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GAME CHANGERS Ipsos



Electrification and autonomous driving are two
technical advances that may fundamentally alter
the automotive landscape. But while interest in
electrification is taking off, interest in autonomous
driving technology is not.

According to the latest installment of Ipsos’ Mobility
Navigator Study, over 60% of consumers say they
are interested in individual features like accident
avoidance, night/all-weather vision, and advanced
driver assistance, which are key advancements

in driving technology. Conversely, only one-third say
they are interested in either semi-autonomous
driving or fully autonomous driving vehicles, with

purchase consideration also remaining stubbornly
low at only 31%.This is up only a few percentage
points in the past three years.

In stark contrast, purchase consideration for
electric vehicles skyrocketed to almost 50% in

the same time frame. It appears that bundling these
two advancements together may not be a good
match when it comes to creating interest among
potential buyers. Just because both are advanced
technologies does not mean they should be launched
together—rather, each needs a dedicated
education plan.

Purchase Consideration: Next Vehicle

M 2020 M 2021

3-year Change: +4 pts

W 2022

+19 pts

Fully Autonomous Vehicles

These are just some of the findings from Ipsos’
global study of consumer attitudes and experience.
This release is focused on autonomous driving
technologies and advanced drive assistance &
safety features, following June’s release on electric
vehicles. The newest results show that consumers
are most interested in technology and features that
make driving safer and easier but are not fully
convinced that autonomous driving technology is
up to the task.

Vehicles today offer more potential interactions for
the driver, raising concerns over the level of driver
distraction. These worries are becoming a common
issue. In a U.S. poll of 1,000 adults conducted in
2021, Ipsos found that drivers believe they encounter
a distracted driver in one of every two drives
they take.

Battery Electric Vehicles

AMONG THOSE WHO
DRIVE 25+ MILES PER DAY

AMONG ALL
DRIVERS

92%

of our drives
we encounter a
distracted driver

62%

of our drives
we encounter a
distracted driver
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The auto industry is responding to this phenomenon cruise control, lane-centering and accident

with a slew of features intended to help consumers avoidance. ADAS provides automatic assistance
deal with the complexity of driving and make it easier but falls short of providing autonomous driving. The
and safer to drive. One of the most common recent results show that consumers are much more
solutions offered today is referred to as ADAS comfortable with ADAS and its individual features
(automated driver assistance systems). This is than they are with technology that seems more
typically some combination of individual features futuristic, including full autonomy, augmented reality
such as blind spot monitoring/assistance, adaptive and routing for hands-free driving.

Top 3 Features in Consumer Interest

Accident Accident avoidance will automatically apply braking and steering as needed
Avoidance to keep the vehicle away from obstacles and avoid an accident

Night/ Night/all-weather vision is a system that permits the vehicle to help you
All-Weather see in the dark and through inclement weather (snow, fog, etc.) by providing
Vision a live view of the road ahead using a night vision camera.

Advanced Driver Advanced driver assistance systems include several features to assist
Assistance you with driving such as adaptive/automatic cruise control, lane departure
Systems warning, automatic lane centering, and blind spot monitoring.

Bottom 3 Features in Consumer Interest

Augmented Augmented reality guidance is a system that overlays enhanced visual cues

Reality Guidance related to upcoming locations/POls (fuel stations, food and coffee shops,
parking, crosswalks, etc.) and routing directions overlaid on a head-up
display, or a live-camera view shown on your display screen.

Fully Autonomous A fully autonomous driving vehicle (aka self-driving vehicle) can drive itself

Driving Vehicle from a starting point to a predetermined destination by using various
in-vehicle technologies including navigation, adaptive /automatic cruise
control, cameras, radar, etc.

Routing for Routing for hands-free driving is for vehicles with the autonomous/
Hands-Free semiautonomous driving feature; you can choose your route based on
Driving maximizing the amount of automated (hands-free) driving rather than

selecting the fastest or shortest route.
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In addition to identifying which features and tech-
nology generate the most interest among consumers,
the study results also reaffirm that the auto industry

is facing a potentially sticky generation gap regarding
these transformational technologies. The latest
Mobility Navigator data on EVs shows a dramatic

difference in attitudes toward, and Battery Electric
Vehicles by generation. Gen Y/Z consumers are
much more positive about BEVs than their Boomer
counterparts. When consumers are asked about
autonomous driving technology, the same gap
emerges, and may be getting worse.

Changes in Consumer Ratings of Autonomous Driving Technology:

2021 vs. 2022
Awareness &)/ ﬁ Flat Flat
Positivity & ﬁ m m
Driven/Ridden in @ ﬁ Flat Flat
Interest ':;@' ﬁ Flat ﬂ'
GenY/Z Gen X Boomers

For Gen Y/Z consumers, everything is looking up
for autonomous driving. Awareness, positivity, and
interest are all better than they were in 2021 results.
For Gen X, the results are much more tempered:
Awareness and interest are flat vs. 2021 and positivity

ratings are down. And for Boomers, both positivity
and interest are down this year and awareness is
flat. It’s not surprising to see that purchase intent is
on the rise for Gen Y/Z but is trending down for
Gen X and Boomers.

Autonomous Purchase Consideration

GenY/Z Gen X Boomers

2021

GenY/Z Gen X Boomers

2022
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A difference in reactions to technology by age
group is nothing new. Still, the potential cost of a
disconnect between the auto industry and its older
buyers has probably never been higher, given the
transformative potential of both EV and autonomous
technologies and the billions of dollars the industry
is pouring into them.

Regardless of age, the industry is facing meaningful
obstacles to the adoption of autonomous technology.
These latest results suggest the need for consider-
ably more dedicated educational efforts to address
misconceptions. For example:

e Those who are skeptical about autonomous
driving vehicles are concerned about safety.
They are not confident in a machine being able
to drive safely. As a consequence, they do not
believe that autonomous technology can live up to
its promise of providing societal benefits such as
reducing accidents and improving safety overall,
something that buyers who are likely to consider
autonomous technologies feel strongly about.

e Consumers in general do not seem to appreciate
the differences between fully autonomous and
semi-autonomous vehicles as their answers about
both are very similar. This is especially true
with Boomers.

—

e Concerns about increased costs related to
autonomy are on the rise, especially among
consumers who don’t plan to consider it. These
concerns go beyond an autonomous vehicle
simply being more expensive and include worries
about higher insurance premiums and the potential
costs associated with data security breaches.

Another finding with far-reaching ramifications:
Consumers ultimately want control of autonomous
technology. Even those consumers who are
pro-autonomous driving vehicles express that there
is a time and place for it: Three out of four con-
sumers who would consider autonomous technology
say they would only want to use it in certain
circumstances. This will also require more education
for consumers, so they better understand and trust
the technology. And until full autonomy is embedded
and accepted, it will mean that consumers need
user-friendly controls and interfaces with which to
control the autonomous tech in their vehicle.

Combining electrification and autonomous as a
bundled technology advancement is NOT a match
made in heaven. Dedicated education about
autonomous and ADAS with a clear safety benefit
will help reduce misconceptions and improve trial
and acceptance across all generations.
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About Ipsos

At Ipsos we are passionately curious about
people, markets, brands, and society. We
deliver information and analysis that makes
our complex world easier and faster to
navigate and inspires our clients to make
smarter decisions. With a strong presence in
90 countries, Ipsos employs more than 18,000
people and conducts research programs in
more than 100 countries. Founded in France
in 1975, Ipsos is controlled and managed

by research professionals.
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