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The Energy Independence and Security Act of 2007 (EISA) requires the NHTSA, in consultation with 

Environmental Protection Agency (EPA) and Department of Energy (DOE), to develop and implement 

a consumer information and education program to improve consumer understanding of automobile fuel 

economy, GHG and other pollutant emissions, alternative fuels, and thermal management 

technologies.  

In 2010, NHTSA contracted with StrategyOne, the independent market research arm of Edelman, to 

conduct consumer research in support of developing a consumer education program and fulfilling 

NHTSA’s statutory requirements pursuant to EISA. 

NHTSA engaged first in a qualitative phase of consumer research, conducting focus groups in four 

cities to better understand what consumers know, what they need to know, and what issues they care 

most about with regard to fuel economy-related content. The findings from this research were applied 

in developing a follow-up survey to confirm what was heard in the focus groups and test potential 

advertising related to this initiative. 

Background 
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Study Overview 

Consumer Focus Groups Online Survey with 
Consumers 

Research Objectives: 
• Test consumer comprehension of existing fuel economy-related content.  

• Among consumers, what is the existing level of knowledge regarding fuel economy and 
where did consumers obtain the information they already have? 

• What knowledge gaps are important to address through NHTSA’s consumer education 
program? 

• In terms of fuel economy, GHG and other emissions, alternative fuels and thermal 
management technologies, what issues do consumers care most about? 

• Does the existing fuel economy-related content already collected by NHTSA add to their 
current levels of knowledge? 

• Is the fuel economy-related content written in a way that is clear and comprehendible? 
 

• Test consumer-facing messages related to NHTSA’s consumer education campaign. 
• Do these marketing messages effectively encourage consumers to seek fuel-economy 

related content from NHTSA? 

• What are the best methods (i.e., channels of communication) for reaching consumers with 
these messages?  
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Consumers have a general sense of how to improve their fuel economy but they are often 
misinformed or under-informed. 

 

Focus Group Key Findings 

• While respondents in all cities were able to name some behaviors and actions they can take to achieve better 
fuel economy, there is a lot of misinformation. There was the occasional disagreement within the groups and 
outdated information that no longer applies to modern vehicles. 

The main source of fuel economy information is word-of-mouth through family, friends and 
mechanics. 

 • Local mechanics, friends and fathers are key sources for driving information in general, and are main sources of 
current fuel economy knowledge. If a question about fuel economy arises, they are likely to turn to Google for 
help and are more likely to trust results from a .org URL versus a .com. 

There is a desire to learn more about fuel economy, but there are barriers to actual behavior 
change. 
• Some of the barriers to change are personal (“I drive with a lead foot and am hard on the brake, and I know it, 

but I don’t care”), some are about cost (“But I wouldn’t buy [lower rolling resistance tires] because of the fact that 
if you are going to use that car in the wintertime, you almost have to replace the tires.  With me it’s a $700 or 
$800 deal to go out and buy good winter tires”), and some are regional (“[In Phoenix] you have to have air 
conditioning in the summertime”). 
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Personal, environmental and national benefits all resonate with consumers, but personal 
benefits, specifically costs are more likely to capture attention and encourage potential 
behavior change. 

Focus Group Key Findings 

• Consumers want to consider the ‘big picture’, but ultimately they need to see the tangible impact of their small 
behavior changes or alternative fuel use. They are thinking more about the dollars they are saving than reducing 
their emissions or easing political tensions. 

Respondents are skeptical of the government as a source of information about fuel economy 
in general and do not necessarily see SaferCar.gov as the resource for this information. 
• Many respondents feel hidden political agendas are associated with information provided on .gov websites. 

Keeping the tone of the web content educational and providing access to research and external sources for 
those who want more information can help to ease skepticism. 
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Quantitative Methodology 

US Drivers, 18 years and older 

HOW MANY  
n=1,500 
Margin of Error = +/- 2.53% 
 

WHEN 
Data Collection Occurred February 29, 2012 – March 7, 2012 

WHERE 
Online Survey 

WHO 
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As we heard in the focus groups, consumers have a general understanding of the connection 
between their driving habits and their vehicle’s fuel economy, but are often misinformed or 
under-informed on just what they can be doing to improve their gas mileage. 

 

Summary of Key Findings 

• When it comes to alternative fuels, consumers are aware of various fuels, but not particularly familiar and they 
have received conflicting information on the benefits and drawbacks of these fuels. 

To improve their fuel economy or consider purchasing a vehicle with alternative fuel 
capabilities, consumers are motivated most by money. 

 • Environmental and national benefits are important supporting points that resonate with certain demographic 
groups, but across all groups, money is the key motivating factor. 

Consumers use web searches or look to sources like Consumer Reports and their family and 
friends for information about vehicles and fuel economy. 
• Consumers in the purchase mindset are more likely to also use new vehicle sources like Edmunds.com and 

Cars.com. 

In the advertising evaluations, there were some differences in terms of ad believability and 
uniqueness with the ‘driver behaviors’ ad being rated slightly higher than others.  However, 
while consumers are most interested in learning driving behavior and vehicle maintenance 
tips, no ad generates significant interest in visiting SaferCar.gov.  
• Certain groups are also interested in alternative fuels (i.e., young consumers and those in the purchase mindset) 

and thermal management technologies (i.e., highly educated consumers). 

Fewer than half of consumers trust government agencies to provide fuel economy and 
alternative fuel information. 
• After seeing the advertising, two-thirds believe SaferCar.gov can be a credible source for this information. 

However, the focus groups findings demonstrated that FuelEconomy.gov is a more intuitive source. 
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Since only slightly more than half of consumers believe the upfront expense of purchasing a fuel 
efficient vehicle can be recouped at the pump, NHTSA should consider demonstrating the dollar 
savings that can be achieved by improving fuel economy and encourage consumers to consider the 
total cost of ownership, rather than just the vehicle price. 

When purchasing a new vehicle, price is the most important 
consideration factor, followed by fuel economy.  

Q11: When purchasing a new vehicle, meaning a new model year vehicle, what are the three most important factors that you consider? 
Q14: How much do you agree or disagree with the following statements? (‘Agree” = Top 2 Box %. “Disagree” = Bottom 2 Box %) 
  

64% 

55% 

24% 

20% 

20% 

Price

Fuel economy

Performance

Appearance / External styling

Total cost of ownership

Top 5 Factors 

Disagree 
14% 

Neutral 
30% 

Agree 
56% 

The upfront expense of a fuel-
efficient vehicle can be recouped by 

saving money at the pump 
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25% 

45% 

48% 

39% 

39% 

48% 

34% 

61% 

85% 

Has the newest vehicle technology

Helps reduce U.S. dependence on oil

Helps reduce U.S. dependence on
foreign oil

Helps improve the air quality in my
town or city

Reduces my carbon dioxide
emissions

Helps the environment

Provides incentives for the purchase
and use of these vehicles

Saves me trips to the gas station

Saves money on gas

Money savings is also a key reason motivating a consumer to buy a more 
fuel-efficient or alternative fuel vehicle. 
Focusing communications on the personal, more immediate benefits can help to motivate consumers 
to pay more attention to the more fuel-efficient options available, while other considerations like 
national and environmental incentives can be used as supporting points. 

Q15: Imagine you are purchasing a vehicle and have narrowed your choice to two vehicles. One vehicle has better fuel economy (i.e. more miles per 
gallon) than the other vehicle. Which of the following factors would motivate you to purchase the more fuel efficient vehicle? 
Q21: If you were to consider purchasing a vehicle that can run on alternative fuels, which of the following factors would motivate you to purchase? 
 

Reasons to purchase a more 
fuel efficient vehicle… 

Reasons to purchase an 
alternative fuel vehicle… 
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29% 

42% 

26% 

40% 

47% 

42% 

56% 

75% 

Has the newest vehicle technology

Is flexible in the type of fuel they use

Helps support economic development
in certain Midwestern states

Supports domestic production of
alternative fuels

Uses fuel that can be derived from
renewable sources

Provides incentives for the purchase
and use of these vehicles

Saves me trips to the gas station

Saves money on gas
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Environmental benefits are more likely to resonate with younger 
consumers, while reducing national dependence on oil resonates with 
older consumers.  
Supporting targeted communications with the points that resonate best with a particular group can 
help ensure messaging is more relevant. 

Q15: Imagine you are purchasing a vehicle and have narrowed your choice to two vehicles. One vehicle has better fuel economy (i.e. more miles per 
gallon) than the other vehicle. Which of the following factors would motivate you to purchase the more fuel efficient vehicle? 

Reasons to purchase a more fuel efficient vehicle… 

18-24 25-34 35-44 45-54 55-64 65+ 

Saves money on gas 84% 79% 86% 85% 88% 86% 

Helps to environment 56% 49% 46% 47% 46% 46% 

Reduces my carbon dioxide 
emissions 45% 35% 38% 40% 37% 42% 

Helps reduce U.S. dependence 
on foreign oil 40% 42% 45% 44% 56% 56% 

Helps reduce U.S. dependence 
on oil 43% 41% 39% 44% 52% 50% 
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In addition to personal benefits, simply increasing familiarity with 
alternative fuels may have an impact on consideration. 

Q20: For your next vehicle purchase, how likely are you to consider purchasing a vehicle that is able to run on an alternative fuel? (Shown: Top 2 Box %) 

46% 

26% 

48% 

28% 

47% 

30% 

52% 

28% 

Familiar
with

Electricity

Unfamiliar
with

Electricity

Familiar
with Natural

Gas

Unfamiliar
with Natural

Gas

Familiar
with

E85/Ethanol

Unfamiliar
with

E85/Ethanol

Familiar
with

Biodiesel

Unfamiliar
with

Biodiesel

Likelihood to consider purchasing an 
alternative fuel vehicle 
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81% agree that the way they drive their vehicles can impact its fuel economy. 

While most drivers generally understand that the way they drive has an 
impact on their vehicles’ fuel economy, there are some misconceptions. 

Q14: How much do you agree or disagree with the following statements? (Shown: Top 2 Box %) 
Q16: What impact does each behavior have on your vehicle’s fuel economy? Does the behavior help you get more miles per gallon, cause you to get 
fewer miles per gallon, or does it have no impact on your vehicle’s fuel economy? 

Driver behaviors that improve fuel economy… 

Improves  
MPG 

Has no  
impact 

Decreases 
MPG 

Ensuring tires are 
inflated to the optimum 
pressure 

84% 11% 5% 

Maintaining a constant 
speed 82% 14% 4% 

Keeping up with a 
vehicle's recommended 
maintenance schedule 

81% 16% 3% 

Using the recommended 
motor oil 67% 29% 4% 

Parking in the shade on 
a hot day 29% 66% 5% 

Driver behaviors that hinder fuel economy… 

Improves  
MPG 

Has no  
impact 

Decreases 
MPG 

Driving with a full trunk 
or trunk bed 6% 17% 76% 

Idling while waiting for 
someone instead of 
turning off the vehicle 

10% 19% 71% 

Driving with a roof top 
carrier or bicycle/ski 
rack 

5% 27% 68% 

Driving 10 MPH above 
the posted speed limit 7% 30% 63% 

Idling to allow my 
vehicle to warm up on 
cold mornings 

15% 30% 54% 

Opening the windows 
when driving on the 
highway 

11% 39% 51% 

For many consumers, it is unclear whether parking in the shade on a hot day, opening the windows on 
the highway or idling helps or hinders their vehicle’s fuel economy. 
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97% 94% 91% 89% 

Electricity Natural gas E85/Ethanol Biodiesel

Total Awareness

70% 

60% 59% 

50% 

Total Familiarity

Q17: How familiar are you with the following alternative fuels that can be used to power vehicles?  
Q20: For your next vehicle purchase, how likely are you to consider purchasing a vehicle that is able to run on an alternative fuel?  (Shown: Top 2 Box %, Data 
represents only those consumers who plan to purchase a vehicle in the next 12 months (n=484)) 

15 

Drivers are aware of alternative fuels used to power vehicles, but the gap 
between familiarity and awareness demonstrates a need for education. 
 Closing this gap can help to increase consideration of purchasing an alternative fuel capable vehicle. 

49% of consumers who plan to purchase a vehicle 
within the next year are likely to consider purchasing 

a vehicle that is able to run on alternative fuels. 
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Q18: What have you heard about the benefits and/or drawbacks of using [ethanol/biodiesel/electricity/natural gas] to power a vehicle? 

Consumers are receiving conflicting information about the benefits and 
drawbacks of alternative fuels. 
 Education, particularly around any potential cost benefits of using alternative fuels, may also help to 
increase consideration of using these fuels. 

Benefits Drawbacks 

Electricity 
(n=306) 
 
43% named benefits 
63% named drawbacks 

Natural Gas 
(n=306) 
 
37% named benefits 
30% named drawbacks 

E85/Ethanol 
(n=306) 
 
45% named benefits 
38% named drawbacks 

Biodiesel 
(n=308) 
 
39% named benefits 
24% named drawbacks 

16 



IN
SIG

HT TO ACTION
 

Communications focused on the personal benefits of improving fuel economy can help to encourage 
consumers to seek out this information. 

When looking for information regarding new vehicles and fuel economy, 
most turn to the Internet – both general searches and manufacturer 
websites – as well as third party publications like Consumer Reports. 

Q22: When looking for information about new vehicles, what specific sources do you look to?  
Q23: When looking for information about fuel or fuel economy, what specific sources do you look to? 
 

New Vehicle Information Fuel Economy Information 

27% don’t look for new vehicle 
information 

39% don’t look for fuel economy 
information 
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When provided with a list of sources, Consumer Reports is a top source 
US drivers would turn to for fuel economy and alternative fuels 
information.  
 Partnering with and providing content to third party sources to help improve consumer fuel economy 
knowledge can help improve the reach of NHTSA’s communications.  

Q24: If you were looking for information on fuel economy or alternative fuels, would you be likely to use the following sources? (Shown: % Yes) 

Consumer Reports / ConsumerReports.com

Vehicle manufacturer websites

Friends and family

Information in my vehicles' owner's manual

My mechanic

FuelEconomy.gov

New car dealer

Alternative fuel manufacturer websites

KelleyBlueBook.com (KBB.com)

Academic or scientific research studies

73% 

64% 

63% 

57% 

51% 

49% 

47% 

43% 

43% 

40% 

Top 10 Sources 
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Other sources, like new car dealers, Edmunds.com and Cars.com, are 
more likely to be used by consumers who are currently considering 
buying a new vehicle as compare to the general US driver. 
 The closer consumers are to their new vehicle purchase, the more likely they are to be using these 
sources. 

Q24: If you were looking for information on fuel economy or alternative fuels, would you be likely to use the following sources? (Shown: % Yes) 

68% 

64% 

63% 

61% 

58% 

55% 

53% 

53% 

50% 

50% 

73% 

62% 

65% 

53% 

46% 

41% 

46% 

44% 

50% 

46% 

Consumer Reports / ConsumerReports.com

Vehicle's manufacturer websites

Friends and family

Information in my vehicles' owner's manual

New car dealer

Edmunds.com

KelleyBlueBook.com (KBB.com)

Cars.com

FuelEconomy.gov

Alternative fuel manufacturer websites

Plan to purchase a new vehicle in 1-3 months

Plan to purchase a new vehicle in 4-6 months

Top 10 Sources 
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Q25: How much would you say you trust the following government sources to provide you with information about fuel economy and alternative fuels? 
(Shown: Top 2 Box %, Bottom 2 Box %) 
Q38: How credible do you believe SaferCar.gov is to provide you with this information? 
 

20 

Less than half of respondents trust government agencies to provide fuel 
economy and alternative fuels information.  

45% 44% 41% 41% 

15% 
21% 17% 19% 

Trust Do Not Trust

NHTSA EPA DOT DOE 

Trust in Government Sources 

Partnering with agencies and third party organizations may help to boost credibility of NHTSA as a 
source of this information. 
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Ad Testing 
 

In this study, we tested five animated banner advertisements. 
Respondents were randomly assigned one ad to evaluate first, then 
evaluated the remaining ads in random order. After viewing an ad, 

respondents were asked to rate it in terms of believability and 
uniqueness. We then evaluated whether the ad incited more or less 

interest in the topic covered. Finally, respondents rated the ad in terms 
of their likelihood to follow the call to action-visiting SaferCar.gov. 
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When looking at unbiased evaluations of the ads, ‘driving behaviors’ and 
‘thermal management technologies’ perform best overall at inciting 
interest in the topic. 

*Note: Data displayed represents respondents who  
evaluated each ad first, unbiased. 

Unbiased Evaluations* 

Believability 
(Top 2 Box %) 

Uniqueness 
(Top 2 Box %) Interest in Topic 

Likelihood to 
visit 

SaferCar.gov 
 

 
 

“Sudden starts and stops waste fuel. Learn smart driving habits 
that can improve your vehicle’s fuel economy by up to 33% at 
SaferCar.gov” 

82% 59% 63% 44% 

 
 
 

“Regular vehicle maintenance can save money & reduce CO2 
emissions. Learn vehicle maintenance tips that can improve your 
fuel economy at SaferCar.gov” 

75% 52% 52% 43% 

 
 
 

“Are your windows smart enough to keep warm air inside in the 
winter and prevent hot air from entering in the summer? They can 
be with energy efficient glass. Learn how your windows can make 
your vehicle more fuel efficient at SaferCar.gov” 

52% 63% 57% 41% 

 
 
 
“Alternative fuel powered-vehicles often use renewable fuel 
sources that can be produced in the U.S. Learn more about 
alternative fuels at SaferCar.gov” 

59% 51% 50% 46% 

 
 
 

“Every gallon of fuel burned produces greenhouse gas emissions. 
Improve your fuel economy, save money and help the 
environment. Learn how at SaferCar.gov “ 

59% 42% 46% 38% 

Q27: How believable is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q28: After seeing this advertisement, how much more or less interested are you in learning more about [this topic]? (Shown: Top 2 Box %) 
Q29: Thinking about other messaging you’ve seen about vehicles, how unique is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q30: How likely are you to visit SaferCar.gov after seeing this ad? (Shown: Top 2 Box %) 
 

22 

The thermal management technologies ad also performs well on uniqueness, which is understandable 
given the feedback from focus group participants that there are low levels of familiarity with these 
technologies. 
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While most respondents found the ads to be believable, less than half are 
likely to visit SaferCar.gov after viewing the ads. 

*Note: Data displayed represents all respondents 

Total Respondent Evaluations* 

Believability 
(Top 2 Box %) 

Uniqueness 
(Top 2 Box %) Interest in Topic 

Likelihood to 
visit 

SaferCar.gov 
 

 
 

“Sudden starts and stops waste fuel. Learn smart driving habits 
that can improve your vehicle’s fuel economy by up to 33% at 
SaferCar.gov” 

78% 54% 59% 47% 

 
 
 

“Regular vehicle maintenance can save money & reduce CO2 
emissions. Learn vehicle maintenance tips that can improve your 
fuel economy at SaferCar.gov” 

79% 52% 58% 46% 

 
 
 

“Are your windows smart enough to keep warm air inside in the 
winter and prevent hot air from entering in the summer? They can 
be with energy efficient glass. Learn how your windows can make 
your vehicle more fuel efficient at SaferCar.gov” 

58% 63% 55% 47% 

 
 
 
“Alternative fuel powered-vehicles often use renewable fuel 
sources that can be produced in the U.S. Learn more about 
alternative fuels at SaferCar.gov” 

65% 52% 53% 45% 

 
 
 

“Every gallon of fuel burned produces greenhouse gas emissions. 
Improve your fuel economy, save money and help the 
environment. Learn how at SaferCar.gov “ 

65% 44% 47% 41% 

Q27: How believable is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q28: After seeing this advertisement, how much more or less interested are you in learning more about [this topic]? (Shown: Top 2 Box %) 
Q29: Thinking about other messaging you’ve seen about vehicles, how unique is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q30: How likely are you to visit SaferCar.gov after seeing this ad? (Shown: Top 2 Box %) 
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Creative, compelling advertising must address the motivations that are most likely to drive interest in 
these topics, like saving money, to encourage consumers to learn more. 
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67% 

51% 

62% 

54% 

Interest in looking up information on a vehicle's
fuel economy

Interest in looking up information about
alternative fuels

Pre-Messaging Testing Post-Messaging Testing

After reviewing the ads, there was a slight dip in interest in looking up 
fuel economy information, while interest in looking up alternative fuels 
information did not change significantly. 

24 

Q12: How interested are you in looking up information about ways to improve your current vehicle’s fuel economy? (Shown: Top 2 Box %) 
Q13: How interested are you in looking up information about alternative fuels that can be used to power passenger vehicles? (Shown: Top 2 Box %) 
Q31: After seeing these ads, how interested are you in looking up information about ways to improve your vehicle’s fuel economy? (Shown: Top 2 Box %)   
Q32: After seeing these ads, how interested are you in looking up information about alternative fuels that can be used to power passenger vehicles? (Shown: Top 2 Box %) 
 

This dip may simply be a condition of the survey design. Respondents were presented with a number 
of different fuel economy facts and may have felt they did not need to seek out additional information. 
However, ensuring the advertising addresses consumer motivations (i.e., saving money) in the call to 
action may help to improve interest in these topics. 



IN
SIG

HT TO ACTION
 

Of all five topics covered in the advertisements, drivers are most 
interested in how their personal driving and maintenance habits can help 
improve fuel economy. 

Q33: Which subject that is covered in these advertisements is most interesting to you personally? 

34% 

28% 

19% 
15% 

4% 

Driving behaviors that
help improve fuel

economy

Vehicle maintenance
tips that help improve

fuel economy

Alternative Fuels Thermal-management
technologies

Information about
greenhouse gases and

other emissions

25 

Alternative fuels are of particular interest to young drivers and those considering purchasing a vehicle 
in the next year. Thermal management technologies resonates best with highly educated respondents.  

22% of grad/professional 
degree holders 

27% of 18-24 year olds 
26% of consumers in 
vehicle purchase mindset 



IN
SIG

HT TO ACTION
 

As presented in the survey, respondents would be interested in seeing 
these advertisements on TV or at the gas pump.  

Q39: Below is a list of different places you might find advertising like the items you just evaluated. Which of the following places are you interested in 
seeing or hearing advertising like this? 
*”Movers” are defined as respondents who were more interested in looking up fuel economy information (Fuel Economy Movers) or alternative fuel 
information (Alternative Fuel Movers) after being exposed to the advertising. 

53% 

49% 

37% 

36% 

36% 

32% 

29% 

29% 

26% 

24% 

22% 

On television

At the gas pump

In magazines

At a car dealership

At an auto repair or maintenance
facility

In newspapers

Billboards

At the DMV

Online in the form of a banner ad

On the radio

In mail sent by my insurance company

26 

Placing advertising in relevant locations can help NHTSA capture the attention of consumers while fuel 
economy is on their mind. 

Fuel Economy Movers* Alternative Fuel Movers* 

62% 63% 

60% 57% 

44% 43% 

46% 48% 

47% 49% 

38% 35% 

34% 31% 

40% 36% 

28% 28% 

27% 28% 

28% 30% 
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• Ensure the website related to this initiative is populated with 
clear, easy to understand facts and tips. 

• Develop visual educational materials to clearly demonstrate 
what consumers can do to improve fuel economy. 

• Communications for this campaign must focus on personal 
benefits, like dollars saved, in order to gain consumer attention. 

• Other benefits like environment and national dependence on oil 
can be used as supporting points in targeted communications. 

• To expand campaign reach and improve credibility, NHTSA 
should leverage existing relationships and build new 
partnerships with third party sources by sharing educational 
content. 

• NHTSA should also consider search engine optimization 
solutions to ensure the website where this content is held 
appears in consumer’s web searches. 

• Campaign content must use proven facts that consumers can 
trust. Citing research helps ensure transparency and can be 
useful for those consumers interested in learning more. 

• Partnering with other government agencies, like EPA, and third-
party organizations in this education effort can help improve 
overall credibility. 

• Leading the campaign with relevant quick tips that can be 
implemented immediately can help to capture consumer 
attention. 

Consumers have general fuel 
economy knowledge, but are often 
misinformed about what they can be 
doing to improve their gas mileage. 

When thinking about their vehicle’s 
fuel economy or the alternative fuel 
options available, consumers are 
motivated by money savings. 
 

Consumers are using third-party 
sources and web searches to obtain 
fuel economy information.  

Fewer than half of consumers trust 
government agencies to provide 
fuel economy and alternative fuel 
information. 
 

Consumers are most interested in 
learning driver behaviors and 
vehicle maintenance tips. 
 

INSIGHTS ACTION 
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1. Determine where relevant educational content will live. 
• While SaferCar.gov is seen as a credible source of this information according to the quantitative 

study, focus group participants suggested that the URL is not intuitive for accessing fuel economy-
related information. Instead, they suggested that FuelEconomy.gov would be a more likely source 
they would consult. 

 

2. Develop compelling educational content. 
• Develop visual, easily understood, educational web content that consumers can refer to when 

seeking information on these topics. 
• Create supporting outreach materials, like engaging interactive online tools that can be shared with 

partners to reach consumers with relevant information. 
• Present factual information to consumers that both highlights benefits and addresses perceived 

drawbacks of topics consumers are less familiar with, like alternative fuels. 
 

3. Leverage and build partnerships to improve the reach of messaging. 
• Leverage existing relationships NHTSA has built to distribute educational material. 
• Explore potential inter-agency partnerships in educating consumers. 
• Seek to build new relationships beyond government agencies to help improve credibility and trust. 

 

4. Create compelling advertising that can be placed in multiple channels. 
• Tap into consumer motivations by using advertising to demonstrate ways consumers can save 

money by saving fuel. 
• Focus the initial advertising campaign on those topics in which consumers are most interested, like 

driving behaviors and vehicle maintenance tips. 
• Place advertising in relevant channels depending on the topic. This may include televisions spots, 

ads at the gas pump or banner ads on websites that consumers in the purchase mindset rely on. 

Moving Forward 

28 
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Consumers are looking to save money and fuel economy is part of this value equation as gas prices 
soar. 

While price is the most important factor when deciding which new vehicle 
to purchase, fuel economy is a close second. 

Q11: When purchasing a new vehicle, meaning a new model year vehicle, what are the three most important factors that you consider?  

Price

Fuel economy

Performance

Appearance / External styling

Total cost of ownership

Comfort

5-star safety ratings

Warranty

Manufacturer reputation

64% 

55% 

24% 

20% 

20% 

19% 

17% 

17% 

13% 

Technology options available

Eco-friendly features

Financing options

Type of fuel the vehicle can use

Standard options available

Environmental impact of the vehicle

Country of origin

Utility

Dealer incentives

6% 

6% 

6% 

6% 

5% 

5% 

5% 

4% 

3% 
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Fuel Economy 
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81% agree that the way they drive their vehicles can impact its fuel economy. 

While most drivers generally understand that the way they drive has an 
impact on their vehicles’ fuel economy, there are some misconceptions. 

Q14: How much do you agree or disagree with the following statements? (Shown: Top 2 Box %) 
Q16: What impact does each behavior have on your vehicle’s fuel economy? Does the behavior help you get more miles per gallon, cause you to get 
fewer miles per gallon, or does it have no impact on your vehicle’s fuel economy? 

Driver behaviors that improve fuel economy… 

Improves  
MPG 

Has no  
impact 

Decreases 
MPG 

Ensuring tires are 
inflated to the optimum 
pressure 

84% 11% 5% 

Maintaining a constant 
speed 82% 14% 4% 

Keeping up with a 
vehicle's recommended 
maintenance schedule 

81% 16% 3% 

Using the recommended 
motor oil 67% 29% 4% 

Parking in the shade on 
a hot day 29% 66% 5% 

Driver behaviors that hinder fuel economy… 

Improves  
MPG 

Has no  
impact 

Decreases 
MPG 

Driving with a full trunk 
or trunk bed 6% 17% 76% 

Idling while waiting for 
someone instead of 
turning off the vehicle 

10% 19% 71% 

Driving with a roof top 
carrier or bicycle/ski 
rack 

5% 27% 68% 

Driving 10 MPH above 
the posted speed limit 7% 30% 63% 

Idling to allow my 
vehicle to warm up on 
cold mornings 

15% 30% 54% 

Opening the windows 
when driving on the 
highway 

11% 39% 51% 

For many consumers, it is unclear whether parking in the shade on a hot day, opening the windows on 
the highway or idling helps or hinders their vehicle’s fuel economy. 
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25% 

45% 

48% 

39% 

39% 

48% 

34% 

61% 

85% 

Has the newest vehicle technology

Helps reduce U.S. dependence on oil

Helps reduce U.S. dependence on
foreign oil

Helps improve the air quality in my
town or city

Reduces my carbon dioxide
emissions

Helps the environment

Provides incentives for the purchase
and use of these vehicles

Saves me trips to the gas station

Saves money on gas

Personal incentives, like saving money on gas, are key reasons 
consumers may opt for a more fuel-efficient vehicle. 
However, only slightly more than half believe that the upfront expense of a fuel-efficient vehicle can be 
recouped by saving money and the pump. 

Q15: Imagine you are purchasing a vehicle and have narrowed your choice to two vehicles. One vehicle has better fuel economy (i.e. more miles per 
gallon) than the other vehicle. Which of the following factors would motivate you to purchase the more fuel efficient vehicle? 
Q21: If you were to consider purchasing a vehicle that can run on alternative fuels, which of the following factors would motivate you to purchase? 
 

Reasons to purchase a more fuel efficient vehicle… 
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Disagree 
14% 

Neutral 
30% 

Agree 
56% 

The upfront expense of a fuel-efficient 
vehicle can be recouped by saving 

money at the pump 
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While saving money is the top factor to consider in their purchase 
decision, other factors are important to certain target groups. 
Environmental benefits are more likely to resonate with younger consumers, while reducing national 
dependence on oil resonates with older consumers.  

Q15: Imagine you are purchasing a vehicle and have narrowed your choice to two vehicles. One vehicle has better fuel economy (i.e. more miles per 
gallon) than the other vehicle. Which of the following factors would motivate you to purchase the more fuel efficient vehicle? 

Reasons to purchase a more fuel efficient vehicle… 

18-24 25-34 35-44 45-54 55-64 65+ 

Saves money on gas 84% 79% 86% 85% 88% 86% 

Helps to environment 56% 49% 46% 47% 46% 46% 

Reduces my carbon dioxide 
emissions 45% 35% 38% 40% 37% 42% 

Helps reduce U.S. dependence 
on foreign oil 40% 42% 45% 44% 56% 56% 

Helps reduce U.S. dependence 
on oil 43% 41% 39% 44% 52% 50% 
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Compared to other topics presented in the ads tested within this study, 
US drivers are most interested in hearing about driving behaviors that 
can help improve their own fuel economy. 

Q33: Which subject that is covered in these advertisements is most interesting to you personally? 
Q34: Which ONE of the following topics is most likely to encourage you to look for more information about driving behaviors that help improve fuel 
economy? 
Q35: Which ONE of the following topics is most likely to encourage you to look for more information about maintenance tips that help improve fuel 
economy? 
 

of drivers surveyed are most 
interested in hearing about  

driving behaviors that help 
improve fuel economy 

28% 
13% 12% 11% 10% 

8% 4% 

Maintaining a
constant speed

Opening the
windows versus

using the air
conditioner

Parking in the
shade on a hot

day

Idling while
waiting for
someone,
instead of

turning off the
vehicle

Idling to allow
my vehicle to

warm up on cold
mornings

Driving 10MPH
above the

posted speed
limit

Shifting into a
higher gear or

overdrive

Topics Most Likely to Encourage Information Seeking 

35 

of drivers surveyed are most 
interested in hearing vehicle 
maintenance tips that help 

improve fuel economy 

42% 

18% 11% 5% 3% 3% 1% 

Keeping up with 
a vehicle’s 

recommended 
maintenance 

schedule 

Ensuring tires
are inflated to
the optimum

pressure

Purchasing fuel-
efficient or lower
rolling-resistance

tires

Replacing the air
filter

Using the
recommended

motor oil

Driving with a full
trunk or truck

bed

Driving with a
roof top carrier or
bicycle/ski rack

34% 

28% 

Driver Behaviors 

Vehicle Maintenance 

With ‘vehicle maintenance tips’ a close second, it is clear consumers are looking for quick, relevant 
tips that they can immediately implement. 
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In addition to being the most interesting topic presented, the ‘driver 
behaviors’ ad increases interest in the topic among nearly two-thirds of 
respondents who saw the ad first, before any other ads. 

Q26: What do you think this advertisement is trying to communicate to you? (Shown: Word cloud demonstrating responses from those who saw this ad first) 
Q27: How believable is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q28: After seeing this advertisement, how much more or less interested are you in learning more about driver behaviors that help improve fuel economy? (Shown: Top 2 Box %) 
Q29: Thinking about other messaging you’ve seen about vehicles, how unique is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q30: How likely are you to visit SaferCar,gov after seeing this ad? (Shown: Top 2 Box %) 
 

44% 

59% 63% 

82% 

Likelihood to visit
SaferCar.gov

UniquenessInterest in topicBelievability

36 

Ad Evaluation 
(Unbiased Evaluations, n=309) 

What is this ad trying to communicate? 
(Unbiased Evaluations, n=309) 

Driver Behavior Advertisement 
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While respondents believe the information presented in the ‘vehicle 
maintenance’ ad, only about half of respondents who saw this ad first feel 
it is unique and increases their interest in the topic. 

Q26: What do you think this advertisement is trying to communicate to you? (Shown: Word cloud demonstrating responses from those who saw this ad first) 
Q27: How believable is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q28: After seeing this advertisement, how much more or less interested are you in learning more about vehicle maintenance tips that help improve fuel economy? (Shown: Top 2 Box %) 
Q29: Thinking about other messaging you’ve seen about vehicles, how unique is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q30: How likely are you to visit SaferCar,gov after seeing this ad? (Shown: Top 2 Box %) 
 

43% 
52% 52% 

75% 

Likelihood to visit
SaferCar.gov

UniquenessInterest in topicBelievability

37 

What is this ad trying to communicate? 
(Unbiased Evaluations, n=309) 

Vehicle Maintenance Advertisement 

Ad Evaluation 
(Unbiased Evaluations, n=309) 
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Alternative Fuels 
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3% 7% 10% 11% 

27% 
33% 32% 

39% 

34% 
30% 28% 

27% 

32% 22% 21% 
20% 

4% 9% 10% 3% 

Electricity Natural gas E85/Ethanol Biodiesel

I have never heard of this fuel I have heard of this fuel, but I am not familiar with it
I am somewhat familiar with this fuel I am very familiar with this fuel, but have never used it personally
I currently use this fuel or have used this fuel in the past

97% 94% 91% 89% 

While drivers are aware of the alternative fuels tested, there is a gap 
between awareness and familiarity levels. 
 

Q17: How familiar are you with the following alternative fuels that can be used to power vehicles?  

39 

Total 
Awareness: 

Few consumers are currently using these alternative fuels in their vehicles. 
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Q18: What have you heard about the benefits and/or drawbacks of using [ethanol/biodiesel/electricity/natural gas] to power a vehicle? 

Consumers are receiving conflicting information about the benefits and 
drawbacks of alternative fuels. 
 Electricity, unlike the other fuels included in this study, is more likely to have drawbacks associated 
with its use. 

Benefits Drawbacks 

Electricity 
(n=306) 
 
43% named benefits 
63% named drawbacks 

Natural Gas 
(n=306) 
 
37% named benefits 
30% named drawbacks 

E85/Ethanol 
(n=306) 
 
45% named benefits 
38% named drawbacks 

Biodiesel 
(n=308) 
 
39% named benefits 
24% named drawbacks 
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Despite the drawbacks they have heard, drivers generally agree that a 
vehicle running on alternative fuels has personal, environmental and 
national incentives. 

Q19: Thinking about alternative fuels, how much do you agree or disagree with the following statement about a vehicle that can run on an alternative 
fuel? (Shown: Top 2%% Box, Bottom 2% Box) 
 

8% 

6% 

6% 

10% 

8% 

11% 

13% 

10% 

66% 

65% 

63% 

59% 

56% 

53% 

49% 

46% 

A vehicle that runs on alternative fuels… 
Disagree Agree 

Saves money on gas 

Uses fuel that can be derived from 
renewable sources 

Supports domestic production of 
alternative fuels 

Saves me trips to the gas station 

Has the newest vehicle technology 

Provides incentives for the purchase 
and use of these vehicles 

Is flexible in the type of fuel they use 

Helps support development in certain 
Midwestern states 

41 
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29% 

42% 

26% 

40% 

47% 

42% 

56% 

75% 

Has the newest vehicle technology

Is flexible in the type of fuel they use

Helps support economic development
in certain Midwestern states

Supports domestic production of
alternative fuels

Uses fuel that can be derived from
renewable sources

Provides incentives for the purchase
and use of these vehicles

Saves me trips to the gas station

Saves money on gas

Personal incentives, like saving money and trips to the gas station are the 
key factors encouraging consumers to consider alternative fuel vehicles. 

Q20: For your next vehicle purchase, how likely are you to consider purchasing a vehicle that is able to run on an alternative fuel?  (Text Box Shows  
Top 2 Box % for those consumers who plan to purchase a vehicle in the next 12 months (n=484)) 
Q21: If you were to consider purchasing a vehicle that can run on alternative fuels, which of the following factors would motivate you to purchase? 

Reasons to purchase an alternative fuel vehicle… 
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Unlikely 
25% 

Neutral 
35% 

Likely 
40% 

Likelihood to consider purchasing an 
alternative fuel vehicle 

49% of consumers who plan to purchase a vehicle 
within the next year are likely to consider an 

alternative fuel vehicle 

42 

18-24……….. 55% 

25-34……….. 53% 

35-44……….. 43% 

45-54……….. 34% 

55+…………. 30% 

Likelihood to 
consider an 

alternative 
fuel vehicle, 

by age: 
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In addition to these benefits, simply increasing familiarity with these fuels 
may have an impact on consideration. 

Q20: For your next vehicle purchase, how likely are you to consider purchasing a vehicle that is able to run on an alternative fuel? (Shown: Top 2 Box %) 

46% 

26% 

48% 

28% 

47% 

30% 

52% 

28% 

Familiar
with

Electricity

Unfamiliar
with

Electricity

Familiar
with Natural

Gas

Unfamiliar
with Natural

Gas

Familiar
with

E85/Ethanol

Unfamiliar
with

E85/Ethanol

Familiar
with

Biodiesel

Unfamiliar
with

Biodiesel

Likelihood to consider purchasing an 
alternative fuel vehicle 

43 
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27% 26% 
22% 22% 

18-24 year olds Consumers in the purchase
mindset

$75,000+ Household income Drive 200+ miles weekly

Of the topics covered in the ads tested in this study, about one in five 
consumers are most interested in hearing about alternative fuels. 

Q33: Which subject that is covered in these advertisements is most interesting to you personally? 
Q37: Which ONE of the following topics is most likely to encourage you to look for more information about alternative fuels? 

Topics Most Likely to Encourage Information Seeking 

44 

Alternative Fuels 

of drivers surveyed are most 
interested in hearing about  
alternative fuels that help 

improve fuel economy 

19% 

This topic is especially interesting to young consumers and high income consumers as well as 
consumers who are considering a new vehicle purchase in the next year. 

15% 13% 11% 11% 
9% 8% 7% 7% 

Sources from
which

electricity can
be generated

Sources of
natural gas

How biodiesel
can be used

Ethanol’s 
impact on 
economic 

development 
for Midwestern 

states 

Information
about the
tanks of

natural gas
vehicles

How ethanol is
produced

How biodiesel
is produced

The quietness
of electric
vehicles

Interest in Alternative Fuels 
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The ‘alternative fuels’ ad tested is slightly less believable than those ads 
about driving behaviors and vehicle maintenance. 

Q26: What do you think this advertisement is trying to communicate to you? (Shown: Word cloud demonstrating responses from those who saw this ad first) 
Q27: How believable is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q28: After seeing this advertisement, how much more or less interested are you in learning more about alternative fuels? (Shown: Top 2 Box %) 
Q29: Thinking about other messaging you’ve seen about vehicles, how unique is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q30: How likely are you to visit SaferCar,gov after seeing this ad? (Shown: Top 2 Box %) 
 

46% 
51% 50% 

59% 

Likelihood to visit
SaferCar.gov

UniquenessInterest in topicBelievability

45 

Ad Evaluation 

What is this ad trying to communicate? 
(Unbiased Evaluations, n=309) 

Alternative Fuels Advertisement 
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Greenhouse Gases and Other Emissions 
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About half of drivers understand that there is a correlation between a 
vehicle’s fuel economy and its greenhouse gas emissions. 

15% 

16% 

49% 

56% 

They are more likely to understand that by improving fuel economy, they can do their part to help 
reduce climate change. 

Q14: How much do you agree or disagree with the following statements? (Shown: Top 2 Box %, Bottom 2 Box %) 

Disagree Agree 

By improving my fuel economy, I 
can help reduce climate change. 

There is a direct relationship 
between the fuel economy of my 
vehicle and its greenhouse gas 
emissions. 

47 
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The greenhouse gas advertisement does not perform as well as other 
ads, particularly in terms of driving interest in the topic.  

Q26: What do you think this advertisement is trying to communicate to you? (Shown: Word cloud demonstrating responses from those who saw this ad first)  
Q27: How believable is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q28: After seeing this advertisement, how much more or less interested are you in learning more about greenhouse gasses and other emissions? (Shown: Top 2 Box %) 
Q29: Thinking about other messaging you’ve seen about vehicles, how unique is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q30: How likely are you to visit SaferCar,gov after seeing this ad? (Shown: Top 2 Box %) 
 

38% 42% 46% 

59% 

Likelihood to visit
SaferCar.gov

UniquenessInterest in topicBelievability

48 

Ad Evaluation 

What is this ad trying to communicate? 
(Unbiased Evaluations, n=309) 

Greenhouse Gas Emissions Advertisement 
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Thermal Management Technologies 
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Few respondents select thermal management technologies as the topic 
they are most interested in. 

Q33: Which subject that is covered in these advertisements is most interesting to you personally? 
Q37: Which ONE of the following topics is most likely to encourage you to look for more information about thermal management technologies? 

Topics Most Likely to Encourage Information Seeking 

50 

Thermal Management Technologies 

of drivers surveyed are most 
interested in hearing about  

thermal management 
technologies that help 
improve fuel economy 

15% 

Consumers with high education levels are more likely to be interested in hearing about these 
technologies.  

36% 
26% 

12% 11% 
9% 

How energy-efficient
glass works

The impact of thermal
management

technologies on gas
mileage

How energy-efficient air
conditioning works

The potential country-
wide fuel savings that
can result from using
thermal management

technologies

The impact of thermal
management

technologies on
emissions

22% of grad/professional degree holders 
are most interested in the topic of thermal 
management technologies 
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While thermal management technologies was not a topic of particular 
interest to most respondents, most respondents feel the energy-efficient 
glass advertisement is unique. 

Q26: What do you think this advertisement is trying to communicate to you? (Shown: Word cloud demonstrating responses from those who saw this ad first)  
Q27: How believable is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q28: After seeing this advertisement, how much more or less interested are you in learning more about thermal technologies, like energy-efficient glass? (Shown: Top 2 Box %) 
Q29: Thinking about other messaging you’ve seen about vehicles, how unique is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q30: How likely are you to visit SaferCar,gov after seeing this ad? (Shown: Top 2 Box %) 
 

41% 

63% 
57% 

52% 

Likelihood to visit
SaferCar.gov

UniquenessInterest in topicBelievability

51 

Ad Evaluation 

What is this ad trying to communicate? 
(Unbiased Evaluations, n=309) 

 Thermal Management Technologies 
Advertisement 
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Communication Channels 
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When looking for information regarding new vehicles and fuel economy, 
most turn to the Internet – both general searches and manufacturer 
websites – as well as third party publications like Consumer Reports. 

Q22: When looking for information about new vehicles, what specific sources do you look to?  
Q23: When looking for information about fuel or fuel economy, what specific sources do you look to? 
 

New Vehicle Information Fuel Economy Information 

27% don’t look for new vehicle 
information 

39% don’t look for fuel economy 
information 

53 
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Q24: If you were looking for information on fuel economy or alternative fuels, would you be likely to use the following sources? 

73% 

64% 

63% 

57% 

51% 

49% 

47% 

43% 

43% 

40% 

Consumer Reports /
ConsumerReports.com

Vehicle's manufacturer websites

Friends and family

Information in my vehicles' owner's
manual

My mechanic

FuelEconomy.gov

New car dealer

KelleyBlueBook.com (KBB.com)

Alternative fuels manufacturer
websites

Academic or scientific research
studies

37% 

37% 

31% 

30% 

30% 

28% 

25% 

24% 

22% 

Cars.com

Brochures available at auto repair
and maintenance facilities

Auto insurance company website
or materials

Edmunds.com

Discussion forum

SaferCar.gov

Blogs

CNN.com

Oil company or energy company
websites

When provided with a list of sources, Consumer Reports is the top 
source US drivers would turn to in order to learn more about fuel 
economy and alternative fuels.  
 Manufacturer websites as well as family and friends are also among the top sources. 
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Consumers currently in the vehicle purchase mindset are more likely to 
look to new vehicle websites like Edmunds and Cars.com than drivers in 
general. 
 This group is also likely to be speaking with car dealers rather than mechanics. 

Q24: If you were looking for information on fuel economy or alternative fuels, would you be likely to use the following sources? (Shown: % Yes) 
55 

68% 

64% 

63% 

61% 

58% 

55% 

53% 

53% 

50% 

50% 

47% 

73% 

62% 

65% 

53% 

46% 

41% 

46% 

44% 

50% 

46% 

50% 

Consumer Reports / ConsumerReports.com

Vehicle's manufacturer websites

Friends and family

Information in my vehicles' owner's manual

New car dealer

Edmunds.com

KelleyBlueBook.com (KBB.com)

Cars.com

FuelEconomy.gov

Alternative fuel manufacturer websites

My mechanic

Plan to purchase a new vehicle in 1-3 months

Plan to purchase a new vehicle in 4-6 months
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45% 44% 41% 41% 

15% 
21% 17% 19% 

Trust
Do Not Trust

Q25: How much would you say you trust the following government sources to provide you with information about fuel economy and alternative fuels? 
(Shown: Top 2 Box %, Bottom 2 Box % ) 
Q38: How credible do you believe SaferCar.gov is to provide you with this information? 
 

67% believe SaferCar.gov is a 
credible source for fuel economy 
and alternative fuel information. 

56 

Less than half of respondents trust government agencies to provide fuel 
economy and alternative fuels information. However, after seeing the 
advertising, two-thirds believe SaferCar.gov can be a credible source. 

NHTSA EPA DOT DOE 

Trust in Government Sources 
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Advertising Evaluations 
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67% 

51% 

62% 

54% 

Interest in looking up information on a vehicle's
fuel economy

Interest in looking up information about
alternative fuels

Pre-Messaging Testing Post-Messaging Testing

After reviewing the ads, there was a slight dip in interest in looking up 
fuel economy information, while interest in looking up alternative fuels 
information did not change significantly. 

58 

Q12: How interested are you in looking up information about ways to improve your current vehicle’s fuel economy? (Shown: Top 2 Box %) 
Q13: How interested are you in looking up information about alternative fuels that can be used to power passenger vehicles? (Shown: Top 2 Box %) 
Q31: After seeing these ads, how interested are you in looking up information about ways to improve your vehicle’s fuel economy? (Shown: Top 2 Box %)   
Q32: After seeing these ads, how interested are you in looking up information about alternative fuels that can be used to power passenger vehicles? (Shown: Top 2 Box %) 
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While most respondents found the ads to be believable, less than half are 
likely to visit SaferCar.gov after viewing the ads. 

*Note: Data displayed represents all respondents 

Total Respondent Evaluations* 

Believability 
(Top 2 Box %) 

Uniqueness 
(Top 2 Box %) Interest in Topic 

Likelihood to 
visit 

SaferCar.gov 
 

 
 

“Sudden starts and stops waste fuel. Learn smart driving habits 
that can improve your vehicle’s fuel economy by up to 33% at 
SaferCar.gov” 

78% 54% 59% 47% 

 
 
 

“Regular vehicle maintenance can save money & reduce CO2 
emissions. Learn vehicle maintenance tips that can improve your 
fuel economy at SaferCar.gov” 

79% 52% 58% 46% 

 
 
 

“Are your windows smart enough to keep warm air inside in the 
winter and prevent hot air from entering in the summer? They can 
be with energy efficient glass. Learn how your windows can make 
your vehicle more fuel efficient at SaferCar.gov” 

58% 63% 55% 47% 

 
 
 
“Alternative fuel powered-vehicles often use renewable fuel 
sources that can be produced in the U.S. Learn more about 
alternative fuels at SaferCar.gov” 

65% 52% 53% 45% 

 
 
 

“Every gallon of fuel burned produces greenhouse gas emissions. 
Improve your fuel economy, save money and help the 
environment. Learn how at SaferCar.gov “ 

65% 44% 47% 41% 

Q27: How believable is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q28: After seeing this advertisement, how much more or less interested are you in learning more about [this topic]? (Shown: Top 2 Box %) 
Q29: Thinking about other messaging you’ve seen about vehicles, how unique is the message presented in this advertisement? (Shown: Top 2 Box %) 
Q30: How likely are you to visit SaferCar.gov after seeing this ad? (Shown: Top 2 Box %) 
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Q39: Below is a list of different places you might find advertising like the items you just evaluated. Which of the following places are you interested in 
seeing or hearing advertising like this? 

53% 

49% 

37% 

36% 

36% 

32% 

29% 

29% 

26% 

On television

At the gas pump

In magazines

At a car dealership

At an auto repair or
maintenance facility

In newspapers

Billboards

At the DMV

Online in the form of a banner
ad

24% 

22% 

15% 

15% 

12% 

9% 

6% 

6% 

5% 

On the radio

In mail sent by my insurance
company

On buses/trains

At bus stops or train stations

At the movies

On top of taxis

Inside taxis

Within an app

Ads sent to a cell phone or
other mobile device

60 

As presented in the survey, respondents would be interested in seeing 
these advertisements on TV or at the gas pump.  
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Respondent Profile 



IN
SIG

HT TO ACTION
 

Technology Adoption 

Q8: Which of the following statements best describes you? 

39% 38% 

20% 

I prefer to wait until new product
hype has calmed before I

purchase and try new
technologies

I prefer to wait until new
technologies have been

thoroughly tested and reviewed,
and others I know have purchased
and used new technologies before

I purchase

I prefer to be the first to buy and
try new technologies

62 
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General Psychographics 

Q9: How well does each of the following statements describes you? (Shown: Top 2 Box %) 

81% 

62% 
57% 

49% 

41% 41% 

Spending time
with my family is
my top priority

Buying American
products is

important to me

I am willing to pay
more for high-
quality items

I prefer to buy
products that offer

the latest
technologies

I am very
interested in how

mechanical things,
such as engines,

work

I seek out
information on

things I can do to
help the

environment or
reduce my carbon

footprint

63 
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25% 

26% 

26% 

26% 

36% 

41% 

56% 

64% 

68% 

I want the least expensive vehicle I can find

I often take the opportunity to discuss my
knowledge of automobiles with others

I consider myself to be an automotive enthusiast

I always follow the advice of my mechanic

I want a vehicle that reflects my commitment to the
environment

My vehicle is an extension of my personality

When purchasing a vehicle, I look for one that is
easiest to maintain

I always maintain my vehicle as recommended by
the manufacturer's manual

I am interested to learn more about what I can do to
improve my vehicle's fuel economy

Vehicle-Related Psychographics 

Q10: How well does each of the following statements describe you?(Shown: Top 2 Box %)  64 
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Demographics 
  

Total % 

Gender 
Male 49% 

Female 51% 

Age 

18 to 24 12% 

25 to 34 17% 

35 to 44 18% 

45 to 54 20% 

55 to 64 16% 

65 or older 17% 

Plans to 
Purchase 

New 
Vehicle 

1 to 3 months 7% 

4 to 6 months 10% 

7 to 12 months 15% 

12 months+ 33% 

No plans to purchase 36% 

Own/Lease 
Own 97% 

Lease 4% 

Decision 
Maker 

Primary Decision Maker 63% 

Shared Responsibility  37% 

  
Total % 

Education 

HS Graduate 19% 

Some College 34% 

College Graduate 33% 

Post Graduate 14% 

Mileage 

  0 to 49 miles 26% 

50 to 99 miles 28% 

100  to 199 miles 25% 

200 to 299 miles 13% 

300 to 499 miles 6% 

500  or more 2% 

Type of 
Vehicle 

Gasoline-engine vehicle 98% 

Gasoline-electric hybrid 
vehicle 5% 

Diesel engine vehicle 4% 

Flex-fuel or alternative 
fuel vehicle 4% 

Number of 
Vehicles 

1 40% 

2 42% 

3 10% 

4+ 8% 

  
Total % 

Income 

Under $25,000 15% 

$25,000 to less than 
$50,00 30% 

$50,000 to less than 
$75,000 23% 

$75,000 to less than 
$100,000 15% 

$100,000 to less than 
$150,000 11% 

  $150,000 to less than 
$200,000 3% 

$200,000 or more 1% 

Ethnicity 

American Indian or 
Alaskan Native 2% 

Asian 6% 

Black or African 
American 10% 

Native Hawaiian or 
Pacific Islander 1% 

White 84% 

Hispanic 7% 

Region 

Northeast 21% 

South 33% 

Midwest 23% 

West 23% 
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NEW YORK 
250 Hudson Street 16th Floor | New York, NY 10013 
newyork@strategyone.com  
 
LONDON 
Southside | 105 Victoria Street | London SW1E 6QT, UK 
london@strategyone.com 
 
PARIS 
54, Rue de Monceau | 75008 Paris, France 
paris@strategyone.com 
 
BRUSSELS 
22, Avenue Marnixlaan, B-1000 | Brussels, Belgium 
brussels@strategyone.com 
 
WASHINGTON, DC 
1875 Eye Street, NW. Suite 900 | Washington, DC 20006 
washington@strategyone.com 
 
CHICAGO 
200 East Randolph Street, 63rd Floor | Chicago, IL 60601 
chicago@strategyone.com 
 
ROCHESTER 
300 State Street 4th Floor | Rochester, NY 14614 
rochester@strategyone.com  
 
 
 
 

SILICON VALLEY 
201 Baldwin Ave. | San Mateo, CA 94401 
siliconvalley@strategyone.com 
 
ATLANTA 
Centennial Tower | 101 Marietta Street, Suite 2900 | Atlanta, GA 30303 
atlanta@strategyone.com 
 
ABU DHABI 
P.O. Box 77793 | 303, Building-4 | Twofour54, Media Zone  
Abu Dhabi UAE 
abudhabi@strategyone.com 
 
HOUSTON 
Travis Street, Suite 501 | Houston, TX 77002 
houston@strategyone.com 
 
SEATTLE 
2301 5th Avenue, Suite 500 | Seattle, WA 98121 
seattle@strategyone.com 
 
DUBAI 
502-503 Thuraya Tower 1 | Dubai Media City, Dubai 
dubai@strategyone.com 
 
SAN FRANCISCO 
525 Market Street, Suite 1400 | San Francisco, CA 94105 
sanfrancisco@strategyone.com 
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