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Overview
Hearst Autos represents some of the most 

trusted, authoritative editorial voices in the 

auto and auto enthusiast space with brands like 

Car and Driver, Road & Track, and Autoweek. In 

this marketplace study, over 1,600 consumers 

were surveyed to understand vehicle shopping 

attitudes, behavior, and purchase intent. We 

also took a deep-dive into two segments of 

shopper consideration – those that are looking 

at luxury brands or models, and those that are 

open to considering Certified Pre-Owned (CPO) 

or used vehicles.
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RESEARCH
When it comes to car research, 
in-market shoppers are practical 
and cautious – trying to get the 
best bang for their buck by reading 
detailed reviews, relying on their 
past experience with brands, and 
taking  input from family and 
friends.

ALTERNATIVE FUELS
Although gas remains the most 
preferred type of powertrain, the 
highest growth in demand was 
among alternative fuel vehicles. 
This will continue to increase as 
more options become available and 
infrastructure becomes more 
developed.

SEDANS
Sedan popularity has continued to 
decline, however nearly 50% of 
owners are loyal to the segment 
and want to purchase a sedan 
again. For those planning to shift 
into another segment, a majority 
(22%) will purchase an SUV/CUV. 

EVs
Some shoppers are considering 
buying/leasing an EV within the 
next year or two. Eliminating gas 
costs and environmental benefits 
are the top motivations, however, 
uncertainty around costs and 
charging cause some reluctance.

PRICING
There is a great deal of price 
sensitivity in the market due to 
inflation and lower supply of 
lower-priced new and used 
vehicles. Despite that, almost a 
third are looking to pay less than 
$25K for a vehicle. 

IN-PERSON SHOPPING
There is still a desire for in-person 
activity when it comes to  car 
buying, and this isn’t going away 
anytime soon. However, there 
continues to be growing interest in 
buying from online retailers as well.

Key Takeaways
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*Middle Class definition:  incomes between $50,000 - $99,999

Whom We Spoke To

Nearly

 50/50
split, with 53% 

female, 46% male

~50%
have a household 

income of 
$49K or less

GENDER HHI

~20%
have a household 
income of $100k+

~33%
are middle class*

AGE

55%
currently in-market 

are mostly 
Millennials and 

Gen X

29%
currently 

in-market are 
age 55+

KIDS

66%
do not currently 

have children under 
18 living at home

GEO

47%
live in suburban 

areas

22%
live in rural areas

31%
live in urban areas

Those in-market for a 
vehicle are from the 

east and parts of the 
midwest.

Top states: CA, TX, FL, NY

OWNERSHIP

ETHNICITY

Race/Ethnicity 
data is close to 
the US Census 
data (as of July 
2021)

62%
Identified as White

19%
Identified as Black or 

African American

Potential buyers who 
currently do not own a 
vehicle skew younger 

than car owners



CAR OWNERSHIP & 
CONSUMERSHIP
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83%
currently own or 
lease a vehicle

Top 10 Brands they currently
 own and primarily drive
Chevrolet, Ford, Toyota, BMW, Honda, Audi,

 Cadillac, Dodge, Buick, and Nissan

1/3
plan to buy or 

lease a vehicle 
within the next 3-6 

months

50%
plan to buy or 

lease a vehicle 
within a year or 

more

IN-MARKET TIMELINE

1/3
plan on 

buying/leasing 
SUVs/CUVs

1/5
plan to buy or 
lease a Sedan

BODY STYLE

40%
want to upgrade 

their vehicle

1/3
would like a more 

fuel efficient 
vehicle

WHY IN-MARKET

59%
would prefer gas 
for their future 

purchase

1/4
would prefer an 
alternative fuel 

vehicle

POWERTRAIN TYPE

17%
do not currently 

own or lease 
a vehicle

1/4
plan on 

buying/leasing 
SUVs/CUVs

1/5
plan to buy or 
lease a Sedan

BODY STYLE

Non-Owners

63%
fall into Gen Y and 
Gen Z age groups
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Current Ownership vs. Plan to Buy/Lease

32%
own Sedans, the 

most popular vehicle 
owned or leased

26%
own SUVs/CUVs as 

the second most 
popular vehicle 

owned or leased

CURRENT OWNERSHIP

FUTURE CONSIDERATION

Sedans
-31%

SUV or 
CUV

+23%

Pickup 
Truck

+20%
Coupe

-20%
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+90%
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Vehicle Powertrain

70%
own gas vehicles, 
but only 46% plan 
to purchase this 

power next

1 in 5
own an alternative 
fuel vehicle. This 

doubles for future 
consideration.

CURRENT OWNERSHIP

FUTURE CONSIDERATION

Gas
-34%

Results show high growth in 

demand for alternative fuel 

vehicles, especially with BEVs 

and Hybrids. Preference for 

gas has dropped by 34%.

n=1,284
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The Following Influence Consideration of a 
Vehicle Brand or Mode

Past experience with brand, 

followed by Consumer 

Ratings or Rankings and 

Word of Mouth, were the top 

influences of vehicle brand or 

model consideration.

n=1,591
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Retailers vs. Traditional 
Dealerships
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25%
are not considering 
buying or leasing a 

vehicle from 
an online retailer

75%
are considering 

alternative 
retailers, Carmax and / 
or Carvana, instead of 

buying or leasing through 
a traditional dealership
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Priorities of Buying or 
Leasing a Vehicle
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*Note that the broader market is younger (middle-aged) than the HA enthusiast audience, which means that they have less knowledge and experience with cars.

Length of 
warranty 
was least 

prioritized.

Lowest purchase price was 
ranked the highest in 

importance of buying or leasing 
a vehicle, with lowest monthly 

payment right behind.

Lowest purchase price is the bottom line 

Vehicle Research
NEW VEHICLE ONLY

Consumers would like to read reviews from others (owners’ experiences 
and expert input) before making a huge investment of a brand-new car, 
especially for a new model. They would also like to better understand 
detailed car specifications of the new car and see if any safety/recall notices 
exist.

USED VEHICLE ONLY

“Used car values” and “safety and recall notices”, followed by “vehicle 
listings”, “owner car reviews”, and “trade-in values/estimates” are the top 
types of information looked at. They are making sure to put their money 
where the value is and are cautiously checking that they are investing well 
with the safety/recall notices and owner car reviews.

ALL CONDITION VEHICLES

Consumers are going to be thorough with checking the used/CPO cars’ 
vehicle history reports and safety/recall notices (this could also be for any 
condition). They also want to expand their research by getting to know the 
actual vehicle(s) with the ratings/rankings and hear from owners’ 
experiences.

Vehicle Purchase 
Counseling*

50%+
have overseen or 

counseled 1-2 vehicle 
purchases with their 

family or friends

In our Hearst Autos 
Enthusiast Study, 

nearly ⅓ 
have counseled

5+
vehicle purchases in 

the past five years
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Car Spending Budget

The majority fall into the 

lower ranges of how much 

they want to spend on their 

next vehicle, with nearly 

one-third looking to spend 

less than $25,000.



IN-MARKET 
CONSIDERATIONS
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Brand Considerations Condition Considerations

~40%
are open to 

considering other 
vehicle brands

~33%
are either “likely” or 
“extremely likely” to 

buy or lease the 
same brand

40%
are considering 

non-luxury 
brands only

Chevrolet, BMW, Ford, Toyota, Honda, Cadillac, and Dodge are 

the top considered brands. Out of those considering more than 

two brands, BMW, Chevrolet, Ford, Buick, Cadillac, and Audi are 

also considered as their 3rd, 4th, and/or 5th options.

25%+
are considering 
both luxury or 

non-luxury brands

1/3
are considering 

new vehicles
only

34%
are open to all 

condition types 
(new, used, and 

CPO)

Out of those considering all conditions, “New” scored the highest 

in ranking when asked to rank their preference on condition type.



COVID-19 PANDEMIC
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The COVID Effect on Vehicle Needs

50%
commuted by 

driving themselves

13%
indicated that 

they did not 
commute

Pre-COVID Post-COVID Commute

52%
would like to either 
shorten their time 

or frequency of 
their commute

21%
never want to 

commute again

19%
miss

commuting

Overall, the COVID-19 Pandemic 

has not heavily impacted vehicle 

needs, with many already 

owning/leasing vehicles. They are 

prioritizing their health since the 

pandemic hit, wanting to avoid 

public transportation by buying or 

leasing their own car or an RV or 

camper for longer travel. They are 

wanting to shorten their 

commutes, and driving/ traveling 

less in general. 

Post-COVID Travel

51%
intend to take more road trips 
instead of flying in the future

52%
of those intending to take more road trips 
are also interested in buying/leasing an RV 
or camper van, likely due to the following:

Prioritizing safe 
travel by limiting 
public forms of 
transportation 

(e.g., flying)

More than half are 
Millennials and Gen 

Xs, and 1/3 have 
children. RV travel 

could be more 
flexible and 
economical.
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EV ATTITUDES



18

Feelings Towards Electric Vehicles

40%+
are interested in 
buying or leasing 
an EV within the 
next year or two

20%+
are interested in 

buying or 
leasing an EV in 
2-5 years from 

now

Purchase

There is some interest with buying or leasing an EV within the next year or two. 

Eliminating gas costs and helping the environment are the most appealing aspects 

of owning an EV, however overall unfamiliarity of costs and charging seem to be 

holding them back from buying or leasing an EV.
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Why Consumers are Interested in Electric Vehicles



VEHICLE ATTITUDES
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The Primary Attributes Influencing Purchase Decision

PRIMARY ATTRIBUTE FINDING

Vehicle Size Comfort of ride garnered high importance ratings, followed by passenger seating and cargo 
capacity

Safety Tech Blind spot detection, emergency braking, and back-up camera were found to be “very” or 
“extremely important”.

Entertainment & Connectivity Bluetooth, followed by high-quality audio sound system, were found as highly important. They are 
looking for an easy way to connect devices to their vehicles and for good sound.

Brand Reputation Safety was rated highest in importance of vehicle purchase decision, with quality, performance, 
and value not far behind

Reliability Long-lasting is the highest rated type of reliability that influences vehicle purchase decisions, with 
mechanical dependability not too far behind.

Design & Style When it comes to vehicle design and style – body style, interior styling, and exterior styling are the 
top three important aspects.



MEDIA CONSUMPTION
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n=1,512

Publications & Websites

The broader market is using as many sources as they can to learn as much as possible 

throughout each stage of the process, especially with the three earliest stages. With 

the HA audience, the dealership websites are mainly used for “narrowing options” and the 

third party automotive websites are used more for “extensive research” - they want to 

learn even more in addition to the knowledge they already have.

Social Media

~40%
never use social 

media when 
learning about 

vehicles

However, 

25%
use social media 
when “narrowing 

options”

When consumers use automotive websites and sources to help make vehicle purchase or lease decisions
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24%

17%

14%

16%

21%

IN
-M

AR
KE

T S
UR

VE
Y

n=1,510    *When the survey was in field, NADA Guides was referenced as an independent site. At the time of publication, it was rolled under JD Power.

Sites They’re Using for Researching Vehicles

Hearst Autos Non-Hearst Autos

53% used these Hearst Autos 
websites for researching



LUXURY INSIGHTS
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Luxury Insights

~50%
of those 

considering luxury 
brands only, are 

looking to buy new

Consumers Considering a Luxury or 
Non-Luxury Vehicle for Purchase or Lease

Luxury Consumers Price Considerations: 
All Conditions Vs. New Only

50%
of those looking at all 

conditions of luxury and 
expecting to spend between 
$25K-$45K, are considering 

used or CPO options

40%
are looking for an 

upgrade

28%
are in-market 
because of a 

lifestyle change 
(e.g., new baby or job 

change)
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18%

n=702
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Luxury Insights
The Top 3 Luxury Brands for Consideration Luxury Shoppers’ EV Consideration

33%
indicated they will be 

interested in an EV 
within the 
next year

50%
indicated they will be 

interested in an EV 
within  2-5 years

This group is practical and wants to start the 

transition from gas to electric right away and save 

money, given the rising gas prices. “Eliminate gas 

costs” was the top answer when asked what interests 

them most about EVs.

The top two concerns about EVs were about costs 

(battery replacement and upfront costs), which 

supports that cost is their overall top priority when 

buying/leasing a vehicle.
11% 10%



CPO INSIGHTS
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CPO Insights
Overall Sample Luxury Shoppers Only

1 in 10
specify they’re 

considering CPO 
only

Out of those who are considering all conditions, most rank 

CPOs as their second or third choice of consideration, 

with 1/5 looking at CPOs as their first choice.

1/3
are considering 

“all condition types”, 
including CPO

12.6%
of those 

considering luxury 
vehicles only, are 
considering CPOs

This is 

12%
higher than the 

general shopper
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20%
indicate that they 

can own luxury 
vehicles that cost 

less than new luxury 
vehicles

The primary reason for 

those considering CPO 

is driven by a 

cost/value evaluation.

CPO Insights
Reason for Considering a Certified Pre-Owned (CPO) Vehicle
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*Auto Intenders - consumers who are in-market for a vehicle and plan to buy/lease within a year or less
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Methodology
RESEARCH OBJECTIVE

To further understand the general consumer vehicle shopping 

behavior and attitudes. Respondents were interviewed about:

● Car ownership and consumership

● Vehicle attitudes and preferences

● EV attitudes

● COVID-19 Pandemic impact

● Media consumption

METHODOLOGY

● Interviewed respondents via online survey

● In field from April 19, 2022 to April 21, 2022

● Sample: Recruitment of Auto Intenders* in the US via Toluna panel 
○ Size: 3,879 respondents started the survey, with 1,658 qualifying at a 91% 

completion rate
○ Incidence rate: 70%
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BY REVIEWING THIS MATERIAL, YOU AGREE TO THE FOLLOWING
The materials and concepts contained herein are the exclusive property of the 
Hearst Corporation and are being provided to you for the sole purpose of 
evaluation and consideration. The ideas and all related materials shall at all 
times remain the sole property of Hearst, unless otherwise provided in an 
agreement entered into with Hearst to execute the concept(s) contained 
herein.  Any disclosure, reproduction or use of these materials or ideas, in 
whole or in part, without express written consent from Hearst, is strictly 
prohibited.  Until a written agreement is entered into, we may alter or cancel 
our proposal.  All names, titles, tagline, slogans, catch phrases or other 
potential trademarks ("titles") shown in the above proposal and presentation are 
"working titles" only.  Legal review and clearance will be required before they 
can actually be used on behalf of a Hearst advertiser within the context of 
marketing program to be executed by Hearst. 


