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teve Norman has 
been running 
Vauxhall and Opel 
operations in the 
UK and Ireland 

respectively for 18 months, 
since the PSA Group bought the 
marques from General Motors. 
He was charged with a return to 
profitability – a goal that has 
inevitably wrought change for 
the brands and their retailers.

Having started in 1976 with 
The Rover Group, where he rose 

to become marketing director, 
Norman made his name as 
head of Volkswagen in France 
and as Fiat’s global marketing 
director, before joining Renault 
in 2008 to lead marketing and 
comms. He came out of a brief 
retirement to join PSA in 2014. 

Here, he discusses challenges 
and opportunities lying ahead.

What’s your goal for Vauxhall?
“Profitable volume growth, 
with equal importance on both 

sides of that equation; it’s not 
volume growth at the expense 
of profit, and it’s not profit at 
the expense of volume.

“A Vauxhall is a great car for 
the modest man, and if that 
doesn’t sound inspirational,  
I’d argue that it’s not meant to 
be inspirational to people who 
desperately need a premium 
German brand to exist socially. 

“Volume has been part of 
Vauxhall’s culture since 1939. 
The issue is volume prices 
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put pressure on profit, because 
our parts are just as good and 
as expensive as anyone else’s.”

Do you have the ingredients  
to deliver your goal?
“We’re making good progress, 
but the job’s not done. There 
are three principal thrusts, 
starting with significant 
improvements in terms of the 
quality of the service we give at 
the point of purchase – online 
or offline – and then service 
quality in terms of aftersales. 

“We want to be on the 
podium – excluding nobody – 
for purchase satisfaction score 
and service satisfaction score 
by 2021. That’s a hell of a task.

“Then there’s the brand. It 
has three clear values: we want 
to be approachable, progressive 
and ingenious – so solutions  
to technical problems may not 
be the classical ones. Vauxhall 
has always been approachable, 
but I’m not sure we’ve been 
progressive or ingenious 
enough in recent years.”

Is the UK market really ripe 
for profitable volume growth?
“The UK market is so over-
supplied and over-invested that 
it’s extremely difficult to make 
decent unit margins. I think 
that’s true of almost all brands.

“Just how profitable the UK 
market can become, leaving 
exchange rates aside, will be 
almost totally dependent not 
on Brexit but on right-sizing. 
The industry has been pushing 
in so much volume that we’re 
over-supplied with cars. I’d  
say south of two million [sales 
per year] is healthy – so at least 
10-15% below where we are now. 

“Who blinks first will be 
interesting. Brexit could be a 
trigger. But the issue is we’re 
part of a supply chain that 
relies on a certain volume of 
registrations to get certain unit 
costs from the factories and so 
on. The machine needs to keep 
moving, and the UK has a large 
population and is relatively 
well off. Compare what we take 
with what we need and you see 
massive over-consumption.

“The van market is different, 
though. It could grow more.”

What was your first task when 
you arrived at Vauxhall?
“There were many, but very 
rapidly after arriving I decided 

needed vehicles that had 
spontaneous desirability levels, 
and now that’s what we’re 
getting, especially with the new 
Corsa and Mokka X. You can 
also see the change already 
happening with our new vans.”

Why do retailers of modest cars 
need costly, manufacturer-
prescribed outlets?
“They don’t. The cost base must 
come down. I believe we’re 
realistic there, and I have issues 
with some of the massive 
facilities with extremely 
expensive content I’ve seen go 
up for the premium brands.

“I’m not saying there should 
be spit and sawdust on the 
floor, but there has to be a 
happy medium, else we haven’t 
learnt any of the contemporary 
lessons. Who expects Poltrona 
Frau sofas? If you do, you 
haven’t seen what’s happening 
in the world, have you?”

Does a shrinking market mean 
you need fewer retailers?
“We’ve gone from a peak of 
around 330 to 260. Will there 
be a further consolidation? 
Possibly. In fact, you could say 
probably. That cut was a first 
step. We’ve been pumping so 
many vehicles through the UK, 
and if you cut that – which you 
can do while maintaining or 
boosting profit – the total falls.

“Another issue will be the 
investments we’ll be asking our 
retailers to make, notably in 
electrification equipment. It 
won’t be viable for all. I’d look 

Vauxhall expects big things from its all-new, PSA-developed Corsa, plus the Corsa-e, its first all-electric model

that the principle issue facing 
the brand was marketing. That 
doesn’t mean marketing was 
done badly, just that it didn’t 
meet what I felt was needed.

“The agency asked how long 
they had, thinking it’d be the 
typical six months. I said: ‘Well, 
three weeks will scare you, so 
how about six weeks?’. And 
that’s what we did. We didn’t 
have time to mess around.”

Is that where ‘British Brand 
Since 1903’ came from?
“Yes. It’s not forever and its 
arrival during the Brexit 
discussions was a coincidence. 
Britishness alone isn’t going to 
sell cars, but it’s a differentiator. 
Our cars must be good enough, 
but we want to stand out and in 
turn be considered by buyers.

What else did you change?
“When I joined, I made a point 
of not rejecting what I found on 

the basis that it wasn’t mine. 
I’ve rearranged a few things, 
but I haven’t thrown anything 
out. This is a great brand with 
tremendous potential. We  
just needed to be a bit more 
strategic and visionary in the 
way we think of that potential. 

“One slight insight is that the 
company felt a bit defeatist. 
That’s certainly something I’ve 
tried to change. That doesn’t 
mean it works when we try, but 
there’s certainly no reason why 
Vauxhall can’t be as successful 
as Volkswagen in the UK. It’ll 
take time, but it can be done.”

How have the retailers reacted 
to your arrival?
“A few weeks in, I rang the head 
of the dealer council at the time 
and asked what was happening.
He said to me: ‘We’re waiting 
for your strategic vision.’ It was 
like manna from heaven. At 
that point, I knew what they 
were expecting of me. It took a 
few weeks to write, and then we 
took it to them. Their initial 
reaction was to say it wouldn’t 
be easy – not least because 
profitability implies increased 
pricing for the consumer. But 
the PSA Group has shown that 
it can achieve such things.”

Are Vauxhall cars aspired to?
“Not enough. We have the most 
fantastically loyal customer 
base, but our level of conquest 
is woefully inadequate.

“The new products can 
change that, so long as we get 
the marketing right. We badly 
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‘There’s no 
reason why 
Vauxhall 
can’t be as 
successful as 
Volkswagen 
in the UK’



urope’s largest 
Mercedes-Benz 
retailer has just 
opened in 
Stockport, Greater 

Manchester. The 10.5-acre site 
houses 30 servicing bays, 70 
new display cars and 100 used 
cars, plus an entire floor of  
the three-storey building is 
dedicated to AMG performance 
models. If that’s not enough, 
the £65 million development 
also holds a six-metre-tall 
three-pointed star on its roof.

The development is the work 
of Hong Kong-based retail 
group LSH Auto UK, which 
globally employs more than 
24,000 people and sells more 
than 170,000 cars a year. It’s 
managed in this country by 

Inside Europe’s largest 
Mercedes-Benz retailer site

Martyn Webb, 46, who moved 
from Mercedes-Benz Retail 
when the firm sold its portfolio 
and has since enjoyed rapid 
promotion through the ranks 
over the past three years.

The Stockport site follows a 
similarly ambitious opening of 
a used car facility in Erdington, 
Birmingham, and signals LSH 
Auto UK’s determination to 
combine scale and innovative 
retail thinking in order to  
grow its market presence. 

Here, Webb explains the 
rationale of the Stockport site.

What inspired you to build  
on such a large scale?
“We spent a lot of time looking 
at the landscape of the 
automotive retail industry.  

Insight 3

Interview Martyn Webb

E
The biggest realisations were 
that it is inefficient and that 
everyone does the same thing, 
replicating the inefficiencies. 
This is our answer to that:  
one site where we can cater  
for an end-to-end customer 
journey and everything 
between purchases, too.”

We keep hearing that the 
future of the dealership  
is in question, though?
“Well, we could wait and see 
which way the industry is 
going, just replicating what 
everyone else is doing and 
biding our time. But we have a 
focus – we’re 100% Mercedes 
and we have the funding and 
energy to aim at being brilliant 
– so we’re going for it. 
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to Volkswagen’s 220 retailers 
and say they’re right-sized.”

Doesn’t that mean more bad 
news for Vauxhall dealers?
“Sometimes you have to ruffle 
feathers, but the baseline is 
that the network know bloody 
well that they’re indispensable.

“We’ve all got responsibility 
for getting the good times 
rolling, but the retailers are 
guiding us every step of the 
way. The consumer tells them 
what they want and they tell  
us what the consumer wants. 
We’re beholden to them.”

Are all your cars profitable for 
you and for retailers today?
“I’m not supposed to answer 
that, but in simple terms, the 
PSA-based cars are already 
profitable, plus the vans.  
We have some good new 
products coming soon, too.”

Can electric cars be profitable?
“If they can’t be, we’re all 
condemned. So the answer has 
to be yes. Initially, it won’t be 
loss-making. I don’t believe 
there’s any manufacturer that’s 
going to go into electrification 
and lose money. There may be 
some who do by accident, but 
you certainly don’t desire to. 
We’ll at the very least break 
even or make small profits  
on the first electric vehicles.”

Where does that leave diesel?
“I’m not an expert, but there’s a 
PSA theory that it could rise 
again as emissions regulations 
tighten. The issue is the 
amount of noise in the anti- 
diesel narrative. Government 
sets the rhetoric, and I don’t 
think it’s too late to change it.”

Do you feel the pressure from 
Carlos Tavares at PSA HQ?
“I bother him as little as 
possible, and he sees our  
results on a daily and weekly 
basis, so he knows what’s 
happening without feeling  
my collar. In fact, one of my 
motivations to deliver results  
is keeping off his radar!

“He’s never let me down, and 
I’m not about to let him down.”

You’ve retired once before;  
will you see this through?
“Yes. I have a contract until 
March 2021, and I don’t  
intend to stop there.”



“Look at what we’re doing 
globally as a group and you’ll 
understand that this is the way 
we do business. This facility will 
pay for itself in 10 years, and we 
have very clear data that shows 
the model will support it well 
beyond that date.

“I’m a great believer that we 
need to lead change. It’s brave 
to spend this much, of course, 
but actually I’d lose more sleep 
if we weren’t doing anything.”

How can you be confident 
there are enough Mercedes 
customers to keep it busy?
“These days, we can put science 
behind our instincts. We know 
the demographics of the area, 
we know the ownership profiles 
of our customers and we know 
the sorts of cars that local 
people will want to buy.

“This business is about 
entrepreneurialism, but the 
science is there to make instinct 
far more efficient. We plan to 
use the efficiencies we gain 
through scale to put more 
energy into front-of-house 
interactions with customers.”

Can you give an example of an 
efficiency you hope to achieve?
“One is that we will put all the 
used cars we buy through the 
same processes on-site. Here, 
for instance, the plan is to  
be able to do 32 sets of alloy 
wheels a day. We can prepare, 
photograph and film our used 
stock in an efficient way. There 
are countless examples, but if 
you simply imagine moving 
cars around to do all that versus 
doing them all in the same spot, 
you get a very clear idea of the 
time and effort we can save.”

The 30-bay workshop is quite  
a statement as well, no? 
“It’s about efficiency, both for 
us and the customer. They can 
drive in, drop off their car and 
then we can start work on it 
immediately. If they want to 
wait, we’ll be running six 
express bays, Formula 1-style, 
with two technicians per car. 
There’s a 60-minute promise, 
starting from 6.30am, with 
breakfast available if you  
want it and showers if you  
want to get ready for work.

“Having facilities on that 
scale brings pressure, but  
we’ve done the maths; we’re 
confident of keeping it rolling.”

Beyond that, presumably  
you want to create a space 
that’s about more than just 
selling and servicing cars?
“It’s fundamental to us that 
customers can come here and 
feel welcome even if they aren’t 
buying a car. They can come 
and use a desk, have a coffee or 
watch a movie. We even have a 
barista and a golf simulator. 

“The belief is that if they 
experience the brand, they will 
consider it when they’re in the 
market to buy – and there’s a lot 
of science that supports that 
hypothesis. It’s quite a shift  
in thinking, but we have to 
build long-term relationships, 
building loyalty by offering 
services beyond buying a car.”

Automotive retailers aren’t 
famed for their customer- 
first approach, though.
“Many modern car dealership 
groups are great retailers.  
My view is that flexibility  
is the key to attracting  
talent, and diversity within  
that talent frees up your 
thinking to achieve more 
success. The evidence of  
that is clear, and we’re well 
down the line with that. 

“But the absolute game-
changer is to shift the target-
driven mentality that is at the 
core of our industry. To be  
truly customer-orientated,  
that’s the system we have  
to break, and it will have to 
come from Mercedes-Benz 
itself – a top-down change.

“If we can break that cycle,  
we can transform the model; 
whether it’s realistic remains  
to be seen. But targets are the 
curse of customer service in 
this industry, because they 
drive the wrong behaviours. 
They’re the foundation of the 
opposite of good retailing.”

What if customers don’t want 
to visit a dealership, but  
would rather buy online?
“Some don’t, and that’s why we 
can’t stick our heads in the sand 
regarding digital retailing. But 
digital isn’t one-dimensional. 
Some people may never want  
to set foot on our premises,  
and we must cater to them, 
while others – I suspect the 
majority – may want to choose 
the car online but collect it in 
person. The key is to ensure we 
offer an experience everyone 
wants to be involved in.

LSH Auto UK’s £65m Mercedes retail site in Stockport can hold 70 new cars, including an entire floor of AMGs

“Digital isn’t always a race to 
the bottom on price, and we 
need to take control of the 
process to ensure it isn’t. That 
doesn’t mean we won’t work 
with partners, but we need to 
work to make our business – 
and theirs – sustainable.

“Look at retailing in general: 
the winners are the ones who 
have had the agility to change. 
Primark has just opened its 
biggest-ever store, but it has  
put a restaurant in there, a 
hairdressers and more. It’s 
bringing people into its space, 
and that means a visit is an 
experience as opposed to  
going in because you have to.”

Will electrification change car 
retailing? What about greater 
connectivity or autonomy?
“Change is everywhere, and 
where there’s change, there’s 
potential for the model to shift. 
Electric cars are of obvious 
immediate interest, because 
we’re just launching the EQC.

“So, in this showroom, we’ll 
have an area dedicated to the 
car and offer a more bespoke 
service, with experts on hand  
to help explain the truths and 
myths. We’ll have 30 charging 
points of various capabilities: 
7kW, 22kW and 50kW. 

“We’re ready, and we think 
customers are, too. That’s the 
point of developments like this: 
they’re a confident statement 
that we’re ready to invest in the 
future and take positive action 
to prove we’re ready for any 
changes that may come along.”
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‘We’ll be running six express 
service bays, Formula 1-style, 
with two technicians per car’



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

here’s a lot of change in the Top 20 
this month, led by the all-new BMW  

1 Series hatchback making an impressive 
march into the top 10, while the Tesla  
Model 3, Peugeot 5008 and Mercedes- 
Benz A-Class all return after a month 
outside the top 20, displacing the 
Volkswagen Polo, Volkswagen Tiguan, 
Skoda Kodiaq and Kia Picanto. 

Elsewhere, our 2019 Car of the Year, 
the Kia e-Niro, has risen from ninth to 
second – probably helped by an 
increase in TV advertising – while the 
Volkswagen Golf has fallen from fifth to 17th. 
Since an all-new Golf is due later this year, 
this waning of interest isn’t unexpected.

The five-star Volkswagen T-Cross small  
SUV now tops the table (up from third). 
Interestingly, no large SUV models sit inside 
the top 10 this month.

1 s	 Volkswagen T-Cross 

2 s	 Kia e-Niro 

3 t	 Seat Arona 

4 t	 Skoda Karoq 

5 t	 Volvo XC40

6 s Suzuki Vitara 

7 s	 Nissan Qashqai 

8 s	 BMW 1 Series 

9 s	 Volkswagen T-Roc

10 t	 Seat Ateca

11 s	 Tesla Model 3 

12 t	 Toyota RAV4 

13 s	 BMW X1 

14 t	 Mazda CX-5 

15 t	 Range Rover Evoque 

16 s	 Peugeot 3008

17 t	 Volkswagen Golf

18 s	 Audi Q2

19 s	 Peugeot 5008

20 s	 Mercedes-Benz A-Class

Insight 5

T

Model 3 is now 
our favourite 
posh electric 
car; Volkswagen 
Polo-based SUV 
has proved a hit

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 top four this month 
might be a case of as 

you were, but there are big 
changes lower down. Nissan 
suffers a big hit, falling from 
12th to cling on in 19th. This 
can be partly attributed to 
interest in the current Juke SUV 
fading ahead of the all-new 
version arriving early next year.

Having risen into the top 20 
last month, Honda continues 
to climb, buoyed by interest 
in its upcoming E electric 
car (opposite). Lexus, Alfa 
Romeo and Porsche just 
miss out on the top 20.

1  –	 Volkswagen 2 9.2

2  –	 BMW 3 8.9

3  –	 Audi 6 6.4

4  –	 Mercedes-Benz 5 6.7

5 s	 Skoda 12 3.3

6 t	 Ford 1 9.9

7 s	 Toyota 7 5.1

8  –	 Kia 10 3.8

9 s Volvo 17 2.4

10 t	 Hyundai 11 3.5

11 s Mazda 21 1.7

12 t	 Seat 14 3.0

13 s	 Peugeot 13 3.3

14 s	 Honda 20 1.7

15 t	 Land Rover 15 2.9

16 s	 Citroën 18 1.8

17 t	 Vauxhall 4 7.0

18 s	 Suzuki 22 1.4

19 t	 Nissan 8 4.1

20 t	 Jaguar 23 1.3

T

Honda has had 
its best month 
to date, while 
Citroën returns 
to the top 20  

UK sales
ranking

Market%
July 19

Brand

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

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


Insight 7

Performance models and 
electric cars are stealing the 

attention at the moment

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

his month’s table of most popular 
first drives is a tale of two halves, 

because four of the top 10 are 
electrified models geared towards 
reducing running costs, while five  
are performance cars – most notably 
two new offerings in Porsche’s 718 
Boxster and 718 Cayman ranges. 

Those, plus new top-end variants of 
Volkswagen’s Touareg and Tiguan SUVs 
and Ford’s Ranger pick-up truck, show 
an increasing appetite for cars with 
driving fun at their core. The table is 
completed by the six-cylinder diesel 
version of BMW’s latest 3 Series saloon.

1 Honda E prototype

2 Volkswagen ID 3 prototype 

3 MG ZS EV

4 Range Rover Evoque P400

5 BMW 3 Series 330d xDrive

6 Volkswagen Tiguan 2.0 TSI 230

7 Porsche 718 Boxster T

8 Volkswagen Touareg 3.0 TSI 

9 Porsche 718 Cayman GT4

10 Ford Ranger Raptor

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

ange anxiety is clearly 
still a big hurdle for 

potential electric car owners to 
overcome, because our story 
documenting the real-world 
ranges of various models was 
the second most-read story  
on the site in July, while our 
countdown of the best and 
worst hybrid cars continues  
to dominate at the top.

Elsewhere, savvy buyers 
looking to exchange their old 
car for money off a new one 
were pleased to see our 
updated list of the best 
scrappage scheme deals, 
while our top 10s – this month 
covering electric cars, small 
hatchbacks and used 4x4s – 
remain perennially popular. 

News that Jaguar’s next XJ 
luxury saloon will be going 
electric also made waves, 
despite the car not due to  
go on sale until late next  
year at the earliest.

1 Best hybrids and the ones to avoid

2 Real Range: which electric cars  

 can go the farthest in the real world

3 Best small cars and the ones to avoid

4 Scrappage scheme: latest deals  

 and offers

5 Best SUV deals

6 Best and worst electric cars

7 New Jaguar XJ – what we know so far

8 Best small automatic cars

9 Best used 4x4s and the ones to avoid

10 What Car? Reliability Survey 2018

R

Electric cars are always big news, whether they’re current or future

IMAGE

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

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


Insight 9

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

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

aving been pushed out of  
the top 10 in June, Ford makes 

a triumphant return this month, 
ousting Nissan in the process. 
Elsewhere, Audi moves up to first 
place, while Kia rises to fifth and  
Land Rover falls to sixth. Skoda 
continues to hang on at the  
foot of the table.

here’s considerable change among 
the top 10 this month, with Suzuki’s 

Vitara taking top spot despite not featuring 
at all in June. Other new entrants are the 
Nissan Qashqai, Skoda Karoq and Volvo 
XC40 family SUVs. Displaced are the 
pricier Audi Q5 
and Land Rover 
Discovery Sport, 
plus the Kia 
Sportage and 
Vauxhall Astra.

1 s Audi

2  – Volkswagen

3 t Mercedes-Benz

4 s BMW

5 s	 Kia

6 t	 Land Rover

7 t Volvo

8 s Ford

9 t Seat

10  – Skoda

1 s Suzuki Vitara

2  –	 Range Rover Evoque

3 s Volkswagen Tiguan

4 t	 Volkswagen Golf

5 s	 Nissan Qashqai

6 s Skoda Karoq

7 t	 Mercedes-Benz A-Class

8 s Volvo XC40

9 t	 Seat Leon

10  –	 Volkswagen T-Roc

H

T

A push on  
lease deals 
took Ford back 
into the top 10

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

he top three positions in  
the most popular used car 

searches chart remain unchanged 
from last month, but there’s plenty of 
movement beneath, with the ancient 
Volvo V50, the previous Volkswagen 
Polo and the original Range Rover 
Evoque all jumping into the top 10. 

There’s also renewed interest in the 
Skoda Yeti, which enters this month’s 
list at number 12, and the Vauxhall 
Mokka, which appears as a new 
entry at number 15 and keeps  
the Luton firm’s flag flying despite  
its Astra and Corsa siblings  
tumbling out of the chart. 

The disappearance of the  
Jaguar I-Pace, which was sixth  
last month, means that there are 
now no electric cars in the top 20.

1  – Nissan Qashqai 2014-present

2  – Volkswagen Tiguan 2016-present

3  – Ford Fiesta 2008-2017

4 s	 BMW 3 Series 2012-2019

5 s Volkswagen Touareg 2010-2018

6 t	 Land Rover Freelander 2006-2014

7 s	 Ford Focus 2011-2018

8 s	 Volvo V50 2004-2012

9 s	 Volkswagen Polo 2009-2017

10 s	 Range Rover Evoque 2011-2019

11 s	 Nissan Qashqai 2007-2013

12 s	 Skoda Yeti 2009-2017

13 s	 Mazda CX-5 2012-2017

14 t	BMW X3 2010-2018

15 s	 Vauxhall Mokka 2012-2016

16 s	 Porsche Cayenne 2010-2017

17 s	 Audi A3 2013-present

18 t	 Mercedes-Benz C-Class 2007-2014

19 s	 Volvo XC60 2008-2017

20 s Volkswagen Golf 2013-present

T

Despite their age, the 
Skoda Yeti and Volvo 
V50 consistently 
attract strong interest  

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

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


Insight 11

What Car?’s power to inform 
The best and worst MOT test 
failure rates revealed

eliability is obviously a key 
concern for car buyers, 

which helps to explain why this 
story charting which cars are 
the most and least likely to 
pass the MOT test first time 
proved to be so popular. 

We used data from the Driver 
and Vehicle Standards Agency 
(DVSA) to form the list, and to 

R

IMAGE

work out each model’s 
chance of failing the test at 
the first attempt. We then split 
the vehicles into nine classes, 
ranging from city cars to SUVs. 

The electric Nissan Leaf family 
hatchback performed best 
overall, with just a 3.7%  
chance of failing its first  
MOT test at the first attempt.

Data source: Google Analytics

Around 35% of the 
28.9 million cars and 

LCVs MOT-tested in 
2018 failed first time
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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, 
segments 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 team  
of mystery shoppers. 
Often they show a  
cut in incentives, but  
they can also signal 
increased demand  
for a particular car.

1 Fiat Tipo 1.4 Easy 29.5%

2 Suzuki Baleno 1.2 Dualjet SZ3 27.6%

3 Mercedes-Benz S-Class S350d AMG Line 25.2%

4 Nissan Juke 1.6 112 Acenta 23.8%

5 Vauxhall Astra 1.0T Ecotec SRi 21.8%

6 Volkswagen Touran 1.6 TDI 115 S 20.6%

7 Seat Leon 1.0 TSI SE 20.5%

8 Vauxhall Corsa 1.4T 100 Energy A/C 19.0%

9 Volkswagen Sharan 2.0 TDI SCR 150 S 18.8%

10 Citroën C3 18.0%

1 Suzuki Ignis 1.2 Dualjet SZ3 -7.9%

2 Mitsubishi Mirage 1.2 4 CVT -5.9%

3 Suzuki Swift 1.2 Dualjet Attitude -3.2%

4 BMW 3 Series 320d M Sport -3.0%

5 BMW 5 Series 520i -2.8%

6 Mercedes-Benz GLC -2.3%

7 Fiat 500 -1.3%

8 Hyundai i40 -1.0%

9 Renault Clio -0.8%

10 Mercedes-Benz E-Class Cabriolet -0.5%

T

T

The Tipo has been heavily discounted since almost the day it was launched; rumours of the axe abound

Suzuki has slashed savings on the entry-level 

version of its quirky, city car-sized Ignis SUV

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 Brexit uncertainty still looms 
large over buyers, industry sources 
claim dealers and manufacturers will 
be making an extra effort to report 
positive Q3 2019 sales numbers.

n	Indeed, in a clear sign that this 
quarter is seen as pivotal to 2019’s 
success, increases in the average 
cash discount of up to 6.0% in 
relative terms have been made in 10 
of our 12 featured market segments.

n	Two segments significantly buck 
this trend: family cars (down 5.7%) 
and hot hatches and sports cars 
(down 18.1%). This means the  
all-segment average cash  
discount is 7.9% or £2619 per car.

n	In addition, the average finance 
deposit contribution provided by 
manufacturers in conjunction with 
their PCP deals has grown by 8.5%.

n	Buying with the all-segment 
average manufacturer PCP APR of 
4.6% (down 0.1% from June) creates 
a deposit contribution of £1750. This 
means an average combined cash-
and-finance saving of £4369 per car.

Insight 13

£

n	The percentage of interest-free PCP 
deals is up from 12.7% to 13.7%, with 
nearly a third of brands offering this.

n	Citroën still has the most generous 
dealers, giving an average cash 
discount of 13.7%, followed by Seat 
with 13.0% and Vauxhall with 10.9%.

n	While cash and finance savings 
are improving for factory-order cars, 
buyers should also look out for some 
amazing stock and pre-registered 
deals in the next couple of months.

Discounts are 
being boosted  

as the industry 
seeks a strong Q3

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
Large SUVs and coupés

14 Insight

Large SUVs
n	While large SUVs have for a long 
time presented strong opportunities 
for dealers to better defend their 
trading margins, growing competition 
within the market is now increasing 
the pressure on them to close deals. 

n	This is evidenced in the fact that 
the average cash discount on large 
SUVs has increased by more than 
18% in relative terms over the last six 
months, to stand at 6.5% or £2938  
per car. This is almost double that  
of the all-segment growth (9.6%).

n	Manufacturers are supporting 
dealers with a 13.1% increase in  
PCP finance deposit contributions, 
taking the average from £1475 to 
£1669. Buyers can therefore benefit 
from an average combined  
cash-and-finance saving of £4607.

n	Two large SUVs can be had with a 
double-digit percentage saving: the 
Nissan X-Trail (12.7% or £3817) and 
Seat Tarraco (11.2% or £3655). The 
Volvo XC60 and Volkswagen Tiguan 
Allspace follow closely behind on 
9.3% (£4220) and 9.2% (£3328).

n	Ford buyers can take advantage of 
the best finance offer: a 0% APR PCP 
deal that comes with an average 
deposit contribution of £2732.

Coupés
n	There have been three consecutive 
increases in the typically achievable 
cash discount in the coupé market.

n	Buyers can now expect to haggle 
an average saving of 8.0%, or £3612. 
This figure is boosted by an average 
finance deposit contribution of 
£2239, available when a typical 5.5% 
APR manufacturer PCP deal is used.

n	Mercedes-Benz, BMW and Audi 
take the top three places for the  
highest cash discounts in this  
market, with an average saving  
of 14.8% or £15,714 on the S-Class 
Coupé, 13.2% or £6650 on the now-
discontinued 6 Series Coupé and 
10.8% or £4423 on the A5 Coupé. 

£

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

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


The 100% Electric New Nissan LEAF. SIMPLY AMAZING. VISIT TRUEMPG.COM

Insight 15

The Results
Our results show that despite none of our 
top 10 bettering their official (NEDC) MPG 
figures, diesels can still be hugely frugal. 

Despite topping this list, the Vauxhall 
Astra 1.6 has the largest disparity between 
its official and True MPG figures (32.2%), 
while seven of the top 10 are more than a 
fifth less efficient than their NEDC figures.

As last month’s data showed, however, 
the latest WLTP test reduces the disparity 
and even allows 
some cars  
to better  
their official 
economy.

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 hierarchies shift. 

This month, we’re ranking the 
10 most fuel efficient diesel-
engined cars we’ve tested.

S

1 Vauxhall Astra 1.6 CDTi 110 Ecoflex 83.1 56.3

2 Seat Leon 1.6 TDI 110 Ecomotive 78.5 56.0

3 Renault Kadjar 1.5 dCi 110 74.3 55.2

4 Skoda Superb Estate 2.0 TDI 150* 64.2 54.8

5 Ford Mondeo 1.5 TDCi* 78.5 53.7

6 BMW 4 Series Coupé 420d 62.8 52.0

7 Nissan Qashqai 1.5 dCi 110 70.6 51.9

8 Vauxhall Insignia G’d Sport 1.6 CDTi 65.7 51.8

9 Kia Sportage 1.7 CRDi* 61.4 51.4

10 Volkswagen Touran 1.6 TDI 115 61.4 50.9

*Model variant now discontinued

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



Cross-shopping on whatcar.com
Peugeot 5008

16 Insight

The 5008 beat 
the Mazda CX-5 
and Audi Q5 to 
our 2019 large 
SUV trophy

hen it comes to shopping 
for a new large SUV, such 

as the What Car? Award-
winning Peugeot 5008,  
people are clearly aspirational. 
Rivals that potential buyers  
of the seven-seater also 
investigate include pricier 
SUVs from Land Rover and 
Volkswagen, and interest in 
these increases as people 
move from the research stage 
to being ready to buy. 

W

IMAGE

In fact, in the case of the 
Land Rover Discovery Sport, 
consideration more than 
doubles from 6% to 14%.

The Skoda Kodiaq, which is 
priced similarly to the 5008, 
starts on a strong footing, with 
20% considering it, but interest 
falls to (a still-respectable) 
17%. The five-seat Mazda CX-5 
and smaller Peugeot 3008 also 
feature, but interest in these 
cars drops to just 11% and 8%.

Source: Google Analytics

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


Cross-shopping on whatcar.com
Mercedes-Benz A-Class

Insight 17

The A-Class’s 
Audi and BMW 
hatchback 
rivals both gain 
ground on it

nsurprisingly, the key 
German rivals of the 

Mercedes-Benz A-Class – the 
Audi A3 and BMW 1 Series –  
feature strongly in the 
thoughts of potential buyers 
as they start researching. 

And in both cases, interest 
only increases as buyers get 
ready to buy. In fact, in the 
case of the A3, almost a 
quarter (25%) of people  
are considering it by then.
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By contrast, interest in the 
Volkswagen Golf and Ford 
Focus, as well as the soon-to-
be-replaced Mercedes-Benz 
GLA small SUV, starts strongly 
but wanes over time, although 
the Honda Civic and the 
larger Mercedes-Benz C-Class 
saloon stay resolutely at 6%.

The number of people keen 
on the Audi Q2, Toyota Corolla 
and Volvo XC40 also increases, 
but only from around 5% to 6%.

Source: Google Analytics

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


New Car Buying: 
cars generating 
the most leads 
from buyers at 
whatcar.com

New Car
Buying

18 Insight

he leads generated by individual 
models changes far more often 

than those generated by brands, but 
while the Volvo XC40 loses top spot  
this month to the Seat Arona –  
another SUV – the most interesting 
changes occur lower down the list. 

The Volkswagen Tiguan, Seat Ateca, 
Land Rover Discovery Sport and Suzuki 
Vitara have disappeared entirely from 
the top 20, to be replaced by new 
entrants including the Volkswagen 
Touran and Peugeot 3008. Other 
notable moves include the Seat Ibiza 
climbing from 15th to 10th and our 
2019 Car of the Year, the Kia e-Niro, 
breaking into the top 10 from 16th. 

Unexpectedly, while 70% of last 
month’s top 10 models were SUVs,  
that figure falls to 50% this month.

T

3008 is a new 
entry; while no 
longer top dog, 
the XC40 is still 
hugely popular

1  s Seat Arona

2 t Volvo XC40

3 s Volkswagen Polo

4 t Mercedes-Benz A-Class

5 s	 Volkswagen T-Cross

6 t	 Volkswagen Golf

7 s Volkswagen T-Roc

8 s Kia e-Niro

9  s Ford Focus

10  s Seat Ibiza

11 s Volkswagen Touran

12 t	 Range Rover Evoque

13 t	 Skoda Karoq

14 t	 Ford Fiesta

15 t	 Kia Picanto

16 s Audi A1 Sportback

17 s Mini 3dr/5dr

18  s	 Mazda CX-5

19 s	 Peugeot 3008

20 s Hyundai Ioniq

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

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


New Car Buying: 
brands generating 
the most leads 
from buyers at 
whatcar.com

Insight 19
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The Volkswagen Group still 
dominates; there has been a 
surge in Jaguar’s popularity

1  – Volkswagen

2  – Seat

3 s Audi

4 s Volvo

5 s Kia

6 t Mercedes-Benz

7 s Ford

8 s	 Land Rover

9 s	 Jaguar

10 t	 BMW

11 s	 Hyundai

12 t	 Skoda

13 s	 Nissan

14 t Toyota

15 t	 Mazda

16 s	 Mini

17 s	 Peugeot

18 t	 Suzuki

19 s	 Renault

20 t	 Vauxhall

here’s no change at the top this 
month, with Volkswagen continuing  

to dominate in terms of the marques 
generating the most leads on 
whatcar.com. In fact, four Volkswagen 
Group brands are present in the top 12. 

There’s bigger news beneath them, 
though. Honda makes way for Peugeot  
to move into the top 20, while Vauxhall  
falls to last place and Jaguar  
moves up from 14th to ninth. 

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.

whatcar.com/increasemysales
For more information go to

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


