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Introduction
The automotive market offers an unprecedented variety
of vehicles—from compact cars to SUVs. Consumers can have
them powered by diesel, petrol, and natural gas, or with fully
or partially electric engines.
You would think there would be one right car for every customer.
Why, then, did worldwide automotive sales decline by half a
percent in 2018 for the first time since the financial crisis in
2009?
Even the biggest automotive market, China, which was the
driving force for many years, has recorded lower sales. Sales
were down 3 percent in China in 2018.
What has changed?
The days in which established OEMs have independently set the
tone in the automotive industry are over. Four megatrends are
revolutionizing the business: electrification, autonomous
driving, connectivity and the sharing economy. Every single one
of these trends is powerful, but their combination is profoundly
disruptive.
But there is another important reason things are changing:
The customer and the customer‘s desires.

About the study

Accenture is conducting an international study on the future of
automotive sales to understand how sales models are changing
and what this implies for OEMs. For this study, we are combining
quantitative data from customers and automotive dealers in
various European countries with qualitative data from interviews
with top managers in the industry.
We surveyed customers in Germany, the United
Kingdom and France to understand their expectations
and how they are changing. This report is a prerelease of our findings from this survey of customers.

Our data shows that there are three types of
automotive customers: changers, boomers,
and traditionalists (see Figure 1).

Figure 1: Classification of automotive customers
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53% live in big cities,
37% in medium-sized cities,
10% in rural areas.

41% live in big cities,
40% in medium-sized cities, and
19% in rural areas

23% live in big cities,
47% in medium-sized cities, and
30% in rural areas.

26% earn less than 2,500€ per
month, 61% between 2,500€–
7,500€, 13% above 7,500€

19% earn less than 2,500€ per
month; 67% between 2,500€–
7,500€, 14% above 7,500€

28% earn less than 2,500€ per
month, 60% between 2,500€–
7,500€, 12% above 7,500€

58% drive non-premium and
42% drive premium cars

45% drive non-premium and
55% drive premium cars

85% drive non-premium and
15% drive premium cars
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How are cars really used
these days?
Automotive buyers can be classified into three
distinct categories based on how old they are,
where they live, how much they earn, and what
type of car they drive. Today, OEMs make most
of their business with boomers, customers
between 30 and 50 years, and traditionalists,
customers above 50 years. But the customers
of tomorrow are those below 30 years, and they
have quite different demands. Therefore, we
call them changers.
Changers are keen on city life. Some 53 percent
of them are more likely to live in big cities, while
37 percent choose medium-sized cities. This
compares to 41 and 40 percent, respectively, for
boomers, and 23 and 47 percent for traditionalist
automotive buyers.
Changers show a significantly different attitude
toward cars than the other groups, perhaps due to
their age or the experience of city living. This group

seems to be re-defining more traditional notions
of flexibility and freedom. Most of the changers
surveyed are already using car sharing services
(54 percent) and also plan to keep using them.
Looking at changers living in big cities, a staggering
65 percent are already using them. In contrast,
90 percent of traditionalists have never used carsharing services (see Figure 2). In Germany, for
instance, some 2.5 million people were car sharing
customers in 2019, according to a Statista 2019
report.1 This compares to 158,000 customers in
2010, according to the report.
Throughout the history of automobiles, cars have
been an important status symbol. Today, however,
only 5 percent of the changers say this is the case
for them, our study shows. And this does not vary
much between male and female respondents.

Figure 2: Use of car sharing services
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1

Bundesverband CarSharing; https://www.statista.com/statistics/415635/car-sharing-registered-users-gemany/
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What is influencing consumers’
attitudes towards cars?
For changers, car ownership is primarily an
economic question. Respondents say that car
ownership is cheaper than car sharing, or the
most cost-effective way for them to do their job.
This is the case even though many changers are
opting for car sharing. For established OEMs,
this means growing price awareness from their
customers. With many new players in the market
pursuing aggressive price strategies, established
OEMs need to re-think how they are marketing
and selling cars to younger customers.
For traditionalist buyers, the most important
reason to buy a car is the wish for the greater
flexibility that car ownership provides (58 percent).

The same trend can be seen for boomers, where
42 percent said greater flexibility is their main
reason. This links back to the higher share of
boomers and traditionalists living in smaller cities
and rural areas. But economic reasons also play a
major role.
In general, changers seem to regard cars as a
means to an end, rather than as status symbols.
As prices for car sharing are likely to drop even
further in the years to come, those changers who
are considering owning a car today may indeed
opt for car sharing. For the automotive industry,
this is a significant change in customer behavior
that looms ahead.

Figure 3: Reasons for car purchase for customers living in big cities
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Young customers are dissatisfied
with the current way of buying cars
While customers are generally satisfied with
the product itself, a substantial proportion of
customers are deeply dissatisfied with the
way that cars are currently sold. One out of
five changers reported being dissatisfied with
their last car purchase experience. Interestingly,
for boomers, only one out of 12 and for
traditionalists, one out of 22, were dissatisfied
(see Figure 4).

Figure 4: Customers not satisfied with current
sales process
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What changers dislike is having to negotiate
prices (23 percent), not being able to buy online
(15 percent), difficult financing options (14 percent),
a slow and cumbersome delivery process (10
percent) and the configuration options available
(9 percent) (see Figure 5).
These numbers show that changers expect from
the automotive industry what they are used to
getting from other industries. When a consumer
orders a product on Amazon, the consumer quickly
sees the price of each and every product with no
hidden costs. Likewise, when you buy online, and
an item is delivered to your home address, that can
happen within a few hours or days.
With subscription models becoming ubiquitous
and fintechs changing the way changers are paying
for products and services online, the traditional way
of buying and financing cars seems outdated.
It is not surprising then that our study shows
striking differences between how changers
approach a car purchase and how older
customers approach a car purchase.

TRADITIONALISTS

1 in 22
April 2019 // France, UK & Germany
Source: Accenture Research

Figure 5: Top 5 factors leading to dissatisfaction,
as seen by changers
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While changers use digital media (53 percent) and
rarely visit a dealer (23 percent), traditionalists still
like the personal experience of visiting a dealership
and the personal interaction with a salesperson
(30 percent). Dealer visits seem to be getting less
important in customers’ purchase decisions:
While 5 years ago, customers visited the dealer
4.8 times on average before making their purchase

decision, today it only takes 1.6 visits, with the
majority of information gathered online.
Likewise, while more than half of changers
(58 percent) compare prices online prior to making
a purchase, only a quarter of traditionalists that we
surveyed reported using such tools (see Figure 6).

Figure 6: Approach to car purchase
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For OEMs, this means that a large share of customers
have already made up their minds about which car
to buy and where to purchase long before visiting
a dealership or talking to a sales person.
Automakers are thus facing a new generation of
customers that not only expects an entirely new
sales process but is also more educated about
their product than before. Some companies have
understood this and are entering the market as
newcomers. They are promising to cater to these
changing customer needs.

8

For example, Tesla has announced the closing of
many of its physical retail stores and a shift to online
sales, as a way to reduce the cost of sales (CoS). In
China, the automaker NIO is offering customers an
unprecedented brand experience by turning their
showrooms into exclusive community clubs. Genesis,
a Hyundai spinoff, offers customers a worry-free
ownership experience that includes maintenance
services and insurance for one fixed price.
In addition, third-party players like the U.K.-based
Carwow and Rockar offer transparent and seamless
multi-channel sales experiences. They take customer
service and the sales experience in the automotive
industry to a new level. This has allowed new players
and their partners to gain market share at an
unprecedented pace. Established automakers,
however, still seem rather reluctant to adapt and
slow to act.

How do customers want to buy
their next car?
At the end of the day, it is the customer who will
decide whether to buy a new car or not. Today,
even though customers increasingly inform
themselves about current offers and models
online, they actually make the purchase of the
car offline (96 percent). However, with younger
customers, we see this preference changing.

In order to forecast future developments for OEMs,
it is worthwhile understanding changers at a more
detailed level. Why do so many changers want to
buy their next car online? Because they say it makes
the comparison of multiple offers easier (23 percent),
provides a larger selection (20 percent) and can
lead to lower prices (20 percent). Some 19 percent
said around-the-clock availability was an advantage,
and 18 percent saw online buying as a time saver
(see Figure 8).

Our survey showed that what changers really want
is a multi-channel offering. While most bought their
last car offline, a striking 48 percent of changers
are interested in buying their next car online. For
boomers, the number is 36 percent and for
traditionalists, it is 10 percent who say online is
their favored channel for their next car purchase
(see Figure 7).

Figure 7: Online as favored next purchase channel
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Figure 8: Advantages of buying online, as seen by changers
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A whopping 73 percent of changers would also
like to see prices transparently and pay a fixed price
for their next car instead of having to negotiate
the price with the dealer. Some 69 percent are
interested in eliminating dealer contact altogether
by having the car delivered to their home address
(see Figure 9).
Interestingly, customers have more trust in
automakers than car dealers to satisfy their needs.
More customers report that they would rather like
to buy directly from the automaker (43 percent)
than from independent dealers (35 percent). When
buying directly from a manufacturer, all groups
strongly appreciate that repair and maintenance
will be done by experts and with original parts
(30 percent).
Changers also say that having a wider selection of
cars and configurations available is an important
reason for buying directly from an OEM (28 percent),
followed by price transparency (21 percent) and
faster delivery (17 percent) (see Figure 10).

Figure 9: Desire for fixed prices and interest
in home delivery
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Figure 10: Advantages of buying directly from manufacturer
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Boomers and Traditionalists

Conclusion
While today’s customers increasingly inform
themselves about offers and products online,
they revert to purchasing their vehicles offline.
However, the increasing share of young customers
and further shifts in consumer behavior are
transforming this trend. Young customers expect
hassle-free online purchase options and dislike
cumbersome price negotiations at the dealership.
Automotive OEMs therefore need to rethink their
sales strategy to meet the demands of tomorrow’s
customers and guarantee future success.
Read our second pre-release to learn about the
expectations and concerns of automotive dealers
and how they perceive their role in the changing
market.
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Contact Information
To find out more about which
actions we recommend for
automakers, read our full report.
The full report will be published
in September.
For more information, please contact:
AXEL SCHMIDT

axel.schmidt@accenture.com
JOHANNES TRENKA

johannes.trenka@accenture.com
DR. ANNA GERHARD

anna.gerhard@accenture.com
DR. MAXIMILIAN HOLTGRAVE

maximilian.holtgrave@accenture.com
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