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Millennials are closing the gender gap in car shopping

While the majority of men and women feel

Data from a survey among 3,000 car shoppers Young women are just as confident and similarly, there are still differences. Women
reveals it’s important to both men and women empowered car shoppers as young men. want to use their time differently from men -
that they feel prepared when they re shopping Though older generations believe men sfill have they want fo shop efficiently, but the process
for a car. Most of them research everything so the upper hand in negotiations, Millennial men feels overwhelming and exhausting to some.
they don’t miss anything — resulting in confidence credit their female counterparts with negotiation More men savor every bit of the journey and
when they're shopping at the dealership. skills as good or better than their own. trust their intuition.

Men and women are both looking for a better car
shopping experience, but personalization is crucial to

Overall, most women want a streamlined addressing their differences. A better experience
shopping process — but not everyone wanfs fo means less pressure, fransparent pricing, and

do the same activity or is at the same point in efficiency, and the good news is that both men and
their journey. It is important fo consider each women are open to personalized experiences.

shopper as an individual and understand their
specific needs.
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ARE CLOSING THE GENDER GAP IN CAR SHOPPING

Men qn%en are more
similar than you might think

gwhen it comes to car shopping
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Both men and women
strongly embrace the
research stage of the

process

The majority of both men
and women feel that
preparation Is key to a
successful purchase

Based to total; % Feel much more/somewhat more like this
hYDOTheSIS Q9. How do you feel when you are deciding what car to buy?
Arrows indicate significant differences at a 95% level of confidence.

| like to research
everything, so |
don’t miss anything
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"Coming in prepared is key.
Be ready to ask all the
guestions, to get as much
information as you need to
get the product that you
want, have an open mind.”

Millennial Female

“I'm a seeker. And | love o
doresearch. I'm structured,
strategic about it *

Gen X Male
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Edmunds’ site
behavior also
reveals that men

and women
generally car shop
in the same way

Men and women spend comparable
amounts of time on the site and
view similar amounts of pages

TIME AND VIEWS PER SESSION

MEDIAN DWELL TIME MEDIAN PAGE VIEWS
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Both genders also engage in the same
pre-buying activities to a similar extent

SHARE OF ACTIVITIES BY GENDER

GAP*
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