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oday, Tony 
Lewis runs the 
West Way retail 
group, the UK’s 
largest chain of 

Nissan dealerships, but his 
experiences up to that point 
are many and varied, taking in 
more conventional roles with 
manufacturers and retailers 
through to less conventional 
ones, such as being a captain in 
the British Army and working 
night and day to keep the  
LDV Group running following  
a management buyout.

Since his appointment to the 
top job at West Way in 2016, the 
firm’s turnover has increased 

to £500 million per year, off 
the back of 20,000 new car 
and 10,000 used car sales. It 
now employs more than 600 
staff as well as booking more 
servicing hours and selling 
more parts than ever before. Its 
outlets also vie for top spots in 
Nissan’s internal quality audits. 

How did you get into the 
automotive industry?
“When I left university, I joined 
the army. I played with trucks, 
cars, vans, hovercraft, landing 
craft, aeroplanes – the usual 
stuff. I was a regular officer.

“From there, I joined Ford. 
It was 1987, and we were 

trained brilliantly across all 
sorts of jobs. Then I moved 
to LDV, where I was a director 
at 32. I became part of the 
management buyout team 
and ended up staying for 14 
years. It was pretty tough; there 
were plenty of days when we 
wondered if we would turn the 
lights off and never come back. 
That’s where my involvement 
in retailing really started. 

“After that, I joined Nissan, 
where I’m 11 years in. I joined 
as the commercial vehicle 
director and was following the 
traditional Nissan path with 
a variety of roles in exciting 
places. Then, in 2011, my son,  
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a paratrooper, was killed in 
Afghanistan. I’m happy to talk 
about it and eager to promote 
forces’ charities as a result, but 
that obviously changed a lot of 
things, including my career.

“Nissan was exemplary and 
helped at every step, placing 
me as general manager for 
Infiniti in northern Europe, 
appointing new dealers. It was 
fascinating, because we were 
starting from next to nothing 
and we had the opportunity 
to work with great partners in 
great locations. Then I went 
back to Nissan Europe, looking 
after independent markets 
including Kazakhstan, Israel, 
Greece, Cyprus, Ireland and 
Iceland. I was heavily involved  
with their retail structures,  
and it was fascinating.”

Why did you change tack?
“Well, the travelling took its 
toll and I got a call from Jardine 
Motors to run its Volkswagen 
division. There, I loved seeing 
the business from yet another 
angle. At the time, the division 
was loss-making, and that was 
turned round very rapidly. But 
very quickly I got the call to be 
sales director back at Nissan. 
It was the job I always wanted, 
and it was clear that a further 
opportunity might open up  
at West Way. In I went, and we 
had a record year – not down 
to me, to be clear. There were 
so many things we pulled 
together to make it happen  
that it was quite inspiring.”

Can you give some examples?
“The beauty of coming in after 
a break from the company was 
that I could be a bit blunt and 
point out what I’d seen working 
better elsewhere. Simple stuff 
like product communications 
or early sight of offers and 
enhancements meant we could 
be flexible. In the past, we’d 
distribute a panicked target 
at the end of the month; by 
setting realistic, consistent 
targets at the start of a quarter, 
it’s amazing what you can do.

“It sounds so simple, but it’s 
not the norm. Once we got that 
right, the momentum just built 
and built, quarter by quarter. 
We kept our communications 
to retailers direct, regular and 
very transparent and had an 
open and honest relationship 
with them, starting with 

sharpen up, working on our 
retention strategies with loyal 
customers and showing them 
the new products coming up.”

Do digital shifts change  
your requirements too?
“In some ways. If we wanted to 
sell online, we could do it now. 
The key for me is to do it in a 
compliant way that allows the 
customer to drop away from 
online and come and see us at 
any part of the process. If you 
could dip in and out of online 
to take the bits you want to do 
when you want to do them,  
I see how that could work.”

Do those changes alter 
working hours as well?
“It can do. The one thing we’ve 
learnt – because we’ve started 
flexible hours in the aftersale 
side of the business, right up 
to 24-hour shifts – is that you 
can’t apply one rule to each 
site. No way. Everybody is very 
different. My goal is to use what 
we have as much as possible, 
but that has to be realistic.”

How do staff feel about that?
“They see the upsides – and 
not because they’re forced to. 
Some hours may look unusual, 
but we rarely struggle to find 
someone who quite likes them, 
be it working late, finishing 
early or whatever else. Our 
retention levels are excellent 
and driven, I think, by our focus 
on high-quality training. Yes, 
some leave, but when they do, I 
typically shake their hand and 
wish them well; I know they’ll 
be among the best in their next 
jobs, and it’s a nice surprise 
how many come back to us 
once they’ve seen the world.”

What would you say the  
future holds for West Way?
“Change, and although we 
spend a lot of time planning 
for it, there’s no certainty on 
which way it will go. It doesn’t 
worry me, because I know what 
we and Nissan are doing to be 
ready, but there’s no question 
that some of the challenges 
are unprecedented. From my 
perspective, though, I just  
look to the opportunities that 
might be presented and remind 
my team of the importance  
of doing everything to the 
highest possible standard  
for the customers we have.”Nissan has been an EV pioneer, so Lewis is confident about the future 

visiting groups of retail heads 
for a couple of hours regularly. 
It was far more effective to buy 
lunch than organise overblown 
day-long gatherings.”

Would you say your military 
career has a strong influence?
“Yes, in short. I think Sandhurst 
was the greatest grounding 
for me and, in terms of 
management training, perhaps 
the best school in the world.

“I actually think the military 
world isn’t dissimilar to the 
automotive one in many ways. 
Look at the chain of command 
and the need for everyone to 
do their job perfectly – the 
fact that everybody from 
the valeter to the salesman 

to the management has 
to communicate and work 
perfectly or your customer 
satisfaction score and your 
chances of repeat business will 
fail. If one step in that chain 
goes wrong, we’ll lose money. 
That’s why I know everyone 
here and why we’ve got the best 
valeting team in the business.

“We also consciously recruit 
from the armed forces, because 
they recognise the benefits I’m 
trying to explain immediately 
and demonstrate those direct 
behaviours that I relish.”

When you got the top job  
at West Way, were you quite 
unusual in having retail and 
manufacturer experience?
“There are others, but not 
many. The key, to my mind, 
is having exposure to the 
retail side. You can’t just run a 
manufacturer and step across; 
you need to understand retail.

“Today, it’s hard but going 
well. We index ourselves 
against other Nissan dealers 
and we know where we’re at.  
Used cars are doing well, 
even against a backdrop of us 
doubling used sales in the past 
six years, while aftersales work 
has grown by 32% in four years, 
which gives us strength as new 
car sales struggle a bit. But even 
that gives us opportunities to 
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he saying that 
only the cars 
move fast in the 
car industry is 
widely known, 

and it underlines the scale 
of the task faced by Indian 
industrial giant Mahindra 
& Mahindra when it took a 
majority shareholding in 
Korean vehicle manufacturer 
Ssangyong in 2011. While  
the deal paved the way for 
massive investment in the 
brand and growing ambitions 
for sales, it’s only now, eight 
years later, that the input is 
poised to deliver that growth.

Times have also changed at 
Ssangyong UK, with chairman 
Jim Tyrrell and managing 
director Nick Laird appointed 

Ssangyong’s big plan to  
become a mainstream brand

in quick succession after a 
major reshuffle undertaken 
by the importer’s owners in 
2017. With new models being 
launched at the promised rate 
of one per year, the pair look 
ahead to how they plan to turn 
potential into sales success.

Why is now Ssangyong UK’s 
moment to succeed?
Jim Tyrrell: “The starting 
point is product. There’s a huge 
amount of product investment 
coming from Korea, which 
started with the Tivoli launch a 
few years ago, then the Rexton, 
then the Musso last year, and 
we’re about to launch a new 
Korando later on this year. The 
whole line-up will be refreshed, 
and our job is to get people to 

reappraise what the brand is 
and what it stands for. We’re  
in a very different place from 
five years ago.”

How big is the shift?
JT: “Seismic. A new vehicle 
every year up to 2023 at least 
is an incredible commitment 
from our owner, Mahindra.
Our job is to move the 
perception of the brand along 
as fast as the quality of the 
product is improving. We’re 
in the fortunate position that 
Korea is now established as 
a home for high-quality car 
manufacturing, we’re selling 
SUVs and pick-up trucks, which 
are the growth areas of the 
market, and we have electric 
powertrains on the way. 
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Interview Jim Tyrrell and Nick Laird

T
“We need to focus on our 

own goals, from changing 
brand perceptions to building 
the right retailer network.”

Do you have enough retailers 
to meet your ambitions?
Nick Laird: “At the moment, we 
have about 60 retailers. We’re 
looking to get that to slightly 
north of 100, so we’re looking 
to appoint 40 in new parts of 
the UK. That sounds like huge 
growth, but because of where 
the product is, we have some 
very high-quality companies 
talking about working with  
us. The momentum builds;  
we should have that target 
number by the end of 2020.

“Given that we arrived at a 
loss-making company with  

Laird (left) and 
Tyrrell joined 
Ssangyong’s  
UK business  
in late 2017 



a pretty chaotic approach 
to business, that feels like a 
positive place to be, and it 
should prove a virtuous circle. 

“The goal is to make a  
bit of money, invest a bit  
of money, get some more 
dealers, make a bit more 
money, invest a bit more 
money; success will build 
success. It sounds trite, but 
we can already see it in action, 
as customers tell friends how 
much they like our cars, so  
then their friends buy one.”

Does growth not present  
new challenges, though?
NL: “It does, but if you look on 
the retail side, we’re just trying 
to be pragmatic. They need  
to see a path to sustainable 
profit, and there’s no point 
demanding they transform 
their premises on some hollow 
promise. What we value is the 
relationships they have with 
customers, which is why they 
win so many service awards. 

“They know the customers 
personally in many cases. Of 
course, our sales numbers to 
date help that, but asking them 
to apply those standards as they 
grow is just common sense. 
Retailers are the best marketing 
tool; by opening more in the 
right places, we should be able 
to double sales, just because 
they’re visible. The television 
marketing that will follow will 
help too, though.”

Is television still the most 
effective way to market a 
brand in this digital age?
JT: “When you have low brand 
awareness, there’s still nothing 
like television to get a reaction. 
It’s amazingly powerful. What 
has changed is how precisely 
you can target it. 

“So, we’ll do some national 
advertising and some satellite 
advertising, aimed specifically 
at the regions we know we can 
do well in. We’ll then back that 
up by a stronger presence in 
those localities. 

“For a while now, one of the 
most effective ways we’ve had 
of selling cars is to get people 
in them, so we’ll do a lot of 
country shows and events. 
‘I wasn’t expecting that’ is a 
phrase we hear a lot, and it’s  
one of the key reasons we 
changed our strapline to 
‘Surprisingly Ssangyong’.”

How far can all this take you?
NL: “Well, we sold 3250 cars last 
year, we’ll do 4000 this year 
and the goal is 10,000. At that 
point, we have a sustainable 
business. But it won’t be the 
end; to get there, it will mean 
Ssangyong has grown globally 
exponentially, so then it will 
start to look at new segments, 
new initiatives and so on, and 
that will open the opportunity 
to more growth. The goal is to 
grow from 150,000 sales per 
year to 250,000, so we need to 
work together.”

Can you influence Ssangyong’s 
global strategy to your needs?
JT: “We talk all the time, and 
we like to think it’s a two-
way conversation. Today, it’s 
about getting a price point 
that reflects our lack of brand 
awareness. That’s hard, because 
it’s clear the product quality is 
far ahead of that awareness. For 
now, our buyers get a bargain –  
but that’s because we need to 
start by getting more buyers.

“In terms of influencing 
product strategy, we have to 
be realistic: they will always 
service their biggest markets 
first. But the point is that the 

UK usually follows global 
trends, and if you want a 
globally successful car, it  
tends to work for us.

“Ssangyong is a small, nimble 
company that listens and – 
crucially – delivers. Its speed 
of response stands out; it can 
achieve in three months what 
some companies I’ve worked 
for take three years to do.”

Can you take heart from the 
progress of Hyundai and Kia?
JT: “We can do more than take 
heart: we believe we have a 
rightful, respectful position 
alongside them as a third 
Korean brand. We want people 
to recognise that we’re part 
of that club and that our cars 
are built in a country that 
has massive expertise. The 
associations with Korea are 
very positive, and we need to 
be seen to be part of that club, 
because it will do us a lot of 
good, in terms of the product, 
the residual values and more.  
It becomes a virtuous circle.”

That includes electrification 
leadership, and you have an 
electric Korando coming?
JT: “We do, and we have an 

Ssangyong is set to capitalise on global trends with its pick-up trucks, SUVs and impending electrified models

opportunity to position 
that a bit differently. Most 
manufacturers are positioning 
their electric cars as premium, 
but we’re looking to do 
something a bit different. It will 
depend on the price structure, 
but there’s an opportunity to 
play to our roots, rather than 
needing to push into new  
price territory. A half-price 
Tesla has a nice ring to it  
and is potentially achievable.”

What keeps you up at night?
NL: “As long as we keep moving 
forward according to our and 
Ssangyong’s plans, we don’t 
need to worry. We’re realistic 
in our goals and know where 
we want to lead and where 
we want to be fast followers. 
Like everyone, the transition 
from combustion engines 
to electrification is a worry – 
not because we aren’t ready, 
because we demonstrably  
have the products coming,  
but because we don’t know 
the glide path or the levels 
of investment required to be 
competitive across multiple 
powertrains. But every car 
company would say the same.”

JT: “I’d rather look on the 
upside. Korea as a whole is 
a massively optimistic and 
forward-looking country; just 
consider where it has travelled 
in 30 years. I get the same 
feeling on Ssangyong. They  
are so driven to be better 
tomorrow than they were 
today, and that enthusiasm and 
determination is infectious.”

4 Insight

‘It’s clear that Ssangyong’s 
product quality is far ahead 
of its brand awareness’



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

he Seat Arona showed its staying 
power in June, because the smallest 

of the Spanish brand’s three SUVs topped 
the most-read reviews table once again. 

The Nissan Qashqai, Volkswagen Golf 
and Seat Ateca also make persistent 
appearances in the top 10, whereas 
many models shoot to the top after 
launch before quickly dropping out.  
A good example is the Mercedes-Benz 
A-Class, which had been in the top 20 
for many months, but even more so 
the Tesla Model 3, also absent from this 
chart after taking bronze last month.

Two models less frequently seen in this 
table include the Peugeot 3008 and Kia 
Picanto. The latter is an unusual presence, 
being both a city car and a hatchback. The 
only other hatches are Volkswagen’s Polo 
and Golf, with 17 of the top 20 being SUVs.

1 s	 Seat Arona 

2 s	 Skoda Karoq 

3 t	 Volkswagen T-Cross 

4 s	 Volvo XC40 

5 s	 Volkswagen Golf

6 t	 Toyota RAV4 

7 s Seat Ateca 

8 s	 Nissan Qashqai 

9 t	 Kia e-Niro

10 s	 Volkswagen T-Roc

11 s	 Mazda CX-5 

12 s	 Suzuki Vitara 

13 t	 Range Rover Evoque 

14 s	 BMW X1 

15 s	 Volkswagen Polo

16  –	 Volkswagen Tiguan

17 s	 Skoda Kodiaq

18 s	 Peugeot 3008

19 s	 Kia Picanto

20 t	 Audi Q2

Insight 5

T

The T-Cross has 
arrived with  
a big splash, 
while the 
Picanto is an 
unusual entry

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 brand search rankings 
were even more static 

than usual in June, with a  
sole change in the top 10: 
Hyundai usurping Volvo. This 
comes despite some relatively 
large swings in sales rankings, 
including BMW increasing its 
share by 2.1% over May and 
Mercedes-Benz losing 0.6%.

As we’ve come to expect, 
there is a significant positive 
disparity between searches 
and sales for Seat and 
Skoda but a negative 
disparity for Nissan, Toyota 
and, above all, Vauxhall. 

1  –	 Volkswagen 2 9.2

2  –	 BMW 3 8.9

3  –	 Audi 6 6.4

4  –	 Mercedes-Benz 5 6.7

5  –	 Ford 1 9.9

6  –	 Skoda 12 3.3

7  –	 Seat 14 3.0

8  –	 Kia 10 3.8

9 s Hyundai 11 3.5

10  –	 Toyota 7 5.1

11 t Volvo 17 2.4

12 s	 Nissan 8 4.1

13 s	 Vauxhall 4 7.0

14 t	 Land Rover 15 2.9

15  –	 Peugeot 13 3.3

16  –	 Mazda 21 1.7

17 s	 Jaguar 23 1.3

18 s	 Honda 20 1.7

19 t	 Renault 16 2.7

20 t	 Suzuki 22 1.4

T

BMW increased 
its share; Skoda 
again received 
more searches 
than sales

UK sales
ranking

Market%
June 19

Brand

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

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


Insight 7

Updated Passat PHEV has  
electric range of 34 miles; 

new Vivaro Life was popular

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

here were plenty of electrified 
models attracting attention 

during June, with the reinvigorated 
Volkswagen Passat GTE plug-in hybrid 
the most popular overall. Honda’s CR-V 
hybrid, the BMW 330e plug-in hybrid, 
the new e+ version of the Nissan Leaf 
and the first car from Volvo’s new sister 
brand, Polestar, completed the cohort.

Meanwhile, the new Ford Focus ST, the 
hardcore T version of Porsche’s Cayman 
and Abarth’s 70th birthday celebration 
interested enthusiasts, and the Hyundai 
Tucson and new Vauxhall Vivaro Life 
catered to practicality-minded readers.

1 Volkswagen Passat GTE

2 Hyundai Tucson 1.6 T-GDi N Line

3 Honda CR-V Hybrid

4 BMW 3 Series 330e

5 Ford Focus ST 2.3 Ecoboost

6 Nissan Leaf e+ 

7 Porsche 718 Cayman T

8 Polestar 1 prototype

9 Vauxhall Vivaro Life

10 Abarth 595 Esseesse

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 What Car? is an 
occasional source of 

pure entertainment is evident 
in the story about the rarest 
versions of once-common cars 
today plying British roads and 
how risky or wise buys they 
can be. This was the second 
most-read story during June, 
while our countdown of the 
best hybrids extended its long 
period at the top.

Another evidently useful 
article was the guide to every 
type of speed camera used in 
the UK, there now being many 
varieties. Reliability is another 
regular preoccupation of 
motorists, as might well be 
expected, with two features on 
the subject making the top 10.

Meanwhile, plenty of people 
flicked through a gallery of  
the leaders in each class, with 
some of our award-winners 
having been beaten since 
their coronation in January.

1 Best hybrids and the ones to avoid

2 Unicorns: the rarest cars you can buy

3 Best SUV deals

4 Every type of speed camera in the UK

5 What Car Reliability Survey 2018

6 Britain’s best cars: 2019 mid-year update

7 Best small cars and the ones to avoid

8 Best small SUVs and the ones to avoid

9 Best used 4x4s and the ones to avoid

10 Best and worst brands for reliability

T

‘Unicorn cars’ 
fascinated, but 
hybrids are  
still on top

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

he A-Class leads this June 
table, although not by quite 

such a large margin as it did 
in May, with the top three now 
clustered quite close together. 
Ford has been pushed out by 
Skoda, while Volvo and Seat 
swapped places. Otherwise,  
the ranks have remained static.

ercedes’ A-Class family hatchback 
maintained its lead position for a third 

month. Its strongest challenger was the new 
Range Rover Evoque, which has moved up 
from fourth. A surprise new entry is the Astra; 
Vauxhall rarely shows here despite its 
sales success. 
Meanwhile, the 
XC40 and XC60 
Volvos dropped 
out as the Audi 
Q5 reappeared.

1 – Mercedes-Benz

2 – Volkswagen

3 – Land Rover

4 – Audi

5 s	 Volvo

6 t	 Seat

7 – BMW

8 – Kia

9 – Nissan

10 s Skoda

1 – Mercedes-Benz A-Class

2 s	 Range Rover Evoque

3 – Volkswagen Golf

4 t	 Seat Leon

5 s	 Vauxhall Astra

6 – Volkswagen Tiguan

7 s	 Audi Q5

8 – Kia Sportage

9 t	 Land Rover Discovery Sport

10 s	 Volkswagen T-Roc

T

M

Nothing attracts 
leasees more 
strongly than  
an affordable 
Mercedes 

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 most interesting 
development in the top 20 most 

popular used car searches chart this 
month is the debut appearance of 
Jaguar’s one-year-old electric SUV, 
the I-Pace, in sixth. Indeed, no other 
electric car makes the top 20.

Jaguar’s recently discontinued 
XJ luxury saloon also appears, in a 
strong 11th place, while sister brand 
Land Rover fields the long-redundant 
Freelander in fourth place and the 
Range Rover Evoque in 16th.

Top of the chart was once again 
the Nissan Qashqai, followed by the 
Volkswagen Tiguan, a family SUV 
absent from last month’s chart. The 
Tiguan’s big brother, the Touareg, also 
did well, placing in seventh, having 
also risen from outside the top 20. 

1  – Nissan Qashqai

2  s	Volkswagen Tiguan

3 t	 Ford Fiesta

4 s	 Land Rover Freelander

5 s BMW 3 Series

6 s	 Jaguar I-Pace

7 s	 Volkswagen Touareg

8 – Ford Focus

9 t	 Vauxhall Astra

10 t	 Mercedes-Benz C-Class

11 s	 Jaguar XJ

12 t	 BMW X3

13 s	 Volvo V50

14 t	 BMW X5

15 t	 Volkswagen Polo

16 s	 Range Rover Evoque

17 t	 Vauxhall Corsa

18 t	 Mazda CX-5

19 t	 Audi A3

20 – Porsche Cayenne

T

Interest in 
Volkswagen’s 
larger pair of 
SUVs surged  
during June

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 
More drivers being dazzled

The ascent of 
xenon and LED 
headlights has 
made Britain’s 
roads far more 
illuminated

his story reported on an 
RAC survey detailing 

drivers’ issues with headlight 
glare. It found that 70% of UK 
drivers considered headlights 
so bright that they constituted 
an accident risk, and that 54% 
felt the problem was greater 
now than a year ago. 

T

IMAGE

Indeed, more than 90% believe 
that modern headlights are 
too bright.

What Car? published the 
story on 11 July; it found a 
sizeable audience on that day 
and the two days following, 
with interest persisting right  
up to the end of the month.

Source: Google Analytics
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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 Volkswagen Passat Estate 1.5 TSI Evo 150 S 24.6%

2 Vauxhall Mokka X 1.4T Ecotec Active 21.9%

3 Vauxhall Astra 1.4T 16V 150 SRi Nav 21.2%

4 Nissan Juke 1.6 112 Acenta 20.0%

5 Volkswagen Touran 1.5 TSI Evo SE 19.9%

6 Seat Leon 1.0 TSI SE 19.0%

7 Vauxhall Corsa 1.4 75 Sport 5dr (A/C) 18.9%

8 Volkswagen Sharan 2.0 TDI SCR 150 S  18.6%

9 Suzuki Baleno 1.0 Boosterjet SZ-T 17.2%

10 Jaguar XJ 3.0d V6 Luxury 16.9%

1 Vauxhall Grandland X 1.2T SE -5.0%

2 Fiat Panda -1.0%

3 Honda HR-V -1.0%

4 BMW 4 Series Coupé -0.8%

5 Audi A3 Sportback -0.5%

6 Audi Q5 -0.5%

7 Vauxhall Mokka X Griffin -0.5%

8 Volkswagen T-Roc -0.5%

9 Mini Countryman -0.3%

10 Volkswagen Golf -0.3%

T

T

The Juke, Corsa and XJ are all soon for the axe

Vauxhall has slashed discounts on its family 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	Political and economic uncertainty 
is continuing to affect the UK new car 
market, contributing to little shifting in 
Target Price discounts. The average 
discount is 7.9%, or £2596 per car.

n	The overall market has fallen 3% 
this month, but this relatively small 
decline hasn’t deterred dealers from 
at least attempting to improve their 
profitability. That said, efforts to cut 
discounts at the start of quarter two 
of 2019 have largely been reversed  
to prevent further sales declines.

n	More positively for retailers, 
customers’ discount expectations 
diminished during the final quarter  
of 2018, when WLTP certification 
issues lengthened delivery times,  
and those expectations haven’t 
significantly risen again since.

n	Assuming that the manufacturers 
don’t push too hard too soon to 
increase sales, and that market 
confidence builds, dealers may  
well experience increased sales at 
sustainable profits. Then again, the 
turbulent political situation might 
prevent any market improvement.

Insight 13

£

n	Manufacturers’ finance support 
has also remained consistent, at  
an average of £1613 per car. This is 
linked to a typical 4.7% APR on a  
PCP deal – a rise of 0.1% over last 
month. That puts the combined 
average cash and finance average 
Target Price at £4209 per car.

n	Citroën once again leads the 
discounters with a range average  
of 12.9%, followed by Volkswagen  
with 11.2% and Seat with 11.0%.

Discounts are 
being reduced 
as the overall  
market slides

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
Small SUVs and family cars

14 Insight

Small SUVs
n	Discounts stand at 5.9%, or £1680 
per car. That’s below the 7.9% overall 
market average, but it’s on the rise, 
with price cuts having grown by 
almost 9% in the past three months.

n	While many customers are holding 
off until some sort of certainty returns, 
retailers must fine-tune discounts and 
incentives in order to make sales.

n	Manufacturer finance provides a 
sales boost without damaging brand 
image, and it’s common in a market 
with the fourth-highest typical finance 
deposit contribution, at 13.3%, or 
£1127 per car. The combination of 
discounts and finance incentives 
currently stands at £2807 per car.

n Six small SUV models can typically 
be bought with double-digit 
discounts, led by the Vauxhall Mokka 
X on 13.3%, the Suzuki SX4 S-Cross on 
14.3% and the Nissan Juke on 17.1%.

n	While the 5.4% PCP APR average 
partially offsets these discounts,  
the Suzuki Vitara is available on  
an interest-free PCP deal.

Family cars
n Target Price discounts have risen in 
recent months, to 8.2%, or £2160 per 
car. The segment average is 7.9%.

n	Family cars account for more than 
16% of finance contributions, giving 
an extra £1416 saving when linked  
to the average 4.7% APR PCP deal.

n	Seat and Citroën are the most 
generous brands, offering averages 
of 15.6% (£3633) on the Leon and  
16.5% (£3331) on the C4 Cactus.

£

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

The Vitara is the 
only small SUV 

currently offered on 
an interest-free 

PCP deal

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


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

Insight 15

The Results
The reality-inducing effects of the WLTP 
regulations are clear to see here, with 
several True MPG results bettering the 
official numbers. The Suzuki Ignis, which 
leads this table and appears three times 
in different forms, managed 59.6mpg  
in front-wheel-drive mild hybrid form, 
bettering its 54.1mpg WLTP figure. The  
4x4 version also did better, although the 
1.2 petrol did marginally worse. Mazda’s 
diesel CX-5 also 
beat its WLTP 
number by 
almost a third, 
with 48.3mpg.

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  
10 most fuel-efficient SUVs  
from one of the market’s 
hottest segments.

S

1 Suzuki Ignis 1.2 Dualjet SHVS 54.1 59.6

2 Renault Kadjar 1.5 dCi 110** 74.3 55.2

3 Suzuki Ignis 1.2 Dualjet SHVS Allgrip 48.6 53.3

4 Nissan Qashqai 1.5 dCi 110** 67.3 51.9

5 Kia Sportage 1.7 CRDi* 67.3 51.4

6 Suzuki Ignis 1.2 Dualjet SZ3 52.9 50.9

7 Seat Ateca 1.6 TDI 115** 54.3 50.2

8 Kia Niro Hybrid 58.9 50.1

9 Mazda CX-5 Skyactiv-D 150 36.7 48.3

10 Suzuki Vitara 1.6* 67.3 47.7

*Discontinued  **NEDC figure

True
MPG

WLTP
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
Audi Q5

16 Insight

Q5 fans lose 
interest in the 
X3, while the 
Discovery Sport 
grows in appeal

here’s some rather good 
news for Land Rover  

in this analysis of Audi Q5 
shopping: potential buyers  
of the German large SUV 
increasingly consider the 
Discovery Sport a much more 
serious purchase prospect. 

Prior to buyers’ investigations 
of alternatives to the Q5, some 
10% of shoppers rate the Land 
Rover as a serious option, but 
that number rises to 18% by 

T

IMAGE

the end of the process. The 
only other model for which 
interest rises is the Porsche 
Macan, up from 5% to 7%.

The Q5’s chief rival is 
reckoned to be the BMW X3 by 
shoppers, with interest in this 
SUV starting at 23% and falling 
to a still strong 19% by the end. 
Interest in the Volvo XC60 and 
Mercedes-Benz GLC remain 
static, while every other model 
in the rival set declines slightly.

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
Tesla Model 3

Insight 17

Tesla’s primary 
chasers are the 
Kia e-Niro and, 
oddly, petrol 
small SUVs

lternative purchases to 
the new Tesla Model 3 

are quite varied, mainly due  
to the lack of any directly 
comparable electric cars. 

Nevertheless, its strongest rival 
is an electric car, the Kia e-Niro; 
interest in this SUV starts at  
22% but drops to 16% by the 
end of the research process. 

The Volkswagen Golf, which is 
available in both electric and 
plug-in hybrid forms, triggers 

A

IMAGE

interest from 19% of Model 3 
shoppers, but this falls to 12%.

Surprisingly, the Range Rover 
Evoque, an SUV offering only 
mild electrification, rises slightly,  
from 12% to 13%. There’s a still-
stronger showing from the 
also-traditional Volkswagen 
T-Cross, but the strongest rise  
is achieved by the Audi SQ2, 
from 3% right up to 15%. 

All other rivals start and finish 
in single percentage figures.

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 is more changeable than 

those generated by brand. The Volvo 
XC40 may still be on top, but it’s now 
chased most keenly by the Mercedes-
Benz A-Class and Seat Arona, rather 
than Volkswagen’s pair of stalwart 
hatchbacks. A significant new entry 
into the top 20 is the Ford Focus, just aft 
of its consistently popular Fiesta sibling.

These leads are generated by the 
300-plus dealers, representing a wide 
variety of brands, participating in the 
marketplace. Every lead is generated 
by deals at or below What Car?’s 
suggested Target Price. Target Prices 
are set by our research team of 
mystery shoppers, who assume a  
fair price for both dealer and buyer.

T

The new Ford 
Focus is rising, 
while the Seat 
Arona remains 
super-popular

1   –	 Volvo XC40

2 s Mercedes-Benz A-Class

3 s Seat Arona

4 t	 Volkswagen Golf

5 t	 Volkswagen Polo

6 s	 Skoda Karoq

7 t	 Volkswagen T-Cross

8 s Range Rover Evoque

9  s Volkswagen Tiguan

10  t Volkswagen T-Roc

11  – Ford Fiesta

12 s	 Ford Focus

13 t	 Seat Ateca

14 t	 Kia Picanto

15 t	 Seat Ibiza

16  – Kia e-Niro

17 s Land Rover Discovery Sport

18  t	 Hyundai Ioniq

19 s	 Mini 3dr/5dr

20 t Suzuki Vitara

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

T

Volkswagen maintained 
its healthy lead; Mini 
broke into the top 20

1  – Volkswagen

2  – Seat

3  – Mercedes-Benz

4  – Audi

5 s BMW

6 t Kia

7  – Skoda

8 t Volvo

9  –	 Ford

10 s	 Land Rover

11 t	 Toyota

12 s	 Hyundai

13 t	 Mazda

14  – Jaguar

15 s		 Vauxhall

16 t	 Suzuki

17 s		 Nissan

18 t		 Honda

19 s		 Mini

20 s		 Renault

he same 17 or 18 brands 
tend to occupy the top 

20 marque chart of leads 
generated on whatcar.com, 
as is the case this month, 
with only a minor shuffling of 
positions. There tends to be 
more action at the bottom 
end of the table, with Mini and 
Renault displacing Peugeot 
and Dacia this time around.

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 followers on social media.

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

https://www.whatcar.com/new-car-deals
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More than 20mpeople 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
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