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Methodology
Meltwater is the world’s leading technology in social listening, used by over 34k
brands across 54 cities.
This solution help companies make educated decisions based on “outside”
insights, from news and blogs to social media platforms.
Digital Business Lab has an agency partnership running until 2021 and is
leveraging Meltwater for this quarterly insight report with a focus on:
• Brand Monitoring
• Market Trends
• Consumer Insights
Digital Business Lab’s team is a creative social media agency based in Hong
Kong and Singapore. With a team of over 21 people and 12 nationalities, our
operations take place from Shanghai to Paris, and from Seoul to Singapore.
Our unique and diverse team offer specialists in data analytics, content
creation and campaign management who strive to achieve more and always
with the big picture at the fore.
Key services:
• Social Media Strategy & Management
• Influencer Marketing
• Creative Services
• Video Content Production
• Data Analytics
• Advanced Audience Targeting
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Foreword
Photo by Alessio Lin on Unsplash
ALBIN LIX
Founder & Managing Director, Digital Business Lab
The world is getting more and more complex with top countries getting more protective focusing on
their own national interests. These structural economy evolutions logically impact how Social Media
economies work. More and more Social Media platforms are emerging, matching specific uses to
specific markets.
Historically, big market changes drove marketing innovations!
In 2020, building brand trust pairing innovation with sustainability is the key challenge for Automotive
brands! With this in mind, Digital Business Lab is convinced that it’s time to re-think Social Media by
innovating with creativity in order to STAND OUT!
Let’s innovate and create meaningful, sustainable and locally-relevant Social Media stories together, in
which the experience is greatly valued by every user.
Here is our Success Equation:
Meaningful content = User Attention growth = Quality Audience growth = Long termBusiness growth
“
”
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Introduction
DBL tracked and analyzed social media accounts from renowned automotive brands across Asia – limiting our scope to Hong
Kong, Japan, Taiwan, South Korea, Singapore, and Indonesia with the main goal of understanding the top trends in terms of
content, functions leveraged, etc.
Although we primarily analyzed content from Instagram, we have also extended our research to Twitter, Facebook, YouTube,
articles, blogs and online media, in order to gather multiple insights.
Our analysis was done on the quarterly period of October-December 2019. Please note that all data in this report are accurate
from the date of its creation and are subject to change from the date of publication.
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Testimonial
Working with influencers provides a great opportunity to raise brand familiarity.
Well-built programs with influencers that are authentic, in line with the brand values
and culturally relevant to the brand audience can drive the result even further.
Thanks to DBL, we could design and implement the effective programs that
perfectly fit with our objectives and markets
KRIS OH, AP Regional Head of Infiniti Marketing Communications
“
”
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Social Media Trends
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Brands on Instagram Overview
Brand Locations Followers Increase since
October 2019
True
Reach
Eng. Rate Detail
384K +9% 13,5K 1.4%
A mix of localized and global content are used in their
accounts.
345K +7% 16K 1.7%
A mix of localized and global content with followers
and influencers are used in their social media.
133K +11% 9K 2.1%
A mix of localized and global content are used in their
accounts.
93K +11% 6,5K 2.5%
Most campaigns are global, and some accounts share
content partnership with local influencers.
37K +12% 4K 3.7%
Content is adapted to each market and with
influencer partnerships.
143K +6% 27K 2.6%
A mix of global and localized content adapted to each
market with some influencer partnerships.
175K +23% 4K 1.8%
Most content are global with some accounts sharing
localized influencer content.
33K +23% 5K 4.9%
A mix of global and localized content adapted to their
market with some influencer partnerships.
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Instagram Followers Growth
Follower’s Growth on Instagram from 01.10.2019 to 31.12.2019
0
5
10
15
20
25
30
BMW Mercedes-Benz Audi Hyundai Volvo MINI Porsche Maserati
GrowthPercentage(%)
+9%
+7%
+11% +11%
+6%
+23%
+12%
+23%
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Account Overview
Meltwater Quality Index
Medium Engagement Rate
Medium True Reach
Top audience location
@bmwhongkong
@bmwsingapore
@bmw_korea
@bmwtaiwan
@bmwjapan
@bmw_indonesia
Audience age range 25 - 34
Most used hashtags #BMW #BMWLOVE #Carstagram #Carlife
Content insight
• KOLs are leveraged during events & featured in
stories content
• Overall, the local content production is
centralized around local partnerships or sales
events
• The ratio of global/local content varies per
country, in Japan it’s almost only local content
VS in Indonesia, only global content is shared
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Account Overview
Meltwater Quality Index
High Engagement Rate
Medium True Reach
Top audience location
@mercedesbenzhk
@mercedesbenzsg
@mercedesbenzkr
@mercedesbenztw
@mercedesbenzjapan
@mercedesbenzid
Audience age range 25 - 34
Most used hashtags #Carstagram #Cargram #Thebestornothing
Content Insight
• The stories content are mainly used for local
event activations
• Except for South Korea, Mercedes-Benz mainly
leverages global content in the analysed
countries
• Across the region, there's no consistency in
terms of vehicle or equipment focus
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Account Overview
Meltwater Quality Index
Medium Engagement Rate
High True Reach
Top audience location
@audihk
@audisingapore
@audi_korea_official
@audi_tw
@audijapan
@audi_indonesia
Audience age range 25 - 34
Most used hashtags
#carwithoutlimits #audilife #loveaudi #audigenic
#ausiworld
Content insight
• Audi has limited local assets production
compared to other brands
• The local activations are being shared in their
feed and only sometimes in stories
• However, the grid and themes are more
important to Audi, making the brand appeal
more consistent
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Meltwater Quality Index
Medium Engagement Rate
Medium True Reach
Top audience location
@hyundaihongkong
@hyundai_sg
@about_hyundai
@hyundai_tw
@hyundaiid
Audience age range 25 - 34
Most used hashtags #HyundaiLovers #Carstagram
Content insight
• As it is for many other brands, content
production is centralized around local
partnerships and events
• For Singapore and South Korea, the content is
focused on customer experience, which is quite
of a unique theme compared to other brands
• The stories highlights showcase the different
car models & their equipment
DIGITAL BUSINESS LAB INSIGHTS
12
Account Overview
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Account Overview
Meltwater Quality Index
Medium Engagement Rate
High True Reach
Top audience location
@volvocarshongkong
@volvocarssingapore
@volvocarkorea
@volvocarstaiwan
@volvocarsindonesia
Audience age range 25 - 34
Most used hashtags #volvoislife #volvomoment #volvomagazine
Content insight
• There is a moderate balance between global
and local content, influencers partnership
content and local events, all shared in the feed
• As a Swedish brand, Volvo does use its origins
for content and local events are based on the
Swedish culture – e.g. Pika time content for
Taiwan and Hej Plogging (Eco-friendly running
event) for South Korea
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Account Overview
Meltwater Quality Index
High Engagement Rate
Medium True Reach
Top audience location
@minihk_official
@mini_sg
@mini.korea.official
@mini_japan
@mini_indonesia
Audience age range 25 - 34
Most used hashtags #MINILove #MINIGram #MINI60Years
Content insight
• Content is global and promotional, mainly
showcasing the various car models and other
promotional products
• Some localized content by local artists to boost
brand implementation and sharing of events
(South Korea) as well as activations with local
influencers
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Account Overview
Meltwater Quality Index
Medium Engagement Rate
High True Reach
Top audience location
@porsche.sg
@porsche.korea
@porschetaiwan
@porsche_japan
@porsche.indonesia
Audience age range 25 - 34
Most used hashtags #TimelessMachine #PorscheMoment
Content insight
• There is a balance between global and local
content, influencers partnership content and
local events, shared in their feed
• Diverse content on Porsche - other promotional
products, series of educational content with fun
facts on Porsche cars, and a highlight of Porsche
cars owned by international celebrities
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Account Overview
Meltwater Quality Index
High Engagement Rate
High True Reach
Top audience location
@maseratihk
@maseratisg
@maserati.korea
@maserati_taiwan
@maseratijp
@maserati.indonesia
Audience age range 25 - 34
Most used hashtags #withMaserati #MaseratiExperience
Content insight
• Content mainly focused on the car model
especially the Levante model
• Images and videos for content are mainly
global, some local content that aims to
promote events happening locally
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Automotive Industry Trend
Although North America and Europe are still the largest markets globally, Asia is
taking an increasing share of the global vehicle sales and is the only major market
expected to see continued strong growth in both the medium and long term.
The automotive industry has evolved significantly over the past decade.
Digital technology, change in customer sentiment and economic health have played
a vital role in this evolution. The biggest change has been the realization of the eco-
friendly vision, not only has the automotive industry’s value changed, the
automobiles itself has changed.
Automobile industry keywords – Autonomous Vehicles (Avs), Electric Vehicles (Evs),
Self-driving, AI (Artificial intelligence)
According to a Deloitte survey, drivers indicate many people have serious concerns
about the safety of autonomous vehicles. Almost three quarters of the people who
were polled responded that they do not feel self-driving cars are safe. However,
more than fifty percent of people polled said that being produced by a known and
trusted brand could contribute to their overall trust in the vehicles.
Brand trust is becoming more important for self-driving vehicles in the years to
come.
Connected, electrified, and autonomous vehicles offer tremendous value for
society, but consumers may be slow to adopt these advanced technologies at scale
until there is clear and undisputed improvement in safety, cost, convenience, and
superior customer experience from a trusted brand
Joe Vitale, Deloitte Touche Tohmatsu Limited and global automotive sector leader, 2019
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Automotive Customer Journey Perspectives
61% of shopping time spent online vs. 59% in 2017
The online experience grows in importance as buyers are
spending less time in-market and a greater percentage of
time online. Digital retailing remains best positioned to
revolutionize what remains the most painful parts of the
purchase process – negotiation and paperwork.
(Source: 2019 Cox Automotive Car Buyer Journey)
More than 65% Watch time of “test drive” videos on YouTube
has grown by more than 65% in the past two years.
95% of car buyers use digital as a source of information
Since auto purchases are considered in detail, the vast majority of
buyers use online resources to find answers to their questions
61%
95%
65%
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Accounts Insights
Some brands will collaborate with
local influencers to promote their
products – primarily lifestyle &
photography influencers.
IGTV(Instagram TV) - Most of the accounts have long-form videos for
customer testimonials, product walkthroughs, influencer interviews, etc.
The video is not only good at rationalizing the technology of the car, but
it is also persuasive in expressing the emotional relationship between the
customer and the brand.
Create a regular stream of cultured-bound content with a mix of localized
and global content for a long-term engagement. The key to content is to
build on the core brand message with storytelling that resonates with the
target audience. Therefore, the content should be sourced locally as much
as possible.
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Asia-wide Trends
Content from consumer experience by the general public
As consumers are the main target in any line of work, their experience is paramount in
narrowing the gap between brands and their consumers. It helps tell stories from a
consumer perspective with a wide range in age. The most impact is felt in the improved
relationship between the brand and its consumers as they search for and watch content.
Young and Classic – Keep your heritage brand identity in creative
Every car brand has its own heritage, one that reinforces brand loyalty through its identity
and history. Some brands are producing content with heritage at its core. On the other
hand, people desire models and technology that are innovative, different and stylish, and
with an aspirational tone.
IG Stories are widely used for content
There’s an emphasis on creative, engaging storytelling that captures user attention within
seconds. Brands need to have a keen eye for how video stories engage the audience.
Some brands have been using live video, speaker reveals, influencers, and Q&As to reach
their objectives. Furthermore, creating “Highlights” on their IG account allow audience to
watch certain stories more than once. This is a great way to compile Q&A or FAQ questions
in an easily accessible format that will not disappear.
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Automotive Trends per  Location
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Hong Kong Trends
Instagram Invasion
Like other sectors, automotive brands are becoming more active on
Instagram, leveraging Instagram’s unique features such as IG Story,
Highlights and IGTV.
Modern Lifestyle Crossover
It’s not news that brands
incorporate lifestyle elements in
their content. Brands in Hong
Kong are bringing various types
of crossover to real life, ranging
from music festivals to camping
experiences to engage with their
audience, while amplifying
awareness through social media.
Content Localization
Aiming to create synergy with
local audiences, more and
more automotive brands use
locally-produced content on
their channels (e.g. car in local
“Instagram-able” location). We
expect that this type of content
will become more popular
among brands and audiences.
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Singapore Trends
The Instagram Look-Book Gallery
A set style and layout to give each car model a certain identity and
background, to which customers can relate to, as well as highlight
both the interiors and exteriors in a striking and bold way.
Nostalgic Marketing
Content that brings
back fond memories /
popular cult moments
e.g. @VolvoCarsSG re-
introduces it’s first
sports car in a 21st
century setting and
highlights it’s
connection with the
cult following of the
James Bond movies.
Activating REAL People
Brands are activating their owned audiences and profiling owners
by extracting key quotes that aim to evoke emotional responses.
@mercedesbenzsg turns the spotlight on photographers, with posts
tagging the person behind the lens, making the content feel more
personable and authentic.
Activating Online
Communities, Offline.
Bringing together fan clubs
through exclusives offerings
e.g. a complimentary meal
@BMWSingapore
Brands are activating their
superfans to become their
brand ambassadors to
spread awareness (and
create even more content!).
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Taiwan Trends
Strong visual storytelling with car model/specification and branded hashtags
The use of powerful visuals with a clear description of car model and specifications.
This tactic proved to generate high engagement based on the analysis of the top-
performing official accounts in Taiwan.
Bring in road map into its storytelling
Brands cleverly bring in distinctive and recognizable locations around
Taiwan into their storytelling, making the fantasy of owning a dream car is
not out of reach.
Partnership with celebrity KOL with different identities
Collaboration between brands and celebrity KOLs with different identities who
embody the personalities of the car makes the audience easier to relate. Audi Taiwan
partnered with a Taiwanese triathlete who is also the FOX Sports TV anchor.
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South Korea Trends
Instagram and Facebook as main channel
Facebook has proven to be the better platform yet some brands are
continuing their social media activities through Instagram as well. For
example, Mercedes-Benz, BMW, and Audi Facebook pages are recording
better engagement rate than Instagram.
Brands are actively engaging with influencers who can deliver their brand
identity and not just for popularity. For example, Volvo Korea collaborated with a
Free Diver, an Architect, and Object artist as their brand storytellers.
Porsche Korea made a driving test
video for Porsche Taycan Turbo S
with the producer and host from Top
gear Korea. The video was uploaded
on its Porsche global YouTube
channel and recorded 78.8K views.
Corporate Social Responsibility Video from customer experience:
Some brands make videos for their socially-relevant campaigns. For
example, Volvo’s Plogging (Plockaupp + Jogging) and Mercedes-Benz’s
donation running were participated by the general public.
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Japan Trends
Flat Channel Approach
Content on major platforms: Facebook,
Instagram and Twitter remains largely the
same, where the brands usually post 70%
global content and 30% local content.
Innovative Technology and KOLs
Technology is one of the key elements to mention in the
automotive industry. That is why Porsche Japan activated Imma,
a Japanese virtual KOL, for their Japan launch of Taycan.
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Indonesia Trends
Going Live, Everywhere and Anywhere.
Making sure your audiences are kept up to date with all new car launches
happening at motor-shows around the world. Behind the scenes Instagram
stories and live-stream Facebook Q&As are extremely popular.
Celebrity Endorsements
Using celebrity quotes and endorsements alongside striking imagery to highlight
the premium nature of the car brand.
Instagram as the main channel
With the use of high-quality glossy images, many car brands
are focusing their efforts on Instagram across Indonesia, with
brands such as Volvo being inactive on Facebook since 2017.
Hard-Selling Tactics
Brands in Indonesia aren’t afraid to use hard-selling tactics on social media,
particularly discounts, cashbacks and promotions that are overlaid onto imagery.
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Final Takeaways
Audience Interaction
Develop a content strategy for each individual market. Create content based on what the audience wants
and need. People want meaningful interactions so brands must find ways to create more personal and
intimate connections with their audiences without becoming overly intrusive: building brand
communities or groups where your brand message is relevant.
Going Green
Some brands are launching outdoor campaigns under the slogan ‘eco-friendly and sustainability’. There are more
and more environmental concerns that can only be addressed through green initiatives in terms of production,
servicing, and manufacturing. Brands are therefore seeking more innovative methods of promoting eco-
friendly environments by integrating green practices.
Identify and Digitize Key Customer Touchpoints
Millennials will represent more than 45 percent of the potential car-buying cohort in 2025. They will thereby form
the largest new-car-purchasing demographic. The younger clientele seem to be losing interest in car ownership
and prefer more convenient and flexible mobility options such as ridesharing, which might lead to totally new
mobility concepts. Therefore the customer experience must advance to reflect these changes as they occur.
(Source: For example, Experian, Forbes, and J.D. Power.)
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Best Practices For Your Social Media Strategy
1. Keep customers engaged
• Rather than focusing on creating new content, give your customers opportunities to contribute their own content
• Feel free to share other people’s content. Sharing content from customers is what creates a community - it makes members of that community far more likely
to share your content
2. Develop branding through content strategy
• Share unique content by customizing your own brand story and culture with the goal of making followers engage with posts
• Repost KOL content about your brand to deliver various aspects of your brand creatively
3. Embrace visual content
• Create content that allows for the storytelling to fit Instagram Stories
• Find a creative way to create videos for brand stories, local events, etc. such as live streaming
• Reviews can be turned into customer feedback videos of top customers to be posted on paid ads, newsletters or your website
4. Offer special sales promotion
• Leverage your enormous user base to create buzz around your contests and promos and let your audience continue the momentum
• Capture the attention of potential buyers and returning customers
5. Make your channel for the community
• Building communities of people who share common interests is an easy way to segment your audience and gain valuable insights
 


	31. THANK YOU.
  


	32. Digital Business Lab  © | 2020 | all rights reserved I digital-business-lab.com
DIGITAL BUSINESS LAB INSIGHTS
32
Sources
https://www.edelman.com/sites/g/files/aatuss191/files/2019-
06/2019_edelman_trust_barometer_special_report_in_brands
_we_trust.pdf
- 2019 Edelman Trust Barometer Special Report: In Brands We
Trust?
https://www.mckinsey.com/industries/automotive-and-
assembly/our-insights/driving-the-automotive-customer-
experience-toward-the-age-of-mobility
- Driving the automotive customer experience toward the age
of mobility
https://www.instagram.com/bmwhongkong
https://www.instagram.com/bmwsingapore
https://www.instagram.com/bmw_Korea
https://www.instagram.com/bmwtaiwan
https://www.instagram.com/bmwjapan
https://www.instagram.com/bmw_indonesia
Account overview and
Hong Kong/Singapore/South Korea/Taiwan/Japan/Indonesia
trends
https://www.instagram.com/mercedesbenzhk
https://www.instagram.com/mercedesbenzsg
https://www.instagram.com/mercedesbenzkr
https://www.instagram.com/mercedesbenztw
https://www.instagram.com/mercedesbenzjapan
https://www.instagram.com/mercedesbenzid
Account overview and
Hong Kong/Singapore/South Korea/Taiwan/Japan/Indonesia
trends
https://www.instagram.com/audihk
https://www.instagram.com/audisingapore
https://www.instagram.com/audi_Korea_official
https://www.instagram.com/audi_tw
https://www.instagram.com/audijapan
https://www.instagram.com/audi_indonesia
Account overview and
Hong Kong/Singapore/South Korea/Taiwan/Japan trends
https://www.instagram.com/hyundaihongkong
https://www.instagram.com/hyundai_sg
https://www.instagram.com/about_hyundai
https://www.instagram.com/hyundai_tw
https://www.instagram.com/hyundaiid
Account overview and
Hong Kong/Singapore/South Korea/Taiwan/Indonesia trends
https://www.instagram.com/volvocarshongkong
https://www.instagram.com/volvocarssingapore
https://www.instagram.com/volvocarKorea
https://www.instagram.com/volvocarstaiwan
https://www.instagram.com/volvocarsindonesia
Account overview and
Hong Kong/Singapore/South Korea/Taiwan/Indonesia trends
https://www.instagram.com/minihk_official
https://www.instagram.com/mini_sg
https://www.instagram.com/mini.Korea.official
https://www.instagram.com/mini_japan
https://www.instagram.com/mini_indonesia
Account overview and
Singapore/South Korea/Japan/Indonesia trends
https://www.instagram.com/porsche.sg
https://www.instagram.com/porsche.Korea
https://www.instagram.com/porschetaiwan
https://www.instagram.com/porsche_japan
https://www.instagram.com/porsche.indonesia
Account overview and
Singapore/South Korea/Taiwan/Japan/Indonesia trends
https://www.instagram.com/maseratihk
https://www.instagram.com/maseratisg
https://www.instagram.com/maserati.Korea
https://www.instagram.com/maserati_taiwan
https://www.instagram.com/maseratijp
https://www.instagram.com/maserati.indonesia
Account overview and
Hong Kong/Singapore/South Korea/Taiwan/Japan trends
 


	33. Hong Kong
1501, Pacific  Plaza, 410 Des Voeux Road West, Sai Wan, Hong Kong Island
hkteam@digitalbusinesslab.com - (+852) 8120 3518
Singapore
1 George Street, Level 10, Singapore 049145
sgteam@digitalbusinesslab.com - (+65) 8750 9564
digital-business-lab.com
CONTACT US!
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