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The Automotive Sales Systems Study China 
2009 investigates the current status and the 
requirements of dealerships in China 
concerning their sales tools and systems.  By 
analyzing dealerships throughout the country, 
it provides an overview of what elements 
would be present in ideal Point of Sale software 
systems for the Chinese market. It also 
discusses how web based information and 
workflow management could support the sales 
processes of Chinese dealerships more 
efficiently.  

This study has analyzed the current sales tools 
and techniques of about 400 dealerships all 
over China. In-depth interviews with executives 
and sales managers from more than 30 
dealerships provide a detailed picture of 
workflows and their requirements in the sales 
process.  

The goal of this study has been to help 
manufacturers as well as software suppliers to 
gain a better understanding of the needs of car 
dealerships in China. 

BIG PICTURE conducted comparable retail 
studies with German, British, and Swiss dealers. 

 

 

 

 

 

 

   

    

    

    

 

The findings of the interviews were 

consolidated anonymously ς neither the 

dealerships nor the involved brands are 

named within the survey. (The survey is 

available for free to all participating 

dealerships.) 
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1.2. RESEARCH 
METHODOLOGY 

  

       
 

 
 
 
 
 
 
 

 
A representative research sample of more than 
400 dealerships in various parts of China comprises 
the basis of the study.  

In-depth interviews with retail executives took 
place in Beijing, Shanghai, and Shenyang.  Most of 
the interviewees were general or sales managers 
of retail groups and single dealerships.  

The majority of dealerships which participated in 
the study belong to the group of joint venture 
automotive retailers, including Dongfeng Nissan, 
FAW Audi, FAW Toyota, FAW VW, Guangzhou 
Honda, Shanghai GM, and Shanghai VW. The 
remainder of the interviewed sales executives 
represent the group of domestic retailers - among 
them Brilliance, Geely, Changan, and Chery.  
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To date, traditional media outlets (through TV 
commercials, newspaper articles, and 
advertisements) have been the main channels for 
the dissemination of information about car 
manufacturers and retailers. In addition, the 
Internet has widely been seen as an important 
source of information which customers use to 
access websites of manufacturers and retailers as 
basic information platforms to gain a first 
impression of their prospective new car. Many 
clients also follow recommendations from friends 
and family to find a reliable dealership.   

.   
 

  

  

 
 
 
 

 
 
 
 

 

 
 
 
 
 
 
 
 
 
        

 
 

 

The first contact with dealers is most frequently 
made by way of walk-in customer traffic, closely 
followed by telephone queries. Contacting 
dealers via email has been fairly uncommon.  In 
order to carry out price comparisons, customers 
usually visit dealerships rather than sending 
emails or making phone calls. 

 

 

      

 
 

 

Walk In
48%Phone

43%

Email
9%

How do customers  makefirst contact with dealers?

First Contact with Dealers

 Source: DealerǎΨ estimates 

87

65

43

0 10 20 30 40 50 60 70 80 90 100

Manufacturer Website

Retailer Website

Other Websites

%

Available Internet Resources for Prospective Customers
Which types of Internet sites do customers use to obtain preliminary information?

Ads 
41%

Internet
32%

Referral
24%

Other
3%

Attracting Customers 
How do customers become aware of potential dealerships?

Source: Dealers' estimates

Source: 5ŜŀƭŜǊǎΨŜǎǘƛƳŀǘŜǎ, multiple answers were allowed. 
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2.2. DEALERSHIP WEB PRESENCE 

 

 

 
 

 
 
 

 
   

 The ever-growing popularity of the Internet as 
a primary source of information for potential 
customers has led most dealerships to create 
well-developed web presences. With very few 
exceptions, nearly all dealerships provide 
information about themselves on their Internet 
sites. In this respect, no difference can be 
found between more highly developed cities 
like Shanghai and regions like Liaoning or 
Hunan.  

A peculiarity of the Chinese market is that 
information about the dealerships can not only 
be found on the OEMs webpage (via a dealer 
locator tool) or the dealersΩ individual 
homepages but also on multi-brand and multi-
regional platforms that offer extensive search  
functions  for all participating dealers.  These 
platforms also offer a variety of functions for 
the dealer to present his dealership and even 
his available cars and services. 

 

 

 

 

Only 10 to 15 % of individual dealerships for 
Brilliance, Geely, and Chery have their own 
websites, making domestic dealerships the least 
likely to use personalized individual websites.  

However, most of the dealerships representing joint 
venture brands do not have their own individual 
websites either. FAW Audi is one of very few 
manufacturers that offer websites for all of their 
dealerships. 

 

 

There is also a general difference between the joint 
ventures and foreign brands on the one hand and 
the domestic brands on the other, with the latter 
having more dealerships without any web presence, 
as is illustrated on the following page. 
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It is particularly noteworthy that many more 
dealerships have a web presence on a general 
platform than have their own website. Even in 
city areas like Shanghai most dealerships 
participate on platforms and do not have their 
own websites.  
 

      

 

strong position  

of third party  

dealer platforms  
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ventures & foreign brands. Generally speaking, car dealers of domestic brands have fewer individual 
dealer homepages and more dealerships without any web presence at all. 

 

  

 

 
 
 

 
 

 

 

  
 
    

Website on a 
shared platform 

only
64%

Platform & own 
website

13%

Own website 
without platform 

presence
5%

None
18%

Domestic Brands
What percentage of domestic dealerships has their own 
website or web presence on a shared platform?

Website on a 
shared platform 

only
60%

Platform & own 
website

30%

Own website 
without platform 

presence
2%

None
8%

Joint Venture / Foreign Brands
What percentage of joint venture and foreign brands has their own 
website or web presence on a platform?
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 FUNCTIONS ON RETAILER  

WEBSITES AND DEALER PLATFORMS 

aƻǎǘ ƻŦ ǘƘŜ ǊŜǘŀƛƭŜǊǎΩ ƻǿƴ ǿŜōǎƛǘŜǎ ƻŦŦŜǊ ƭƛǘǘƭŜ ƳƻǊŜ 
than basic contact information, and occasionally 
include information on local news and events. It is 
noteworthy that none of the individual websites 
offers a list of available cars in stock. 

This sets the websites of individual retailers apart 
from the shared general platforms that provide far 
more functions and information about individual 
dealerships. They list available used cars, provide 
technical information about cars, and even allow 
customers to send requests for test-drives. Some 
platforms even give dealers the option of including 
photos and the respective personal responsibilities 
of their sales personnel. 

Their multi-brand and multi-regional coverage 
combined with extensive search functions make the 
dealer platforms the No 1 access point for 
customers who use the Internet to identify 
potential retailers. 
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dealer platforms 

provide high level 

of functionality  
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This table provides details of the main functions of the five dominant web platforms. 

 

: 
 

 

 
 

 

 
 
 
Information  

Features è  

Platform 1: Platform 2: Platform 3: Platform 4: Platform 5: 

http:// seller.cheshi.com www.7car.com.cn http:// 4s.carschina.com http:// jxs.che168.com 
http:// dealer.autohome
.com.cn 

About Us V V V V V 

Events / News - - - V V 

Stock Cars with Picture V V V V V 

List of Used cars V V V V V 

Test-drive Request/ 
Order Form V V - - V 

Product Manual / 
Technical Data + Price V V V V V 

Address & Telephone 
Details V V V V V 

Map - - - V V 

VIP Club / Forum - V V - V 

Accessories - - - - - 

Job offerings - - - - - 

Contact Form - - - - - 
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SKILL LEVEL &  COMPUTER LITERACY OF THE SALES PERSONNEL 

Interviews with more than 30 Chinese dealers revealed that nearly half of the interviewed sales 
executives consider the experience and skill level of the automotive sales personnel of their own 
dealership and that of their competitors on average as generally sufficient. About 25% of those 
ƛƴǘŜǊǾƛŜǿŜŘ ŎƻƴǎƛŘŜǊ ǘƘŜƛǊ ǘŜŀƳΩǎ ǎƪƛƭƭ ƭŜǾŜƭ ǘƻ ōŜ insufficient or unsatisfactory, while the remaining 
25% placed their employees into the highly skilled category. It is very striking that the majority of sales 
executives interviewed do not appraise their sales persons as more than satisfactory in performing 
their job tasks.  
 
The level of computer literacy of sales personnel (in terms of their ability to work with computer 
programs and web applications) appears to match quite closely that of their sales skills: in general, 
they are seen as sufficient. With this in mind, one may safely conclude that the majority of sales 
personnel should have minimal problems integrating online systems with their regular sales practices. 
 

 

 

   

 

        

  
 

 

High
26%

Sufficient
48%

Insufficient
26%

Sales Skills Levels

How do dealers perceive their own sales skills and those of 
their employees?

High
21%

Sufficient
50%

Insufficient
29%

Computer Literacy

How do dealers describe their own computer literacy levels?
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3.1. STAGES OF THE  

DIGITAL SALES PROCESS 
 
 

  

    

  The following individual functions within the sales process were judged to have adequate or strong 
system coverage: Lead-Data-Handling, Lead-Management, Customer Requirements, Stock Search, 
Order Processing, After Sales CRM, and Service Options.  In contrast, the majority of the interviewed 
dealers do not use any IT System to help with other important tasks of the sales process such as Model 
Presentation or Price and Finance Calculation. However, what is striking here is the great difference 
between domestic and joint venture & foreign brands:  Sales personnel of joint venture or foreign 
brand dealerships generally have a much better IT support in any part of the sales process than their 
domestic brand counterparts.  
 
The diagram below illustrates which steps of the sales process at Chinese dealerships are today 
supported by digital systems. Retailers from domestic manufacturers and joint ventures & foreign 
brands are shown separately to expose the often remarkable differences in the maximization of the 
potential of a system. 

 

 T
H

E
 E

X
IS

T
IN

G
 P
O

S S
Y

S
T

E
M: S

T
A

G
E

S 

 

 

  

 
0

20

40

60

80

100%

Domestic Brands Joint Venture / Foreign Brands

 
Use of Sales Systems during the Stage s of the Sales Process 

 

 



BIG PICTURE [AUTOMOTIVE SALES SYSTEMS STUDY CHINA 2009] 
 

 
20 

 

  

   

 

 
 

  

   

   

T
H

E
 E

X
IS

T
IN

G
 P
O

S S
Y

S
T

E
M:

 S
T

A
G

ES
  

 
 
 
 
 
 
 
 
 
 

SHORTFALLS OF EXISTING SYSTEMS  

Compared to the domestic automotive 
dealerships assessed for this survey, a 
significantly greater number of joint venture and 
foreign brands work with an IT Sales System. Our 
research revealed that their systems also appear 
far better equipped than those used by domestic 
brands.  

Hardly any of the dealerships under survey use 
an integrated system that allows personnel to 
carry out all of the steps necessary to complete 
an entire sales process. In contrast, it has been 
common practice to use multiple systems which 
are not integrated with each other, interrupting 
and lengthening the sales process. Some of the 
data needs to be transferred manually between 
the systems. Often the sales personnel do not 
have direct access to the computer systems at 
all, and rely on a third person to input the 
information. 

The lack of specific software for individual tasks 
has been another challenge. In the absence of 
software specific to sales contract management, 
word processing software such as Microsoft 
Word has often been used to draw up contracts.  
Likewise, Microsoft Excel software has often 
been used to carry out Sales Monitoring and 
Reporting. 

Following the sale of a car, Customer 
Relationship Management (CRM) is mostly 
performed with the help of generic software or, 
if the dealership lacks a specific program, it is 
carried out with Excel, too. 
 

 

 

 

 
 
 
 
 

 

  

  
 
 
 
 

 

 

   

        

   

 


