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FOREWORD

Indian pre-owned vehicle market is at an interesting stage of
evolution. Everything around us is changing – consumer
preferences, purchase behaviour, business and funding
environment and operating practices. The past two years have
seen a coming of age of sorts for the industry, with testing of
new business models, launch of new vehicle categories and
rise of innovative approaches to solving problems long
regarded as intractable. As a relatively new entrant to this
vibrant industry, the best description of the pre-owned market
was given to me by a friendly industry veteran during my round
of induction – ‘It’s at crossroads.’
And so it is. There are so many foundational elements that
have been put in place – pricing engines, online platforms,
retail networks, and a well-oiled enterprise value chain. Equally
however, several problems still remain unsolved, particularly to
address low ﬁnance penetration, sub-optimal online-oﬄine
integration, and most importantly, low consumer conﬁdence.
The evolving consensus seems to be that the winning model in
this space is the one that shares three key characteristics – it’s
transaction-led, full stack (retail and enterprise) and
omnichannel (online and oﬄine).
It is against this backdrop that I am delighted to present the 3rd
edition of the IndianBluebook India Pre-Owned Car Market
Report. This report has three parts. The ﬁrst part provides an
update on the industry, key statistics and the underlying

factors driving the evolution. The second part is the ﬁrst
in-depth, deﬁnitive consumer study in the industry in about a
decade, where an eﬀort has been made to understand in detail
the proﬁle of customers buying and selling pre-owned
vehicles, their primary motivations and key concerns. This
exclusive
study was
done with
PremonAsia,
a
consumer-insight based consulting ﬁrm based out of
Singapore and India, which had incidentally also worked with
us in 2009 to proﬁle the emerging pre-owned consumer then.
An interesting, though not unexpected shift is the impact of
technology in the consumers’ decision-making process, with
price transparency and ease of vehicle discovery creating new
‘trusted’ channels in the pre-owned car ecosystem. The third
part of our report explains, for the ﬁrst time, workings of the
wholesale pre-owned vehicle ecosystem, especially Auctions
and Inspections.
We hope that this edition of IndianBlueBook India Pre-Owned
Car Market Report will be useful to all stakeholders and
promote the cause of rapid organization of the industry and
scaling up of participants therein.

Ashutosh Pandey
MD & CEO
Mahindra First Choice Wheels Ltd.
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PRE-OWNED CAR MARKET IN INDIA – FY19 UPDATE
This section gives an overview of the pre-owned car market in India. It also covers
other relevant aspects, such as supply issues, dealer productivity and in ﬁnance
for pre-owned cars.

INDIA PRE-OWNED CAR MARKET: SIZE OF THE OPPORTUNITY

FOR SALE

FOR SALE

FOR SALE

FOR SALE

FOR SALE

FOR SALE

FOR SALE

• Pre-owned car market has grown steadily

in FY19, it has crossed the 4 million
unit mark and is 1.2x the size of new car
market

• The industry is seeing tail winds post the
rationalization of GST to

12-18%* and

New car market
(in million units)

is seeing increased investments across the
value chain from procurement to retail

3

3.4

FY17

FY19**

Pre-owned car market
(in million units)
3.6

FY17

4

FY19

1
*Depending on the category of the car **Sales data FY19, Source : SIAM

INDIA PRE-OWNED CAR MARKET: MARKET LANDSCAPE
Pre-owned car market in India

• If one looks at the shift in the market
composition in the past decade, one
would observe that the organized

40%

channel of the pre-owned car market

15%

has almost doubled its share from 10%
to 18%, from FY11 to FY19

• The major movement in this period

has happened from C2C (Customer to

32%

FOR SALE

30%

10%

FY11
20%

18%

32%
FOR SALE

FY17

FOR SALE

FY19

36%
16%

17%

34%

Customer) and unorganized to other
channels, thereby making the dealer
(organized, semi-organized) an important

Organized

C2C

Unorganized

Semi-organized

cog to enable the transaction closure

*Organized dealers operate out of showrooms akin to those of new car dealers
Semi-organized dealers operate out of a physical place of business, such as a garage or mechanic shop
Unorganized dealers are “brokers” or “commission agents” with no physical place of business
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INDIA PRE-OWNED CAR MARKET: STAGE OF THE MARKET AND ROLE OF DIGITAL

• The organized

market is the
fastest growing channel and is

reaping beneﬁts of the changing
customer preferences and belief systems

Over 170 million pre-owned
car queries in FY19

Tamil Nadu, Maharashtra,
Karnataka and Kerala contribute
to over 55% of pre-owned car queries

Over Rs. 5,000 crores investment
in the new age digital companies
since FY15

• Though small, the organized channel is
competitive, with players oﬀering new

PHYSICAL MARKET

age solutions across the physical and

digital plane for buyers and sellers

• The role of digital in pre-owned car
transactions has been profound, which is
seen in the rapid increase in pre-owned
car-related search queries that stand at
over 170

SELLER

BUYER

million in FY19

• Over the past 4 years, the investment in
companies in this sector has also been
to the tune of over Rs.

5,000 crores
DIGITAL MARKET

3

New age solutions
across spectrum

INDIA PRE-OWNED CAR MARKET: DEMAND VS. SUPPLY

kms run (in 000s) at time of transaction (FY19)
35%

33%
20%
• Over 50%

of cars sold in the

4%

pre-owned car market are retail worthy

in FY19

33%

18%

17%

8%

3%

< 20

• This is much higher than what it was a

20-40

29%

40-70

70-100

Buyer of pre-owned car

Seller of car

>100

decade back and is continuing to
increase

Vehicle age (FY19)

• The key contributor to propel this is
owing to newer launches in the

mid-to-premium new car segments

46%

45%

the reduced replacement cycle of cars

35%
27%

19%

1 to 3 years

4 to 5 years

Buyer of pre-owned car

28%

6 to 8 years
Seller of car

4
Source : IBB-PremonAsia Pre-owned car study, 2019

INDIA PRE-OWNED CAR MARKET: UNDERSTANDING DEALER ECONOMICS
Types of dealers across India

9%

• Dealer footprint across India has reduced
due to macroeconomic factors, especially

11%

29,530

28,760

50%

41%

45%

44%

aﬀecting unorganized dealers. However,
organized dealers continue to grow at

19% YOY

• The gap in productivity between

organized and semi-organized market

FY17

FY19

Organized dealers

Semi-organized dealers

Unorganized dealers

encourages dealers to move to an
organized set-up

Average volume sold by
dealer per month:

8

5

Average volume per dealer per
month across segments
FOR SALE

FOR SALE

FOR SALE

FOR SALE

FOR SALE

FOR SALE

FOR SALE

Organized: 19

Semi-organized: 10
Unorganized: 4

INDIA PRE-OWNED CAR MARKET: THE ROLE OF FINANCE

75%
17%
• Finance penetration in pre-owned
cars is at 17%

currently with a lot of

headroom for growth

• The average disbursement value is

The ﬁnance penetration of pre-owned cars
is 17% while that of new car is 75%

Rs. 3.4 lacs which is 75-80%

Ease of ﬁnance
Organized > Semi-organized > Un-organized > C2C

Share of pre-owned car ﬁnance FY17-FY19

of the LTV
• An attractive ﬁnance product would give
ﬁllip to ﬁnance penetration since
majority of transactions are at

<Rs. 3 lacs

45%

FY17

55%

47%

Non-Metro

FY19

53%

Metro
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THE PRE-OWNED CAR BUYER
This section deﬁnes a typical pre-owned car buyer, followed by presenting
a quick proﬁle of the cars bought. Consequently, we get to understand the
critical factors that govern the car’s purchase and conclude this section
with an understanding of the growth of pre-owned car eco system.

AN

EXCLUSIVE
CONSUMER
STUDY

THE PRE-OWNED CAR BUYER: UPWARD MOBILITY FROM TWO-WHEELERS

• A pre-owned car traditionally opens the
door for two-wheeler owner, looking to
upgrade to a four wheeler
•

Over 85% choose a pre-owned
car as a stepping stone to progress
towards a

•

new car

85%

of car buyers used
a two-wheeler to meet their
commuting needs

Key reasons for purchase

15% consumers, classiﬁed as value
seekers, continue to buy pre-owned
cars, as they have a rational approach
towards car ownership

• The movement of two-wheeler

owners to pre-owned car owners
and increased composition of value
seekers would fuel the growth of the

62%

Aﬀordability

23%

Short-term
purchase

15%

Value seeker

pre-owned car industry

7
Source : IBB-PremonAsia Pre-owned car study, 2019 (N= 866)

THE PRE-OWNED CAR BUYER: PROFILE OF CARS BOUGHT
50%

Hatchback A

93%

• Given that pre-owned car purchase is

BUYER

driven by aﬀordability and a majority of
them are ﬁrst time car buyers,
preference towards entry-level

hatchbacks and sedans is seen
•

25%

25%

Sedan B

Over 75% of pre-owned car
purchases comprise hatchbacks and
sedans, which are similar to the

C & Higher Segment

Vehicle age

new car market

km run (in 000s) at time of sale

45%

• The cars bought are pre-dominantly

from ﬁrst owners with 72% of them

being less than 5 years

of customers
buy cars
from their
ﬁrst owners

27%

33%

28%

of age

35%

20%
8%

4%
1 to 3 years 4 to 5 years 6 to 8 years

< 20

20-40

40-70

70-100

>100
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Source : IBB-PremonAsia Pre-owned car study, 2019 (N= 866)

THE PRE-OWNED CAR BUYER: CRITICAL FACTORS OF PURCHASE
The top 3 critical factors while considering
the purchase of a pre-owned car
• A pre-owned car buyer tends to be
steadfast, with over 40%

buyers

sticking to a preferred model from
research to purchase. Hence, availability
of the preferred model becomes the key
enabler to choose the purchase channel

Brand/model of the car

Price of the car

Condition of the car

• Similar unwavering persistence is seen
in the budget-to-purchase segment
with over 55%

buyers tending to

stick to and limit the options within
the budget
• Trust emerges from experiencing the
vehicle and kicking

the tires at

Purchase considerations when a pre-owned car
buyer ﬁrst started looking to buy
55%

I had a budget in mind and I was open to a range of models that ﬁtted my budget

40%

I only wanted this particular model and did not look for anything else

5%

I was open to increasing my budget if I got a better condition/higher grade car

physical outlets. Hence, a good
consumer experience at dealerships
forms a critical piece for completing
the sale

9
Source : IBB-PremonAsia Pre-owned car study, 2019 (N= 866)

THE PRE-OWNED CAR BUYER: STEPS TO PURCHASE
Activities undertaken (Multiple-responses)
64%

FY09

• Given that the condition of the vehicle is
a key purchase criterion a pre-owned car

51%

FY19
Had known mechanic examine the vehicle

buyer conducts multiple assessments to
ascertain the condition

61%

FY09

• More than test-driving a vehicle,
buyers rely on having a mechanic or
friend/family member evaluate it,

FY19

47%

FY09

46%

Had friend/relative examine the vehicle

which has been true over the

last 10 years

• However, the number of consumers
who are paying for an expert evaluation

44%

FY19
Test drive

has jumped 3 times from 10% to 29%,

from FY09-FY19, indicating the

FY09

opportunities for organized certiﬁed

FY19

pre-owned market

10%
29%

Paid an expert to evaluate the vehicle
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Source: IBB-PremonAsia Pre-owned car study, 2009 (N= 478), IBB-PremonAsia Pre-owned car study, 2019 (N= 866)

THE PRE-OWNED CAR BUYER: KEY INFLUENCERS OF PURCHASE
Information sources used to decide the brand of car in FY19
(Multiple-responses)

Recommendation from friends/relatives

47%

Visiting mechanics/local garage

44%

Visiting pre-owned car brokers

25%

Internet ads/classiﬁeds

20%

Special automotive supplements

18%

Automotive magazines

17%

Visiting pre-owned car dealers

16%

TV & Radio Ad

15%

Pre-owned classiﬁeds (Print)

13%

• Car purchase tends to be episodic but
highly intense, with friends

and
family playing a crucial role beyond

the traditional media channels, including
digital, in deciding the preferred model
•

Spouse plays a vetoing role in
concluding the car purchase

• Though the online

classiﬁeds have

grown, they primarily act as an
information resource

Visiting ﬁnance companies

9%

Key inﬂuencers of purchase decision

41%

Spouse

24%

Friends

20%

Parents

15%

Others

11
Source : IBB-PremonAsia Pre-owned car study, 2019 (N= 866)

THE PRE-OWNED CAR BUYER: MATURING PRE-OWNED CAR ECOSYSTEM
Purchase initiations
• With the demand for pre-owned cars
rising, the pre-owned car ecosystem
continues to grow. This has attracted
multiple players to systematize the
unorganized market

62%
FY09

30%

Known Individual

FY19

3%
FY09

20%
Organized Dealers

FY19

• Internet’s growth has opened a new
channel for sales initiation
• The number of organized dealers has
also grown tremendously in the last
decade. This trend coupled with the
growth in internet in India, has enabled

35%
FY09

32%
Others

FY19

0%
FY09

18%
Online Portal

FY19

better reach for the organized dealers
and has ensured price discovery
• Hence, even among those who did not
initiate their purchase online, about

60% researched online during the
purchase process

12
Source : IBB-PremonAsia Pre-owned car study, 2009 (N= 478), IBB-PremonAsia Pre-owned car study, 2019 (N= 866)

THE CAR SELLER
This section deﬁnes a typical car seller, followed by presenting a quick proﬁle of
the cars sold. Thereafter, we get to understand the critical factors that govern the
car seller's decision process and its impact on the pre-owned car market

AN

EXCLUSIVE
CONSUMER
STUDY

THE CAR SELLER: UPGRADING TO A BETTER CAR IS A KEY REASON FOR SALE

7%

Top reasons for selling a car

7%

I wanted to upgrade to another car

8%

• A car is not only a mobility option but
also a lifestyle statement. Therefore,
with time, as owners’ aspirations grow,

40%

11%

My car had become old and started giving problems
I replaced my current car with a pre-owned car
I usually change cars every few years
The fuel eﬃciency of my car was dropping

11%

I have another car in the household

16%

Others

they sell their car and upgrade to
a higher segment, be it new or
pre-owned car
• Owners also sell their car when it starts
wearing out and/or becomes less fuel

12%

Key inﬂuencers of a seller

10%

33%

Friends

eﬃcient
• Since a car is a key household asset,
its sale is signiﬁcantly inﬂuenced by
spouse, friends and family

Spouse
Parents

18%

None

27%

Others

13
Source : IBB-PremonAsia Pre-owned car study, 2019 (N= 739)

THE CAR SELLER: SUPPLY OF RETAIL-WORTHY CAR LIMITED

75% of cars sold are
in Segments A & B

Average price of a car sold

is Rs. 3.1 Lacs

• Over 54% of cars coming to the
pre-owned market are retail worthy

Vehicle age

• Sellers tend to remain as car owners

km run (in 000s) at time of sale
46%

upgrading from a smaller segment car
35%

33%

19%

17%

18%

20-40

40-70

29%

3%
1 to 3 years 4 to 5 years 6 to 8 years

< 20

70-100

>100

14
Source : IBB-PremonAsia Pre-owned car study, 2019 (N= 739)

THE CAR SELLER: GETTING A FAIR PRICE IS THE KEY CONCERN DURING SALE
Key concerns
Price and
convenience key

• Every pre-owned car is unique, which
means the price of every car varies
� To address the key concern of getting
a fair price, a seller explores multiple
avenues to ascertain the price but it
continues to be dominated by
discussions with friends and family
� Convenience parameters, such as time

Dominated by
oﬄine channel

(Multiple-responses)
68%

Getting a fair price and not getting cheated

61%

Time and eﬀort spent on test drives and negotiations with multiple prospects

56%

The hassle of looking for a genuine buyer

44%

Getting a professional evaluation of the car’s condition

37%

Speed of transaction

25%

Payment (cash vs. cheque)

10%

Documentation and transfer process

Approaches used for checking the right price
(Multiple-responses)
79%

Discussions with family/friends who own/have owned the same car

68%

Discussions with mechanic

and instant payment are also

66%

Check at a pre-owned car dealer

emerging as key needs for the sale's

16%

Check online

closure

2%

Others

invested in haggling, ﬁnding the right
buyers, speed of transaction closure

� Only 10% of sellers were concerned
about document and transfer process

15
Source : IBB-PremonAsia Pre-owned car study, 2019 (N= 739)

THE CAR SELLER: AVAILABILITY OF MORE CHOICES FOR THE SALE
Things done to sell a pre-owned car
FY09 (Multiple-responses)
84%

Asked friends/family to check if they want to buy this car
47%

Checked with mechanic

37%

• Today, just above 50% of car sellers tend
to check with family and friends if they
are interested in buying the car
• Haggling and price negotiation becomes

Went to the same dealer from where I bought this new car
15%

Went to local broker/dealer

14%

Placed an ad in the newspaper classiﬁeds

7%

Placed an ad on the internet

8%

Went to an authorized/organized dealer for a quote

tougher with friends or relatives, hence
a seller today is seeking an alternative
channel for selling the car

FY19 (Multiple-responses)
54%

• The growth of authorized dealer channel
and online classifieds over the past
decade is in line with the above

Asked friends/family to check if they want to buy this car

47%

Checked with mechanic
30%
32%

requirement of the car seller
• A decade ago, over 80% of car sellers
used to check with family and friends

27%
34%
39%

Went to the same dealer from where I bought this new car
Went to local broker/dealer
Placed an ad in the newspaper classiﬁeds
Placed an ad on the internet
Went to an authorized/organized dealer for a quote

16
Source : IBB-PremonAsia Pre-owned car study, 2019 (N= 739)

THE CAR SELLER: GROWTH OF ORGANIZED ONLINE AND OFFLINE CHANNELS
Sales initiated through

54%
• Sales initiation channels in the past
decade have seen a major transition,

FY09

Known Individual

18%

4%

22%
FY19

FY09

Organized Dealers

FY19

online price discovery through car
portals and oﬄine price discovery
through authorized used car dealers
have given new avenues for the seller to
realize better value for the car
• A seller takes 18 days on an average to

7%
FY09

Oﬄine Classiﬁeds

17%

0%

7%

FY09

FY19

Online Portal

FY19

conclude the sale of the car, However,
the expected time to closure is 10 days,
which suggests the growing need for
quick and convenient price discovery

35%
FY09

36%
Others

FY19

AUTHORIZED
DEALERS

4

17
Source : IBB-PremonAsia Pre-owned car study, 2009 (N= 324), IBB-PremonAsia Pre-owned car study, 2019 (N= 739)

THE CAR SELLER: PRICE EXPECTATION AND REALIZATION VARY
Selling price
10%

Rs. 15K-30K less

14%

Rs. 5K-15K less

19%

and eventually end up selling their cars
at a lower than expected price.
• Not wanting to negotiate beyond a point

• Seller who sold their car through an
organized channel got a better price in
comparison to other channels

4%

Rs. 5K-15K more

2%

Rs. 15K-30K more

4%

Rs. 30K+more

Online portal

Main reasons for settling for a lower price
27%

I did not want to negotiate beyond a certain point

27%

There were speciﬁc problems in the car

21%

I found that the actual market price was lower

11%

Got a ﬂexible mode of payment

9%

I got a good exchange oﬀer for the vehicle I bought

4%

There were problems with paperwork

1%

Others

Known individual

LOW

cost than expected

Organized channel

As expected 47%

overestimate their price expectations

reasons for a seller to agree at a lower

HIGH

Rs. 30K+less

• Almost half of the sellers tend to

and issues with the car were the key

Price realization

Oﬄine

18
Source : IBB-PremonAsia Pre-owned car study, 2019 (N= 739)

WHOLESALE VEHICLE MARKET – FY19 UPDATE
This section gives an overview of the wholesale vehicle market, including
auction of repo and non-repo vehicles, followed by the role of inspections in
auctions and other applications

WHOLESALE MARKET
Wholesale market consists of vehicles
sold or procured in bulk, both in
unorganized and organized segments

This consists of vehicles repossessed
by ﬁnancial institutions, insurance
salvage vehicles, corporate ﬂeet etc.

14%

16%

1,05,000

1,40,000

FY17

FY19
84%

86%

7,50,000

6,45,000

REPO

19

Repossession volumes are
increasing by over 10% YOY

OTHERS

Growth of auto sales and increase in ﬁnance penetration, both in new vehicle and pre-owned
vehicle segment are aiding this growth in repossession volume

AUCTION OF REPOSSESSED VEHICLES
Disposals through organised auction houses continue to increase.
This is due to:

Better and transparent process

40%

3,00,000

Ability to provide a steady supply
of vehicles to brokers

Ability to liquidate vehicles faster

FY19

FY17

60%

4,50,000

Organized

Auction houses are also continuously
trying to use technology to improve
the online auction process and make

43%

3,80,000

57%

5,10,000

Unorganized
More than 70% of brokers

participate in online auctions.
With the availability of native

it a seamless experience for the buyers

mobile app, the reach is higher

to participate

and bound to increase in the future

This has contributed to 32% reduction in the

average number of days spent by repossessed

vehicles in yards compared to previous years

20

AUCTION OF NON-REPOSSESSED VEHICLES

Insurance salvage

Leasing and corporate ﬂeet

Insurance salvage vehicles are disposed through auctions.
This segment sees a spurt in volumes when there are
calamities like ﬂoods

For ﬂeet owners especially in the shared mobility space, the quality
of cars is of utmost importance. Hence, cars reaching 3-4 years’
operations are likely to be auctioned

FOR SALE

Rs.

21

This is an industry worth
30 crores and is now moving
towards organization

FOR SALE

FOR SALE

FOR SALE

FOR SALE

FOR SALE

This segment is expected
to grow over 100% in the
next couple of years

FOR SALE

INSPECTION: PRECURSOR TO AUCTION
• While the price-range of the pre-owned vehicle can be obtained through price guides, the exact reserve price of a vehicle to
be auctioned is arrived after a thorough inspection by a professional inspector
• This is known as repo-inspection and the repo-inspector checks for:

Physical condition

Mileage

Registration Certiﬁcate
(RC) details

Driveability

Car functions

Production model

Interior and
exterior along
with dents, rusts,
paint peel oﬀs,
and body
damages

Odometer
reading and
whether it has
been tampered
with

Availability of
original ownership
documents, bank
hypothecation and
imprint of chassis
number

Suspension
condition, noises
from inside or any
other driveability
issues

The power
window, AC,
central lock, lights,
steering, door
locks, and
indicators

The price of spare
parts if the vehicle
model is
discontinued. Cars
from speciﬁc
manufacturers also
have costlier spare
parts

1

2

3

4

5

6

22

OTHER APPLICATIONS OF INSPECTION

Re-ﬁnance:
To determine the most accurate LTV before
re-ﬁnancing

Procurement:
To determine the condition and subsequently
the price of the vehicle procured, as the wear
and tear of every vehicle is unique

Insurance:
To determine the value of asset in
• Claim • Break-in insurance period

Warranty:
To determine the condition before certifying
and providing warranty to the vehicle

23

INDIA PRE-OWNED CAR MARKET: FY22 OUTLOOK

FOR SALE

FOR SALE

FOR SALE

FOR SALE

FOR SALE

FOR SALE

FOR SALE

India pre-owned car industry is expected

Pre-owned car and associated industry

to reach between 6.7 to 7.2 mn cars/year by FY22

will be valued ~ Rs. 50,000 crore by FY22

The overall market will remain fragmented with

The number of dealers transacting
will continue to be ~ 30,000

~ 30% C2C transactions | ~ 30% Organized channel | ~ 40% Semi and Unorganized channel

Dealer productivity will be close to

15 cars/month on an average

24

About IndianBlueBook
IndianBlueBook (IBB) is the industry-ﬁrst pricing guide for new and pre-owned vehicle
valuation in India. With exclusive access to a large number of car transactions that take
place every day through diﬀerent channels, IBB derives scientiﬁc and insightful
inferences that lead to vehicle price discovery. Whether you’re buying or selling a
vehicle, IBB helps you discover its real worth. Through various transactions on diﬀerent
customer-facing and B2B channels, IBB’s analytical engine logically deduces a pricing
index that is then used to derive the benchmark market price of any vehicle. In essence,
IBB is a one-of-a-kind valuation platform based on rigorous research and pure
rationality. It is driven by the sheer passion to demystify the data points of a million
transactions, thus ensuring that you never overpay or never undersell. IBB oﬀers a wide
array of tools, such as Total Cost of Ownership (TCO) and residual value analysis,
regularly updated reviews and insights via its blog, and a platform that enables its
customers to buy and sell vehicles, thereby serving as a one-stop shop for customers
looking to research vehicles.
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Any use, including but not limited to the reproduction, display or transmission of the content
of this report is strictly prohibited, unless authorized by IndianBlueBook

www.indianbluebook.com

www.mahindraﬁrstchoice.com

www.autoinspekt.com

www.ediig.com

For further information contact: support@indianbluebook.com
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