


36 Months in 36 Minutes

• Conceptualization
• Research
• Creation
• Implementation
• Year One Successes
• Measurement
• National Car Care Month
• OTC/BCCA Synergies



Campaign Snapshot

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

• Spearheaded by the Automotive Aftermarket 
Industry Association.

• Car Care Council serves as brand and 
messaging source.



The Objectives

• Drive customers to stores and bays.
• Increase aftermarket sales.
• Capture a share of unperformed maintenance
• Speak as a single unified voice to consumers on 

behalf of the industry
• Help: Clean the air

Improve safety
Conserve energy



Phase I: Research

AAIA set forth on an initiative to determine the 
viability of conducting a consumer education 
campaign to expand the aftermarket.
Sponsors:
– AutoZone
– NAPA
– CSK
– CARQUEST
– Advance Auto Parts
– The Pep Boys



Key Findings

• Consumers have a potential emotion receptivity 
toward increased vehicle care and maintenance

• Consumers can be enabled to develop a more 
positive attitude toward the need for increased usage 
of aftermarket products and services

• It is likely that an increased positive attitude can be 
translated into action and increased sales



Key Findings

• The most important motivates for vehicle care and 
maintenance were:
– Safety
– Dependability
– Pride of ownership/ROI

• Neither males or females feel that environmental issues 
were their responsibility

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

• AAIA decided to  pursue the next phase on behalf of 
members and the industry



Phase II: Creating the 
Campaign

• Established workgroup of industry 
marketing/PR experts

• Conducted consumer research to create 
theme and logo

• Joined forces with Car Car Council
• Built and launched www.carcare.org
• Created strategic marketing/PR plans

http://www.carcare.org/


Phase II

• Moved National Car Care Month to April
• Created vehicle service interval schedule
• Educate and engage industry – internal PR
• Established alliances and endorsements:

– Industry trade associations
– Consumer organizations
– Government and regulatory agencies



Campaign Structure

Marketing/PR
Campaign

Car Care Council

Advertising

Industry







Achieving Industry 
Buy-in/Ownership

• Inform and educate.
• Encourage participation.
• Reinforce industry-wide initiative.
• Inclusive, not exclusive.
• Sponsorship opportunities.



Industry Public Relations

• Trade-media publicity.
• AAIA publications and Web site.
• Trade-association publications.
• Speeches, meetings and presentations.



Coalition Building

Establish strategic alliances and endorsements:
• Industry and non-industry
• Corporations and non-profits
• Automotive trade associations
• Consumer membership organizations
• Government and regulatory agencies



Industry Alliances

• ASAAA
• MAP
• AWDA
• ASC
• MACS
• MEMA
• AASA
• ASPA
• AASP-PA

• AIA Canada
• ASE
• ACC
• RMA
• ASA
• CAWA
• ASC of California
• NYSAAA
• APRC
• NYSAAA



Consumer Organizations

• American Association of Retired Persons
• American Automobile Association
• Mothers Against Drunk Driving
• Girl Scouts of America



Legislative and 
Regulatory Synergies

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.



What We’ve Learned

• Consumers are interested.
• Media is hungry.
• Industry wants to participate.
• It’s working.

…and we can prove it!





Established Car Care Council 
Advisory Board

• Car Care Council Advisory Board
– 5 to 7 members
– Jay Burkhart, chair
– Provide leadership platform
– Encourage industry participation and support
– Assist CCC professionals
– Provide strategic vision, direction, counsel
– Assist with fund-raising
– Advise on budget and finance matters



International Campaign



Canadian Campaign

• Spearheaded by AIA Canada
• September campaign launch
• Key messages

– Safety and dependability
– Benefits to the environment
– Savings – pride of ownership

• May – National Car Care Month
• October – Car Safety Month



Portugal

International Federation of 
Automotive Aftermarket Distributors (FIGIEFA)



Media Outreach

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

• 80 percent usage of radio news release 
(3000 radio stations)

• 20 television interviews in top 25 markets
• Five national television interviews



Media Outreach

• 152 percent increase in media downloads of 
newspaper supplement articles

• 45 TV station broadcasts of VNR
• Online media kit registrations

– 838 over three month period in 2003
– 3000 in one month in 2004

• 6000 newspaper articles – 135 million readers



New Brochure



Web Site Mania

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

• Top site in leading search engines
– AOL, MSN, Yahoo, Google

• 30,000 visits - March 2003
• 103,000 visits - March 2004



Web Traffic for www.carcare.org
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Measuring Campaign Success

Objectives
• Track consumers’ awareness of the 

campaign’s tagline and logo
• Track changes to consumers’ maintenance 

behavior



Overview of Survey 
Timing and Methodology

• Baseline figures recorded in March 2003. 
• First round of tracking done May 2003. 
• Going forward, tracking survey to be 

conducted annually each May, with 5,000 
vehicle maintainers.



Survey Results - May 2003

Awareness of “Be Car Care Aware”

March 2003 May 2003 Change
6.7% 8.1%         +1.4%



Survey Results - May 2003

Maintenance behavior: tagline aware vs. not aware…

Service Not Aware Aware Difference
Air filter 41.7% 49.2% +7.5
Antifreeze added 44.4% 54.9% +10.5
Battery replaced 31.1% 34.1% +3.0
Body work/painting 34.7% 30.0% -4.7
Brakes/components 35.6% 41.5% +5.9
Check fluids 75.5% 82.5% +7.0
Oil change 71.3% 78.7% +7.4



Our Rallying Point



National Car Care Month

• Industry’s rallying point
• Central to campaign
• Intense PR, marketing, advertising
• Generates excitement
• Draws media attention to the cause
• Business builder
• Data collection opportunity



Governors Proclaim
Car Care Month

• Alabama
• Tennessee
• New Hampshire
• Connecticut
• Louisiana
• Michigan
• Nebraska

• California
• Indiana
• New Jersey
• Maryland
• South Carolina
• Wisconsin
• District of Columbia



The Industry Rallied

WHO:
manufacturers retailers
distributors program groups
jobbers service providers
trade press associations

WHAT:
• In-store promotions
• Radio advertising
• Television advertising
• Newspaper advertising
• Trade press advertising
• Banners, posters and signs displayed



200+ Vehicle Check Events



2003 National Car Care 
Month Check Lanes Show 90 
Percent Failure Rate

• Washer Fluid 46%
• Engine Oil 38%
• Power-steer fluid 25%
• Trans. fluid 22%
• Wipers 21%
• Tire pressure 54%

Statistics from the 
NCCM inspection 
campaign in April 2003 
continue to underscore 
the need for consumer 
education. Ninety 
percent of cars failed at 
least one part of the 
inspection.



160,000 NASCAR Fans



Sacramento Legislative Event



OTC/BCCA Synergies

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.



OTC/BCCA Synergies

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

• Coordinate state and EPA clean air education efforts 
with BCCA campaign outreach.

• Provide effective venue to deliver vehicle owner 
clean air messages produced by EPA and states.

• Enter partnerships with states, EPA and health 
organizations to develop and promote clean air 
messages to vehicle owners.



Thank You
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