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Foreword 

Welcome to the BCA Used Car Market Report 2008. 

Given the changing economic circumstances in the 

United Kingdom, the used car market is evolving 

rapidly and becoming ever more important. 

BCA’s aim to provide the used car industry with 

meaningful information and analysis sees this year’s 

report taking a new approach. Certainly, the report 

contains the bases of longer-term analysis, and it 

has also taken on a new persona in format. 

Our new editor, Professor Peter N C Cooke, the KPMG Professor of 

Automotive Management, the Centre for Automotive Management at The 

University of Buckingham is a well-known commentator on the automotive 

industry.  

He and his team have sought to retain the best aspects of the long-

established report, and also introduce a new, more proactive evaluation of 

the used car marketplace.  

The importance of the used car market is becoming more widely recognised 

as an integral part of the automotive industry. In a mature market, there are 

relatively few truly ‘incremental new cars’ sold each year. The majority of new 

cars are, in reality, replacements for existing cars – and invariably the equity 

in existing used cars has to be released before a new car or newer used car 

sale can be concluded. 

Given the current uncertainty in the UK economy; whether rising inflation, 

escalating fuel and energy costs, raw materials, food or simply the feel-good 

factor, and the potential implications for the automotive sector, the Used Car 

Marketing Report could be considered most timely for everyone involved in the 

used vehicle industry. 

 

Jon Olsen 

CEO 

BCA Vehicle Remarketing 
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Introduction 

We are pleased to bring you the BCA Used Car Market Report for the 18th year 

in succession. 

Our 2008 report aims to provide the same valuable insight into the latest 

developments in the UK used car market that each of our previous editions has 

done. 

As usual, the UK Market Review is based on statistical information from national 

sources. This is updated and compared with previous years’ information to 

provide an authoritative assessment of volume and values trends in the used car 

market.  

The Consumer Perspective is based on a specially commissioned BMRB 

International survey of 2,100 UK car owners. This contains a review of the major 

issues that have an effect on used car buyers when deciding which car to buy, 

where to buy from, what motorists expect to get for their money when buying a 

used car, what type of car to buy next and so on. 

The Consumer survey also looked at the highly topical issues on how the ongoing 

credit crunch might influence car owners’ decision on when to change their car, 

what measures they might take to offset the spiralling cost of fuel – and whether 

the higher vehicle excise duty announced in this year’s Budget could affect what 

car they buy next time. Motorists were also asked what measures they were 

prepared to take to reduce their personal motoring carbon footprint. 

The European section of the Used Car Market Report contains updated trend 

information on its new and used car markets. 

This year’s report also examines a number of issues of potential strategic interest 

to the sector. Thus, the importance of a healthy used car industry is reviewed – 

few new vehicles are sold without there being a used vehicle to be replaced. 

Another chapter, under the somewhat portentous title of ‘Tectonic Shift’, 

considers the strategic change in direction of the used car industry, changing 

used car buyer profiles – and their potential implications. A further chapter 

examines a series of strategic issues that may become more relevant during the 

next year or two, even if at this stage they are only ‘coming onto the radar’. 

BCA is pleased to continue to provide this unique and invaluable market report to 

all those closely associated with the UK automotive industry. 
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Overview 

UK car market falls in 2007 

Combined UK new and car volumes slipped from 9.7 million units in 2006 to 9.5 

million last year, some 300,000 cars less than the high of 9.8 million reached in 

2003. 

Market volume new vs. used 
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UK new car registrations rose by 2.5% and 59,000 units to 2.4 million in 2007, 

accounting for 16.3% of Western Europe’s (EU15) new car market compared with 

17.3% two years earlier. 

Despite this rise, the UK lost the second place it had held for six years in the 

European new car league, falling 86,000 units behind Italy’s highest ever figure of 

2.5 million. While Germany remains Europe’s biggest new car market, it suffered 

a marked 9.2% and 320,000 unit fall to 3.15 million in 2007. 

Following two year’s growth to a seven-year high of 7.4 million in 2006, used car 

market volumes slipped back to 7.1 million units in 2007 – still over the seven 

million mark for four of the past five years. 
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UK car market value 

Higher new car volumes helped overcome the fall in used car sales in 2007 to 

hold the UK car market value at an all-time high of £66.3 billion for the second 

year running. 

Market value new vs. used 

27.5

29.4

28.4

29.8

32.4
33.0

32.432.2

32.4

33.5

29.2

28.3

27.3

25.4

28.1

32.0

30.0

32.3

33.9
33.3

22

24

26

28

30

32

34

1998 1999 2000 2001 2002 2003 2004 2005 2006 2007

£ 
b

ill
io

n

New Used

Source: Omnicar 

With the exception of 2001, when used car volumes fell to a low of 6.4 million 

units, and recovered strongly in 2005/2006, new and used car market values 

have taken a similar path over much of the past 10 years. 

High new car sales between 2001 and 2003 saw the new car market value climb 

to a record £33.5 billion, falling back to around £32 billion for the next three 

years as new car volumes slipped – rising to £33 billion as new car sales staged 

a recovery in 2007. 

Three years of falling sales pushed the used car market value down to £25.4 

billion in 2001, thereafter climbing to an all-time high of £33.9 billion in 2006 as 

used car volumes rose by a million units over five years – before slipping to £33.3 

billion as used car volumes fell back in 2007. 
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The new car market 

The value of the UK new car market grew steeply to £33.5 billion in 2003 as new 

car volumes settled over the 2.5 million mark, slipping back by £1 billion as new 

car volumes dipped in the following three years. 2007’s rise in new car sales saw 

the new car market value reach its second highest point ever of £33 billion. 

New car market volume and value 
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After a three-year fall, UK new car registrations rose by 2.5%, and 59,143 units, 

to 2,404,007 in 2007. New car volumes in the private, 25-plus fleet and sub-25 

business sectors all increased in 2007. 

Although the private sector grew by 1.2% to 1.046 million units its share of the 

new car market fell to 43.5% from 44.1% a year earlier. With volumes up 3.3% to 

1.19 million, the 25-plus fleet sector accounted for 49.7% of the new cars 

registered in 2007. New car sales in the sub-25 business sector also fared well in 

2007, rising 5.5% to 163,389 units and 6.8% market share. 

Since 2000, sales of diesel-engined new cars have grown by almost 320,000 

units to 967,436 in 2007 – accounting for 40.2% of new cars sold. The dramatic 

rise in diesel volumes reflects better fuel consumption, improved performance 

CO2-based taxes and motorists looking to improve their carbon footprint. 

The SMMT has revised its new car volume forecasts for 2008 and 2009 in view of 

the impact that the credit crunch, weaker housing market and high inflation is 

having on consumer confidence and new car demand. It expects 2008’s new car 

market to fall by 3.9% to 2.31 million, and 2009’s by a further 3.5% to 2.23 

million units.  
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The used car market 

UK used car volumes fell by 384,000 units to 7.1 million in 2007, due to weaker 

sales in the 0-2 year and 3-5 year age groups. However, the value of the UK 

used car market held relatively firm at £33.3 billion, as higher selling prices largely 

offset the drop in used car sales. 

Used car market volume and value 
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Franchised and non-franchised used car volumes outperformed the market in 

2007, their sales falling by 2.7% and 108,000 to 3.97 million units, compared 

with an overall used car market drop of 5.2%.  

Private-to-private used car sales failed to match dealers’ performance, falling by 

6.1% and 176,000 to 2.71 million units, their share of the used car market 

dropping to a record low of 38.4%.  

• Sales of 0-2 year-old cars fell back from 2006’s all-time high of 1.05 million 

units to 989,000, and 14.9% of the used car sector. 

• Much weaker sales in the 3-5 year age group saw volumes fall 13.6% to 1.95 

million – taking this segment’s used car market share down to 27.6% from 

30.3% the previous year. 

• Strong sales of 6-8 year-old cars pushed volumes up by 5.9% and 92,000 

units to 1.63 million and a 10-year high market share of 23.1%. 

• Sales of 9 years-plus cars fell for the second year, down 97,000 units to 2.49 

million and 35.3% of the market. 
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Consumer perspective 

Thirty-seven per cent of respondents had bought a car in the past 24 months; 

down from 40% who did so in last year’s report – 71% of them opting for a used 

car rather than a new one, compared to 70% in 2007. 

• There is a wide range of issues that provoke motorists into thinking it’s time 

to change their car – ‘age’, ‘reliability’, need for a ‘smaller or bigger car’ or 

‘changed family needs’ foremost among them. 

• While ‘personal experience of a particular make or model’ continues to have 

the biggest influence on motorists when deciding what type of car to look for, 

‘views of family or friends’ and a ‘test drive’ are also very influential.  

• Half of used car owners stress that ‘price’ is a deciding factor in choosing a 

specific used car, two out of five of respondents said they were heavily 

influenced by ‘make and model’, while ‘low mileage’ was critical for a third  of 

car buyers. 

• Motorists remain extraordinarily resolute on what they want from a franchised 

or non-franchised dealer before striking a deal to buy a used car. They want 

‘the right car at the right price’, ‘a good deal’, ‘to buy locally’ and to ‘deal 

with friendly, helpful and professional salespeople’. 

• Sales of diesel used cars rose to 30% of the market in 2007 and now 

account for half of used cars sold in the £10,000 to £20,000 price range, and 

two-thirds of cars sold for more than £20,000. 

• Nearly two out five survey respondents think that they, or a member of their 

family, will ‘certainly’ or ‘quite likely’ buy a used car in the coming 12 months 

– four out of five intending to buy a used car next time they change. 

• Half of motorists say they would consider buying a car that does more miles 

per gallon next time, while nearly a three out of 10 respondents would 

attempt to reduce their mileage to offset the crippling rise in the cost of fuel. 

• Asked ‘how the proposed rise in vehicle excise duty might affect what type of 

car they might buy next’, 28% of motorists said ‘they would move to a car 

with a lower CO2 emission rating’, 22% ‘would look for a car with lower 

maintenance and fuel costs’ – and 16% ‘would consider buying a used car 

instead of a new one next time. 

• ‘Walking more often’ is the measure favoured by 40% of motorists to cut 

their personal motoring carbon footprint, while three out of 10 drivers are 

happy to ‘cut unnecessary of journeys’ or ‘move to a car with lower CO2 

emissions’.  
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Some initial conclusions 

While 2007 may appear to have been a relatively stable year in the used car 

market, 2008 seems to be shaping up to be anything but. 

Among the issues which started in 2007 and have continued, invariably 

accelerating in the first half of 2008, the following merit consideration; 

• Changes in fuel prices have led to growing demand for diesel new and used 

cars. Given the escalation in the price of fuel, the fuel efficiency of both new 

and used cars will be called into serious question more than ever before. 

• While this is essentially a strategic review, the political battle over the 

outstanding two pence per litre increase in fuel duty, which has already been 

slipped, cannot be ignored. The psychological implications of additional fuel 

duty is probably much greater than any practical or monetary effect, although 

it will certainly add further focus to fuel economy – whether on a new or a 

used vehicle.  

• Planned changes in vehicle excise duty, and the continued lack of clarity 

regarding its potential back-dating, may have a long-term impact on used car 

prices, even after the government has restated its case and made the 

outcomes crystal clear. 

From the buyer’s or would-be buyer’s viewpoint, the market for new and used 

cars is probably more complex in mid 2008 than for many years. The whole 

‘acquisition dynamic’ is being challenged by changing costs and cost 

relationship, and by car buyers’ economic and employment prospects and 

security.  

Such challenges are likely to make an already difficult and dynamic market even 

more vigorous in the foreseeable future, as many motorists seek to downsize and 

others cannot resist a bargain – all within the envelope of a potentially serious 

economic downturn, if not recession. 
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UK Market Review 

Used car volumes slip 

The UK’s new and used 

car markets had mixed 

fortunes in 2007. While 

new car sales staged a 

recovery from a three-year 

fall, used car volumes fell 

last year. 

UK new car registrations 

rose by 2.5% to 2.4 million 

in 2007 the sixth highest 

new car total of all time. 

On the other hand, used 

car volumes fell by 

384,000 to 7.1 million units, the fourth time over the seven million mark in the 

past five years. 

The value of the UK used car market held firm at £33.3 billion last year, as higher 

sales values offset the drop in used car volumes. 

Used new car ratios 

The ratio of used car sales to new car sales 

went down from 3.2:1 in 2006 to 3.0:1 last 

year, reflecting the higher new car volumes 

and lower used car sales in 2007. 

Used car market sectors 

Weaker sales in the 0-2 

year and 3-5 year age 

groups saw used car 

volumes fall 5.2% to 7.059 

million units in 2007. 

Both dealers and private-

to-private used car sales 

suffered last year, the 

former down by 2.7% and 

108,000 units to 3.97 

million, and the latter 6.1%  

lower (-176,000 units) at 

2.71 million. 

Car volume trends 
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The value of the used 
car market held firm 
last year 
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Looking at 2007 used car volumes by age of car shows: 

• Sales of 0-2 year-old cars dropped 5.9%, from 2006’s all-time high of 1.05 

million units, to 989,000 and 14% of the used car market. 

Used car market volume by age of car 
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• Much weaker sales in the 3-5 year age group saw volumes fall 13.8% and 

307,000 units to 1.95 million – taking this segment’s used car market share 

down to 27.6% from 30.3% the previous year. 

• Strong sales of 6-8 year-old cars pushed volumes up by 5.9% and 92,000 

units to 1.63 million and a 10-year high market share of 23.1% – as higher 

new car volumes of the early 2000s filter through to this used car sector. 

• Sales of 9 years-plus cars fell for the second year, down by 3.8% and 97,000 

units to 2.49 million and 35.3% of the market. 

Dealers’ used car volumes 

Franchised and non-franchised used car dealers outperformed the market in 

2007, their used car volumes falling by 2.7% compared to an overall used car 

market fall of 5.2%. 

Dealer’s used car volumes fell by 108,000 to 3.97 million units, their used car 

market share rising 1.5 percentage points to a record high of 56.3%. 

 

 

 

Strong sales of 6-8 
year-old cars pushed 
volumes up to 1.63 
million 
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Dealers’ used car volume and market share 

4.03

3.573.613.69
3.87

3.66 3.87

4.01 3.97

56.3

54.8

53.3
53.653.6

54.3

56.6

54.354.8

2.0

2.5

3.0

3.5

4.0

4.5

5.0

1999 2000 2001 2002 2003 2004 2005 2006 2007

%

40

45

50

55

60

m
ill

io
ns

Millions Market share

Source: Omnicar 

• Dealer’s sales of 0-2 year-old cars dropped by 9.7% and 91,000 units to 

854,000 accounting for 86.3% of this market segment. 

• Dealer’s sales in the 3-5 year age group were 11.6% lower in 2007 at 1.54 

million and 79.1% of the sector, compared with 77.3% 12 months earlier. 

Dealers’ used car volume by age of car 
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• Higher sales of 6-8 

year-old cars saw 

dealers’ volumes rise 

23.6% and 184,000 

units to a best ever 

965,000, accounting 

for three out of five 

(59.1%) cars sold in 

this age bracket. 

• Dealers’ sales of 9 

years-plus cars were 

flat at 606,000 in 

2007, edging their 

market share up to 

24.4%. 

Private-to-private use car volumes 

Private-to-private used car sales failed to match the pace set by dealers, falling 

6.1% and 176,000 to 2.71 million units, their share of the used market dropping 

to a record low of 38.4%.  

The private sector lost ground in the prized 3-8 year age group for the second 

year running, down by 15.2% and 164,000 units to a market share low of 25.7%. 

Private to private used car volumes by age of car 
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• Private sector sales experienced a marked setback in the 3-5 year age sector 

last year; used car volumes tumbling 25.6% and 108,000 units to 313,000 – 

its market share falling to a 10-year low of 16.1%. 

Volume share of dealers’ used car sales, by age of car 2007

0-2 years
22%

3-5 years
39%

6-8 years
24%

9+years
15%

 
Source: Omnicar 

Private sales failed to 
match the pace set by 
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• Private-to-private sales of 6-8 year-old cars were also lower in 2007; down 

8.6% to 598,000 units, their share of this segment going down from 42.4% to 

36.6% year on year. 

• Private volumes of 9 years-plus cars fared somewhat better, falling 2.7% and 

47,000 to 1.7 million units for 68.4% of the market sector.  

New and used car market values 

In 2007, the total value of the UK new and used car markets remained at the 

record high of £66.3 billion reached the previous year. 

The new car market value edged 

up from £32.4 billion to £33 billion, 

as new car volumes rose for the 

first time in three years to 2.4 

million cars. The used car market 

value, on the other hand, remained 

relatively flat, as higher sales 

values compensated for the drop 

in used car sales.  

The used car share of the UK market value slipped 0.9% to 50.2%, as rising new 

car volumes regained some of the market value lost in the previous two years. 

While the average sales price of franchised and non-franchised dealers’ used 

cars went up from £6,266 in 2006 to £6,464 in 2007, average private sector 

selling prices were £111 higher at £2,179 last year. 

Value of used car sales by source 
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New and used car market values (£billions) 

 2003 2004 2005 2006 2007 

New 33.5 32.4 32.2 32.4 33.0 

Used 32.0 30.0 32.3 33.9 33.3 

Total 65.5 62.4 64.5 66.3 66.3 

Used * 48.9 48.1 50.1 51.1 50.2 

* as % of total market value 

Source: Omnicar/SMMT 

The total value of the 
UK new and used car 
markets remained at 
£66.3 billion 
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Dealers’ share of used car market value 

Franchised and non-franchised dealers’ share of the UK’s used car market value 

rose to its highest point for six years – up 1.5 points to 77% in 2007, reinforcing 

dealers’ hold on the country’s used car industry. 

Share of used car market value 
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The value of dealers’ used car sales in 2007 remained stable at the record high 

£25.7 billion set the previous year. The private to private share of the used car 

market value edged up from 17.6% in 2006 to 17.7% last year, holding firm at 

£5.9 billion. 

Car parc tops 30 million 

The UK car parc growth quickened in 2007 – rising by 0.3 million to a new high of 

30.2 million cars (see overleaf).  

Strong new car sales saw the car parc rise by three million units between 1998 

and 2004, growth slowing thereafter as new car volumes weakened in 2005 and 

2006 – speeding up again last year as new car sales turned upwards. With new 

car volumes forecast by the SMMT to fall in both 2008 and 2009, car parc 

growth is likely to slow once more until new car sales rise once more.  

The average age of cars went down from 7.18 in 1998 to a 23-year low of 6.69 in 

2004, as several years of higher new car volumes fuelled the car parc. However, 

lower new car volumes since 2005, has seen the average age of cars turn 

upwards to 6.79 years in 2007 – a trend destined to continue as the bulge from 

three years’ of new car sales over 2.5 million works its way through the parc. 

 

Reinforcing dealers’ 
hold on the country’s 
used car industry 

The value of dealers’ 
used car sales 
remained at a  
record high 

Lower new car 
volumes has seen  
the average age of 
cars edge upwards 
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UK car parc – average age of car 
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The average age of company cars was 2.59 years at the end of 2007. While they 

account for 48% of the car parc in year one, very few (4%) survive into year four, 

with half a million units reaching the used car market at between 12 and 24 

months old. 

Number of 6-8 year-old cars increases 

The 3-5 year age group’s share of the car parc dropped 250,000 units to 7.3 

million in 2007 – contributing to weaker sales in this segment. In contrast, the 

number of 6-8 year-old cars on the country’s roads increased by 400,000, their 

share of the parc rising 1.1% to 23.4%, reflected in higher sales in this market 

sector in 2007. 

At the younger end of the car parc, the amount of 2-3 year-old cars continued to 

fall from a high of 5.2 million in 2003 to 4.6 million last year. The number of 9 

years-plus cars rose for the third successive year to 11.3 million units and 37.3% 

of the car parc. 

Fewer cars making it to the 10-year mark 

While 98% of cars still survive until they are five years old, 1% fewer (87%) are 

now making it to the 10-year mark.  

Thereafter the rate of scrappage accelerates quickly to the point where just 71% 

of cars survive for 12 years and 36% still on the roads at 15 years old – 

compared with nearly 40% lasting that long in 1997.  

 

98% of the cars still 
survive until they are 
five years old 
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UK car parc survival rate 
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‘Parc turn’ indicator falls in 2007 

The ‘parc turn’ indicator which shows annual new and used car volumes as a 

percentage of the UK car parc is a useful way of measuring car sales trends.  

With weaker sales of 9.4 million new and used cars, versus a growing car parc of 

30.2 million, the overall UK car ‘parc turn’ fell 1% to 31.5% last year. Higher new 

car sales of 2.4 million in 2007 outpaced the growth in the car parc, pushing the 

new car ‘parc turn’ up from 7.7% in 2006, to 7.9% in 2007. In contrast, the used 

car ‘parc turn’ went down 1.3 points from 24.8% to 23.5%, reflecting lower used 

car volumes and the growing car parc. 

Car parc turn 
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Higher new car 
sales outpaced the 
growth in the car 
parc 
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Dealer vs. private used percentage of car parc 
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Following two years’ improvement, dealers’ used car ‘parc turn’ fell to 13.2% in 

2007. The private-to-private sector’s ‘parc turn’ also dropped last year, to a 10-

year low of 8.9%, from 9.7% the previous year. 

Some stark choices?  

Car owners do not have a bottomless pit of money. What they spend on buying 

and running a car, or cars, has to compete with other unavoidable household and 

family expenditure. While the CPI and RPI prices indices were 4.4% and 5.0% 

respectively at the end of July 2008, this totally belies the real-time cost 

pressures facing motorists. 

RPI; 12 month percentage change July 2008 
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At 12.2%, the cost of food is rising faster than at any time since June 1992, 

before taking into account the spiralling cost of petrol and oil, education up 

13.2%, and motoring expenditure 7.4% higher than last year – not to forget the 

impending rise in vehicle excise duty.  

While some car owners may be able to absorb these costs and not change their 

motoring habits, the majority may well have to make some stark choices – as to 

when, where and what type of car to buy next. During the last serious economic 

downturn in the early 1990s, used car voumes held up much better than new car 

volumes, which slumped by well over half a million units. 

Economic downturn might encourage more traditional new car buyers to either 

trade down to a smaller new car or buy a quality used car instead of a new one. 

And, those very same buyers may well seek to buy their used car through a 

franchised or non-franchised used car dealer rather than deal privately. 

Economic downturn 
might encourage new 
car buyers to trade 
down 



 

 

The Used Car Market – a report by BCA 25

Consumer Perspective 

Motorists’ preferences in buying and owning a used car 

So far, the BCA Used Car Market Report has looked mainly at the volumes and 

values of the UK used car market. 

This Consumer Perspective section focuses on the pattern of car ownership in 

the UK and the key factors that influence motorists when deciding what used car 

to buy and where to buy from. 

BCA commissioned BMRB International to carry out face-to-face interviews with 

2,100 motorists throughout the UK, to find out their experiences and preferences 

in buying and owning a used car – why they chose their latest used car, what 

most influenced their choice of dealer, what type of car they might buy next, and 

where and when they might buy it. 

The consumer survey also looked at the highly-topical issues of whether the 

current credit crunch would affect car owners’ decision to change their car, what 

steps they might take to offset the escalating cost of fuel – and whether the 

higher vehicle excise duty, announced in this year’s Budget, might influence their 

thoughts on what car to buy next. Motorists were also asked what steps they 

were prepared to take to reduce their personal motoring carbon footprint. 

Fieldwork for the BMRB research took place during April 2008.  

The Consumer Perspective is broken into four parts; 

Part One – looks at the initial phase when motorists first turn their mind to the 

possibility of changing their car, the key factors that influence what car they 

might look for and the issues that drive their final decision on precisely what car 

to buy. 

Part Two – considers what aspects influenced car owners most of all when 

deciding which dealer to do business with and what type of used car they chose 

to buy.  

Part Three – looks at the ongoing relationship with the selling dealer, when 

motorists might next be in the market for another car, what type of car they might 

buy next and where from. 

Part Four – assesses the likely impact of escalating fuel prices, higher vehicle 

excise duty and tighter finance conditions on the used car market – all of which 

will influence car owners as to when, where and what type of car to buy in the 

future. 

 

Why they chose  
their latest used car 
and how satisfied  
they are with it 

When, where and 
what type of car to 
buy in the future 
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Part One – What used car to buy? 

What triggers a change of car? 

A clearer understanding of what prompts car owners to think about changing 

their car could provide a valuable insight into what type of car they might be 

looking to buy. Arguably, one of the early factors a salesperson should establish. 

Reasons for changing car 
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There is a wide range of issues that might provoke motorists into thinking it’s 

time to change their vehicle – ‘age’ and ‘reliability’ were mentioned by a fifth of 

respondents – followed by the need for a ‘smaller or bigger car’ or ‘changed 

family needs’. 

Men are more likely to be triggered by ‘reliability’ or if ‘they saw a car they liked 

better’, than women, who pay more heed to ‘needing a smaller or bigger car’ or 

‘changed family needs’. Motorists in the 35-44 year group, often with expanding 

families, are also often influenced by the ‘need for a smaller or bigger car’ or 

‘changing family needs’. 

A quarter of motorists who bought cars between £10,000 and £15,000 last time, 

say ‘age’ is a driving factor in deciding when it is time to change. This group is 

also more likely to ‘want a smaller or bigger car’ – while buyers of cars over 

£20,000, are more liable than others to make a change because they ‘saw a car 

they liked better’ or could simply ‘afford a better car’. 

More liable to make  
a change because 
‘they saw a car they 
liked better’  
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What type of used car to buy? 

Although slipping 13 percentage points this year, ‘personal experience of a 

particular make or model’ continues to have the biggest influence on motorists 

when deciding what type of car to look for. ‘Views of family or friends’ (32%) and 

a ‘test drive’ (26%) also remain key issues for used car buyers. 

Influences on type of use car considered 
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‘Consumer reports and programmes’ and ‘car sales Internet sites’ are increasing 

their influence on car buyers when deciding on what car to look for – both 

aspects rising 5% in this year’s survey to 17% and 12% of respondents 

respectively. 

‘Personal experience of a particular make or model’ is number one for half of 35-

45 year-old and better-off car owners, while ‘views of friends and family’ was 

cited by 36% of women compared with just 28% of men. 

A fifth of motorists in the 17-24 year age group browse ‘car sales Internet sites’, 

and are also more influenced than most by ‘cars you see on the street’ (18%). On 

the other hand, a quarter of better-off buyers pay attention to ‘consumer reports 

and programmes’, and are also more liable to take note of ‘specialist motoring 

magazines’. 

Two-thirds of people buying used cars in the £10,000 to £15,000 bracket take 

heed of ‘personal experience of a particular make or model’, while taking a ‘test 

drive’ is an absolute must for three-quarters of buyers of used cars over the 

£20,000 mark. 

‘Consumer reports 
and programmes’  
and ‘car sales 
 Internet sites’ are 
increasing their  
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Critical issues in choosing a used car 

The critical issues driving motorists’ choice of a specific used car remain 

unchanged. Half (52%) of used car owners stress that ‘price’ is a deciding factor, 

41% of respondents said they were heavily influenced by ‘make and model’, 

while ‘low mileage’ was a decisive aspect with 35% of respondents. 

Key factors in choosing a used car 
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A fifth of car buyers take ‘body type’ and ‘age of vehicle’ into account, the latter 

much less important to 17-24 year-olds (18%) than 65 years-plus car owners, at 

32%. Better-off motorists are more interested than others in ‘body type’ (31%) 

and ‘specification’ (18%), while women are more conscious of ‘safety’ aspects 

(17%) than men at just 10%. 

Although ‘price’ is the overwhelming concern for those buying used cars costing 

up to £5,000, it is much less of an issue for cars over the £10,000 mark, where it 

is comfortably outstripped by ‘make and model of vehicle’.  

Crucial factors for choosing cars with a £20,000-plus price tag are ‘make and 

model of vehicle’ (83%), ‘safety’ (59%) and ‘specification’ mentioned by a half of 

expensive used car owners. 

Implications for buyers and sellers 

Research suggests there are implications for potential used car buyers as well as 

sellers, in particular, the increasing impact of the Internet in shaping what car 

buyers set out to look for.  

Price is the 
overwhelming 
concern buying 
used cars costing 
up to £5,000 
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Using the Internet, motorists are able to be much more selective in terms of the 

type of vehicle they will buy, and what used cars they might wish to consider. In a 

few minutes, potential buyers can scour most of the used car operations in their 

area, forcing would-be sellers to accept growing competitiveness.  

At one time, ‘age’ may have been the principal contributor for used car buyers, 

on when to change their car, followed by reliability. The challenge is what might 

that mean in future if the economy is in a poor state? Will the ‘age’ issue become 

less important as car buyers pay more importance to their own economic 

prospects and job security and decide to retain their car ‘a little bit longer’?  

In the case of used car retailers, a careful study of issues regarding ‘what used 

car to buy’ may offer some valuable lessons in terms of the critical issues 

influencing used car buyers. What might be the implications for used car stocking 

patterns and marketing efforts? 

At one time ‘age’  
may have been  
the principal 
contributor 
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Part Two – Where to buy from? 

Which used car dealer to deal with? 

Over many years, motorists have been extraordinarily resolute on what they want 

from a franchised or non-franchised dealer before striking a deal to buy a used 

car. They want ‘the right car at the right price’, ‘a good deal’, ‘to buy locally’ and 

to ‘deal with friendly, helpful and professional salespeople’. 

This year, used car owners also underlined the importance of being able ’to trade 

in their old car’, awarding it third place in their list of buying priorities. 

Factors influencing choice of dealer 
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Source: BMRB International 

Two out of five motorists highlighted ‘they had the right car at the right price’ as 

their chief consideration when deciding which particular dealer to do business 

with – followed by ‘a good deal’ cited by 32% of buyers, and ‘I could trade in my 

old vehicle’ mentioned by a quarter of respondents. 

There is a high degree of accord between men and women, and across the 

various age and social groups, on what matters most in choosing a dealer to buy 

a used car from. While 17-24 year-olds are less concerned whether they ‘got a 

good deal’ (22%), or if the ‘dealer appeared reliable and trustworthy’ (9%) – 65 

years-plus motorists feel strongly about the type of used car dealer they will trust 

with their business. 

Older car owners singled out a package of – ‘could trade in my old car’ (39%), 

‘local and convenient’ (30%), ‘friendly, helpful and professional staff’ (28%), 

‘dealer appeared reliable and trustworthy’ (27%) and ‘have bought a used car 

from them before’ (30%).  

Motorists have  
been extraordinarily 
resolute on what  
they want from a 
franchised or non-
franchised  
dealer 

65 years-plus 
motorists feel  
strongly about the 
type of used car 
dealer they will trust  
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They are all a clear signals that dealers have to make a very good job of selling 

themselves first and foremost to the older generation, if they are to stand any 

chance of closing the car sale and keeping them as customers thereafter. ‘Staff 

are friendly, helpful and professional’ and the ‘dealer appeared reliable and 

trustworthy’ have by far the biggest influence on motorists buying a car over the 

£20,000 mark. 

Buying from franchised and non-franchised dealers 

‘They had the right car at the right price’ (38%) continued to outstrip all other 

considerations when deciding to buy a used car from a franchised dealer selling 

the same make of car. Second on the shopping list, of motorists favouring this 

route, was ‘I could trade in my old car’ (31%), followed by ‘I got a good deal on 

the car’, mentioned by 28% of used car buyers. 

Factors influencing choice of dealer 
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‘Getting the right car at the right price’, and ‘a good deal’, were equally important 

to nearly two out of five customers of franchised dealers selling other make 

vehicles, with ‘local and convenient’ also a key issue. The ‘ability to trade in my 

old car’ was less important buying from other make franchised dealers – just 21% 

of car buyers feeling this was much of an issue. 

A similar pattern exists buying a car from a non-franchised used car dealer; 

‘getting the right car at the right price’ (41%) and ‘getting a good deal on the car’ 

(36%) topping car owners’ list of priorities. Being ‘local and convenient’ and the 

‘ability to trade in my old car’ also strike a cord with a quarter of non-franchised 

dealers’ customers. 

‘They had the right 
car at the right  
price’ outstrips all 
other considerations 

The ‘ability to trade  
in my old car’ was 
less important when 
buying from other 
make franchised 
dealers 
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Fewer motorists buy a car 

Cars bought over last two years – by age group 
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In this year’s survey, fewer motorists (37%) had bought a car in the past 24 

months than the 40% of respondents who had done so last time – 71% of buyers 

opting to buy a used car rather than a new one in 2008, compared to 70% last 

year. 

Forty per cent of men and 32% of women had bought a car in the past two 

years, 72% of the former and 70% of the latter choosing a used rather than a 

new vehicle. 

The most prolific buyers of cars, this time, were motorists in the 25-34 year age 

group – 46% of whom had bought a car in the previous 24 months followed by 

42% of 35-44 year-old car owners. Only a quarter of the 65 years-plus group had 

bought a new or used car, and a three out of ten17-24 year-old motorists. 

Used cars are very much the province of younger car buyers – 80% of 17-24 

year-olds settling on a used rather than a new car, also the choice for 73% of car 

owners in the 25-34 year age group. However, used cars are becoming more 

popular with older drivers. Three per cent more car buyers in the 45-64 (71%) 

and 55-64 age bands (68%) had opted for a used car in this year’s survey – while 

the number of 65 years-plus car buyers buying used rose from 56% to 61%. 

Forty-four per cent of wealthier car owners had bought a car in the past 24 

months, two-thirds (68%) choosing a used car, whereas just 16% of low-income 

motorists had bought a car at all, three-quarters of them opting for a used 

vehicle. 

Fewer motorists had 
bought a car in the 
past 24 months 
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The most popular price band, with nearly three out of 10 of car buyers (28%), 

was used cars between £5,001 and £10,000. Next came budget used cars up to 

£1,000, favoured by 17% of respondents, followed by cars in the £3,001 to 

£5,000 price range chosen by 16% of used car buyers. 

Seventy-six per cent have at least one car 

Similar to last year, 

76% of families in the 

UK have at least one 

car – 45% own one 

car, 24% have two 

cars and 7% of 

households have three 

or more vehicles. On 

this occasion, more 

male respondents 

(81%) had at least one 

car in their household 

compared to 73% of 

women. 

Eighty-four per cent of 

the 35-64 year age group’s households have at least one car, three out of ten 

owning two cars. Nine out of 10 wealthier families own at least one car, 37% of 

them have two cars and 11% own three vehicles. Four out of five middle income 

households have at least one car, a quarter of them in the two-car bracket – 

whereas just 38% of low-income families can afford a car at all. 

Saloon sales fall 

While hatchback sales 

held firm at 47% of 

the used car market in 

this year’s survey, 

sales of saloons 

slipped from 24% to 

20%, losing ground to 

higher sales of off-

road vehicles, estates 

and MPVs.  

For two-thirds of 17-

24 year-olds’, their 

latest used car was a 

hatchback, while a 

third of 65 years-plus 
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A quarter of middle-
income households 
own two cars 

The most popular 
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car buyers opted for a saloon, and 55-64 year-old car buyers were more likely 

than others to settle for an estate car (16%). 

MPVs sell better to motorists in the 35-44 year age group, while twice as many 

25-34 year-olds buy a sports car or coupe than average. 

The used car purchase pattern continues to vary across the different price bands. 

Unsurprisingly, off-road/4x4s and MPVs are more prevalent over the £15,000 

mark, with hatchbacks few and far between in this price band. Buyers of used 

sports/coupes and estate cars are most common in the £10,000 to £15,000 

price band. 

Buying a new or used car? 

Price, value for money and depreciation are exerting an ever bigger influence on 

car owners’ decision to opt for a used car rather than a new one. Thirty-six per 

cent of car buyers cite ‘I couldn’t afford a new car’ as the chief reason for buying 

a used vehicle, 27% were sure a used car was ‘better value for money’, and 26% 

are convinced used cars suffer ‘less depreciation’. 

Buying new or used 
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More men continue to believe used cars offer ‘better value for money’ (32%) and 

‘lower depreciation’ (31%) than women, at 22% for both issues. Half of 17-24 

year-olds say ‘I couldn’t afford a new car’ in contrast to just a quarter of 55 

years-plus and wealthier car owners who claim to be in a similar position. 

Better-off car buyers believe more strongly than all others that used cars ‘offer 

better value for money’ (36%) and lower depreciation’ (42%). While three-

quarters of car owners, who bought a used car costing more between £10,000 

and £15,000, could have afforded to buy a new one, they settled for used 

because nearly half of them firmly believe they ‘offer better value for money’. 

Better-off car buyers 
believe more strongly 
that used cars ‘offer 
better value for 
money’ 

MPVs sell better to 
motorists in the  
35-44 year age  
group 
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Diesel sales reach new heights 

Ever-higher volumes of new diesel-engined cars filtering through to the used car 

market pushed used diesel sales up to 30% of the market in 2007 from 26% the 

previous year. 

Men (32%) continue to favour a diesel used car more than women, at 27%. While 

diesels are more popular with car buyers in the 35-44 year age band (34%), they 

continue to have much less appeal to 17-24 year-olds and 65 years-plus 

motorists, only a fifth of whom favour the diesel option. Diesels now account for 

half of used cars sold in the £10,000 to £20,000 price range, and two-thirds of 

cars above £20,000. 

Higher fuel prices have driven the number of motorists who believe a diesel used 

car delivers ‘better fuel consumption’ to 63% – followed by around a fifth of car 

buyers who think diesel cars have a ‘more reliable engine’ or are convinced ‘a 

diesel engine lasts longer’. 

Reasons for buying diesel 
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Sales of diesel-engined used cars will continue to rise steeply as the unrelenting 

rise in the volume of new diesels feed through to the used car market. Diesels 

accounted for 40.2% of the UK new car market in 2007, and are forecast by the 

SMMT to reach 995,000 units in 2008, accounting for 43.1% of the sector. 

Meeting customers’ expectations 

The foregoing pages underline how important it is that dealers ensure they have a 

deep understanding of each car buyer’s expectations when discussing the 

prospect of buying a used car. In the current difficult market conditions, this will 

become a crucial point for dealers to address. 

Sales of new diesel 
cars are forecast to 
exceed one million 
units in 2008 

Men favour a diesel 
used car more than 
women 
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Part Three – When, where and which used car to buy 

Dealer contact with customers 

It’s a hard, expensive and time-consuming business continually searching for new 

customers to interest them in buying a car. Keeping in regular touch with existing 

customers and, at the right time, discussing the possibility of them changing their 

car is, arguably, likely to be a much more rewarding approach. 

Astonishingly, just half of used car buyers can remember the dealer they bought 

their car from contacting them at any point afterwards. 

Dealer contact with used car customers 
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While nearly a third of used car owners can recall being approached by their 

selling dealer to see if ‘they were satisfied with their car’, or if ‘they needed 

service’ – a mere 14% had been asked if ‘they might ‘be interested in changing 

their car’.  

In other words, many used car dealers are relying on the vast majority of their 

customers getting in touch voluntarily to discuss buying another car – and having 

to go out into the market and find lots of entirely new prospects to fill the lost 

‘golden opportunities’. 

Just a quarter of motorists in the 17-25 year age group had received any type of 

call, just 4% about buying another car. On the other hand, a quarter of those who 

had bought a used car costing more than £20,000 had been approached ‘to see 

if they might think about changing their car’.  

Buying in next 12 months 

Similar to last year, 18% of survey respondents think that they, or a member of 

their family, will ‘certainly’ or ‘quite likely’ buy a used car in the coming 12 

months, while a further 10% believe there is a 50:50 chance someone will. 

A mere 14% had  
been asked ‘if they 
might be interested in  
changing their car’ 
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Likelihood of buying a car in the next 12 months 
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Those most likely to buy a car are the 17-24 and 25-34 age groups, 28% of the 

former and 24% of the latter saying they ‘certainly will’ or will ‘quite likely’ buy a 

used car in the next 12 months. Twenty per cent of men, 28% of women and 

47% of 65 years-plus car owners say they ‘won’t be buying car again in the 

future’.  

What type of car to buy next? 

The number of car owners planning to buy a used car next time they change rose 

4% to 80% of respondents in this year’s survey, although fewer are looking for a 

nearly-new car; 10% of prospective buyers, compared with 13% last time. 
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More men (81%) than women (75%) intend to buy a used car, as do 87% of 

middle-income motorists. Considerably more 65-years-plus car owners plan to 

buy a used car next time they change – up 12% to 72% of respondents on this 

occasion. 

The likelihood of buying a nearly-new car appeals most to 15% of wealthier car 

owners and those owners of cars costing more than £15,000.  

While, overall, just three out of 10 motorists say they intend to buy a used diesel, 

this is likely to grow significantly as more and more diesel-engined cars enter the 

used car market in the next couple of years.  

The prospect of buying a diesel used car appeals most to car owners in the 25 to 

44 year age group, and around half of motorists who bought a car over £15,000 

last time – but is of interest to only a fifth of young and elderly drivers. 

Where to buy the next car? 

Three per cent fewer motorists intend to buy their next car from a franchised 

dealer (49%), losing ground this year to the non-franchised used car dealer 

sector – up 4% to 15% of respondents. Twenty-three per cent of car owners 

think they will deal privately, and a 7% will buy from a friend or family member, or 

a car supermarket. 

Where next car will be bought 
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Three out of five wealthier motorists, and those over 55 years of age, plan to deal 

with a franchised dealer, while younger and low-income respondents are much 

more likely to buy their car privately or from a friend or family member. 

Sixty per cent of car owners, who bought a car in the £5,000 to £20,000 bracket 

last time, intend buy their next car from a franchised dealer as do three-quarters 

who purchased cars over £20,000.  

Three per cent fewer 
motorists intend to 
buy their next car  
from a franchised 
dealer 
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Dealers reactive rather than proactive 

The past few years’ consumer research suggests dealers are commonly reactive 

rather than proactive when it comes to selling used cars.  

While a used car may not have the same appeal as a new one to would-be 

buyers, it is still a new car and they expect the same level of attention when 

buying a used vehicle as a new model – yet there is a clear message emerging 

that is not always what happens. 

To would-be buyers  
it is still a new car 
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Part Four – Credit crunch, rising fuel costs and CO2 

Credit crunch impact 

As part of this year’s consumer survey, car owners were asked how they felt the 

emerging credit crunch and economic uncertainty might affect their decision to 

change their car. 

Credit crunch influence on decision to change car 
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As the full impact of potential credit restrictions were unclear at the time of the 

survey, and motorists are unlikely to face difficulties until they consider a change, 

it was understandable that two out of five respondents had no firm views how 

they might be affected by the credit crunch.  

However, a wide range of possibilities were put forward on how prospective 

buyers might deal with tighter or more expensive credit – ‘paying cash’, 

searching for ‘lower insurance’, buying a ‘lower-priced car’ and ‘negotiating 

finance harder’ among them. 

Car owners, in the 25-44 year age group, appeared a little clearer on the route 

they might take – aiming to buy a car with ‘a lower insurance premium’, 

‘negotiating harder for a better deal on the car’ and ‘shopping widely for the 

cheapest finance source’ are all in the frame to keep their motoring costs down. 

Perhaps the first customer concern as a result of the credit crunch will be job 

security. This may cause some car owners to delay changing their car or trade 

down in their aspirations – another way of saying ‘fewer and smaller used cars 

may be bought’. 

Car owners, in the  
25-44 year age group, 
appeared clearer on 
the route they might 
take 
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On the other side of the equation some private buyers who had planned to buy a 

new car may decide, as a matter of prudence, to buy a used car instead. They 

will still replace their car, but with a used one rather than a new one. 

Obtaining mortgages and loans to buy cars may become more difficult as the 

flow of credit tightens, and there may be limits on the size of car loans and 

restrictions on repayment periods. On the other hand, if house movers are not 

able to get the mortgages they want; they may seek to console themselves with a 

lesser purchase – perhaps a new or used car. 

The overall result of these issues may be a reduced appetite for car acquisition 

overall, some motorists down-trading from new to used cars and others 

downsizing in terms of the type of used cars they buy. Of course, some potential 

used car buyers will realise, if they have the money, that ‘cash is king’ and seek 

to drive a hard bargain when they do come to buy.  

Escalating cost of fuel 

At the time of the consumer research in April, the pump price for unleaded petrol 

was some 10 pence per litre lower and diesel around 20 pence less than current 

prices. Even then, many car owners were turning their minds to what steps they 

might take to offset the inexorable rise in the cost of fuel. 

Steps to offset escalating cost of fuel 
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Half of motorists say they would consider buying a car that offers higher miles 

per gallon, while 31% of respondents would take steps to reduce their mileage – 

and a quarter would move to a car with a lower road fund tax. Clearly, motorists 

who achieve all three measures will go a long way to compensate for the 

escalating price of petrol and diesel. 

Some used car  
buyers will realise  
that ‘cash is king’  
and seek to drive a 
hard bargain 
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With the price of oil forecast by some to reach $200 per barrel at some point, the 

‘do nothing scenario’ is not an option for many car owners. 

Younger people are more likely to take action to curtail their fuel bills than their 

middle-aged, older and better-off counterparts or owners of cars costing 

£15,000 plus. While around 55% of 35-54 year age group and wealthier 

motorists are prepared to consider ‘changing to a car that does more miles per 

gallon’, they are less likely to cut their annual mileage. 

It will be interesting to see how high the price of fuel has to rise before owners of 

cars costing more than £15,000 take serious steps to offset the hike in their fuel 

bills. Apart from moving to a more fuel-efficient car at some point, the vast 

majority of these car owners appear reluctant to alter their motoring ‘life-style’ at 

all. 

Higher vehicle excise duty 

UK car owners were hit by a ‘double-whammy’ in the spring of 2008. Still reeling 

from almost daily rises in the pump price of fuel, the Chancellor announced, that 

from 2009, he was going to charge the country’s car owners around £2 billion 

more in vehicle excise duty. 

Counteracting higher cost of road fund tax 
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Asked ‘how this might affect what type of car they might buy next’, 28% of 

motorists said ‘they would move to a car with a lower CO2 emission rating’, 22% 

‘would look for a car with lower maintenance and fuel costs’ – and 16% ‘would 

consider buying a used instead of a new car’ next time. 

While a third of wealthier motorists would consider buying a car with a lower CO2 

rating, they are much less keen to take any other steps to counteract the 

forthcoming rise in their vehicle excise duty.  

The ‘do nothing 
scenario’ is not an 
option for many car 
owners 

UK car owners were 
hit by a ‘double-
whammy’ 
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Three out of 10 owners of cars, in the £15,000-plus band, said they would look 

at ways of cutting their servicing and fuel costs – but do little else to compensate 

for the forthcoming higher cost of taxing their car.  

Reducing personal motoring carbon footprint 

Motorists’ commitment to reducing their personal motoring carbon footprint has 

improved substantially. In last year’s survey 15% of car owners said they would 

make no attempt to cut their carbon footprint, compared with just 5% who will do 

nothing this time ‘ 

‘Walking more often’ (38%) was the most popular measure people would take to 

cut their personal motoring CO2, with around three out of 10 drivers happy to ‘cut 

unnecessary of journeys’ or ‘move to a car with lower CO2 emissions’. A fifth of 

survey respondents said they would consider ‘buying a smaller car’, ‘avoid short 

trips’ or use ‘public transport more often’. 

Steps to reduce personal motoring carbon footprint 
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‘Walking more often’ appeals most to women and better-off car owners, as does 

‘cutting unnecessary journeys’. Younger people are more likely to ‘use public 

transport more often’ and ‘car share whenever possible’ – whereas the older 

fraternity are more akin to ‘driving more slowly’ and ‘accelerate less quickly’. 

Owners of cars costing more than £20,000 appear to have little appetite for 

either ‘walking more often’, ‘cutting out unnecessary journeys’, ‘avoiding short 

trips’ or ‘using public transport more often’. They feel they can make their carbon 

footprint contribution best by ‘buying a car with lower CO2 emissions’. 

Owner of cars costing 
more than £20,000 
have little appetite for 
‘walking more often’ 

Motorists’ 
commitment to 
reducing their 
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A profound effect? 

The credit crunch, rising fuel costs, the carbon footprint issue and economic 

downturn could all have a profound effect on the used car market, customers’ 

perspective and decision making.  

Perhaps the biggest issue is credit availability. Some car buyers are able to pay 

cash. However, as with the collapsing housing market, availability of finance for 

buying a car is the critical issue.  

Self-confident and economically-stable buyers may utilise credit as a matter of 

course without any problem. That has been the case for many years and the risk 

management mechanisms are all in place; the test is the availability, or otherwise, 

of that funding. 

One of the most important marketing opportunities for dealers is to establish 

credit lines for would-be buyers. That third-party finance could take the form of 

Point of Sale finance links with banks and finance institutions.  

Rising fuel costs, too, will impact on the used car market and will assuredly lead 

to buyers seeking more fuel-efficient vehicles. Those units may be diesel or 

smaller-engined vehicles – or units that buyers want because of their reputation 

for good fuel characteristics. That, in turn, carries an important message for used 

car dealers, not just in terms of the units they stock, but also the type of 

information they put on their websites for potential buyers. 

There is perhaps a special case for ‘gas guzzlers’. While their used car prices are 

suffering, it could make them especially attractive to lower-mileage drivers – and 

produce opportunities for dealers. How do you identify those buyers; what do 

you tell them about vehicle characteristics – and is an ‘economic case, based on 

high fuel consumption’, an issue which the dealers might become involved? 

CO2 emissions, linked to escalating VED rates, can pose a special issue for used 

car buyers and dealers alike. What are the circumstances under which such units 

may be particularly good value? There are niche markets for every product – if 

one can identify them. 

Rising fuel costs will 
impact on the used 
car market 
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Regional Review 

London and South East boosts market share 

London and South East remains the UK’s largest region for new and used car 

sales, boosting its share of the market from 29.2% to 30.6% – a rise of 1.8% in 

its new car penetration offsetting a drop of 0.4% in its used car performance. 

Second-placed North and North West’s car market share fell 1.7% to 26% in 

2007, due to a fall of 1.2% and 0.5% respectively in its used and new car 

performance. 
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Midlands and East Anglia’s share of the UK car market dropped 0.4% to 20% – a 

fall of 1.1% in its used car performance overcoming a rise of 0.7% in new car 

penetration. Scotland’s share of the car market rose from 9.2% in 2006 to 10.3% 

last year; its new car performance up by 1.3% and its used car market share 

down by 0.2%. 

While the South West’s share of the country’s car market edged up 0.1% to 

8.8%; Wales’ share fell 0.5% to 4.4% – thanks to a 0.6% fall in its used car 

performance. 

Used:new car ratios 

Wales registered the highest ratio of used car sales to new cars sold for the 

second year running at 3.6:1 in 2007, – followed by the North and North West 

and the South West at 3.3:1 and 3.2:1 respectively. 

Midlands and East 
Anglia’s share of the 
market dropped 
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Used:new car ratios, 2007 
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Consumer outlook 

The BMRB consumer research provides a valuable insight into the pattern of 

motorists’ car buying and owning experiences in the various regions of the UK. 

Nearly half (47%) of Yorkshire and Humberside motorists had bought a car in the 

past two years, as did 44% of respondents living in East Anglia and the West 

Midlands. 

Car bought over last 2 years 
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In contrast, far fewer London respondents (20%), Scots (30%) or North 

Westerners (31%) had bought a new or used car during the previous 24 months.  
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Nine out of 10 car owners in the South West had bought a used car rather than a 

new one, as had 83% of motorists living in East Anglia – whereas just three out of 

five car buyers had opted for a used vehicle in London and the West Midlands. 

‘Personal experience’ outstrips other considerations 

When making their mind up what type of car to look for, ‘personal experience of 

make or model’ outstrips all other considerations for nine of the 11 UK regions, 

particularly in the South West (51%) and South East (48%). ‘Personal experience’ 

is edged into second place by ‘views of friends or family’ for Londoners and West 

Midlands’ car owners. 

What car to look for? 
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Car buyers most likely to be influenced by a ‘test drive’ are those living in Wales 

and the East Midlands where over a third of respondents mentioned they would 

take this into account – in contrast to just a fifth of motorists from London, South 

West, West Midlands and Yorkshire/Humberside.  

Crunch factors in choosing the right car 

While two-thirds of West Midlands’ motorists cited ‘price’ as the crunch factor 

when deciding which particular used car to buy, this was less influential in 

London, the South West and the North where it was mentioned by less than half 

of car buyers.  

‘Make and model of vehicle’ is more important in the North and Scotland than 

elsewhere, but less so with Londoners who are more likely to take account of 

‘low mileage’. 

Two-thirds of West 
Midlands’ motorists 
cited ‘price’ as the 
crunch factor 
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Dealer contact 

The level of follow-up calls dealers make to their used car customers varies 

considerably throughout the 11 UK regions. While two-thirds of car buyers in 

Scotland, could remember getting some sort of call from the dealer they bought 

their car from, the same could not be said for Wales where just one third of 

respondents had received a dealer follow-up call of any kind. 

Dealer contact with customers 
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Nearly half of used car buyers in Yorkshire and Humberside, and two out of five 

in Scotland, had received a dealer call at some point to see ‘if they were satisfied 

with their car’ – compared with just one fifth of car owners in the South West, 

where dealers are apparently much less interested in ensuring their customers 

are happy with their used vehicle. 

On the ‘sales call’ front, East Midlands’ car owners topped the list of those 

receiving a call to discuss the possibility of changing their car (27%), as did 18% 

of South Eastern motorists. Astonishingly, in four of the 11 UK regions less than 

10% of used car owners could recall the dealer they bought their car from 

showing any interest in selling them another car 

When to buy the next car? 

Nearly a quarter of East Anglian car owners (23%) believe that someone in their 

family will ‘certainly’ or ‘quite likely’ buy a car in the coming 12 months, as do a 

fifth of motorists in the East Midlands and the North of England. While only 12% 

of London’s respondents said they felt the same way, more of them (15%) 

thought there was a 50:50 chance a family member might buy a car in the next 

year. 

Less than 10% of 
used car owners could 
recall any interest in 
selling them another 
car 
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Buy a car in the next 12 months 
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Three-quarters of Scots, South Western and Welsh motorist said it was ‘unlikely’ 

or ‘certainly not’ that someone in their family circle would be buying a car in the 

coming year. 

Where to buy the next car? 

Three out of five motorists in the South East and the North say they intend to buy 

their next new or used car from a franchised dealer, 27% of the former and 31% 

of the latter planning to trade in their current vehicle. 

Where to buy the next car 
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Londoners (36%) are least likely to do business with a franchised dealer, topping 

the list of car owners thinking of buying their next car privately. Motorists, more 

likely to deal with an independent used car retailer, live in East Anglia (35%) and 

the North West (21%). 

What car to buy next? 

Three-quarters of car owners in the South East, South West and East Anglian 

regions plan to buy a used car next time they make a change, compared with just 

62% of Londoners and 63% of East Midlands’ motorists. 

What type of car next? 
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Nearly-new cars appeal most to Welsh car buyers (23%), but are much less 

attractive to people living in the South West, East Anglia, West Midlands and 

Scotland – while Londoners and Yorkshire/Humberside car owners are more 

interested in looking for a new car. 

A higher number of car owners in Wales (38%) the North (36%) and East Anglia 

(35%) say they plan buy a diesel used or nearly-new car next time – as do around 

30% of motorists in all other regions, other than Scotland and London, where 

less than a quarter of motorists have this in mind. 

 

 

Londoners are least 
likely to do business 
with a franchised 
dealer 
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Mainland European Perspective 

Mainland Europe – market overview 

This section of the Used Car Market Report looks at new and used car markets in 

key countries within the enlarged mainland Europe – which comprises the EU27 plus 

the three countries and one principality that make up the European Free Trade 

Association (EFTA). Western Europe is defined as the original EU15 plus EFTA. 

The enlarged Europe has a population of 495 million and a car parc of 230 million 

passenger cars – of which 199 million are in Western Europe. According to ACEA 

(European Automobile Manufacturers Association), the average age of cars on 

Europe’s roads is around eight years – with 70% less than 10 years old.  

New car market 

Sixteen million new cars were sold in Europe in 2007, a rise of 1.1% over 2006’s 

figure of 15.8 million units. New car volumes in Western Europe edged up from 

14.76 million in 2006, to 14.8 million in 2007, accounting for 92.4% of the overall 

European new car market. Western Europe’s new car volumes have been relatively 

flat for the past 10 years, peaking at 15.07 million units in 1999. 

Western European new car volumes 
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In 2007, new car sales in the new EU member states rose by 14.6% to 1.21 million. 

With the exception of Hungary, which saw its new car volumes fall by 8.5%, new car 

volumes in the remaining major Eastern European countries increased last year – 

Poland up by 22.7%, Romania by 23.1%, and the Czech Republic 11.3%.  

 

The enlarged Europe 
has a car parc of 230 
million cars 

New car sales in  
new EU member 
states rose by  
14.6% in 2007 
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Of the ‘big five’ European markets, Germany’s new car sales fell 9.2% (320,000 

units) to 3.15 million. While Italy (+7.2%), the UK (+2.5%) and France (+3.2%) all 

saw their new car volumes rise in 2007, Spain’s new car sales fell 1.2%. 

European new car sales by country, 2007 
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Used car sales figures are not as readily available as new and it is often difficult 

to track private transactions. However, the total used volume is certainly well in 

excess of the new car total and the leading markets featured in this report alone 

account for around 30 million used car sales – before considering the growing 

markets in Poland, Hungary, Slovenia and the Czech Republic. 

Used car volumes, 2007 
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Car parc turn 

Around 87% of Europe’s 230 million car parc is concentrated in the five main 

markets of France, Germany, Italy, Spain and the UK. Car density rates vary 

widely across Europe. They are highest in Western Europe at around 500 cars 

per 1,000 population, compared with just 200 cars per 1,000 people in the new 

EU member states.  

European parc sizes, 2006 
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The dynamism, or otherwise, of any car market is measured by the churn in the 

marketplace – the number of vehicles changing hands compared to the total car 

parc – a figure known a ‘parc turn’. Countries, with a well-developed wholesale 

infrastructure for used cars, and tax-friendly treatment of used car sales, normally 

produce a much higher churn of vehicles. 

The parc turn figure essentially highlights how easy, or otherwise, it is for 

motorists to change or acquire a new or used car.  

With combined new and used car volumes of 9.5 million, the UK is the most 

dynamic of the major European markets with a parc turn of 31.5%, some way 

ahead of second-placed France churning 25% of its car parc in 2007. This 

underlines the UK’s well-developed used car industry infrastructure and strong 

wholesale market. 

The German parc turn fell 1.9% to 20.0% last year reflecting lower new and used 

volumes, while Italy’s took a step in the right direction, going up from 15.4% in 

2006 to 16.1% in 2007 – thanks to a rise of some 240,000 in its total new and 

used car sales. 

87% of the European 
car parc is in the  
five main markets 

The UK is the most 
dynamic of the major 
European markets 
with a parc turn of 
31.5% 
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Parc turn percentages, 2007 
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Spain’s parc turn rose half a point to 16%, due to significantly higher new car 

volumes. At 16% both Spain’s and Italy’s parc turns lag well behind those of the 

other major European markets, particularly the UK which churns twice the volume 

of cars relative to the size of its car parc. 

Sweden (33%) tops the overall European parc turn table reflecting higher used 

car sales in 2007, marginally ahead of Denmark down to 32% from 34% last year, 

and the Netherlands holding firm at 32%. 

Used new volume ratios, 2007 
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On the used:new volume ratio front, Netherlands (3.7:1) just edged Sweden into 

second place, well ahead of such markets as Italy (1.3:1) and Spain (1.0:1). 

A similar pattern can be seen in the used car per 1,000 population table where 

Sweden, the UK and the Netherlands are comfortably over the 100 mark, while 

Germany and Italy, and Spain in particular, have much less dynamic used car 

markets. 

Used car sales per 1,000 population, 2007 

122

117

116

91

90

89

76

63

54

52

39

0 20 40 60 80 100 120

Sweden

UK

Netherlands

France

Austria

Denmark

Germany

Belgium

Italy

Portugal

Spain

Source: National Trade Bodies 

The UK 

Although used car volumes 

slipped 5.2% to 7.1 million 

units in 2007, the UK remains 

the largest used car market in 

Europe, some way ahead of 

Germany in second place.  

New car volumes recovered 

from a three-year fall, rising 

2.5% to 2.4 million, the sixth 

year of the last seven on 

either side of the 2.5 million 

mark. 

With a used:new ratio of 3.0:1, and a used car sales per 1,000 population of 117, 

the UK outstrips the other main European markets for used car performance. UK 

new and used car volumes were somewhat encouraging in 2007, in the face of 

the credit crunch and economic uncertainty building in the second half of the 

year.  

Volume of used car sales; 2007 

7.1

6.3

5.6

3.2

1.9 1.7

1.1
0.7 0.7

0.5 0.5

0

1

2

3

4

5

6

7

8

m
ill

io
ns

UK

Ger
m

an
y

Fr
an

ce Ita
ly

Neth
er

lan
ds

Spa
in

Sw
ed

en

Aus
tri
a

Belg
ium

Den
m

ar
k

Por
tu

ga
l

Source: National Trade Bodies 

The UK remains the 
largest used car 
market in Europe 
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2008 has seen spiralling fuel and household costs dampening consumer 

confidence, leading to slower demand for new cars. It remains to be seen how 

higher inflation will affect used car volumes. 

Germany 

German new and used car markets both had a setback in 2007 due, in part, to 

an increase in Value Added Tax from 16% to 19% on 1st January 2007. 

New car volumes fell by 9.2% 

to 3.15 million units, as many 

sales were pulled forward to 

December 2006 to save the 

3% VAT rise at the start of 

the following month. Although 

CO2-based taxation of cars 

has yet to be resolved, 

German car buyers are 

already swinging towards 

lower-emission and better 

fuel-consumption models. 

Sales of used cars dropped 

7% to 6.26 million units – one 

of the lowest points since German reunification. Volkswagen (20.6%) remains the 

used car market leader, followed by Opel and Ford at 14.3% and 10.3% 

respectively – a long way ahead of Renault (5.3%) and Fiat (3.5%), the best-

selling foreign marques. 

Germany’s used car sales per 1,000 population figure was 76 in 2007, compared 

with 82 a year earlier. While lower new and used car volumes drove the parc turn 

down nearly two points to 20.2%, the used:new volume ratio rose from 1.9 to 2.0  

Italy 

Italy introduced incentives in 

2007 to replace old cars with 

new models, helping to push 

new car volumes up from 

2.32 million to 2.49 million 

year on year. Its used car 

sales also increased in 2007, 

rising 2.1% to 3.18 million. 

While Italy’s new car market 

may be thriving, taking Italy to 

second place in Europe’s new 

car league – it continues to 

underperform on used cars. 

Volume of used car sales; 2007 
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With a car parc of 35 million, and a population similar to France and the UK, Italy 

churns just 16% of its parc, and sells just 54 used cars per 1,000 population 

France 

French new and used car sectors both grew in 2007. Used car volumes set a 

new record, rising 1.9% to 5.57 million – consolidating France’s third place in 

Europe’s used car market. New car sales were up 3.2% to 2.06 million units. 

The used car market’s growth 

was driven largely by higher 

sales of 5 years-plus cars 

which account for three out of 

five used cars sold in France. 

Sales of younger cars, up to 

one year old, faced stiff 

competition from heavy 

discounts on new cars. 

The introduction of tax 

measures (known locally as 

the ‘eco-bullet’), to 

encourage new car buyers to 

go for lower-emission variants, could cause some issues in the marketplace in 

2008. The net effect is to make used low CO2 models suddenly look relatively 

expensive, and there will have to be a price adjustment to compensate. As the 

tax measures only apply to new cars, it has had the probably unforeseen effect of 

making used higher CO2 cars and SUVs look more affordable. Due to a rising car 

parc, France’s key used car performance indicators were stable in 2007 – 

returning a used:new ratio of 2.7:1 and a used car sales per 1,000 population of 

91 – second on both counts to the UK among major markets. 

Spain 

Spain’s new and used car 

markets had mixed fortunes 

in 2007. While new car 

volumes fell 1.2% to 1.61 

million, sales of used cars 

rose by 3.2% to 1.69 million.  

Rising unemployment, higher 

inflation, difficulties in 

securing finance, lower 

consumer confidence and a 

spending slowdown, will 

certainly impact on new and 

used car markets in 2008. 

Volume of used car sales; 2007 
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Italy churns just  
16% of its parc 

Sales of younger  
cars faced stiff  
competition 

Spain’s new and  
used car markets  
had mixed fortunes 
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Spain’s used:new volume ratio of 1:1, and used car sales per 1,000 per 

population at 39, are the lowest recorded in Western Europe – and its parc turn 

of 16% shares bottom of the table with Italy. 

Portugal 

Following 2006’s increase, 

Portugal’s used car volumes 

rose by a further 3.6% to 

548,000 in 2007. New car 

sales also fared well last year, 

rising 3.7% to 202,000 units. 

Portuguese new car taxation 

has changed in favour of 

more environmentally-friendly 

cars, and there is also new 

legislation affecting used car 

registration and insurance.  

Incentives, introduced towards the end of 2007, rewarding scrapping of older 

cars helped boost new car sales at the expense of used car volumes.  

Although Portugal has the fourth highest used:new volume ratio (2.7:1), it sells 

just 52 cars per 1,000 populations and has a low parc turn of just 17%.  

Austria 

Austria’s new and used car 

volumes both slipped in 2007 

– the former by 3.6% to 

298,000 and the latter 3.7% 

lower at 746,000 units.  

Austrian motorists’ penchant 

for diesel new cars seems to 

be waning, from a European-

topping 71% in 2003 to just 

59% in 2007, mainly due to 

environmental considerations. 

The Austrian government has 

stated it wants new car 

market shares of alternative fuels to reach 10% by 2010 and 20% by 2020. 

Additional registration taxes have been levied for all cars emitting more than 

160gCO2/km, at a rate of €25 for every gCO2/km above that level. 

Austria’s cross-border trade with Eastern European countries is facing difficulties 

with new import levies in Hungary, Romania, Poland and Croatia. 

Volume of used car sales; 2007 
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Portugal’s used  
car volumes rose  
by 3.6% 

Austrian motorists’ 
penchant for diesel 
new cars seems to  
be waning 
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In 2007, Austria’s used car indicators were a used:new ratio of 2.5:1, used car 

sales of 90 per 1,000 population and a parc turn of 25%.  

Denmark 

Following double digit 

increases in 2004 and 2005, 

Denmark’s new car sales 

growth slowed in 2007, rising 

3.2% to 159,000 vehicles. In 

contrast, used car volumes 

faltered, falling 4.4% to 

485,000 units.  

There are substantial imports 

of luxury used cars from 

Germany, and green issues 

are also beginning to affect 

the used car market – driving 

down residual values of much less popular, large 4x4s. 

Denmark’s car performance indicators slipped last year as its car volumes failed 

to keep pace with the rising car parc and population. While it took second place 

for parc turn (32%) and used:new car ratio (3.0:1) – it lies in the middle of the 

pack with 89 used car sales per 1,000 population.  

The Netherlands 

The Dutch new car market rose for the second year running in 2007, breaking 

through the half a million mark to 505,000 – still well short of the peak of 600,000 

units reached at the beginning of the decade. Used car volumes also made 

progress, up by 2.9% to 1.9 million units. 

The much higher fuel price 

and government fuel tax is 

breeding discontent among 

companies and private car 

owners, and is likely to affect 

both car markets in 2008. 

At 3.7:1, the Netherlands has 

the highest used:new car 

volume ratio in the report, the 

second highest parc turn, at 

32% – and lies a whisker 

behind the UK with used car 

sales of 116 per 1,000 

population. 

Volume of used car sales; 2007 
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There are substantial 
imports of luxury cars 
from Germany 

The Netherlands has 
the highest new:used 
ratio in the report 
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Belgium 

Belgium had a disappointing 

year on the new and used car 

sales front in 2007, due in 

part to the country’s 

economic downturn. While 

new car volumes were flat at 

525,000, sales of used cars 

dropped 4.4% to 663,000. 

Although Belgium continues 

to export cars to Eastern 

European countries in 

considerable numbers, it is 

experiencing difficulties with 

import taxes in Romania.  

Like many European countries, the Belgian government has introduced ‘green 

focus’ taxes, which leasing companies are trying to exploit to theirs and their 

customers’ advantage. 

Belgium’s used car indicators are in the lower echelon – with a used:new ratio of 

1.3:1, sales per 1,000 people of 63, and a new and used car parc turn of 24%. 

Sweden 

Sweden continues to have strong new and used car markets. New car volumes 

hit an all-time high in 2007, rising 8.4% to 306,000, while used car sales reached 

1.1 million units, 300,000 of which were sold by dealers. 

An anticipated slowdown in 

the Swedish economy in 2008 

is likely to affect demand for 

both new and used cars. 

There is also a marked shift 

taking place in motorists’ 

buying patterns, influenced by 

safety and environmental 

issues. 

Sales of diesel new cars in 

Sweden have accelerated 

from a low 19.7% of the 

market in 2006, to 34.7% last 

year. Even higher growth rates have been experienced in the low-emission 

segments; sales of 140 gCO2/km models were up 89% and 120 gCO2/km cars 

146% higher in 2007.  
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Sweden leads the field on all fronts, with a used:new car volume ratio of 3.6:1, a 

parc turn of 33% and sales of 122 used cars per 1,000 population. 

New member EU states 

While in the mature markets of Western Europe new or used cars are bought to 

replace existing vehicles, it is very different in the new EU member states where, 

for many individuals, a car is a luxury good that most people aspire to but cannot 

yet afford.  

Car buyers in these countries tend to focus more on buying locally-produced 

small cheap cars, such as Dacia, or older used middle-class cars from markets 

like France, Belgium, Italy and Germany. 

Overall car density in the new member states is around 190 cars per 1,000 

population compared with over 500 in Western Europe. However, some of the 

larger, more developed, Central Eastern European countries such as Bulgaria 

(350), Hungary (320) and Poland (340) have a car density more akin to their 

smaller Western European counterparts.  

New car volumes in the new 

EU member states rose by 

14.6% to 1.21 million in 2007, 

accounting for 7.6% of total 

European new car 

registrations.  

Romania and Poland are the 

biggest Eastern European 

new car markets selling 

315,000 and 293,000 units 

respectively, in 2007 – both 

markets growing by more 

than a fifth last year. At the 

next level, the Czech Republic sold 174,000 new cars in 2007 and Hungary 

171,000 units.  

Used car sales data is not as readily available in CEE countries as new, but will 

certainly be considerably higher then new car volumes. However, a certain 

amount of information is available on the Polish, Romanian and Hungarian 

markets, which provides an interesting comparison with the more mature markets 

in the original EU15 countries. 

Poland’s sales of 908,000 units, puts it in eighth place in the European used car 

sales table, behind Sweden but larger than Austria. On the other hand, Hungary’s 

(180,000) and Romania’s (124,000) used car volumes see them at the foot of the 

European used car sales league. 
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Poland also fares well on the 

used:new volume ratio front; 

its figure of 3.1:1 claiming 

third place at the expense of 

Denmark and the UK with 

3.0:1. 

The affordability of used cars 

relative to average earnings 

in Eastern Europe is 

underlined by the three 

countries’ used car sales per 

1,000 population figures. 

With 38 million inhabitants, Poland recorded a used car sales per 1,000 people of 

24, well out of touch with the average of 79 for the Western European markets 

featured in the report – and the UK’s performance of 117.  

Hungary, with 10 million 

people, and a reported 

average annual income of 

€900, sells just 18 used cars 

per 1,000 population – with 

Romania even lower at a 

lowly six used cars sold per 

1,000 individuals. 

If nothing else, these 

indicators emphasise the 

huge pent-up potential for 

new and used car sales in 

Eastern Europe in the coming 

years. 

A diverse used car market 

The foregoing pages show just how diverse the European used car market is. 

Some markets are mature and have smooth movements of cars from the end of 

their first ownership into the used car supply chain and life-cycle, while in other 

countries, it is much more ad hoc and as yet relatively under developed. 

Some would call it a gross oversimplification but, realistically, the European used 

car market can be divided into two distinct markets; 

• Western Europe; the original members of the EU15 where used cars have 

been a product for many years and new car buyers have to release the equity 

in their used vehicle to part fund a new or newer used car. As a result, the 

used car market has developed to act as that enabling function. 
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• In the new EU member states ownership, or even use of a private or 

company car has been very much the exception. As such, in many markets, 

owners have acquired a car as new and retained it throughout much of its 

life. When they finally come to replace it, they have passed on the older car 

to a friend or a family member. Such a market condition has been acceptable 

so long as there has not been a large new car market and, naturally, has not 

encouraged the development of a professional used car disposal and 

management infrastructure. 

The historic lack of the need for a used car market in the new EU member states 

has manifested itself in a number of different ways. However, if the automotive 

market in these states is to develop into the normal European pattern, with 

buyers starting with a used car then gradually trading up until they buy their first 

new car, there will be a need to develop a formal used car market to support this. 

Consider some of the key issues; 

• Relative lack of professional used car operations within the new member 

states. There is currently one major used car player operating in CEE markets 

with an annual throughput of around 75,000 used units. 

• The current situation will ultimately prove an impediment for international 

leasing companies. They need to dispose of increasing volumes of ex-lease 

cars in a cost-effective manner, to offer acceptable lease rates and protect 

their profitability. While the leasing industry is too dynamic to be stopped by 

the lack of a sophisticated used car supply chain, it is a service they will 

expect to see develop over time. 

• Used car imports; the lack of a sophisticated used car disposal chain may be 

reflected to some extent in the continuing cross-border movement of used 

cars into some of the new EU member countries. A few years back, Austria 

and Germany, with their long common borders with the new member states, 

saw a significant export business in used cars. While this may have declined 

to a degree; as the EU12 states become more affluent and mature, the 

demand for used cars and channels to market will become increasingly 

important. 

• Scarcity of reliable used car data on the new member states markets; while 

numbers are available from a number of different sources they may differ 

quite significantly. Reliable used car volumes are important to enable players 

and prospective players to plan and develop their activities. 

Car manufacturers may seek to encourage the development of sophisticated 

used car markets in Central and Eastern Europe as a necessary development of a 

maturing automotive industry. As discussed later in this report, a healthy used 

car industry is a crucial element in a healthy new car market.  

Need for a formal 
used car market to  
be developed 

A healthy used car 
industry  is a crucial 
element 
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Additional sources include: 

ACEA (Association des Constructeurs Européens d’Automobiles) 

Office for National Statistics 

Verband der Automobilindustrie e.V. 

Statistisches Bundesamt Deutschland 

Zentralverband des dt. KFZ-Gewerbes 

Ministerie de l’Equipement, des Transports et duLogement 

CCFA (Comité des Constructeurs Français d’Automobiles) France 

RAI (Rijhs Automobiel Infocentrum) 

Centraal Bureau voor de Statistiek, Nederland 

FederAuto, Belgium 

National Institute for Statistics, Belgium 

Danish Automobile Federation 

Danmarks Statistik 

ANFIA - Studies & Statistics, Italy 

INE, España 

GANVAM, España 

Marketing Systems Iberia 

ACAP (Associacão do Comércio Automóvel dePortugal) 

Statistik Austria 
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A Healthy Used Car Industry 

By Professor Peter N C Cooke 

The UK used car industry is often regarded as the poor relation of its new car 

counterpart. Motor manufacturers, dealers and part of the buying public 

commonly view used cars with less interest and excitement than new ones.  

In such a mature market, the new car sector could not possibly sustain the 

volumes it does without the platform of a healthy used car industry, ready to 

absorb and recycle once-new cars. This paper looks at some of the fundamental 

yet critical factors that affect used car retailing. While they may be very familiar 

concepts for those experienced in buying and selling used cars, such a back-to-

basics approach can prove invaluable during difficult trading conditions. 

Three honourable exceptions 

There are probably three honourable exceptions on the supply side to ‘the less 

interesting as a used car syndrome’ – the leasing and daily rental sectors for 

which a healthy and predictable used car disposal route is a critical part of their 

business model – and, thirdly, those more enlightened, forward-planning fleet 

operators seeking to minimise total envelope costs. 

This chapter of the report seeks to examine the relationship between the 

country’s new and used car markets – and the critical nature of a well-managed 

and healthy used car sector to the new car market’s success. 

A complex relationship 

The relationship between the UK’s new and used car markets is a complex one 

where used cars consistently outsell new cars by around three to one.  

UK new and used car volumes 
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New car sales in a mature market 

While vehicle manufacturers tend to focus on achieving annual sales targets, 

mixes and other marketing objectives, they are generally much less concerned 

with disposal of motorists’ current cars. It is often overlooked that, in a mature 

market, very few new cars are purely incremental sales to first-time new car 

buyers. The vast majority of new car sales are replacement units.  

Replacement cars are just that – they are new cars bought to replace a 

previously new car, relying on the used car market to quickly process the used 

car, so its place can be taken by a brand-new model. 

In reality, relatively few new cars are sold to motorists getting a new car for the 

first time; 

• In the case of car fleet operators, ‘first-time recipients’ represent a very small 

proportion – around 10% would be a high figure for a mature company. While 

there will be some moves up and down the hierarchy and new employees 

recruited, genuine ‘first-time recipients’ are by far the exception. 

• Similarly, the number of private ‘first-time new car buyers’ is small. It is one 

of those events that is almost a rite of passage. However exciting and 

memorable, it can only happen once, unless one surrenders a car for some 

considerable time and returns to one later. 

Without labouring the point, incremental new car sales are a small part indeed of 

the total ‘new car market’. 

Used car sales in a mature market 

Analysis of used car sales in a mature market suggests the activity divides into 

two distinct stages.  

• Firstly, disposal of the used car which is to be replaced either with a new one 

or one which is less old with lower mileage, or a different model.  

The critical issue is that car buyers already have a car they wish to replace – 

but that car, however loved and trusted it might be, ‘has to go’ before a 

replacement can be bought.  

As well as the physical act of disposing of the car, the owner needs to be 

able to release the equity in that vehicle as part-payment for the replacement 

unit. Thus, there is also a financial transaction involved. Vehicles and houses 

are two of the few cases where there is such a relationship. 

• Secondly, organisations recycling used cars they have bought from the 

previous owners need to get them in front of potential used car buyers.  

Few new cars are  
sold to motorists 
getting a new car  
for the first time 

The critical issue is 
that car buyers  
already have a car 
they want to replace 
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This stage of the exercise is essentially a ‘pass the parcel exercise’ with the 

used supply chain seeking to shift the used car from its first owner into the 

market for a second buyer.  

• Speed is of the essence at this stage of the exercise; as used cars can cost 

up to £10 per day in depreciation and financing, whether they are in a used 

car compound, or sitting on a forecourt. Every effort needs to be made to get 

used units to their next owners quickly because their value is falling daily.  

This may appear a slightly academic argument; it’s not. It is the explanation for 

the multitude of different routes from the first user through to putting the used 

vehicle in front of potential second owners.  

The paradigm below highlights the range of alternative routes to market; initially 

to the first user and then, from that user or owner into the used car market – the 

channel to the second buyer. 

Alternative channels to the used car buyer 

Inevitably, the choice of routes to market is greater for former business cars as 

they are likely to be replaced in multiple numbers with companies relying on 

shifting numbers of used cars quickly, perhaps in different conditions requiring 

separate audit trails. 

New car sale or current car removal? 

The car user market may best be seen as a supply chain with new cars at the 

apex, running down through 4-5-6 different users before the car is eventually 

scrapped. 

At each of these interfaces, between one owner and the next, there is a selling 

and buying situation. The challenge is to make that interface as smooth, painless 

and cost-effective as possible. 

Speed is of the 
essence as used cars 
depreciate by about 
£10 per day 
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The following paradigm illustrates the point with three to four interfaces in the 

model.  

The used car buyer supply chain 

There is a slightly different 

scenario for private used cars and 

fleet used cars coming up for 

disposal. 

In the mature private car market, 

particularly in the higher level of 

the car buyers’ supply chain, one 

is dealing with a mono-unit 

scenario – ‘one in-one out’. Quite 

simply, ‘take my used car at the 

same time as I have my new one’.  

For the fleet operator, with 

perhaps a dozen cars returning, or 

a leasing company with a hundred used cars 

returning every week, there needs to be a mechanism for virtually immediate 

dispersal and disposal, or the supply chain would quickly grind to a halt. 

These two demands create some subtle differences further down the line. 

A pull-through market? 

So far, we have reflected on the current used car market with relatively little 

emphasis on the interface between buyers and sellers at each level. Merely 

because this has become ‘established practice’, does not mean it has to be seen 

as best practice in current market conditions. 

Vehicle manufacturers’ marketing focus has migrated to some extent in terms of 

heavy advertising, whether in conventional press or television, or towards the 

newer, more-focused Internet. One must ask if this evolution has gone as far 

forward as it might.  

There has also been a growing realisation that vehicle finance is a key part of the 

acquisition proposition and profit opportunity. This is reflected with the impact of 

the current credit crunch. Manufacturers are currently making full use of the clean 

single-purpose borrowing capability of their finance houses to offer attractive 

finance deals to support their new car sales. 

Even now, one might ask whether motor manufacturers and, perhaps more 

importantly dealers, are really addressing the issue of ‘one in one out’. Are they 

looking to create a demand for a new vehicle by first offering to remove the 

current used vehicle through a realistic offer? 

For illustrative purposes only
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mechanism for 
immediate disposal,  
or the supply chain 
would grind to a halt 

A growing realisation 
that vehicle finance 
has become a key  
part of the  
proposition 

New

Scrapping

New car

2nd owner

3rd owner

4th owner

New

Scrapping

New car

2nd owner

3rd owner

4th owner



A Healthy Used Car Industry 

 

The Used Car Market – a report by BCA 69

Quite simply, that could be but one of the tools in creating a ‘pull-through 

market’. While the potential benefits may be principally in the private owner-buyer 

sector, it may also have applications in some business vehicle sectors. 

Everybody likes a bargain 

Everybody loves a bargain, and private buyers are no exception. Yet research in 

this report (page 36) highlights that used car retailers rarely prospect their 

existing customers – potentially missing out on a good number of golden 

opportunities. 

Let car owners know what an offer might be on their used car – and offer ‘to take 

it off their hands now or in 1-2-3 weeks’, depending on the availability of new 

cars. The potential used car price would be ‘burning holes in the prospect’s 

pocket’ and creating awareness of the deposit they could have on a new or even 

nearly-new unit. 

Such a pull-through approach can be used to generate carefully selected, small 

stocks of private cars for resale. Essentially, it might be labelled a ‘proactive 

trade-in’. 

Critical factors in a healthy used car industry 

The foregoing emphasises that the used car market is the critical next stage in 

the new car supply chain. It is worthwhile identifying the critical success factors 

in creating a healthy used car sector that can both help to pull through new cars 

and support profitable used vehicle operations. 

• A steady supply of quality used cars; probably multi-sourced to obtain an 

appropriate spectrum for the target market. Such units might be obtained 

partly from trade-ins and partly from fleet operators, together with a steady 

balancing of auction-sourced units. Treat every trade-in as an opportunity – 

not a threat. 

• A rigorous sales inventory policy; with cars being disposed of if they do not 

move within tightly-defined parameters – perhaps after serious pricing 

attention. 

• Targeted used car market sectors; research for BCA firmly indicates that 

different market sectors – by age, sex and socio-economic backgrounds – 

each have very different preferences in buying and owning a used car. 

• Communicate with members of the target used car segments; few of them 

will be business car buyers, so it will be principally a private and family-fleet 

buyer targeting operation. 

• Used car displays; ensure used cars are well displayed under favourable 

conditions. Revitalise displays every few days and trade slow-moving stock. 

The used car market is 
the critical next stage 
in the new car supply 
chain 
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• Present used cars as new; remember, for every buyer, the used car is a new 

one as far as they are concerned. Present vehicles accordingly and look to 

offer and sell the same soft services with used cars as with the new. 

• Arrange finance facilities in advance for would-be used car buyers. Recent 

research suggests there is a growing attitude of ‘laissez-faire’ among 

salespeople towards offering point of sale finance to every car buyer – exploit 

that profit opportunity. 

• Seek ‘balanced manufacturer remarketed unit support’ – sufficient to balance 

the stock but not overwhelm the site, so prospects have a true spectrum of 

product on offer for the target group. 

• Treat the used car activity as a first-class citizen within the operation –

remember that, in difficult economic circumstances, it could be as important, 

if not more so, than a new car operation. 

Nothing in this checklist could be called rocket-science, but it requires a 

discipline to manage such a complex operation tightly. 

A final point should be stressed. These notes have talked about the second tier in 

the life of the used car. Before it has come to the end of its economic life, a car 

may well pass through the hands of four, five or more owners. To each of these, 

the used car is a thing of beauty. What steps can your organisation take to 

pursue the used car through a third and fourth ownership cycle, to ensure the 

log-jam does not move but one step down the supply chain? 

An integral part of the new car market 

A healthy used car market is an integral part of the new car market. Both sectors 

need to work in close cooperation to ensure every last ounce of synergy is 

squeezed out of the system. 

However, with profits under pressure in the new car market, there is every 

incentive for franchised dealers and used car retailers to stand back and decide 

what steps to take to ensure they have a healthy used car operation – that will, in 

turn, pull through used cars to create an even greater demand for new cars and 

newer used vehicles. 

Treat the used car 
activity as a first-class 
citizen 
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A Tectonic Shift in the  
Used Car Market 

By Professor Peter N C Cooke 

The used car market is arguably one of the least studied sectors of the UK motor 

industry. 

Yet, there are real strategic issues and implications that vehicle manufacturers, 

franchised dealers and used car retailers could benefit greatly from should they 

undertake such an evaluation. 

This chapter seeks to highlight a small cross-section of longer-term changes in 

the UK used car market and their potential impact on the marketplace. Any 

serious strategic used car market analysis needs numbers to set it in context with 

the new car market.  

The total UK car market has fluctuated between nine million and nearly 11 million 

units – with used cars running between 6.5 and 7.5 million and new cars close to 

the 2.5 million units annually. 

The ratio of dealers’ used car volumes to private-to-private car sales underlines 

dealers’ ever stronger grip on the used car market – accounting for 56.3% of 

used cars volumes in 2007 and over three-quarters of used car market value.  

Industry drivers for change 

There are a number of pressures on the used car industry – drivers for change –

which have almost inevitably led, and will continue to lead, to changes in the 

sector. There is no certainty, however, that these pressures will be the same as 

those experienced by the new car market.  

• At the same time, the quality of first-time used cars has risen over the past 

decade. Rust on a five or even many a 10 year-old model is the exception 

rather than the rule. Similarly, if engines are treated with a modicum of care 

and are well serviced and maintained, their realistic life can be almost 

limitless, with fashion rather than wear and tear leading to scrappage.  

• Over the past 20 years or so, cars have become less and less exclusive. 

Today, three-quarters of households have at least one car and nearly a third 

of families own two or more cars.  

• A steadily changing demographic profile, too, appears to be contributing to a 

tectonic shift in the used car market. Bring these issues together and there 

are, as suggested previously, important changes in the market. 

One of the least 
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The changes taking place in the used car sector can be fitted into a conventional 

five forces model, highlighting some of the principal drivers for change under a 

number of different headings; 

Drivers for change in the used car market 

 

Consider some of these issues; 

• New approaches to the used car market have evolved over the past decade. 

Some of the current drivers for change include the growing influence of 

remarketing specialists. 

• There has also been significant growth in alternative approaches to the used 

car market – the growth of the Internet has increased the visibility of used 

vehicles available for car buyers to consider. There has also been a rise in 

both numbers and sophistication of used vehicle disposal methods partly 

caused by the growth in the leasing and daily rental sectors.  

• The customer base, too, is changing in line with demographics – the most 

rapidly growing group of private car buyers is now retired people. Similarly, 

second and third cars in the household are commonly used cars.  

• Used car branding has improved substantially as both manufacturers and 

dealer groups have sought to create ‘used car brands’ and thereby instill 

quality into the sector. 

• As an alternative to a used car there has been a parallel growth in low-priced 

‘entry level’ new cars and increased popularity of utility vehicles including 

small pickups as a lifestyle variant.  
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• In the same way that the alternative to buying a new luxury car may be a 

holiday home or a yacht, so at the more modest level of a used car, there are 

high-value consumer and sports goods that may be equally tempting to buy – 

thereby raising the importance of used car finance.  

• A critical issue among the drivers for change in the used car sector is the 

supply of used cars for franchised and non-franchised used car dealers. The 

growth of leasing and contract hire and the rapid recirculation of those units 

to the used car industry, largely through auctions has fuelled the growth of 

the first-time used car market.  

• While private motorists, trading in their cars for a new one, certainly produce 

a valuable source of cars, it is access to steady volumes of ex-fleet cars that 

is so critical to the used car industry. There have been occasions when used 

car imports have loomed on the horizon, but with right-hand drive in the 

United Kingdom, this has had little impact on the market. 

• One of the most important drivers for change has been the growth of Internet 

used car websites so would-be buyers can compare dealers’ and used car 

retailers’ car stocks from the comfort of a PC, long before they go out to look 

at used car sites. 

While any one of these drivers for change, in its own right, might not have moved 

the used car industry all that much, together, they have driven it forward 

markedly in the past few years. And, there is every expectation that tighter 

economic circumstances and the end of cheap finance may lead to further 

changes in the sector. 

Changing demographics and used cars 

Mention was made earlier of the changing demographics in the United Kingdom. 

A recent committee of the House of Lords has commented on the issues of 

immigration into the United Kingdom. The consensus is that, as a nation, the UK 

is not sure of the order of magnitude or the demographic split. However, 

conventional wisdom is that, by and large, immigration has been among younger 

people.  

Such rebalancing of numbers does not, however, move us away from the 

strategic fact that there is a growing number of middle-aged and older people in 

the country. While immigration from Central and Eastern Europe may, to some 

extent, redress the balance, we will not be totally sure until after the next census. 

Of course, many younger immigrants are transient and are likely to return home 

after a few years. 

The key issue is that the population is ageing – and older people are growing 

buyers of used cars. 

Rapid recirculation of 
contact hire units has 
fuelled the used car 
market 
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driven it forward 
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Used cars sales – a demographic analysis 

Conventional wisdom in the new car market tends to look at figures over three to 

four years – a product life-cycle. However, that is probably much less relevant in 

the used car sector where quality, mileage and condition are far more important.  

Data gathered over the past decade for the BCA Used Car Market Report – 

shows the ‘tectonic shift’ of the title of this paper, and offers an invaluable insight 

that franchised dealers and used car retailers should ignore at their peril. 

The chart overleaf highlights the shifting trends in age groups’ share of the used 

car market. 

• The 17-24 age group’s share of the used car market has fallen from 19.1% 

20 years ago, to a low of 11.2% in 2001, before recovering to 14.6% in 

2007. While a significant proportion of the cars in this sector are ‘private-to-

private sales’, there has been a steady fall over the past 20 years.  

Does this mean a genuine reduction in volumes – or are more families buying 

cars for younger members of the household to drive, possibly taking 

advantage of an older driver’s’ insurance? 

Age group percentage of used car market volumes 
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The 25-34 age group has shown the most dramatic fall from around a third of 

the used car market to 24.1% in 2007 – its used car volumes tumbling from 

2.5 million in 1996, to 1.7 million units in 2007.  

Such changes might well be accounted for by greater affluence among this 

younger age group, later marriage, starting families, a growth in company 

cars and readily available finance for new cars. 

Are more families 
buying cars for 
younger members of 
the family to drive? 
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• The 35-44 age group’s share of the used car market rose to a peak of 26.6% 

in 2002, slipping back to 22.9% and 1.62 million units in 2007. While this is 

the second biggest group in volume terms, would it be fair to claim this is the 

classic ‘second car in the household’ factor?  

The first car in the family may be private or a company car and, in a well-

established household may be new. It will be interesting to watch this age 

group over the next few years as demographics and social habits evolve. 

• 45-54 year-olds share of the used car market rose 14% to a high of 16% in 

2005, before falling to 13.3% last year. Not spectacular growth but, again, 

one that may well reflect changing social attitudes with a greater number of 

women in this group working than 10 years ago. One should not forget that 

many more women in this age group drive cars than their parents’ 

generation. 

• The 55-64 and 65 years-plus groups may well be treated together as they 

show the biggest and sustained growth pattern – from a combined 16.1% of 

used car volumes in 1996, to 25.1% and 1.77 million units in 2007. 

The thought of a diet of wall-to-wall daytime television is a strong disincentive 

to early retirement. The important message is that the older community now 

expects to own a car well into retirement and, given the financial prudence 

that may come with a pension, there is a strong demand for used cars.  

The clear strategic message that emerges from this demographic pattern is that 

the traditional buyers of used cars – the younger age groups seem to be 

migrating to pastures new, while the 55 years-plus sector now forms the biggest 

single group in volume terms. 

One could indulge in an ‘analyst fest’ as to the real causes of these changes in 

used car market dynamics and probably still not reach a meaningful conclusion. 

However, the important issue is that these are longer-term, steady trends that 

justify franchised and non-franchised used car dealers’ serious attention. 

Gender evolution and the used car buyer 

It has already been noted that important changes in markets may be overlooked 

if one does not look at longer-term trends. The movement in buyers of used cars 

between male and female car owners is a case in point. 

Is this the classic 
‘second car in the 
household’ factor?  
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The trend line, going back to 1988 shows an almost continuous move in the 

balance of used car buyers between men and women. Over the 20 years, the 

percentage of female used car buyers has risen from 38.1% to 49.2% of market 

volumes – almost a 10% move over the period. 

While an average of half a percentage point rise per year may seem a quite small, 

over time, there are certainly important longer-term implications in terms of dealer 

stock and approach to the market. Arguably, this is serious food for thought for 

dealers planning their used vehicle sales strategy. 

Used car volumes by gender 
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Strategic implications for used car dealers 

The foregoing tables and analysis suggest there is a serious, long-term 

repositioning of the used car market. The challenge is – what tactics might 

franchised and non-franchised used car dealers employ to gain a clear market 

advantage? 

Many of the implications are just good husbandry with regard to used car 

operations – best-practice – while others could highlight a need for more radical 

rethinking. The following issues might justify further review; 

• Used vehicle stock mix; the market picture shown previously suggests there 

is a significant shift in the market segments buying used vehicles. The 

immediate questions must be – which segments should a dealer set itself up 

to target? Equally, do these sectors have specific market requirements in 

terms of used cars? Perhaps the additional message from that decision 

would be one of stock management. What is the best stock policy and how 

often is the used vehicle inventory evaluated and fine tuned?  

The percentage of 
female used car 
buyers has risen from 
38.1% to 47.3% of 
market volumes 
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This can be taken one step further on the topic of used car sourcing. For an 

aggressive stock mix, a strong source is generally required which, in turn, 

often means sourcing through auctions. Realistically, it is auctions that offer 

the breadth and depth of stock at the varying price levels necessary. 

• Market segmentation, when one examines market segmentation patterns, 

‘what marketing and promotion’ should dealers use to achieve their sales’ 

potential? Are local competitors’ marketing and promotional techniques the 

same, for example, for 17-24 year olds, the middle-aged – or retirees? Do 

they all use the same media and, indeed, look for the same product features 

and benefits. 

• Sales techniques; may well vary between different target groups of used car 

buyers. It is possible that the dealers will find different sales approaches are 

more or less successful with different groups. That could mean retraining or 

reallocating sales resources between the different target groups.  

With older age groups for example, the opportunity to include or sell 

extended warranty products or service packages may be attractive, which 

might be much less interesting to younger buyers. The older generation may 

also be more focused on reliability and known cost than younger buyers. 

What steps can be taken to promote this support and these soft services? 

• Financial products; given the growth and uncertain extent of the credit 

crunch, readily available finance for prospective car buyers will become 

increasingly important. 

The ability to provide funds may be a real deal maker and, it is commonly 

assumed, that older buyers have good credit ratings. Not only do financial 

services need to be available, but front-line staff needs to fully understand 

the range of products and discuss them with car buyers at every opportunity. 

Franchised dealers and used car retailers understand their own markets, but 

given the enormous amount of data now available, it is possible that ambitious 

organisations can develop their businesses considerably by focusing hard on 

distinct growth areas. 

Long-term evidence of a shift 

Used car markets are evolving and have been doing so for decades. It is crucial 

that used car dealers are aware of the changing used car sectors they operate in 

– and focus their stocks, product mix and soft services on the evolving market. 

There is good, long-term evidence of a tectonic shift in the used car market and 

market niches – are you planning strategically or focusing more on short-term 

opportunities? 

That could mean 
retraining or 
reallocating sales 
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Strategic Issues  
and the Used Car Market 

By Professor Peter N C Cooke 

The used car industry is generally regarded as a trading activity rather than a 

strategic supply chain and service industry.  

While there are countless issues that forward-thinking leasing companies, fleet 

operators or used car dealers might consider, this chapter seeks to highlight just 

some these. These are not offered in any order of importance, but rather as a 

number of thought-starters.  

As with many industries, the topics are diverse and largely unrelated – yet all 

have a place in sustaining a healthy, profitable used car market. 

Increased fuel prices and the used car 

The relationship between escalating fuel prices and used car values would 

suggest ‘the higher the cost of fuel, the lower residual values of larger, fuel-

hungry cars will be, while the values of less fuel-thirsty cars will be relatively 

higher’ – easy, but should there be more in the interpretation of escalating fuel 

prices? 

It is interesting to work through the logic, or otherwise, of the equation between 

fuel prices and used car prices. 

Within a normal economic scenario used car buyers would buy used vehicles for 

one of a number of fairly clear-cut reasons including; 

• Buyers are not able, or are unwilling, to afford the equivalent new car model 

• Buyers need a larger car than they could afford if they were to buy a new car 

• Buyers demand lower-cost, reliable transport and image is not totally critical. 

For each of these categories, and others, there are ‘accepted norms’ for used 

car buyers in ‘normal economic conditions’.  

However, move to a period of economic uncertainty that could be caused by any 

one or more of a series of changes, and the ongoing but unwritten rules may be 

replaced by new, overriding rational or irrational thoughts.  

Consider some of the potential influences on change; 

• Sudden and potentially prolonged increase in costs such as fuel 

The higher the cost of 
fuel, the lower residual 
values of larger, fuel-
hungry cars will be 
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• Shortage or excess cost of credit to buy a newer or more highly-priced 

vehicle 

• Economic uncertainty – whether caused by recession or government 

inconsistency 

• Concern with potential inflation – even if official figures ‘deny it’. 

The pecking order, the relative priorities may vary between groups, but let us 

focus on the implications of higher fuel prices. The impact of higher fuel prices 

will, quite simply, be to cause a fall in the used car prices that buyers are willing 

to pay for less fuel economic units.  

The $200 barrel of oil – or not? 

In barely 12 months, the price of crude oil moved from $60 to $100. When oil 

was a mere $60 a barrel, and forecasters were claiming ‘the $100 a barrel is on 

the horizon’, they were labelled as doom-mongers and laughed out of court; alas 

too early.  

Brent crude oil price, pump rice unleaded and diesel 
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These forecasters of doom were clearly wrong. At the time of writing, oil had 

reached $145 per barrel. 

Although it has started to decline, perhaps in part because speculators have 

taken fright, and perhaps because of decline in demand, there is still 

considerable concern due to growing demand from India and China as well as 

the political situation in the Middle East and the Caucuses.  

They were labelled as 
doom-mongers and 
laughed out of court 
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We could be in a situation of ‘once bitten twice shy’ – prices have been up there 

– what is to stop them chasing $200 a barrel again? 

If we accept the experience of pump prices associated with the $145 barrel, then 

take into account escalating food, domestic energy and utility prices – as well as 

threat of serious economic downturn – what might be the implications for used 

cars and the used car market? 

The combined issues have implications for both a supply and demand side as far 

as the used car industry is concerned. 

Perhaps the most obvious prediction will be a skewing of demand for used cars 

towards the most fuel-economic units, whether petrol or diesel. There may also 

be a rise in demand for hybrid vehicles. This is more difficult to predict, however, 

since in the UK, at least, there is little concrete experience of running hybrids in 

their later life. 

It must be assumed that used car buyers will have more than half an eye on fuel 

costs and total economics. The immediate result will be the distorting demand 

already alluded to. However, residual values could rise and, as such, there may 

be opportunities for higher profit margins. 

A swing in residual values 

In the case of higher-priced, less fuel-efficient cars, it must be assumed they will 

become much less attractive and there could be a fall in used vehicle values to 

help re-balance supply and demand. 

• Of course, it might be argued that any swing in residual values could be a 

transient phase, in that used car demand largely mirrors new car demand.  

• If more luxurious, less energy-efficient cars become less popular then, over 

time, the supply of used cars in this sector will fall and there will be a balance 

between supply and demand. If that is the case, then over several years, a 

rebalancing of residual values may well also place. 

• An economist can always look for a rebalance of supply and demand. Even 

with higher oil prices, there will be car buyers, albeit fewer, who will demand 

luxury products and be willing and able to bite the bullet of higher fuel costs. 

There will also be a smaller, more selective pool of potential buyers for those 

now ‘uber-luxury products’. 

• From the fleet operators’ or new car buyers’ viewpoint, it will be even more 

important in future to track new car prices and fuel consumption to ensure 

they are buying the most energy-effective vehicles.  

A skewing of  
demand towards  
the most fuel-
economic units 

There will be car 
buyers who will  
be willing and able to 
bite the bullet 
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• In terms of used car sales operations, there could be a number of strategic 

issues to consider. Firstly, how large is the local market demand for luxury 

products and should perhaps luxury used cars be displayed on a solus site 

so potential buyers can see them and compare at a single viewing?  

Secondly, should they be marketed aggressively, despite their fuel dis-

economy? 

The Internet and the used car buyer 

At first, it seemed the Internet would perhaps be of greater importance to new 

rather than used car buyers. However, the sheer rate of growth in Internet access 

over the past few years has seen its role in used vehicle sales’ activities grow 

beyond anyone’s expectations. 
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The United Kingdom has the second largest Internet user-base in Europe – 40 

million web-browsers – more that two out of five using the Internet to help them 

identify the type of car they might consider buying, and where to buy it from. 

New and used car dealers ignore the Internet at their peril. No matter how 

'exclusive' your customer base, or how visible your brand is, you must leverage 

the many benefits that the Internet brings.  

Reality demands a powerful website as part of the marketing mix, in terms of 

creating product awareness – and, more importantly, persuading a high number 

of potential car buyers to make contact and take things to the next stage in the 

buying process. 

 

The Internet’s role 
has grown beyond 
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Percentage of UK car buyers using the Internet to help find a car 
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While new and used car buyers may be seeking different information from the 

Internet, the issue is that they are using it. Without a clear Internet policy 

supported by a user-friendly, up-to-date website, dealers will be ruling 

themselves out of close to half the market.  In some age groups, they could be 

missing out on nearly two-thirds of opportunities. 

The Internet marketplace is not, per se, a means of selling vehicles; it is but a 

part, a very important and interactive part, of the communication chain between 

sellers and buyers. The biggest single issue is that prospective car buyers believe 

they have a high degree of control over the sales process – and the ‘off-button’. 

Perhaps the second critical issue, certainly in the case of used cars, is that 

browsing car buyers have access to an unlimited number of websites to see what 

might best suit their needs. To practical, pragmatic dealers one key issue is to 

retain an interesting, ever-fresh and attractive used vehicle inventory.  

Market segmentation – a lesson from Oxfam? 

There is never enough time to check out the competition – even less to check out 

every other organisation in different segments of the same industry. The used car 

industry is, exactly as its title claims, the disposal of used cars, moving them 

from sellers to willing buyers. 

Given the highly competitive nature of the used car market, there are relatively 

few other successful models to gain inspiration from. While the housing market is 

based on recycling used houses, given the historic shortage, there has been a 

steady long-term rise in prices helping to balance supply and demand. Similarly, 

the antiques industry could be claimed to be ‘a recycling industry with 

pretensions’ but, again, there is a finite supply of quality material. 

Car buyers have 
access to an  
unlimited number of 
websites 

There are relatively  
few other successful 
models to gain 
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One parallel recycling market segment that may offer new ideas is Oxfam. If you 

think objectively about Oxfam it, too, is a recycling business. However, its raw 

materials are generally freely given and include a lot of unsaleable merchandise. 

Equally, tucked in among its run-off-the-mill donations there is the occasional 

treasure –a piece of silver, a rare first-edition or designer-label fashions. 

It is has been relatively easy for Oxfam, and indeed other charity shops, to simply 

hang gifted clothes on rails and let potential buyers search the rails. That is now 

changing. Oxfam now has a strategy of gathering fashionable and designer-label 

goods in selected branches and pricing those goods at a substantial premium 

compared with their traditional strategy. Unsurprisingly, perhaps, it is doing a 

roaring trade.  

This is classic market segmentation with recycling. How might such concept be 

transferred to the used car industry? 

Economic downturn and used vehicle transaction costs 

The slippery slope towards a possible economic recession will be setting alarm 

bells ringing regarding used vehicle acquisition and disposal among fleet 

operators, leasing companies and dealers alike.  

The prospect of a general downturn in business means companies need to trade 

better and sharpen their business practices to protect profitability. That, in turn, 

means taking every possible cost out of business transactions, as well as looking 

for new business opportunities to protect or enhance sales.  

The ‘net figure’ that ultimately reaches the bank, from vehicle disposal, rarely 

matches the ‘sales price’ obtained for a particular vehicle. It has been suggested 

by at least one commentator that ‘selling a used car is like selling a house. To 

start with ‘you think you have done well, before discovering all the hidden costs 

you had forgotten’. 

What should be taken into account? 

How does that impact on the used car industry? What should be taken into 

account and how might companies minimise the effect? 

• An economic downturn could mean the used car supply chain is too large for 

purpose and may contract in capacity terms.  

• There may also be a fall in absolute volumes of new and used cars being 

bought and sold – more likely among private buyers, as the fleet sector is 

generally tied into a strategic replacement cycle. The private buyer and seller 

element is the one that may be the most vulnerable. 

Possible economic 
recession should be 
setting alarm bells 
ringing 
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• Elsewhere in the current economic cycle, we have seen banks and financial 

institutions cutting staff, cutting payment contributions and taking various 

other draconian steps to cut costs and protect profitability. Similarly, there 

have been moves to eliminate poor and less-profitable business activities. 

Could this happen to the used vehicle industry too? 

• Given lower volumes and a contracted supply chain, where might the used 

car industry look to mitigate the effect of a downturn by playing smarter? 

• The first natural knee-jerk reaction is to cut staff numbers and try to reduce 

any visible costs in the business – property maintenance, the pot plants, free 

coffee – the list is endless. 

• However, a more thoughtful and strategic approach might be to look at 

transaction costs – those costs actually associated with buying or selling 

used vehicles.  

In other words, doing business smarter. Every reduction in such costs may well 

contribute directly to the bottom line – a potential case of ‘fewer units traded but 

better final margins’. 

The checklist below highlights some of the principal transaction costs associated 

with disposing of used vehicles. This list is probably even now, not fully 

comprehensive and further costs could be added. 

Used vehicle disposal - transaction costs 

• Movement to disposal site • Preparation 

• Ongoing depreciation  • Unexpired vehicle excise duty 

• Interest charges • Auction fees 

• Damage • Sales administration 

• Documentation • Security 

• Insurance • Parking space/time 

• Management time • Registration 

• Bad debt collection • Invoicing 

• Risk management • Condition on sale 

To the profit conscious organisation the challenge is a clear one. What method or 

methods of disposal and acquisition enable the operator to minimise transaction 

costs while still maximising the disposal figure achieved for the vehicle? 

The biggest problem with transaction costs is determining which ones are 

‘essential’ and which ones are ‘optional’ or might be eliminated through better 

disposal and acquisition planning.  

A more thoughtful  
and strategic 
approach 
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Perhaps the best course of action is to assess objectively the alternative methods 

of used vehicle disposal, or acquisition, against each of those transaction costs –

remembering that the overall objective of the exercise is to maximise profitability, 

and not just cut costs.  

Start from a blank sheet of paper – identify which costs are involved in your 

transactions and then put a price on them. Some of the costs will be internal, 

others will be external. The checklist overleaf provides some thought-starters and 

questions to begin the exercise. 

Transaction costs 

• What transaction costs are involved in buying/selling your used cars? 

• Which of those costs are essential? 

• What are the individual transaction costs? 

• Is there an alternative/more cost effective way of undertaking that task? 

- internally 

 - externally 

 - through combination 

• Can those costs be undertaken more effectively and not damage the business? 

• How quickly/effectively can those changes be implemented? 

• Will those changes damage the business? 

There is nothing to be ashamed of in challenging long-term practices; indeed it is 

something to be proud of. Many a management commentator considers that 

businesses move forward more rapidly during a period of recession or 

depression. Certainly, the automotive sector is one where regular shake-ups 

seem to happen each time there is an economic downturn. 

The used vehicle industry is special, if not unique, in that the success or 

otherwise of the new car market is dependent on the used car sector’s ability to 

recycle vehicles quickly and at minimum cost. 

Lower demand leads to lower residual values 

The economic principles of supply and demand will mean ‘lower demand leads to 

lower residual values if those vehicles are to pass from one user to the next’. 

Remember, while new car production can always be halted, used cars exist and 

cannot be put on hold. 

The change in demand and prices for used cars may deviate from the 

conventional model in a period of economic equilibrium so the market migrates 

into the pattern shown overleaf; 

The overall objective  
is to maximise 
profitability 

The new car market 
is dependent on the 
used car sector’s 
ability to recycle  
cars  
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• Some buyers of fuel-thirsty used cars will move to purchasing used cars with 

better fuel consumption. Traditional buyers in this segment may be priced out 

of the now over-subscribed sector. 

• Those ‘forced out buyers’ may move to older or less attractive, lower-priced 

used vehicles, so moving that group down the line one stage further – and 

that push may continue downwards.  

However, some buyers in either of these categories, or the ‘knocked down to the 

next price category’ – may look to reassess what is the motivation for change 

and look to their real motivation for moving to smaller more fuel-efficient cars.  

It could be more expensive fuel, peer group hysteria, or not thinking it through – 

A back of the envelope calculation to determine the real impact on their total 

expenditures caused by higher fuel prices might give potential buyers something 

to think about. Think it through – what is the cost implication of a hike in the 

price of fuel? 

Impact of fuel price rise on total fuel cost 

Assume 7,500 miles per annum – keep car for three years – 22,500 miles 

Assume average 28 miles per gallon – 804 gallons 

Fuel price level 

Pump price per litre 3-year cost of fuel Annual cost of fuel 

£0.90pl £3,292 £1,097 

£1.00pl £3,658 £1,219 

£1.20pl £4,390 £1,463 

£1.30pl £4,756 £1,585 

If you had prepared your budget for motoring based on fuel at £0.90ppl, but fuel 

had risen to £1.20ppl and was likely to stay at that level, to stay within the 

budget, you could go for a lower-priced car – at a fuel price of £1.20 that would 

require a saving of some £1,098 on the used car price.  

If your vehicle achieved only 18 miles per gallon, not unusual with a 4x4 around 

town, the up-front saving would be much greater – consider the table below. 

Impact of fuel price rise on total fuel cost 

Assume 7,500 miles per annum – keep car for three years – 22,500 miles 

Assume average 18 miles per gallon – 1,250 gallons 

Fuel price level 

Pump price per litre 3-year cost of fuel Annual cost of fuel 

£0.90pl £5,119 £1,706 

£1.00pl £5,688 £1,896 

£1.20pl £6,825 £2,275 

£1.30pl £7,394 £2,465 

It could be peer    
group hysteria 
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Certainly there would be a multitude of calculations possible regarding other 

parameters but car buyers are likely to restrict themselves to a simple analysis. 

Thus, the would-be buyer would be looking to acquire a replacement vehicle 

costing some £900 less if the fuel is to represent a zero sum on total cost. 

The example deliberately does not offer an initial price for the used car; but the 

type of saving the would-be rational buyer would seek to acquire a vehicle in the 

region of £900 less than the current notional acquisition price. 

Too early to look for rational links 

Of course, with a less fuel-efficient vehicle or with higher projected annual miles 

the results could change quite radically. It is probably far too early to look for 

rational links in terms of changed consumer used car buying habits, but it will be 

interesting to watch how used car prices change over the next few months 

In the example, with a typical annual c£300 cost increment, there is a challenge 

of an additional £6 a week if a comparable priced vehicle is to be maintained. 

There is, however, a serious message for used car dealers in this ‘back of an 

envelope’ economic theory. It could, just might, offer an avenue to help uphold 

sales of more fuel-hungry vehicles. 

What questions does one ask potential used car buyers when they say they are 

‘trading down because of the cost of fuel’? Is it possible, or even practical, for a 

used car salesperson to gather mileage expectations and build them into the 

sales pitch? Equally important, might such a simple calculation be beneficial in 

determining used car pricing? 

The arguments and rationale can be presented in a number of ways and 

scenarios. Equally, there are further opportunities to develop such a stratagem 

for different vehicles, prices, fuel consumptions and mileages.  

The challenge for used car retailers is surely to qualify further the potential used 

car buyer. Given some simple calculations based on fuel use and potential 

mileage to be driven, it may be possible to sell some higher fuel-consumption 

cars to low annual mileage used car buyers. 

Certainly, any such analysis is no panacea; it will not resolve the used car pricing 

problem, but it may have some influence on volumes. 

While a rationale can be generated for used car disposal and car buyer dynamics, 

perhaps the biggest unknown will be government policy towards the planned 

changes in VED. Any price change would have to be added to the rising cost of 

fuel and could have serious consequences for some car owners 

Is it possible for a 
salesperson to build 
mileage into the  
sales pitch? 

Planned changes in 
VED will have to be 
added to the steeply 
rising cost of fuel 
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BCA – A Tireless Partner 

In a demanding business environment, BCA has been the first choice vehicle 

remarketing company for over 60 years. Today, BCA offers a completely 

integrated vehicle remarketing package to a wide range of motor industry 

customers.   

Innovation, integrity and a passion to deliver are key factors in the company's 

long-standing success. BCA is a tireless partner, working with its customers to 

develop a range of physical and electronic remarketing services and web-based 

products that meet and then exceed their expectations. 

A vehicle stood still is a vehicle losing money 

BCA is always on the move, bringing new initiatives to the marketplace and 

developing the remarketing infrastructure to make sure customers have 

opportunities in their way, not obstacles. To BCA, a vehicle stood still is a vehicle 

losing money. 

All the resources for buyers and sellers 

BCA covers all the angles from modern remarketing centres to the latest 

generation of reporting systems that keep customers informed 24/7 – 365 days a 

year. 

• UK’s most advanced auction network with 21 locations 

• A constantly growing Mainland Europe network, with 26 centres in 11 

countries. 

• A multi-lingual, multi-currency pan-European e-commerce platform 

• Inventory Management fully integrated with PinPoint CRM and a highly 

developed logistics capability 

• Inspect & Collect enhanced in 2008 with the acquisition of UFD 

• Upstream specialist remarketing service in a new strategic partnership with 

2nd Byte 

• Specialist remarketing channels including Live Online and X-Bid online 

auctions  

• MyBCA loyalty programme for professional motor industry buyers 

• Document storage and retrieval in BCA's Docu-Safe system 
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• The latest generation of reporting systems keeps customers in touch 

• First class vehicle preparation at the point of sale with BCA Smart Prepared 

• Auction View provides online stock location, catalogues and BCA’s unique 

auction composites alongside CAP and Glass data. 

• BCA provides competitively-priced collection and delivery managed by a 

dedicated, bespoke Transport System 

Expert and technology driven 

Using a variety of new online tools, BCA delivers enhanced buyer 

communications via its multi-award winning website directly linked to on-going 

branded sales programmes. Improved analysis, multiple online e-marketing 

channels and bespoke customer-branded micro-sites are all used to generate 

enhanced buying power for vendors and deliver valuable information to buyers. 

Straight talking and thought provoking 

BCA provides vital information to the marketplace through publication of its 

monthly Pulse report. An ongoing partnership with Professor Peter Cooke and 

Buckingham University’s Centre for Automotive Management delivers the Used 

Car Market Report and thought-provoking position papers. The long-standing 

LCV Forum throws the spotlight on commercial vehicles. A partnership with the 

Automotive Retail Network supports new ideas in the retail sector. Add in 

extensive industry training and consultancy work and BCA is both straight talking 

and thought provoking. 

Award winning 

We are genuinely proud when the industry honours us with awards. This year, 

BCA and its people won awards from publications such as Business Car, Fleet 

World and Fleet News, and from customers Lex and LeasePlan. We were also 

delighted when our work with industry charity BEN was honoured as the most 

innovative fundraiser in support of National Ben Week last year. 

We never stop 

As the remarketing company that shows unflagging pursuit of excellence on 

behalf of its clients and customers, we never think the job is done and we are 

always asking ‘What next?’   

BCA can quite rightly claim that “We Never Stop” when it comes to delivering the 

very best to our customers.   
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BCA Network 
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Statistical Data 

This section of the Used Car Market Report includes data taken from the 2008 

BMRB International survey of 2,101 UK car owners, providing an insight into their 

views and preferences in buying or owning a used car.  

It supplies background information on the Consumer Perspective and Regional 

sections of the report, and allows readers to draw comparisons with their own 

views and experience of the UK used car market.  

NB All responses are percentages. 
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Q How many cars are in your household? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

One 45 47 43 32 45 47 41 46 54 41 48 49 43 35 

Two 24 26 23 17 27 31 30 31 13 37 24 24 15 2 

Three or more 7 8 6 14 4 6 12 8 1 11 8 7 4 1 

None 24 19 27 37 24 15 17 15 32 11 19 19 37 62 

 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

One 42 39 45 49 48 47 44 47 48 53 48 

Two 13 33 31 22 26 25 29 23 23 21 15 

Three or more 4 9 9 9 10 10 9 4 5 7 7 

None 41 19 16 20 16 18 18 25 24 19 31 

 

Q Have you bought a new or used car recently? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Yes, new in 2003 or earlier 5 5 5 3 3 5 6 7 6 7 5 4 3 2 

Yes, new in 2004 2 2 2 1 2 2 1 4 3 2 3 4 -  0 

Yes, new in 2005 4 4 4 3 2 5 5 6 4 7 4 3 3 2 

Yes, new in 2006 5 5 4 3 6 6 6 5 2 7 5 4 2 1 

Yes, new in 2007 5 5 4 3 4 5 4 5 7 6 6 4 4 2 

Yes, new in 2008 1 1 1 1 2 1 1 1 1 1 1 1 1 1 

Yes, used in 2003 or earlier 7 8 6 3 5 8 8 8 8 7 8 8 4 3 

Yes, used in 2004 4 3 5 2 4 4 4 6 4 3 5 6 4 2 

Yes, used in 2005 6 6 7 2 8 10 7 6 4 7 7 7 5 3 

Yes, used in 2006 8 8 7 7 10 8 9 9 5 7 8 10 6 5 

Yes, used in 2007 13 15 11 10 17 17 14 12 8 16 15 11 12 4 

Yes, used in 2008 5 6 5 7 7 5 6 4 2 7 3 6 6 3 

No 39 36 42 60 33 27 33 32 50 29 34 35 52 72 

 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Yes, new in 2003 or earlier 6 6 5 3 5 4 5 4 3 5 6 

Yes, new in 2004 1 2 3 2 2 4 3 2 1 3 3 

Yes, new in 2005 5 4 5 10 2 3 5 1 3 3 5 

Yes, new in 2006 4 6 2 5 3 5 6 6 3 3 4 

Yes, new in 2007 3 6 2 5 4 3 9 7 3 10 3 

Yes, new in 2008 1 1 -  5 -  1 2 1 1 -  3 

Yes, used in 2003 or earlier 6 7 12 4 12 8 7 2 7 6 8 

Yes, used in 2004 3 4 4 10 6 5 4 2 2 6 3 

Yes, used in 2005 4 4 8 10 6 8 2 5 11 7 9 

Yes, used in 2006 3 9 12 8 2 11 8 10 5 9 7 

Yes, used in 2007 7 11 16 12 24 13 15 17 14 13 12 

Yes, used in 2008 2 6 6 5 9 9 4 6 5 5 1 

No 57 37 29 33 25 31 35 41 45 31 42 
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Q What most strongly influences the type of used car you would consider buying? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Personal experience particular 
make/model 

41 42 39 26 32 51 42 47 46 48 46 38 27 20 

Views of friends or family 32 28 36 39 36 37 26 26 25 33 33 30 29 33 

Test drive 26 26 27 26 31 28 22 26 24 28 30 25 20 15 

Consumer reports programmes (e.g. 
Which?, Watchdog) 

17 18 15 9 17 21 17 18 18 26 17 13 7 8 

Car internet sites 12 14 11 19 20 15 9 8 2 12 14 12 12 11 

Cars you see on the street 12 14 10 18 15 12 10 9 7 8 11 13 20 14 

Used car showroom/sites 12 11 13 12 10 11 10 16 14 9 16 11 12 9 

Specialist motoring magazines 7 10 5 10 9 7 5 7 7 11 7 8 3 3 

General motoring magazines 7 9 6 11 9 5 5 8 5 7 7 9 5 6 

Newspaper advertisements 6 7 6 9 7 6 8 4 5 4 5 9 7 12 

Car TV shows 6 9 4 10 11 7 5 2 2 7 7 6 6 4 

Selling franchised/used car dealer 
advice 

6 6 6 5 5 6 6 6 8 6 4 7 6 9 

Car TV adverts 4 5 3 9 3 3 2 3 4 2 5 4 6 4 

Other 9 8 10 6 5 9 13 9 12 9 9 9 8 14 

Don't Know 6 4 9 6 5 4 7 7 7 4 4 7 11 11 

 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Personal experience particular 
make/model 

27 48 51 41 38 41 37 34 42 44 41 

Views of friends or family 29 34 27 38 16 36 42 24 34 31 30 

Test drive 20 31 19 35 38 34 20 20 28 31 24 

Consumer reports programmes (e.g. 
Which?, Watchdog) 

15 19 14 15 11 19 15 13 18 21 21 

Car internet sites 16 11 15 9 4 10 14 8 15 16 13 

Cars you see on the street 15 12 10 13 15 16 12 10 12 9 7 

Used car showroom/sites 14 9 11 16 11 14 8 17 12 12 12 

Specialist motoring magazines 9 7 5 8 5 7 8 8 7 9 10 

General motoring magazines 8 5 11 10 6 7 8 3 10 7 6 

Newspaper advertisements 7 6 10 8 3 2 9 5 6 8 7 

Car TV shows 8 6 3 2 7 11 4 7 6 9 8 

Selling franchised/used car dealer 
advice 

10 6 2 3 6 8 5 4 5 8 7 

Car TV adverts 7 4 1 6 2 2 4 5 7 3 2 

Other 5 10 7 12 12 8 10 11 6 9 10 

Don't Know 6 6 3 8 2 3 8 9 4 6 12 
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Q What are the crunch factors that affected your decision to buy your latest used car? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Price 52 53 51 57 48 55 57 53 42 51 55 47 55 54 

Make/model of vehicle 41 38 44 25 47 43 42 45 32 44 38 43 36 37 

Low mileage 35 35 34 30 36 37 31 34 37 36 37 31 33 36 

Body type (e.g. estate or 
hatchback) 

22 25 20 18 12 28 20 29 26 31 19 24 11 22 

Age of vehicle 22 24 19 18 22 18 18 23 32 22 24 22 15 19 

Insurance group 14 16 11 24 14 13 12 9 13 10 17 12 16 14 

Safety 14 10 17 13 19 14 9 17 7 15 13 13 13 7 

Specification 13 14 12 7 16 11 13 16 16 18 13 12 8 11 

Colour 7 6 7 12 7 4 9 5 5 8 5 6 7 6 

Environmental considerations 6 6 6 1 6 6 5 10 3 6 7 5 2 7 

Security 2 3 2 5 2 1 1 4 4 3 3 2 2 1 

 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Price 44 53 48 53 52 49 67 52 53 48 52 

Make/model of vehicle 27 41 42 36 34 44 43 38 44 52 44 

Low mileage 36 38 30 25 28 40 43 29 30 41 33 

Body type (e.g. estate or 
hatchback) 17 21 26 34 29 22 18 20 23 20 21 

Age of vehicle 15 25 16 31 20 27 27 16 21 27 12 

Insurance group 13 13 14 21 2 17 19 8 15 15 10 

Safety 17 16 9 11 4 12 11 19 16 10 17 

Specification 15 17 14 7 13 12 10 7 12 15 20 

Colour 6 7 5 3 8 5 9 6 7 2 11 

Environmental considerations 7 6 7 12 5 5 3 3 2 5 10 

Security 3 1 -  9 -  3 -  4 6 3 5 

 

Q What influenced your decision to buy your used car from that particular dealer? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Right car at best possible price 39 38 41 37 39 36 43 43 36 45 37 34 43 28 

Got a good deal on the car 32 35 30 22 42 34 37 27 25 40 31 31 20 32 

Could trade in my old car 26 28 25 20 25 21 30 21 39 29 26 29 20 15 

Local and convenient 22 25 19 19 26 15 25 21 30 25 20 23 19 35 

Staff friendly, helpful and 
professional 

17 17 17 -  17 15 16 19 28 22 14 12 23 26 

Dealer reliable and trustworthy 16 16 17 9 14 13 18 13 27 24 10 13 15 33 

Offered a warranty or vehicle 
had warranty 

16 15 17 18 23 12 15 11 21 18 15 17 8 15 

Have bought a used car from 
them before 

16 15 17 -  9 16 14 16 30 16 12 17 20 22 

Easy negotiation, lack of sales 
pressure 

15 14 15 20 18 10 13 18 14 20 14 13 8 9 

Wide choice of vehicles 13 15 11 13 10 12 14 11 20 11 13 16 14 17 

Good aftersales service 11 13 8 3 3 14 12 10 18 12 11 9 8 12 

Dealer recommended by friend 
or relative 

9 11 8 16 14 11 7 6 6 6 13 10 7 8 

Quick delivery of car wanted 8 8 9 -  8 10 10 4 11 10 9 6 4 9 
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Q What influenced your decision to buy your used car from that particular dealer? 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Right car at best possible price 40 39 35 45 50 38 37 30 53 31 37 

Got a good deal on the car 18 24 36 32 22 31 43 39 43 29 38 

Could trade in my old car 26 28 32 38 25 24 29 17 19 25 26 

Local and convenient 27 22 23 32 15 33 17 13 29 13 20 

Staff friendly, helpful and 
professional 

17 25 16 20 4 20 19 3 10 18 27 

Dealer reliable and trustworthy 15 20 13 22 16 14 11 13 22 8 21 

Offered a warranty or vehicle 
had warranty 

6 21 19 10 12 12 25 12 13 13 17 

Have bought a used car from 
them before 

6 15 23 20 9 15 14 6 10 25 23 

Easy negotiation, lack of sales 
pressure 

9 21 15 18 20 18 13 4 17 10 3 

Wide choice of vehicles 5 15 16 17 6 23 9 9 17 10 8 

Good aftersales service 15 14 8 18 8 11 13 6 4 15 10 

Dealer recommended by friend 
or relative 22 10 4 11 -  10 7 3 12 7 22 

Quick delivery of car wanted 15 8 9 10 5 7 7 3 14 4 6 

 
 

Q Has the dealer you bought your car from contacted you for the following reasons? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

To find out if you were happy 
with your car 

30 25 35 12 25 34 29 42 23 35 32 23 23 15 

About servicing the car 32 33 32 11 25 38 27 36 43 32 40 31 17 19 

To see if you were thinking 
about changing the car 

14 16 12 4 2 20 13 15 20 16 13 17 5 9 

To see if a friend or a family 
member was interested in 
buying a car 

4 3 5 -  3 5 4 3 2 5 4 2 1 -  

Nothing/no contact 48 49 46 74 56 45 48 39 41 45 42 51 63 51 

Other answers 1 1 1 -  -  1 2 1 0 -  1 -  3 5 

No answer 0 0 -  -  -  -  -  -  1 -  -  -  -  3 

Don't Know 1 1 2 2 1 1 1 2 1 2 1 1 -  8 

 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

To find out if you were happy 
with your car 33 30 20 10 32 36 25 47 27 36 39 

About servicing the car 45 44 33 29 13 36 20 34 28 37 25 

To see if you were thinking 
about changing the car 

10 18 8 16 6 27 9 8 16 11 15 

To see if a friend or a family 
member was interested in 
buying a car 

-  3 2 6 -  2 -  6 5 4 11 

Nothing/no contact 45 42 52 63 55 44 59 37 58 38 33 

Other answers -  -  -  -  5 -  -  -  2 4 1 

No answer -  -  -  -  -  1 -  -  -  -  -  

Don't Know -  2 -  -  2 -  2 -  -  -  8 
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Q What type of car did you last purchase? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Off road/4 x 4 6 5 7 -  7 4 8 10 2 5 7 5 6 1 

Saloon 20 20 21 12 16 20 24 19 32 22 18 20 21 28 

Estate 9 10 8 3 4 9 11 16 12 11 8 11 7 10 

Hatchback 47 46 48 67 43 47 46 44 44 41 51 47 51 43 

M.P.V/People carrier 7 7 6 -  9 13 5 4 3 10 5 7 4 4 

Sports car/coupe 4 5 3 7 10 -  2 5 2 5 5 4 2 1 

Prestige e.g. Jaguar 1 0 1 2 0 -  1 -  -  1 0 0 -  -  

Micro/City Car 2 2 3 4 5 1 1 1 2 3 2 1 2 6 

Other 4 4 4 4 6 5 2 1 3 2 3 5 7 8 

 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Off road/4 x 4 6 2 6 7 8 5 8 4 8 4 7 

Saloon 24 19 20 21 23 18 21 18 17 25 24 

Estate 11 11 14 8 10 11 6 6 7 9 6 

Hatchback 31 50 46 53 41 43 51 51 51 45 51 

M.P.V/People carrier 5 5 12 11 9 9 1 11 4 1 4 

Sports car/coupe 2 5 1 -  -  7 7 2 7 8 5 

Prestige e.g. Jaguar -  1 -  -  -  -  2 -  -  3 -  

Micro/City Car 6 3 0 -  3 5 2 1 3 2 -  

Other 15 4 1 -  5 3 2 7 2 3 3 

 
 

Q What influenced you most in buying a used car with a diesel engine? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Environmental considerations 12 13 12 5 10 13 12 15 19 16 11 7 21 11 

Maintain value better 16 20 10 0 12 18 18 23 19 19 15 15 11 11 

More reliable engine 21 24 18 16 12 25 25 23 19 15 29 18 21 22 

Better fuel consumption 62 66 57 47 60 60 61 78 58 69 58 65 50 56 

Engine would last longer 18 22 12 16 10 18 20 25 15 12 18 22 25 11 

Do a high annual mileage 11 13 9 16 17 6 18 10 0 15 13 7 7 11 

Other 21 18 25 21 17 24 20 18 35 24 20 15 29 33 

Don't Know 4 4 4 21 4 4 2 0 0 4 3 5 4 0 

 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Environmental considerations 23 8 16 20 0 21 0 3 9 23 22 

Maintain value better 29 18 24 20 0 14 17 6 4 15 33 

More reliable engine 13 15 36 60 7 17 17 29 22 23 11 

Better fuel consumption 42 56 72 93 64 52 65 57 70 85 78 

Engine would last longer 10 15 28 40 14 10 9 14 17 46 11 

Do a high annual mileage 0 15 16 20 14 3 9 3 9 31 33 

Other 19 38 16 0 43 24 13 17 22 15 11 

Don't Know 6 0 0 0 0 7 13 6 4 0 0 
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Q Which of these reasons influenced you to buy a used car rather than a new car? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Couldn't afford a new car 36 34 37 50 44 44 28 25 25 27 35 38 46 37 

Used better value for money 27 32 22 18 24 32 28 32 25 36 31 25 14 11 

Lower depreciation with used 
cars 

26 31 22 16 23 28 34 34 22 42 27 24 12 8 

Always buy used cars 15 16 13 7 12 18 20 17 14 18 13 19 11 8 

Needed a car quickly 10 10 9 12 10 13 11 6 5 9 10 9 12 5 

More choice when buying a 
used car 

7 8 5 11 7 6 6 4 5 7 8 6 7 3 

None 12 9 15 9 6 8 12 14 22 8 9 12 17 28 

Don't Know 4 3 5 4 6 2 3 5 4 3 3 4 5 7 

 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Couldn't afford a new car 31 41 38 38 36 36 37 33 31 32 32 

Used better value for money 25 31 25 26 20 23 31 19 30 33 24 

Lower depreciation with used 
cars 

23 27 29 30 29 32 28 13 31 18 28 

Always buy used cars 8 15 17 13 26 12 15 19 18 16 14 

Needed a car quickly 13 7 11 15 8 10 9 7 9 9 8 

More choice when buying a 
used car 

13 5 3 10 5 8 5 3 9 4 6 

None 8 9 8 16 10 15 11 21 14 18 14 

Don't Know 9 4 1 3 1 -  7 5 3 1 5 

 
 

Q  How likely is it you or a member of your family will buy a used car in the next year? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Certainly will 6 7 5 9 10 5 7 4 2 7 6 7 4 2 

Quite likely 12 12 12 19 14 14 14 10 4 14 12 12 12 8 

50:50 chance 10 10 9 14 14 9 9 8 5 11 9 10 10 6 

Unlikely 30 34 27 28 27 35 31 36 26 37 32 29 24 20 

Certainly not in the next 12 
months 

17 16 18 12 18 17 17 22 16 14 21 16 19 10 

Won't be buying a car in the 
future 

24 20 28 17 16 19 21 19 47 16 20 25 30 52 

Don't Know 1 1 1 1 1 1 2 1 1 1 1 1 1 3 

 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Certainly will 4 6 5 3 3 6 5 6 8 5 9 

Quite likely 8 15 12 12 20 14 13 12 9 15 9 

50:50 chance 15 8 7 10 11 11 11 8 9 14 6 

Unlikely 28 35 38 25 29 37 33 20 31 22 25 

Certainly not in the next 12 
months 

17 15 16 18 18 12 18 26 17 21 12 

Won't be buying a car in the 
future 

26 20 22 32 20 20 17 27 25 22 38 

Don't Know 1 1 0 -  -  0 2 1 1 1 1 
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Q When you come to buy a car is it most likely to be: 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Used car, petrol 41 40 41 51 42 38 40 35 40 35 40 46 47 42 

Used car, diesel 26 30 22 19 31 32 27 24 19 24 25 31 26 25 

Used car, hybrid 3 3 2 2 1 4 3 4 2 4 3 2 0 0 

Nearly new (up to 9 months 
old) used car, petrol 

5 5 5 4 5 3 6 5 8 7 5 5 4 1 

Nearly new (up to 9 months 
old) used car, diesel 

4 3 4 1 4 4 4 7 3 6 4 3 1 1 

Nearly new, (up to 9 months 
old), used car, hybrid 

1 0 1 1 0 1 1 0 -  2 0 -  -  1 

New car, petrol 7 6 8 5 4 6 5 9 16 8 8 5 6 8 

New car, diesel 5 5 4 4 3 4 5 6 5 7 4 4 3 2 

New car, hybrid 1 1 1 -  1 2 2 1 1 3 1 -  -  1 

Don't Know 8 5 10 13 8 6 7 7 6 5 8 4 12 18 

 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Used car, petrol 36 43 44 44 47 40 39 38 44 32 42 

Used car, diesel 20 28 29 26 29 22 29 29 25 31 21 

Used car, hybrid 6 3 2 -  -  1 4 2 1 2 3 

Nearly new (up to 9 months 
old) used car, petrol 

6 4 5 11 -  9 3 6 6 5 3 

Nearly new (up to 9 months 
old) used car, diesel 

3 3 1 12 6 8 3 2 4 5 3 

Nearly new, (up to 9 months 
old), used car, hybrid 

-  1 -  -  2 -  1 -  2 1 1 

New car, petrol 6 6 8 5 8 9 8 4 5 10 12 

New car, diesel 4 6 5 2 2 5 4 3 4 10 4 

New car, hybrid 4 2 0 -  -  -  1 -  2 2 1 

Don't Know 16 4 5 -  5 5 10 16 6 2 9 

 
 

Q If you buy a car in the future, where do you think you will get it from? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Franchised dealer (part 
exchange) 

25 25 26 12 20 25 27 37 34 34 26 24 14 12 

Franchised dealer (buy direct) 24 25 23 22 19 27 22 25 28 27 26 23 16 15 

Private sale 23 24 21 28 29 26 23 17 8 18 19 27 28 35 

Independent used vehicle 
dealer  (buy direct) 

9 10 8 6 10 9 10 9 11 10 10 7 8 8 

Family or friend 7 6 8 13 11 5 4 3 6 5 5 7 12 17 

Car supermarket 7 8 5 10 8 7 9 3 2 8 7 7 3 6 

Independent used vehicle 
dealer (part exchange) 

6 6 6 3 5 6 9 6 5 6 5 7 4 5 

Auction 6 6 5 7 10 6 3 4 2 4 6 5 9 5 

Internet trader 4 5 4 7 6 5 3 4 1 4 5 3 5 5 

Other 3 3 3 3 4 2 4 3 2 3 2 2 6 4 

Don't Know 6 4 8 8 6 5 5 6 8 4 5 4 12 10 
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Q If you buy a car in the future, where do you think you will get it from? 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Franchised dealer (part 
exchange) 

11 27 30 34 21 37 29 14 26 31 29 

Franchised dealer (buy direct) 25 32 21 17 18 18 18 25 20 27 25 

Private sale 30 23 18 26 32 18 22 29 17 17 18 

Independent used vehicle 
dealer  (buy direct) 

8 7 8 7 20 8 9 7 16 9 8 

Family or friend 13 5 5 7 8 6 5 7 6 8 7 

Car supermarket 14 4 6 6 4 8 10 5 6 4 3 

Independent used vehicle 
dealer (part exchange) 

2 5 9 2 15 7 4 5 5 9 6 

Auction 10 5 2 8 4 4 4 8 3 7 7 

Internet trader 9 3 5 - 2 1 7 3 2 7 4 

Other 1 3 6 - 4 3 3 3 2 1 5 

Don't Know 8 5 3 5 - 5 11 9 7 3 5 

 
 

Q Could the current credit crunch and economic uncertainty influence your decision on 
changing your car? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Pay cash 12 13 11 8 13 13 15 11 11 8 14 14 11 19 

Buy car with lower insurance 
premium 

9 8 9 10 12 12 6 7 6 7 12 9 7 6 

Buy a lower-priced model 9 9 9 8 11 11 10 6 6 8 10 7 10 6 

Negotiate harder for best deal 8 9 7 7 10 12 6 7 3 7 10 7 6 9 

Buy car privately 8 9 6 10 11 9 5 6 5 5 9 9 9 9 

Postpone replacement short-
term 

7 6 8 0 8 9 9 10 5 9 7 6 5 4 

Look for low rate finance 6 6 6 5 10 7 8 3 2 7 5 7 5 6 

Sell car privately (get higher 
trade-in price) 

5 6 5 9 8 5 4 4 3 4 5 6 6 6 

Look at dealers further afield 
for best deal 

5 5 4 4 5 5 6 4 4 4 5 5 5 2 

Shop widely for cheapest 
finance source 

4 4 5 7 8 5 4 2 1 4 5 5 2 3 

Postpone replacement 
indefinitely 

4 4 5 -  4 6 5 4 4 5 4 4 4 3 

Buy at auction 3 5 2 4 6 7 1 1 1 2 4 4 6 2 

Buy from Internet used car site 2 3 2 7 3 2 2 1 1 1 4 2 4 -  

Dispose of car (not replace) 2 2 2 1 1 0 3 3 3 2 2 2 2 3 

Longer loan period (lower 
payments) 

2 2 2 2 2 3 1 1 1 1 2 2 1 2 

Don't Know 6 4 7 14 4 5 7 2 6 5 5 7 7 7 

None of these 36 37 34 31 28 34 33 44 42 41 33 34 34 28 
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Q Could the current credit crunch and economic uncertainty influence your decision on 
changing your car? 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Pay cash 7 15 8 6 10 9 15 20 12 15 11 

Buy car with lower insurance 
premium 

12 9 8 11 2 7 11 7 11 9 6 

Buy a lower-priced model 11 12 6 2 5 11 10 9 5 15 5 

Negotiate harder for best deal 5 9 5 4 2 11 8 15 7 10 5 

Buy car privately 13 8 6 12 7 5 6 10 8 6 3 

Postpone replacement short-
term 

5 8 7 8 10 10 7 7 6 9 4 

Look for low rate finance 6 5 5 7 4 6 10 4 6 7 7 

Sell car privately (get higher 
trade-in price) 6 5 2 12 6 7 6 6 2 7 3 

Look at dealers further afield 
for best deal 

5 4 3 12 3 3 6 8 4 6 2 

Shop widely for cheapest 
finance source 

5 5 1 7 2 6 5 5 2 5 8 

Postpone replacement 
indefinitely 

2 5 3 8 3 3 5 3 6 5 3 

Buy at auction 3 4 1 9 2 3 5 3 2 3 4 

Buy from Internet used car site 4 5 1 -  -  3 1 2 1 1 3 

Dispose of car (not replace) 1 1 5 4 2 0 2 2 2 1 1 

Longer loan period (lower 
payments) 

2 2 2 -  2 2 2 1 1 3 2 

Don't Know 11 3 3 2 5 3 9 8 8 4 8 

None of these 23 33 45 32 50 37 31 33 41 28 46 

 
 

Q Which of the following would you consider to help offset the escalating cost of fuel? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Change to a car that does more 
miles per gallon 

50 53 47 44 45 55 56 53 43 54 53 46 41 43 

Reduce your annual mileage 31 31 30 34 33 32 27 26 32 30 35 21 34 31 

Change to a car with lower 
road tax 

25 23 27 17 28 26 22 30 24 25 25 26 22 21 

Change to a car with lower 
service and maintenance costs 

20 22 18 16 20 24 21 18 17 23 20 19 14 18 

Change to a car with a lower 
insurance premium 

13 13 13 10 16 15 15 12 11 9 13 20 11 17 

Change to a car that maintains 
it value better 

12 13 11 16 14 9 12 13 8 10 15 10 12 6 

Change to a lower value car 7 7 7 9 11 7 7 7 4 6 9 6 11 6 

Other 4 4 4 8 4 4 3 3 3 4 3 6 4 6 

Don't Know 3 2 3 6 3 1 1 2 3 2 2 4 4 3 

Take no action 17 15 18 12 11 15 19 19 22 19 13 20 15 17 
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Q Which of the following would you consider to help offset the escalating cost of fuel? 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Change to a car that does more 
miles per gallon 

40 55 42 59 45 57 53 43 44 64 49 

Reduce your annual mileage 34 31 30 35 24 35 32 22 32 29 29 

Change to a car with lower 
road tax 

13 28 21 26 15 26 30 22 28 32 26 

Change to a car with lower 
service and maintenance costs 

23 21 21 13 12 18 21 19 24 20 14 

Change to a car with a lower 
insurance premium 

10 15 7 22 11 14 14 8 15 16 14 

Change to a car that maintains 
it value better 

16 10 8 12 8 7 13 12 13 20 11 

Change to a lower value car 11 7 7 2 -  10 9 10 5 8 7 

Other 6 4 3 2 8 3 3 5 3 2 7 

Don't Know 3 2 1 3 -  0 4 8 2 0 3 

Take no action 10 16 23 16 31 14 11 18 18 6 25 

 
 

Q Will the planned increase in vehicle excise duty and new first year rates influence 
your decision on what car to buy next? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Choose a car with a lower CO2 
emission rating 

28 30 26 20 30 34 26 32 21 33 28 24 22 21 

Change to a car with lower 
maintenance and fuel costs 

22 23 22 25 18 26 25 18 20 19 26 24 19 17 

Buy a used car instead of a 
new one 

16 17 15 16 18 18 15 15 15 13 15 18 24 12 

Change to a lower value car 10 10 10 9 10 10 8 12 10 8 10 10 14 13 

Reduce the number of cars in 
the household 

5 5 5 7 6 5 3 5 4 6 4 5 6 1 

Other 29 29 28 25 25 23 27 32 40 30 30 27 22 37 

Don't Know 14 13 15 13 15 11 14 16 14 13 13 14 16 14 

 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Choose a car with a lower CO2 

emission rating 
40 31 21 35 21 27 27 21 23 28 27 

Change to a car with lower 
maintenance and fuel costs 

24 22 14 32 16 24 27 12 23 29 22 

Buy a used car instead of a 
new one 

14 17 15 16 15 16 13 20 17 17 19 

Change to a lower value car 15 12 11 4 11 6 11 11 7 9 6 

Reduce the number of cars in 
the household 

9 6 3 6 2 2 6 4 3 6 4 

Other 20 32 42 15 44 31 24 21 29 26 29 

Don't Know 5 10 9 21 6 12 18 21 15 17 25 
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Q Which of the following measures are you prepared to take to reduce your personal 
motoring carbon footprint?  

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Walk more often 38 33 44 42 40 41 34 40 32 41 40 35 33 29 

Cut out unnecessary 
journeys 

32 30 35 28 28 36 37 32 30 37 32 26 32 32 

Buy a car with lower carbon 
dioxide emissions 

28 27 28 16 28 31 32 31 24 32 30 24 19 19 

Buy a smaller car 21 20 23 15 15 24 26 25 21 23 22 22 20 14 

Avoid short trips 21 21 20 20 28 21 21 21 14 25 22 15 19 18 

Use public transport more 
often 

21 19 23 30 14 19 15 23 26 26 22 14 17 20 

Check tyre pressures 
frequently 

19 19 19 12 21 22 20 17 19 20 19 21 14 15 

Reduce annual mileage 16 17 16 14 18 15 17 15 19 14 19 16 14 21 

Avoid heavy braking 16 17 14 12 9 12 18 19 23 17 16 15 13 16 

Car share whenever possible 16 15 16 21 23 18 14 13 8 15 18 13 18 11 

Drive more slowly 16 16 15 14 16 12 16 17 19 13 15 17 20 17 

Accelerate less quickly 15 19 11 9 10 12 17 23 20 20 12 14 13 17 

Switch off air conditioning at 
every opportunity 

13 12 13 11 14 14 11 14 11 13 15 14 5 9 

Cycle more often 12 14 9 16 14 13 12 8 7 11 13 11 11 6 

Drive at off-peak times 
whenever possible 9 9 9 8 6 6 11 10 14 11 9 10 4 7 

Work from home  9 11 7 9 8 14 12 9 2 14 9 6 6 4 

 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Walk more often 47 42 40 45 23 35 35 32 33 40 37 

Cut out unnecessary journeys 30 35 35 48 28 37 26 27 33 29 26 

Buy a car with lower carbon 
dioxide emissions 

24 32 25 20 25 32 37 20 24 33 26 

Buy a smaller car 14 22 24 20 24 27 29 11 18 30 20 

Avoid short trips 24 23 13 15 5 24 20 17 25 26 24 

Use public transport more 
often 

38 21 20 24 11 10 21 14 18 12 28 

Check tyre pressures 
frequently 

8 23 19 26 15 24 24 12 22 15 15 

Reduce annual mileage 17 17 16 25 13 15 11 16 15 22 16 

Avoid heavy braking 12 16 14 14 15 19 18 14 18 9 21 

Car share whenever possible 10 15 21 17 5 22 19 14 11 18 22 

Drive more slowly 12 18 13 24 15 13 17 14 11 16 19 

Accelerate less quickly 10 15 10 27 17 22 16 14 13 15 18 

Switch off air conditioning at 
every opportunity 

7 11 10 15 18 16 15 14 17 17 8 

Cycle more often 16 11 13 7 15 11 14 10 8 12 12 

Drive at off-peak times 
whenever possible 

9 9 10 14 5 10 8 7 14 2 8 

Work from home  9 13 7 11 4 10 12 4 10 4 8 
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Q Which, if any, of these factors prompted your decision to change your last car? 

 Total Men Women 17-24 25-34 35-44 45-54 55-64 65+ AB C1 C2 D E 

Age 21 21 20 13 17 21 22 25 23 23 20 18 21 17 

Reliability 19 20 17 16 20 20 17 17 20 19 19 20 17 18 

Wanted smaller/bigger car 15 13 16 10 15 18 16 15 11 17 14 13 14 14 

Changed family needs 14 13 16 9 17 23 16 10 8 16 14 12 14 12 

Mileage 11 12 10 11 11 11 13 11 10 11 12 12 10 9 

Performance/mechanical 
condition 

10 11 9 5 8 14 12 8 9 10 11 12 5 8 

Saw a car liked better 10 12 8 6 14 9 11 8 10 10 9 11 11 9 

Wanted lower running costs 10 11 9 3 10 12 12 11 9 9 12 8 9 7 

Could afford a better car 10 11 8 6 15 10 9 9 7 9 11 11 8 5 

Wanted better performance  9 8 10 8 13 8 12 8 6 7 10 11 10 4 

Rising maintenance costs 9 9 8 4 7 12 10 7 10 9 10 8 7 7 

Newer model available 7 7 6 7 3 4 9 5 10 8 5 7 4 7 

Body/interior condition 5 6 5 4 5 7 7 2 6 7 5 5 4 3 

Special deal on replacement  5 4 5 1 4 2 6 7 7 5 6 3 4 5 

Always change at a set age 
or mileage 4 4 3 3 1 4 3 4 5 6 2 3 1 3 

Environmental issues 3 3 3 2 2 3 4 5 3 4 3 2 2 3 

 

 London 
South 
East 

South 
West Wales 

East 
Anglia 

East 
Mids 

West 
Mids 

Yorks/ 
Humb 

North 
West North Scotland 

Age 19 17 18 12 19 20 22 25 29 21 23 

Reliability 15 21 17 28 8 20 15 27 18 20 12 

Wanted smaller/bigger car 11 16 16 30 16 19 15 9 11 12 11 

Changed family needs 11 13 20 17 11 9 16 11 17 15 16 

Mileage 12 10 13 17 6 9 12 9 9 18 11 

Performance/mechanical 
condition 

10 11 15 14 8 10 8 8 12 10 3 

Saw a car liked better 7 10 10 8 18 13 8 9 7 9 13 

Wanted lower running costs 6 11 11 12 8 12 12 6 7 16 9 

Could afford a better car 11 9 10 10 10 16 11 6 9 13 3 

Wanted better performance  13 6 8 9 9 10 10 7 12 13 6 

Rising maintenance costs 8 10 5 9 13 13 5 5 11 10 9 

Newer model available 6 8 2 2 8 7 10 6 6 7 5 

Body/interior condition 4 6 6 -  10 5 8 6 5 6 1 

Special deal on replacement  5 8 4 10 1 5 5 2 2 7 1 

Always change at a set age or 
mileage 

5 3 4 2 6 1 6 3 2 2 7 

Environmental issues 3 3 2 4 2 3 4 3 3 6 1 
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Research  

The BCA Used Car Market Report is based on information from Omnicar, the 

Society of Motor Manufacturers and Traders (SMMT) and many other trade and 

industry sources. 

The UK Market Review was prepared with the assistance of Professor Jonathan 

Brown, a partner in HWB International, automotive marketing and distribution 

specialists. 

In addition, a consumer survey was carried out by BMRB International, based on 

interviews with 2,101 respondents, representative of the UK adult population 

aged 17 years and over. Fieldwork for this research was undertaken during April 

2008. 

The Used Car Market Report was written and produced for BCA Vehicle 

Remarketing by Professor Peter N C Cooke and the automotive group at The 

Centre for Automotive Management, University of Buckingham Business School, 

The University of Buckingham, Buckingham, MK18 1EG 

Copyright BCA 2008 

Any part of this report may be reproduced for non-commercial purposes subject 

to acknowledgement.  

Any organisation wishing to use this report --- in part or in whole --- for commercial 

gain, should firstly obtain permission from the Public Relations Department at 

BCA. 

Telephone: +44 (0) 1252 878555 . Fax: +44 (0) 1252 878158 

Web site: http://www.bca-europe.com 

E-mail: enquiries@bca-group.com 
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