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Methodology
In June 2020, CarGurus surveyed 505 shoppers on their sentiments toward car buying during the COVID-19 pandemic. All 
respondents had intentions to buy a vehicle in 2020, either before or after the pandemic. In April, CarGurus surveyed 500 
shoppers as the first iteration of this benchmarking study.

Results are reported among all respondents (sometimes labelled “car shoppers”) unless otherwise indicated. 
Where appropriate, results are reported among:
• 2020 initial prospective buyers: had planned to buy in 2020 before the pandemic 
• 2020 current prospective buyers: currently plan to purchase in 2020 but have not purchased yet
• 2020 purchasers: have already purchased in 2020

  Key takeaways 

Sales lagging, but not lost
Shoppers continue to delay car purchases, though fewer reported delays in June versus April. Despite these short-term 

delays, most sales are not lost in the long-term. In fact, the pandemic has even stimulated some new demand.

Near-term:

   • In June, 78% of car shoppers reported delaying their car purchases, down from 87% in April

   • Even among those delaying their purchase, the majority (70%) are actively researching

   • Only 18% of 2020 current prospective buyers think it’s a bad time to buy because retail activity puts themselves and 
      others at risk, down from 27% in April 

Longer-term:

   • Only 2% of 2020 initial prospective buyers have now delayed their purchase indefinitely, down from 6% in April

   • 21% of 2020 purchasers and current prospective buyers had not planned to buy this year before the pandemic

   
Vehicles more vital
As consumers emerge from lockdown, change travel plans, and reconsider what mobility will look like in the long-term, 

vehicles are becoming even more vital to everyday life.

Near-term:

   • 45% of respondents say they see their car as an escape or for fun

   • 50% say they expect to use their car for more road trips or longer drives

   • 73% of those planning to travel this year say they intend to drive, rather than fly, for one or more trips

Longer-term:

   • 32% of respondents say they expect to use their car more going forward than before the pandemic

   • While shoppers felt somewhat more comfortable with alternate forms of transportation in June than in April, 41% of 

      respondents who previously used ride-sharing, and 50% of those who previously used public transportation, expect to 

      decrease their use of these services—or stop using them entirely

  • 59% respondents who expect to decrease or eliminate ride-sharing and/or public transportation will use their personal 

     vehicles more as a result, potentially driving increased maintenance & service



Stressed, but saving
Many buyers are less confident in their ability to afford a vehicle purchase as a result of the pandemic, which is 

increasing demand for financing. But despite these near-term challenges, people are saving and laying a foundation for a 

better financial future.

Near-term:

   • 47% of car shoppers are less confident in their ability to afford a vehicle purchase as a result of COVID-19

   • Before the pandemic, 47% of car buyers planned to finance their purchase. Now, 56% plan to (or did)

   • Around one-third of those considering financing lost confidence in their ability to get approved (31%) and the financing 
      rate they’d expect (34%)

Longer-term: 

   • 27% of respondents say they’re saving more than usual, vs. 10% who are spending more than usual

   • 44% are spending less specifically on experiences, which could ease budgeting for durable goods

   • 43% agree the pandemic will cause them to be more careful about money management going forward

The new normal dealer experience
Two-thirds of shoppers would prefer contactless services and expect dealers to be proactive about safety when they visit in 

person. Furthermore, interest in buying online has doubled since before the pandemic.

Near-term:

   • 66% of 2020 current prospective buyers would prefer to use contactless services like virtual appointments, at-home 
      test drives, or home delivery, consistent with April

   • The top expectations for dealer visits to purchase or service a vehicle, among current prospective buyers:
        o 64% wipe down surfaces regularly
        o 58% adhere to social distancing guidelines
        o 57% employees wear facemasks 
        o 56% transparency about the steps they take to address cleanliness
        o 50% offer visits by appointment only
        o 49% customers wear facemasks 

   • Despite the current situation, shoppers still have high expectations for dealers when it comes to replying in a timely 

      manner. 82% of respondents said they expect a reply within 24 hours or less; among them, two-thirds (64%) expect a 

      reply in 6 hours or less

Longer-term: 

   • 30% of respondents agreed the pandemic will impact how they shop long-term (e.g. delivery, contactless services)

   • Openness for buying online roughly doubled as a result of the pandemic. Despite dealers re-opening to foot traffic, over 
      half of buyers are still open to buying online, and over a quarter would prefer it
        o Before, 36% of 2020 prospective buyers were open to buying online. Now, 60% are (62% in April)
        o 29% of 2020 current prospective buyers prefer buying online (vs. 30% in April)



  Additional takeaways
      
Brand responses
   • Brands have responded to the COVID-19 crisis in a variety of ways, from national TV commercials to direct 
      communication with owners. The top brands car shoppers recognized as having responded well to the crisis were 
      Ford (18%), Toyota (17%), Honda (15%), BMW (10%), and Hyundai (10%) 

   • 30% of car shoppers said no auto brands stood out as having responded well to the COVID-19 crisis

   • There was a strong link between car shoppers’ perception of a brand’s response to the crisis and their likelihood to 
      consider that brand:
        o Those who say Ford responded well are 3x more likely to consider Ford: 55% vs. 16% 
        o Those who say Toyota responded well are 3x more likely to consider Toyota: 72% vs. 24% 
        o Those who say Honda responded well are 3x more likely to consider Honda: 76% vs. 24%  

Locale: Urban versus suburban car shoppers
   • Urban shoppers are most likely to change their usual ways of transportation as a result of the pandemic
        o Previously, 53% of urban respondents used ride-sharing or taxis (39% suburban)
        o Previously, 59% of urban respondents public transportation (46% suburban)
        o Of previous users, many in urban and suburban areas plan to decrease or eliminate usage:
            • Ride-sharing: 39% of urban and 49% of suburban users plan to decrease or eliminate 
            • Public transportation: 52% of urban and 49% of suburban users plan to decrease or eliminate

   • Urban shoppers are more open to buying online and would prefer to use contactless services. Still, openness to buying 

      online doubled among suburban respondents
        o Before, 41% of urban 2020 current prospective buyers were open to buying online. Now, 65% are
        o Before, 27% of suburban 2020 current prospective buyers were open to buying online. Now, 54% are  
        o 72% of urban 2020 current prospective buyers prefer to use contactless services (60% suburban)

   • Suburban shoppers prefer buying in-store but have higher expectations that dealers will take steps to assure their 
      safety. Top expectations among current prospective buyers in suburban areas:
        o 66% wipe down surfaces regularly (63% urban)
        o 65% transparency about the steps they take to address cleanliness (51% urban)
        o 63% adhere to social distancing guidelines (55% urban)
        o 60% employees wear facemasks (54% urban)
        o 58% offer visits by appointment only (47% urban) 

   • Suburban shoppers are more likely to be saving more than usual (36% suburban, 21% urban), and most have maintained 
      or gained confidence in their ability to obtain financing (77% suburban, 64% urban)



  Detailed results
Results are reported among all respondents unless otherwise noted.
Are you planning any delay in your next vehicle purchase as a result of COVID-19?
 April 2020 June 2020

Yes 87%  78%
No 13%  22%

Are you actively researching vehicles during this time?
Among those delaying their purchase

 April 2020 June 2020

Yes 68%  70%
No 32%  30%

What is your level of urgency for buying a vehicle as quickly as possible?
June 2020, among 2020 current prospective buyers 
Extremely urgent 2%
Very urgent  11%
Somewhat urgent 27%
A little urgent  27%
Not at all urgent  33%

After contacting a dealership about your vehicle purchase, what are your expectations for the timing 
of their response?
June 2020
2 hours or less  33%
6 hours or less  52%
12 hours or less  62%
24 hours or less  82%

What brand(s) stand out to you as having responded well to the COVID-19 crisis? Select all that apply.
June 2020, showing top 8 brands

None  30%
Ford  18%
Toyota  17%
Honda  15%
BMW  10%
Hyundai 10%
Audi    9%
Chevrolet   8% 



How has/had COVID-19 impacted your plans about what condition of vehicle to purchase next?
        April 2020 June 2020
I was planning to purchase new, and still plan to (or did)  58%  55%
I was planning to purchase new, but now plan to purchase used 14%  15%
I was planning to purchase used, and still plan to (or did)  16%  15%
I was planning to purchase used, but now plan to purchase new   4%    3%
Not sure         8%  11%

How has/had COVID-19 impacted your plans about vehicle financing?
June 2020
I was not planning to finance, and I still don’t plan to (or did not) 27%
I was not planning to finance, but now I do (or did)  15%
I was planning to finance, and I still plan to (or did)  41%
I was planning to finance, but now I do not (or did not)    6%
Not sure       11%

How has/had COVID-19 impacted your confidence in your ability to afford a vehicle purchase?
June 2020
Much more confident    3%
Somewhat more confident   7%
About the same   44%
Somewhat less confident 36%
Much less confident  10%

How has/had COVID-19 impacted your confidence in your ability to get approved for vehicle 
financing?
June 2020, among those that considered financing
Much more confident    3%
Somewhat more confident   9%
About the same   57%
Somewhat less confident 21%
Much less confident  10%

How has/had COVID-19 impacted your confidence in the financing rate you expect?
June 2020, among those that considered financing
Much more confident    4%
Somewhat more confident 17%
About the same   45%
Somewhat less confident 22%
Much less confident  12%



When you make your next vehicle purchase, would you prefer to use contactless options and/or 
vehicle delivery, if the seller offered it?
Among 2020 current prospective buyers

 April 2020 June 2020

Yes 67%  66%
No 33%  34%

Which of these would you expect from a dealership you would visit in order to purchase a vehicle or 
get one serviced? Select all that apply.
June 2020, among 2020 current prospective buyers
Wipe down surfaces regularly     64%
Adhere to social distancing guidelines     58%
Employees wear facemasks     57%
Transparency about the steps they take to address cleanliness  56%
Allow shoppers to visit by appointment only   50%
Customers wear facemasks     49% 
Contactless drop-off and pick-up for vehicle service  40%
Do not accompany customers on test drives   34%

How open are you to buying a car completely online since the spread of COVID-19?
Among 2020 current prospective buyers

           April 2020 June 2020

I wasn’t open to buying completely online before, and I’m not open now   38%  40%
I wasn’t open to buying completely online before, but now I am    32%  24%
I was open to buying completely online before, and I still am    24%  27%
I was open to buying completely online before, and my interest is even greater now   6%    9%

When retail activity resumes, do you expect to change how you use taxi or ride-sharing services 
(e.g. Uber, Lyft)?
Among those who used these services before the spread of COVID-19
     April 2020 June 2020

I expect to use them more  18%  23%
I expect to use them the same amount 31%  35%
I expect to use them less  34%  28%
I don’t expect to use them at all  16%  13%

When retail activity resumes, do you expect to change how you use public transportation?
Among those who used these services before the spread of COVID-19
     April 2020 June 2020

I expect to use it more   11%  20%
I expect to use it the same amount 36%  30%
I expect to use it less   39%  35%
I don’t expect to use it at all  14%  15%



Which of these do you plan to do as a result of decreasing or eliminating your use of public 
transportation, ride-sharing, or taxis? Select all that apply. 
Among those who plan to decrease or eliminate usage of these services
       April 2020 June 2020

Increase usage of my personal vehicle   65%  59%
Replace my personal vehicle    26%  24%
Purchase an additional vehicle for my household  19%  15%

Do you intend to drive, rather than fly, for one or more trips this year?
June 2020
Yes    52%
No    20%
I don’t plan on taking any trips 28%

Thinking of all the ways you use your car, which of these statements apply to you? 
June 2020
During this time, I see my car as an escape or for fun   45%
Going forward, I expect to use my car for more road trips or longer drives 50%
Going forward, I expect to use my car more than I used to   32%

Thinking about the impact of the pandemic, which of these statements apply to you? 
June 2020
During this time, I am spending more than usual    10%
During this time, I am saving more than usual    27%
During time, I am spending less than usual on experiences  44%
In the long-term, the pandemic will impact how I shop   30%
In the long-term, the pandemic will make me more careful with my money 43%


