


The Canadian Car
Buyers Journey

10 Takeaways for Our 10" Anniversary

Thinking

Be an inspiration

1 TIME SPENT
26 days spent thinking about
buying a car, but not actively
researching

2 TOP MOTIVATORS
Top 3 motivators to start
thinking are upgrade, features,
and promotions

Researching

Be found

y

TIME SPENT

8 19 days spent actively
researching make, mode],
features, pricing, and dealers

4 BRANDS CONSIDERED
Buyers typically consider
and research 3 brands

TOP ONLINE SOURCES USED

5 OEM sites, search, dealer
sites, review sites, auto-related
sites, and video sites

BUYING

Be a resource

6 TIME SPENT
At 12 days, buying is the
shortest phase

7 TOP SOURCES USED

Dealer, internet, family/friends,
and traditional media

EXPECTED EXPERIENCE
IN DEALERSHIP

3 types of buyers will

walk into a dealership: the
‘self-serve," the “facilitator,
and the “handhold”

Caring

Be a partner

SERVICE

9 Nearly 2 in 3 buyers will
service their purchase from
the same brand or dealer

1@ LQYALTY

1in 2 buyers who bought
the same brand as their last
purchase did so because of
an excellent buying or service
experience

thinkauto

with Google*

Think Auto
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