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Executive Summary
According to the Canadian Vehicle Manufacturers’ Association, auto manufacturing contributes over $16
billion to the national GDP and manufacturing sales of motor vehicles and parts totaled $74.2 billion in
2020. This represents 12.1% of total sales ($611.2 billion).
During the height of the COVID-19 pandemic, roughly 80% of staff working in the automotive industry
were temporarily laid off. In April 2020, dealerships in Ontario were ordered to physically close for a
month and then instructed to reopen to the public by appointment only in early May. As of October 2021,
with many restrictions lifted, most dealerships had resumed full operations and those that laid off
employees had brought back more than 75% of them.
In late spring 2020, automotive sales began to rebound from pent up market demand and Ontario’s
dealers were optimistic. However, a snowball effect of the COVID-19 pandemic began impacting North
American auto dealers the hardest—a global chip crisis. To date, this has caused major supply issues and
is exerting significant stress on motor vehicle sales.
The pandemic, in combination with the China-US trade dispute, a drought in Taiwan, rising costs in raw
materials and a fire in the Japanese factory supplying 30% of the global market for microcontroller units
used in cars, are key contributors to the current constraints on vehicle production and sales in Ontario,
and across the globe.
As a result of the chip shortage, dealer lots are near empty, and it is likely that this will be consistent for
the remainder of 2022 and into 2023. Although chip manufacturers hoped to be up to full capacity in the
fall of 2021, they will experience significant backlog.
As Ontario’s vehicle sales regulator, OMVIC offers a unique industry perspective. Working in consultation
with industry stakeholders such as the Trillium Automobile Dealers Association (TADA), the Used Car
Dealers Association of Ontario (UCDA), and consumer groups, OMVIC surveyed registrants (dealers and
salespersons) to understand the current environment. In mid-October 2021, nearly 2500 registrants
completed the survey, slightly higher than OMVIC’s 2020 fall survey which saw approximately 2300
surveys completed by registrants. Higher participation is likely connected to the challenges dealerships
are experiencing due to widespread inventory issues.
This report analyzes survey responses regarding COVID-19’s impact on motor vehicle sales and dealer
operations, industry confidence, perspectives on the industry’s economic outlook, and how OMVIC can
assist the sector during these challenging times.
OMVIC also solicited the services of the Automobile Protection Association (APA), a Canadian consumer
protection organization, to conduct a survey of Ontario consumers who made purchases up to the time
of the survey release in 2021.
The report provides an overview of key challenges facing Ontario’s motor vehicle dealers, while
showcasing how the low supply issue has affected vehicle availability and continues to negatively impact
the sector. The survey results show a connection between dealers and consumers with supply chain issues
affecting both.
The report provides highlights, key findings and results from each survey.
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Registrant Survey Overview
OMVIC’s 2021 dealer and salesperson surveys present a picture of COVID-19’s impact on motor vehicle
dealers, salespeople, their confidence in the market, and their outlook for the future.
Surveys were sent to all OMVIC registrants which includes approximately 8,000 dealers, and 30,000
salespersons. They were open for 15 days from September 29 to October 13, 2021. Nearly 400 dealers
and more than 2000 salespeople participated.
Approximately 50% of the salespeople who responded to the survey are located in the Greater Toronto
Area, 22% are in Southwestern Ontario and the remaining respondents operate out of Northern Ontario,
Southwest Ontario, Northern Ontario and Ottawa.
18% of salespeople surveyed sell used vehicles and leases exclusively, while 65% sell both new and used
vehicles and leases. 40% of salespeople have worked in the motor vehicle business for 16 years or more.
Key topics discussed in the surveys include:
• COVID-19’s impact on the industry
• Dealer and salesperson employment
• Sales volumes
• Current and future sales confidence
• Health measures implemented in dealerships (and associated costs) i.e., personal protective
equipment (PPE) and renovations
• Satisfaction with federal / provincial government supports of the industry during COVID-19
• Current and future online sales
• Soliciting industry recommendations to the Government of Ontario
Dealer Survey Highlights
Impact of COVID-19 on Dealer Sales
• Motor vehicle dealers are facing vehicle shortages and 90% are having difficulties obtaining
vehicles (new or used) for sale, compared to 78% in 2020.
• 69% of dealers noted that overall sales have decreased because of COVID-19 and 39% of
those dealers noted that sales have decreased over 51%. This is similar to the results obtained in
2020 which identified a 50% decrease in sales.
COVID-19’s impact on Dealership Employment
• 35% of dealers reported laying off employees since March 2020. However, over 75% of those
employees have been recalled according to 54% of dealers.
• 17% of dealers noted that employees have refused to return to work for a variety of reasons
including fear of infection (56% versus 52% reported in 2020) and government programs that have
made it lucrative not to work (48% versus 36% reported in 2020).
• 63% of dealers have returned to regular operating hours.
Changes to the way Dealerships Operate
• 43% of dealers report that showrooms require appointments (compared to 45% in 2020).
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Response to Government Support
• 54% of dealers rated assistance from the provincial government as fair to excellent (compared to
60% in 2020).
• 58% of dealers rated assistance from the federal government as fair to excellent (compared to
60% in 2020).

•
•

71% of dealers have not received financial assistance from the provincial government.
When asked which government programs dealers would rate as their top choice they chose,
business tax credit (42%), business loans (32%), Canada Emergency Commercial Tax Credit (28%),
deferral of taxes (24%), industry wage subsidy (24%), and development of a provincial scraping
program (14%).

Online Vehicle Sales
• 72% of respondents did not complete vehicle transactions online prior to COVID-19, compared to
60% in 2020.
• Since March 2020, 34% of dealers reported completing online sales with no in-person contact and
58% of these reported that online sales with no in-person contact consisted of 1 to 5% of overall
sales.
• 65% of dealers noted that since re-opening showrooms, online sales have not increased
(compared to 58% in 2020).
Economic Outlook
• 52% of dealers reported being slightly confident to not confident at all in Ontario’s economic
outlook (compared to 36% in 2020). 2% of dealers reported being completely confident in
Ontario’s economic outlook (compared to 5% in 2020).
• 49% of dealers are slightly confident to not confident at all when it comes to their economic
outlook (compared to 36% in 2020).
• When asked about their economic outlook for sales in the next three to six months, 55% of
respondents reported lower sales in comparison to 2020 and 34% of them noted that sales would
be 26% to 50% lower.
• 60% of respondents noted the biggest driver of motor vehicle sales in the next six months would
be increased inventory. In 2020, 42% of respondents reported the biggest driver of motor vehicle
sales would be improved consumer confidence.
• The top three input costs causing difficulties for their business were insurance (76%), fuel and
energy (67%) and rent (49%). In 2020 the top three were insurance (52%), taxes (45%) and
marketing and advertising (41%).
Salesperson Survey Highlights
Impact of COVID-19 on Employment
• 59% of salespersons noted that COVID-19 has affected their employment in the following ways:
reduced commission (39%, compared to 37% in 2020), reduced hours (36%, compared to 38% in
2020), reduced salary (19%, compared to 20% in 2020), and temporary layoff (30%, compared to
35% in 2020).
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•

65% of salespersons noted that although staff were laid off, more than 75% of employees have
been recalled by their dealer.

Impact of COVID-19 and Salespersons Operations
• 95% of salespeople revealed that customers had followed personal protective equipment (PPE)
guidelines when visiting dealers (compared to 92% in 2020).
• 90% of salespeople noted that new measures have been introduced to clean vehicles or facilities
in response to COVID-19.
Response to Government Support
• 62% of salespeople reported that the provincial government has done a fair to excellent job in
supporting motor vehicle operations during the COVID-19 crisis which is a decrease from 87% in
2020.
• 64% of salespeople responded that the federal government has done a fair to excellent job in
supporting motor vehicle operations during the COVID-19 crisis which is a decrease from 82% in
2020
Economic Outlook
• 30% of salespeople are slightly confident to not confident at all in Ontario’s economic outlook. 5%
of salespeople reported being completely confident in Ontario’s economic outlook (compared to
8% in 2020).
• When asked about confidence in their dealership, 36% were slightly confident to not confident at
all (compared to 16% in 2020).
• Reflecting on the biggest drivers of new vehicle sales in the next six months, salespeople noted it
would be increased inventory (40%) and availability of microchips (32%). In 2020, 37% of
respondents reported the biggest driver of motor vehicle sales would be improved consumer
confidence and low interest rates at 31%.
• The biggest driver for used vehicle sales in the next 6 months will be increased inventory according
to 63% of salespeople.
• These results differ from the 2020 survey that found the biggest drivers for new and used vehicle
sales in the following 6 months would be consumer confidence (36%) and low interest rates and
availability of financing (38%).
• The threat of unemployment is lower than 2020 with 54% of respondents reporting that they are
not worried about being laid off in the next six months, as opposed to 42% in 2020.
Consumer Survey Overview
The Automobile Protection Association (APA) in collaboration with OMVIC surveyed consumers who
shopped or took delivery of a new or used vehicle at a car dealership in 2021.The sample was drawn from
the APA’s subscribers list of just under 18,000 and OMVIC’s consumer database.
In total, 339 Ontario residents who visited a car dealership or took delivery of a vehicle at a dealership
responded to the survey. Among those, 66% shopped for a new vehicle at a franchised dealership. A
further 17% had shopped for a used vehicle at a franchised dealership. 4% of respondents shopped for a
used vehicle from an independent used car dealer.
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Key topics discussed in the consumer survey include:
• Experiences visiting dealerships – both onsite and online
• Test drive experience
• What consumers might change about the purchasing process
• Comfort level purchasing a vehicle
• What PPE was available to consumers or onsite
• Consumers’ experience with vehicle delivery
• Consumers’ experience purchasing vehicles online
• How the pandemic influenced car purchases overall
Consumer Survey Highlights
•

•

•
•

•

•
•

Shoppers reported usage of face masks was 99%, sanitizer 73%, and wipes 18%. Compliance rates
for all of these measures were higher than reported in September 2020, indicating a high level of
commitment from dealers and consumers alike.
The majority of respondents were very comfortable shopping at dealerships with COVID-19 public
health and safety measures in place, with a median “comfort” rating of 10/10. This was an
increase over last year’s 8/10 median rating. This finding indicates an extraordinary level of
confidence among people who actually shopped for a new vehicle. The small sample of
independent dealers (just 14 responses) rated a bit lower, which is consistent with the APA’s
findings in 2020.
The seller was present for only 21% of test drives.
29% of shoppers did not take a test drive before their purchase; that’s a decrease from 46%
reported in 2020. Respondents associated this with the lack of vehicle availability more than with
personal health concerns over COVID-19.
Approximately 20% of respondents made suggestions for dealerships related to COVID-19,
including: more safety precautions such as more diligent wearing of masks, more social distancing,
solo test drives. The recommendations were made despite the high level of precautions many of
the same respondents reported. The response underlines the importance of the public health and
safety concerns during the pandemic. This is comparable to 19% of consumers reporting the same
in 2020.
Roughly a third of respondents reported issues with vehicle selection, availability, or delivery.
Although the survey was not designed to capture this information, 8% of respondents made
negative comments or had suggestions about the integrity of retailers during the buying process.

Full results for the surveys can be found in the appendices.
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The Automotive Industry’s Importance to Ontario’s Economy
Motor vehicle dealers in Ontario offer a significant contribution to the province’s economy. A 2020 Price
Waterhouse Coopers report found the industry provides 57,000 direct jobs and generates $48 billion in
retail sales annually: roughly 22% of total retail sales in the province.
Trillium Automobile Dealers Association members contribute $13.9 billion to Ontario’s GDP and
generate/support 85,000 jobs. In 2018, members paid $3.2 billion in imports, corporate, and personal
income tax to the province.
Despite the sector’s economic impact, Ontario’s 8,000 new and used car dealers are, like every other
business – vulnerable to the province’s pandemic-driven economic downturn. Reduced vehicle inventory,
and the supply of microchips have weakened the industry’s output. Dealers and salespeople identified
these challenges clearly in the survey.
Canada
New Cars
New vehicle sales began approaching pre-pandemic levels in summer, 2020. However, Scotiabank
Economics reported that in September 2021 the average price for a new vehicle was tracking near 19%
higher than in September 2020. Inflationary pressures associated with new vehicle price appreciation has
reached new highs at +8.7% year over year. While auto prices should stabilize on a month over month
basis in 2022, production constraints will limit how quickly the new vehicle sector can capitalize on pentup demand.
According to Scotiabank, markets are tightening up with inflation risk. New model rollouts could see
higher costs being passed down from the manufacturer to the consumer, however higher variety of model
selection should offset this.
As the economy rebounds in 2022 we will see new vehicle buyers compete with the pent-up demand.
Used Cars
Considering the shortage of new vehicle availability, used vehicles are likely to remain constrained through
to 2023. Experts from the Used Car Dealers Association of Ontario (UCDA) along with DesRosiers
Automotive Consultants report that the used vehicle market outperformed the new vehicle market in
2020 despite the first six months of 2020 being difficult for used car sales. However, ongoing supply issues
have been a topic of concern for used vehicle dealers in Canada, noting difficulties sourcing vehicles,
particularly pickups and SUVs. Although passenger vehicles have been easier for dealers to get their hands
on, difficulties remain present.
38% of dealers surveyed by the UCDA and DesRosiers Automotive Consultants, report a price increase of
11 to 20% for used vehicles. 18% of survey respondents cited price increases of more than 20%. Although
sales volumes bounced back for used vehicle sales at the beginning of 2021, limited availability of used
vehicles have led to obvious increases in the prices of used vehicles as demand spikes and used inventory
continues to be sold across the border.
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Reports from the media have also identified changes in customer behaviour in the auto market in
response to COVID-19 and the chip shortage. First time consumers who would typically shop for used
vehicles due to affordability, are putting their car-buying journey on hold due to a lack of inventory and
price increases.
United States
In October 2021 the US saw a 6.3% month over month increase in vehicle sales. Although annual sales
remain weak, modest improvements in inventory are reported to be the cause of the increase.
As the country rebounds from the COVID-19 Delta variant and low sales reported in the summer, the
inventory to sales ratio is still low. As such, the bounce back for sales will remain constrained due to limited
inventory. This will result in further pressure on new vehicle pricing. Furthermore, Scotiabank suggests
production plans may suffer, in the first quarter of 2022 as a result of Omicron outbreaks.
Conclusion: Ontario’s Auto Industry in the Future
The future of the global and Canadian automotive industry will rebound. The microchip shortage is
restricting both new and used inventory, causing shortages not only in Ontario but globally as well. With
new vehicle production being restricted due to the microchip shortage, the demand for used vehicles is
high, causing inventory to be sold across the border to the United States. Used vehicles are seeing a price
increase and inventory shortage as a result. Dealers and salespersons are aware and concerned about the
shortages and what the sales industry may look like in the next six months. While economists are
optimistic, they suggest that dealer lots may not be completely full until 2023.
Some underlining trends to follow, include:
•
•
•
•
•
•
•

Lack of inventory as a result of the COVID-19 pandemic and economic interferences such as the
microchip shortage.
Sustained global recovery of the motor vehicles industry is unlikely as long as the COVID-19
pandemic continues.
Increased consumer demand for new and used motor vehicles as a result of heightened fears
about using public transportation.
Demand for automobiles has increased however, there is a shortage of new and used cars for
dealers to sell, largely due to manufacturing shutdowns, higher demand for light trucks and severe
inventory shortages, globally.
Incentives to purchase automobiles are largely absent, as supply has shrunk.
Support for federal and provincial government COVID-19 responses has weakened since 2020.
Motor vehicle dealers and consumers have quickly adapted to the new way motor vehicles are
bought and sold.
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Measuring the impact of COVID-19 on Car Buyers
November 2021
Executive Summary
Objectives
The survey sought information on changes to Ontario car buyer behavior and car buyers' perceptions of
the retail sales environment resulting from the COVID-19 pandemic. The Automobile Protection
Association (APA) undertook a similar survey for OMVIC in August 2020, which provided a basis for
measuring changes over time, approximately one year later. Results from the earlier survey are
referenced throughout this report.

Highlights
•

•

•
•

•

•
•

Shoppers’ reported usage of face masks was 99%, sanitizer 73%, and wipes 18%. Compliance
rates for all of these measures were higher than reported in September 2020, indicating a high
level of commitment from dealers and consumers alike.
The majority of respondents were very comfortable shopping at dealerships with COVID-19
public health and safety measures in place, with a median “comfort” rating of 10/10. This was
an increase over last year’s 8/10 median rating. This finding indicates an extraordinary level of
confidence among people who actually shopped for a new vehicle. The small sample of
independent dealers (just 14 responses) rated a bit lower, which is consistent with the APA’s
findings in 2020.
The seller was present for only 20% of test drives.
30% of shoppers did not take a test drive before their purchase; that’s a decrease from 46%
reported in 2020. Respondents associated this with the lack of vehicle availability more than
with personal health concerns over COVID-19.
Approximately 20% of respondents made suggestions for dealerships related to COVID-19,
including: more safety precautions such as more diligent wearing of masks, more social
distancing, solo test drives. The recommendations were made despite the high level of
precautions many of the same respondents reported. The response underlines the importance
of the public health and safety concerns during the pandemic.
Roughly a third of respondents reported issues with vehicle selection, availability, or delivery.
Although the survey was not designed to capture this information, 8% of respondents made
negative comments or had suggestions about the integrity of retailers during buying process.
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What would you change?
Respondents were asked both what they personally would do and what they would like the dealership
to do differently during their next car-shopping experience. 25% (58/225) of respondents identified
something they would change.
For personal changes, 20% (12/58) of those wanting to make a change said they would alter their
personal behaviours around of PPE, distancing, etc. 40% (26/58) answered that said they would prefer
to do more research ahead of time.
Percentages increased when shoppers were asked what changes they want dealerships to implement.
35% (76/225) identified something they wanted dealerships to change.
Over 50% (40/76) of respondents wanting changes, wished that dealerships took COVID-19 precautions
more seriously. 60% (47/76) of respondents noted that they would like changes made to the buying
process to offer a better customer experience. (These percentages do not add up to 100% as
respondents were allowed to select more than one answer to this question.)
Methodology & Sample
The survey was distributed by OMVIC to their consumer subscriber database, and by the APA in a
targeted email to consumers who were known to have shopped this year. A second distribution via the
APA newsletter was also sent out to just under 18,000 subscribers.
Of the responses received, 82% had shopped for a vehicle at a franchised dealership. Just 4% of
respondents shopped for a used vehicle from an independent (used car) dealer. The remainder had not
yet shopped or indicated “other” and were appropriately sorted or omitted from the findings. In total
the APA retained 339 responses for this survey.
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Q1) Age Demographic
The survey respondents skew heavily to an older demographic, with approximately 50% of shoppers
being over the age of 65 and 25% between ages 50-64. The APA’s clientele typically skews toward an
older cohort, but this was exceptional. In a similar survey undertaken in 2020 that did not include
OMVIC’s subscriber database, the distribution was 25% under 49, 41% aged 50-64, and 34% over 65.

Q2) Where did you shop?
Roughly 85% (274/320) of respondents shopped at a franchised dealership. Only 14 survey respondents
visited independent used car dealers.
The respondents who stated they did not yet shop at any dealership were omitted from the rest of the
findings in this report. Of the 18 “Other” responses, 8 were omitted from the rest of the report as they
do not fall into any appropriate category. The “Other” category includes private sales, buying at
auctions, using a broker, and other answers that disqualify the respondent from this survey.
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Q3 & 3A) Personal Protective Equipment
3. Did you use PPE
86% of shoppers polled reported that PPE was used during the buying process, with 7% indicating they
did not, and 22 respondents answering, “don’t know / no response”. (24 people (7%) said they did NOT
use PPE.)
This figure compares favourably with the finding of 60% reported by shoppers in a similar survey
undertaken in 2020. For reasons explained in the earlier survey, neither number can be considered
absolutely reliable. Field visits by the APA undertaken after last year’s survey revealed universal use of
masks, hand sanitizer and signage at some locations where some consumers reported they hadn’t seen
any available. As in 2020, the APA assumes that consumers are not trained observers and may have
missed some PPE measures implemented by dealers.
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3A. What PPE was used?
Of the respondents that used PPE, almost 99% of respondents (277 of 280 for this particular question)
indicated that they wore a mask or face shield during their visits. Among the four “other” responses, one
of them noted a face shield was used, leaving just three respondents with no face covering during their
visit. A high level of compliance was anticipated due to the government regulations in effect.
256/280 (91%) of respondents reported that they used hand sanitizer or wipes during their visit.
The results compare favourably with the APA’s 2020 survey in which only 75% of respondents reported
wearing a face mask or covering, and 68% reported use of hand sanitizer. The 2020 results saw the use
of PPE increase significantly between the beginning of the pandemic in March to May 2020, and the
months of June to August 2020. The 2021 findings are in line with the June-August 2020 results and
indicate that there was no evidence of attrition or a “fade” in compliance one year later.
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Q4 & 4A) Test Drives
4. Did you take a test drive during the car-shopping process?
93/309 (30%) of respondents did not take a test drive during their buying process. Roughly half of the
“no test drive” respondents went on to purchase a vehicle.
Among the new car buyers, 66/219 (30%) did not take a test drive prior to signing an agreement.
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Among the used car buyers shopping at either independent or franchised dealerships, 9/69 (13%) did
not take a test drive prior to signing an agreement.

4A. Who accompanied you on your test drive?
Of the respondents who did take a test drive before their purchase, only 47/216 (22%) reported that
they were accompanied by a salesperson (or a garage owner). About half brought a family member or
friend, and one third did the test drive solo. The findings reveal that dealerships made significant
changes to their processes to reduce the risk of exposure to their customers and personnel during
COVID-19.
In the 2020 survey, an even smaller 15% of respondents reported being accompanied by a salesperson,
with the remainder accompanied by a friend or family member or driving solo.
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Q5 & 5A – E) Purchase & Delivery
5. Did you purchase a vehicle in 2021?
Of the shoppers surveyed, 70% purchased a vehicle. For the remaining segments of Question 5, only the
respondents who purchased are included.
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5A. When did you take delivery of your vehicle?

Nearly all 26 “Other” responses indicate that they have not yet taken delivery. Some write-in comments
indicate that shoppers are well aware they will be waiting into 2022, with several comments citing
January to March deliveries. Some examples:
•
•
•
•
•

“Ordered last March, still waiting for delivery F150”
“Delivery not expected until Spring of 2022”
“Haven’t received it yet due to production delays.”
“Won't get delivery until 2022”
“Bought a 2021 Toyota Camry July, n.a., await 2022 car, Nov.?”

5B. Was the vehicle delivery different due to COVID-19?
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Over 50% (119/223) of buyers indicated no difference in delivery.
Reviewing comments made elsewhere in the survey by respondents who did report a change in the
delivery, 20/68 (30%) indicated that the vehicle they initially wanted was not available (see question 7A
for further insight into this) so the answers to this question are likely capturing more than just changes
made to implement COVID-19 public health and safety protocols.

5C & 5D. How many dealerships or manufacturers did you visit online/virtually during the car-buying
process? / How many dealerships did you visit in-person during the car buying process?
Online/Virtually

In-Person
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As observed in the 2020 survey, shoppers visited more dealerships or manufacturers online than inperson. Further, the 2021 survey results indicate a higher average number of “online/virtual” visits than
the 2020 survey did, despite the higher average age of respondents in the 2021 survey. For 2021:

•
•

The average number of online visits per shopper is: 2.8 dealerships
The average number of in-person visits is: 2 dealerships

Out of the 21 respondents who visited 5 or more locations in-person in 2021, only 3 of them visited less
than “5 or more” locations online/virtually, indicating a very low number of people visited more brickand-mortar locations than websites.

5E Please rate your comfort level with your personal health and safety during the car-buying process
Nearly 90% (198/223) of respondents rated their level of comfort as 8 out of 10 or higher, with the
median response being 10 out of 10 and the average being 8.8 out of 10. That is a very high rating.
The average score for franchised dealerships is 8.8 out of 10. The average score for the small sample of
14 independent retailers is lower at 8.0 out of 10.
Comments from consumers who provided the lowest ratings (1-6 out of 10) show roughly half (8/15
responses) noting at least some concern with the dealership’s COVID protocols, and a further 5/10 with
a complaint about the dealership’s sales practices during the purchase rather than Covid-related
concerns. That is a broader understanding of “personal health and safety” than the question was
intended to capture.

In APA’s 2020 survey, the median answer was 8 out of 10, with an average of 7.7 out of 10, indicating
that public confidence in the safety measure implemented by retailers has improved over the last year.

Q6) Did you purchase or lease a car pre-COVID (i.e., before March 2020)?
A nearly 50/50 split shows that half of respondents were first time buyers. This response is unreliable,
keeping in mind that over 50% of respondents are over the age of 65. The equivalent question in 2020
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was framed differently: Comfort level with personal health and safety during your last car shopping
experience before COVID-19.
“Comfortable” appears to have been interpreted more broadly by some respondents to include
concerns related to the integrity of auto retailing practices that predate COVID-19.

Q7) Did the COVID-19 pandemic impact your car-shopping experience?
•
•
•
•

45% of new car shoppers reported an impact
51% of used car shoppers reported an impact
25% (61/241) of new car shoppers indicated the vehicle they wished to purchase was
unavailable
21% (14/66) of used car shoppers indicated the vehicle they wished to purchase was unavailable
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7A. Please select the factors that impacted your car-shopping experience. Select all that apply
Among the 46% of consumers who reported being affected by COVID-19, the impact was
overwhelmingly due to disruptions the pandemic has caused with the supply chain. Only 7 respondents
cited personal health concerns about public transit or shared transportation.
Write-in comments for the 51 “other” responses include various comments about the chip shortage,
delays in getting specific models/options/colours in a timely manner, and uncertainty about which
vehicles are actually available.

Q8) Is there anything that you would do differently during your next car-shopping experience?
Out of all respondents, 58/283 (20%) answered that they would do something differently during their
next purchase experience.
The 2020 survey asked this as an open-ended response question, which saw 43% of respondents suggest
that they would have made changes (see the comparisons in 8A for more details).
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8A. What would you do differently during your next car-shopping experience? Select all that apply
Among the 58 people who would do something differently, only 12 (20%) included alterations to social
distancing, PPE, etc. related to COVID-19. This indicates a relatively high degree of confidence in the
public health measure undertaken by dealerships.
The comparable figure from the 2020 survey is 29/158 (18%).
26/58 (40%) of respondents noted they would prefer to do more research ahead of time.
25/58 (40%) of respondents who chose “Other” provided additional information in their write-in
comments. Some examples:
•
•
•
•
•

“Get a better ETA from the dealership. It was supposed to be 3 to 4 months, it is now 7 months
and still waiting”
“Consider online purchase instead of physical, factory order the exact model and trim level”
“Ensure they have the exact model that I am looking for! Was misled by several dealerships.”
“Less visits to the dealership and more electronic communication”
“Dealer used a bait & switch, by then we had invested heavily with our time and were already
committed”

For comparison, here are the numbers from the APA’s 2020 survey relating to things shoppers would do
differently:
16/68 (24%) of respondents would have done more social distancing or would bring/use more PPE.
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13/68 (19%) of respondents wanted to do more ahead of their purchase. Common responses included
more research online, including expanding their search to other vehicles, and asking more questions by
phone or email

9. Is there anything the dealership(s) should do differently during your next car-shopping
experience(s)?
In all, 74/268 (28%) of respondents would like dealerships to do something differently during their next
vehicle shopping experience. That’s higher than the 20% of respondents who would change their own
behaviours the next time around.
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9A. What should the dealership(s) do differently during your next car-shopping experience(s)? Select
all that apply.
Contrary to question 8A, in which just 20% answers indicated that the shopper would make any changes
to their behavior, over half of the respondents indicated that they would like the dealership to take
COVID-19 protocols more seriously.
60% (47/76) of respondents wrote-in comments for the “other” option. Of these write-in comments, the
majority were not COVID related, but rather feedback on poor customer experience during the buying
process. 6/47 of the write-in comments specifically included a word like “honest” or “truthful”. Some
other highlights include:
•
•
•

•
•

“Make their web site more comprehensive. Available models clearly”
“Stop playing the "haggle" game...! i.e., Salesperson has to talk to manager for new prices, while
we all know the game...!”
“Should be more open to online shopping of cars. From my experience some have been
resistant in that they will put in-store customers first before responding to your emails if you are
dealing with them online. It makes it more of a drawn-out process and also doesn't instill any
sort of trust or confidence in the dealership.”
“Not mislead about delivery dates or make promises they can't keep about the existing lease.”
“Factory order exact model and trim, delay purchase until inventory levels return to normal”

And there were also some COVID-19 related write-in comments:
•

“The dealership has made a great effort to keep their customers safe. They should in some way
inform the customers of all the steps they’ve taken to ensure customers’ safety. I had to observe
and ask what actions they had taken.”
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•
•

“Sanitize vehicles between test drives”
“Everyone should know if you are vaccinated or not”

For comparison, in APA’s 2020 survey, 79 respondents wanted the dealership to do something differently:
30/79 (38%) of respondents wanted the dealer to provide/use PPE more effectively or implement better
social distancing.
21/79 (26%) of respondents wanted the dealer to offer a better buying experience (common responses
included providing more information upfront or before entering the dealership, offering a better price
given the circumstances).

Q10) When purchasing a vehicle from a registered dealer, the rights of the buyer are protected.
Before today, how aware were you of this fact?
115 (37%) responded “Very Aware”
124 (40%) responded “Somewhat Aware”
65 (20%) responded “Not at all Aware”
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8 (2.5%) responded “Don’t Know”

Q11) Before today, had you heard of OMVIC (Ontario Motor Vehicle Industry Council), Ontario’s
vehicle sales regulator?
62% answered yes, 36% answered no.
The majority of respondents to this survey either subscribe to the APA Newsletter with a strong
consumer protection theme to its content or reached out to the association for information prior to
buying a new vehicle. In all, 78% are 50 years old or more. The high level of awareness measured for this
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cohort is likely reliable but may not correlate with the general population.

Q12) Please select the item(s) which to the best of your knowledge describe(s) OMVIC's (Ontario
Motor Vehicle Industry Council) role.
Respondents appear to have a very good idea of OMVIC’s role.
OMVIC’s complaint conciliation activity was the best-known activity at 44%. This is consistent with what
salespeople have told the APA about OMVIC in secret shopper investigations. (The other roles that
salespeople mention frequently are licensing and discipline.) The APA believes that OMVIC’s complaints
and mediation service is an important component of the OMVIC brand and responsible for a significant
amount of the goodwill associated with the OMVIC name among consumers.
Answer 6 Regulates motor vehicle safety inspections in Ontario is incorrect. It was chosen by a small
number of respondents, suggesting that answers to other possible responses are relatively reliable.
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Q13) Please provide any additional comments you would like to share with dealers about your recent
car-buying experience.
In total, the APA retained 93 write in comments out of the total of 109 additional comments (we
excluded responses like “nothing to say” and answers applicable to BC and Quebec or supporting the
work of the APA). Comments break out as follows:
•
•
•

13 relate to COVID-19 issues around public health and safety
12 concern issues surrounding vehicle availability and delivery, also considered a COVID-19
issue. Among these, delays for the F150 pickup were mentioned by three respondents.
53 relate to business practices at car dealerships generally.
o Among these, 26 were negative and 25 were positive. A further 2 responses mentioned
both positive and negative experiences at different locations.
o Among brands mentioned:
 4 positive Tesla comments
 3 positive Toyota comments
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1 negative comment each, for Hyundai, Subaru, Honda, and Lexus
2 negative and 1 positive comment for Ford

Below are the write-in responses received for this question:
The dealership was friendly and helpful.
I worry about delivery lead times and the price of new replacement vehicles!
Generally, pretty good although a few were barely present probably due to the difficulties surrounding
supply
We put a down payment on a 2021 truck, we were very DISSAPOINTED when we were notified closer to
date of delivery that the vehicle was not going to be delivered and we were refunded our down
payment. We wish the dealer could have done more to complete the sale.
Since 2010 I have bought 2 new Toyota's from *****, an APA dealer in Toronto. Their service and Covid
safety measures were very good. As I knew which car I wanted, most of the process was done through
the internet. They delivered the new car in Waterloo where I live, which was very convenient.
Have better answer on delivery date when asked. I still don’t know why my vehicle isn’t manufactured
when other F150 customers received their vehicles and placed their orders one month after I ordered
mine.
I was pleased with my experience purchasing a used vehicle from ***** (franchised dealership).
Less choice of vehicles
Stop underhand practices like adding etching to a vehicle and then telling the customer it has to be paid
for. Stop lying about freight and PDI fees. Try being truthful and honest!
The dealership was very accepting of me keeping my distance, wearing a mask, and constantly sanitizing
my hands. The salesman was very happy to let me take a test drive without being accompanied.
I appreciate my dealer’s efforts in making the experience as safe as possible. I especially felt the
requirement to book an appointment was an excellent precaution.
Lots of online ads are bait & switch tactics by dealers. Lots of cars are not available for sale upon inquiry,
yet ads are reposted or renewed after a supposed "sale". Conveniently, the dealers have another
example of the model at a much higher price. Regulators should fine franchise dealers for relying on
these fraudulent sales tactics.
I found a salesperson at a dealership that was great to work with. I will be a return customer.
We were sold a car that was noted in its manual as not recommended to do what we wanted with it,
despite telling them we wanted it for that reason. The salesperson we dealt with did not know this, or
properly look into it before we bought and drove off the lot.
Despite the limitations imposed by COVID, it was pretty smooth, and the dealer was well prepared and
had protocols in place
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I spoke to salesmen at 3 dealerships and purchased the car from one who always answered my
questions and got back to me quickly with information but was never pushy.
OMVIC does NOT provide complaint mediation/resolution for the car buying public EXCEPT for certain
brands (to my knowledge).
I found them very unhelpful and unwilling to talk and negotiate
They said anything to get us to buy the car. All lies - just trying to get as much money out of us as they
could.
For us it was about health and safety re COVID. There were no problems with vehicle testing or
availability. maybe because we bought the top model available. Overall, a good experience.
Need more electric vehicles available for purchase!
It was a satisfactory relationship.
Our dealer, Kingston ****, is exemplary in caring about its customers. We have bought three vehicles
there with no complaints at all. They handled Covid as well as could be expected.
Tesla method of sale is the future
Overall, the experience was a satisfying except when finance dept. wants to try to upsell you on
everything.
**** Toyota was great to deal with. Purchased two new vehicles from them.
Covid restrictions have reduced the amount of driving I do. I was considering a new vehicle but with less
driving I've decided to wait.
I presently drive a 1990 Chevrolet police pack with the rubber floor, originally purchased from a dealer
who sold to the city. That's the kind of car I want to buy, a heavy duty, rubber floor model. A Ford
dealer hung up on me mid-sentence.
Survey seems to lean towards Covid safety. Maybe would have gotten a better response if you asked
about servicing at dealerships or garages
Excellent experience
Felt and was as safe as possible at **** Subaru, mask offered, sign-in, hand sanitizer required, social
distanced.
Dealer made misrepresentations
We just need to be back to normal
Continuing to embrace 'come into the dealership so we can talk' mindset is just going to push people
more and more to newer companies that are up-front on pricing. My previous purchase was with the
only dealership willing to give me an online quote.
120

Be honest and avoid misinformation. We were told that due to chip shortages the next model will not be
available soon (“…maybe a year out.”). Two weeks later Mazda announced newer model - it was
disappointing.
I purchased a car, but I haven’t gotten it yet. It was ordered over 3 months ago. The dealership
intimated promised deliver in 3 weeks.
Tesla provides excellent service as part of the purchase process.
There was a large difference in the amounts offered for my trade in.
Salesperson brought the car to my house for test drive avoiding need to go to dealership until final
paperwork and delivery. Gave option to accompany me. Found this to be very effective during the
pandemic and would see as value added in the future.
Dealer tried to rip me off on a trade-in. I had to really fight for a good deal. My 4th Subaru and they still
tried to screw me.
We were very fortunate and had a wonderful salesperson at our local dealer
You have taken advantage of temporary supply shortages to make a few extra $ and it will cost you
brand loyalty in the long run. Brand loyalty takes years/generations to build but it is incredibly strong
once you have earned it. It may not survive your price gouging.
I would like more information. Car brochures and specifications available from manufacturers websites.
Better pricing on accessories
Dealerships offer more in the long run
Went well as I purchased from a reputable dealership. (*** Lexus) There were precautions -- besides
stuff like signing in, it was not much different than before
Start giving out discounts again on prices. And/or provide maintenance discounts because people are
paying full price.
I bought Lexus ES 350 in March. After approx. 3000Km I have noticed a linear crack of the windshield
on the passenger side. No evidence stone chip (The crack starts in the part of the glass completely
covered by the frame!). The car was driven only in the city, at low speed and parked in the garage. Two
dealership service representatives immediately diagnosed this is chip related, without serious
inspection. Speedy Glass agreed that this is stress crack. Subsequent re-evaluation Lexus main office
concluded that environmental factor was responsible, without explanation. What was it - cosmic dust?
Elephants? Garage tornadoes? I am still looking for explanations. This is my first and last Lexus!!!!
The first dealership offered very little information but generously allowed me to test drive two different
vehicles. They would give me only the list price and nothing other than that. The second dealership gave
me a wealth of information about the vehicle I decided to buy, told me about incentives available and
comparative costs and standard/optional equipment between the 2020 and 2021 model years. I bought
at the second dealership.
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Looks like they are new to email inquiries from their website. I am ready to buy, and 2 of 3 dealers never
even bothered to reply to my inquiry.
Vehicle familiarization and explanation at delivery was virtually non-existent vs previous experiences.
Not sure if that was Covid related or just the dealer’s normal practice.
Simple and efficient buying process.
Lead-time was very long from purchase date to delivery date, understanding that Covid19 played a
significant roll in this issue.
Only learned of OMVIC as there is a fee dedicated to OMVIC when making a purchase
Lack of integrity continues with the dealerships. Particularly the Acura dealer we purchased our vehicle
from.
There was a lack of inventory.
Dealers should be more open to the online process of buying vehicles, especially since at the end of the
day it is a sale. It should be treated with equal importance as in-person sales and hence prompt and
thorough communication with buyers is needed.
Visits were arranged by appt. Sales staff were very respectful and took all necessary precautions to
ensure safety and public health guidelines.
Web site selection system is very poor esp. Ford dealer. Hyundai fails to state what charges are for and
pads prices.
Toyota dealer came with us on the test drive which was uncomfortable. The rest of the dealers let us
test drive independently which was much nicer
Fixed pricing. No need to haggle or consult with the mysterious business manager behind the curtains.
Consider the customer’s circumstances.
Many years ago, we put a trailer on consignment at Barrie RV one of the things we liked was the OMVIC
sign on the door. He was charged for 3 million dollars of theft and fraud… we lost $22,000 and sadly
because it did not have an engine we were not compensated. Something that needs to change to
protect buyers and sellers of more than just things with a motor
We are very fortunate to have APA and others looking after our best interests
As my lease expired, I wanted to extend my lease as the 2021 model was supposed to be ready in July.
Dealer was not too willing to assist in getting my lease extended until the car was delivered which they
estimate to be in December or early part of 2021
My car buying experience was really an unpleasant experience. I am a black female, and I went alone to
the same dealership where I purchased my car back in 2018. The sales associate wasn't really helpful I
found him pushy. He was just trying to force me purchase the car. I was trying to ask relevant questions
about the car cost and the features, and he was very dismissive and vague. I will definitely not be
purchasing my next car with this dealership. In addition, this dealership really doesn't take many
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precautions to ensure that clients are safe from contracting the virus. They only thing they have done is
required people to wear mask, but I didn't see much other preventive measures taking place.
Tesla does it best ... take lessons
Keep trying to make the experience as normal as possible
All went well no problems
OMVIC is needed!
Today’s Buyers are very educated in ways researching the Autos & Prices ... Don’t insult their
intelligence… that's a sure way of losing a potential customer for good.
It would be great if a dealer would guarantee a used vehicle mechanical condition for a minimum of 6
months after purchase and also offer a reduced repair cost for a *3-month period if should anything
happen to fail after the 6-month purchase period has expired (*i.e., a simple one-time only reduced
repair cost).
The car buying process at Tesla has restored trust in “car dealerships”. It is the only brand currently with
a straightforward and transparent sales and delivery process. The feeling of never knowing if you got a
good deal or the greedy and greasy sales and service dept has gotten out of hand at regular dealerships.
I really hope the sales model Tesla and Rivian bring to Canada forces dealerships to rethink their models
along with the evolution of OMVIC
Some dealers were excellent at conforming to the protection rules and in some dealerships, salespeople
did not wear masks or have social distancing. Some salespeople insisted on coming fir the test drive
which was uncomfortable because of the pandemic situation
Proper maintenance of vehicles that are in the lot, thorough examination of a vehicle before it is offered
for sale.
I purchased my new-to-me 2015 Honda Fit in November 2020. Last winter I noticed that the back
window defogger and the mirrors were not heating up. Now, I have an issue with acceleration and a
"chugging" movement in 1st and 2nd gear (it is a manual). Really doesn't have much pep. My trade-in
(2007 Suzuki) had more power!! Is the dealer responsible for any of these corrections? Thanks
I was very happy with my car buying experience. Amazing purchase, excellent customer service. Overall
great experience!
As per above, customers are more educated on car buying technique and dealer should stop the
"haggle" game
It was easy and quick. We negotiated with the salesperson via text. Pick up was quick and easy.
Buying experience was excellent
Learned about OMVIC on radio
Inspect and give fine to dealer that force me buy car by financing, instead of cash as I want.
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After dealing with OMVIC came to know, it has no authority over the Dealerships. Dealerships can give
false statements to customers about the vehicle components state, dodging their lack of car expertise. It
is strange that OMVIC is made by car dealerships which is a joke; how is it going to protect rights of
consumers rather than dealerships, indeed!
excellent
Although there were COVID practices in place, to be honest I did not feel unsafe at all. Kudos to the
dealership for having thought of everything for their clients.
**** Toyota is wonderful
They are the experts when dealing with their sales staff. Need to do your homework, do due diligence,
ask questions, be prepared to say no, walk away if necessary.
I wish I could have found my classic car at a dealership
Buying from a family-owned dealership in a rural community – very friendly experience.
I purchased an F-150 at *** Auto in Hamilton. The owner was extremely personable making the
purchase easy and quick. I'd return to that dealer and recommend it.
Super important to have a good website to make Covid car shopping easier.
I filed a complaint about a curbsider; however, I don't believe it was investigated.
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