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EXECUTIVE SUMMARY.

  The COVID-19 crisis has had a highly un-
even impact on customer sentiments 
across the globe. With 58% of all Chinese 
participants saying that they are not worried 
about their financial situation they are signifi-
cantly more positive than survey participants 
in Germany and the US, where that figure 
stands at 44% and 39% respectively.

 The confidence of Chinese customers 
in a speedy recovery of the domestic 
economy is higher by a third than in 
Germany or the US. Customer confidence 
levels in Germany and the US are roughly at 
par despite the worse impact of COVID-19 on 
the US economy.

  There are strong signs that car market activity 
will pick up again. 84% of all Chinese, 67% of 
all German and 71% of all US customers 
still plan to purchase a new car in 2020, 
with only 1-2% of prospective car buyers 
saying they no longer plan to buy a car at all.

  Some 60% of prospective car buyers 
still plan to spend the same or more on 
their next car despite COVID-19. Some 
customers eye government incentives or 
discounts. Most US and Chinese customers 
forced to cater to a smaller budget plan to do 
so by opting for a cheaper brand or a car from 
a lower segment, while German customers 
plan mainly to skimp on equipment. The US 
used car market, meanwhile, might be in for a 
small boom.

  The US used car market might be in for a 
small boom as 30% of US survey partici-
pants say they would opt for a used car 
instead of a new car because of COVID-19.

  For the premium segment, the crisis 
could prove a veritable opportunity as 
premium brands might attract customers 

away from volume competitors in China and 
Germany. In China 42% of owners of vol- 
ume-brand cars plan to buy premium for 
their next vehicle, while only 17% of premium 
owners consider downgrading to volume. The 
trend is less pronounced in Germany. In the 
US, by contrast, a clear majority of customers 
is looking to trade down rather than up.

  In China COVID-19 has clearly bolstered 
interest in BEVs. Here 76% of survey par-
ticipants say they are more interested in 
purchasing a BEV because of the crisis. 
The equivalent figure in Germany and the 
US is just 30%. However, it is less the crisis 
it-selfthan anticipated government incentives 
and environmental concerns that drive this 
change in sentiments.

  Tesla is emerging as the crisis’ biggest 
winner: In Germany, the US and China alike 
up to 10 times as many customers indicate 
they would choose a Tesla for their next car 
as currently own a Tesla. Beyond Tesla only 
Toyota, Mercedes-Benz, and BMW have 
successfully grown their customer appeal 
through the crisis in more than one market, 
with Mercedes-Benz coming out as the likely 
winner among traditional OEMs.

  People eschew taxis, ride hailing and public 
transport as well as all other forms of shared 
mobility. Citing fear of infection, between 60% 
and 80% say they will rely more on their own 
car. Between 20% and 40% of shared mo-
bility users who don’t currently own a 
car, say they are even considering buying 
a car in light of the crisis. There is only one 
small silver lining: In China, the number of 
people who register a higher interest in using 
shared micro-mobility slightly exceeds that of  
those who say they are less interested 
because of COVID-19.
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The COVID-19 pandemic has inflicted massive 
damage on the global economy. The automo-
tive sector in particular has been hit hard. In 
Germany vehicle sales between January and 
May 2020 declined 35% year-on-year. In China 
sales declined by 27% year-on-year over the 
same period. In the US, where the pandemic 
hit with some delay compared with China and 
Germany, the resulting year-on-year decline in 
new car sales was 23% (despite a 8% increase in 
year-on-year sales in February).

There is reason to be cautiously optimistic 
about China. In May the country recorded its 
first month of year-on-year vehicle sales growth 
in almost two years. However, such signs have 
yet to materialize elsewhere. In Germany the 
best news thus far has been that sales where 
only down 50% in May year-on-year after that 
figure had read 61% in April. In the US new car 
sales were down 30% year-on-year in May up 
from a minus of 47% in April. Uncertainty re-
mains about the future course of the pandemic. 
Another key unknown is customer behavior. 
Being the key determinant on the road to eco-
nomic recovery, customers across the globe will 
determine both the timing and the scale of the 
rebound..

COVID-19 – MASSIVE DAMAGE 
AND MANY OPEN QUESTIONS

We at Berylls believe it is imperative to fully 
understand customer sentiments in the crisis 
first. From April to May this year, we therefore 
conducted an online customer survey among 
prospective car buyers. By asking more than 
3,000 participants in the three core markets 
Germany, United States and China, we sought 
answers to four pivotal questions:

1. How much of an impact has COVID-19 had on 
potential car buyers and how optimistically 
or pessimistically do they look into the future 
now?

2. How has the crisis affected their intention to 
buy a vehicle in terms of timing and budget?

3. How will the crisis likely influence their 
choices in terms of price segment, vehicle 
size and brand?

4. How have customers’ attitudes toward 
electric and shared mobility changed as a 
 result of COVID-19?

We are delighted to share our findings below.
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Fig. 1: "COVID-19 has impacted my personal situation in that …"

I do not worry about 
my job or business 

I am afraid that I could lose 
my job/business entirely

Don‘t know

I am afraid that I will 
earn significantly less 

I already lost my job/
business

Fig. 2: "COVID-19 has impacted my personal situation in that …"
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Source: Berylls Strategy Advisors

Overall, our survey shows, the COVID-19 crisis 
has had a highly uneven impact on prospec-
tive car buyers across the globe. With 58% of 
Chinese respondents saying they don’t worry 
about their job or business at all, our findings 
indicate that Chinese car buyers are much less 
worried about their personal financial situation 
than their counterparts in Germany or the US. 
In Germany still some 44% say they are not wor-
ried about their job or business; the equivalent 
US figure is 39%. (Figure 1)

In Germany, 45% of all survey participants worry 
about earning less or losing their job altogether. 
2% say have already lost their job. Demographi- 
cally younger survey participants are more 
concerned about their financial circumstances 
than older ones, with only 40% of the 18 to 29- 
year-olds saying they are not worried. This 
figure goes up to 53% when considering only 
people above the age of 50. The spread is even 
greater when considering only those who either 
worry they will earn less or lose their job, or who 
have already lost their job. There the figure is 
55% for the youngest age group but only 34% 
for the oldest – even though more members of 

COVID-19 IMPACT
The COVID-19 crisis has had a highly uneven impact 
across the globe – China least affected

that age group say that they have lost their job 
than any other cohort.

In the US fewer people worry that they may 
earn less or lose their job than do in Germany. 
However, at 9% the number of people who say 
they have already lost their job is significantly 
higher. Unlike in Germany, the age group on 
whom COVID-19 has had the largest adverse ef-
fect are the 30 to 49-year-olds (they are in fact 
the worst affected age group across all three re-
gions). Both in the US and in Germany the num-
ber of people who say they don’t know is much 
greater than the same number in China, which 
might indicate that people are feeling more un-
certain about the future in those two regions.

In China only 39% worry about earning less or 
losing their job. Only 1% say they have already 
lost their job. Demographically China mirrors 
the findings in Germany overall, with fewer 
younger participants indicating that they do not 
worry. However, Chinese participants above the 
age of 50 are significantly more worried about 
losing their job than younger demographics are. 
(Figure 2)
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Fig. 3: "I think our domestic economy will recover fast from this crisis …"

Don't agree
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Source: Berylls Strategy Advisors 5

As mentioned above, China is already showing 
strong signs of economic recovery. The survey 
confirms an attendant uptake in buyer confi-
dence. When asked whether they believed in 
a speedy recovery of the domestic economy, 
Chinese customers are about one third more 

CUSTOMER CONFIDENCE
Chinese customers have greater confidence 
in a speedy recovery

optimistic than German or US car buyers. 
Customer confidence levels are roughly at par 
in Germany and in the US, despite the com- 
paratively worse impact COVID-19 has had on 
the US economy. (Figure 3)
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PURCHASE INTENT
Signs of recovery as most customers say they still 
intend to complete purchase before year’s end

There are clear signs that market activity might 
pick up again soon. A clear majority of prospec-
tive buyers still intends to complete their vehicle 
purchase before the end of the year. The signs 
are clearest in China and among younger demo-
graphics.

Overall, most potential car buyers do not intend 
to postpone their vehicle purchase for more 
than six months. 84% of all Chinese customers 
still plan to purchase a new car in 2020, as do 
67% in Germany and 71% in the US. Across 
all three markets only 1-2% of prospective car 
buyers have decided not to buy a new car at all. 
(Figure 4)

In Germany people above the age of 50 are 
more ready than members of younger demo-
graphics to postpone their vehicle purchase, 
with 37% saying they want to wait for more than 
6 months. In the US the age group that is least 
inclined to postpone by more than 6 months are 
the 18 to 29-year-olds, while the share of those 
planning not to postpone at all is lowest among 
the 50 to 99-year-olds. In China the age group 
that is least inclined to postpone by more than 
6 months are the 30 to 49-year-olds. (Figure 5)

Fig. 4: "I will postpone my vehicle purchase …"
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Fig. 5: "I will postpone my vehicle purchase …"
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1 Multiple selections possible
Source: Berylls Strategy Advisors
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Fig. 6: "COVID-19 will influence my next vehicle budget in that I plan to buy a car that is …"

… more expensive

… less expensive

… the same price

Government incentivesCar from a cheaper brand

Discounts
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smaller engine

Cancel of another 
car purchase

Car from a lower segment

Personal economic 
situation

Used car instead

Ex demonstrator car 
instead

Others
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17% 14% 26%
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Fig. 7: "I plan to spend less on my next car by  
buying …"1

Fig. 8: "I plan to spend more on my next car 
because of … "1
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Some 60% of prospective car buyers across all 
markets still plan to spend the same or more 
on their next car despite COVID-19. However, 
it is too early for OEMs to cheer, as customers 
planning to spend more do so while eyeing 
government incentives or further discounts. 
OEMs could also face a challenge with vehic-
le stock mixes, as a sizeable number of cus- 
tomers in China and the US – albeit fewer than 
in Germany – are considering compensating 
for a lower budget by choosing less well-equip-
ped cars. In the US and China most customers 
plan to cater to smaller budgets by opting for a 
cheaper brand or a car from a lower segment, 
while German customers plan mainly to skimp 
on optional equipment. In the US, the crisis 
might create a boom for used cars, as many 
customers are weighing this option instead of a 
new car purchase. 

Only 40% of all survey participants in all three 
markets indicate that the crisis has adversely 
affected their new car budget. Surprisingly, a 
small group would even purchase a more ex-
pensive car. At 14% that number is nearly twice 
as high in China compared with the US or Ger-
many. (Figure 6)

BUDGET CONSTRAINTS
40% plan to spend less on their car across all markets

In Germany of the 40% hoping to spend less, 
39% plan to accomplish this by buying a car 
from a cheaper brand. 24% say they want to 
spend less on optional features including opting 
for a smaller engine. Of the 6% who say they will 
buy a more expensive car because of COVID-19, 
54% do so because they anticipate government 
incentives; still 52% hope for discounts.
In the US, the preferred means of spending less 
is to buy a car from a lower segment. 31% would 
choose this option. 29% would buy a car from a 
cheaper brand, while 30% would opt for a used 
car. In fact, buying a used car to save money is 
nowhere more popular than in the US. In Ger-
many still 19% consider this option, in China the 
figure is 7%. In the US the key reason – by a wide 
margin – why at least 8% of all customers say 
they plan to buy a more expensive car despite 
COVID-19 is that they anticipate extra discounts. 
In fact, 64% give this as their reason for wanting 
to spend more.
In China, 44% of all customers wanting to spend 
less hope to accomplish this by buying a car 
from a lower segment or a cheaper brand. Only 
7% would consider a used car. Of the 14% who 
say they will spend more, 75% anticipate addi- 
tional discounts. (Figure 7 and 8)



Fig. 9: "The brand of my next car will most likely be …"

Source: Berylls Strategy Advisors 8

For the premium segment the crisis could 
prove a veritable opportunity as premium 
brands might attract customers away from 
volume competitors in China and Germany. 
Especially China is seeing a massive shift in 
interest from volume to premium. In the US, by 
contrast, a clear majority of customers is look-
ing to trade down rather than up with their next 
car. Across all three markets customers are 
looking to upgrade in terms of vehicle size – with 
luxury segment vehicles profiting dispropor-
tionately, while sub-compacts and compacts 
emerge as the crisis’ “biggest losers”.

PREMIUM SHIFT
Premium segment gains massively in China and 
moderately Germany but loses in the US 

Customer migration between volume and pre-
mium brands is tilting heavily toward premium 
in China. There, almost half of volume owners 
plan to buy premium for their next car, while  
only 17% of premium owners consider down-
grading to volume. The trend is less pro- 
nounced in Germany, where 27% of volume car 
owners intend to upgrade, while 21% of premi-
um owners plan to buy volume as their next car. 
In the US people will trade down instead. Here, 
only 17% of volume owners plan to buy premi-
um while 28% of premium owners consider a 
downgrade. (Figure 9)

PREMIUM

VOLUME
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6% 25%
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+17%

+42%

+21%
+28%
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Fig. 10: "My current car is, and my next car will most likely be from the following segment …"
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In all three regions there is a general trend to-
ward upgrading to larger vehicles (although this 
may not necessarily be the result of COVID-19). 
In Germany almost half (47%) of all survey par-
ticipants say they currently own a compact or 
sub-compact car. By contrast, only 36% say they 
would consider a compact or sub-compact car 
for their next vehicle. Instead customers would 
consider buying a mid-size (33%) or full-size ve-
hicle (19%). 9% say they would consider buying a 
luxury-segment vehicle. 3% say they don’t know.

In the US despite the overall trend toward  
downgrading from premium to volume, the 
trend toward buying vehicles with a larger foot-
print is very pronounced. Only 21% say they 
would consider a sub-compact or compact for 
their next car compared with 34% who say they 
currently own a sub-compact or compact seg-
ment car. The gap between what people say 

they own and what they consider buying next 
is comparatively small for mid- and full-size 
vehicles and noticeably wider only for luxury 
vehicles. 6% say they don’t know yet which seg-
ment their next car will come from.

In China, while some 80% of survey participants 
say they own either a sub-compact, compact, 
or mid-size vehicle, only 70% say they con- 
sider buying from these three segments going 
forward. The spread is even more marked for 
luxury vehicles with 5% of participants saying 
they own a car in that segment against 11% who 
say they are considering buying from that seg-
ment. Only 1% of survey participants say they 
don’t know which segment they will choose 
their next car from. (Figure 10)

Sub Compact

Compact

Mid-Size

Full-Size

Luxury

Don't know yet
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29% 48% 23%

30% 49% 22%

77% 13% 10%

Source: Berylls Strategy Advisors
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COVID-19 has clearly bolstered interest in 
BEVs among prospective buyers in China but 
has had a weaker effect on potential buyers in 
Germany or the US. However, the COVID-19 
pandemic alone has not changed customers’ 
propensity to buy battery electric cars (BEV) – 
government incentives and environmental con-
siderations have. 

77% of all Chinese survey participants say 
they are more interested in purchasing a BEV 
because of COVID-19. This stands in marked 

BEV CONSIDERATION
Interest in BEVs surges in China but remains much 
more restrained in Germany and US 

contrast to the pandemic’s impact on prospec- 
tive buyers’ interest in purchasing a BEV in Ger-
many and the US, where only some 30% say 
they are more interested. Here the balance 
between those who are more interested as a 
result of the crisis and those who are less inter- 
ested is leaning only slightly toward those who 
a more interested, while some 50% in both 
markets say that their interest has not changed 
at all. (Figure 11)

Fig. 11: "My purchase interest in a battery electric vehicle has changed over the last months …"
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Among those who say they are more interested 
environmental considerations and expected 
government incentives dominate, with the 
balance tilting slightly toward environmental 
considerations in China and the US. (Figure 12)

While the reasons why customers are more 
interested in purchasing BEVs are highly ho- 
mogenous across all markets, this is not at 

all the case among those saying they are less 
interested because of COVID-19. While US- 
American and German customers both at- 
tribute their decline in interest to a smaller 
budget and lower oil prices, Chinese customers 
who are less interested say that they do not 
anticipate much technological progress in the 
future. (Figure 13) 

1 Multiple selections possible
Source: Berylls Strategy Advisors

Fig. 12: "I am more interested in purchasing a BEV, because …"1

Fig. 13: "I am less interested in purchasing a BEV, because …"
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progress in the near future
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Tesla is emerging as the crisis’ biggest winner: In 
the US more than 10 times as many customers 
indicate they would choose a Tesla for their next 
car as currently own a Tesla. This trend is consis-
tent in all three regions, meaning Tesla stands to 
gain market share in all of them. 

Beyond Tesla only a significantly greater num-
ber consider buying a Toyota, Mercedes-Benz, 
and BMW than currently own vehicles of these 
three brands in more than one market. At the 
same time, fewer say they consider buying a 
Ford than own a Ford in Germany and the US. 
The same applies to VW in Germany and China, 
Geely in China and Volvo (Geely’s Swedish 
subsidiary) in the US. 

In the US, the growing prominence of Toyota, 
Chevrolet and Honda is consistent with the 
shift toward volume vehicles noted above, as is 
the waning interest in Mercedes, BMW, Volvo, 
Acura and Ford. Developments in China speak 
to both the growing interest in BEVs and the 
shift toward premium vehicles: all three German 

BRAND IMPACT
Tesla is the crisis’ biggest winner – among 
traditional OEMs the likely winner is Mercedes-Benz 

premium brands place in the top, bookended 
by two known BEV-manufacturers, Tesla and 
BYD. In Germany the field is more varied with 
only Toyota’s gain in popularity being potentially 
related to the company’s green credentials.  
(Figure 14)

Mercedes-Benz is the likely winner among  
raditional OEMs. While the German premiums 
are positioned best in China and adequately 
in Germany, Toyota makes a strong showing 
in Germany and in the US. In China COVID-19 
seems to have affected volume and premium 
customers equally, meaning that the patent 
shift toward the premium segment seems to be 
driven largely by changes in customer prefer- 
ences, not timing or budget.

In Germany and the US Mercedes-Benz is 
emerging as the likely winner among tradi- 
tional OEMs: Our survey shows that not only 
does a greater number of Mercedes-Benz own-
ers still plan to buy a new car within the next 
six months than do owners of other brands; 

1 Remark: Only brands with at least n=20 for current + new vehicle selected
Source: Berylls Strategy Advisors

Fig. 14: "The brand of my next car will likely be …"1

+918% >1,000% +578%

+75% +115% +72%

+9% +23% +28%

+8% +19% +15%

+6% +14% +1%

-10% -23% -36%

-13% -27% -39%

-14% -33% -44%

-30% -45% -57%

-34% -75% -62%



75

72

79

63

87

65

Ø
 6

7%
Ø

 6
0%

Ø
 6

0%

Ø
 6

1%

Ø
 7

1% Ø
 8

4%

68

56

77

66

86

63

66

65

73

61

85

65

64

52

68

55

84

54

59

53

67

52

81

61

13

they are also having to contend less with 
COVID-19 related budget constraints. This is so 
because the average Mercedes-Benz owner is 
older and more wealth (in the present survey, 
the average Mercedes-Benz owner’s net house-
hold income was €5,300/month compared with 
€4,100 for Audi and €4,700 for BMW). Still, Audi 
and BMW owners in Germany and BMW and 
Ford owners in the US (where the company’s 
portfolio is heavily skewed toward large pickup 
trucks) too are less prone to delay their planned 
purchase or calculate with a lower budget than 
the average car buyer.

However, while premium OEMs can count 
on customers returning to their showrooms 
sooner and with fewer financial concerns on 
their minds, the situation looks less promising 
for volume OEMs. In fact, VW and Ford owners 
in Germany as well as Toyota and Chevrolet 

owners in the US are more likely to postpone 
buying a new car and more likely to arrive at the 
dealer with a lower budget. 

The story is a different one in China. Here the 
spread between volume and premium brands 
is far less pronounced. With BMW being the 
only notable exception, the effects of COVID-19 
on the timing and budget of prospective car 
buyers are much more homogenous across the 
different brands. This could be attributable to 
the fact that people are generally affected less 
by COVID-19 and look more optimistically into 
the future in China than elsewhere (see above). 
If so, it also follows that the shift toward the 
premium segment in China is mainly the result 
of changing customer preferences rather than 
budgetary or other constraints resulting from 
the crisis. (Figures 15 & 26)

Remark: Market-specific brand selection based on statistical relevance based on customer sample size
Source: Berylls Strategy Advisors

Fig. 15: "I will postpone my vehicle purchase by less than 6 months …"

Fig. 16: "My next vehicle budget will stay the same or go up…"
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COVID-19 has inflicted massive damage on 
shared mobility services everywhere including 
public transport. Even after the lockdowns, 
people eschew taxis, ride hailing and public 
transport as well as all other forms of shared 
mobility. Citing fear of infection, between 60% 
and 80% say they will rely more on their own 
car. Between 20% and 40% of shared mobility 
users who don’t currently own a car say they 
are even considering buying a car in light of the 
crisis. 

There is only one small silver lining: In China the 
number of people who register a higher interest 
in using shared micro-mobility slightly exceeds 
that of those who say they are less interested 
because of COVID-19.

SHARED MOBILITY IMPACT
A massive blow with very few silver linings

Across all three countries, public transport, 
taxis, and ride hailing constitute the worst 
affected shared mobility modes. In China and 
Germany the balance between taxis and ride 
hailing is leaning toward taxis, in the US toward 
ride hailing. This is consistent with pre-crisis 
trip volumes in the three regions, particularly in 
the US where ride hailing is much more domi-
nant compared with taxi usage. Across all three 
markets ride pooling has been relatively less 
affected than ride hailing – although this might 
also be the result of lower overall market pene-
tration. (Figure 17)

1 Base: Respondents who use car sharing, ride hailing or ride pooling at least 2x a week
Source: Berylls Strategy Advisors

Fig. 17: "Compared to my usage pattern before the outbreak of COVID-19 my personal usage of 
the following services over the next months will like be …"1
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In all countries fear of infection is the main 
reason why customer eschew shared mobility. 
The number of customers citing that reason for 
using shared mobility less is highest in the US. 
(Figure 18)

Among those survey participants who don’t al-
ready own a car the number of people consider- 
ing buying a car because of the crisis exceeds 
that of those who won’t only in China. (Figure 19) 

That said, there is a clear trend in all markets 
to rely more on an own vehicle than to use 
shared mobility. In China and the US some 
80% say they will rely on their own car more. In 
Germany that number is 60%. (Figure 20)

1 Base: only respondents without own car
2 Base: only car owners
Source: Berylls Strategy Advisors

Fig. 18: "I am afraid of using shared services with drivers, because I am afraid of getting infected …"

Fig. 19: "I plan to buy an own car instead of using shared mobility services …"2

Fig. 20: "I prefer to use my own car instead of using shared services …"2
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RECOMMENDATIONS.

  Go for growth in China but beware of 
the risks. Customers in China have clearly 
put the crisis behind them. Not only do they 
say they are the least affected, they also look 
much more optimistically into the future. 
Consequently, the vast majority not only 
stick to their plans to buy a new car this year, 
many even plan to increase their budget and 
many more hope to buy premium instead 
of volume. While OEMs need be slightly less 
cautious about engaging each other in dis-
count battles than for example in the US, it 
is highly advisable to carefully tweak build 
plans to stay abreast of potentially conflicting 
realities between what customers consider 
and what OEMs can offer at a given time and 
price. The same goes for BEVs where growing 
interest is still precariously tied to govern-
ment subsidies. 

  Go for premium in China and Europe. 
Chinese customers have a different percep-
tion of what constitutes premium, and the 
rules for what they accept as premium are 
less rigid than they are in Europe. Especially 
for volume OEMs operating in China this is an 
important lesson to bear in mind, as a premi-
um feel might also be accomplished through, 
for example, a premium line at the upper end 
of the product range. However, for pure-play 
premium OEMs the message couldn’t be 
simpler: Seize this moment in China. Now.

  Expect customers to drive a hard bar-
gain. Everywhere. Although 40% of cus- 
tomers say their new car budget is smaller 
now than it was at the crisis’ onset, it does 
not automatically mean that they will settle 
for less when it comes to size or equipment. 
Because if our survey shows one thing quite 
clearly, it is that recent crises have made 
customers very savvy when it comes to ask- 
ing for big discounts in return for their 
custom. 

  Used cars – A big opportunity in the US, a 
hidden gem in China. The crisis shows that 
broadness of service – though not neces- 
sarily of portfolio – can be a real asset in the 
crisis. OEMs who have thus far failed to de-
veloped dedicated used car strategies may 
find themselves out of an opportunity soon – 
especially in the US, where some customers 
may soon exit the new car market altogether 
and take their business to dealers’ used car 

lots instead. In China low interest in used 
cars is likely only a function of a general lack 
of trust in the used market (cf. our dedicated 
study on this topic). If so, our findings should 
urge OEMs in China to do more rather than 
less in used cars.

  Review your build plans. In China and the 
US, as shoppers scour for bargains, OEMs 
must be very careful not to overload their deal- 
ers’ lots with cars customers no longer want 
because they do not hold the kind of features 
they seek or are simply a segment too small 
to appeal to them. Customers might trade up 
in terms of segment but trade down in terms 
of specs and equipment at the same time. 
With customers being as savvy as they are 
today (see above) a build-up of the wrong of 
kind of cars on dealers’ lots can quickly issue 
an OEM into an unwanted price war.

  Read the signs in Europe and the US. 
While OEMs would be well advised to go full 
steam ahead in China, the situation in Ger-
many and the US is trickier altogether. Here 
as elsewhere OEMs still have not done their 
homework in terms of putting more elas- 
ticity and flexibility into their supply chains 
and production footprint. For these OEMs, 
it is all the more imperative to continuously 
monitor customer sentiments to identify the 
right moment at which to ramp up sales and 
production again. To them the age-old rule 
“know your customer” should become a new 
North Star to guide them through the crisis.

  Tesla = volume contender. Tesla is more 
and more becoming a real contender for vol-
ume. Even concerns over low initial quality 
can’t seem to dampen customers’ enthusi-
asm for the company’s all-electric lineup. 
This should give traditional OEMs pause 
in more than one way: Tesla continues to 
defy many rules traditional OEMs still seem 
to think are set in stone, including options 
policies and vehicle segmentation. As the 
Model 3 continues to eat away at premium 
incumbents’ market share and with volumes 
in sub-compacts and compacts now in free 
fall, many OEMs will have to ask themselves 
whether their small-segment electrified port-
folios and architectures need not be radically 
redrawn in the next generation.
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Berylls Strategy Advisors is a top management consulting firm specialized 
in the automotive industry, with offices in Munich and Berlin, in China, in Great 
Britain, in South Korea, in Switzerland and in the USA. Our strategy advisors 
and associated expert network collaborate with automotive manufacturers, 
automotive suppliers, engineering services providers, outfitters, and investors 
to find answers to the automotive industry’s key challenges. Our main focus 
is on innovation and growth strategies, support for mergers & acquisitions, 
organizational development and transformation, and profit improvement 
measures across the entire value chain.

In addition, together with our clients, experts at Berylls Digital Ventures 
develop solutions for digitizing and transforming the business models of 
OEMs, suppliers and engineering services providers.
Longstanding experience, well-founded knowledge, innovative solutions, 
as well as an entrepreneurial mindset distinguish Berylls consulting teams. 
Through partnerships with experts, Berylls can draw on in-depth technology 
expertise, a comprehensive understanding of the market, and powerful net-
works in order to develop workable solutions.

SEEKING ADVICE? 
MEET BERYLLS.

YOUR CONTACT PERSONS

Berylls Strategy Advisors GmbH

Maximilianstrasse 34

80539 München

t +49 89 710 410 400

info@berylls.com

www.berylls.com

Jens Garrelfs

Principal

jens.garrelfs@berylls.com

Robert Ziffling

Associate

robert.ziffling@berylls.com

Dr. Jan Burgard

Executive Partner

jan.burgard@berylls.com

Andreas Radics

Executive Partner

andreas.radics@berylls.com
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