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NADA Official Used Car Guide ® Update  

Key industry data signal a positive turn within the auto industry again in July after a brief reprieve in 

June.  New vehicle sales reached 11.55M SAAR representing the third highest level during 2010.  Profit-

ability for manufacturers continued its positive trend and we are seeing increased optimism from manu-

facturers in regards to profit, production, and sales forecasts.   

Fleet sales in July helped drive demand for the strong new vehicle sales performance, unlike in the past 

however, these sales are now a profit center instead of a means to dump production in an overcapacity 

environment.   

The recovery continues to be slow 

and economic indicators regarding 

consumer confidence and employ-

ment will keep demand muted in 

the upcoming months, but overall 

we anticipate seeing a much 

stronger new vehicle sales envi-

ronment relative to 2009. 

For yet another month, NADA 

used car values only experienced a 

minor (-2% to 0%) depreciation in 

most sub-segments, which is a 

continuation of the pattern that 

has dominated the 2010CY. Luxury 

vehicles experienced slightly 

greater value depreciation than 

their non-luxury counterparts, but 

even this depreciation is lighter 

than traditional seasonal patterns.   

This suggests that consumers are 

searching out deals and are still 

shying away from high-dollar vehi-

cles in a weaker economy.   

Monthly Change in Average Official Used Car Guide Value:  

NADA Segment 

July 2010 v. August 2010 
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NADA Segment 2005MY 2006MY 2007MY 2008MY 2009MY*

Compact CUV -1.3% -1.1% -0.8% -0.7% -0.5%

Compact Pickup -0.4% -0.1% -0.1% -0.4% 0.0%

Compact SUV -0.7% -0.1% -0.8% -0.3% -0.9%

Entry Compact 0.0% -1.1% 0.0% -1.0% -2.4%

Entry Subcompact -1.9% -1.6% -2.4% -1.0% -2.5%

Intermediate Compact -1.3% -1.1% -0.8% -0.6% -1.3%

Intermediate Large -0.3% -0.1% -0.2% -0.2% -0.8%

Intermediate Mid-Size -1.0% -0.7% -0.9% -0.8% -1.3%

Intermediate Subcompact -0.1% -0.2% -0.4% -0.1% -0.2%

Large Pickup -0.4% -0.1% -0.2% 0.3% -0.4%

Large SUV 0.2% -0.2% 0.0% 0.0% -0.2%

Large Van -0.4% -0.2% 0.0% -0.2% -0.5%

Luxury Compact -1.0% -0.8% -0.2% -1.0% -0.4%

Luxury Large -1.2% -1.0% -1.2% -2.1% -2.0%

Luxury Large Pickup -0.5% -0.2% -0.3% -0.1% 0.2%

Luxury Large SUV -1.1% -0.5% -0.8% -0.1% -1.8%

Luxury Mid-Size -0.8% -1.1% -0.9% -1.1% -1.1%

Luxury Mid-Size CUV -1.5% -0.9% -2.4% -1.0% -1.3%

Luxury Mid-Size SUV -1.9% -0.5% -1.8% -1.8% -0.8%

Mid-Size CUV -0.6% -0.8% -0.9% -0.4% -0.8%

Mid-Size SUV -0.9% -0.7% -0.6% -0.1% -0.7%

Mid-Size Van -0.4% -0.5% -0.1% 0.1% -0.2%

Near Luxury Compact -0.8% -1.0% -0.7% -0.9% -0.5%

Near Luxury Mid-Size -0.8% -0.7% -1.2% -1.2% -1.1%

Premium Luxury Compact 0.0% 0.0% -0.1% 0.0% -0.1%

Premium Luxury Large -0.8% -0.9% -1.4% -1.4% -0.5%

Premium Luxury Large SUV -1.7% -0.7% -1.4% -0.9% -0.4%

Premium Luxury Mid-Size -0.1% -0.4% -0.5% -0.6% -0.5%

Premium Luxury Mid-Size CUV -2.2% -1.7% -2.7% -1.3% -0.4%

Upper Compact -0.6% -0.8% -0.2% -0.3% -0.6%

Upper Large -0.1% -0.1% -0.1% 0.0% -0.8%

Upper Mid-Size -1.7% -1.9% -1.1% -0.8% -0.9%

Upper Subcompact -0.7% -0.2% 0.0% -0.4% -0.4%

*Value movement can be influenced by newly valued vehicles.  See the last page of "Guidelines" for data key.
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Used Car Guide Update (continuedé) 

Large SUVs and pickups continue to retain their overall strength, experiencing little if any depreciation.  Manufacturers have main-

tained the production and new vehicle pricing discipline that was introduced in the summer of 2008 when fuel prices rose above $4 

p/gal.  

AuctionNet price performance during July validated many assumptions made earlier in the year by NADA that predicted a strong 

used vehicle market.  Although we experienced 

more significant appreciation in used prices during 

the first quarter of 2010, prices during the second 

quarter remained relatively flat with June posting 

the first signs of what would be considered normal 

depreciation.  AuctionNet prices for July fared bet-

ter than June with most segments remaining flat 

month-to-month. 

The following are key drivers that are supporting 

strong used prices: 

Á Firm new vehicle transaction prices ς New 

vehicle prices have been supported by tar-

geted incentive spending that is focused on 

APR and lease programs which help prop up 

transaction prices on new models thereby hav-

ing a much smaller impact on used prices.  

According to AutoData, overall incentives dur-

ing 2010 through June, on average, are slightly 

down.  When comparing incentive types ς cash 

(dealer and customer), finance and lease ς it 

appears that leasing has shown the strongest 

increase followed by APR with dealer and cus-

tomer cash showing slight declines. 

Á Fuel prices have remained stable ς This past 

month continues the pattern of consistent fuel 

prices which have become the norm over the 

past 12 months. During this period, the high-to

-low spread of the average price of regular gas 

has been less than .44 cents, the lowest in the past five years. This compares very well to the more than $2.34 spread wit-

nessed during the previous 12 month period, the $1.37 spread during the 12 months prior to that, and the $1.05 spread dur-

ing the 12 months prior to that.  While fuel prices remain somewhat elevated, their consistent levels have allowed consum-

ers to better budget monthly vehicle expenses.  As a result, larger vehicles are returning to favor with the used vehicle pur-

chaser. 
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Used Car Guide Update (continuedé) 

Á Production cuts ς Realistic new production volume resulting from the economic downturn in 2008 contributes to higher transac-

tion prices and has enabled domestic OEMs like GM and Ford to change focus to brand building instead of a push-based sales 

strategy.  This shift, in addition to quality improvements and stronger design, has resulted in the strong resale value improve-

ments in 2010 and used prices on domestic models con-

tinue to move closer to, or have reached parity with, im-

port competitors.  In the short-term, the product portfo-

lios for both manufacturers, most notably Ford, are ex-

pected to keep demand strong for these domestic firms. 

Á Used supply continues to be low ς This is especially evi-

dent in the supply of 3-4 year old vehicles which rely on 

new vehicle leasing as the source for additional vehicles.  

However, fleet sales are increasing so we anticipate seeing 

a higher supply of 1 year old vehicles entering the market 

in 2011.  The overall pool of used models is expected to be 

constrained relative to demand through 2011. 

Á Dealer demand for used models remains strong ς More 

franchised dealers are purchasing a higher percentage of 

lease and customer returns.  This has contributed to con-

strained auction volume and has led to a larger pool of 

used models within the franchise dealer body.  Successful 

dealers are now offering more services such as extended 

warranties, CPO vehicles, special financing, and pricing 

closer to transaction price to further stabilize pricing and 

improve customer satisfaction.  Ultimately, the late model 

used vehicle purchase experience is more in line with a 

new vehicle purchase thereby creating a sort of extended 

product suite for each brand. 

Á Financing continues to improve ς Several metrics are showing financial approval rates increasing for subprime buyers and we 

have also seen signals of a return to leasing; this will open up lending for a larger pool of buyers with subprime credit.  GaΩǎ pro-

posed purchase of AmeriCredit is an indicator that manufacturers are ready to get back into the financing game to improve sales. 

¢ƘŜ ŀǳǘƻƳƻǘƛǾŜ ƛƴŘǳǎǘǊȅ Ƙŀǎ ǊŜǘƻƻƭŜŘ ƛǘǎŜƭŦ ǘƻ ŀŘŀǇǘ ŀƴŘ ǘƘǊƛǾŜ ƛƴ ŀƴ ŜƴǾƛǊƻƴƳŜƴǘ ƻŦ ƭŜǎǎ ǘƘŀƴ мнa ƴŜǿ ǾŜƘƛŎƭŜ ǎŀƭŜǎΦ  h9aΩǎ have 

significantly cut their production to better align supply with demand, while the dealer focus has shifted to used vehicle sales and ser-

vice revenue to maintain profitability.  The industry as a whole has experienced an overarching push to improve efficiency and imple-

ment strategies that are conducive to building brand strength.  Many OEMs have eliminated or divested brands in order to focus on 

core competencies of their respective brands and successful dealers are incorporating better tools, stronger employee retention pro-

grams, and internal processes to improve customer satisfaction.  All of these initiatives have resulted in strong used vehicle prices and 

creates a strong foundation for continued strength in the used market in the upcoming months. 

Monthly Change in Average AuctionNet® Price:  NADA Segment 

June 2010 v. July 2010 

NADA Segment 2005MY 2006MY 2007MY 2008MY 2009MY

Compact CUV 0.6% -0.1% -1.1% -0.3% 1.7%

Compact Pickup -0.1% -0.8% -0.1% 6.5% -0.2%

Compact SUV 0.4% 2.5% -0.7% -1.1% -1.8%

Entry Compact -1.7% -3.3% -1.7% -1.7% -0.5%

Entry Subcompact -0.5% -2.1% -5.3% -3.6% -0.3%

Intermediate Compact -3.0% -2.0% -1.3% 0.4% 0.7%

Intermediate Large -1.3% -1.1% -1.2% 0.0% 1.1%

Intermediate Mid-Size -2.3% -2.4% -1.3% 0.2% 0.3%

Intermediate Subcompact -2.0% -2.1% -2.7% -0.5% -3.0%

Large Pickup 0.7% -1.8% 0.4% 0.1% 0.0%

Large SUV -0.8% 0.0% 0.0% -0.6% 2.1%

Large Van -7.1% 1.6% 2.3% 2.5% -0.7%

Luxury Large -2.1% -1.7% -3.9% -5.1% 3.4%

Luxury Large Pickup -5.7% -2.2% -1.0% 1.1% -14.4%

Luxury Large SUV -0.1% -1.3% -1.0% -2.4% 1.5%

Luxury Mid-Size -13.6% -2.5% -1.7% -2.5% 8.1%

Luxury Mid-Size CUV -0.5% -4.5% -3.4% -1.1% 1.2%

Luxury Mid-Size SUV -2.7% -1.0% -2.4% -0.3% 0.7%

Mid-Size CUV -2.1% -0.7% -0.2% 0.5% 0.2%

Mid-Size SUV -1.2% -2.2% 0.1% 0.6% -1.1%

Mid-Size Van -2.1% -2.7% -0.8% -0.7% 2.0%

Near Luxury Compact -0.6% -2.1% -0.3% 0.5% -2.6%

Near Luxury Mid-Size 0.1% -5.9% -3.2% -2.3% 3.4%

Premium Luxury Large 9.7% 0.2% -1.6% 1.0% 7.2%

Premium Luxury Large SUV 6.2% -0.1% -1.7% -2.4% -1.5%

Premium Luxury Mid-Size CUV 7.2% -8.7% -1.2% -3.5% 1.4%

Upper Compact -2.8% -1.2% -2.8% -0.6% -1.0%

Upper Large -3.7% -1.0% -1.0% 1.0% -0.4%

Upper Mid-Size -1.4% -1.6% -0.3% -0.1% 1.4%

*Underlying data has been adjusted for Mileage & Mix.  See the last page of "Guidelines" for data key.
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ATD/NADA Official Commercial Truck Guide ® Update  

Class 8 highway tractors maintained their elevated price level for the most recent time period.  After a drastic rise in the first 

quarter, selling prices on average began to level out.  Interestingly, the newest model years (2010-2008) appear to have leveled 

out to a greater degree than the slightly older model years (2007-2005).  It is possible that the market is establishing an upper 

limit for the price paid for unusually 

low mileage 1-3 year old trucks.  As for 

the slightly older segment, extremely 

low mileage continues to bolster the 

value of those trucks.  Figure 1 illus-

trates the price trend to-date for all 

model years of sleeper tractors. 

For this issue, we are introducing a 

new chart that traces average selling 

prices of four-year-old highway sleeper 

tractors going back three years (fig. 2). 

For example, the 2009 line traces the 

selling price of a 2006 model year truck 

throughout the 2009 calendar year. 

This chart is useful for gauging the mar-

ket value for trucks about to enter the secondary market.  Selling prices decreased heavily from mid-2008 to mid-2009, leveled 

out in late 2009, and then rebounded quite nicely in early 2010.  Our value adjustments to date have reflected these trends. 

In the medium duty segment, Class 3-6 conventionals enjoyed a substantial bump upwards in average selling price from January 

to March, and then appear to 

have held steady from that point 

to date.  As mentioned last 

month, it is probable that some 

pent-up demand was satisfied 

early in the year.  We have also 

adjusted values for cube vans and 

cabovers upwards to match mar-

ket activity in those segments. 

After taking a breather in May, 

retail sales per dealership saw 

another healthy uptick in June . 

Figure 1 
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It should come as no surprise that, since March, our reporting dealers have been selling substantially more trucks than any time 

in 2009 (fig. 3). This latest bump is encouraging, since it indicates continued demand for freight capacity in an economy that con-

ǘƛƴǳŜǎ ǘƻ ōŜ ōŜǎǘ ŘŜŦƛƴŜŘ ŀǎ άƳƛȄŜŘΦέ 

Overall, the used truck environment remains extremely healthy compared to the mid-2008 to late-2009 period. Barring any unex-

pected reversal of the economic recovery, high demand for late-model, low-mileage trucks should continue. And the low supply 

of these trucks thanks to the depressed new truck sales rate from 2007-2009 should ensure continued elevated selling prices. 

Commercial Truck Guide  Update (continuedé) 

Monthly Change in Average CTG Value:  NADA Segment 

July 2010 v. August 2010 
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NADA Segment 2005MY 2006MY 2007MY 2008MY*

Commercial Van 6.8% 6.0% 6.7% 2.9%

Extended Hood 0.0% -0.4% 0.2% 0.0%

Highway Aerodynamic 0.3% -0.3% 2.8% 0.0%

Highway Traditional 0.0% -0.3% 0.0% 0.4%

Local/Delivery Daycab 0.0% 0.0% 0.6% 0.2%

Medium Duty Cabover 6.4% 6.9% 3.1% 0.0%

Medium Duty Conventional 0.0% 0.0% 0.0% 0.0%

Vocational/Construction 0.0% 0.0% 0.0% 0.0%

*Value movement can be influenced by newly valued vehicles.  See the last page of "Guidelines" for data key.

Figure 3 
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Lƴ Ƴŀƴȅ ǿŀȅǎ ǿŜΩǾŜ ŜƴǘŜǊŜŘ ŀ ƴŜǿ ŜǊŀ ƛƴ ǘŜǊƳǎ ƻŦ ƳŀǊƪŜǘ ŘȅƴŀƳƛŎǎΣ ǇŀǊǘƛŎǳƭŀǊƭȅ ŀǎ ƛǘ ǊŜƭŀǘŜǎ ǘƻ ōǊŀƴŘ ǇŜǊŦƻǊƳŀƴŎŜΦ  CǊƻƳ ƴǳπ

ƳŜǊƻǳǎ ŎƻƳǇŀǊŀōƭŜ ŀƴƎƭŜǎΣ ōǊŀƴŘ ǇŀǊƛǘȅ ƛǎ ƎǊŜŀǘŜǊ ǘƘŀƴ ƛǘ Ƙŀǎ ŜǾŜǊ ōŜŜƴΦ  IŀǾƛƴƎ ŀŘƻǇǘŜŘ ŀ άōǳƛƭŘ-to-ŘŜƳŀƴŘέ ǇƘƛƭƻǎƻǇƘȅ ƳƻǊŜ 

ŀƪƛƴ ǘƻ ǘƘŜƛǊ ƛƳǇƻǊǘ ŎƻǳƴǘŜǊǇŀǊǘǎΣ ŘƻƳŜǎǘƛŎ ƳŀƴǳŦŀŎǘǳǊŜǊǎ ŀǊŜ ƴƻ ƭƻƴƎŜǊ ǎǘǳŎƪ ƛƴ ŀ άǇǳǎƘέ ƳƻŘŜ ƳƛƴŘǎŜǘΦ  ¢Ƙƛǎ Ƙŀǎ ŎǊŜŀǘŜŘ ŀ 

more favorable supply-demand balance and has reduced the need for retention-eroding incentives.   

In addition, product development ς i.e. design, quality improvements, and fuel efficiency ς is being well executed by the majority 

of brands.   Manufacturers have also embraced a holistic approach to managing both new and used vehicles, understanding that 

the relationship between the two can add signifi-

cantly to, or detract from, brand value.  A brand-

level review of the new and used vehicle markets 

supports these assertions.  

Although the majority of brands have experienced 

YTD sales increases over the nearly 30-year lows 

experienced in 2009, certain brands at the top of the 

leader board may come as something of a surprise 

(fig. 1).   While part of the growth for GM brands 

(Buick, Cadillac, and Chevrolet) can be attributed to 

the reduction in new sales volume stemming from 

нллфΩǎ ōŀƴƪǊǳǇǘŎȅΣ ŀ ǎƛƎƴƛŦƛŎŀƴǘ ǇƻǊǘƛƻƴ ƛǎ ŘǳŜ ǘƻ ǘƘŜ 

production of quality vehicles that are in high de-

mand (e.g. Buick Regal, Chevy Equinox).  Other new 

sales leading brands ς Subaru, Ford, VW, Audi, and 

Hyundai ς have either earned high praise for design, 

quality, fuel efficiency, safety, or a combination of 

the above. 

Many of the brands in the upper end of new vehicle 

sales growth have also experienced significant used 

vehicle value growth over the past four years. 

The data in figure 2 was calculated by comparing 

adjusted average wholesale prices for each brand for 

both the 2006 and 2010 CYs.  On the whole, domes-

tic brand average prices have improved the most over the past four years, with Buick (43%), GMC (27%), Lincoln (24%), and Ford 

(22%) topping the list, although certain up-and-coming brands like Hyundai, Mazda, Audi, and Subaru are also in positive terri-

tory.  Somewhat interestingly, Mercury, a brand that has been targeted for elimination, also ranks among the top five brands in 

terms of greatest average price increase relative to 2006.  Although brands with flat or regressive average price movement over 

the past four years are predominantly imports, this should not be viewed so much as import deterioration, but more as domestic 

revitalization.  Competition has simply grown fiercer and there is less clear demarcation between each brand type.   

Brand Performance:  Ushering in a New Era  
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Brand Performance (continuedé) 

This is apparent not only in terms of quality and de-

sign, but also in how each brand manages the rela-

tionship between new and used.  For example, less 

reliance on excessive sales to daily rental fleets and 

retention-eroding incentives (especially cash) have 

undoubtedly contributed to the increases in domestic 

performance.  

When the Average Total Incentive Spending chart is 

viewed alongside the first two charts we see a pattern 

emerging (fig. 3).  Many of the same brands that have 

enjoyed new vehicle sales increases and higher used 

wholesale average prices have also significantly re-

duced their average total incentive spending.  Con-

versely, brands normally associated with lower than 

average incentive spending have had to increase their 

variable marketing dollars in order to maintain their 

share of an increasingly competitive market.  

This being said, staying the course for some of the 

highlighted brands may prove to be something of a 

challenge.  With a predicted new vehicle sales tally of 

~11.8M units for 2010 and most likely another chal-

lenging new retail environment in 2011, manufactur-

ers will have to remain disciplined and not revert back to pushing volume for the sake of the immediate future as the industry 

transitions from the days when annual new 

vehicle sales were consistently above 16M 

units.   

Barring a return to old habits, the majority of 

brands should continue to operate on more of 

a level playing field in terms of product devel-

opment and quality, as well as in strategically 

managing the relationship between new and 

used vehicles for the good of the brand over-

all.  Given this focus, innovative ideas and exe-

cution will be the key difference makers going 

forward in increasing brand value and con-

sumer awareness.  
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