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Changing Motives towards Cars in the Younger Generation

Michael Bahles — Gina Cook
michael.bahles@vse.cz; gina.cook@vse.cz
Department of International Business, Faculty of International Relations, University of
Economics in Prague
Prague, Czech Republic

Abstract: The car market is fundamentally changing. Especially in the younger generation,
the role and importance of cars is being questioned. There are new technological
developments like e-mobility and autonomous cars as well as new business models such as
Uber and car sharing offerings that may make purchasing a car obsolete for the younger target
group. The intention of this paper is to identify the role and importance of cars in the younger
target group and to explore current motives for buying a car. In order to identify the
fundamental motives for purchasing a car, a psychological research study was conducted with
bachelor’s and master’s degree students originating from several different countries. The
research methods that were used include in-depth focus groups and one-on-one interviews.
The research methodology is based on the psychological concept of “morphology”.
Morphological psychology leverages the “theory of Gestalt” to understand the underlying
fundamental and often unconscious, motivating forces behind brand and product decisions
(Ziems, Journal of Advertising Research, 2004). The research results contribute to
identification of the importance of cars in the young generation and their relevant motives for
buying a car today. The results have implications for marketers within the automotive
industry as they consider potential new car concepts as well as for communications in the
marketing of cars in the international context.

Keywords: car marketing, international marketing, motivational research, consumer behavior

JEL Classification codes: B30, F10

INTRODUCTION
The car industry is fundamentally changing. Therefore, it is under great pressure to develop
technologically further in the areas of e-mobility, autonomous driving, new mobility and car
sharing concepts (Sprick 2016). But this seems to be a rather general sentiment within the
industry for the obligation to change rather than an evidential demand from consumers.
Therefore, the purpose of this article is to identify the relevance of new developments within
the automotive market, especially in the young generation. There is the hypothesis in several
articles that the importance of cars for the younger target group is diminishing (Belgiawan et
al. 2014) but there is only limited research, known to the authors, focused on an in-depth
understanding of the role of cars in the young target group and their holistic motivations
towards cars. Therefore, this research includes the following questions: Are cars still relevant

in the life of the young target group, and if so, what are the fundamental motivations for
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having one? What aspects of a car are important and what are the underlying motives of car
ownership? In addition, the research briefly examined whether there are international

differences in the relevance of a car and in the associated motivations.

1 LITERATURE REVIEW

Over the past few years, the automotive industry has been experiencing a variety of
opportunities and challenges. For example, in 2015, U.S. auto sales experienced record
growth while in other markets, particularly in developing countries, sales were flat or
declined. Meanwhile automotive companies are investing a lot of time and money in new
technologies and ideas that are or have the potential to change the industry. Examples include
the connected car, a fully WiFi capable machine which may enable infotainment, apps, car to
car communication, location and traffic services and also diagnostics and repair; the
intelligent car, many of whose features are already present in today’s cars, e.g. self-parking,
self-breaking, engine and throttle controls, automatic accident avoidance features and
adjustment of speed based on road conditions; and the intelligent car leads us to the emerging
concept of a fully autonomous vehicles (PwC 2016 Auto Industry Trends). The automotive
industry, like all others, is also affected by a wide variety of external environmental variables
and trends. One key actor in the equation is the consumer, i.e. the product user or driver. It
has long been critical for automotive experts and those in transport in general to understand
when, how and why cars are used, or not. Traditionally, a car has been thought of as a means
of transport; however, over time the situation has developed and the needs and wants of
consumers have become more diverse. Researchers of course want to understand the motives
for car use and ownership.

Most published studies have looked at demographic and/or economic variables and their
respective influence. For example, Lave and Train (1979) studied the influence of purchase
price, age and number of household occupants on car selection. In 1985, Mannering and
Winston did an empirical analysis of household car ownership and utilization, and looked into
the influence of purchase price and operating expenses. In a 2009 study, Bhat, Sen and Eluru
examined the impacts of household demographics and vehicle characteristics, and gasoline
prices on car ownership and use.

Steg et al. (2001, 2004) differentiate between three types of motives: instrumental, symbolic
(or social) and affective. Instrumental motives relate to the convenience or lack thereof caused
by using the car, i.e. things such as speed, safety, flexibility, etc. Symbolic motives relate to

people’s expressing themselves via their car, for example their personality, or social status.
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Affective motives refer to expression of emotions related to the car or its use, for example, the
joy of driving. While some earlier authors have emphasized the importance of social and
affective motives (e.g. Flink 1975; Sachs 1983; Marsh and Collett 1986), there was not a lot
of empirical evidence available on these types of motives up to the last decade, as they were
not explicitly studied (Steg et al. 2004). A 2001 study by Steg et al. found that symbolic and
affective motives are expressed more clearly when the aim of the research task has not been
too clearly identified to the study participants. This infers that people may be unwilling to
admit such things when directly asked. Recently, there have been several studies focused on
symbolic and affective motivations associated with automobiles; examples include:
psychosocial benefits associated with vehicle transport (Ellaway et al. 2003); teenagers and
prestige gained through clothes and car ownership (Suitor et al. 2003); various instrumental
and affective motives associated with commuting to work and also for leisure driving trips,
and identification of various positive emotions such as excitement, a sense of freedom and
lack of stress associated with the latter (Anable and Gatersleben 2005); personality
stereotypes being associated with particular automotive brands (Fischer 2009); effect of
premium versus common car ownership on attractiveness of both genders (Dunn and Searle
2010); materialistic individuals being uninterested in purchasing energy efficient automobiles
(Gatersleben 2011); big and powerful automobiles perceived as success symbols and their
owners enjoying a sense of enthusiasm and pride in the driving experience (Garling et al.
2013), among others (Sefara et al. 2015).

If we take a bigger picture view of the current situation, one can say that “Today’s economies
are dramatically changing, triggered by development in emerging markets, the accelerated rise
of new technologies, sustainability policies, and changing consumer preferences around
ownership. Digitization, increasing automation, and new business models have revolutionized
other industries, and automotive will be no exception. These forces are giving rise to four
disruptive technology-driven trends in the automotive sector: diverse mobility, autonomous
driving, electrification, and connectivity” (Gao et al. 2016). While there is wide agreement
that the automotive industry has been experiencing dramatic changes and is currently ready
for major innovation, there is still no common view on what that will be or include, or how
the situation will look in the next decade. Given the potential for significant industry change
in the near future, the large size of the Millennial generation and their entrance into the
workforce, as well as the conflicting trends on car use across the globe, the authors see a need
to better understand the younger generation’s current attitudes and motivations with respect to

automobiles.
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2 METHODOLOGY
In order to identify and gain an in-depth understanding of the overall importance of cars in the
younger target group and to find the fundamental motives for having a car, the authors
conducted some qualitative research. They utilized both focus-groups and one-on-one
interviews as their research collection methods; the average length of each type of session was
1.5 hours. The research was conducted between November 2013 and January 2017. Overall,
eight focus groups and five one-on-one interviews were conducted (n = 50). The authors
elected to use university students enrolled in business-oriented bachelors and masters
programs as they represent a subset of the millennial cohort that will soon be entering the
workforce and thus acquiring the financial means to make a car purchase (in the near-term
future). The research was conducted at the University of Economics, Prague. The age of the
participants ranged from 19 to 26 years. The sample was equally female and male, and
originated from both urban and suburban areas. The students originated from the following
countries:  Canada, China, Czech Republic, Finland, Germany, India, Italy, Mexico,
Netherlands, Peru, Poland, Portugal, Russia, Slovakia, Sweden, Taiwan, Turkey, Ukraine,
United Kingdom, USA, and Vietnam. The sample was thus very diverse in terms of
nationality; however, it was homogenous in that participants are millennials currently enrolled

in business-oriented bachelors and masters programs.

Tab. 1: Overview of the research sample

Sample Age Gender Residence Place of Origin

Bachelor and master 19 - 26 years 50% male 70% urban CA, CN, CZ, DE,
degree students 0 0 FI, IN, IT, MX, NL,
50% female 30% suburban PE. PL, PT, RU,
SK, SW, TK, TW,
UA, UK, US, VN

Source: authors

The research concept behind this qualitative research was the psychological theory of
“morphology”. This is a psychological concept founded at the University of Cologne in the
tradition of in-depth psychology; it incorporates aspects of Gestalt psychology,
phenomenology and psychoanalysis (Ziems 2008; Fitzek 2008). The theory is based on
psychological tensions that work together to influence and direct human experience and
behavior (Black 2017). These tensions are uncovered through morphological intensive
interviews (one-on-ones and focus groups), a unique qualitative methodology that encourages
open and flexible discussions within the context of a closed conceptual framework (Lonneker
2007; Dammer & Szymkowiak 1998). The aim of this psychological approach is to go as

deep as possible in the qualitative research in order to thoroughly understand the actual
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motivation concerning a certain topic, like a product or a brand. This psychological approach
is less about measuring (statistical representativeness) than thoroughly understanding the
researched topic (psychological representativeness), (Griinewald 1998; Lonneker 2007).
Similar to other qualitative research methodologies, interpretative analysis involves an
iterative process to distil data into a common set of psychological themes or tensions
(Dammer & Szymkowiak 1998). When combined, these psychological tensions provide a
framework for systematically understanding the fundamental human needs (Melchers 1997).
As a conceptual framework to summarize the research results, the morphological approach
uses a so-called “hexagram” of six key dimensions that holistically describe the fundamental
human needs. Within the conducted research, we used this model to show the psychological

motivations for having a car in the young age group.
Fig. 1: Fundamental psychological dimensions in the “hexagram”

Effect Expand

N

Transform

Acquire €

Order Support

Source: Black 2014

Black (2014) describes the six psychological dimensions as follows: Acquire: The human
need for safety, continuity and the desire to hold on to what has been acquired. Transform:
The human need for change, dynamics and the desire to abandon safety for movement. Effect:
The human need for individual intent, personal preference and the desire to influence through
action. Order: The human need for rules, regularity and the desire to adapt social expectations
and structures. Expand: The human need for achievement, ideals and the desire to attain new
levels of accomplishment. Support: The human need for skills, resources and understanding

of our individual limits and limitations.
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3 RESULTS
Overall description of the research and the role of cars
The atmosphere during the focus groups and interviews was very relaxed and harmonic.
There was neither great excitement about the topic, nor a negative attitude or criticism.
Everybody could easily participate in the topic, though the knowledge about cars differed.
Thus, cars seem to be (still) an all-around and present topic, and have a reason to exist in the
young target group (“Cars still have a primary role society.”; “Cars are still important for

’

many people.”; “I like my car a lot.”). But particular knowledge about cars was not very
existent, i.e. it was less than one might think of young people normally knowing about recent
technological developments and trends (“/ don’t know much about cars.”). Most of the
students had a driving license in all the 21 explored countries, but not everybody actually
drives regularly, especially if they live in a bigger city (“I have a driving license but I do not
drive much. In the city, public transport is sufficient.”). FOr most participants, a car no longer
seems to be the most important product to have (“I thought about buying a car, but then I
spent it [my money] on a trip to Australia to do Work & Travel.”). But there were certain
international differences about the role and importance of cars. In Northern Europe like
Germany, the Netherlands and Scandinavia, cars now seem to be less important and

’

fascinating (“It’s not a big deal for our generation.”; “It’s not so important like 10 to 20
years ago.”). In Italy, on the other hand, or other South European countries as well as Latin
America and Central Europe, cars still have great importance for practical reasons but also as
status symbols. In these regions especially, a car represents one of the most important
products you can own and is thus a social status symbol (“In Italy a car is still very
important. It shows what you have achieved.”; “You can impress with a car.”). After the
identification of the overall relevance of cars in the young target group, the particular motives
for having a car were explored and analyzed. The overall motivational dimensions can be

summarized in the holistic research model of the hexagram below.
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Fig. 2: Overall motivational dimensions for having a car

Driving
experience Self-expression
N
Nostalgic Future
fascination possibilities
v
Practicality Economies

Source: authors

Practicality: The interviews were dominated by a down-to-earth reasonability and
pragmatism. Cars still have their certain practical role for being more independent and mobile,
but a great excitement and fascination is somehow missing. This was especially true in the
Northern European countries like Germany and Scandinavia (“/ don’t need a car anymore”;
“I have a driving license, but I don’t need a car right now”). For that reason, a car seems to
be more like a functional tool that helps you in everyday life (“In Scandinavia you need a car,
it is more like a tool to go from A to B.”). Another apparently relevant aspect in the young age
group is the necessity that cars are easy to drive and park. Many stated that they feel insecure
driving and especially parking because of their lack of experience (“4 parking assistant
would be good.”).

Driving experience: Only if you ask openly about the general associations and images of a
car that they have in mind do topics and aspects like freedom, independence and driving
pleasure occur (““I love to drive, especially with my friends.”). That sentiment was consistent
over all groups (over time, age groups and countries). The experience of driving itself gives a
feeling of relaxation and enjoyment. For this, music in the car plays a crucial role ( “I listen to
very loud music in the car. ”; “We sing in the car.”). Driving is also an expression of personal
freedom and independence. Many students were therefore looking forward to having their
own car, especially in emerging markets (“I was desperate to drive.”).

Future possibilities: As mentioned above, the knowledge about recent new technology was
not that deep. Everybody is aware of the future developments like e-mobility and autonomous
driving (“The Google car”; “the iCar of Apple”) but there are no individual experiences or
certain information about it. It was interesting to note that the interviewed even seemed to be
quite hesitating towards new technologies; this is rather unexpected given such a young

‘

sample (“There are still safety issues.”’; “I am not sure if it is safe.”’; “It’s a bit scary.”). And

15
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they want to keep the pleasure of actual driving ( “I would not buy it, I want to enjoy driving
by myself.”). What was very noticeable in the research are new ways of being mobile, such as
new car sharing providers (like Uber, BlaBlaCar and other car sharing applications or
providers on Facebook). These seem to be very relevant in their current life stage (“Car
sharing is a great idea.”; “I use it a lot.”’; “My friends and I use Uber a lot when we go out
late at night and public transport has already stopped or it is very infrequent. It can save us
an hour or more and it’s very cheap when we split it among us.”). Interestingly, also the topic
of environmental aspects was not directly mentioned. If it comes up, of course it is called an
important aspect but apparently it is not at the top of the target group’s mind. All research
participants were impressed by the car manufacturer and brand Tesla (“What Tesla does is
impressive.”). It can stand for the future concept of an attractive car: dynamic design,
perceived as cool and electronic mobility. But for the moment, it is not accessible for the
young group because of its price (“At the moment, they are too expensive.”; “In China, rich
people more frequently have a Tesla.”). Communications are also an area potentially
impacted by future developments. Indeed, classical television is becoming less relevant in the
young age group; rather they watch TV shows mostly online. Thus, communication channels
that can reach the target group include online ads and online video ads, for example on
YouTube and on social media in general or car blogs in particular (“/ know car commercials
mostly from YouTube.”’; “I check out products on comparison sites and blogs.”).

Nostalgic fascination: In contrast to the described future changes, there is still a certain
fascination about cars and having one of “your own” ( “My dream car is an Austin Martin.”;
“A Lamborghini is still my dream.”). These kinds of cars impressed via their beautiful,
classical design and heritage (“These are cars with a soul.”; “I like Mini and Land Rover.”).
It was stated that having their own car would rather be the case when they have the finances
to buy it themselves. First, this was because many said that driving a car is great fun
(especially with friends). And later in life, a car can (still) indicate that you are successful
(especially, in Central Europe, Asia and Latin America and also still in the US, Scandinavia
and Germany but less so). Known car brands give security and confidence in the decision to
get a car.

Self-expression: In this context, a car can also be an expression of yourself, also in order to
impress. The car should represent you and your lifestyle (“My car is an expression of my
personality.”; “My car is a part of me.”). The car should suit you and your style. Therefore,
the look and the design of the car is very important (“The design of the car is most important

’

to me.”; “The car needs to have a great appearance.”). In this context, the car should be as
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unique and individual as possible. Then, you can have an emotional bond with your car (“/
gave my car a name.”’). Concerning this dimension of self-expression, the role of brands has
some certain importance. There are particular brands that are preferred and are seen as
attractive: BMW, Audi, Mercedes, Volvo and Lexus. Overall, German cars seem be of good
reputation, and the car’s country-of-origin plays a certain role (“German cars are very
good.”; “People in my country like German cars.”). These brands give a feeling of
confidence in having made the right decision because, in many countries, it is important what
others think and say about the car (“If in China others say that you bought the wrong car, you
become very depressed.”).

Economies: However, right now, there are certain financial limitations (“/¢’s too expensive to
have a car.”; “My first association with cars is that they are expensive.”). Therefore, current
aspects concerning a car are economical ones like the absolute price of a car, fuel
consumption/fuel efficiency and maintenance costs (“Fuel consumption is very important!”;
“Gas is expensive.”). A car needs to be durable and reliable for Millennials. Overall, they
want and need maximum value for the invested money. This also expresses again the

pragmatic and down-to-earth attitude towards cars in the young age group.

4 CONCLUSIONS AND DISCUSSION
The conducted research identified certain motivational aspects and dimensions for cars in the
young target group. These findings can offer possibilities to position a car brand, emphasizing
certain aspects in the marketing communication or for the development of new product
features and new mobility offerings, i.e. concepts. For example, concerning the relevance of
economic aspects: Offering cars at a lower absolute price (below 10,000 €); offering
alternative methods of financing (low leasing and financing rates), similar to a contract from a
mobile communications provider. Also, low fuel consumption is important — with a hybrid
engine or an electronic car in the future. Car brands have a certain importance in order to
indicate reliability and trustfulness. Concerning practicality: Offering a solid and safe car
concept that is simple and affordable but is also good quality and reliable (offering low
maintenance costs). It is important to have enough space, less so for transportation than to
drive with friends and enjoy the experience. Driving experience: The car should be fun to
drive. Therefore, a solid engine is important, and the car should be big enough to drive with
friends; a contemporary music and entertainment system is also important. For this, there is a
desire to have connectivity with mobile devices. Also, having an easy to use navigation and

car control system is desired (i.e. it should be more digital like mobile devices and be like
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using an app). Future possibilities: Connectivity with mobiles devices and the Internet
(despite safety concerns) is important. The car should be fluently connected with the youth’s
life. It would be interesting for the young target group to control the car by just talking to it
(e.g. simple voice control). Also, for marketing communications, the brands and
manufacturers should use new media possibilities. In particular, YouTube is a very important
channel for online video ads (that can go viral) as well as social media like Facebook,
Instagram and Snapchat. It was indicated that Facebook is losing relevance. Self-expression:
Easy connection of mobile apps with the car is important. This will also support the aspect of
“self-expression” and individual styles. Therefore, possibilities to individualize are of interest,
€.g. a car as an accessory, expressing one’s personal style and life-concept. To enable this, the
following are of interest: a larger variety of colors, features and additional “little” personal
features relevant for the youth’s life context (e.g. more drinks holders and mobile connections
in the back of the car). Nostalgic fascination: Together with new possibilities and technical
features, a car has to look authentic, and have a beautiful and timeless car design like Mini or
Fiat 500. The country-of-origin of the car brand also plays a role with the young target group.

Of course, the conducted research has some particular limitations and thus invites the
potential for future research, for example to measure the importance and identified
motivational dimensions with quantitative research as a validation of the identified
motivations relevant to having and using a car. There is also the option to broaden the sample
size to further identify international differences. With the many upcoming changes in
technology, it would also be very germane to investigate the relevance of new technologies

and test possible car features.
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Abstract: Along with the increasing weight in today's globalized world economy, China has
strengthened its global influence. At the same time, its position in international trade has
started to become increasingly dominant. Exchanges with the European Union (EU) are also
becoming more and more under the control of China. As part of a long-term strategy in the
region, China initiated several projects concerning the cooperation in science, education,
construction and infrastructure. These projects will enable it to pursue its own comparative
advantages in the future. China is also extensively active in CEE region, which stems namely
from “One belt, one road” (OBOR) initiative that was launched by the government at the end
of 2013. Since 2012, it attends regular summits with 16 CEE countries (so called “China-
CEEC summits”). Cooperation of CEE countries with China within the scope of OBOR
initiative brings about various opportunities for participating countries from this region,
however, it should be noted that it also carries certain risks. This scientific paper critically
assesses current participation of CEE countries in this initiative, and provides an overview of
ongoing projects based on selected statistical data. Paper identifies most significant
opportunities as well as economic risks for participating CEE countries.

Keywords: China, competitiveness, European union, international trade, OBOR, CEE
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INTRODUCTION
A grandiose transformation of the world economy, which entered its next development stage
in the first decade of the third millennium, was fully determined by the expansion of the new
wave of globalization processes and their differentiated regional consequences. It brought a
new potential for stimulation of economic growth and additional positive impacts, particularly
in terms of labor productivity, reduction of unit costs, accelerated speed of innovation,
modernization of production and consumption structures, improved access to capital or the
growth of trade intensity. Nowadays, fundamental changes in international business that will
change the situation on the global market are initiated in many ways by the Chinese economy.
The aim of this paper is to thoroughly examine the impact of selected fragments of a long-
term initiative OBOR, which aims to change international logistics networks and construct
new transport routes, thus mobilizing the whole Eurasian economic potential and

simultaneously creating a new operating space for further penetration of Chinese companies
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in the EU area. When examining these contexts, it should be borne in mind that they are part
of thoroughly planned doctrine of China regarding its future global status. This fact has been
confirmed by numerous studies (IMF 2017; Balaz et al. 2012), which indicate that the critical
element in achieving its long-term progress is precisely the effective development strategy
that generates functional symbiosis within the Chinese economy by linking internal
comparative advantages of this country with developments in the global environment.
Therefore, the newest development initiatives of China should be understood in this context.
The authors are convinced that it will be mainly the foreign trade, which will be intensified
and expanded by the realization of OBOR, and thus, its growth will be an important catalyst
for the success of this initiative.

China aims to spend $40 billion a year to link Europe and Asia via roads, rail, and water
(Xinhua 2016). Among the most important goals of OBOR are cutting of transport times for
various goods by two-thirds and reduction of costs. The initiative is one of many examples of
China using its massive reserves, pilled after years of trade surpluses, to extend its influence.
Its important part is the expansion of the Asian Infrastructure Investment Bank (AlIB), which
has been embraced by the West but questioned by the US due to undercutting of multilateral
development efforts in the region (Djankov & Miner 2016). Current position of 16 CEE
countries in that process is marginal, however, this state does not have to be final. The change
can be initiated by the rise of Chinese FDI in the region, but also by successful
implementation of economic reforms by CEE countries, which would undergo extensive
internal structural changes and manage to adapt the overall functioning of their own
economies in a timely manner. Above stated factors will determine not only whether newly
created opportunities by OBOR will have complementary or substitution character for CEE

countries, but also whether they will be effectively utilized.

1 LITERATURE REVIEW
Results of long-term research show that opinions of respected authorities on international
economic expansion of China and resulting consequences for individual territories of the
world vary widely. Seen in this context, consequences and risks that were revealed during

conducted evaluations are then scrutinized, which ultimately has an impact on the strategic

! Analytical views of authors regarding covered subject matter are currently based on a set of direct and indirect
findings and indications, which confirm that the whole process of strategic initiatives of the Chinese economy in
the EU indicate that they are a part of a long-term development doctrine that China created in order to promote
its economic and foreign trade interests. It should be noted that due to novelty nature of OBOR initiative,
availability of sufficient amount of relevant data that would allow some form of quantification or econometric
evaluations is yet relatively low.
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moves of other countries. Whereas one group of experts generally regards China as the next
world's dominant superpower (M. Jacques, P. Balaz, E. Tse, W. Zhang) that will replace the
US, others believe (H. Hung, N. Roubini & S. Mihm, K. Rogoff) that it will be soon blocked
out by its own internal economic discrepancies that may cause that China's decline will be as
rapid as was its rise. Just as there are different approaches regarding expert assessment of the
economic expansion of China, opinions of economists and politicians to China's most recent
initiative of global scope (OBOR) also considerably differ. Whereas one group regards it as
an opportunity to relaunch global economic growth (A. Merkel, H. Clark, B. Gates, D. Li), the
second group maintains that China through implementation of this initiative seeks to further
deepen the disagreements between the EU's member states. Furthermore, they also point to a
low probability of successful execution of this initiative. According to them, OBOR might be
“hampered” by military conflict, political instability, defaulted investments due to improper
evaluations conducted in impact studies, and slowing economic growth of China (The
Economist 2016; Financial Times 2016). Banking giant Goldman Sachs, consultant T. Miller,
or economist . Bremmer, highlight the fact that by means of OBOR, China tries to “export”
its production surpluses (e.g. steel, cement, aluminum). An important source of expert
knowledge about this initiative is also the publication “China's One Belt One Road Initiative
(2016), whose authors are T.W. Lim, K.H. Tseng & W.X. Lim. When it comes to Czech and
Slovak authors, P. Balaz, J. Bejkovsky, M. Slobodnik L. Stérbova and Z. Stuchlikova are the
most pronounced experts who analyze China as such in the long-run. They also deal with

issues of Chinese investments abroad and impacts of OBOR initiative.?

2 KEY FINDINGS
OBOR initiative was officially launched at the end of 2013 and it is also known as “New Silk
Road” or “21st Century Silk Road” (Lim et al. 2016). It counts on participation of numerous
Asian, Middle-Eastern, African as well as European countries and aims to support further
development of not only economic, but also security and cultural cooperation among its
currently approximately 65 participating countries (e.g. Belarus, Iran, India, Georgia,

Thailand, Turkey, Poland, or Russia). Fig. 1 depicts projected route of OBOR initiative. The

2 Authors of this scientific paper based quantitative analysis that is interpreted in this article on statistical
information system, World Integrated Trade Solutions (WITS), compiled by the World Bank (WB).
EUROSTAT data were used for the analysis of the trade between China and the EU. When examining FDI in
CEE region, research by A. Eltetd & A. Szunomér, who deal with the long-term development and impact of
Chinese investment in CEE region and V4 countries, served as valuable source of information. Subsequently
their findings were confronted with data concerning Chinese FDI in the region provided by Bloomberg.
Valuable sources of information and data were also Reuters and Xinhua agencies.
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Administrator of the UNDP, H. Clark, considers OBOR as: “... a vision for shared prosperity
and economic cooperation among countries along the major economic corridors, which links
China to the world* (State Council of the People’s Republic of China 2016a). If OBOR will
be successfully carried out, Goldman Sachs believes that: “It can create new markets for
Chinese construction firms and capital goods manufacturers; support industries with excess
capacity such as cement, steel and aluminum; promote the wider use of the renminbi; and
increase China’s political influence, specifically in Asia“ (Goldman