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Industry Trends:

Source: Forrester Research, Inc. 2010
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Internet Retail YOY % Growth vs. P&A Internet Retail YOY % Growth 

Fast Facts about Online 

Parts Opportunity

Å22% CAGR through 2012

Å2.5X faster growth than 

other retail

Source: Jupiter Research Internet Shopping Model November 2009  (US)

CAGR - Compound Annual Growth Rate



Estimated Parts & Accessories Market
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Online Parts & Accessories Market
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~7% Online 
Penetration

~13% Online 
Penetration

Online aftermarket is 
expected to more than 

double in the next 5 years, 
driven by accessories.



Which Segments are Shopping Online? 
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Consumers are 60% more likely to use the Web for 
parts/service research. (Compared with 2 years ago) 

60% More likely 
to use the Web

30% Equally 
likely to use 

the Web

Source: Google/Compete Aftermarket Survey , 2010

Consumer Online Research is Growing



Parts & Accessories Shoppers

10Source: eBay Motors/ Constat study, 2009; Compete Inc, 2009

Parts shoppers use Internet most 
ÏÆÔÅÎ ÆÏÒ ÉÎÆÏÒÍÁÔÉÏÎȣ

And they indicate that they will 
use Web more going forward
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Parts Researched and Purchased Offline 

Which of the following 
automotive parts have you 
researched or shopped for online 
in the past 6 months?

Among the automotive parts you 
researched, which did you 
purchase and where?30% Researched Online

28% Purchased Offline 

Source: Google/Compete Aftermarket Survey 2010
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Parts Researched and Purchased Offline 

Which of the following 
automotive parts have you 
researched or shopped for online 
in the past 6 months?

Among the automotive parts you 
researched, which did you 
purchase and where?Touring (#1)

28% Researched Online

23% Purchased Offline 

Roughly 50% of online researchers for 
each type of tire bought the item offline

Source: Google/Compete Aftermarket Survey 2010
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70% of consumers use a 

form of search to find 

parts online.

Consumer Search Engine Usage

Source: Google/Compete Aftermarket Survey 2010
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Search Today

ÅOver 80% of 

consumers start 

searches with 

make/model 

information.

ÅSearches are 

flooded with 

aftermarket 

alternatives for 

consumers.

Dealers are not on the first 200 results
No offers for service are provided



Where Are Parts Shoppers Looking For?

17Source: eBay Motors/ Constat study, 2009; CompeteInc, 2007

Internet Info Sources:

ÅParts manufacturer 
website/catalog (51%)

ÅOnline forums / discussion 
groups (30%)

ÅOnline auto news (30%)

ÅAutomotive blogs (26%)

ÅOnline enthusiast sites 
(22%)

User-generated 
content is critical 
for inspiring and 

informing 
purchases
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User Generated Site Usage
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Participation in Online Auto Forum
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Why Do Parts Shoppers Buy Online?

Online Purchase Channels

8%

8%

17%

58%

64%

74%

8%

13%

23%

34%

62%

88%

Other

Online forum/ 
classifieds

Craigslist

Manufacturer 
website

Online retailer

eBay/ eBay 
Motors

DIY DIFM

Factors For Purchase 

ÅContent - Find exact item 
needed

ÅSelection - Find unique 
items not offered offline

ÅFindability - Ease of 
locating an item online

ÅPrice - Find lowest price

Source: eBay Motors/Constat study, 2009; CompeteInc, 

2007



Source : Compete Online Buyer Behavior Study, 2008.

53% of consumers prefer to pick up 
locally, after buying online

Dealerships Have a Distinct Advantage:
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Success Drivers: 

Dedicated or 
specifically 

defined inventory

Dedicated and 
specifically 

trained 
salespersons 

and/or 
coordinators

A plan and 
commitment to 

exceed in 
consumer service 

(in a non -
traditional 

model)



Parts and Accessories:

eCommerce Sales Cycle:

Inventory 
Selection

Merchandising

Drive Traffic

Deliver Value

Reputation 
Management

Reporting and 
Analytics



Inventory Selection:

ɆSpecial Order Parts

ɆAged Inventory

ɆNiche Products

ɆServices

ÅA wheel or tire sells every 30 seconds

ÅA part or accessory sells every 1 second

ÅAn engine or component sells every 45 seconds



Merchandising ɀPhotos: 

ɆGood photo quality shows 
effort and excellence by the 
seller

Ɇ5.0 Megapixel or higher 
recommended

ɆTry to give open disclosure 
through photos; damage, 
condition, etc.

ɆYou can embed photos in 
your HTML description code 
ÏÒ ÈÁÖÅ Å"ÁÙȭÓ ÉÍÁÇÅ 
services help you ad them to 
your listing



Merchandising ɀDescriptions:

ɆOpen disclosure in listing 
description

ɆDisclose condition, policies, and 
anything else you need to 
communicate to the buyer

ɆInclude fitment guides, part 
numbers, and complete product 
specs and information

ɆSpecify color and size choice 
where applicable

Ɇ5ÓÅ ÙÏÕÒ Ï×Î ÃÏÎÔÅÎÔȟ ÄÏÎȭÔ 
copy from manufacturers or 
other sellers



Drive Traffic - Listing Tools: 

Listing tools help turn your raw inventory into 
online, transactional, sales listings.  



Drive Traffic ɀMarket Research Tools: 

Learn what is being search for, what is being purchased, who 
are the top sellers and what their prices are. 

Vendio Terapeak

http://apps.vendio.com/my/vendio/
http://data.terapeak.com/


Drive Traffic ɀMarket Research Tools: 

www.terapeak.com

http://www.terapeak.com/


Drive Traffic ɀOnline Storefront 
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Deliver Value - Item As Described: 
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Deliver Value ɀCommunication: 
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Deliver Value - Shipping Time: 
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Deliver Value - Shipping and Handling: 



Reputation Management:  



Reporting and Analytics: 

1.

Every 2 days and 

24 hours before 

Auction closes 

listing is Tickled

2.

24 hours prior to 

auction close 

discuss options 

to finalize

3.

All leads to be 

worked in PSP 

and all Bidders 

contacted prior 

to Auction close 

to determine, 

Financing, Trade, 

etc... 

4.

Auction End

5.

Unsucessful 

Auction

6.

Succesful 

Auction

5a.

Re-List

7.

$500.00 deposit 

within 24 hours 

required from 

buyer

8.

If buy now ï 

Immediate 

deposit required

9.

Contact winning 

bidder 

(should have 

already 

contacted)

10.

Check with 

accounting office 

for title to vehicle

11.

Federal Express 

paperwork if 

required

12.

Verify that all 

payments 

verified and 

cleared

13.

Prepare vehicle 

for delivery 

(shipping or pick-

up)

14.

Follow up to 

make certain 

client received 

vehicle

15.

Send Accurate 

and positive 

feedback email

Main Street Motors
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Mobile is Transforming Everyday

Shopping Behavior



Mobile Shopping:


