The Future of Car Buying:
How the Preferences of Gen Z will
Impact Car Retail in Southeast Asia
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Who are they, and why is it important
to understand Gen Z2?

What are Gen Z’s expectations related
to car ownership and car purchasing
journey?

What the future of car retail
will look like?
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Gen Z encompasses people aged 14 to 26 who grew up with omnipresent
access to high-speed internet and smartphones

Generations and their key characteristics

Baby Boomers
(59-78 y/0)

Grew up with

Gen X
(43-58 y/0)

Grew up with rise

Gen Y/Millennials
(27-42 y/0)

Grew up when

_

Gen Z
(14-26 y/0)

Grew up in the

Gen Alpha
(0-13 y/0)

Grew up during

analog TV, of VCR and video computers, the internet Covid-19 pandemic
transistor radios game consoles, Internet and explosion, the and Al
and line and the rise of mobile phones proliferation of advancements,
telephones simple started smartphones screen usage even
computers with becoming and social media higher than Gen Z's
floppy disks widespread
in households
Year
of birth
@ )
1945 1965 1981 1997 2010

Note: Age as of 2023; Years shown on the timeline indicate the first year of birth of people within each generational cohort (age group)
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and is expected to represent 30% of the total demographic by 2030
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Share of Generations Z and Alpha in Southeast Asian’s adult population’
26%
Iml 129M

1 Adult age population comprises all people of ages between 18 and 100+ years old

GenZ
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Sample and methodology

THAILAND
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. INDONESIA

26%
of 4W sales
in SEA (2022)
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31%

of 4W sales

in SEA (2022)

< To assess how

the preferences
of Gen Z may

warrant changes

in car retail

’

2,200+ adults surveyed through a web-based tool

The sample included people already owning a car as well as those without a car
(either with the intention to buy one in the future or without it)

Source: ABeam Consulting Generation Z Survey, April 2023
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Key insights from the survey

Generation Z indicates...

Interest .
@g) in car ownership ...::OWQF |mport?nce
M as a symbol of social ’(c)h owning Ia :a{ or
status eir social status
Generation Z bears many
similarities with other
generational cohorts but . . ..higher environmental
also exhibits some Consideration awareness and
ti ble diff for purchasing — a preference for Battery
noticeable difrerences a particular car Electric Vehicles
(but only in Thailand)
, _ ..higher preference for
’Q@ Buying online channels than Gen X
a new car (but a similar preference to

Millennials)

Source: ABeam Consulting Generation Z Survey, April 2023 confidential ©2023 ABeam Consulting Ltd.
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Interest stage: Gen Z places less significance on car ownership as a status symbol,":’:fii,,
particularly in Thailand ROSRE:

O Q: How important is car ownership to your social status? SN
@00 Percent of respondents
M

A 1A AND

INDONESIA
n =1,095

-— N = 1,157

Car ownership is regarded as less
of a status symbol than in Thailand

Very
important

Somewhat
important

Not very
important

Not at all
important

GEN Z GENY GEN X GEN Z GENY GEN X

Source: ABeam Consulting Generation Z Survey, April 2023 confidential ©2023 ABeam Consulting Ltd.



Interest stage: There are variations in how car ownership enhances social status, both
across age groups and between countries

@ Q: In what ways do you think owning a car can enhance your social status? % gf:ezrs (Gen Y & Gen X)
(@)X Percent of respondents, multiple answers
M

A T AND e INDONESIA

- n = 410 n =279

Gives more |36

freedom 32
Lower perception
Shows responsibility of cars as a symbol
towards family e of freedom in
£ ] - Indonesia vs.
Shows | N Thailand
my style Gen Z puts more N\ .

emphasis on family

Shows personal
growth

Gives me a sense
of accomplishment

Gen Z is much less

People respect inclined to own cars
me more to “show off”

Shows others
| have wealth

Source: ABeam Consulting Generation Z Survey, April 2023 confidential ©2023 ABeam Consulting Ltd.



o
%

Interest stage: When contemplating car ownership, Gen Z demonstrates
a greater inclination to include environmental factors

Q: Why do you think that car ownership is not important to your social status?

Percent of respondents, multiple answers

4 A AND

| decide based on
convenience

Caring for the
environment is more
important

Almost everyone can
buy a car

It is not a good
investment

Other things that
| can buy give me more
social status

- n =390

[ ]Genz

] Others (Gen Y & Gen X)

15
| o= v\\‘\‘
35
|
23 \\\\\
20 A
14
16

Source: ABeam Consulting Generation Z Survey, April 2023
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Consideration stage: Gen Z spends around as much time on online research as
other generational cohorts

Q: How much time did you spend doing online research before deciding to buy your current car?
Percent of respondents, n =1,222

[ ]Genz No significant

[] Others (Gen Y & Gen X) differences between
countries

35
33

10

None Less than 2 hours Between 2 Over 4 but not More than 6 More than 10 hours
and 4 hours more than 6 hours but not more
than 10 hours

Source: ABeam Consulting Generation Z Survey, April 2023 confidential ©2023 ABeam Consulting Ltd.



Consideration stage: When choosing a car, Gen Z places a greater emphasis on
environmental considerations

Q: What factors do you consider for shortlisting the cars you would like to buy? [JGenz
Percent of respondents, multiple answers, n =1,037 ] Others (Gen Y & Gen X)

Top 10 factors:

51
0]
In Thailand,
24% of Gen Z respondents
indicated environmental
considerations
Dealership
experience ranked
as the 9th most
24 24 important factor
20 _2? 20 9
19 18 18
16 16
10 n
Vehicle Price Fuel Resale Value Brand Exterior Aftersales Environmental Safety Dealership Interior
Economy Design (costs, friendliness experience space
service
quality)

Source: ABeam Consulting Generation Z Survey, April 2023 confidential ©2023 ABeam Consulting Ltd.



(BEVs), while this is not the case for their counterparts in Indonesia

Q: For your next car purchase, would you consider buying a fully electric vehicle? s
Percent of respondents (all respondents indicated an intention to buy a new car in the future)

A 1A AND . INDONESIA

-— N =529 n =508

Definitely yes

Probably yes

Probably no

Definitely no

19
GEN Z GENY GEN X GEN Z GENY GEN X

Source: ABeam Consulting Generation Z Survey, April 2023 confidential ©2023 ABeam Consulting Ltd.



Consideration stage: In addition to monetary factors, lower environmental impact
is why Gen Z would consider a Battery Electric Vehicle

Q: What are the key reasons for considering a fully electric vehicle?
Percent of respondents, multiples answers, all respondents expressed consideration for buying a BEV

BY GENERATIONAL COHORT GEN Z ONLY BY COUNTRY
n = 411 n =196
Top 5 factors: [ ]Gen z [ Others ] = Thailand [ 3 Indonesia
Fuel cost 64 68
savings 61 45
Environmental 35 m 43 m
impact 18 23
Government 54 Environmental 30 i &
incentives 34 impact is the key 42 ml?zlcleanr:/?rlosn—
differentiator vs. mentall
other age groups aly
Better comfort, —‘2 conscious
lower noise )
Better driving h 0
experience 7 ] 3

Source: ABeam Consulting Generation Z Survey, April 2023 confidential ©2023 ABeam Consulting Ltd.



Buying stage: All generational cohorts were similarly satisfied with their last
buying experience

Q: How satisfied were you with your last Q: What did you like in your last car-buying process?
car-buying process? Percent of respondents across all ages, multiple answers,
Percent of respondents, n = 1,222 n=1,222
No. significant . . 0% 42 100%
differences Effective price 3
between countries negotiations
59 34 47
>8 Good customer a—
Very 16 service —
satisfied 18
) ) 21
Quick vehicle B >
delivery
Somewhat 43
satisfied 40 6 20
; Quick car buying g -
Q@ process -
; ’ Somewhat il ——— E ¢ 6
dissatisfied asy Lo access -
all important - 9
GEN Z GENY information
& GEN X

Source: ABeam Consulting Generation Z Survey, April 2023 confidential ©2023 ABeam Consulting Ltd.



Buying stage: Although the majority of Gen Z and Millennials still favor offline
channels, some of them have a preference towards online ordering

Q: What is your preferred method for purchasing your next vehicle?
Percent of respondents

n =508

4 A ILAND e INDONESIA

Conduct all
processes online

-— n =529

Some physical
touchpoints but
order online

Order in-person
at a dealer

GEN Z GENY GEN X GEN Z GENY GEN X
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Source: ABeam Consulting Generation Z Survey, April 2023



Buying stage: Among those who prefer offline channels, Gen Z considerations

are similar to those of other generational cohorts

Q: Why do you want to rely on offline touchpoints during the car purchase journey?

Percent of respondents

BY GENERATIONAL COHORT

n=1,019

[ ]cenz ] Others

88
88

| want to
test drive the car

| have limited trust
in performing large
transactions online

| want to see the car
in person to better
know if | really like it

23
21

| want to get advice
from a salesperson

| B

Source: ABeam Consulting Generation Z Survey, April 2023

ALL COHORTS BY COUNTRY
n=1019

[ Thailand [ ' Indonesia

1

26

| 5
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' What is the future
_ of car retail?
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We believe that Southeast Asia will experience an evolution,
not revolution of car retail

New light vehicle (4-wheelers) sales in Southeast Asia

19

Percent of units sold Key remarks (detailednext)y
100% = 4.0M
Corporate, The importance of
(FEvIol 4 incl. shared —— shared mobility will
100% = 3.4M - mobility’ . increase but it will not
10-15% completely halt the
growth of private car
ownership
The role of
Q))—‘ dealers will
evolve
Private car Private car ownership
ownership I will grow in absolute

terms but the manner
. in which private
customers engage
with the car

purchasing journey will
continue to change

2022 2030F

1 Incl. vehicles purchased for operations related to car sharing, ride-hailing and taxi services, short and long-term rental vehicles, other vehicles used by corporate fleets

Source: Marklines, ABeam Consulting
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Ad 1: As shared mobility modes gain popularity, more and more cars may be procured ':':???55:5::;5;:;;_;

directly, circumventing the traditional third-party dealer network

Examples of service providers

Examples of direct ffifiii:}:é??
partnerships with OEM

CAR Q?j’ LITE
scr?arring GetGO
Carsharing blueSG a TRI BECAR

Ride hailing/ Gr@b - C')

taxis gojek
Bluebird DELGRO
T
Short-term AVI S / aSSRa
car rental M F M
MMM
Long-term ~ RENT

car renta assa
1 B8P %  CARRO

Long-term
m car rental/
subscription

In Europe and USA, Finn
builds direct partnerships
with OEMs to procure
vehicles at higher scale
and lower prices

\/ EV taxis

VINFAST

In Vietham, Vinfast
established Green and
Smart Mobility (GSM)
subsidiary which wiill
provide taxi services
using Vinfast vehicles

20 Source: Press, Company websites, ABeam Consulting
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Ad 2: The relevance of digital channels in the car buying process is growing

Online traffic to car OEM websites vs. hew car sales!

Indexed, Jan 2018 =100 Key remarks
450 - == Online traffic (humber of visits to OEM websites)?
Car sales 403 > More and more OEMs seek

to provide customers with
an omnichannel experience
- a customer experience
that is good regardless of
the channel (online/offline)

400 ~

First COVID-19
350 A case reported —®
in Thailand

300 -
» Achieving this requires
250 A developing a 360-degree
customer view to
200 - personalize marketing
messages and enhance
150 - engagement

» But, traditional sales and
retail approaches make it
challenging to gather

100 +r~y7

50 - sufficient customer data
and integrate it with online
O T T T T data

Jan 2018 Jan 2019 Jan 2020 Jan 2021 Jan 2022 Jan 2023

1 Comparison based on three countries: Thailand, Malaysia, Indonesia, and 11 brands: Honda, Isuzu, Mazda, Mitsubishi, Toyota, Nissan, Suzuki, Ford, Daihatsu, Proton, Perodua
2 Online traffic based on desktop traffic data

21

Source: Semrush, Marklines, ABeam Consulting confidential ©2023 ABeam Consulting Ltd.



I Ad 3: Recognizing the increased role of online channels, some companies have been

responding by adopting the agency model

Agency model in a nutshell

Targeted long-term benefits

)
T (@
A :
Vehicle T,
W delivery after Commission
the customer’s
Communi- order
cation ﬁ
(online)

Direct A

order (online)
Communication @%
(offline)

and payment
<N Vehicle
@«I handover
|

<

1 NSC = National Sales Company

CUSTOMERS

v~ Better control Better
over customer pmchgsmg
experience experience
v’ Lower costs v Less

business risk

[5H

OEM DEALERS

Examples of OEMs adopting the agency model

K D @
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Ad 3: The future of car retail will be the outcome of three overarching factors

¢

%, Y
-~

Customer Experience

convenience, meeting
expectations

> Third-party retailers will
continue to play a major
role in the distribution
process

» However, as some OEMs
start to take on more
overarching across responsibilities to engage
OEMs, dealers with customers, the
and customers relative importance of
third-party retailers will
gradually diminish

Key factors

Business case
costs, impact on
CYERIES

Capabilities
data, technology,
people

23 Source: ABeam Consulting confidential ©2023 ABeam Consulting Ltd.




Contacts

Jonathan Krzysztof
Vargas Ruiz Tokarz
Senior Manager Manager

Automotive & Automotive &
Manufacturing Manufacturing
() ()
IN Jjovargasruiz@abeam.com IN «tokarz@abeam.com
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https://www.linkedin.com/in/jonathan-vargas-ruiz-77972939/
https://www.linkedin.com/in/krzysztoftokarz/
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