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insurance and real estate industries
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>80
Countries



Eucon Automotive | Driven by Data. Guided by Experts.

> 1 million daily queries of market data 

with PartsPool® worldwide

> 19 billion pieces of market data 

are stored in our systems

> 80 countries in which 

we operate

> 25 years of experience in the 

automotive aftermarket

The combination of first-class market information, intelligent technologies and comprehensive industry expertise makes 

us a unique global specialist for efficient price and product management in the automotive aftermarket.
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We shape the global automotive aftermarket

Eucon Automotive | Our customer network
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Today’s topics

Development of 
OE parts prices

Identification of 
OE parts

The right 
price positioning
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Development
of OE parts prices



Over the last years, the price development of OE parts varies by brand 
significantly

Max

Average +27%

Min
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Key takeaways 1/3

OE prices have risen 
more than twice as 

high as IAM prices in 
recent years. And vary 
significantly by brand 

and product group

Identification of 
OE parts

The right 
price positioning
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The optimum 
price positioning



“Typical“ price development of an OE brake hose

1. 2011-2022: Price increase frequency of 
12 sometimes 6 months. OEM sees 
themselves as quality and price leader.

2. 2022: Customer harvesting

3. 2024: Focus retention rate older cars

OE price positioning:
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IAM competitors' evolution of a lifecycle of an OE part 

1. 2016: After 6 years. First to market Brand A 
(equal quality) positioned on OE price level. 

2. 2016: First to market: Brand B 
-14% to OE price also equal quality producers.

3. 2017: Brand B realised no further IAM 
competitors and increases 
price similar/below Brand A

4. 2018-2025: Brand A does adjust prices on a 
regular basis. Brand B changes prices less 
often. 

“Typical“ IAM “First to market“:

11



IAM competitors' evolution of a lifecycle of an OE part 

1. 2020: After 8 years. Follower Brand C with
low price positioning: 
-24% to OE price / -19% to Brand A

2. 2021: Further IAM competitor Brand D. Similar
position as Brand A and Brand B to follow with
constant annual price adjustment.

3. 2022: Brand C remains as lowest price.

4. 2023: Brand C likes to position themselves
as premium and tries to follow OE price 
increase.

5. 2024: Brand C: However, they realized that 
they had overpriced themselves and 
returned to low price positioning. 

IAM “follower positioning“:
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IAM competitors' evolution of a lifecycle of an OE part 

1. 2014: After 3 years. First to market Brand T
+200% to OE price position

2. 2022: Even after high OE price increase, they 
do follow their strategy.

3. 2014-2025: constant annual price adjustment. 
No positioning as “mainstream” IAM brands
+154% to OE price position
+170% to Brand A

IAM “First to market” and Price Leader:

Benefits:

1. Brand T targets ~10% of vehicles who drive more than 
30.000 km /year. Brake and brake horse exchange 
possible after ~80.000 km = ~3 years

2. If this car will be served by an independent repairer 
(e.g. fleet customer agreement). They typically search 
at their PDs parts catalogue and not at OE catalogue. 

3. As this is a “relatively” new car they do not expect 
many IAM competitors and assume IAM is “cheaper ” 
than OE and accept the price of Brand T.



Key takeaways 2/3

OE prices have risen 
more than twice as 

high as IAM prices in 
recent years. And vary 
significantly by brand 

and product group

Identification of 
OE parts

IAM brands interpret their 
price positioning differently. 

Main obstacle is market 
transparency to choose the 

right market entry point
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Identification
of OE Parts



One-year analysis of the introduced new parts of the Top 50 OE brands

New parts research under control?

1.3 million OE Parts introduced into our system in one year.

1.2 million of them without any Reference/Supersession relation.

How to find the new parts as fast as possible?

Count Percent

Total new OE parts: ~1.300.000 100%

with at least one IAM Reference in 12 months: ~20.000 ~1.5%

with Supersessions: ~41.000 ~3.2%
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No uniform structure of OE product data

A difficult task

The generic article as the de facto market standard 
for categorizing IAM parts

Every OEM has its own data structure with 
different catalogues, categories, product 

groups, descriptions.

≠
IAM

OEM
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A robust and scalable matching approach by Eucon

Solution: Harmonization of OE part categorization

• Eucon has extensive and current 
information about numerous 
manufacturers and access to price 
lists of 23 countries that contain 
new parts before other sources.

• OE specific and up-to-date matching 
information (scoring) is utilized.

OE parts are individually linked to an easy to understand standardized product group with a 
unifying and homogeneous approach. Not “all”, but as many as possible.

NEW PRICE LIST MATCHING UNIFIED DESCRIPTION

Algorithmic evaluation

Contains various 
information 
that can be linked to 
an article
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Settings: Mercedes, several product groups, max. occurrence age = 1 year, max. # References = 0, 
show RRPs for DE, show supersession information (user has also licensed Supersession Services)

New Parts Service (Output): Example

Optional: Supersession information only with 
active Supersession Service licence

Standardized Product Group *

Included: Standard Output based on 
user configuration
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Key takeaways 3/3

OE prices have risen 
more than twice as 

high as IAM prices in 
recent years. And vary 
significantly by brand 

and product group

Harmonization of OE data 
catalogue enables the 

identification of new parts 
to plan early market entry 

and set the right price

IAM brands interpret their 
price positioning differently. 

Main obstacle is market 
transparency to choose the 

right market entry point
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Q&A



Questions, comments or ideas?



Copyright © 2025 Eucon GmbH & Eucon Digital GmbH. All rights reserved. No part of this presentation may be reproduced or transmitted in any form or for any purpose without the express 
written permission. The information contained in this presentation is subject to change without notice.

Patrick Schulte-Loh

Vice President EMEA & APAC

Phone +49 160 2053729

patrick.schulte-loh@eucon.com

René Herrmann

Senior Key Account Manager

Phone +49 151 120 42 985

rene.herrmann@eucon.com

Eucon GmbH
Martin-Luther-King-Weg 2
48155 Münster
Germany

Eucon GmbH
Martin-Luther-King-Weg 2
48155 Münster
Germany

Your contact
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