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1.1. EXECUTIVESUMMARY

The Automotive Sales SystenmStudy Chine
2009 investigates the current status and 1
requirements of dealerships in  Chin:
concerning their sales tools and systemBy
analyzing dealerships throughout the coun
it provides an overview of what elemel
would be present in ideal Point Sale softwar
systens for the Chinese market. It al
discusses how web based information
workflow management could support the se
processes of Chinese dealerships n
efficiently.

This study has analyzed tloarrent sales tool
and techniques ofabout 400 dealerships .
over China. l\lepth interviews with executive
and sales managers from more than
dealerships provide a detailed picture
workflows and their requirements in the sa
process.

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

BIG PICTURE conducted comparable
studies with German, British, and Swiss dea
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1.2. RESEARCH
METHODOLOG

A representative researclsample ofmore thar
400 dealerships in various parts of China comp
the basis of the study.

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

The majority ofdealerships with participated ir
the study belong to the group of joint ventt
automotive retailers, includingoongfeng Nissa
FAW Audi FAW Togta, FAW VW Guangzho
Honda Shanghai GM and Shanghai VW The
remainder of the interviewed sales executi
represent the group of domestic retailersamonc
them Brilliance Geely ChanganandChery
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The SALESPROCESS

FIRSTCONTACT&
CLIENT INFORMATION

DEALERSHIPWEB PRESENCE

XILL LEVEL&
COMPUTERLITERACY
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2.1. FIRSTCONTACT
& CLIENT INFORMATION

Attracting Customers To date, taditional mediaoutlets (through TV
How do customers become aware of potential dealerships? commercials, newspaper articles and
advertisement} have been themain channelsfor
the dissemination of information about cat
manufacturers and retailers.In addition, the
Internet has widely been seen asan importan
source of information which customers useto
accesswebsites of manufacturers and retailers
basic inform#éion platforms to gain a firsi
impression of their prospective new caMany
clients also folloowecommendations from frienc
and familyto find a reliable dealership.

Internet
32%

Source: Dealers' estimates

Available Internet Resources for Prospective Customers

Which types of Internet sites do customers use to obtain preliminary information?

50 60 70 80 90 100%

o
-
o
N
o
w
o
i
o

Manufacturer Website 87

Other Websites

Source5 S| f S NB WAuiltifilé aidwérdete allowed

First Contact with Dealers
The first contact with dealerns most frequentlj How do customers makist contact with dealers?
made by way of watkn customer trafficclosely
followed by telephone queries. Contactil
dealers via email has been fairly uncommon
order to carry out priceomparisors, customer:
usually visit dealershipsrather than sending

emalls or making phone calls. Walk In
48%

SourceDealera &timates
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2.2. DEALERSHIPWEBPRESENC

Theevergrowing popularity of the Internet :
a primary source of information for potent
customers has led most dealerships to cre
well-developed web presence®Vith very few
exceptions nearly all dealerships provi
information about themselvesn their Interne
sites In this respect no difference can L
found between morehighly developedcities
like Shanghai and regions like Liaoning
Hunan.

A peculiarty of the Chinese market is th
information about the dealerships can not o
be found on the OEMwebpage (viaa dealel
locator tool) or the dealer® individua
homepages but also on mubrand and muld
regional platforms that offer extensive sea
functions for all participating dealers. Thke
platforms also offer a variety of functisrfor
the dealer to present his dealership and e
his available cars and services.

r D

\- J

It is particularly noteworthythat many more
dealerships have a web presence ogenera
platform than hae their own website. Even i
city areas like Shanghai most dealers
participateon platforms and do not have the
own welsites

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

However most of the dealershipsepresentingjoint
venture brands do not have their own individ
websites either FAW Audiis one of very fe
manufacturers that offer websites for all of th
dealerships.

There is @o a general difference between theint
venturesand foreign brandson the one handanc
the domestic brandn the other with the lattel
having more dealerships without anyely presence
asis illustratedon the following page.




BIGPICTURE [

The diagramgprovide an overview of the difference betwe@eChinese retailer presences and j
ventures& foreign brands. Generally spking car dealers of domestic brands haesver individua
dealer homepages and more dealerships without any web presence at all.

Domestic Brands

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

Own website None
without platform 18%
presence
5%
Platform & own Website on a
website shared platform
13% only
64%
Joint Venture / Foreign Brands
: What percentage of joint venture and foreign brands has their own
(t)l’lv(\)mtvgleabt?cl)trem website or web presence on a platform?
Wi u
presence
2%

None
8%

Platform & own
website Website on a
30% shared platform
only
60%
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a2zaild 2F GKS NBGFAf SNA ¢
than basic contact information, and occasiona
include information on local news and events is
noteworthy that none of theindividual websites
offers a list of available cans stock

This sets the websites of individual retailers a
from the shared generaplatforms that provide fe
more functiors and information aboutindividua
dealerships. They list available used cars, prc
technical information about carsand evenallow
customes to send request for test-drives. Some
platforms even give dealers the option of includ
photos and the respectivepersonal responsibilitie
of their sales personnel.

Their multitbrand and multiregional coverac
combined with extensive search funct®make the
dealer platforms the No 1 access point
customers who use the Internet to identil
potential retailers

4 )
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Thistable provides details ofhe main functions of the fivelominant web platforms

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

.
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2.3. XKILL LEVEL&

Sales Skills Levels Computer Literacy
How do dealers perceive their own sales skills and those of How do dealers describe their own computer literacy levels?

their employees?

Insufficient
26%

Insufficient
29%

Sufficient

48% i‘ ‘ili‘ii'

Interviews with more than 30 Chinese dealeevealedthat nearly half of the intenawed sale
executives consider the experience and skill level of the automotive sales petsaintheir owr
dealership and that of theicompetitors on average as generally sufficienAbout 25% of thos
AYUSNIASSHSR O2yaiRSNI idskffcierdr unSdtistatdry, ihileAtte remdirf
25% placed their employees into the highly skilled catedorg.very strikinghat the majority of sale
executivesinterviewed do not appraise their sales persons as more than satisfactopeiforming
their jobtasks

The level of computer literacyof sales personnglin terms of theirability to work with compute
programs and web applicationgppearsto match quite closely that of thesales skills: in geneg
they areseen assufficient. With this in mind, one may safely conclude that the majority of ¢
personnel should have minimal problems integrating online systems with their regular sales pre
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THE EXISTING
POSSYSTEM

STAGES OFTHE
DIGITAL SALESPROCESS

3.2. SOFTWARE
APPRAISAL& REQUIREMENTS

3.3. HARDWAREREQUIREMENTS
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3.1. STAGES OFTHE
DIGITAL SALESPROCES

The following individual functions within the sales process were judged to have adequate or
system coveragel eadDataHandling, Lea#lanagement, Customer Requirements, StoaarSh
Order Processing, After Sales CRM, and Service Options. In caheasigjority of the intervewec
dealers do not use any Hystem to help withother important tasks of the sales processchas Mode
Presentationor Price and Finance CalculatidcHowever,what isstriking here s the great differenc
between domestic and joint ventur& foreign brands: Sales persmel of joint venture or foreig
brand dealerships generally have a much bettesupportin any part of the sales process than it
domestic brand conterparts

The diagram belowllustrates which steps of the sales process at Chinese dealerships are
supported by digital systems. Retagdrom domestic manufacturers and joint ventures foreigr
brands are shown separately #xposethe often remarkable differencein the maximization of th
potential of a system.

100%-

m Domestic Brands Joint Venture / Foreian Brand
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Compared to the dmestic automotivi
dealerships assessed for this survey,
significantly greater numbeof joint venture ant
foreign brandswvork with an IT SalesSystem Oui
research revealethat their systems alsappea
far better equipped than those used by dome:
brands.

Hardly anyof the dealershipsunder surveyuse
an integrated system thaallows personnel t
carry outall of the steps necessatp complete
an entire sales procesdn contrast, it has bee
common practice to use multiple systems wr
are not intggrated with each other, interruptir
and lengthening the sales processome of thi
data needs to be transferred manually betwse
the systems. Often the sales personnel do
have direct access to the computer system
all, and rely on a third person tanput the
information.

The lack of specific software for individual te
has been another challenge. In the absenc
software specific tesales contract manageme
word processing aftware such asMicrosoft
Word has often beenused todraw upcontrads.
Likewise, Microsoft Excel software has oft
been used to carry ouSales Monitoring ar
Reporting

Following the sale of a car,Custome
Relationship Management (CRM) is mc
performed with the help ofyeneric software o
if the dealershiplacks aspecific programit is
carried outwith Excel, too.




