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Forty Percent Of Latina Women
Feel They Know More About The
Car-Buying Process Than Their
Significant Other, According To
Kelley Blue Book Survey
Contrary to Popular Belief, Majority of Latinas Do Not Feel It Is Important for Car
Salespeople to Speak Spanish

IRVINE, Calif., April 26, 2016 /PRNewswire/ -- As influential decision makers in
household spending, Latinas are rapidly becoming a key driver of the U.S.
economy, staking their claim in major family financial decisions like vehicle
purchases.  With their spending power continuing to grow, Latinas also are
catching up with or exceeding Hispanic males and non-Hispanic females in big
ticket purchases, including homes and vehicles.  In fact, nearly half (40 percent) of
Latinas ages 20-39 feel they know more about the car-buying process than their
significant other, according to a new survey commissioned by Kelley Blue Book
www.kbb.com, the vehicle valuation and information source trusted and relied
upon by both consumers and the automotive industry.  In addition, when shopping
for a vehicle, Latinas prioritize practical features like fuel efficiency and safety, but
also don't want to sacrifice style and comfort.

"Latinas are an influential segment of the U.S. population and are projected to
reach 30 percent of the total female population by 2060," said Mark Williams,
analyst for Kelley Blue Book.  "With the Hispanic market's purchasing power
expected to reach $1.7 trillion by 20191, Latinas' growing importance to the
automotive industry can't be ignored by automakers and dealerships."

Highlights from the Kelley Blue Book Latinas on Wheels Survey:

Vans? No, Thank You: Latinas may be looking for a vehicle that can move
their family around, but that doesn't mean they are willing to forego style.
Only 6 percent say they want their next vehicle to be a van, while more than
a third (34 percent) prefer SUVs, and nearly a third (32 percent) want a
sedan. In addition, 14 percent of Latinas ages 20-29 would like their next
vehicle purchase to be a luxury car.
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Spanish Language Isn't a Must: Contrary to popular belief, a majority (63
percent) of Latinas surveyed do not feel it's important for car salespeople to
speak Spanish. Only 17 percent feel a Spanish-speaking dealer is very
important.
Latinas are Savvy Car Buyers: More than half of Latinas (56 percent) say
their first step when purchasing a car would be to conduct research online,
compared to just 15 percent who would consult friends or family. They also
cite vehicle history reports (27 percent), consumer reviews (21 percent) and
expert reviews and ratings (21 percent) as the most helpful online tools when
researching a car to buy.
Confidence May Be Lacking When Visiting the Dealership: While 40
percent feel they know more about the car-buying process than their
significant other, 95 percent of respondents say they would ask someone to
accompany them when visiting a car dealership.
More Concerned About Budget Than Technology: Unlike many other
Millennial consumers, Latinas in their 20s place significantly more
importance on fuel efficiency (60 percent) and safety (57 percent) over
technology features, suggesting that more practical features are more
important to them than the latest tech innovations when buying a car.
Comfort Matters: Latinas want to be comfortable while driving, and dual air
conditioning control is a favorite feature for most respondents (51 percent),
followed by heated/cooled seats (37 percent), keyless entry and start (36
percent), and a sunroof (21 percent).
Car Safety Remains a Priority: Among the safety features Latinas look for,
collision prevention and automatic brakes top the list at 44 percent, followed
by blind spot monitoring (35 percent).
Latinas are Ready to Buy: More than half of Latinas in their 20s and 30s
(55 percent of Latinas in their 20s and 53 percent of those in their 30s) say
they expect to purchase a car within the next year.

"It is important for the automotive industry to keep in mind that today's Latina car
buyer is a practical consumer who knows what she wants and is doing her
homework before visiting the dealership," said Williams.  "While Spanish-language
salespeople are not a priority for her, survey results suggest she could use more
confidence when visiting the sales floor.  Highlighting the cost savings of
environmentally friendly vehicles, touting safety features in new models, and
making the car dealership a place where Latinas feel comfortable, are all good
ways to reach her."

The 2016 Kelley Blue Book Latinas on Wheels Survey was conducted by
Wakefield Research among 1,000 nationally representative U.S. Hispanic women
ages 20-39 between March 22-30, 2016.  

To discuss this topic or any other automotive-related information with a Kelley Blue
Book analyst on-camera via the company's on-site studio, please contact a
member of the Public Relations team to book an interview. For more information
and news from Kelley Blue Book's KBB.com, visit www.kbb.com/media/, follow us
on Twitter at www.twitter.com/kelleybluebook (or @kelleybluebook), like our page
on Facebook at www.facebook.com/kbb, and get updates on Google+ at
https://plus.google.com/+kbb.

1 According to the Selig Center for Economic Growth's "The Multicultural Economy
2015" report.

About Kelley Blue Book (www.kbb.com)
Founded in 1926, Kelley Blue Book, The Trusted Resource®, is the vehicle
valuation and information source trusted and relied upon by both consumers and
the automotive industry.  Each week the company provides the most market-
reflective values in the industry on its top-rated website KBB.com, including its
famous Blue Book® Trade-In Values and Fair Purchase Price, which reports what
others are paying for new and used cars this week.  The company also provides
vehicle pricing and values through various products and services available to car
dealers, auto manufacturers, finance and insurance companies, and governmental
agencies.  Kelley Blue Book's KBB.com ranked highest in its category for brand
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equity by the 2015 Harris Poll EquiTrend® study and has been named Online Auto
Shopping Brand of the Year for four consecutive years.  Kelley Blue Book Co., Inc.
is a Cox Automotive™ company.

About Cox Automotive
Cox Automotive Inc. is transforming the way the world buys, sells and owns cars
with industry-leading digital marketing, software, financial, wholesale and e-
commerce solutions for consumers, dealers, manufacturers and the overall
automotive ecosystem worldwide. Committed to open choice and dedicated to
strong partnerships, the Cox Automotive family includes Autotrader®,
Dealer.com®, Dealertrack®, Kelley Blue Book®, Manheim®, NextGear Capital®,
vAuto®, Xtime® and a host of other brands. The global company has nearly
30,000 team members in more than 200 locations and is partner to more than
40,000 auto dealers, as well as most major automobile manufacturers, while
engaging U.S. consumer car buyers with the most recognized media brands in the
industry. Cox Automotive is a subsidiary of Cox Enterprises Inc., an Atlanta-based
company with revenues of $18 billion and approximately 55,000 employees. Cox
Enterprises' other major operating subsidiaries include Cox Communications and
Cox Media Group. For more information about Cox Automotive, visit
www.coxautoinc.com.
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For further information: Chintan Talati, 949-267-4855, chintan.talati@kbb.com;
Joanna Pinkham, 404-568-7135, joanna.pinkham@kbb.com; Brenna Robinson,
949-267-4781, brenna.robinson@kbb.com; Michelle Behar, 949-268-4259,
michelle.behar@kbb.com
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