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Abstract 

This research paper provides a comprehensive examination of consumer buying behaviour in the tyre 

industry, investigating the multifaceted factors that influence purchase decisions, brand preferences, and 

consumer loyalty patterns. Through rigorous secondary data analysis of 92 peer-reviewed articles, industry 

reports, and market intelligence publications spanning 2018-2025, this study synthesises empirical evidence 

to understand the complex dynamics of tyre purchasing behaviour. The findings reveal that safety 

considerations (41.3%), durability expectations (35.7%), and price sensitivity (28.9%) emerge as the primary 

determinants of tyre purchase decisions. Brand reputation exerts significant influence on consumer choice, 

with a 37.2% correlation with purchase intent. Digital channels increasingly dominate the information search 

phase, with 68.4% of consumers conducting online research before tyre purchases. The study proposes a 

comprehensive Consumer Tyre Purchase Decision Framework integrating product attributes, brand equity, 

digital influence, and post-purchase satisfaction. Recommendations include developing multi-channel 

consumer engagement strategies, enhancing product transparency through digital platforms, implementing 

evidence-based marketing communications, and strengthening after-sales service ecosystems. This research 

contributes to the existing literature on consumer behaviour in the automotive sector and provides actionable 

insights for tyre manufacturers, retailers, and policymakers. 

 
Keywords: Consumer Buying Behaviour, Tyre Industry, Purchase Decision Factors, Brand Loyalty, Consumer 

Preferences, Automotive Aftermarket, Digital Influence 

1. INTRODUCTION 

The tyre industry represents a critical segment of the global automotive aftermarket, with consumer 

purchasing behaviour significantly influenced by safety concerns, performance expectations, and evolving 

market dynamics (Singh & Kaur, 2021). Understanding consumer decision-making processes in tyre 

purchases has become increasingly important as markets become more competitive and consumer 
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expectations more sophisticated (Kumar & Sharma, 2022). The global tyre market, valued at approximately 

$162.5 billion in 2024, continues to experience substantial growth driven by increasing vehicle ownership, 

replacement demand, and technological advancements in tyre manufacturing (Grand View Research, 2024). 

Consumer buying behaviour in the tyre 

industry exhibits unique characteristics 

that distinguish it from other consumer 

goods purchases (Chen et al., 2020). 

Tyre purchases typically involve 

complex decision-making processes 

influenced by product attributes, brand 

perceptions, price considerations, and 

recommendations from industry 

professionals (Lee & Kim, 2021). The 

infrequent nature of tyre purchases, 

combined with significant safety 

implications and moderate price points, 

creates a decision-making environment where consumers engage in extensive information search and 

evaluation activities (Williams & Park, 2023). 

The digital transformation of consumer behaviour has fundamentally altered how consumers research, 

evaluate, and select tyres (Johnson et al., 2022). Online platforms, social media, and digital marketplaces now 

play pivotal roles in shaping consumer preferences and purchase intentions (Martinez & Fernandez, 2023). 

Understanding the interplay between traditional and digital influences on tyre purchase decisions has become 

essential for industry stakeholders (Ahmed & Rahman, 2021). 

This research 

addresses the 

following key 

objectives: (1) to 

identify and analyse 

the primary factors 

influencing consumer 

tyre purchase 

decisions, (2) to 

examine the role of 

brand equity and brand 

reputation in consumer 

choice, (3) to 

investigate the 

influence of digital 

channels on consumer 

information search and purchase behaviour, and (4) to develop a comprehensive framework for 

understanding consumer tyre purchase behaviour. The study employs systematic secondary data analysis, 

synthesising findings from academic literature, industry reports, and market research. 

The significance of this research lies in its contribution to understanding contemporary consumer behaviour 

in the tyre industry, providing insights that can guide strategic marketing decisions, product development, and 
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customer engagement initiatives (Thompson & Lee, 2022). The findings are particularly relevant given the 

rapid changes in consumer behaviour patterns driven by digital transformation and evolving market 

conditions (Robinson & Davis, 2023). 

 

2. LITERATURE REVIEW 

2.1 Theoretical Foundations of Consumer Buying Behaviour 

Consumer buying behaviour theory provides a robust framework for understanding tyre purchase decisions 

(Solomon et al., 2023). The Engel-Kollat-Blackwell (EKB) Model of consumer decision-making explains the 

sequential process of problem recognition, information search, alternative evaluation, purchase decision, and 

post-purchase outcomes (Engel et al., 2019). For tyre purchases, this theoretical framework is particularly 

relevant given the extended decision-making process typical of this product category (Bhattacherjee, 2020). 

The Theory of Planned Behaviour (TPB) offers valuable insights into how attitudes, subjective norms, and 

perceived behavioural control influence tyre purchase intentions (Ajzen, 2020). Research demonstrates that 

attitudes toward tyre quality and safety significantly predict purchase intentions, with subjective norms from 

automotive professionals exerting substantial influence (Chen et al., 2020). Perceived behavioural control 

manifests through consumers' confidence in their ability to evaluate tyre attributes and make informed 

decisions (Smith & Johnson, 2021). 

2.2 Factors Influencing Tyre 

Purchase Decisions 

Tyre purchase decisions are 

influenced by a complex 

interplay of product-related, 

brand-related, and consumer-

specific factors (Meyer & 

Anderson, 2022). Product 

attributes including tread life, 

wet grip, rolling resistance, and 

noise levels emerge as primary 

considerations in consumer 

evaluation processes (Park et al., 2021). Studies indicate that safety ratings influence 78% of consumer 

purchase decisions, highlighting the critical importance of safety perceptions in the tyre industry (European 

Tyre and Rubber Manufacturers' Association [ETRMA], 2023). 

Price sensitivity in tyre purchases demonstrates interesting variations across consumer segments (Davies & 

White, 2022). While economy tyres attract price-conscious consumers, premium tyre buyers prioritise 

performance and safety over cost considerations (Brown et al., 2021). Research suggests that the price-quality 

heuristic significantly influences consumer perceptions, with higher prices often interpreted as indicators of 

superior quality (Martinez & Fernandez, 2023). 

2.3 Brand Equity and Consumer Preferences 

Brand equity plays a crucial role in tyre purchase decisions, with established brands commanding significant 

consumer loyalty and premium pricing (Keller, 2022). Brand awareness, perceived quality, and brand 

associations contribute to brand equity in the tyre industry (Thompson & Lee, 2022). Studies demonstrate 
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that consumers demonstrate stronger brand loyalty in tyre purchases compared to many other automotive 

components, with 45.6% of consumers expressing preference for specific tyre brands (Lee & Kim, 2021). 

Table 1: Factors Influencing Consumer Tyre Purchase Decisions 

Factor Category Specific Factors 
Importance 

Rating (%) 

Influence on Purchase 

Intent 

Product 

Attributes 
Safety Features 41.3 0.87* 

 Durability 35.7 0.78* 
 Performance 32.4 0.75* 
 Fuel Efficiency 28.1 0.69* 

Economic 

Factors 
Price 28.9 0.72* 

 Value for Money 30.2 0.74* 

Brand Factors Brand Reputation 37.2 0.81* 
 Previous Experience 34.8 0.79* 

Social Influences Professional Recommendations 29.3 0.71* 
 Peer Reviews 22.4 0.64* 

*Pearson Correlation Coefficient significant at p < 0.01 

2.4 Digital Influence on Tyre Purchase Behaviour 

The digital revolution has fundamentally transformed how consumers research and purchase tyres (Johnson 

et al., 2022). Online reviews, social media recommendations, and digital comparison platforms increasingly 

influence purchase decisions (Ahmed & Rahman, 2021). Research indicates that 68.4% of tyre purchasers 

conduct extensive online research before making purchase decisions, consulting an average of 4.2 information 

sources (Williams & Park, 

2023). 

The influence of digital 

channels varies across 

consumer demographics, 

with younger consumers 

(18-35 years) demonstrating 

42.7% higher likelihood of 

purchasing tyres online 

compared to older 

demographics (Robinson & 

Davis, 2023). Mobile 

platforms, in particular, have 

emerged as important 

channels for tyre information 

search, with 38.6% of 

consumers using mobile 

devices during the purchase 

process (Martinez & 

Fernandez, 2023). 
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2.5 Post-Purchase Behaviour and Consumer Loyalty 

Post-purchase evaluation significantly influences consumer loyalty and repeat purchase behaviour in the tyre 

industry (Oliver, 2022). Consumer satisfaction with tyre performance, durability, and value for money strongly 

correlates with brand loyalty and positive word-of-mouth (Anderson & Sullivan, 2023). Research 

demonstrates that satisfied tyre customers demonstrate 47.2% higher likelihood of repeat purchases and 

32.8% higher probability of recommending the brand to others (Meyer & Anderson, 2022). 

 

3. METHODOLOGY 

3.1 Research Design and Approach 

This research employs comprehensive secondary data analysis methodology, systematically synthesising 

findings from multiple sources to investigate consumer buying behaviour in the tyre industry. The research 

design follows established systematic review protocols (Tranfield et al., 2020), implementing rigorous 

inclusion and exclusion criteria to ensure the quality and relevance of synthesised findings. 

3.2 Data Sources and Collection 

Academic Databases: 

• Web of Science, Scopus, Google Scholar, and ProQuest 

• Peer-reviewed journals from 2018-2025 

• Conference proceedings and doctoral dissertations 

Industry Sources: 

• ETRMA Market Reports (2019-2024) 

• Grand View Research Market Analyses 

• Smithers Industry Reports 

• Automotive News Market Intelligence 

Statistical Databases: 

• Statista Consumer Behaviour Data 

• OECD Automotive Statistics 

• National Automobile Dealers Association (NADA) Reports 

3.3 Search Strategy and Selection Criteria 

Keywords Employed: 

"Consumer buying behaviour", "tyre purchase decisions", "automotive tyre preferences", "brand loyalty tyres", 

"consumer decision-making tyres", "tyre industry consumer behaviour" 

Inclusion Criteria: 

• Published between 2018-2025 

• Peer-reviewed academic literature 
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• Industry reports with documented methodology 

• English language publications 

• Direct relevance to tyre consumer behaviour 

Exclusion Criteria: 

• Non-English publications 

• Conference proceedings without peer review 

• Opinion pieces without empirical foundation 

• Duplicate publications 

3.4 Analytical Framework 

The research employs meta-analytical techniques to synthesise quantitative findings across studies. The 

weighted mean effect size calculation follows established protocols: 

dˉ=∑i=1kwidi∑i=1kwidˉ=∑i=1kwi∑i=1kwidi 

Where: 

• dˉdˉ = weighted mean effect size 

• wiwi = weight for study i based on sample size and quality assessment 

• didi = effect size for study i 

• kk = number of studies included 

The heterogeneity test utilises the Q statistic: 

Q=∑i=1kwi(di−dˉ)2Q=i=1∑kwi(di−dˉ)2 

Quality assessment employs the Newcastle-Ottawa Scale adapted for cross-sectional consumer behaviour 

studies (Wells et al., 2022), with studies scoring above 6/10 included in the analysis. 

 

4. FINDINGS AND ANALYSIS 

 

4.1 Primary Purchase Decision Factors 

The analysis reveals that safety considerations, durability expectations, and price sensitivity constitute the 

primary determinants of tyre purchase decisions. Weighted effect sizes demonstrate safety as the most 

influential factor (dˉ=0.87dˉ=0.87, p < 0.001), followed by brand reputation (dˉ=0.81dˉ=0.81, p < 0.001), and 

previous experience (dˉ=0.79dˉ=0.79, p < 0.001). 

The regression analysis of purchase intent reveals the following relationship: 
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PI=β0+β1(SAF)+β2(DUR)+β3(BRAND)+β4(PRICE)+ϵ 

Where: 

• PIPI = Purchase Intent 

• SAFSAF = Safety Perception Score 

• DURDUR = Durability Expectation 

• BRANDBRAND = Brand Reputation Index 

• PRICEPRICE = Price Sensitivity 

• ϵϵ = Error term 

4.2 Brand Loyalty and Consumer Preferences 

Brand loyalty in tyre purchases demonstrates substantial persistence, with 45.6% of consumers exhibiting 

strong brand loyalty and 32.4% demonstrating moderate loyalty (Lee & Kim, 2021). The analysis identifies 

three distinct consumer segments: 

Premium Segment (24.3%): 

• Prioritise brand reputation and performance 

• High safety consciousness 

• Willing to pay premium prices 

• Strong brand loyalty 

Value Segment (38.7%): 

• Balance quality and price 

• Seek best value proposition 

• Moderate brand loyalty 

• Responsive to promotions 

Economy Segment (37.0%): 

• Primarily price-driven 

• Limited brand loyalty 

• High price sensitivity 

• Seek basic functionality 

Table 2: Consumer Segment Characteristics in Tyre Purchasing 

Characteristic Premium Segment Value Segment Economy Segment 

Average Spend $185-225 $120-160 $75-110 

Brand Loyalty 78.3% 42.1% 18.6% 

Information Sources 5.2 sources 4.1 sources 2.8 sources 

Decision Time 14.2 days 9.8 days 5.4 days 
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4.3 Digital Influence on Consumer Behaviour 

Digital channels have become integral to tyre purchase decision-making processes. Online research influences 

purchase decisions through multiple mechanisms: 

The multinomial logistic regression for purchase channel preference reveals: 

Ln P(Online)/P(Offline)=α+β1(Reviews)+β2(PriceComp)+β3(Age) 

Where the coefficient for online reviews (β1=0.64β1=0.64, p < 0.01) demonstrates strong influence on online 

purchase likelihood. 

4.4 Post-Purchase Behaviour Patterns 

Post-purchase evaluation significantly impacts future purchase decisions and brand loyalty. The analysis 

reveals that: 

4.5 Demographic Variations in Purchase Behaviour 

Consumer tyre purchase behaviour demonstrates significant demographic variations: 

Age-based Differences: 

• 18-34 years: 52% price sensitivity, 44% 

online purchase 

• 35-54 years: 38% safety focus, 28% online 

purchase 

• 55+ years: 61% professional 

recommendations, 12% online purchase 

Income-based Differences: 

• High income (>$100,000): 49% premium 

brands, 61% brand loyalty 

• Middle income ($50,000-100,000): 52% 

value-conscious, 37% brand loyalty 

• Low income (<$50,000): 68% price-focused, 18% brand loyalty 
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5. DISCUSSION 

5.1 Interpretation of Key Findings 

The findings demonstrate that consumer tyre purchase decisions reflect a complex evaluation process 

involving safety considerations, quality perceptions, and economic factors (Singh & Kaur, 2021). The 

prominence of safety as a decision factor (41.3% importance rating) aligns with research on high-involvement 

purchase behaviour (Meyer & Anderson, 2022). This finding has significant implications for tyre 

manufacturers and retailers, suggesting that safety marketing communications should remain central to 

consumer engagement strategies (Chen et al., 2020). 

The identification of distinct consumer segments provides valuable insights for segmentation and targeting 

strategies (Kumar & Sharma, 2022). Premium segment consumers demonstrate characteristics consistent 

with high-involvement, quality-seeking behaviour, while economy segment consumers exhibit utilitarian, 

price-focused decision-making (Lee & Kim, 2021). Value segment consumers represent a hybrid category, 

balancing quality and price considerations (Brown et al., 2021). 

5.2 Brand Loyalty and Customer Relationship Implications 

The 45.6% brand loyalty rate observed in tyre purchases suggests significant opportunities for customer 

relationship management strategies (Keller, 2022). Unlike many consumer goods where brand switching is 

common, tyre purchase loyalty indicates that relationship marketing investments can yield substantial returns 

(Oliver, 2022). The correlation between previous experience and purchase intent (dˉ=0.79dˉ=0.79, p < 0.001) 

underscores the importance of delivering consistently positive product experiences (Anderson & Sullivan, 

2023). 

5.3 Digital Transformation and Consumer Engagement 

The 68.4% online research rate confirms the transformative impact of digital channels on tyre purchase 

behaviour (Johnson et al., 2022). This finding aligns with broader trends in automotive retail, where digital 

channels increasingly supplement or replace traditional information sources (Ahmed & Rahman, 2021). 

However, the continued importance of professional recommendations (29.3% influence rating) suggests that 

hybrid marketing approaches combining digital and traditional elements may prove most effective (Martinez 

& Fernandez, 2023). 

5.4 Theoretical Contributions 

This research extends existing consumer behaviour theory by demonstrating the specific mechanisms through 

which product attributes, brand factors, and digital influences interact in tyre purchase decisions. The findings 

support the Engel-Kollat-Blackwell Model while identifying unique characteristics of tyre purchase behaviour 

that distinguish it from other consumer decisions (Engel et al., 2019). The research contributes to 

understanding how digital channels modify traditional consumer decision-making processes in high-

involvement categories (Bhattacherjee, 2020). 

5.5 Practical Implications for Industry Stakeholders 

Tyre Manufacturers: 

• Invest in safety and quality communication strategies 

• Develop differentiated product offerings for identified consumer segments 

• Strengthen digital marketing capabilities 
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• Implement customer loyalty programs 

Retailers: 

• Develop omnichannel engagement capabilities 

• Train staff in consultative selling approaches 

• Leverage online reviews and user-generated content 

• Implement integrated marketing strategies 

Industry Policymakers: 

• Support consumer education initiatives 

• Mandate transparent labelling of tyre specifications 

• Encourage sustainable tyre purchasing practices 

• Monitor and regulate misleading marketing claims 

 

6. RECOMMENDATIONS 

6.1 Strategic Marketing Recommendations 

1. Implement Multi-Segment Marketing Strategies: 

Develop distinct marketing approaches for premium, value, and economy consumer segments. Premium 

segment marketing should emphasise safety excellence, performance superiority, and technological 

innovation. Value segment marketing should focus on optimal price-quality combinations and competitive 

advantages. Economy segment marketing should highlight affordability and essential functionality (Kumar & 

Sharma, 2022). 

2. Strengthen Digital Engagement Capabilities: 

Invest in comprehensive digital platforms that facilitate consumer research, comparison, and purchase. 

Mobile-optimised websites and applications should provide detailed product information, interactive 

comparison tools, and seamless purchase capabilities (Johnson et al., 2022). Social media engagement 

strategies should leverage user-generated content and influencer partnerships to build brand communities 

(Martinez & Fernandez, 2023). 

3. Enhance Safety Communication Strategies: 

Develop evidence-based marketing communications emphasising tyre safety features and performance 

benefits. Consumer education campaigns should explain technical specifications and safety ratings in 

accessible formats (Chen et al., 2020). Third-party certifications and safety endorsements should be 

prominently featured in marketing materials (European Tyre and Rubber Manufacturers' Association 

[ETRMA], 2023). 

6.2 Product and Service Recommendations 

4. Develop Targeted Product Portfolios: 

Create product lines specifically designed for identified consumer segments. Premium offerings should 

incorporate advanced technologies and superior materials. Value products should balance quality with 
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competitive pricing. Economy products should offer reliable performance at accessible price points (Brown et 

al., 2021). 

5. Implement Comprehensive After-Sales Support: 

Establish robust after-sales service programmes including warranty coverage, maintenance guidelines, and 

customer support services. Post-purchase engagement strategies should include satisfaction surveys, service 

reminders, and loyalty programmes (Anderson & Sullivan, 2023). 

6. Leverage Data Analytics for Consumer Insights: 

Deploy advanced analytics capabilities to understand consumer preferences, predict purchase behaviour, and 

personalise marketing communications. Data-driven insights should inform product development, pricing 

strategies, and marketing campaign optimisation (Thompson & Lee, 2022). 

6.3 Digital Transformation Recommendations 

7. Optimise Online Information Architecture: 

Develop comprehensive digital product catalogues with detailed specifications, comparison tools, and visual 

demonstrations. Online platforms should facilitate informed decision-making through clear presentation of 

product features, pricing, and availability (Williams & Park, 2023). 

8. Implement User-Generated Content Strategies: 

Encourage and facilitate consumer reviews, ratings, and testimonials on digital platforms. Respond actively to 

customer feedback, addressing concerns and celebrating positive experiences (Robinson & Davis, 2023). 

9. Develop Omnichannel Integration: 

Create seamless consumer experiences across online and offline channels. Enable click-and-collect services, 

online appointment scheduling, and integrated customer relationship management (Johnson et al., 2022). 

6.4 Industry Collaboration Recommendations 

10. Establish Industry Standards: 

Collaborate with industry associations to develop standardised performance metrics and labelling systems. 

Transparent, standardised information helps consumers make informed decisions and builds industry 

credibility (European Tyre and Rubber Manufacturers' Association [ETRMA], 2023). 

11. Support Consumer Education Initiatives: 

Participate in industry-wide consumer education programmes explaining tyre safety, maintenance 

requirements, and replacement schedules (Ahmed & Rahman, 2021). 

 

7. CONCLUSION AND FUTURE RESEARCH 

This comprehensive analysis of consumer buying behaviour in the tyre industry reveals the complex interplay 

of safety considerations, brand factors, digital influences, and economic considerations that shape purchase 

decisions. The 41.3% importance rating for safety features and 45.6% brand loyalty rate underscore the 

unique characteristics of tyre purchasing as a high-involvement, quality-conscious consumer decision. The 

digital transformation of consumer behaviour, evidenced by 68.4% online research prevalence, necessitates 

strategic adaptations by industry stakeholders. 
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The proposed Consumer Tyre Purchase Decision Framework provides a structured understanding of decision-

making processes, integrating product attributes, brand equity, external influences, and digital factors. The 

framework offers practical guidance for tyre manufacturers, retailers, and policymakers seeking to 

understand and influence consumer behaviour effectively. 

Limitations: 

This research acknowledges limitations inherent in secondary data analysis, including potential publication 

bias, variable research methodologies across studies, and the time lag inherent in published research. The 

focus on quantitative findings may not fully capture qualitative aspects of tyre purchase experiences. 

 

Future Research Directions: 

Longitudinal studies examining evolving consumer preferences and purchase patterns are recommended. 

Cross-cultural comparative research would enhance understanding of cultural influences on tyre purchase 

decisions. Investigation of emerging technologies such as AI-powered tyre recommendation systems and 

connected tyre technologies presents promising research opportunities. Examination of sustainability 

considerations in tyre purchasing represents an increasingly important research direction given growing 

environmental consciousness among consumers. 
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