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CAB AUTOMOTIVE BUYERS STUDY

Automotive Buyers Purchase Process & Beyond
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INTENT DISCOVERY CONSIDERATION
| want/ what brands What are the
‘ ‘ need a vehicle” ‘ should | ‘ ‘ specific attributes
consider?” of each brand?"

2 " w

PURCHASE POST-EVALUATION ADVOCACY

| am buying this Am | happy with Would |
automobile” my purchase? recommend

to others?”

W

What influence does media have?
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CAB AUTOMOTIVE BUYERS STUDY

Automotive Buyers Purchase Process & Beyond

Television is the Media with the Greatest Influence Across
the Likely Buyer's Path from Discovery to Advocacy

INTENT DISCOVERY
Start your Television is
engines: relied on most
Media's influence to ‘first learn’
begins in the about auto
next phase brands

CONSIDERATION

Television is the
strongest media
influence on which
auto brands are
included on a buyers
consideration list

TV ads lead
consumers to auto
websites better than
any other medium
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PURCHASE

Television is the
strongest media
influence on the
purchase decision

POST-EVALUATION

Television ads help
reinforce the
purchase decision
of a vehicle

ADVOCACY

Seeinga TV
ad makes an
owner proud
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GENERATING INITIAL BRAND INTEREST:

Likely Buyers Rely on TV Most to Discover
Different Automaotive Brands

When You Are Starting To Think About Buying a Vehicle, Where Are
You Most Likely to First Learn About Different Automotive Brands?
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Source: CAR Automative Buyers Study, Dec. 2013; Q. When you are starting to think about buying a vehicle, where are you mast i
fust leamn about different automotive brands? {by brands we mean Ford, Honda, Mercedes, etc) Select any ar all that



GENERATING INITIAL BRAND INTEREST:

For Both Men & Women, TV is the #1 Medlil

to Learn About Auto Brands

Where Are
otive Brands?

® Female 25- 54
33 mMale 25-54
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Source: CAR Autornotive Buyers Study, Dec. 2013%; Q. When you are starting to think about buying a vehscle, whene are you mast bkety to -

first leam about different automothse brands? (by brands we mean Ford, Honda, Merncedes atc) Select any or all that apply Fﬂﬁ
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GENERATING INITIAL BRAND INTEREST:
Television is an Important Medium to First Learn About
Different Auto Brands Among Blacks and Hispanics.

When You Are Starting To Think About Buying a Vehicle, Where Are
You Most Likely to First Learn About Different Automotive Brands?
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Sowrce: CAR Automaotive Buyers Study, Dec. 2013 Q. When you are starting to thenk about buyng a vefecle, where are you maost
Hkaly to fisst learn about different automotiee brands? by brands we mean Ford, Honda, Mercedes, ete) Sstect any or all that applye
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GENERATING INITIAL BRAND INTEREST:
Luxury and Price Sensitive Buyers Rely on TV Most
to Discover Different Automotive Brands

When You Are Starting To Think About Buying a Vehicle, Where Are
You Most Likely to First Learn About Different Automotive Brands?

PRICE SPECTRUM W | am looking for a luxury automobile
42% ®m | am looking for a reliable car at a fair price point
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GETRING ON THE SHORT LIST:

A Buyer's Vehicle Cons

& months or 29%
r in advance do 35 m t" 1%

F
2-3 months P17
1month 1/7%

E

A few weeks or less

22%

61% — o0 61% of buyers start fo
© their consideration set o
2 months before purchase

& ,
~
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When you narrow down 2 or less #5978 o / '
- your search, how many . 43, A 2% of buyers include 3 or less
3 Dr S (5] . - - - -
auto brands do you believe \ brands in their consideration list

will be inyour 4orless 12% \ ™
consideration list? (A25-54)  morethans 6% \

" o
6 8//6 of likely buyers agree TV ads inform me
about vehicles | might not have already considered”

Kl
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Lource: CAB Automotive Buyers Study; Dec. 3Q. How far in advance da you plan to make your conssder aton kst? (Select onel;
. Wihen you first narrow dawn your search, rmany automative brands do you bebeve willbe in yo rsideration list? (Select anel
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Buyer's Consideration List

What has the strongest influence on your decision
to add a vehicle to your consideration list? (a2s-s4) (fop 3 boxagree

33% 52% 70% 80%
What | hear What | read in _ADS | SEE ~ Reviews on
on the radio newspapers / T vehicle
magazines ONTV review sites
NO e _ ~ STRONG
INFLUENCE " INFLUENCE
25% 36% DR /8%
Likes / tweets Online Search engine Information on
by auto video ads results / ads auto manufacturer

manufacturer on websites

social media
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PUSHING BUYERS TO THE ONLINE SHOWROOM:

TV Ads Lead Consumers to Auto Websites
Better Than Any Other Medium

Which of The Following Types Of Automobile Advertising Has Prompted You
To Look For More Information On An Automotive Manufacturer Website?

r

Sowurce: CAR Autormotive Buyers Study; Dec. 2013, Q. Which of the foRlowing types of automabile advertsing has prompted you to loak for mare infarmation on an autaomaotive manufacturer website? (Sebect any or all that applyl
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PUSHING BUYERS TO THE ONLINE SHOWROOM:

TV Ads Drive Buyers of Diverse Age, Race and

Income to Auto Websites

Which of The Following Types Of Automobile Advertising Has Prompted You
To Look For More Information On An Automotive Manufacturer Website?
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Sowurce: CAR Automotive Buyers Study; Dec. 2013, Q. Which of the folowing types of automabile advertsing has prompted you to loak for maore infarmation on an autamaotive manufacbuner website? |5
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6% 4 6%

Social
Site Ad
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Social
Site Ad

B AIB-24
m A 25-54
B ASS+

B White
Mon-Hispanic

B Black

B Hispanic

B 575k+ HHI
B $100k+ HHI
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PUSHING BUYERS TO THE ONLINE SHOWROOM:

TV Ads Drive Buyers of all Price Points to Auto Websites

Which of The Following Types Of Automobile Advertising Has Prompted You
To Look For More Information On An Automotive Manufacturer Website?

VEHICLE PREFERENCES (A25-54)

m 1 am locking for a luxury vehicle”
B 1 am looking for a reliable car at a fair price point”

67+
~
a4% _ B | consider myself an automobile enthusiast”
N 36*
16 = 15* g
' 15 ¢ g g -

Television Ad Internet Ad Magazine Ad MNewspaper Ad Radic Ad Direct Mail Outdoor Ad Social Site Ad

Lource: CAR Automotive Buyers Study; Dec. 2013 Q. Which of the following types of automaobile advertsing has prampted you to kook for mare information on an automotive manufacturer website? |(Select any or all that apply)
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PUSHING BUYERS TO THE ONLINE SHOWROQOM:

Only 4 out of 10 Likely Buyers Searched Online
to Obtain the URL address of the Auto
Manufacturer Website They Visited

How did you first learn the URL address
of the auto manufacturer website?

Lo — o Majority
r Recalled the
Website
5 8 % Addre_ss From
a Previous
Encounter
With the Brand
Searched on Other
the Internet

Sowurce: CAR Automative Buyers Study; Dec. 2013, Q. Howy did you first bkeamn the URL website address {waw lexus.com) of the autamaotive manufacturer
website (L2 waw lexus.com) Q. After you first seanched for the autamative website address, how often did you use a search engine to look it up agan?
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PUSHING BUYERS TO THE ONLINE SHOWROOM:

Most Type URL address Directly Into Intemnet;
Few Use Search Engine Every Visit

How did you first learn the URL address
of the auto manufacturer website?

EE,} Searched

e
=] th b [+]
42/5 I?w?emeet ‘ I_ 584 gher J ‘

7o A 7o
oy 1 55 7 18
Y Typed web Advertisement | Word of Mouth
used a search engine every address directly / None of
time before visiting the site into Internet the Above

Source: CAR Automotive Buyers Study; Dec. 20130 How did you first bkeamn the URL Of those WhD ﬁ rSt lea mEd frDm adS_,
website address fwwwlexus com) of the automotive manufacturer website §i.e. wwwwlexus can) 47% Sawvy |t on TV

Q After wou first searched for the automotive website address, how often did you use a seanch

engine ta kok it upagan?
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LIKELY BUYERS RESPOND TO TV AUTO ADS:

TV Ads Prompt Auto Buyers to Take Action

A25-54 who agreed...

43% 43 41%

A deal | saw on TV about | have looked up | have used video

a vehicle prompted me information about a on demand to find

to look up more vehicle while out more about an
information online watching TV automaobile

(vs. 24% for a search ad)
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DECISION TIME:
TVis the Med|a \
with the Strongest Sh N
Influence on Purchase

How much of an influence do you believe
each of the following will have on your
decision to purchase a vehicle? »2s-54 (Top 3box agree)

A 50% 67% 76%

- Online What | read in Ads | see Reviews on
- Video newspapers / on TV 7 vehicle
magazines review sites
No . Strong
Influence - * Influence
22% 32% 56% 76%
| Likes / tweets What | hear Search engine Information on
by auto on radio results / ads auto manufacturer

manufacturer on

websites
social media

Source: CAB Automotive Buyers Study; Dec. 2013 ¥ indicate top 3 box strong — somewhat strang influence;

Q. How much influence da you believe each af the following will an your decision to purchase a wehicle? 1= Mo influence - 5 = Strong influsnce]
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CONTINUING THE DIALOGUE POST PURCHASE:

TV Auto Ads Reinforce the Purchase DeciSio
and Help Maintain Loyalty

A25-54 who agreed...

37%

TV ads help reinforce
the purchase
decision of

~_my vehicle




Social Media’s Lack of Influence
on the Auto Buying Process

Likes/tweets by auto manufacturers on social media websites 74/ 78/
have little to no influence on what vehicles | purchase

Social media influences my opinion on an auto brand 30/ 24/

| follow / like auto brands on Facebook or Twitter 16/ 14/

A Social networking ad has prompted me to look for more o %
information on an automotive website 8




CAB AUTOMOTIVE BUYERS STUDY OVERVIEW

CAB commissioned Research Now

to conduct our Automaotive Buyers Study

A 1,000 person online Fielded December 2013
survey representative of a
national sample

o Likely automotive buyers:
All respondents indicated
they intended to purchase
an automobile within the
next 6 months

AUTOMOTIVE TV ADVERTISING THE FAST LAME TO ATTRACTIMG LIKELY BUYERS

o To investigate the impact of
media during different
stages of the automotive
decision making process
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If you would like additional video advertising information, insights or analysis
please visit our website at www.thecab.tv or feel free to contact us directly:

Sean Cunningham Chuck Thompson Danielle DeLauro
President & CED EVP SWP Strategic Sales Insights
212-508-1223 212-508-1211 212-508-1239

seanc@cabletvadbureau.com chuckt@cabletvadbureau.com danielled@cabletvadbureau.com
Jason Wiese Evelyn Skurkovich
VP Strategic Insights Sr Director Strategic Research Insights
212-508-1219 212-508-1220

jasonw@cabletvadbureau.com evelyns@cabletvadbureau.com



