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getting their information from – besides recommendations from friends and family - is the 

internet which more than 40 per cent of respondents in a recent TNS/KPMG study ranked as 

“extremely important” or “very important” in making a purchasing decision. 

 
For marketers looking to reach consumers, the internet is clearly the right vehicle, but for them to 

make their brands appropriate to consumers’ lifestyles they need to look beyond simple 

company websites. “If they develop a strong online presence and deliver a rich stream of online 

news into the marketplace through chat rooms, blogs, press releases and trade reviews, then 

they are doing the right thing,” Jim concludes. 
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About China’s automotive market 
 
China has now overtaken Japan to become the world’s second-largest auto market after the United States. 
Total new vehicle sales (including trucks and buses) grew by around 22% to 8.8 million in 2007. New 
passenger vehicle sales reached 5.3 million units (including MPVs and SUVs), an increase of 25% 
compared to 2006.  
 
Today, China has approximately 70 car manufacturers (OEMs) and the automotive industry is relatively 
fragmented: the country’s top seven manufacturers account for around 50% of passenger car market 
share. Also, foreign brands currently dominate the market, accounting for almost 75% of China’s car sales. 
However, domestic manufacturers are increasing their activities rapidly, as they try to expand their product 
lines in the medium and upper car segments. 
 
 
About TNS 
 
TNS is a global market information and insight group. 
 
Its strategic goal is to be recognised as the global leader in delivering value-added information and 
insights that help its clients make more effective business decisions.  
 
TNS delivers innovative thinking and excellent service across a network of 80 countries. Working in 
partnership with clients, TNS provides high-quality information, analysis and insight that improves 
understanding of consumer behaviour. 
 
TNS is the world’s leading provider of customised services, combining sector knowledge with expertise in 
the areas of Product Development & Innovation, Brand & Communications, Stakeholder Management, 
Retail & Shopper and Customer Intelligence. TNS is a major supplier of consumer panel, media 
intelligence and audience measurement services.  
 
TNS is the sixth sense of business™. 
www.tnsglobal.com
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