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China Economy Development Last 30 Years

© 2024 Kerstin Nemeth ALL RIGHTS RESERVED PMBA Mobility Management | April 2024 | Internal usage only 3

11%

10%
9%

8% 8%

9% 8%
9%

10% 10%

11%

13%

14%

10%
9%

11%
10%

8% 8% 7% 7% 7% 7% 7%
6%

2%

8%

3%

5%

1995 1998 2001 2004 2007 2010 2013 2016 2019 2022

GDP and GDP Growth % last 30 Years

China join WTO

Global Financial Crisis

Asian financial crisis

COVID 19

Shanghai lockdown

Real estate crisis

Source: National Bureau of Statistic – monthly data, annual data

https://data.stats.gov.cn/easyquery.htm?cn=C01


China Economy Development Last 30 Years
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China Economy Development Last 30 Years
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China Economy in a Nutshell 
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China Automotive Market “Passenger Vehicles”
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China Automotive Market - NEV

• Stable car market with very fast growth in new energy vehicle segment 
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Source: VGC Market Database



2023

22,301,884

units

34.9%

16.3%

NEV, incl PHEV

7,794,369
Premium & Luxury 

3,633,766

2023 Chinese Passenger Car Market 

© 2024 Kerstin Nemeth ALL RIGHTS RESERVED PMBA Mobility Management | April 2024 | Internal usage only 9

Source: VGC Market Database



NEV by Brand 01-12/2023
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33.0%, 2,571,109

7.8%, 610,684

6.1%, 477,545

5.4%, 423,920

4.8%, 376,030

2.9%, 223,935

2.4%, 190,100

2.1%, 160,038

1.8%, 144,155

1.8%, 140,900

3.0%, 234,685

 BYD

 Tesla

 Aion

 Wuling

 Lixiang

 Chang'an

 VW

 NIO

 Leapmotor

 Xpeng

VW Group 28,759

20,143

32,987

37,553

9,457

38,741

242,784

16,877

203,788

170,914

451,140

-0.6% p

-0.3% p

-0.1% p

-0.1% p

-0.7% p

-0.4% p

+2.5% p

-1.7% p

+1.3% p

+0.1% p

+1.6% p

Market share %; Sales volume in units BRAND MS change % p Volume change vs LY in units

Source: VGC Market Database



NEV Network | Year-End 2023 vs YE 2022
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1,514
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-88
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+174
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o Increase in most brands

Network structure optimization 

o Less experience centers in shopping malls 

o More centers incl. sales and aftersales 

functions 

o Eliminate low performance stores

o Expand network to tier 3, 4, 5 cities 

Source: LandRoads 2023 NEV Brand Sales Channel Analysis_2024.02.05



NEV Brand Health Tracking Index Top 5 | 2HY 2023
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Awareness

Confidence

Preference

NPS

Reference

Premium

1 2 3 4 5 Sales volume 
in Top 10

Net Promoter Score

Source: LandRoads H2 2023 NEV Brand Health Tracking (BHT) Study_2024.01.24
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Business scope

BYD - Build Your Dreams

Whole automotive 

industry chain layout

Business Cooperation

Fudi Battery BYD Semi-Conductor

Rail Transit

Commercial vehicles

Batteries

Electronics

several subsidiaries for independent R&D and production of core technologies,

to reduce supply chain risk & leverage cost advantages.
Passenger vehicles

Automotive industry

High-Tech industry



14PMBA Mobility Management | April 2024 | Internal usage only© 2024 Kerstin Nemeth ALL RIGHTS RESERVED

BYD - Build Your Dreams

Comprehensive product matrix 
BYD Dynasty, BYD Ocean, Denza, Yangwang, Fangchengbao

Price:            100 200 350 350+                   ‘000RMB

Seagull

Frigate 07

Seal

Destroyer 05

Dolphin EVe2

Han EVYuan PlusYuan UP

Han DM-iQin Plus EVYuan Pro Tang DM-i

Tang DM-pTang EVQin Plus DM-i Song Plus DM-i Song Plus EV

Song LSong Pro DM-i Song Max DM-i

Fangchengbao

N8 N7 D9

U7

U8

U9

OCEAN

DYNASTY

Sales Performance

314 

864 

1,319 

153 

266 

926 

1,252 

149 

719 

1,795 

2,571 

302 

 2021  2022  2023  2024
01-02

 ICE  BEV  PHEV  Grand Total

Source: VGC Market Database

Source: Brand official websites



Chinese Manufacturers – Multi-Brand Strategy
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“GO Premium” Strategy
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YANG 
WANG

o Delivery started in October 2021o Delivery estimated in September 2023 o Delivery started in Dec 2022

o Price: 180K~500K CNYo Price: 1,098K~1,680 KCNY o Price: 300K~600K CNY

o Model: X, 001, 007, 009 o Model: U8, U9 o Model: 11, 12, 011limited edition

o Sales 2023: 118,685o Sales 2023: 2,001 o Sales 2023: 23,485



YANG WANG
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U9 Supercar

o MSRP: 1,680,000 RMB
o Launch in Feb. 2024
o Delivery starts in Mid-2024

Off-road SUV

o MSRP: 1,098,000 RMB
o Launch in Apr. 2023
o First delivery in Nov. 2023
o Sold units: 4,433 10/2023-02/2024

U7 Sedan
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DENZA

Direct sales 
Operation model 

2011
Founded in Shenzhen

127,253
2023 sold units 

370 POS
Experience store
Denza Center

Joint Venture
90% BYD
10% Daimler-Benz

MSRP 339,800~449,800 RMBMSRP: 301,800~379,800 RMBMSRP: 319,800~326,800 RMB
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China Automotive Market - NEV Brands
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Largest automakers by market capitalization1)

Company: 63 Total market cap: $ 2.186 TBrand

Rank by
Market Cap1)

Price (30 days)

1 17 34 35

Sales in units2) 610,684 376,030 160,038 140,900

Automotive 
margin ratio3) 19.5% 21.5% 9.5% -1.6%

Total revenue3)

in Mio CNY 
684,1514) 123,851 55,617 30,676

Net earning / 
loss ratio3) 15.5% 9.5% -37.2% -17.9%

China Automotive Market - NEV Brands

Note: 1) Source: https://companiesmarketcap.com/ on 2024-03-28; 2) source: VGC Market Database; 3) brand annual reports; 4) average 2023 FX USD-CNY 7.07
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https://companiesmarketcap.com/


17,192

6,793 6,907
8,754

4,514 4,567

20,366

10,877

6,170

55,670

15,483
16,989

2021-2023 Sales in Top Tier Cities1)

EC6 ES6 ES7

ES8 ET5 ET7

EC7 Grand Total

NIO Models 2)

NIO sales units

498,000 CNY 

358,000 CNY

438,000 CNY

298,000 CNY

428,000 CNY 

338,000 CNY 

Note: 1) VGC Market Database; 2) Price per model is the entry price of the model based on NIO website

21

458,000 CNY

Beijing

2023 2022 2021

Shanghai

2023 2022 2021

Hangzhou

2023 2022 2021

Guangzhou

2023 2022 2021
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NIO delivery center | Shanghai Jiading Nanxiang

Area size: approx. 50,000 m²

Operation starts: Jan 2023
Opening hour: 08:30-17:30  

11 
NIO House

25
NIO Space/ 

Experience Center

16 
Service centers

150 
Swap stations1 Delivery center
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772 

1,014 
1,108 

2021 2022 2023

Charging Network

Xpeng
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P7

239,900 RMB

586KM

P7i

223,900~~289,900 RMB

702KM

X9

359,800 RMB~419,800

702KM

G9

266,900~359,900 RMB

570KM

G6

209,900~276,900 RMB

580KM

P5

156,900~ RMB

500KM

98,155 
120,757 

140,900 

2021 2022 2023

Sales Units

357 
420 

500 

2021 2022 2023

Sales Network

20,988 
26,855 

30,676 

-4,863 
-9,139 -10,376 

2021 2022 2023

Revenue & Net Loss
In Million RMB

11.5%
9.4%

-1.6%

2021 2022 2023

Vehicle Margin %

o More than 10 brand new models to launch in next 3 years

o Lead the innovation of autonomous driving technology
✓ Make it affordable and accessible to a much broader customer base
✓ Further accelerate the commercialization of industry leading technologies

o Make market entry into more international markets 

Revenue

Net Loss

XPILOT

Xmart OS

OTA

Source: Models information based on brand website; KPIs based on Xpeng annual financial report of 2022 & 2023



Volkswagen “VCTC” + XPENG since July 2023 
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2026

VW/ XPENG I

2027

VW/ XPENG II

o Strategic minority investment of approx. 4.99% of XPENG Motors

o Technical collaboration for the Chinese market
o Leveraging latest tech platform, connectivity & ADAS software
o Joint development of next ICV generations

o Optimize cost base with focus on B-segment BEVs

o 2 smart e-cars launches starting early 2026

o Strengthening “in China for China” Strategy



Volkswagen Group in China
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Brands
Volkswagen passenger car brands, Audi, SKODA, JETTA, Porsche, Bentley, Lamborghini, Volkswagen Commercial Vehicles, MAN, Scania and Ducati

VW Anhui
75:25

VCIC - Anhui 

Jianghuai

R&D

Electric vehicles

EV batteries

EV core components

FAW-VW
60:40

FAW – VW (VW AG 20%, 

Audi AG 10%, VCIC 10%)

Local production
FAW-VW

SAIC-VW
50:50

SAIC – VW (VW AG 

38%, VCIC 10%, Audi 

AG 1%, SKODA 1%)

Local 
production
SAIC-VW

Volkswagen Passenger Car Brands

OEM

Products

Sales
Company

Network

VGIC
100%

VCIC

Import 
VW import

Brand

FAW-VW Audi Sales Division (ASD) SAIC Audi Sales 
Co.,

FAW-Audi
60:40

FAW-(VW AG, 

VCIC, AGC, Audi 

AG)

Audi-FAW PPE
60:40

(Audi AG 55%, VCIC 
5%) - FAW

SAIC Audi
50:50

SAIC-(VW AG, Audi AG)

Audi

Audi AG

Local 
production

FAW-VW Audi

Audi-FAW NEV 
[Premium Platform 

Electric]

Local production
SAIC Audi

Import 

Local production BEV Import CKD in SAIC VW

FAW-VW ASD Dealer Network
FAW-Audi Network 4S+ City Showroom

SAIC Audi 
Network

Showroom only for 

sales

FAW-VW Sales 
Co., Ltd

100% FAW-VW

SAIC-VW 
Sales Co., Ltd

100% SAIC-VW

VW (China) 
Sales Co., 

Ltd

FAW-VW 
Network

SAIC-VW 
Network

VGIC 
Network

Porsche

PCN
100%

Porsche HK limited

Import 

PCN

PCN Network

Bentley Lamborghini

Import Import 

VW (China) Sales 
Co., Ltd

VW (China) Sales 
Co., Ltd

BMC Network
Lamborghini 

China Network

O
th

e
r B
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Bentley China Lamborghini ChinaVW import

DSSO 

VW Anhui 
Network



Deepened & differentiated partnership of Audi
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o Broaden existing premium portfolio

o SAIC 
✓ Portfolio focusing on upper mid-size segment & above
✓ Joint development of next ICV generation

o Model launches starting in 2025

o FAW: 
✓ Audi FAW NEV Company on track starting end of 2024
✓ Focus on PPE platform

o Strengthening “in China for China” Strategy



MINI – Agency Model 
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2022.3-2023.2 2023.3-2024.2

National Sales

o Changes of % on sales volume

1.1% → 1.6% → 2.0% 

MINI

0%

-12%

Mar
2023

Apr May Jun Jul Aug Sep Oct Nov Dec Jan
2024

Feb

Discount

-31%

o No flexibility in NC pricing → lower sales and GP

o Less opportunities in AVB and F&I business

o Highly depend on OEM commission policy

o Less working capital in inventories

o Positive new car margin

o High RoS

CONs

PROs

COMMISSION 
Max. 6.1%



PROs

MINI – Agency Model 
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CONs

Learnings

Location
Becomes very important factor

Pricing 
is one of the main driver and pain 

points in the sales management 

Process
Fast adaption through employee 

training is essential

MINI Team
Less engagement and less resource 

due to lower volume

Customer Service
remains as one major focus

Leads follow up
remains as one major focus

Sell more
to reach higher level commission 

policy
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‘s Ecosystem
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Direct sales 
Operation model 

2021.09.01
Founded in Beijing

2024.03.28
Launch 1st model
XIAOMI SU7

Network
59 Xiaomi Home / 2S Store 
29 Cities 

50,000 Orders 
within 27 minutes 
after price released
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Xiaomi

HV Platform 

Xiaomi

Hyper Engine

Xiaomi

Hyper Casting

Xiaomi Pilot

Xiaomi Hyper OS

Intelligent Cockpit

800KM

Recharge range

800v

Super charge

CORE TECHNOLOGY

215,900+ basic

MSRP

245,900+ Pro

299,900+ Max



Retail Volume vs Retail Price Trends
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Source: “Win price war” – volume & price trends of China passenger vehicle and pricing strategy analysis report by AutoHome Research Institue & Roland Berger_ 1st Edition Trends 2024
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Retail Volume vs Retail Price by Brand
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B

D C

A

B

D C

A

2023 vs 2022
in %

# of 
models

A B C D

+ volume

+ price 

+ volume

- price

- volume

+ price

- volume

- price

Luxury brand 109 3.7% 40.4% 7.3% 48.6%

JV brand 154 4.5% 31.2% 4.5% 59.7%

Chinese brands 149 5.4% 30.2% 11.4% 53.0%

Total 412 4.6% 33.3% 7.8% 54.4%

2023 vs 2022
in %

# of 
models

A B C D

+ volume

+ price 

+ volume

- price

- volume

+ price

- volume

- price

Luxury brand 27 3.7% 70.4% 0% 25.9%

JV brand 19 0% 52.6% 0% 47.4%

Chinese brands 124 8.9% 34.7% 19.4% 37.1%

Total 170 7.1% 42.4% 14.1% 36.5%

54.4%

42.4%

Note data source - AutoHome, analysis only convers the models with sales volume >1,000 units 

Source: “Win price war” – volume & price trends of China passenger vehicle and pricing strategy analysis report by AutoHome Research Institue & Roland Berger_ 1st Edition Trends 2024



Retail Volume vs Retail Price - ICE

Retail volume

1.78 

1.00 
1.17 

0.79 

1.03 

1.46 1.38 1.39 1.36 1.33 

1.09 

1.57 

1.00 0.98 
1.09 1.14 1.20 1.27 

1.17 1.25 1.32 1.31 1.30 
1.46 

MSRP 211

230 231
227 227 226 225

229

221

229

206

226

237 239
234

231 230 230
227

233

221

228

217

Retail Price

192

210 210
205 203 202 200

204
197

205

182

203

210 208

201 198 196

166

193
197

185
190

176
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Source: “Win price war” – volume & price trends of China passenger vehicle and pricing strategy analysis report by AutoHome Research Institue & Roland Berger_ 1st Edition Trends 2024



Retail Volume vs Retail Price - ICE by Selected Brand
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724,000 

747,000 

2,032,000 

629,000 

692,000 

723,000 

768,000 

780,000 

2,005,000 

668,000 

694,000 

717,000 

+6.1%

+4.4%

-1.3%

+6.2%

+0.3%

-0.8%

Chang'an

Geely

VW

Audi

BMW

Benz

103

109

151

314

393

459

92

106

150

310

392

464

-10.7%

-2.8%

-0.7%

-1.3%

-0.3%

+1.1%

7%

4%

18%

17%

12%

10%

14%

10%

20%

23%

17%

13%

+7.1% p

+6.0% p

+2.7% p

+5.6%

+4.6%

+3.3% p

Source: “Win price war” – volume & price trends of China passenger vehicle and pricing strategy analysis report by AutoHome Research Institue & Roland Berger_ 1st Edition Trends 2024



Retail Volume vs Retail Price - NEV, incl. PHEV

Retail volume

0.36
0.27

0.45

0.28
0.36

0.53 0.49 0.53
0.61

0.56 0.60 0.64

0.33
0.44

0.55 0.53
0.59

0.67 0.65
0.72 0.75 0.77

0.84
0.95

MSRP

188

195

174

186

212

189

197

207

196

221

212

223

201
204 206

199
202

193 190 191
187

196
200

Retail Price

177
187

167

180

206

184

192

207

192

214

204

216

195 197 197

190
194

183

180 180
175

183 184
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Source: “Win price war” – volume & price trends of China passenger vehicle and pricing strategy analysis report by AutoHome Research Institue & Roland Berger_ 1st Edition Trends 2024



Retail Volume vs Retail Price - NEV by Selected Brand
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135,000 

575,000 

170,000 

8,000 

61,000 

39,000 

442,000 

376,000 

2,385,000 

186,000 

31,000 

111,000 

50,000 

607,000 

+178.5%

+314.8%

+9.4%

+287.5%

+82.0%

+28.2%

+37.3%

Li Auto

BYD

VW

Audi

BMW

Benz

Tesla

379

168

212

383

369

482

298

370

151

164

264

298

385

266

-2.4%

-10.1%

-22.6%

-31.1%

-19.2%

-20.1%

-10.7%

0.8%

3.0%

9.4%

7.4%

15.4%

9.9%

0.4%

2.7%

2.9%

20.2%

19.2%

28.6%

20.3%

0.8%

+1.9% p

-0.1% p

+10.8% p

+11.8%

+13.2%

+10.4% p

+0.4% p

Source: “Win price war” – volume & price trends of China passenger vehicle and pricing strategy analysis report by AutoHome Research Institue & Roland Berger_ 1st Edition Trends 2024



Price Cut’s impact on Customers’ Decision
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10%

15%

20%

23%

40%

90%

85%

80%

77%

60%

22%

23%

19%

25%

45%

29%

36%

40%

39%

21%

12%

12%

15%

11%

6%

37%

29%

27%

25%

28%

24%

16%

20%

28%

39%

37%

30%

26%

24%

23%

24%

30%

28%

24%

21%

15%

24%

26%

24%

17%

< 100KRMB

100K~200KRMB

200K~300KRMB

300K~400KRMB

> 400KRMB

NO Price cut for preferred models Price cut for non-preferred modelsPrice cut for preferred models

Add to 

the list

Explore 

mode info. 

Unclear 23.9%

< 1 month
5.2%

1~3 months 24.6%

> 3 months
46.3%

Approx. 50% customers 
wait and see for more than 3 months

Source: “Win price war” – volume & price trends of China passenger vehicle and pricing strategy analysis report by AutoHome Research Institue & Roland Berger_ 1st Edition Trends 2024



Main Channels with Price Cut Info.
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Major information are shared 

through the vertical websites
and Social media platforms. 

Source: “Win price war” – volume & price trends of China passenger vehicle and pricing strategy analysis report by AutoHome Research Institue & Roland Berger_ 1st Edition Trends 2024



in the dealers

Online/offline
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Ecosystem for online Marketing around the Customers

VERTICAL WEBSITES

Content

Traffic & Leads



Digital Sales Strategy with Social Media

• Instant chat 

(text, audio, video)

• Official account

• Moment

• Video account 

• Private traffic 

• Information stream

50%

WeChat

• Live streaming

• Short-video

• E-mall

• Generating leads

20%

Tik Tok

• Photo/video

• Dealer real photo share

• KOC 

(Key Opinion customer)

real experience sharing

• Delivery notes

• Test-drive vlog, etc.

20%

Red | Bilibili

• Text/photo

• KOL 

(Key Opinion Leader)

professional opinion sharing

• Performance test posting

• Automobile news, etc. 

10%

Weibo | Zhihu
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PAIG Digital Marketing - example

WeChat Official Account
Embedded service functions, seasonal promotions, event post. 

Red Book Account:
Seasonal promotion, Tips, Customer interview, Lifestyle

Tik-Tok Account:
Livestreaming, video post
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PAIG Digital Marketing Performance 

2022

52%

Online leads

2023
59%

Offline leads

50%+ leads
coming from Online Platforms 

© 2024 Kerstin Nemeth ALL RIGHTS RESERVED PMBA Mobility Management | April 2024 | Internal usage only 44

+2.0%

+222.3%

+171.0%

WeChat

Tik-Tok

Red Book

Major growth drivers

762,667
Leads

vertical website in 2023

60,600
Leads

social media in 2023

37.7%
Valid % 

online leads

5.4%
Convert ratio 

of valid leads
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Main Social Media Platforms in China

Awareness

Consideration

Purchase

Retention

Advocacy

Awareness

Consideration

Purchase

Retention

Advocacy

Social Media Platforms 
are replacing the traditional

marketing medias, with more 

precise targeting on the target group 

customers

Source: 2023 China Social Media Guideline, and 2024-KAWO-China-Social-Media-Cheatsheet by KAWO



Monthly Active User

1.34 Billion 12/2023

Monthly Active User

260 Million 06/2023

Monthly Active User

743 Million 09/2023
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Main Social Media Platforms in China

Launch

2011
Investor

Tencent 

Launch

2013
Investor

Private, Tencent, Alibaba

Launch 

2016
Investor

Byte Dance

21%

25%

17%

17%

20%

≤ 24
25~30

31~35

36~40

≥ 41

53%47%
27%

73%
57%

43%

41%

16%

30%

7%

5%

≤ 24
25~30

31~35

36~40

≥ 41

20%

28%

25%

17%

10%

≤ 24
25~30

31~35

36~40

≥ 41

Source: Marketing insights – New media matrix for companies by Newranking.cn



Communications

Sharing

Socialising

Financial Services

Shopping

Entertainment, e.g. watch videos 

Work and collaboration

o Launch marketing activities by short 

video / live streaming

o Build brand image, tell brand story

o Direct to channel stores for sales

o The official website on mobile phone

o Interact & engage with followers

o Build brand image, tell brand story

o Publish company news and organize 

official marketing campaigns

o E-commerce channel

o Unlike T-mall/JD, all the consumer data on 

mini-program belongs to brands; brands can 

analyze these data and implement SCRM

o Connect mini-program with other offline 

marketing activities

WeChat Functions support Brands

PMBA Mobility Management | April 2024 | Internal usage only 47

o Communicate with end-user customers. 

Contact remains even if the employee 

leaves the company

o Tag end-user customers and set-up SCRM

o Provide pre-sales consultation and 

aftersales customer service 

o Direct to mini-program for e-commerce

o Communicate/ collaborate with team 

members 
Share ideas, photos 

and videos with friends

One of the most comment payment 

method in China

Source: 2024 China Social Media Whitepaper by Double V Consulting & RETEX

© 2024 Kerstin Nemeth ALL RIGHTS RESERVED



Red Book
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Users

Content

Fields

Data

260 Mio 

MAU
Monthly Active User

90%
UGC

User-generated content

80 Mio 

Active Sharers

City walk Music Travel Pets OutdoorFamily

Authentic community of lifestyle sharing, providing reference 

by professional, funny and efficient content

Browse

Search

↓
Decision

UGC

RE-Share

User Tag 
Portrait, interest, behaviors, 

brand, content & consumption preference 

Structured Content
as the bridge connecting the 

products with the target audience 

Core Group

High potential Group

Public Group

……

Promoted by

commercial traffic

Organic 

traffic

KOL/ KOC/ KOS FEEDS SEARCH

Source: 2024 Platform marketing strategy by XIAOHONGSHU



Activities by PAIG

Tik-Tok
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P
ro

du
ct

s

C
us

to
m

er
sInspire 

interests

Fulfill 

needs
Live Streaming

Platform operation

Short Videos Search

Mall

Flagship Store Live StreamingOfficial accounts KOL/KOC 743 Mio 

MAU 
(Monthly Active User）

80%
Short videos 

(<1 minutes)

82% 
E-commerce 

via live streaming

Fields Alliance Campaign Top KOL

2,700 Bio

2023 GMV
(Gross Merchandise Volume)

Source: 2023 Ocean Engine Local Life – creative marketing and operation whitepaper by Ocean Insights_2024.03.18


	Default Section
	Slide 1: China & Chinese Automotive Market
	Slide 2

	China in a nutshell
	Slide 3: China Economy Development Last 30 Years
	Slide 4: China Economy Development Last 30 Years
	Slide 5: China Economy Development Last 30 Years
	Slide 6: China Economy in a Nutshell 

	Automotive market
	Slide 7: China Automotive Market “Passenger Vehicles”
	Slide 8: China Automotive Market - NEV
	Slide 9: 2023 Chinese Passenger Car Market 
	Slide 10: NEV by Brand 01-12/2023
	Slide 11: NEV Network | Year-End 2023 vs YE 2022
	Slide 12: NEV Brand Health Tracking Index Top 5 | 2HY 2023
	Slide 13: BYD - Build Your Dreams
	Slide 14: BYD - Build Your Dreams
	Slide 15: Chinese Manufacturers – Multi-Brand Strategy
	Slide 16: “GO Premium” Strategy
	Slide 17: YANG WANG
	Slide 18: DENZA
	Slide 19: China Automotive Market - NEV Brands
	Slide 20: China Automotive Market - NEV Brands
	Slide 21: NIO sales units
	Slide 22
	Slide 23: Onsite View
	Slide 24: Xpeng
	Slide 25: Volkswagen “VCTC” + XPENG since July 2023 
	Slide 26: Volkswagen Group in China
	Slide 27: Deepened & differentiated partnership of Audi
	Slide 28: MINI – Agency Model 
	Slide 29: MINI – Agency Model 
	Slide 30:  
	Slide 31:  
	Slide 32:  
	Slide 33: Retail Volume vs Retail Price Trends
	Slide 34: Retail Volume vs Retail Price by Brand
	Slide 35: Retail Volume vs Retail Price - ICE
	Slide 36: Retail Volume vs Retail Price - ICE by Selected Brand
	Slide 37: Retail Volume vs Retail Price - NEV, incl. PHEV
	Slide 38: Retail Volume vs Retail Price - NEV by Selected Brand
	Slide 39: Price Cut’s impact on Customers’ Decision
	Slide 40: Main Channels with Price Cut Info.

	marketing
	Slide 41: Ecosystem for online Marketing around the Customers
	Slide 42: Digital Sales Strategy with Social Media
	Slide 43: PAIG Digital Marketing - example
	Slide 44: PAIG Digital Marketing Performance 
	Slide 45: Main Social Media Platforms in China
	Slide 46: Main Social Media Platforms in China
	Slide 47: WeChat Functions support Brands
	Slide 48: Red Book
	Slide 49: Tik-Tok


