Automotive Innovations - US - February 2015

MINTEL

Report Price: £2466.89 | $3995.00 | €3133.71 The above prices are correct at the time of publication, but are subject to

This report looks at the following areas:

= Consumers need to be connected
< Safety still matters

This report examines innovations in the automotive industry, and provides insight into how today’s
innovations are changing the market.

Innovation has always been a big part of the automotive industry, but unprecedented innovations are
happening now as the development of new technology continues to accelerate. There are plenty of
mechanical innovations fueling horsepower wars as automakers race to claim that they offer the best
performance cars for the money, and of course there are plenty of innovative ways in which OEMs are
working to reduce fuel consumption as they work to create “greener” cars. Not to mention, there are
many innovations focusing on creature comforts for drivers and passengers, and on safety, and on
autonomous driving...the list goes on. Additionally, automakers are concentrating heavily on ways in
which smartphones can be further integrated into automobiles.

DID YOU KNOW?

more holistic view of this market

change due to currency fluctuations.

“User convenience and driver distraction collide as
smartphones become more and more a part of the in-car
experience. Safety comes first for consumers, even in an
area of increasing access to in-car apps and smartphone

integration.”

— Tim Healey, Research Analyst — Automotive
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New smartphone tech will drive the market in the near term
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Figure 7: Cheverolet’s performance tracking management
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Figure 16: Type of vehicle owned, by mobile device ownership, November 2014

Crossovers/SUVs popular among owners of newer vehicles
Figure 17: Type of vehicle owned, by type of vehicle, November 2014

Figure 18: Type of vehicle owned, by model year, November 2014

Cost of Most Recent Vehicle Purchase

Key points
With new-car transaction price around $30,000, most buyers paid just under that
Figure 19: Cost of most recent vehicle purchase, November 2014

Younger car owners spent less on most recent vehicles
Figure 20: Cost of most recent vehicle purchase, by age, November 2014

Parents spend more on vehicles than those without children
Figure 21: Cost of most recent vehicle purchase, by presence of children in household, November 2014
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Most car buyers bought new
Figure 22: Method of last vehicle purchase, November 2014

Parents prefer to buy new
Figure 23: Method of last vehicle purchase, by presence of children in household, November 2014

Large number of newer vehicles means demand for innovations may be pent-up
Figure 24: Model year, November 2014

The higher the income, the newer the vehicle
Figure 25: Model year, by household income, November 2014

Parents have safety incentive to replace vehicles frequently
Figure 26: Model year, by presence of children in household, November 2014

Plan to Purchase Vehicles

Key points
Thanks to pent-up demand, vehicle owners looking to buy again soon
Figure 27: Future vehicle purchasing plans, November 2014

Men looking to buy sooner than women
Figure 28: Future vehicle purchasing plans, by gender, November 2014

Younger buyers more apt to be buying soon
Figure 29: Future vehicle purchasing plans, by age, November 2014

Higher-household income respondents more likely to buy a new vehicle sooner
Figure 30: Future vehicle purchasing plans, by household income, November 2014

Families more likely to be looking to buy a new vehicle in the near future
Figure 31: Future vehicle purchasing plans, by presence of children in household, November 2014

Those who spent more on their last car likely to buy new cars
Figure 32: Future vehicle purchasing plans, by vehicle price, November 2014
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Those with older cars waiting to buy next vehicle
Figure 33: Future vehicle purchasing plans, by model year, November 2014

Comfort/Convenience Features

Key points
Comfort takes precedence over innovations
Figure 34: Interest in comfort/convenience features, November 2014

Men more interested in comfort and convenience than women
Figure 35: Interest in comfort/convenience features — Any interest, by gender, November 2014

Older buyers express less interest in more recent creature comfort innovations
Figure 36: Interest in comfort/convenience features — Any interest, by age, November 2014

Consumers crave comfort regardless of income
Figure 37: Interest in comfort/convenience features — Any interest, by household income, November 2014

Whether buying sooner or later, consumers interested in comfort, convenience
Figure 38: Interest in comfort/convenience features — Any interest, by plan to purchase, November 2014

Tech/Audio and Safety Features

Key points

Interest high in tech features, but concerns hold back multimedia and smartphone features
Figure 39: Tech/audio and safety features, November 2014

Men more interested in tech features
Figure 40: Tech/audio and safety features — Any interest, by gender, November 2014

Older buyers less interested in high-tech features
Figure 41: Tech/audio and safety features — Any interest, by age, November 2014

With higher household income comes more interest in high tech
Figure 42: Tech/audio and safety features — Any interest, by household income, November 2014

Parents focus on safety innovations
Figure 43: Tech/audio and safety features — Any interest, by presence of children in household, November 2014

Interest in Auto Innovations

Key points
Self-driving cars yet to garner much public interest
Figure 44: Interest in auto innovations, November 2014

Safety features appeal to older vehicle owners
Figure 45: Interest in auto innovations, by age, November 2014

Parents interested in keeping children entertained
Figure 46: Interest in auto innovations, by presence of children in household, November 2014

Higher interest in innovations among those who have more expensive cars
Figure 47: Interest in auto innovations, by vehicle price, November 2014

Auto Innovations for Children

Key points
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Parents interested in using tech to keep an eye on teens
Figure 48: Auto innovations for children, November 2014

Figure 49: Auto innovations for children, by gender, November 2014

Middle-aged adults worry the most about teen-driving habits
Figure 50: Auto innovations for children, by age, November 2014

Attitudes toward Auto Innovations

Key points
Safety trumps other types of tech

Figure 51: Attitudes toward auto innovations, November 2014

Woman more interested than men in safety tech
Figure 52: Attitudes toward auto innovations, by gender, November 2014

Older vehicle owners have a strong interest in safety
Figure 53: Attitudes toward auto innovations, by age, November 2014

Parents are interested in innovations for passengers, may buy a new vehicle sooner
Figure 54: Attitudes toward auto innovations, by presence of children in household, November 2014

Those who paid more for their last vehicle express less interest in innovations
Figure 55: Attitudes toward auto innovations, by vehicle price, November 2014

Those who are planning to buy sooner are less interested in innovations
Figure 56: Attitudes toward auto innovations, by plan to purchase, November 2014

Race and Hispanic Origin

Key points
Vehicle ownership high across all races

Figure 57: Type of vehicle owned, by race/Hispanic origin, November 2014

Whites, Hispanics likely to spend more than $40,000 on a vehicle
Figure 58: Cost of most recent vehicle purchase, by race/Hispanic origin, November 2014

Safety strongest among Whites, Hispanics
Figure 59: Attitudes towards auto innovations, by race/Hispanic origin, November 2014

Hispanics show most interest in safety innovations
Figure 60: Auto innovations for children, by race/Hispanic origin, November 2014
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Figure 61: Type of vehicle owned, by gender, November 2014
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Figure 66: Type of vehicle owned, by plan to purchase, November 2014

Cost of most recent vehicle purchase
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Figure 67: Cost of most recent vehicle purchase, by gender, November 2014
Figure 68: Cost of most recent vehicle purchase, by household income, November 2014
Figure 69: Cost of most recent vehicle purchase, by generation, November 2014
Figure 70: Cost of most recent vehicle purchase, by marital status, November 2014
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Figure 93: Future vehicle purchasing plans, by generation, November 2014
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Comfort/convenience features
Figure 97: Interest in comfort/convenience features — Any interest, by generation, November 2014
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Figure 99: Interest in comfort/convenience features — Any interest, by presence of children in household, November 2014
Figure 100: Interest in comfort/convenience features — Any interest, by marital status, November 2014

Figure 101: Interest in comfort/convenience features — Any interest, by vehicle price, November 2014
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Figure 102: Interest in comfort/convenience features — Any interest, by race/Hispanic origin, November 2014
Tech/audio and safety features
Figure 103: Tech/audio and safety features — Any interest, by generation, November 2014
Figure 104: Tech/audio and safety features — Any interest, by race/Hispanic origin, November 2014
Figure 105: Tech/audio and safety features — Any interest, by employment status, November 2014
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Figure 107: Tech/audio and safety features — Any interest, by vehicle price, November 2014
Figure 108: Tech/audio and safety features — Any interest, by plan to purchase, November 2014
Interest in auto innovations
Figure 109: Interest in auto innovations, by gender, November 2014
Figure 110: Interest in auto innovations, by generation, November 2014
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Figure 123: Attitudes toward auto innovations, by marital status, November 2014

Appendix — Social Media

Key brand metrics
Figure 124: Key social media indicators of selected car brands, January 2015

Online conversations
Figure 125: Online mentions, selected car brands, Jan. 26, 2014-Jan. 25, 2015

Brand usage or awareness
Figure 126: Brand usage or awareness, November 2014
Figure 127: Tesla usage or awareness, by demographics, November 2014
Figure 128: BMW usage or awareness, by demographics, November 2014
Figure 129: Ford usage or awareness, by demographics, November 2014
Figure 130: Toyota usage or awareness, by demographics, November 2014
Figure 131: Honda usage or awareness, by demographics, November 2014

Figure 132: Chevrolet usage or awareness, by demographics, November 2014
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Activities done
Figure 133: Activities done, November 2014

Figure 134: Tesla — Activities done — | have looked up/talked about this brand online on social media, by demographics, November
2014

Figure 135: Tesla — Activities done — | have contacted/interacted with the brand online on social media to, by demographics, November
2014

Figure 136: Tesla — Activities done — | follow/like the brand on social media because, by demographics, November 2014

Figure 137: Tesla — Activities done — | have researched the brand on social media to, by demographics, November 2014

Figure 138: BMW — Activities done — | have looked up/talked about this brand online on social media, by demographics, November
Ei%lu4re 139: BMW — Activities done — | have contacted/interacted with the brand online on social media to, by demographics, November
Ei%]lﬁe 140: Ford — Activities done — | have looked up/talked about this brand online on social media, by demographics, November
Ei%lu?e 141: Ford — Activities done — | have contacted/interacted with the brand online on social media to, by demographics, November
gi%]ﬁ?e 142: Ford — Activities done — | follow/like the brand on social media because, by demographics, November 2014

Figure 143: Ford — Activities done — | have researched the brand on social media to, by demographics, November 2014

Figure 144: Toyota — Activities done — | have looked up/talked about this brand online on social media, by demographics, November
2014

Figure 145: Toyota — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
November 2014

Figure 146: Toyota — Activities done — | follow/like the brand on social media because, by demographics, November 2014

Figure 147: Toyota — Activities done — | have researched the brand on social media to, by demographics, November 2014

Figure 148: Honda — Activities done — | have looked up/talked about this brand online on social media, by demographics, November
2014

Figure 149: Honda — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
November 2014

Figure 150: Honda — Activities done — | follow/like the brand on social media because, by demographics, November 2014

Figure 151: Honda — Activities done — | have researched the brand on social media to, by demographics, November 2014

Figure 152: Chevrolet — Activities done — | have looked up/talked about this brand online on social media, by demographics, November
2014

Figure 153: Chevrolet — Activities done — | have contacted/interacted with the brand online on social media to, by demographics,
November 2014

Figure 154: Chevrolet — Activities done — | follow/like the brand on social media because, by demographics, November 2014

Figure 155: Chevrolet — Activities done — | have researched the brand on social media to, by demographics, November 2014
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