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What is this report about?

The in-car entertainment (ICE) market has experienced negative
growth since 2007, with car owners generally cutting out non-
essential purchases. In-car CD-audio sales, already slowing due to
the decline of the hard copy music market, have taken a double hit
as the recession led to a reduction in consumers willing to pay for
car audio upgrades. This has been a major factor in the contraction
of the overall market, with CD-audio systems estimated to account
for about 85% of all aftermarket revenues.

What have we found out?

The majority of consumers take a fairly passive attitude toward in-
car entertainment. Nearly half agree that they are unfamiliar with
the latest ICE products available on the market, and less than one in
six agree that they like to keep up with the latest ICE technology.

Halfords is the number one retail store for in-car entertainment.
About one in three say Halfords would be their first choice when
looking for new ICE products.

Most consumers are not brand focused. Only one in five agree that
they tend to stick to brands they know and trust, and only 18% say
it’s worth paying extra for a quality brand.

Nearly half of all respondents agree that having too many in-car
gadgets is distracting.

16-24s are more likely than average to favour in-car Internet and in-
car video. Over half of 16-24s like the idea of in-car entertainment
products that can access the web, compared to one in four overall.
Similarly, two in five 16-24s like the idea of being about to watch
video in the car, compared to one in five overall.

In-car DVD players are more popular among families. Some 9% of
respondents with children had a in-car DVD player in their vehicle,
compared to 3% who had no children. They are most popular among
parents of children aged 5-9, with 14% of this group having the
device fitted into their vehicles.
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