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Executive summary

• The low cost car (vehicles priced below USD 10k in the US or EUR 10k in other markets in the
A-/B-segment) segment can reach 18 m units worldwide by 2012

• This segment is expected to grow the most in China, India, and Central and Eastern Europe

• The key driver for growth is that consumers globally are looking for better value for their
money

• In the triad markets (US, EU and Japan), used car purchasers are beginning to turn toward
low cost new cars

• In emerging markets, the demand for individual mobility and economic development are
pushing growth in this segment

• The key to success is to manage three main levers effectively – Car, Care, and Core
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1 Low cost car market overview



20122006 Development A/B vs. industry average in the particular country CAGR 2006-2012

Sales potential overview of low cost cars in the A/B-segment ('000 units)

The A-/B-segment is growing worldwide, mostly at a faster pace than
the industry average

Eastern Europe

India

China
South Korea
133 216
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Malaysia

265 385

6.4%
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13,935
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USA
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Mexico
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1,204 1,513
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428 705

8.7%

980 1,519
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726 1,138
226 441
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Russia1)

1,243 2,640

13.4%

Thailand

42

16.3%

104

Japan
265 385

0.6%
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7.8%

Source: JDPower



Current low cost passenger cars in the EUR 5,000 segment are
mainly produced in China and India

= Bubble size indicates worldwide sales of 100,000 units (2004) 1) Prices in brackets indicate a range

Total sales (# m)
A-/B-segment 2006 0.72 1.24 0.98 1.20 0.13 ∑ 4.27

Price (EUR)

Eastern Europe

10,000

2,500

5,000

7,500

China India Brazil South Korea

Toyota Aygo

Fiat Panda
Dacia
Logan Fiat Palio

(6,000-7,000)

Hyundai Atos
(8,600-10,400)

Maruti Zen
(7,200-7,400)
Tata Indica
(5,600-6,200)

VW Fox (5,500-
10,500)

Kia Picanto
(8,700-10,800)

Daewoo Matiz
(8,000-10,300)

Geely HQ
Xiali (3,500-6,000)
Chery QQ

Peugeot 107

Maruti
800

Citroën C1

Prices, country of origin and sales of selected models in the A/B-segment

Source: JDPower; Roland Berger analysis
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2 Winning strategy for low cost car launch



The combination of Car, Care and Core enables the incumbent
OEMs to be successful in the low cost car market

Success
with

low cost cars

Core

Car

Care

A market-adjusted car with low
cost functions, using pre-

existing modules, should be
assembled in low cost

countries using common
global car architectures. The
supply should also be global.

Care consists of extra services
like finance, insurance,
maintenance/repair service,
goodwill, warranty services, and
mobility services. With these
services, incumbent OEMs can
differentiate from OEMs of
emerging markets.

Brand, the core of incumbent OEMs,
built up over decades, acts as an
umbrella over the car and the care.
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