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Background and goals of this study

A global pandemic finally ending, an ongoing war in the heart of
Europe, and high inflation rates in major economies worldwide — times
are uncertain, and the automotive industry is experiencing ongoing
rapid transformation due to technological advancements, shifting
consumer demands, and evolving market dynamics.

This latest edition of Simon-Kucher's global automotive study aims to
gather valuable insights into the preferences, expectations, and
purchasing behavior of automotive customers in different regions across
the globe. By conducting extensive research, we assist automotive
manufacturers, dealerships, and related stakeholders in understanding
the key drivers influencing consumer decision-making and identifying
areas to act on.

On the following slides, we hope to provide you with valuable insights
and food for thought. Enjoy reading!

Dr. Martin Gehring Matthias Riemer
Global Head of Automotive Partner
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A note to readers

This report covers a lot of ground. We
cover key trends, regional-specific results,
and how businesses should react to stay in
the fast lane. But there’s still more to
explore.

Get in touch to discuss the results in a
one-to-one meeting with a memlber of our

team.

Drive your business forward, with our help.



https://www.simon-kucher.com/en/insights/automotive-study-subscribe
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Global automotive study — Study overview and markets in scope

The recent edition of the Simon-Kucher Global automotive study covers a SIMON ¢
representative range of private automotive buyers worldwide KUCHER
About the study Regional coverage

&/ Method: online
Date: Q2 2023
# No. respondents: 8,235

i Profile: Private customers
who intend to purchase/
finance/lease a new or
used car in the near future

'l'ﬁ‘w Demographics:
Representative distribution

across gender, age, and
place of residence Australia, Belgium, China, Denmark, Finland, France, Germany, India, Italy, Japan,

Netherlands, Norway, Saudi Arabia, South Korea, Spain, Sweden, Turkey, UAE, UK, USA

Source: Simon-Kucher global automotive study April 2023 (n=8235); overall sample size per question might vary (e.g., due to preselected answers)
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Results at a glance

Mixed
customer
mood and
shifting
preferences

mww Customers are adapting in response to unstable markets
= On one hand, 1 out of 2 customers expect a decrease in purchase power - leading to: SIMON“
» Customers putting a higher focus on vehicle price vs. our past studies KUCHER
« 3 out of 5 customers might delay a vehicle purchase
* On the other hand:
» Value-related criteria such as brand, design, and drive technology still dominate over total cost of ownership
* Those who are ready to buy plan to spend 15-20% more than in recent years

+ Customers are much more open to exploring flexible leasing options and subscriptions (58% vs. 52% last year) - a
possible way to deal with uncertain times ahead

* More than 50% of customers are willing to accept more volatile price changes by car manufacturers — around one-third
is hoping to turn this into a better deal for themselves

QN NN I I I I IS S S S S S S S . ..

-‘I: EVs are becoming mainstream BQ:E There’s a growing preference for local brands

= Globally, electric vehicles (EV) are nearly as popular as petrol vehicles
(63% vs. 64% who would potentially buy)

» German brands are still the most considered car brands globally (75%) - except
in the other auto nations France, ltaly, US, South Korea, and Japan, where the

= China has highest EV consideration rate (89%) followed by Norway (74%) local brands remain in the lead

» Head-to-head in China - consideration of German brands vs. Chinese brands is
a close race of 85% vs. 84%, which clearly reflects growing national pride and
the recent outstanding performance of Chinese (electric) brands

= EV consideration in Europe and the US has stabilized for the short term
between 50 and 60%

= Top three reasons to buy EV: Environmental friendliness, regulation,

financial benefits = Globally, consideration of Chinese OEM is stabilizing but not growing; highest

in China itself, Saudi Arabia, UAE, and India. Lowest in France and Japan
= Current EV owners especially like the better driving experience and cost of

ownership when considering a new EV = New electric vehicle manufacturers like TOGG in Turkey and CEER in Saudi

Arabia make it to the top of the list of considered brands in their home country
immediately

Source: Simon-Kucher global automotive study April 2023 (n=8235)
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Results at a glance

@ Digital sales should build on proven SIMON‘:
B=/ clements from the past KUCHER

= 55% of Gen Z is looking to buy their next car online vs. 18% of baby boomers

... aren't stopping the
transition to digital sales
and new technologies

= But across generations, >70% want to have a main contact person they can always
turn to when purchasing a car — a fact OEMs must keep in mind when changing
distribution models

= 2 out of 3 of customers think a test drive before purchase is a must

= /8% of customers prefer to negotiate the price in person to get a better deal (top
3: UAE; Saudi Arabia; Turkey; bottom 3: Sweden, China, Belgium)

Perception of autonomous driving
" clearly differs across generations

(‘ Connected vehicles, BaaS, V2G - New revenue streams in the auto industry P

= >70% of millennials and Gen Z are open to leasing the battery separately from the electric vehicle

» |n case of an accident, 55% of Gen-Z customers
think the insurance providers will be responsible
vs. 34% of baby boomers

= Customers who are aware of vehicle-to-X technology have mixed feelings:
* 74% think EV drivers will benefit personally — e.g., through the possibility to charge other devices

+ /3% believe the technology is key to achieving sustainability = Across generations, customers agree that they

will have greater trust in autonomous vehicles

« BUT: 52% would not trust a third party (i.e., energy company) to manage the vehicle battery
from traditional brands than from newcomers

= |n contrast: >80% would be willing to share data from their connected vehicle and 75% would share even
personal driving data that OEMs can use to develop new services:

= Top three data points customers are willing to share: fuel/energy consumption behavior, technical
conditions of the vehicle, battery level of EV

Source: Simon-Kucher global automotive study April 2023 (n=8235)
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Global automotive study — Study overview and markets in scope

Perceptions about digital sales and new technologies vary across generations, with SIMON .$
baby boomers exhibiting the most skepticism to transition KUCHER

Chara,Cter Of’O/ace Suburban - 29% Suburban - 22% Suburban Suburban _ 37%
of residence
Rural 17% Rural 11% Rural 19% Rural 26%
Top purchase Brand Fue//energy Design Fue//energy Brand LOﬁng/ty/ Fue//energy Drive Brand Drive FueVenergy Brand
drivers’ (Top 3) consumption consumption reliability consumption technology technology consumption

Interest in
subscription

‘ 75% J 71% . 53% . 34%
* 74% J 68% ' 49% . 29%
;)Cﬁ!)Senness to in-car ) 66% ) 67% , 53% ' 36%
1) Apart from price;

Source: Simon-Kucher global automotive study April 2023 (n=8235); Overall sample size per question might vary (e.g., due to preselected answers)
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Excitement about
autonomous driving

Prefer to buy their
next car online

Want to get sales ad-
vice in a virtual setup



Global automotive study — Study overview and markets in scope

China is an early adopter with great affinity for new business models and innovations
compared to a more cautious approach by Europe and the United States

Engine
consideration

Country
consideration

Pricing
models

In-car
advertisement

USA

Petrol is the most considered engine type with
82%, far ahead of EVs (51%)

Battery leasing interest: 49%
Battery swapping interest: 71%

TOP 3: USA, Japan, Germany

Subscription model consideration: 48%
Find more dynamic pricing fair: 48%

Almost half of people do not want any kind of
in-car advertisement

Europe Top 5

N

.. EV consideration (52%) equal to petrol

consideration (51%)

Battery leasing interest: 56%
Battery swapping interest: 76 %

German brands are the most

considered worldwide - among the top 3
in every European country
TOP 3: Germany, Japan, France

Subscription model consideration: 48%

Find more dynamic pricing fair: 43%

53% of customers do not want
any kind of in-car advertisement

Source: Simon-Kucher global automotive study April 2023 (n=8235); Overall sample size per question might vary (e.g., due to preselected answers)

Simon-Kucher | Global Automotive Study 2023 | Report

SIMON.?
KUCHER

China

&

89% of Chinese customers would consider
an EV for their next vehicle

Battery leasing: 73% Battery swapping: 90%

TOP 3: Germany, China, USA

71% are open to subscription model

74% find a more dynamic pricing
approach fair

Only 36% do not want in-car advertisement. It is
important that the information comes in handy
or is vehicle-related
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Global automotive study — Global customer sentiment

Majority expects a decrease in purchasing power and plans on keeping their current SIMON .$
vehicle longer - many still expect the availability of vehicles to be an issue KUCHER

Disagree Neutral Agree'

"My purchasing power

) ; 26% 20% 53%
will decrease

Highest agreement in

South Korea and Turkey,
lowest in China

"I will buy a smaller

o 41% 21% 38%
vehicle

"I will keep my current

) " 22% 20% 58%
vehicle longer

Highest agreement in

South Korea, Australia,

UAE, and India
"Availability in stock will
dictate my decision 22% 60%
more"

1) Agreement defined as 5, 6, or 7 on a 1-7 scale, disagreement defined as 1, 2, or 3 on a 1-7 scale;
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: Currently, markets all over the world are heavily influenced by effects such as supply shortages, inflation, etc. To what degree do you assume this will impact your purchase decision?; Overall sample size per question might vary (e.g., due to

preselected answers)
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Global automotive study — Global customer sentiment

Value-related purchase criteria are still in the lead, but price is the single most SIMON.?
important purchase criterion KUCHER

Nearly 2/3 of points were
distributed to value-related
criteria, vs. a little more than
1/3 to price related ones

100
o Value related
80 ]

70

When asked to distribute 100
points according to importance,
60 9 points on average were given
to drive technology

50
40 Significantly more
. relevant for SUV/pick-up
s0 @ Price related customers in US
2 N
10 Vehicle price is most
important individual criterion
0 with 16 points out of 100
Vehicle Fuel/ Maintenance/ Resale Drive Brand Reliability Design Engine Driving  Equipment CO2  Environmental All
price energy  repair costs value technology power dynamics level emissions  footprint
consumption of built
materials

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about buying a car, how important is each of the following purchase drivers? Please distribute 100 points; Overall sample size per question might vary (e.g., due to preselected answers)

Simon-Kucher | Global Automotive Study 2023 | Report 12



Global aaiive study — Global customer sentiment

SIMON.?
KUCHER

Compared to the previous year, customers are
paying more attention to the price of their
future car but are not willing to sacrifice brand
preferences

Purchase driver [ess important More important

Price this year
significantly more
important compared
to previous year

Vehicle price

Drive technology Drive technology

remains equally

(electric, petrol, .
important

diesel, hybrid)

Despite more
emphasis on price:
Customer stay
focused on brands

1) Only considering markets that were part of the 2022 and 2023 studies;
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about buying a car, how important is each of the
following purchase drivers?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Global customer sentiment

Respondents in Western countries identify price-related criteria as significantly more SIMON .$
relevant to the purchase decision compared to Arabic and Asian countries KUCHER

50 Price related criteria less
important in Arabian and

45 ‘ ' ﬁ * east Asian countries

d a ik
o ‘ S 3 0B 0e 4

‘II
AN A
A4 1\4

Belgium is the most price-
driven country, closely
Lol followed by Australia

35

In relative terms, price

plays a very comparable
25 role in most global markets

20 Price related criteria with
lowest importance in
15 China

10

5

0

1) Aggregation of vehicle price, maintenance costs, resale value, and fuel consumption;
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about buying a car, how important is each of the following purchase drivers?; Overall sample size per question might vary (e.g., due to preselected answers)

Simon-Kucher | Global Automotive Study 2023 | Report



Global automotive study — Global customer sentiment

SIMON.?
KUCHER

Segment split

Vehicle size and type is driving the importance of price — small hatchback,
compact SUV, and people carrier/minivan being most price-sensitive

Importance of price-related criteria! among all purchase drivers (in %)

m Other price related criteria

Avg. 37% .
‘ k—-,‘ Owners of small hatchbacks
\ distribute 19 points to the vehicle
W - price and additional 23 points to
A -,.\\t other price-related criteria

- Highest price sensitivity for small Small  Small People| Medium Van Medium Medium Pick-up Medium Large Large Sports Large Full- Full-

~ hatchback, SUV, and people (Hatch)  (SUV)  carrier| (Wagon) (Hatch) (Sedan) (SUV) (Wagon) (Sedan)  car (SUV)  size- size

—— Carrier/minivan customers in US (Sedan) (SLV)
market with approx. 48 points Current vehicle of respondent

1) Aggregation of vehicle price, maintenance costs, resale value, and fuel consumption;
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about buying a car, how important is each of the following purchase drivers?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Global customer sentiment

Customers expect higher purchase prices due to overall inflation - those still buying a SIMON$

new car plan to spend 15 to 20% more money on their next car

<10,000

10,001-20,000

20,001-30,000

30,001-40,000

40,001-50,000

50,001-75,000

75,001-100,000

>100,000

Budget for next car (purchase, in €)

4%

3%

-

3%

6%

9%

1) Only considering markets that were part of 2022 and 2023 studly;
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: What will be your maximum budget for your planned new vehicle purchase or lease?; Overall sample size per question might vary (e.g., due to preselected answers)
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13%

12%

W 2023

20221
14%
21%
23%
24%
18%
16%
T N 2023, 16% of

16%

respondents plan to spend
€40-50k on their next

vehicle compared to just
12% in 2022

Average:
€39,300 in 2023
€33,200 in 2022

<100

101-200

201-300

301-400

401-500

501-750

751-1,000

>1,000

KUCHER
2023 vs. 2022

Budget per month for next car (e.g., leasing, in €)

I - W 2oos

10% 20221

12%

14%

20%
20%

14%
15%

18%

13%

16%
9%

7%

‘QI
X

) Average:
8% €480 in 2023
13% €420 in 2022



Global automotive study — Global customer sentiment

Driving customer engagement in after sales will be key in the coming years as SIMON.?
increasing prices are pushing customers to look for cheaper alternatives KUCHER
Respondents compare prices for maintenance and services They do not expect to change their servicing behavior (i.e., in terms of frequency)!

Disagree Neutral Agree’

"I will not change how |
service my vehicle" .

m Yes, | do compare

prices Yet two-thirds are actively looking to decrease their own bottom line

No, | do not compare
prices beforehand Disagree Neutral Agree

s K107 choaperfabor 1o [ e
COSts

They perceived a significant increase of

prices in the last three years "I will search more online for o 5
alternatives

"I' will extend service

10-19% 33% o
' wil look for cheaper 8% 4%
parts

20-49% 26%

>50%

119% 'l will do more DIY repairs" 15% [ 4%

1) Agreement defined as 5, 6, or 7 on a 1-7 scale, disagreement defined as 1, 2, or 3 on a 1-7 scale;

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: Thinking about servicing your vehicle, do you compare prices for maintenance and service costs as well as parts prices beforehand?; Q: When reflecting on the past three years of maintaining your vehicle, to what degree have service costs
increased?; Q: Please assume you need to service your vehicle in the near future. Given the current economic context and increased costs, would you change any of your behavior with respect to vehicle service?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Global customer sentiment

Vehicle subscription services increasingly gaining traction, with majority of SIMON ¢
respondents considering them for their next vehicle KUCHER

Less then 10% so far have used or considered a car subscription... ... but a majority would consider it for their next car

Awareness of subscription services Consideration of subscription services for next car

(o)
1.3% Yes, | am using it
8% Yes, | considered it

Yes, someone | know
is already using it

60% aware of

m Yes, | would
them now vs. consider it
52% in 2022 36% o YeS: |have already

heard/read about it

No, | would not
consider it

40% No, | was not aware
of that

vS. 52% in 2022

Share

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: Have you already heard of subscription models in the automotive context?; Q: Would you consider an all-inclusive flex-leasing (subscription) model for the next purchase/usage of a vehicle?; Overall sample size per question might vary
(e.g., due to preselected answers)
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Global automotive study — Global customer sentiment

Respondents in India and countries in the Middle East with largest interest in SIMON.?
subscription services for their next vehicle KUCHER

Awareness and consideration of subscription services

Countries with high

awareness also show greater

Exceptions: Japan shows

920% - interest in subscriptions high awareness but little
interest while Finland and
80% - Turkey currently show low
awareness but great interest
70% -
60% -
50% -
40% -
30% -
20% -
10% -
0% - - ~ . : .
<< C o @ o @ £ - & T ( - w U 0 3

m Awareness 1 Consideration

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: Have you already heard of subscription models in the automotive context?; Q: Would you consider an all-inclusive flex-leasing (subscription) model for the next purchase/usage of a vehicle?; Overall sample size per question might vary
(e.g., due to preselected answers)
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Global automotive study — Global customer sentiment

The key benefit of higher flexibility is most useful when the personal economic outlook SIMON ¢
is uncertain - the right monetization of subscriptions will be key KUCHER

Respondents value additional safety and flexibility ...but benefits do not result in significantly higher
of subscription services... willingness to pay compared to purchase/leasing

Main benefits Willingness to pay for car subscriptions

A EEUL . (indexed, WTP for purchase/leasing = 100%)
Complimentary service and h h
Complimentary service maintenance makes 104% ose who are
. 47% bscrioti hassle-f considering
and maintenance SUDSCIIPLONS & hassie-ree 100% subscriptions show
experience 0
: slightly higher WTP
Higher flexibility on _ 449 compared to leasing,
Subscriptions solve leasing's WTP overall
Higher flexibility on . biggest pain points:
mileage 40% Flexibility on duration and

mileage

Please note: Those
who are considering
subscriptions in
general have slightly
higher WTP

Higher erX|b|I|tylon 36%
cancelation
Complimentary

: 36%
Insurance

Low importance:

Insurance and taxes are
299% predictable anyway, so

inclusion is just nice to have

Complimentary taxes

I

Purchase/leasing’ Subscription?

1) Considering all respondents 2) Only considering those who are considering subscriptions (n=4787);
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: You mentioned earlier you are aware of subscription models. What defines subscription for you compared to other purchase models (e.g., leasing)?; Q: Please indicate how high the monthly expenses for your future purchased or leased car
will be.; Q: How much would you be willing to pay for an all-inclusive flex-leasing (subscription) for the same car?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Global customer sentiment

Global comparison shows mixed picture - all are expecting
to pay more but willingness to pay for flexibility can differ

Monthly expenses (indexed, current payment = 100%) m

All markets with higher
WTP for next car than for
140% current car

130% Most markets with highest Example: Belgium
° WTP for subscription’ Next car: +9% vs. current

Subscription: +13%!
110%
100%
90%
80%
70%
60%
C® e O F S OO +=®E ()Y © 2 0

B Current car B Next car (purchase/leasing) Next car (subscription)

120%

w

1) Only considering those who are considering subscriptions;

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: Think about the total sum of costs that are related to your current vehicle. How much do you think your total costs
are per month?; Q: Please indicate how high the monthly expenses for your future purchased or leased car will be.; Q: How much would you be willing to pay for an all-inclusive flex-
leasing (subscription) for the same car?; Overall sample size per question might vary (e.g., due to preselected answers)
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How to act?
Global customer sentiment

ny

Source: Simon-Kucher global automotive study April 2023 (n=8235)
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SIMON.?
KUCHER

Facing uncertain economic headwinds by managing CLTV

Across the globe, many customers expect to be impacted by inflation and

economic downturn and therefore expect to keep their current car longer

- Manufacturers should focus even more on getting after sales and services
right; maximizing "customer lifetime value" (CLTV) through advanced
monetization strategies in after sales (e.g., loyalty schemes, parts pricing,
innovative service contracts, and new revenue sources) will be key

Knowing how to price new vehicles and flexible leasing offers

Customers are getting more price sensitive, but for some segments and markets,

new car budgets are still growing

- The risk of price wars in the industry is rising. It is therefore essential to know
where to fight for market share — and where to protect margins

- Differentiated pricing tactics will be key — understanding customer and market
segments from a customer-value perspective, not just from a socioeconomic
perspective, should drive future pricing moves

Subscriptions are increasingly popular, but customers' WTP is often not in line with

prices offered as customers' have poor understanding of their actual car costs

- Companies should focus communication on advantages compared to leasing
(e.g., more flexibility on mileage and duration) instead of just stressing that
subscriptions have an all-inclusive cost model

- Price positioning of subscription and leasing offers and a traditional purchase
must be optimized in combination — customer streams must be managed
actively to achieve the overall financial optimum

22
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Global automotive study - Update on electrification and autonomous driving

EVs are on the verge of becoming #1 in terms of customer interest; young car buyers are SIMON+$
equally interested in buying ICEs and EVs in the near future KUCHER

KEY INSIGHTS S Generation split

= EVs are on the verge of becoming #1 in terms of customer interest

—
—
-

» Young car buyers are equally interested in buying ICEs & EVs in the near future
= All agree diesel is dead and hydrogen remains a niche technology

Won't consider Undecided Will consider?

Gasoline

v N >
T

Avg. consideration 64%

> 13% 68% 60% 58%

Younger generations of car

hybrid

buyers are less fixated on one
specific drive train technology...

Mild hybrid 24%

EREEBEEOC

_ _
Diesel 54% 33%
> 68% 72% 61% 49%
a 1croser 0 o 0 0
... while EVs are on the
in st preforred solition
(LPG/CNG) - S0% most preferred solution

1) Consideration defined as 5, 6, or 7 on a 1-7 scale, non-consideration defined as 1, 2, or 3 on a 1-7 scale; Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about purchasing or leasing a new vehicle, which engine type will you consider?; Overall sample size per question
might vary (e.g., due to preselected answers)
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Global automotive study — Update on electrification and autonomous driving

As EVs gain significant popularity among customers, interest in diesel engines SIMON.?
continues to decrease KUCHER

/ i Won't consider Undecided Will consider?
Gasoline remains most

attractive engine type 20232 24% 14%
among customers

2

20222
—
- Interest in EVs .
increases — catching Fully electric 20232 29%
\ up to petrol engines

x 20222

Plug-in hybrid 20232
Diesel 20232 58% 12% 30%

20222 13% 33%

1) Consideration defined as 5, 6, or 7 on a 1-7 scale, non-consideration defined as 1, 2, or 3 on a 1-7 scale; 2) Only considering markets that were part of 2022 and 2023 study;
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about purchasing or leasing a new vehicle, which engine type will you consider?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study - Update on electrification and autonomous driving

Asian and Middle Eastern countries with a higher consideration for EVs than European

countries

EV consideration across countries

in %

Acceptance
4,5,6,or7ona 1-7 scale

Consideration
5, 6,or 7ona 1-7 scale

Strong

consideration
6 or 7ona 1-7 scale

China

India

South
Korea

S

g
9

UAE

C

Turkey Norway Saudi

C

éla

Arabia lands

© =
-

>

Nether- Denmark Sweden

m
w

60

40

UK

AN

69

58

40

SIMON.?
KUCHER

ltaly  Finland Germany Belgium USA  Japan Spain Australia France

() & & () £ ¢ T & O

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about purchasing or leasing a new vehicle, which engine type will you consider?; Overall sample size per question might vary (e.g., due to preselected answers)

Simon-Kucher | Global Automotive Study 2023 | Report

26



Global automotive study — Update on electrification and autonomous driving

Across all markets, EV consideration increased or remained stable over the last year

except in the UK and Spain

EV consideration across countries?
in %

100%

90%
89%
80%
79%
70%

68%

60% 63%

58%
50% °

40%
30%
20%
10%

0%
© 1= >

China Norway Denmark

At the same time, a
noticeable increase in

interest for gasoline
and plug-in hybrids

65%
60%
56%
49%
42%

A A

w ‘ ' By . ‘ ’
Sweden [taly UK Germany Belgium

1) Consideration defined as 5, 6, or 7 on a 1-7 scale; only considering markets that were part of 2022 and 2023 studly;
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about purchasing or leasing a new vehicle, which engine type will you consider?; Overall sample size per question might vary (e.g., due to preselected answers)

Simon-Kucher | Global Automotive Study 2023 | Report

SIMON.?
KUCHER

m 2023 = 2022

Unchanged interest

into alternative
powertrains

46% 459  BEEA) 46%
38%
- =
@ O o 9 ()
USA Japan Spain Australia France
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Global automotive study - Update on electrification and autonomous driving

Future customers have a good understanding on the pros and cons of EVs - yet they SIMON.?

underestimate the ease of maintenance and the driving experience itself KUCHER

Once people experience EVs, they enjoy the driving KEY INSIGHTS

experience and "uncomplicated" maintenance... ... most drawbacks on EVs start to vanish = Main reasons for and against EVS

Main benefits Main drawbacks uno.hanged .

Environmental and correlating

Better for the 49% High purchase price 48% bureaucratic aspects are the most
environment 50% 45% dominant EV driver

Apart from prices, the insufficient

Insufficient range
g 42% usability is still a key drawback

Conventional cars are

increasingly regulated
EV owners see driving experience

and maintenance as advantages

Insufficient charging

Governmental financial infrastructure

benefits

Time-consuming charging
vs. 2022

= Customers' opinion about EVs
are set: Main benefits and main
drawbacks are seen as identical to
previous studies

Better driving experience

No home-charging available
Charging electric

vehicles is chea
P Doubts about sustainability

Cheaper to maintain
Doubts about safety

21%
24% Not enough engine power

| like their design MARKET SPECIFICS

= Depending on the coverage of
charging infrastructure and degree
of regulations on conventional
vehicles, regional differences exist

More independant when 19%

recharging 20% Do not like their design

I AllEV considerer (n=6141) M EV owners (n=323) I EV doubter (n=3029)

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: Earlier on, you indicated that you were undecided or interested in buying an electric vehicle (EV). What are your main reasons to consider an electric vehicle?; Q: Earlier on, you indicated that you were undecided or not interested in buying
an electric vehicle (EV). What are your main reasons to not consider an electric vehicle?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study - Update on electrification and autonomous driving

Younger generations put more weight on sustainability factors, so growing importance SIMON ¢
can be expected for the future KUCHER

"Fuel/energy consumption”, KEY INSIGHTS
"Longevity/reliability", "Level of . -
CO2 emissions," and = Sustainability factors account

"Environmental footprint of built for 28% in the importance over
materials" as sustainability-related all purchase criteria

factors of the purchase criteria The core sustainability factors (CSF)
only account for 9%

Importance of purchase drivers

"Level of CO2
emissions" and

= Fuel/energy consumption "Environmentgl footprint
of built materials" as
core sustainability

» Level of CO2 emissions factors (CSF)

= Longevity/reliability

GENERATION SPLIT
Environmental footprint of built materials

= Other

= Decreasing importance of the
core sustainability factors the
Gen Z (11%) and millennials (10%) older the generations
express highest importance
compared to Gen X (8%) and baby
boomers (7.5%) for CSF

MARKET SPECIFICS

= Above 10% importance in India
(13.4%), China (12.3%), UAE (12%),
Saudi Arabia (11.5%), and Turkey
(10.5%) for CSF

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about buying a car, how important is each of the following purchase drivers?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Update on electrificationf@nd autonomous [elgiVilgle]

SIMON.?
KUCHER

Sustainability comes in multiple shapes - Manufacturers
need to approach it holistically to fully monetize

Importance of sustainability characteristics in comparison to cash discount

19
- When asked to distribute 100 points
according to importance, on average 19
15 points were given to 10% cash discount
4 13 13
4 12
10 10
I I 8
Local Green Sustainable  Transparency Certificate for Separate Clearly visuall 10% cash
production production  built materials ~ on supply/ vehicle brand or label  differentiation discount
and production by known dedicated to
resources chain partners sustainability

(e.g., fairtrade)

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: Environmental impact is becoming more and more relevant these days. Imagine you can purchase a more
sustainable vehicle without sacrificing any main attributes of the car. What importance do each of the listed characteristics below have? Please distribute 100 points between the items. A
higher number reflects higher importance.; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study - Update on electrification and autonomous driving

Most respondents expect at least 400 km of range, only 12 percent are satisfied with a SIMON ¢
range of less than 200 km KUCHER

KEY INSIGHTS

= To satisfy most customers,
manufacturers need to offer
at least 400 km of real-world
range

Minimum range expectation

31%

27%

EV owners find their sweet
spot between 300 km and
500 km of range

Reading example:

2 7% of all respondents
expect at least a range
between 400 and 500

kilometers

Depending on the use case,
small-distance EVs with ranges
below 300 km are appealing
to approx. 20% of future
customers

13%

129%, 12%

6% vs. 2022

= Expectation of electric rangeis
growing with the increasing
range offered in the market
515 km vs. 480 km (in 2022,
+7.2%)?

<200 201-300 301-400 401-500 501-600 600-800 >800

Range expectation (km)
8 Allrespondents [l EV owners'

1) EV owners (n=323); 2) Only considering markets that were part of 2022 and 2023 study;
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: What would be the minimum range a fully charged EV should have to be attractive for you?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study - Update on electrification and autonomous driving

Non-EV owners have significantly higher range expectations than EV owners - SIMON.?
expected range does not differ significantly based on the intended vehicle segment KUCHER

Minimum range expectation

600

593 534 532
522 519 519 519
408 516 D18 514493 508 506 500 498
500 472 472 465 459
447
422

400
300
200
100
0

Large SUV  Full-size SUV  Medium SUV Van Large car-  Medium car - Full-size - Medium car - Pick-up Large car- People carrier  Sports car Small SUV ~ Medium car-  Small car -

Sedan Sedan Sedan Wagon Wagon (minivan) Hatchback Hatchback

[ Allrespondents M EV owners? ;
Customers who desire SUVs with Range expectation (km)

slightly higher minimum range
expectations

EV owners with lower minimum range

expectations than non-EV owner

1) EV owners (n = 323);
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: What would be the minimum range a fully charged EV should have to be attractive for you?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study - Update on electrification and autonomous driving

Markets like China, Norway, Japan, and Finland have high infrastructure penetration SIMON ¢
and/or high metropolitan concentrations with lowest overall demand for range KUCHER

Minimum range expectation (in km, figures reflect the market average) L Avg. minimum range expectation per market

Average

611 507 494 491 484

Saudi Arabia

South Korea Iltaly Norway

476 434 427

907

Belgium UK
Sweden

506 438 Japan China

417

Australia Germany Denmark Netherlands India Finland

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: What would be the minimum range a fully charged EV should have to be attractive for you?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study - Update on electrification and autonomous driving

While many customers accept a charging time under 60 min in public for a range of SIMON ¢
300 km, the sweet spot is below the 40-min mark KUCHER

Maximally accepted charging time for 300km (200miles)

Reading example: 24% of all respon-

Without showing anchor of 10 min for refueling dents expect to recharge 300 km in
under 40 mins on a public charger... 36% KEY INSIGHTS
289 = Experiment: Showing 50% of
269 26% ° .
& 24% o all respondents a typical time
18% to refuel (approx. 10mins)
100, when asking for charging
10% ° 10% O% expectations
- - - Result: Most people have
realistic expectations on
10-19 20-29 30-39 40-49 50-60 charging times as we see
limited anchoring effects...
. ...and the peeks of accepted
o charging times are just below
10% O/o .
15% 13% 60 min and between 30 and
199% 39 min
[0}
26% 25% T o 26%  ogy

... While the number slightly increases to 25% when anchored

against the fact that refueling takes around 10min in comparison.

With showing anchor of 10 min for refueling ™ All respondents (6433) B EVowners (n=299)

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: One of the main drawbacks to electric vehicles is their longer charging times in comparison to traditional combustion-engine vehicles (approx. 10 min per refuel). Imagine you are on a public charging location. How long a charging time
would you accept when recharging up to a range of 300 km/200 miles?; (please note: anchor on approximated fuel time was partially shown as an experiment); Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study - Update on electrification and autonomous driving

Autonomous driving is a highly exciting function for upcoming generations, which
assign responsibility to insurance companies in case of autonomous driving accidents

Attitude to autonomous driving

Slightly more
excitement and less
afraid of autonomous
driving compared to
2022 study

Baby boomers are more

afraid of autonomous
driving (37%) than
younger generations
(e.g., Gen Z: 12% afraid,
74% excited)

m Excited wmAfraid = No strong opinion

Top 3 most excited countries:
UAE, Saudi Arabia, India

Top 3 most afraid countries:
Belgium, Netherlands, and
Norway

Responsibility in an accident

Only baby boomers
consider the manufacturer
responsible in the case of
an accident.

For 55% of Gen Z,
insurance companies bear

responsibility. ® Insurance companies

m The manufacturer

= No strong opinion

SIMON.?
KUCHER

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: Would you say that you are more excited about or more afraid of this technology?; Q: How do you view the responsibilities when covering damages?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study - Update on electrification and autonomous driving

Traditional brands have a trust advantage among all customers related to autonomous

driving technology, which is currently perceived as highly luxurious

Key market split

Agreements with statements (1= strongly disagree; 7= strongly agree)

Total : Respondents have more
trust in traditional brands
VS. NEWCOMErs

"I have more trust in traditional
brands than newcomers"

"These are luxury cars and

Chinese respondents do ) .
P will be too expensive for me"

not regard autonomous
features as exclusive to
expensive cars

I
[N NN
©©

&
\l

"They are a very positive
technological development"

&
w

"I trust the technology"

"In a few years, they will be

China has a substantially the standard on the streets

more positive opinion
about autonomous cars "Software can replace a human

compared to other markets driver and drive less dangerously”

"I would be willing to buy such a car”

"I will use autonomous taxis
(assuming that they will be cheaper than human-driven taxis)"

1) Europe 5 = Germany, UK, France, ltaly, Spain;
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: To what extent do you agree with the following statements regarding autonomous cars?; Overall sample size per question might vary (e.g., due to preselected answers)
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SIMON.?
KUCHER

Generation split

Baby boomers

Bae . All generations
Millennials : have more trust
' in traditional
brands

Gen Z and
millennials have
a more positive
opinion about
autonomous
driving
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How to act? SIMON.?
Update on electrification and autonomous driving KUCHER

Consideration of electric vehicles reaches peak in some markets - now it is
about delivering the right products and infrastructure
Consideration of electric vehicles is globally on the rise but slowing down on a high
level in some markets; non-EV owners are unaware of the superior driving
experience and more concerned about the required range.
- Customers are ready to buy, but products and especially infrastructure are not
catching up. Act fast to not lose momentum among your customer base
- Firsttime buyers need to be pulled in with range of at least 400 km for new
vehicles entering the markets
- The range most customers require will become visible over time - depending
on the ramp-up of the infrastructure

Sustainability is in customers' focus, but monetization is challenging

Customers demand that manufacturers consider sustainability aspects for their

vehicles. However, they rarely are a key differentiator associated with an extra WTP.

- Manufacturers should meet customers' expectations by improving their
sustainability but avoid using this as sole value driver

Autonomous driving
Slight increase in interest for autonomous driving, which is significantly higher for
younger generations.

- Especially traditional manufacturers need to further invest in and improve their

)

2
Lo
p

o
. 3

/// " e ~ autonomous driving technology as they still have a trust advantage on safety in
’ general

g ;
vy

Source: Simon-Kucher global automotive study April 2023 (n=8235); Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Spotlight on brand origin and Chinese brands

Respondents allocate greater importance to the brand as a
purchase driver when buying a new car

Recap: Importance of purchase drivers Average importance of brand'

(relative importance of purchase driver in %)
#1
#2
#3
+4 IR )
.|

Design

Importance of brand as a
purchase criterion
HP/engine power increased compared to
the previous year

8%

Equipment level

1) Only considering markets that were part of 2022 and 2023 study;

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about buying a car, how important is each of the following purchase drivers?; Overall sample size
per question might vary (e.g., due to preselected answers)
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Global automotive study — Spotlight on brand origin and Chinese brands

SIMON.?

Customers strongly consider their local, German, and Japanese brands KUCHER

Consideration' of most relevant brands from different countries by market

# 1 #2 #3 North # 1 #2 #3 KEY INSIGHTS

Europe America = Germany and Japan are in the
UK Ge7rr7r:}'=my UK Japan USA USA Japan Germany top three of every country's
b 72% 68% 83% 72% 60% : : :
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, consideration (besides South
Germany Japan USA Kor
Norway 79% 65% 54% Middle East orea)
Sweden Germany Japan South Korea Turke Germany Japan Turkey France, ltaly’ Germany, USA’
76% 64% 50% y 90% 81% 77% Japan, and South Korea
Finland Germany Japan USA UAE Japan Germany USA consider own countries' brands
,,,,,,,,,,,,,,,,,,,,,,,,,,,,, R R N 1 e the most
Denmark S Japan usa Saudi Arabia e il UsA New brands like in Turkey or
*************************************************************************************************************************************************************** : Saudi Arabia immediately make
German Germany Japan South Korea Saudi bra“qs follow o h id d Y f
Y 83% 49% 43% Asia Pacific closely behind It Into the considered set 0
””””””””””””””””””””””””””””””””””””””””””””””””””””” many customers
Germany Japan France . Japan Germany USA
Netherlands 73% 61% 55% India 88% 86% 85%
. Germany Japan B .. Germany China  USA
Belgium 72% 55% 529% China 85% 84% 76%
France Germany ren A South Korea Germany ~ USA
France 80% 64% 51% South Korea 89% 78% 67%
. Germany Spain e ... . Japan Germany ~ USA
Spain 77% 74% 71% Japan 90% 50% 38%
Italy Germany s . Japan Germany  South Korea
taly 73% 71% 69% Australia 82% 66% 64%

1) Consideration defined as 5, 6, or 7 on a 1-7 scale;
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about buying a new vehicle, which brands would you consider (grouped by geographical regions)?; Overall sample size per question might vary
(e.g., due to preselected answers)

Simon-Kucher | Global Automotive Study 2023 | Report




Global automotive study — Spotlight on branMrands

SIMON.?
KUCHER

Growing consideration of Chinese brands, especially in the
Middle East, India, and China may pose a future threat to

established brands
| Market split

Consideration of Chinese brands by market

100%
80%

60%

40%

- I I I I I I I
F: = h AR r Y
= '*1'.'

| ¥ —_— L=
; OO0 : MO |
- -w -
1) Consideration defined as 5, 6, or 7 on a 1-7 scale;

» \
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about buying a new vehicle, which brands would you consider (grouped by geographical
regions)?; Overall sample size per question might vary (e.g., due to preselected answers)

+ I
v

-

Simon-Kucher | Global Automotive Study 2023 | Report 41



Global automotive study — Spotlight on brand origin and Chinese brands

Interest in Chinese brands especially strong among current EV drivers and younger
generations - available budget does not impact interest in Chinese brands

SIMON.?
KUCHER

Key market split

Consideration for Chinese brands by market Consideration' for Chinese brands by generation
100% 100%
90% 90%
80% 80%
70% 70%
60% 60%
50% 50%
40% 40%
30% 30%
20% 20%
10% 10%

0%
All Europe 5 USA China All Europe 5 USA

All ®m Current EV driver H Baby boomers mGen X m Millennials = Gen Z

EV drivers show high consideration Chinese brands are drawing a lot of

for Chinese brands regardless of their
geographic market

interest from younger generations,
especially millennials and Gen Z

1) Consideration defined as 5, 6, or 7 on a 1-7 scale;
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about buying a new vehicle, which brands would you consider (grouped by geographical regions)?; Overall sample size per question might vary (e.g., due to preselected answers)

Simon-Kucher | Global Automotive Study 2023 | Report

China

42



How to act? SIMON.?
Spotlight on brand origin and Chinese brands KUCHER

Staying successful in China requires more than just a Western brand heritage
Chinese customers are increasingly interested in their own brands but continue to
have strong interest in legacy brands, especially from Germany.

- Established brands should leverage their reputation further to remain strong
players in China - but "heritage" alone is not enough; technology leadership
needs to be retained and communicated

- Therefore, more than ever it is essential to tailor the products and services to
the Chinese customers if you want to stay among the leading brands

New brands can easily win in their home country, but expansion will not be

easy - except for Chinese manufacturers

New market players immediately make it to the top considered brands in their

home markets, such as in Turkey or Saudi Arabia

- Local pride plays a big role in accepting the new brands in their home markets

- An expansion to neighboring countries must be carefully planned and
prioritized - the competition from Western and especially Chinese brands
should not be underestimated

Chinese brands are especially well-received in China but also in several emerging

markets

)

T
2
&
-

o
- "

_;?; - /

// . L ~ focus their investments - otherwise, a big share of the market will go to
Chinese players

é - If India and the Middle East are a top priority for Western brands, they should

g ;
v

Source: Simon-Kucher global automotive study April 2023 (n=8235); Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Lessons learned for new sales models

Customers are quite satisfied with their last purchase process - providing a targeted SIMON ¢
and transparent experience is key to success KUCHER
Satisfaction Reasons for dissatisfaction' REYINSIGHITS
= Customers are generally
32% 0% 30% 30% - satisfied with their purchase
25% i 3% -_ = Main dissatisfactions during
20% the purchase process are time
needed, negotiations, and the
10% fear of not making the
perfect choice in terms of
0% 1% 2% . price and product
—
Not satisfied .. Very satisfied Tootime- |do notlike Fearof not Too much Too many
consuming negotiations making the information avallab|l|ty, choices
ideal choice long waiting when Vs, 2022

time configuring

= Customers are slightly
more satisfied with their last

Share of satisfied responds

100% purchase
90%
80% MARKET SPECIFICS
oo = South European and east
? Asian countries experience
lower purchase satisfaction
60%

1) Not satisfied respondents (n=253); Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: Please think about the last time you purchased or leased a new car. How satisfied were you with the process?, Q: You indicated that you were not completely satisfied with the typical car purchasing
process. Please pick up to three reasons.; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Lessons learned for new sales models

Customers are open to buying online but want to keep some of the key elements from SIMON.?
the past such as a test drive and main contact person KUCHER

Generation split
Sales channels for last car? Desired interactions with sales channel KEY INSIGHTS

(Share of respondents who agree with statement) = Physical showrooms are the
most used channel for car

Baby boomers purchases

| want to test-drive my next vehicle FeEhe . .
before purchasing it AL = Test drives and a direct

contact are very important
across all generations

Some customers might have initiated
the purchase online - e.g., via a used
car platform

| want to have one main contact person | . .
can a|Way§tum to = Millennials and Gen Z show

substantial interest in online
purchases

| want to experience and walk around
my next car virtually before purchasing it

| am pragmatic. | do not need a big
dealership with a huge stock

MARKET SPECIFICS

| want to get virtual sales advice in a .
virtual set-up = Turkey has the highest share

of sales going through online
channels, mainly platforms

m Physical showroom

= OEM or third-party online platforms/websites | prefer to buy my next vehicle online

1) Respondents currently owning a car (n=7493); Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: Where did you last purchase or lease a vehicle?; Q: When you think about the process of purchasing a vehicle and how you envision your interaction with any dealership: To what extent do
you agree with the following statements?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Lessons learned for new sales models

Evaluation of manufacturer websites is overall quite positive - satisfaction of Gen Z SIMON ¢
with online sales tools is falling behind older generations KUCHER
Generation split KEY INSIGHTS \ !/
Car manufacturer website _ L = =
(share of respondents who agree' with statements) = Starting point in ~@ =
purchase process
Baby boomers 61% =
"The website easily enables me BelEahe 70% Source to contact car =

H /- n 4 bt o) . . .
to get in contact with car dealers Millennials 700/705 %o dealers and gain insights to

56% make a first selection

"The website effectively guides me 67%

Millennials show the highest
to the car | am looking for"

usage and satisfaction due to
highest agreements

75%
70%
59%
"The car configuration tools are helpful
in the decision-making process”

69% Gen Z demands better
websites from manufacturers

75%
69%
55%
"The car configuration tools are a good 67%
opportunity to experiment, and they are fun to use"

_— vs. 2022

r2% = Customers agree slightly -

more with the statements now

74% in contrast to the previous study
70%

56%
"The website contains all of the information 66%

that | am looking for"

61%
"Clicking through the website and 69% MARKET SPECIFICS
exploring it is insightful and convenient” 75%
1% » High agreement and
ol . o] y satisfaction in India, Saudi
"If | have a specific question, | can quickly ; :
find the answer to it by browsing the website" 71% Arabia, and UAE, especially

regarding car configurators

1) Agreement defined as 5, 6, or 7 on a 1-7 scale;
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: When you think about the car manufacturer's website you last visited: Please indicate to which extent you agree or disagree with the following statements.; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Lessons learned for new sales models

Customers start their customer journey online but expect to close the deal offline; a SIMON.?

large portion of customers expect to get a better deal in a personal negotiation KUCHER
Consideration of online tools in the vehicle purchase varies Although it is an often-heard point of criticism - a large share
along the customer journey of customers expect and like price negotiations

Baby boomers 73%

1. Choose a few car models [EFap%
that seem interesting IMIIERRIEE

2. Compare the models and
identify your favorite

59%
3. Look for inspiration at 57% ’
the start of the search 56%
54%
61%
4.Pick the right level of equipment
5. Examine how the model
looks and feels in detail
35%
0, .
6. Set up contract and final price 32‘2/0 Baby boomers are slightly
more in favor of price
negotiations than Gen X,
7. Test drive (via virtual reality) 395 millennials, and Gen Z
30%
o S it o final contract ZSZ%A) m | prefer to negotiate the price to get a better deal
. Sign the paperwork and final contracts _
% m | prefer not to negotiate because | fear I'll get the worse end of the deal
25% | am not comfortable negotiating prices, regardless of the outcome

9. Make the payment
14%

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: Purchasing a car involves multiple steps, most of which can take place online. Please check every step that you could imagine doing fully online.; Q: One of the main differences with online car sales is the absence of price negotiation with a
dealership's sales representative. Please indicate which statement you agree most with. Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Lessons learned for new sales models

SIMON.?
Negotiation preferences differ, but the overall picture is similar globally KUCHER

-l
-

-

Market split
Opinions on price negotiation in %

iStock/Natanag

100%
80%
| prefer to negotiate the price
to get a better deal
60%

—8— | prefer not to negotiate
40% because | fear I'll get the
worse end of the deal

20% | am not comfortable

o— 0 & __. o o o , O -~ o /"/.\\./'A\. negotiating prices,
Te—@ regardless of the outcome
CDS T Ve OB e« &PPWETEFEESEO

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: One of the main differences with online car sales is the absence of price negotiation with a dealership's sales representative. Please indicate which statement you agree most with.; Overall sample size per question might vary (e.g., due to
preselected answers)

0%
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Global automotive study — Lessons learned for new sales models

Test drives are a necessary step in the purchase process most expect for SIMON.?
free - home delivery of test vehicle can potentially be monetized KUCHER

Importance of test drives Willingness to pay for test drive in online purchase process -
with somebody bringing the vehicle to your home!

KEY INSIGHTS
= Test drives as a necessary step
53% in the purchase process

Customers expect free test
drives; 53% are not willing to
pay for it

If customers are willing to pay

for a home delivery of a test
vehicle, the expected fee or
willingness to pay varies

Sile]allilez=1g11)%
13%
10% 11%
6% 6%
HE -
m A test drive is a must 1-49 50-99 100-249 250-499 500-999 >=1000 | would not
m A test drive is a nice add-on pay for this
service

m A virtual and interactive review is convenient and sufficient
= | do not need a test drive

1) Respondents interested in test drive (n=7598); Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: How important is test driving a new car for you in the purchasing process?; Q: Some online sellers offer a test drive service, e.g., by bringing the car to your home. What would be an
expensive but still acceptable price for this additional service as part of the online purchase?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Lessons learned for new sales models

Nearly all markets regard test drives as a must, with some regarding it as an add-on, SIMON ¢
but overall interest in virtual test drives is low KUCHER
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Market split
Importance of test drives

iStock/Natanag

100%
80% —@— A test drive is a must
60% . .
—@— A test drive is a nice add-on
<d
40%
—@— A virtual and interactive
review is convenient and
20% .
sufficient
I P _ e . & . o e | do not need a test drive
0% 88— o 90— — — «v———.———v/'

< o e SO 8t C & © ()@ < () e ()

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: How important is test driving a new car for you in the purchasing process?; Overall sample size per question might vary (e.g., due to preselected answers)

Simon-Kucher | Global Automotive Study 2023 | Report



Global automotive study — Lessons learned for new sales models

Respondents largely accept more frequent price changes as they are already used to SIMON.?
these outside of car purchases KUCHER

Opinion on more frequent price changes for vehicles

KEY INSIGHTS

_ = A majority of customers is
1- Disagree 7- Agree open to a more dynamic
approach to pricing

"It would give me the opportunity
to get a better deal than today" Overall for customers, the

chance of getting a better

price seems to outweigh the

risk of potentially higher prices

"It is fair to adjust prices for cars so
frequently”

MARKET SPECIFICS

= Scandinavian countries are
not open to more dynamic
prices

= China, India, Saudi Arabia, and
. ; ; . . | the UAE are the most

0% 20% 40% 60% 80% 100% accepting of frequent price
changes

"l understand that
prices change that often”

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: As of today, prices for cars and mobility services are rather fixed. In other industries, prices are more flexible to adjust for certain effects (e.g., seasonality). Thus, prices can be lower or higher than what you are used to. Imagine if prices
changed [daily/weekly/monthly]. To what extent do you agree with the following statements regarding more dynamic prices?; Overall sample size per question might vary (e.g., due to preselected answers)

Simon-Kucher | Global Automotive Study 2023 | Report 52



Global automotive study — Lessons learned for new sales models

The frequency in price changes does not influence the acceptance of price dynamics

Opinion on more frequent price changes for vehicles

1- Disagree

Daily

"It would give me the opportunity Weekly

to get a better deal than today"

Monthly

Daily

It is fair to adjust prices for cars so Weekly

frequently”
Monthly

Daily

Weekly

"' understand that _
prices change that often”

0% 20% 40% 60% 80% 100%

Monthly

I\l
>
«Q
=
()
(0]

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: As of today, prices for cars and mobility services are rather fixed. In other industries prices are more flexible to adjust for certain effects (e.g., seasonality). Thus, prices can be lower or higher than what you are used to. Imagine if prices

changed [daily/weekly/monthly]. To what extent do you agree with the following statements regarding more dynamic prices?; Overall sample size per question might vary (e.g., due to preselected answers)
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KUCHER

No significant difference for the
acceptance of price changes for

different time frames tested in A/B
testing
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Global automotive study — Lessons learned for new sales models

Younger generations are open and highly accepting of price changes compared to SIMON ¢
baby boomers bound by tradition KUCHER

Generation split

Share of respondents who agree! with statements on more frequent price changes for vehicles

80% -

0% -
Baby boomers have a significantly less

60% - positive view of more dynamic pricing. No
significant differences between millennials

50% - and Gen-Z

40% -

30% - Frequency in price changes remains an
irrelevant factor for dynamic price acceptance

20% - across the generations

10% -

0% -

"I understand that prices change that "It would give me the opportunity to get "l think it is fair to adjust prices for cars
often” a better deal than today" so frequently”

m Baby boomers mGen X m Millennials Gen Z

1) Agreement defined as 5, 6, or 7 on a 1-7 scale; Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: As of today, prices for cars and mobility services are generally fixed. In other industries prices, are more flexible to adjust for certain effects (e.g., seasonality). Thus, prices can be lower or
higher than what you are used to. Imagine if prices changed [daily/weekly/monthly]. To what extent do you agree with the following statements regarding more dynamic prices?; Overall sample size per question might vary (e.g., due to preselected answers)
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How to act? SIMON 3

Lessons learned for new sales models KUCHER

Customers are open to digital sales but still appreciate physical interaction
Close integration of physical touchpoints continues to be of high importance for
many customers.

- Manufacturers and dealers need to continuously improve their digital
presences. These need to include car information, a well-designed car
configurator, and next steps in the purchase process such as a contact person

- Manufacturers should flexibly offer different routes in the customer journey,
making it possible to get information online or offline, have a test drive and then
do the actual purchase online or offline

- If possible, customers should be able to have one go-to-person they can turn to
during and after the purchase. Directing customers to an anonymous call
center when something goes wrong with the purchase or vehicle has a high risk
of jeopardizing customer loyalty

More agile and customer-specific pricing is possible - when done right
Other industries and recent developments made customers accept more frequent
price changes.
- Manufacturers should not be afraid of taking a more data-driven and flexible
- approach to pricing that can lead to more price fluctuations

T : y Some customers don't like to negotiate, but for the majority, it is still part of the
é :f-; / vehicle purchase.

’// " ) s’ - Direct-sales and agency models should leave at least some room for
' negotiations to satisfy the "deal effect" of more traditional car buyers

)

o
- "

g ;
v

Source: Simon-Kucher global automotive study April 2023 (n=8235); Overall sample size per question might vary (e.g., due to preselected answers)
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SIMON.?
Agenda KUCHER

Our study at a glance

Global customer sentiment
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Spotlight on brand origin and Chinese brands
Lessons learned for new sales models
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About Simon-Kucher
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Global automotive study — Additional revenue sources

Battery swap technology is one key opportunity to differentiate from competitors and SIMON.?
meet expectations, especially of younger customers KUCHER

Would you be interested in the Generation split

option to swap the battery in
addition to fast charging?
MARKET SPECIFICS
0 Battery swap Older customers approach battery swaps with = Top 3 countries for
vs. recharge some skepticism consideration: Turkey, India,
and UAE

= Top 3 countries for non-
consideration: Belgium,
Finland, and Netherlands

90%

88%

78%

63%

GENERATION SPLIT:

= No strong opposition to
battery swapping across
generations

= Strong interest among younger
generations, especially Gen Z
and millennials

Baby boomers Gen X Millennials GenZ

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: An alternative to reduce charging times is switching your empty battery for a charged one. Especially when driving long distances, a battery swap can reduce waiting times. Would you be interested in such a concept in addition to fast
charging?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Additional revenue sources

High interest in leasing batteries among younger generations shows future trends in SIMON.?

payment options KUCHER
Would you be interested in leasing

the battery separately from the
vehicle?
MARKET SPECIFICS
23 Battery Separate battery leasing options are especially = Top 3 countries for
leasing relevant for younger customers consideration: Turkey, India,
o and Saudi Arabia

72% = Top 3 countries for non-
consideration: Australia,
Belgium, and Netherlands

59%

44%

GENERATION SPLIT:

= Younger generations are more
open to leasing batteries

= Baby boomers are less sure

Baby boomers Gen X Millennials GenZ

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: For electric vehicles, the battery is a very expensive part and can account for up to 40% of the vehicle cost. Would you be interested in leasing or renting the battery separately from the vehicle itself?; Overall sample size per question might
vary (e.g., due to preselected answers)
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Global automotive study — Additional revenue sources

Enabling the car battery to actively contribute to the energy network and other external
devices polarizes, with 50% of the respondents already aware of the technology

) Vehicle2Grid & Vehicle2Load awareness

Opinions!

Disagree Indifferent Agree?

7% B 79% | understand the concept

Disagree Indifferent Agree?

24% 52%

EV owners will benefit

11% 16% 74%
personally

27% 51%

It is a key technology for

11% 16% 73% . . -
achieving sustainability

26% 51%

| am willing to slightly adjust
my charging patterns

2758 15% 73%

25% 49%

| do not trust energy
companies to manage my
battery

30% 18% 52%

27% 42%

| would like to charge

10% BREZ 79% :
external devices as well

1) Combination of two related questions; 2) Agreement defined as 5, 6, or 7 on a 1-7 scale, Disagreement defined as 1, 2, or 3 on a 1-7 scale; Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: The battery of an

18% 53%

electric vehicle is a useful energy storage device. Thus, plugged-in electric vehicles not only can be charged, but in other cases can also feed energy back into the electricity grid or other devices. This technology is referred to as

vehicle-to-grid, vehicle-to-load, or vehicle-to-X. Have you ever heard of this technology?; Q: With vehicle-to-grid, your vehicle battery would become part of the overall energy network when plugged in, meaning energy providers could

access your battery system (e.g., to buffer energy peaks or shortages in the electricity system) with limitations. To what degree do you agree with the statements listed below?; Q: In addition to recharging the energy grid, the

technology of EVs providing energy can also be used to recharge other external devices (e.g., e-bikes, camping cooking gear). Would you be interested in the ability of your EV to recharge other external devices? Overall sample size

per question might vary (e.g., due to preselected answers)
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KUCHER

KEY INSIGHTS

= Approx. 50% of customers
have heard of the
Vehicle2Grid technology

Among respondents who are
aware of the technology, a
majority sees it as key for more
sustainable energy and is
willing to adjust their charging
patterns for it

However, many respondents
distrust energy providers to
effectively manage their
vehicle batteries
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Global automotive study — Additional revenue sources

Overall, customers are willing to share data of connected vehicles with the SIMON ¢
manufacturer, but only a minority is willing to do so unconditionally KUCHER
Respondents relatively open to sharing data ... but significantly more hesitant about data
about their vehicle overall... that is more related to their individual behavior MARKET SPECIFICS
Vehicle data Personal driving data = Top 3 countries willing to
(e.g., road hazards, weather, road conditions) (e.g., current location, driven routes, acceleration patterns) share data without restrictions
or payment: Saudi Arabia,
UAE, and India
Top 3 countries not willing to
share data: Australia,
Netherlands, and USA
m Yes, without restrictions and without payment ® Yes, without restrictions and without payment vs. 2022
m Yes, with restrictions and without payment m Yes, with restrictions and without payment
= Yes, with restrictions and with payment u Yes, with restrictions and with payment = No significant changes
Yes, without restrictions and with payment Yes, without restrictions and with payment compared to 2022

= No, | would not be willing to share any of that data = No, | would not be willing to share any of that data

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: As you will most likely already know, new cars are increasingly connected and able to measure and collect all sorts of data including driving-related behaviors, the technical status of the vehicle, and the vehicle's environment. Technically, it is
also possible for this data to be collected and stored in an anonymized way by the cars' manufacturers. In general, would you be willing to share your car-related data with the car's manufacturer?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Additional revenue sources

Environment- and location-describing data is too personal for consumers to share, SIMON.?
though manufactures could gain driving and customer behavior insights KUCHER

Types of data that customers are most willing to share

1 - Least willing to share 11 - Most willing to share
Fuel/electricity consumption and behavior
Customers want to share data
Technical conditions (e.g., oil temperature, brakes, adhesion factor) describing their surroundings
and location the least.
Battery level for electric vehicles Customers are morg willing to
share data on technical specs
Road conditions (e.g., potholes) than personal data.

Road hazards (e.g., slippery road)

Weather and outside temperature data

Driving behavior

Acceleration patterns

Current location (e.g., country, region, city, topography)

Starting and end point of itinerary

Picture and video material from outside the car (e.g., environment
and surroundings)

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: You indicated that you would be open to share your data with your car's manufacturer. Please consider the different kinds of data shown below. Which data would you be most willing to share, and which would you be least willing to share?
All data will be aggregated and/or anonymized. Please rank all data types from 1 to 11 where 1=most willing to share and 11=least willing to share.?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Additional revenue sources

New revenue opportunities will open up in the future from in-car advertising as SIMON.?
especially young generations accept this kind of advertisement KUCHER

Opinions on in-car advertisement

50%
45%
40%
35%
30%
25%
20%
15%
10%

5%

0%

44% of customers do
not like the idea of
receiving advertisements
in the car

Do not want Opentothe idea, Opentotheidea, Open to the idea,
if discounts are if ads are vehicle- if ads come in
offered related handy

Opinions on in-car advertisement (by generation)

0%

60%

50%

40%

30%

20%

10%

0%

Generation split

The younger the generations, the more open they are
to in-car advertisements. 67% of millennials do accept
in-car advertisements, but there is no clear indication
of under what conditions they would accept the ads

Do not want Opentotheidea Opentotheidea Open tothe idea
if discounts are if ads are vehicle- if ads come in
offered related handy

m Baby boomers mGen X m Millennials Gen Z

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: With the increasing digitalization of cars, in-car advertising has become an important topic. This form of advertising would allow advertisers to play a targeted ad on your car's media screen. Which of the following statements do you relate to
most regarding in-car advertising?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Additional revenue sources

In-car advertisements aren't appealing to European and Australian customers whereas SIMON.?
Asian and Middle Eastern customers are interested KUCHER

60%

50%

40%

30%

20%

- i l | |
0%

P S O 0O ® F $ £ &£ G OO @ O & « o

1 Not interested = Open to the idea, if discounts are offered m Open to the idea, if ads are vehicle-related m Open to the idea, if ads come in handy

Agreement with in-car advertisement

70%

More than 50% of Australian and

European costumers do not want For customers, consent to in-car

advertising is often linked to the

in-car advertisements. Asian and
Middle Eastern countries will
consider in-car advertisements

usefulness of the advertising or
discount possibilities

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: With the increasing digitalization of cars, in-car advertising has become an important topic. This form of advertising would allow advertisers to play a targeted ad on your car's media screen. Which of the following statements do you relate to
most regarding in-car advertising?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Additional revenue sources

Digital services are of great importance for customers, especially the usage of apps, SIMON .$

but many customers are not aware of their availability

Customers view digital services as important ....

Importance of digital services

26%

1 - not important at all

Above-average importance for
digital services in India (92%),

Turkey, Saudi Arabia, China,
UAE, and South Korea

23% 19%

7 - very important

Digital services are more
important for millennials,
with 77%, than baby
boomers with 52%

KUCHER

... but 44% don't have access or do not
know about the availability of apps

App availability

m Yes, and | use it
m Yes, but | do not use it
= No, it is not available

| do not know

Baby boomers are not
aware of app availability

whereas 49% of Gen Z
use apps

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: How important would you consider digital services overall in your next vehicle? Q: Is there a dedicated smartphone app available to your current vehicle?; Overall sample size per question might vary (e.g., due to preselected answers)
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Global automotive study — Additional revenue sources

Digital services, especially in the form of an app, are necessary for future generations SIMON.?
and therefore must be offered by OEMs to follow future trends KUCHER

Generation split

Importance of digital services App availability
Share of respondents who consider digital services important’
90% 60%
80%
50%
70%
60% 40%
50% Baby boomers are
the least likely to 30%
40% consider digital
services important in
30% their next vehicle 20%
20%
10%
10% I
0% 0% .
Baby Boomers Gen X Gen'Y Gen Z Yes, and luse it  Yes, but | do not No, it is not | do not know
use it available
Qen Z and m|||enn|alls have the m Baby boomers m Gen X
highest percentage in app usage, , ,
highlighting its future importance = Millennials Gen Z

1) Agreement defined as 5, 6, or 7 on a 1-7 scale;
Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: How important would you consider digital services overall in your next vehicle? Q: Is there a dedicated smartphone app available to your current vehicle?; Overall sample size per question might vary (e.g., due to preselected answers)

Simon-Kucher | Global Automotive Study 2023 | Report 65



Global automotive study — Additional revenue sources

Apps should assist customers in the daily usage of their car, in emergencies, and in
providing car-related information

SIMON.?
KUCHER

Request and receive roadside emergency assistance

View your vehicle's key parameters

Lock or unlock your vehicle

Sync directly to your vehicle's navigation system

Locate your vehicle and track its movements

Receive natifications

Digital records of all previous services and maintenance performed
Control your vehicle's AC temperature

Open or close the charging port, trunk, and windows of your vehicle
Get in touch with customer service

Set up test drives, servicing, and maintenance appointments

Start and stop your vehicle's engine

Track your driving and charging patterns and efficiency

Park or retrieve your vehicle autonomously

Pay for electric vehicle charging

Receive information regarding exclusive content and events

Connect with other drivers

Most helpful functions of accompanying apps

1 - Least helpful

7 — Most helpful

Source: Simon-Kucher global automotive study April 2023 (n=8235); Q: Which of the following features would you consider for your next vehicle?; Overall sample size per question might vary (e.g., due to preselected answers)
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Customers just want to stay
connected

While they do not strongly
differentiate the necessity of
each feature, maintenance
and daily usage topics are
leading the pack

China, India, Saudi Arabia, South
Korea, Turkey, and UAE are the only
ones showing interest in the functions
"Connect with other drivers" and
"Receive information regarding
exclusive content and events"




How to act? SIMON$
Additional revenue sources KUCHER

Battery leasing and swapping are additional differentiators

General interest in these technologies — especially among younger customers

- Offering these features may be a great opportunity to counter customers'
skepticism regarding decreasing battery life over time and benefit from CLV

Customers still need convincing regarding Vehicle2Grid/Vehicle2Load

Those aware of the technology are highly interested and see it as key to sustainable

energy/are willing to use it. However, they would not trust third parties to manage

the battery.

- Monetization strategies will be essential. Customers need to directly participate
in future revenue models to get them fully on board

Sharing of vehicle and personal data

The relatively high willingness to share vehicle and personal data allows

manufacturers to gain valuable insights and offers monetization potential.

- Manufacturers should create access to technical specs and customer behavior
data and use it to improve the technology and further increase profits

Digital services will be hygiene factors
The need for digital services that are easily accessible for customers, such as apps,

)

2
Lo
p

4 e ﬁ, ' ; increases with each generation and will increase with generations to come.
/\/ =" / - These digital services should include the management of car features,

@ S L ~ ' maintenance, and daily usage instead of forcing another channel to the
customer and flooding them with manufacturer, vehicle, and event information

g ;
v

Source: Simon-Kucher global automotive study April 2023 (n=8235); Overall sample size per question might vary (e.g. due to preselected answers)
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IMON .2
Simon-Kucher is the leading global consulting %UC?IEE

firm specializing in unlocking better growth

Our people Our clients

= Specialists in Commercial Strategy & Pricing = Qur clients come from 120+ industries
Consulting, Transaction Services & Private Equity, and range from Fortune and FTSE 100
Digital and Software firms to unicorns

= Qur partners and experienced leadership team
are hands on, delivering results at pace

Our sector expertise Our reputation

= Consumer

= Financial Services WORLD'S BEST Forbes
» Healthcare & Life Sciences MANAGEMENT m
= |ndustrials CUNSUHING HRMS POWERED BY STATISTA

= Technology Media and Telecoms

1985 45 30 2,000+ 190

FOUNDED OFFICES COUNTRIES EMPLOYEES PARTNERS




Unlocking

Better
Growth

SIMON.?
KUCHER

No one creates growth like we do.

With decades of experience, our specialists optimize every lever of your
commercial strategy.

Based on deep insights into what customers want and value, we deliver
increased sales and long-term sustainable profit.

That creates value and opportunities for everyone, your customers,
stakeholders, and our wider society, too.

That's why for 37 years, we have been unlocking better growth for businesses,
both large and small.
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Recognized as top five globally

e | i
CONSULTING FIRMS | cvcucuvss

Recognized across 12 sectors and functional areas,
Simon-Kucher was one of only five consultancies in
the world to be awarded five stars for the Marketing,
Brand & Pricing function

Forbes, 2022, together with Statista: list of the World's Best Management Consulting Firms,
2022
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- . - | LA
Financial Times 2 1S
Financial Times, list of the UK's Leading Management Consultants, silver category,
on par with other consultancies, 2023
brand eins/Statista —

brand eins/thema special edition Consultancies 2023, together with Statista:
Best Consultancies in Germany No.1, 2023

Forbes

Forbes, survey of the best management consulting firms in the US, 3-stars rating,
2023

Bilanz 4

Bilanz, survey of the best management consultancies for Marketing and Sales in
Switzerland, No.1, 2022
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SIMON.?
Commercial strategy and pricing consulting KUCHER

Customer & Market Product Sales Pricing & Revenue
Strategy innovation excellence Management

Define what products and Structure your product Super-charge your sales Set the price strategy that
services to bring to offering to better reflect organization with the right will enable both

which customer your value, drive tools, processes, and KPls customer acquisition
segment and how, upselling, and allow you to focus on the right and organic ACV growth,
prioritizing market to align pricing to client deals with the right balancing client budget
segments and setting the segments' willingness to people, defending value. constraints and value

right customer pay. extraction objectives.

engagement model.
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Our connected teams serve five sectors across the world, delivering impact at pace.

Ul

Consumer

We've designed and
implemented 1,000+ commercial
strategy projects in the last three
years. As better growth advisors,
we put the consumer at the heart
of our recommendations, to drive
sales, loyalty and brand
desirability. Working together, we
unlock growth opportunities to
outperform market trends.

5:00k/ASIA Bl =

Financial
Services

We've advised 50% of global
systemically important banks
and priced over $1 trillion of
deposit balances. Applying
decades of experience in the
sector through 1,000+ projects
in the last five years. We are
here to support your journey to
sustained, profitable growth.

Healthcare &
Life Sciences

We've helped global players
and innovation leaders drive
launch and commercial
excellence. Our global sector
team delivers 1,000+ projects
per year. Working together with
you, we unlock opportunities
that drive sustainable growth,
and improve healthcare quality
and efficiency.

iStockonurdongel

Industrials

For decades we've helped major
industrial companies boost
profitability. We've delivered
1,500+ projects to design growth
strategies and sales and service
excellence programs. Our clients
include 95% of the leading car
manufacturers, logistic
companies, wholesalers and
distributors.

SIMON.?
KUCHER

Technology, Media &
Telecom

In 2022 we've worked with 250+
SaaS companies, cable clients
and streaming service providers
around the globe. Delivering
350+ pricing, marketing, sales
and customer value management
projects. In the last decade we've
advised many of the largest firms
in the media, entertainment and
tech industries.

We don't just advise. We deliver.
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Dr. Martin Gehring

Senior Partner

martin.gehring@simon-kucher.com

Matthias Riemer
Partner

matthias.riemer@simon-kucher.com

Alexander Dietz
Director

alexander.dietz@simon-kucher.com

Philipp Nordhoff

Senior Consultant

philipp.nordhoff@simon-kucher.com




