GIIAS 2025

GAIKINDO INDONESIA
INTERNATIONAL
AUTO SHOW

Data: Online & Social
24 July — 3 August 2025
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THE GAIKINDO INDONESIA INTERNATIONAL AUTO SHOW
SAW STEADY ARTICLE COVERAGE THROUGHOUT THE WEEK.

SUARA COVERED THE MOST NEWS ON GIIAS

The Gaikindo Indonesia International Auto Show WITH ALMOST 200 MORE ARTICLES PUBLISHED
(GIIAS), is an annual auto show held in Indonesia <
uara

since 2015. :
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Detik Oto
The 32nd GIIAS was held from 24 July to 3 August T
2025 with 63 different exhibitor brands. Oto Driver
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WHILE GIIAS ARTICLES PEAKED ON DAY ONE, SOCIAL MEDIA CARMA
MENTIONS PEAKED ON THE FINAL DAY.

VOLUME OF SOCIAL MEDIA CONVERSATIONS ABOUT GIIAS

6K Social media mentions peaked on the last day due to the presence of girl group

JKT48 at Daihatsu’s booth. Their fanbase created a surge in user-generated
content, photos and fan interactions online.

Posts
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THE TOP INFLUENCERS ARE ON YOUTUBE, HIGHLIGHTING HOW VIDEO JOURNALISM IS
SHAPING THE FUTURE OF INDONESIA'S AUTOMOTIVE MEDIA LANDSCAPE.

Daihatsu Indonesia Otodriver

R=d DAIHATSU - - book OTODRIVER vouTube

Daihatsv Sahabatkv
Engagement: 239K Engagement: 14.4K

AutonetMagz
YouTube
Engagement: 9.3K




WHICH BRANDS STOOD OUT AND WHY?

ONLINE SOCIAL
Wuling Wuling
10.2% Toyota 15.8% Toyota

277.6%

Suzuki
18.2% .
Suzuki
IVAVZ
BYD
Honda 17.6% Honda 21.1%

26.4% 20.1%
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TOYOTA RECEIVED THE MOST
MENTIONS IN ARTICLES AND ON
SOCIAL MEDIA.

e The media showcased Toyota's new models including the
Urban Cruiser BEV, bZ4X, and Corolla Altis HEV GR Sport,
highlighting their push in electrification.

e As a part of their electrification strategy, the media
highlighted the bZ4X EV and hybrid lineups, reinforcing
Toyota's role in Indonesia’s EV transition.

e Toyota targeted family-oriented consumers, promoting
experiences like Rangga Camping Photoground and
Gacha games, and emphasising family-friendly vehicle
features.

SOCIAL MEDIA
MENTIONS, SENTIMENTS & WORD CLOUD CARMA

Positive
15.1%

Negative
1.5K 0.8%
Mentions

Neutral
84.1%
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SOCIAL MEDIA
MENTIONS, SENTIMENTS & WORD CLOUD CARMA

Positive
WHILE BYD'S ATTO 1 RECEIVED MAIJOR 16.8%
COVERAGE, IT ALSO DROVE NEGATIVE Neutral Negative
SENTIMENTS FOR THE BRAND. 79.2% 12 4%

Mentions

e The main highlight of BYD's presence at GIIAS 2025 is the
launch of the BYD Atto 1, an affordable electric city car
aimed at urban drivers.

e However, some consumers are experiencing value mendutung wson ST sebotumn -
dissonance questioning whether the Atto 1's price is justified N mui:as}:n enting Imfmmtldak t‘-""a’;'u ta "*""‘“;"a“ng
by its features and performance. dynamic me,upakan < selain _

.baru byd b Ihar perhatian “"**

e On social media, BYD Indonesia used its social media L:';: T::;::(tara h mobi gaikindo Y AN g evutuhan
channels to highlight the booth experience, share customer anyalndonesm ST pilihan
testimonials, and provide real-time updates from GIIAS 2025. pameran untuk sebagal dari besa.-mang

jadi lebih listrik dengan dalam bisa desain

e BYD also promoted contests, giveaways, test drives, and tinggi memilikimemberikan seperti telahumt
direct appointment scheduling with local dealerships. o (e terhadap gllaS mulai teknologi '“f’ii::na
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SOCIAL MEDIA
MENTIONS, SENTIMENTS & WORD CLOUD CARMA

Positive
HONDA RECEIVED THE MOST POSITIVE 28.6%
ATTENTION ON SOCIAL MEDIA FOR ITS
WELL-BALANCED PRODUCT LINEUP. N;gﬁ;:' 1.2K
AND EDUCATIONAL OUTREACH. Mentions Negative

1.3%
e Honda was prominently featured at GIIAS 2025, showcasing
key models such as the Step WGN e:HEV, the Prelude, and
the CR-V HEV, along with the Honda PCX motorcycle.

terhada sSpo -
e The Step WGN was positioned as a competitive MPV ... astra " 2% kembal ‘;:I’;L:J:'limnya o
offering, drawing attention for its hybrid technology and mintidak langsung performa
spacious design. step tampil merupakan konsumen dapat s«
satu kenyamanan pengunjung
— merek katau
e The return of the Honda Prelude generated buzz, appealing sstapl mendapatkanuntUk|ndoneS|a hond;rtn:;:ta —
to both enthusiasts and new buyers with its sporty hybrid sisi S€HIaP motor o nyaman Dag|
¥l SIS I"‘J‘dirhingga kendaraan menjadls'ho'W
dua otomotif suv Sistem
B d d h H d d d perjalanan besar l b h dengan Juga lalu
e Beyond product showcases, Honda engaged students Bsrlandirs yangpameran...

through educational initiatives, highlighting its investment membawa komitmen Menawarkan

in nurturing future automotive talent. = harga modern tes';'lgf,gg'
tinggi vai
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SOCIAL MEDIA
MENTIONS, SENTIMENTS & WORD CLOUD CARMA

Positive
18.2%
SUZUKI STOOD OUT BY BALANCING Negative
LONG-TERM EV AMBITIONS WITH Neutral » 0.9%
SHORT-TERM HYBRID SOLUTIONS. 80.9% Vierifens

e Suzuki focused heavily on its electric and hybrid vehicle
strategy, showcasing the Suzuki eVITARA and the Fronx
Hybrid as major highlights at GIIAS 2025.

bSd sebelumn ya

mendukung urb

e Alongside the eVITARA, Suzuki also promoted a broad lineup ingin t|dak terbaru® —
. . . : entin alin
including the Grand Vitara, New XL7 Hybrid, and All New mana Murah Penting performa juta paiine
. . 4 ) : menurut dynamic merupakan . M -da
Ertiga reinforcing its eco-friendly product strategy. baru b d har perhatian “"°“
jarak mseen;:l':(taray mObll ga|k|ndo ya ngkebutuhan
e Suzuki leveraged media platforms and event coverage from —_ ha“ya|ndones|a menghadirkan pilihan
CNNIndonesia, Kompas.com, and YouTube creators to . untuk sebagaidari ) e
: . N : ; : esar
amplify interest in its sustainable vehicle offerings. tadi lebih listrik dengan dalam bisa desain
tinggi memilikimemberikan seperti unit
e |n addition, Suzuki offered attractive promotional incentives HEIB gllaS mulai teknologi modern telah
such as e-money bonuses, trade-in programs, and FLAZZ " b°°;:y:e:‘r::’;: berbagalkonsumen kehadiran g ¢ utama
card offers to support customer conversions at the event. sangat lainnys Ses?x; bahwa’”‘aa"mgah
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WULING POSITIONED ITSELF AROUND
REAL-WORLD FAMILY NEEDS WITH

PRACTICAL AND TECH-RICH FEATURES.

e Wuling is placing a strong focus on the launch of the new

Cortez Darion MPV, available in both EV and PHEV variants.

e |t is marketed as a family-friendly vehicle with the brand
highlighting its spaciousness, convenience, and tech-
forward design.

e On social media, Wuling is actively encouraging pre-
bookings, test drives, and booth visits.

e Other campaigns included giveaways (with prizes like a
BinguoEV), interactive experiences and influencer
collaborations.

SOCIAL MEDIA
MENTIONS, SENTIMENTS & WORD CLOUD CARMA

Positive
15.9%

Negative
900+ 0.6%

Neutral

83.5% _
Mentions
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CARMA is a global leader in communications insights and intelligence.

We bring clarity and insight to the complex:media‘landscape; and empower our
clients’ PR and marketing teams to make decisions backed by data and

demonstrate ROI with precision.

We offer the most comprehensive monitoring and analysis of print, broadcast,
online and social media, across 130+ content partners and 100+ languages.

Discover CARMA’s suite of solutions, our team of experts, and the work we do




