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EXECUTIVE SUMMARY

The automobile industry experienced significant and critical changes as a result of the COVID-
19 pandemic. The global microchip shortage and other supply chain disruptions caused by the
pandemic led to a severe industry-wide shortage of new and used vehicles. Consumers were
impacted by long waiting periods and record high prices for vehicles. The market conditions led
to the emergence of dealership selling practices such as market adjustment fees (markups), tied-
selling, transparency and disinformation practices.

In June 2023, the Automobile Consumer Coalition (ACC) began researching the impact of the
pandemic. Research covered the current selling practices used by the automotive retailing
industry, the extent of these practices and the risks they pose to consumers, and the extent of
regulation that explicitly addresses automobile retailing. The ultimate task was to draft a set of
recommendations that consumers, dealerships, manufacturers, government and regulatory bodies
could use to help protect consumers from potential financial harm.

A few important discoveries were revealed about automotive retailing during a review of
published literature and the subsequent interviews with various stakeholders. Automobile prices
have risen sharply over the past few years. This is due to price increases from the manufacturers,
higher interest rates for financing and leasing, and automobile dealerships engaging in sales
practices to charge higher prices to consumers. Potentially non-compliant or unethical sales
tactics include charging market adjustment fees, tied-selling, forced financing, misleading
advertising, bait and switch, and making unilateral contract changes on ordered vehicles.

In October 2023, the ACC commissioned Decision Point Research to conduct a Canada-wide
survey. The survey targeted consumers in order to learn about their vehicle-buying experiences
during the pandemic.

The consumer survey data revealed that: 1) 37 percent of respondents who purchased a new
vehicle between October 2021 to October 2023 had to pay a dealer market adjustment fee on
their vehicle purchase. 2) 41 percent of respondents who purchased a new vehicle had to pay for
protection or warranty products that they would not have chosen freely. 3) 21 percent of
respondents who financed their vehicle purchase said that financing was mandatory. Only 29
percent of respondents purchased their vehicle using cash, but from those did, four percent had to
pay a higher price with a mean cash price premium of $2,082. 4) 46 percent of respondents said
that they had to order the vehicle they purchased and wait for it to arrive. 44 percent of
respondents said that the vehicle they ordered from the dealer took longer or much longer to
arrive than originally promised.
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INTRODUCTION

Over the course of the past few years, the automobile industry has experienced a severe
automobile shortage as a result of the COVID-19 pandemic. The pandemic caused a major crisis
in the form of a global chip shortage. The reasons behind the microchip shortage include
pandemic-related disruptions, skyrocketing demand, manufacturing capacity constraints, and
disruptions in supply chains. This affected car manufacturers worldwide, leading to production
cuts, delayed shipments, and even factory shutdowns.

Automobile sales tumbled during the early days of the pandemic as a result of inventory shortages
limiting sales. Auto manufacturers built 1.7 million fewer vehicles in 2021 than in 2019, the last
full year before the pandemic. With the supply of automobiles dramatically reduced over an
extended period, consumer demand quickly began to outstrip supply.! Low inventory levels,
coupled with surging consumer demand, quickly led to dramatic price increases for both new and
used vehicles. From the first quarter of 2021 to the fourth quarter of 2023, the national average
price of a new vehicle increased from $45,439 to $67,259. During the same period, the average
price of a used vehicle increased from $27,140 to $36,863.2

Inflation and rising interest rates also make new and used vehicle purchases more expensive. As
the Bank of Canada has gradually raised its key rate, the interest rates to finance and lease new
vehicles rose to an average of seven percent in 2023 from an average of three percent in 2019.
Average monthly payments for used vehicles have ballooned from $466 in 2019 to $639 in 2023.
Monthly payments have reached an average of $797 for new vehicles.?

It's not just price; many car buyers chose to buy used vehicles because the new ones they wanted
were unavailable. 31 percent of people who bought a used vehicle in 2022 bought one because
they couldn't find a new vehicle they were looking for. Many consumers looking to buy a new or
used vehicle had to settle with what was available. Consumers who were willing to wait and order
a new vehicle were often faced with long waiting periods. In many cases, the waiting periods to
order a new vehicle were several months to over one year.*

These market disruptions had a broad, sweeping impact on consumers. Not only did interest rates
and manufacturer suggested retail prices (MSRP) of new vehicles increase dramatically, but
automobile dealerships introduced a variety of sales tactics to increase prices and maximize their
profits on their limited inventory. Many new vehicle models were sold by dealerships with

! Benjamin Preston, “Global Chip Shortage Makes It Tough To Buy Certain Cars,” Consumer Reports. May, 2021.
2 Autotrader Price Index Report December 2019 — December 2023.

3 J.D. Power Canada’s Automotive Market Metric report, 2023.

4 Decision Point Research Survey, October 2023.
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markups, tied-selling of expensive products, and forced financing. As a result, many consumers
were forced to pay thousands more on their vehicle purchase than they otherwise should.

The scope of the problems arising from the automobile shortage needs to be defined and
evaluated. This raises a few questions as to what actions or policies government and industry
need to take in order to reduce the use of these high-risk practices and what options could be
proposed or legislated to deal with them.

It is within this context that the following research goals were formulated:
RESEARCH GOALS

1) How has the industry-wide shortage of vehicles impacted selling practices at dealerships
across Canada?
2) What specific selling practices are dealerships using to overcharge or take advantage of
consumers?
3) How widespread and severe are the selling practices, including;
i.  Market adjustment fees or markups
ii.  Tied selling of add-on products
iii.  Bait and switch
iv.  Forced financing
v.  Undisclosed contract changes or price increases
vi.  Misleading advertising
4) What is the extent of regulation and enforcement, and how does it benefit the consumer?
5) What recommendations can be made to reduce the potential and actual risks to consumers?

METHODOLOGY
The research encompassed the following:

e Review of previously published literature (including prior research reports and mystery
shopping surveys conducted by the ACC, APA, and OMVIC).

e Analysis of the regulatory and legislative framework (including the Motor Vehicle
Dealers Act for Ontario, the Motor Dealer Act for British Columbia, and the Consumer
Protection Act for both Alberta and Quebec).

e Interviews with stakeholders, including interviews with dealership organizations,
advocacy groups, automobile manufacturers, and regulatory authorities.

e A widely distributed consumer survey developed by the Automobile Consumer
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Coalition and undertaken by Decision Point Research.

e An ACC-affiliated methodologist helped to coordinate, review, and consolidate the
research process. The report was reviewed by select stakeholders prior to the completion
of a final draft.

REVIEW OF PRIOR RESEARCH REPORTS AND LEGISLATION

The research started with the examination of media reports, previous research reports and
surveys on the topic of the automobile shortage and its impacts. The research also included
mystery shopping surveys related to the automotive shopping process. The literature was
researched and published by the ACC, the APA, and OMVIC. These included recent reports for
field research and mystery shopping of dealerships in Ontario, Alberta, and British Columbia.
The reports included data from documented visits to dealerships by undercover mystery
shoppers.

The literature review also included an analysis of the regulatory and legislative framework in
different provinces. The provincial legislation that was reviewed included the Motor Vehicle
Dealers Act (MVDA) and the Code of Ethics for Ontario, The Motor Dealer Act (MTO) for

British Columbia, and the Consumer Protection Act for both Alberta and Quebec.

STAKEHOLDER INTERVIEWS

The ACC conducted interviews with a list of stakeholders by email, telephone, and in-person
over a period of several months. The stakeholders included representatives from consumer
advocacy groups, dealership organizations, and various regulatory bodies.

Consumer advocacy groups that were contacted and interviewed included the Automobile
Protection Association (APA).

Industry organizations that were contacted and interviewed included the Canadian Automobile
Dealers Association (CADA) and the Global Automakers of Canada (GAC).

Regulatory bodies contacted and interviewed included investigators from the Motor

Vehicles Sales Authority of B.C. (VSA); the Alberta Motor Vehicle Industry Council (AMVIC);
the Ontario Motor Vehicle Industry Council (OMVIC); and the Office de la Protection du
Consommateur (OPC) of Quebec.

Automobile manufacturers contacted and interviewed include Hyundai Canada, Kia Canada, and
Volvo Cars Canada.

NATIONAL SURVEY

The ACC commissioned Decision Point Research to conduct a Canada-wide survey in October
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2023.

The consumer survey was completed by 1,500 Canadians. The target audience of the survey was
adults who purchased a new vehicle from a dealership within the last two years (October 2021 —
October 2023).

The survey guestionnaire was prepared by the ACC research team. The research objective of the
survey was to determine consumer shopping practices regarding vehicle purchasing; exploring
dealer sales tactics, the shopping experiences of consumers, and the outcomes of these purchases.

For more information on the ACC-Decision Point Research survey, see Appendix B.

THE AUTOMBOILE SHORTAGE AND CURRENT TRENDS

The shutdown of automobile manufacturing and other supply chain disruptions led to soaring
vehicle prices on both the new and used vehicle markets.

In the fourth quarter of 2019, the last full year before the start of the COVID-19 pandemic, the
average price of a new vehicle in Canada was $40,386. The average price of a used vehicles was
$18,900.

In the fourth quarter of 2021, one full year after the market disruptions began, the average price
of a new vehicle in Canada had risen to $50,758, which was a 13 percent year over year increase.
The average price of a used vehicle in Canada had risen to $33,240, a 35 percent year over year
increase, during the same period of time.

By the fourth quarter of 2022, the average price of a new vehicle in Canada had risen to $58,895,
which was a 16 percent year over year increase. The average price of a used vehicle in Canada
had risen to $36,240, a nine percent year over year increase, during the same period of time.

By the fourth quarter of 2023, the average price of a new vehicle had risen to $67,259, a 14
percent year over year increase. And used vehicle prices had risen to $36,863, a two percent year
over year increase.’

These price increases are the result of actions by both automobile manufacturers and dealerships.
Since 2020, Automobile manufacturers have increased the MSRPs of their vehicles by a
substantial amount every year. The market-wide vehicle shortage also led to the disappearance of
manufacturer purchase incentives, such as price rebates and reduced interest rates, which further
contributed to the rapid increase in vehicle transaction prices.

The increase in interest rates from the Bank of Canada has also contributed to the affordability

® Auto Trader Price Index Report December 2019 — December 2023.
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crisis for consumers. According to J.D. Power Canada’s Automotive Market Metric report,
monthly payments for auto loans have risen sharply over the past few years. In 2023, the
monthly payment for new loans rose to $860 to $900, from $620 to $660 in 2020. The increase
in four-figure monthly payments has been especially high. By 2023, 29 percent of borrowers had
auto loan payments of $1,000 and up per month, compared with just 10 percent back in 2019. 53
percent of Canadians finance their used vehicle purchase through a loan. 74 percent of Canadians
finance or lease their new vehicle purchase.®

The extended length of auto loans also contributes to the increase in the cost of borrowing.
Almost 60 percent of new vehicle loans have a term length of 84 months or longer. Consumers
are attracted to these extended term loans for their lower monthly payments, but even with the
longer terms, just under 5 percent of loans have a monthly payment that’s under $400. Longer
length loans mean higher borrowing costs. Due to the increase in vehicle prices, higher interest
rates, and long loan terms, the total cost of borrowing for a vehicle loan was approximately three
times higher in 2023 versus 2020.’

THE IMPACT OF THE SHORTAGE ON SELLING PRACTICES

Automobile dealership sales practices are the final contributing factor which has led to the rapid
increase of vehicle prices. The vehicle shortage has led to a variety of dealership selling practices
which are designed to significantly increase profit margins per vehicle transaction. These selling
practices include: 1) Market adjustment fees 2) Tied selling 3) Forced financing 4) Bait and
switch 5) Contract changes.

MARKET ADJUSTMENT FEES

A market adjustment fee is a form of markup where the dealership inflates the MSRP of a new
vehicle. At the peak of the shortage, average dealer markups ranged from $1,000 to as high as
$10,000 added to the vehicle MSRP.

According to the Decision Point Research survey, 37 percent of respondents who purchased a
new vehicle between October 2021 to October 2023 had to pay a dealer market adjustment fee
on their vehicle purchase. For 36 percent of respondents, the market adjustment fee ranged
between $1,000 to $2,999. For 35 percent of respondents, the market adjustment fee ranged from
$3,000 to $5,999. 11 percent of respondents had to pay between $6,000 to $10,000, and four
percent paid a market adjustment fee over $10,000.2

Depending on how it is disclosed to the consumer, adding a market adjustment fee, or any other
form or dealer markup or charges to a vehicle price, could be an illegal sales tactic.

6 J.D. Power Canada’s Automotive Market Metric report, 2023.

" Rob Carrick, “High interest rates mean the new normal in vehicle buying is a monthly payment in the $1,000
range.” The Globe and Mail, July 2023.

8 Decision Point Research Survey, October 2023.
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Jeff Donnelly from OMVIC explains: “Car buyers are advised to verify that the delivered vehicle
matches their order. If the dealer increases the vehicle's price post-contract signing upon
delivery, the car buyer has the right to cancel without incurring penalties, and the dealer must
refund their deposit. In instances of unilateral price hikes by the dealer, OMVIC may investigate
and take action against unethical behavior. In severe cases, the registrar might propose revoking
registration due to a lack of honesty or integrity.”®

Francis Rémillard from OPC explains: “A lot of dealerships signed contracts with consumers for
a vehicle at a certain price, for a specific model year, without knowing when they would receive
it from the manufacturer and how much they would pay for it. Very frequently, the price asked

by the dealership to the consumer at delivery was higher than the price set by the initial contract.

In times of high demand or vehicle shortages, some dealerships may be less motivated to be
transparent because they anticipate customers will accept less favorable terms due to limited
alternatives. Some consumers have also reported feeling obligated to accept paying more than
what was initially agreed upon or announced by the manufacturer, out of fear that the dealer
would refuse to sell to them the vehicle, considering the high demand and low inventory.”

According to provincial delegated authorities that regulate dealerships, as long as the market
adjustment fee is included in the vehicle’s advertised price and disclosed on the purchase
contract at the time of the initial signing, this sales practice is compliant with the all-in price
advertising legislation.

Roxanne Spiess from AMVIC explains: “A salesperson or business must not mislead a consumer
into believing a fee is mandatory or required by law if it is not. Sometimes, automotive
businesses may call an extra cost a market adjustment fee. All fees should be disclosed during
the negotiation process and not after the purchase price has been established with a bill of sale. A
market adjustment fee cannot be added to the all-in advertised price of a vehicle.”*

Jeff Donnelly from OMVIC says: “Car buyers should recognize they have the right to decline
sales arrangements, such as charging a market adjustment fee, and if the dealer refuses,
Canadians can walk away and buy elsewhere.”*?

While the rules vary by province, Alberta, Saskatchewan, Manitoba, Quebec and Ontario are the
five provinces that require all-in pricing. George Iny, Director of the Automobile Protection
Association says: “There is no provincial prohibition in Canada on [dealerships] selling vehicles
for more than MSRP.” Dealers are generally free to inflate prices above the MSRP — as long as
they don’t charge the consumer more than they themselves have advertised or agreed to in the
sales agreement.

® Interview with Jeff Donnelly, OMVIC, February 23, 2024,
19 Interview with Francis Rémillard, OPC, November 16, 2023.
1 Interview with Roxanne Spiess, AMVIC, September 8, 2023.
12 Interview with Jeff Donnelly, OMVIC, February 23, 2024.
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Automobile manufacturers do not seem to have much influence over dealerships and the
charging of market adjustment fees either.

Jennifer Szmilko from Kia Canada says: “As a distributor of automobiles, Kia Canada does not
have control over customer transactions, as dealers are independently owned and operated and
fully responsible for all sales with customers. Our expectation is that every dealer operates
within the guidelines set out by their provincial regulator, with a focus on the customer
experience.”

TIED SELLING

Tied selling is when a vendor requires or induces a customer to buy a second product. For
example, they may refuse to sell a certain product unless the customer also buys something else.
The sales practice of tied selling has become very common at automobile dealerships.

According to the Decision Point Research survey, 41 percent of respondents who purchased a
new vehicle had to pay for protection or warranty products that they would not have chosen
freely. For 33 percent of respondents, these products increased the price of the vehicle by $1,000
to $1,999. For 21 percent of respondents, these products increased the price of the vehicle by
$2,000 to $3,000. And for 12 percent of respondents, these products increased the price of the
vehicle by more than $3,000.1*

The most commonly sold products through tied selling include warranty plans, anti-theft
products, exterior and interior protection products, insurance products, and vehicle accessories.
Many of these products can have significant profit margins, making them highly profitable for
dealerships. In some cases, the aggregated markup on the dealer products makes them more
profitable than the vehicle itself.

Jetf Donnelly from OMVIC explains: “As a result of extensive supply chain challenges causing
substantial shortages of vehicles in North America, there is a growing trend of requiring car

buyers to purchase additional products alongside their vehicle purchase. This is often presented
as mandatory, putting pressure on car buyers to comply, or face outright refusal from the dealer.

This has prompted numerous complaints to OMVIC from car buyers who feel compelled to pay
for unwanted products. Competing dealers, who abstain from this practice, argue that it
diminishes fair competition, harms customers, and erodes public trust in the automotive sales
industry.”®

Francis Rémillard from OPC explains: “Dealerships might include higher hidden fees for
services like vehicle preparation and delivery fees or documentation, which may not be clearly

13 Interview with Jennifer Szmilko, Kia Canada, February 26, 2023.
14 Decision Point Research Survey, October 2023.
15 Interview with Jeff Donnelly, OMVIC, February 23, 2024.
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disclosed upfront. These fees can add hundreds or even thousands of dollars to the final price. In
some cases, if consumers choose not to pay these fees, certain dealerships may refuse to sell
them the vehicle. This practice is also forbidden by the Consumer Protection Act.

With the same objective as the previous point, some dealerships may bundle features or
accessories with a vehicle and insist on selling the entire package at a premium price, even if the
consumer only wants the base model. They may also pressure consumers to purchase extended
warranties and add-on products, sometimes at inflated prices, as part of the sales process. Some
plaintiffs reported that the salesperson mentioned that it’s a requirement from the bank.”®

FORCED FINANCING

Forced financing is another sales practice that emerged during the pandemic. This is when a
dealership requires the consumer to finance their vehicle at a rate that pays the dealer a hidden
commission as a condition of purchase, and they do not accept a cash purchase. Like tied selling
and market adjustment fees, financing is another highly profitable tool for dealerships.
Depending on the interest rate, size of the loan, and the lender that is used, a dealership can earn
a commission between $50 to $2,000 per vehicle that is financed.’

Francis Rémillard from OPC explains: “Some dealerships will sell new vehicles at a higher price
to consumers who pay for the vehicle in cash than to consumers who finance their purchase. This
practice is also forbidden by the Consumer Protection Act.

All-in pricing is mandatory in Quebec, and ties both the manufacturer and the dealership. Even
so, we frequently see junk fees, tied selling add-on products, increased price for a person that
does not use financing. It is the most popular subject in OPC’s interventions (warning letters,
investigations, prosecutions, voluntary undertakings) in the vehicles trade industry. We both
follow-up on complaints received (OPC receives a great volume of complaints annually) and
organize enforcement programs to seek out these practices. These practices have been observed
before the pandemic and the shortage issues. We did not observe an increase during that period,
nor did we see a decrease.”*®

Not only do some dealerships require their customers to purchase a vehicle with financing, but
some dealers tell the consumer that they must finance for minimum period of time, such as six
months, before they have the ability to pay off the loan balance. This is often said to ensure that
the dealership receives the full commission on the financing.

Roxanne Spiess from AMVIC explains: “Some automotive businesses choose to only sell
vehicles through their own in-house financing. Automotive businesses can choose how they
accept payment, just as some retailers will not accept certain credit cards and some won’t accept
cash. Essentially, an automotive business can choose how they accept payments; it is up to the

18 Interview with Francis Rémillard, OPC, November 16, 2023.
17 Danielle Nerman, “How 'forced financing' makes some car dealerships more money.” CBC. December 2023.
18 Interview with Francis Rémillard, OPC, November 16, 2023.
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consumer to decide which option is best for them. Under Section 68 of the Consumer Protection
Act, consumers have the right to pay off any non-mortgage loan in full any time after signing or
to make an extra payment with any scheduled payments without penalty. AMVIC recently issued
11 Director’s Orders in relation to automotive businesses informing consumers they must keep a
loan for a specified period of time, sometimes advising a penalty will apply if they do not.”*°

In the case of dealerships that do not use forced financing, another sales tactic which has become
increasingly common is dealerships charging a higher price for a vehicle which is purchased with
cash. Some dealerships advertise a vehicle with both a finance price and a cash price, with the
cash price sometimes being thousands of dollars higher. In other cases, some dealers will only
advertise the lower finance price, in which case, the higher cash price is either hidden in the
advertising or not disclosed at all.

According to the Decision Point Research survey commissioned by ACC, 21 percent of
respondents who financed their vehicle purchase said that financing was mandatory. Only 29
percent of respondents purchased their vehicle using cash, but from those did, four percent had to
pay a higher price with a mean cash price premium of $2,082.2°

MISLEADING ADVERTISING AND BAIT AND SWITCH

The practice of “bait and switch” has been in use by both dealerships and manufacturers for
many years. The practice works by advertising a very low priced “bait” vehicle in the hopes of
luring consumers into the dealership. The dealership then works to “switch” consumers over to a
higher priced vehicle during the sales process. The advertised bait vehicles are usually vehicles
that are not available to purchase, or at least not available at the advertised price.?

The practice of dealerships advertising vehicles that do not exist and are not readily available to
purchase became very common through the pandemic. Many dealerships had very limited
inventory, and yet, continued advertising a large selection of vehicles on their websites giving
the impression that vehicles were available to purchase.

Dealer advertisements that feature a vehicle that is not available to purchase or show a deceptive
low price can put consumers in a frustratingly situation. They expect to find the vehicle that is
advertised, but upon contacting or arriving at the dealership, they find that the advertised vehicle
is not available to purchase, or not available at the advertised price. Ordering the vehicle for the
advertised price is often possible, but may take up to several weeks or months to arrive.??

Regulatory authorities have pointed out that it is violation of the legislation for dealerships to
advertise vehicles that do not exist, or are not available for the advertised price.

19 Interview with Roxanne Spiess, AMVIC, September 8, 2023.

20 Decision Point Research Survey, October 2023.

2L APA Secret Shopper Investigation of Vancouver New Car Dealerships, 2018
22 Dealer Compliance Assessment Via Mystery Shopping, OMVIC, May 2020.
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Francis Rémillard from OPC explains: “Dealerships might include higher hidden fees for
services like vehicle preparation and delivery fees or documentation, which may not be clearly
disclosed upfront. These fees can add hundreds or even thousands of dollars to the final price. In
some cases, if consumers choose not to pay these fees, certain dealerships may refuse to sell
them the vehicle. This practice is also forbidden by the Consumer Protection Act.”?

CONTRACT CHANGES

The severe shortage of new vehicles over the past few years has changed the way many
consumers purchase a vehicle from a dealership. Rather than purchase a vehicle that is available
on the dealer lot, many consumers were forced to place an order for a vehicle and make a deposit
with the dealership.

According to the Decision Point Research survey for ACC, 46 percent of respondents said that
they had to order the vehicle they purchased and wait for it to arrive. Out of those who ordered a
vehicle, 37 percent had to wait between one to three months for the vehicle to arrive. 27 percent
of respondents had to wait between four to six months. 18 percent had to wait seven to more than
twelve months.

In many cases, the dealership was not able to provide accurate information as to when the
ordered vehicle would arrive. 44 percent of respondents said that the vehicle they ordered from
the dealer took longer or much longer to arrive than originally promised.

What is even more concerning is that many dealers would not honour the original price that was
stated on the sales contract when the vehicle was originally ordered. Many dealers increased the
price on the consumer when the vehicle finally arrived. 13 percent of respondents said that the
dealership increased the price from the original price that was charged at the time the contract
was signed. Among those respondents, 53 percent said that this was due to an increase in the
manufacturer suggested retail price (MSRP) of the vehicle, 40 percent said that it was due to the
dealer charging additional fees, and 29 percent said that it was due to the interest rate
increasing.

Jeff Donnelly from OMVIC explains: “Addressing the challenges of each practice requires
individual assessment in accordance with the Motor Vehicle Dealers Act (MVDA). In cases of
MVDA violations, OMVIC will conduct administrative reviews and take appropriate actions.

Car buyers are advised to verify that the delivered vehicle matches their order. If the dealer
increases the vehicle's price post-contract signing upon delivery, the car buyer has the right to
cancel without incurring penalties, and the dealer must refund their deposit. In instances of
unilateral price hikes by the dealer, OMVIC may investigate and take action against unethical
behavior. In severe cases, the registrar might propose revoking registration due to a lack of

2 Interview with Francis Rémillard, OPC, November 16, 2023.
24 Decision Point Research Survey, October 2023.
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honesty or integrity. However, not all price increases are deemed improper; for example,
discontinuation of a vehicle's trim level may lead the dealer to offer an upgraded trim at a higher
price, with cancellation remaining an option without ethical violation.

That being said, traditionally, most contracts have a 90-day clause for factory orders, however
given the recent supply chain issues, some have extended the terms to 120 days or longer. A
person can cancel without penalty if the dealer fails to deliver the vehicle within the stipulated
delivery time, so car buyer should review their contract terms.”?°

Francis Rémillard from OPC explains: “Since the shortage had an impact on certain types of
vehicles, consumers were often proposed to switch-up, i.e. to buy a more equipped version of the
vehicle they first ordered, because there was a shortage of the model they first chose.

A lot of dealerships signed contracts with consumers for a vehicle at a certain price, for a specific
model year, without knowing when they would receive it from the manufacturer and how much
they would pay for it. Very frequently, the price asked by the dealership to the consumer at
delivery was higher than the price set by the initial contract. Some contracts even included a
provision “allowing” the dealer to unilaterally increase the price under certain conditions (ex: if
the manufacturer increased their sale price). Such a provision is forbidden by the Consumer
Protection Act. Different interventions were made by OPC to stop the practice. Sometimes, if the
consumer wanted to opt-out of the sale after the price was increased, the dealership threatened to
keep their deposit. This practice is also forbidden by the Consumer Protection Act.

In times of high demand or vehicle shortages, some dealerships may be less motivated to be
transparent because they anticipate customers will accept less favorable terms due to limited
alternatives. Some consumers have also reported feeling obligated to accept paying more than
what was initially agreed upon or announced by the manufacturer, out of fear that the dealer
would refuse to sell to them the vehicle, considering the high demand and low inventory.”?

Many stakeholders explained that the unexpected waiting periods for vehicles were not
necessarily the fault of dealerships.

Francis Rémillard from OPC explains: “Representatives from the (new car) dealership
association in Quebec claim that they are kept in the dark by manufacturers on these delivery
times, as well as the sale price. They also told us that the manufacturer’s price protection policies
were drastically changed during the pandemic. According to them, most manufacturers now
guarantee a sale price to the dealerships for a period ranging from 3 to 5 months only, whereas
these guarantees were closer to a year before the pandemic. We have also been told that
disruptions in the supply chain, such as shortages of critical components, have sometimes
resulted in delays in manufacturing and, consequently, in delivery times.”?’

2 Interview with Jeff Donnelly, OMVIC, February 23, 2024.
26 Interview with Francis Rémillard, OPC, November 16, 2023.
27 Interview with Francis Rémillard, OPC, November 16, 2023.
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Ken Masonville from Hyundai Canada explains: “2022 and 2023 were unprecedented years for
the automotive industry due to supply chain challenges. At Hyundai Canada, we always strive to
provide full transparency to customers, but working in an unpredictable inventory setting has
been challenging to provide clarity and visibility we aim to provide our customers. In many
cases, dealers truly did not know vehicle wait times.”?®

David Adams from Global Automakers of Canada explains: “A year or more ago this was the
situation where dealers, and in some cases, manufacturers didn’t know when product would be
delivered. It’s appreciated that this was an extremely frustrating situation for consumers. | would
suggest that in the majority of cases there was no intent to mislead consumers, it is truly a
situation of dealers and manufacturers not knowing when vehicles would be shipped given a
completely disrupted supply chains and logistics services which has become more normalized
now. It clearly isn’t in the dealer’s best interest to mislead or not be fully transparent with their
consumer as there are many other dealers that consumer can turn to.”?°

CURRENT REGULATIONS AND EFFORTS AT CONSUMER PROTECTION

Each province has its own unique set of regulations and, in certain provinces, delegated
authorities, which are responsible for enforcing the regulations of the province. Although some
of the existing provisions protect consumers from some of the sales practices that occurred
during the vehicle shortage, other practices are not being captured.

Divya Shergill from VSA explains: “Consumers in Alberta, BC, Ontario, and Quebec have
recourse if there's a problem. OMVIC, VSA, and in any of the other provinces who have
something similar, there's somewhere to go with their complaints where they can be dealt with.
There are some provinces that don't have that, in which case consumers are left on their own to
solve the situation they've been put in.”%°

The provinces of Ontario, Quebec, Alberta, and British Columbia all broadly share the following
rules which dealerships must follow:

1. Dealerships must conduct business with a certain degree of honesty, integrity, fairness, and
respect.

2. The advertisement must not make false or misleading representations. The vehicle must be
advertised with accurate and truthful information with regards to its condition, illustrations, and
price.

3. Dealerships must disclose all pricing related details of the advertised vehicle including all fees
and charges. With the exception of BC, dealerships are required to advertise an all-in price,
which includes all charges aside from sales tax and licensing.

4. The advertised vehicle must be in the dealer’s inventory at the time of the advertisement and
must be available at the advertised price

28 Interview with Ken Masonville, Hyundai Canada, Oct. 14, 2023.
29 Interview with Ken Adams, Global Automakers of Canada, Feb. 5, 2024.
30 Interview with Divya Shergill, VSA, August 17, 2021.
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5. Instalment or fixed credit type advertisements must disclose financial details such as the
annual percentage rate (APR), length of the loan, and vehicle price.

6. The dealership must disclose the past history of the advertised vehicle including past use as
taxi cabs, police cars or emergency vehicles.

7. Dealerships must have a physical space or on-site premise for conducting business.

The bibliography outlines the specific regulations which currently exist in these four major
provinces.

There are, however, some areas where provincial legislation may be inadequate. These areas of
concern include limits on the extent of all-in pricing advertising and tied selling. Although
dealerships in several provinces are required to comply with all-in pricing advertising legislation,
this legislation does not apply to advertising by automobile manufacturers.

Jeff Donnelly from OMVIC explains: “Under the current legislation, OMVIC does not have the
authority to regulate manufacturers and their sales strategies. Unfortunately, in Canada, there is
no regulator for vehicle manufacturers.”3!

The exception to this is the province of Quebec, where manufacturers are required to comply
with the all-in price advertising provision.

Francis Rémillard from OPC explains: “All-in pricing is mandatory in Quebec, and ties both the
manufacturer and the dealership. Even so, we frequently see junk fees, tied selling add-on
products, increased price for a person that does not use financing. It is the most popular subject
in OPC’s interventions (warning letters, investigations, prosecutions, voluntary undertakings) in
the vehicles trade industry. We both follow-up on complaints received (OPC receives a great
volume of complaints annually) and organize enforcement programs to seek out these practices.
These practices have been observed before the pandemic and the shortage issues. We did not
observe an increase during that period, nor did we see a decrease.

An application for authorization to bring a class action against more than 200 vehicle dealers in
Quebec has been filed in 2021. The class action is based on the all-in pricing section of the
Consumer Protection Act (224c). The Court has yet to authorize it.

The practices (tied selling, markups for cash buyers, forced financing) are already forbidden by
different provisions of the Quebec Consumer Protection Act and its regulations. For the last
years, they have been the most frequent subject of OPC’s inspections and investigations in this
sector. Many warning letters have been sent, many prosecutions have been taken, and a few
voluntary agreements signed. Most of the times, a voluntary agreement is signed by the president
of OPC and a merchant after the president sent a prior notice to revoke the dealer’s license. %2

31 Interview with Jeff Donnelly, OMVIC, February 23, 2024.
32 Interview with Francis Rémillard, OPC, November 16, 2023.
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With that said, it is clear that the current provisions in the legislations of other provinces do not
go far enough to address all of the concerning sales practices that began during the pandemic.

Ian Christman from VSA explains: “Market adjustment fees, tied selling, and other sales
practices you listed are not prohibited, per se, by the Motor Dealer Act or the provisions of the
Business Practices or Consumer Protection Act that we administer. What may be prohibited is
the way that they are represented and/or disclosed. Based on the wording of our legislation, that
requires a case-by-case assessment of all the circumstances of the consumer transaction. Breach
of contract is assessed by the courts based on the individual terms of the agreement and the
surrounding facts of the agreement. The VSA has no authority to arbitrate if there has been a
breach of contract. Further, the remedy most consumers would seek, completing the agreement at
the agreed to price, is legally called specific performance which is within the equitable
jurisdiction of the courts to award. Our legislation does not empower us to compel a motor dealer
to complete a transaction on agreed to terms.

The VSA’s provincial regulatory powers are confined to investigating breaches of the BC Motor
Dealer Act and those provisions of the BC Business Practices and Consumer Protection Act
delegated to us. We may not use those powers to investigate breaches of the Competition Act.”%

Jeff Donnelly from OMVIC explains: “The current legislation does not forbid practices such as
tied selling or forced financing. OMIVC also does not have the power under the MVDA to force
a dealer to issue a refund to a consumer.

Under the current legislation, OMVIC’s responsibility is to review the allegations brought
forward by a consumer in a complaint and determine if the registrant has breached the MVVDA or
its respective Code of Ethics. If a breach is identified, OMVIC has several options to address the
breach depending on the registrants’ compliance history. This can include mediation, or even
referral to the discipline committee and/or proposal to revoke the dealer’s license via the License
Appeal Tribunal (LAT).”3

Provincial regulatory authorities are making some effort to address sales practices of concern
that became widespread during the pandemic.

Roxanne Spiess from AMVIC explains: “AMVIC protects consumers and industry from unfair
practices in the automotive business industry. Consumer protection and a fair marketplace are
achieved through an AMVIC-managed mandatory licensing program for automotive businesses
and a registration program for automotive business salespeople; educating industry on regulatory
compliance, informing consumers of their rights and enforcing consumer protection laws as set
out by the Consumer Protection Act of Alberta.

Non-compliance is a significant issue in our efforts to protect consumers and establish a level
playing field for the automotive industry. One of the ways AMVIC protects consumers is via

33 Interview with lan Christman, VSA, Sept. 11, 2023.
34 Interview with Jeff Donnelly, OMVIC, February 23, 2024.
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industry education and awareness. On Oct. 4, 2022, AMVIC sent out an industry bulletin
reminding industry that they should only advertise vehicles in the possession of the business.
Having the ability to order a vehicle does not mean the vehicle is in the possession of the
business and is available to the consumer. If automotive businesses wish to place a general
advertisement noting that consumers can order a type of vehicle, stock number and price don’t
have to be included in the advertisement. If a price is included in the advertisement, it must be
available for purchase at the business at the time the advertisement is placed. All advertisements
for a specific vehicle must be removed within 14 days once it has been sold.

In January 2023, AMVIC commenced a major inspection project, the Advertised Price
Compliance Inspection and Enforcement Project where only 14 per cent of businesses inspected
were fully compliant. One of the Administrative Penalties in relation to this project was $75,000,
the highest Administrative Penalty ever issued by AMVIC.”%

Francis Rémillard from OPC explains: “Many consumers are not comfortable with or do not
fully understand the process of buying a vehicle and everything it entails. Some have little to no
experience in this matter. This lack of knowledge can make them more susceptible to deceptive
practices by dealerships. To address these challenges, it is not only crucial for consumer
protection agencies to enforce the regulations and hold dealerships accountable (warning letters,
prosecutions, voluntary undertakings etc.) for deceptive practices, but it is also essential to
educate consumers about the car-buying process. The Consumer Protection Office is actively
working to inform and educate Quebec consumers about their rights and recourses, both over the
phone, on our website, or in various consumer awareness initiatives on social media.

Bill 29 has been introduced by the Ministry of Justice, responsible of OPC. This bill proposed an
increase in minimum and maximum fines. It was assented on October 5, 2023. Maximum fines
now range from $30,000 to $175,000. The maximum can be even higher for certain offenses
since it can now be adjusted to 5 percent of the total worldwide revenues of the merchant for the
past year.

OPC has been more active administratively, sending prior notices to revoke the dealer’s license
when the noncompliance was continued even after a prosecution and a fine. OPC recently
created an automobile trade advisory committee that meets a few times a year. This committee
includes representatives from OPC, from new and used car dealers’ associations, and from APA.
We also developed a communication campaign that targeted both merchants and consumers. It
reminded dealers of their obligations and provided tips for consumers.”3¢

Although regulatory authorities across Canada have been slow to take action and the responses
have been inconsistent, the Federal Trade Commission in the United States has taken steps to
strengthen consumer protection. On December 12, 2023, the FTC announced the Combating
Auto Retailer Scams (CARS) Rule to fight scams in vehicle shopping. These rules are designed

3 Interview with Roxanne Spiess, AMVIC, September 8, 2023.
36 Interview with Francis Rémillard, OPC, November 16, 2023.
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to fight two common types of illegal sales tactics consumers face when buying a vehicle: bait-
and-switch tactics and junk fees. The FTC predicts that these rules will save consumers
nationwide more than $3.4 billion and an estimated 72 million hours each year shopping for
vehicles.

FTC Chair Lina M. Khan explains: “When Americans set out to buy a car, they’re routinely hit
with unexpected and unnecessary fees that dealers extract just because they can. The CARS Rule
will prohibit exploitative junk fees in the car-buying process, saving people time and money and
protecting honest dealers.”®’

What the CARS Rule Requires:

No Misrepresentations: The rule prohibits misrepresentations about key information, like price
and cost.

Offering Price, Total Payment, and Add-Ons Optional: Dealers have to provide the offering
price—the actual price any consumer can pay for the vehicle; tell consumers that optional add-
ons (like extended warranties) are not required; and give information about the total payment
when discussing monthly payments.

No Bogus Add-Ons: The rule prohibits dealers from charging for any add-on that does not
provide a benefit to consumers. Examples of such add-ons include: warranty programs that
duplicate a manufacturer’s warranty, service contracts for oil changes on an electric vehicle,
GAP agreements that do not actually cover the car or neighborhood in which it is housed, or
other parts of the deal, and software or audio subscription services on a vehicle that cannot
support the software or subscription.

Get Consumers’ Consent: The rule requires dealers to get consumers’ express, informed consent
for any charges that they pay as part of a vehicle purchase.®

Some automotive manufacturers in Canada have also taken some action to improve the shopping
experience for consumers.

Tara Powadiuk from Volvo Cars Canada explains: “In Canada, together with our retailers, we’ve
introduced One Price Promise, offered exclusively for all fully electric vehicles. One Price
Promise is a straightforward and transparent shopping experience that’s negotiation free, both
online and in-store.

Through One Price Promise, all Volvo Cars fully electric vehicles available nationally can be
viewed on Volvocars.ca so that Canadians can see all trims and specifications available for
delivery now and provide Canadians with a clear breakdown of all retailer fees and taxes. When
a Canadian visits their Volvo Cars Retailer, the retailer ensures that the pricing the consumer

87 Press Release, Federal Trade Commission, Dec. 12, 2023.
38 Press Release, Federal Trade Commission, Dec. 12, 2023.
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reviewed and saved online is the same price they will receive on their final bill of sale. This is a
truly transparent, negotiation free shopping experience.

One Price Promise is rooted in fairness, and it’s more than just a price, it’s a commitment to
consistency, enabling our customers to feel more empowered with their purchase decisions. One
Price Promise is a great tool for our retailers too, enabling them to provide exceptional customer
service in providing a hassle-free sales process for their customers. Canadians can feel
confident that the price and retailer fees they review online will be the same price breakdown
they will receive at a VVolvo Cars Retailer.

We believe this shift also reflects how Canadians want to engage with brands, choosing when
they want to take their experience from online to offline. It empowers our customers to configure
their Volvo Car, select accessories, payment configuration, select protection plans, conduct
trade-in appraisals, and place a deposit — all from the convenience of their home.”3®

SURVEY RESULTS AND ANALYSIS

The ACC commissioned Decision Point Research to conduct a Canada-wide survey in October
2023 using a questionnaire developed by the ACC. The consumer survey was completed by
1,500 Canadians. The target audience of the survey was adults who purchased a new vehicle
from a dealership within the last two years (October 2021 — October 2023).

The majority of respondents were located in Ontario, Quebec, British Columbia, and Alberta.
The age of the respondents ranged from 18 to 55+ years old, with a near equal split between
male and female. 70 percent of respondents had a household income between $50,000 to
$150,000.

According to the survey, 37 percent of respondents who purchased a new vehicle between had to
pay a dealer market adjustment fee on their vehicle purchase. For 36 percent of respondents, the
market adjustment fee ranged between $1,000 to $2,999. For 35 percent of respondents, the
market adjustment fee ranged from $3,000 to $5,999. 11 percent of respondents had to pay
between $6,000 to $10,000, and four percent paid a market adjustment fee over $10,000.

41 percent of respondents who purchased a new vehicle had to pay for protection or warranty
products that they would not have chosen freely. For 33 percent of respondents, these products
increased the price of the vehicle by $1,000 to $1,999. For 21 percent of respondents, these
products increased the price of the vehicle by $2,000 to $3,000. And for 12 percent of
respondents, these products increased the price of the vehicle by more than $3,000.

71 percent of respondents financed the new vehicle that they purchased. 21 percent of
respondents who financed their vehicle purchase said that financing was mandatory. Only 29
percent of respondents purchased their vehicle using cash, but from those did, four percent had to

39 Interview with Tara Powadiuk, Volvo Cars Canada, March 16, 2024,
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pay a higher price with a mean cash price premium of $2,082.

46 percent of respondents said that they had to order the vehicle they purchased and wait for it to
arrive. Out of those who ordered a vehicle, 37 percent had to wait between one to three months
for the vehicle to arrive. 27 percent of respondents had to wait between four to six months. 18
percent had to wait seven to more than twelve months. 44 percent of respondents said that the
vehicle they ordered from the dealer took longer or much longer to arrive than originally
promised.

13 percent of respondents said that the dealership increased the price from the original price that
was charged at the time the contract was signed. From those respondents, 53 percent said that
this was due to an increase in the manufacturer suggested retail price (MSRP) of the vehicle, 40
percent said that it was due to the dealer charging additional fees, and 29 percent said that it was
due to the interest rate increasing.

78 percent of respondents said that they believe they paid the right price for the vehicle that they
purchased. 82 percent of respondents believe that the dealership was professional, honest, and
transparent.
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RECOMMENDATIONS

Based on the extensive research conducted on the questions and the survey results presented
above, the ACC is making the following recommendations and the following actions could be

taken:
1)
2)
3)
4)
5)
6)

7)

8)

9)

Expand the use of consumer education campaigns so that more consumers understand
their rights when shopping for a vehicle.

Prohibit the sales practice of tied selling and include this provision in the provincial
legislation for automobile sales.

Prohibit the use of market adjustment fees and junk fees. Automobile dealers should be
prohibited from charging add-ons that do not provide a benefit to the consumer or are
grossly overpriced in relation to the benefit provided.

Expand all-in price advertising legislation to all provinces.

Expand mandatory ongoing professional development for all dealership licensees.
Publicly name dealerships with registered complaints and promote awareness for
consumers.

Ensure regulatory agencies have sufficient resources and accountability. Hire compliance
officers dedicated to reviewing and monitoring all forms of advertising and take
appropriate disciplinary action when required.

Expand use of substantial penalties and disciplinary action by provincial authorities for
non-compliant dealerships, particularly repeat offenders. The cost of non-compliance
needs to be commensurate with profits earned illegally, the size of the business and scope
of non-compliance.

Regulatory authorities should strongly consider streamlining and standardizing the
regulations, the enforcement process, the penalties, and the costs across all provinces.

10) Require dealerships to provide information in regard to prior infractions and non-

compliance in advertising to avoid unfair competition based on price alone.
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Timelines

Field work: September 26-October 18, 2023
Reporting: October 2023

Research Objective

To determine whether consumers were taken advantage
of, price gouged, or experienced other issues when
purchasing a new vehicle during the time of the
shortage/pandemic.

@ Decision Point Research Inc.

Target Audience
000

CNA/ - Canadian adults (aged 18+)
* Have shopped for and purchased a new car within the
past two years (September 2021-September 2023)

O Methodology

[l * Quantitative research amongst
category consumers
* Online, self-administrated survey
« Total N=1,500



Respondent profile

s Gender .......................... . JIPERR— Age group

D% Household Income -........, .

Under $35,000 [l 5%
$35,000-549,999 [l 10%
$50,000-$74,999 I 21%
$75,000-$99,999 M 24%

$100,000-$149,999 I 25%

$150,000 or more [ 15%
@ Decision Point Research Inc. TP :

25"

18-34 years old

44*

35-54 years old

31"

55+ years old

........................ Location ...

Alberta [ R

British Columbia I 2

Manitoba B
New Brunswick I 2

Newfoundland & Labrador | 1%

Northwest Territories | 0%

Nova Scotia I 2«

Nunavut | 0%

Ontario [ A
Prince Edward Island | 0%

Quebec I
Saskatchewan I 2%

Yukon | 0%



Summary of results

~ Vehicle price and payment method

» Just over half of new car buyers were able to negotiate the price of the car and did not have to pay a markup over
the original MSRP of the vehicle.

« Of those who were required to pay a markup, most paid a markup between $1,000-56,000.

« Most chose to finance their vehicle purchase, while many financed because it was mandatory and many paid cash
without a premium; very few had to pay a higher price because they paid in cash.

- Additional products and charges

* Many new car buyers were required by the dealer to purchase additional products that they would not have
purchased otherwise, including extended warranty protection and anti-theft/etching/security protection.

« These additional charges increased the vehicle price for most by $1,000-$2,000.

- Vehicle availability and wait times

» Most new car buyers had to order their vehicle, with most reporting that the vehicle arrived on time as promised.
» The majority of new car buyers waited between 1 and 6 months for their vehicles and paid the original price.

- Overall impressions

» Most new car buyers believe they paid the right price for their vehicle.
* Most new car buyers believe the dealer was professional, honest, and transparent.

@ Decision Point Research Inc.



Veh ] C le Pr] Ce ﬂyes, amount of markup or market\

adjustment fee over original MSRP

/ Were you able to negotiate \ /Did the dealer require you to payh
price or did you have to pay markup over the original MSRP? Less than $999

dealer’s asking price?

14.6%

$1,000-52,999 35.9%

37.5% 36.6%

$3,000-55,999 34.6%

62.5%
63.4%

m Able to negotiate price
\\ = Paid dealer’s asking price / \ = Yes = No /

$6,000-510,000 - 10.9%

\3 $10,000 . 4.0% /

Most new car buyers (63%) were able to negotiate the price of their new car. Also, most (63%) were NOT required by the dealer to pay a markup over the original MSRP. Of
those who WERE required to pay a markup, most (71%) paid a markup of between $1,000 and $6,000 (split roughly equally between $1,000-$2,999 and $3,000-55,999).

@ Decision Point Research Inc.



Payment method

Did the dealer require you to pay a higher price or
to finance if you wanted to pay cash?

' )

= | financed and financing was not mandatory = | paid cash without paying a cash premiuy

4.3%
21 3‘

24.8%

= | financed and financing was mandatory m | paid cash and had to pay a higher price

Half of new car buyers financed their new vehicle purchase even though financing was not mandatory, while just over one fifth financed with financing being mandatory.
Meanwhile, one-quarter paid in cash without paying a cash premium, and just over 4% paid cash and DID pay a fee (mean=52,082, median=51,550).

@ Decision Point Research Inc.



Additional products and charges
ﬁ the dealer require you to paym / If yes, which ones? \

ny protection/warranty products that Extended warranty protection I 40 4%
you would not have chosen freely? Anti-theft / etching / security protection I 6.2 %
Exterior paint/body protection / interior fabric protection I N 38.6%

Key fob or wheel and tire protection I 36.7%
Rust protection or electronic rust module I 31.7%
Floor liners/mats I ?7.8%

Gap insurance I ?4.1%

41.3% K Nitrogen package T 15.3% /

58.7% And how much did they increase the price of the vehicle?

Less than $500 HEEEEE—— 9.5%
$500-$1,999 I 4. 7%
$1,000-$1,999 I 37 . 3%

$2,000-$3,000 I ) 1.2 %
\\ mYes = No / More than $3,000 HEET——— 11.8%

Many new car buyers (41%) were required to pay for protection/warranty products that they would not have chosen freely, the most common being extended warranty
protection (49%) and anti-theft/etching/security protection (46%). These additional costs increased the price of the vehicle for most by $500-$3,000.

/é/ Decision Point Research Inc.



Vehicle availability and wait times

Did the vehi k ive than th ( iginall ised?
@you have to order the vehicle or Wam id the vehicle take longer to arrive than the dealer originally promise
available for purchase on the dealer lot? 6.1%

45.5% 37.8%

54.5% 56.1%

m The vehicle arrived on time as promised
= | had to order it and wait . . . .
. = The vehicle took longer to arrive than originally promised
= |t was available on the dealer lot
= The vehicle took much longer to arrive than originally promised

Just over half of new car buyers (55%) had to order their new vehicle and wait for it to arrive. For most (56%), the vehicle arrived on time, but many (38%) reported that it
took longer to arrive than originally promised, and a few (6%) said that it took much longer to arrive (in weeks, mean=4.5 and median=3; in months, mean=5.7 and median=3).

@ Decision Point Research Inc.



Vehicle wait times and price adjustments

/ Did the dealer honour the original price you \
signed for at the time the order was placed or

\ did the price increase?

/ How long did you have to wait for the vehicle to arrive? 12.9%

Less than one month I 18.4%
1-3 months 1 37.0%
4-6 months I 6. 8%
7-9 months EEE——— 9.9%
10-12 months =8 4.5%
More than 12 months = 3.4%

/

87.1%

Qpaid the original price | signed for = The price increaw

The majority of new car buyers (82%) waited up to 6 months for their vehicle, with most (37%) waiting 1-3 months. The majority (87%) also reported that the dealer honored
the original price.
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Price adjustments

/ \ ﬂid the dealer give you the option to canceﬁ
What was the cause of the price increase?

your order and return your deposit?

The manufacturer price (MSRP) of the vehicle e
increased -

35.2%
The dealer added new fees or charges, or
Idec . I o
otherwise increased the price

64.8%

The interest rate for financing or leasing _ 28.6%
increased o

other |G 12+
= Yes = No

The most common cause of the price increase was that the MSRP of the vehicle increased, and the most common “Other” response (9/13 respondents) was that buyers ended
up receiving a new model year. When faced with the higher price, most new car buyers (65%) were given the option to cancel their order and have their deposit returned.
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Overall impressions

/ Do you bel‘ieve that you pgid the \ ﬁ) you believe that the dealer was professional,\
right price for your vehicle? honest, and transparent with you?

18.2%

21.6%

78.4%

81.8%

e AL /

The majority of new car buyers (78%) believe that they paid the right price for their vehicle, while those who don’t believe they overpaid by $5,880 (mean) or $5,000
(median). Also, the majority (82%) believe that the dealer was professional, honest, and transparent with them.
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Thank you for your attention!

Decision Point Research Inc.
www.decisionpointresearch.ca
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