
AU T O M O T I V E  B R A N D 
R E T E N T I O N  A N D 
D E F E C T I O N  R E P O R T : 
Understanding Your Opportunit ies for  Conquest

855.NKD.LIME  |  nakedlime.com  |  info@nakedlime.com

2 0 1 9

NA K E D L IME M A R K ET I NG



TABLE OF CONTENTS

Introduction    3

Research Methodology   4

Retention by Brand – overview  5

Conquest by Brand – analysis 6

Trucks – overview   8

Trucks – analysis	   9

Final Thoughts   10

2019	Make	Retention	
and	Defection	Report

2



INTRODUCTION

It hardly needs to be said that customer 
retention should be a top priority for 
dealerships of every brand. On average, 
it costs five times more to acquire a new 
customer than it does to earn repeat 
business from an existing customer.*

Despite this fact, there are unavoidable 
disparities in the retention rates of various 
automotive brands. Understanding the 
“how and why” of these disparities is critical 
for automotive retailers of every stripe to 
enact a winning strategy for targeting and 
conquesting customers.

Consider that every dealer, every geo- 
graphic area, and every customer base is 
unique—and usually in ways that you, at the 
local level, are best equipped to recognize 
and address.

If that’s the case, then ongoing analysis of 
this information along with layers of other 
transactional, behavioral, and demographic 
information, are tremendously important to 
win loyalty in today’s non-loyal market.

*	Invesp
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RESEARCH METHODOLOGY

All data tables illustrating retention and defection rates on the 
following pages were created by comparing the makes of purchased 
vehicles to the make(s) of vehicles traded in as part of that deal.

Data for the following makes is included:

The results presented in the following pages are actual results 
covering all major original equipment manufacturers (OEMs). 

However, it’s worth noting that results are influenced by the  
dealerships included, meaning some OEMs might be over- or  
underrepresented relative to their overall market share. All data 
tables include only makes that accounted for at least 1 percent of 
purchased vehicles for each trade-in brand.

The retention rate associated with each currently sold make is given 
along with its margin of error, which was calculated based on a 95 
percent confidence level. If we treat the deals used as a random 
sample, every make, with the exception of Alfa Romeo, had sufficient 
data to create a valid confidence interval for the retention rate.

*	Sample	sizes	are	too	small	to	accurately	calculate	margin	of	error.
^	The	margins	of	error	for	these	makes’	estimated	retention	rates	are	greater	than	3	percent		
			due	to	small	sample	sizes.

Acura Ford Mazda 

Alfa Romeo* GMC Mercedes-Benz

Aston Martin^ Honda Mini

Audi Hyundai Mitsubishi

Bentley^ Infiniti Nissan

BMW Jaguar Porsche

Buick Jeep RAM

Cadillac Kia Rolls Royce^

Chevrolet Lamborghini^ Smart

Chrysler Land Rover Subaru

Dodge Lexus Toyota

Ferrari Lincoln Volkswagen

Fiat Maserati^ Volvo
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RETENTION BY BRAND – OVERVIEW

Purchased Make Retention  
Percentage Purchased Make Retention  

Percentage

1  FERRARI 74.3% (±2.9%) 21  LAND ROVER 34.3% (±0.9%)

2  LAMBORGHINI 64.5% (±5.2%) 22  ACURA 33.2% (±0.4%)

3  HONDA 56.2% (±0.2%) 23  MASERATI 33.1% (±3.1%)

4  PORSCHE 54.4% (±0.9%) 24  JEEP 33.0% (±0.3%)

5  LEXUS 53.9% (±0.4%) 25  VOLKSWAGEN 31.4% (±0.3%)

6  TOYOTA 50.8% (±0.2%) 26  RAM 29.7% (±0.7%)

7  AUDI 47.4% (±0.5%) 27  VOLVO 24.9% (±0.5%)

8  ROLLS ROYCE 47.0% (±9.1%) 28  FIAT 24.1% (±1.4%)

9  HYUNDAI 46.1% (±0.3%) 29  SMART 24.0% (±2.4%)

10  ASTON MARTIN 45.2% (±4.4%) 30  DODGE 23.8% (±0.2%)

11  SUBARU 44.9% (±0.4%) 31  MINI 23.4% (±0.7%)

12  BMW 42.2% (±0.3%) 32  MAZDA 23.3% (±0.3%)

13  MERCEDES-BENZ 41.5% (±0.4%) 33  BUICK 22.8% (±0.4%)

14  NISSAN 40.7% (±0.2%) 34  JAGUAR 22.5% (±1.0%)

15  KIA 39.8% (±0.4%) 35  LINCOLN 20.7% (±0.6%)

16  FORD 39.7% (±0.2%) 36  MITSUBISHI 17.1% (±0.5%)

17  BENTLEY 37.9% (±4.1%) 37  ALFA ROMEO 17.0%

18  CHEVROLET 37.7% (±0.2%) 38  INFINITI 15.1% (±0.4%)

19  CADILLAC 36.1% (±0.4%) 39  CHRYSLER 15.1% (±0.3%)

20  GMC 35.0% (±0.3%)
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The first and most obvious takeaway from 
our retention and defection numbers is that 
exotic, luxury, and highline brands enjoy the 
highest rates of retention, with seven of the 
top 10 OEMs consisting of such brands.

The three notable 
exceptions to this trend 
are Honda, Toyota, and  
Hyundai, which boast 
retention rates of 56.2 
percent, 50.8 percent, and 
46.1 percent, respectively. 

Illustrating luxury brands’ 
retention advantage even more, consider 
that only three of the top 10 brands feature 
a vehicle in their lineup with a starting price 
under $32,000.

However, these takeaways also beg the 
question: With even the best brands 
retaining barely half their customers, which 
brands should you be looking at in terms of 
customer targeting and conquest? Awareness 
of retention risk is valuable, but the truly 
actionable insight is knowing where to look 
for new sources of revenue.

Through closer analysis of our more granular 
retention and defection data, we have  
successfully identified what we call our  
“conquest data;” the percentage of custom-
ers from competing brands (occasionally 
from the same manufacturer) who are going 
on to buy or lease your brand after trade-in.

This is the number you want to grow, and 
these are the customers you want to target 
to make an impact.

CONQUEST BY BRAND – ANALYSIS
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Premium Brands

For premium brands of a manufacturer 
employing a step-up brand strategy—they 
offer different brands at different luxury 
segments—our analysis of the data suggests 
the best path forward in terms of customer 
conquest is to target same-manufacturer 
mainstream brands.

Examples of this principle in action include:

• 30.2 percent of Acura buyers trade in 
 a Honda vehicle. 

• 25.8 percent of Cadillac buyers trade in  
a Chevrolet, Buick, or GMC vehicle.

• 11.9 percent of Lexus buyers trade in  
a Toyota vehicle.

These rates are all significantly higher  
than the rates of conquesting any other 
premium brand. 

Mainstream Brands

While the issue of retention rates is more 
complicated for mainstream brands than for 
luxury brands, mainstream brands still have 
conquest opportunities—they just aren’t as 
narrowly focused.

Instead, mainstream brands must compete 
with broader market segments due to less 
customer exclusivity than premium brands.

Examples include:

• 37.3 percent of GMC buyers trade in  
a Chevrolet, Ford, or Honda vehicle.

• 34.1 percent of Nissan buyers  
trade in a Honda, Ford, Chevrolet,  
or Toyota vehicle.

• 26.5 percent of Ford buyers trade in  
a Chevrolet, Honda, Dodge, or  
Toyota vehicle.

As with premium brands, once a dealer 
has access to the relevant data, the most 
logical targets for customer conquest reveal 
themselves. For mainstream brands, those 
targets overwhelmingly derive from the 
other mainstream brands in the industry.

CONQUEST BY BRAND – ANALYSIS (cont.)
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TRUCKS – OVERVIEW

Percentage of vehicle makes purchased by 
customers trading in a Chevrolet or GMC 
truck (Silverado, Sierra, C/K), with an error 
margin of 0.3 percent:

 

Percentage of vehicle makes purchased  
by customers trading in a Ford Truck  
(F-Series, Super Duty), with an error margin 
of 0.3 percent:

 

Percentage of vehicle makes purchased by 
customers trading in a Dodge or RAM truck 
(Ram, excluding ProMaster), with an error 
margin of 0.4 percent:

*	Refers	specifically	to	Ford-branded	trucks.
^	Refers	to	vehicles	produced	by	the	Ford	Motor	Company,	which	includes	Lincoln	and	Mercury.

Purchased Vehicle Percentage
Chevrolet/GMC Truck 51.7%
Other Brand 14.9%
Other GM Vehicle 12.4%
Ford Truck* 8.3%
RAM/Dodge Truck 6.1%
Other FCA Vehicle 4.4%
Other Ford Vehicle^ 2.2%

Purchased Vehicle Percentage
Ford Truck* 45.8%
Other Brand 17.5%
Chevrolet/GMC Truck 10.4%
Other Ford Vehicle^ 9.1%
RAM/Dodge Truck 7.1%
Other GM Vehicle 5.1%
Other FCA Vehicle 5.0%

Purchased Vehicle Percentage
RAM/Dodge Truck 41.3%
Other Brand 17.5%
Other FCA Vehicle 12.3%
Chevrolet/GMC Truck 10.3%
Ford Truck* 9.8%
Other GM Vehicle 5.6%
Other Ford Vehicle^ 3.1%
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TRUCKS – ANALYSIS

Our takeaway from analyzing retention  
rates for trucks alone is simple: Truck buyers 
stay truck buyers. 64 percent of customers 
who traded in a truck went on to purchase  
another truck, regardless of brand.

As with our analysis of 
luxury brand retention 
rates, this conclusion 
seems fairly intuitive, as 
truck buyers are quite 
often buying trucks spe-
cifically because of the 
unique workload utility 
they offer that other 
vehicle classes don’t.

Customers trading in Chevrolet and GMC 
trucks were most likely to stay within the 
same brands, as 51.7 percent went on to 
purchase another Chevrolet or GMC truck. 

Ford trucks claimed the second-highest 
retention rate, at 45.8 percent, followed by 
Dodge and RAM at 41.3 percent.

Additionally, customers trading in Chevrolet 
or GMC trucks showed the highest brand loy-
alty overall, regardless of whether their next 
vehicle was a car, truck, or SUV. 64.1 percent 
of these customers purchased a GM vehicle. 
Brand loyalty was lower for customers trad-
ing in Ford trucks, Dodge trucks, or RAMs. 
54.9 percent of customers trading in a Ford 
truck went on to purchase a Ford or Lincoln 
vehicle of any type, while 53.7 percent of 
customers who traded in a Dodge truck or 
RAM bought another FCA-branded vehicle.

When it comes to trucks, retention  
essentially boils down to targeting and  
conquesting the customers of the other  
two major OEMs in this vehicle class.
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FINAL THOUGHTS

By understanding the disparities in retention 
rates among competing automotive brands, 
dealers equip themselves to better target 
and conquest the customers of their closest 
competition.

Base your long-term retention and conquest 
strategy on a data-driven approach, and 
you’ll find new ways to win in today’s non-
loyal market.

Choose today to leverage the knowledge and 
expertise of a marketing partner who brings 
just this kind of insight and analysis—the 
kind that creates successful approaches to 
automotive retailing.
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About Naked Lime Marketing
Naked Lime Marketing knows what it takes to help 
dealers execute a comprehensive marketing strategy—
it’s what we are built to do.

Since no two dealerships are alike, we provide a 
certified specialist who will develop and execute a co-
hesive, customized market strategy for your business.

Every day, we deliver fresh and innovative marketing, 
advertising, and web services that help automotive 

dealers turn the heads of consumers and inspire 
consumer loyalty at every point in the retail process. 
Those services include equity mining, market 
strategy, digital advertising, reputation management, 
SEO, social media management, targeted marketing, 
and websites.

We’re in the business of exceeding expectations for 
our customers—and for our customers’ customers. 
And, we deliver results.
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