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Sales of sport
utility vehicles
(SUVs) will triple
in the next
ten years.
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CUSTOMER-CENTRICITY:
DIFFERENTIATE AND
GAIN SHARE

The Ipsos Hong Kong Automotive
Practice has abided by one’s core
philosophy: the importance of
customer centricity. PWC’s 16th
Annual CEO Study shows that
92% of CEOs plan to strengthen
engagement with  customers.”
Accenture outlines three strategies
for implementing this approach
within automotive organizations:

Strategy 1: Develop a deep
customer understanding.
Replace anecdotal evidence
with fact-based strategies

Segment by buyer
characteristics and needs, not
by product.

Share customer data across
functional teams so a holistic
view of the customer can
be used to customize offers
and communications. India’s
Tata Motors, for example,
has a customer relationship
management program that
makes real-time customer and
vehicle data available across
more than 1,000 locations.
Use specialist analytics to
extract actionable insights for
better decision making.

ii. Strategy 2: Develop and
adapt targeted value
propositions
Segment customers by

potential value, characteristics
and behavior (not just
matching demographics to
models).

Consider that life stages




drive customer needs, not
demographics. Behavior
analytics can best deduce life
stage - and help replace hard
sell with relevant offers.
Personalize the customer
experience with enhanced test
drives (borrow for a weekend),
differentiating pricing policies,
loyalty programs and premium
selection or servicing for
members to appeal to different
consumer segments.

Shift perspective to one-to-
one approaches.

Strategy 3: Deliver
differentiated and branded
customer experiences

Align customer segmentation
with business strategy and
functional processes.
Cross-team collaboration across
the touchpoint cycle including
internal R&D and marketing,
sales people at the dealership,
financing specialists or service
partners.

Branded, enduring value
propositions which are consistent
across a customer’s life cycle

are more important than ever,
with a rapidly shifting auto brand
landscape.

Expand into new markets. While
aggressively marketing its cars
in India, Tata Motors is also
seeking new customers in the
United States, Europe and South
Africa.®

Life stages
drive customer
needs, not
demographics.
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About Ipsos Loyalty:

Ipsos Loyalty is the global leader in customer experience, satisfaction and loyalty research with
over 1,000 dedicated professionals located in over 40 countries around the world. Our creative
solutions build strong relationships which lead to better results for our clients. This has made
us the trusted advisor to the world’s leading businesses on all matters relating to measuring,
modeling, and managing customer and employee relationships.

About Ipsos:

Ipsos is an independent market research company controlled and managed by research
professionals. Founded in France in 1975, Ipsos has grown into a worldwide research group
with a strong presence in all key markets. In October 2011 Ipsos completed the acquisition
of Synovate. The combination forms the world’s third largest market research company. With
offices in 84 countries, Ipsos delivers insightful expertise across six research specializations:
advertising, customer loyalty, marketing, media, public affairs research, and survey management.
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