Small Bite #7

Savvy Automakers Know Their Custom(H)ers

By Roger Kerin, Steven Hartley, and William Rudelius
Read who’s influencing the car industry and how. You may be surprised at what you learn!

1    Who buys about 60 percent of new cars and light trucks? Who spends more than $85 billion on new and used cars and trucks and automotive accessories? Who influences 80 percent of all vehicle buying decisions? Women--yes, women.

2    Women are a driving force in the U.S. automotive industry. Enlightened automakers have hired women design engineers and marketing executives to help them understand this valuable custom(h)er. What have they learned? First, women prefer "sporty" vehicles that are relatively inexpensive and fun to drive rather than "sports" cars, luxury cars, and full-sized trucks with bigger engines and higher price tags. Second, a vehicle's feel is important to women. Sleek exteriors and interior designs that fit the size of smaller drivers as well as opening ease for doors, trunks, and hoods are equally important. What is the number one women's fantasy car? It's Ford's Jaguar, according to womanmotorist.com.

3    Third, women approach car buying, usage, and maintenance in a deliberate manner. They often visit auto-buying websites and scan car advertisements to gather information, but recommendations of friends and relatives matter most. Women shop an average of three dealerships before making a purchase decision--one more than men. Fourth, although men and women look for the same car features, their priorities differ. Both sexes value dependability most, but more women consider it a higher priority. Women also rank low price, ease of maintenance, and safety higher than men. Men view horsepower and acceleration as being more important than women. Finally, automakers have learned that 78 percent of women dislike the car-buying process.

4     This better understanding of women as purchasers and influencers in car and truck buying has also altered the behavior of dealers. Industry research indicates that 68 percent of new-car buyers dread the price negotiation process involved in buying a car, and women often refuse to do it at all. Many dealers now use a one-price policy and have stopped negotiating a vehicle’s price.

 Source:  Roger Kerin, Steven Hartley, and William Rudelius, Marketing: The Core, 2004. New York: McGraw-Hill/Irwin,  pp. 99-100.
VOCABULARY CHECK

Use the context clues from both sentences to reason out the meaning of the italicized words. The answer you choose should make sense in both sentences.
____1. Savvy Automakers Know Their Custom(h)ers.  

After a semester of college, you become a more savvy about your college and the many services it provides for students.

Savvy (s#vZ*) is an adjective that means  



(title)


a. well informed and perceptive; shrewd.


b. careful; suspicious. 

c. frustrated.

d. competitive.

____2. Enlightened automakers have hired women design engineers and marketing executives to help them understand this valuable custom(h)er.
Vegetarians say that human beings who are truly enlightened do not eat meat.

Enlightened (+n-l1tZnd) is an adjective that means  

(paragraph 2)


a. lighter in weight.


b. having keen insight and understanding.

c. a lighter shade or color.

d. creative and energetic.

____3. Sleek exteriors and interior designs that fit the size of smaller drivers as well as opening ease for doors, trunks, and hoods are equally important.  

The sleek, modern table was a rectangle made of glass and chrome.

Sleek (sl*k) is an adjective that means  


(paragraph 2)


a. neat and well-groomed.


b. having curved surfaces.

c. smooth and shiny.

d. slick; slippery.

____4. They often visit auto-buying websites and scan car advertisements to gather information, but recommendations of friends and relatives matter most.  
Please scan the movie listings to find the time the movie starts.

Scan (sk#n) is a verb that means  



(paragraph 3)


a. to read carefully.


b. to mark.

c. to tear out.

d. to look over quickly in an organized way.

____5. Industry research indicates that 68 percent of new-car buyers dread the price negotiation process involved in buying a car, and women often refuse to do it at all. 
We always enjoy our vacations, but we always dread the long drive home.

Dread (dr+d) is a verb that means  



(paragraph 4)


a. to anticipate with distaste or reluctance.


b. to spend an unusual amount of time. 

c. to view with alarm or terror.

d. to look forward to.

COMPREHENSION CHECK

Read each of the following questions. Then select the correct answer choice. Base your answers on information in the selection. You may refer to the selection as you answer the questions.

True or False

____1. Women buy 65 percent of new cars and light trucks. 

____ 2. The Ford Jaguar is women’s number one fantasy car. 
____ 3. Women prefer to less expensive, sporty cars over more expensive cars with bigger engines. 

Multiple-choice

____4. When buying a new car, the factor that influences women most is

a. auto-buying websites.

b. car advertisements.

c. recommendations of friends and relatives. 

d. the car’s features.

____5. What percentage of women dislike the car-buying process?

a. 88 percent

b. 85 percent

c. 78 percent 

d. 68 percent

WRITING PROMPTS

Give your responses to each of the following items.

1. Why does the title of this article say “Custom(h)ers”? In other words, why is it a clever title?

2. Most people are surprised that women are having so much influence on the auto industry. List at least three things you learned that were new or surprising to you.

3. If you were an automobile manufacturer, what would you do to increase your sales to women? Why?
