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Automotive online competitive insights from Compete

DETOURING SATURN.COM VISITORS TO CPO

A recent article in Automotive News discussed challenges facing Saturn's CPO program. Compete
assessed the extent to which CPO challenges are reflected in the behavior of visitors to Saturn.com.
Compete measured the extent to which Saturn site visitors entered the CPO content area and benchmarked
results against those for the Detour areas.
Detour areas include videos and interactive.
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OEMs apply content use intelligence to quantify and benchmark demand and steer consumers within the
site. Traffic levels to the CPO section can be used to gauge demand for CPO Saturns over time and are
most valuable when compared to rivals’ like results. Content share results are used to evaluate site design
and access placement. For example, if Saturn wanted to increase CPO sales it might consider moving CPO
access to the home page based on Detour results (after comparing with CPO traffic results for rivals).

TWO BIRDS, ONE STONE?

MySpace has become somewhat of a bellwether for youth online communities. Compete identified the
automotive predisposition of MySpace visitors by quantifying which automotive sites they visited the most in
June. Results are for visits any time in the same month, whether or not in the same session.

Autotrader and KBB were the automotive sites most visited among MySpace visitors. MySpace visitors
visited autotrader.com 20% more than did the internet population in aggregate (1.2 propensity index).

Autotrader, KBB, and some other sites in the top 10 have strengths in the used vehicle arena, which could
correlate with lower incomes among younger consumers. OEMs may need to consider whether this
potential price-sensitivity reflects an opportunity to steer MySpace and like shopper sets to CPO sections of
their websites (see above), including
using online and offline messaging to
support that flow. Third-party sites
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