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02 IMPLEMENTATION  
TARGET AUDIENCES, AREAS, AND COMMUNITY PARTNERS  
The pilot was conducted in the California regions that contain 90% of disadvantaged community census tracts, 
as highlighted below. 

 

SAN JOAQUIN VALLEY 
(Underserved rural  

community) 

 

LOS ANGELES 
(High-density urban  

community) 

 

INLAND EMPIRE 
(Adjacent but remote  
X-urban community) 

 

Community Partner Organizations  
Understanding, trust, and authenticity are critical factors in driving successful engagement with equity 
audiences. For this reason, community partner organizations were the central element driving the design, 
implementation and measurement of the pilot outreach and engagement initiatives. They know the unique 
challenges equity audiences face and how to engage them in authentic ways that resonate, as they do it 365 
days a year. The community partner organizations involved with the pilot included:   
 

 

VALLEY CLEAN AIR NOW  
Lead Community Partner Agency and San Joaquin Valley Outreach Partner  

A 501(c)(3) public charity committed to quantifiably reducing air emissions 
in California’s San Joaquin Valley, the region with the worst air quality in 
the United States. 

Valley CAN served two roles in the pilot – Coordinating and managing all 
community partner pilot outreach activities and engaging the underserved 
rural community in the San Joaquin Valley.  

Additional Partner Information  https://valleycan.org/   
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04 INSIGHTS AND LEARNINGS    
Through an analysis of quantitative and qualitative inputs collected from the pilot, behavioral sciences 
application, and automotive industry and equity audience expertise, Valley CAN and Maritz Automotive  
have identified significant insights that should be considered moving forward with future engagement and 
outreach activities.  
 
There are significant differences between the audiences we engaged and those who purchased/leased a 
vehicle through the CCFR program.  
 

PILOT STAGE 1 SURVEY DEMOGRAPHICS 

 

CCFR POST SALE SURVEYED BUYERS — ALL BRANDS  

 
CCFR POST SALE SURVEYED BUYERS — HYUNDAI  

 

CCFR POST SALE SURVEYED BUYERS — CHEVY  

 
CCFR POST SALE SURVEYED BUYERS — TOYOTA  
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The pilot engagement and support made it easier for many of those we engaged in underserved 
communities to buy/lease an EV and significantly influenced their decision to purchase/lease an EV.  

50% 
of Stage 2 Survey respondents said  

the information and support provided  
by the pilot made the process of 

buying/leasing an EV easier for them. 

71% 

of Stage 2 Survey respondents said  
the pilot engagement and support 
influenced their decision to buy or  

lease an EV in a positive way. 
 

The Pilot’s three-phased engagement approach was extremely effective in driving awareness and interest 
in EVs and CCFR in underserved communities, especially those in-market to buy/lease a vehicle now.  
The pilot’s Stage 1 survey showed the majority of those who took action after the first engagement with the 
pilot were in-market to buy/lease a vehicle in 6 months or less.   

What is your expected time frame for buying a vehicle? 

58% 
ASAP 

20% 
1–3 Months 14% 

3–6 Months 
8% 

6–9 Months 
to 1 Year 

 

Fuel efficiency and price were the two biggest factors in motivating our pilot audience’s decision to 
purchase/lease a new vehicle.  

41% 
Fuel Efficiency 

31% 
Price 11% 

Quality 11% 
Safety 6% 

Other 
 

Equity audiences in these markets have significant interest in EV full size pickup trucks, minivans, and 
work vans, but have not converted to EV yet due to lack of vehicle options.  
We identified several individuals who told us they were ready to convert to EV now, but they require larger 
vehicles for work and/or family purposes and the lack of larger EV vehicles has prevented them from 
purchasing an EV.  

The average new vehicle purchase/lease budget of those we engaged who completed the stage 1 survey  
was $11,235.  
This amount is significantly lower than the starting price of the most affordable EVs currently on the market 
(as of March 20222).  

2022 Nissan Leaf  
Starting price: $28,425 

2022 Mini Cooper SE Hardtop  
Starting price: $30,750 

2022 Chevrolet Bolt EUV 
Starting price: $32,495 

2022 Mazda MX-30 
Starting price: $34,695 

2021 Hyundai Kona EV 
Starting price: $35,245 

2021 Kia Niro EV 
Starting price: $41,205 
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Vehicle inventory challenges significantly impacted the pilot’s ability to convert those in-market car 
buyers to take action. 
The vehicle chip shortage has made it a challenge for most consumers to buy/lease vehicles, especially in the 
communities we engaged through the pilot. Lack of EV inventory at retail decreased our audience’s ability to 
shop both online and at retail. Retailers were also pricing EVs significantly over MSRP, pushing these vehicles 
further out of our audience’s price range. Other Retailers offered their customers opportunities to put down a 
deposit to get on an EV waiting list, creating another significant barrier to EV purchase/lease for underserved 
communities.  

Cox Automotive/Moody’s Analytics Vehicle Affordability Index measuring the median number of weeks of 
income needed to purchase the average new vehicle increased significantly between April 2021 and April 
2022. from 33.8 weeks to 40.6 weeks.  

 

In January of 2022, the average amount paid over list 
price for the Hyundai Ioniq 5 EV – +$2,813 
Source: Edmunds 
Claudine Hellmuth/E&E News 
 

In January of 2022, the average amount paid over 
list price for the Kia Niro EV –  +$1,630  
Source: Edmunds 
Claudine Hellmuth/E&E News 

The majority of those who engaged with the Stage 1 Survey were in-market to purchase/lease a new 
vehicle vs. a used vehicle.  

64% 
New Vehicle 

36% 
Used Vehicle 

The majority of those who completed the Stage 1 Survey who were in-market to purchase/lease a vehicle 
had some level of knowledge about EVs.  

How much do you know about electric vehicles? 

https://www.coxautoinc.com/market-insights/apr-2022-vai/
https://www.coxautoinc.com/market-insights/apr-2022-vai/
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32% 
No Knowledge 

53% 
Some Knowledge 13% 

Very Knowledgeable 2% 
Expert 

In addition to increasing awareness of CCFR, the pilot increased awareness of other California EV reward 
programs. Several of the individuals we engaged requested additional information about other rewards 
and if it was possible to “stack” multiple rewards.  

Phone bank and social media comments identified several individuals who were motivated to research EV 
ownerships costs due to current high fuel prices and inflation’s impact on maintaining a vehicle, making it 
nearly impossible for them to afford an internal combustible engine vehicle now.   

Several of those engaged by the pilot commented that the current $750 CCFR reward amount was not 
nearly enough to help them afford a new EV.  

Comments and discussions associated with pilot social media posts, and comments documented by phone 
bank staff, identified four significant hurdles that need to be addressed to drive adoption of EVs within 
underserved communities. 

CA POWER GRID CONCERNS 
“What happens when everybody has their state-Manda EV 
and they tell you that you can't charge them because the 

grid, (which is at capacity right now without them), is 
overloaded?” 

“If EVERYONE in the US brought home an electric car 
today, there wouldn’t be enough electricity (oil made) to 

charge them!! FACT!! The electric Grid would Fail!!” 

“We don't have an electrical grid that's good enough to 
charge all this It's all smoke and mirrors.” 

“Just make sure you don't charge it between the hours of 4 
PM and 9 PM, or during rolling blackout periods...” 

“…and don't forget the power grid that is under repeat 
black-out stress already, and your goanna increase the load 

on this shaky network and claim PROGRESS?” 

CHARGING CONCERNS 
“I have problems paying my electric bill now!!!  

Are you nuts?!” 

“Where do you suppose, everyone is going to charge their 
cars? The infrastructure for electric cars is not there yet!” 

“While they are working, most companies do not have 
charging stations for these cars this is especially true for 

manufacturing companies.” 

“The only companies that provide charging stations are 
companies were employees are office workers working  

at a desk.” 

“The incentive will die as soon as people realize that access 
to charging your car will be limited.” 

“We have one charging station in our neighborhood... 
 after 7 years...” 

BATTERY LIFE CONCERNS 
“…and don’t forget replacement of the battery is going to be 

a small fortune.” 

“Once most people drive an electric vehicle, the government 
will charge you to have it disposed of when its battery is 

fully depleted of useful life.” 

“How much does it cost to replace the battery, and where 
do the batteries go when replaced?” 

“With all the money we're saving on gas we are just banking 
the money in our savings since we know we will need to 

replace the battery in a 5+ years from now. 

CAN’T AFFORD AN EV EVEN WITH REWARDS 
“I can't afford to buy a new one on my own,  

even with the rebate.” 

“I can't afford it on its own. The (CCFR) rebate is not 
enough.” 

“I can't afford an EV at the moment even if you  
include the rebate.” 

“This rebate isn’t enough.” 

“Also, the initial CCFR incentive is real low for people who 
would like to use it.” 
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“Here’s the reality with electric cars… the battery 
Technology is still not there.” 

“Battery replacement is ridiculous. Any money you saved on 
gas will go to the batteries and then some.” 

“It’s almost impossible for him to get an EV with the  
750 help.” 

 

 
 

Pilot engagement has identified four unique EV behavioral segments within the communities we engaged 
during the pilot.  
The collection and analysis of pilot data, survey inputs, phone bank and social media comments/conversations 
has provided us deeper understanding of the hurdles and support underserved communities need to transition 
to EV. We believe applying this understanding to future engagement is critical to closing the gap in 
underserved communities becoming EV adopters.  
 

SEGMENT  1 
EV DENIER 

Will never buy an EV and cannot be 
convinced otherwise.  

SEGMENT 2 
CAN BE CONVINCED TO BUY/LEASE  

Would purchase or lease an EV, but have 
significant concerns about the power grid, 
battery life, and charger accessibility that 
must first be overcome before they will 

consider an EV.  

SEGMENT 3  
READY TO BUY/LEASE WITH 

ADDITIONAL SUPPORT   
The EV shopping/purchase experience can 
be particularly overwhelming for those in 
underserved communities, but with some 

additional support in this area, many within 
this segment will become an EV adopter.  

SEGMENT 4 
CURRENT REWARDS NOT ENOUGH 

Currently have an interest in purchasing/leasing 
a new EV, however even with the CCFR reward, 

they still cannot afford a new EV. 
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