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Abstract
Since the arrival of the second wave of Chinese automakers in Mexico in 2019, these manufacturers have
rapidly gained traction, capturing approximately 10% of the market with over 25 brands by 2024 and
becoming a significant force in the most in-demand segments of the automotive industry. This study
delves into the complex motivations behind Mexican consumers’ preference for Chinese cars. Methods
were employed to uncover not only conscious perceptions but also the unconscious reasons that drive
consumers to choose Chinese brands over traditional “Western” alternatives. Our findings reveal that the
decision-making process is heavily influenced by the dynamic interplay of complex perceptions and
underlying motives, particularly novelty and price in the case of Chinese brands. Consumers do not just
buy a car; they navigate a sophisticated framework of perceived attributes and hidden factors. Chinese
light vehicle brands have a competitive advantage over “Western” brands: they appeal to a sense of
novelty, but other attributes are valued in a motivational sense rather than in perception. Understanding
these nuanced perceptual frameworks is crucial for strategic marketing and communication. By grasping
how they are perceived, as well as the deeper, often subconscious, reasons for consumer behavior, culture,
and strategic planning, both companies and brands (Chinese or “Western”) can develop more effective
strategies to connect with their target market.

Categories: Consumer Behavior, Marketing and Market Issues in Business
Keywords: consumer behaviour, perception, consumer attitudes, marketing, motivation

Introduction
In 2008, the First Automotive Works (FAW) group attempted to enter the Mexican market with a few
compact models; however, it left after two years (Carrasquero, 2023). A second “wave” of Chinese
manufacturers arrived around 2019, with a market share of 0.01%, flooding the market with available cars
during the lockdown due to the Covid-19 pandemic in Mexico, while “Western” manufacturers
experienced a drop in inventory (Mendoza-Álvarez and Carbajal-De-Nova, 2024). Since then, the offer of
Chinese cars has boosted the market share to 9.8% in 2024, with 302,837 units sold, accounting for one in
every ten vehicles sold in the country, ranging from compact to luxury cars, and commercial vehicles. As
consumer preferences have shifted toward utility vehicles such as SUV, the trend is expected to continue,
increasing the market share of Chinese manufacturers (Bureau, 2020) (El Economista, 2025) (Ewing,
2024) (Valladolid, 2024). With previous motives (an individual's inner conditions) guiding behaviour
according to their perception, which may be described as a reaction to the environment, people tend to
choose, organize, and interpret inputs, both internal and external. Along with memory (past experiences),
the urge to be satisfied, and how one wishes to be perceived by others, stimuli that have already been
interpreted have the potential to alter a consumer's behaviour (Fill and Turnbull, 2023). Additionally, this
may occur when making decisions about consumption as consumers are prompted to engage in
rationalization, presenting socially acceptable justifications that may deviate from the actual,
unconscious motivations behind a purchase and the decision process (Berelson and Steiner,
1964) (Skinner, 1953).

In this study, we aim to uncover how Chinese manufacturers are perceived in the Mexican market and the
motivations that influence consumer behavior to understand their purchase-decision process. While
Chinese automotive brands have aggressively penetrated the Mexican market, rapidly capturing
significant share through competitive pricing and fast model deployment, existing industry reports
primarily focus on descriptive sales data and market growth. This study advances knowledge by moving
beyond these aggregate figures to conduct an in-depth, explanatory study of Mexican consumer
perceptions. By segmenting and analyzing the unique psychological factors influencing Mexican car
buyers, it offers prescriptive insights for both Chinese and “Western” manufacturers on how to localize
their branding, service networks, and product features to foster trust and convey long-term reliability
beyond the potential price advantage. Finally, we empirically model how initial consumer motivations
(e.g., novelty and price) may clash with post-purchase experiences.

We aimed to identify how stimuli direct the perception and unconscious driving forces of consumers. In
particular, at the time of purchase, the customer acts on feelings and impulses, based on reactions to
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images and/or symbols existing in their unconscious, related to the product according to their perception
of themselves and how they would like to be perceived publicly. Such perception directly influences the
purchasing decision-making process, particularly the motivation behind acquiring a vehicle from a
Chinese manufacturer. This is of great interest not only to car manufacturers, as knowing why consumers
buy, in addition to the context, may be vital for strategic, marketing, and organizational planning.

International automotive context
In 2023, Chinese car brands significantly expanded their presence in emerging economies, such as Mexico,
with over 17.5 million vehicles sold. These brands gained substantial market share in the Middle East,
Eurasia, and Africa, while also growing in Latin America and Southeast Asia. Chinese sales were boosted
by an increase in international demand and growth in those emerging markets. However, this growth
occurred despite increasing trade tensions and global economic challenges; therefore, the industry now
faces stronger headwinds in 2025, as more countries, including the US, EU and Turkey, implement tariffs
to protect their domestic markets from Chinese light vehicles (CNBC, 2024) (Iordache and Kiderlin, 2024)
(Reuters, 2024). 

Table 1 presents the top 10 best-selling light vehicles globally in 2024, including the electric, SUV, pickup,
and compact segments (Statista, 2025). For the second year in a row, the Tesla Model Y (electric) remained
the top seller, despite a slight drop in sales of 10% from the previous year. It is noticeable that the Chinese
Build Your Dreams (BYD) Song (electric) reached the 9th place from the 19th in 2023, representing an
increase in sales of just over 50%. The second most sold vehicle in 2024 is the Toyota Corolla, with over 1
million units sold, a 35% increase from the previous year, ranking 4th (Munoz, 2025).

# Manufacturer Model Segment Units Origin

1 Tesla Model Y Electric 1,090,000 Western

2 Toyota Corolla sedan Compact 1,080,000 Western

3 Toyota RAV4 SUV 1,020,000 Western

4 Ford F-150 Pickup 900,000 Western

5 Honda CR-V SUV 740,000 Western

6 Chevrolet (GM) Silverado Pickup 640,000 Western

7 Hyundai Tucson SUV 610,000 Western

8 Toyota Camry Compact 580,000 Western

9 BYD Song SUV (Electric) 570,000 Chinese

10 Volkswagen Tiguan SUV 540,000 Western

TABLE 1: Top 10 best-selling models globally in 2024.
Source: (Statista, 2025).

GM, General Motors; BYD, Build Your Dreams; SUV, Sport Utility Vehicle

Mexico is the second-largest destination market for Chinese vehicles, with 320 K units in 2024, as
illustrated in Figure 1 (Bork, 2024). It is expected that this trend will continue to grow due to the
increasing demand in emerging countries. Rising demand for Chinese cars in emerging economies is a
noteworthy trend, as competitive pricing is a key driver of this growth.
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FIGURE 1: Top 10 best-selling Chinese light vehicle export destinations
in 2024.
Note: Units in thousands. 

Source: (Bork, 2024).

Several prominent automakers have a long-standing presence in Mexico and actively sell and assemble
vehicles. Chevrolet (General Motors), Volkswagen, and Nissan have consistently competed for dominance
in the light vehicle market. Mexico's automotive sector is a vital and growing component of the national
economy. It began with U.S. assembly companies arriving in the 1920s, leading to significant development
by the 1960s, when cars were fully manufactured domestically. By 1977, Mexico was exporting vehicles,
primarily to the United States. Since 2000, the industry has experienced consistent growth, driven by
ongoing public investment and the construction of new production plants. In 2008, the Chinese
manufacturer FAW Group attempted to enter the Mexican market by commercializing its models directly
in department stores instead of dealerships, with a Manufacturer's Suggested Retail Price (MSRP) starting
at US$3,500. However, after two brief years of complaints regarding customer and technical service and
the perceived quality of the cars, it was decided to end FAW's participation in Mexico (Bureau, 2020)
(Carrasquero, 2023) (Silverio, 2009).

Nearly 70% of vehicles sold in Mexico in 2022 are imported, with China leading the way, with more than
180,000 units, followed by the United States, over 100,000 units, and Brazil, almost 100,000 units, as
shown in Table 2 (AMDA, 2025).

 China USA Brazil Japan India Thailand Indonesia Germany Canada Spain

2019 7,737 139,109 53,647 84,726 51,201 18,224 4,873 31,074 34,021 31,462

2024 182,253 101,863 99,075 75,547 67,279 56,909 28,726 24,249 15,831 13,920

TABLE 2: Comparison of (light) vehicle imports by country of origin in Mexico, 2019–2024.
Source: (AMDA, 2025).

Automotive context in Mexico
Similarly, imports from other Southeast Asian countries are increasing, whereas imports from European
countries, such as Germany and Spain, have decreased significantly. For the purposes of this study, we
selected 2019 because Chinese manufacturers attempted to enter the Mexican market for a second time
with several brands and models, using a more better commercial strategy. Some Western automakers, such
as Chevrolet, Suzuki, and Volkswagen, moved the production of certain models to countries such as China,
India, Thailand, and Brazil to meet domestic demand and reduce production and sales costs (El
Economista, 2022) (El Economista, 2025) (Mendoza-Álvarez and Carbajal-De-Nova, 2024).

Moreover, Figure 2 illustrates that the SUV segment has seen the greatest growth, with sales steadily
increasing over 500,000 units (AMDA, 2025). The sub-compact and compact segments come next, each
with nearly 300,000 units; however, these segments experience deceleration. The sports, minivan, luxury,
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hybrid, and electric segments are excluded for purposes of this study.

FIGURE 2: Annual light vehicle units sold, by segment, in Mexico, 2019–
2024.
Note: Units in thousands. 

Source: (AMDA, 2025).

SUV, Sport Utility Vehicle

Market share
Given that 2019 marks the year Chinese brands entered Mexico, their sales are expected to differ from
those of “Western” manufacturers. However, their market share growth is accelerating, particularly with
the introduction of several models in the SUV segment (El Financiero, 2024) (Forbes, 2023) (Monroy,
2024).

Furthermore, Figure 3 illustrates market share trends by brand country of origin, comparing the years
2019 and 2024. The growth of Chinese brands is noticeable, increasing by 9.1% in 2024 compared to 2019
(AMDA, 2025) (INEGI, 2025). Also, brands from Japan (-3.6%), the USA (-2.5%), and Germany (-3.5%) saw
declines, despite representing some of the best-selling brands across all segments in Mexico.

FIGURE 3: Light vehicle market share trend by brand country of origin,
2019 vs. 2024.
Source: (AMDA, 2025) and (INEGI, 2025).

Furthermore, Figure 4 illustrates the market share of the best-selling car automakers in Mexico dominated
by “Western” brands: Nissan, 17.2%; General Motors, 13.2%; Volkswagen, 9.7%; and Toyota, 8.1%, with
only a few of their models included among the 10 best-selling vehicles.
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FIGURE 4: Market share of light vehicles brands of the selected
segments in Mexico, 2024.
Note: General Motors includes Chevrolet, Buick, and GMC. Stellantis includes Chrysler, Dodge, Jeep, Ram, Alfa
Romeo, and Peugeot. 

Source: (AMDA, 2025) and (INEGI, 2025).

Additionally, the Chinese brands, new to the Mexican market, are gaining momentum, with MG Motor at
4.0%, Chirey Motor at 1.8%, and JAC at 1.7% market share, compared to older “Western” brands such as
Honda (2.8%) and Suzuki (2.9%).

Moreover, the variation (VAR) in market share in 2024 is illustrated in Figure 5, where manufacturer
performance is measured in units based on accumulated year-over-year (YoY) variation (a metric that
measures the annual growth rate of a value over time) compared to the previous year, 2023 (AMDA, 2025)
(INEGI, 2025). Sales of the top-selling “Western” brands are relatively steady and low compared to the
cumulative YoY growth of Chinese brands, such as Jetour (almost 100%) and JAC (around 35%). Not only
does their sales unit growth remain consistent, but they also gain market share. MG Motor, the leading
Chinese brand in Mexico, with 4% of the total market share, experienced a very discrete accumulated YoY
growth of 0.1%, with the top-selling SUV and compact models. Other Chinese manufacturers, present with
several models, account for 5.4% of the Mexican light vehicle market, including Chirey Motor (1.8%), JAC
(1.7%), and Motornation (0.7%).
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FIGURE 5: Brand performance by annual growth rate and units sold in
2024.
Note: Chirey Motor includes Chirey and Omoda; Chrysler includes Chrysler, Dodge, Jeep, and Ram; Motornation
includes BAIC, JMC, DFSK, Changan, and Seres.

Source: (AMDA, 2025) and (INEGI, 2025).

BAIC, Beijing Automotive Industry Corporation; DFSK, Dongfeng Sokon; JMC, Jiangling Motors Corporation; VW,
Volkswagen

Figure 6 shows the sales trend in terms of units (in thousands) of the top five best-selling “Western” and
the top four Chinese manufacturers for the period 2019-2024 (AMDA, 2025) (INEGI, 2025). The fifth
Chinese brand is not included, as its sales are too low to be represented in the line chart. Nissan dominates
the market, followed by General Motors (Chevrolet).

As for Chinese manufacturers, JAC, being the first on the scene in 2019, maintained discrete growth over
time; however, it was surpassed by MG Motors and Chirey Motors within only one year of operations in
Mexico, highlighting the dynamic shift in the Mexican light vehicle market.

FIGURE 6: Top best-selling “Western” and Chinese manufacturers in
Mexico, 2019–2024.
Note: Units in thousands. 

Source: (AMDA, 2025) and (INEGI, 2025).

GWM, Great Wall Motor

In addition, Table 3 summarizes the market share and year-to-date (YTD) sales in 2024 for light vehicle
manufacturers in Mexico (AMDA, 2025) (INEGI, 2025). The variation (VAR) in market share is based on the
previous year. In terms of YTD sales , “Western” manufacturers dominate the top 10 best-selling
brands; however, the Chinese MG Motor ranks 8th, surpassing brands such as Hyundai, Ford, and
Honda. The table excludes previously unconsidered segments.
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Rank Manufacturer Origin Sales YTD Market share VAR

1 Nissan Western 255,116 17.2% 5.8%

2 Chevrolet (GM) Western 205,043 13.2% 11.4%

3 Volkswagen Western 138,181 9.7% 21.2%

4 Toyota Western 121,968 8.1% 17.1%

5 Kia Western 104,384 7.0% 11.7%

6 Mazda Western 99,797 6.7% 31.3%

7 Stallantis Western 93,361 6.3% -10.2%

8 MG Motor Chinese 60,168 4.0% 0.1%

9 Hyundai Western 53,305 3.6% 7.1%

10 Ford Western 52,359 3.5% 9.2%

11 Suzuki Western 43,661 2.9% 16.8%

12 Honda Western 42,336 2.8% 12.0%

13 Renault Western 29,892 2.0% -31.7%

14 Chirey Motor Chinese 26,834 1.8% -30.2%

15 SEAT Western 26,023 1.8% 23.0%

16 JAC Chinese 24,826 1.7% 17.8%

17 Mitsubishi Western 24,706 1.7% 28.8%

20 Great Wall Motors Chinese 14,455 1.0% 290.2%

23 Motornation Chinese 10,497 0.7% 8.8%

TABLE 3: Light vehicle sales and market share in Mexico, 2024.
Notes: Data as of January 2025. Chirey Motor includes Chirey and Omoda; Stellantis includes Chrysler, Dodge, Jeep, RAM, Peugeot, and Fiat; GM
includes Chevrolet, GMC, Buick, and Cadillac; Motornation includes BAIC, JMC, DFSK, Changan, and Seres. VAR refers to variation compared to 2023.

Source: (AMDA, 2025) and (INEGI, 2025).

BAIC, Beijing Automotive Industry Corporation; DFSK, Dongfeng Sokon; GM, General Motors; JMC, Jiangling Motors Corporation; YTD, Year To Date

Figure 7 shows the total sales in units in 2024 for all segments of interest for the top-selling brands
(AMDA, 2025) (INEGI, 2025). It is remarkable that Nissan is the most popular brand, followed by Chevrolet
(manufactured in China). However, the Chinese brand MG Motor, present in all three segments, has gained
market share, surpassing “Western” brands such as Honda and Suzuki, with just over 50,000 units sold.
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FIGURE 7: Top best-selling “Western” and Chinese manufacturers by
segment in Mexico, 2024.
Note: Units in thousands.

*Chinese brand; **Manufactures in China.

Source: (AMDA, 2025) and (INEGI, 2025).

SUV, Sport Utility Vehicle; VW, Volkswagen

Units sold vs. average MSRP
Figure 8 compares the average MSRP between “Western” and Chinese light vehicle manufacturers in
Mexico, considering only the top-selling brands. Notably, the difference between the MSPR is minimal. In
addition, a few manufacturers offer models in the subcompact segment, while the SUV segment, the most
expensive, is crowded with an average of three models per manufacturer (AMDA, 2025) (Chevrolet, 2024)
(Honda Mexico, 2024) (Hyundai Motor Mexico, 2024) (INEGI, 2025) (Kia Mexico, 2024) (Mazda Motor
Mexico, 2024) (Morris Garages, 2024) (Nissan Mexico, 2024) (Renault Mexico, 2024) (Suzuki Mexico, 2024)
(Toyota Mexico, 2024) (Volkswagen Mexico, 2024).

FIGURE 8: Average MSRP comparison: “Western” and Chinese
manufacturers in Mexico, 2024.
Note: Average MSRP in US dollar.

Source: (AMDA, 2025) and (INEGI, 2025).

MSRP, Manufacturer's Suggested Retail Price; SUV, Sport Utility Vehicle

Figure 9 illustrates the relationship between the average retail price, average MSRP, and units sold in
2024, for the top 10 best-selling light vehicles in the three previously mentioned segments: SUV (Figure
9a), compact (Figure 9b), and subcompacts (Figure 9c).
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FIGURE 9: Relationship between units sold and average MSRP of the
top 10 best-selling (a) SUV, (b) compact, and (c) subcompact models in
Mexico, 2024.
Notes: Data as of January 2025. Average MSRP in US dollar. Avg. MSRP and units are represented in thousands.

*Chinese manufacturer; **Made in China.

Source: (AMDA, 2025) and (INEGI, 2025).

MSRP, Manufacturer's Suggested Retail Price; SUV, Sport Utility Vehicle

Figure 9a illustrates the top 10 SUV models in terms of sales. Mazda CX30 dominates the segment, selling
over 20,000 units. The comparison shows that the MG Motor ZS is the cheapest SUV model in Mexico, with
an average MSRP slightly over $20,000 USD. It is included in the comparison because it is the most
popular Chinese SUV, despite ranking 20th in 2024. The most expensive SUV model is the Nissan X-Trail
(Rogue), with an average MSRP of over $30,000 USD, ranking 8th in sales units. Moreover, Figure 9b shows
the top 10 best-selling compact models in Mexico. In this case, MG Motor MG5 is ranked 2nd, with nearly
30,000 units sold and an MSRP of $15,000 USD, making it the cheapest model. For the 10th consecutive
year, Nissan Versa has taken the top spot, with slightly fewer than 90,000 units sold in 2024 and an average
MSRP of $15,000 USD. The most expensive compact model is the Toyota Corolla (ranking 8th), excluding
the hybrid version. Finally, Figure 9c shows the top 10 best-selling subcompact models. Chevrolet (General
Motors) Aveo leads this segment, with over 50,000 units sold and an average MSRP of $18,000 USD.
Renault Kwid (Dacia) is the cheapest model, with an average MSRP $ of 12,000 USD in late 2024. Chinese
MG Motor MG3 ranks 10th, with over 10,000 units sold at an average MSRP of $15,000 USD. The most
expensive subcompact model is KIA K3 Sedan (ranking 2nd) with an average MSRP of $20,000 USD.

The average MSRP is based on prices shared on each manufacturer’s website in Mexico as of December
2024, with a currency conversion from Mexican Pesos to US Dollars at $20.64 on December 25, 2024.
Models group the various versions of technology, motorization, and automatic transmission as optional
features. Sales promotions are not taken into consideration.
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Dealerships
The Mexican light vehicle market, when viewed through the lens of dealership distribution (Figure 10:
10a, Western manufacturers; 10b, Chinese manufacturers) (INEGI, 2025), shows a clear concentration in
three key states: Mexico City (center), a significant hub collectively representing all manufacturers, has
268 “Western” and 67 Chinese dealerships, followed by Nuevo León (northeast) and Jalisco (west). A
notable contrast emerges: Chinese dealerships (532) represent nearly half of the 1,057 “Western”
dealerships. The northeast, south, and southwest are the regions with the fewest dealerships. MG Motor
dominates the scene with over 90 dealerships. 

As of May 2025, there are 18 “Western” brands and 22 Chinese brands in Mexico (both within the
previously selected segments). Commercial vehicles, minivans, electric, pickup, luxury, and sports
segments are excluded, including brands such as Audi, BMW, BYD, Chrysler, Mercedes-Benz, Porsche, SEV,
and Tesla. In addition, new Chinese manufacturers are entering the Mexican market, as well as some some
current brands are expected to cease operations in 2025 (AutoDinámico, 2025) (Expansión, 2025).

FIGURE 10: Maps of light vehicle dealerships in Mexico, 2024: (a)
Western manufacturers; (b) Chinese manufacturers.
Note: Data as of May 2025.

Source: (AMDA, 2025).

Finally, the Mexican light vehicle market is undergoing a significant transformation driven by the
increasing presence of Chinese car manufacturers. In 2024, Chinese brands accounted for
approximately 10% of total light vehicle sales, demonstrating a rapid shift in market dynamics. While
established “Western” manufacturers such as Chevrolet (General Motors), Nissan, and
Volkswagen continue to dominate the market shares, the influx of competitively priced Chinese
vehicles, particularly SUVs, reshapes consumer preferences. This evolving scenario presents a rich area for
research into consumer behavior, brand perception, and the strategic adaptations of both incumbent and
emerging automotive players in a rapidly globalizing market. For this reasons, the following research
questions were posed:

• RQ1: How are Chinese car brands perceived in Mexico?

• RQ2: What are the underlying motives for purchasing a Chinese-brand car?

Theoretical perspectives
Purchase Decision Process

Examining marketing stimuli, the environment, and psychological processes (such as the need for esteem,
personality, and recognition) is essential to comprehending consumer behavior, and more especially, the
underlying factors that influence purchasing decisions, as shown in Figure 11 (Kotler et al., 2022).

Consumer behavior refers to the process, which significantly impacts the purchase, by which individuals
identify, select, research, acquire, utilize, and dispose of products to fulfill their needs. If a consumer
believes they have a need, it will become a desire that leads them to act impulsively. Individuals can desire
something they do not need or need something they do not want. Likewise, a product does not have to
adapt to the desire to be acquired. Purchasing is an intentional activity, motivated by the belief that the
ultimate consequence of the purchase will be a much happier life. In this attempt to seek happiness
through purchases, individuals become sensitive to the contrasts of the human condition, a source of
cognitive discrepancy with their Ideal Self (Kotler et al., 2022) (Mothersbaugh et al., 2024)
(O'Shaughnessy, 1989).
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FIGURE 11: Consumer behavior model.
Source: (Kotler et al., 2022).

Consumers have many goals they wish to achieve to attain satisfaction (an individual’s feelings of
pleasure or disappointment from contrasting the perceived performance with expectations) (Berelson and
Steiner, 1964). These goals are determined by a preference structure that shapes distinct life conditions.
Thus, consumers experience indecision during their purchases, as these preferences tend to be constantly
changing in their quest to obtain all the elements necessary for satisfaction in their version of the Ideal
Self. Aside from needs, the main goals of purchasing are social, through which one communicates one's
position, values, and preferred self-image to other individuals (O'Shaughnessy, 1989). This refers to the
fact that purchasing is not an isolated event but rather part of the lifestyle within a social consumption
system (Mothersbaugh et al., 2024). Moreover, needs can be expressed through the desire to acquire a
product that leads the consumer to achieve their satisfaction (Kotler et al., 2022). A purchase can be
motivated by the belief that the product satisfies needs; however, it is based on the perception of beliefs,
central values of life (Diallo et al., 2013) (Dootson et al., 2016) (Janoskova et al., 2021) (Kropff,
1971) (Pérez, 2006). 

Motivation

Defined as the conditions of internal striving grouped as needs and drives. It is a generic phrase used to
describe all conditions of internal reinforcement, including needs, desires, and basic human requirements
such as food, water, clothing, and transportation. It is defined as the reason to action (Dean, 2010) (Nuttin
et al., 1982). A motive is the “why” an individual satisfies a human need, an unobservable internal force
that activates a behavioural response (Doyal and Gough, 1984). According to Abraham Maslow, motivation
is based on social interaction as basic motives might be critical and a prerequisite for “advanced” motives
(Kotler et al., 2022). This progressive emergence suggests a sequential process of motivational fulfillment
is summarized in the hierarchy of human needs that influence behaviour that correspond to social needs,
such as Belongingness (group acceptance, friendship), Esteem (Status), and Self-actualization (self-
fulfillment). However, the Physiological and Safety needs must be satisfied first (Freud, 1989). Hence,
absolute or basic, needs are described as something required for a person to survive and lead a healthy
existence, as well as to feel content and have purpose in life. Understanding these fundamental drivers is
crucial for deciphering consumer behaviour, as unmet basic needs significantly influence purchasing
decisions and overall well-being. Furthermore, the interplay between these absolute needs and an
individual's psychological state often gives rise to latent motives, which operate beneath conscious
awareness (Kropff, 1971). Therefore, latent motives are to the consumer: 1) Unknown (subconscious); 2)
Reluctant to admit them publicly (socially unwelcome); and 3) Difficult to explain because these
motivations are bound to one's own self-perception and social goals; compared with the manifest motives,
which are freely admitted and known to the individual (Berelson and Steiner, 1964) (Dimitriu and
Guesalaga, 2017) (Mothersbaugh et al., 2024) (Rondoni et al., 2020).

Perception

According to (Berelson and Steiner, 1964), understanding how individuals interpret their context is quite
important while studying consumer behaviour. It is the process by which an individual chooses, arranges,
and evaluates the stimuli (information) they are exposed to in order to construct an impression of the
outside world is known as perception, while creating a cohesive mental image of the stimuli that are
around them, impacted by both internal and external variables (Skinner, 1978). Assigning interpretations
to these stimuli or causes in relation to the "why" inquiry or the direct causes of consumer behaviour is a
component of perception (Kotler et al., 2022). By contrast, motivation, emotions, and positive or negative
reinforcements have an impact on the various variables that stimuli in perception have. Similarly,
additional perceptual phenomena are thought to be based on the interactions between the elements
(Rock, 1984). Moreover, external variables and other stimuli that can cause “noise” in the delivery of
messages, the approach will be determined by the value offered, its benefits, the market and the
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personality of both the product and the consumer (Goldiamond, 1958) (McDonald and Oates, 2006).

WCes in contact with a sensory receptor, exposure takes place (Encyclopedia Britannica, 2025). Attention
is attracted when that stimulus activates one or more sensory receptors and moves on to the next stage,
interpretation, which is the process when people give the stimulus meaning (Fill and Turnbull, 2023).
These three stages occur simultaneously. The information processed is then stored in the memory, where
it may have an impact on present and future purchases based on experiences (Lestrud,
2013) (Mothersbaugh et al., 2024) (Rock, 1984).

FIGURE 12: Perception process.
Source: (Fill and Turnbull, 2023) and (Mothersbaugh et al., 2024).

A perceptual map method is quite useful to understand how brands are perceived by customers in an
illustrative form, along the purchase decision process. A perceptual map is a visual representation in
which attributes are plotted in Euclidean space, which is the set of all n-component vectors for which
scalar multiplication and vector addition are permitted. The map makes it possible to show distances and
how customers perceive different brands, graph size and direction using vectors as attributes, and the
dimensions by which consumers differentiate between brands. Factor analysis, a perceptual mapping
technique, provides a methodical approach to extracting information about the underlying construct from
a data matrix comprising consumer perceptions of observable or tangible attributes, such as physical
features of the product and service characteristics. The length of each attribute vector graphically
represents the proportion of the variance of that attribute gathered by the map. The visual representation
of the factor-loading matrix is the attribute vectors, where the cosine of the angle between an attribute
vector and the corresponding factor is the correlation between any attribute and a factor (Carroll and
Green, 1997) (Lilien and Rangaswamy, 2004).

Self-Concept

Self-concept is based on how individuals perceive themselves. This depends on the reactions of others;
that is, perfection depends on the image captured in accordance with what the individual wants to project.
Thus, if an individual achieves the Ideal Self, it is because it has improved the Real Self, and the perceived
image of others is satisfied. Therefore, the positive reactions of others dictate an individual's behavior.
Purchase behavior is linked to an individual's perception of themselves and how they would like other
people to perceive them; in these cases, there is a discrepancy due to not reaching the Ideal Self (DiCaprio,
1983) (O'Brien et al., 1977).

Consumers choose brands to align with their desired social perception, seeking an enhanced Ideal Self
that is congruent with their Real Self to avoid cognitive dissonance (Horney, 1950). Discrepancies between
these selves create conflicts, influenced by social perceptions (DiCaprio, 1983). A persistent gap can lead
to a pseudo-real self, causing frustration (Freud, 1989). This psychological dynamic significantly
influences consumer behaviour as brands serve as symbolic resources for building and projecting identity
(Birdwell, 1968) (Landon, 1974) (Tian et al., 2001).

The influence of reference groups and the degree of visibility of the purchase process are determined
when the product is publicly consumed (observed by others). In the context of consumption, it can be said
that a product purchased will be visibly noticeable but also the brand’s personality associated to the
individual. The self-congruity model implies that a person will select a specific product whose image
resembles and reflects the consumer’s self-image and represents what they would like to be or what they
consider socially acceptable (Bearden and Etzel, 1982) (Hughes and Guerrero, 1971) (Sirgy, 2018).

Numerous studies (Evans, 1959) (Parmer and Dillard, 2015) (Shende, 2014) (Westfall, 1962) have looked
into the connection between a consumer's personality and their car. An individual's self-concept is their
personal identity, encompassing everything known about them, including central components that define
who they are. An individual's personality and behavior are shaped by both internal motivators and
external factors like environment and context that lead to internal experiences. In terms of consumer
behavior, a person's motives and self-concept influence the symbolic value they attach to products they
buy. Ultimately, the self-concept is unique to each individual's personality, which establishes a
relationship between the consumption pattern and the characteristics of the purchase (DiCaprio, 1983)
(Grubb and Grathwohl, 1967) (Ilieva et al., 2002).
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Why People Buy

Purchasing is an intentional activity motivated and driven by the belief that one of the consequences of
the purchase will be satisfaction. In this attempt to seek satisfaction through purchases, consumers
become sensitive to the contrasts of the true human condition and the reasons for the discrepancy
between the Real and Ideal Selves, prioritizing numerous evolving goals, structured by
preferences, that directly influence product selection. Importantly, purchasing is not an isolated
event and is not just about personal needs; it is a social act, signaling the consumer's status, values, and
desired self-image within a broader consumption system. Needs, as desires, drive product acquisition to
achieve goals and satisfaction, forming the basis of the commercial theorem: “Desiring something is a
necessary condition for buying it, and not desiring it is a necessary condition for not buying it” (Barden,
2012) (Kotler et al., 2022) (O'Shaughnessy, 1989).

To summarize, Figure 13 illustrates that purchase decisions are based on extrinsic factors (O'Shaughnessy,
1989).

FIGURE 13: Consumer choice criteria.
Source: (O&#39;Shaughnessy, 1989).

These range from social and self-enhancement aspects to monetary and time sacrifices and, finally, to
managing purchase-related risks. This leads to consumer satisfaction, after they have used the product
and the experience has met their needs and ultimate goals. If the brand (car manufacturers) offers and
exceeds the consumer expectations, it would result in a retained customer, in other words, a loyal
customer (Fill and Turnbull, 2023).

Research Method
The methodology for researching latent purchase motives regarding Chinese light vehicles involves the
strategic application of a well-designed survey instrument. While overt factors might be evident, a survey
can uncover deeper, often unstated motivations, such as the desire for status or signaling perceptions of
value beyond just the price tag, to go beyond surface-level queries and explore behavioral, psychographic,
and attitudinal aspects that respondents might not be immediately aware of, revealing unstated or
perhaps subconscious drivers of preference - the latent motives of purchase (Hulland et al., 2018)
(Reutterer and Dan, 2022) (Stewart, 1981).

The design methodology, with an approach believed to be connected to the earlier theoretical framework,
was implemented by developing and applying an instrument intended to understand the motives and
perceptions regarding Chinese car manufacturers in Mexico. Nevertheless, we acknowledge that the
findings on long-term reliability and after-sales service are particularly vulnerable to this generalization
limit, as these factors are highly dependent on local dealer investment and infrastructure, which vary by
city. To mitigate this, we frame our study as a critical case analysis that establishes a foundational
explanatory model for how quality perception is formed in a key secondary metropolitan market. Future
research is recommended to test this developed model in the three major automotive clusters (Mexico City
[center], Monterrey [north], and Guadalajara [west]) to confirm external validity.

Questionnaire design
This study utilized a carefully designed questionnaire, ensuring clarity and relevance to enhance
reliability, in order to explore the perception and preferences regarding Chinese car manufacturers (see
Appendices). The instrument, applied between May and June 2025, is divided into two parts of questions:
1) Perception - how Chinese cars are perceived; and 2) Preference, of segments and brands, to uncover
latent motivations for purchase. Questions were based on a number of attributes defined after an informal
survey of 50 participants at light vehicle dealerships in the city of Xalapa, Mexico, during the period
January-March 2024, for both “Western” and Chinese manufacturers. To strengthen the questionnaire, we
applied Cronbach's alpha to ensure the reliability of the items. We obtained a Cronbach's alpha of 0.9442,
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which indicates an excellent level of internal consistency and reliability for a measurement instrument,
meaning the items are highly correlated and effectively measure the same underlying construct.

Regarding the design of the preference section, disguised questions were included to conceal the study’s
objective, which was to evade or subtly craft inquiries that elicit responses offering crucial information
about the client's actual beliefs or intentions. Because our goal is to “dissect” the responses, the questions
should be precise. Using a questionnaire enables us to obtain opinions and points of view that are
extremely close to the truth while avoiding “Why” questions, which (Kropff, 1971) claims cause negative
reactions, such as anxiety, in those surveyed. The study of perception was conducted through perceptual
mapping (multidimensional scaling), a visual representation of an individual's perceptions related to
product attributes (Berelson and Steiner, 1964) (Mothersbaugh et al., 2024) (Rock, 1984).

Sampling and data collection
The target population comprised individuals in possession of a light vehicle, or in any stage of the
purchase decision process, regardless of the segment, in the state of Veracruz, Mexico. The capital of the
state, Xalapa, is the second city in Mexico with the greatest number of vehicles in daily circulation,
200,000 (Diario de Xalapa, 2024), with a population of around 500,000 (DataMexico, 2025). The survey was
distributed online using the platform Google Forms, in Spanish, through a previously acquired email
dataset. A total of 267 usable responses were collected and considered practically and statistically
significant (Hair et al., 2014), surpassing the calculated sample size (n = 246) determined following the
formula for infinite sample size, with a confidence level (z) of 95%, an estimated population proportion (p)
of 0.2, and a desired margin of error (e) of 0.05.

The methodology is deemed appropriate and related to the previous theoretical framework and context in
the Mexican light vehicle market. An Excel spreadsheet was used to preserve the data gathered for later
management, cleaning, and formatting.

Data 
Information gathered summarizes attributes defined by participants through the informal in-site survey:
price, safety, technology (equipment), service (post-sale), and novelty (how new or old the brand is
perceived). Participants were requested to answer the questions and evaluate the Chinese car
manufacturer based on these attributes, in order to understand and visualize their perception of the
brand, along with the sentence completion question to unveil the latent motives of purchase. The answers
are rational in nature, that is, about intrinsic elements of the product’s passive or active characteristics,
which are the ones of interest to this study.

For both sections (perception and preference), a qualitative analysis of the data collected was performed.
The final dataset was cleaned using spreadsheets by removing duplicates, null values, and inaccurate
entries - a total of 36, as shown in Table 4. The dataset (n = 267) was formatted appropriately to match the
type of information and then presented with an in-depth analysis of the qualitative responses. Finally, the
gathered data was visualized using Excel to create pie, line, and bar graphs, and the marketing engineering
software Enginius® (DecisionPro, 2025) to create perceptual maps to visualize the results. Data analysis
led to conclusions regarding the research questions (RQs) described previously, in order to verify their
rejection or acceptance.

Number of items captured Invalid items Sample size Period of collection

303 36 267 May-June 2025

TABLE 4: Summary information obtained from the online survey.
Source: Author.

In the case of the perception study, the dataset was arranged and summarized, including all the
participants’ answers, as an average of the questions regarding the evaluation of the ordinal variables
arranged as an evaluation of the attributes (rows), compared to each brand (columns). The factor analysis
procedure was used as mapping technique for the perception research, where the responses were managed
and analyzed into a new dataset through Enginius®.

Results And Discussion
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The results section summarizes and presents the significant findings of the present study. 

Perceptual map
The perceptual map’s brand distances show how similar the brands are perceived to be. Closely spaced
offerings are viewed as similar to one another, whereas widely spaced offerings are viewed as distinct. The
selected dimensions that consumers typically use to distinguish between offerings are the axes of
perceptual maps. The meaning of each axis can be inferred from the attributes aligned near it. The
importance of each axis in explaining customer perceptions is indicated by the variance it explains. A two-
dimensional visualization was required, as the first two dimensions of the perceptual map explain 99.0%
of the variance in the data (Table 5).

 Variance explained Cumulative variance

Dimension 1 95.4% 95.4%

Dimension 2 3.6% 99.0%

Dimension 3 0.5% 99.5%

Dimension 4 0.4% 99.9%

Dimension 5 0.1% 100.0%

TABLE 5: Variance and cumulative variance explained by dimension.
Source: Author.

Furthermore, Figure 14 illustrates the two-dimensional perceptual map after a cleaning, gathering, and
analyzing process in Excel for the survey results, resulting in a summarized table to be further run online
in Enginius® through the positioning model, divided into two-dimensional relations, which are the
dimensions with the most cumulative variance, 99%. Also, attributes going in the same direction indicate
that they are positively correlated.
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FIGURE 14: Perceptual map: Attributes in first and second dimensions.
Note: Figure created with Enginius®, vectorized with Adobe® Illustrator.

Source: Author.

VW, Volkswagen

Two clusters are quite identifiable. First, the “Western” cluster is on the right side of the graph. The closer
the brands are to each other, the more the area is perceived as equal, as in the case of Honda and Hyundai
in terms of “Price” and “Safety,” as affordable and relatively safe. In the case of Toyota and Volkswagen,
both are perceived as expensive with good post-sale service. Almost all of the “Western” brands are
perceived as old.

Moreover, the Chinese cluster, on the left of the graph, is quite compact. The brands are close enough to
each other, meaning that consumers perceive almost no difference between them, particularly Chirey and
Geely. In general, Chinese brands are perceived as new, with JAC perceived as the oldest Chinese brand.
Also, all the Chinese brands are perceived as affordable. “Price” is the attribute best evaluated in the
perception values.

However, all Chinese manufacturers are quite far from the “Service” and “Safe” vectors. “Service,” in
reference to assistance, maintenance, repairs, customer support, and warranty services, is poorly
perceived for all the Chinese brands. MG Motor is the best evaluated in terms of average perception across
all attributes; however, along with JAC, it is perceived as one of the oldest Chinese brands. In terms of
“Safe,” all of the Chinese brands are perceived as unsafe, away from the direction of the vector.
Furthermore, the longer the vector is, the better the attribute is captured by the two dimensions. Our
empirical findings demonstrate that Chinese automotive brands face substantial, measurable deficits in
two critical areas of consumer perception compared with established Western competitors: Safety and
Service. Specifically, when measuring perceived safety (on a 9-point scale), Western brands achieved a
high mean score of 7.15. This results in a massive 3.59-point perception gap relative to Chinese brands,
which scored significantly lower, with a mean of 3.56. Similarly, the perception of the After-Sales Service
Network reveals a critical deficiency: Western brands attained a mean score of 6.82, whereas Chinese

Cureus Journal of Business and Economics

2025 Espinoza et al. Cureus J Bus Econ 2 : es44404-025-09577-y. DOI https://doi.org/10.7759/s44404-025-09577-y 16 of 24

https://assets.cureusjournals.com/artifacts/upload/figure/file/31793/lightbox_4faee120772d11f0910e499706bc9ddc-Figure14.png


brands scored only 3.48. This 3.44-point disparity in service perception confirms that the initial appeal of
Chinese technology and price is severely undermined by tangible and psychological resistance rooted in
long-term reliability and support skepticism. These gaps emphasize the core challenge that Chinese
automakers must overcome to foster sustained market loyalty.

This can be confirmed with Table 6, where the means and standard deviations (SD) of the attributes are
displayed. Additionally, the perceptual data is summarized in Table 7. Values of Chirey, Changan, and
Geely fall less than one SD from the mean in terms of “Price,” “Safe” (safety), “Tech” (technology), and
“Service.” Regarding “New” (novelty), the same Chinese brands, along with Omoda, are significantly above
the average perception (+1 SD).

Attribute Mean Standard deviation

Price 5.229 1.941

Safe 5.636 1.881

Tech 6 1.086

Service 5.393 1.785

New 5.071 2.078

TABLE 6: Mean and standard deviation for the five attributes.
Source: Author.

 

Attribute Changan Chevrolet Chirey Geely Honda Hyundai JAC Kia Mazda MG Motor Nissan Omoda Toyota VW

Price 2.3 6.4 2.5 2.9 6.3 6.3 3.4 6.3 7.6 4.2 6.6 3.8 7 7.6

Safe 3.1 6.4 3.4 3.3 6.9 6.9 3.8 6.8 7.3 4.2 6.9 3.9 8 8

Tech 4.3 6 4.9 4.6 6.5 6.5 5.2 6.9 7.4 5.4 6.6 5 7.4 7.3

Service 2.9 6.6 3.1 3.2 6.4 6.4 3.7 6.2 6.8 4.3 7.3 3.7 7.5 7.4

New 7.7 2.4 7.4 7.7 4.8 4.8 6.4 5.1 4.3 5.9 2.4 7.3 2.7 2.1

TABLE 7: Perceptual data overview.
Source: Author.

VW, Volkswagen

Nevertheless, JAC, MG Motor, and Omoda fall within one SD from the average perception (mean) in all the
previous attributes: safety, technology, and “Service.” This suggests that they are perceived as the most
expensive, the safest, with more technology and better post-sale service among the Chinese brands.
However, only the “Price” and “New” attributes are considered positive, as the other values are lower than
the mean, while all the “Western” brands fall within one SD in all five attributes.

Therefore, only the oldest Chinese brands, MG Motor and JAC, falling within one SD from the mean, were
well evaluated in terms of perception across the five most important attributes for light vehicle consumers
in Mexico.

To summarize, Figure 15 shows a histogram of brand positions. It is noticeable that the Chinese
manufacturers are well perceived according to the attributes: “New” (scale from 1-Old to 9-New), Figure
15a, illustrating Changan, Geely, and Chirey; and “Price” (scale from 1-Affordable to 9-Expensive), Figure
15b, where the previously named Chinese brands are perceived as the most affordable.
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FIGURE 15: Attributes histograms.
Source: Author.

VW, Volkswagen

However, Chinese manufacturers are not well perceived in terms of “Safe” (scale from 1-Unsafe to 9-Safe),
as shown in Figure 15c; “Service” (scale from 1-Worst to 9-Best), shown in Figure 15d; and “Tech” (scale
from 1-Least to 9-Most), shown in Figure 15e. In all three of these attributes, particularly Changan, Chirey,
and Geely are the worst-evaluated Chinese brands.

Preference
Furthermore, almost 46% of respondents prefer an SUV, while 31.6% prefer a compact model, as illustrated
in Figure 16 - a segment dominated in recent years by Nissan and Chevrolet. Only a few Chinese
manufacturers participate in this segment; MG Motor is gaining market share quite fast with the MG5.
This aligns with the market trends and current offers of manufacturers. Less than 7% prefer a subcompact
model, clearly a segment in decline (Figure 2), with the fewest models available. The Chevrolet Aveo,
manufactured in China, and the Kia K3 are the most sold models in a segment represented by only a few
Chinese models, such as the MG Motor MG3 (10th most sold model and the most affordable one), as
previously shown in Figure 8.

Finally, Figure 17 illustrates Volkswagen (VW) as the most desired brand, with 13% of respondents,
followed closely by Toyota at 12%. Most manufacturers obtained less than 3% as a desired brand. No
Chinese light vehicle manufacturer was selected.
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FIGURE 16: Segment preference.
Source: Author.

SUV, Sport Utility Vehicle

FIGURE 17: Most desired brands.
Source: Author.

VW, Volkswagen

We argue that the perception of Chinese cars among Mexican consumers is influenced by larger
characteristics such as novelty, affordability (price), and tech-forward (equipment), steadily gaining
market share yearly since the “second wave” introduction in 2019. Nevertheless, aggressive marketing
strategies have allowed Chinese manufacturers to capture a sizable portion of the Mexican light vehicle
market, such as reporting vehicle sales to the Mexican Association of Automobile Dealers (AMDA) and
INEGI as real sales. Also, imported cars from China are reported as sold. However, those reported cars
have not yet been sold to the final consumer. These vehicles are afterwards, even months later, marketed
as used vehicles. Moreover, the warranty (a powerful sales incentive) takes effect when the vehicle is
reported as manufactured rather than when the car is sold to the final customer (AutoDinámico, 2025)
(Maldonado, 2025).

Therefore, the authors agree on the results obtained, as the objective and goals of the study were met,
according to the state of the art and the methodology designed and observed. Finally, few studies were
found on the perception of Chinese cars (He and Thøgersen, 2017) (Liu et al., 2018) (Mamedov, 2020) (Zhu
et al., 2012); however, they refer exclusively to the Chinese and Russian markets. Additionally, industry
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reports confirm the aggressive market penetration of Chinese light vehicles across key emerging markets
in 2024. In Brazil, manufacturers accounted for an 11% share of the passenger car segment. This
dominance is projected to intensify across the region, with Chinese imports forecasted to account for 24%
of the total South American market. Additionally, Chinese brands have secured a significant 9% market
share in Africa's automotive hub, South Africa, highlighting their broad regional success. These markets
are mainly dominated by BYD (electric), Chery, GWM, Changan, and JAC. No literature exploring the
perception of Chinese cars in the Mexican market was found.

Limitations of the study
The study is primarily constrained by its geographic focus, as data collection was limited to the state of
Veracruz, specifically Xalapa. However, it is the second city in the country with the greatest number of
vehicles in daily circulation. Another significant limitation is the exclusion of several key vehicle
segments, including electric, hybrid, luxury, and pickup models. By focusing only on SUVs and compact
cars, the research misses insights into the rapidly growing “green” tech sector led by brands like BYD. This
omission restricts the analysis of how premium features or environmental concerns might drive consumer
motivations differently. However, the study focused on the three segments with the most sales.
Additionally, the study notes a complete lack of existing literature regarding Chinese car perceptions in
Mexico. This forced a heavy reliance on studies from the Russian and Chinese markets, which may have
different cultural and economic drivers. Finally, the findings represent a specific time snapshot from late
2024 to early 2025, which may not capture long-term market shifts, as the Mexican automotive market is
in a “second wave” of rapid transformation, perception of brand reliability and “newness” could shift
significantly within just a few months. 

Conclusions
A recent study explored Mexican consumer perceptions of Chinese light vehicles, which are rapidly
gaining market shares in the SUV, compact, and subcompact segments. The findings reveal a market
divided into two clusters: a “Western” cluster, associated with established brands and reliable service, and
a "Chinese" cluster linked to novelty and affordability. While affordability is a major draw for consumers,
the study identified a significant lack of brand identity for new Chinese brands, such as Chirey and Geely.
Overall, the primary appeal of Chinese cars was their newness and competitive pricing (RQ1).

Despite their affordability, Chinese automakers face significant challenges in overcoming negative
perceptions of safety, technology, and after-sales service (RQ2). These factors are critical for Mexican
consumers, with safety being the top priority. The study found that brands such as Changan, Chirey, and
Geely are often viewed as less safe and lacking technological sophistication and adequate warranty
support. The study suggests that for Chinese automakers to achieve long-term success in the Mexican
market, they must focus on building consumer trust by demonstrably improving product quality,
strengthening after-sales support, and adopting more transparent business practices. The long-term
success of Chinese light vehicle manufacturers in Mexico requires a strategic pivot from the current price-
value advantage to addressing the severe safety and service deficits. Closing this perception gap requires
tangible infrastructure investment to build trust-reliability and foster long-term consumer confidence.
Chinese automakers must mandate dealer investment in certified after-sales service centers and
guarantee rapid relief through a 48-hour localized parts supply chain to mitigate the long-term ownership
anxieties of consumers. Simultaneously, brands must aggressively seek and publicly promote high Latin
New Car Assessment Programme safety certifications (in the case of the Mexican market) for all models,
directly countering the “Country of Origin” perception gap. Finally, offering transparent warranty
programs that meet or exceed Western manufacturers can convert initial skepticism into durable market
loyalty in the long-term. 

Future scope
In order to better understand the distinct market drivers of previously excluded vehicle segments, such as
electric, hybrid, and/or luxury models, future research should broaden the study's scope. Examining the
effects of domestic Chinese electric brands may provide vital information on how consumers view green
technology in contrast to conventional engines. Furthermore, a more representative understanding of
national attitudes would be ensured by expanding the geographic focus beyond Xalapa to major urban
centers, such as Mexico City or Monterrey. These regional differences are crucial for creating all-
encompassing marketing plans that consider market’s varied brand availability. 

Future research could look into whether consumers can tell the difference between a Chinese brand and a
“Western brand made in China,” as some “Western” brands (like Chevrolet [GM]) shift production to China
to cut costs. Future research could also examine how newer brands can shift from being perceived as
inexpensive novelties to aspirational status symbols by delving deeper into the psychological “Ideal Self”
and “Self-congruity” models to observe how these companies could turn novelty into aspirational status
or prestige, creating psychological brand identity. Moreover, since current literature mostly focuses on
Russia or China, a comparative study between other top export destinations) could reveal if the “Western
vs. Chinese” cluster pattern is a global phenomenon. Finally, building long-term brand loyalty requires an
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understanding of the transition from subconscious emotional connections to rational purchase motives,
such as price, followed by a longitudinal analysis of post-sale service to monitor whether the negative
perception changes in the following years.

Appendices
The following Tables 8-10 present key questions from the survey designed to understand how Chinese car
brands are perceived in Mexico.

Please select values from 1 to 9, with 1 being the lowest and 9 being the highest, for each row.

 Changan Chevrolet Chirey Geely Honda Hyundai JAC Kia Mazda MG Nissan Omoda Toyota VW

Price               

New               

Safety               

Service               

Technology               

TABLE 8: Questionnaire used in the survey (Q1).
Source: Author.

VW, Volkswagen

Please select one.

Which one do you prefer? SUV Compact Subcompact Luxury Sports Pickup Minivan

TABLE 9: Questionnaire used in the survey (Q2).
Source: Author.

SUV, Sport Utility Vehicle

Please select one

BAIC Bestune Changan Chevrolet Chirey FIAT Ford Geely Honda

Hyundai JAC Jaecco Jeep Jetour Kia Mazda MG Mitsubishi

Nissan Omoda Renault Seat Suzuki Toyota VW Do not know  

TABLE 10: Questionnaire used in the survey (Q3).
Source: Author.

BAIC, Beijing Automotive Industry Corporation; VW, Volkswagen
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