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Research objectives, scope, 
and methodology
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▪ This research seeks to understand the impact of the COVID-19 pandemic on 

short-term and medium-term consumer behaviors and how automotive 

organization can address these trends.

Main 
objectives

Research objectives and key questions explored

▪ How has the drive for safety changed consumers mobility habits?

▪ What are consumers looking for while buying a car in 2020?

▪ How have social distancing and safety concerns challenged the current 

consumer journey?

▪ What can automotive organizations do to adapt?

Key 
questions 
explored
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We surveyed more than 11,000 consumers around the world. At the beginning of April 2020, we reached out to consumers across 
the US, the UK, Germany, France, the Netherlands, Sweden, Norway, Italy, Spain, India, and China.

Consumers by country of residence Consumers by age

Consumers by employment status Consumers by pre-tax household income

Research Methodology
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Introduction and key trends
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COVID-19 is a disruptor for the automotive market, yet there are 
signs of resilience in consumer demand

1. CNN, “The recession in global car sales shows no sign of ending,” 20 January 2020.
2. Wall Street Journal, “China’s Car Sales Suffer Worst-Ever Quarter as Coronavirus Destroys Demand,” 10 April 

2020. New York Times, “Auto Sales Plummet in First Quarter as Coronavirus Keeps Buyers Away,” 1 April 
2020. 

3. Reuters, “China's auto sales fall at a slower rate in March; industry expects second-half pick-up,” 10 April 
2020.
4. CNBC, “The coronavirus pandemic isn’t hurting US auto sales as much as feared, J.D. Power says,” 16 
April 2020.

▪ COVID-19 has majorly disrupted the automotive industry

• Global supply chains have been disrupted with production and logistics challenges and retail store shut-down

• Lockdowns have lead to economic uncertainty along with a large uptick in unemployment, dampening consumer 
confidence.

▪ Yet there are sign of a partial recovery:

• Sales in China grew 367% in March over February3

• Vehicles sales in US declined at a slower rate than expected in the first 12 days in April, considering the 
pandemic measures were enforced in late March4

▪ The automotive market has been facing a slowdown before the impact of the COVID pandemic1

• 95 million vehicles sold in 2017 vis-à-vis 90 million in 2019

▪ This has resulted in automotive demand dropping significantly2:

• Sales in China have dropped 42% in Q1 2020

• Sales in the US have dropped in the range of 37% to 50%.

https://www.capgemini.com/optimize-your-business-and-it-operations
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Channels of 
engagement

Three key insights from our research

Driven by health and safety concerns, consumers are veering towards 
individual mobility over public transport and shared mobility 
services. 

Close to half will use their car more frequently and make less use of 
public transport and shared mobility services.

Three-quarters of those who intend to purchase a car in 2020 will do so 
to gain better control over hygiene. 

Younger age groups (<35 years of age) are the largest segment 
considering buying a new vehicle in 2020 – a reversal of their historical 
preference to avoid vehicle ownership. 

Close to half of the consumers want to minimize visiting 
dealerships to compare deals (46%) and mainly use online channels for 
information search and purchase. 

Vehicle 
purchase

Vehicle usage

Source: Capgemini Research Institute, Consumer Behavior Survey, April 4–8, 2020, N=11,281 consumers. 
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Consumers steer towards 

individual mobility for 

health and safety reasons
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Trend 1: Consumer appetite for mobility services and public transport 
will reduce significantly – now and in the future

Chinese consumers prefer individual mobility at the expense of public transport and shared 
mobility services – higher than global consumers

Source: Capgemini Research Institute, Consumer Behaviour Survey, April 4–8, 2020, N=11,281 consumers. Consumer were asked to rate their agreement of a statement from 1-7, where 
5,6,7 were considered “agree”, 4 as “neutral” and 1,2,3 as “disagree” for the question: On a scale of 1-7, where 1= “Strongly Disagree” and 7= “Strongly Agree”. Neutral is not shown. 

Consumers are preferring health and safety features in cars:
• 81% of Chinese consumers – as against 49% of global consumers – are looking for health and wellness features, such as air conditioning with 

germ filters.
• 74% of Chinese consumers are willing to pay a premium for health and wellness features vs. 40% of global consumers 
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Trend 1: Consumer appetite for mobility services and public transport 
will reduce significantly – now and in the future

The trend is likely to get stronger in future (beyond 2020)

Source: Capgemini Research Institute, Consumer Behaviour Survey, April 4–8, 2020, N=11,281 consumers. Consumer were asked to rate their agreement of a statement from 1-7, where 
5,6,7 were considered “agree”, 4 as “neutral” and 1,2,3 as “disagree” for the question: On a scale of 1-7, where 1= “Strongly Disagree” and 7= “Strongly Agree”. Neutral is not shown. 
*Potential buyers details in Appendix
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Actions for automotive organizations

1 Adapt your communications strategy: 
Consumer’s focus on health and safety 
should be reflective in sales and marketing 
communication.

2 Create targeted offers to tap into 
latent consumer demand: 
89% of German consumers said they will 
be tempted to purchase with an attractive 
offer or good customer experience.

3 Increase transparency in inventory 
levels: 
43% of German consumers said that they 
would accelerate their decision for a car that  
is quickly available. 

Lease or license mobility services to 
other businesses: 
Introducing short-term leasing for retail 
and e-commerce organizations to help 
them tackle the strains on their last-mile 
delivery operations. 

4
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Consumer demand, driven by 
mobility needs and hygiene 
factors, has the potential for a 
comeback
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Trend 2: China shows the strongest potential for revival of consumer 
demand 

“Sales are starting again (in China), the showrooms open and customers are buying cars again, which shows us that with a good crisis 
management and good coordination between politicians and companies, corporations, even a dramatic crisis, such as corona, can be managed. 
And we are confident that we'll be able to do that in Europe as well.”
Herbert Diess, Volkswagen AG - Chairman of Management Board, CEO & Chairman of Volkswagen Brand Board of Management*

Source: Capgemini Research Institute, Consumer Behavior Survey, April 4–8, 2020, N=11,281 consumers. 
*Full Year 2019 Volkswagen AG Earnings Press Conference, conducted on April 8, 2020
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Trend 3: The current pandemic is driving younger age groups to own a car, a 
key reversal of their historical preference

Ownership and usage preferences of younger age groups are changing with the COVID-19 outbreak

More car 
usage

Shifting 
mobility 

preference

Stronger 
buying 

preference

Source: Capgemini Research Institute, Consumer Behavior Survey, April 4–8, 2020, N=11,281 consumers with N=482 under-35 consumers in China
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Develop targeted offerings for younger consumers

▪ Introduce short-term subsidized leasing for younger consumers. This will help 
younger consumers tackle the short-term need for vehicle while leading them on 
the path to long-term ownership. OEMs will also need to market their products to 
this younger demographic differently.

Adapt the product portfolio to emerging consumer demands

▪ With limited production facilities – along with supply chain constraints – OEMs need 
to adapt their portfolio and inventories based on today’s market requirements. 
Lower-priced options along with health features should be emphasized.

Introduce flexible payment models

▪ To adapt to consumer needs and requirements, automotive organizations can 
provide more options for short-term leasing, subscription, variable time offerings,  
and pay-to-use. These flexible payment offerings should be strongly supported by 
digital channels. 

Actions for automotive organizations (Continued…)

Source: Capgemini Research Institute Analysis.
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Offer financial support

Automotive organization can take steps to ensure that consumers are financially 
supported through these uncertain times:
▪ EMI waivers – Hyundai America
▪ EMI deferments – Ford 
▪ Extend vehicle leases to compensate for lockdown periods – Toyota, Nissan, GM

Emphasize and clearly communicate on hygiene factors, ensuring your products 
address the concerns of consumers. 

▪ Consumers are even willing to pay a premium for health and wellness features -
Geely – the Chinese OEM – added an Intelligent Air Purification System (IAPS) for all 
2020 models.

Actions for automotive organizations (Continued…)

Source: Capgemini Research Institute Analysis.

Reassure consumers on hygiene-related concerns

▪ This should include actions such as booking appointments for visits in advance 
through digital channels, sanitation and hygiene procedures for test vehicles.
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Consumers want to minimize 
dealer visits and make more 
use of online channels 
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Trend 5: Consumers prefer interacting with digital dealerships

Seven in ten Chinese consumers intend to minimize visiting dealerships due to COVID-19 – the 
highest across all countries

Source: Capgemini Research Institute, Consumer Behavior Survey, April 4–8, 2020, N=11,281 consumers. *Economic Times, “Going by China's example, lower end of the market to revive 
faster: RC Bhargava”, 15 April 2020

46%
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49% 48%
44%

41% 40% 39% 38% 36%

30%

Global China India US UK Italy Germany Spain Netherlands France Sweden Norway

Percentage of consumers who would prefer to avoid dealership visits to compare 
financing and deals

“We had experienced a very sharp uptick in the number of digital inquiries we are getting. More and more customers, because of the fear of 
contracting COVID-19 and this social distancing, will try and see how they can make maximum use of technology to buy car.”
RC Bhargava, chairman of India’s largest automotive OEM – Maruti Suzuki*
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Actions for automotive organizations

Provide a best-in-class digital experience. Walking into a showroom and interacting 
with salespeople now needs to be replicated in digital form. Example – BMW on WeChat.

Accelerate the digital transformation of dealerships. Retrain and support 
dealership for using digital channel to reach the end-consumer. Example –
Volkswagen 

Offer a contactless customer experience for test drives, deliveries and 
maintenance. 39% of consumers currently expect at-home services – such as 
vehicle pick-ups and drop-offs - during vehicle servicing.

Use emerging tech such as AR/VR and voice interfaces to offer a superior 
customer experience. Our survey found that 35% of consumers prefer an online 
VR/AR-based car walkthrough before purchase.

Source: Capgemini Research Institute, Consumer Behavior Survey, April 4–8, 2020, N=11,281 consumers. 
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The Change in the Automotive Industry will be structural!

Three steps how to react

AUTOMOTIVE 
SALES 

RECOVERY

NOW NEW NEXT
Immediate 
answers to the 
COVID-19 crisis 
to recover and 
re-establish 
business

Adaption of 
processes, 
ways of 
working and 
technology 
with regards to 
the “new 
normal” 
influenced by 
COVID-19 

New business 
models and 
operating 
models as 
answers to the 
“new normal” 
influenced by 
COVID-19

“We are committed to helping our client partners in the 
Automotive industry to meet the incredible and 
unprecedented challenges they are facing, supporting 
them to come out of the crisis even stronger.”

Our Sales Recovery Offering
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Q&A

Subscribe to CRI
(Capgemini Research Institute)

Follow
Capgemini  Automotive 
on Linkedin

Follow 
Capgemini China on WeChat
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The Capgemini Research Institute has been publishing weekly
research notes on the business impact of Covid-19

Upcoming

Published

• New series of notes on additional topics

April 17April 9April 2March 27 April 24

Leading virtual 
organizations

Boosting 
cybersecurity 
immunity

The great supply 
chain shock

New consumer 
behaviors - CPR

New consumer 
behaviors -
Automotive

New consumer 
behaviors - FS

April 30
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