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1. Executive summary

The Low Carbon Vehicle Partnership commissioned Ecolane and Susiadettake new research
to assesshe importance of environmental issgat point of purchasgto identify what information
relating to the environmental performance oérsismost easily understoolly car buyers, and to
ascertain consumepreferences for how sucinformation should be presented.

Qualitative consumer data was collected through a series of structured discussions with car buyers
who had either recentlypought anew or nearlynew car (less than 2 years of ageyr were planning

to make a purchase in the next 12 months. Six focus groups involving 52 participants were hosted in
London, Birmingham and Bristol during February and March 2010. In parallgnatgtive web-

based survepf around1,000 caibuyers was conducted over the same perfod.

The headline finding of this report is thiighimportancethat new UK car buyers attribute to fuel

economy(A Yy (G S NI ZperAT f ¥ ¥ N QD dhly ¥ynkeJHF e most important car

purchase factorgputalsor & | ¢+ & 2F O2y OSLJidz-r ft AaAy3a I OF NRa S
preferred element of information which appears on the UK Fuel Economy Label.

When asked what factors were most important whaurchasing their current car, results from the

survey showthat F dzSt S O2y 2Ye@ k NHzy YAy and@FS KA QF S WHIKRE S 6 DINI RE
factorsconsumersconsider most importantduring thedecision making procesdn the context of

car purchaing decisionduel economyis primarily perceived by car buyess a running cost rather

than as an environmental prox2 30 STFFSOGAGSQ 2N WOKSIH LI (2 NYzyQ
WFdzSt S O2y2p63U I 2R QW YRAND Sy LJT Q

The evidencdérom the survey clearly shows th&actors relating most directly to environmental
issues have little influence on purchasing decisioWghen questioned closely, very few consumers
acknowledge that environmental performanbad been a significant factor their selection ofcar.
Even in cases where environmental issues are seriously considered by car lny@rgmissions

are often seen as &onu<bnce the primary objective of lower running costshaen secured.

Recommendatiori: It should berecognised that car drivers are more familiar with fuel economy
than other metrics that relate to environmental performance. [However, the authors acknowledge

GKFG @2ftdzyYSGNRAO YSIF adz2NBa 0adzOK Fa QYLIAQOL R2 y2i
different fuels, or the carbon emissions performance of different vehicle types (e.g. petrol, diesgel).]

Thesurveyreveasl G Sy RSy Oe& | Y2y 3-2 §trBasefatzdrSaydinstaach othed. NI R S
One finding of particular interest is thperceivedtrade-off between fuel economyand vehicle size

(the two most important factors identified in this surve¥his confirms that once a vehicle class has
been selected, few car buyers are motivated to search for fuel efficient models as they tend to
underestimate the range in fuel economgerformancewithin a vehicle class

A second common tradeff identified by this survey is between fuel econonfgnd environmental
impact) and vehicle priceMany participants ae of the opinion thathe more fuel efficient models
tend to cost more to buy either as they involve new technologiesi¢h as petrehybrids), or
because manufacturers artificially incredbke prices of the most fuelefficient convetional models.
This particular issue forms paf a wider perceived tradeff between price versusnvironmental

'The project builds on previous research undertaken for LowCVP by The Robert Gordon University, Ecolane agd Sustain
CNRBY WYL L} NI} RREQ Ai@ OCUYNITLIOYNING 58S NAR  F NB YA aGQvR30@8 | G NA O]l 6K
2 Participants were directed tbttp://online.carbuyersurvey.co.undcompleted the surey online using their own PCs.

Ecolane Transport Consultancy & Sustainne2010 7
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performance consumers tend to believe that the most environmentditlgndly modelsare
technologicallymore advancedand necessarily cost more to buy.

Although they currently act astzarrier to rational car purchasing decisions, the identification of

LIZNOKF a8 RIFGHXONIOY YNIOBS GASSGSR Fa |y 2LILRNIdzyAde o
I LILINBLINRAF GS SRdzOF GA2ylf YR YIENLJSGAYTI YI @SNAI =
GKSANI OF1S IyR SIG AdQ o0& |OGA@Ste aStSOGAYy3a | Y
credential) within thevehicle class they require.

Recommendatior?: Car buyers should be better informed about the large range of fuel economy
performancevalues within each vehicle class and, if possible, the financial implications of buying a

WoSad Ay OflFraaqQ OFNXP ol 26SOSNE GKS | dziK2NA | O1y?2
particular vehicle classes.]

When asked what factors could be use® O2 YLI NB GKS AYLI OG 2F Wig2 2
survey finds thaOl NBE 0 dz22 SNRA O2YaARSNI WFdzsSt SO02y2YeQr WOPSK
three strongest indicators of environmental impactowever, the discussionalso reveathat the

O2yOSLIi 2F W¥dzSt SO2y2Y@Q A& YdzOK Y2NB FlFYAEfAIN
emissions (including GO In particular, car buyers are consistently more able to benchmark a figure

j dz2 G SR -pey A FUYIA2XYSE G KI y (0 KeBisiohsNE | @It dzS 2F / h

Regarding the expression of fuel economy using imperial and metric amitsjerwhelming

majority of new car buyerst | @2 dzNJ { K S-petza ISt 2Fy @ YA @ SNIWAN sbnieNS & k m 1 n |
KIS y2 202S0GA2y (2 -peKB {dzazSy @ FA aY SHIFNA2O0zZNB/R (16385 (UKY
everyday use.

Recommendatior8: With a view to helping consumers understand the link between fuel use ang
CQSYAdaArzyas gKSNB FdzSt SO2y2Yeée AYF2NNIGAZ2Yy OAY
environmental issues fating to car use, it should be provided in conjunction with information
about vehicle C@emissions.

Throughout the survey, itis apparentth@ty 3Ay S &aAT S LX F&&a Iy AYLRNIIyYQ
gAGK NBaLISOG (2 I @S KNihlybdo a sigiificahhprBoyiioch®fhéw-car A Y LI O
buyers continue to believe that engine size is the key determinant of annual road tax, there is a

prevalent view that engine size necessarily correlates with fuel economy.

When questioned about vehicle mangtaring and recycling, some participants do reveal an interest
in knowing more about lifecycle issu&®hile responses are mixed, a significant minority do appear
to be interested in lifecycle information, with the caveat that it should be simply presented

Recommendatiort: For a future EU fuel economy labeljrther research into the most effective
lifecyclemetrics and formats should be considered, particularly to take into account the lifecycle
implications of new technologie such as plugn hybridand battery electric vehicles.

hy$S &AdzNLINKAAAY I FThefRAYHEH2%@ V&l &dNBSA #YLNBESNNBR
The group discussions reveal ttathough running costs (including fuel costs) are generally well

received andinderstood by motoristsghere is a common understanding that fuel costs can be an

unreliable measure (of environmental impact, fuel budgets, etc) due to the unpredictable

fluctuations in fuel priceat the pump. It is also acknowledged that, as driving style affectsaedd

fuel economy, official figures of annual fuel costs are only of limited use.
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When presented with several options fdisplayingy 2 RSt WYLJAQ Ay F2N¥YIFGA2Yy X | f
excepton consumergespondvery positively to the colour banded M format used on the current

UK Fuel Economy Labéllany participants note its familiarity, while others recognise its equivalent

2y WgKAGS I22RaQ O2yadzylof Sa

Participantswho support the USstyle fuel economy label like the fact that it leads clearly with fuel

economy, which is displayed in large ty@adrespond positively to the clear language used to

describe the three driving conditions. FurthermogeK A £ S (G KS { Swidélyuddestaod, A Yy SRQ A
WOAGRQ FYR QY202NBI2Q | NBE YD slkBNd hEaBBIR (2  WdzND

Recommendatiorb: For a future EU fuel economy label, fuel economy information (in terms of
WYLJAQU adK2dz R 6S YI RS Y2 NBonihghidYaigsr xlsive) thanft SR dz3 K 06 S
on the current UK Fuel Economy Label.

Recommendatior6: For a future EU fuel economy labehd option should be considered to replace
the use of the wordstzND | Yy Q  -dyND WRIEQIANT-@ Q | vy Rorsimita® asMdBnitlye ¢
stated on the UK Fuel Economy Label.

[

AlthoughKS 2 @SNI ff Wdzal oAfAGeQ a02NBa F2NI o20K f I 06St
the availability of comparative information shown on the label, few participants are abled¢dhge

correct answer for the WHa@bel¢ namely that the information is not available. One interpretation of

this result is thathe majority of users of the UK label are not clear that the mod&Q emissions

information is presentedon an absolute scaleather than relative to cars of a similar size

One keyaim of the survey was to assess the demand for additional information. Although the

responses are varied, ingenetal LJr NI A OA L) yia NBaLRyR LJ aestinkA @St &
clasf) aokmaAfion to the EUlabel. While there are a range of views about which additional elements

FNB Y2al dzaS¥TdzZ = FdzSt SO2hestiiélas® YENHISIANK &2 Vi KBS VeI
However, against the addition of new informatiorthe argument thatin presenting too much
AYF2NXIEGA2YE GKSNB A& | .RFEYASNI 2F WAYT2NXNIGA2Yy 2

Recommendatiory: For a future EU fuel economy label, consideration should be given to adding
WoSald Ay OflFaaqQ AYyTF2NNIGA2Y 06X leatthesametiddza |2y WO S
balancing the possible benefits of doing so with the equally important risk of overloading
consumers with too much information.

In addition to the Fuel Economy Labels discussed, the focus group participants responded positively

to the use of websites as a source of useful vehicle informagiand welcomed the ability to

compare infornation for a number of vehicles. Whifeost participants were positive about the Act

OnCQ website, many participants noted the omission of key informatim the results page

namelyF dz§f SO2y2Y@& O6WYLHAQL YR GSKAOES LINROS RIFGl @

lf 0K2dZAK FFENI FNRY | adldradaortte NRodzald &l YLX S3
Economy Label with model information as shown on the Vehicle Certificdgiency website was

demonstrated, many of the participants were impressed by the ability to automatically link to online
information, in addition to the data already supplied on the label.

Recommendatior8: Further research should be conducted to optimtke data setsprovided on
official vehicle information websites (e.g. Act On £Qandto assess the future potential of using
WK MR/ | 8QR Cod8sds® donsumer tool to link printed with online model information
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2. Introduction

In December2009,the Low Carbon Vehicle PartnersifipwC" commissioned Ecolarend Sustain
(plus two academic project partnerg) undertake new research to identify the most easily
understood information that consumers require relating to the environmental performaficars
The project was to build on previous research undertaken for 'BlyCThe Robert Gordon
University, Ecolane and Sustain, headed by Dr Jillian Anable irf 2008.

The researclobjectives included thalentification ofthe vehicleenvironmental meticsmost used

by car buyersand their preferences for how such data should be preseniég. research findings

are intended to be used to inform actions that can be taken to improve the effectiveness of
consumerfacing vehicle information in the UK, and@lo form part of an evidence base to inform

0KS ''YQa LRaAbtAz2y Ay NBalLkRyaS G2 GKS dzJ02YAy3

Through the use dfoth a quantitative online survey, and a more qualitative parallel study involving
a small numbeof representative focus groupthe researchaimedto address the following
questions

1 What criteria (not only environmental) do consumers use to select a shortlist of vehicles that
they are interested in buying?

1 Whatenvironmentalmetrics are most undersbd by consumerag and do the most understood
metrics vary according to thgpe of visual media (posters, printed ads, TV, internet)

1 What ways of illustrating such information are most easily understood by cons@marsl
which arethe best options fowisually communicating/illustrating comparative information
about vehicle8

1 What level of consumetemandis there for comparative data on the environmental
performance of vehiclésg and low and where would consumers prefer comparative data to be
displaye®

In addition the researchintended to investigatevariations in views by different groups of consumers
¢ by sex, age, incomeand assess kether participating consumers look for the same criteria when
purchasinga new or used vehicle.

Thisproject was managed and ldxy Dr Ben Lane of Ecolane Transport Consultancy and Dr Nick
Banks of Sustain Environmental Consultaioplane was the lead partner for the wbbsed survey
(including development of the online survey system) and quantitativéyarga while Sustain led on

the focus group surveys and qualitative analysis.

Theproject teamalso includé two project academic advisors with extensive experience in
environmental, transport and attitudinal research: Dr Jillian Anable, Senior Lecturer @entre for
Transport Researctuqiversity ofAberdeen), who providdadvice on methodological, analytical and
interpretive aspects of the projectDr Tim Chatterton, Senior Research Fellow at the Air Quality
Management Resource Centrdr{iversity d the West of Englancalso providd input to the survey.

9/

51yrotSs ws . [FYyS YR b .Fyla® CNRY WYLHE LI NIR2EQ (2 wyLa3

new cars. Low Carbon Vehicle Partnership, 2008

Ecolane Transport Consultancy & Sustainne2010 10



LowC" Car Buyer Survey: Improved environmental infotiorafor consumers

2.1 Project Context

The research by Anabé al. confirmed the findings @ previous attitudinal research that carbon
emissions and environmental awareness generally have no significant influence on caf*choice.
While environmental issues are important to consumers, other issues (such as vehicle pricat,com
vehicle size, saty) arefound to bemore importantto consumers at the point of purchase.

In general, motorists are aware gf carbon emissions only in so far as they are linked to Vehicle Excise
5dzié O6UNRBFIR GFEQU® CdzNIi KSNY 2 NBiB tenii® af @kl #odtdandd Sy S NI
few can give the correct band (or &€nissions) for their recently purchased car.

Previous researcalsod dz33Sada GKFd WFdzSt SO2y2YeQ ola | YSal
SYGANRYYSYyGlFf AYLI OlclRdaX 20d23 Ki K4S LEYOLIA ALI-NSEILRR2NHIS R
decision factor, in reality, little effort is made to compare fuel consumption data during the car

purchase process for the following reasdns:

f /NI o6dz2SNAR FaadzyS | &AYAf N WwYLIEQ F2NJ Fff OF NaA
9 Car buyers have little confidence in published fuel economy data;

f / F N o6d®@SNER 06StASGS GKIFG AYLINROGAYI WYLHHQ O2 YLNNE
f CcdzSt Ozaida FNB (22 O2YLX SE F2N) O2yadzYSNaA (2 02
give pence per mile

It could be argued that, in reaction to the fuel price peaks of 2008 and tkg 2 y 3 -ONGINBEORKAQT

UK motorists are now taking account of fuel econaang choosing more fueéfficient cars; as

evidenced by the significant shift to smaller lower,€&s> However, the research by Anat#eal.

showedthat it is not the fuel economy metric itself which is conceptually driving behaviour. Although

OF NJ 0dz2 SNAR adGAfft NBTSNI-ed | T 2ty OS @2\ 2SYjadzAoht Sy SiNyY &
G2 FAEE dzlJ GKS GFryl GKFG KFra AyadAadaraSR GKS OKlLy

The research by Anabé al. alsofoundthat car buyers who are interested in reducing their fuel

Oz2adta Yre 060S wWyiraaiy3a | GNR O Che dnly roiitekiGheted @K 2 A OS 2
economy is through a smaller cag new car, or switching to diesel. While this is generally a move in

0KS NAIKG RANBOUOUAZ2YS OGUKSNB Aa fAGOE Sbhebtinkcld®y Saa 2
comparisons.

The research by Anabé al. concluded by recommending that new information, more suited to

O2y adzYSNAQ NBIljdzZANBYSyda | yR dzybRy~Srdlh énabie Bvanytd > & K 2 dz
more readily compare environmental impacts of different cars. Tlasarch project, therefore, is a

OS2y GAydzd A2y 2F GKS 62N Oewtitoedi Sfctiveressbfy | 6 $Qa N
current environmental information established (in changing car buying behaviour), this project aims

to improve the environmental fiormation available to buyers of new and used vehicles.

*Lane B. Car buyer research report: Consumer attitudes to low carbon arefficent passenger cardéow Carbon

Vehicle Partnership, 2005; Anable, J, B Lane and T Eeildgnce review of attitudes to climate change and travel

behaviour Department for Transport, 2006.

® SMMT, 2008. URhttp://www.smmt.co.uk/articles/article.cfm?articleid=17708NhatGreenCar. URL:
http://www.whatgreencar.com/newstem.php?NewcarCO2down-by-5-5.

®TheAnableetal.a (i dzR& F2dzy R (KI G GKS y2iA2y 2F | wizg OFNbz2y OFND A
generally considered to be inferior (higher functional value, lower comfort level). Low carbon cars are often categorised by
consumers as ducts that respondents must reluctantly accegperhaps denoting that thewner has less wealth and

lower social status. Improving the image of fefficient and low carbon cars is a key issue that has yet to be addressed.

Ecolane Transport Consultancy & Sustainne2010 11
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3. Methodology

Theprimary objective of this projectwas toidentify the most easily understood information for
consumers relating to the environmental performance of carEhree secondevel aimsvere to:
1. Ascertain the relative importance of environmental issue at point of purchase;

2. Identify the most readily understood vehicle environmental metrics;

3. Identify the most effective presentation of vehicle environmental information.

In more detail, thesecondlevel objectives were used to generate threets of research questions:

1. Relative importance of vehicle environmental information
1 What key criteria do consumers use to select vehicles that they are interested in buying?
f  What is the relative weightigen to environmental issues (YA aadA 2y asz WYLJAQs S

2. Most readily understood vehicle environmental metrics
f 2KFEd SY@ANRBYYSYyidlf YSONAO&a I NB Yz2aild dzyRSNRG 2 :
gCQ/km, fuel cost per mile, lifecycle ratings, emiss by weight of vehicle, brardsues)?
1 Are consumers interested in/aware of life cycle impacts beyond tailpip@ CO
1 Do effective metrics vary according to context (e.g. posters, printed ads, TV, Internet)?

3. Most effective presentation of vehicle environental information
1  What method of presenting this information is most easily understood by consumers?
1 What is the most effective format for visually communicating environmental information?
1 What level of consumer requirement is there for absolute and/or pamative data?
1 How and where do consumers prefer absolute/comparative data to be displayed?

Theproject aimedto answer these research questiofts recent and imminent buyersf new and
nearlynew cars (up to two years old). All purchases had to haveroet within the previous 12
months, or were expected to be made within the next 12 months (from the survey date). The target
sample was chosen to reflect the national demographic for private car ownership in the UK.

The method of data collection used fihis researctprojectinvolved two parallel approaches:

1. A series of six focus groups ofl® individuals conducted in three UK cities;
2. An online webbased survey appearing on carebsites and through email lists.

3.1 Focus groupurvey

The focus grougiscussion guide is provided in full in Appendix 1.

Six focus groups, each with leasteight participantswere conducted with individuals from the
target sample, each lasting two and a half hours in length. Two grwapsheldin three cities:
London,Birmingham and Bristol. In all cases, group discusswens recorded and transcribed in full
for later (anonymous) analysis. In return faking partin the project, eaclsurvey participant
received a cashreward of£50.

Potential focus group partigantswere contacted througha network oflocalfieldwork recruiters

andthe distribution of printed flyers (in the recruitment area®otential participants werenvited to

register online for one or more of the focus groupsarranged. Participantwere then contacted by

the recruiters and/omprojecttS 'Y G2 OKSO]1 AY RA @ AnRetmhghréaiyentedsi F A £ & |y

Using a structured discussion guigee Appendix 1yvhich included aelection ofdisplayoptions
for environmental information, théocus group participanteere asked to discuss in detail their

Ecolane Transport Consultancy & Sustainne2010 12
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attitudes and knowledge of the following issues: criteria used in selecting vehicles to purchase;
criteria used to identify the environmental impact of a carange oturrently used and pogde
future environmental metricsgemand for absolute versus comparative vehicle daf#ions for
presenting environmental information (visually and otherwisajd potential for using webased
tools for vehicle comparison

Adopting the research recomendations of a previous evidence reviéwhe focus group survey
designwada WR S xwhtNtheath&tSvibile the focus groupwere structured using a
discussion guide, the conversatiasas led to a large degree by the participants. The discussions
were therefore designed to be seratructured to allow (and encourage) open conversation between
the participants themselves, and between the group and the researcher.

TwoshortNB & LJ2 y 8 S a 82N 6 8ldnerdjaizBampldted] yhgbughout the focus groups at

setintervaldi 2 0 I | & KI2 (@3 \2 IF Lbwih aniliide Odurinly fgciisig@upsthese focused

2y AYRAQDGARdAZ faQ ({y2¢6ftSR3IS 2F | &LISLmissiod,®tc.)i KS OF NI
and ontheir attitudesto the environment

3.2 Web-based sirvey

Theweb-basedsurvey questions are provided in fallAppendix3.

In parallel with the focus group survey, a wiesed survewas conducteaf 1,000car owners who
had recently or were about to purchase a car (using the same criteria as already desti#tieg).
web-based advertising and email lidtzligible participants were directed to one of two URLS to
access the survey using their own computédspending on their originating sjtparticipants were
directed to eitherhttp://live.carbuyersurvey.co.ubkr http://online.carbuyersurvey.co.uk

The webbased survey started with a brief description of the survey including its terms and
conditions. On accepting these, participants were asked to provide details about: their basic
demographic information, their current car, information sources they had useshvauying their
current vehicle, and about their purchasing intentions when buying their next car. Théassa
survey, which took around 15 minutes to complete, was conducted during FebMarghand April
2010.0ne £250 and thre€50 gift voucher prizswere offered as incentive

The content of the welthased survegharedmany elements in common with the focus group

discussion guide, butasmore oriented to the collection of quantitative data through the use of

single and multipleresponse questions. However, opstyle responsewere also used athese

were central to the survey methodologgwhereasWii-6 ®EQ aiG et S |jdzSailgsddy | NB Y
presenting participants with a list of options caffect responses through suggestion. The vibased

survey usedopeNB & L12y aS ljdzSaidAz2ya gKSNBGSNI Ll2aarotsS G2
responses using their own words. Responses were thergoased during analysis.

As with the focus group survey, the wehsed surveyarticipants werepresentd witha series of
visual elements for their comments and responsdsese included moelps of the current UK Fuel
Economy Label and an anglicised EB& Economy Label for two typical Ford Focus models.
Participantswere questionedabout their understanding of the labels and the information they
contain.

"Anable, J, B Lane and T KeEvidence review of attitudes to climate change and travel behavbepartment for
Transport 2006.

8¢ K ®eb-Bhsedsurvey was advertised using online adventsl emailshotssent from:the Energy Saving Trust,
Environmental Transport Association, Society of Motor Manufacturers and TralbegGreenCar an@fferOasis.
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3.3 Surveysample

Within the focus group survey2farticipants took part in one of the siwo-and-a-half hour focus
groups hosted in London, Birmingham and Bristol. For the-meeed survey samplparticipants
completed the survey online using their own P@slvertised durind-ebruary Marchand April2010,
987 participantscompleted theliveQ 2 NJ sUegsf A Yy S Q

For theweb-based surveythe number of male participants exceeded the number of female
participants by dactor of approximately 1.%, see Figure 3.1. Compared to the gender profile of UK
car buyersthe proportion of male partipants was therefore overepresented.For thefocus group
sample the number ofemale participantslightlyexceeded the number of male participargtsee
Figure 3. Participants who had recently bought a car and who were intending to buy were both
well represented witin both samples.

Figure 3.1Gender profile of websample Figure 32 Gender profile offocus groups
700 a0
B Recent purchase H Recent purchase
600 35 -
M Intending to buy 30 M Intending to buy
500
25
400
300 20
15
200 10
100 5
0 | | 0
Male Female Male Female

All of the age groups were reasonably well represented innbb-surveysample with the modal
age occurring in the 454 yearcategoryg see Figure 3. The focus grouphad a similar distribution
(not shown)with the exception of the 65+ age groups which were not represented.

Figure 33 Age distribution ofweb-surveysample by gender

30%

H Male HFemale
25%
20%
15%
10%
5%
0% J . .

17-24 25-34 35-44 45-54 55-64 65-74
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The majority of the welsurveysample were either in full time employmenmhéle:53% female:
46%), retired (male: 29%, female: 16%), or in péirhe work (male: 7%, female7%). As a result)la
incomegroups were reasonably well represented in theb-surveysampleg see Figure &. The
focus group had ahigher proportion of fulltime employees (73%), slightly more in pinhe work
(17% anda lower proportion in retirement (8%). The modal income for both saspbes in the
£30,000£39,000 category (excluding those wiished not b disclose their inconje

Figure 34 Income distribution of websurveysampleby gender

16%
H Male
M Female

14%

12%

10%

8% -

6% -

4% -

2%

0% -~

In both samples, the majority of participants had acquired their current car through an outright
purchase (web 61%, focus groups 67%), with hire purch28é, (146) and personal loan8%,12%)
also proving populaAs expected, in the weburvey sample, participants who had recently bought a
new or nearlynew car had paid substantially more édiancar price paid £1-15k) than the
WAYUGSYRSNEQ ¢ K s (Bedighfrite £81DKRS¢IFiguEer3 SRk focus group sample
showed a similar distribution.

Figure 3.5Price paidfor current car (veb-surveysample

40%
35%
30% -
25% -
20% -
15% -
10% -
5% -
0%

M Recent purchase

H Intending to buy
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Regarding fuel type of the current cars used by tlewample petrol cars accounted f&@3%

(recent purchases9%, older vehicle§6%)and diesel 34%recent/older: 37%/32%) Alternative

fuels and vehicle types only accounted for arouftiaf the total sample and 3% of recent purchases
(including 12 hybrid, 1 LPG and 1 unknown car type).

In the websurvey sample, the annual mileage driven by participants varied from below 6k miles per

year to over 30k, with a modal annual mileage €f0& miles; see Figure 8. The countefintuitive

20 4 SN (ekedEar bulersiendéd\td drivslightly lessi K Iy WA (vihio SwhRIGeNA Q

vehicle® o1 & I NBFESOUA2Y 2F (GKS I NHSNI LINPLRNIAZ2Y

Figure 36 Annual mileage distribution of welbased surveysample

45%
40%
35%

M Recent purchase

M Intending to bu
30% & y

25%

20%
15%

10%

5%

0%

<6k 6-10k 11-15k 16-20k 21-25k 26-30k  >30k

In addition to the use of demographic parameteassimple system ddttitudinal segmentation was

usedtoplacel f f LI NIAOALI yiGa Aydz2 2yS 2F F2dzNJ F GGAGdzRA
about environmental issuggnd most willing to act to @uceenvironmental impact)through to the

Wi SHald Ga SEMISHAtt Ay (G2 OGOPd ¢KAA 6l & F OKASQOS
to a series of environmenelated statements. By adjusting the threshold scores, the-agtvey

sample wagintentionally)divided into three equal attitudinal groups as shown in Figure 3.7.

Figure 37 Percentage breakdown ofttitudinal segments within websurvey sample

50%
B Male ®Female ®Recentpurchase Mintendingto buy
40%

30% -

20% -

10% -

0% -

Most concerned  Average concern Least concerned

°®These figures reasonahigflect thecurrent UK new car marke¥ehicle Licensing Statisti¢Z008)¢ Petrol 56%, Diesel
43%,Hybrid 1%; Departent for Transport, 2009.
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4. Survey results

The following results are based on the analysi@883fweb-surveyscompeted betweenFebruaryand
April 2010 (inclusive) and the transcripts of six focus groups invavioigl of52 participantswhich
were held during-ebruaryandMarch2010 in London, Birmingham and Bristol.

4.1 Factors initiating thedecision to buy arrent car

As one of threshort W ¢ | -8&NJQ  |j dzQuéstioh 2 iyl thesweljurvey asked participants what

YhitiatedCzheir decision to buy their current car. Using an oggyle response, the resulghow that,

among a large number of motive#, T &8 y 2 Y & k NHzyWariyl 35 kA aNE GGk OF t A e QX
dealQwerethe three reasonsmentionedY 2 4G 2 F G Sy LIF ANJIWAORALS A0y RS OA 4 A +
car(scoring 8 on a relative @10 scaley; see Figure 4.1°

2 KAt S GKS A aa dzouldbe relsted dagrvirosneatal itpaét for some car buyers,
Wi 2FBNA A A 2 Y A Q,) andWid f RIzGAIBARSINVID bategories of responses relating most
directly to environmental issuaswere well downthe consumerankings in 5" and 20" place.

Figure 41 Factors initiating the decision to buy current c@veb-survey)

=
(=}
|

S B N W A U OO N 00 W

P NI A OA LI yiaQ skdnglyinfiudriRdtyelrankingsdptieh. £& ihose most concerned

about, and willing to act on, environmental issudprovingfuel/running costSincreasel in
AYLRNIFYyOSsS |a R2 Wt aupfbiakingiald" 2 ¥y ST s K RORIYEDS |
whichwereranked 18.C2 NJ 1 K248 Wt Sl aid 02y OSNY @& apkedi KS 2 FF SN
KAIKSAaGT | iR yWiQ2 ¢ YW INiA dereankenyidied @8sdite®beihgirankizd ia

29" and 22 place respectively.

Within thefocus group, the motives discussed gave a different impression of the most important
NBFazya GKEG AYAGAL (sSvith fawerNarticigantd axpyicitineentiGningliuel JdzND K |
economy or running costs as their main motivationK A f S G KS AaadzSa 2F WTdsSt
& AT Sk LINJarGetditit fofe AaterdinQhe @roup discussighise responses during the initial

rny Q¢

¢+ NI A Gespaltsesiveréallocated to key categories by the survey team.
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sectionfocused on foumain motives aregular car renewal perigé change in lifestylea desire for
anewmodel, andas a necessary purchase.

A large number of respondentenewed their car on a regular basisypically every 34 years

often at thepoint at whichthe warranty was about texpire mileage wascreasingandor there

was sense that the car would very quickly lose what value itréawining
L 6d2& | OFNJ SOSNE GKNBS &SI NBE O ndig oy @aifd Kl gS (2 &1 A
September. [Female Lordon, Recent]
| like one every three or fouryearsi KS& Q@S 332G + GKNBS &SINJI gF NNFyide 2y
ASNBAOS O2y (NI OGX 6KAOK A& F02dzi GKNBS KdzguRINBR |j dzA F
8SINE AGQ&a 3A2Aay3a G2 &GFNI Oz&aidAy3aMaeBzmMgpamSe s az2 L
Recent]
Three years again. It would have beerl three years one month, actually, on Monday and | wanted to come
R2gy Lty Syaay$ 2+¥k1 88INROY O2dzd@ ®ar @ RARY QO 6byld G2
a2YS LI g SNI 0 dzi @D DFemileBEmingliaiReted® Ay 3 G KS mon

For manyfocus groupparticipants, he impetus to purchase a car was because their existing vehicle
no longemet their requirementgdue to achange in circumstances; fekample the need for
something large(e.g.for children) or smaller (e.g. if children ddeft home),or have a more

symbolic purposésuch as change impersonalstatus.

| had a compangar, changed jobs, and | needed a car for work and for socialising, and I've always been

dzZaSR (G2 F F2dz2NE FAQPS R22NE | f (K2dzAK [MaRBys@li LINRPOI o f
Recent]

...we downsized from a Fiat Multipla a coupleyefirs ago, and. 6 SQNB f 221 Ay 3 G2 3I2 ol O
adzf GALIX I 3L AysE 0SSOl dzaS A G QWith Bekids, and Riihingstifedddrauyicd K| G A y
everywhere, andamping. [Female Bristol,Intender]

| have three children, and I've gotadsR 2 2 NJ a Ay A / 2 2 LIS NI .dzi AGQa y2ia GK
1y26 L ¢6FyGSR I FdzyX L [Fetn$le BristokReéedt] ¢ YGOSR | aAyA [ 2

A smaller number of respondents simply felt that a new car would offer f@rénewer)features

andwere attracted by this. Their existing car had becdbdwingand they fancied a change.
L GSyR G2 3SG I oAl 2F AG0Ke FSSG F2NI y2 2GKSNJI NBI 3
the thought process for me.they have just launcltea new model ath | quite like the idea of thatL QY |
artSavylryQa RNBFY L YT (K\ake Biminghain)téhHedzl RS YS F2NJ | y &
2SSttt L &l ¢gx 20@0A2dzate Y& OFNJA&A || aAyAZ IyR L &l g
[Male, LondonRecent]

Necessityalso initiated a significant number of purchases in cases where the previous model was

nearing or past the end of its lifé) & NA2(1FaFIRH been stolen.
...my old car packed up.and Ilwasth y { Ay 33 L QXar.3S GGAMIRYV QU Sjgdzl € A F& F2 N
0SSOl dza S Y& beQlklidre®td tthef dRafe3lipso took a nearly new cafMale, LondonRecent]
LQ@S 3J24G | [/ 2NEI @ L 02daK3G AG 0SOlIdzasS Y#at2 i KSNI OF N
one was... | like that on¢Female BirminghamRecent]

| feel quite foolish. on one of those very cold days | leftvarming up..de-icing bebre work and it was
driven off [Male, London]ntender]

Forseveralpurchasesnade since May 20Q0%he srappageschemewas also mentioneds an
important motive for replacing an older model with a new car.

April last year government said they were going to do the £2,000 scrappaehe same time, actually,
my older car was due for the MOT So tlat was the prompt[Male, Bristol,Recent]

PPPLQPBS lfglea t20SR GKS akKFkLIS 2F GKS !, Dho L 2dz i
scrappage scheme, so obviously | got 2,000 offfkemale BirminghamRecent]
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l'a 2y S 27T -diLsopsBpSs, dUestio®iN the websurvey asked participantsow many
models they considered whdwuyingtheir current carg see Figure £. This question also served to
check that the majority of participants went througiprocess of model selection and hadt pre-
decided the model purchased.

As shown irFigure 4.2around 80% of participantsere considering at least two models, and the

modal number of models considered was thr@ne notable variation between stgamples is the

slightlylarger number ofnodels considered by participants most concerned about, and willing to act

2y SYO@ANRBYYSyGlf AaadsSasz a O2YLI NBR gAGK (K2as

Figure 42 Number of models considered when buying current qareb-survey)

35%
M Recent purchase

H Intending to buy

30% = Male
H Female

25% -
M Least concerned
20% -

15% -

10% -

5% -

0% -

1 2 3 4 5+ Don't know

4.2 Sourcesf information used to choosecurrent car

Using a tickbox style response,ugstion3 in the websurvey asked participantghich sources of
information they used to help choose their current c&onfirming the findings of previous surveys,
automotive websites and the Inteet were most mentioned by the webample &imost 60%),

closely followed by salespersons/dealership and test driv&se Figure 8. With respect to offline
sources of environmental information, use of theelEconomyLabelwas noed byaround30%of
respondents, while th& CA Guidetiok wasonly mentioned by 4%f the sample.

Analysing the responses from tkab-groups within the largesample it is apparent that recent

purchaseswere more likely to use the Internet, salespersons/dealerships;deses and brochures

than those intending to buy, who relied more on recommendations from immediate social networks.
¢KA&d LINBadzyrofS NBTfSOGa (GKS FIOG GKIFIG GKS WAYGS
g2dzZ R KIS 0SSy LIJz2NOKFaSR ad wdzaSR OF NEQ

Women were also more likely to seek advice from family/friends/colleagues, and were less likely to

use car magazines than merarBcipants$host concerne@about, and willing to act on,

environmental issuesyere over 50% more likely to have seerused a Fuel Economy Label

O2YLI NBR gAUGK (K2aS WwWiSlIad O2yOSNYySRQo®
[Q: Would you actually have been able to see the label when you bought you(ltqrgbsh, yes, very
much so. | actually was looking forit... And | wantethfp W! Q@ ¢ Ktloul fordbecaugell &G L oSy
wanted the best performance and, you know, that sort of thjkgmale, Birmingham, Recent]
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Figure 43 Sourcesf information used to chooseurrent car (web-survey)
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Thefocus groupdiscussions also confirmed the importance of theernet as a source of information
at all stages of the car buying process. This was even the case wttaseeof model had already
been made in which casié Internetwould generally be to get details of variants of the basic model
and to check pries and availability.

ass

g Kl

iQaoood

| justuse thay G S NI/ S

YR L

ARSI

Ay Y@

YAYR @KI G

LQY ¢

5

221Ay3 FT2NJ odzi

0KSy

2dz 1y263s L

source [Male, Birmingham Recent]

f22]
LOf f

| wanted a newer version of the Mondeo, so basically | knew what model | wanted. | sort of went down to

the local dealership, had a look at a car and test drove it and then went back and checkednberties.
| eventually actuallypought it online as | knew exactly what | wantfidale, LondonRecent]

However, i was clear that thénternet was very rarely used alomgth participantsreportinga great
variety of researclsources andactics. Many used a combination of methodsimiterative process.
A typical approacklasto start by using the Internet, then go to a showroom to view a particular
Y2 RSt W HpelNapsitakiga t¢sRdhive, and thenreturn to the Internet to find other
examples of the car in the localiandto check prices. Consequently the Intermedis most often
used to generate comparative information, buas rarely sufficient to make the final decision.
[Q:Andﬂthe research? Where did you look?] Internet, and then we actually went into the dealetships.
fA1S G2 0SS loftS G2 KIFE@S | €221 FyR aAld Ay:
... Internet(first], and then go in, yefFemale LondonRecent]
| started off on the internet and moved on to the dealerg@ipAnd didyou know the particular modeinal
make beforehand Yes.. | talked to a couple of my mates who have got the exact sameodakreew
what | was looking fofFemale LondonRecent]
[Q: Do other people use the internet?] A little bit. Not to decide.infanmation... The actual final
decision, | want to have that test drive and | want to sit in[Eemale BirminghamRecent]

Many respondents had a fairly clear idea of what they wanted from the outset. Consequently, the
search process often served simplyconfirman existing choice rather than narrow down a universe
of choices. This basis of the existing choice cbealdue toprevious experiencef, or simply a desire
for a particular model.
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L GKAY] LQY NBlIffe 11 d282YQKWSERIYERSOERE D2 R& F2 &S (
1y2s 0GKIFG L NBIrftes NBrtte tA1S GKSY® LGQtt GF{1S 3
found a salesman that | trust, which is unusual. So, | just go and see him and tell himahialcar and
I O02dzLd S 2 F (i Aavisthe car befote By [EeinaleéB@EGinghamRecent]
..the car | wanted..was a new model. So | was probably looking at a bit of a tall order to get a nearly
new car,... | wanted it up to aboul2 months old. So every garage | spoksaid, no you're probably not
going to get one. So that's why then | had to get on to the Intermset | just kept searchinfFemale
Bristol,Recent]

When pressed on whether environmental information hagbaccessediuring the search process
it was clear that for most of the respondenenvironmental information was either not used or not
well understoodln particular, only a few recent purchasers were able to recall seeing the Fuel
Economy Label in thehowroom. AlthouglCQ emissions figures wenmentioned by a number of
respondentsthere was no sense in which they were actively ugethake comparisons.
[Q: And did you see any information about the emissions of the vehicle in the showroom?]ilfles, | th
there was like a... like where the big price ticket is, | think there was something off@ebad you look
at it? Did you use it at all?] Ng-emale BirminghamRecent]
[Q:And how many of yosaw a label]L Qf f 6S K2y S&id 6A0GK @2dzZ L RARI 0S¢
and it was stuck on the windows to stop you looking though one side, so | had to go to the back window to
see what was inside the carjust take it out of the way so | could lookilre car [Male, Bristol,Recent]
On any literature you do see the £&mnissions on there and | think they should really make more of it
0S80 dzaS SYGANRBYYSyYy(d A&aadzSa I+ NB AYLRZ2-NieelgritegQ: L YSIys
2 KSy @ 2 iz &ii8ertsiaBdShings, do you read the,@@ormation?] No, | just sort of see it there.
L 2dz 1y262 6KSYy AGQa || O2yaARSNIGAZ2Y F2N) e2dzz (GKSy
bottom in the small print.[Male, BirminghamRecent]

These findings suggest that, for most car buyers, either environmental information is not an

important factor in the search process or that the information is not presented in an engaging way.
Both of these issues are explored in the following sections.

4.3 Most important factorsin decision making process

Questions 4 and 5 in the wedurveyformed part ofthe core of the first set of research questions
6 KAOK I AYSR elat®e ilmpbriasca éf vehidie @nviidNdental informat@rb

2 KSy IgaKISR T OG2NBR 6SNB AYLRNIFYd Ay G§KS RSOAaAZ
current car, results from the weburvey (using an opestyle response3how that, in order of

importance WF dzSt S 0O2y 2 Y a8WaNlky'S/kh LyNahd @@ & & s (izefest@eiidked S Q

factors considered most importangscoringat least9 on a relative @0 scale); see Figure 4.

&2t Sk I LILIF IRNIVNBSr@ranked in & sirén@fourtiand fifth place (ith arelative

score ofbetween 4 ands). W2 YF2 NI QX Wal FS0& Q3 Wo Wdreyspo@andoysit 2 1 K SN
mentioned much less frequently, scoring less tBam the 010 relative scale¥ehicleS YA & a A 2y a Q
(including C@) and%bad tax balR k O 2 thdlitvid categories of responseslating most directly to

environmental issueg arewell downthe consumerankings in 0" and 15" place.

1 Participantsvere allowed to offer up to 10 responses, which they then scored on adount Likert scales ranging from
Wh20d AYLERNIFYGQ 6n0 (2 Néte@dhekabkings kefleatthe welghMihdyMdin to yati¥actbro 0 ®
and that atual respones were allocated to key categories by the survey team.
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Figure 44 Most important car purchase factoréveb-survey)

While the focus groupsaye a broadly similar picture of the most importgmirchase factors,
participant€Yesporsesadd important detail to the findings from the wedurvey.CA NE G = F f (G K2 dz3 ¢
S 02 y awasénentioned irthe group discussions as an important purchase fatéssweightwas

given to this issue than is foundtime quantitative surveyt ONR2 84 G KS &AE F20dzda 3INEP
SO2y2Y&Q 6FyR NBfl (4§SR ®dadihethih mostdzpdtiant plurchdst dz=bd 02 a
as measured by the number of Pdt generated during group discussiofisKk A & a dzafdefa i a G KI
S 02 y an¥ydhavebeen slightlyoverranked in the weksurvey(due to method of data collection).

The ®condissue which emergikfrom the focus group discussiofis thatg K Sy WT dzSwas SO2 y 2 Y &
mentioned, itwas primarily as a running cost ratherath as an environmental prox2 a4 STFFSOUGA O
2 NJ WOK S eré plirgses Nty a@sociated withT dzSt S 02 y 2peaU I 2R QW 2 AND Sy L
[Q:SoW Y LJJuat a Aadt of a measure of how far you can go on a thive®. But that comes into costs
rather than. [the environment][Male, Birmingham, Intender]
And then also the running costs, sort of fuel and that sort of thiilgle, London, Recent]
dod O2ad STFSOGAGS FyR OKSIL (i2 NHzy o Lofieaptd & O2 &
run and good at parkingFemale LondonRecent]
...l tend not to go very far in my car and it just seemed silly to have a big powerfguiziing car to just
020 | 02dzi® ,2dz 1Y 26K [Fefhd@eBirmfingn@aReeeda G SO2y2Yeéx NBI f f
LYAESa G2 GKS 3Lft2y {FdraleBifingh&dnteaderD| G2 O2ada | 3 Ay
L0S0OFdza S AG Q& I NLG (BOKY 25 RHE & 2 flzenii@ yoon, Idwn8er] | & Y dzOK |

[daly

In all the focus groupsvehiclesizewas mentionedas being a rajor factor affecting the choice of

their (main)newcarcWa Al SQ NI y{1SR F&d (GKS Yz2ad AYLRNIFyYy(d Lz
number of Posits generated during group discussioaadwas one of the top three most important

factors in fiveof the sixgroups For many participants, sizeas a common starting poirfor vehicle

selection, and a factor which Hapriority over other purchase issueBermsrepeatedly mentioned

are Humber of seats or doo@@HeadroomQYégroonQHoot spac®Beat heighfand Physical siz@

of the vehicle.
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