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Two years into the COVID-
19 pandemic, the automotive 
industry is still navigating the 
challenge of replenishing 
supply while also tailoring 
future transportation to 
consumer desires and 
changing climate demands. 
And as the Russia-Ukraine 
crisis unfolds, the path to 
recovery has become rockier. 

Morning Consult’s new quarterly report, The State 
of Automotive and Mobility, tracks evolving 
consumer trends in the automotive and shared 
mobility sectors and what they mean for the future 
of the industry.

Based on survey interviews with more than 16,000 
adults across the Americas, Europe and the Asia-
Pacific region, this report provides insight into how 
consumers are buying and using vehicles amid the 
ongoing COVID-19 pandemic.

This report also explores essential changes in 
automotive retailing, electrification, servicing, 
automation and public transportation. 

E X E C U T I V E  S U M M A R Y
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Share of adults planning to purchase a vehicle 
in the next year

Surveys conducted March 3-8, 2022, among representative 
samples of 1,000 to 2,200 adults in the countries shown, with 
unweighted margins of error of up to +/-3 percentage points.
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K E Y  T A K E A W A Y S

1
Vehicle buying trickles online.
Faced with low selection, high prices and 
lingering comfort concerns at dealerships, 
some consumers are dipping into auto    
e-commerce.
R E A D  M O R E

4
Autonomous vehicles have a 
long road ahead.
While many consumers like the idea of 
autonomous vehicles, they need much 
more convincing on safety and trust 
around this future mode of transportation.

R E A D  M O R E

5
Public transportation is 
rebounding.
As pandemic fears dissipate, people are 
returning to public and shared modes of 
transportation. If gas and vehicle prices 
remain high, this sector could experience 
even more growth. 

R E A D  M O R E

3
Vehicle servicing is getting back 
on track but faces disruption.
Vehicle service providers struggled to 
keep up with an influx of demand as 
consumers looked to wring extra miles out 
of their vehicles. Those who provide timely 
service in an efficient, tech-savvy way will 
win over more consumers in the future.

R E A D  M O R E

2
Electric vehicles are abuzz.
Manufacturers’ enthusiasm for EVs might 
outpace that of consumers for now, but 
rising gas prices could further inspire 
uptake as EV technology becomes 
cheaper and easier to use.
R E A D  M O R E



STATE OF AUTO OWNERSHIP

SECTION 1

How consumers are getting their vehicles and how they’re using them
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The supply chain is still reeling two years into the 
pandemic. Consumers continue to report difficulty with 
vehicle availability: 13 percent of adults said they 
struggled to find new or used vehicles in February. This 
challenge is due to a combination of fewer vehicles for 
sale and jacked-up prices on those that are available. 

The chip shortage is starting to work itself out, and 
automakers are strongly encouraging their dealers    
not to mark up prices, which should start to bring relief 
for those searching for vehicles. This will likely earn 
goodwill from both new and returning customers. 

On the used vehicle side, online retailers like Vroom  
Inc. and Carvana Co. are nibbling up big shares of 
buyers who can either no longer afford a new vehicle   
or are enticed by the virtual purchasing process.  

MORE THAN 1 IN 10 CONSUMERS STRUGGLED WITH NEW, USED 
VEHICLE AVAILABILITY

Respondents were asked if they had trouble finding any of the 
following items in the past month:

48%

33%

18%

17%

13%

13%

13%

13%

12%

11%

9%

43%

57%

36%

16%

32%

39%

17%

17%

62%

28%

24%

13%

9%

10%

46%

68%

56%

48%

70%

69%

26%

61%

67%

82%

Specific types of groceries and food

Paper goods, such as paper towels or toilet paper

Supplies for home repairs, improvements or renovations

A house or apartment

Home appliances

Electronics, computers or cell phones

A new car, pickup, van or sport utility vehicle

A pre-owned (used) car, pickup, van or sport utility vehicle

Clothing/apparel

Furniture

Exercise/sports equipment

Motorcycles

Yes No I haven't tried to find this

Survey conducted March 3-6, 2022, among a representative sample 
of 2,200 U.S. adults, with an unweighted margin of error of +/-2 
percentage points. Figures may not add up to 100% due to rounding.
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30%

24%

34%

31%

29%

29%

31%

32%

All vehicle owners

Gen Z adults

Millennials

Gen Xers

Baby boomers

Income: <$50k

Income: $50-$99k

Income: $100k+

Financing

MILLENNIAL VEHICLE OWNERS ARE MORE LIKELY TO FINANCE OR LEASE 
THEIR VEHICLES
More than a third of the vehicle-buying population 
finances or leases their vehicles. Millennials are 
especially open to these financing methods, as they 
are often in the earlier stages of building their wealth. 

Attractive leasing deals were hard to come by in 2021 
as both vehicle stock and incentives dried up. 
Financing was a better alternative, given lower interest 
rates, but deals became less attractive toward the end 
of last year due to inflation and rising interest rates. 

Vehicle prices are forecast to remain high, so 
consumers will be looking for better lease deals when 
inventory eventually loosens up, as residuals will 
remain strong. Conversely, as inflation continues to 
drive up interest rates, financing is becoming a less 
attractive option. 

Survey conducted March 3-6, 2022, among a representative 
sample of 1,689 vehicle owners, with an unweighted margin of 
error of +/-2 percentage points.

Respondents were asked how they paid for their primary vehicle

6%

9%

10%

3%

4%

5%

7%

7%

Leasing

64%

66%

56%

66%

68%

66%

62%

61%

Own outright
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GAS PRICES WEIGH HEAVILY ON CONSUMERS’ MINDS WHEN THINKING ABOUT
THEIR NEXT VEHICLE PURCHASE

Gas prices have climbed steadily, 
exacerbated by the crisis in Ukraine, and 
consumers are making trade-offs in driving 
habits as a result. 

In February, 23 percent of adults reported 
buying less gas, and 34 percent took less 
public transportation. As the fuel price 
outlook remains uncertain, consumers may 
continue to downshift their mobility and 
postpone vehicle purchases as well.  

Automotive and energy brands should 
consider tailoring their messaging around 
gas-price sensitivity. Additionally, EV 
makers have an opportunity to further 
showcase their electric and hybrid models, 
especially as policy leans toward 
investment in charging infrastructure 
and EV cost support. Survey conducted March 3-6, 2022, among a representative sample of 1,295 consumers 

who intend to buy a vehicle within the next three years, with an unweighted margin of 
error of +/-3 percentage points. Figures may not add up to 100% due to rounding.

Share who said the following would be a factor in their next vehicle purchase:

Major factor 52%

Major factor 29%

Major factor 32%

Minor factor 36%

Minor factor 25%

Minor factor 33%

Not a factor 12%

Not a factor 46%

Not a factor 34%

Price of gasoline

Availabilty of
charging stations

Tax credits
for EVs

55% of those 
interested in EVs 
consider gas prices 
to be a major factor, 
compared with 43% of 
those not interested 
in EVs. Three in five 
millennials agree.
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All commuters

Northeast

Midwest

South

West

THE SOUTH HAS BOTH THE MOST REGULAR COMMUTERS AND THE MOST 
NON-VEHICLE COMMUTERS
While commuting rates haven’t reached 
pre-pandemic levels, as more and more 
offices welcome workers back, 
commuting is on the rise. The South 
has both the highest share of daily 
commuters (58 percent) and the most 
non-vehicle commuters. 

As consumers anticipate racking up 
more miles driving to and from work, 
they will naturally start to think about 
their next vehicle purchase. There’s 
plenty of pandemic-induced pent-up 
demand, but this buying energy will 
remain blunted by the headwinds of 
inflation and rising gas prices. 

Survey conducted March 3-6, 2022, among 
a representative sample of 942 commuters, with an 
unweighted margin of error of +/-3 percentage points.

Share who used a household vehicle to commute to work in the last month

21%

24%

17%

24%

19%

34%

29%

37%

34%

34%

16%

22%

17%

11%

18%

8%

7%

6%

8%

12%

5%

6%

7%

5%

More than
5 days a week

5 days
a week

3-4 days
a week

1-2 days
a week

Fewer than 1-2
days a week

15%

12%

15%

19%

12%

Didn't use a household vehicle 
for commuting to work
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JAPANESE CONSUMERS ARE LEAST LIKELY TO USE THEIR VEHICLES FOR 
COMMUTING, AS THEIR PUBLIC TRANSPORTATION SYSTEM EXCELS
From a global perspective, consumers in Germany, Italy and France reported the 
highest personal vehicle use for commuting, at a slightly higher level than Americans. 
More open roads and efficient driving infrastructure are contributors to these choices.

Consumers in China also reported a high level of personal vehicle use. Particularly in 
larger Chinese cities, vehicle ownership is higher, and the associated prestige is 
important. However, increased government spending on public transportation and 
subsequent improvements in reliability may sway Chinese drivers in the future, given 
immense congestion, particularly in the country’s mega-cities.

Consumers in Japan, not surprisingly, favor public transportation because the related 
infrastructure is so strong, and this preference should remain stable.

In the future, Americans are less likely to give up their wheels in favor of public 
transportation, given the convenience of personal vehicle use and relative reliability of 
this mode of transportation. And if future public spending on infrastructure is directed 
more toward vehicle electrification, public transportation spending likely won’t improve 
the ridership experience enough to entice significantly more takers. 

Surveys conducted March 3-8, 2022, among representative samples of 326 to 942 adults in the 
countries shown, with unweighted margins of error of up to +/-5 percentage points.

88%

86%

85%

85%

84%

83%

81%

81%

79%

77%

76%

72%

62%

Germany

Italy

France

China

United States

Australia

Russia

Brazil

Spain

United Kingdom

South Korea

Canada

Japan

Share who used a household vehicle to
commute to work in the last month
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MILLENNIALS EMBRACED THE ROAD TRIP, BUT GEN XERS AND BOOMERS 
OUTDROVE THEM

Survey conducted March 3-6, 2022, among a representative sample of 1,941 vehicle owners, with an 
unweighted margin of error of +/-2 percentage points. Figures may not add up to 100% due to rounding.

Share who said they used a household vehicle for
a road trip in the past month

6%

14%

13%

14%

14%

11%

13%

28%

26%

34%

24%

23%

22%

22%

24%

23%

16%

31%

25%

25%

39%

43%

Fewer than 50 miles 50-99 miles 100-199 miles 200-299 miles 300 or more miles

19%

28%

24%

14%

14%

9%

14%

12%

10%

6%

6%

13%

All vehicle owners

Gen Z adults

Millennials

Gen Xers

Baby boomers

1 road trip 2 road trips 3 or more road trips

Road trippers’ mileage on road trips in the past month

Automotive brands can capitalize on renewed interest in road tripping as they gear up for 
summer advertising, especially if gas prices start to stabilize. Manufacturers should tout the 
comfort features and improved gas mileage of vehicles that are more suited to longer trips and 
work to win over more Gen Xers and baby boomers, who have higher purchasing power. 

Those with EVs were most likely to have 
taken a road trip (68%), but only 19% of 
EV owners took a trip over 300 miles.  
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ONLINE PURCHASING SHOWS SOME PROMISE

Higher vehicle prices, reduced stock and 
COVID-19 concerns that deterred visits to 
dealerships have fueled interest in a fully 
online vehicle-buying experience.

In fact, a remarkable 17 percent of those 
who intend to purchase a vehicle in the 
next three years are open to doing so 
entirely online, with 56 percent showing 
at least some interest. 

Those interested in EVs, who are already 
more likely to be lighthouse customers, 
are much more inclined to express 
interest in a fully online purchase. This is 
a tremendous opportunity for EV 
manufacturers. As traditional automakers 
look to go fully electric, they must work 
hand in hand with their dealers to cater to 
this digitally savvy audience by providing 
online retailing opportunities. 

17%

21%

13%

23%

39%

36%

41%

44%

26%

25%

25%

25%

22%

33%

19%

17%

20%

11%

38%

All vehicle
intenders

Men

Women

Interested
in EVs

Not interested
in EVs

Very
interested

Somewhat
interested

Not that
interested

Not interested
at all

Survey conducted March 3-6, 2022, among a representative sample 
of 1,295 consumers who intend to buy a vehicle within the next 

three years, with an unweighted margin of error of +/-3 percentage 
points. Figures may not add up to 100% due to rounding.

Respondents were asked how interested they are in 
purchasing their next vehicle entirely online

Respondents were asked how they prefer 
to do each of the following steps in the 

vehicle-buying process:

78% Test driving at a dealership

71% Negotiating pricing at a dealership

67% Arranging vehicle delivery at              
a dealership

63% Gathering vehicle information online

59% Financing at a dealership

46% Gathering vehicle information at        
a dealership

26% Financing online

23% Negotiating pricing online

22% Arranging vehicle delivery online

7% Test driving online
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WHAT IT MEANS: SUPPLY, INFLATION, GAS PRICES WILL CHALLENGE AUTO’S 
ROAD TO PANDEMIC RECOVERY

The auto industry faces a new slew of challenges as 
inflation and gas prices spike and the crisis in Ukraine 
strains a global supply chain just starting to recover.
Drivers are eager to keep moving and enjoy the freedoms that vehicle 
ownership and usage afford. But that has come at a price, in the form   
of persistently high vehicle prices exacerbated by lingering supply  
chain constrictions.

While consumers push to remain mobile, they have been forced to 
make trade-offs in both usage and purchase intent to offset high gas 
prices. They will drive less as they feel more pain at the pump and 
possibly forgo their top vehicle choices for cheaper, more gas-friendly 
options. And as manufacturers struggle to replenish their stock, they 
will feel the pain from lost sales that lingering pent-up demand should 
have fueled. 

WHA T THIS  MEA NS  FOR A UTO A ND MOB IL ITY  B RA NDS

Savvy brands will work to 
understand the headwinds 
facing vehicle ownership 
and usage and strive to 

establish stronger dialogue 
with their customers to help 

them recognize and 
overcome pain points around 
the cost of ownership and to 
make the buying experience 

more pleasant. 

As consumers hunker down to 
weather the gas price storm, the 

outlook for vehicle sales has 
dimmed somewhat, but brands 
can still expect to see growth 
year over year as conditions 
move toward pre-pandemic 

levels and consumers insist on 
staying mobile. 



STATE OF ELECTRIC VEHICLES 

SECTION 2

Consumers are warming up to electric vehicles, but not all at the same clip
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CONSUMERS REPORT MIXED EMOTIONS ABOUT AN ALL-ELECTRIC FUTURE

Automakers shouldn’t assume all consumers are equally thrilled about EVs and 
must ensure, through consistent messaging, that they work to educate, engage 
and invite all consumers along on the journey. 

Respondents were asked how well the following words describe their 
feelings about a future with predominantly electric vehicles:

21%

15%

14%

14%

11%

30%

31%

29%

28%

19%

22%

26%

26%

26%

27%

27%

29%

30%

31%

43%

Excited

Relieved

Nervous

Anxious

Sad

Very well Somewhat well Not that well Not at all well

Survey conducted March 3-6, 2022, among a representative sample of 2,200 U.S. adults, 
with an unweighted margin of error of +/-2 percentage points. Figures may not add up to 
100% due to rounding.

Respondents were asked how well the following words describe companies 
that plan to produce only electric vehicles in the future:

31%

28%

27%

20%

22%

45%

41%

42%

44%

35%

15%

18%

18%

23%

27%

10%

13%

12%

13%

16%

Innovative

Sustainable

Socially responsible

Trustworthy

Premature

Very well Somewhat well Not that well Not at all well

Survey conducted Dec. 7-10, 2021, among a representative sample of 2,200 U.S. adults, 
with an unweighted margin of error of +/-2 percentage points. Figures may not add up to 
100% due to rounding.

Millennials are most eager for EVs compared with their older counterparts. This 
will be a key generation to target, and manufacturers should look to millennials’ 
enthusiasm to help pull along more reticent consumers. 
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MILLENNIALS ARE MOST EAGER TO PURCHASE AN EV

EV manufacturers will benefit from deeply learning 
about their potential audiences. Knowing that 
consumers will ultimately determine the uptake of 
electric vehicles, automakers should identify 
demographics with weaker interest, such as baby 
boomers and lower-income households, and work to 
build rapport with those consumers.

Similarly, brands should double down on targeting 
consumers who are more interested in EVs, such as 
millennials and higher-income households, who may 
not feel as sensitive to the perceived higher cost of 
ownership. These efforts should pay dividends as EV 
manufacturers compete to win over a finite number 
of consumers in the rapidly growing EV space. 

Respondents were asked how interested they would be in purchasing 
an electric vehicle in the next five years

20%

23%

29%

17%

12%

14%

21%

34%

29%

33%

31%

26%

29%

25%

34%

30%

16%

12%

16%

16%

18%

16%

19%

12%

35%

32%

23%

42%

41%

45%

26%

25%

All U.S. adults

Gen Z adults

Millenials

Gen Xers

Baby boomers

Income: <$50k

Income: $50k-$99k

Income: $100k+

Very interested Somewhat interested Not that interested Not interested at all

Survey conducted March 3-6, 2022, among a representative 
sample of 2,200 U.S. adults, with an unweighted margin of 
error of +/-2 percentage points. Figures may not add up to 
100% due to rounding.
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Price was 
the biggest 
motivating factor 
for millennials 
(41%), while only 
36% selected 
environmental 
sustainability. 

ENVIRONMENTAL SUSTAINABILITY IS THE TOP REASON FOR EV INTEREST

Currently, the environment is a key factor moving 
people toward EVs. And respondents who are already 
interested in EVs are much more likely to choose 
environmental sustainability as the reason (49 percent 
versus 35 percent of adults overall). 

Touting the key benefits of EVs beyond environmental 
friendliness — such as lower cost of ownership and 
ease of maintenance — will be important to winning 
over consumers in the future, since many don’t realize 
that, despite their higher upfront cost, EVs are cheaper 
and easier to maintain and own. More training for 
dealership salespeople on showcasing these benefits 
to consumers who are in the market for a vehicle will 
be a worthwhile investment. 

Twenty-three percent of adults said they would not 
consider an EV for any reason, compared with only 13 
percent of Gen Z adults and 15 percent of millennials. 
Nevertheless, this group should not be ignored, and 
work needs to be done to nudge them.

49%

48%

42%

41%

39%

38%

37%

37%

33%

16%

Environmental sustainability

Price

Quality/reliability

Availability of charging stations

Vehicle range*

Cost of maintenance

Performance

Ease of maintenance

Cost of ownership

Lack of availability of new
gas-powered vehicles

Survey conducted March 3-6, 2022, among a representative sample of 1,295 U.S. adults 
who are interested in EVs, with an unweighted margin of error of +/-3 percentage points.

EV-interested consumers were asked whether any of the following 
would lead them to consider purchasing an electric vehicle:

*How long the vehicle can travel between charges
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PRICE IS THE MAJOR EV DRAWBACK FOR CONSUMERS

As driving range increases and production costs 
fall, it’s important for EV manufacturers to apprise 
consumers of their progress on these fronts to 
dissipate key barriers. 

Consumers not interested in EVs perceive them to 
be more costly, which is certainly the case in the 
current environment, with low supply and higher 
production costs. But as automakers continue to 
make headway in addressing development costs 
and supply restrictions ease, this could ripen the 
uninterested audience in the future. 

Thirty-one percent of those not interested in EVs 
also cited quality or reliability as a major reason. 
EV manufacturers have an opportunity — and 
obligation — to educate consumers about the 
quality and reliability of their electric models.  

53%

45%

42%

45%

31%

23%

19%

9%

15%

19%

20%

16%

24%

24%

23%

10%

Price

Vehicle range*

Cost of ownership

Lack of charging infrastructure

Quality/reliability

Lack of performance

Lack of selection

Lack of racing pedigree/heritage

Major reason Minor reason

Survey conducted March 3-6, 2022, among a representative 
sample of 1,139 U.S. adults not interested in EVs, with an 

unweighted margin of error of +/-3 percentage points.

Consumers not interested in EVs were asked if any of the following 
were reasons why they would not purchase an electric vehicle:

*How long the vehicle can travel between charges

62% of baby boomers 
cited price as a major 

reason for not 
considering an EV.
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Survey conducted March 3-6, 2022, among a representative sample 
of 1,941 vehicle owners, with an unweighted margin of error of +/-2 

percentage points. Figures may not add up to 100% due to rounding.

LACK OF CHARGING ACCESS IS ANOTHER KEY BARRIER TO EV UPTAKE

Respondents were asked whether there is EV charging 
access where their vehicle(s) are parked at home

11%

19%

7%

19%

13%

26%

78%

70%

87%

84%

68%

83%

77%

66%

All vehicle owners

Northeast

Midwest

South

West

Income: <$50k

Income: $50k-$99k

Income: $100k+

Always Sometimes No

Vehicle owners were asked where 
they park at home

48% Driveway

36% Garage

11% Carport or covered driveway

7% Non-dedicated street 
parking spot

7% Dedicated street
parking spot

7% Dedicated spot in a
public parking structure

6% Non-dedicated spot in a
public parking structure

Non-garage parking limits access to 
vehicle charging, potentially stunting 
growth for the EV industry.

Charging access still has a long way 
to go — only 11 percent of adults 
report that charging access is always 
available — although coastal regions 
and higher-income households 
report having more access. 

Beyond researching, educating and 
properly targeting consumers who 
might be interested in EVs, 
manufacturers must work closely 
with technology providers and 
policymakers to develop more 
widespread charging solutions.
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UNITED STATES LAGS OTHER COUNTRIES IN EV INTEREST AND EXCITEMENT

Surveys conducted March 3-8, 2022, among representative samples of 1,000 to 2,200 adults in the 
countries shown, with unweighted margins of error of up to +/-3 percentage points.

Share who say they are very interested in 
purchasing an electric vehicle in the next year

Share who say “excited” describes their 
feelings about an all-EV future “very well”

32%
27%

23%
21%
21%

19%
18%
18%
17%

13%
13%

10%
9%

Brazil
Spain

Italy
Australia

United States
Canada

Russia
United Kingdom

South Korea
China

France
Japan

Germany

24%
18%

16%
15%

13%
11%
11%
11%

10%
10%
9%
9%

7%

Brazil
South Korea

China
Spain

Italy
United States

Australia
United Kingdom

Germany
Russia

Canada
France
Japan

Despite major supply and regulatory 
pushes, interest in electric vehicles 
remains muted across the globe. 
Consumers in Japan hold the least 
interest around electric vehicles, and 
their excitement is also low. While the 
Japanese government has expressed 
intent for all vehicles sold there to be 
environmentally friendly within the 
next decade or so, much work needs 
to be done in developing charging 
infrastructure to get the country to a 
fully electrified state.

In Europe, where over 
20% of new vehicles 
sold are now electric, 
subdued interest and 
excitement suggest that 
many consumers still 
need to be enticed to 
spur uptake. 

China’s strict mandates 
on electrification and 
infrastructure spending 
will yield a heavy supply 
push that will likely 
eventually tip Chinese 
consumers more in 
favor of EVs.
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WHAT IT MEANS: THE RACE TO ELECTRIFICATION IS A MARATHON

Despite automakers’ aggressive moves to electrify their 
vehicle fleets, not all consumers are on board.
Most auto manufacturers have stated their intent to be fully electric 
within the next 10 to 15 years. This shift has put a massive strain on their 
internal operations to meet these promises. But even if automakers 
succeed in fully electrifying their fleets, many consumers remain on the 
fence about purchasing electric vehicles, and the payoff of these efforts 
remains to be seen. 

Consumers see glaring barriers to EV purchases, including fears over 
cost of ownership, charging access and limited range. As automakers 
work to alleviate these barriers, they should also emphasize key 
benefits, such as ease of maintenance. If gas prices remain on the high 
side for the foreseeable future, they can also capitalize on a potential 
inflection point in consumer acceptance of alternate propulsion.  

WHA T THIS  MEA NS  FOR A UTO A ND MOB IL ITY  B RA NDS

Manufacturers making 
bold EV announcements 

and moves should consider 
their entire audience as they 

build toward a fully electric 
future, as consumer reactions 

show a mix of excitement 
and concern.

Moving forward, EV 
manufacturers should target 

pockets of buyer enthusiasm —
millennials, for the most part —

and work hard to overcome 
barriers for harder-to-convince 

but important segments such as 
baby boomers. 



STATE OF THE VEHICLE 
SERVICING INDUSTRY

SECTION 3

Vehicle servicing must be timely, cost-effective and digitally savvy to meet future demand
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FAMILIARITY, WARRANTIES KEPT CONSUMERS LOYAL TO DEALERSHIPS

As the chip shortage of 2021 dried up stock on dealer lots and jacked up 
prices, many consumers were forced to hang on to their existing vehicles. 
This strained the vehicle servicing system as vehicles got older and 
demand for care and maintenance increased. 

Dealerships maintained a decent share of the vehicle servicing market —
24 percent of vehicle owners said they had their vehicle serviced at a 
dealership in the last month.

That said, the lack of stock meant dealerships struggled to offer their 
service customers perks such as loaner vehicles. Dealerships need to up 
the ante on these perks in 2022 to keep customers loyal. 

Survey conducted March 3-6, 2022, among a representative sample of 412 U.S. adults 
who had their vehicle serviced at a dealership in the last month, with an unweighted 
margin of error of +/-5 percentage points.

Respondents were asked why they chose to
have their vehicle serviced at a dealership

43%

42%

41%

29%

21%

Certified mechanics and
technicians

Familiarity/comfort with dealership

Vehicle is still under warranty

Dealership promotions, such as
reduced-price or free servicing

Price
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COST IS THE TOP REASON CONSUMERS AVOID DEALERSHIP SERVICE

Beyond dealerships, independent service and repair shops continue to be 
a popular choice for vehicle servicing, with 30 percent of those surveyed 
saying they used them in the past month. 

Among vehicle care outlets, Pep Boys has grown its reputation, 
particularly with millennials, securing a spot in Morning Consult’s 2021 
Fastest Growing Brands for that generation. Major moves by Pep Boys to 
digitalize its business likely scored points with this tech-savvy audience.

These outlets are particularly attractive as cheaper alternatives for 
vehicles that have aged beyond the warranty period, especially since 
price is a key factor driving customers away from dealerships. As inflation 
and gas prices continue to sting pocketbooks, more and more consumers 
will look to this cheaper alternative for vehicle care and maintenance. 

But independent repair shops shouldn’t be competing solely on price. 
They should build on trust and being conveniently located, as well as 
target consumers who feel repelled by perceived higher turnaround  
times at dealerships.

Respondents were asked why they chose not to
have their vehicle serviced at a dealership

67%

27%

24%

16%

10%

Price

Trusted others more

Location

Turnaround time

Complications with
booking an appointment

Survey conducted March 3-6, 2022, among a representative sample of 662 U.S. adults 
who had their vehicle serviced outside a dealership in the last month, with an 
unweighted margin of error of +/-4 percentage points.

https://info.morningconsult.com/fastest-growing-brands-2021?&utm_source=google&utm_medium=ad&utm_campaign=morningconsult_nationwide_persuasion_100908_google_20211129-20211231_search-responsive-fastestgrowingbrands_na_fastestgrowingbrands-20211201_search_na_1_na_na_na&_bt=565722105345&_bk=fastest%20growing%20brands&_bm=p&_bn=g&_bg=125484736970
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PRICE EXPECTATIONS FOR VEHICLE SERVICING VARY BY GENERATION

Service providers are struggling to manage 
expectations in pricing their offerings. Of those who 
had their vehicle serviced in the last month, 22 
percent said they paid more than they expected.

Millennials, who tend to have lower financial 
well-being, were most likely to be surprised by 
higher prices.

Inflation is playing into these reactions, as consumer 
mindsets are struggling to catch up to pricing reality. 

Service providers that can be the most accurate in 
estimating cost upfront will score credibility with their 
customers and keep them returning. 

22%

24%

29%

22%

13%

21%

24%

22%

12%

15%

12%

13%

10%

13%

10%

10%

66%

61%

59%

65%

77%

66%

66%

67%

    All who serviced
vehicles last month

Gen Z adults

Millennials

Gen Xers

Baby boomers

Income: <$50k

Income: $50-$99k

Income: $100k+

More Less About the same

Survey conducted March 3-6, 2022, among a representative 
sample of 1,074 U.S. adults who had their vehicle serviced in the 
last month, with an unweighted margin of error of +/-3 percentage 
points. Figures may not add up to 100% due to rounding.

Consumers were asked how reality compared with their
expectations of the price to service their vehicle

https://morningconsult.com/financial-well-being-scale/
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MILLENNIALS AND WEALTHIER CUSTOMERS REPORTED THE HIGHEST GAP IN 
EXPECTATIONS ON TURNAROUND TIME

From a timing perspective, millennials and high-income 
customers had the biggest gap between reality and 
expectations around the time it takes to service 
their vehicles.

These are large, demanding segments of the vehicle 
servicing market, and service providers need to reduce 
the overall time taken to service vehicles. Demand for 
service won’t dissipate and will likely remain high as 
customers put off new vehicle purchases. 

Service providers must work to reduce backlogs by 
hiring more technicians, increasing the number of 
service bays while commercial real estate costs are 
low, and keeping customers informed on their vehicle’s 
progress in real time through apps and text messaging. 

Consumers were asked how reality compared with their
expectations of the time to service their vehicle

20%

18%

30%

16%

10%

15%

22%

26%

13%

22%

14%

13%

10%

14%

14%

10%

67%

60%

56%

70%

80%

70%

64%

65%

    All who serviced
vehicles last month

Gen Z adults

Millennials

Gen Xers

Baby boomers

Income: <$50k

Income: $50-$99k

Income: $100k+

More Less About the same

Survey conducted March 3-6, 2022, among a representative 
sample of 1,074 U.S. adults who had their vehicle serviced in the 
last month, with an unweighted margin of error of +/-3 percentage 
points. Figures may not add up to 100% due to rounding.
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WHAT IT MEANS: AFTER A BUMPY FEW YEARS, THE SERVICE INDUSTRY IS RISING 
TO MEET CUSTOMER DEMANDS

The vehicle service industry is recovering from 
pandemic-induced strains that led to extra demand 
and backlogs.
After struggling to meet demand when consumers came roaring back 
into service shops after pausing their mobility during the early months 
of the pandemic, the service sector is slowly recovering.

As vehicle and gas prices remain stubbornly high, consumers are going 
to great lengths to wring out extra miles — and gas mileage — from 
their vehicles. Keeping vehicles properly serviced and maintained is a 
key element to extending their life. Service providers that can offer the 
best experience in terms of timing and price will win the day in a 
market that is likely to face continued challenges. 

Understanding the factors behind vehicle servicing patterns is key for 
automakers seeking to retain customers at dealerships, as well as for 
independent service and repair shops looking to deepen their foothold. 

WHA T THIS  MEA NS  FOR A UTO A ND MOB IL ITY  B RA NDS

Independent repair shops and 
service centers can borrow 
dealerships’ approaches to 

customer retention by certifying 
their mechanics and offering 
money-back guarantees to 

elevate their brands. Similarly, 
dealerships need to capitalize  

on their strengths through   
warranty and certified work to 

keep independent service shops 
from nipping at their heels. 

The need for service and 
maintenance as vehicles get 
longer in the tooth will keep 

vehicle care providers in 
business. Service providers 
must keep striving to meet 
demand and go the extra 

mile to gain and retain 
customers.



STATE OF AUTONOMOUS VEHICLES

SECTION 4

A look at current attitudes around self-driving vehicles
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KEY ASPECTS OF AUTONOMOUS VEHICLES FACTOR INTO CONSUMERS’ 
PURCHASE DECISIONS
To understand the future of the autonomous vehicle 
market, it’s good to start with what consumers want 
from their next vehicle purchase.

Safety ranks fourth for consumers — a hurdle for the 
autonomous space, as many still question the 
vehicles’ safety capabilities. But a quarter of those 
considering a vehicle purchase say driver assist 
features are a top priority — a sign that this 
subindustry at least has an interested audience.

As automakers and technology providers work 
together to develop fully autonomous vehicles, they 
must deeply understand how key benefits weigh in 
consumer mindsets and work to educate their 
prospective future customers on these advantages. 

76%

71%

62%

60%

45%

39%

39%

32%

25%

17%

18%

18%

16%

19%

22%

30%

30%

41%

44%

39%

44%

36%

36%

31%

25%

25%

6%

10%

12%

13%

15%

21%

28%

19%

23%

21%

7%

7%

15%

17%

27%

33%

36%

Quality

Cost

Gas mileage

Safety ratings

Size

Appearance

Brand

Cargo and storage space

Driver assist features

Entertainment features

Available from a dealer I've used before

Towing capacity

Off-roading capabilities

A top priority Important but not a top priority A low priority Not a priority Don't know

Survey conducted March 3-6, 2022, among a representative sample 
of 1,295 consumers who intend to buy a vehicle within the next 
three years, with an unweighted margin of error of +/-3 percentage 
points. Figures may not add up to 100% due to rounding.

Respondents were asked to what extent each of the following 
will be a priority for their next vehicle purchase:
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SINCE 2018, FEWER THINK AUTONOMOUS VEHICLES ARE SAFER THAN 
TRADITIONAL VEHICLES

While education on the benefits of 
autonomous driving is important to winning 
over future customers, it’s also crucial to 
reduce anxiety. Around half of U.S. adults 
believe autonomous vehicles are less safe 
than traditional vehicles, which gives 
autonomous vehicle makers an opportunity to 
win over more safety-conscious customers in 
the future — if they can be convinced. 

From a generational perspective, millennials 
seem more open to autonomous vehicles, as 
32 percent think they are safer than traditional 
vehicles. It will be important for automakers to 
capitalize on the relative fearlessness of this 
huge buyer segment in the future. 27% 22% 20% 19% 19%

8% 17% 18% 17% 16%

50% 47%
42% 49% 49%

Mar/Apr '18 Aug '21 Dec '21 Feb '22 Mar '22

Safer About as safe Less safe

Surveys conducted March 29-April 1, 2018, Aug. 25-28, 
2021, Dec. 7-10, 2021, Feb. 2-5, 2022, and March 3-6, 2022, 
among representative samples of roughly 2,200 U.S. adults, 
with unweighted margins of error of +/-2 percentage points.

Respondents were asked how safe they think self-driving vehicles 
are compared with traditional vehicles
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MILLENNIALS HAVE THE MOST FAVORABLE OPINION OF AUTONOMOUS VEHICLES

Roughly half of millennials have a rosy 
view of autonomous vehicles — more so 
than Gen Zers, who otherwise tend to 
embrace technology a bit more than 
elder generations.

Prospective EV buyers are also much 
more likely to have a favorable opinion of 
the autonomous space, as they tend to 
be early technology adopters. 

As electrification and self-driving start to 
become the mobility modes of the future, 
brands should target these key 
audiences together. 

Respondents were asked whether they have a favorable or unfavorable view of autonomous 
vehicles based on what they have seen, read or heard about them

Survey conducted March 3-6, 2022, among a 
representative sample of 2,200 U.S. adults, with an 
unweighted margin of error of +/-2 percentage points. 
Figures may not add up to 100% due to rounding.

*Net favorability is the share who said they view 
autonomous vehicles favorably minus the share who 
said they view them unfavorably.

12%

14%

25%

7%

4%

18%

22%

29%

26%

21%

17%

29%

13%

16%

22%

17%

19%

11%

11%

21%

24%

23%

19%

24%

30%

27%

39%

25%

11%

12%

29%

38%

15%

24%

All U.S. adults

Gen Z adults

Millennials

Gen Xers

Baby boomers

Interested
in EVs

Not interested
in EVs

Very favorable Somewhat favorable Don't know/No opinion Somewhat unfavorable Very unfavorable
Net*

-15

9

20

-25

-47

5

-47
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WORK NEEDS TO BE DONE TO WIN CONSUMER TRUST IN AUTONOMOUS VEHICLES

Although millennials tend to trust self-
driving vehicles more than any other 
generation, about 1 in 5 say they don’t 
trust the technology at all. That’s a larger 
share than Gen Z, suggesting that the 
youngest generation hasn’t made up its 
mind on autonomous vehicles and is ripe 
for convincing.

Autonomous vehicle developers must work 
to win over future buyers by touting the 
vehicles’ safety and reliability. Currently, 
every time a self-driving vehicle crashes, 
consumers react extremely negatively, and 
this volatility sets back their willingness to 
adopt this technology in the future. 

9%

9%

18%

7%

6%

9%

17%

25%

35%

30%

22%

19%

24%

24%

30%

33%

43%

29%

29%

36%

32%

36%

32%

33%

13%

22%

42%

43%

38%

31%

21%

All U.S. adults

Gen Z adults

Millennials

Gen Xers

Baby boomers

Income: <$50k

Income: $50-$99k

Income: $100k+

A lot Some Not much Not at all

Survey conducted March 3-6, 2022, among a 
representative sample of 2,200 U.S. adults, with an 
unweighted margin of error of +/-2 percentage points. 
Figures may not add up to 100% due to rounding.

Respondents were asked how much they trust autonomous vehicles
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WILLINGNESS TO RIDE IN AUTONOMOUS VEHICLES VARIES GLOBALLY, WITH
U.S. ADULTS FALLING IN THE MIDDLE OF THE PACK
Consumers in Brazil have the most enthusiasm for autonomous vehicles, 
although technology development there lags the United States and 
Europe. Autonomous vehicle developers need to resolve this disconnect 
to get significant penetration in the future.

Interestingly, consumers in Japan feel more warmly toward autonomous 
vehicles than they do electric ones, and they’re more open to riding in 
driverless vehicles than consumers in many other countries. Japan has 
the world’s oldest population, so the idea of safely extending personal 
mobility into the latter years of life through automated driving may be 
appealing. Also, Japanese consumers’ heavy public transportation use 
means they are more accustomed to being driven, as opposed to driving, 
and thus more likely to be open to the technology.

While lower on the list in self-driving enthusiasm, consumers in China are 
gradually warming to the idea of riding in autonomous vehicles, thanks to 
ambitious government goals for driverless technology deployment. 

Surveys conducted March 3-8, 2022, among representative 
samples of 1,000 to 2,200 adults in the countries shown, with 
unweighted margins of error of up to +/-3 percentage points.

38%

27%

25%

25%

22%

22%

22%

20%

19%

17%

17%

17%

14%

Brazil

Spain

Germany

Japan

France

South Korea

United States

Australia

Russia

Canada

China

Italy

United Kingdom

Share who said they would be willing to ride 
in an autonomous vehicle
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WHAT IT MEANS: THE PATHWAY TO AUTONOMOUS IS A WINDING ROAD

In the mind of drivers, autonomous vehicles have a 
long way to go before becoming ubiquitous on the 
roads. And then there’s regulation.
As the effects of the pandemic wind down, investment and activity in 
autonomous vehicles are picking up. Most automakers are placing their 
own internal R&D bets on the technology, as well as pairing up with 
startups and technology providers in the space, in the race to provide 
fully self-driving vehicles. 

From a consumer standpoint, there is heavy trepidation around self-
driving technology. Only 11 percent of U.S. adults are very interested in 
purchasing an autonomous vehicle in the next 10 years. 

Regulators also carry strong weight in eventual uptake for autonomous 
vehicles. As regulations develop to support self-driving technology, 
such as eliminating human control requirements, this signals to 
consumers that regulators believe in the safety of the technology. But 
stringent safety protocols will understandably keep regulators very 
conservative around self-driving technology and won’t be much of an 
accelerator to acceptance. 

WHA T THIS  MEA NS  FOR A UTO A ND MOB IL ITY  B RA NDS

Self-driving technology 
brands have an opportunity 

to carve out unique positions 
in the autonomous space. 

The path to uptake will likely 
begin heavily on the fleet and 

commercial side, in forms such 
as packaged goods delivery 
and long-haul transportation. 

Proving safety and consistency 
on the fleet and commercial 

side will pave the way to 
consumer acceptance. 

Moving forward, as they see 
more and more safe, successful 
self-driving applications on the 

fleet and commercial side, 
consumers will eventually get 

on board with using the 
technology for personal 

mobility. This will provide more 
freedom of movement for both 
older consumers who have lost 
the ability to drive safely, as well 

as younger riders, who won’t 
need a license to get around 

in the future. 

https://www.reuters.com/business/autos-transportation/us-eliminates-human-controls-requirement-fully-automated-vehicles-2022-03-11/


STATE OF PUBLIC TRANSPORTATION

SECTION 5

How consumer behaviors have shifted around public versus private transportation
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As consumers return to more normal professional 
and personal activity and the mobility associated with 
these pursuits, they are embracing public 
transportation again. Nonetheless, they demand 
clean and healthy spaces as they move about, and 
shared mobility is no exception. 

Public and shared transportation providers need to 
be mindful that sanitation expectations won’t return 
to pre-pandemic levels and should step up measures 
to ensure a healthy environment for travelers. 
Companies that best provide COVID-19-friendly 
protocols have an opportunity to differentiate their 
mobility services by offering consumers the cleanest, 
healthiest experience possible. 

AS THE PANDEMIC ENTERS ITS THIRD YEAR, CONSUMERS STILL EXPECT BRANDS 
TO IMPLEMENT SANITATION PROTOCOLS

Share of U.S. adults who said travel brands should do the following:
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31%

27%

17%

16%

27%

32%

26%

28%

29%

22%

20%

25%

21%

22%

7%

8%

11%

13%

10%

10%

15%

10%

13%

10%

13%

15%

8%

10%

9%

10%

10%

13%

14%
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10%

18%

13%

23%

21%

Clean/sanitize private customer areas

Clean/sanitize common customer areas

Allow for physical distancing

Use technology to minimize physical interactions

Share info about COVID-19 protocols

Provide info on destination COVID-19 protocols

Provide COVID-19 testing

Require employees to wear masks

Require employees to be vaccinated

Require customers to wear masks

Require customers to be vaccinated

Separate vaccinated and unvaccinated customers

Definitely
should do

Probably
should do

Don't know/
No opinion

Probably should
not do

Definitely should
not do

68

69

43

32

50

48

27

38

20

28

8

6

Net*

Survey conducted Feb. 16-17, 2022, among a representative sample 
of 2,200 U.S. adults, with an unweighted margin of error of +/-2 
percentage points. Figures may not add up to 100% due to rounding.

*Net is the share who said brands definitely should do each action 
minus the share who said brands definitely should not do each action.
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Personal spaces are starting to  
shrink again as people become  
more comfortable traveling on 
shared transportation. 

While U.S. adults still show the most 
comfort with renting cars, their 
willingness to ride on buses and 
trains is also creeping up. 

Shared transportation is a vital way 
for consumers to remain mobile, 
whether they’re commuting to work 
or getting to leisure activities that 
boost mental health. Consumers’ 
increasing comfort with shared 
transportation is facilitating a return 
to normal in mobility. 

COMFORT WITH SHARED AND PUBLIC TRANSPORTATION IS CLIMBING
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Share of U.S. adults who are “very” or “somewhat” comfortable doing the following:

Weekly surveys conducted among 
representative samples of roughly 2,200 
U.S. adults, with unweighted margins of error 
of +/-2 percentage points.
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As pandemic woes lessen, 
consumers are returning to public 
transportation, although they still 
largely prefer personal vehicles.

Urban dwellers, unsurprisingly, tend 
to use public and shared 
transportation much more than their 
suburban and rural counterparts, as 
this is a vital alternative to vehicle 
ownership in congested areas with 
limited parking options. 

Millennials lead the way across all 
modes of shared transport and are 
especially more likely to report using 
rideshare: 43 percent said they used 
rideshare at least once in the past 
month, compared with only 7 percent 
of baby boomers. 

PUBLIC TRANSPORTATION UPTAKE IS LOW OVERALL, BUT HIGHER 
WITH MILLENNIALS

Respondents were asked how often they used the 
following forms of transportation in the past month:
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Share of U.S. adults who said they always wear 
a face mask on public transportation
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Weekly surveys conducted among representative samples of 
roughly 2,200 U.S. adults, with unweighted margins of error 
of +/-2 percentage points.

Survey conducted March 3-6, 2022, among a representative 
sample of 2,200 U.S. adults, with an unweighted margin of error 
of +/-2 percentage points.
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Millennials have picked up their public 
transportation pace recently far more 
than other generations. 

From a geographic perspective, it’s the 
coastal regions that are ahead of the 
curve in public transportation activity.

Those who see gas prices as a major 
factor in vehicle purchasing decisions 
are much more likely to have 
accelerated their activity on public 
transportation: 15 percent of these 
consumers reported increased use last 
month. If gas prices continue to climb, 
public transportation use is likely to 
increase even further.  

YOUNGER, COASTAL CONSUMERS ARE LEADING THE WAY BACK TO 
PUBLIC TRANSPORTATION
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Increased Stayed the same Decreased

Respondents were asked how their use of public transportation had changed in the last month

Survey conducted March 3-6, 2022, among a 
representative sample of 2,200 U.S. adults, with an 
unweighted margin of error of +/-2 percentage points. 
Figures may not add up to 100% due to rounding.
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WHAT IT MEANS: PUBLIC TRANSPORTATION IS RECOVERING AS CONSUMERS OPT 
BACK INTO SHARED MOBILITY

WHA T THIS  MEA NS  FOR A UTO A ND MOB IL ITY  B RA NDS

Public transportation 
brands that provide the 

cleanest, safest 
experience have an 
opportunity to profit 

from increased demand 
in this space. 

Looking forward, the 
preference for shared 

transportation will increase 
as consumers get more 

comfortable with it and are 
willing to trade personal 

convenience for a              
more wallet-friendly      

transportation experience. 

High vehicle ownership costs, coupled with increased 
comfort in occupying shared spaces, will continue to 
boost public transportation.

Even more than “connected,” “autonomous” and “electric,” the “shared” 
leg of the automotive industry took a noticeable step back in the early 
months of the pandemic as consumers downshifted their overall mobility 
and favored personal transportation as a healthier mode of movement. 

This is changing as consumer comfort levels with shared spaces rebound, 
inflation pinches their wallets and gas prices skyrocket. Although many 
Americans heavily favor the convenience of personal transportation, 
others find public mobility a viable option or at least a sufficient backup 
mode in the face of current headwinds that are pushing up the cost of 
vehicle ownership. 
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This report uses survey research 
conducted from December 2021 to 
March 2022 among roughly 2,200 U.S. 
adults per month, as well as “Return to 
Normal” trend data that leverages 
weekly surveys of 2,200 U.S. adults. It 
also draws from an international survey 
conducted in March 2022 among 
roughly 12,000 adults in Australia, 
Brazil, Canada, China, Germany, Spain, 
France, Italy, Japan, South Korea, 
Russia and the United Kingdom. 

The interviews were conducted online, 
and the data was weighted to 
approximate respective populations of 
adults based on gender, educational 
attainment, race and region. Top-line 
results from all surveys have a margin 
of error of up to +/-3 percentage points.

M E T H O D O L O G Y
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JOIN THE WEBINAR

Join Morning Consult’s automotive and mobility analyst, Lisa Whalen, 
on Wednesday, March 30, at 1 p.m. EDT for a webinar discussing how 
global consumer trends are evolving and what they mean for the future 
of the auto and mobility industry.

REGISTER NOW

https://morningconsult.zoom.us/webinar/register/2316474586599/WN_fYgxdYfxSJuzvw4BTVDCuw


© 2022 Morning Consult, All Rights Reserved.


