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DISCLAIMER

This presentation and the information contained herein does not constitute any recommendation for the purchase or sale of

any securities of BAIC Motor Corporation Limited (the "Company") or an offer to purchase or sell any securities of the

Company, nor does it constitute the foundation or basis of any contract or commitment. No representation or warranty, express

or implied, is made as to, and no reliance should be placed on, the fairness, accuracy, completeness or correctness of the

information or opinions contained herein. Neither the Company nor any of the Company's advisors or representatives shall

have any responsibility or liability whatsoever (for negligence or otherwise) for any loss howsoever arising from any use of this

presentation or its contents or otherwise arising in connection with this presentation. The information set out herein may be

subject to updating, completion, revision, verification and amendment, and such information may change materially. This

presentation includes several forward-looking statements regarding the Company’s financial conditions, operating results and

business, and several plans and targets of the Company’s management. These forward-looking statements include foreseen

and unforeseen risks, uncertainties or other factors, and these risks, uncertainties and other factors may lead to a material

difference in the actual future results and performance of the Company from the results and performance explicitly or implicitly

hinted in these forward-looking statements. These forward-looking statements are based on the Company’s current and future

business strategies, and assumptions made based on the political and economic environment where the Company operates in

the future. The above forward-looking statements are a reflection of the views held by the Company’s management on the day

the data was published. No persons shall rely on these forward-looking statements. The Company shall not ensure the

consistency of the forward-looking statements with the Company’s future results or events. The information contained in this

presentation is provided to you in confidence, where the information shall not be forwarded or disclosed to any other person,

and shall not be photocopied.
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Global Market Performance of Passenger Vehicles for 1H 
2016

For the first half of 2016, the sales of passenger vehicles in the PRC market maintained a comparatively fast growth. The PRC

market was the only market that reported sales volume of over 10 million units in the global market, and maintained the dominant

position of the largest market for passenger vehicles in the global market.
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Global Market Performance of Passenger Vehicles for 1H 
2016

For the first half of 2016, sales of passenger vehicles in the PRC market reported a new record of 11 million units, representing a

year-on-year growth of 9.2%. The overall market appears to be on an accelerating growth trajectory, and it is expected that the

entire year will tend to start at a low level and end at a high level.
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Niche Market Performance of Passenger Vehicles

In the niche market, SUVs constantly maintained its fast growth, as its market shares increased by 8 percent points as compared 

against that last year, amongst which A-class and A0-class SUVs accounted for 82%. 
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Market Performance of Passenger Vehicles by Countries

For the first half of 2016, Chinese brands continued its rising momentum in 2014 with a market share growing to 43%. As a result, 

these brands became the absolute leading force.
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Market Performance of New Energy Vehicles

For the first half of 2016, policies and plans pertaining to new energy vehicles for the following stage were 

introduced. Sales of new energy vehicles maintain its fast growth, while pure electric and new energy vehicles 

further bolster the dominant position.
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1月 2月 3月 4月 5月 6月 7月 8月 9月 10月 11月 12月

2014年 66.9% 67.3% 67.1% 65.7% 66.0% 65.7% 66.8% 66.2% 68.1% 66.8% 68.0% 66.2%

2015年 70.3% 71.3% 70.6% 68.3% 67.1% 65.5% 65.0% 64.6% 65.6% 69.0% 70.9% 70.9%

2016年 70.7% 72.0% 71.2% 71.9% 71.6% 72.4%

60%

65%
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75%

Sales Performance of Passenger Vehicles with Engines 
of 1.6 Liters or Below 

Due to the 50%-off preferential tax policy for vehicle purchases, as well as consumers’ preference in the market, 

sales of passenger vehicles with engines of 1.6 liters or below continued to rise. Sales of 1.4T vehicle models to 

1.6T vehicle models reported the fastest growth.
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For the first half of 2016, Beijing Brand, Beijing Benz, and Beijing Hyundai achieved total sales of 869,000 units, representing an 

year-on-year increase of 14.1%, as well as outperforming the interim plan. The growth of sales was five percentage points faster

than the 9.2% growth rate of the entire industry, and maintained a trajectory of acceleration.
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For the first half of 2016, sales of Beijing Benz maintained an exponential growth, representing a significant increase of 39% as 

compared to the same period last year. Thus, Beijing Benz became the growth engine for the luxury vehicle market in China with 

a new historical record. By sales volume, Beijing Benz ranked 2nd amongst domestically made luxury vehicles.
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Sales Performance of Beijing Benz
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In addition to increased sales volumes and growth, the product mix and brand series of Beijing Benz continued optimization. For 

the first half of 2016, the SUV products accounted for more than 50%, which was a new record. The product life cycle was very

competitive.
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Beijing Benz Factory: As the only Daimler joint venture with

front-wheel-drive, rear-wheel-drive, and power system

platforms outside Germany, Beijing Benz Factory is also the

largest overseas manufacturing base for Daimler in terms of

manufacturing scale. In addition, Beijing Benz is proactively

engaged in the capacity expansion plan and designed

production capacity to accommodate the future production

plan and market demands.

Beijing Benz Engine Factory: As Daimler’s first engine

manufacturing base outside Germany, Beijing Benz Engine

Factory is able to manufacture the core components.

Beijing Benz stably boosted production capacities to satisfy the constantly increasing consumer demands in the Chinese market.

Simultaneously, the completion of the engine factory and its capacity expansion, as well as utilization of the research and

development center, further extended the industrial chain, while elevating the strategic position of Daimler in the global

manufacturing system.
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On 22 August 2016, the new long-wheelbase E passenger vehicles, which has been a long-waited product, will become available 

in the PRC market, which is expected to represent the leading force introducing a new age to the luxury vehicle products.
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Beijing Benz’s New Plan for 2H 2016
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New Age
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Second Half Year
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Driven by a variety of beneficial factors, including increased sales, structural adjustment, extended industrial chain, and a higher 

localization ratio, for the first half of 2016, Beijing Benz achieved a rapid improvement in its profit margin and profitability.
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Sales Performance of Beijing Hyundai

For the first half of 2016, Beijing Hyundai achieved a year-on-year growth of 2.4% in its sales volumes, reclaiming the fourth spot

amongst joint venture brands. The monthly sales appeared to be a “V-shaped” trajectory with a significant sign of bouncing back

upon stabilization. Following the second quarter, sales demonstrated the accelerated growth rate.
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Product Mix of Beijing Hyundai

For the first half of 2016, Beijing Hyundai achieved a significant adjustment to its product mix, with D+S accounting for 52%. In

terms of sales of SUV models, Beijing Hyundai was amongst the top joint venture brands. Meanwhile, star models amongst the

major brands achieved monthly sales of more than 10,000 units.

Percentages of D+S
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Strategic Plan of Beijing Hyundai for 2H 2016

In the second half of 2016, Beijing Hyundai will launch three “New” initiatives, namely, the new factory, the new model, and the

new energy strategy. Operation and implementation of these initiatives will provide guarantees for boosting he future competitive

strength and the performance.
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Sales Performance of Beijing Brand

For the first half of 2016, benefiting from the dual driving forces represented by SUVs and NEVs, as well as the two-pronged 

marketing of Senova and Wevan brands, Beijing Brand’s overall sales exceeded 200,000 units, representing a year-on-year 

growth of 37%. It only took five years to complete the sales of 1 million units.
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Product Mix of Beijing Brand

Meanwhile, Beijing Brand continued optimization of its product mix. The SUVs and NEVs achieved sales of 113,000 units, 

accounting for 55.7%, as well as becoming the absolute main force for the brand development.
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Beijing Brand’s Product Mix- SUV models

For the first half of 2016, the sales volume of SUV products grew by 8 times, successfully rolling out a variety of star models, as 

well as entering into the first tier of the niche market for A0-class SUVs. As a result, Beijing Brand became a “new force” amongst 

SUV products under Chinese brands.
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Beijing Brand’s Product Mix- NEV Models

In terms of new energy vehicles, the sales volume of pure electric vehicles reported a year-on-year growth of 144% for the first half

of 2016. Such sales volume maintained a leading position in the industry, and the first pure electric SUV model was introduced to

the PRC market. Meanwhile, all manufacturing bases completed transformation and upgrades of their production facilities for new

energy vehicles, thus guaranteeing necessary hardware for the next round of competition amongst products.
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Beijing Brand’s New Plan for 2H 2016

In September 2016, BJ 20, a second generation of off-road vehicle model, will be launched to the market, further continuing the

“cross-country vehicle” classics. By capitalizing on die-hard cross-country vehicles, Beijing Brand will fully implement its

competitive strategy of product differentiation for its SUV products.
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Due to the expansion on sales volume, explosive growth on SUVs & NEVs as well as the effective cost control, the revenue on

Beijing Brand increased substantially, the gross profit and gross margin turned around.
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Beijing Brand’s Cooperation and Extension of 
Industrial Chain

30

For the first half of 2016, numerous joint-venture cooperation projects had new breakthroughs, further extending the industrial 

chain and constituting a collaborative ecosystem.

2. Equity interests in Beijing Electric Vehicle  Co.,  Ltd. extends to 

the industry chain of new energy vehicles.

On 24 March 2016, it was resolved that we injected further capital into
Beijing Electric Vehicle Co., Ltd.;
Following further injection, our Company is interested in 6.5% of the
total equity interests of Beijing Electric Vehicle Co., Ltd.
Such investments effectively extends the industry chain of new energy
vehicles and business operations of our Company.

1. Equity Transfer Agreement entered into with Fujian Benz deepens 

the strategic cooperation
On 12 June 2016, the Equity Transfer Agreement was entered into with respect to the 35%

equity interests in Fujian Benz. Following this transaction, it is expected that our Company will

further capitalize on the diversification trend of consumers for various vehicles to penetrate the

sector of high-end and light commercial vehicles. By further expanding our collaboration with

Daimler, both parties will fully tap into each other’s advantages for deepening mutual benefits,

which will be conducive to enriching our product line. Our synergic collaboration on

technologies, human resources, and strategies, we will jointly achieve greater market expansion.





(RMB Million) 2016H1 2015H1 YOY

Revenue 49,039 36,522 34.3%

Costs of sales 38,285 30,337 26.2%

Gross profits 10,754 6,185 73.9%

Gross profit margin 22% 17%

Selling and distribution expenses 4,554 2,983 52.7%

General and administrative expenses 1,923 1,743 10.3%

Financial costs - net 255 408 -37.5%

Share of investment income from joint ventures

and associates
1,979 2,035 -2.8%

Profits for the period 4,420 3,491 26.6%

Net Profits 9% 10%

Net profits attributable to the equity holders of

the Company
2,411 2,171 11.1%

Basic and diluted earnings per share (RMB) 0.32 0.29

Capital expenditure 2,411                                 3,095                                 -22.1%

(RMB Million) June-30-2016 June-30-2015 YOY

Total assets 140,876 127,393 10.6%

Total Liabilities 89,946 80,324 12.0%

Equity attributable to the equity holders of the

Company
36,281 35,010 3.6%

Major Financial Indicators (Consolidated)

32
Note: Data is prepared under the international 

accounting standards, but subject to audit



Drivers for the changing of Net Margin
（Consolidated）
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（RMB：Million）

其他利得/亏损
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Financial Expenses
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Tax Expenses

Non-controlling
Interests

2016H1
Net profit attributable to 

equity holders





Full-Scale Deployment of 2020 Strategic 
Path

As 2016 is the first chapter of the thirteenth Five-Year Plan, all brand 

series will proceed in accordance with the deployments under the 2020 

Strategic Target.
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Top 3 Chinese Brands
Production and Sales of 

Proprietary brands: 800,000 
unitsThe Millionth Vehicle

2016 2020

Beijing Brand Introduces 2020 
Strategic Target

By 2020, Beijing Brand will be committed to achieving breakthroughs in terms of production and sales scales, product mix, 

new energy vehicle products. By sales volumes, Beijing Brand will stay in the top three brands in China, and become a “new 

mainstream force” in the development of Chinese brands.

Smart Application:

• An interactive platform for 
multiple terminals on the 
same cloud terminal

• Advanced guidance system 
for driving

• Newly redefined room for 
drivers and passengers

• Total Production and Sales：
800,000

• New Energy Vehicles：
• Production and 

Sales:200,000 units

• Full automation of Senova

2020
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