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The Industry and Dealers 
Aren’t Quitters
Despite virtually no light at the end of the tunnel, the auto 
industry and its dealers are utilizing the few strategies they have 
to maximize new vehicle sales amidst continued supply-chain 
and inventory challenges. 

According to Automotive News data, the seven manufacturers 
reporting April sales volumes experienced a collective 21.4% 
decrease from April 2021. 

One small glimmer of light is LMC, J.D. Power, Cox Automotive 
and other industry analysts forecast a SAAR of 14.3 million to 
14.8 million for April, compared to 13.4 million for March.

Inventory is the biggest challenge, as J.D. Power reported there 
were less than 900,000 new vehicles at all US dealers. Four 
major Asian brands had the least inventory: Kia, Honda, Toyota 
and Subaru, which resulted in substantial sales decreases for 
April or 15.8%, 41.2%, 23.4% and 25.5%, respectively. 

Other major brands, such as Mazda decreased by just 3.3% 
while the Ford brand decreased by 10.7% and Lincoln by 11.6%; 
however, Ford is the only Big Three domestic manufacturer that 
reports sales monthly. 

Any improvement in inventory levels is still not expected until the 
last part of the year, but the demand remains good, although 
most buyers must order a vehicle and wait for delivery.

Used-Vehicle Sales Are 
Saving Dealerships’ Bacon
A primary principle of the free enterprise system is if you 
can’t sell one product because not much of it is available, 
then you must start selling another product. Pivoting to used 
vehicle sales because of supply-chain issues and almost 
non-existent new-vehicle inventory resulted in a 26% YOY 
increase in 2021 used-vehicle sales among the top 100 
used-vehicle retailers.

The National Automotive Dealers Association (NADA) reported 
used-vehicle sales accounted for more of the average 
franchised dealers’ total 2021 revenues, increasing from 33% 
for 2020 to 36.7% for 2021.

The surge in used-vehicle sales also increased the used 
vehicle/new vehicle sold ratio, from 1.38 during 2020 to 1.52 
during 2021. By comparison, it was 0.97 during 2017. Since 
then, more large used-only retailers have entered the market, 
such as CarMax, Inc. and Carvana Co., which skews the 2021 
ratio. Without these used retailers, the ratio was 1.03.

TOP FIVE USED-VEHICLE RETAILERS BY TOTAL UNITS 
SOLD, 2021

Used-Vehicle Retailers Total

#1: CarMax, Inc. 924,338

#2: Carvana 425,237

#3: AutoNation, Inc. 304,364

#4: Lithia Motors, Inc. 275,495

#5: Penske Automotive Group, Inc. 264,520
Automotive News (Research and Data Center), March 2022 
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Current Vehicle Buying from Consumers’ Perspective
Just as the automobile industry and local dealers have had to 
adjust to the current supply chain and inventory challenges, so 
to have consumers, according to a March 2022 survey from 
Morning Consult.

Of all respondents, 13% said they couldn’t find a new or used 
vehicle, although 70% (new vehicle) and 69% (used vehicle) 
said they hadn’t looked for either. By comparison, 48% said 
they couldn’t find a “specific type of groceries and food.” 

The survey also revealed 52% said the price of gasoline would 
be a major factor influencing their next vehicle purchase (during 
the next three years). It was 55% among those considering an 
electric vehicle (EV) and 43% of those not. 

More than half of the respondents were either “very interested” 
or “somewhat interested” in purchasing their next vehicle online 
and purchasing an EV.

Connected TV (CTV) Auto 
Ad Spending To Increase 
Significantly
The Morning Consult survey noted in the other article on this 
page also found more consumers still prefer to test drive, 
negotiate price and arrange a vehicle delivery at a dealership 
than online. Those who stated they prefer these auto-buying 
steps online are still significant: gathering vehicle information 
online at 46%, financing online at 26%, negotiating pricing 
online at 23% and arranging for a vehicle delivery online at 22%. 

Undoubtedly, these consumers who prefer much of the 
auto-buying process online are also watching TV shows and 
movies via connected TV (CTV) or streaming video (watched 
on digital devices and not TV sets).

According to a January 2022 report from BIA Advisory 
Services and Premion, CTV is poised to become an even 
bigger ad platform for the industry and local dealers. The 
BIA forecasts an 18% CAGR (compound annual growth rate) 
from 2020 to 2026 for auto ad spending on local OTT for the 
following tiers of auto advertisers:

MARKETING FORWARD

CONSUMERS’ VEHICLE PURCHASE INTERESTS, MARCH 2022

Interest Very Interested Somewhat Interested Not That Interested Not Interested At All

Purchasing online: all 17% 39% 25% 19%

Purchasing online: men 21% 36% 25% 17%

Purchasing online: women 13% 41% 25% 20%

Interested in EVs 23% 44% 22% 11%

Not interested in EVs 3% 26% 33% 38%
Morning Consult, April 2022 

FORECAST OF AUTO AD SPENDING IN LOCAL OTT, 2022–2026

Tier 2022 2023 2024 2025 2026

Tier 1: auto manufacturers $95.83 M $142.30 M $185.69 M $202. 35 M $230.79 M

Tier 2: Local auto dealer association $73.44 M $101.64 M $129.90 M $140.95 M $160.28 M

Tier 3: New and used dealers $94.57 M $107.19 M $135.61 M $145.31 M $166.29 M

Total $263.83 M $351.13 M $451.20 M $488.61 M $557.35 M
BIA Advisory Services and Premion, January 2022 
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Used EV, Hybrid  
Vehicle Sales Shows Early Promise
Phil Long Dealerships in Colorado Springs, CO, one of Automotive News’ top 
150 dealership groups, recognized the increasing interest in EVs and opened 
a small store to sell used EVs and hybrid vehicles during May 2021. 

Because many of the first EV models are unaffordable for many consumers, 
it was only a matter of time before used EVs and hybrids became a profitable 
business model for local dealerships. Initially, the location was selling 12 to 
15 vehicles every month, but now that has increased to 18 to 22 vehicles, 
monthly. Total sales for the first eight months of 2021 were 117 and another 56 
have been sold during Q1 2022.

The location also offers charging stations and a lounge while customers wait. 
In keeping with the “save-the-climate” culture of EVs, the dealership also 
invited community leaders to test drive an EV during an Earth Day celebration.

NextGen TV Ready  
to Connect with the EV Market
Sinclair Broadcast Group, Inc. has announced a pilot program 
with USSI Global to utilize NextGen TV technology to create a 
commercial datacasting service for the electric vehicle charging 
station market. 

USSI Global’s digital signage technology paired with Sinclair’s 
adoption of NextGen TV technology at many of its stations will 
wirelessly deliver local content and advertising to charging 
stations similar to the screens at many gas station pumps. The 
pilot program, and its eventual widespread introduction, will 
also gather charging data and many audience metrics. 

EV Battery Technology Leaps Ahead
Increasing EV sales is the focus of the industry, but battery technology is equally 
important to drive those sales. Nissan is now collaborating with NASA to develop 
an all-solid-state battery that will be half the size of current lithium-ion batteries, 
completely charge within 15 minutes and be much safer. Plus, the new battery 
will not require rare and costly metals as used in lithium-ion batteries. 

The development of all-solid-state batteries is also occurring at Toyota, 
Volkswagen, Ford and General Motors. Nissan expects to start using the new 
battery in a pilot plant project during 2024 and then during 2028 for a new 
product launch. 

ROAD SIGNS
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MONTHLY AUTOMOBILE SALES CHARTHART
NOTE: General Motors, Stellantis and Tesla announce their light-vehicle sales quarterly instead of monthly; however, Ford is now reporting monthly sales again. As of January 
2020, BMW Group, Nissan North America, Volkswagen Group, Jaguar Land Rover and Mercedes-Benz also decided to report sales only quarterly. They will publish their Q2 
2022 sales during early July 2022. Their brands are not included in this month’s sales table. 

*of all reporting auto manufacturing groups

Source: Automotive News, May 2022
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Rank Auto Brand April 2022
% Change from 

April 2021
2022 Year to 

Date

% Change from 
2021 Year to 

Date

#1 Ford 166,684 -10.7% 576,710 -15.1%

#2 Toyota 162,664 -23.4% 612,891 -17.3%

#3 Honda 82,270 -41.2% 320,452 -28.7%

#4 Hyundai 66,707 -17.5% 238,106 -7.1%

#5 Kia 59,063 -15.8% 210,257 -8.5%

#6 Subaru 45,748 -25.% 178,094 -19.7%

#7 Mazda 30,093 -3.3% 112,361 -1.8%

#8 Lexus 22,296 -17.5% 86,661 -14.4%

#9 Acura 10,980 -33.3% 39,216 -27.8%

#10 Volvo 10,022 -9.2% 32,779 -14.4%

#11 Lincoln 9,258 -11.6% 28,406 -20.8%

#12 Genesis 5,039 +53.0% 16,762 +45.6%

Toyota Motor Corporation 184,960 -22.7% 699,552 -17.0%

Ford Motor Co. 175,942 -10.7% 605,116 -15.3%

Hyundai-Kia Automotive Group 125,770 -16.7% 448,363 -7.7%

American Honda Motor Company 93,250 -40.4% 359,668 -28.6%

TOTAL* 665,785 -21.4% 2,435,933 -16.6%

Sources: Automotive News Website 5/22; Morning Consult 
Website 5/22; Premion Website 5/22; TV Technology Website 
5/22; CBS News Website 5/22;


