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Abstract

With the increase of car ownership, passenger cars market of China is in a transition from a grow-
ing market to a mature market. Repurchases of passenger cars market will become a new in-
creasing point in China in the future. Then what are the characteristics of repurchase people? When
will they repurchase a car? What do they need when they repurchase a car? What are the differ-
ences between buying one more car and changing a new car? These questions are important for
car manufacturers. Previous studies focused on the overall repurchase market and had no in-depth
analysis of the differences between buying one more car and changing a new car. According to the
survey results, there are significant differences between buying one more car and changing a new
car. So this study focuses on the difference between buying one more car and changing a new car.
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