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Lexus  is  the firs t brand that consumers  think of as  a luxury brand. Image credit: Lexus

 
By BRIELLE JAEKEL

During Ipsos' webinar "Affluents in the Fast Lane," it was revealed that Japanese automaker Lexus is by far the top
brand that comes to the mind of affluents in terms of luxury vehicles.

When Ipsos asked affluent survey participants who comes to mind when thinking about a luxury car brand, Lexus
was most popular amongst all generations. Findings also showed that when it comes to free time from autonomous
driving, men were more likely to take advantage by interacting with entertainment compared to women, who are
likely to continue pay attention to the road.

"Lexus is number one across the board regardless of generation. Mercedes is right up there but we see a big
difference with BMW, hugely considered luxury by boomers but less so for millennials and seniors," said Tony
Incalcatera, senior vice president, U.S. at Ipsos Connect, Austin, TX. "Further analysis found that the generation who
had more BMWs than any other is millennials.

"What we're seeing here is that once you obtain the luxury brand, it is  not perceived as luxury but more so the
unobtainable still remains a luxury brand," he said.

Unobtainable equals luxury
The research firm also found a strong correlation to brands who affluents perceived as luxury and whether or not
they owned these vehicles.

Very few affluent millennials responded to Ipsos' query in regards to what brands are luxury by naming BMW.
However, the brand of vehicles millennials own the most is BMW.
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BMW 330e. Image credit: BMW

This shows that when it comes to perceiving which brands are luxury, the unobtainable is considered more high-
end. Consumers want what they do not have.

Ipsos also found that while affluents have the money to purchase luxury vehicles, they also own mass-market
brands. The majority of affluent households have a range of vehicles including luxury and mass market, with 90
percent owning a mass-market car.

There is a variety of innovations that are likely to be future disruptors on the road in the auto industry. For instance,
one feature will have the vehicle find itself a parking spot or drive around autonomously until the driver is ready to
leave.

While a number of affluent consumers are interested in these innovations, the amount decreases dramatically when
asked if they are willing to pay for these features.

Audi A8 will feature s ignificant autonomous  features . Image credit: Audi

For instance, when asked if they are willing to pay 3 percent of a vehicle's purchase price, the number of interested
parties drops in half.

Additional insight
German automakers BMW, Audi and Mercedes-Benz continue to dominate the luxury auto industry by making up
approximately 80 percent of the market share, according to Smart Research Insights.

While the mass automobile sector has seen a tumultuous last few years, the leading brands of the luxury auto
industry have remained virtually unaffected. Crossovers and SUVs are making the biggest impact in the luxury
market (see more).

A combination of more affordable models and an increased focus on sport utility vehicles has helped luxury brands
grow their market share in the broader automotive sector this year, according to a new report from Edmunds.

Changes such as new products and brands entering the luxury field for the first time are helping the segment attract
new consumers. While luxury car sales have fallen since the record highs of last year, the category has seen its sales
volume grow in 2017 (see more).

"Affluents are information hungry," Ipsos Connect's Mr. Incalcatera said. "We see this across categories.

"We see this in terms of the media they are exposed to," he said. "They are often high consumers of publications,
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Web sites, etc., more so than the general public.

"What we see here is that there's also a tactical approach to automobile purchases. This relies on going to see a car,
which is not surprising giving these high price points."
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