
breakfast habits change as they grow 
older.  Take hot cereal as an example, 
there is a clear relationship between age 
and consumption incidence: 
•	 15-24 years old: 37%
•	 25-34 years old: 45%
•	 35-49 years old: 53%
•	 50-64 years old: 64%
[insert chart?]

The percentage of those aged 50-64 
consuming hot cereal for breakfast is 
1.7 times that of the younger generation 
(aged 15-24)!  The greatness of hot 
cereal is not to be denied and much 
appreciated by the older clan.  As one 
becomes older, a lower cholesterol diet 
is preferred for health and well-being, 
making hot cereal the ideal choice over 
others.

YOU ARE WHAT YOU EAT
The younger generations (15-24s) in 
Hong Kong have specific needs and 
wants.  In the past, milk may not have 
been a popular food item in Asia, 
however, 64% of this younger segment 
now regularly drink milk in the morning 
(and 29% have yoghurt drinks) – the 

highest rate among all age groups.  
They are also the most likely to eat cold 
cereals or even dim sum (both 49%).  
Isotonic and energy drinks, which have 
become a trend in the West over the 
last decade, are also most popular with 
this group, with 22% drinking it regularly 
for breakfast.  By contrast, the more 
‘traditional’ drinks such as tea (48%) and 
coffee (34%) are less popular with them, 
although still at a reasonably high level.
[insert chart?]

The next group (25-34s), having proudly 
grown up and leading an active life, 
sees small changes in their breakfast 
habits; a bit less milk (58%) or fruit and 
vegetables (34% – lowest score among 
all age groups).  Instead they drink more 
coffee (38%), could be as wake-up 
routine, as stimulant to cope with their 
busy lifestyle; and interestingly, more 
yoghurt (26% – most consumed within 
this age group).
[insert chart?]

Age brings more responsibilities – and 
more stress, too, to the 35-49 year olds.  
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OVERVIEW

The automotive field is getting more 
fiercely competitive, due to the macro-
economic climate and its subsequent 
impact on car buying. A look at automaker 
activity confirms this: Global automotive 
transaction volume has decreased 
for five consecutive quarters. The 114 
announced deals in Q3 2012 represent a 
significant decrease of 27.8% compared 
with the 158 deals announced one 
year prior. Without the Volkswagen AG 
aquisition of the remaining stake in Dr 
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sharing and other mobility concepts 
are now becoming mainstream ideas. 
Consumers are demanding new auto 
functionality such as full connectivity via 
the internet, and the spread of battery 
powered vehicles calls for innovations 
such as battery leasing. These forces 
mean that automakers now have to 
manage a wide range of propulsion 
technologies. New concepts such as car 
sharing, mobile wifi and new materials, 
as well as the growing international 
significance of emerging markets gives 
automakers many more factors to 
consider.4

ING hcF Porshe AG - the average deal 
size for Q3 2012 reduces from $668 
million to $202 million. This low volume 
of automotive transactions reflects the 
industry’s current trend of pursuing joint 
ventures and the challenges caused by 
the European debt crisis. 1

Like many other industries, consumer 
values and buying behavior has shifted 
as a result of this. In North America, for 
example, the new car purchase process 
takes 50% longer than ten years ago, 
while European consumers are snapping 
up lower-cost, eco-friendly cars to take 
advantage of government incentives.2  
China remains the notable exception, 
with 70% of car purchases being first 
time buyers and 90% purchasing with 
cash.3  The car has rapidly replaced 
the bicycle as the primary mode of 
household transport, such that China is 
now the world’s largest new-car market. 
Sales  of cars are expected to contribute 
35% of market growth between 2011 
and 2020. 

With the rise in efficient engines, an 
increasing proportion of the world’s 
7 billion people living in already 
overcrowded cities are looking for new, 
smaller, urban-friendly vehicles. Car 

IN APAC

In Asia Pacific, where demand is 
dominated by the Chinese market, 
consumers are maturing and evolving. 
This means a priority on understanding 
the key trends that will shape demand 
over the next decade:

•	 Going bigger: Sales of sport utility 
vehicles (SUVs) will triple in the next 
ten years, as the number of wealthy 
consumers increases. Although 
sedans will remain the largest segment.
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•	 Trading up: Ipsos studies suggest 
that Chinese consumers will be 
much more likely to purchase high-
priced cars (250,000 to 800,000 
RMB) in the next decade than 
they were in the past. Incentive 
to do so will come not only from 
higher incomes, but also from 
more aggressive marketing and 
sales activities by premium brands, 
influencing what car owners look 
for when replacing their entry-level 
vehicles.

•	 High volatility: The volatile growth 
rates for new cars observed over 
the last two decades are likely to 
continue.

•	 Regional differences: Consumer 
behavior regarding car-model 
preference will vary greatly by 
region. For example, consumers 
in Hangzhou and Shandong say 
they care about attractive external 
styling, while their counterparts 
in Shanghai and Fujian are 
less concerned with exterior 
appearance and more sensitive to 
price. 5 

Unlike China, the relative maturity 
and saturation of the car market in 
Hong Kong means the pie isn’t getting 
any larger. With the keen competition 
amongst car brands, Hong Kong 
car owners show strong preference 
towards luxury cars.  In 2012, 4 of the 
top 5 selling car brands in Hong Kong 
were European (with Mercedes-Benz 
E-Class and the BMW 5 seriesbeing 
the best sellers) Toyota is the best 
selling Japanese car brand in Hong 
Kong.6
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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.7 

Accenture outlines three strategies 
for implementing this approach 
within automotive organizations:

The addition of First Registration Tax 
(35% of total sale price) adds an extra 
hurdle to car ownership. A recent Ipsos 
Hong Kong study reveals that close to 
90% of car owners in Hong Kong own 
just one car and less than 20% of car 
owners will consider buying another 
car within the next 5 years. Implications 
for automakers in the Hong Kong 
market mirror those affecting the 
market globally: the ability to respond 
to market volatility and effectively 
prioritize profitable growth segments 
will characterize the most successful 
automakers in the coming decade.

i.	 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 

3
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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. 

iii.	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 

4

TACTICAL SOLUTIONS

Developing a deep customer 
understanding and actively listening 
to what customers are saying is 
critical to ensuring customer centricity 
is at the heart of an automotive 
business, indeed, any business. 
Within the Ipsos toolbox, is a multi-
modal, real-time customer feedback 
platform called ViewsCast which has 
already been deployed to numerous 
automotive brands globally.

Life stages 
drive customer 

needs, not 
demographics.

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.8 
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In Africa our client (an OEM) wanted 
to understand the quality of service 
customers were receiving in the 
sales & after-sales environment and 
be in a position to provide immediate 
solutions for dissatisfied customers. 
They provided us with daily sample 
lists of customers who had been 
through a recent experience and 
upon receipt of this list, a combination 
of SMS and email invitations were 
immediately deployed inviting 
customers to feedback on their recent 
experience.

Due to the immediacy of the invitation 
following the experience, combined 
with the convenience of providing 
multi-modal feedback mechanisms 
through our platform ViewsCast, 
Ipsos was able to gather meaningful, 
representative data in real-time. 
This in turn allowed dealers to take 
remedial action with any unhappy 
customers.

Given the importance of cutting 
through the noise, in the face 
of diminishing technological 
differentiation, automakers who can 
best gather and act upon customer 

feedback will be the most successful. 
Through our client research 
experience, we have found that 
four factors are required to develop 
a value-creating consumer insight 
capability:
i. 	 Access to high-quality data
ii. 	Processes to share data 

throughout the enterprise
iii.	 Leadership that champions 

embedding analytics in the 
company culture

iv. 	Strategic targets tied to analytics
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