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In 39 years I’ve done it all:
• Busting tires
• Running retail stores
• Working wholesale in my pickup truck
• Calling on commercial dealers
• Servicing farm/agricultural dealers
• And yes, off-the-highway tires as well

Career

Retired 2008 – President, North American Tire,
Bridgestone Americas Consumer Tire

2011 – Inducted into Tire Industry Association 
Hall of Fame
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Audience Participation – Need your help

At
No

Cost!
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JOHN GAMAUF
U.S.A. Tire Panel

• Benchmarking

• Trending (Inventory)

• Tire Registration

• Joining the panel
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1969

Sales Manager – $1.60/Hour

Promoted – $1.80/Hour
to Tire Buster (min wage increase)
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Tire dealers ask me…

“Johnny g,
What have you been doing over the last 10 months?”
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GfK Retail Tire Panel

A competitive advantage for replacement tire retailers
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Sales
• 2014: € 1.45 billion 
• 4th largest research company, worldwide

Employees
• 13,000 full-time staff
• Over 1,000 in North America

Services
• Two Operating Units: Consumer Choices and Consumer Experiences

• Consumer Choices focuses on syndicated research
• Comprehensive information on consumer goods, healthcare, media & markets

• Consumer Experiences focuses on primary research
• Ad hoc research to address client business issues
• Marketing consultancy

Global Coverage
• Operating in over 100 countries

GfK Group Profile
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13,000+  experts in more than 100 countries

One of the world’s 
largest market 
research companies
• Headquartered in 

Nuremberg, 
Germany.

World Leader in 
Retail & Technology 
Tracking
• Global Consumer 

Electronics – over 
50 countries
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Global Tires Panels:
Currently operating in 27 countries; Expanding to 30 over the next 12 
months

Europe East

Czech Rep.

Greece

Hungary

Kazakhstan

Poland

Romania

Russia

Turkey

Ukraine

Europe West

Austria

France

Germany

Italy

Netherlands

Spain

Portugal

UK

New

Middle East

Saudi Arabia

United Arab Emirates

Africa

Egypt

Asia Pacific

Australia

Japan

Taiwan

Indonesia

Future

Future

Future

Future

China   and 

Malaysia

Philippines

S. Korea

Thailand

India

North America

USA In process

South America

Brazil In process
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The GfK Business Model
Our Independent Position in the Tire Industry

Retailers
• Send GfK their data
• Receive market and 

benchmark reports

Manufacturers
• Subscribe to market reports
• Make informed business 

decisions using data 

GfK
• Receive data from retailers

Data Exchange
Relationship

Data Based 
Discussions

Data Based 
Consultancy 
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Current Retail Demand 
Monthly

Tire 
Company 
Owned
Chains

Mom & 
Pop 

Retailers

Large 
Regional 

Tire 
Chains

Key parts of the initial universe will show a picture nearly ¾  of the market

Channel Definition
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Supporting 
Assortment 
decisions 
with Facts

Benchmarking

Benchmarking and Trending:
How GfK supports your decision-making.

To identify opportunities, it is 
important to understand how 
products perform in the overall 
market:
• Are you over or under performing 

relative to the market? 
• If yes, why? 
• Is it price related? 
• Do you have those products on 

your shelf?
• What decisions can influence 

your position?
• Price?
• Promotion?

Trending
As retailers decide to make
changes, it’s important to
understand what should be
changed:
• Is the Manufacturer/ Brand/

Item growing or declining?
• If growing, is it in your

inventory and/or should you
order more?

• If declining, what should
replace it?

• Has my growth kept pace with
the market or is there more
potential for those products?
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Weekly POS data, delivered weekly 
• Week begins on Sunday, ends on Saturday.

• GfK Week #1 January 1, 2014  > January 2016
• Data delivered to GfK each Monday

Store-by-store for each week
• Store level data aggregated/rolled-up by unique product description
• E.g. UPC/SKU

Total Store Initiative
• As in other industries (e.g Petfood) , we plan to launch a Total Store initiative.

• We will launch more categories of products  as the program matures. 
• Priority Timeframe- 2016-17?

Information Requested:
Categories & Frequency
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Is my data secure and will it remain confidential?

• Yes!
• Absolute confidentiality of the data is of paramount importance to us.
• Stringent security controls are exercised over data handling procedures and 

data storage.
• All data is reported in aggregate, meaning no specific retailer or location

can be identified/backed-out of the data or will appear on any report.
• In our mutual interest, we will work with you to set up the necessary 

procedures to ensure confidentiality at all times

Retailer FAQs
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We want  your sell-out data
• Everything you sell, but especially for tires.
• Including price, attributes (e.g .size, description, speed rating) and VIN 

for even more analysis.

We do NOT want your costing information
• Nothing on current inventory
• Nothing on costs

Confidentiality is paramount
• No dealer names are shared.
• No customer lists are shared.1

2
3

Just to reiterate

Once Again
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5 steps to a tire sale

1) Friendly greeting
2) Analyze customer need
3) Sell quality
4) Recommend the ‘right’ product
5) Ask for the order
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Filling out Page 1 - EXAMPLE
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Filling out Page 2 - EXAMPLE
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Your GfK Tires Team

Neil Portnoy
Managing Director,  Retail & Technology
212 884 9269

Neil.Portnoy@gfk.com

Dave Stevens
Vice President, Retail
917 213 3966 

Dave.Stevens@gfk.com

John Gamauf (aka Johnny G.)
615 584 7260

JohnnyG@johngamauf.com

Bill Bryan
Senior Director, Automotive
917 456 6671

Bill.Bryan@@gfk.com

Dick Williams
Vice President, Automotive
734 332 9200 x2136 

Dick.Williams@gfk.com


