VEHICLE PATH
TO PURCHASE

RESEARCH STUDY 2022

TRIGGER TO
PURCHASE A VEHICLE

Wanted to Upgrade to d--

= - :
S, Previous Car Was Getting Too Old Something Nicer/Newer @

27% (@————————— USED USED oo @) 23%
30% @—————— NEW NEW — ) 31%

G |@ Previous Car Brokedown Wanted a Larger Vehicle &

18% (@——— USED
11% @—— NEW

TIME FROM
TRIGGER TO FINAL PURCHASE

A majority, 71%
of new buyers &
81% of used,
spend up to 3
months.

Longer than 4to 6 months  2to 3 months 1 month Less than
6 months 1 month

B USED B NEW

HOW BUYERS BECAME
AWARE OF MODEL PURCHASED

g_m@ Online Automotive Marketplace Advertisement on Social Media
17% @——— USED USED =@ 28%
20% @——— NEW NEW  emeeeeeil®) 20%

CRITERIA TO MAKE
A VEHICLE SELECTION

E& Price Brand / Brand Reputation

USED  eeeeeeeeeeeei®) 48%
NEW e @) 51%

SN Fuel Economy Availability

48% (@——————————— USED
49% @————— NEW

gﬁ Comfort

34% (@————— USED
45% (@—— NEW

= Driving Experience

31% (@——————— USED
44% @——————— NEW

4 .
& Features Mileage

23% (@——— USED USED o ®) 59%
33% @———————— NEW N/A

Vehicle History (CARFAX)

37% (@—————— USED

N/A

INFORMATION SOURCES
USED IN THE PURCHASE PROCESS

Visit Online Automotive Marketplaces
[ — \

78% (@——————————— USED
45% @————— NEW

=S Visit Dealership Websites Visit Manufacturer Websites =

32% (@————— USED USED ———@®) 24%
41% ‘_ NEW NEW —‘ 49%

VISITATION OF ONLINE
AUTOMOTIVE MARKETPLACES

15
51%
9.4 )
USED NEW USED NEW USED NEW
Number of Times Spent Over 1 Hour Percentage of Time
They Visited Each Visit Spent After First

Dealership Visit

MOST CHALLENGING PARTS
OF THE PURCHASE PROCESS

Getting a Good Deal/Price Negotiating Price

26% (@— USED

20% @—
9 i T Fhal ekl
% IN Ing e |g enicile
18% @—— USED

24% @—— NEW NEW ~48) 6%

PREFERENCE FOR
CUSTOMER SERVICE VS. PRICING

QD The Best Price but Lackluster A Fair Price and An Amazing
MX Customer Experience Customer Experience

17% @—— USED
19% @—— NEW




