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CHAPTER I 

INTRODUCTION 

Background 

The automobile advertising industry overlooked women as a target market 

for decades, but the buying power of women has steadily increased since they 

began entering the job market in the late 60s and early 70s (Folse, 1985). A 

survey in 1988 discovered that husbands made the car purchase-decisions, 

whereas wives controlled domestic purchases such as food budgeting (Lavin, 

1993). That trend is changing, however, as women now spend up to $65 billion 

dollars per year on cars and lightweight trucks. So manufacturers, after having 

ignored this segment for so long, are confronting the decision of how to target this 

population which will soon make up the majority rather than the minority 

(Rickard, 1993). 

Women account for 46 percent of automotive purchases, and influence 

more than 80 percent of all car purchases (Coolidge, 1994; Curtindale, 1988; 

Rickard, 1993). A 1990 JD Power & Associates survey found that women make 

up 49 percent of new car drivers (Candler, 1991). For this reason, it is important 

for car dealerships to reach this segment to sell cars. Experts also predict that by 

the year 2000, 60 percent of car buyers will be females (Coolidge, 1994). 

The women's movement may be the primary reason for the large influx of 

women purchasers. The percentage of women 25-34 who worked outside the 

home rose ft-om 45 percent to 73 percent between 1970-1988. For women 35-44, 

the percentage rose from 52 percent to 75 percent during the same time frame 

(Lavin, 1993). Women now have more independence, education, disposable 



income and work in a wider variety of fields than ever before (Coolidge, 1994). 

These women are not only housewives-turned career women but, according to 

Candler, a vast majority are younger women coming into the market place after 

age 18 who need cars for transportation to work. It is therefore necessary for the 

automobile industry to recognize the buying power women have and act 

accordingly. 

Not only are women becoming more capable of buying their own cars, but 

the automotive industry on the whole experienced reconstruction between 1975 

and 1985 for a variety of reasons, including oil embargoes and foreign 

competition with the American automobile makers. Because of this, car 

companies must battle with one another to attract buyers resulting in new makes 

of vehicles to appeal to every segment of the market. The new campaigns for 

these new cars are more creative and offer more technical knowledge to the 

buyer, thereby educating customers ("State of the Markets," 1986). They have 

also realized the importance of the female car buyer and the new campaigns have 

tried to address her as a viable market. 

Marketing to Women in the Automobile Industry 

Marketing to women is not a new concept in the automobile industry, but 

the techniques for targeting them has matured since the 1950s. Chrysler 

introduced a women's car. La Femme, in 1955 which came in either pink or 

lavender, complete with a floral interior, curtains for the back windows, a 

matching handbag, umbrella, rain hat, rain cape and boots. La Femme failed 

miserably in the female market, as fewer than 1,000 were sold (Serafin & Snyder 

1985; Coolidge, 1994). 



Chevrolet took a similar approach in 1983, with a campaign showing an 

elegant woman next to a spons utility vehicle, the Chevrolet Blazer. The sunlit 

sky in the background was colored in pinks and lavenders. The feminine colors in 

the ad offended women because they perceived the ad was attempting to place 

them in traditional roles through the colors typically associated with women and 

feminine ideals. "I don't know the answer to how to sell to women, but it's not 

pink truck ads," said Edsel Ford II, general manager Lincoln-Mercury division of 

Ford Motor Company (Serafin & Snyder, 1985, p. 55). Sean Fitzpatrick, executive 

vice president creative director, Campbell-Ewaid, said the ad generated a lot of 

controversy for the next few years. "We learned a lot from that ad, including not 

to use pink anymore...what's important is that we're out there trying" (Serafin & 

Snyder, 1985, p. 55 ). 

The trade publication Marketing s^oke to five female professional 

marketers about the problems in advertising to women with regard to traditional 

male products or services, such as cars. Carol Fisher, marketing director at 

Holston Distributors, mentioned a Peugeot ad she found appalling. In this ad, the 

woman purposefully moves over to the passenger side so her male companion can 

drive (Bond, 1989). 

According to car marketers, a woman's place in the car was in the back 

seat, but that perspective is beginning to change. If advertisers want to target 

women, they should assemble a campaign with broad appeal and more humanity, 

said Rena Bartos of J. Walter Thompson advertising (Dugas, 1985). 

Lincoln-Mercury, for example, opted for targeting no specific group but 

instead attempted to appeal to both men and women by implementing a 

successful television campaign featuring music from the 1960s and showing men 



and women together having a great time in their newly purchased cars (Serafin & 

Snyder, 1985). 

Perhaps the first attempt to address the female market as a real customer 

and not with curtains was a 1988 Volkswagen Golf commercial in which a 

Princess Diana look-alike casts away her jewelry and furs, but holds on to her 

keys, then speeds away leaving her lover behind. "This was the first car ad that 

touched a nerve and targeted women," said Jorian Murray of Volkswagen 

(Anderson, 1994, p. 13). Even as car marketers have attempted to appeal to the 

female segment, they still do not know any fool-proof methods for selling to 

women without being condescending or intimidating. 

Purpose and Significance of the Study 

Female car buyers have been traditionally left out of automobile marketing, 

but as their market power increases, reaching this segment becomes crucial to the 

financial stability and prosperity of the automobile industry. In order to expand, 

automotive marketing needs to recognize women's rising stature and embrace the 

female segment as an important market (Serafin, 1994b). Dealers in the past 

have not perceived females as a viable market because males hcmdled most of the 

large expenditures for the entire household. Females, on the other hand, focused 

on domestic duties and child care (Lavin, 1993). In recent years, however, dual-

income households have given women more of their own disposable income and 

more influence on durable purchases, such as automobiles. Additionally, the 

fastest growing segment of the driving population is female. In the 1990s, 

automobile production is expected to surpass demand by more than 10 percent 

(Candler, 1979a; Holcomb, 1986). Based on these facts, it is important for 



automobile advertisers to discover the decision process through which women car 

buyers go. Then, advertisers can determine any effects their techniques and 

marketing agendas may have the decision-making process and purchasing 

behavior. 



CHAPTER II 

UTERATURE REVIEW 

Introduction 

The role of women in automobile purchase decision-making is changing as 

the role of women in society changes from a domestic housewife to an 

autonomous, career-oriented woman. Because of this, the advertising and 

automobile industries need to recognize the concerns of this market. The first 

concern is determining what women want in their cars. Also important is the 

decision making process consumers go through before making a purchase, 

followed by the ways to target women based on this process. In addition, 

determining which media approaches best target female shoppers is significant, 

along with ascertaining any differences which may exist between male and female 

automobile buyers. In the literature review, dealerships' relationships with 

women are concerns which will be addressed, as well as closing the gap between 

the two. Male versus female sales representatives will be discussed. The 

literature review will examine previous findings addressing these issues. 

What Women Want 

Women view cars in different ways than men. Men tend to have a love 

affair with their automobiles, while women see cars as a means of transportation 

and freedom, not as an extension of their egos, said Rena Bartos, senior VP-

director of communication at J. Walter Thompson advertising (Dugas, 1985, p. 

39). 



A major misconception regarding women car shoppers is that they are only 

interested in appearance, while in reality their major concerns include reliability, 

safety, durability, price and fuel efficiency (Serafin & Snyder, 1985; Dugas, 1985). 

Another attraction for female car buyers is warranty. One company tested 

the appeal of a five-year/50,000-mile warranty before implementing it. The 

company found that twice as many women than men were interested in the 

program. 

Women's concerns also include safety features which are becoming popular 

in the 1990s. Options such as airbags, keyless entry and anti-lock brakes are well-

liked among female car buyers (Rickard, 1993). 

Women also want the same things men want in a car. "They want 

reliability, safety and performance, but safety comes first," said Janice Leeming, 

president of About Women, Inc., a research and pubUshing firm based in Boston 

(Coolidge, 1994, p. 1). Although men and women may prioritize the 

characteristics they want in a car differently, the top 10 concerns are virtually the 

same, according to David Kerr of American Motors (Dugas, 1985). 

Because reUability and safety are two major components women look for in 

automobiles, Volvo, a car company which has the reputation for manufacturing 

durable automobiles, has a strong base of female clientele. In fact, women were 

responsible for 47 percent of sales at Volvo in 1994. This figure compares to 42 

percent in 1986 (CooUdge, 1994). 
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Targeting Women 

Car Advertisers Targeting Only Male Buyers 

In 1986, three professionals in the field of advertising were asked to assess 

the portrayal of women in automobile commercials (Steinberg, 1986). Each 

professional viewed 30 taped television spots from an assortment of companies, 

foreign and domestic. The unanimous conclusion was that all 30 spots were aimed 

at men. 

Three major themes were touched on in the process: power and freedom, 

prevalent in 13 of the 30; price and practicality in 14 of the 30; and luxury and 

style in three of the spots. One of the professionals said the spots focusing on 

power and freedom were clearly aimed at men, while price and practicality were 

family-oriented (however the male was always behind the wheel). The luxury 

spots featured women, but the real target was men, as women were portrayed 

merely as decorative objects, not as customers. Only one of the 30 ads featured a 

woman driving, the spot for Yugo. In none of the ads was a woman portrayed as 

an authority on automobiles. In the Yugo spot, four customer testimonials were 

used as selling devices. Three of the testimonials were from males and one was 

ft"om a female. One male said the car was priced well, another said the steering 

and handhng were excellent and the third said the car was dependable. The 

female, on the other hand said, "It's fun to drive" (Steinberg, 1986 pp. S-24). 

Sex Appeal in Car Advertising 

One approach advertisers should avoid is showing women draped over the 

hoods of the cars in advertisements. Despite a decrease in the portrayal of women 

in traditional roles, the portrayal of women as decorative objects in ads actually 
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increased during the feminist activity in the 70s (Reid & Soley, 1983). Marcie 

Brogan of Brogan Kabot advertising in Michigan noted that sex does not sell cars, 

but professional, courteous salespeople do; women want to be taken seriously by 

dealers and the automobile industry (Stmad, 1986). 

The idea of using sex in an advertisement is not obsolete. However, a new 

set of rules acceptable to both genders is being developed so no segment is 

offended. 

"The problem with sex is that it doesn't convert to a sale. It isn't really a 

selling mechanism, it's just an attention-getting device," said Gerry Moira, author 

of the "Everyone snogs in Joe Bloggs" campaign created by Woollams Moira 

Gaskin O'Malley (Garrett, 1993, p. 31). 

Despite using sex as a technique to attract male buyers, this practice does 

not actually work. In fact, it can be detrimental in reaching the growing segment 

of female car buyers which represents nearly half of all new cars purchased 

(Coolidge, 1994). 

The Danger of Patronizing Female Car Buyers 

While it is important not to ignore the female car buyer, a car advertiser 

must take extreme caution in making sure their ads are not patronizing to her, 

said Paul Jackson, managing director for Kevin Morely Marketing, the agency 

which created an ad for Metro's "Rio Grande" in which a female photojoumalist 

makes photographs of a male celebrity in a swimming pool in Latin America 

(Anderson, 1994). 

Women are sensitive to patronizing messages in advertising, according to 

Jayne Hamilton, author of "How to Sell Cars and Trucks to Women." She equated 



the lines salesmen may use to hook buyers with lines women hear in singles bars. 

She said women can smell techniques (Serafin, 1986). 

According to a 1986 JD Power & Associates survey, 66 percent of women 

believe it is more difficult for a woman to purchase a car than for a man. The 

chief reasons for this sentiment were credit approval and patronizing attitudes of 

sales representatives (Serafin, 1986). 

Regional Considerations 

Another precaution advertisers should note is the possible cultural 

differences among women in different geographical locations. Women in one area 

of the country may find an ad patronizing while another area may find it perfectly 

acceptable. For example, an ad featuring a young girl in tight jeans might be 

more positively received in California, but more conservative women in 

midwestem states such as Ohio might react negatively to it (Curtindale, 1988). 

The Unisex Approach 

According to James H. Graham, marketing director for Pontiac, the way to 

reach women is the same way the industry reaches its male audience. "We don't 

believe that it takes special advertising to reach women. We advertise to car 

buyers, whatever their sex" (Candler, 1979a, p. S-30 ). Jack Robbins, former 

director of marketing for Buick, also said men and women are looking for the 

same things in an automobile (Candler, 1979a). However, women do tend to 

place more emphasis on safety, reliability warranties, service plans, 

maneuverability, fuel economy and resale value (Candler, 1982). 
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Joanne Albrecht Muir, manager-product researcher for American Motors 

Corp. said that an advertisement comes across as condescending toward women if 

they are specifically targeted in the ad. A better idea, she said, is to show men 

and women together in an ad enjoying themselves, such as in a Lincoln Mercury's 

Capri campaign which featured stick figures and light music minus any gender 

implications. Stephen Lyons, advertising manager for Lincoln-Mercury, said the 

ads were very successful in that following the ad, 65 percent of the new Capris 

were purchased by females (Candler, 1991; Serafin & Snyder, 1985). 

The necessity for reaching women does not mean the advertiser should 

feminize the copy, but the macho approach should be left out of the scenario 

altogether, according to Rhoda Raider, executive vice president of Raider, Inc., an 

advertising and marketing company based in Washington (Serafin, 1986). 

To avoid singling out women in car advertisements, car dealers are opting 

for a unisex appeal in their ads. They are finding that women are more receptive 

to a general approach in ads, such as the previously mentioned Capri ads (Serafin 

& Snyder, 1985). 

Chris Lacey, marketing director at Vauxhall Motors, Ltd., said there are no 

bad cars anymore, just bad marketing. Vauxhall introduced a campaign in 1993 

which satirized the depiction of females in automobile advertising by hiring five of 

the world's top supermodels. In the ads, the models envied the real supermodel, a 

Corsa, which is a British car. He said, "it's non-car advertising for a non-car 

audience." The idea for the campaign was to go for the off-beat message and 

attract buyers, male and female, by making fun of the portrayal of women in 

media (Dwek, 1993, p. 22.) 
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The Six Groups of Female Car Buyers 

In 1986, Conde Nast Publications conducted a survey regarding women car 

buyers and the groups that define them (Curtindale, 1988). The six distinct 

groups include value-seekers, driving enthusiasts, comfort-seekers, luxury-seekers, 

budget-minded buyers and voluntary minimalists. 

According to the survey, value-seekers make up 20 percent of female 

buyers with an average age of 29. Of this 20 percent, 48 percent are single with 

an average income of $35,700. They tend to spend about $10,434 on new car 

purchases. This group tends to purchase Fords, Chevrolets and Japanese cars. 

Driving enthusiasts are the second largest group, making up 18 percent. 

The average age is 33. Eighty-two percent of this group work full-time and have 

average annual incomes of $35,100. This group usually spends about $11,717 on 

new cars, which are mostly American-made performance vehicles. 

Budget-minded buyers make up 17 percent of women purchasers. The 

average age is 43, with income of $33,100. This group spends $12,398 on new 

vehicles. Of this group, 98 percent purchase American-made cars, especially 

Fords. Ford's popularity might be due in part to the success of the Escort, the 

company's subcompact model, and their Aerostat van. 

Comfort-seekers account for another 17 percent of women car buyers with 

an average age of 57. The household income for this group tends to be $26,100. 

They spend $12,265 on new cars which are primarily General Motors vehicles. 

The luxury-seekers make up 15 percent of the market with an average age 

of 41 and annual income of $57,400. This group tends to spend $14,810 on new 

cars. Of this group, 57 percent buy domestic cars; however, luxury-seekers also 

buy the most European cars, particularly Mercedes-Benz. 
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The voluntary minimalist group is the last group which is 13 percent of the 

market, with an average age of 40. Annual income is approximately $41,200, 

$9,986 of which is spent on new cars. This group tends to buy Chevrolets and 

Fords (Curtindale, 1988). 

Though there may be groups of car buyers in which women may be 

categorized, no segment of the car industry can be labeled a woman's car, 

according to Kathleen Wideman, co-chair of Chrysler's women's advisory 

committee (Coolidge, 1994). Women make up 25 percent of the pick-up truck 

segment, 40 percent of the minivan segment and 34 percent of the sports-utility 

segment, according to Tom Healey, a partner at JD Power and Associates. He also 

said women buyers currentiy make up 36 percent of the luxury car market, but 

expects that number to swell to 50 percent in the next two years (Coolidge, 

1994). 

Media Approach 

Because the market for automobile buyers is broadening, selection of the 

media in which to advertise is extremely important. Gordon Horsburgh, director 

of marketing for Cadillac in the late 1970s, said an advertiser cannot afford to 

spend advertising money without specifically selecting the market first 

(Candler, 1979a). Two effective media approaches in targeting women are 

through cable television stations and magazines. Networks such as Discovery, 

CNN, C-Span, QVC, and Arts & Entertainment carry automotive ads designed to 

attract women. Often, companies like Toyota sponsor programs on these cable 

stations such as "Women of the 80s" and an Atianta news feature called "Women 
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Today." During these programs, car companies have an opportunity to reach the 

female population. 

Magazines, unlike any other media, provide the advertiser with resources 

for reaching specific markets through special-interest publications. In the past, 

car companies published ads in fashion magazines, such as Cosmopolitan and 

Savvy, but in recent years the movement towards information-oriented 

publications has influenced the dealers to look less into trends and more into 

information-filled media, such as consumer guides. 

In addition to advertisers providing more information about their cars, 

many magazines are beginning to include automotive sections to aid readers in 

the purchase of a new car, and tips on selecting a dealership and what to look for 

in service. This serves to acclimate women buyers to the industry and may 

minimize intimidation some may feel when shopping for a new car. Frequently, 

the informative columns include definitions of automotive terms with which 

women may be unfamiliar, along with information about vehicle maintenance and 

purchasing advice. For example. Better Homes & Gardens wswdMy features about 

eight to ten articles per year focusing on roadside repairs, finding a good 

mechanic and tire shopping (Freeman, 1986). 

These sections provide a woman with an understanding of the automobile 

industry so when she begins shopping for a new automobile she may be better 

equipped to handle questions from dealers pertaining to what sort of vehicle she 

wants. Pat Carbine, publisher and editor-in-chief of Ms. magazine, said," We 

found that the most important thing to do is provide information at a level that is 

useful and not condescending and give readers a chance to read about subjects 

that occupy a big part of their lives" (Freeman, 1986, p. S-8). 
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Automobile sections in magazines can help a woman decide which type of 

car she needs according to her lifestyle. For example, if a woman travels a lot she 

will probably need a car that has good gas mileage. On the other hand, if she 

runs a lot of in-town errands, she may have many passengers and need a reliable, 

comfortable car with easy entry and exit and enough room for packages and 

passengers (Freeman, 1986). 

Another advantage of advertising in magazines, according to Graham, is 

the "chic-by-association" an advertiser gets through insertions in slick, 

sophisticated women's magazines (Candler, 1979b, p. S-32 ). 

While placing ads in female-oriented publications, advertisers can apply the 

unisex appeal by placing the same ad in male-oriented publications. Because the 

advertisement is not gender specific, it can reach both markets and save 

production costs. For example, BMW could place ads in Elle, Mademoiselle, 

Working Women and Bazaar, and then publish the same ad in GQ, Esquire, and 

Sports Illustrated. 

Women Versus Men Shoppers 

After having been ignored for decades in the automobile industry, women 

are now faced with negotiating prices and dealing with other financial issues to 

which they are not accustomed. Men have traditionally been in charge of 

bargaining and determining option packages. On the other hand, women may be 

intimidated if confronted with financial decision-making (Dugas, 1985). "Women 

tend to feel intimidated by the buying process, especially in the negotiations area," 

said John Hemphill, senior VP-market analyst at JD Power & Associates (Dugas, 

1985, p. 39). 
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A study conducted in 1988 found that husbands perceived that they had 

primary influence in the purchase of an automobile (Lavin, 1993). Auto dealers 

could capitalize on the female market if they recognize the actual influence 

women have in the automobile selection and attempt to help women make the 

transition fi-om passivity to active decision-making (Curtindale, 1988). The 

fastest growing market of the driving population is female, according to Pontiac's 

James H. Graham (Candler, 1979). In recognition of the growing buying power. 

General Motors submitted eight-page advertising spreads to women's magazines 

in 1985 pertaining to financial aspects, including credit applications. The 

company took a step toward easing the possible financial tension women feel 

about the economics of auto buying by addressing these issues (Serafin & Snyder, 

1985). 

While women may be uncomfortable haggling prices, they tend to be better 

shoppers because they actually know the prices and specifications better than 

their male counterparts (Serafin & Snyder, 1985). 

The Michigan-based advertising agency Brogan Kabot designed a training 

booklet for Detroit-area Chevrolet dealers, along with a two-hour seminar on how 

to sell to the female market and a brochure for the female buyer which discusses 

how to finance an automobile and tips for car shopping (Serafin, 1986). 

Market research shows that women want more information in the car ads 

they see, rather than hype. This is not to say that an automobile advertisement 

cannot play on fantasies, but it should also emphasize the warranty and other 

important specifics of the car (Holcomb, 1986). 

In addition, women are not only interested in the superficial aspects of an 

automobile such as color, as previously thought, said Joanne Albrecht Muir of 
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American Motor Corp. Men, on the other hand, are sometimes more concerned 

with an automobile's style and appearance (Holcomb, 1986). 

One difference between men and women in car shopping is women tend to 

be more brand loyal than men. A possible reason for this might be that women 

become comfortable with the car they already own. Instead of researching other 

makes, they may feel intimidated and remain with the familiar. Therefore, brand 

loyalty in women may decrease as they learn more about cars, said Jayne 

Hamilton, author of "How to Sell Cars and Trucks to Women" (Curtindale, 1988). 

Dealerships' Relationships with Women 

Dealerships have been considered the man's domain for so many years, 

women may feel uncomfortable about visiting one. One way dealers can help 

women adjust to all aspects of car buying is to provide a comfortable, relaxed 

atmosphere in which women may browse and gain familiarity with the company 

and its product. Dealers have realized that women notice the cleanliness, decor 

and volume of a showroom and tried to address these concerns. Some dealers, 

such as Hyundai, have made the effort to make their showrooms resemble the 

interior of a mall, a place women may feel more in control. They have designed 

the rooms with Ughting and tile to create a mall environment in order to minimize 

discomfort in female visitors (Curtindale, 1988). While this may seem 

condescending to some female car purchasers, the companies are attempting to 

recognize and meet the needs of their female patrons. 

Cadillac actually took their cars to malls and created mini-showrooms 

where women can look at the vehicles at length and even take them on short, 

indoor test drives. The division of General Motors teamed up with the women's 
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fashion magazine Vogue in 1986 to create high-fashion murals to attract women 

to these dealer outiets in malls (Serafin & Snyder, 1985). 

Other ideas have surfaced such as making dealerships more inviting to the 

whole family. This could serve to encourage customers to come in and stay 

awhile. One method for this could be creating megadealerships with playgrounds 

for kids, food courts and video areas. Another idea is to include insurance offices 

or car-loan centers within the dealership (Rinker, 1993). New research 

concerning fragrances suggests that a particular scent can encourage certain types 

of behavior including, possibly, buying behavior. For this reason, in Japan, 

Toyota sprays a floral scent to help attract female buyers, and in the U.S., one of 

the Big Three is developing a scent to make car salesmen seem more honest 

(Dranov, 1995). 

Bridging the Gap 

Car companies as well as dealerships, it seems, are beginning to realize the 

importcmce and power held by female automobile buyers. Many companies, 

including the Big Three (General Motors, Ford, Chrysler) have begun this process 

through videotapes, sales meetings and marketing studies sent to dealerships 

regarding the potential of female buyers (Holcomb, 1986). In addition, the Big 

Three have established women's advisory groups made up of female employees 

who review every aspect of car campaigns and their relationship to women. They 

also ft-equently review products and services offered by the company as well as the 

marketing approaches to aid the manufacturer in understanding female car buyers 

and their needs (Coolidge, 1994). 
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Mercury-Lincoln realized the advantage of appealing to women when they 

introduced a new sedan, "Mystique," on Sept. 29, 1994. The Ford division held a 

two-day safe-driving seminar for women on September 30-October 1 in six U.S. 

cities. The event was held in cooperation with the National Association of Female 

Executives, the American Association of Women Business Owners and Professional 

Secretaries International. The company expects women to make up 55 percent of 

Mystique car sales because of the safety features and comfort designed in the car 

(Coolidge, 1994). 

Chevrolet introduced a pre-approved credit program whereby women 

could fill out applications and be approved for a loan before they set foot in the 

showroom. They also began sponsoring car clinics to inform customers of repair 

policies and maintenance. In addition, Chevrolet developed toll free numbers for 

customers to call with questions about routine service and repair for their 

automobiles (Holcomb, 1986). 

One action Nissan took was to design controls in automobiles that were 

termed "fingernail friendly." After the re-design, Nissan's female customers grew 

from 40 percent five years ago to 53 percent in 1994 (Coolidge, 1994). 

Pontiac, too, listened to their female customers when they developed the 

first prototype of their small sports car, the Fiero. Women complained that it had 

no storage space for a purse or briefcase, so Pontiac promptly corrected the design 

to accommodate such items (Dugas, 1985). 

A Saturn Dealership in the Dallas metroplex named May 1995 Women's 

Month in which they held cUnics for female car buyers which featured tips and 

methods to use while buying a car, maintenance information and troubleshooting. 

As a result of the promotion, the company netted record sales and donated a 
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portion to the Women's Center, the inspiration behind the program (Brown, 

1995). 

While the automobile industry is realizing the purchasing power of women, 

stereotypical assumptions on the part of the designers are still around. For 

example, vanity mirrors are still primarily on the passenger side of the car, 

because that is where auto makers think women are (Dugas, 1985). 

Another way automobile companies can attract female buyers is through 

knowledgeable, personable sales representatives. Previous studies have shown 

that women traditionally are not at ease in shopping for cars. Therefore, they 

look for helpful salespeople to guide them to the car best suited for their needs. 

Jayne Hamilton, president and CEO of Market Development Associates and author 

of "How to Sell Cars and Trucks to Women," used an analogy to connect a good 

sales person to the family doctor (Curtindale, 1988). She said women want 

dealers to diagnose their needs and prescribe the right car for them, much like a 

doctor would diagnose an illness. Hyundai implements this philosophy by 

introducing the customers to the sales staff and management, making their female 

customers feel like they have made a fiiend they can trust to sell them the right 

car (Curtindale,1988). 

One action American Motors Corp. took was to videotape the male sales 

representatives when they were dealing with a female customer. After the 

encounter, they were given tips to improve their techniques (Dugas, 1985). 

The mid-nineties may mark the beginning of women portrayed in the 

driver's seat in more automobile ads. In a 1995 Pontiac Bonneville commercial, a 

woman daydreams about taking a romantic ride with an attractive male on a 

coastal highway and ending up at a romantic restaurant. The twist is she is 
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driving. In another spot for Pontiac's Grand Am, a successful young woman takes 

her brother to the dealership with her, presumably to help her with the technical 

aspects of the car purchase, but the viewer soon realizes the young woman is very 

knowledgeable about the car she wants and the brother then wonders why he is 

there. She tells him she wants him to help her choose the color. Lynn Myers, 

general director-brand management for the Pontiac division of GM, said women 

react positively to seeing themselves portrayed as competent and knowledgeable 

consumers. Younger men can relate to this new idea because it reflects their lives 

and older men may acknowledge that times are changing (Serafin, 1994). 

While targeting women is still a maturing idea, automobile companies are 

discovering that what appeals to the female segment also fi-equently appeals to 

male customers as well. For example, Toyota held an auto care clinic for women 

and afterwards, the women were very responsive but their husbands were upset 

because they were not invited. Automobile companies are finding that an 

approach that works well with female clientele frequently works with males as 

well. Men respond to the soft sell as positively as women (Holcomb, 1986). 

Because men have traditionally been the primary car purchasers, women 

are faced with not only financial issues, but technical ones as well. Women, for 

example, might not know what a valve is, or how the number of valves relates to 

performance. Dealers should understand this, and that women may be inhibited 

about asking. 

Male Versus Female Sales Representatives 

Male sales representatives have always outnumbered female sales 

representatives, but women are beginning to realize career opportunities in the 
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automobile sales industry. The customers of female representatives seem to be 

very receptive to the change. Approximately 25,000 out of the 184,000 sales 

representatives are female in the 23,000 dealerships in the country. Maria 

Kovach, a Saturn sales representatives in Michigan, said women tend to be more 

thorough and detail-oriented and they tend to pay more attention to the needs of 

the buyer ("More Women Selling Cars...,"1995, p. 39 ). The National Automobile 

Dealers Association and JD Power and Associates survey in 1994 concur that the 

number of female car sellers is growing for two principle reasons. First, women 

are the decision makers in more new car purchases. They are the main buyers in 

43-45 percent of car deals which is up from the 1990 figure of 40 percent. 

Secondly, women dealers are better at consultative selling techniques which 

Saturn introduced. Saturn's main aim is to reduce the tense, adversarial 

relationship traditional in the customer/dealer encounter and sales women seem 

to embrace this type of rapport ("More Women Selling Cars...,"1995 pp. 39 ). 

Besides female sales representatives, female-owned advertising agencies 

could also help the automobile industry to reach the female segment, according to 

Marcie Brogan of Brogan Kabot advertising in Michigan. "After all, women know 

what women want, and auto marketers are just beginning to find out," she said 

(Stmad, 1986). 

Advice For Selling to Women 

One-quarter of all women rate auto salespeople's interest in their needs as 

fair to poor. An additional 31 percent said they are treated differently than men 

when shopping for cars, according to a survey by JD Power and Associates in 

1985. For this reason, Brogan-Kabot prepared a set of guidelines for marketing to 
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women for their client, Flint/Saginaw Chevrolet Dealer Association. Chevrolet 

created a women's marketing committee that developed this advice for dealers: 

• Treat her as an individual; 

• Know your product - women do their homework on technical data; 

• Assume she's a serious buyer; 

• Don't address comments only to a man who may be with her; 

• Determine her needs; 

• Expect all aspects of a car be important to her; 

• Above all, don't call her "honey," "sweetie" or "sugar." 

(Serafin & Snyder, 1985) 

Decision-Making Process 

The purchase of an automobile for anyone, male or female, is a high-

involvement process because of the high price associated with it. A consumer 

typically follows a process in making a decision about which product to select. 

The general stages are: need recognition, information search, evaluation 

comparison, outlet selection, purchase decision and post-purchase evaluation. 

Need recognition takes place when a consumer determines a need for a 

product or service (Wells et al., 1992) Advertising in this stage serves to activate 

this need, but in automobile advertising, the consumer will probably not be 

convinced to spend thousands of dollars on a produa if they do not need it. 

Information search is the next phase a consumer goes through in the 

purchase of a product. In this stage, the consumer reads ads and articles 

concerning the product they need. The search can be informal or formal, 

depending on the consumer and whether it is a high or low-involvement product. 
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The consumer may visit the library or bookstores to locate up-to-date information 

on the product they need. 

The information search phase is also made up of two levels. Internal 

search is the first, in which the consumer may come to a decision based on 

information already possessed, or ideas previously formulated. The focus for this 

study is the second type of information search, the external search. External 

search is utilized when a decision was not reached through internal search. This 

type of information search can include behavior and attitudes of friends, family 

and neighbors; professional information provided in articles, books, pamphlets or 

personal contacts; first-hand experience with the product through trial or 

inspection; or through information provided by advertisements, promotions and 

sales representatives (Hawkins et al., 1992). 

If a consumer engages in an external search, various benefits may result. 

For example, if a consumer in the market for an automobile elects to externally 

search for information through conversations with family and friends, reads 

articles, test-drives cars, and pays attention to advertisements, he/she may receive 

tangible benefits such as: lower price, better quality, or the style and color of the 

desired automobile. The benefits can also be intangible, such as greater 

confidence or satisfaction in the automobile selection (Hawkins et al., 1992). 

Previous research suggests that few car purchasers make decisions about 

the type of car they want at the dealerships, but instead make their choices during 

the information search phase of the decision-making process. Consumers may 

conduct research at the library or in their homes with media such as books and 

magazines (Rinker, 1993). 
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In fact, Joanne Albrecht Muir of American Motor Corporation said women 

car purchasers are more practical than men as far as researching the automobiles 

they are interested in. She said they have to be: it is a reflection of their earning 

power (Holcomb, 1986). 

The next stage in the decision making process is evaluation and 

comparison which includes Hsting the pros and cons of different brands or 

products and evaluating which best meets the needs of the consumer. The 

advertiser can serve to both educate the consumer and help with determining 

which products have which features. 

Outiet selection and purchase decision includes selecting the dealership, in 

the case of an automobile purchase. If the car buyer knows the type of 

automobile they want or need, this process will be easier than if they do not, as 

he/she may visit the decder that carries the make desired. On the other hand, if 

the consumer is unsure, this could be a very lengthy process as many dealerships 

may be visited. Sales promotions such as rebates and first-time buyer incentives 

can make outlet selection easier. 

Once the decision has been made, the last phase, called post-purchase 

evaluation, takes place. In this stage, the consumer rationalizes the purchase 

decision and justifies it. The consumer questions whether they made the right 

decision to fill the need recognized in the first stage of the process. It is this stage 

that leads into brand loyalty. For example, if the consumer is satisfied with the 

car selected, he/she may re-purchase the same make next time the need arises 

(Wells etal., 1992). 

Different determinants also come into play when a person makes a 

purchase decision, and generally, four variables determine the type of decision 
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making the consumer is concerned with. Brock and Roering labeled them as 

situational variables, product characteristics, consumer characteristics and 

environmental factors. 

Extended decision processes are likely to exist when: 

• The purchase is considered important 

• The product is socially visible 

• The item is a durable good, and the consumer thereby 

feels pledged to it for a lengthy period 

• The product is costly relative to the consumer's income 

(Brock & Roering, 1976, pp. 66-67) 

When a consumer decides to purchase a high-involvement product like an 

automobile, it is important to ascertain what process the individual is likely to 

procure. Based on these characteristics, the purchase of an automobile could 

result in an extended decision-making process. Because the decision process 

could be lengthy, dealers should try to target female buyers more effectively 

through advertisements. 

Literature Review Summary 

Because female automobile consumers have tremendous buying power, car 

companies and advertisers have been striving to find the most effective way to 

reach this market with specific messages. To date, advertising messages targeting 

the female segment have been developed primarily through trial and error, 

discovering which approaches offend and which approaches attract female car 

buyers. The automobile industry has found that reaching females is a complex 

effort with significant implications. 
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While the female market has begun to attract the attention of automobile 

companies and advertisers, the missing link is understanding the process female 

car buyers go through when they begin shopping for a car. The decision-making 

model provides a basis from which to begin defining purchasing behavior, 

however, further dissection of female attitudes is necessary. 

While inferences can be drawn regarding the decision-making process on 

the whole, understanding the female perspective of this theory is crucial to 

tailoring messages for this segment. This study attempts to reveal patterns in the 

process which may be applicable to the female market. 

Research Questions 

The following questions will be answered through the study: 

Rl: Do female automobile shoppers conduct more outside research than male 

shoppers? 

R2: What advertising media do female automobile buyers employ in their car 

searches and does this media usage differ from male buyers? 

R3: What features do female automobile buyers look for in automobiles and 

dealerships and how do these features differ from male automobile buyers? 

R4: What salesperson characteristics and duties attract female automobile 

buyers and are these characteristics different from male-preferred 

characteristics? 

27 



CHAPTER III 

METHODOLOGY 

Introduction 

To determine whether male and female car buyers shop differently and 

conduct different types of external research, a telephone survey was conducted 

using a sampling frame of new automobile buyers in Lubbock County, Texas. 

In order to effectively answer the research questions, a questionnaire was 

developed based on past studies and a preliminary survey. A survey was selected 

as the best method to answer the research questions because the study was 

descriptive in nature. Surveys provide the researcher with descriptive and ordinal 

answers and help determine the climate of opinions for the sample (Dominick & 

Wimmer, 1994), in this case, car buyers. A telephone survey was selected because 

of expeditious data collection as well as acceptable completion rates. The method 

of telephone survey was selected over personal interviews and mail surveys 

because of the extended time factor and high cost involved with both of these 

methods. 

Sampling 

Lists of new car buyers in Lubbock County from the months of September 

and November, 1994, and January and May, 1995, were obtained from Daily 

Legal Reports in Lubbock, a private company which compiles civil public record 

information to the public for a fee. The company also compiles lists of new car 

buyers in Lubbock County sorted by dealerships, which yielded 4,563 names for 

use in this study. One month out of every quarter was randomly selected. 
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resulting in the four months listed above. Every third name was systematically 

selected from each list and the telephone numbers were retrieved from the 1995 

Lubbock Feist Area-Wide Telephone Directory, because it is a very comprehensive 

telephone directory for Lubbock County. In the event that the third name was a 

business or a long-distance telephone number, the next name on the list was 

pulled from the telephone directory. Long-distance numbers were not used 

because dealership selection may have been altered by the location of the 

respondent. Business numbers were not used because cars purchased for a 

company are usually purchased in bulk and the decision-making process might be 

different. The telephone numbers retrieved totaled 769. 

Questionnaire 

The questionnaire was designed to investigate female car buyers and (1) 

the amount of external research they conduct versus male buyers; (2) the media 

advertising they employ in their car searches and whether this media usage differs 

from male buyers; (3) the features they look for in a car and dealership and 

whether these features differ from male preferences; and (4) the characteristics 

and duties of a sales representative that appeal to them and whether these 

characteristics differ from male buyers. The questionnaire took between five and 

seven minutes to complete. It appears in the Appendix. 

The respondents were asked to estimate the number of dealerships they 

visited when they began their search. The respondents were then asked to rate the 

importance of different variables on the selection of a dealership. A Likert-type 

scale was used in this section where 1 was "very important" and 5 was "not at all 

important." 
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The respondent was asked to estimate the number of months from the 

point at which they decided to buy a car to when they actually purchased it. 

Research question one focused on whether female car buyers conduct more 

external research than males. In order to answer Rl, questions 15-17, 19, 21, 23, 

and 25-28 asked the respondent to rate the amount upon which he or she relied 

on different forms of information. Respondents rated their answers on a Likert-

type scale fi-om 1-5, where 1 was "a lot" and 5 was "none." For example, 

respondents rated the amount they relied on pamphlets about the cars they were 

interested in, magazine articles, newspaper articles, television programs, radio 

programs, books and advice from mechanics and family and friends. 

Research question two focused on the advertising media females employ in 

their car searches and whether it differed from advertising media males 

employed. To answer R2, questions 18, 20, 22 and 24 asked the respondent to 

rate the amount to which he or she relied on different forms of advertising media. 

These answers were also rated on a Likert-type scale fi"om 1-5, where 1 was "a lot" 

and 5 was "none." The respondent rated the amount to which he or she relied on 

magazine advertisements, newspaper advertisements, television advertisements, 

and radio advertisements on this scale. 

To answer R3, which centered around dealership selection and important 

features of the car, questions 4-13 focused on the dealership and asked the 

respondent to rate the importance of different variables upon dealership selection. 

These answers were rated again on a Likert scale from 1-5, with 1 anchored by 

"very important" and 5 anchored by "not at all important." For example, 

respondents rated the importance of such variables as the brand of car sold, prior 

experience with the dealership, location, and personal referrals among others. 
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Questions 30-47 helped answer R3 as well. Respondents were asked to 

name the three most important characteristics of a car. These characteristics were 

rated on a dichotomous scale with 1 representing yes and 2 representing no. 

Some examples of answers include color, performance, style, safety and reliability. 

The same procedure was used to answer R4 with questions 48-65. 

Respondents were asked to name the three most important characteristics of an 

automobile sales representative, and the characteristics were rated on the same 

dichotomous scale with 1 for "yes" and 2 for "no." Questions 65-75 asked the 

respondent to rate on a Likert-type scale the importance of sales representative 

duties where 1 was "very important" and 5 was "not at all important." These 

questions also helped to answer R4, which focused on important sales 

representative characteristics and duties. Examples of sales representative 

characteristics include honesty, knowledgeable, friendly and helpful. Some 

examples of sales representative duties are answering questions before and after 

the sale, leaving the car shopper to browse and listening to the customer's needs. 

In addition, the respondents were asked whether they would prefer a non-

negotiable sticker price over the typical negotiable one. Respondents were then 

asked to rate the representative who sold them the car on the characteristics of 

pushy, helpful, pleasant, knowledgeable and experience on a semantic differential 

scale from 1 - 5 where 1 was the least and 5 was the most. The respondents were 

asked the approximate age of their representative and to rate their comfort level 

with a female sales representative on a Likert-type scale anchored by 1 "not at all 

comfortable" 5 being "very comfortable." 
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Each respondent was asked his or her age, household annual income and 

marital status. The presumed gender of the respondent was recorded on the 

answer sheet, but not actually asked. 

Procedure 

Prior to the telephone survey, a preliminary survey and a focus group were 

conducted to pretest the questionnaire. Respondents' answers to a hand-out 

survey and a focus group helped clarify the questions to answer the research 

questions more efficiently and effectively. The focus group found that the conduct 

of the sales representative at the dealership is a primary consideration for female 

automobile buyers. Based on this information, questions were developed for this 

study to discover what characteristics and duties of the sales representative are 

appealing to female car buyers. Also, the focus group questionnaire asked the 

respondents to rank the 10 most important features of the car from 1-10. 

Respondents expressed confusion with this method, therefore open-ended answers 

were used in its place. 

The calls for the present study were made from the Institute for 

Communications Research phone bank by Texas Tech students, most of whom 

had prior experience conducting interviews for telephone surveys. The students 

were either fulfilling course requirements for a class in mass communications or 

obtaining extra credit by making the calls. The calls were made Monday, Tuesday 

and Wednesday on October 2, 3 and 18 from 5:30-9:00 p.m. Pre-tests were 

conducted before the calling began to clarify the questionnaire and make minor 

alterations. 
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Prior to each session at the phone bank, a training session was held to 

instrua and familiarize the callers with the questionnaire. The callers were asked 

to record the results of all calls made on a caller sheet and record answers of 

respondents on a separate answer sheet. The callers were instructed to read each 

question as written and to make call-backs to any numbers not reached due to a 

busy signal, answering machine or no answers. 

To determine eligibility for the survey, each respondent was asked if they 

or someone in their household had purchased a new automobile in the past year 

and if he or she was a major influence in the purchase of the car. Of 769 

telephone numbers drawn, 248 (32.2%) questionnaires were completed. Data 

and results were compiled through chi-square and t-test analyses using StatView 

statistical package on an Apple Macintosh computer. Significance level was 

measured at p= <.05. 
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CHAPTER IV 

RESULTS 

Among 248 completed questionnaires, 54% of the sample were female and 

46% were male. Thus, it was determined that the sample was well-distributed 

across demographic lines and analyses were conducted on the collected data using 

both Chi-square and t-tests. 

The ages of the respondents ranged from 16 to 86, with the mean of 43. 

Respondents ages 16-30 segment represented 30.4% of the sample. The next 

largest group was 16.8 years to 30.6 years at 25.9%, followed by the group aged 

44.6 years to 58.3 years which was 24.7% of the sample. The next group was 

those respondents aged 58.4 years to 72.2 years (15%). The last age group was 

72.3 years to 86 (3.4%)(see Table 4.1). 

The household annual income group which represented the largest number 

of respondents was $40,000-$59,000 (29.4% of the population sampled). The 

remaining groups were: $20,000-$39,000 (24.8%); $60,000-$79,000 (16.7%); 

Over $100,000 (13.7%); $80,000-$99,000 (9.8%) and under $20,000 (5.6%)(see 

Table 4.2). 

Married respondents were the largest segment of those surveyed (80.1%), 

while 15.4% were single, 2.4% were divorced and 1.6% were widowed (see Table 

4.3). The mean for number of dealerships respondents visited before buying a car 

was three. 

Table 4.4 focuses on reasons contributing to dealership selection. Of the 

whole sample, 69.2% said that brand was very important, 11.7% said somewhat 

important, 12.1% said important, 3.6% said not very important and 3.2% said it 
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was not at all important in the selection of the dealership. A t-test indicated a 

significant difference between male and female respondents for the brand of car 

the dealership sold (p=.05). Brand was reported as being significantly more 

important to female buyers than male buyers (see Table 4.5). 

Regarding importance of prior experience with the dealer, 42.1% said very 

important, 13.1 % said somewhat important, 13.8% said important, 8.9% said not 

very important and 22.3% said prior experience with the dealer was not at all 

important (see Table 4.4). 

The largest segment of the sample (33.8%) said the location of the 

dealership was not at all important in dealership selection, and 26.6% said it was 

not very important in dealer selection. However, 15.7% said location was very 

important, 12.5 said somewhat important and 11.3% said important (Table 4.4). 

For the total sample population, 15.3% said a personal referral was very 

important, 16.9% said somewhat important, 21.4% said important, 12.9% said 

not very important and 33.5% said not at all important, representing the largest 

segment (Table 4.4). A t-test showed a significant difference between male and 

female car buyers in the selection of the dealership on the basis of personal 

referrals (Table 4.5). Female car buyers reported this significantiy more 

important than male car buyers (p=.03). 

For the total sample, 57.3% reported television ads were not at all 

important in dealership selection, 18.1% said not very important, 11.7% said 

television ads were important in dealership selection, 8.5% said somewhat 

important while 4.4% said very important (Table 4.4). 

Newspaper ads were not at all important to 58.1% of the total sample, 

17.7% said they were not very important, 10.5% said important, 6.9% said 
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somewhat important and 6.9 said very important (Table 4.4) Dealership selection 

based on newspaper ads had a significant level of difference between male and 

female car buyers according to t-test resuhs (p=.03) (Table 4.5). 

Of the sample population, 66.5% reported that radio ads were not at all 

important in dealer selection, 18.5% said not very important, 6.9% said 

important, 3.2% said somewhat important and 4.8% said very important (Table 

4.4). 

The largest segment for the whole sample answered not at all important 

regarding outdoor ads (64.1%), 19.4% said not very important, 6.9% reported 

that outdoor ads were important in dealer selection, 4.4% reported somewhat 

important and 5.2% reported very important (Table 4.4). 

Regarding promotions offered by the dealer, the largest segment of 

respondents indicated that promotions were very important in dealer selection 

(35.7%), followed by those who indicated promotions were not at all important in 

selection (19.5%). Seventeen percent said they were somewhat important, and 

18.7% said important. Lastly, 9.1% said promotions were not very important 

(Table 4.4). 

A t-test indicated a significant difference between male and female 

respondents in dealership selection regarding promotions or price reductions 

(p=.005)(Table 4.5). 

Popular answers given in the other category of reasons for dealership 

selection were: price (8.6%), service department (11.4%), sales staff (12.4%), 

knowing the dealer personally (8.6%, selection (13.3%), reputation (4.8%) and 

that it was the only dealer in town (5.7%)(n= 105)(Table 4.6). 
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The majority of the respondents said they purchased their car between one 

and seven months from the time they decided to buy a car (91.4%). The next 

largest group (7.0%) said seven to 13 months before they purchased it, followed 

by 1.2% for the 13-19 month group, and the remaining groups total less than one 

percent. 

The next set of questions centered on the type of information the 

respondent relied upon when purchasing their car and the amount to which they 

relied on it (Table 4.7). Thirty-seven percent of the respondents said they did not 

rely at all on pamphlets about the automobiles in which they were interested. 

The other groups were fairly evenly distributed: 17.1% said they relied on 

pamphlets a lot, 15.9% said they relied on them some, 16.3% said they relied on 

them a little, and 13.5% said not much. 

Reliance on magazine articles for information was the next question. 

Respondents that did not use these at all totaled 42.5%, those that said they did 

not rely on them much accounted for 11.7%, 12.1% said they relied on magazine 

articles a Uttle, 17.8% said some and 15.8% said they relied on magazine articles 

heavily (Table 4.7). 

Those respondents that said they relied heavily on magazine 

advertisements totaled 5.7%, l.l^h said some, 13.8 said a littie, 20.3% said not 

much and 52.4% said they did not rely on magazine ads for information (Table 

4.7). 

For newspaper articles, 54.1% said they did not rely on these at all, 14.6% 

said not much, 13.8% said a littie, 12.2% said some and 5.3% said they relied on 

newspaper articles a lot in their information searches (Table 4.7). 
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The majority of the respondents said they did not rely on newspaper 

advertisements at all (53.7%), 15.4% said not much, 13% said a littie, 13% said 

some and 4.8% said they relied on newspaper advertisements a lot (Table 4.7). 

Television programs on cars were not relied upon at all by a majority of 

respondents (51.2%), 15.4% said they did not rely on them much, 12.2% said a 

littie, 15.4% said some and 5.7% said a lot (Table 4.7). 

Of the total sample, 48.6% said they did not rely on television 

advertisements at all, 20.6% said not much, 11.3% said a littie, 14.2% said some 

and 5.3% said a lot (Table 4.7). 

A vast majority of the respondents (73.6%) said they did not rely on radio 

programs for information regarding cars in their information search prior to 

purchasing a car, while 14.2% said they did not rely much on radio programs, 

5.7% said a littie, 4.9% said some and 1.6 said a lot (Table 4.7). 

Of the total sample, 68.7% said they did not rely on radio advertising at all 

while 17.5% said they did not rely on it much, 8.15 said a littie, 3.3% said some 

and 2.4% said a lot (Table 4.7). 

Sixty-one percent of the sample said they did not rely on books at all in 

their information search for a new car, 12.2% said not much, 7.3% said a littie, 

10.2% said some and 9.4% said a lot (Table 4.7). 

Of the total sample, 43.9% said they did not rely on mechanic's advice at 

all before the purchase of their cars, 10.6% said not much, 16.2% said a little, 

16.2% said some and 13% said a lot (Table 4.7) ReUance on a mechanic's or 

other expert's advice during information search differed significantly between 

males and females, according to t-test results (p=.05)(Table 4.8). 
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Of the total sample, 35.5% said they did not rely on advice from family and 

friends at all, 7.9% said not much, 16.1% said a littie, 16.9% said some and 

23.6% said a lot (Table 4.7) A significant difference between male and female 

answers occurred according to a t-test regarding advice from family and friends 

(p=.01)(Table4.8). 

In the o^er category for information reliance, 19.3% said they relied on 

their own personal experience, 12.3% said specifically Consumer Reports 

magazine and 7.0% said information from the dealer (n=57) (Table 4.9). 

When asked to rate the level of comfort they feel when shopping for a car, 

42% of the respondents said they felt very comfortable, 24.5% said somewhat 

comfortable, 22.9% said comfortable, 6.1% said not very comfortable and 4.5% 

said not at all comfortable. 

Respondents were asked to name the three most important characteristics 

in a car (Tables 4.10-4.12). A chi-square test reported no significant difference 

between male and female respondents' characteristics. This question was asked in 

an open-ended fashion for which interviewers had a list of features they could 

check off when mentioned by the respondent. The list was made up of features 

mentioned in a preliminary survey. 

Features which did not appear on the list were recorded on the answer 

sheet by the interviewer in the or/?er blank. The most common of/zer answers 

were: quality (12.5%), comfort (8.0%), brand loyalty to the car (7.1%), size 

(7.1%), service (6.3%), track record (6.3%), reputation (5.4%), maintenance 

(4.5%), interest rate (3.6%) and look (2.8%),(n= 112)(Table 4.13). 

Sales representative characteristics were measured in the same open-ended 

fashion. A t-test showed the only characteristic which differed significantly 
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between male and females was helpful (.005) (Table 4.17). This question was 

coded for yes and no (l=yes, 2=no). The female score for helpful was 

significantly lower than the male score, indicating that females reported helpful 

more often than males did. A complete report of the answers is located in Tables 

4.14-4.16. 

Most common other answers for important sales representative 

characteristics were: courteous (3.3%), service after the sale (3.2%), relaxed 

(2.6%), experienced (2.1%), speedy (2.1%), available (1.6%), listen (1.6%), 

polite (1.6%), service (1.6%) and willing to deal (1.6%),(n= 189)(Table 4.18). 

A t-test regarding representative duties revealed that males and females 

differ significantly in the importance of answering questions after the sale 

(p=. 00) and listening to customer needs (p=.03)(Table 4.19). Females reported 

that both duties were more important than their male counterparts. 

A majority of the sample said they did not prefer the method of a non-

negotiable sticker price (59.8%). Out of 130 females who answered this 

question, 36.2% said they would prefer this method while 63.9% said they would 

not. A higher percentage of males than females said they would prefer this type 

of sticker price (45.1%), while males who said they did not prefer this method 

totaled 55% (male n= 111). 
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Table 4.1 Respondent Age 

Age 
16-30 years 
31-45 years 
46 - 58 years 
59 - 72 years 
73 - 86 years 

Count Percent 
65 
76 
61 
37 
9 

26.2 
30.6 
24.6 
14.9 
3.6 

Table 4.2 Annual Household Income 

Income 
Under $20,000 
$20,000 - $39,000 
$40,000 - $59,000 
$60,000 - $79,000 
$80,000 - $99,000 
$100,000 and over 

Count 
13 
58 
69 
39 
23 
32 

Percent 
5.6 
24.8 
29.5 
16.7 
9.8 
13.7 

Table 4.3 Marital Status 

Marital Status 
Single 
Married 
Divorced 
Widowed 

Count 
38 
198 
6 
4 

Percent 
15.5 
80.5 
2.4 
1.6 
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Table 4.4 Reasons for Dealership Selection 

Reasons n VI (%) SI (%) I (%) NVI (%) N (%) 

Brand 247 69.2 11.7 12.1 3.6 3.2 

Prior experience 247 42.1 13.0 13.8 8.9 22.3 

Location 248 15.7 12.5 11.3 26.6 33.9 

Personal referral 248 15.3 16.9 21.4 12.9 33.5 

TV ads 248 4.4 8.5 11.7 18.1 57.3 

Newspaper ads 248 6.9 6.9 10.5 17.7 58.1 

Radio ads 248 4.8 3.2 6.9 18.5 66.5 

Outdoor ads 248 5.2 4.4 6.9 19.4 64.1 

Promotions 241 35.7 17.0 18.7 9.1 19.5 

Total n=248 

VI = Very Important 

SI = Somewhat Important 

I = Important 

NVI = Not Very Important 

N = Not at all Important 
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Table 4.5 Reasons for Selecting a Dealership 
Reasons Male Female Male Female 

n n Mean Mean t-Value p-Value 
Brand of car 112 135 1.74 1.48 1.95 0.05 

Prior experience 112 135 2.71 2.44 1.34 0.18 

Location of dealership 113 135 3.56 3.46 0.53 0.60 

Personal Referral 113 135 3.55 3.13 2.24 0.03 

TV ads 113 135 4.23 4.09 0.93 0.35 

NPads 113 135 4.32 3.98 2.15 0.03 

Radio ads 113 135 4.50 4.29 1.58 0.12 

Outdoor ads 113 135 4.36 4.30 0.47 0.64 

Promotions 109 132 2.90 2.35 2.84 0.01 

1 = Very Important 

2 = Somewhat Important 

3 = Important 

4 = Not Very Important 

5 = Not at all Important 
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Table 4.6 Other Reasons: Dealer Selection 

Other Reasons Count Percent (%) 

Price 9 8.6 

Service department 12 11.4 

Sales staff 13 12.4 

Knows dealer 9 8.6 

Selection 14 13.3 

Reputation 5 4.8 

Only dealer in town 6 5.7 

Other 37 35^2 

Total n=105 
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Table 4.7 Forms of Information Relied Upon 

Amount of Reliance (%) 
Forms of Information_ii A Lot Some A Little Not Much None 

Pamphlets 245 17.1 15.9 16.3 13.5 37.1 

Magazine articles 247 15.8 17.8 12.1 11.7 42.5 

Magazine ads 246 5.7 1.1 13.8 20.3 52.4 

Newspaper articles 246 5.3 12.2 13.8 14.6 54.1 

Newspaper ads 246 4.9 13.0 13.0 15.4 53.7 

TV programs 246 5.7 15.4 12.2 15.4 51.2 

TV ads 247 5.3 14.2 11.3 20.6 48.6 

Radio programs 246 1.6 4.9 5.7 14.2 73.6 

Radio ads 246 2.4 3.3 8.1 17.5 68.7 

Books 246 9.4 10.2 7.3 12.2 61.0 

Mechanic's advice 246 13.0 16.3 16.3 10.6 43.9 

Family/Friends'advice 242 23.6 19.9 16.1 7.9 35.5 
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Table 4.8 Information Relied Upon in Car Selection 
Information ~ S n Mean Mean t-Value SIG 

Male Female Male Female 

Pamphlets m 134 3:4 3:4 ^OJ 019" 

Magazine articles 112 135 3.3 3.6 -1.2 0.2 

Magazine ads 112 134 4.1 4.0 1.0 0.3 

Newspaper articles 112 134 4.1 3.9 1.3 0.2 

Newspaper ads 111 135 4.1 3.9 1.4 0.2 

TV programs 112 135 4.0 3.9 0.6 0.6 

TV ads 112 135 4.1 3.8 1.7 0.1 

Radio programs 112 134 4.6 4.5 1.0 0.3 

Radio ads 112 134 4.6 4.4 1.4 0.2 

Books 112 134 4.1 4.0 0.2 0.8 

Mechanic's advice 112 134 3.8 3.4 2.0 0.05 

Family/Friend's advice 110 132 3.4 2.9 2.6 0.01 

Total n = 113 n = 135 

1 = Very Important 

2 = Somewhat Important 

3 = Important 

4 = Not Very Important 

5 = Not at all Important 
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Table 4.9 Otiier Information ReUed Upon 
Other Information 

Dealer Information 

Personal Experience 

Consumer Reports 

Other 

Total n=57 100 

Count 

4 

11 

7 

35 

Percent 

7.0 

19.3 

12.3 

61.4 
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Table 4.10 Total Sample: Important Characteristics of the Car 
Characteristics 

Acceleration 

Color 

Engine size 

Fuel economy 

Interior comfort 

Luxury features 

Performance 

Power windows/doors 

Passenger load 

Price 

Reliability 

Resale 

Prestige 

Safety features 

Style 

Wartanty 

Convenience 

n 

246 

247 

248 

248 

248 

248 

248 

248 

248 

246 

248 

247 

248 

248 

248 

248 

243 

Yes 
Count 
5 

29 

12 

52 

34 

27 

40 

5 

21 

103 

71 

17 

13 

52 

66 

16 

5 

Yes 
Percent 
2.0 

11.7 

4.8 

21.0 

13.7 

10.9 

16.1 

2.0 

8.5 

41.5 

28.6 

6.9 

5.2 

21.0 

26.6 

6.5 

2.1 

Total n = 248 
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Table 4.11 Male Sample: Important Car Characteristics 

n Male Yes Male Yes 
Characteristics Males Count Percent 
Acceleration 112 3 2.7 

Color 113 12 10.6 

Engine size 113 7 6.2 

Fuel economy 113 22 19.5 

Interior comfort 113 11 9.7 

Luxury features 113 13 11.5 

Performance 113 20 17.7 

Power windows/doors 113 3 2.7 

Passenger load 113 8 7.1 

Price 113 45 39.8 

Reliability 

Resale 

Prestige 

Safety features 

Style 

Warranty 

Convenience 

Total 

113 

113 

113 

113 

113 

113 

110 

n = 113 

28 

9 

5 

13 

30 

10 

1 

24.8 

3.6 

4.4 

11.5 

26.6 

8.9 

0.9 
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Table 4.12 Female Sample: Important Car Characteristics 
Characteristics Female Female Yes Female Yes 

n Count Percent 
Acceleration 134 

Color 134 17 

1.5 

12.7 

Engine size 135 5 3.7 

Fuel economy 135 30 22.2 

Interior comfort 135 23 17 

Luxury features 135 14 10.4 

Performance 135 20 14.8 

Power windows/doors 135 2 1.5 

Passenger load 

Price 

Reliability 

Resale 

Prestige 

Safety features 

Style 

Warranty 

Convenience 

Total 

135 

135 

135 

134 

135 

135 

135 

135 

133 

n = 135 

13 

58 

43 

8 

8 

39 

36 

6 

4 

9.6 

43 

31.9 

3.3 

5.9 

28.9 

26.7 

4.4 

3 
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Table 4.13 Other Car Characteristics 

Characteristics Count Percent 
Interest rate 4 3.6 

Look 3 2.8 

Track record 7 6.3 

Comfort 9 8.0 

Service 7 6.3 

Size 8 7.1 

Reputation 

Quality 

Maintenance 

Brand loyal 

Other 

Total 

6 

14 

5 

8 

29 

n=112 

5.4 

12.5 

4.5 

7.1 

36.4 
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Table 4.14 Total Sample: Important Representative Characteristiscs 

Characteristics 
Honest 

Truthful 

Knowledgeable 

Aggressive 

Assertive 

Confident 

Well-dressed 

Good rapport 

Helpful 

Friendly 

WilUng to negotiate 

Not pushy 

Rehable 

Responsible 

Respectable 

Cleanliness 

Professional 

Total 

n 

246 

248 

248 

248 

248 

248 

248 

248 

248 

248 

247 

248 

248 

248 

248 

246 

244 

n = 248 

Yes 
Count 
107 

30 

80 

4 

9 

6 

10 

16 

37 

77 

41 

74 

18 

9 

10 

1 

8 

Yes 
Percent 
43.5 

12.1 

32.3 

1.6 

3.6 

2.4 

4.0 

6.5 

14.9 

31 

16.6 

29.8 

7.3 

3.6 

4.0 

0.4 

4.2 
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Table 4.15 Male Sample: Important Representative Characteristics 

n Male Yes Male Yes 
Characteristics Males Count Percent 
Honest 112 43 427^ 

Truthful 113 13 11.5 

Knowledgeable 113 35 31.0 

Aggressive 113 2 1.8 

Assertive 113 5 4 4 

Confident 113 3 2.7 

Well-dressed 113 7 6.2 

Good rapport 113 8 7.1 

Helpful 113 9 8.0 

Friendly 113 33 29.2 

WilHng to Negotiate 113 18 15.9 

Not pushy 113 36 31.9 

Reliable 113 9 8.0 

Responsible 113 4 3.5 

Respectable 113 4 3.5 

Cleanliness 111 0 0.0 

Professional 112 9 8.0 

Total n = 113 
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Table 4.16 Female Sample: Important Representative Characteristics 

Characteristics 
Honest 

Truthful 

Knowledgeable 

Aggressive 

Assertive 

Confident 

WeU-dressed 

Good rapport 

Female 
n 
134 

135 

135 

135 

135 

135 

135 

135 

Female Yes 
Count 
59 

17 

45 

2 

4 

3 

3 

8 

Female Yes 
Percent 
44.0 

12.6 

33.3 

1.5 

3.0 

2.2 

2.2 

5.9 

Helpful 135 28 20.7 

Friendly 135 44 32.6 

Willing to Negotiate 134 23 17.2 

Not pushy 135 38 28.2 

Reliable 135 9 6.7 

Responsible 135 5 3.7 

Respectable 135 6 4.4 

Cleanliness 134 1 0.8 

Professional 132 9 6 ^ 

Total n = 135 
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Table 4.18 Other Representative Characteristics 

Characteristics n Count Percent 
Courteous 189 6 3.2 

Service after sale 189 6 3.2 

Relaxed 189 5 2.6 

Experienced 189 4 2.1 

Speedy 189 4 2.1 

Available 

Listen 

Polite 

Service 

Willing to deal 

189 

189 

189 

189 

189 

3 

3 

3 

3 

3 

1.6 

1.6 

1.6 

1.6 

1.6 
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CHAPTER V 

DISCUSSION AND CONCLUSIONS 

Introduction 

This study examined possible differences in the type and amount of 

external research conducted between female and male new automobile buyers. 

The study was based on the decision-making process and its role in female car 

buyers' decisions. 

The main finding in this study was the similarity between male and female 

new car buyers, in every aspect including dealership selection, advertising media 

usage and information relied upon. The decision-making process males and 

females go through was comparable in that no major differences surfaced between 

the genders. However, a few notable differences in some respondents' answers 

resulted. 

Research question one was developed to discover whether female new 

automobile buyers conduct more outside research than male buyers. T-tests 

regarding the amount to which the respondent relied on different forms of 

information found that females tend to rely significantly more on external 

information such as advice from mechanics and family and friends than male new 

car buyers. This suggests that females may be less confident making a decision 

about a car; therefore, they seek out opinions of those they trust. JD Power & 

Associates conducted a study in 1986 in which 60% of those surveyed thought it 

was more difficult for women to buy cars than men, and therefore they may 

conduct more of external search than men (Serafin, 1986). They depend more on 

family and friends, along with experts, to guide them through this difficult 
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process. On the other hand, females may rely more on advice from trusted 

contacts not because they are uncomfortable, but because they naturally seek 

advice from others more than males do (Gray, 1992). 

Advertising Media 

Research question two focused on which advertising media females 

employed and how they differed from those that males employed. No significant 

difference resulted from the t-tests performed on this data. The males and 

females who participated in this study did not differ according to which 

advertising media they used. The means of each of the advertising media 

between males and females were close, translating into possible difficulty in 

specifically targeting females in advertisements for cars. This suggests that 

companies such as Chevrolet which adopted the unisex appeal might have the 

right idea about reaching female car buyers. Reaching females may be no 

different than reaching male car buyers, according to results of this study. 

Important Features of the Car and Dealership 

Research question three focused on which features males and females seek 

in their cars and how they differ. According to this study, male and females look 

for the same things in cars. This supports claims by Coolidge (1994) and Dugas 

(1985) that males and females want the same things males want in cars. Women 

did not mention style or color significantiy more often than men did, as previously 

thought (Coolidge, 1994). Ascertaining how males and females differ in selecting 

their dealerships could also be beneficial to the automobile advertising industry 

because getting the consumer to the dealership is one primary step in obtaining 
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sales. By a significant margin, females said brand was more important in 

dealership selection than males did. This could be explained by the assertion that 

females are more brand loyal than males are (Curtindale, 1988). The brand the 

dealership sells would be a major factor if a consumer were brand loyal, resulting 

in a higher level of importance, which female answers indicated. 

Another possible explanation is that females conducted external research at 

home (Rinker, 1993) and made their decision about which car to buy before 

visiting a dealership. Because Lubbock County does not have a large number of 

dealerships carrying the same brand of car, dealership selection would be simpler 

for car buyers if brand were the main consideration. 

Dealership selection based on newspaper advertisements revealed a 

significant difference between males and females as well. Females rated this 

medium as more important in dealership selection than males did. Therefore, a 

potential avenue for targeting the female automobile buyer could be through 

more newspaper ads. Previous data mentioned magazines as a good way to target 

female buyers (Freeman, 1986), but newspapers may provide more exposures 

according to this study. 

Promotions and price reductions was also a reason for dealership selection 

which females rated significantly higher than male respondents. This could 

support the assertion by Holcomb in 1986 that females are more practical car 

buyers. She said they have to be because it is a reflection of their earning power. 

If they look for price cuts of other dealer incentives, a dealership could reach the 

female market more effectively if it planned more promotions, according to results 

in this study. 
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Important Characteristics of Sales Representatives 

Research question four examined the characteristics females want in a sales 

representative and the duties they find are important for the sales representative 

to perform. One characteristic that differed significantiy between male and 

female respondents was a helpful attitude, according to the results of this study. 

The number of females that mentioned helpful as a top three consideration for a 

sales representative was significantly higher than that of males. This supports 

submissions of Stmad (1986) and Curtindale (1988) that females want helpful 

sales people to guide them through the car-buying process. 

This may propose that females may need more help than males during the 

shopping and selection process because they have not always been in the market 

for new cars (Lavin, 1993; Serafin, 1994b). Sales representatives could be more 

successful in selling to female buyers if they know this and make an effort to be 

helpful when a female shopper visits a dealership. 

As far as sales representative duties, females reported it was more 

important for the representative to answer questions after the sale and to listen to 

their needs. This finding supports the statement made by Jayne Hamilton, author 

of "How to Sell Cars and Trucks to Women," who said that women want dealers to 

diagnose their needs, then prescribe the right car for them, much like a family 

doctor would an illness (Curtindale, 1988). The importance of representatives 

answering questions after the sale could be a significant concern of female buyers 

possibly because of their lack of previous experience in car buying. They may not 

want to feel like they are on their own after making such a high-involvement 

purchase, and might appreciate an available sales representative that maintains 

service and contact even after the papers have been signed. 
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Both genders reported that honesty was a main consideration for sales 

representatives. More than 43% of the total sample reported this characteristic as 

important. Dealerships should realize the importance of this finding and attempt 

to communicate the importance of this to employees. Both genders stated this 

characteristic in an open-ended question, indicating that it is a prevailing 

sentiment. 

Conclusions 

Females represent a substantial number of new car buyers today, and the 

number is growing. Reaching this market is critical for the prosperity of the 

automobile industry. For this reason, examination of the process through which 

women go in the selection of their cars is important. The automobile industry 

cannot afford to offend or demean a segment which may determine its financial 

stability. The scope of previous research has not explored the possibility of gender 

differences in the decision-making process for gender-specific products such as 

automobiles. 

It should be noted that 80.5% of the respondents were married. This could 

affect the decision-making process in that a joint effort decision might result in 

differing conclusions about car selection. 

This study found that no significant differences exist between the methods 

through which males and females conduct external research. The only exception 

is the reliance on advice from trusted experts or family and friends. Female car 

buyers did not exert more effort than males in researching considered cars. This 

is interesting because previous research shows that females traditionally have not 

been included in the car-buying process, resulting in possible anxiety when they 
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are faced with this high-involvement and highly technical purchase. The study 

suggests however, that females seem to be fairly comfortable in this new role as 

primary decision-maker. If a female were intimidated with the prospect of car 

buying, she might condua more research to familiarize herself with the industry, 

thereby giving herself more confidence in her knowledge. Because this is not 

supported in the research, it may indicate changing female attitudes as well as 

changing roles. 

Despite previous beliefs that females were only concerned with an 

automobile's style and color, results show that female preferences in car features 

are no different than male preferences (Freeman, 1986). This suggests that 

women are not superficial in car selection but look for substance in their cars, 

such as quality and practicality. Automobile companies and advertisers would be 

wise to consider this when developing campaigns. 

Likewise, characteristics on sales representatives which are preferted by 

females are no different than those of males, with the exception of the helpful 

characteristic. Female car buyers, according to results of this study, favor helpful 

sales representatives. This does not mean that male car buyers do not. However, 

female automobile buyers mentioned this trait significantly more often than 

males. This finding suggests females need more guidance than males in the 

process because they have less experience than their male counterparts. 

Automobile companies which target female shoppers should advise 

dealerships carrying their brand of this finding, thereby providing the female 

shopper with the type of service needed to ensure positive impressions among this 

segment. 
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As females become more comfortable car shoppers, however, they may not 

mention helpfulness as frequently. 

Representative duties which were found to be more important to the 

female sample were answering questions after the sale and listening to customer's 

needs. Female automobile buyers, while they have not always been a priority to 

car marketers, are becoming more so, but they may need follow-up service from 

their sales representative, along with open communication. Female buyers' wants 

and needs in a car are similar to those of male buyers, but the level of interaction 

and acceptance needed from representatives may be higher among females until 

they become acclimated to car buying and all that it entails. 

A female car buyer wants to feel as though her sales representative 

understands her needs and will do everything to help meet those needs. In 

addition, she wants to be able to call on her representative after the sale with 

questions regarding the purchase or the car itself. If she receives this kind of 

attention, she might feel more at ease the next time she shops for a new car. 

The decision-making process between female and male new automobile 

buyers does not seem to be significantly different with the exception of a few 

variables. These variables are important for automobile advertisers to consider 

when assembling a campaign designed to reach the female segment. 

Understanding the female market would be beneficial to these groups and this 

study provides the first step in doing so. 

Limitations 

This study focused on only four months out of the year, and a study which 

collected names from all 12 months would strengthen the validity of the study 
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because a larger sample results in more reliable findings. Further, the sample was 

selected of people who had purchased a car in Lubbock County, Texas. Lubbock 

County has relatively few dealerships and is a hub for small towns all over West 

Texas. A dealership which sells a particular brand might not have direct 

competition from another dealer selling the same brand. The sample could be 

more externally valid if selected from a larger metropolis. A national scope would 

further strengthen external validity. 

One problem associated with a telephone survey with the sample drawn 

from a telephone directory is that potential respondents could have unlisted 

telephone numbers. This weakens the reliability of the study as well as decreases 

the sample size. The inability to call long-distance phone numbers could have 

both positive and negative effects. Because only local numbers were used, the 

sample was less likely to select a dealership based on location because most of the 

dealerships are located within a comparable distance. Also, the length of time 

from decision to buy the car from the date it was actually purchased could have 

been altered by longer distances to dealerships. On the negative side, the sample 

was smaller than if long-distance numbers had been used. 

Self-reported data can also lead to respondents answering socially 

acceptable responses rather than honest ones. Another problem is that the survey 

was conducted with respondents who had purchased a new car within a year, 

requiring them to remember a variety of thoughts, emotions and actions which 

may have happened more than a year earlier. 
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Future Research 

Future research could include conducting this study over time to ascertain 

any changes in behavior or attitudes as a result of the disposal of traditional 

female roles. 

Another avenue for research is to study female attitudes toward 

advertisements with which they come into contact during the car selection 

process. It would be interesting to note if females find car ads informative, 

helpful, condescending, or degrading. An experimental approach might better 

focus this idea in that a controlled atmosphere and might yield revealing results 

that a self-reported study could not. 

While it is important to ascertain the car features which females look for, 

perhaps the characteristics should be ranked rather than simply listed. This way, 

the automobile and advertising industries could better tailor messages and 

products to the female segment based on what is really important to them. 
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APPENDIX: 

QUESTIONNAIRE 
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New Auto Buyer Survey 

Hello, my name is and I am calling from Texas Tech University. We 

are doing a survey of new car buyers in Lubbock. I am not selling anything, I 

just need a few minutes of your time to answer a few simple questions. 

1. Did you or someone in your household buy or lease a new automobile 

within the last year? 

Yes (if yes, Go to Question 2) 

No (If no, say: we're seeking people who recently purchased 

new cars, we must have received your name by mistake. Thank you 

anyway). 

2. Were you the major influence in the selection of the car? 
Yes 
No (If no, may 1 speak to the person who was?) 

Approximately how many dealerships did you visit? 

IF NOT PURCHASED OR LEASED FROM A DEALERSHIP, SAY: 
THANK YOU, BUT WE'RE SEEKING PEOPLE WHO PURCHASED 
FROM A DEALERSHIP 

Please Go On to Page 2 
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On a scale of 1-5, with 1 being very important and 5 being not at all 
important, how did you select your dealership? 

Very Somewhat Not Very Not 
Important Important Important Important at all 

4) The brand of auto
mobile they sell 
(such as: 
Ford) 

5) Prior experience 
with dealer 

6) Location of 
Dealership 

7) Recommendation 
from family or 
friends 

8) Television 
advertising 

9) Newspaper 
advertising 

10)Radio 
advertising 

ll)Outdoor 
advertising 

12)Promotion 
or price 
reduction 

13) Other factors that were important in selecting a dealership to visit? 

Go on to page 3 
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14. From the point at which you decided to buy a car, how many months was 
it before you actually purchased the car? 

Monthly conversion ( ) 

Prior to completing tlie purchase of your automobile, how much did you 
rely on the following forms of information? Did you rely on them a lot, 
some, a little, not much, or not at all? 

1 2 3 4 5 
A lot Some A Little Not much None 

15) Pamphlets 
about cars 
in which you 
were interested 

16) Where did you get 
them? 

17) Magazine 
articles on cars 

18) Magazine 
advertise
ments on cars 

19) Newspaper 
articles on cars 

20) Newspaper 
advertise
ments on cars 

21) Television 
programs on 
cars 

22) Television 
advertise
ments on 
cars 

Go on to Page 4 
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23) Radio 
programs on 
cars 

24) Radio advert
isements on 
cars 

25) Books 

26) Advice from 
mechanics or 
other experts 

27) Advice from 
family/friends 

28) Other 

29. In purchasing an automobile, do you feel you are very comfortable, 
somewhat comfortable, comfortable, a little comfortable, or not at all 
comfortable? 

1 Very Comfortable 
2 Somewhat Comfortable 
3 Comfortable 
4 A littie Comfortable 
5 Not at all Comfortable 

Please tell me in your own words the top three factors associated v\dth an 
automobile that are most important to you when purchasing a car (CHECK 
AS MANY AS THE RESPONDENT OFFERS, BUT DO NOT SUGGEST ANY 
YOURSELF.) 

30 Acceleration 39 Price 
31 Color 40 Reliability 
32 Engine size 41 Resale value 
33 Fuel Economy 42 Prestige 
34 Interior comfort/Climate control 43 Safety features 
35 Luxury Features 44 Style 
36 Performance 45 Wartanty 
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37 Power windows/doors 46 Convenience 
38 Passenger Load 

47 Other factors in a car: 

Please name the three most important characteristics of the sales 
representative with whom you do business at a car dealership: (AGAIN, 
PLEASE DO NOT OFFER SUGGESTIONS, JUST CHECK THOSE THE 
RESPONDENT OFFERS.) 

48 
49 

50 
51 
52 
53 
54 
55 
56 

Honesty 
Truthfulness 

Knowledgeable 
Aggressive 
Assertive 
Confident 
Well-dressed 
Good Rapport 
Helpful 

66 Other 

57 
58 

59 
60 
61 
62 
63 

Friendly 
Willing to 
negotiate 
Not pushy 
Reliable 
Responsible 
Respectable 
Cleanliness 

64 Skip this one 
65 Professional 

How important is it to you for the salesperson to do the following? Please 
answer very important, somewhat important, important, not very 
important, not at all important when deciding which dealership to visit? 

1 2 3 4 5 
Very Somewhat Not very 
Important Important Important Important None 

67) Answer 
questions 
before sale 

68) Answer 
questions 
after sale 

Go on to Page 5 
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69) Listen to 
my needs 

70) 

71) 

72) 

73) 

Offer advice 

Be actively 
involved in 
decision 
making 

Let me 
browse 

Leave me 
alone entirely 

74) Be willing 
to negotiate 

75) Take me 
seriously 

76 Would you prefer the Saturn-method of a non-negotiable sticker price 
Yes 1 
No 2 

On a scale of 1 - 5; with 1 being the least and 5 being the most; would you 
say your sales representative, was 

11 
78 
79 
80 
81 

82. 

(least) 
1 2 
1 2 
1 2 
1 2 
1 2 

Was yotir sales person 
1 ' Male 
2 Female 

] 

3 
3 
3 
3 
3 

male or 

4 
4 
4 
4 
4 

female? 

(most) 
5 
5 
5 
5 
5 

Please Go on to Page 6 

PUSHY 
HELPFUL 
PLEASANT 
KNOWLEDGEABLE 
EXPERIENCED 
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83. Approximately how old was your sales representative? years old 

84. On a scale from 1-5; with 1 being least comfortable and 5 being most 
comfortable; how would you feel about a female sales representative 

NOW JUST A FEW MORE QUESTIONS FOR CLASSIFICATION PURPOSES ONLY. 
REMEMBER - THIS INFORMATION WILL BE KEPT CONFIDENTIAL. 

85. What is your age? 

86. Of the following household annual income groups, please stop me when I 
reach the group in which you fall: 
1. Under $20,000 
2. $20,000-$39,000 
3. $40,000-$59,000 
4. $60,000-$79,000 
5. $80,000-$99,000 
6. Over $100,000 

87. What is your marital status? 
1. Single 
2. Married 
3. Divorced 
4. Widowed 

(DO NOT ASK THIS QUESTION) 

88. Use your judgment: was the respondent 
1. Male 
2. Female 
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