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Research Methodology

Independent research

Commissioned by CarkExpert, run
by independent research house,
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‘Nielsen’

Qualitative & Quantitative

In-depth quantitative survey
with additional qualitative
guestions

OVERVIEW & KEY INSIGHTS

et
el BRY

1000+ National Sample

Nationally representative sample
to ensure gender, age, income
and geography match the
broader population
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Who |S the new car buyer? OVERVIEW & KEY INSIGHTS

International travellers High earners

% 1.6x more likely to travel overseas. @ 32% higher income than Used Car
52% indicate they have travelled Buyers and are 1.5x more likely to
or are planning to travel have a household income greater
iInternationally within 12 months. than $150k.
26% more likely to have More likely to regularly renew
recently bought or sold a @ their vehicle
house

H56% expect to own their

15% indicate they have bought a vehicle for under five years.
house in the last 12 months, 7%
indicate they have also sold a house.

THE ROAD TO PURCHASE 2025



New car buyers are often repeat buyers OVERVIEW & KEY INSIGHTS

Regular buyers Ownership duration Brand loyalty
Buy a new car every Intend to own for More likely to buy a
few vears under 5 years brand they already own

and 1in 8 already own another
vehicle

THE ROAD TO PURCHASE 2025



The road to purchase is long and considered il e
But significantly shorter year-on-year as wait times subside

Months Months Morthe
Average research duration Average delivery wait Rcface ity ot
* . ®
v =25% YoY
v =14% YoY v =39% YoY

E L}
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The road to purchase
How we've broken down the new car buying journey

Interest

I'm starting to
think about buying
a new car

THE ROAD TO PURCHASE 2025

Research

I'm informing my
needs and wants

Shortlist

I'm comparing and
analysing my top
picks

Enquiry

I'm test driving,
seeking deals and
making a final
decision

IR -

Purchase

I'm buying my
new car

OVERVIEW & KEY INSIGHTS

Post-purchase

I'm taking delivery &
making it my own



INterest

‘I'm starting to think about buying a new car”



Which do you feel best describes why you need(ed) a new car?
Functional requirements, life stages and periodic repeat purchases are key triggers

To get the latest model — 31%

Togetabigger car |GG, 28%
To get asafer car |GGG,  23%
Replace an unreliable car GGG 21%
For work |  18%
To switch to electric |G  18%

Something cheaper torun/own | 1%
| buy a new car every few years 15%

Replace broken down car =l%

An additional/ second car [ 1%

To get a particular feature
Warranty was expiring

To downsize

Starting a family

Replace a vehicle in an accident

Expiry of lease/ loan

THE ROAD TO PURCHASE 2025

. 11%
I /%
I G-

6%

5%
3%

n = New Car Buyers/Intenders (830)
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What motivated you to buy/consider a new car?
Ultimately, it comes down to replacement.

Repiacement and upgracing | 3o

Lifestyle needs/changes — 16%
Personal preference _ 15%
Personal needs — 9%
Financial considerations | 7%
Convenience/Practicality — 7%
size |G 7
Reliability/Safety || 6%
Features/Characteristics _ 6%
Technology _ 4%

Independence/Freedom | | 4%

Personal enjoyment - 3%

Warranty - 2%

b
THE ROAD TO PURCHASE 2025 n = New Car Buyers & Intenders (830) I:Xpel't G




Research

“I'm informing my needs and wants”



2 in 3 new car buyers start the research process without knowing what they want
Question: Before you started your research process, which best describes how you felt when buying a new car?

54%

6/%

remain influenceable
during research

33%

7%

7%

RESEARCH

| knew exactly what | wanted before | had no idea what | | had a vague idea of what | | thought | knew what |
| started and ended up buying that wanted before | started wanted before | started wanted, but that changed
exact car after researching
THE ROAD TO PURCHASE 2025 n = New Car Buyers (414) Exp ert
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Research Duration: consumers expect to spend 37% more time informing their
decision than they end up taking

Expectation (intenders) Reality (buyers) Average research duration
Months Months Months
v =-14% YoY

E L}
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Buyers are turning to a broad array of sources to inform their purchase decision

Information sources used in the research phase
" % who used this source ~ % who didn’t use

Car review websites
Google search

Family/ friends

Manufacturer websites |1 e %

Dealerships/ sales staff
Dealership website
Service centre

TV

Online video

Printed materials

Facebook/ Instagram

THE ROAD TO PURCHASE 2025 n = New Car Buyers/Intenders (830) s &b Expel'l'. n



Car Review Websites remain the most used, trusted and influential
26pp more usage, 20pp more trust, 31pp Mmore influence than next highest information source.

Most used sources Most trusted sources Most influential sources
(Indexed to top rank) (Indexed to top rank) (Indexed to top rank)
Car review 100 Car review Car review 100
websites : websites 1.00 websites :
: Google
Google search 0.75 Family/ 0.72
friends g search
Family/ friends 0.64 Online
. Clelel s 0.59 video o
search
Dealerships/ Manufacturer
sales staff e Manufacturer 0.56 websites 0.68
websites ;
Manufactqrer 055 Family/ o
websites Dealerships/ friends '
0.49
sales staff

1. Thinking about all the different sources and pieces of information you've used as part of your research
process, please rank the top 3 in order of how much you use/ used them
2. And looking at that same list, which do you trust the most for your information? n = New Car Buyers/
THE ROAD TO PURCHASE 2025 3. And how influential were/are these sources when it comes to making a decision about which car to purchase? Intenders (830)



Shortlist

“I'm comparing and analysing my top picks”



How many different brands / models were you considering?

\ehicle shortlists are longer than ever, despite a contraction in research duration

2.9 49%

Average cars Are now
considered considering 3 or
+ +13% YoV more vehicles

°‘

)

¥ @v @ L 3 .‘
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Only About About 5 or
1 p. 3 more
THE ROAD TO PURCHASE 2025 n = New Car Buyers and Intenders (830) Expel't
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What is most important to you when buying a new car?
Brand, price and reliability are the most important factors when buying a new car. Safety, efficiency and

styling round out the highest ranked.

Top ranked
Brand/ manufacturer
Price
Reliability 10%
Safety features 10%
Styling 3%
Efficiency/ fuel consumption 3%
Size/ seating capacity 2%
Latest technology 1%
Performance (power & handling) 1%
Maintenance/ running costs 1%
Warranty 1%
Vehicle/ brand sustainability 1%
Accessories available 0%
Resale value 0%
Country of origin 0%
A fair trade-in price 0%

THE ROAD TO PURCHASE 2025

36% Price
32% Brand/ manufacturer
Reliability

Safety features

Efficiency/ fuel consumption
Styling

Latest technology

Size/ seating capacity

Performance (power & handling)
Maintenance/ running costs
Warranty

Vehicle/ brand sustainability

Resale value

Accessories available

A fair trade-in price

Country of origin

n = New Car Buyers and Intenders (830)

Top 3 ranked

PAVE
20%
13%
13%
8%
8%
7%
3%
2%
1%
1%
1%

53%
45%
37%

SHORTLEIST

68%



Enquiry

“I'm test driving, seeking deals
and making a tinal decision”

THE ROAD TO PURCHASE 2025



How many vehicles did you test drive before deciding which to buy? ENQUIRY

The majority of new car buyers take 2-3 test drives but intenders expect to test drive more than they
actually do.

74%

- Newbuyers [ New intenders

27%

14% 14%

None 1 2to3

THE ROAD TO PURCHASE 2025 n = New Car Buyers and Intenders (830)



Other than price, test drive experience is the biggest reason why buyers changed = =~

their purchase selection

Question: You mentioned you bought a different car than you were initially expecting. What was it that changed
your mind?

Top 10 ranked items
Price/found a cheaper car AV
Test driving experience 10%
Size/seating capacity 9%
Overall dealership customer service 9%
Styling (colour, aesthetics, etc.) 8%
Technology/specific features 8%
The brand/model 7%
Research influence 6%
Availability of desired card 5%

Efficiency/fuel consumption 5%

THE ROAD TO PURCHASE 2025 n = New Car Buyers who bought a different car than they were initially expecting (128)



Purchase

‘I'm buying my new car”



How do you intend to initiate contact with a dealership for your new car purchase? e

Despite informing their decisions on automotive sites, buyers are finding their own way to dealerships
indicating an opportunity to bring the dots closer together.

73%
of in-market buyers
on CarExpert.com.au
end up as a dealer
walk-in
25%
17% 17%
10%
8%
§ 6%
In-person visit to Via automotive Via a car Via the manufacturer’s Phone Social | don't intend to interact
dealership site broker website media with a dealer at all

THE ROAD TO PURCHASE 2025 n = New Car Buyers and Intenders on CarExpert.com.au website (433)



Would you ever consider purchasing a new car purely online (i.e. not going to a
physical dealership?)

Receptiveness to buying a new car online is growing despite the ingrained habit of visiting a dealership

"~ l'vealready doneso Iddefinitelydoit [ I'd consider doingso | Ididn't know you could [ I'd never do it

Last Year
65%
O
of new car buyers/
intenders are open to
purchasing online
+12%
This Year
(n=830)

b
THE ROAD TO PURCHASE 2025 n = New Car Buyers and Intenders (830) Expel'l'. G



Post purchase

“I'm taking delivery and making it my own”



Wait times have shortened significantly, with 38% now receiving their
vehicle within a week

Receive their vehicle in a week or less Average delivery wait

t +31%

Expert I

.com.au NPl
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Some buyers are comfortable paying more than they expected for the right car osrvrenase
Question: How did your final purchase price including any add-ons relate to your initial expectations?

68%

22%

reported paying more
than they expected
versus only 9% who
paid less

9%

| paid less than | was expecting What | paid was in line with my | paid more than | was expecting
initial expectations

THE ROAD TO PURCHASE 2025 n = New Car Buyers (414) Exp.ert n



1 in 9 new car buyers who bought to replace an existing vehicle had not yet
sold their previous car
Question: How did you sell your previous vehicle?

37%
35%

1M%

7% 7%
Private sale Traded in when Sold to commercial Wreckers Haven't sold yet
purchasing new car buver

N
-
THE ROAD TO PURCHASE 2025 n = New Car Buyers who were replacing an existing vehicle (274) ExpcoemraE G



Interest

Periodic, repeat
purchase is a
key driver for
why new car

buyers embark

on the journey

Life stages are
also important

THE ROAD TO PURCHASE 2025

Research

Consumers
using more
resources to
inform their
purchase than
ever before

Car Review
Websites are
the most
frequently used
information
source

Headlines throughout the Road to Purchase

Shortlist

Shortlists have
grown YoY. 57%
consider 3 or
more vehicles,
up 12% vs last
year

Car Review
Websites are
the most
trusted and
most influential
medium

Enquiry

Test drives are
critical in
making a
purchase
decision

Buyers end up

testing fewer

cars than they

were intending
to

Purchase

Receptiveness
to new
transactional
models growing
(e.g. online
purchase)

22% of new car
buyers paid
more than they
were expecting

POST-PURCHASE

Post-purchase

Wait times
continuing to
reduce

1in 9 buyers are
vet to sell their
previous vehicle



Industry perspective

Christopher Catchpoole - CarExpert




Anyone looking to buy a new car now is likely entering a market that is FERSPECTIVE
completely different to the last time they bought.

Expect to own their new Average ownership Have previously bought
car for under 5 years expectation a brand new car

THE ROAD TO PURCHASE 2025



What we've heard from you

PERSPECTIVE

Year-on-year sales are
starting to contract just as

70% said they are aware of While some batten down, some
the market sees more discussions their dealership / are preparing ‘war chests’ and
brands and models group has had with new and others are still developing their
available than ever before. potential Chinese entrants. plans.

E L}
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I. Please download and install the Slido app on all computers youffa A\
slido \ o J

To what extent do you think total new car sales
will improve/decline in 20257

@ Start presenting to display the poll results on this slide.



I. Please download and install the Slido app on all computers youffa A\
slido \ o J

How prepared do you feel your organisation is
for 20257

@ Start presenting to display the poll results on this slide.



I. Please download and install the Slido app on all computers youffa A\
slido \ o J

How many brands do you expect to exit the
Australian market over the next 2 years?

@ Start presenting to display the poll results on this slide.



I. Please download and install the Slido app on all computers youffa A\
slido \ o J

How is your organisation responding to
imminent disruption in the new car market?

@ Start presenting to display the poll results on this slide.



The market

YTD sales overview



State of the market - new car sales e

It could yet be another record year for new car sales, but year-on-year declines expected to extend to 5
consecutive months to round out 2024

Total Sales (‘000s) and YoY Change

Total YTD Market
(exc. Heavy Commercial)

+29,848

+40%
+36%
SaleS . +34% - Total Sales (‘000s) . YoY Change
+26%
+23%
+20% +21%
+18% +18%
+16%
2024 YTD vs +9%
2023 Y10 +5%
+3Y%
0 T T T T T T T

Jul-23 Aug-23 Sep-23 Oct-23 Nov-23 Dec-23 Jan-24 Feb-24 Mar 24 Apr- 24 May- 24 Jun- 24 JuI 24 AIZ '4 O

+45%

Sales '
9% 7
-10%

THE ROAD TO PURCHASE 2025 Source: VFACTS and EVC EXPert G

.COMm.au



While the total market is up 3% (29.8k sales), growth is confined to a minority e
of OEMs and is largely driven by non-private buyers

D X

Additional Toyota sales Additional Ford sales Additional Mitsubishi sales
(RAV4 alone up 23k units) (97% of YoY growth from
Everest & Ranger)

of the 29,848 additional sales were to of OEMs have lower YTD sales
fleet and business customers

THE ROAD TO PURCHASE 2025



Movers and shakers - The winners and losers in 2024 YTD*

By units

By %

THE ROAD TO PURCHASE 2025

Toyota
Ford
Mitsubishi
BYD

GWM
Nissan
Isuzu Ute
Chery

Kia

Suzuki

Chery

BYD

Jaguar

Fiat Professional
Lamborghini
Suzuki

GWM

Mitsubishi

Ford

Chevrolet

Winners

+16%
+19%
+20%
+74%
+22%
+16%
+13%
+107%
+7%
+22%

107%
74%
50%
27%
26%
22%
22%
20%
19%
17%

+27,120
+13,336
+10,479
+7,195
+6,288
+5,260
+4,727
+4,621
+4,305
+3,21

+4,621
+7,195
+220
+293
1l

3 20
+6,288
+10,479
+13,336
+508

*Must have sold 100+ units in both years

Tesla

MG

Volkswagen

LDV

Subaru
Mercedes-Benz Cars
Mazda

Audi

RAM

Hyundai

Jeep
RAM
Maserati
CUPRA
Renault
Skoda
Citroen
Fiat
Genesis
LDV

Losers

=19%
-16%
-16%
-23%
-10%
-17%
-4%
-20%
-47%
-4%

-48%
-47%
-40%
-39%
-34%
-34%
-33%
-30%
-29%
-23%

-1,77

-7,607
-5,657
-4,124
-4,033
-3,491
-3,393
-3,182

-2,895
-2,545

=1 922
~2,095
T
-1164
=2:569
P iU
=66
=196
-4061
-4,124

INDUSTRY
PERSPECTIVE

Expert 3

.COM.au




New brands and
electrification



New bra nds POST-PURCHASE

Brands Launch timeframe Key models Known affiliations

JAC ‘ Launched T9 Ute (Dual Cab Ute) Parent company has partnerships with VW, Huawei
\| zeexr ‘ Launched X (Small SUV), 009 (People Mover) Geely (Volvo's parent company)

O smart ‘ Launched #1 (Small SUV), #3 (Med SUV) Geely, Mercedes-Benz

V DEEPAL . Launched G318 (Large SUV), S07 / LO7 (Med SUV / Sedan) JVs with Ford and Mazda

JNECOO @ oo J7 (Med SUV) Chery

> XPENG . Slelely G6 (Med SUV) NYSE-listed. Agreement with VW for platform & software dev
(PLEAPMOTOR ‘ Soon €10 (Med SUV), TO3 (Hatch) Stellantis (51%)

__— EX5 Parent of Volvo, Polestar, Smart, Lotus

LU Y ET5 (Med SUV) Changan Automobile (state-owned)

S + AlION Y (Hatch), V (Med SUV) Australian distributor appointed (AGA Auto)
SJETOUR TBC Chery

THE ROAD TO PURCHASE 2025



Electric-only sales volumes remain under the high watermark set in June 2023  rostouremee
Electric sales & share

11,042 ¢ :
y Electric Electric share
. . 10,548

10,111 9,939

9120
8,821 8,646
8124

6,846 0984 6,771 6,743
6,294 6,422 6,414

6,057 5,892

6,612 6,530

b
y |
THE ROAD TO PURCHASE 2025 Source: FCAI VFACTS and EV Council Data I:Xpert G



Hybrids are PHEV are the only fuel types showing growth as BEV sales staghate

70%

60%

50%

40%

30%

20%

10%

46%

30%

O%I T T

Jul-22
Aug-22

THE ROAD TO PURCHASE 2025

Sep-22

Oct-22

Nov-22

Dec-22

Jan-23

Feb-23

Mar-23

Apr-23

May-23

Jun-23

Jul-23

Aug-23

Sep-23

Oct-23

Nov-23

Dec-23

Jan-24

Feb-24

Mar-24

Apr-24

May-24

Jun-24

Jul-24

Aug-24

Sep-24

INDUSTRY
PERSPECTIVE

Petrol

Diesel

Hybrid

Electric
PHEV



Electric vehicle apprehension has grown year-on-year Ll
Question: Have you/would you consider an electric vehicle (EV) for your next new car?

. | wouldn’t consider it . I've never considered it . I've thought about this a little bit . I'd consider it for my next car . I'm almost certain i'll do it this time . I've already bought an EV

2023

2023 buyers & intenders (n=833)

Those closed to the
possibility of an EV
being their next
vehicle remains low

2024

2024 buyers & intenders (n=830)

THE ROAD TO PURCHASE 2025 ExPert n



EV knowledge remains a hurdle for electric adoption. e
Question: How knowledgeable do you feel about the different types of electric/hybrid vehicles?

.~ I'venever heard of these [ I'mnotsure whattheseare | | |have avague understanding of these [ | have a good understanding of these

Battery Electric
Vehicle (BEV)

Extended-Range
Electric Vehicle

(EREV)

A minority of

. . consumers say they
Plug-in Hybrid have a ‘good’
(PHEV) understanding of
different electrification
modes.

Mild Hybrid
Hybrid

THE ROAD TO PURCHASE 2025 n = New Car Buyers and Intenders (830) Expel't n



Electric apprehensions Ll
Question: Why are you unlikely to consider an Electric Vehicle (EV) as your next car?

65%
53% 53%
48%
46%
I I :
Charging infrastructure Range Price Depreciation I'd like to see what Something else
they're like in 5+

years

THE ROAD TO PURCHASE 2025 n=652 (New Car Buyers/Intenders on CarExpert.com.au) Expert n



Electric apprehensions: How the 24% who listed “something else” as a L
deterrent to buying an EV explained their hesitance

Environment Fire Battery life

Battery cost ‘

THE ROAD TO PURCHASE 2025 n=652 (New Car Buyers/Intenders on CarExpert.com.au)



Brand
considerations



Only 1 in 3 buyers end up purchasing the car they initially thought they wanted

There is an opportunity to influence the purchase decisions 67% of buyers

33%

6/%

Remain influenceable

7%

during research

7%

| knew exactly what | wanted | had no idea what | wanted
before | started and ended up before | started
buying that exact car

THE ROAD TO PURCHASE 2025 n= New Car Buyers (414)

54%

| thought | knew what |
wanted, but that changed
after researching

| had a vague idea of what |
wanted before | started

Expert

.COMm.au

INDUSTRY
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“Which brands were/are you most interested in?”
Insights from intenders (consideration) vs buyers (recall)

— M

“I think I'm interested
in these brands”

Recall
What people do (& remember)

“I was most interested in these brands
before | bought / ordered”

THE ROAD TO PURCHASE 2025

INDUSTRY
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The biggest brands dominate consideration, underlining the power of brand S

among prospective buyers
Question: Which brands are you most interested in buying? (Intenders)

T

S
@ m Honda, 15% Subaru, 13% Nissan, 12%

a2
=W a“
BYD, 10% BMW, 9% MG, 8%
A
<vom) @
ROVER GWM

Volkswagen, 11%
m Land Rover, 7% Volvo Car, 6% GWM, 5%
Toyota, 43%
sk 8% | A AT A | e

Hyundai, 27% Audi, 19%

S

®

Lamborghini,
5 Ferrari, 3% Fiat, 3% 3% g McLaren, 3%
Ford, 16% Mercedes- st
Kia, 25%
Benz Cars
el ISU2U L ‘V' = ‘%J
“ Genesis, 2% Maserati, 2% | Bentley, 2%
CUPRA, 2%
Isuzu Ute, 7% Polestar, 3% @ <()> %
‘ ~ [FOESCHE] e Mercedes-
@ e g | ] Renaut, % |,
rysler, 2% g
= > | e
J e ep Skoda, 3% Porsche, 2% | ony lssang  [Lotus 1% Martin, 1%
LDV, 1% bl ) |weeo| G
: @ Iveco Alf';’
0% Jo%
. . . {s]
Mazda, 31% Tesla, 21% Mitsubishi, 16% | Lexus,10% Jeep 7% Fadiuas i s S 8L v

THE ROAD TO PURCHASE 2025



A different picture emerges when buyers were asked (post-purchase) which

brands they were most interested in.

Which brands were you most interested in buying? (New Buyers)

L7

BMW, 12% ¢

Mitsubishi, 12%

Vi

NISSAN

N A

Nissan, 10%

Subaru, 9%

D

A

LAND~
<ROVER

$

Kia, 22% Ford, 15%
Toyota, 31% H
Mazda, 19% Honda, 13%
</ QU '
Hyundai, 22% Audi, 17% Tesla, 12%

@

Volkswagen,
9%

D

MG, 7%

Mercedes-Benz Land Rover,
Cars, 7% Lexus, 6% 5% Suzuki, 5%
Sy | BUSY | gwm Sf‘
Porsche,
Isuzu Ute, 4% | GWM, 4% Ferrari,3% |3% 4
BYD, 5%
V \TL_I MmcrLaren”
-%’ F‘\\— H
@ % 5 Aston
BENTLEY CUPRA, 3% * Chrysler, 2% Maserati, 2% | Martin, 2% 4 | McLaren, 2%
Bentley, 4% 4 O @
CHERY Q LDV
ﬁ:j Chery, 2% SsangYong, 2% * | RAM, 2% LDV, 1%
f Rolls Royce, 2% * % FIRT
Chevrolet, = brohes
4% * SR Jaguar, 1% Genesis, sional,
Peugeot, 1% 1%
Skoda, 2% 5 1% @ Iveco
Volvo Car, 2% Al <()> Bus, 1%
Jeep ;4»% Citroen, 1% Renault, 1% | WECO
FI HI \ L Mahindra,
0%
o) . Lamborghini, Alfa Romeo, “ W \(
Jeep, 4% Fiat, 2% 2% w4 | Polestar,1% ¢+ | MINL1% e

THE ROAD TO PURCHASE 2025

INDUSTRY
PERSPECTIVE



Being strong at both the top and bottom of the funnel matters. L
What we can learn from consideration and recall scores

Brands that are...

\ 4 Strong at both top

= and bottom of funnel
—_— Stronger at top than
v bottom

- Equal at both top and

v bottom
—— Strong at bottom of
= funnel only
Strong at bottom of
o funnel only
Weak at both ends

THE ROAD TO PURCHASE 2025

Are likely

In a leading position: High salience, strong
consideration, elevated sales

A brand at risk: High salience not translating into
elevated sales. Market position at risk of sliding.

A static brand: Deserving of its current market
position, but unlikely to grow or contract.

Primed for growth: Strong bottom-of-funnel recall
should translate into higher top-of-funnel in time.

A brand where opportunity beckons: Product is
being discovered during research process. Elevated
discovery will translate to more sales.

Struggling to impact: Low/no consideration at either

end of funnel and facing significant business challenges.

Business Action

Concentrate marketing efforts on maintaining leading position.

Solidify brand position and capitalise on high mental
availability by maximising throughput to sale.

Determine priority between top or, bottom of funnel and
execute strategies accordingly to avoid others
going past.

Accelerate growth with branding activity. Visibility will
lead to greater discovery and volume.

Double-down on brand activity to drive growth, taking
advantage of high opportunity to scale up sales.

Devise remedial actions, lock in strategy and execute.



Being strong at both the top and bottom of the funnel matters.
What we can learn from consideration and recall scores

50% ——

45%

40% —

3% —

30%

20% H-—H—

15%

10% -

5% St

0%

Toyota
Hyundai
Kia

THE ROAD TO PURCHASE 2025

Mazda

Audi

Honda |

Tesla

Mitsubishi |

Nissan

2 | = w
5 9 &
o
- ; N
) & S e
X o))
o O

> wn

(3}

©

Q

(@]

|

()]}

=
Brands at risk

Land Rover

Jeep

Isuzu Ute

" Buyers

" Intenders

INDUSTRY
PERSPECTIVE

W VTD VFACTS

Volvo Car

Polestar

Ford

BMW

MG

GWM

s (4%} )
© © ©
58
e (V]

Static brands

McLaren |

Maserati |

Lamborghini [~

Expert IQ
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Being strong at both the top and bottom of the funnel matters. CERSPECTIE
What we can learn from consideration and recall scores

Buyers Intenders YTD VFACTS
25%
20%
15%
10%
5%
0% '
+ & — J—
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Up-and-comers Struggling to impact
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Key takeaways el

New entrants will take time As the market undergoes Those who can be responsive to
to establish brand equity and significant change, emerging trends and reactive to
trust without significant buyers are researching market developments will be
investment. more to inform their best placed.
choice.

CarExpert IQ will be publishing regular insights to keep our partners and industry informed
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