


S A LT  L A K E  M A R K E T  A R E A

M OTO R  V E H I C L E S

Advertising is essential in today’s competitive business climate
— and market research is crucial for developing cost-effective
advertising plans.The information contained in this statistical sum-
mary is intended to give you added confidence when making the
important marketing decisions that guide the future of your busi-
ness.

At Newspaper Agency Corporation, we commission in-depth
studies of the Salt Lake market to arm our advertisers with supe-
rior information about the shopping activities of Salt Lake’s con-
sumers. Included in this statistical summary is the most up-to-date
information available on the Salt Lake market from the best possi-
ble sources.The mainstay of our on-going research program is the
1999 Survey of the Salt Lake Primary Market conducted by
Belden Associates, an independent, nationally recognized firm
devoted to market research. Belden Associates enjoys a reputa-
tion for having the highest technical standards in the industry.

The 1999 study highlights shopping and purchasing behavior,
intentions and attitudes of adults in the Salt Lake primary market
area (comprised of 628,000 adults in Salt Lake and southern
Davis counties). A random sample survey design included an in-
depth phone interview of 1,205 respondents, followed by a mailed
self-administered questionnaire. Superior information about Salt
Lake’s consumers will enhance your position in the market and
ensure The Salt Lake Tribune and Deseret News are a part of your
successful advertising plan — in other words, our success
depends on your success.

At Newspaper Agency Corporation, we are committed to maxi-
mizing the effectiveness of your advertising and bringing you the
most for your investment. If you have any questions about this
study and how your business can use this data to develop adver-
tising strategies, please contact your account executive or NAC’s
Marketing and Research Department.
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U TA H N E W- C A R  S A L E S  B Y  M A K E
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Total for 1998

First Quarter 1999

First
Quarter 

1998

Second 
Quarter 

1998

Third 
Quarter 

1998

Fourth 
Quarter 
1998

First
Quarter 

1999

Daimler Chrysler 937              966              967              826              753              

Ford Motor Co. 1,569           1,641           1,636           1,134           1,246           

General Motors 1,917           2,637           2,031           1,839           2,005           

European Makes 521              701              758              596              734              

Asian Makes 3,196           3,952           4,415           3,512           3,342           

All Others 6                  2                  3                  2                  -               

Note:  The graph shows sales by make, while the table shows total sales by company or import status. 
Source:  Utah State Tax Commission
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U TA H  N E W- T R U C K  S A L E S  B Y  M A K E
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Total for 1998

Year to Date 1999

First 
Quarter 

1998

Second 
Quarter 

1998

Third 
Quarter 

1998

Fourth 
Quarter 

1998

First 
Quarter 

1999

Daimler Chrysler 2,566           3,180           3,114           3,014           2,820           

Ford Motor Co. 2,782           4,083           3,689           3,381           3,232           

General Motors 2,767           3,317           2,202           2,554           2,864           

Asian Makes 1,385           1,535           1,961           1,481           1,372           

Motor Homes 36                102              54                25                28                

All Others 686              750              877              751              856              
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D I S TA N C E  S H O P P E R S  A R E  W I L L I N G  TO  T R AV E L
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A new car, truck or van 100% 97% 89% 73% 57% 40% 26%

A used car, truck or van 100% 96% 87% 69% 53% 35% 24%

Furniture 100% 97% 79% 48% 26% 13% 7%

Clothing 100% 97% 72% 42% 27% 14% 6%

Distance Willing to Travel in Miles

How to read: Almost all adults are willing to travel up to five miles to shop for a new vehicle. Only 26 percent are willing to travel over 30 miles. 
Note: The statistics for furniture and clothing are shown for comparison purposes.

Within next 12 months 32%

One year, but less than two years 16%

Two years, but less than three years 14%

Three years, but less than four years 8%

Four years, but less than five years 4%

Five years or longer 12%

Don't know 11%

Do not plan to purchase/lease 5%

 How to read: 32 percent of adults plan to purchase 
their next vehicle in the next 12 months.
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T I M E  F R A M E  F O R  P U R C H A S I N G  O R  L E A S I N G  N E X T  V E H I C L E

S A LT  L A K E  M A R K E T  A R E A
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I N T E N T  TO  P U R C H A S E  N E W  O R  U S E D  V E H I C L E S

Question: “In general, how long do you drive a 
new vehicle before you sell it or trade it in 
and move to another vehicle?”

Less than a year 1%

One year, but less than two years 2%

Two years, but less than three years 10%

Three years, but less than four years 12%

Four years, but less than five years 8%

Five years, but less than six years 14%

Six years or longer 41%

It depends 13%

Note: Based on adults who have ever purchased 
or leased a new vehicle.
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L E N G T H  O F  OW N E R S H I P  O F  N E W  V E H I C L E S

Used
52%

Undecided
6%

New
42%

A replacement 
vehicle for the 

household
77%

Do not plan to 
purchase a 

vehicle
5%

An additional 
vehicle for the 

household
18%

For adults planning to purchase or lease 
a vehicle in the next two years.

“Will the next vehicle your household purchases be:”
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AG E  O F  C A R S  R E G I S T E R E D  I N  S A LT  L A K E  C O U N T Y
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Y E A R  O F  L A S T  N E W- C A R  P U R C H A S E  O R  L E A S E

 Source: Utah State Tax Commission, March 1999.
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The average age of cars registered in Utah is 8.7 years old (i.e., model year 1990).

S A LT  L A K E  M A R K E T  A R E A
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AU TO M OT I V E  AT T I T U D E S
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For adults that have ever purchased or leased 
a new vehicle.

Less than one week 43%

One to two weeks 15%

Three to four weeks 10%

One to three months 22%

Four to six months 6%

Over six months 4%

T I M E  S P E N T  S H O P P I N G  F O R  A  N E W  V E H I C L E

Question: “Who does most of the maintenance
and service on your household vehicles, 
not including routine maintenance?”

Dealership where the vehicle was purchased 24%

Someone in the household 39%

Independent garage 23%

Other dealership 10%

National auto service chain 8%

Department/Discount store 1%

Other 1%

24%
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Dealership where the 
vehicle was purchased

Someone in the household

Independent garage

Other dealership

National auto service chain

Department/Discount store

Other

V E H I C L E  M A I N T E N A N C E

All adults Men Women

I do a great deal of off-road driving. 22% 29% 14%

I’ll switch to a new car when I see a model that I really like. 22% 22% 22%

When preparing to buy a car, I’m more concerned with the monthly payment than the total price. 45% 41% 50%

To drive a better car for a lower monthly payment, I would consider leasing. 32% 34% 30%

When I’m ready to buy a car, I search the newspaper for auto advertising. 64% 65% 64%

Percent of adults who are quality rather than price-conscious. 49% 50% 47%

Adults who agree with the following statements:

The median time spent shopping 
for a new vehicle is one to two weeks.



Market

Plan to 
purchase 

new vehicle

Plan to 
purchase 

used vehicle

Market Share

Percentage of Adults 100% 20% 25%

Number of Adults 628,000 126,100 154,200

Gender

Male 49% 54% 52%

Female 51% 46% 48%

Age

18-24 13% 9% 21%

25-34 21% 23% 24%

35-44 24% 27% 30%

45-54 18% 25% 16%

55-64 10% 6% 7%

65 or Older 14% 10% 2%

Homeownership

Own 75% 81% 62%

Rent 25% 19% 38%

Marital Status

Married 67% 70% 64%

Single 18% 18% 24%

Divorced 10% 10% 10%

Widowed 5% 2% 2%

Education Level

Bachelor’s Degree or Higher 32% 38% 25%

Some College or Technical Training 33% 32% 39%

High School Grad or Less 35% 30% 36%

Occupation

Executive, Professional, Technical 29% 35% 28%

Sales, Clerical 24% 28% 28%

Blue Collar 22% 20% 28%

Retired 15% 9% 4%

Homemaker 7% 5% 8%

Not Employed 4% 2% 4%

Household Income

Below $25,000 14% 6% 15%

$25,000 - $34,999 17% 8% 21%

$35,000 - $49,999 25% 20% 24%

$50,000 - $74,999 24% 35% 21%

$75,000 or More 20% 32% 19%

Readership

Daily 55% 60% 48%

Sunday 65% 65% 63%

7

D E M O G R A P H I C  P R O F I L E  O F  P OT E N T I A L  V E H I C L E  B U Y E R S

For adults who plan to purchase a vehicle in the next two years.

S A LT  L A K E  M A R K E T  A R E A
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D E M O G R A P H I C  P R O F I L E  O F  V E H I C L E  S H O P P E R ’ S  P R E F E R E N C E S

Market

Adults who 
agree they 
search the 
paper for 

advertising 
when 

shopping for 
a vehicle

Adults who 
are more 
quality- 

conscious 
than price- 
conscious 

when buying 
a new car

Adults who 
are more 

price- 
conscious 

than quality- 
conscious 

when buying 
a new car

Market Share

Percentage of Adults 100% 64% 49% 51%

Number of Adults 628,000 400,400 307,720 320,280

Gender

Male 49% 52% 51% 48%

Female 51% 48% 49% 52%

Age

18-24 13% 21% 13% 13%

25-34 21% 24% 22% 21%

35-44 24% 30% 23% 25%

45-54 18% 16% 18% 17%

55-64 10% 7% 11% 9%

65 or Older 14% 2% 13% 15%

Homeownership

Own 75% 62% 77% 73%

Rent 25% 38% 23% 27%

Marital Status

Married 67% 64% 65% 70%

Single 18% 24% 21% 14%

Divorced 10% 10% 9% 11%

Widowed 5% 2% 5% 6%

Education Level

Bachelor’s Degree or Higher 32% 25% 34% 30%

Some College or Technical Training 33% 39% 33% 33%

High School Grad or Less 35% 36% 33% 37%

Occupation

Executive, Professional, Technical 29% 28% 30% 27%

Sales, Clerical 24% 28% 25% 23%

Blue Collar 22% 28% 21% 23%

Retired 15% 4% 14% 16%

Homemaker 7% 8% 7% 7%

Not Employed 4% 4% 4% 4%

Household Income

Below $25,000 14% 15% 11% 18%

$25,000 - $34,999 17% 21% 15% 19%

$35,000 - $49,999 25% 24% 23% 27%

$50,000 - $74,999 24% 21% 28% 20%

$75,000 or More 20% 19% 23% 17%

Readership

Daily 55% 48% 58% 52%

Sunday 65% 63% 68% 63%



Other 3%Weekly Publications 4%
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P R E F E R R E D  A DV E R T I S I N G  S O U R C E  F O R  N E W  O R  U S E D  V E H I C L E

Preferred advertising source for a new car, truck or van. Preferred advertising source for a used car, truck or van.

Note: Percentages may total more than 100 percent because some respondents chose more than one source.

Brochures received from dealers

Other Internet source

Advertising received in the mail

Dealer

Friends or family members

Magazines

34%

18%

14%

14%

11%

11%
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A DV E R T I S I N G  S O U R C E  C O N S U LT E D  F O R  L A S T  V E H I C L E  P U R C H A S E

S A LT  L A K E  M A R K E T  A R E A




