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Agenda 

12:00 – 12:15

12:15 – 12:50

12:50 – 13:05

13:05 – 13:40

13:40 – 14:10

14:10 – 14:30

14:30 – 15:15

15:15 – 15:30

15:45 – 17:00

Welcome & Introduction: Key themes for the day 
Ian Plummer

Lunch

Driving the Future: Young people & Evs
Data: Marc Palmer

No Driver Left Behind: Women and the journey to electric
Data & Q&A: Laura  Harvey & Bex Day

EV Reality Check: What consumers really think 
Q&A: Laura Harvey & Richard Norris

Break

Next-Gen Buyers: Rewriting the car buying playbook 
Data: Jon Davies & Panel: Anne-Sophie Chanoux, Dave Stitson, Mitun Thaker & Sophie Coley 

AI in Action: The future of car buying? 
Jon Davies

Drinks Reception



Introduction





1.6m
BEVs on UK roads 85K

Public chargepoints

22%
Share of new car

7.5x
More than 2020

3.5x
More than 2020

4x
More than 2020

Source: SMMT, Zapmap



Where next?
The second half of the decade.





Consideration is 
increasing

41%
will consider buying an 
EV next time.
(vs. 33% last year)

Source: Autotrader Car Buyers Tracker, April 2025. 



Choice is increasing.150 models, 
from almost 
50 brands.

Source: Autotrader

Average range 
of 290 miles.



Electric vehicles are 
now much more 
affordable.

59%
SEPT 2020

20%
SEPT 2025



1 in 6
Used enquiries is 
electric
- only 2% in 2020

Used makes electric a 
true mainstream 
option.

*Used cars under 5 years old



Barriers disappear when we 
reach price parity.



76%
have a home 
charger

The network works 
well for today’s EV 
owners.

35%
used public 
charging in the past 
month

22%
never used a public 
charge point

Source: Autotrader Drivers’ Choice Awards, May 2025. Responses from 25,455 EV drivers



Drivers love 
them.

47%
of women say they 
love their electric 
cars
(vs 33% all drivers)

9 in 10
will buy an EV 
next time
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INNOVATORS EARLY ADOPTERS EARLY MAJORITY LATE MAJORITY LAGGARDS

Providing the social 
proof needed to get 
past the chasm.



No longer  ‘electric cars’ 
– they’re now ‘great cars’.



By 2030 - better cars, faster 
charging, and affordable.



Three things we learned from the first five years.

Industry and 
government adapts in a 
tough market

The transition attracts 
negativity and 
politicisation

Mainstream adoption is 
hard, and there’s 
opposition



To succeed we need to rethink the 
approach.



To succeed we need to 
rethink the approach.

Meeting the needs of women 
and younger buyers.



Driving the future: younger 
buyers and EVs



People under 35 are 
twice as likely to 
consider an EV. 



2 in 3 considerers 
are under the age 
of 45.
(vs. 29% of the population)



Electric cars are far 
more aligned with 
their values and 
beliefs.

% AGREE

Source: Autotrader

37%

30%

44%

26%

13%
16%

Tackling climate change should be a
top priority for the UK

Environmental concerns influence
my day-to-day life

I embrace change and progress

17-34s Over 45s



Source: Autotrader

Their objections are a 
lot lower.

36%
of 17-34s say that EVs 
are expensive to buy, 
versus 67% of over 
55s.

22%
of 17-34s say there aren’t 
enough charging points, 
versus 55% of over 55s.



0%

10%

20%
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40%

50%

60%

70%

17-34 55+

They are attracted to the technology.

WORDS OR PHRASES ASSOCIATED WITH ELECTRIC CARS



Autotrader

They are more likely to 
have experienced 
electric.

20%
of 17-34s say they’ve 
driven an electric car, 
versus 11% of over 
55s.



Don’t generalise - they are not all the same.

Man

Woman

17-24 years

25-34 years

<£20k

£20k - £40k

£40k - £60k
£60k - £80k

>£80k
<£40k

>£40k

GaragePrivate parking

Private parking/garage

Off-street (Driveway/garage/private)

Not off-street (Street/elsewhere/non-
private)

Liberal

Conservative

NorthCentral

South

Scotland

Wales
Northern Ireland

White

Non-white

The centre of a large city

The suburbs of a large city

A smaller town

A village/rural area

A state-run or state-funded school (non-
fee-paying)

A fee-paying or independent school (not 
on a scholarship or bursary)

A fee-paying or independent school (on a 
scholarship or bursary)

Modern professional (e.g. teacher, nurse, 
accountant)

Senior manager or senior official (e.g. 
director, CEO, headteacher)

Skilled trades (e.g. plumber, electrician, 
builder, mechanic)

Tech-savvy

Non tech-savvy

55% 60% 65% 70% 75% 80% 85% 90% 95% 100%

Would consider EV as next purchase

WOULD CONSIDER ELECTRIC NEXT TIME x SIZE OF GROUP, 17-34s



There are some big 
differences against 
the 17-34 average.

% WOULD CONSIDER, VARIANCE TO 17-34 AVERAGE

Source: Autotrader
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From attraction to action – what they need to know.

45%

38%
36% 35%

30% 30%

26%
23% 22%

Environmentally
friendly

Cheaper to run Cheaper to
maintain

I like their design Fun to drive Simpler to
maintain

No tax Government
purchase
incentives

No congestion
charge

17-34s REASONS TO CONSIDER BUYING



Three things we learned from the first five years.

This is the opportunity 
group – they care and 
have experienced

The tech and future 
stories resonate the 
most

But they are not 
homogenous – profiling 
and messaging is key  



No Driver Left Behind: 

Women and the journey to 
electric 



48%
of women agree that buying a car is 
a stressful and daunting experience.

Source: Autotrader Car Buyers Tracker, April 2025. N=986 women drivers 



Electric consideration 
among women is lower 
and communication is a 
major area to improve. 

36%
will consider buying an 
EV next time.
(vs. 44% for men)

26%
don’t know enough 
about electric cars
(vs. 16% of men)

Source: Autotrader Car Buyers Tracker, April 2025. 



Women under 45 are 2 
times more likely  to 
consider an electric car 
than those over 50.

Source: Autotrader Car Buyers Tracker, April 2025. 



Demographic 
characteristics used to 
profile women are not 
enough.

Source: Autotrader



There are 
fundamental 
differences between 
groups.

Man Woman Man Woman

Non-Considerers Considerers

37%

48%

71% 74%

% AGREE THAT TACKLING CLIMATE CHANGE SHOULD BE A TOP PRIORITY FOR THE UK

Source: Autotrader



Rebecca Day
Founder & CEO of Still 

Curious and She’s Electric

Laura Harvey
Director of Communications & 

PR at Autotrader





EV Reality Check: 

What consumers really think 



Richard Norris
Managing Director at Drive 

Green

Laura Harvey
Director of Communications 

& PR at Autotrader



Break.



Next-Gen Buyers: 
Rewriting the car-buying 

playbook?



92% of younger buyers 
say car ownership is 
important.

Source: Autotrader Nationally Representative Tracker. N=561 young drivers 



61% report feeling 
confident with car 
buying – the lowest of 
any age group.

Source: Autotrader Nationally Representative Tracker. N=561 young drivers 



Source: Autotrader Car Buyers Tracker, April 2025. N=624 young drivers 

92%
visited a dealership 
during their car buying 
journey

1 in 5
17-34s used AI chat 
services when buying 
their car (vs. 1% of over 
55s)

Blending the 
experience - retailers 
remain key to 17-34s, 
and the use of AI tools 
is growing fast.



Source: Autotrader Nationally Representative Tracker. N=561 young drivers 

88%
find the idea of a smart 
search tool appealing

2/3
would consider using AI 
chat services when 
buying a car

They embrace AI chat 
services and would 
welcome them in the 
car buying journey.



Next-Gen Buyers: 
Panel



Dave Stitson
Director at Hope&Glory PR

Mitun Thaker
Co-Found at KRPT°

Sophie Coley
Director of Strategy at 

Propellernet 

Anne-Sophie Chanoux
Head of Content Strategy at 

Autotrader



AI: living up to the hype?





Is it living up to the hype?
(And what does the data say?)



ChatGPT users now 
account for 10% of the 
world population

Source: How People Use ChatGPT. OpenAI / Harvard University & Duke University

CHAT GPT WEEKLY ACTIVE USERS (millions)
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Consumers are 
adopting ChatGPT fast

Source: How People Use ChatGPT, Financial Times (October 2025)
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However, in the UK 
more than 6 in 10 still 
don’t use it

Source: AI for Good, Microsoft
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What are people using LLMs for?



24% now use it to seek 
information, the largest 
growing message 
composition

CHAT GPT MESSAGE COMPOSITION (% OF TOTAL MESSAGES)

0%

4%

8%

12%

16%

20%

24%

28%

32%

36%

Jun-24 Sep-24 Dec-24 Mar-25 Jun-25

Practical Guidance 28.8%

Seeking Guidance  24.4%

Writing 23.9%

Multimedia 7.3%

Self-
Expression 
5.3%

Other\ 
Unknown 
5.2%

Technical 
Help 5.1%



CHAT GPT BREAKDOWN OF GRANULAR CONVERSATION

However 
purchasable goods 
only accounts for 
2% of all messages

Source: How People Use ChatGPT. OpenAI / Harvard University & Duke University



What about car buying?



of consumers aged 17-34 
used AI to help in their car 
buying journey

1 in 5 1 in 10
Of consumers used AI 
in their car buying 
journey



Pockets of consumers are using it more than others

BEV

2x

New Car 
Considerers

2x

City Centre

5x



However, our recent 
consumer testing has shown 
that existing AI tools on 
automotive sites frustrating

Source: Autotrader competitor AI usability tests. September 2025

“ “A I  I S  G A T E K E E P I N G  C A R S .  C H A T G P T  
O F F E R S  A  L A R G E R  V A R I E T Y  O F  C A R S

“ “F I L T E R I N G  T H E  C O N T E N T  I S  A  B I T  
F R U S T R A T I N G … I ’ M  H E R E  E N G A G I N G  
W I T H  Y O U ,  D O N ’ T  T E L L  M E  T O  G O  A N D  
D O  I T  S O M E W H E R E  E L S E

“ “T H E  S U G G E S T E D  P R O M P T S  A T  T H E  
B E G I N N I N G  A R E  N O T  V E R Y  U S E F U L ,  
O N LY  O F F E R I N G  G E N E R A L  T H I N G S  
P E O P L E  S E A R C H  F O R



Where have we used it?



12m
Vehicle images 
categorised, organised 
and sorted

73m
Vehicle highlight 
interactions by 
consumers

1m
Specific vehicle 
descriptions generated

Source: Autotrader Internal Data



Saving over 10,000+ 
retailers a total of 19 
years in advert making 
so far

Source: Autotrader Internal Data



Post-call work

We provide our teams with a tailored 
summary of their phone call and a 
customer facing email



= 50 hours per 
day savings





Invest in in-house 
expertise

Design for 
longevity

What are our 
recommendations?

Start with real 
use cases

Avoid AI for 
AI’s sake

Embed governance 
& oversight



AI is growing amongst 
early adopters, but for 
car buying it is still in its 
infancy

Three key takeaways.

Start with real use cases 
– ‘removing the grit’

Design for longevity.



Final ThoughtsFinal thoughts



The three key takeaways.

Younger buyers aren’t 
all the same – be 
smart in profiling and 
targeting

Work out ‘why AI’ and 
make sure the data is 
ready

Let’s finally fix car 
buying for women!







October 2025

Future Drive:
Marketing Conference with 
Autotrader.
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