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Articles or news stories in print or electronic media are the most effective communication influencing buyers — higher than
digital and TV — and even the dealer experience. When comparing the typical public relations budget to the marketing
budget the PR budget is not insignificant, but Foresight Research calls it a marketing “best buy”.

So, to back this statement up a few facts are presented. In 2023 Foresight Research surveyed over 4,700 new car and truck
buyers. Respondents were asked what marketing communications channel(s) influenced them to buy their new vehicle.
39% of all buyers responded that articles or news stories were extremely or very influential. Among all buyers, digital and
TV advertising were a little more influential — 52% for digital and 40% for TV advertising. But a whopping 77% of buyers
exposed to articles and/or stories were extremely or very influenced by those articles or stories. For TV that number is 40%
and for the internet 58%. TV and digital have more reach but are not as effective. Given that the PR budgets are a marketing
“best buy”.
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Section 2 The Public Relations Business Case

PR Messages That Influence Purchases

Section 4

PR Best Practices Electric Vehicles PR Impact

Extending the PR Impact
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Source Data

4,737 new, non-fleet vehicle buyers surveyed during Summer, 2023
Vehicle purchased October 2021 - Sept 2022

Sampled via major US internet panel

Weighted by brand sales mix and buyer demographics

Report Subscription $12,500

Includes comprehensive one-hour delivery and Q&A
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Syndicated Solutions

* Key industry-wide analytics and insights
* Norms and benchmarks for competitive analysis
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* A fraction the cost of custom research

Custom Solutions

Full spectrum of methodologies available when appropriate
v" Quantitative measurements: DI, online, phone or mail

v" Qualitative measurements: Focus groups or clinics

Proprietary approaches provide maximum flexibility

Allows alignment with internal measurement standards or needs

Can be supplemented with syndicated data as required



Well-informed Decisions

The definitive expert in automotive accessories
and the accessory market for over 20 years

An industry trusted source for reliable - and
defensible - independent, third-party metrics for
OEMs, dealers, parts and aftermarket outlets,
distributors and other accessory stakeholders

National US reach, coverage and expertise.

The only source of syndicated accessory research
and insights, offering a road map for successful
selling of accessories as well as competitive
norms, benchmarking and historical trending.

Expert advice and consulting, and a full stable of
custom research solutions when standardized
syndicated research just can’t fit the bill.
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Offices:

How can we help you? BERurresss ’
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Rochester, Michigan USA 48307
Syndicated /| Custom / Consultancy 248-608-1870
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Web: *k

www.foresightresearch.com

info@foresightresearch.com

Contacts:

Bob Longstreth, Vice President

blongstreth@foresighresearch.com
Mobile: 248-425-7920

Chris Stommel, President

Foresng Reé'earch
cstommel@foresightresearch.com

Well-informed Decisions Mobile: 248'318_6370
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