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1

21st Century Autos: 

Examining The Role 

Of The Internet
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2

Agenda

LESSON #1 WHAT WE BUY HAS NOT 

CHANGED

LESSON #3 DIGITAL WORKS. IT REACHES 

CONSUMERS IN MARKET AND DRIVES 

BRANDS INTO ACTIVE EVALUATION AND 

CONSIDERATION

LESSON #2 HOW WE BUY HAS CHANGED. 

DIGITAL REACHES IN MARKET CONSUMERS 

AS THEY DISCOVER, EXPLORE AND 

RESEARCH

LESSON #4 A GREEN DICHOTOMY FOR 

CONSUMERS. UNDERSTAND WHO THE 

GREEN AUDIENCE IS AND WHAT THEIR 

MOTIVATORS ARE

Four Essential Lessons About Digital And The Automotive Category
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3

About The Research

PARTNERED WITH RESEARCH 

NOW TO SURVEY 1,009 UK 

DRIVING LICENSE HOLDERS

RESEARCH CONDUCTED W/C 

11TH JULY VIA RESEARCH NOW 

PANEL

BROAD SPLIT OF AGE RANGES, 

SOCIAL GRADE AND 

GEOGRAPHIC LOCATION

Comprehensive Study Of Over 1,000 UK Car Owners
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4

Who We Spoke To

Number of cars owned by household When was their most recent car obtained

The decision making unit

57% of hholdswith 2+ kids 
have two or more cars

70% of this living in a city 
drive one car

1 in 3 respondents with 2 
or more children obtained 
their most recent car in the 

last year

56% of men claim to be the sole 
decision maker vs37% of women

It was a joint decision for 59% of 
those with 2+ kids

Current Car Ownerhship

A Representative Snapshot Of Over 1,000 UK Drivers
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5

Importance Of New Carôs Features

We still want the same product features ïrational, practical considerations

2%

6%

13%

17%

17%

18%

18%

18%

20%

24%

24%

35%

44%

44%

47%

59%

61%

63%

78%

79%

87%

Other

National Manufacturer

Recommendation

Finance

Experience

Image

Children

Storage

Resale value

Environmental impact

Company Reputation

Brand

Features

Design

Performance

Safety

Insurance cost

Comfort

Reliability

Fuel consumption

Price

Note how low factors such as 
Brand, Image and ςespecially ς

Recommendation are for 
consumers when buying  a new car
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6

Car Brands Consumers Would Consider

We still want to drive the same cars
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7

Source Of Most Recent Car Purchase

The Dealer Still Has A Prominent Role In The Purchase Process

1%

1%

1%

3%

5%

14%

20%

56%

Online auction site

Online sales website

Other online site

Other

Car Supermarket

Private seller

Other dealer / Garage

Main Dealer

A Bricks And Mortar Model Still 
Prevails ςInternet Has Not 

Transformed From A Transactional 
POV In Way ASOS Has For Clothes 

Or Amazon For Books
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8

Lesson Number One

LESSON #1

WHAT WE BUY, WHAT WE 

DRIVE HAS NOT CHANGED
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9

The Consumer Decision Journey

The Modern Purchase Funnel Is Not Linear ïConsumers Buy, Dealers Donôt Sell

CONSUMER ADDS / 

SUBTRACTS BRAND IN ACTIVE 

EVALUATION

DEALER SALES ROLE 

DIMINISHED ïEMPHASIS 

SHIFTED TO POST PURCHASE

AVERAGE AUTOMOTIVE 

CONSUMER ADDS 2.2 BRANDS 

IN ACTIVE EVALUATION

Source: McKinsey
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10

The Consumer Decision Journey

An Eye On The Consumer Purchase Path ïUser A

9th JAN 2011

VALUE HATCHBACK 

BROACHURE DOWNLOAD 

FOLLOWING AD SERVED

9th JAN 2011

ANOTHER VALUE HATCHBACK 

BROCHURE DOWNLOAD 3 

HOURS LATER FOLLOWING 2 

FURTHER ADS SERVED

4th MAY 2011

MID RANGE BROCHURE 

DOWNLOADED FOLLOWING 3 

ADS SERVED

14th MAY 2011

10 DAYS LATER DOWNLOADS 

PREMIUM MODEL BROACHURE 

FOLLOWING 26 ADS SERVED

4 BROCHURES DOWNLOADED
THREE MANUFACTURERS CONSIDERED

4 MONTH 5 DAY WINDOW

Source: SM Data
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11

The Consumer Decision Journey

An Eye On The Consumer Purchase Path ïUser B

11th JAN 2011

BROCHURE DOWNLOADED 

FROM PREMIUM MARQUE 

AFTER AD SERVED

11h JAN 2011

DOWNLOADS A SECOND 

BROCHURE FROM THE SAME 

MARQUE 42 MINS LATER 

FOLLOWING AD SERVED

1ST FEB 2011

MID RANGE BROCHURE 

DOWNLOADED FOLLOWING 6 

ADS SERVED

13th MARCH 2011

PAPER BROCHURE 

REQUESTED FROM VALUE 

MARQUE AFTER SEEING 7 ADS

4 BROCHURES DOWNLOADED
THREE MANUFACTURERS CONSIDERED

2 MONTH 2 DAY WINDOW

Source: SM Data
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12

Internet Is Crucial To Research

Consumers Use The Internet To Discover, Explore and Research

1 IN 3 SAY IT IS VITAL

ON 5 POINT SCALE, 74% PUT 

IMPORTANCE IN TOP TWO QUINTILE

WE STILL VISIT THE DEALER ς64% VITAL
WE GO ONLINE FOR OUR INFORMATION 
ς54% VITAL
FRIENDS ONLINE ²hbΩ¢ MAKE US BUY A 
CAR ς20% VITAL
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13

The Empowered Consumer

Consumer Manages The Purchase Process, Not The Brand

33%

36%

48%

66%

Less Dependence On Visiting The Dealer

Feel in More Control

Access To A Wide Range Of Opinion

Independence To Gather Information
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14

Research Led ïConsidered Purchase

10

1
2

3

4

5

6

7

8

9

Would spend a lot of time thoroughly researching

Would spend virtually no time researching

10

1
2

3

4

5

6

7

8

9

Completely sure, I know exactly what brand

Completely unsure, have no idea what brand

5.91
Is the average number of 

brands considered by 
consumers when thinking 
about what brand their 

next car will be

Digital Opportunity: Brand Uncertainty + Long Research Process
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15

Consumer View Of The Purchase Process

stressful

fun

complicated
important

convoluted

time consuming

nervous

easy

difficult

fulfilling
enjoyable

frustrating

daunting
interesting

Dichotomy Of Stress Vs Enjoyment: Digital Creative Can Harness This
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16

Lesson Number Two 

LESSON #2

HOW WE BUY HAS 

CHANGED

CONSUMER IS EMPOWERED

DIGITAL REACHES THEM AS 

THEY DISCOVER, EXPLORE 

AND RESEARCH
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17

Data And Insight Bring Consumer Alive

5.5%

11.0%

5.7%

1.6%

2.1%

Offline Learning Informs Online Insight To Generate Successful Campaigns
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18

The Consideration Dichotomy

OWN CONSIDER

What We Consider Is Not What We Buy: Aspiration Vs Action
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19

ARE SEARCHERS CUSTOMERS?

As Many People Will Search For BMW As Ford ïBut Doesnôt Translate As Sales

11.0%

VW
BMW FORD

28%

53%

43%

would consider a 

BMW

would consider a 

Ford

would consider a 

VW

109k

280k

175k

unit sales of 

BMW in 2010

unit sales of 

Ford in 2010

unit sales of 

VW in 2010

ASPIRATION
VS

ACTION

Source: Google Analytics, SMMT
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20

Understand And Target Potential Customers

B5 MID CAREER CLIMBERS 217

B8 DORMITORY VILLAGERS 450

F24 GARDEN SUBURBIA 185

F27 SHOP FLOOR AFFLUENCE 191

G30 SOCCER DADS AND MUMS 638

31.73%

F26 MID MARKET FAMILIES 141

F27 SHOP FLOOR AFFLUENCE 134

I41 STRESSED BORROWERS 128

M55 BACKYARD REGENERATION 147

M56 SMALL WAGE OWNERS 130

22.46%

D19 INNATE  CONSERVATIVES 129

F27 SHOP FLOOR AFFLUENCE 169

O61 CONVIVIAL HOMEOWNERS 171

F25 PRODUCTION MANAGERS 134

M55 BACKYARD REGENERATION 136

21.21%

Understanding Actual Consumers Creates Better Targeted Advertising

Source: TGI 2010 ïMost Recent Car Brand Owned
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21

A NON Targeted Route

Source: HitWise

Motors Brand Drives The Wrong Traffic To Its Site
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22

Digital Drives Active Evaluation

% of users visiting advertisers site Averaged Advertiser's Site Page Views 

(Pages Per 1,000 Users)

% Advertiser Page Share Among 

Competitive Set ïWeeks 1-4

Control Group Exposed Group

4.7% 18.6%

As Consumers Explore, Discover And Research Digital Connects In The Moment

Source: ComScore Ad Effx
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23

Lesson Number Three 

LESSON #3

DIGITAL WORKS

IT REACHES CONSUMERS 

IN MARKET AND DRIVES 

BRANDS INTO ACTIVE 

EVALUATION AND 

CONSIDERATION
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24

What About The Green Opportunity?

95% green activist yes

87% passive, 39% cynic

A Dichotomy Exists Between Good Intentions And Rational Reasoning

78% OF CONSUMERS WOULD BUY A GREEN CAR?

57% OF CONSUMERS WILL NOT PAY A PREMIUM TO GO GREEN
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Green Motivators and Green Barriers

Running costs less of an issue for Activists (67%). More of an issue for those in the Suburbs (82%) than those in the City (73%)

Responsibility a female led issue (48% female vs 35% male) and, as expected for Activists (71%) vs Passives (40%)

Incentives cited by 38% of Passives vs 25% of Activists

65% of those with 2+ kids cite price as a barrier.

Rational Reasoning Behind Purchase Intent... ...But Also A Constraint To Growth

Rational Considerations Dominate The Consumer Mindset
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Understanding Brand Messaging

11%

13%

13%

45%

60%

Produced from 
sustainable sources

Better quality organic

Better for the 
environment

Will save you money

Cheaper to run

Fundamentally, Consumers Are Motivated By Price

Rationality Also 

Dominates Time 

Scales. 68% Say 

When They Will Buy 

Depends On The 

Climate (Irrespective 

Of Their Views On 

Green ïActivist Or 

Passive)

Only 5% Say óAs 

Soon As I Canô And 

18% Say It Is A Long 

Way Off
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Consumer View Of Green Marketing

trusting

clearsuspicious

cynical

informative

wary

ambivalent

useful exaggerated

enthusiastic

confused

unnecessary

Despite Its Infancy, Green Marketing Has Generated Negative Sentiment
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Who Is Your Target Green Consumer?

I recognise the importance of green but find it confusing 27% 37%

I could do more to be green but don't get around to it 36% 37%

I try to be green when I can, but other factors are important 73% 9%

The environment is a serious concern to me 39% 23%

I am willing to pay more for products and services that are green 15% 50%

Being green is the primary concern for me and something I 16% 43%                                                               

always take into consideration

Concern about the environment is over hyped 30% 43%

Green products and services are too expensive 64% 10%

Being green is somebody else's responsibility, not mine 4% 72%

AGREE DISAGREE

5.7%
Green Activists

11.4%
Green Passives

2.3%
Green Cynics

Green Activists Are Not Necessarily The Target: Passive = Mass Market
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Is The Consumer In The Driving Seat?

OVERALL CONSUMERS CLAIM TO BE 

FAIRLY WELL EDUCATED WHEN IT 

COMES TO THE TERMINOLOGY OF 

GREEN DRIVING

GREEN ACTIVISTS HAVE THE 

HIGHEST LEVELS OF 

UNDERSTANDING ïEDUCATION OF 

GREEN PASSIVES IS REQUIRED

MEN CLAIM TO HAVE A GREAT 

UNDERSTANDING THAN WOMEN

Consumers Claim To Be In A Position Of Comprehension
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Consumer View Of Brands

0%

10%

20%

30%

40%

50%

60%

70%

Innovative

Reliable

Trustworthy

Efficient

Premium

Environmentally 
Responsible

Renault Toyota Nissan Hyundai

A 360º View Of Brands ïThrough A Consumers Eyes: Identify Opportunities

NISSAN HAVE A STRONG RELIABILITY RANKING. 

INNOVATION IS ON A PAR WITH COMPETITORS, BUT 

ENVIRONMENTAL CREDENTIALS FALL BEHIND 

TOYOTA AND HYUNDAI. THEY ARE SEEN AS 

GREENEST BY 45-64 CONSUMERS. 

RENAULT IS SEEN IN A RELATIVELY ROBUST LIGHT, 

BUT WITHOUT ANY STANDOUT CREDENTIALS. IN 

PARTICULAR ITS ENVIRONEMENTAL CREDENTIALS 

ARE SIGNIFICANTLY WORSE THAN THE COMPETITIVE 

SET.

TOYOTA ARE THE STAND OUT BRAND WITHIN THIS 

SET ïPARTICULARLY FOR THEIR 

ENVIRONEMENTAL CREDENTIALS ïDRIVEN BY 

THEIR STRONG ATTRIBUTES FOR INNOVATION AND 

EFFICIENCY.

DESPITE BEING A RELATIVELY YOUNG BRAND, 

HYUNDAI HAVE A STRONG RESONANCE WITH 

CONSUMERS AROUND GREEN.
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Consumer View Of Brands

Toyota Are Very Much Leading The Way ïEven Outside Of Category

Source: Marketing Week
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Lesson Number Four

LESSON #4

A GREEN DICHOTOMY FOR 

CONSUMERS

UNDERSTAND WHO THE 

GREEN AUDIENCE IS AND 

WHAT THEIR MOTIVATORS 

ARE


