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Background & Findings 
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Preface 

About the Automotive 

Market and Media Industry 

Having seen a shift toward lower-tier 

cities and the western China market, 

the local auto industry continued to 

expand at growth rate of 7% in 2014. 

That figure paints a rosy picture for the 

overall market. 

Regulatory pressure, air pollution, 

snarling traffic, an increase in online 

shopping, and other positive and 

negative factors all exerted a 

considerable effect on the industry last 

year. Recalls and quality scandals also 

posed a huge challenge to the auto 

sector.  

Changes in the media have contributed 

to a reshaping of the automotive 

markets. Everything from the Internet’s 

advent to the rise of social media has 

forced automakers to revise their 

marketing strategies. Those who have 

been slow to respond to media 

changes have fallen behind their 

competitors, highlighting the necessity 

of keeping pace with media 

communication development. 

 

 

About Our Research Goals 

and Company  

We write objective analytical reports to 

help our customers keep track of media 

communication development in the 

auto industry and formulate new 

marketing policies.  

Our company was founded in 2003, 

and is based in Beijing. We are 

dedicated to providing authoritative, 

responsive, accurate, comprehensive, 

and bespoke media monitoring, 

analysis, and assessment services for 

domestic and foreign companies, 

organizations, and governmental 

institutions. We also help them gain 

access to first-hand information to 

support their strategic decision-making.  



Media Media Tracked 

Newspapers 

and 

Magazines 

Over 2,000 newspapers and magazines with coverage across 

mainland China 

TV 

All satellite TV channels from 23 provinces, four direct-controlled 

municipalities, and five autonomous regions, as well as paid 

CCTV, Beijing TV, Shanghai TV, and Guangdong TV channels;  

Radio 
Over 30 radio stations, including nearly 300 frequency bands 

across mainland China;  

Websites 
Over 100,000 portals, as well as government and vertical 

websites; 

Forums 

 500 forums, including core and professional online communities, 

covering the IT, automotive, real estate, fast-moving consumer 

goods, fashion, healthcare, and financial industries;  

Blogs  All users of 100 mainstream blogs; 

Weibo 

Automotive information capture through Google and vertical 

search; data search includes automotive KOLs, Weibo content, 

and mainstream auto brands, with 26.9 million accounts 

monitored. Vertical capture covers 1,200 accounts;  

WeChat 

Automotive information capture through Google and vertical 

search; data search covers 29,000 public WeChat accounts, 

while vertical capture covers 830 accounts.  
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Media Tracked by Our Company  

We have studied media communication 

for ten years, monitoring traditional 

media like newspapers, magazines, TV, 

radio, and websites. In an effort to keep 

pace with the media industry’s 

development, we have added forums, 

Weibo, and WeChat to our monitoring 

list.  

Monitoring Duration: Jan. 1 through Dec. 31, 2014  
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Core 
Conclusions  
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Core Conclusions（一）：2014 Media Communciation & Public Opinion in 

the Auto Industry 

Auto Brand Performances 

Among the six auto brands monitored, German brands 

received the strongest media exposure and the most 

attention among consumers. However, intensified public 

attention has also caused German brands to receive the 

most negative mentions. 

Chinese brands failed to achieve widespread brand visibility. 

Due to low consumer expectations and attention, these 

brands generated the fewest negative mentions. 

Japanese and South Korean brands received relatively fewer 

negative mentions and higher amounts of consumer 

attention. Japanese brands had more even visibility on 

different media channels. 

Though American brands were less visible, a high degree of 

consumer attention may help them further improve their 

media exposure in the future. The least visible European 

brands generated the second most negative mentions, and 

received relatively less consumer attention, indicating a slim 

hope of improvement in the Chinese market. Our 

communication pre-warning analysis for the top five brands 

from different countries shows that German brands 

generated a higher-than-average rate of negative news 

articles, and that the top five Chinese, South Korean, and 

European brands need to increase their media exposure.  

Media Comment Analysis  

In 2014, most automotive news reports and media comments 

were positive, with the Beijing Auto Show, antitrust 

investigations, and NEV-related policies exerting an obvious 

effect on the industry’s SOV. 

Policies and events that involved more people received a 

bigger SOV. Meanwhile, both the public and industry experts 

provided rational comments on policies and hot events. 

Hot events and policies have been pointing the way ahead 

for the auto industry, with NEVs, environmental protection, 

Chinese brands, e-commerce, and the market order all 

expected to become hot topics.  
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Core Conclusions (二): Media Monitoring and Marketing  

The Ever-Changing Media Industry 

The mode of public dialogue has been changing, as we see 

an increasing shift from offline to online media, from the 

Internet to the mobile Internet, and from media to We-Media. 

In 2014, print media, radio, TV, and websites were still the 

major drivers of automotive news articles, with all of them 

playing a dominant role in media communication. 

Forums and blogs have seen their popularity diminish, as 

WeChat continues to grow in popularity. A number of users 

still opt to post mentions on Weibo, though this is not enough 

to restore its glory days. A matrix, in which Weibo and 

WeChat play a leading role, should be created. 

Media Preferences 

General interest and automotive-related topics generated the 

most mentions and media comments, followed by business. 

Considering that the most negative mentions came from 

radio, Weibo, and TV, these three types of media should be 

granted special attention.  

Media Placement 

In the era of omnimedia, media placement should not only 

cover all media types, but also be focused on special media 

channels. Since consumers interested in keeping track of the 

auto industry’s development were the most interested in 

leisure and entertainment, it’s no surprise that entertainment-

related marketing campaigns focused on film, TV, and travel 

grabbed more attention. Both news articles and media 

comments were posted on portals and videos, as well as real 

estate, automotive, game, and ecommerce websites. 

Marketing  

In 2014, automotive marketing became increasingly 

innovative and diversified, highlighting future trends linked to 

innovation, deeper adjustments, and cross-cooperation. Hot-

topic marketing is also expected to gain popularity, as it will 

be possible to predict the number of people who will be 

affected. Event marketing will serve to complement hot-topic 

marketing.  
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Media  Communication  
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Media 
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Analysis 
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In 2014, traditional media remained the major source of automotive news 

articles, while newer media trends were reflected in social media.  

Online Media Has Become a Major Source of Media 

Comments 

Traditional media types like print media, radio, and TV 

remained the major sources of automotive news articles, with 

newspapers playing a dominant role thanks to their diversity 

and widespread distribution. 

Online media channels, such as websites and videos, have 

become a major source of media comments, thanks to their 

big SOVs, broad reach of audience, and sizeable number of 

news articles. 

Social Media Requires Increased Attention 

Social media entities, like forums, Weibo and WeChat, have 

become key opinion leaders, as they promise widespread 

media coverage at a low cost and a fast rate. We-Media also 

requires increased attention. 

Mobile media, which includes news apps and WeChat, is 

leading media communication trends, thanks to its 

advantages in terms of fragmentation. In the new media era, 

mobile media is becoming increasingly popular.  

New Media – The Rise of WeChat 

Among all the social media channels monitored (including 

Weibo, blogs, forums, and videos), only WeChat saw 

automotive news articles/posts grow at a steady and fast 

pace. 

As smartphones, tablets, and other mobile terminals gained 

ground, forums and blogs saw their popularity wane in 2014. 

WeChat was favored by the media, KOLs, and automakers, 

thanks to its diversified interaction, contacts communication, 

accuracy, and broad reach of target audience. 
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Negative Positive/Negative  

Ratio of Positive/Neutral and Negative Media Comments on Different 

Media Channels 

Positive and Neutral Media Comments Dominate; TV, Radio, and Weibo 

Require More Attention  

TV and radio saw more negative news 

pieces than newspapers, magazines, 

and websites. High negative media 

exposure on the radio can be blamed 

for automakers’ decreased investment 

in radio channels. The increase in 

negative television exposure is linked 

to programs aired for the past three 

years on International Consumer 

Rights Day, which have been 

responsible for negative revelations 

about automakers. Also a factor was 

this year’s anti-monopoly investigation, 

which targeted luxury automakers. Of 

all the social media networks, Weibo 

was the biggest source of negative 

media comments and news stories.  

Mainstream media saw fewer negative 

news stories than non-mainstream 

media, a trend that was more obvious 

on radio and TV.  

 



        

Media Exposure of Brands on Different Media Channels  
South 

Korean 
Japanese American European Chinese German 

Newspapers 

& Magazines 

Radio & TV 

Websites 

Forums 

Blogs 

Weibo 

Weixin 

The larger an area is, the more news articles/mentions it generates. 

Media Exposure of Different Brands 

German, European, and Japanese 

brands had an equal amount of 

visibility on all media channels. 

American brands were less visible on 

Weibo, while Chinese brands received 

weak media coverage on radio, TV, 

and Weibo. South Korean brands’ 

media visibility was weak on all media 

channels.  

Ratio of News Articles 

Ratio of Mentions 
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22.2% 

19.8% 

19.4% 

17.3% 

17.2% 

4.1% 

6.8% 

2.4% 

1.4% 

2.9% 

2.3% 

1.8% 

        德系品牌媒体报道悲喜交加，自主品牌负面率最低 

Proportion of Coverage Among Different Brands in Newspapers, 

Magazines, Radio, TV, and Websites  

German Brands Generate the Most Mentions and Negative News Articles; 

Chinese Brands Generate the Fewest Negative Mentions  

German brands generated the most 

mentions on print media, TV, radio, and 

websites, followed by Japanese, 

Chinese, European, and American 

brands. South Korean brands were the 

least visible due to a lack of brands. 

In terms of media tonality, Chinese 

brands generated the fewest negative 

news stories, with negative stories 

accounting for only around 1% of their 

total coverage. South Korean brands 

generated the second-fewest negative 

mentions. Negative news articles on 

German brands accounted for 6.8%, 

outpacing the average of 3.2%. This 

phenomenon can be blamed on 

German vehicles’ high ownership in 

China and quality issues involving 

multiple brands and models. 

Ratio of News Articles 

Ratio of Negative News Stories 
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German Brands 

Japanese Brands 

South Korean Brands 

American Brands 

European Brands 

Chinese Brands 
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Mercedes-Benz 

Pre-Warning Zone 

Ratio of Negative News Stories 

Ratio of News Articles 

Safety 

Zone 
Improvement 

Zone 

 Crisis Zone 

German Automakers Need to Reduce Negative Mentions; Chinese, South 

Korean, and European brands Advised to Improve Media Visibility 

Analysis of the top five brands’ media 

communication shows that German 

brands’ ratio of negative news pieces 

exceeded the average. Accordingly, 

they should be placed in the Pre-

Warning Zone, and related companies 

should pay heed. The top five Chinese, 

South Korean, and European brands 

should further increase their media 

exposure, though their ratio of negative 

news stories was relatively low. 

Chinese brands failed to achieve 

widespread brand visibility. Due to low 

consumer expectations and attention, 

these brands generated the fewest 

negative mentions.  

 

 

 

Quadrant Graph of Media Exposure and Reputation (Different Countries’ Top Five 

Brands) 
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网民想了解的汽车品牌 

15.6% 

10.7% 

9.6% 
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9.8% 

4.9% 

4.1% 
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12.8% 
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4.0% 

3.8% 

3.7% 

3.6% 

3.6% 

3.5% 

3.4% 

3.2% 

3.1% 

Automakers and Brands Searched by Netizens Interested in the Auto Industry  

TOP10 TOP10 

German Brands Capture the Most Attention among Consumers  

On both PC and mobile terminals, 

German brands captured the most 

attention among netizens interested in 

the vehicle industry, followed by 

Japanese, South Korean, British, and 

American brands. Chinese brands 

were more visible on mobile than PC 

terminals. 

On PC terminals, Volkswagen captured 

the most attention among netizens, 

followed by Audi and Ford. On mobile 

terminals, Volkswagen garnered the 

most attention among netizens, 

followed by KIA and Audi.  

Data Source: Baidu 

German 

South Korean 

&Japanese 

English & 

American 

Chinese 

European 

Volkswagen 

Audi 

Ford 

Toyota 

Honda 

BMW 

Buick 

Chevrolet 

Hyundai 

Land Rover 

German 
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&Japanese 

English & 

American 

Chinese 

European 

Volkswagen 

KIA 

Audi 

BMW 

Toyota 

Honda 

Ford 

Hyundai 

Buick 

Changan 
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网民想了解的汽车品牌 

Top Topics among Netizens 

Leisure & Hobbies, Entertainment, and Travel Attracted the Most 

Attention among Netizens 

14.0% 

9.7% 

7.6% 

4.9% 

4.4% 

3.2% 

2.7% 

2.5% 

2.0% 

1.9% 

1.9% 

1.9% 

1.1% 

0.9% 

16.4% 

14.7% 

13.7% 

8.4% 

8.1% 

6.9% 

5.6% 

5.0% 

4.2% 

3.4% 

3.4% 

2.0% 

1.1% 

0.5% 

Data Source: Baidu 

Leisure & hobbies, entertainment, and 

travel were the three most searched 

items on Baidu among netizens who 

also searched the word “vehicle.” 
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PC Terminal Mobile Terminal 
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3C 
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Portals, Property, Automotive, Game, Video, and E-commerce Websites 

are Ideal Choices for Media Placement 

18 

Media Preferences: PC Terminal Media Preference: Mobile Terminal 
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Data Source: Baidu 

Analysis shows that netizens use 

different media channels to keep track 

of automotive news articles and media 

comments. 

On PC terminals, both types of 

netizens preferred game, automotive, 

and property websites, as well as 

portals. 

On mobile terminals, both types of 

netizens favored portals and video, 

property, and e-commerce websites. 

Travel Website 

Game Website 

Automotive Website 

Portal 

Property Website 

E-Commerce Website 

Financial Website 

SNS/Online Community 

Video Website 

Mobile Website 

Attention to  

Automotive Industry 

Attention to Media 

Communication 

Novel Website 

SNS/Online Community 

Financial Website 

E-Commerce Website 

Property Website 

Game Website 

Travel Website 

Attention to  

Automotive Industry 
Automotive Website 

Attention to Media 

Communication Portal 

Video  

Website 

Mobile 

Website 

Novel  

Website 
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Analysis of Traditional Media Coverage 

Newspaper & Magazine 



        Breakdown by Volume 
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Around 1.15 million automobile-related 

articles were detected on newspapers 

and magazines in 2014.  

Monthly quantity hit the bottom in Feb. 

due to the Chinese New Year break, 

and then peaked in Apr. driven by Auto 

China 2014, No noticeable fluctuations 

emerged in the second half of 2014.  

Monthly News Volume over Time 
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        Breakdown by Circulation and Value 
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单位：亿 
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The readership of the automobile-

related newspaper and magazine 

articles reached 572.8 billion, worth 

RMB 88.8 billion in terms of ad value. 

The circulation also reached the bottom 

in Feb. and the crest in Apr. Overall, 

the circulation trend was less stable 

than the report volume trend. 

In terms of news value, three spikes 

were observed in Apr., Aug. and Nov., 

in which extended reports were 

published for two major auto shows 

(Auto China 2014 in Apr. and Auto  

Guangzhou 2014 in Nov.), as well as 

the announcement and implementation 

of the purchase tax exemption policy 

for NEVs. 

Monthly Circulation over Time 
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单位：亿 

Monthly News Value over Time 
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Topics of News Reports (SOV) 

Topics of News Reports (Share of Circulation) 

54.9% 33.5% 

11.6% 
Product 

Company

/Group 
Industry 

52.9% 
37.8% 

9.3% 
Product 

Company

/Group 
Industry 

Breakdown by Topic 

Of gathered newspaper and magazine 

articles, around 50% centered on 

products while some of the remaining 

covered companies/groups. The 

smallest proportion (11%) was made 

up of industry news. 

In terms of circulation, the share of 

reports regarding companies/groups 

increased by 5%. 



33.0% 

26.6% 
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21.0% 

6.6% 

4.0% 

3.7% 

3.5% 

1.3% 

0.9% 
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0.5% 
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        Breakdown by Content 

Major contents of the automobile-

related newspaper and magazine 

articles were marketing activities, 

product information, promotions and 

dealerships. 

Contents of News Reports by SOV 

Marketing Activity 

Product Information 

Promotion 

Dealership 

Corporate News 

Test Drive & Ride 

Conference & Exhibition 

Service Information 

Awards 

Executive News 

Recall 

Corporate Crisis 

Industry & Others 
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Tones of News Reports (SOV) 

Tones of News Reports (Share of Circulation) 

Around 96% of the automobile-related 

newspaper and magazine articles were 

positive, while only 1.9% were negative. 

Negative reports accounted for 1.6% of 

the total circulation, with the share of 

positive reports showing moderate 

growth. 

96.2% 

1.9% 1.9% 

Positive 

Neutral 

Negative 

96.7% 

1.7% 1.6% 

Positive 

Neutral 

Negative 

Breakdown by Tone 
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59.5% 

72.7% 

1.5% 

19.5% 

7.0% 

74.3% 

13.7% 

16.0% 

3.5% 

4.6% 

2.2% 

15.2% 

2.7% 

2.0% 

5.5% 

Overall 

Newspaper 

 Magazine 

Mass Automobile Finance & Economy Lifestyle Others 

Breakdown by Media Categorization Among print media outlets, the mass 

media was the largest source of the 

automobile-related news, followed by 

the automobile media. 

More than 70% of the automobile-

related newspaper reports were from 

the mass media, which was followed by 

the finance & economy media. The 

SOV of automobile newspapers was 

less than 1% due to its small presence. 

The majority of the automobile-related 

magazine reports were from 

automobile magazines, and a relatively 

large number from lifestyle magazines. 

Vehicles have become an essential 

part of fashionable lifestyles. 

Breakdown by Media Type 
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Regional Division: 
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Report Volume Map Regions classified into three levels 

by report volume: More than 60% of 

the automobile-related news reports 

were published by media outlets in 

East and North China, which are 

regarded on the first level. South and 

Southwest China are on the second 

level, and Northeast and Northwest 

China on the third. 

News volume distribution uneven: 

Beijing was the news coverage 

spotlight for North China, and 

Guangdong was the one for South 

China. Shanghai was the most 

contributive region for East China, with 

Zhejiang, Jiangsu, Shandong and 

Fujian also making considerable 

contributions. The media coverage of 

Southwest, Northeast and Northwest 

was dispersedly distributed. 

 

 

News Report Volume Varies in Regions 

East China (Shandong, Jiangsu, Anhui, Zhejiang, Fujian, Shanghai and Jiangxi) 

South China (Guangdong, Guangxi, Hainan, Hubei and Hunan) 

North China (Beijing, Tianjin, Hebei, Shanxi, Inner Mongolia and Henan) 

Northwest China (Ningxia, Xinjiang, Qinghai, Shaanxi and Gansu) 

Southwest China (Sichuan, Yunnan, Guizhou, Tibet, Chongqing) 

Northeast China (Liaoning, Jilin and Heilongjiang) 
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SOVs of Provinces and Municipalities 
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Beijing significantly outnumbered other 

provinces and municipalities with an 

SOV of 28.8%, while Guangdong and 

Shanghai ranked second and third with 

around 10% of SOVs. For other regions, 

report volumes were proportional to 

their development status. 

Breakdown by Region 
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Qinghai 
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1.8% 

1.7% 
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0.8% 

Top 10 Newspapers by SOV 

Top 10 Magazines by SOV 
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Auto Motor und Sport 

Auto Fan 
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Orient Auto 

Car And Driver 

Car Market Guide 

Automobile & Parts 

Auto Bild 

China Auto Pictorial 

Motor Trend 

Qilu Evening News 

China Automotive News 

Beijing Youth Daily 

Beijing Automobile News 

Shanghai Auto News 

Beijing Times 

The Beijing News 

Beijing Morning Post 

Shanghai Morning Post 

Guangzhou Daily 

The top 10 newspapers by SOV were 

all mass or automobile media outlets. 

Qilu Evening News sat atop thanks to a 

larger number of automobile and 

regional sections. The runner-up was 

China Automotive News, which 

specializes in the auto industry. 

The top 10 magazines by SOV were all 

automobile media outlets, with Auto 

Motor und Sport, Auto Fan and Auto 

Weekly occupying the first three places. 

Top 10 Newspapers and Magazines by SOV 
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5.6% 

4.9% 

4.2% 
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2.3% 

2.3% 

2.3% 

Top 10 Brands by SOV Of the top 10 brands in terms of print 

media coverage, four were German 

and three were Japanese. Volkswagen 

attracted the greatest deal of media 

attention, followed by Toyota and BMW. 

Top 10 Brands by SOV (Print Media) 
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Volkswagen 

Toyota 

BMW 

Nissan 

Honda 
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Kia 

Hyundai 

Ford 

Audi 
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Analysis of Traditional Media Coverage 

Radio & TV 



        Breakdown by Volume 
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Around 4,766 reports regarding 

automobiles were captured in radio and 

TV programs in 2014. 

The crests in terms of report volume 

occurred in Apr. and Aug. 

Monthly Report Volume over Time 
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Breakdown by Tone 

The negative rate of the automobile-related 

radio and TV reports was 8.5%, 

comparatively higher than several other 

media types. 

However, negative reports only account for 

1.4% of all the reports that reached the 

audience, signaling that positive reports 

captured more attention. 
86.8% 

4.7% 
8.5% 

Positive 

Neutral 

Negative 

97.6% 

1.0% 1.4% 

Positive 

Neutral 

Negative 

Tones of News Reports (SOV) 

Tones of News Reports (Share of Audience) 
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Top 10 Brands by SOV (Radio & TV) 

33 

Top 10 Brands by SOV The top 10 most reported brands on 

radio and TV channels were mainly 

from Europe, with Volkswagen taking 

the first place, BMW the second and 

Mercedes-Benz the third. They are 

almost on a par in terms of SOV. 

6.1% 

5.5% 

5.3% 

4.2% 

4.1% 

3.6% 

3.0% 

2.9% 

2.2% 

1.9% 

1.9% 
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Analysis of Online Media Coverage 



Breakdown by Report Volume and Page View 
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In 2014, altogether 8.68 million 

automobile-related reports were posted 

on the Internet, and were viewed 71.4 

trillion times. 

The monthly report volume remained 

comparatively stable in the first half of 

2014, in contrast to that of the second 

half. The figure peaked in Aug. 

The monthly page view trend was 

smoother than the report volume trend. 

Monthly Report Volume over Time 
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Monthly Page View over Time 
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Unit: 100 Million Times 
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Breakdown by Topic 

Topics of Reports (SOV) 

Topics of Reports (Share of Page View) 

Around 70% of the automobile-related 

online reports discussed products, and 

most of the remaining were related to 

companies/groups, while only 0.2% 

centered on industry news. 

Unlike other channels, page views 

(how many people reports have 

reached out to) of online news reports 

were closely proportional to the report 

volume. 

 

69.3% 

30.5% 

0.2% 

Product 

Company/
Group 

Industry 

69.4% 

30.1% 

0.5% 

Product 

Company/
Group 

Industry 



33.6% 

23.4% 

23.0% 

22.6% 

19.9% 

15.4% 

13.5% 

7.4% 

7.3% 

5.3% 

3.9% 

3.5% 

0.5% 
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        Breakdown by Content 

Product information was the 

dominating content of online reports, 

followed by marketing activities, 

dealerships and corporate information. 

Contents of News Reports by SOV 

Product Information 

Dealership 

Promotion 

Conference & Exhibition 

Corporate News 

Marketing Activity 

Test Drive & Ride 

Corporate Crisis 

Recall 

Award 

Executive News 

Service Information 

Industry & Others 
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Breakdown by Tone 

The positive and negative rates of the 

automobile-related online news were 

93% and 3.3% respectively. 

The share of page views attributed to 

negative reports slightly declined to 

2.8%. 

92.9% 

3.7% 3.3% 

Positive 

Neutral 

Negative 

93.7% 

3.6% 2.8% 

Positive 

Neutral 

Negative 

Tones of News Reports (SOV) 

Tones of News Reports (Share of Page Views) 



        Website Categorization & Top 10 Websites by SOV 

11.0% 

4.9% 

3.8% 

2.6% 

2.3% 

2.1% 

1.8% 

1.7% 

1.6% 

1.6% 

Top 10 Websites by SOV 

Mass and automobile websites were 

found spreading the majority of 

automobile-related online news reports. 

Of the top 10 most contributive 

websites, five were automobile 

websites, with Autohome, Bitauto and 

pcauto.com.cn taking the first three 

places. Furthermore, Autohome held a 

noticeable lead. 

Website Categorization 

43.8% 

43.9% 

7.4% 
4.6% 0.2% 

Mass 

Automobile 

Finance & Economy 

Others 

Lifestyle 
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Autohome 

Bitauto 

pcauto.com.cn 

Sohu 

hexun.com 

iFeng 

Cheshi 

chinanews.com 

XCAR 

Netease 



Top 10 Brands by SOV (Website) 

5.5% 

4.7% 

4.7% 

4.2% 

3.9% 

2.9% 

2.8% 

2.8% 

2.8% 

2.6% 

Top 10 Brands by SOV Most of the top 10 most reported 

brands on the Internet were from 

Germany and Japan, taking up seven 

places. 

The first three were BMW, Mercedes-

Benz and Volkswagen in sequence. 
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Analysis of Social Media & Public Opinion 

Forum 



Forum Post Volume and Tones 
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There were 2.04 million automobile-

related forum posts, most of which 

were neutral and 2.7% were negative. 

There were more posts detected in Apr. 

and Aug. Since Sept., the monthly post 

volume had been dropping. 

Monthly Post Volume over Time 
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Tones of Posts 

97.3% 

2.7% 

Positive/ 
Neutral 

Negative 



39.8% 

26.8% 

10.9% 

8.9% 

8.5% 

7.3% 

5.2% 

4.5% 

1.4% 

1.0% 

0.8% 

0.5% 

0.0% 
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        Breakdown by Content 

The hottest content of forum posts was 

promotions, followed by product 

information. They evoked far more 

discussions than other contents. 

Contents of Forum Posts 

Promotion 

Product Information 

Test Drive & Ride 

Dealership 

Marketing Activity 

Corporate Crisis 

Corporate News 

Conference & Exhibition 

Service Information 

Awards 

Recall 

Executive News 

Industry & Others 
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Forum Keyword Cloud 

The forum keyword cloud reveals that 

netizens pored over perception, 

experience, launch data, service time, 

acknowledgement, dealership, price, 

and friend recommendation. Their 

horizons were detailed and common. 

China  photo  all-new  launch  entangled  seat  Focus   Beijing  need  sales  exterior  

SUV  design  maintenance  navigation  vehicle  specifications  fuel 

consumption  car owner  feel  like  

preferential offering  engine  

know  vehicle  

experience  time  price  

friend  good  model  handling  BMW  

dynamics  tuning  Volkswagen  Audi  activity  Mercedes-Benz  

new  glance  brand  find  contact  question  discover  manual  system  BYD  attachment  

buy   
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Top 10 Forums by SOV 

41.3% 

9.0% 

8.8% 

4.8% 

4.2% 

2.4% 

2.3% 

2.0% 

1.8% 

1.3% 

Top 10 Forums by SOV Of the 10 most active forums, six were 

automobile forums, which are the major 

source of public opinions on vehicles. 

They contributed around 70% to the 

total forum post volume, with Autohome 

outdoing its peers significantly. 

In terms of each negative rate, 

auto.21cn.com,315che.com, 

bbs.ifeng.com, and online.sh.cn were 

the top four. They should be paid 

special attention to in 2015. 

Top 10 Forums by Each Negative Rate 

15.1% 

8.1% 

6.2% 

6.1% 

4.8% 

4.3% 

4.3% 

3.9% 

3.5% 

3.3% 

Autohome  

pcauto.com.cn 

XCAR 

tieba.baidu.com 

Bitauto 

Tianya 

Tencent 

Sina's Auto Channel 

xgo.com.cn 

Netease's Forum 

auto.21cn.com 

315che.com 

bbs.ifeng.com 

online.sh.cn 

ijiangyin.com 

dzh.mop.com 

club.dayoo.com 

club.kdnet.net 

hainei.org 

769car.com 
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Top 10 Brands by SOV (Forum) 

8.6% 

7.0% 

5.8% 

5.2% 

4.2% 

3.2% 

3.1% 

3.1% 

2.9% 

2.7% 

Top 10 Brands by SOV The top 10 brands by mentions 

consisted of four German, three 

domestic, two US, and one Japanese 

automakers. The leading three were 

German – Volkswagen (No.1), BMW 

(No. 2) and Audi (No. 3). 
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Analysis of Social Media & Public Opinion 

Blog 
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        Blog Post Volume and Tones 
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Monthly Blog Post Volume over Time 

99.3% 

0.7% 

Positive/ 

Neutral 

Negative 

Tones of Blog Posts 

Altogether 11,479 blog posts regarding 

automobiles were collected, only including 

less than 1% of negative messages (most 

of the remaining were positive).  

The monthly figure had been shrinking over 

time. The crests in Feb. and July were the 

results of bloggers' free time in Feb. and 

China's anti-monopoly approaches in July. 



23.6% 

23.0% 

16.7% 

12.1% 

11.2% 

9.0% 

7.2% 

4.2% 

3.1% 

1.9% 

1.2% 

0.8% 

0.8% 
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        Breakdown by Contents 

Main contents of auto-related blog 

posts included corporate information, 

dealerships, product information and 

marketing activities. 

Contents of Blog Posts 

Corporate News 

Dealership 

Product Information 

Industry & Others 

Promotion 

Test Drive & Ride 

Marketing Activity 

Corporate Crisis 

Conference & 

Exhibition 

Executive News 

Recall 

Awards 

Service Information 
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        Top 10 Blog Sites by SOV 

9.3% 

7.2% 

7.2% 

6.5% 

5.1% 

3.8% 

3.8% 

3.8% 

2.6% 

2.1% 

Top 10 Blog Sites by SOV Sohu's blog site, BlogChina and 

people.cn's blog site were the top three 

in terms of SOV. 

Negative rates of Solidot, fyfz.cn, and 

dapenti.com were higher than others. 

This phenomenon is worth noting. 

Top 10 Blog Sites by Each Negative Rate 

8.1% 

5.4% 

5.2% 

3.6% 

3.0% 

2.8% 

2.7% 

2.1% 

2.1% 

2.0% 

Sohu's Blog Site 

BlogChina 

people.cn's Blog Site 

eastmoney.com 

ifanr.com 

Sina's Blog Site 

baijia.baidu.com 

NetEase's Blog Site 

CSDN.NET 

huxiu.com 

Solidot 

fyfz.cn 

dapenti.com 

bokee.com 

jrj.com 

blog.tianya.cn 

tmtpost.com 

bokerb.com 

Vmeti Media 

hexun.com's Blog Site 
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        Top 10 Brands by SOV (Blog) 

25.4% 

13.8% 

13.8% 

12.2% 

11.0% 

10.0% 

7.2% 

7.2% 

6.9% 

6.7% 

Top 10 Brands by SOV The top 10 most mentioned brands 

included four German, two US and two 

Chinese brands. 

Of them, the leading three were Tesla, 

BYD and BMW, with Tesla far superior 

to the other two. 

Tesla 

BYD 

BMW 

Volkswagen 

Mercedes-Benz 

Hyundai 

Toyota 

Ford 

FAW 

Audi 
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        Blog Keyword Cloud 

Identified from the blog keyword cloud, 

bloggers prioritized the auto industry, 

companies, finance & economy, technology 

& technique, and NEV. Their horizons were 

from overall viewpoints and professional 

knowledge. 

system  BYD  message  rebound  real-time  market  new energy  BMW  growth  group  

model  mighty  capital  impressive  market index  product  short term  charge  

development  battery  likely  starting business  Tesla  share  

market  vehicle  

company  China  concept  

science & technology  index  attention  technology  energy  

performance  indicator  the US  enterprise  brand  investment  time  stock  

reform  cooperation  industry  hot topic  operation  opportunity  Mercedes-Benz  

information  theme   
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Analysis of Social Media & Public Opinion 

Weibo 



        Weibo Volume and Tones 
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Of the 450 million automobile-related 

weibo posts, 87.3% were positive and 

12.7% were negative. The negative 

rate was higher than those of other 

media types. 

There were more weibo posts in Mar., 

prior to Auto China 2014. Moreover, the 

post figure of the first half of 2014 

outnumbered that of the second half. 

 

Monthly Weibo Post Volume over Time 
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Top 10 Brands by SOV (Weibo) 

87.3% 

12.7% 

Positive/ 
Neutral 

Negative 

Unit: 10,000 Posts 
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        Top 10 Brands by SOV (Weibo) 

16.3% 

13.1% 

12.1% 

11.7% 

9.4% 

7.4% 

4.9% 

4.7% 

4.2% 

3.5% 

Top 10 Brands by SOV Over 50% of the top 10 brands by SOV 

on weibo platforms were German, with 

BMW,Mercedes-Benz and Volkswagen 

taking the first three places. 
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Analysis of Social Media & Public Opinion 

WeChat 



        WeChat Article Volume 
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Altogether 440,000 articles were 

published via WeChat in 2014. 

As WeChat public accounts became 

mature, the number of articles 

increased over time in the first half of 

2014. After that, the figure declined at 

first and then bottomed out in the 

second half. 

 

Monthly WeChat Article Volume over Time 
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        Top 10 WeChat Accounts by SOV 

2.2% 

1.1% 

1.0% 

0.9% 

0.9% 

0.9% 

0.8% 

0.7% 

0.6% 

0.5% 

Top 10 WeChat Accounts by SOV @airCars posted much more articles 

than other accounts, followed by 

@che_yun (No.2) and @kf12gang (No. 

3). 

Six of the top 10 WeChat accounts by 

SOV were those zeroing in on the auto 

industry, and there were no We-Media 

accounts.  

@airCars 

@che_yun 

@kf12gang 

@gasgooweb 

@qicheshidai51803366 

@feelingcar 

@car896 

@qqauto 

@www315che 

@pcautomag 
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        Top 10 Brands by SOV (WeChat) 

11.6% 

8.7% 

8.4% 

7.1% 

5.9% 

4.1% 

3.2% 

2.5% 

2.4% 

2.3% 

Top 10 Brands by SOV German automakers had more places 

among the top 10 brands by SOV, and 

took the first four posts. Only one 

Chinese brand made the list. 

Volkswagen took the lead, beating 

BMW (No.2) and Mercedes-Benz (No.3) 

by around 3%. 
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Industry Analysis 
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Coverage and 

Standard for 

Old Vehicle 

Scrapping and 

Replacement 

Subsidies 

New Energy 

Cars Exempt 

from Purchase 

Tax 

Military Vehicle 

Reform – 

Military 

Procurement 

Confines to 

Local Brands 

Dealership 

Brand 

Authorization 

Filing Work 

Abolished 

Regulations on 

the Survey and 

Assessment of 

Used Vehicles 

Private Cars 

Entitled to Six-

Year 

Exemption 

from Vehicle 

Inspection 

Regulation on 

Average Fuel 

Consumption 

for Passenger 

Car Companies 

Sales of used 

vehicles would 

reach six to 

seven million 

units in 2014. 

Publicity 

Rating 

The Chinese 

government 

procured an 

average of 

500,000 official 

vehicles 

annually over 

recent two 

years. 

In 2014, the 

State Council 

set the task of 

scrapping six 

million old and 

yellow-labeled 

vehicles. 

Vehicle 

ownership in 

China would 

reach nearly 

140 million in 

2014. 

Consumers Dealers Consumers Consumers Consumers Civil Servants Companies 

A total of 39 Chinese 

cities will promote 

three million new 

energy vehicles by 

2015. The China 

Association of 

Automobile 

Manufacturers 

forecasts that 25 

million vehicles will 

be produced and 

sold in 2015. 

Market Order Others 

Energy 

Conservation 

and 

Environmental 

Protection 

Others 

Energy 

Conservation 

and 

Environmental 

Protection 

Market Order 

Energy 

Conservation 

and 

Environmental 

Protection 

Several policies focus on new energy and environmental protection. The more 

relevant a policy is to the public, the more publicity it receives. 

-- -- 

Affected 

Group 

Policies 

Sizes of 

Affected 

Groups 

Affected 

Areas 

In 2014, China rolled out a total of 

seven policies concerning the 

automobile industry, with three 

focusing on new energy vehicles. 

Carmakers are advised to adapt 

themselves to this trend by adjusting 

their business portfolios and stepping 

up publicity for concepts like energy 

conservation and green lifestyle. 

 

The more relevant a policy is to 

consumers, or the more consumers it 

affects or benefits, the more publicity it 

receives. 

 

     

 

 

Carmakers can forecast their share of 

voice by analyzing the number of 

consumers affected and the extent of 

consumer benefits brought by these 

policies, and then market their products 

accordingly. 
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The Status Quo and Problems of the Car Industry as Reflected by Topical 

Events 

Order of Car Market to Be Consolidated Further 

Changes such as China's anti-monopoly investigation, the 

pilot program on parallel imported vehicles, and the 

implementation of the used vehicle assessment policy have 

all signified the improvement in the order of the car market 

and the nurturing of a fair, competitive, and transparent 

market. 

The Government Steps up Regulation on Auto Industry 

In 2014, highly concerned about the auto industry, the 

government implemented a string of policies to regulate the 

car market and its structural adjustment. 

Emergence of Automotive E-Commerce 

The car buying spree on the Singles’ Day and the launch of 

SAIC’s O2O e-commerce platform indicate that online 

marketing is the battlefield for car companies in the future. 

The increased integration of online and offline sales 

channels has prompted conventional 4S dealerships to 

adjust their businesses. 

 

 

 

 

 

 

 

Poor Quality a Thorny Issue in the Auto Industry 

A spate of recalls issued a warning to car companies in 2014. 

While marketing ensures short-term sales growth, quality 

guarantees long-term success. Vehicle problems should be 

dealt with in a timely fashion to avoid getting bad press.  

Chinese Car Brands Endeavor to Go Global 

Local brands' go-global efforts are illustrated by Dongfeng's 

purchase of PSA shares, the holding of international auto 

shows, the endorsement by foreign celebrities, and product 

placement in international movies. 
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2014 Industry-Related Polices 



2014 Industry-Related Polices 

Coverage and 

Standard for 

Old Vehicle 

Scrapping and 

Replacement 

Subsidies 

New Energy 

Vehicles 

Exempt from 

Purchase Tax 

Military 

Vehicle 

Reform – 

Military 

Procurement 

Confines to 

Local Brands 

In 2014, China introduced a series of new auto policies to promote 

energy conservation and emissions reduction, boost local brands, 

and ensure the order and healthy development of the market. 

Dealership 

Brand 

Authorization 

Filing Work 

Abolished 

Regulation on 

the Survey and 

Assessment of 

Used Vehicles 

Private Cars 

Entitled to Six-

Year 

Exemption 

from Vehicle 

Inspection 

（Effective from 

June 1, 2014） 

（Effective from 

Jan. 1, 2014） 

（Jan. 1 2014 to 

Dec. 31, 2014） 

（Effective from Sept. 

10, 2014） 

（Sept. 1 2014 to 

Dec. 31, 2017） 

（Oct. 1, 2014） 

Feb. 10 July 9 Jan. 13 July 31 Dec. 31 May 16 

Regulation on 

Average Fuel 

Consumption 

for Passenger 

Car 

Companies 

（Effective from 

Nov. 1, 2014） 

Oct. 16 

Publicity 

Rating 
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        Policy on Assessment of Used Vehicles 

Publicity Rating 

The regulation on the survey and 

assessment of used vehicles, which 

was introduced by the General 

Administration of Quality Supervision, 

Inspection and Quarantine and the 

Standardization Administration on Dec. 

31, 2013, would go into force along 

with a standard assessment list on 

June 1 this year. According to this 

regulation, the assessment of used 

vehicles can be carried out according 

to this non-binding standard. 

Comments: This policy, which became 

effective in June, was highly 

anticipated at the beginning, as it is 

expected to regulate the transaction of 

used vehicles. However, it was later 

called into question about how to carry 

it out. Eventually, it turns out that the 

policy is much cry without wool. The 

obstacles to implementing this policy 

imply that illicit transaction of used 

vehicles will continue for the time being. 

 

                  “The implementation 

of the national standard will 

accelerate the shake-up of the 

used vehicle market." 

Huizhou Daily: Nanfang Daily: che168.com: 

                 " How to follow through 

the national standard is an issue 

to be reckoned with. Moreover, 

issues concerning testing 

equipment and execution need to 

be sorted out." 

Luo Lei of China Automobile 

Dealers Association: 

                 "The essence of this 

regulation is to build consumer 

confidence in used vehicles and 

translate this confidence into real-

life purchases." 

                 "The standard benefits 

consumers, dealers, and the 

industry in general, ensuring a 

safer, more orderly manner for 

vehicle transaction.”  

Effectiveness of the Policy 

Liaocheng Evening News:   

                ““One month after the 

implementation of the new 

national standard, the 

Shuicheng market does not 

show any changes." 

Liuzhou Daily: 

                 "It has been one 

month since the implementation 

of the regulation, however, 

used vehicle agents remain to 

be indifferent to this non-

binding regulation. The survey 

and assessment of used 

vehicles in Liuzhou are still 

carried out in an arbitrary 

manner." 

Iautos.cn: 

                   "It has been over 

two months since the 

implementation of this 

regulation, but I have not been 

able to acquire an up-to-

standard condition list in the 

used vehicle markets in Jinan, 

Zaozhuang, and Qingdao. Thus, 

it can be said that buying a 

good-quality used vehicle is a 

matter of luck." 

                   "The regulation will 

furnish consumers with authentic 

data and advance the used 

vehicle market." 

Suzhou Changsanjiao Second-

Hand Car Market: 

12gang.com: 

                 "This regulation is a 

boon for the market in the long 

term, though how well it will be 

followed through remains unclear 

currently. The effect of the new 

national standard hinges on the 

active cooperation between 

relevant industrial players and the 

follow-up efforts made by relevant 

regulatory bodies." 

Public Opinions 

Positive Neutral 

Negative 

Positive 

Positive Positive Neutral 

Negative Negative 
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        Military Vehicle Reform – Procurement Confines to Chinese brands 

                 “The procurement of 

official cars from domestic brands 

presents a new market 

opportunity to domestic brands. 

By virtue of the demonstration 

effect, the procurement of official 

cars may give a boost to the 

brand competitiveness of 

domestic carmakers.” 

National Business Daily: 

                   “The military’s strong 

support for domestic brands 

reflects their rapid improvement in 

specification, performance, 

quality, reputation, as well as 

after-sales service." 

Cheng Xiaodong from the price 

monitoring center of the NDRC: 

                  “The official 

procurement of Chinese cars 

demonstrates government’s 

recognition of the development of 

the national car industry, 

expected to boost Chinese 

people’s confidence in domestic 

brands and made-in-China 

products.” 

Jiangnan City Daily: 

                   “Domestic brands are 

predicted to bottom out after three 

years of decline. With strategic 

adjustment in place, they show a 

strong growth momentum. 

Vehicle procurement by the 

military will boost the 

development of domestic brands.” 

Dragon Slaying Sword: Ahyou Xiansen ： 

                  “This policy is long 

overdue. There are still a number 

of Nissan sedans in the military.” 

Executive from a particular 

domestic brand: 

                  “In the short term, 

government procurement is 

unable to help domestic brands 

make a breakthrough. It serves to 

guide their development rather 

than boosting their sales.” 

On Jan. 13, the four major departments 

of the Liberation Army issued 

measures for combating waste in the 

military’s party organization and 

administrative bodies, which specify 

that official vehicles should be procured 

from China’s own automobile brands. 

Starting from 2014, military sedans will 

be procured from domestic brands only, 

excluding joint venture brands. 

Comments:The military vehicle reform 

is part of the Chinese government's 

effort made to fight corruption, and also 

serves as a guard for domestic brands. 

Whether domestic brands can become 

the ultimate winners depends on their 

capability of making a breakthrough. 

 

 

Public Opinion 

As of Aug. 2014, domestic brands’ share of the passenger car 

market had declined for 12 months in a row.Domestic brands 

bottomed out in Sept., and their sales grew 3.42% year on year 

to 675,600 units in the following month. 

Relevant Data 
Publicity Rating 

Positive Positive Negative 

Positive Positive Positive 



On Feb. 10, 2014, the Ministry of 

Finance and the Ministry of Commerce 

issued a public notice on the coverage 

and standard for the old vehicle 

scrapping and replacement subsidies for 

2014. "Updated semi-trailer towing 

vehicles and heavy-duty trucks with 

overall mass reaching at least 12,000kg, 

which have been used for at least ten 

years but are yet to complete their 

service life, and which were sold to 

companies specializing in recycling 

scrapped vehicles between Jan. 1 and 

Dec. 31 2014, are each entitled to a 

subsidy of RMB 18,000." 

Comments: Provincial and municipal 

governments followed up this policy 

shortly after its implementation. Some of 

them have added an additional subsidy 

on the national subsidy standard to 

provide double subsidies. Considering 

yellow-labeled vehicles make up 50% of 

polluted vehicles in China, the 

government has done its best to reduce 

energy consumption and emissions. 
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Coverage and Standard for Old Vehicle Scrapping Subsidies 

Public Opinions 

Environmental Protection: 

                     "Although the policy 

on advancing the scrapping of 

yellow-labeled vehicles has 

achieved some results, it should 

offer more incentives and improve 

the standardization of the 

recycling and dismantling 

procedures for scrapped vehicles 

and the disclosure of relevant 

information." 

Cui Shudong of China 

Passenger Car Association: 

Luo Lei of China Automobile 

Dealers Association: 

     “             “To make significant 

progress in reducing vehicle 

emissions and meeting the 

energy conservation and 

emissions reduction target for 

2015, a sweeping reform on the 

old vehicle subsidy policy should 

be carried out, with major 

adjustments to be made to the 

subsidy amount and relevant 

procedures." 

                  "Since the 

implementation of the policy on 

the old vehicle scrapping subsidy, 

heavy-duty trucks have become 

the main target of the policy. This 

year, the coverage of the subsidy 

was expanded for the first time, 

giving a boost to the energy 

conservation and emission 

reduction work." 

The Publicity Department of 

Yangzhou Government: 

                      "Based on the 

incentives provided by the 

provincial special guiding fund, 

the regulation on old vehicle 

scrapping subsidies implemented 

by the municipal government 

provides an additional subsidy 

ranging from RMB 2,000 to RMB 

6,000 for different types of 

vehicles.” 

Taihang Daily: 

                   "To improve air 

quality, the provincial government 

implements the policy on yellow-

label and old vehicle scrapping 

subsidies. Vehicles which are 

scrapped more than one year in 

advance are entitled to subsidies 

ranging from RMB 2,200 to RMB 

19,800. The shorter the service 

span of a vehicle, the larger the 

dimensions of this vehicle, or the 

earlier the time when it is 

scrapped, the higher the subsidy 

is." 

CNR News: 

                 “  To speed up the 

elimination of old vehicles, Beijing 

raised the level of old vehicle 

scrapping subsidies for the period 

between Sept. 15 2014 and Oct. 

31 2014, with subsidies reaching 

as high as RMB 21,500." 

Responses from Local Governments 

Positive: Neutral: Neutral: 

Positive: Positive: Positive: 

Publicity Rating 



                        "The policy of the 

six-year inspection exemption for 

private vehicles goes into effect 

today. In the past, it took one 

whole day to acquire a new 

inspection label, but now it only 

needs five minutes. It makes 

vehicle inspection much more 

convenient for citizens.” 

In May 2014, the Ministry of Public 

Security and AQSIQ jointly released a 

new policy on the inspection of private 

vehicles. According to the policy, 

private vehicles (non-commercial 

sedans and other subcompact vehicles) 

that are in use are exempt from 

inspection from Sept. 1, 2014 onwards. 

During the six-year inspection 

exemption period, car owners still need 

to provide certificates of the mandatory 

traffic insurance, the vehicle and vessel 

tax or relevant fee exemption 

certificates every two years. They will 

directly apply for and receive the 

vehicle inspection label from the traffic 

regulatory department of the Ministry of 

Public Security. 

Comments: From May to Nov., the 

policy had been widely approved by the 

public. Press and individual media 

agencies had actively covered, 

reviewed, and analyzed this policy. 
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        Private Cars Entitled to Six-Year Exemption from Inspection 

Good-Mannered Fanatic: 

Jinan High-Tech Industrial 

Development Zone: 

                  “This is also what 

I’ve been calling for. We 

should give full support to it 

and put more pressure on the 

government to carry it out.” 

A newly built vehicle inspection station in a prefecture-level city in 

Anhui province inspected an average of 250 to 300 vehicles a day at a 

service charge of RMB 145 per vehicle. The charge includes a RMB 

85 safety inspection fee and a RMB 60 environmental inspection fee 

before the implementation of the new regulation. 

                     “The inspection-free policy reins in the illicit dealing of 

interest groups in the course of the annual vehicle inspection; car 

manufacturers set a higher bar for the quality of vehicle designs; used 

car dealers are more willing to buy vehicles registered after Sept., 

2014, leading to price differences between vehicles registered before 

and after this period. This may affect the interval and frequency of 

vehicle replacement, which in turn impacts the sales of new vehicles.” 

Zhou Lei of iautos.cn: 

Visits to Vehicle Inspection Stations Fall Back 

Public Opinion 

Positive: 

Positive: 

Neutral: 

Publicity Rating 

Relevant Data 



70 

        

According to the MIIT’s official website, statistics concerning vehicle 

factory certificates indicate that 5,685 new energy vehicles were 

produced in Oct., 2014, increasing nearly 24 times compared to a year 

ago. The production output of the first two batches of new energy 

models listed on the catalogue of new energy models that are exempt 

from purchase taxes reached 4,748 units, accounting for 84% of Oct. 

output. In the first ten months of 2014, a total of 47,000 new energy 

vehicles were produced, increasing nearly fivefold year on year. 

                  “The beginning of the 

development of new energy 

vehicles” 

Weibo account of Beijing 

Business Today: 

                   “China has shown its 

resolution to develop new energy 

vehicles.” 

Auto.gasgoo.com: Beijing Business Today: 

                    “As it is unlikely to 

ease consumer concerns over 

new energy products, the 

likelihood that the purchase tax 

exemption will give a big boost to 

sales is small.” 

 

WP lineup:  Xinxiangsheng from BYD 

Urumqi ：   

                   “What’s the point of 

implementing such a policy since 

charging facilities are not in 

place?” 

                    “Good news for car 

buyers who want to save money.” 

On July 9, a regular State Council 

meeting presided by Chinese Premier 

Li Keqiang passed a resolution. The 

resolution was made to exempt 

purchase taxes for locally-made and 

imported pure electric vehicles that are 

permitted to go on sale in China, plug-

in hybrid electric vehicles (including 

extended-range hybrid vehicles), as 

well as fuel cell vehicles starting from 

Sept. 1 2014 through 2017. The tax-

free vehicle list has featured two 

batches of new energy vehicles. 

Comments: Lowering the costs of 

buying new energy vehicles will make 

them more popular and accessible to 

consumers. It is imperative to adjust 

the structure of the industry in the light 

of the grim economic environment and 

the ineffective emissions reduction 

drive. This policy has produced desired 

results. 

 

 

 

Public Opinion 

Positive: 

Positive: 

Positive: Positive: 

Negative 

Publicity Rating 

New Energy Vehicles Exempt from Vehicle Purchase Taxes 

Relevant Data 
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                    “It will have a 

profound impact on automobile 

sales. It will work against car 

manufacturers regarding 

business management and be a 

double-edged sword for dealers. 

Moreover, it provides 

administrative support for the 

diversification of future sales 

models.” 

Dang Ren, Deputy General 

Manager of Tianjinsales services 

company: 

General Manager of a Peugeot 

4S Dealership in a Tier-Three 

City: 

                     “Production 

resources are entirely in the hand 

of manufacturers. As long as 

vehicle distribution is controlled 

by manufactures, a 4S dealership 

is unlikely to sell several branded 

models at the same time. It is still 

up to the manufacturer as to 

which car a dealer can sell.” 

Li Jinyong, Deputy General 

Manager of Subaru China: 

                  “It’s good news. As 

car companies and SAIC exercise 

less control and regulation on 

dealers, a considerable number 

of automobile fairs are likely to 

emerge in the future.” 

Pang Qinghua, chairman of Pang 

Da Automobile Trade Co., Ltd: 

                   “Car manufacturers 

will have less dominance over 

dealers, with some weak brands 

completely losing their dominant 

positions. Dealers have more 

freedom to choose what to sell. 

It’s like the competition between 

similar products on a supermarket 

shelf. The weaker ones need to 

do more in order to secure a good 

place on the shelf.” 

 

                 “In the future, it will 

take much less time for a 

company to authorize a dealer to 

sell its cars, because there is no 

need to take three to six months 

to file brand authorization matters 

at SAIC.” 

Deputy Minister of Marketing at 

Dongfeng Nissan East Region: 

On July 31, the State Administration for 

Industry & Commerce released a public 

notice on ending the filing work for 

general automobile dealers and 

authorized brand dealers effective from 

Oct., 1, 2014. With the abolishment of 

the dealership filing work, dealers selling 

branded vehicles, including general 

dealers, will uniformly register their 

operating licenses as “automobile sales” 

in accordance with the regulation on 

business registration. 

Comments: This system, which has 

been in place for nearly ten years, has 

eventually come to an end. It remains to 

be seen whether SAIC’s effort to 

streamline administration this time will 

change the sales model in the industry or 

re-establish the market order 

 

 

 

Insider Views 

                    “The release of the 

public notice is considered the 

second gunshot of the anti-

monopoly drive in the Chinese 

car industry.” 

 

XCAR.COM.CN: Shen Jinjun of the China 

Automobile Dealers Association: 

                    “This measure is of 

immense significance and 

expected to diversify the types of 

business operators and business 

forms to promote fair play in the 

market.” 

Positive: 

Positive: 

Positive: 

Neutral: 

Positive: Positive: 

Negative 

Publicity Rating 

Dealership Brand Authorization Filing Work Abolished 
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        Regulation on Average Fuel Consumption for Passenger Car Companies 

Rao Da, Secretary-General of 

the China Passenger Car 

Association: 

“               “MIIT aims to keep a 

rein on car companies by 

implementing this measure. 

Carmakers will never put energy 

conservation and emissions 

reduction into practice without 

feeling pressure.” 

 

“             “This standard is in 

keeping with the targets as stated 

in China’s principal guideline for 

energy conservation, emissions 

reduction, and environmental 

protection. It will increase in rigor 

as time passes.” 

Luo Lei, Deputy Secretary-

General of the China Automobile 

Dealers Associ  ation: 

                   “Imported vehicles 

are mostly large-displacement 

ones compared to joint venture 

and homegrown products. 

Therefore, they face more 

pressure to meet the fuel 

consumption standard compared 

to other brands.” 

Wang Cun from the marketing 

department of China 

Automobile Trading Co., Ltd: 

Executive from the new energy 

center of the GAC Automotive 

Engineering Institute: 

                       “New energy car 

companies unanimously welcome 

the fourth fuel consumption 

standard. If supaportive policies 

are not in place, whoever become 

the first to invest in new energy 

cars will suffer losses; otherwise, 

he will benefit from the 

investment.” 

 

Auto Expert Yin Denghong: 

                 “In terms of car sales, 

carmakers that grow faster and 

fare better in the market mostly 

rely on SUVs to boost sales. 

However, the implementation of 

the new fuel consumption 

regulation will change the 

situation. The stricter fuel 

consumption standard will make it 

more difficult for these models to 

go on sale, thus depriving 

carmakers of the opportunity to 

grow further.” 

 

An MIIT public notice on the 2013 estimation of the average fuel 

consumption of passenger car companies in China shows that 40 out 

of 111 passenger car companies failed to meet the average fuel 

consumption standard, accounting for 36% of the total companies. 

Hyundai was fined over RMB 10 million by the Beijing Municipal 

Environmental Protection Bureau for the failure of the new SantaFe to 

meet the exhaust emission standard, becoming the first carmaker 

penalized for high fuel consumption and emissions. 

Insider Views On Oct. 16, five government 

departments issued a notice on 

strengthening the regulation on the 

average fuel consumption of passenger 

car companies, saying that passenger 

car companies whose average fuel 

consumption exceeds 6.9L per 100km 

will be publicly criticized. Moreover, 

passenger car companies failing to 

meet the average fuel consumption 

standard last year will face official 

rejection of the filing of their public 

notices on the new variants of their 

unqualified models. 

Comments:This policy was open to 

public reviews since May, finalized in 

Oct., and implemented in Nov. It went 

into effect in advance and is more 

rigorous than expected. Thus, it can be 

said that reducing fuel consumption 

has become a major trend in the 

industry. 

 

 

Positive: 

Neutral: 

Positive: 

Positive: 

Neutral: 

Publicity Rating 

Relevant Data 
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Top Industry Happenings 



2014 Top Industry Happenings 

Anti-Monopoly 

Investigation in 

Auto Industry 

Auto China 2014 

Dongfeng Buys 

Stake in PSA for 

EUR 800 Million 

 

BMW Recalls 

230,000 Vehicles in 

China for Defective 

Bolt Design 

Parallel Car Import 

Trial 

(reports starting Apr.) (Apr. 20-29) (reports starting Mar. 26) (reports starting Apr. 

2) 

(Nov. 6) 

Publicity 

Rating 

The year 2014 saw anti-monopoly probes, recalls, and Auto China 2014 receive 

heavy media exposure. These events, positive or sensitive, have made a dent in 

the auto industry. 
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        Dongfeng Buys Stake in PSA for EUR 800 Million 

                   “ PSA needs to expand outside Europe 

while Dongfeng hopes to further develop its brand. 

As such, the partnership will result in win-win 

business no matter whether it is in China or 

elsewhere worldwide.” 

 

Philippe Varin, temporary advisor of PSA 

Peugeot Citroen Group 

Zhu Fushou, General Manager of Dongfeng 

Motor Corporation 

                 “   “This is a win-win agreement instead of 

an acquisition deal. It will help bring Peugeot Citroen 

back to the fast lane." 

A Survey Conducted by Sina 

On Mar. 26, Dongfeng Motor and PSA 

Group formed a global strategic 

partnership after eight months of 

negotiations. According to the 

partnership, the former acquire a 14% 

stake in the latter by investing EUR 800 

million through targeted placement and 

allotted stocks. PSA now has three 

majority shareholders: the French state, 

the Peugeot family, and Dongfeng. 

Comments:Here comes an era of 

uncertainty in the auto industry 

following the partnership. Maybe 

Dongfeng will continue to struggle for 

technologic advance. Nevertheless, we 

hope a win-win result. 

 

 

 

 

 

 

 

 

Public Opinion Inside Views 
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Positive: 

Positive: 

Special Commentator from Sina: Cautiously 

Optimistic about Dongfeng Holding PSA 

Dongfeng spent EUR 800 million standing together 

with the French state and the Peugeot family to hold 

PSA, with each holding a stake of approximately 

14%. Is it worthwhile for Dongfeng to do so? Will it 

bring gains or pains? The panel of special 

commentators with Sina expressed cautious 

optimism towards the issue. 

Wu Yingqiu: Dongfeng Now Goes Deeper in 

Global Market 

Wu Yingqiu believes that seamless cooperation with 

PSA will provide Dongfeng the opportunity to 

explore the overseas market and push "made in 

China" up to a high level. This is crucial to Chinese 

automakers. 

Dongfeng Saves PSA: After Two Centuries, 

Peugeot Family Cedes Control 

The partnership formed between the French state, 

the Peugeot family, and Dongfeng signals that the 

Peugeot family has given up control over PSA, a 

company it had been running for eight generations 

since 1810. Giving up part of the patrimony leaves 

the family with a bitter feeling. 

Are you optimistic about Dongfeng's holding stake in 

PSA? 

Yes 

No 

Not Sure 

  

European Analysts: PSA Likely to Lose Decision-Making Power 

Dongfeng will bring capital support to Peugeot Citroen for the latter's production expansion, but on the other 

hand it will deprive the latter of its decision-making power. 

Wall Street Journal: Dongfeng-PSA Alliance to Be Challenged 

The cash from Dongfeng will temporarily save Peugeot, but will also expose the company's Achilles Heel. The 

European market remains sluggish, while at the same time PSA performs slower than Volkswagen to respond 

to market competition. 

L'Alsace: Dongfeng and PSA Eye Expansion in Southeast Asian Market 

During an interview, the general manager of Dongfeng Motor Corporation Zhu Fushou denied that the lion 

(Peugeot) will be eaten up by dragon (China). "This is a win-win agreement instead of an acquisition deal. It 

will help bring Peugeot Citroen back to the fast lane." 

Foreign Media: Structure of Three Majority Shareholders May Lead to Risks 

Observers say that the capital cooperation among the three parties will not bring PSA peace. Les Echos 

describes this deal as "the dragon that came to the rescue of the lion. The lion isn't dead, but it has radically 

changed its appearance." Bernard Jullien with Gerpisa Company told Les Echos that Peugeot Citroen and 

Dongfeng have formed an all-new partnership that has never been there before. 

 

Publicity Rating Foreign Media Analysis 
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        BMW Recalls 230,000 Vehicles in China for Defective Bolt Design 

Involved Models: Imported 1, 3, 5, 6, 7, X1, X3, X5, 

X6, and Z4 vehicles; and 3 and 5 cars in local 

production 

 

Qiu Xiaoyue: 

                    "Some 230,000 BMW vehicles had 

broken bolts. The number was shocking, as it 

accounted for half of BMW sales in China in 2013. 

Does this mean every one of two BMW models had 

problems? It's horrible!" 

chexun.com : 

                       "BMW promised to announce recalls 

on Mar. 14, but has yet to do anything until Mar. 31. 

During the 17 days, BMW owners were left with no 

other choice but to complain about broken bolts of 

engine camshafts via social media such as 

microblog and WeChat. Fully aware of such 

complaints, BMW, however, was surprisingly 

composed and did nothing. It was absurd." 

 

Certain Recalled Models in 2014  Quantity 

New Citroen C-Quatre Sedan, Peugeot 307 

Hatchback and 308 
9285 

Ford Edge 2.0L (Imported) 13493 

Mitsubishi 2012 ASX  235 

Toyota Prius 3210 

FAW VW Caddy 9037 

Chery Riich X1 31796 

Great Wall Wingle 4D20  11537 

Jaguar Land Rover Freelander 2 and 

Range Rover Evoque 
7 

GAC Toyota Highlander and FAW Toyota 

Reiz 
10155 

Volvo 232 

Mazda CX-5  2887 

Toyota Avalon 48 

Imported Mercedes-Benz GL-Class 4 

Jaguar 5281 

Changhe Suzuki Liana and Splash  29852 

Renault Megane CC 202 

Aston Martin 1094 

Changan Eulove 37861 

Chrysler 8482 

Chrysler Grand Cherokee (2011-2013) 21547 

Imported Mercedes-Benz SLK 200  15 

Subaru Legacy, Outback, Impreza, Impreza 

ST1, and Forester 
150018 

Mercedes-Benz C-Class (Imported and 

Locally Produced, 2008-2011) 
66692 

Imported Chrysler Grand Voyager (2010-

2014) 
3650 

Mazda 6 42732 

NISSAN Rich 3286 

Bora 1.4T 54024 

Locally Produced DS5  2124 

Imported Lexus  1880 

Imported NISSAN Patrol 11055 

…… 

AQSIQ announced on Apr. 2 that BMW 

China and BMW Brilliance will recall 

232,098 vehicles in China starting June 

18 for defective engine bolt design. 

This is the largest recall that AQSIQ 

has announced since it established a 

filing system. 

Comments: AQSIQ has reported 793 

recalls in China's auto industry as of 

Sept. 30, 2014, affecting 16.89 million 

vehicles. The huge number prompts 

questions as to how automakers 

optimize their designs and intensify 

quality control.  

 

 

 

 

Public Opinions 

Positive: 

Positive: 

Publicity Rating 



Apr. 2014 

The Insurance Association of China and the China 

Automobile Maintenance and Repair Trade 

Association jointly announced parts-to-whole price 

ratios of popular models in China. Of the 18 ratios, 

the highest hit 1273%. 

May 2014 

The Ministry of Commerce issued a notice about a 

questionnaire on regional blockades and trade 

monopolies. Heads of certain luxury automakers 

were inquired. 

June 2014 

The Ministry of Transport issued the "Guidelines on 

Promoting the Transformation and Upgrade of 

Automotive Repairs and Enhancing Service," which 

encourages the free flow of auto parts. 

Aug. 2014 

The NDRC started a probe into foreign automakers, 

targeting the allegedly abnormal price hikes of auto 

parts; Audi, Mercedes-Benz, and Jaguar Land Rover 

responded to this with price reductions. 

Aug. 2014 

NDRC levied fines on Mercedes-Benz, Chrysler, and 

12 Japanese companies; Chrysler, BMW, Honda, 

and Toyota announced price cuts. 
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        Anti-Monopoly Investigation in the Auto Industry 

Jia Xinguang with the China Automobile 

Dealers Association 

Well-Known Auto Analyst Zhang Zhiyong 

                 "The government has shown its 

resolution against monopoly. Those who want to 

play claptrap will be in serious trouble." 

Su Hui from the China Automobile Dealers 

Association 

                  "It's the right time and really a very rare 

chance for China to break monopolies in the auto 

market." 

Cui Dongshu from the China Passenger Car 

Association 

                  "The major reason for the monopolistic 

position of Japanese auto parts makers was their 

core technical competence. The technological 

barriers can hardly be broken by anti-monopoly 

investigation alone." 

                   "Selecting the superior and eliminating 

the inferior is an unchangeable market law. 

Protective policies cannot overcome problems. 

Automakers should sharpen their competitive 

edges." 

 

Event Developments Responding to the price cut of imported 

models and parts conducted by certain 

automakers, the NDRC in July 

commenced an anti-monopoly 

investigation into the auto industry and 

slapped penalty on certain automakers 

and dealers. Compared with other 

manufacturers, automakers received 

the most anti-monopoly investigations 

and the largest fine issued as of 2014. 

Comments: China launched anti-

monopoly investigations into the 

medicine, communications, liquid 

crystal, liquor, and dairy industries. The 

probe in the auto industry, based on 

three years of preparations, is on an 

unprecedented scale, representing the 

government's resolution to crack down 

on monopolistic practices in the auto 

market.  

 

 

 

 

 

Public Opinion 

Positive: 

Neutral: 

Negative 

Positive: 

Publicity Rating 
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        Auto China 2014 

Shining Stars and Excited Fans 

New Record of Displayed Vehicles 

Some 118 vehicles made world premieres, of which 

31 came from multinationals; 45 vehicles from 

multinationals made Asia debuts; 71 concept 

vehicles and 79 new energy models were launched; 

Lincoln, Qoros, and McLaren brands made their first 

public displays.  

New Energy Vehicles, New Favorites 

A record 79 units of new energy vehicles were 

showcased, accounting for roughly 70% of those 

displayed for the first time. New-energy vehicles 

covered a wide array of models ranging from 

compact sedans to super sports cars. 

Chinese Magnates Bag Five Ceiling-Priced 

Super Sports Cars 

The Koenigsegg One:1 was launched at a price as 

high as RMB 100 million and limited to only 6 units. 

All of the six models have been sold out, of which 

five delivered to Chinese customers. 

The Media Day was crammed with shining 

stars and excited fans. For the sake of safety, 

the public security authorities had to stop a red 

carpet show of stars. 

On Apr. 20-29, more than 2,000 

automakers from 14 countries and 

regions displayed a total of 1,134 

vehicles on an area of 230,000 square 

meters at Auto China 2014 held at the 

China International Exhibition Center 

(Beijing). 

The event attracted 850,000 visitors, 

creating a new exhibition record. 

Comments: The biyearly auto show 

attained unprecedented scale, 

attracting attention from global 

automakers and media outlets, due in 

large part to high levers of technology, 

innovation, and competitiveness it 

represents.  

Highlights of Auto China 2014 

auto.sohu.com: 

                  "Automakers acted either to cater to 

young customers who were born in the 1990s, 

or promote their smart solutions. This year their 

exhibits were substantial, far from superficial 

concepts." 

Public Opinion 

auto.gasgoo.com: 

                 "Scantily-clad girls were replaced by 

shining stars at this year's auto show." 

 
Zeng Zhicong with xincheping.com: 

                 "The show was heated by shining 

stars and numerous visitors, among whom 

'Chinese Dama' (referring to middle-aged, well-

off Chinese women) again caught the lens." 

Negative: 

Positive: 

Negative:  

Publicity Rating 



Apr. 2014  

The Shanghai government submitted an application 

to the Ministry of Commerce for conducting parallel 

car imports in the FTZ. The application was followed 

by similar applications from 15 provinces and cities 

such as Guangzhou, Tianjin, Xiamen, and Zhejiang.  

July 31 

The State Administration for Industry and Commerce 

issued the "Announcement on Halting the Filing of 

Exclusive Auto Distributors and Authorized Auto 

Dealers." Parallel imported vehicles were then 

identified to a certain extent.  

Nov. 6  

The State Council issued the "Opinions on Enhancing 

Imports" stating clearly that import rules, including 

authorized auto distributions, shall be further 

optimized and the parallel car imports will be piloted 

in the Shanghai FTZ.  

Jan. 7, 2015 

The Shanghai FTZ officially launched a pilot program 

on the parallel imports of cars. 
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        Parallel Car Imports Trial 

A Survey on v.qq.com  

Auto Analyst Zhong Shi 

                   "Before applying for license plates, 

parallel imported vehicles need to pass road and 

collision tests and must receive modifications such 

as adjustments in the engine and sensors as well as 

the introduction of Chinese language for the 

operating interface to suit the local market. All the 

tests and modifications will raise vehicle costs and 

may lead to risks. As a result, these vehicles' low-

price advantages will be impaired, and customers 

will face uncertainties. For the market, it is too early 

to say whether parallel imports can break the 

structure of authorized auto distribution." 

 

General Manager of Audi 

                “ “ Parallel imports will influence 4S stores 

if it becomes a nationwide trend. However, 

automakers have a say in deliveries worldwide, and 

as such, automakers can find a balance point." 

 

Public Opinion 

Event Developments 

The State Council's voice in early Nov. 

threw the spotlight on the trial program 

for parallel car imports in Shanghai's 

free-trade zone (FTZ), although the 

program was suspended over the past 

seven months. Parallel imports will 

likely help imported vehicles reduce 

costs by 15%, benefiting customers 

greatly. 

Comments: After the trial program for 

parallel car imports in Shanghai was 

nailed down in Jan. 2015, weak points 

of supporting policies may be exposed. 

Nevertheless, we are already on the 

lane to break multinational automakers' 

monopolies.  

 

 

 

 

 

 

 

 

Positive: 

Positive: 

Will you buy cars imported through parallel channels? 

8,197 votes as of Nov. 10, 2014 

Buy if prices are low 

 

4S stores remain a trustworthy choice 

 

Decide later after the trial in FTZ 

67% 

9% 

22% 

Publicity Rating 
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29.3% 

18.8% 

17.5% 

11.8% 

10.4% 

5.3% 

6.9% 

Model Launch 

Auto Shows 

Commercial Sponsorship  

Test Drives 

Service Experience 

Sports Events 

Others 

Percentages of Various Marketing Campaigns 

2014 Auto Marketing Highlights Innovation and Diversification 

2014 saw competition in the auto 

market intensify, with carmakers 

striving to renovate their marketing 

strategies. Increasingly diversified, 

profound, and innovative marketing 

models achieved growing popularity 

and satisfying results. 

New car launches remained the most 

common marketing activity. 

Participation in auto shows and 

commercial sponsorships continued to 

be major contributors. 
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Auto Marketing Trend 

 

New Car Launches Become Increasingly Innovative 

Although common within the industry, new car launches 

have now became one of the most effective marketing 

approaches thanks to their innovation. 

In-Depth Test Drives Better Demonstrate Product Quality 

Long-distance test drives allow consumers to gain insight 

into a product's overall performance. 

Crossover Marketing Receives Rave Reviews 

An increasing number of marketing campaigns integrated 

sports, music, the arts, and TV programs, and such cross-

industry initiatives grew in popularity. 

Charity Marketing See Weakening Effect 

With an increasing number of carmakers focused on charity, 

marketing initiatives launched to contribute to public welfare 

have become a trend in the automobile industry. As such, it 

is difficult for carmakers to stand out. 

Hot Topic Marketing Emerges in Auto Industry for the 

First Time 

The ALS Ice Bucket Challenge started among celebrities 

before spreading into the automobile industry. Challengers 

raised wide attention thanks to the initiative's extensive reach. 

WeChat Emerges as New Marketing Platform 

Although We-Media platforms such as WeChat are yet to 

distinguish themselves with outstanding marketing cases, 

such platforms still deserve attention thanks to their low 

running costs and precise communication effects. 
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Prominent Marketing Cases 



Marketing Cases 

Infiniti 

Sponsors 

Charity Event 

for Children 

with Special 

Needs 

New-

Generation 

Cruze Launch 

Ceremony 

GAC 

Trumpchi 

Featured in 

Transformers 

4 Movie 

Land Rover 

"Unexplored 

Experiences" 

Campaign 

Landwind X5 

8AT WeChat 

Launch 

Hyundai 

Sponsors 

2014 World 

Cup Brazil 

Experiential 

Marketing 
Charity Marketing 

Musical 

Placement 

Marketing 

Sports Marketing 
Movie Placement 

Marketing 

WeChat 

Marketing 

In 2014, we collected a total of 945 marketing campaigns that each generated over 

50 online reports, with the average report number of each campaign reaching 280. 

Some of these initiatives have achieved distinguished results. 
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        Land Rover 'Unexplored Experiences' Campaign 

In May 2014, Land Rover kicked off its 

"Unexplored Experiences" test drive 

initiative featuring its Discovery lineup 

as the third-year event of its "Never 

Stop Discovering" campaign. During 

the initiative, Land Rover conducted 

comprehensive marketing that 

combines online resources with 

experience activities. 

Comments:Land Rover's diversified, 

innovative "Unexplored Experiences" 

campaign is characterized by wide 

geographical coverage, a broad range 

of terrains, diverse marketing 

approaches, abundant interactive 

activities, as well as appealing 

elements inspired by US TV dramas. 

 

 

 

Activity Introduction 

In 2014, Land Rover featured its full lineup in this 

challengeable all-terrain test drive event for the first 

time. In over 70 days, nearly 900 participants drove 

Land Rover cars on four road conditions (forest, 

water-soaked roads, mountainous regions, and 

desert) during five journeys that totaled over 

5,000km. The campaign covered major provinces 

and regions in China's southwestern, northeastern, 

northwestern, and midwestern areas. 

Communication Characteristics 

Multilevel Integration: The marketing initiative 

combines online and offline promotions throughout 

the campaign's pre-heat, official test drives, and 

post-activity phases. 

Rich Report Content: The campaign was noted 

down in diverse forms, including reports, journalist 

comments, as well as participants' travel notes, 

photos, and videos. 

Advanced Technology: Land Rover's official 

website presented an all-around video display of the 

campaign with its advanced multimedia technology. 

Merits & Conclusion 

Integrating Corporate Spirit 

The "Discovering" theme coincides with Land 

Rover's brand spirit of innovation and exploration, 

both of which have been deeply rooted among 

Chinese consumers. 

Series of Activities Inspired by US TV Dramas 

The activities adopt such elements as action, 

suspense, inspiration, adventure, and legend from 

US TV dramas, encouraging participants to explore, 

experience, and find yourself. 

Series of Activities Bring About In-Depth 

Experience 

Well-designed routes and test drives enabled 

customers to fully experience Land Rover's high-

quality craftsmanship and steering performance. 
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        Infiniti Sponsors Charity Event for Children with Special Needs 

On the evening of July 16, 2014, a 

charity event for children with special 

needs was held at the Yellow Dragon 

Sports Centre Stadium in Hangzhou. In 

addition to Infiniti's ambassador Zhou 

Xun, many other stars like Chen Kun, 

Han Geng, Jin Zhiwen, Li Ronghao, Li 

Yuchun, and Tong Dawei gave singing 

performances during the event to call 

on the public to pay attention to 

children with special needs. 

Comments:"To be or not to be, that‘s 

the question." Before introducing a 

charity marketing campaign, an 

enterprise should consider whether the 

initiative would help the disadvantaged 

on a low profile or turn out to be a 

publicity stunt. While maintaining 

marketing effects, it is essential to 

make a sincere contribution to charity. 

 

 

 

Activity Introduction 

During the event, Infiniti provided exclusive shuttle 

cars for performers, and Infiniti car owners picked up 

autistic children from the local Morning Star Children 

Rehabilitation Center as well as their parents and 

teachers to watch the show, after which they were 

sent back to the center. 

 

Zhou Xun's engagement announcement during 

the event made headlines. However, Infiniti 

made a low-key response to the issue without 

designing any follow-up marketing or PR 

activities. The automaker only chose to send it 

blessings on microblog, WeChat, and through 

press releases. 

The media commented that Infiniti made a PR flop 

as it failed to make good use of such a hot topic. 

However, Infiniti felt it would be inappropriate if it did. 

The automaker thinks that such hype runs counter 

to its spirit of delivering down-to-earth public welfare 

efforts. 

Marketing Merits & Conclusion 

Heaping Popularity in Partnership with 

Celebrities 

Infiniti teamed up with popular stars who match its 

image and strategy to increase public attention. In 

addition to Zhou Xun, other celebrities helped attract 

attention from the public and impress potential 

customers thanks to their overwhelming popularity.  

Key to CSR Initiatives: Practical Effort 

An emotional luxury carmaker is able to maintain a 

modest attitude in public welfare campaigns. To 

increase brand loyalty by touching car owners is 

considered the most successful integration of charity 

with marketing. Profit-making charity programs tend 

to come to nothing, while those aimed at helping the 

disadvantaged can truly create a resonate deep 

inside. 

 

 

 

 

 

     

 

 

Unexpected Voices 
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        New-Generation Chevrolet Cruze Launch Ceremony 

On Aug. 22, 2014, a musical created by 

famous lyricist Xiao Ke was staged at 

the Shenzhen Universiade Sports 

Center. Chevrolet announced the 

launch of its new-generation Cruze at 

the show, triggering heated discussions 

on WeChat that evening. 

Comments:The launch broke away 

from stereotyped, superficial car launch 

ceremonies. Instead, the new Cruze's 

slogan conveyed the model's core 

advantages, attracting potential buyers 

as well as public attention toward the 

Chevrolet brand as well as its new 

product. This move impressed 

consumers more deeply than 

sponsorship and celebrity endorsement. 

 

 

Musical Introduction 

The musical tells a story of a single lady's choice 

between a mature man born in the 1970s and a 

post-85s young man. Although the former is a 

Mercedes-Benz owner who has a successful career, 

the latter, a new Cruze owner, finally won the lady's 

heart for his passion for life. 

Merits & Conclusion 

China's First Car Launch Featuring a Musical 

This is the first time that a musical has been staged 

as the major part of a car launch ceremony in China. 

The innovation perfectly demonstrated the model's 

"brand new" theme. 

Storyline Reflects Social Reality to Impress 

Target Customers 

The storyline that the post-85s young man won over 

the lady demonstrated Chevrolet's confidence that 

the youthful new Cruze would be more appealing 

than Mercedes-Benz cars. The audience was deeply 

touched by the new Cruze's spirit of "meet the new 

you.“ 

Celebrity Effect - Partnering with Famous 

Lyricist to Raise Attention 

The musical was composed by famous lyricist Ke 

Zhaolei (known as Xiao Ke), attracting both auto and 

entertainment media with numerous reports as well 

as wide public attention. 



89 

        Hyundai Sponsors 2014 World Cup Brazil 

The only automobile sponsor of the 

2014 World Cup Brazil, Hyundai 

launched a series of marketing 

measures centering on the event. 

Comments:This is the fourth time that 

Hyundai has sponsored the World Cup. 

In 2014, a record high number of 

enterprises conducted marketing 

featuring the football event. Looking 

forward, how to retain the influence of 

their marketing after the World Cup 

would become a new goal for 

companies. Beijing Hyundai provided 

consumers with diverse car buying 

experiences by combining vehicles 

with football amid its multi-level 

marketing campaign. 

 

 

Activity Introduction 

•Around 2014 World Cup Brazil, Hyundai launched 

a series of themed activities across China featuring 

the football event. 

•Beijing Hyundai car buyers have the opportunity to 

win tickets to the 2014 World Cup Brazil. 

•Beijing Hyundai car buyers have the opportunity to 

obtain World Cup souvenirs. 

•Beijing Hyundai partnered with FM1054 radio 

station to launch a puzzle competition. 

•Beijing Hyundai World Cup limited-edition models 

start at RMB 59,800. 

•Regional special offer was available at Beijing 

Hyundai dealerships across China. 

 

Marketing Merits & Conclusion 

Sponsorship Strategy in Consecutive Years       

Hyundai has served as the official partner of World 

Cup in four consecutive years, offering extensive, 

persistent sports marketing as well as increasingly 

innovative and consumer-oriented activities each 

year. 

Introducing Series of Favorable Activities  

Around the 2014 World Cup Brazil, Hyundai 

launched a series of themed activities nationwide 

featuring the football event to provide consumers 

with a profound, diverse car buying experience. 

Increasing the Range of Brand Placement 

 In addition to featuring World Cup's logo and 

mascot in its advertisements and on its products, 

Hyundai's ads were broadcasted during each match 

of the 2014 World Cup Brazil. 

Conducting Diverse Promotional Approaches 

Hyundai partnered with its dealers across China to 

launch all-around marketing via TV, newspaper, 

radio, website, We-Media, and outdoor media to 

promote its products and maximize the 

communication effects. 

http://news.cheshi.com/picbrowser/20140618/1397693_5825499.shtml
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        GAC Trumpchi Featured in Transformers 4 

In 2013, GAC Trumpchi was invited to 

serve as the only Asian automobile 

partner of Transformers 4: Age of 

Extinction. The GA5, GS5 SUV, and E-

Jet concept cars starred in the movie. 

Meanwhile, the automaker kicked off 

an integrated branding campaign 

themed "Trumpchi is everywhere.“ 

Comments:The movie helped promote 

Trumpchi and grab wide attention for 

GAC among reporters home and 

aboard, traditional media and We-

Media, experts and non-professionals, 

as well as insiders from both auto and 

movie industries, all of which gave 

positive reviews of the automaker's 

effective cross-industry communication. 

As such, opportunity is not the only 

essential element in carmaker 

marketing . 

 

 

 

Activity Introduction 

•GAC Trumpchi was featured in Transformers 4. 

•During the movie's Hong Kong premiere, a 15-

second ad for Trumpchi was played on the screens 

outside the Ta Kung Pao headquarters and the 

World-Wide House in Central, Hong Kong. 

•GAC Trumpchi sponsors Shanghai premiere of 

Transformers 4. 

•At the movie's New York premiere, Trumpchi ran 

its ad on the NASDAQ tower and Reuters Sign at 

New York's Times Square. 

•GAC Trumpchi launched a series of promotional 

activities under the theme of "Transformers.“ 

•GAC Trumpchi held regional test drives. 

•GAC Trumpchi dealers arranged for customers to 

watch the movie and to participate in interactive 

activities featuring "Transformers." 

Marketing Merits & Conclusion 

Running Ads on Two Landmark Billboards at 

Transformers 4 Premiere to Enhance Influence 

GAC Trumpchi ran ads on World-Wide House in 

Central Hong Kong as well as NASDAQ tower and 

Reuters Sign in New York's Times Square. By 

leveraging the promotion of Transformers 4, the ads 

attracted wide attention from foreign media and 

helped expand the brand's influence. 

Creating Hot Topics 

The marketing led to hot topics such as "Chinese-

made car stages amazing Hollywood debut" and 

"Trumpchi featured in Transformers 4 on a high 

profile," which circulated on traditional media and 

We-Media. 
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        Landwind X5 8AT WeChat Launch 

On Sept. 9, 2014, indigenous 

automaker Landwind held the global 

WeChat launch of its X5 SUV. 

Comments: WeChat became 

increasingly influential in 2014, with 

carmakers proactively conducting 

marketing on the platform. However, it 

is still unusual to launch new cars on 

WeChat. This is another model brought 

to the market via WeChat after last 

year's BYD Qin. 

 

 

 

Activity Introduction 

•On Aug. 29, Landwind launch a micromedia 

platform, which is accessible to consumers via the 

company's official WeChat account. Landwind also 

promoted the platform through its official microblog 

account. 

•On Sept. 5, Landwind's WeChat account began 

issuing a limited number of digital invitation letters 

for the WeChat launch of its X5, while publishing a 

press release and posts on forums to promote the 

launch.  

•On Sept. 7 and 8, Landwind created a WeChat 

topic titled "On Sept. 9, you will be here," and 

continuously popularizing the topic on microblogs 

and forums. 

•On Sept. 9, industry editors, executives, WeChat 

public accounts, and mainstream media forwarded 

information about the model's launch. 

•On Sept. 10, Landwind's WeChat account 

released an illustrated message employing the 

release of iPhone 6 to continue promoting the new 

model. 

Marketing Merits & Conclusion 

WeChat Allows Communications Anywhere 

A WeChat launch for the new car model allows 

more consumers to participate in the activity no 

matter where they were. 

Collaborative Communication on Multiple 

Media Platforms  

The car launch became a hot topic thanks to 

promotions through press releases as well as 

messages on WeChat, microblogs, and forums. 

Effect: 

On the launch day alone, news related to the 

launch received 200,000 PVs. The news also 

stayed among the top five for three days on the 

list of the most discussed technology-related 

Weibo topics, attracting more than 240,000 

views. In terms of forums, the news received 

110,000 views and around 1,000 replies. 

Meanwhile, Landwind's WeChat account saw 

920 new followers, and received 822 marketing 

leads. 
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