
Welcome to the eighth annual
Capgemini automotive study—
Cars Online 06/07. This research,
conducted across five countries in
North America, Europe and Asia
Pacific, examines trends in consumer
buying behaviour and Internet usage.

The report explores some of the
similarities and differences among 
the countries studied—China, France,
Germany, the United Kingdom and 
the United States—highlighting the
importance of understanding the
individual markets within which you
conduct your business. This year,
we’ve expanded our research to 
focus more extensively on customer
loyalty in order to provide insight into
what it takes to gain and maintain
customer commitment.

Our Cars Online research uncovered a
number of key findings that can help
companies increase their customer
knowledge base:

CCoonnssuummeerrss aarree iinnccrreeaassiinnggllyy ddrriivveenn bbyy
tthheeiirr hheeaarrttss,, aass wweellll aass tthheeiirr hheeaaddss::
Although rational factors such as safety,
price and reliability play a role in
consumers’ decision-making process,
they are often trumped by more
emotional aspects. For example, when
consumers were asked why they
switched to a different brand, responses
such as “fits my needs,” “wanted to 
try something new” and “enjoyment
of the vehicle” scored higher than fuel
economy and safety. And when it
comes to the factors that lead buyers
to repurchase from the same dealer,
greater importance is placed on
trustworthiness and friendliness these
days than on factors such as the degree
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of knowledge possessed by the sales
staff. This poses a challenge for
manufacturers and dealers since it
requires that they appeal to both the
rational and emotional aspects of
buying a car.

CCuussttoommeerr llooyyaallttyy iiss fflleeeettiinngg:: With so
much riding on the relationship and
emotional factors, consumer trust 
and loyalty can be easily broken.
Consumers are ever more demanding
and are prepared to walk at any time,
even within a month of purchase, and
often they won’t give a company a
second chance. Close to 40% of
consumers said they expect a dealer 
or manufacturer to respond to a request
for a quote via e-mail or the Web within
four hours, up from 29% last year. If
that response isn’t fast enough, many
consumers will look for a new dealer,
a new manufacturer or both.

Dealer loyalty is particularly fragile and
continues to decline, especially in
Europe. This year, just 37% of European
respondents said they were likely to
purchase/lease a vehicle from the same
dealer, down from 48% two years ago.

LLooyyaallttyy ddooeessnn’’tt eenndd wwiitthh tthhee ssaallee:: Vehicle
ownership is a long-term, complex
relationship among the consumer, the
manufacturer and the dealer. Post-sale
communications and aftersales service
are essential to keeping the relationship
alive. For example, about two-thirds of
consumers indicated that they appreciate
or greatly appreciate dealer contact such
as having the service manager phone
following vehicle servicing, receiving
regular service reminders or having 
a sales consultant phone following
delivery of a vehicle.
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FFuurrtthheerr ccoollllaabboorraattiioonn bbeettwweeeenn tthhee
mmaannuuffaaccttuurreerr aanndd ddeeaalleerr iiss kkeeyy ttoo
ddrriivviinngg ggrroowwtthh:: Consumers don’t
always make the distinction between
vehicle manufacturer and dealer. For
instance, if either party fails to respond
quickly enough to an e-mail inquiry,
close to 20% of consumers will switch
both brand and dealer. This points to 
the importance of retail integration in the
battle for customers and sustainable
profits. Together, both manufacturers and
dealers are better positioned to respond
faster and more effectively to consumers’
needs, wants and preferences.

VVeehhiiccllee bbuuyyeerrss aarree uussiinngg tthhee WWeebb iinn 
aa mmoorree ttaarrggeetteedd ffaasshhiioonn:: Use of the
Internet during the buying cycle
continues to climb, but more consumers
are focussing their research toward
fewer Websites. This year about one-
third of respondents said they visited
five or more manufacturer Websites,
down from 44% last year. The Web
features they look for include pricing
information, vehicle comparison
capabilities, a full range of product
information and vehicle configurators.
And more than one-third say they are
less likely to buy a specific brand or
from a specific dealer if the desired
features are not available.

RReessppoonnssiivveenneessss aanndd aann eeffffeeccttiivvee WWeebbssiittee
aarree eesssseennttiiaall ttoo ssuucccceessssffuullllyy sseelllliinngg iinn
CChhiinnaa:: Although China remains an
evolving and relatively immature
automotive market, a number of
consumer behaviour patterns are
emerging. For example, Chinese
consumers do an exhaustive amount
of research prior to buying a vehicle,
using information sources ranging
from family and friends to the Internet.
Because they are heavy Web users it
may not be surprising that Chinese
consumers are particularly sensitive
when it comes to the response time
they expect from companies to their
online inquiries. Sixty-one percent of
Chinese respondents expect to receive
a response immediately or within one
hour from a dealer or manufacturer. 

©2006 Capgemini. No part of this document may be modified, deleted or expanded by any
process or means without prior written permission from Capgemini. A

U
T2

00
61

00
2_

41
0

Number of Manufacturer Sites Visited
(% online consumers saying)

0%

10%

20%

30%

40%

50%

60%

18

15

50

42

23

25

3

5
6

14

1 or 2 3 or 4 5 or 6 7, 8 or 9 10+

■  2005
■  2006

Source: Capgemini
Base: All consumers who visit manufacturer Websites

About Capgemini and the 
Collaborative Business Experience

Capgemini, one of 
the world’s foremost

providers of Consulting, Technology 
and Outsourcing services, has a unique
way of working with its clients, called
the Collaborative Business Experience.

Backed by over three decades of industry
and service experience, the Collaborative
Business Experience is designed to 
help our clients achieve better, faster,
more sustainable results through
seamless access to our network of 
world-leading technology partners and

collaboration-focused methods and tools.
Through commitment to mutual success
and the achievement of tangible value,
we help businesses implement growth
strategies, leverage technology, and thrive
through the power of collaboration.

Capgemini employs approximately 61,000
people worldwide and reported 2005
global revenues of 6,954 million euros.

More information about our services,
offices and research is available at
www.capgemini.com


