
 Insight

ven in these 
hard times, Seat 
UK managing 
director Richard 
Harrison is riding 

the crest of a wave, propelled by 
a hugely credible model line-
up, including sometime class 
leaders in the Ateca and Arona 
SUVs and Ibiza small hatchback. 
Now Seat is looking to branch 
into electric cars with the 
upcoming Mii Electric city car 
and a production version of the 
el-Born family hatch concept.

Harrison forged his 
reputation at Renault before 
joining Seat, first as sales 

director for the UK arm and 
then in global sales and dealer 
network roles for the parent 
company in Barcelona. In 2015 
he was asked to return to the 
UK to run the brand, with sales 
success swiftly following. 

How would you describe Seat’s 
journey under your tenure?
“Back in 2015 and 2016 we set 
out some ambitions on where 
we wanted to be in three years’ 
time – today. The happy news is 
that we pretty much hit them 
all. The challenge is that many 
of those goals were related 
to growing up and becoming 

an established player in the 
market. There are plenty more 
chapters to be written. We’re 
out of the shadows now, our 
retailers are making good 
money and we have a great 
long-term strategy to execute.”

Are you at the start of another 
three-year plan, then?
“Yes, in a way we are – and I 
think the reference to chapters 
is relevant, because we’re 
moving the game on each time. 
We’re successful today, but we 
can see with some clarity how 
to be even more successful. If 
we’d sat down three or four  
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years ago and talked, I think we 
would all have admitted there 
are very few opportunities 
for people to actually create a 
proper brand, but that’s what 
we’ve done. We started with 
almost nothing and created a 
really powerful brand.”

You must have a lot of 
confidence if you’re planning 
to keep growing at a time 
when the industry is facing  
so much disruption…
“We’ve got momentum and, 
despite all our growth, we’re 
still lean enough to be agile – 
and I think those two things are 
what make me so excited.

“On the first point, just 
look at what my team and 
the retailers have achieved; 
we all have a truly profitable, 
sustainable business to work in. 

“On the second point, just 
look at what we’ve achieved in a 
short space of time. Is there any 
space that Seat couldn’t move 
into with credibility? I don’t feel 
there’s any legacy baggage in 
the brand.”

It’d be easy to get carried away 
with the success, though…
“It would be, but I believe we’ve 
always been quite pragmatic 
and will remain so. When 
you’ve spent years scrambling 
around for sales and profits, 
you tend to remain realistic. 
Just because it has lit up, it 
doesn’t mean that we’ll lose 
sight of what’s important just to 
make a few headlines.”

What things are important ?
“They’re still being decided, but 
the challenges we face around 
digitalisation, electrification 
and so on are well recognised. 
Our job here is to distill it down 
and select the opportunities 
we can do brilliantly well, and 
accept that there’s stuff that 
we won’t do or that we’ll have 
to do later. We won’t succeed 
if we try to do everything, and 
recognising that is as important 
as choosing where to focus.”

Don’t first movers get an 
advantage, though?
“They can do, but it doesn’t 
always last. I can’t pretend 
we were at the forefront of 
launching a family of SUVs, but 
look at the success we’ve had 
since we launched them. It’s 
okay to arrive late at a party, as 

“Of course, a website is a 
crucial online showroom. But 
the primary objective there is 
to bring people to our brand 
and give them a higher affinity 
for shopping with us. The 
retailer remains the crucial 
part of the equation, though, 
from the speed of their reaction 
to a request to qualifying that 
customer and giving them a 
great experience. Get that right 
and the value to the customer 
is huge. Online transacting 
can’t deliver that – and actually 
there’s a train of thought that 
the end result of  digitalisation 
is to commoditise all brands. 
That would be a disaster.”

How strong is the Seat brand?
“Strong and getting stronger – 
and definitely a point of 
difference we’re proud of. 
Within that, our retailers are 
stronger than ever, and I see 
an opportunity for them to be 
an even greater differentiator 
going forward. Customer 
service is our greatest asset.”

Is it all about growing sales?
“No. The next job is to refine 
where we sit in the VW Group. 
We’ve become more confident 
in communicating who we are 
and what we stand for, but we 
can do more. We can be positive 
disruptors. We can talk happily 
about a future that’s completely 
different from the past, because 
we don’t have to look back to 
justify our position.

“We have what I believe is the 
youngest customer base in the 
industry. A large proportion of 
our customers are millennials. 
They have different value sets 
and they want different things 
out of life. We can align with 
those by being that bit clearer 
about our value set.”

You started by talking about a 
new three-year plan, but with 
so much change, can you really 
plan that far ahead?
“It’s true that writing 
longer-term plans becomes 
less relevant. What’s more 
important is being close to 
your customers and close to 
technology changes. If you keep 
your ears open and your eyes 
on your business and what’s 
happening, you can be agile for 
change and adapt to it. That’s 
the new normal, and that’s how 
we’ll succeed.”Production version of el-Born concept will lead Seat’s electric car plans 

long as you bring a good bottle 
of wine. If you have the best 
product, it will usually sell.”

So what will you focus on?
“It’s a three-year plan, so 
I’m not going to tell you 
everything. But it’s no secret 
that the opportunity we’re 
going to put front and centre is 
electrification. That may sound 
simple, but it isn’t actually very 
easy to execute. You’ve seen the 
Mii Electric and el-Born, so you 
know what’s coming in terms of 
new car launches. But this isn’t 
just about launching new cars; 
it’s far bigger than that.

“Our team here now is 
exceptional at launching new 
cars; we’ve proved time after 
time that we can enter new 
segments and enjoy success. 
We understand the rhythm 
required to do it well. But with 
the electric cars, we’ve actually 
got to educate buyers as to 
why they should choose one. 
We need to do a deeper job in 
qualifying people’s needs and 
whether they actually want an 

electric car or a petrol or diesel. 
If it’s the latter, that’s fine – we 
have the right cars for them 
too – but we also need extol the 
virtues of electric motoring.”

Aren’t EVs automatically more 
complicated for most people 
just because they’re new?
“This industry habitually 
makes things more complex 
than most people are going to 
understand. If you don’t believe 
that, consider your private 
chats about work subjects and 
think back on the things you 
have to explain multiple times 
to make them clear. It’s not 
uncommon to be in a room 
and have four out of five people 
turn round and say: ‘I have no 
idea what you’re talking about’.

“That’s the reality of the 
complex issues we deal with, 
but the answer has to be 
to break down what you’re 
saying. I think ‘normal’ people 
interpret things differently to 
‘car’ people. We live and breathe 
this stuff. One of our key 
objectives is to simplify things.”

You mentioned digitalisation…
“I did, and there are ways it can 
be integrated to make choosing 
and buying a car simpler. But I 
do look at how fast some of our 
rivals are running into online 
car sales and, well… I’m not so 
sure it’s the first challenge I 
need to knock down. I know it 
doesn’t sound progressive, but 
I don’t have a particular need 
to be at the forefront of online 
sales. I can see how it might 
appeal to some customers, but I 
also know that the majority will 
still want to interact with our 
retail network.

2 Insight

‘It’s okay to 
arrive late 
at a party, 
as long as 
you bring a 
good bottle 
of wine’



Insight 3

Top 20 most-read 
new car reviews  
on whatcar.com

aving marched into the top 20 last 
month, BMW’s 1 Series is now nowhere 

to be seen among What Car?’s most-read 
reviews, showing how quickly interest in a 
new model can wane after its initial 
introduction. Similarly, the Volkswagen 
Golf and Mercedes A-Class – both 
mainstays of this list in recent months 
– have dropped off the board entirely. 
In the Golf’s case, that’s probably 
because both an all-new model and 
the all-electric ID 3 are inbound.

The big winner is the new Toyota 
Corolla, which comes from well outside the 
top 20 last month to take ninth position. 
A continuing glut of positive reviews – the 
Corolla is our favourite hybrid – and a 0% 
finance offer are most likely contributing to 
that rising attention. Meanwhile, the Volvo 
XC40 is clinging on gamely at the top.

1 s	 Volvo XC40 

2 t	 Volkswagen T-Cross 

3 s	 Skoda Karoq 

4 t	 Seat Arona 

5 s	 Seat Ateca

6 s	 Volkswagen T-Roc 

7  –	 Nissan Qashqai 

8 t	 Kia e-Niro 

9 s	 Toyota Corolla

10 s	 BMW X1

11 s	 Volkswagen Tiguan 

12 t	 Tesla Model 3 

13 s	 Mazda CX-5 

14 t	 Toyota RAV4 

15 s	 Peugeot 3008 

16 s	 Audi Q2

17 s	 Peugeot 5008

18 s	 Skoda Kodiaq

19 t	 Range Rover Evoque

20 t	 Suzuki Vitara

H

Toyota Corolla 
is enjoying an 
upsurge in 
interest, but the 
BMW 1 Series 
has faded fast

To run bespoke brand reports 
using whatcar.com market  
data, please contact 
insights@haymarket.com

https://www.whatcar.com/reviews/
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Top 20 most 
searched-for
new car reviews 
by brand on
whatcar.com

he biggest climber this 
month is Nissan, which moves 

from a lowly 19th position to take 
12th spot. This is undoubtedly 
down to rising interest in the new 
Juke small SUV, which is due 
to go on sale in November. A 
combination of customers keen 
to snap up the new model and 
enticing finance offers on the 
current car have catapulted the 
Japanese manufacturer up this list.

Elsewhere, Renault has 
made a return to the top 20, 
thanks to rising interest in 
the new Clio, which will go 
on sale in October.

1  –	 Volkswagen 2 10.2

2  –	 BMW 6 6.1

3  –	 Audi 5 8.2

4 s	 Ford 1 9.8

5 t	 Mercedes-Benz 3 7.0

6 t	 Skoda 13 3.4

7 s	 Kia 8 4.5

8 t	 Toyota 7 4.0

9  – Volvo 15 2.7

10 s	 Seat 12 3.5

11 t	 Hyundai 11 3.6

12 s	 Nissan 9 3.8

13  –	 Peugeot 10 3.4

14 s	 Vauxhall 4 7.2

15 t	 Mazda 20 1.5

16 t	 Land Rover 16 2.3

17 s	 Renault 22 2.0

18 t	 Citroën 14 2.0

19 t	 Suzuki 17 2.8

20 t	 Honda 19 2.2

T

New Clio has 
given Renault a 
boost, while 
Volkswagen 
stays on top

UK sales
ranking

Market%
Aug 2019

Brand

Interest in 
Nissan is rising, 
thanks in part 
to the upcoming 
new Juke

To run bespoke 
brand reports using 
whatcar.com market  
data, please contact 
insights@haymarket.com

https://www.whatcar.com/reviews/


Insight 5

Readers are keen  
to know what the 
Volkswagen ID 3 

and Ford Focus ST 
are like to drive

Top 10 most popular 
new car first drives  
on whatcar.com

he popularity of the latest 
BMW 3 Series – our favourite 

executive car – cannot be 
underestimated, given that first 
drive reviews of three models 
appear in this month’s top 10. 

The other trend this month is to 
do with electrified cars; the top 
four spots are all taken by either 
fully electric, plug-in hybrid or mild 
hybrid models. Ford’s hot hatches 
are enjoying the spotlight, 
too, showing that readers are 
interested as much in smiles as 
they are in saving money on fuel.

1 Volkswagen ID 3 prototype

2 BMW 3 Series 330e 

3 Volvo XC90 B5

4 MG ZS EV

5 BMW 3 Series 330d

6 Ford Focus ST

7 Ford Fiesta ST Performance Edition

8 Renault Clio 

9 Hyundai Tucson N-Line

10 BMW 3 Series 318d

T

For further insight 
from whatcar.com’s 
unique website data, 
please contact 
insights@haymarket.com

https://www.whatcar.com/reviews/
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Top 10 most 
popular features 
and advice 
stories on 
whatcar.com

hat Car? readers are clearly 
on the hunt for a bargain, 

because while our round-up of 
the best hybrid cars is as popular 
as ever, it’s followed by our used 
cars team’s rundown of the best 
family SUVs for less than £20,000. 
Knowing which new cars are on 
the horizon is important, too, as 
the popularity of our Frankfurt 
motor show preview story – and 
our first ride in the new Land Rover 
Defender – shows. 

Two new car group tests proved 
popular, too, but at opposite 
ends of the market, with the 
gargantuan BMW X7 luxury SUV 
doing battle with the Audi Q7 and 
the plush Audi A1 scrapping it 
out with its Mini rival in the small 
hatchback class. 

Our list of the best scrappage 
scheme deals is down one place 
compared with last month and 
can be expected to drop further 
as the various manufacturer deals 
come to an end.

1 Best hybrids and the ones to avoid

2 Best used family SUVs for less than  

 £20,000

3 Frankfurt motor show 2019 preview

4 BMW X7 versus Audi Q7

5 Scrappage scheme: latest deals 

 and offers

6 Peugeot 5008: what else are buyers 

 considering?

7 Best SUV deals

8 Best small cars and the ones to avoid

9 2020 Land Rover Defender tested

10 Audi A1 versus Mini 5dr

W

New Defender is 
tantalising, as is 

clash between Audi 
Q7 and BMW X7 

To run bespoke 
brand reports using 
whatcar.com market  
data, please contact 
insights@haymarket.com

https://www.whatcar.com/reviews/


Insight 7

Top 10 most popular
new car lease 
searches by brand 
whatcar.com

Top 10 most popular
new car lease 
searches by model 
whatcar.com

espite an increase in TV 
advertising for the Car of the 

Year-winning e-Niro, Kia’s popularity 
suffers when it comes to leasing, falling 
from fifth to 10th position. Elsewhere, a 
continued push on leasing deals – 
helped by a generous scrappage 
scheme incentive worth £2000 – has 
moved Ford farther up the rankings.

special offer on the Seat Leon was 
picked up by one of the UK’s most 

popular deals newsletters in August, making 
way for that car to be the most searched-for 
model on What Car? Leasing. 

Six of this month’s star cars are SUVs,  
but the Suzuki 
Vitara, having  
led this list last 
month, now sits 
well outside  
the top 10.

1  – Audi

2  – Volkswagen

3 s BMW

4 t Mercedes-Benz

5 s	 Ford

6 s	 Seat

7 t Land Rover

8 t Volvo

9 t Skoda

10 t Kia

1 s Seat Leon

2 s	 Volkswagen Tiguan

3 s Audi A4

4 s	 Volkswagen T-Roc

5 t	 Range Rover Evogue

6 s Volvo XC40

7 t	 Volkswagen Golf

8 t Nissan Qashqai

9 t	 Mercedes-Benz A-Class

10 s	 Hyundai Tucson

D

A

Kia has slipped 
despite ongoing 
demand for the 
electric e-Niro

To run bespoke 
brand reports using 
whatcar.com market  
data, please contact 
insights@haymarket.com

https://www.whatcar.com/reviews/
https://www.whatcar.com/reviews/
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Top 20 most 
popular used 
car reviews on 
whatcar.com

here are two surprise new 
entrants this month, because 

What Car? has diversified the types 
of used reviews it caters for. Keyword 
research suggested there would 
be a lot of interest in a used Ford 
Mustang review – and that’s proved 
to be the case. Our Mustang review 
has gone straight to the top of the 
list, displacing the long-term favourite, 
the Nissan Qashqai. The Alfa Romeo 
Giulia Quadrifoglio has also snuck 
into the list after promotion on the 
What Car? newsletter, with people 
looking to find a great deal on our 
reigning Performance Car of the Year.

The current Volvo XC60 has jumped 
up the rankings, most likely due to 
readers looking for more information 
on a recall over possible engine fires. 

1 s Ford Mustang 2015-present

2 t Nissan Qashqai 2014-present

3  – Ford Fiesta 2008-2017

4 s	 Skoda Yeti 2009-2017

5 s Audi TT 2015-present

6 t	 BMW 3 Series 2012-2019

7 s	 Volvo XC60 2017-present

8 t	 Ford Focus 2011-2018

9 s	 Porsche Cayenne 2010-2017

10 t	 Land Rover Freelander 2006-2014

11 s	 BMW X3 2010-2018

12 t	 Volvo V50 2004-2012

13 t	 Nissan Qashqai 2007-2013

14 t	 Range Rover Evoque 2011-2019

15 s	Audi A3 2013-present

16 t	 Mazda CX-5 2012-2017

17 t	 Volkswagen Polo 2009-2017

18 t	 Vauxhall Mokka 2012-2016

19 s	 Volkswagen Golf 2013-present

20 s	 Alfa Romeo Giulia Quadrifoglio 

  2016-present

T

We expected our 
used Mustang review 
to be popular – and 
so it has proved

To run bespoke 
model reports using 
whatcar.com market  
data, please contact 
insights@haymarket.com

https://www.whatcar.com/reviews/


What Car? is going on tour. 
To celebrate the first birthday of 
What Car? New Car Buying, the 
consumer champion will visit 
365 retailers and car makers 
across the UK in September. 

And for every visit made, £10 
will be donated to independent 
automotive industry charity Ben, 
which promotes health and 
wellbeing in the motor industry. 
In total, the fundraising goal has 
been set at £3650.

Following significant investment 
in its digital infrastructure, What 
Car?’s website and its New Car 
Buying e-commerce platform 
were fully redesigned last year 
with a focus on new car buying. 
The all-new design has helped 

What Car? attract more than 
1.7 million unique users every 
month and more than 13 million 
monthly page impressions.  

The managing director of 
What Car?, Rachael Prasher, 
said: “We’ve had a very busy 
year since the relaunch of our 
website, building awareness  
that we both review and 
recommend cars and can help 
our readers buy them through 
our network of signed-up 
franchised dealers. I can think  
of no better way of celebrating 
our success than by supporting 
Ben through our UK tour.” 

The tour of the UK will be 
undertaken by What Car?’s 
team from 16 September.

WHAT CAR?
GOES ON TOUR
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What Car?’s power to inform 
Car security investigation

hat Car?’s exclusive 
investigation into car 

security, showing that some 
modern cars can be stolen in 
as little as 10 seconds, was big 
news; in fact, it was the most-
read story on BBC news on the 
day it was published. 

As part of the test, we 
attempted to break into seven 

cars equipped with keyless 
entry; two were able to be 
driven away even with their 
security systems activated. 

Security is naturally a major 
concern for owners and 
potential buyers, hence the 
sustained interest in this  
story in the days following  
its publication. 

W

IMAGE

Data source: Google Analytics

Some cars with 
keyless entry are 

vulnerable to theft, 
but far from all of 

them, thankfully
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What Car?’s power to inform 
Tesla Model 3’s real-world range

eal Range is unique to 
What Car? and shows 

what sort of range electric 
cars are likely to achieve in 
real-world conditions. 

The addition of the entry- 
level Standard Range Plus 
version of the Tesla Model 3  
to our library of results 
generated big interest, 

because the Model 3 is one of 
2019’s most highly anticipated 
new models. 

The Standard Range Plus 
version of the Model 3 covered 
181 miles, compared with the 
239 miles the Performance 
Model 3 managed. The larger 
Model S, meanwhile, covered 
204 miles back in 2018.

R

IMAGE

Data source: Google Analytics

Our Real Range 
test shows the 

Model 3 Standard 
Range Plus is good 

for 181 miles
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Target Price Top 10  
largest new car 
discounts this month

Target Price Top 10 
new car discount 
reductions this month

hese are the 
largest discounts 

revealed by What Car?’s 
mystery shoppers over 
the past month. They 
typically highlight  
slow-selling and  
run-out models or, 
occasionally, models in 
which there is a fierce 
manufacturer-driven 
battle for market share.

hese are the 
discounts that 

have reduced by the 
greatest amount in the 
past month, as found by 
What Car?’s mystery 
shoppers. Often they 
show a cut in incentives 
on a heavily discounted 
model, but they can 
also signal increased 
demand for that car.

1 Fiat Tipo 1.4 Easy 29.5%

2 Suzuki Baleno 1.0 Boosterjet SZ-T 27.5%

3 Nissan Juke 1.6 112 Acenta 23.8%

4 Mercedes-Benz S-Class S350d L AMG Line 23.5%

5 Fiat Panda 1.2 Pop 22.6%

6 Volkswagen Sharan 1.4 TSI S 20.0%

7 Volkswagen Touran 1.5 TSI Evo SE 19.9%

8 Seat Leon ST 1.5 TSI Evo SE 19.2%

9 Mercedes-Benz SL 400 Grand Edition 18.1%

10 Citroën C3 18.0%

1 Mercedes-Benz G-Class G350d AMG Line -8.3%

2 Mercedes-AMG A-Class A35 -2.3%

3 Audi A3 Saloon -1.3%

4 BMW X7 -1.3%

5 Audi A3 Sportback -1.0%

6 Mercedes-AMG C-Class C63 -1.0%

7 Audi Q3 -0.8%

8 BMW X2 -0.8%

9 BMW 2 Series Active Tourer -0.3%

10  BMW 4 Series Coupé -0.3%

T

T

Suzuki dealers are offering big discounts on the Baleno, which is being axed from the UK line-up

Discounts on the Mercedes-AMG A35 hot hatch 

aren’t as generous as they were last month

https://www.whatcar.com/news/target-price/
https://www.whatcar.com/news/target-price/


Target Price this month
Analysis of new car incentives
n	While salespeople are focused 
on maximising order volume during 
the September plate change sales 
period, the lack of profitability that 
has dogged dealerships during the 
past couple of years looks set to rear 
up again for the rest of 2019. 

n	Economic uncertainty is still 
causing buyers to either delay 
buying or haggle for a larger 
discount, and manufacturers are 
again pressuring dealers to sell more 
cars, following the hiatus caused by 
the introduction of WLTP regulations.

n	Cash discounts should continue 
their upward trend, boosted by the 
high levels of manufacturer cash 
support that are needed to keep 
encouraging more new car sales.

n	Buyers can expect to negotiate an 
average of £2636 (7.8%) off and take 
advantage of an additional £1743 
average saving when buying using 
a manufacturer-backed PCP at a 
typical APR across our Target Price 
inventory of 4.6%. Finance deposit 
allowances currently contribute 40% 
of the total average saving.

Insight 13

£

n	Citroën dealers are currently the 
most generous, offering an average 
cash Target Price discount across its 
model range of 13.5%, followed by 
Seat at 13% and Nissan with a typical 
10.5% saving.

n	For buyers looking for a 0% APR  
PCP finance deal, Ford offers this 
across 90% of its model range,  
while an interest-free option is 
available on more than a third  
of the models available from 
Peugeot, Suzuki, Toyota and Volvo.

Target Price is researched by  
What Car?’s team of mystery shoppers. 
To find out more, please contact
insights@haymarket.com

https://www.whatcar.com/news/target-price/


Target Price this month
City cars and small SUVs

14 Insight

City cars
n	The average Target Price discount 
across the city car segment has 
been steadily rising in the past six 
months and is currently 8%, or £1038 
per car. If this current trend continues, 
the level of typically achievable 
transaction price saving associated 
with city cars will soon surpass the 
9.2% peak seen 12 months ago. 

n	The niche status and trendy image 
of many city car models made them 
prime candidates on which to try to 
restrict discounting, as dealers looked 
for ways to recover profitability. But 
with demand still in the doldrums, 
dealers have had to do whatever 
deals are necessary to boost sales.

n	Manufacturers have also 
recognised the importance of city 
cars as an entry point for customers 
to their wider model ranges and 
are supporting dealer sales with 
significant incentives.

n	Manufacturer cash support 
features in three of the models  
with the highest discounts, with  
£1391 per car on the Citroën C1, 

£1000 on Suzuki’s Celerio and £500 
from Smart on the Forfour.

n	The average manufacturer-offered 
PCP deal APR across the city car 
segment is 3.2% – the lowest of all our 
featured vehicle segments.

Small SUVs
n	Although the average cash 
discount on small SUVs remains 
relatively low, at 6%, or £1727 per 
car, there has been an upward 
trend (+5.7% in relative terms) in the 
amount that’s typically achievable  
in the past six months.

n	Manufacturers have contributed  
to this with high levels of cash 
support. Nissan is providing a £3000 
bonus on Juke models, while Suzuki 
buyers can take advantage of a 
£2750 saving on the SX4 S-Cross  
and there’s a £1494 incentive from 
Citroën on the C3 Aircross.

£

To learn more about 
What Car?’s Target Price 
analysis data, please contact
insights@haymarket.com

https://www.whatcar.com/news/target-price/


Insight 15

The results
It’s interesting to note that despite having 
fundamentally the same 1.0-litre engine 
as its Skoda Citigo rival, the Volkswagen 
Up in 1.0 75 form is substantially less 
efficient, recording an 18.9% disparity 
between its official NEDC result and our 
True MPG reading. The Citigo, meanwhile, 
was 12.1% short of its official result. 

The smallest disparity came from the 
car with the smallest engine, the Dacia 
Sandero 0.9, which was 4.8% adrift. The  
1.0 75 Volkswagen Up recorded the 
highest True MPG figure in town,  
though, of 47.9mpg, 
delivering where it 
matters most for 
city car buyers.

True MPG
Real-world 
range tests

ince launching True 
MPG, What Car? has 

tested more than 1000 cars 
in real-world conditions, using 
cutting-edge test equipment 
to establish the real-world fuel 
economy of new cars. 

What Car?’s True MPG data 
has now been used by more 
than three million visitors to 
the website since April 2012. 
As new models are released 
and What Car? applies its 
thorough, real-world True 
MPG discipline, the vehicle 
economy rankings shift. 

This month we rank the most 
efficient petrol-engined cars 
we’ve ever tested.

S

1 Suzuki Celerio 1.0 Dualjet 65.7 57.8

2 Volkswagen Up 1.0 75 68.9 55.9

3 Suzuki Baleno 1.0 62.7 55.2

4 Skoda Citigo 1.0 60 62.8 55.2

5 Seat Ibiza 1.0 TSI 95 60.1 54.0

6 Volkswagen Up 1.0 90 60.1 53.7

7 Kia Picanto 1.0 62.8 53.3

8 Seat Leon 1.0 TSI 115 64.2 53.1

9 Dacia Sandero 0.9 55.4 52.8

10 Volkswagen Polo 1.0 TSI 95 61.4 51.8

True
MPG

NEDC
official

Make and model

True MPG uses a real-world test route 
but is conducted on test rigs at 
Millbrook to ensure test repeatability
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Citroën Berlingo
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or big families who don’t fancy 
an SUV, people carriers still 

make a lot of sense, and buyers 
in the market for our reigning 
champion, the Citroën Berlingo, are 
researching all across this sector at 
the outset. 

It’s interesting to see that there’s 
such a disparity in interest between 
the Berlingo’s badge-engineered 
rivals from Peugeot and Vauxhall,  
with the Rifter starting at a strong  
39%, while the Combo Life  

languishes with just 13% interest. 
Three of the Berlingo’s siblings also 
feature, as buyers weigh up whether 
they really need all the space the 
cavernous Berlingo offers. 

The seven-seat Grand C4 
Spacetourer puts in the strongest 
showing, with interest rising from 8% 
to 12% by the time buyers are ready 
to purchase. It’s also interesting to 
note the appearance of a single 
family SUV in this list: our reigning Car 
of the Year, the electric Kia e-Niro.
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Alternatives looked at 
by potential buyers

For further insight from 
whatcar.com’s unique 
website data, please contact
insights@haymarket.com

https://www.whatcar.com
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Audi A4
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nterest in two of the Audi 
A4’s closest executive saloon 

competitors, the class-leading BMW 
3 Series and Mercedes-Benz C-Class, 
starts strong and only increases over 
time, but potential buyers also look at 
both smaller and larger models. 

For instance, interest in the Volvo 
V60 estate reaches almost 9% at the 
research phase, before dropping to 
7.6% by the time buyers are ready to 
put their money down. 

Interest in the Volkswagen Golf 

family hatchback, meanwhile, 
remains fairly constant, hovering at 
around 7%. 

Buyers look both up and down 
Audi’s range, too, with the A3, A5 
and A6 all increasing in interest as 
time goes on. The lure of a premium 
badge can’t be overestimated, 
either, because the biggest fall in 
interest comes from Skoda’s Superb, 
which starts out with 12.2% of buyers 
researching it alongside the A4, 
before falling to 7.4%.
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Alternatives looked at 
by potential buyers

For further insight from 
whatcar.com’s unique 
website data, please contact
insights@haymarket.com

https://www.whatcar.com
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f any further proof of the meteoric 
rise of SUVs were needed, just 

look at this month’s list, in which 11 
of the 20 available spots are filled by 
cars of this type. In Volkswagen’s case, 
in fact, the firm’s entire SUV range, 
excluding the Touareg luxury SUV, is 
represented, as are four additional SUV 
models from the Volkswagen Group. 

Elsewhere, Kia’s Picanto enjoys a 
big push from 15th place last month 
to break into the top 10 – a move 
undoubtedly helped by a rise in TV 
advertising from Kia, coupled with 
some especially generous Target  
Price deals. Thanks to that advertising 
push, the electric e-Niro SUV also 
continues to push farther up our  
list. The Mini 3dr/5dr, Mazda CX-5, 
Peugeot 3008 and Hyundai Ioniq, 
which clung onto the bottom of last 
month’s top 20, have now fallen away.

I

Volkswagen 
Polo is yielding  
the most leads; 
Kia Picanto is 
moving up fast

1  s Volkswagen Polo

2 t Seat Arona

3 s	 Volkswagen T-Cross

4 t Volvo XC40

5 s Kia e-Niro

6 t Mercedes-Benz A-Class

7 s Kia Picanto

8 s Volkswagen Tiguan

9  t Volkswagen T-Roc

10  t Ford Focus

11 s Ford Fiesta

12 s	 Audi Q5

13 t	 Volkswagen Golf

14 s Audi A1 Sportback

15 t	 Seat Ibiza

16 t	 Range Rover Evoque

17 s	 Seat Leon

18  s	 Suzuki Vitara

19 s	 Seat Ateca

20 t Skoda Karoq

To find out more 
about the What Car? 
New Car Buying 
service, contact
insights@haymarket.com

https://www.whatcar.com/new-car-deals
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Honda and Dacia are on 
a roll, thanks to the likes 
of the CR-V and Sandero

1  – Volkswagen

2 s Audi

3 s Kia

4 t Seat

5 t Volvo

6  – Mercedes-Benz

7  – Ford

8 s	 BMW

9 s	 Skoda

10 s	 Toyota

11 t	 Land Rover

12 t	 Hyundai

13 s	 Mazda

14 s Suzuki

15 t	 Jaguar

16 s	 Honda

17  –	 Peugeot

18 t	 Nissan

19 s	 Dacia

20 t	 Renault

olkswagen’s regular position at the 
top of this list has only been 

strengthened this month, with sales to that 
brand being 28% higher than those to its 
Audi stablemate. 

Meanwhile, both Honda and Dacia have 
broken into the top 20, displacing Mini and 
Vauxhall in the process. Honda’s £1000  
test drive incentive on selected 
models during August most likely 
contributed to this rise.

What Car?
 is the UK’s premier 

destination for 
in-market car buyers.

Every month, more than 
two million potential car 

buyers visit our website. To date, 
car buyers have watched our video 
reviews more than 70 million times.

More than 240,000 people  
follow us on social media.

Our magazine is purchased by more 
 than 50,000 car buyers each month.

https://www.whatcar.com/new-car-deals


INCREASE YOUR  
SALES AND MARGINS 

WITH WHAT CAR?
NEW CAR BUYING

More than 20m people visit What Car? every year to research their next car

Find out how you can reach 
these in-market buyers with the 

What Car? New Car Buying service.

For more information go to
whatcar.com/increasemysales

Avoid a race to the
lowest price; deals are  
based on What Car?’s  

Target Price,  which  
represents a fair price for the 

consumer and the dealer

We encourage more 
leads for you by  

protecting consumer  
privacy with direct  
communication  
on our platform

A pricing  
model that gives 
 you a far more 

cost-effective ROI  
compared with
other channels


