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“Competition from those within and outside of the market
is ever present and is likely to grow if recent trends

towards consumer individuality continue. Getting closer to
the buyer offers clear advantages for manufacturers and

retailers not only in achieving future sales but also in
understanding how cars are to develop a future role in

society.”
– Neil Mason, Head of Retail Research

This report looks at the following areas:

• Will new cars continue to face a challenge from used?
• Is market fragmentation a reality?
• Are dealers still seen as a safe bet for many?

Over the past 12 months the fortunes for the UK automotive sector have improved dramatically as it
has shrugged off many of the difficulties that it was facing in the aftermath of the UK economy entering
recession in 2008. As such, the car purchasing market is now much stronger and confident than it has
been for some time with sales expected to make further positive progress during 2014.

The performance of new car sales is the most obvious illustration of the recent progress that has been
made by the sector. Total private and business/fleet volumes stood up at 2.26 million units in 2013
compared with 2.05 million units in 2012 with Mintel of the belief that a further increase will follow in
2014. Within the market there is a shift away from mid-range models towards smaller and specialist
makes such as MPVs and dual purpose vehicles. There is also a steady shift towards diesel over petrol
with hybrids and electric vehicles as yet failing to make any significant inroads into the market.

The impact of recent changes in consumer preferences towards motor vehicles continues to cause
disturbance within the supplier market. Although around a quarter of new car sales continue to come
from two manufacturers, Ford and Vauxhall, the rest of the sector remains relatively fragmented. Here
the effects of trading up by some and a demand for increased value for money from other buyers are
boosting the fortunes of certain suppliers to the detriment of others.
Mintel’s exclusive research for this report provides additional information on buyer behaviour,
presenting a detailed analysis of the purchasing intentions and preferences of adults when it comes to
the purchasing of cars. It illustrates the wide range of price points that exist within the market as well
as the key groups that are likely to purchase a new or a used vehicle. Our findings show the
importance of certain sales channels when it comes to vehicle purchasing, again with differences for
those purchasing new and used.
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Figure 41: Car brand personality – macro image, February 2014
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Figure 52: Statements about car ownership, February 2014
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Buyers can be found at all price points
Figure 53: Amount paid for last car, February2014

Majority of purchasers spend up to £15,000 on a car

Income plays a big part in the amount spent…
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Men and older adults are also likely to spend more
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Figure 54: Price paid for last car purchased, by statements about car ownership and driving, February 2014
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Shift towards lower price used cars is evident…

… yet this does not appear the case for those buying new
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Traditional retail channels are most important when buying a car
Figure 55: Where last car was purchased, February 2014

Around three quarters of sales through dealers

Private sellers lead over other channels

Different age groups have different preferences…

… with this possibly related to finance
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Large families look for something different
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Figure 57: Where was your last car purchased, by price paid for last car purchased, February 2014

Over half of those spending £7,500 or more buy from a main dealer
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Figure 58: Where was your last car purchased, by statements about car ownership, February 2014
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Over half of all adults plan to purchase a car within three years
Figure 59: Intention on purchasing a car/s in the next 3 years, February 2014

Certain groups should be viewed as important prospects
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Figure 60: Timeframe for future car purchase, February 2014

Younger adults appear interested in buying sooner

Urban buyers most eager to purchase

Income, not surprisingly, also has an influence on purchase timeframe

New and used cars record equal preference
Figure 61: New or second hand purchase, February 2014

Age appears to play an important part in the purchase decision

Groups planning to buy new are also those most likely to purchase in the next three years

New cars set to feel the benefit of short-term purchasing plans
Figure 62: New or second hand purchase, by timeframe for future car purchase, February 2014
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Price is key when purchasing
Figure 63: Importance of factors when purchasing a car, February 2014

… although reliability registers broader importance overall

Different groups prioritise different factors

Factors associated with car use are also important
Figure 64: Importance of other factors when purchasing a car, February 2014

Men and women looking for different things

Older adults are typically more demanding

Higher earners focus on comfort, design and quality
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Searching is an important part of the purchase process
Figure 65: Agreement with statements related to buying a car, February 2014
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Older adults seek out particular factors when it comes to purchasing
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Figure 81: Statements about car ownership and driving, by demographics, February 2014
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