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Be Car Care Aware

36 Months in 36 Minutes

o Conceptualization

e Research

e Creation

e Implementation —
e Year One Successes .~

e Measurement "

* National Car Care Month

« OTC/BCCA Synergies




Be Car Care Aware

 Integrated marketing and PR consumer
education campaign about benefits of regular
vehicle care, maintenance_and repair.

» Spearheaded by the Adtomotive Aftermarket
Industry-Associaton.

 Car Care Council serves as brand and
messaging source.



Be Car Care Aware

_Th'e o

* Drive customers to stores and bays.
 Increase aftermarket sales.
e Capture a share of unperformed manﬂ.enane#

e Speak as asingle unlfled v0|ce o consumers on
behalf of the mdustry,er

e Help: Clean the air””
o Improve safety
Conserve energy



Be Car Care Aware

AAIA set forth on an initiative to determine the
viability of conducting a consumer education
campaign to expand the aftermarket.

Sponsors: e — T
— AutoZone -~
— NAPA ~
— CSK P

— CARQUEST

— Advance Auto Parts

— The Pep Boys




Be Car Care Aware

o Consumers have a potential emotion receptivity
toward Increased vehicle care and maintenance

 Consumers can be enabled to developamore
positive attitude toward the nege-for increased usage
of aftermarket products and services

o Itis likely that an inefeased positive attitude can be
translated into action and increased sales

.



Be Car Care Aware

e The most important motivates for vehicleicare and
maintenance were:

— Safety
— Dependability B ——
— Pride of ownership/ROI i

» Neither males or females feet that environmental issues
were their responsibility”

e Research results indicated an opportunity to influence
consumers’ attitudes toward vehicle care and maintenance

o AAIA decided to pursue the next phase on behalf of
members and the industry
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Cam pargn

 Established workgroup of industry
marketing/PR experts

« Conducted consumer research to-ereate——
theme and logo

* Joined forces with. Car Car Councill
* Built and launched WWW.carcare.org
e Created strategic marketing/PR plans



http://www.carcare.org/

Be Car Care Aware

Phaf_

 Moved National Car Care Monthto April
e Created vehicle service interval schedule
* Educate and engage Industry —nternal PR

» Established alliances and endorsements:
— Industry trade associations
— Consumer organizations
_Government and regulatory agencies



—C—

Car Care




Be Car Care Aware

Service Interval
Schedule

Be Car Care Aware’

WwWw.carcare.org

Check Monthly

Check Engine Light On
Cleaning

Lights

Tire Inflation and Condition
Windshield Washer Fluid

Check every 3 months/
3,000 miles

Automatic Transmission Fluid
Battery and Cahles

Belts

Check Engire Light On
Engine Air Filter

Engine Oil and Filter
Exhaust

Fuel Filter

Hoses

Lights

Pawer Steering Fluid

Tire Inflation and Condition
Windshield Washer Fluid

Check every 6 months/
6,000 miles

Automatic Transmission Fluid
Battery and Cahles

Belts

Chassis Lubrication

Check Engire Light On

Polish

Engine Air Filter

Engine Qil and Filter

Exhaust

Fuel Filter

Hoses

Lights

Power Steering Fluid

Tire Inflation and Condition
Windshield Washer Fluid
Wiper Blades

Check every 8 months/
8,000 miles

Autamatic Transmission Fluid
Battery and Cahles

Belts

Check Engine Light On
Engine Air Filter

Engire Oil and Filter
Exhaust

Fuel Filter

Hoses

Lights

Power Steering Fluid

Tire Inflation and Cendition
Windshield Washer Fluid

Check every 12 montlis/
12,000 miles

Automatic Transmission Fluid
Battery and Cables

Belts

Brakes

Cabin Air Filter

Chassis Lubrication

Check Engire Light On
Palish

Coolant {Antifreeze)

Engine Air Filter

Engine Oil and Filter
Exhaust

Fuel Filter

Hoses

Lights

Power Steering Fluid
Steering and Suspension
Tire Inflation and Condition
Windshield Washer Fluid
Wiper Blades
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Awrematic Transmissian Fluid
Check fluid level with engine runaing snd
transmission in paric. |f low, add the type
of automatic transmission Fluid specified
i the owner's manual andfor on dipstck,
For maximum performance, change every
two years or 24,000 miles, or a5
directed in owner's manual.

Battary and Cahlas

Battery should he securely mounted
Battery cannection should be clean, tight
and corrsion free. | the battery is three

years ald or maore, it should be tested and

repigced if necessary.

Balts

Chech ¥-balts and serpenting belts for
Ioseness and condition. Replace when
cracked, frayed, glazad ar showing signs
of excessive wear. Replace timing bet
per interval specified n gwner

Typicaly this is 60,000 w B

Not replacing the belt as reg

ceuse @ breakdown or senous enging
damage.

Brakas

Check the entire brake system every
year, including brake linings, ratars and
drums.

Cahin Air Filtar

Replace annually, or more often in areas
with heavy sirborne contaminant's or
whengvir heating or cooling efficiency is
reduceg

Chassis Lul

Many newer cars are lubed-far-ife; same
still require this service. Check owner's
manual. Replacement staring and
suspension components may require
perigdic Wbrication.

Chack Engina Light On

] light comes on while driving or remains
on, yaur vehicle My have an emissians
or sensor problem and should be
analyzed. |f ight flashes, the condition is
mare severe and must be checked
immediately to prevent catalytic
converter dama ge.

Clasning & Polishing

Ta pravent strigging the vehicle's wax
hinish, use anly automative car wash
products, ast dishwashing liquids. Polish
at least twice & yesr to maintan and
protect the Finish,

Canlant {Antifrasza)

Check evel gt reservor, Never open 2
hot radiatar cap. IFlaw, add 5050 mix
of epproved antifreeze and distilied
water. Change caalant annua ly on most
vehicles.

Enging Air Filtar

Inspect fiter ot cach ai change. Replace
E"”"Ili”\' or when leaking, torn, water or
oil soaked, dirty or showing other signs

of wear,

Vehicle System/Component Service Notes

Engina 0il and Filtar

Chack level with engine off at every Fil
up. For maximu engine life, change oil
and filtar every three months ar 3,000
miles or s directed in your gwner's
manual. Use specified oil grade and
weight

Exhaust

Inspect for lealcs, damage and broken
supports o hangers if there is an
unusual nmise. Exhaust leaks can be
dangernus and must be corrected
withaut dely.

Fusl Filtar

Inspect filter at each ol change. Replace
if restricted or water contaminated ot
once 3 year on cars with carburetors, On
cars with fug injectian, replace filter
every twa years or 24,000 miles.

Hasas

Inspect hases at each o change and
replace when leaking, britdle, crecked,
rusted, swallen or restricted.

Lights
Replace bulb immediztely i light & out,
Checlc fuses first.

Powar Stearing Fluid

Check the Fluid with the car warmed up.
Add correct type of Huid 1 low. |1
frequent topping off is required, inspect
far leaks and replace if contaminated.

Staaring and Suspansian

Inspect system annyally, inchding shock
absarbers, struls and chassis parts, such
B ball joints, tie rod ends and other
rilated componants, Replace if lealts,
damege and loose mounting hardware
are found. Symptams of worn
suspensin inchide yneven tire wear and
excessive hauncing after bumgs.

Tira Infl and Canditian

Checl the pressure of al tres, nelyding
the spare, at every oil change. Check the
tread for uneven or imegular wear and
cuts or bruises along the sdewalls.
Inflatz tires and maintain st
racammended pressure, Replace tires if
wom or demeged,

Windshisld Washar Fluid

Checlc fuid level monthly. Some vehicles
have two reservairs, Do not use water.
Use washer Ruid anly.

Wipar Bladas

Replace every sm months or when
erathed, cut, tam, strealdng or
chattering,
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Be Car Care Aware

— - Service Interval
Gowomie; (| Schedute’ HAVE YOUR VEHICLE
B = INSPECTED FOR SAFETY

Be Car Care Aware Be Car Care Aware Be Car Care Aware

April
is National
Car Care

April is National | Month

Car Care Month Be Car Care Aware

r

e



n |
A ( G W Vel
-

e e I N I~ W5

T E——

Be Car Care Aware

 Inform and educate.

e Encourage participation. = —
+ Reinforce industry-wide initiative.
 Inclusive, not exe'l’uféive.

* Sponsorship opportunities.



tions

Trade-media publicity.
AAIA publications and Web site.

Be Car Care Aware

Trade-association publications.
Speeches, meetings and presentations.
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Establish strategic alliances and endorsements:
Industry and non-industry
Corporations and non-profits - —_———"—
Automotive trade associatiofis

Consumer member_§hip""':brganizations
Government and régulatory agencies

=



| Be Car Care Aware

JARSYAVAVAY
MAP
AWDA
ASC
MACS
MEMA
JAVANSYA
ASPA:
AASP-PA
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AIA Canada
ASE
ACC .-

RMA =

CAWA

ASC of California
NAESTAVAVA

APRC

NAESTAVAVA



Be Car Care Aware

Tizations

o American Assoclation of Retired Persons
o American Automobile Assoclation

__-‘:,_:-l-.'"-__-‘._ r—— —

* Mothers Against Drunkr__DrivTﬁﬂQ
» Girl Scouts of AmeriCa

”
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Be Car Care Aware

Reg ulatory Synergles

Partner with federal and state governments to. support
vehicle maintenance as a way to meet fuel
economy, emissions and safety goals.

In cooperation with:
Environmental ProteCtion Agency
National Highway Traffic Safety Admin.



Be Car Care Aware

What We've Learned™

e Consumers are interested.
* Media Is hungry.

e Industry wants to particjjpate./' 1

« I'sworking.

7

...and we can prove It!
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Car CARe Council
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Be Car Care Aware

Established Car Care Council
Advisory Board

o (Car Care Council Advisory Board
— 5to 7 members
— Jay Burkhart, chair ey
— Provide leadership platform~—_~" <
— Encourage industry pqlgj;icibation and support
— Assist CCC professionals
— Provide strategic vision, direction, counsel
=Assist with fund-raising
— Advise on budget and finance matters
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Intérnational Campaign
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Be Car Care Aware

o Spearheaded by AIA Canada
e September campaign launch

e Key messages
— Safety and dependability .~
— Benefits to the environment
— Savings — pride of.eWnership

 May — National Car Care Month
» October — Car Safety Month



International Federation of
Automotive Aftermarket Distributors (FIGIEFA)



Be Car Care Aware

Media Outreach ™«

Dramatic increase in media awareness
and use of car care information.

» 80 percent usage of radio newsrelease
(3000 radio stations)~"

e 20 television intefviews in top 25 markets
e Flve-national television interviews




Be Car Care Aware

e 152 percent increase in media downloads of
newspaper supplement articles

e 45 TV station broadcasts of VNR _—————
- Online media kit registratiers

— 838 over three r_r__]éont'hﬂperiod in 2003

=3000 in one month in 2004
e 6000 newspaper articles — 135 million readers
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New Brochure

Be Car Care Aware’
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e Car Care Aware’

WWW.carcare.org




Be Car Care Aware

e The “go-to” place for consumers, industry
and media

* Top site In leading search engines’ =
- AOL, MSN, Yahoo, Gdogle

» 30,000 visits = March 2003
e 103,000 visits - March 2004
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Be Car Care Aware

e

for www.carcare.org

Sessions 60000

September November January
Months (May 2003 - March 2004)
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Mea uring Campaign Success

ODbjectives
e Track consumers’ awareness of the

campaign’s tagline and Iogo/,.._--—

 Track changes to consumers maintenance
behavior ya

P



Be Car Care Aware

Tlmlng and I\/Iethodology

« Baseline figures recorded in Marech 2003.
 First round of tracking done May 2003.

- Going forward, tracking survey-tobe
conducted annually e_a_ch May, with 5,000
vehicle maintainers.”



Be Car Care Aware

Survey Results - May. 2003

Awareness of “Be Car Care AWére”

March 2003 May ZOOGB/ChaHﬁe - —
6.7% 8.1%" +1.4%

P
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Be Car Care Aware

Survey Results - May.2003

Maintenance behavior: tagline aware vs. not aware...

Service Not Aware

Alr filter 41.7%
Antifreeze added 44.490

Battery replaced  31.1%
Body work/painting 34.7%

Brakes/components 35 6%
Check fLUIdS 75.5%
Oil change 71.3%

Aware Difference
49,2% et
o4 9% +10.5
34.1% +3.0
30.0% -4.7
41.5% +5.9
82.5% +7.0
78.7% +7.4
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Our Rallying Point
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Be Car Care Aware’

APRIL - NATIONAL CAR CARE MONTH
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National Car Care Month

e [ndustry’s rallying point

e Central to campaign

* Intense PR, marketing, advertistng————
» Generates excitement”

« Draws media attention to the cause

* Business builder

« Data collection opportunity



~Governors Proclaim -

Car Care Month

o Alabama e California

e Tennessee e [ndiana
 New Hampshire < New Jersey
e Connecticut  Maryland

e Louisiana _~+ South Carolina
e Michigan |  \Wisconsin

e Nebraska e District of Columbia



Be Car Care Aware

WHO:

o Mmanufacturers o retailers

o distributors e program groups

o jObbers e Service providers

o trade press o associations __—mm—
WHAT:

" 4

 |In-store promotions

» Radio advertising
o Television advertising
« NeWspaper advertising

« Trade press advertising

e Banners, posters and signs displayed
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Be Car Care Aware

s Show 90

Percent Failure Rate

 Washer Fluid 46%
e Engine OIl 38%
e Power-steer fluid 25%
e Trans. fluid

* Wipers 21%
o Tifépressure  54%

20%

Statistics from the

NCCM Inspection

campalgh--Apri-2603—
~_continue to underscore

the need for consumer

education. Ninety

percent of cars failed at

least one part of the

Inspection.
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Event




Be Car Care Aware

Through its nationally recognized logo,

National Car Care Month, popular \Web site

and extensive industry support; the campaign—_
can help OTC states meet their clean air

goals. :

o= -;’-r.



Be Car Care Aware

* Provide one-stop resource for consumers to obtain
emissions related car care information.

» Coordinate state'and EPA clean air educatlon efforts
with BCCA campaign outreach. — —

* Provide effective venue to, dellver vehlcle owner
clean air messages produced by EPA and states.

o Enter partnerships4with states, EPA and health
organizations to develop and promote clean air
messages to vehicle owners.
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