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Abstract

This study examines the market penetration strategies and market impact of Chinese automotive
manufacturers in the UAE between the years 2020-2025. This study employs quantitative market analysis
and primary survey data (n=194), this research documents a 17-fold increase in Chinese brand market
share from 0.5% to 8.5%. The analysis identifies five primary factors which contributed significantly to
the growth of these vehicles: value proposition, technological innovation, model diversification, dealer
network partnerships, and manufacturing quality standards. Findings indicate this transformation
represents permanent market restructuring rather than temporary disruption, with implications for
traditional automotive manufacturers' competitive strategies and current (short-term) consumer
automotive purchasing behavior.
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Sustained Growth Trajectory

Chinese automotive brands have increased their market presence consistently over the years:

Chinese Auto Market Share Growth

Source: https://www.focus2move.com

Chinese automotive brands have demonstrated consistent exponential throughout the years. Market share
progression reveals a compound annual growth rate (CAGR) of 89.4% over the five-year period.

This progression follows the Uppsala's incremental internationalization model, with market commitment
increasing gradually through initial market entry (2020-2021), establishment of market operations (2022-
2023), and rapid market expansion (2024-2025).
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Primary Growth Drivers
The success of Chinese automotive brands in the UAE stems from five key factors:

Factor Impact UAE evidence
Ve Dealers report steady-to-declining 2025 prices and aggressive
Value proposition hi ?1] promotions amid Chinese-brand competition, tightening price bands
g even for non-Chinese models .
Technolo Expanded availability of advanced infotainment, ADAS, OTA, and
foatures 24 High EV offerings, with local distributors adding premium Chinese EV

marques into portfolios .

o . Broader lineups spanning mass-market ICE/HEV/EV and premium
Model diversity High ) ) ) ) : )
EVs, increasing cross-segment choice at given price points .

Leading UAE dealer groups added Chinese brands (e.g., Zeekr with

Dealer . . . .

ctnershi Medium AW Rostamani), accelerating showrooms, service coverage, and
artnerships
P P customer access .
Brand Used-market data indicate improving retention for select Chinese
quality/warrant Medium models alongside generous warranties, supporting confidence
uality/w y

formation over time .

Value Proposition: Chinese manufacturers offer vehicles with premium features at prices typically 20-
30% lower than European competitors. This includes advanced technology, premium interiors and
materials, and safety systems.

Technology: Chinese brands lead in incorporating cutting-edge technology, including advanced
infotainment systems, frequent updates, Al integration, driver assistance systems better batteries in their
EVs, and more.

Complete Model Portfolio: Unlike traditional manufacturers focusing on specific segments, Chinese
brands developed cars which catered to all customers, ranging from affordable and compact cars,
transportation vehicles, to top tier luxury cars.

These strategic levers align with Rogers’ Diffusion of Innovations theory: younger, tech-oriented UAE
expatriates functioned as “early adopters,” encouraging wider social acceptance of Chinese cars. This
adoption dynamic suggests that the Chinese success story in the UAE is not purely cost-driven, but also
socially reinforced by perceptions of modernity, digital fluency, and future orientation.

Leading Chinese Automotive Brands

Jetour stood out after a remarkable reported 230% YoY UAE growth (2023 to 2024), taking 4th place
among automotive brands in the UAE via exclusive partner Elite Group Holding. They grew their market
share due to their focus on UAE built mid-priced SUVs and aggressive expansion of their dealerships in
the UAE. BYD also performed well with 700% growth in 2024. BYD’s early adoption of new battery and
electric powertrain technologies positioned the company well in the racing EV market. Premium and
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mainstream BYD EVs were added through local distributors like Zeekr with AW Rostamani. MG’s early
entry into the UAE car market considering the built dealerships enabled the company to have a steady
29% growth year on year. Geely demonstrated steady expansion with 31% growth in Q1 2025, supported
by its global automotive expertise gained through ownership of Volvo and partnerships with established
suppliers.

Consumer Preferences and Decision Factors
Customer Inquiries on Antecedent Technology: The Chinese brands were appreciated especially by
young consumers and expatriate professionals during the late 2024 period due to their relative advances

in technology integration and digital interfaces and as inquiries by consumers increased 77% during this
period.
Value Conscious Segments: Price sensitive consumers found the Chinese vehicles offered features that

they previously thought were unattainable within their budget constraints and this was therefore driving
adoption across diverse income levels.

Multi-Vehicle Households: UAE families increasingly adopted Chinese vehicles as secondary cars,
reducing perceived risk while experiencing quality improvements firsthand.

Advantage of Chinese vehicle manufacturers over international brands

There are numerous reasons for the significant cost advantages Chinese vehicle manufacturers hold over
international brands. Chinese automobile manufacturers are cost efficient due to the low price of labor
(30-40% the cost of labor in the U.S. and Europe), highly integrated domestic supply chains, which
improve 20% of logistics and material costs. China also benefits from a well-established automotive
supply chain where multiple manufacturers and thousands of suppliers are in close proximity which allows
just-in-time sourcing for components. As a bonus, the Chinese government offers operational cost
assistance in the form of tax rebates, favorable land policy, and other forms of direct or indirect
government assistance.

The Chinese government has recently made it a priority to give its country a position in the global auto
market. One form of this evidence is the Chinese government levying subsidies on car manufacturing,
especially on EVs. Such subsidies include a 30,000 yuan tax exemption on purchase of Chinese made EVs
or NEVs. BYD received $435 million in direct subsidies, as part of a $15 billion central plan (2012-2020)
for NEV development. Local governments amplified support via cheap land, low-interest loans, grants,
and R&D funding.

Shifts in policies that favor local car manufacturers have also played an important role. Since 2015, the
MIC 2025 program, which focuses on NEVs, has been one of the domestic innovation pillars, supporting
the local advanced technology automobile developers. Other local benefits include free or lottery-exempt
license plates in Shanghai and Beijing, and driving restrictions exemptions.

Additionally, the huge Chinese car market serves as a perfect testing ground for car manufacturers to test
their vehicles and perception before releasing their cars globally. Almost every Chinese vehicle available
globally was available in the domestic market many months before their global release, with some models
showing higher sales in China’s domestic market then the entire global market.

While these advantages offer Chinese brands a strong cost and technology edge, they also highlight
vulnerabilities. Heavy reliance on government subsidies and favorable policies could expose firms to risk
if geopolitical conditions shift or subsidies are reduced. Moreover, consumer skepticism about durability
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and the possibility of protectionist responses from established automakers in global markets could

constrain further expansion.

Primary Survey and Takeaways

When considering buying a new car in the UAE, which factor matters most to you?

194 responses

@ Price & Value for Money

@ Technology & Features

@ Brand Reputation

@® After-sales Service & Warranty
@ Design/Style

Have you noticed an increase in the number of Chinese cars on UAE roads between 2020-2025?

194 responses
@ Yes, a significant increase
@ Yes, a slight increase
@ No noticeable change

What is your main concern about Chinese cars?
194 responses

@ Long-term reliability

® Resale value

@ Brand reputation

@ Availability of spare parts/service
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Sampling Methodology

Sample Size: n=194 respondents

Sampling Method: Stratified random sampling above the ages 30

After conducting a sample survey consisting of 194 respondents situated in the UAE, multiple inferences
can be made. The leading factor which concerns a consumer while buying a car is price and value for
money. Additionally, consumers in the UAE have veritably noticed the increase in the number of Chinese
vehicles in the UAE. Finally, the main reasons consumers are hesitant to buy Chinese vehicles are their
long-term reliability and resale value, and it takes years or decades for one to truly gauge these factors.

Chinese vehicles, being new entrants in the UAE, will take some time to gain the general notion of
reliability which brands like GMC and Toyota possess.

Conclusion

In summary, the growth of Chinese automobile companies in the UAE from 2020 to 2025 points to changes
in the global automobile industry. This is can be attributed to the low prices, advanced technology, and
international competitiveness due to government assistance. Chinese manufacturers have succeeded in
competing with global brands and have changed consumer expectations by providing high-end features,
diversifying their offerings, and taking advantage of EV-oriented policies. Chinese companies also
customized their offerings to the local tastes, and with the operational government, the automobile industry
ecosystem, and production efficiency, they will not be fleeting market disruptors, but rather, enduring
market players. The accepting attitude of the UAE towards innovation and its varied, tech-oriented people
have fostered this metamorphosis. This means the Chinese automobile industry will hugely influence the
future of the region’s mobility.
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