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Introduction
Welcome to the fifth volume of the Trade Me Motors Consumer Insights Report series.

Understanding 
who buyers are, 

what drives their 
decisions, and 

what they value 
most.


Buyer Mindset Research and 
enquiry

Inspection and 
evaluation

Purchase and 
fulfilment

Post-purchase

Exploring how 
buyers search, 

communicate, and 
interact with 
dealers, and 

whether their needs 
are being met.

Analysing buyer 
behaviours during 

test drives, the 
ease of the 

process, and their 
willingness to buy 

without one.

Examining budget 
compromises, 

reasons for 
overspending, and 

funding sources.

Reviewing buyer 
experiences, 

challenges, and 
areas for 

improvement for 
car dealers.

Vol. 1 Vol. 2 Vol. 3 Vol. 4 Vol. 5

This comprehensive series features 5 distinct volumes, each shedding light on different aspects of the modern car buyer’s 
journey.


In this volume, we review buyer experiences, challenges, final decisions and areas for improvement.


With insights drawn from 1,449 survey respondents, this report offers a data-driven look into what truly matters to 
today’s car shoppers.



Top 3 Key Insights 

33% of buyers experienced 
problems with their vehicle in 
the first 30 days of ownership

Early Issues

33%

34% of buyers decided on 
which car to buy on the same 

day as test driving

Decision TIME

34%

55% of buyers didn’t hear 
from their dealer after the 

vehicle was delivered

55%

No Follow-up

We break down the issues 
to better educate your 

buyers on the risks they 
face and the reassurance 

you can offer them.

Uncover the common 
motivators that made 

these buyers make a faster 
decision so you can apply it 

to future sales.

Find out how buyers feel 
and how that effects your 

future opportunities for 
repeat business.



Who Are Your Buyers?
In addition to providing overall buyer insights, this report focuses on uncovering what drives 
each buyer to make the decision to purchase, or not to purchase, from a dealer.


We’ve identified four distinct buyer mindsets, categorised by their likelihood of 
purchasing from a dealer versus buying from a private seller:

These buyer groups will be referenced throughout the report, offering valuable insights into what each group 
values most and what factors influence their decisions.


Firmly prefer private 
purchases and would 
only consider a dealer 

under very specific 
circumstances.

Reluctants
Genuinely undecided, 

equally open to 
buying privately or 
through a dealer.

Persuadables
 Lean toward 

purchasing from a 
dealer but could 
be influenced to 

choose otherwise.

Considerers
Most likely to purchase 

from a dealer.

Enthusiasts



Who chooses dealers?
The graph highlights which groups are more inclined to buy from a dealer and which tend to 
favour private sellers.
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For your next car purchase, how likely are you to purchase from a car dealer?



For your last car purchase, how satisfied or dissatisfied are you with each of these stages of your experience?
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Inspecting/test 
driving cars

Interactions 
with sales team

Interactions with 
finance and 

insurance team

Vehicle delivery/
pickup

Post-sale 
experience

Reading dealer 
listings online

The Journey

Sending enquiries
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The Journey 
The Insights

While most people 
were satisfied, 13% 

were neutral on online 
listings, and 16% were 

neutral on dealer 
inquiries.

Online Listings and 
Dealer Enquiries 
Need Optimisation  

The sales team 
received high 

satisfaction scores 
(44% very satisfied), 
but there is still some 

room for 
improvement.

Strong Sales Team 
Interactions, but 

Can Improve  

A significant number 
of buyers were neither 

satisfied nor 
dissatisfied, which 

suggests this stage 
could be more 

engaging or 
informative.

Inspection and test 
have the highest 

satisfaction

This stage has a 
notable percentage of 
not applicable, 48% of 

respondents did not 
have an interaction 

with a business 
manager or someone 
offering the products 
that are so important 

to a dealership and the 
customer. This 

segment has the 
lowest satisfaction 

rate of all.

Finance and 
Insurance 

Interactions Could 
Be More Engaging  

The highest 
dissatisfaction  

(4% very dissatisfied, 
10% dissatisfied) 

comes from the post-
sale experience. This 

indicates a gap in 
aftersales support, 

follow-ups, or service 
quality.

Post-Sale 
Experience Needs 

Improvement   



Improve post-sale 
customer service 

with proactive follow-
ups, satisfaction 

surveys, and 
dedicated aftersales 

support teams.

Ensure hand over 
process is followed 

from sales to finance, 
Business Managers 

need the opportunity 
to convert buyers 

and give a consistent 
experience.

Enhance the test 
drive experience by 

offering more in-
depth guidance, 

multiple test drive 
options, and flexible 

scheduling.

Ensure accurate 
vehicle details, better 

images, and quicker 
responses to 

inquiries.

Focus on building 
trust, providing 

consultative selling, 
and ensuring clear 

communication.

Enhance Post-
Sale Service

Improve Finance 
& Insurance 

Clarity

Make Test Drives 
More Informative

Optimise Online 
Listings & 

Communication

Boost Sales Team 
Training

The Journey 
the actions



Post sale follow up 
Did the dealer follow-up with you after the purchase to ensure that 
everything was satisfactory?

60%

40%

20%

0
1%10%

33%

55%

No, they did 
not follow-up

Yes, within 
the first week

Yes, within the 
first month

Yes, over a month 
after purchasing



Post sale follow up 
The Insights

Missed Opportunities 
for Customer Loyalty 

and Referrals  

Dealers who fail to follow 
up are likely missing 

opportunities to build long-
term relationships with 

buyers, encourage positive 
reviews, and generate 

repeat business through 
referrals.

Lack of Follow-Up May 
Correlate with Post-
Sale Dissatisfaction  

Given the previous data 
showing dissatisfaction 

with the post-sale 
experience, this lack of 

follow-up could be a 
contributing factor.   

Many issues could be 
resolved or mitigated if 

dealers proactively 
checked in with customers.

Timely Follow-Ups  
Are Not Consistent  

While 33% of customers 
were followed up within the 

first week, only 10% 
received a follow-up within 
the first month, and a mere 
1% were contacted after a 

month.   

This suggests that some 
dealers have a structured 

process, but it is not 
consistently applied across 

all customers.

Over Half of Customers 
Do Not Receive  

a Follow-Up  

55% of customers 
reported that they did not 
receive any follow-up from 

the dealer after their 
purchase. 


This is a significant gap in 
customer care, potentially 
leading to lower customer 

satisfaction and missed 
opportunities for repeat 

business or referrals.




Dealers should 
establish a 

structured follow-up 
system, ensuring 

that every customer 
receives a call, email, 

or message within 
the first week of 

purchase.

Use CRM tools to 
automate follow-up 

emails and 
reminders, ensuring 

no customer is 
missed. This can 

include a thank-you 
message, a 

satisfaction survey, 
and an invitation to 
contact the dealer 
with any concerns.

Instead of generic 
emails, dealers 

should personalise 
follow-ups by 

addressing the 
customer by name, 

referencing their 
specific purchase, 

and offering 
additional support 

such as maintenance 
tips or service 

reminders.

Staff should be 
trained to conduct 

follow-ups 
effectively, asking 

about the customer's 
experience, resolving 
any potential issues, 

and encouraging 
future engagement.

Dealers can use 
follow-ups as an 

opportunity to 
encourage satisfied 
customers to leave 

positive online 
reviews or refer 

friends, offering small 
incentives such as 

discounts on future 
services.

Implement a 
Standardised 

Follow-Up 
Process

Automate 
Follow-Ups for 

Consistency

Personalise 
Follow-Ups for a 

Better 
Experience

Train Sales Teams 
on the Importance 

of Follow-Ups

Incentivise Reviews 
and Referrals

Post sale follow up 
the actions



After Sale issues
What issues (if any) did you experience with the car within the first 30 days of purchasing?

I didn't experience any issues

Mechanical issues (engine, brake, 
steering, etc.)

Exterior/cosmetic issues 
(corrosion, paint chips, windshield 

cracks etc.)

Electrical issues (battery, lights, 
dashboard etc.)

Comfort/interior issues (air 
conditioning, heating, seats etc.)

70%60%50%40%30%20%10%0

67%

14%

67%

14%

10%

9%

5%

14%



After Sale issues 
The Insights

Potential Risk to 
Brand Reputation 

and Customer 
Satisfaction  

Even though a 
majority had no 

issues, the combined 
33% of customers 

facing problems could 
lead to negative 

reviews, reduced 
referrals, and a lack of 

confidence in the 
dealership’s quality 

control.

Comfort & Interior 
Problems Are Less 
Frequent but Still 

Notable  

5% experienced 
interior issues, such as 

problems with air 
conditioning, heating, 

or seats. While a 
smaller percentage, 
these issues affect 
overall comfort and 

satisfaction.

Exterior/Cosmetic 
and Electrical 

Issues Also 
Reported  

10% reported exterior 
issues affecting 

perceived quality.   

9% noted electrical 
issues causing 

frustration in newer 
vehicles.

Mechanical Issues 
Are the Most 

Common  
Complaint  

14% of buyers 
reported mechanical 

problems, such as 
engine, brake, or 

steering issues. These 
are critical concerns 

that could impact 
customer trust and 

dealership reputation.

Most Customers Did 
Not Experience 

Issues   

A positive takeaway is 
that 67% of buyers 
reported no issues 

within the first 30 days 
of purchasing their 

vehicle, indicating that 
the majority of sales 
result in a smooth, 

trouble-free 
experience.



Create a system where any 
customer reporting an 
issue gets immediate 

follow-up and resolution, 
preventing negative 

experiences from 
spreading through word-

of-mouth or online 
reviews.

Follow-Up with 
Customers Who 

Report Issues
Ensure customers know 

where to report issues and 
how they can receive 

assistance. Many buyers 
might not be aware of their 

warranty coverage or 
service options.

Educate Customers 
on Post-Sale 

Support
Dealers could introduce a 

30-day guarantee or 
complimentary check-up 

to reassure buyers and 
address issues early 

before they escalate.

Offer a 30-Day 
Satisfaction or 

Warranty Program
Implement more 

thorough pre-sale 
inspections, particularly 

for used vehicles, to 
reduce the number of 

post-purchase 
mechanical and 

electrical complaints.

Enhance Vehicle 
Quality Checks 

Before Sale

After Sale issues 
The Actions



Approximately how long did you spend on each of the following phases of your car buying journey?
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Contacting 
sellers/enquiring

Inspecting and 
test driving 

cars

Deciding which 
car to purchase

Arranging finance/
payment

Organising 
delivery/picking 

up the car

Researching car 
models

32%

MAPPING The Journey

Searching for 
suitable cars

4%

54%
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MAPPING The Journey 
The Insights

Test Driving Takes More Time for 
Many Buyers

43% of respondents spent at least 1 
or more days on inspecting and test-
driving cars. This suggests that 
buyers are careful about evaluating 
their choices and that dealers should 
ensure a smooth and accommodating 
test-drive experience.

Contacting Sellers and Enquiring 
is a Relatively Quick Process

Only 27% of buyers spent more than a 
week on contacting sellers. This 
indicates that once buyers have 
gathered enough information, they 
move relatively quickly through this 
stage.

Car Buyers Spend the Most Time 
Researching Models and 
Searching for Cars

54% of respondents spent more than a 
week researching models, and 62% 
spent more than a week searching for 
suitable cars. This suggests that 
consumers are conducting more 
research than ever before.

Organising Delivery or Pickup is a 
Bottleneck for Many Buyers

36% of buyers completed this process 
in less than an hour, but 22% took 1-2 
days, and 7% took 3-7 days, 
indicating that logistics and 
dealership coordination can delay 
finalising the purchase.

Arranging Finance is a Pain Point 
for Many Buyers

26% of buyers completed financing in 
less than an hour, while others took 
1-7 days (16%) or more than a week 
(4%). This variation suggests that 
financing complexity and approval 
processes can slow down the buying 
journey.

Decision-Making on Purchase 
Varies Widely

While 32% of buyers spent more than a 
week deciding which car to purchase, 
others moved quickly, with 16% 
deciding in less than an hour. This 
indicates that some buyers are 
impulse-driven, while others take a 
more methodical approach.



MAPPING The Journey 
The Actions

Since most buyers 
spend over a week 

researching, dealers 
should optimise 

online tools, vehicle 
comparison features, 

and provide 
transparent pricing 
and reviews to help 
speed up decision-

making.

With 62% of buyers 
taking over a week to 
find a car, dealers can 

enhance their 
website’s filtering 

features, AI-driven 
recommendations, 

and offer personalised 
assistance to shorten 

this phase.

Since most buyers do 
not spend much time 

contacting sellers, 
dealers should focus 

on quick response 
times, AI chatbots, 

and dedicated 
support teams to 
ensure a smooth 

interaction.


As many buyers 
spend multiple days 
test-driving, dealers 
should offer flexible 

test-drive 
scheduling, home 

test drives, and 
virtual test-drive 

experiences to make 
the process more 

convenient.

With financing taking 
a long time for many 

buyers, dealers 
should improve pre-
approval processes, 
offer clearer finance 
options upfront, and 
work with lenders to 

provide faster 
approvals

Simplify the 
Financing 

Process

Streamline the 
Test-Drive 

Process

Make Seller 
Communication 

Faster and More 
Efficient

Improve Search 
and Filtering 

Options for 
Listings

Enhance Online 
Research and 

Comparison 
Tools
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the final decision 
The Insights

Only 7% of 
Enthusiasts had no 
concrete purchase 
plan, compared to 

17% of Reluctants. 
This suggests that 

Enthusiasts are the 
most committed to 
making a purchase, 

whereas Reluctants 
may require more 

effort to convert into 
buyers.

Enthusiasts Have 
the Least Number of 

‘No Plan’ Buyers 


Around 17% of 
Reluctants, 12-13% 
of Persuadables and 

Considerers 
purchased a different 
make and model in a 

different style. These 
buyers are more 

flexible and open to 
change, particularly if 

presented with 
compelling 

alternatives.

A Small but 
Notable Percentage 
of Buyers Switch to 

a Different Style  

Only 3% of 
Persuadables opted 

for the same make but 
a different model, 

compared to higher 
percentages among 

the other groups. This 
implies that once they 

are set on a choice, 
they are unlikely to 

explore alternatives.

Reluctants Are 
Less Likely to 

Deviate from Their 
Initial Choice  

Reluctants (17%) and 
Considerers (12%) 
were more likely to 

buy a different make 
and model of the same 

style, indicating that 
they can be swayed by 

competitive offerings 
with similar features.

Persuadables and 
Considerers Are 

More Open to 
Change  

64% of Enthusiasts 
and 55% of 

Considerers bought 
the exact same make 

and model again, 
showing strong brand 

loyalty, especially 
among engaged 

buyers.

Majority of Buyers 
Stick with the 

Exact Make and 
Model  



the final decision 
The Actions

Since a large 
percentage of buyers 

stick with the same 
make/model, dealers 

should focus on 
loyalty incentives, 

trade-in offers, and 
exclusive promotions 

to maintain these 
repeat customers.

Persuadables are most 
likely to switch brands 

or models—dealers 
should highlight 

comparisons, upgrade 
incentives, and unique 
features of alternative 

options to capture 
their interest.

Since Reluctants 
tend to stick to 

familiar options, 
dealers should 

emphasise trust-
building, warranties, 

and hassle-free 
purchasing 

processes to reduce 
uncertainty.


For those considering 
a different type of 

vehicle, dealers 
should highlight 

lifestyle benefits, 
safety features, and 

technological 
advancements that 

might make 
switching more 

appealing.

Since some buyers 
enter the process 

without a clear plan, 
dealers should use 

personalised 
recommendations, 
limited-time deals, 
and easy financing 

options to guide 
them toward a 

decision.

Convert “No 
Plan” Buyers 

with Targeted 
Promotions

Tailor Messaging 
to Buyers 

Considering a 
Different Style

Improve 
Marketing to 

Reluctants with 
Clear Benefits


Leverage 
Persuadables’ 

Openness to 
Change

Strengthen 
Retention 

Strategies for 
Loyal Buyers



Indicate your level of agreement with the following statements.

Perception & Confidence
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I was concerned that the 
car might have an issue 

after purchasing

33%

44%

32%31%

I had a good idea of what a 
fair price was for the vehicle

75%

92%91%
85%

I knew what to ask the 
seller about the vehicle

75%

86%

71%

85%

I felt I had to act quickly or 
I might miss out on this 

car

67%

58%

48%
51%



Perception & Confidence 
The Insights

Concerns About Post-
Purchase Issues Are 

Relatively Low  

Only 33-44% of buyers 
were concerned about car 

issues after purchasing, 
with Considerers being the 

most concerned (44%).


While this is not a major 
issue overall, it indicates 
that after-sales service 

and warranties could be a 
strong selling point for 

peace of mind.

Fair Price Awareness is 
Strong Across Most 

Segments  

92% of Considerers and 
91% of Persuadables felt 
they had a good idea of 

fair pricing, while 85% of 
Reluctants and 75% of 

Enthusiasts felt the same.


The slightly lower 
percentages for 

Reluctants and especially 
Enthusiasts could suggest 
that they may need more 

price education and 
reassurance.


High Confidence in 
Asking Sellers 

Questions  

86% of Considerers and 
85% of Persuadables 

knew what to ask sellers, 
while Enthusiasts (75%) 

and Reluctants (71%) were 
slightly lower.


Persuadables, despite their 
name, appear to be 
proactive and well-

prepared buyers, meaning 
they may only need a slight 

push to convert.


Fear of Missing Out 
(FOMO) Varies Among 

Groups  

67% of Enthusiasts and 
58% of Considerers felt 
they had to act quickly, 

compared to 51% of 
Reluctants and 48% of 

Persuadables.


This suggests that 
Enthusiasts are more 

urgency-driven, while 
Persuadables and 

Reluctants may take a 
more cautious approach to 

decision-making.




Offering extended 
warranties, free check-

ups, and clear return 
policies can help reduce 

lingering concerns, 
especially for Enthusiasts 

who are more worried 
about potential issues.

Reassure Buyers 
About Post-

Purchase Support
Since fair pricing 

awareness is strong, 
dealers should focus on 

price guarantees, detailed 
breakdowns of costs, and 
competitive comparisons 

to reinforce trust.

Highlight 
Transparent Pricing 

and Value
Reluctants and some 

Enthusiasts may need 
clearer FAQs, 

consultation services, 
and sales assistance to 

help them feel confident 
in their purchase.

Provide More 
Guidance for Less 
Confident Buyers

Since Enthusiasts and 
Considerers act quickly, 

dealers should use 
limited-time offers, 

exclusivity deals, and 
inventory alerts to drive 

faster decisions.


Create a Sense of 
Urgency for 

Buyers Who Need It

Perception & Confidence 
The Actions



Budget vs Reality
How did the final cost of your last car purchase compare to your planned budget?

I was way less than what I 
budgeted for

It was slightly less than what I 
budget for

It was exactly what I budgeted for

It was slightly over budget

It was way over budget

70%60%50%40%30%20%10%0

17%

38%

3%

40%

2%



Budget vs Reality 
The Insights

The fact that many buyers 
went slightly over budget 
could indicate the impact 

of upselling, optional 
features, financing add-
ons, or unexpected fees 
during the final purchase 

phase.

Upselling and Add-Ons 
May Be Influencing 

Over-Budget Spending  

A noticeable portion of 
buyers (around 17%) 

spent slightly less than 
their budget, indicating 

that they may have found a 
good deal, chosen a lower 

trim, or benefited from 
promotions.


However, very few buyers 
spent significantly less 

than budgeted, which 
suggests that major 

discounts or 
underspending are rare.


Some Buyers Spent Less 
Than Expected  

Only a small fraction of 
buyers went significantly 

over budget, which 
suggests that either 

pricing transparency is 
strong or financing 

options help keep costs 
controlled.

Use Smart Upselling 
Without Pushing 

Buyers Too Far Over 
Budget  

The two largest groups 
indicate that they either 
spent exactly what they 
budgeted for or slightly 

over budget, both 
hovering around 40% 

each.


This suggests that most 
buyers have a clear budget 
in mind but may be willing 

to stretch it slightly for the 
right deal or necessary 

add-ons.


Most Buyers Spent 
What They Planned or 

Slightly More  



For those spending less 
than expected, dealers 
can introduce loyalty 
rewards, cash-back 

offers, or bundle deals to 
maximise customer 

spending without feeling 
like they're overpaying.

Leverage Discounts 
and Incentives for 
Budget-Conscious 

Shoppers
Since a portion of buyers 

go over budget, providing 
flexible financing, 

payment plans, and trade-
in options can help buyers 

manage their spending 
while still securing a good 

deal.

Offer Financing & 
Payment 

Flexibility

Buyers are willing to 
stretch their budget 

slightly, so dealers should 
focus on value-driven 
add-ons like extended 

warranties, service 
packages, or premium 

trims that justify the extra 
cost.

Use Smart Upselling 
Without Pushing 

Buyers Too Far Over 
Budget

High buyer satisfaction 
is further enhanced by 

clear, upfront 
communication, dealers 

should clearly 
communicate pricing, 
financing options, and 

potential additional 
costs from the outset to 
avoid frustration at the 

final stages.

Optimise Pricing 
Transparency to 

Build Trust

Budget vs Reality 
The Actions



That’s a Wrap

Understanding 
who buyers are, 

what drives their 
decisions, and 

what they value 
most.


Buyer Mindset Research and 
enquiry

Inspection and 
evaluation

Purchase and 
fulfilment

Post-purchase

Exploring how 
buyers search, 

communicate, and 
interact with 
dealers, and 

whether their needs 
are being met.

Analysing buyer 
behaviours during 

test drives, the 
ease of the 

process, and their 
willingness to buy 

without one.

Examining budget 
compromises, 

reasons for 
overspending, and 

funding sources.

Reviewing buyer 
experiences, 

challenges, and 
areas for 

improvement.

Vol. 1 Vol. 2 Vol. 3 Vol. 4 Vol. 5

We hope the insights have been helpful in better understanding the diverse needs of today’s buyers. By 
tailoring your approach, you'll be well-positioned to drive conversion of buyers to buy from you.


If you have missed any volumes of the report you can download them HERE.






