales dropped

(decrease
avg.: 17.5%)

A Dealer’s Most Difficult Competition

Mass merchants 2.2

Discount retailers 2.5

Independent dealers 2.7

Warehouse dubs 2.7

Internet sales by tire company 3.5

New car dealerships 3.9

55%

Dollar sales
up (increase
avg.: 12.4%)

Average Gross Profits: 2003 Sales

0% 10% 20% 30% 40%

50%

Major brand [ Private brand

00 05 1.0 1.5

Most Difficult
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2.0

3.5 4.0
Least Difficult

2.5 3.0
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Consumer Tire Sales by Month: 2003

12%

10%

8% —

6%

4% —

2%

0%
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Customer Satisfaction Comes Standard

REMIUM BRAKE PAD3S

X

100% NEW ALTER NATOR

BOSCH

Constantly Driving l1novation

1}

§ 0\ Your Three Steps to Success Call 888-279-4222

° ““‘ .‘ 1. Choose the Program that Works for Or visit our web site:

g i your Business www.autopride.com

3 ‘ To Find The Auto Pride

& % w2 pne-On-One Support to Create and Distributor Near You

£ . implgment Your Program Your Success Is Our Future
o MIDSGWICM' 3. Updated Quarterly Marketing e SoHE

3 Materials and Programs o o Cor e

£
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P235/75R15

P185/65R14

P205/70R15

P205/65R15

P195/70R14

P225/60R16

P215/70R15

Average Retuail Price: Replacement Passenger Tires (Most Popular Sizes)

Figures in parenthesis are
results from 2003 Tire
Dealer Profile study.
N/A indicates that prices
for that size were not
tracked last year.

$0.0 $20 $40 $60
Major brand price 8 Private brand price

FREE ALIGNMENT

That's right, enter to win one of Bee Line's most popular pieces of Laser Alignment equi-
ment on the market today, the 21000 Rear Axle Aligner valued at $6500.00!

HOW DO I ENTER Bce Line's Rear Axle Aligner Give Away? Log on to

form and click submit. That's it! IKt's fast and easy.

EVERYBODY WINS! Now available during our Hot Summer Sale, Bee Line is

offering you 0% Financing on all of our alignment equipment! Don't miss out
on this unbelievable opportunity to purchase your new Alignment and Frame Repair
equipment. Visit www.beeline-co.com today to learn more.

Circle 54 for Reader Service

www.beeline-co.com and click on the Bee Line Hot Summer Sale link. Fill out the =5

$80 $100

[ ] EEELINE-CO.COM
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Dealer Sales Volume: Commercial Tires
(2003 Sales vs. 2002 Sales)

16%

Dollar sales

dropped

(decrease avg.

16%)
Average Selling Price: Replacement

Medium Truck Tires (Most Popular Sizes)

11R22.5
11R24.5 $294.91 ($278.19)
225/70R19.5 $204.75 ($203.33)

Figures in parenthesis are
5/75R005 | $271.26 ($268.82) pigutes I parenhess
255/70R22.5 $239.32 ($250.17) Dealer Profile study.

N/A indicates that prices

285/75R24.5 $292.13 ($273.00) for that size were not
tracked last year.

$0 $5|0 $100 $150 $200 $250 $300

Average Retuail Price: Replacement LT/SUV Tires (Most Popular Sizes)
T235/85R 16E

31X10.5R15C
LT245/75R16E
LT235/75R15C
LT265/75R16C
LT225/75R16

LT285/75R16E

i i i i
$0 $50 $100 $150 $200

Major brand price [ Private brand price [N
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Where Dealers Get Service Parts

6%
Direct from
manufacturer

What's Most Important to Truck Fleets

(Desired Attributes)
Least Important &
3.0 32%
Local parts jobber
(NAPA, etc.)
2.5
2.0 -
13%
Local parts retailer
1.5 (AutoZone. etc.) 8%

1.0

0.5

0.0

6%

Oth
Wagon jobber e souree

3%

Online
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Durability

Total lifecycle cost
Wet traction
Tread depth

Fuel economy
Brand name

Most Important
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Service Sales by Month - 2003
10%
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6%

4%

2% —
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