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ike so many high 
fliers, Mitsubishi 
UK boss Rob 
Lindley began his 
automotive career 

as a trainee with Ford. That was 
back in 1989, and it led him to 
become managing director of 
Mazda Motors in the UK, then 
sales and marketing director  
for McLaren Automotive 
and vice-president and then 
managing director of Harley-
Davidson EMEA (Europe, 
Middle East and Africa).

Lindley’s arrival at Mitsubishi 
last year coincided with the 
launch of the Eclipse Cross 
family SUV and an upswing  
in registrations, while sales  
this year have been steady. 
Here, he outlines where he  
sees Mitsubishi growing in  
the future and the advantages 
of the firm’s alliance with 
Nissan and Renault.

You climbed the ladder in 
the car industry and then 
moved into bikes with Harley 

Davidson prior to starting at 
Mitsubishi. Why?
“I was at McLaren as part of the 
launch team for the MP4-12C 
when I got a phone call out 
of the blue. I was asked to be 
head of Europe, Middle East 
and Africa and it intrigued me. 
Harley had a great history, a 
tremendous brand presence 
and massive advocacy among 
owners. So it was a really 
interesting assignment that I 
just felt I couldn’t turn down.

“But it wasn’t all plain 
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sailing. I arrived in 2009 at 
the height of the financial 
crisis, and there was some real 
pressure. At one point, we had 
to borrow a lot of money to 
keep the doors open. But there 
was a great leader who turned 
it around. I didn’t expect to 
come back to cars, but then the 
phone rang again; there was an 
opportunity at Mitsubishi…”

What appealed about 
Mitsubishi?
“It was in a good position, with 
a strong brand and some decent 
business. But there was – and is 
– also huge potential, from the 
plug-in hybrid leadership it has 
established to the benefits of 
being part of the alliance with 
Renault and Nissan and all that 
can be unleashed from that in 
time. I’m 18 months in now and 
there’s so much to come.”

What are the primary focuses?
“If you’re suggesting the brand’s 
recent past has been a bit 
choppy in focus, that’s probably 
fair. Were we about Evo, SUVs, 
electric cars or PHEVs? We’ve 
actually innovated in a lot of 
successful areas but not been 
known strongly enough for 
them; the alliance gives us 
opportunities to capitalise on 
some of our leadership.

“I’d describe Mitsubishi 
as being about SUVs, PHEVs 
and EVs and having a strong 
technological capability, 

grant was helping people make  
the decision.

“Plug-in hybrids represent 
an absolutely brilliant solution, 
and we have the evidence 
to prove that people were 
plugging our cars in – using 
them as they were designed, to 
the benefit of the planet. It’s a 
shame that wasn’t considered, 
but now we have to make it 
work, and I still see a positive 
future for us in that space.”

Are your retailers happy?
“Reasonably. I follow the 
National Franchised Dealers 
Association survey and it was 
a shame to slip in the last 
one, but I understand that 
profitability is down and that 
hurts, and that we’re asking for 
a new visual identity, which 
of course requires upfront 
investment even if we’re trying 
to not make it too onerous.

“But I also believe the 
majority of the dealers are 
optimistic. There’s a new L200 
and ASX to look forward to. The 
servicing side of the business is 
strong. They’d like more retail 
business, but new product will 
help there and we can drive 
more footfall with marketing 
activity, be it sponsorship on  
TV or the rugby.

“Overall, our network is 
fragmented. We have a lot 
of different partners and 
over time perhaps that will 
consolidate. But there’s no 

with small cars and pure 
electric vehicles also has value. 
We fit in quite nicely – and 
now we have a chance to take 
advantage of those strengths, 
because we have the funds to 
invest consistently to a plan.”

Business in the UK has been 
good since you joined…
“It has, but I’m not taking credit 
for it all. We had a great 2018, 
primarily off the back of the 
launch of the Eclipse Cross, 
which has done an excellent job 
of bringing us new customers 
without taking away from ASX 
or Outlander. That in itself is 
quite an achievement. 

“This year is harder, but we’re 
not alone in that, and while a 
flat sales line is nothing to get 
the pulse racing, we’re pretty 
pleased when we look at the 
opposition and a market that’s 
down 2.5% – or more, if you 
believe the scale of some of  
the pre-registration business 
that some claim is being done. 
However, the dip we’ve all seen 
since April is a worrying trend.”

How big an impact did  
losing the plug-in car grant 
have on you?
“We’re still selling cars, but 
it’s a shame to have turned off 
an incentive to a transitional 
technology. I don’t believe the 
majority of consumers are 
ready to transition even to 
hybrid yet, and I do believe the 
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‘As part of 
the alliance 
with Nissan 
and Renault, 
we can take 
advantage of 
our strengths’

especially in four-wheel drive. 
And it’s around those pillars  
that we want to grow.”

What are the benefits of being 
part of the alliance?
“Globally, we sell 1.2 million cars 
a year, which is pretty small in 
car-making terms, especially 
given the investment required. 

“Now that we have access  
to a suite of platforms, a range 
of electrification technologies  
and more, those problems  
have solutions. Then you build 
up the savings from sharing 
purchasing, infrastructure and 
technology and it starts to add 
up to something significant. 

“Then, from our side, our 
experience with plug-in 
hybrids, SUVs and pick-ups 
makes us appealing to feed back 
into the alliance. Our history 

Plug-in hybrids such 
as the Outlander PHEV 
will remain at the 
heart of Mitsubishi 
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pressure to force that; I can 
foresee it happening, and I’m 
more interested in opening 
new points, especially in 
metropolitan areas where we 
have some geographical gaps.”

Will customers embrace 
online sales?
“Well, we were one of the 
first brands to go active with 
an online purchase channel. 
It’s not been a massive sales 
source, but it gives customers 
choice, and of course each sale 
is facilitated by a dealer, so 
there’s no real threat. Then we 
have a store in the Lakeside 
Retail Park in Essex. That does 
sell directly to the consumer, 
but it’s also underpinned by 
being a brand statement. It 
gives us great visibility.

“We’re trying the obvious 
channels, but none threaten 
our retailers. The truth is that 
buying a car is complicated. 
It’s an emotional process, too, 
with part-exchange to factor 
in. I can see consolidation of 
dealers, and I can imagine 
more, smaller dealers, but 
I can’t see a more efficient 
model of handling what 
customers want.”

What do you see as the main 
challenges for future sales?
“The biggest is probably 
emissions regulations, for cars 
and light commercial vehicles. 
With the latter in particular, 
there’s been a bit of kicking 
the regulations down the road; 
that makes planning very hard.

“Overlaying that is Brexit. 
We’re used to importing cars 
from Japan and Thailand, so no 
change there, but we do have 
to manage any potential port 
issues and stock up inventory 
just in case there are additional 
issues. Then there’s currency; 
we buy our cars in euros, and 
that, as you can imagine, has 
been hard as the value of the 
pound has dropped.

“In addition, we’d been 
hoping to benefit from 
Europe’s ramping zero-tariff 
deal to import from Japan. 
In a no-deal Brexit scenario, 
we have to assume that 10% 
benefit will be gone. 

“But the ongoing 
uncertainty is probably the 
worst thing. These are issues 
we can’t control but which  
have a huge impact on us.”

azda UK 
managing 
director Jeremy 
Thomson has 
been at the 

helm of the company since 
2008, riding the wave from 
the financial crisis to today’s 
turbulent market. Despite its 
small market share of less than 
2%, Mazda’s sales are healthy 
under Thomson’s tenure, with 
the CX-5 large SUV, 2 small 
hatchback and 3 family car 
typically its most popular 
vehicles. And the brand has 
just revealed its first electric 
vehicle, the MX-30, which will 
go on sale in early 2021.

Thomson started his career 
on a graduate scheme at Ford, 
spending 12 years at the firm 
in various sales, marketing 
and daily rental roles. In 2001, 
Mazda was set up in the UK as a 
national sales company for the 

Why Mazda is different from 
other mainstream brands

first time, rather than selling 
cars through a distributor. 
Thomson joined as fleet 
director before taking  
up the top job.  

Who or what are your  
guiding principles?
“To create a strong, engaging 
culture with fairness and 
transparency. I think, also, 
a determination to succeed 
despite often challenging 
situations or limited resources 
– having tenacity.”

So far this year, how are 
Mazda’s sales?
“Actually, pretty good, under 
the circumstances. Despite 
being in the third year of Brexit 
and everything that’s brought, 
the business is prospering. We 
are growing volume year on 
year. We will exceed our budget 
plan on both volume and 

Interview Jeremy Thomson

M
profit, and the dealers are very 
happy as a collective.”

What will be the biggest 
challenges over the next  
12 months?
“Everything could change, 
of course, in the next few 
weeks [due to Brexit], and 
the outcome of that will set a 
very different set of business 
parameters for everybody. 
Let’s look on the bright side: 
if everything is resolved 
amicably and we proceed with 
a clear strategy and maintain a 
close relationship with Europe, 
the future looks very positive. 

“At Mazda, we’re in the 
middle of a very significant run 
of new product introductions, 
not least the new, electric  
MX-30, whereas when I started 
in 2008 in the financial crisis,  
we were relatively short on  
new product news. In these   
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more challenging times, I’m 
delighted that we’ve got a 
strong story to share with 
consumers, customers and 
dealers; that makes the job a 
little easier.”

What are your thoughts on  
the diesel situation?
“We’re quite unusual in that we 
are very positive about diesel 
in the longer term. We’ve been 
affected, as everybody has, by 
the downturn in consumer 
confidence in diesel, but I think 
there will be a bounce-back. 
Whereas many manufacturers 
are walking away from it, 
we see a place for it, and our 
next generation of Skyactiv 
diesel engines will deliver 
outstanding performance and 
be much cleaner and more 
environmentally friendly.”

What will hold back growth in 
hybrids and electric vehicles?
“I think consumer acceptance is 
still to be fully tested, with only 
1.3% of the market currently 
pure battery-electric. We 
have to create a marketplace 
where, at the moment, there’s 
relatively little engagement. 
That will come from a number 
of different directions, 
including encouragement from 
government, encouragement 
through taxation and,  
perhaps most importantly, 
an increase in the number of 
electrified vehicles offered  
by manufacturers.  

“Plus, [progress will 
come through] the rapid 
development of the charging 
infrastructure. I think home 
and work charging is a crucial 
enabler for EVs. Increasingly, 
employers are making charging 
available at the workplace. 
Combined with zero benefit-
in-kind tax for a company car 
driver next year, it’s going to be 
a very compelling proposition.”

Is market share a goal or an 
end result?
“It’s very much an end result 
from our planning perspective. 
We set a production volume  
and structure our business 
around selling that. If we 
get more demand from the 
marketplace then we will ask 
for extra production. Share 
is the outcome, because 
I can’t dictate what other 
manufacturers are doing.

“I particularly can’t 
determine what happens in 
sectors like fleet; it’s harder  
for Mazda to operate in the 
high-cost fleet areas. We don’t 
do large numbers of daily 
rentals, and as a consequence 
we have very strong residual 
values, which in a circular way 
benefits private consumers  
and fleet buyers. 

“So, no, we don’t chase share. 
And given where we are in 
the sales charts, it would be a 
vanity project to do that. Of 
course, we keep an eye on the 
competition, but it’s more by 
way of interest than targeting 
them specifically.”

What sets Mazda apart?
“It sounds a little clichéd, but 
I’d say we’re very distinctive 
in terms of our brand 
positioning. We’re starting to 
craft a reputation for a kind 
of Mazda uniqueness, which 
comes from this Japanese 
design aesthetic. People truly 
understand German premium, 
but I don’t think enough 
people understand what Mazda 
premium could be.

“We’ve definitely been on a 
journey since 2001. The first 
Mazda 6 was priced below the 
Ford Mondeo, while today’s 
product is broadly in line  
with Volkswagen. So the  

brand has moved a long way  
in 15 to 20 years. With the new 
cars coming, I think it has 
further momentum.

“So, [we’re distinguished  
by] design, the driving 
experience – which is at the 
heart of everything we do –  
and unique technologies  
such as the Skyactiv-X 
compression-ignition petrol 
engine. It’s not easy to do, but  
it is part of the journey 
of refining the internal 
combustion engine as far  
as it can possibly go before we 
add on electrification.”

How will the dealership  
model change?
“We believe strongly in the 
role of dealerships, because 
I’m a firm believer that it’s 
actually people who can share 
enthusiasm and passion  
about a brand. 

“Looking at other 
manufacturers who are 
changing rapidly towards a 
click and collect or an online 
purchase solution, I’m not 
convinced by that. Digital  
will be part of the buyer 
journey, as it is today, and  
will probably grow, but I don’t 
think there’s a huge demand  
in the marketplace today  
for entire beginning-to-end 
online transactions.”

Mazda will enter the electric car market in 2021 with the MX-30 SUV

How will retailing change in 
the next five years?
“We trialled the Mazda MyWay 
project in London, taking cars 
to people’s houses in an effort 
to make it convenient in a 
territory where we didn’t have 
dealerships, and we sold 550 
cars through that initiative. 
We’ve now extended that to 
five dealerships to explore how 
dealers could introduce that 
into their own operations. 

“Further down the line, I  
see a growth in subscription 
models, as consumers become 
more interested in a worry-free 
solution to running a vehicle.” 

How do you retain people, 
develop talent and address 
white male dominance of  
the industry?
“A third of our senior team are 
women. No other manufacturer 
has reached that point, as far  
as I’m aware. 

“In terms of attracting and 
retaining talent, our senior 
teams have been in place for 
five or six years minimum. 
Keeping them motivated and 
interested is crucial. We run 
dealer talkbacks every six 
months, where the entire senior 
team sit with dealers without 
an agenda and talk about the 
business. We’ve done that in 
good times and bad.”

Mazda aspires to become  
more premium; how do  
you develop that? 
“It used to be that premium 
meant expensive, and then 
everyone moved to monthly 
payments. The traditional 
view of premium has changed. 
Premium used to be small 
volume. The big three German 
premium manufacturers now 
hold a very sizeable percentage 
of the UK market. 

“For us, premium is rooted 
in making a product desirable 
– people wanting to pay more 
for a product because of what it 
represents. It’s about materials, 
design, technology and the 
whole customer experience. 
That flows through to the way 
in which we present ourselves 
as a brand, but also the 
experience consumers have 
with our retailers. 

“Everyone is fighting to move 
towards the premium sector. 
We just have to do it faster than 
everyone else.” 

‘We’re set apart by design, 
the driving experience  
and unique technologies’
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Top 20 most-read 
new car reviews  
on whatcar.com

ew finance offers bringing the cost of 
the Toyota Corolla hatchback down to 

as little as £229 per month and making the 
RAV4 SUV available for just £50 more drew 
plenty of interest to the Japanese 
brand this month, with both cars 
rising up the list of most popular 
reviews. Our updated review of the 
BMW X1 led to a similar rise for that 
model, while the Land Rover Discovery 
Sport and Skoda Kodiaq – long-term 
SUV favourites – dropped off the list. 

An especially large chunk of Volkswagen’s 
portfolio is represented here, with the Polo, 
Golf, T-Cross, T-Roc and Tiguan all making 
the top 20 – showing that a combination of 
a desirable badge and keen pricing is too 
good to ignore. The Kia e-Niro is up four 
places, too, suggesting that waiting times 
for the electric SUV might be easing.

1 s	 Volvo XC40 

2 t	 Tesla Model 3 

3 s	 Volkswagen T-Cross 

4 t	 Skoda Karoq 

5  –	 Volkswagen Golf

6 s	 BMW X1 

7 t	 Seat Arona 

8 t	 Seat Ateca

9 s	 Kia e-Niro

10 t	 Volkswagen T-Roc

11 s	 Toyota RAV4 

12 t	 Nissan Qashqai 

13 s	 Toyota Corolla 

14 s	 Volkswagen Tiguan 

15 s	 BMW 1 Series 

16 t	 Mercedes-Benz A-Class

17 s	 Kia Sportage

18 s	 Mazda CX-5

19 s	 Audi Q2

20 s	 Volkswagen Polo

N

Finance offers 
are giving the 
Corolla a boost, 
but interest in 
the Discovery 
Sport is waning

Readers are 
showing plenty  
of interest in  
the BMW X1

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

nterest in the T-Cross small 
SUV and Golf hatchback 

helped to keep Volkswagen in 
the top spot this month, with 
the recent introduction of an 
updated X1 SUV and an all-new 
1 Series hatchback securing 
BMW second place.

Despite clear interest in the 
brand, however, Volkswagen’s 
market share fell substantially, 
from 12.2% in August to 4.8% 
in September, highlighting 
that brand loyalties are 
being spread ever thinner 
and that buyers face more 
choice than ever before.

1  –	 Volkswagen 2 4.8

2  –	 BMW 5 8.2

3  –	 Audi 6 4.1

4  –	 Skoda 13 2.1

5  –	 Mercedes-Benz 3 8.9

6 s	 Toyota 7 5.6

7 t	 Ford 1 9.8

8  –	 Kia 8 4.8

9  – Volvo 17 2.5

10  – Hyundai 10 4.7

11  – Mazda 20 2.0

12 s	 Land Rover 12 3.8

13 s	 Peugeot 11 3.3

14  – Seat 14 1.6

15  – Honda 19 2.1

16 s	 Nissan 9 5.0

17 s	 Vauxhall 4 8.5

18  – Suzuki 21 0.9

19  – Citroën 18 2.4

20  – Lexus 26 0.8

I

BMW’s profile 
is high thanks 
to launch of a 
new, front-drive 
1 Series

UK sales
ranking

Market%
Sept 2019

Brand

VW is set to replace the Golf, yet it’s still popular, as is the T-Cross (right)

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

https://www.whatcar.com/reviews/
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T-Roc R is a hot 
Cupra Ateca rival; 
Prius hybrid now 
has a four-wheel 

drive option

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

hile Volkswagen’s 296bhp T-Roc 
R sports SUV proved to be most 

popular this month, there’s a trend 
towards electrified models as well. 
Indeed, the popularity of Audi’s two 
new plug-in hybrid SUV models, plus 
Mercedes-Benz’s similarly powered 
A-Class and the Toyota Prius AWD-i 
hybrid, shows that while most drivers 
aren’t yet ready to take the fully 
electric plunge, electrified models are 
appearing more on their shortlists.

Two of 2019’s hottest new models, the 
Volkswagen ID 3 and Mk2 Nissan Juke, 
also continue to be popular.

1 Volkswagen T-Roc R

2 Audi Q7 60 TFSIe 

3 Renault Zoe

4 Volkswagen ID 3

5 Toyota Prius AWD-i hybrid

6 Kia Xceed 1.0 T-GDI

7 Nissan Juke

8 Porsche Macan Turbo

9 Audi Q5 55 TFSIe

10 Mercedes-Benz A-Class A250e

W

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

veryone wants to know 
how dependable – or  

not – their next car will be, so a 
round-up of the annual What 
Car? Reliability Survey results 
was the second most-read 
story in September. However, 
that story couldn’t topple the 
best and worst hybrid cars 
round-up, which clung on to 
the top spot. 

The popularity of SUVs is 
evident elsewhere in the top 
10. Even with SUV traffic spread 
across multiple categories, 
these stories still gained a 
large share of traffic; three 
of our most popular top 10 
features were about such cars.

Car buyers looking to save 
money were interested in our 
advice articles on the different 
categories of insurance 
write-offs and the latest used 
car scrappage schemes 
for people trading up to a 
greener new car. 

1 Best hybrids and the ones to avoid

2 2019 What Car? Reliability Survey

3 Best family SUVs and the ones to avoid

4 Best small cars and the ones to avoid

5 Best small SUVs and the ones to avoid

6 Best executive cars and the ones to avoid

7 Best electric cars and the ones to avoid

8 Best sports SUVs and the ones to avoid

9 Scrappage scheme latest deals and offers

10 What is a Cat A, B, S or N write-off? 

E

Smart Forfour EQ’s 
poor range means 
it’s an electric  
car to avoid

Latest Toyota  
Corolla heads our 
list of the best 
hybrid cars

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

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

olkswagen has some appealing 
leasing offers at the moment, 

especially on the Golf and e-Golf ahead of 
the launch of an all-new Golf and the ID 3 
electric car. Elsewhere, and despite being 
one of the oldest models in its market, the 
Skoda Fabia’s low prices – as low as £130 
per month, in fact – are helping the Czech 
brand to maintain momentum.

hile this list continues to be 
dominated by SUVs large and 

small, it’s interesting to see two BMW 
models breaking into the top 10, despite 
the fact that neither the 1 Series family 
hatchback nor the 3 Series executive 
saloon is any 
cheaper to 
lease than 
counterparts 
from Audi and 
Mercedes-Benz.

1  – Volkswagen

2  – BMW

3  – Audi

4  – Mercedes-Benz

5 s	 Skoda

6 s	 Land Rover

7 t Volvo

8  – Ford

9  – Kia

10  – Seat

1 s Skoda Karoq

2 t	 Volkswagen Golf

3 s Volvo XC40

4  – Range Rover Evoque

5 t	 Volkswagen Tiguan

6 s Volkswagen T-Roc

7  – Skoda Kodiaq

8  – Nissan Qashqai

9 s	 BMW 3 Series

10 s	 BMW 1 Series

V

W

Low-cost Fabia is 
giving Skoda a 
leg-up in the 
leasing market

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 2020 What Car? Used Car of 
the Year, the Audi A3 Sportback, 

has jumped up the rankings in the 
wake of its victory in our awards, with 
readers swotting up on what makes 
this car our top choice. This month’s 
list is also notable for the inclusion 
of the Kia Sportage, which took the 
honours in the small SUV category.

What’s perhaps more of a surprise 
is the continued popularity of the old 
Land Rover Defender following the 
launch of an all-new model. However, 
the biggest change is that the Land 
Rover Freelander has displaced the 
Ford Fiesta at the top of the table. 
Clearly, people love the idea of 
saving a bundle on a premium used 
SUV, especially heading into the 
colder months.

1 s Land Rover Freelander 2006-2014

2 s	 Land Rover Defender 1990-2016

3 t Nissan Qashqai 2014-present

4 t BMW 3 Series 2012-2019

5 s Land Rover Discovery Sport  

  2014-present

6 t Skoda Yeti 2009-2017

7 t Ford Fiesta 2008-2017

8 s	 Audi A3 2013-present

9 t Ford Focus 2011-2018

10 t Range Rover Evoque 2011-2019

11 t	Porsche Cayenne 2010-2017

12 t	Nissan Qashqai 2007-2013

13 t	Volvo V50 2004-2012

14 t	BMW X3 2010-2018

15 s	Peugeot 3008 2017-present

16 s	 BMW 1 Series 2011-2019

17 t	Volkswagen Polo 2009-2017

18 s	 BMW 6 Series Gran Coupé 2012-2019

19  – Volkswagen Golf 2013-present

20 s	Kia Sportage 2016-present

T

Used Defenders are 
attracting almost 
as much interest 
as Freelanders

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

https://www.whatcar.com/reviews/
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What Car?’s power to inform 
Van hub launched on whatcar.com

ews articles tend to have 
a very short shelf life, 

but a story announcing the 
launch of What Car?’s new 
Vans hub enjoyed a double 
peak, with other outlets 
continuing to pick up and run 
the story almost a week after 
the initial announcement.

The hub includes more 

than 40 written reviews that 
provide the level of depth and 
insight What Car? has long 
brought to cars, along with 
videos presented by former 
Wheeler Dealers co-host Edd 
China, and advice stories on 
everything from electric vans 
to whether it’s best to hire, 
lease or buy.

N

IMAGE

Data source: Google Analytics

What Car?  
has launched  
an online hub 

dedicated to vans
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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 Mercedes-Benz S-Class S350d AMG Line 25.2%

3 Fiat Panda 0.9 TwinAir 90 Waze 4x4 21.8%

4 Volkswagen Touran 20.4%

5 Nissan Juke 1.6 112 Acenta 20.0%

6 Vauxhall Mokka X 1.4T Elite Nav 4WD 19.6%

7 Seat Leon 1.0 TSI SE 19.2%

8 Volkswagen Sharan 2.0 TDI 150 S 19.0%

9= Citroën C4 Cactus 18.3%

9= Skoda Superb 1.5 TSI SE 18.3%

1 Seat Ibiza 1.0 TSI 95 SE -5.8%

2 Seat Arona 1.0 TSI SE -5.0%

3 Seat Ateca 1.5 TSI Evo SE -3.9%

4 BMW 1 Series M135i -2.0%

5 Nissan Juke -1.5%

6= Mercedes-Benz E-Class -1.0%

6= Nissan X-Trail -1.0%

8 Smart Fortwo -0.8%

9= Mercedes-Benz E-Class Estate -0.5%

9=  Volvo V40 -0.5%

T

T

As with many luxury limos, you can expect to get a large discount on a new Mercedes-Benz S-Class

Seat dealers are no longer offering such healthy 

discounts on models such as the Arona small SUV

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


Target Price this month
Analysis of new car incentives
Small cars
n	The average cash Target Price 
discount across the small car 
segment has been rising steadily 
over the past six months and is 
currently at 8.7% (£1612 per car). This 
represents a relative-term increase  
of more than 20% over this period.

n	This compares with a 5.2% increase 
in the all-segment average cash 
Target Price discount and highlights 
the small car market as being an 
opportunity for the industry to boost 
sales and, hopefully, build long-term 
brand loyalty.

n	Car manufacturers have 
maintained their finance-based 
support throughout this period and 
are currently offering PCP deals 
averaging 3.9% APR with a finance 
deposit contribution of £990 per  
car. This means buyers can take 
advantage of cash and finance 
Target Price savings of £2602 per car 
when buying in the small car market.

n	Double-digit cash Target Price 
discounts are typically achievable 
on seven models within the segment, 

Insight 13

£

Average cash Target Price saving on a new Micra is 14.2%, boosted by subsidies from the manufacturer

with Citroën, Seat and Nissan leading 
the way with an average saving 
of 17.4% on the C3, 14.3% on Ibiza 
variants and 14.2% on Micra models.
These high-level cash discounts 
are also heavily subsidised by their 
respective car makers, at an average 
of more than £1650 per car.

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
Analysis of new car incentives

14 Insight

Small cars continued 
n	An interest-free PCP deal is 
available on selected Ford Fiesta,  
MG 3 and Toyota Yaris models, but 
the typically achievable cash Target 
Price discount per car falls to 6%.

n	Seat has the best month-on-month 
 Target Price discount increase, with a 
2.5% real-terms hike on Ibiza models, 
up from 10.9% last month to 13.4%.

Large SUVs
n	The average cash Target Price 
discount across the large SUV 
segment has been increasing in 
recent months and currently stands 
at 6.6% (£3084 per car).

n	However, this average is held down 
by models such as the Land Rover 

Discovery Sport, Mercedes-Benz EQC 
and Toyota RAV4, for which the cash 
Target Price saving is restricted to an 
average of 2.5%.

n	At the other end of the scale, 
customers can expect to negotiate 
discounts of 13.5% (£4065 per car) 
on the Nissan X-Trail, 12.1% (£3388) 
on the Citroën C5 Aircross and  
10.4% (£3402) when buying Seat 
Tarraco variants.

n	An average £1624 per car finance 
deposit contribution is also available 
across the segment, based on a 
typical 4.8% APR PCP deal. 

£

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

Target Price discount on significant new SUVs such 

as the electric Mercedes-Benz EQC is just 2.5% 

Don’t expect a 
big discount on 
the latest Toyota 
RAV4, either

https://www.whatcar.com/news/target-price/
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The results
With three of our top-performing models 
– including our 2019 Car of the Year, the 
Kia e-Niro – all capable of covering more 
than 250 miles between charges, it’s easy 
to see why electric cars are appealing to 
more buyers than ever before. 

The smallest variation comes from 
Nissan’s upgraded Leaf, which was just 
10% shy of its official range, while Tesla’s 
Model 3 in Standard Range Plus form has 
the biggest variation, at more than 40%.

Real Range
Real-world 
range tests

his month, we present 
the top 10 most efficient 

electric cars that have been 
put through our Real Range 
test so far. The car is driven at 
our test centre until its battery 
is flat, then we fully charge it – 
measuring the energy required 
to do so – and soak it to  
18deg C overnight. 

Then, with the lights and air 
conditioning on, two people 
inside and the air between 
10 and 15deg C, we drive 
our 19.4-mile route, which 
simulates a mix of urban traffic, 
rural roads and motorway. This 
is driven twice for cars that 
take more than 60kWh and 
three times for those that  
take more than 100kWh.

T

1 Hyundai Kona Electric 64kWh 279 259 -7.5%

2 Jaguar I-Pace EV400 292 253 -15.5%

3 Kia e-Niro 64kWh 282 253 -11.6%

4 Tesla Model 3 Performance 329 239 37.7%

5 Tesla Model X 100D* na 233 na

6 Nissan Leaf E+ 239 217 -10.2%

7 Mercedes-Benz EQC 259 208 -24.4%

8 Tesla Model S* na 165 na%

9 Audi E-tron 237 196 -21.2%

10 Tesla Model 3 Standard Range 254 181 -40.4%

* Recently updated with a longer official range; not yet Real Range tested

Real
Range

WLTP
official

DeficitMake and Model

Tesla Model 3s have 
good ranges, but 
they’re well shy of  
the official figures

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 A3 Sportback

16 Insight

t’s telling that the biggest 
challenge to Audi’s A3 

family hatchback comes from the 
venerable Volkswagen Golf, but 
once again the lure of a premium 
badge proves to be too strong for 
most consumers, hence interest in 
the ageing Golf falls by 6% as buyers 
come closer to making a purchase.

Four other models from the VW 
Group stable also make advances 
on the A3: the Audi Q2 SUV, the Audi 
A4 and Volkswagen Passat saloons 

and the Skoda Octavia family hatch. 
In most cases, interest falls over time, 
but interest in the A4 grows by 2%, 
showing that buyers are keen to 
move up Audi’s range.

It’s the latest Mercedes-Benz A-Class 
that grows in interest the most, 
though, with buyers no doubt lured 
by its high-tech interior and freshness 
compared with the A3. An all-new 
A3 is due next year, so buyers might 
be more tenative to put down their 
money in the last months of 2019.

I

IMAGE

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 E-Class

Insight 17

t’s a former Car of the Year that 
tempts prospective E-Class 

buyers the most, with interest in the 
BMW 5 Series growing by a whopping 
13% over time. 

It’s also interesting to see buyers 
scoping out offerings from lower 
down in the executive car ranks,  
with the Mercedes C-Class, BMW  
3 Series and Audi A4 all represented 
here. Volvo’s appearance might 

not have been expected until the 
launch of its range-topping ‘90’ series 
of vehicles, but it is surprising to see 
the V90 estate, rather than the S90 
saloon, represented. 

The car that suffers the biggest 
drop in interest over time is the Skoda 
Superb. Despite offering generous 
space and a tempting price, it  
simply can’t match the premium 
appeal of its rivals here.

I
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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 Volvo XC40 family SUV 
enjoyed a meteoric rise this 

month, leaping 14 positions in our 
table to take second place. This is 
explained by a particularly healthy 
array of Target Price savings. Indeed, 
buyers can save more on the XC40 
range than they can on rivals such 
as the Audi Q3, BMW X1 and Range 
Rover Evoque.

This month’s other success story is 
the Volkswagen T-Roc, which jumps 
six places to be the second-best 
small SUV after the Seat Arona. 

Clearly, buyers continue to look for 
hardy SUVs as winter approaches – 
more than half of our top 20 falls 
into this category – but it’s the ever-
popular Volkswagen Polo that heads 
our table. Although the Polo doesn’t 
have the biggest discounts in its 
class, it’s the current class leader with 

a What Car? award 
and a five-star road 
test rating to its name, 
plus it can be had with 
decent discounts.

T

Volvo XC40 is 
now generating 
nearly as many 
leads as the 
chart-topping 
VW Polo

1  – Volkswagen Polo

2 s Volvo XC40

3 s	 Kia e-Niro

4 – Mercedes-Benz A-Class

5 t Seat Arona

6 t Ford Fiesta

7 s Volkswagen Golf

8 s	 Ford Focus

9  s Volkswagen T-Roc

10  t Seat Ibiza

11 s Kia Picanto

12 t	 Skoda Karoq

13 s	 Seat Ateca

14 t Volkswagen T-Cross

15 s Mazda CX-5

16 s Toyota RAV4

17 s	 Nissan Qashqai

18  s	 Land Rover Discovery Sport

19 t	 Hyundai i10

20 t Toyota Corolla

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

P

Nissan and Suzuki 
are drawing in buyers 
thanks to new Juke 
and SX4 S-Cross

1  – Volkswagen

2  – Audi

3 s Mercedes-Benz

4 s Kia

5 t Seat

6 t Volvo

7  – Ford

8 s	 Toyota

9 s	 Skoda

10 t	 Land Rover

11 t	 BMW

12  – Hyundai

13  – Nissan

14 s	 Mazda

15 s	 Peugeot

16 t Jaguar

17 s	 Suzuki

18 s	 Mini

19 t	 Dacia

20  –	 Renault

erennially popular Volkswagen keeps 
its top spot this month, but it’s joined 

for the first time in four months by two 
premium brands – Audi and Mercedes-
Benz – in the top three, showing that the 
lure of a top-end marque is hard to ignore.

Interest in the latest Juke results in Nissan 
holding onto 13th position, while healthy 
Target Price discounts on Suzuki  
models – especially the SX4  
S-Cross – gives it 17th spot.

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


