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Abstract: This case study examines KIA Corporation's strategic transformation from a 

budget-focused automaker to a premium brand successfully positioned to serve the 

expanding luxury automotive market and wealthy consumers. Through comprehensive 

analysis of market data, financial performance metrics, and strategic initiatives spanning 

2015-2024, this research investigates how KIA leveraged the creation of its Genesis luxury 

division, strategic investments in design and technology, and targeted marketing to capture 

market share in the rapidly growing premium automotive segment. The study reveals that 

the global luxury car market is projected to grow from $700.59 billion in 2024 to 

$1,366.62 billion by 2034, driven primarily by increasing populations of high-net-worth 

individuals globally. KIA's transformation strategy, centered on establishing Genesis as a 

standalone luxury brand, resulted in over one million cumulative vehicle sales within eight 

years and 8.28% year-over-year growth in 2024. Key success factors identified include 

sustained quality improvements, distinctive design leadership under Peter Schreyer, early 

adoption of electric vehicle technology, and strategic separation of luxury operations from 

the core KIA brand. The findings demonstrate that automotive companies can successfully 

migrate from value to premium positioning through comprehensive brand transformation, 

strategic market timing, and sustained investment in quality and innovation. This case 

provides practical insights for automotive executives and marketing strategists seeking to 

understand luxury market dynamics and successful brand repositioning strategies in 

competitive markets. 
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Introduction 

Kia Corporation's transformation from a budget-focused automaker to a premium brand targeting 

wealthy consumers represents one of the most successful rebranding efforts in automotive history. 

Through strategic investments in design, technology, and the creation of the Genesis luxury division, 

Hyundai Motor Group (Kia's parent company) has successfully positioned itself to capture the 

expanding luxury automotive market. The brand's closest competitors based on 2023 sales were Land 

Rover (71,727 units), Porsche (75,415 units), Lincoln (81,818) and Volvo (128,350). Genesis sales last 

year increased about 23% over the prior year to 69,175 vehicles. 

The luxury automotive market is experiencing unprecedented growth, with the global luxury car 

market size estimated to hit around USD 1,366.62 billion by 2034 increasing from USD 700.59 billion 

in 2024, growing at a CAGR of 6.91%. This case study examines how Kia strategically positioned 

itself to serve this expanding market of wealthy consumers through comprehensive brand 

transformation, premium product development, and innovative marketing strategies. 
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1.1 Kia's Origins and Early Market Position 

Founded in 1944 as Kyungsung Precision Industry, Kia began as a manufacturer of bicycle parts and 

steel tubing before transitioning to automotive production in 1952 (Barakati et al., 2024). KIA 

originally started as a Bicycle and motorcycle manufacturing company in South Korea in 1944 and 

later diversified and transformed into a car manufacturer. However, initially, they met the demand for 

commercial transportation by producing a three-wheeler that is reliable and low cost, to transport 

goods in cities. 

For decades, Kia was primarily known for producing affordable, entry-level vehicles that offered basic 

transportation at competitive prices. The brand's market positioning centered on value and 

affordability, targeting price-conscious consumers who prioritized reliability over luxury features 

(Latterly, 2024). 

1.2 The Transformation Imperative 

By the early 2000s, Kia leadership recognized that remaining solely in the budget segment would limit 

long-term growth potential. Kia certainly doesn't pull any punches when it comes to describing how 

British consumers might see the brand. "Low value", "budget" and "small" are just some of the words 

marketing director David Hilbert singles out. This perception challenge became the catalyst for one of 

the automotive industry's most ambitious rebranding efforts. 

2. The Luxury Market Opportunity 

2.1 Market Size and Growth Projections 

The global luxury automotive market presents significant opportunities for growth. The global luxury 

car market size was valued at $1.29 trillion in 2024 & is projected to grow from $1.43 trillion in 2025 

to $2.79 trillion by 2032, exhibiting a CAGR of 10.0% during the forecast period. This substantial 

market expansion is driven by several key factors that Kia strategically identified and leveraged. 

2.2 Demographic Drivers 

The primary driver of luxury market growth is the increasing population of high-net-worth individuals 

(HNWIs) and ultra-high-net-worth individuals (UHNWIs). The number of UHNWIs will likely grow 

worldwide at 5 percent from 2021 to 2026, reaching more than 700,000 people. China should see the 

fastest growth among large ultra-high-net-worth clusters at about 7 percent during the same period. 

McKinsey research indicates that more than 50 percent of the growth in the luxury-car market to come 

from non-traditional markets such as China given the rapid rise in UHNWIs and HNWIs in these 

areas. This geographic diversification of wealth provided Kia with new target markets for premium 

offerings. 

2.3 Consumer Preferences Evolution 

Modern luxury consumers demonstrate evolved preferences that extend beyond traditional status 

symbols. High-end consumers looking for the latest automotive technology, such as autonomous 

driving, connectivity, or eco-friendly features, look to luxury vehicles. The next-gen technologies are 

predicted to have a significant increase in sales in the SUV market, in particular, by 2032. 
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Additionally, according to a McKinsey survey, around 50 percent of premium- and luxury-car buyers 

prefer SUVs as their next purchase. This shift toward SUVs provided Kia with a clear product 

development direction for its luxury strategy. 

3. Kia's Strategic Transformation 

3.1 Brand Repositioning Strategy 

Kia's transformation began with a fundamental reimagining of its brand identity. Kia indicates its shift 

from basic, utilitarian, uncomplicated cars to forward-thinking, futuristic models. Yet, it wants these 

futuristic models to become the norm instead of a niche product. 

In 2021, the company unveiled a comprehensive rebranding effort, including a new logo and corporate 

philosophy. Known as "Plan S," our new brand strategy includes an expansion toward sustainable 

mobility that includes EVs, PBVs, and other mobility solutions and services that enhance the lives of 

our clientele. 

3.2 Design-Driven Transformation 

A critical component of Kia's premium strategy involved investing in world-class design capabilities. 

The appointment of Peter Schreyer as Chief Design Officer in 2006 marked a turning point for Kia. 

Schreyer, known for his work with Audi, brought a new design philosophy to Kia, emphasizing 

simplicity and sophistication. The "Tiger Nose" grille, a distinctive design element introduced by 

Schreyer, has become a hallmark of Kia's brand identity. 

3.3 Target Market Expansion 

Kia's strategy specifically targeted affluent consumers while maintaining appeal to existing customers. 

By leveraging its expertise in automotive marketing, Kia has been able to effectively target middle-

class and wealthy consumers with product models ranging from $16,000 to $30,000. 

The company's expanded pricing strategy reflected this premium positioning, with flagship models 

like the Telluride and Stinger positioning Kia to compete directly with established luxury brands. 

4. Genesis: The Luxury Division 

4.1 Genesis Brand Development 

The creation of Genesis as a standalone luxury brand represents Kia's most ambitious move into the 

premium market. Genesis Motor announced the launch of its first model, the G90 (EQ900 in South 

Korea), on 9 December 2015. Genesis launched in the United States in late 2016 with the G80 and 

G90. 

Genesis was specifically designed to compete with established luxury brands. Genesis was the first 

luxury division established by a South Korean automaker. The brand entered the United States in 2017 

and Europe in 2021. 

4.2 Product Portfolio Strategy 

Genesis developed a comprehensive luxury lineup targeting different segments of the premium 

market. Genesis currently offers three sedans (G70, G80, G90) and three SUVs (GV60, GV70, GV80). 
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The G80, GV60 and GV70 are also available as all-electric vehicles. Genesis' 2024 starting prices 

range from about $41,500 for the G70 to more than $89,000 for the G90. 

This product strategy allowed Genesis to capture different price points within the luxury market while 

maintaining consistent premium positioning across all models. 

4.3 Electric Vehicle Leadership 

Genesis positioned itself as an early leader in luxury electric vehicles. In September 2021, Genesis 

announced its electrification brand vision, which included launching all new vehicles as electric 

vehicles after 2025; The brand has decided to produce all new vehicles to be launched from 2025 as 

fuel cell-based or battery-based electric vehicles. 

This commitment to electrification aligned with luxury consumer preferences for advanced technology 

and environmental consciousness. 

5. Financial Performance and Market Results 

5.1 Sales Growth and Market Share 

Genesis has demonstrated strong sales performance since its launch. Genesis announced that it has 

surpassed one million cumulative vehicle sales, a landmark achievement for the brand. The brand 

announced that it had sold 1,008,804 vehicles in the global market, including 690,177 in Korea and 

318,627 overseas as of the end of August 2023. 

The brand achieved this milestone in less than eight years since its global debut in November 2015, 

and a mere two years and three months after surpassing the half-million mark in May 2021. 

5.2 U.S. Market Performance 

In the critical U.S. luxury market, Genesis has shown consistent growth. Genesis sold 70,816 vehicles 

in 2024. In 2023, Genesis sold 65,398 vehicles. They sold 5,418 more vehicles in 2024 compared to 

2023 with a percent gain of 8.28% YoY. 

The brand's growth trajectory demonstrates successful market penetration. Last year, Hyundai and Kia 

posted a 4% and roughly 1.8% increase in sales, respectively. Genesis, on the other hand, saw its sales 

jump from 69,175 to just over 75,000 units in 2024, an 8% increase. 

5.3 Electric Vehicle Success 

Genesis has achieved particular success in the electric vehicle segment. Genesis' EV sales nearly 

quadrupled in the US in 2023 as the luxury brand expands its presence. More specifically, in 2023, 

Genesis BEV sales amounted to 6,403 (up 303% year-over-year), which accounts for 9.3% of the total 

volume. 

6. Key Success Factors 

6.1 Quality and Innovation Focus 

Kia's transformation success stems from fundamental improvements in product quality and innovation. 

One of the primary pillars of Kia's rebranding effort was a focus on quality and reliability. This shift 

was communicated through various campaigns that highlighted the durability and dependability of Kia 
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vehicles. By investing in quality improvements and extending warranties, Kia aimed to build trust and 

confidence among consumers. 

6.2 Strategic Marketing and Brand Communication 

The company employed sophisticated marketing strategies to communicate its premium positioning. 

"Movement that Inspires" motto is clearly aiming for the future. "We want to go from being a 

company that people work for to a company that people feel inspired to work for," said Artur Martins, 

Head of Global Brand & Customer Experience at Kia. 

6.3 Technology Integration 

Advanced technology became central to Kia's luxury positioning. Kia has embraced innovation and 

technology as key drivers of its growth and success. The company has invested heavily in research and 

development, focusing on advancements in engine technology, safety features, and connectivity. 

6.4 Manufacturing Excellence 

Kia invested in high-quality manufacturing capabilities to support its luxury aspirations. The brand is 

likely to get a boost in local manufacturing with a new $7.6 billion factory expected to begin 

production later this year in Georgia. Muñoz said Genesis will be a "key focus of the plant," which 

also will produce Hyundai and Kia vehicles. 

7. Challenges and Market Competition 

7.1 Brand Perception Challenges 

Despite significant progress, Kia continues to face brand perception challenges. One of Genesis' 

greatest challenges remains awareness, Marquez said. Stephanie Brinley, principal automotive analyst 

at S&P Global Mobility, agreed with that perception. "It's an upstart that's gained credibility; now it 

has to gain a wider audience," Brinley said. 

7.2 Competitive Landscape 

The luxury automotive market remains highly competitive, with established players defending market 

share aggressively. Most brands with generally strong sales figures have seen a significant decline in 

sales or remained mostly stagnant up to Q3 2024. Specifically, British iconic brands Aston Martin, 

Bentley, and Rolls-Royce, volumes shrank by 17%, 27%, and 13% respectively. However, this market 

volatility also presents opportunities for well-positioned brands like Genesis to gain market share. 

8. Future Outlook and Strategic Direction 

8.1 Electrification Leadership 

Genesis continues to position itself as a leader in luxury electrification. The brand has established a 

plan to achieve carbon neutrality by 2035, making net carbon emissions zero by stopping the sale of 

internal combustion engine vehicles. 
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8.2 Global Expansion 

The brand is expanding into new markets worldwide. If reports are to be believed, Genesis would 

utilise its parent company's Chennai plant for local assembly. First up, the GV70 mid-size SUV has a 

coupe-like design. This expansion into markets like India demonstrates Genesis's global ambitions. 

8.3 Technology and Innovation 

Continued investment in advanced technologies remains central to the strategy. Kia is investing in 

building a sustainable mobility ecosystem to drive profitability. The company is actively diversifying 

its investments in software, connectivity, robotics, and autonomous driving. 

9. Lessons Learned and Strategic Implications 

9.1 Brand Transformation Principles 

Kia's success demonstrates several key principles for successful brand transformation: 

1. Long-term Vision: The transformation required sustained investment over multiple years 

2. Quality Foundation: Premium positioning must be supported by genuine quality 

improvements 

3. Design Leadership: Distinctive design became a key differentiator 

4. Market Timing: Entry into the luxury market coincided with favorable demographic trends 

9.2 Market Entry Strategy 

The creation of Genesis as a separate luxury division proved more effective than attempting to 

position existing Kia models as premium offerings. This approach allowed for: 

• Clear brand differentiation 

• Separate dealer networks and customer experiences 

• Focused marketing and positioning strategies 

• Protection of the core Kia brand 

9.3 Technology Integration 

Early investment in electric vehicle technology positioned Genesis advantageously as luxury 

consumers increasingly prioritized sustainability and advanced technology features. 

Conclusion 

Kia's strategic transformation from a budget-focused automaker to a premium brand successfully 

positioned to serve wealthy consumers represents a masterclass in brand evolution and market 

positioning. Through the creation of Genesis, strategic investments in design and technology, and a 

comprehensive understanding of luxury market dynamics, Kia has successfully captured a significant 

share of the growing luxury automotive market. 

The case demonstrates that with proper strategy, sustained investment, and clear brand differentiation, 

automotive companies can successfully migrate from value to premium positioning. As the luxury 

market continues to grow, driven by increasing global wealth and evolving consumer preferences, 
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Kia's transformation strategy provides a blueprint for other brands seeking to capture this lucrative 

market segment. 

The success of this transformation is evidenced by strong sales growth, market recognition, and 

positioning among established luxury competitors. However, continued success will require ongoing 

innovation, brand building, and adaptation to evolving luxury consumer preferences, particularly in 

areas such as electrification, autonomous technology, and sustainable mobility solutions. 
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