
 

Article No. 6706 
Available on www.roymorgan.com  

Link to Roy Morgan Profiles 

 

Roy Morgan Research Ltd. A.B.N. 91 007 092 944 Quality System Certified to AS/NZS ISO 9001 
401 Collins Street, Melbourne, Victoria, 3000 – GPO Box 2282U, Melbourne, Victoria, 3001, Australia 

Tel: (03) 9629 6888 Fax: (03) 9629 1250  (03) 9224 5387  melbourne@roymorgan.com   www.roymorgan.com 

FO
R

 IM
M

ED
IA

TE
 R

EL
EA

SE
  

Monday, 7 March 2016 

New car market starts 2016 with intention uptick  

2,210,000 Australians intend to buy a new car sometime before 2020—including 585,000 hoping to 

be huffing that new car smell by the end of 2016, the latest automotive currency data from Roy 

Morgan Research shows. 

The number of Australians who intend to buy a new car in the next four years recovered slightly 

over the summer after decreasing throughout most of 2015. Four-year intention is now back above 

the long-term average since 2002.   

Near-term intention to buy a car in the next 12 months also showed signs of recovery in the last 

two months after weakening from June to November last year.  

 

New car buying intentions 

 
Source: Roy Morgan Single Source (Australia), January 2002 – January 2016, rolling monthly average 

quarterly sample n=13,405 Australians 14+ 

Jordan Pakes, Industry Director -- Automotive, Roy Morgan Research, says: 

“In line with sales according to VFACTS, car buying intentions have increased in January – 

with around 2.21 million Australians in the market for a new car privately in the next four 

years. This is marginally down on 12 months ago, but remains above the long term average 

of 2.13 million.   
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“Around 30% of Australia’s new car intenders plan to buy either a Toyota or Mazda in the 

next four years—up almost 3% points compared with a year ago. So although there are still 

slightly fewer intenders in the market overall, these top two makes have actually gained 

around 50,000 potential buyers between them. Other volume makes with more potential 

buyers now than a year ago include Ford and Hyundai. 

“Helix Personas gives auto companies, agencies and marketers a way to segment the 

market based on in-depth geo-psychographic profiles—so each potential buyer can be 

better understood and more accurately targeted.” 

For comments or more information about Roy Morgan Research’s automotive data, please 
contact: 

Vaishali Nagaratnam 
Office:  +61 (3) 9224 5309 
Vaishali.Nagaratnam@roymorgan.com 

Related research findings 

Purchase from our extensive and detailed range of Roy Morgan new car intender profiles by make, model and segment 
covering brands like Honda, BMW, Holden, Mazda, Ford, Mercedes-Benz, Subaru, Mitsubishi, Nissan and Volkswagen. 

Learn more about how Helix Personas can help your business. 

About Roy Morgan Research 

Roy Morgan Research is the largest independent Australian research company, with offices in each state of Australia, as 
well as in Indonesia, the United States and the United Kingdom. A full service research organisation specialising in 
omnibus and syndicated data, Roy Morgan Research has over 70 years’ experience in collecting objective, independent 
information on consumers. 

Margin of Error 

The margin of error to be allowed for in any estimate depends mainly on the number of interviews on which it is based. 
Margin of error gives indications of the likely range within which estimates would be 95% likely to fall, expressed as the 
number of percentage points above or below the actual estimate. Allowance for design effects (such as stratification and 
weighting) should be made as appropriate. 

Sample Size Percentage Estimate 

 40%-60% 25% or 75% 10% or 90% 5% or 95% 

5,000 ±1.4 ±1.2 ±0.8 ±0.6 

7,500 ±1.1 ±1.0 ±0.7 ±0.5 

10,000 ±1.0 ±0.9 ±0.6 ±0.4 

20,000 ±0.7 ±0.6 ±0.4 ±0.3 

50,000 ±0.4 ±0.4 ±0.3 ±0.2 

 

mailto:melbourne@roymorgan.com
http://www.roymorgan.com/
http://helixpersonas.com.au/
mailto:Vaishali.Nagaratnam@roymorgan.com
http://www.roymorganonlinestore.com/Browse/Australia/Automotive/Intention-to-Purchase.aspx
http://www.roymorgan.com.au/products/helix-personas

