
  Manufacturer Incentives 2.5%  
  Dealer Add-Ins -3.7% 
  Avg. MSRP -1.9% 
  Avg. Transaction Price -2.4% 
  Leasing 0.7%  
  New Floor Traffic -0.6% 
  Used Floor Traffic -18.2% 

At a Glance — This Month vs. 
Same Month a Year Ago 

 
 

See Back Page for complete statistics and 
projections. Note: Highlighted rows indi-
cate a decrease vs. the previous year. 

 
 

Americans Getting a Bad Case of ‘Jitters’  

 

     From food prices to investments, from job stability to federal taxes, 
Americans are becoming increasingly concerned about the state of the 
economy. 
     In CNW’s monthly “Jitters” Index which measures typical day-to-day 
issues for consumers, the Mid-November numbers were highest since 
September of 2003 hitting a worrisome 5.7 on a 10 point scale and mark-
ing the sixth consecutive monthly increase.  

 
 

Food, Investments Lead List 
     Concerns about food prices have been rising since 2004, but took a 
significant upward spike in November’s survey jumping to its highest level 
— 7.9 — since CNW began the Jitters Index in 1996. (See Document 
102m for historic monthly details on key Index components.) Also for the 
first time since the JI began, better than half of survey respondents say 
higher food costs are impacting decisions to make other purchases.  

     Stock market, home prices and investment 
property gyrations are adding to concerns, the 
respondents report. The rapid climb in con-
cerns about investments is unprecedented in JI 
history, jumping from below 2.5 in June to over 
8 in November.  
 
Gas, Heating Key Issues 
     Adding to the overall list of concerns are 
gasoline prices — highest JI in over a year — 
and pre-winter concerns about home heating. 
Both topped 8.0 in November. This combination 
of a current squeeze (gasoline) with an antici-
pated budget buster (heating fuels) are adding 
to the overall medium-term gloomy outlook, 
respondents tell CNW. 
 
Pessimistic About Fed, Local Tax 
     On the subject of anticipated budget issues 
are taxes — both local and federal.  
     The worry about future federal income taxes 
is at the highest level since May of 2002 with 
better than 60 percent of respondents saying 
they are concerned the next Congress and 
President will add to their tax burden.  
     Locally, reflecting tax-raising initiatives that 
went down in flames during the last election, 
consumers remain fearful local governments 
will attempt to make up budget shortfalls with 
higher property, income and/or sales taxes.  
 
‘Necessities’ Taking More  
Of Family Budget 
     Consumer spending falls into three basic 
categories: Necessities, Enhancements (goods 
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and services that make life easier such as a micro-
wave oven) and Embellishments (luxuries such as 
a sport boat or weekend ski trips). 
     In 1980, better than 42 percent of all dispos-
able income in the U.S. was spent on necessities. 
After the tax reduction acts of that decade, neces-
sities began a long slow decline as a share of 
household income and eventually fell to 23 per-
cent in 2004-05. the only serious uptick in neces-
sity purchases came immediately after 9-11-01. 
(See Document 145 for monthly history.) 
     But the last year has reversed the course. Ne-
cessities now constitute more than 30 percent of 
family budgets — a rate not seen since 1990-91. 
 
CONTEXT: Tempering these concerns are only moderate increases in Job Stability and Child’s Education scores. But 
that’s historically not enough to keep Americans from being or becoming pessimistic about their future. Also on the posi-
tive side, the slight increase in overall Day to Day needs remains relatively low at about 3.2 and that is a decent meas-
urement of back-lash volatility among consumers.  
     Put another way, while worried about the individual components, most Americans are relatively calm about their over-
all state of well being and unlikely to become aggressively negative toward governments or businesses. Consumers are 
grumbling and doing so more loudly than in the past few years, but they aren’t on the verge of “taking to the streets” in 
any significant numbers.  
     For politicians entering an election year, these concerns are in need of serious addressing, consumers say. And 
aside from the “big issues” of Iraq, immigration and health care, the underlying seething is more home based and 
pocket-book centered. In simple terms: It’s the economy, stupid. 
 

Used Sales Hit Hard in October; Again in November 
     It wasn’t a typo. The non-franchised-dealer retail used-car business was smashed flat in October with only 2.975 mil-
lion total units sold, down from more than 4.5 million in September. And November isn’t looking much better with an an-
ticipated 3.1 million likely sales.                                                                                                         (continued next page) 

  Used Vehicles Anticipated Actual % Chng YTD YTD % Chng 

 Nov '07 Nov '06 07 v 06 cy2007 cy2006 07 vs. 06 

  Franchised Dealer Sales      1,111,900       1,022,068  8.8%      13,176,756         13,358,039  -1.4% 
  Independent Dealer Sales         951,000       1,017,499  -6.5%      12,086,436         12,758,379  -5.3% 

  Casual (Private) Sales      1,033,000       1,247,248  -17.2%      13,036,969         13,330,502  -2.2% 

  Sales      3,095,900       3,286,815  -5.8%      38,300,161         39,446,920  -2.9% 

 Franchised Independent Franchised Franchised Independent Independent 
 Asking Price Asking Price Trans Price % of Asking Trans Price % of Asking 

Full Year '06 $10,543 $9,211 $9,750 92.48% $8,492 92.19% 

Jan. '07 $10,347 $8,947 $9,631 93.08% $8,181 91.44% 

Feb-07 $10,183 $8,821 $9,181 90.16% $7,882 89.35% 

Mar-07 $10,206 $8,804 $9,220 90.34% $8,122 90.83% 

Apr-07 $10,341 $9,076 $9,501 91.88% $8,281 91.24% 

May-07 $10,562 $9,128 $9,697 91.81% $8,359 91.57% 

Jun-07 $10,681 $9,246 $9,868 92.39% $8,482 91.74% 

Jul-07 $10,493 $9,146 $9,617 91.65% $8,343 91.22% 

Aug '07 $10,438 $9,122 $9,638 92.34% $8,362 91.67% 

Sep-07 $10,422 $9,093 $9,600 92.11% $8,306 91.34% 

Oct-07 $10,405 $9,057 $9,636 92.61% $8,265 91.26% 

Nov-07 $10,438 $9,102 $9,683 92.77% $8,286 91.03% 

Nov-06 $10,582 $9,177 $9,749 92.10% $8,393 91.46% 

Percent Change Yr over Yr -1.36% -0.82% -0.67% 0.73% -1.28% -0.47% 

Dec-06 $10,384 $9,092 $9,560 92.06% $8,280 91.07% 

Month Over Month Price 0.3% 0.5% 0.5%   0.2%   

Day to Day Needs -- Jan '02 to Nov '07
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     Used sales by franchised dealers saw a significant increase over October 
the previous year and are likely to see a similar Year-Over-Year boost in No-
vember with 1.1 million sales. (See Doc 106m and table on previous page.) 
     Hard hit were independent dealers who saw their share of overall used 
sales plummet in October to barely 30 percent from a typical 32 percent.  
     But the real slam came to the private party used-car market. 
     A year ago, casual sales were responsible for 38 percent of used retail 
sales and that figure climbed to nearly 40 percent in February of this year. 
November, however, is tracking at barely 33.4 percent.  
     One reason: Many cash strapped consumers are selling their excess vehi-
cles to any dealer willing to give a reasonably fair price even though more 
could be gotten by selling in the private party market. 
      Franchised dealers, as CNW has reported in past issues, are concentrat-
ing on used cars as a source of profits as new-car sales decline and service 
business is crimped by longer-life vehicles requiring less maintenance.  
     Unfortunately for independent dealers, their franchised brethren are scour-
ing auctions and sucking up anything that might sell quickly and for a modest 
profit.  

 

More New Intenders Shopping Used 
     An interesting component in the used-car business is the shopper who is 
replacing a vehicle originally purchased new with a used model. In calendar 
year 2003, 11.6 percent of used-car shoppers were going to buy a pre-owned 
vehicle that would replace a car or truck purchased new. 
     The most recent data shows nearly 17 percent of used-car shoppers will 
replace a vehicle purchased new.  
     The share of used shoppers who are only looking for a used model has 
increased from 81 to 89 percent indicating decreasing willingness to 
cross over to a new car or truck regardless of the incentive level. 
     Equally interesting and supporting the data showing a decline in 
those shopping both new and used models is this: The share of 
shoppers  looking for one to four year old models doubled from 16 
percent in 2003 to 32.4 percent thus far in ’07. 
     Similarly, the per- centage of 
consumer who say they 
are looking for a “bridge” 
vehicle — one used for 
only a short  time — 
nearly doubled in the 
same time frame. 
 
CONTEXT: Overall, 
there were approximately 
43 million potential new-
car buyers in cy07. 
That’s the lowest level in 
years which has typically 
been in the 51 to 53 mil-
lion range. 
     Many of these poten-
tial new buyers have 
turned to the used-car 
market and they feel 
most comfortable (least 
uncomfortable) at a fran-
chised car dealership. 
     The franchised dealer 
body can expect such 
gains to continue as long 
as economic issues 
squeeze family budgets 
sending shoppers to the 
pre-owned market.  

 Document 129m                             cy07 July Aug Sept 
All Sales 1,315,446 1,485,466  1,322,638  

Percent Change v Previous Year -11.69% -0.15% -2.14% 

Fleet/Commercial Share of All Sales 30.64% 28.44% 28.16% 

Total Fleet (Monthly Approximates) 403,053  422,467  372,455  

Percent Change v Previous Year -14.5% -7.6% -13.7% 
Government Fleet 102,868  111,707  101,711  

Share Gov't of Total Sales 7.82% 7.52% 7.69% 

Percent Change v Previous Year 5.8% 7.0% 20.5% 

Small Business Fleet 89,845  96,704  81,078  

Share Small Business of Total Sales 6.83% 6.51% 6.13% 
Percent Change v Previous Year -5.9% -6.1% -4.7% 

Medium Business Fleet 81,689  91,356   80,152  

Share Medium Business of Total Sales 6.21% 6.15% 6.06% 

Percent Change v Previous Year -26.9% -24.2% -24.9% 

Large Business Fleet 128,651  122,699  109,514  

Share Large Business of Total Sales 9.78% 8.26% 8.28% 

Percent Change v Previous Year 14.8% -4.5% -25.1% 

Oct 
1,238,694  

1.78% 

27.93% 

345,967  

-10.7% 
98,105  

7.92% 

21.5% 

75,684  

6.11% 
-2.7% 

70,729  

5.71% 

-30.7% 

101,449  

8.19% 

-24.0% 

Doc 106m Franch Indep Casual 
Jan-06 34.91% 33.70% 31.39% 

 Feb 37.61% 33.91% 28.48% 
 March 37.23% 34.03% 28.75% 
 April 36.52% 34.18% 29.30%  
 May 36.04% 32.77% 31.19% 
 June 35.02% 31.47% 33.51% 
 July 32.64% 31.56% 35.80% 
 Aug 31.27% 31.41% 37.32% 
 Sept 31.47% 31.88% 36.65% 
 Oct 31.56% 31.92% 36.52% 
 Nov 31.10% 30.96% 37.95% 
 Dec 30.81% 30.53% 38.66% 

Jan-07 30.22% 31.48% 38.30% 
 Feb 30.14% 30.12% 39.74% 
 March 32.08% 31.79% 36.13% 
 April 34.22% 31.98% 33.80% 
 May 35.29% 31.88% 32.83% 
 June 35.53% 32.62% 31.85% 
 July 34.46% 32.21% 33.33% 
 Aug 34.23% 32.17% 33.60% 
 Sept 35.68% 30.56% 33.76% 
 Oct 35.88% 30.17% 33.95% 
 Nov est. 35.91% 30.72% 33.37% 

 Among Used Car Shoppers  
 Prev. New* New or Used Only Used 
 cy03 11.6% 18.8% 81.2% 
 cy05 9.1% 15.1% 84.9% 
 cy07 16.7% 11.4% 88.6% 
 *Replacing a vehicle that was purchased new 

Most interested in a vehicle this age:    
 1-4 yr 5-7 yr 8-12 yrs 13+ yrs 
  cy03 16.1% 12.3% 51.3% 20.3% 
  cy05 27.8% 13.1% 43.7% 15.4% 
  cy07 32.4% 13.4% 34.4% 19.8% 

Bridge Vehicle

18.1% 13.8%

34.2%

cy03 cy05 cy07



Month Over Month: Ford Racked Up Another Win 
     With an industry month-over-month sales decline of 6.3 percent, Ford once again showed excellent strength climbing 
3.6 percent above its September sales. This surpassed all other mass market automakers. Mercury’s car side had an ex-
tremely positive month, up 21 percent while Lincoln Car was up nearly 7 percent. This compares to an industry month-
over-month car decline of more than 8 percent. Hummer and Buick Car were down more than 20 percent while Scion was 
off about 17 percent. Trucks, in general, were off for most automakers. 

Document 115m Oct '07 v    Oct '07 v   Oct '07 v 
  Sept '07    Sept '07   Sept '07 

Ford car 9.8%  Toyota car -10.8%  Volvo car -7.8% 
Ford truck 0.4%  Toyota truck -3.7%  Volvo truck -7.4% 
Mercury car 20.9%  Lexus car -0.8%  Total Volvo -7.8% 
Mercury truck -1.2%  Lexus truck 1.2%  BMW car 16.0% 
Lincoln car 6.8%  Scion car, truck -17.2%  BMW truck -1.7% 
Lincoln truck 3.8%  Total Toyota car -10.3%  Bentley 152.7% 
Total Ford car 11.2%  Total Toyota truck -3.1%  Mini -16.4% 
Total Ford truck 0.5%  Total Toyota -7.3%  Land Rover 1.1% 
Total Ford 3.6%  Honda car -7.4%  Mercedes car 4.4% 
Chevrolet Car -16.0%  Honda truck -12.7%  Mercedes truck -5.1% 
Chevrolet Truck -2.6%  Acura car -16.0%  Rolls Royce 0.0% 
Pontiac car -18.8%  Acura truck -4.5%  Saab car -5.7% 
Pontiac truck -37.7%  Total Honda car -8.3%  Saab truck -8.7% 
Buick car -26.0%  Total Honda truck -11.7%  Jaguar car -2.9% 
Buick truck -2.3%  Total Honda -9.7%  Porsche car -0.3% 
Cadillac car 7.6%  Nissan car -19.3%  Porsche truck 23.6% 
Cadillac truck -1.5%  Nissan truck 2.1%  VW car -8.7% 
Saturn car -4.1%  Infiniti car -8.3%  VW truck -7.5% 
Saturn truck -14.4%  Infiniti truck 13.5%  Audi car and truck -7.5% 
GMC truck -0.9%  Total Nissan car -17.8%  Total VW car -8.2% 
Hummer -23.9%  Total Nissan truck 2.9%  Total VW truck -1.1% 
Total GM car -14.4%  Total Nissan -9.9%  Total VW -8.3% 
Total GM truck -3.9%  Mazda car -14.5%  Total Euro car -0.6% 
Total GM -8.2%  Mazda truck  -6.5%  Total Euro truck -2.1% 
Chrysler car -1.5%  Mitsubishi car -14.4%  Total Euro -0.9% 
Chrysler truck 12.6%  Mitsubishi truck -35.3%  Total Industry car -8.2% 
Dodge car -15.1%  Isuzu truck 1.9%  Total Industry truck -4.5% 
Dodge truck -11.6%  Subaru car -8.3%  Total Industry -6.3% 
Jeep truck -15.0%  Subaru truck -15.1%    
Total Chrysler car -9.1%  Suzuki car -18.3%    
Total Chrysler truck -9.1%  Suzuki truck -9.5%    
Total Chrysler -9.1%  Hyundai car  -1.4%    
Total Detroit 3 car -7.9%  Hyundai truck -19.7%    
Total Detroit Big 3 truck -4.0%  Kia car 4.1%    
Total Detroit Big 3 -5.3%  Kia truck 5.0%    

   Total Asian car -10.4%    
   Total Asian truck -5.8%    
   Total Asian -8.6%    

     Document 115m calculates 
the month-to-month changes in 
reported sales.  
     While year-over-year remains 
critically important, month-over-
month is weather, incentive and 
geographically more sensitive.  

Source: CNW Research 

Stability Returns to Transaction Prices 
     The third rail when looking at potential profitability of retail new-
car dealersips and automakers is the difference between MSRPs 
and Transaction Prices.  
     Why important? Average MSRPs can vary according to economic 
conditions and switches in consumer taste. For example, MSRPs 
increased dramatically when SUVs became all the rage. Average 
transaction prices give a glimpse into the revenue dealers are gener-
ating, but do little to explain if those revenues are profitable.  
     The difference between the two, however, can show how volatile 
the market is, if dealers and manufacturers are increasing or de-
creasing their profit busting incentive outlays. Transaction prices should be as close to MSRP as possible to generate the 
most profitable revenue. For example, Ferraris sell for virtually full MSRP while some budget cars are selling for as little as 
70 percent of MSRP.  
     For the past seven months, Average Transaction Price as a share of Average MSRP has remained relatively stable 
when compared to a few of the most recent years. Much of this stability can be traced to GM’s 2006 move to slash sticker 
prices and minimize incentives. As other automakers followed suit, stability to the entire industry followed. While not at opti-
mum levels — barely 80 percent — it is at least a good sign that automakers have finally reigned in wildly fluctuating incen-
tives. In time, when the economy rebounds, the gap should narrow. At 86 percent, profits could be significant. 

Page 4  

Transaction Price % of MSRP
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Attributes  
Considered  
Key by New 
Car Buyers 
     A low monthly pay-
ment, visibility from the 
driver’s seat and overall 
quality are the three most 
important attributes in a 
new car or truck according 
to more than 50,000 new-
vehicle shoppers.  
     In CNW’s ongoing 
“Important Attributes” 
study conducted since 
1989, some key shifts are 
noted. Back then, a low 
monthly payment was 
sixth among 56 measured 
attributes. Today’s eco-
nomic issues along with a 
broad choice of non-auto 
products vying for atten-
tion and dollars make low 
payments most important, 
displacing “visibility” as the 
number one feature, espe-
cially among women. 
     Ranked by largest in-
creases vs. 2006, an in-
car iPod or MP3 player 
link topped the 59 attrib-
utes with a 668 percent 
increase followed by an in-
car GPS or GPS link up. 
     Hybrid drive ranked 
third with a 52 percent 
increase. 
     In all three cases, the 
share of shoppers who 
consider these “extremely” 
or “very” important is rela-
tively low, but the rapid 
growth rate over such a 
short period of time is 
worth noting. 
 
CONTEXT: There are a 
number of interesting facts 
found in the data. First, anyone wondering why some products — such as the Dodge Magnum — have a surge of sales 
early in the life cycle that tapers off quickly can be found in the “visibility” responses. While those who buy early in a 
product’s life tend to be style and image oriented, subsequent buyers are usually more practical. The inability to easily 
see out the rear window from the driver’s seat — as in the Magnum — is sufficient reason to reject a product.  
     The second most telling fact found in the data can be seen in the lack of significant declines in virtually all of the at-
tributes. In other words, American new-car shoppers are looking for increasing content while still looking for a “low 
monthly payment.” More car for less money.  
     Worth noting is the increased interest in both fuel economy and hybrid drive systems. Even engine (ICE) design and 
“environmental design/engineering have seen significant increases over the years. 
     What are the low rate or declining attributes? At only 1.09 percent of shoppers saying body cladding is important, it 
ranks lowest of the 59 features, falling from a 1989 level of nearly 18 percent. See Document 491 for the full list.  
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  Sort Highest to Lowest Q1-3 '07 cy1990 cy1995 cy2000 cy2005 cy06 Q1-3 '07 07 v '06 

 Low monthly payments 79.4% 85.2% 81.6% 91.71% 95.27% 96.34% 1.12% 

 Visibility 95.2% 95.5% 95.2% 92.22% 92.44% 95.01% 2.78% 

 Overall Quality 89.7% 90.4% 90.4% 92.46% 92.74% 94.11% 1.48% 

 Overall exterior styling 89.3% 88.4% 88.1% 92.67% 92.88% 93.06% 0.19% 

 Manufacturer's reputation 86.1% 81.1% 88.6% 87.46% 90.72% 90.92% 0.22% 

 Low price compared to competition 73.9% 78.9% 74.3% 89.51% 89.24% 89.78% 0.61% 

 Overall status the vehicle projects 77.3% 74.5% 79.3% 89.37% 87.90% 87.24% -0.75% 

 Ergonomics (driver) 80.7% 83.7% 86.1% 85.19% 85.62% 85.66% 0.05% 

 Low sticker price or MSRP 72.3% 79.5% 73.4% 81.06% 80.97% 85.66% 5.79% 

 Resale Value 81.8% 80.2% 86.9% 80.37% 81.43% 83.27% 2.26% 

 Seating capacity  84.1% 86.5% 87.3% 80.22% 81.65% 81.93% 0.34% 

 Passenger protection 71.4% 68.8% 75.2% 82.69% 81.22% 81.34% 0.15% 

 Air bags -- front NA 77.9% 81.9% 81.23% 80.52% 80.32% -0.25% 

 Interior conveniences (e.g. cupholders) 56.2% 58.8% 63.5% 71.43% 71.56% 72.69% 1.58% 

 Sound system 57.1% 54.9% 52.4% 72.29% 68.22% 71.39% 4.65% 

 Ergonomics (passenger) 68.9% 63.9% 73.4% 68.21% 68.49% 68.14% -0.51% 
 Overall fuel economy 26.3% 27.2% 22.2% 61.28% 57.12% 65.91% 15.39% 

 Overall comfort and convenience 35.2% 36.4% 39.6% 63.92% 64.35% 64.77% 0.65% 

 Low APR 35.6% 43.1% 47.0% 67.24% 65.01% 62.75% -3.48% 

 Overall interior appearance 42.1% 36.9% 46.9% 56.54% 59.00% 62.46% 5.86% 

        

  Sort by % Change v '06 cy1990 cy1995 cy2000 cy2005 cy06 Q1-3 '07 07 v '06 

 iPod / MP3 Link NA NA NA NA 2.07% 15.91% 668.60% 

 GPS NA NA NA 1.31% 4.06% 11.72% 188.67% 

 Hybrid gas-electric powerplant NA NA NA 7.63% 8.92% 13.58% 52.24% 

 Entertainment Center NA NA 9.6% 22.26% 27.46% 32.11% 16.93% 

 Overall fuel economy 26.3% 27.2% 22.2% 61.28% 57.12% 65.91% 15.39% 

 Chrome exterior trim/accents  21.2% 14.4% 15.9% 11.91% 14.58% 16.74% 14.81% 

 Cellular phone / On Star or Similar** NA 18.7% 10.7% 8.29% 11.06% 12.21% 10.40% 

 Roadside Assistance insurance 4.7% 10.2% 14.4% 18.16% 19.99% 21.34% 6.75% 

 enviornmental design/engineering NA 2.2% 7.2% 24.46% 27.70% 29.51% 6.53% 

 Handling and Performance 35.6% 41.9% 41.5% 47.59% 51.96% 55.32% 6.47% 

 Overall interior appearance 42.1% 36.9% 46.9% 56.54% 59.00% 62.46% 5.86% 

 Low sticker price or MSRP 72.3% 79.5% 73.4% 81.06% 80.97% 85.66% 5.79% 

 Cast alloy or special wheels 28.2% 22.2% 28.1% 46.82% 51.26% 54.16% 5.66% 

 Engine design 35.6% 35.5% 35.8% 46.43% 48.73% 51.27% 5.21% 

 Air bags -- side NA NA NA 41.27% 43.98% 46.21% 5.07% 

 Low downpayment 41.2% 37.1% 34.8% 50.13% 53.06% 55.69% 4.96% 

 Higher Horsepower 37.7% 42.5% 37.6% 35.76% 42.39% 44.44% 4.84% 

 Sound system 57.1% 54.9% 52.4% 72.29% 68.22% 71.39% 4.65% 

 Four or all-wheel-drive 5.9% 16.2% 23.6% 23.67% 23.72% 24.72% 4.22% 

 Sunroof/moonroof  7.4% 8.2% 12.1% 21.11% 22.67% 23.61% 4.15% 



Asians’  
Incentive 
Spending 
Grows 
    In calendar year 2000, 
manufacturer incentive 
spending both direct to 
consumers and to dealers 
was overwhelmingly 
dominated by the Detroit 
brands.  
     Only 4.6 percent of all 
incentive dollars were 
from Asian automakers. 
     As the market became 
more competitive, the 
Japanese and Korean 
share of total incentive 
spending has seen signifi-
cant growth and now rep-
resent more than a third 
of all such spending as 
Detroit — especially GM 
— has pulled back. (For details, see Document 121m.) Note that CNW includes more than just cash incentives to con-
sumers in its calculations. It also adjusts for APR credit-score incentives, subvented leases, inventory subsidies, floor 
planning support and a host of other such sales-related spending. Request a complete list at mailroom@cnwmr.com. 
 
CONTEXT: There is a belief that some of the larger non-Detroit brands offer limited incentive dollars. That is patently 
incorrect. Many offer cash to dealers to be used to entice customers to buy while others offer local as well as national 
rate support programs that rarely get noticed outside of a particular region. And that’s just the tip of the iceberg. 
     As Asian automakers strive to increase market share and volume, they are relying more heavily than ever on com-
mercial and large fleet sales as well as richer consumer incentives.  
     Within the context of all spending, consumers not only need an excellent reason to buy a new big ticket item — some-
thing other than merely needing to replace a broken down relic — but they want a good deal to boot. The same mentality 
that provides WalMart with millions of customers has spread to virtually all purchases be it a stove, car, boat or ocean 
cruise. Additionally, incentive dollars are increasingly used to pay off a current vehicle’s remaining loan balance.  
 

Buy Here, Pay Here Climbs 
     As seen on Page 3, the share of used vehicles sought by used-car shoppers that are over 13 or more years old has 
grown in the past two years. In the most recent CNW survey, nearly 20 percent of used shoppers are looking for an older 
car or truck, up from 2005’s 15 percent but still below 2003’s 20.3 percent.  
     That, plus the potential for significant profits, has lead a growing number of franchised new car dealers to move into 
the Buy Here Pay Here business, typically with a lot off-location from their franchised store. While the numbers for true 
BHPH lots are small, they are growing steadily. In the first quarter of 2006, there were about 4,200 BHPH lots. Today 
there are 4,800. Those owned by franchised new-car dealers has grown from fewer than 370 to more than 475.  
     True BHPH lots carry their own paper, operate their own collections and rarely sell off their loan paper to third parties. 
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Monthly Sales with Incentives

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

cy
94

cy
96

cy
98

cy
00

cy
02

cy
04 F
05

A
05 J0
5

A
05

O
05

D
05

F
06

A
06 J0
6

A
06

O
06

D
06

F
07

A
07 J0
7

A
07

O
07

Big 3 Euro Asian

Month to Month Segment Share -- Economy Car

9.40% 9.11%9.61%9.59%
11.33%10.68%

9.37% 9.57%
9.77%

9.20%

January March May July September

Month to Month Segment Share -- Large SUV

2.97%
3.33%3.39%

2.97% 2.89%2.71%
3.35%3.01%

3.72%3.95%

January March May July September

Through October, Large SUVs have continued to gain market share (of total new-vehicle sales) while economy cars have remained 
on a downward trend. For more details, see CNWbyWEB.net Document 126m. Among the market segments seeing increases are hy-
brids, mostly on the back of commercial and government fleet sales and the continued addition of new models in the segment.   



LA Auto Show — Part 1:  
  Detroit Surprises Angelinos; But They Still Hesitate to Consider  
     It’s tough changing minds in the auto industry, especially when you’re in the competitions’ back yard. Detroit brands, 
especially General Motors, have seen progress in getting Angelinos to at least consider their offerings, but the numbers 
are still small. 
     In the days CNW spent interviewing visitors to this year’s LA 
Auto Show and holding focus groups, one clear trend came to 
light: In a matter of three years, GM, Ford and Chrysler each are 
beginning to receive a second look.  
     The vast majority of consumers who attend the show still come 
to see what’s in Japanese-brands’ display areas. But there was a 
significant decline, especially this year. About 58 percent of show 
visitors said their primary interest was Asian models, down from 
68 percent in 2004. 
     Meanwhile, Detroit grew to 16 percent from 2005’s 10 percent. 
That 60 percent increase may not cause cheers in Detroit, but it 
at least signals a possible end to their LA Drought.  
     European brands also edged up as the primary reason for at-
tending the show, moving from 2003’s 9 percent to this year’s 14-
plus percent. 
 
Post-Visit Brand Considerations 
     After walking the show and seeing new models, visitors 
showed both surprise and interest in General Motors’ products. 
Following the 2000 LA Auto Show, 11 percent said they would 
consider a GM car or truck. By 2005, that figure had slipped to 
less than 9 percent, but after this year’s event the share of visitors 
who said they would at least consider a GM vehicle climbed to 
more than 12 percent. (See table below.)  
     Again, the numbers aren’t dominant, but they are positive. 
     Ford has basically held its own, not bad considering the 
straights the company has been in since the Firestone-Explorer 
debacle. Chrysler continues to lose ground, falling to less than 7 
percent from a high-water mark of 12.7 percent in cy04. 
     The big dog in the fight continues to be Toyota with 57 percent 
of visitors saying they would consider one of the brand’s broad 
range of cars and trucks. But that number is 4-plus points lower 
than in 2004. Nissan is similarly down by nearly six points while 
Honda saw an uptick of more than a full point. 
     Hyundai and VW also declined over the past few years. 
 
Green Shoppers Go 
Toyota and Honda 
     In a state where green is 
the unofficial state color, Toy-
ota and Honda overwhelm the 
competitors when it comes to 
greenies’ next–vehicle consid-
erations. Both brands register 
better than 90 percent while 
Nissan comes in third among 
the Big Six. GM has made a bit 
of a dent collecting 10 percent of greenie possible considera-
tions while Ford gets 8.6 percent, Chrysler barely 2.2 percent. 
     For GM, “Green Car of the Year” for the Tahoe hybrid 
helped a touch and is likely to be the groundwork for future in-
creases. On the other hand, Toyota’s slight slip can be traced to 
the larger Tundra (not loved by greenies) and Sequoia as well 
as the company’s rejection of doing a plug-in hybrid Prius. 
 
CONTEXT: This one is simple. New products, well done, can 
start the reversal of perceptions. But it takes time, and lots of it. 
Month End Summary will continue this look at LA. 
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Primarily Came to See: Japanese Brands
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  (After visit) Would consider buying a vehicle 
from..     
 Toyota Nissan Honda GM Ford Chrysler VW Hyundai 
  cy00 51.6% 19.9% 27.6% 11.1% 10.4% 8.8% 13.6% 6.6% 
  cy01 53.2% 22.3% 27.7% 10.6% 10.7% 9.7% 12.2% 6.9% 
  cy02 56.1% 24.1% 27.2% 10.2% 10.9% 11.2% 12.5% 7.8% 
  cy03 58.8% 25.2% 28.1% 9.7% 10.7% 12.3% 10.1% 9.2% 
  cy04 61.4% 26.4% 27.7% 9.3% 10.3% 12.7% 10.6% 9.6% 
  cy05 59.9% 27.1% 28.2% 8.8% 10.2% 14.1% 9.9% 9.5% 
  cy06 59.4% 25.3% 28.4% 9.4% 10.3% 8.8% 9.7% 9.1% 
  cy07 56.7% 21.3% 29.9% 12.3% 10.1% 6.9% 9.8% 8.4% 
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Definitions of the above columns: “Line” is a reference and will be referred to in various stories and posts. “(Date) 1-15” are 
deliveries in this time period. Deliveries are the number of vehicles actually delivered to customers. Deliveries and Sales are not neces-
sarily the same. One (Deliveries) shows actual activity include vehicles sent to fleet customers. “Sales” are those reported by auto-
makers. Auto companies frequently include contracted-for sales such as to rental car companies in their sales data for the month the 
contract is signed even though the vehicles may not be delivered for months into the future. “Actual Sales (Date)” are manufacturer 
reported sales. “First 15 Days % Actual” shows the number of deliveries as a percentage of reported sales for that month. “(Date) 
Sales Extension” indicates the likely sales for the current month IF deliveries reflect sales share.  
 
“Detroit 3” are the historic “Big Three” automakers excluding the likes of Volvo, Jaguar, etc. Asian and European include foreign-
headquartered automakers as well as those owned in part or entirety by Detroit 3 automakers (e.g. Jaguar). 
 
“Lease Share” is the share of sales and/or deliveries through the date indicated. “Floor Traffic New” and “Floor Traffic Used” are 
CNW Indices with 1985 equal to “100”. 
 
“Avg. New MSRP” is the average sticker price of vehicles sold and/or delivered during the indicated time period. “ Discounts” in-
clude manufacturer incentives as well as dealer add-ins (such as cash discounts coming directly from the dealership’s gross profit; 
higher than book trade-in values, etc.). “Manufacturer Incentives” are those incentives as defined in CNW’s Incentive Document 
(email for a copy). “Dealer Incentives” are add-ins coming from the dealership’s gross profit. “Core Transaction Price” is the price 
of vehicles sold during the indicated time period after incentives but before finance charges. “% Mfg. Incentives of MSRP” is the 
percentage of the average MSRP that Manufacturer Incentives represent. “% Ttl Discounts of MSRP” is the  discount including both 
manufacturer and dealer rewards to customers for making the acquisition. 

 Line  Nov 1-15 Nov 1-15 % Chng Actual Sales First 15 Days Nov '07 

  cy2007 cy2006 07 v 06 Nov '06 % of Actual Sales 

1 New Cars      Nov '06 Extension 
2 Detroit 3 132,913  136,810  -2.8% 217,161  63.0% 210,975  

3 Asian 122,483  121,312  1.0% 272,751  44.5% 275,384  

4 European 40,691  37,269  9.2% 84,169  44.3% 91,897  

5 Ttl Pass. Cars 296,087  295,391  0.2% 574,081  51.5% 578,256  

6 New Trucks          

7 Detroit 3 224,134  228,418  -1.9% 404,652  56.4% 397,063  

8 Asian 63,951  63,357  0.9% 209,834  30.2% 211,801  

9 European 4,713  4,648  1.4% 19,414  23.9% 19,685  

10 Ttl Lt. Trucks 292,798  296,423  -1.2% 633,900  46.8% 628,549  

11 Ttl Industry 588,885  591,814  -0.5% 1,207,981  49.0% 1,206,806  

12  Nov 1-15 Full Nov % Chng Prev Mo Prev Mo % Chng 

13  cy2007 cy2006 07 v 06 cy2007 cy2006 07 v 06 

14 Lease Share 27.4% 27.2% 0.7% 27.1% 26.4% 2.7% 

15 Floor Traffic - New 113.1 113.8 -0.6% 110.96 116.4 -4.7% 

16 Floor Traffic - Used 77.74 95.09 -18.2% 80.27 100.12 -19.8% 

17  Nov 1-15 Full Nov % Chng % Chng   
18  cy2007 cy2006 Same Mo 06 Prev Mo   
19 Avg. New MSRP $32,953 $33,592  -1.9% 3.39%   
20  Discounts $6,373 $6,352  0.3% 3.82%   
21 Manufacturer Incentives $4,228 $4,125  2.5% 3.56%   
22 Dealer Incentives $2,145 $2,227 -3.7%     
23 Core Transaction Price $26,580 $27,240 -2.4% 3.29%   
24 % Mfg Incentive of MSRP 12.83% 12.28% 4.5%     
25 % Ttl Discounts of MSRP 19.34% 18.91% 2.3%     

Back Page: Monthly Statistics, Projections 


