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Chapter 4 Case Study 

As Sun Tzu mentioned in The Art of War, one who knows the enemy and 

knows himself will not be in danger in a hundred battles. Hence, it is very 

important to understand of the strengths and weaknesses of your competitors. The aim 

of this chapter is to present cases of two existing heavyweight motorcycles 

competitors in Taiwan. One is BMW from Germany which is Harley-Davidson’s 

biggest competitor and has been quite successful. The other one is Suzuki from Japan 

which is not doing to so well. Through case study, I will analyze the reasons BMW 

succeeds and the reasons Suzuki fails.  Harley-Davidson can then make the right 

marketing strategies and avoid making the same mistakes as opponents did in Taiwan. 

4.1 BMW 

BMW focuses on the luxury and sport touring segments. It has achieved a strong 

position in Europe. “It emphasized safety technology and cultivated an adventurous 

image to attract recreational riders willing to pay for comfort and a premium label. 

However, BMW brand also includes elements of sophistication and class in their 

products.”39 BMW is the only manufacturer for cars and motorcycles that 

concentrates on premium quality. Currently, BMW has marketing subsidiaries in 33 

countries.40  

BMW’s market entry strategy in Taiwan is Direct Exporting (through oversea 

intermediary). Universal Pan German Organization (UPGO) is the sole importer and 

distributor of BMW cars and motorcycles in Taiwan. UPGO was established in 1972 

and its main focus was on BMW cars only. Shortly after Taiwan joined the WTO, 
                                                 
39 See footnote 4 on Page 238 
40 See footnote 4 on Page 239 
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UPGO also began to sell BMW motorcycles. Up to now, UPGO has 10 dealers 

throughout Taiwan and five of them are in Taipei. BMW is a well-known brand in 

Taiwan which represents success, prestige and luxury. Most of the BMW riders in 

Taiwan are top executives and entrepreneurs. According to the interview with Tony, a 

salesman from BMW Neihu District’s Flagship store, he said “As a company, our aim 

is to achieve total customer satisfaction in all areas of our operations and reflect the 

high standards and strong brand image of BMW products worldwide. This philosophy 

will ensure us to maintain our position as one of the leading motor vehicle distributors 

in Taiwan. BMW motorcycles present tradition and innovation.”  

As table 4-1 indicates, UPGO currently offers 13 different models and they can 

be classified into 4 different families which are Sport, Tour, Urban and Enduro. All 

BMW bikes are about one million, except 650cc engine class which is less than half 

million. In addition, BMW is also trying to promote riding gear and bike accessory 

such as saddlebag. UPGO is the only heavyweight motorcycle company who has its 

own Endure training school with qualified coach. Its main purpose is to attract more 

new customers who are interesting in off-road riding skills. Of course, the minimum 

requirement to enroll the school is to have a BMW motorcycle. 
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Table 4-1 BMW Bikes and Price in Taiwan 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: BMW Neihu District Dealer in Taiwan 

 

UPGO sets up a website with a lot of information and it is very user friendly. 

Through this website, BMW riders can chat with each other and share their 

experiences. UPGO also organizes big rallies and post the information to the website. 

This is a good way to gather BMW riders and promote their brand. Through rallies, 

BMW riders can get networking with other riders to share the same passions for 

heavyweight motorcycle face to face. 

I have interviewed 10 BWM riders. All of them are very satisfied with the 

quality of motorcycles because every BMW bike is equipped with Anti Lock Brake 

System and it has a very good frame rigidity which is stable in the winding mountain 

roads. However, some BMW riders complain about slowness of service department 

because their machinists are short of manpower due to high turnover rate. If they 

don’t address this issue, they will lose their loyal customers.   

NT$(Million) 250~400cc 401~600cc 601~1200cc 
0.2~0.3    
0.3~0.4    

0.4~0.5   
G650 Xcountry, 
G650Xmoto, 
G650Xchallenge 

0.5~0.6    
0.6~0.7    

0.7~0.8   F850S 

0.8~0.9   R1200GS, K1200R 
0.9~1.0   R1200S, R1200R, 

above 1.0   
R1200RT, K1200LT, 
K1200S, K1200GT, 
K1200S 
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4.2 Suzuki 

Suzuki Motor Corporation is a Japanese multinational company producing a full 

range of automobiles, motorcycles, ATVs, outboard motors, wheelchairs and a variety 

of other small combustion-powered engine products. In 1952, Suzuki started 

manufacturing motorcycles. It is currently the world’s third largest of motorcycle 

manufacturers behind Honda and Yamaha.41  

How Suzuki started in Taiwan?  It was started with a local company Tai Long 

Motor Co. Ltd which manufactured scooters and motorcycles. In 1984, it formed a 

join venture with Suzuki Japan and changed its name to Tai-Ling Motor Co. Ltd.  

Suzuki provides all the know-how and technology to Tai-Ling. In return, Tai-Ling 

pays royalty fee to Suzuki for the bikes they sell. Currently, it is ranked number 4 in 

Taiwan in terms of revenue from selling scooters. Same as BMW, it also began to sell 

heavyweight motorcycles shortly after Taiwan’s entrance to WTO. Since Tai-Ling is 

the only one in Taiwan that sells heavyweight motorcycles and has join venture with 

motorcycle manufacturers, it can obtain more resources and supports. Right now, it 

has 9 dealerships (5 dealers in Taipei alone) throughout Taiwan. As table 4-2 

indicates, it offers 6 different bikes which cover standard, sport, dual purposes and 

cruiser type. Their price is very competitive because it is the lowest in the market and 

only about half of BMW’s price.  

According to my interviews with Suzuki Heavyweight motorcycle riders, they 

are satisfied with the bike itself but not pleased with Tai Ling for after sales service. 

For an example, Suzuki had SV1000 fuel tank recall back in January 2006 and Suzuki 

is voluntarily to replace a new & improved gas tank. According to American Suzuki 

motor Co., “Suzuki strongly recommends that you don’t ride your affected 
                                                 
41 See footnote 6 on page 15 
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2003~2006 model year SV1000 motorcycle until the repair has been completed.”42 

But Tai-Ling didn’t notify the SV1000 riders in Taiwan until several months later with 

a letter only. Tai-Ling is reluctant to replace the fuel tank and makes customers feel as 

if they are doing a favor. Obviously, they don’t take the life of Taiwanese riders 

seriously because in the presence of an ignition source, leaked fuel can cause a fire. 

Tai-Ling seems not to treat this as a serious incident even though it might be a life & 

death matter. Eventually this irresponsible behavior will hurt the brand image in the 

long run.  

As to its website, it only provides basic specification for the bikes and dealer 

contact information. Tai Ling doesn’t have much interaction with the heavyweight 

motorcycle riders. They rarely organize rallies to gather Suzuki riders. In their 

dealerships, they repair both Suzuki heavyweight bikes and scooters at the same place 

which give heavyweight riders the impression of non-profession and they don’t 

receive special treatments. The worst thing is that Tai Ling doesn’t build reliable 

scooters in Taiwan and most Taiwanese perceive Tai Ling as cheap brand with 

inconsistent quality. This definitely will hurt Suzuki’s brand image. From above, we 

can conclude that Tai Ling does not aggressively manage Suzuki brand and care much 

about heavyweight motorcycle market in Taiwan.  

Table 4-2 Suzuki Bikes and Price in Taiwan 

Source: Inquire from Suzuki Dealer in Taiwan 

                                                 
42 Suzuki Safety Recall Campaign 2006 “SV fuel tank replacement” 
http://www.suzukicycles.com/Recalls/pdf/TL_SV_DL_num_34_Fuel_Tank_Recall.pdf 

NT$(Million) 250~400cc 401~600cc 601~1200cc >1200cc 
0.2~0.3     
0.3~0.4  GSR600 SV 1000S, VZ 800  

0.4~0.5   DL 1000 Hayabusa 1300 

0.5~0.6   GSX-R1000  
0.6~0.7                 
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4.3 Conclusion  

Both Suzuki and BMW have entered into Taiwan as soon as heavyweight 

motorcycle market is opened. Both of them have first mover advantage. However, 

they adopt different entry strategy. BMW motorcycle is through direct exporting via 

its existing car authorized master dealer, UPGO. Suzuki motorcycle is through its 

joint venture partner, Tai-Ling. Even though Tai-Ling adopts low price strategy, 

UPGO still performs much better due to having a better BMW brand image. 

 

In terms of customer care, UPGO really spends time and effort to manage the 

brand image of BMW and forge its loyal customers. But Tai-Ling seldom promotes its 

brand and organizes rallies to attract more customers. In addition, Tai-Ling dealers 

also represent multiple brands. Most of Suzuki riders in Taiwan are not satisfied with 

their after-sales services and they feel Tai Ling is not attentively looking after this 

heavyweight motorcycle segment. As a result, they will neither purchase Suzuki bike 

again nor recommend their friends to purchase. Suzuki bikes can only be classified as 

entry level and attract young riders and beginners. However, it will lose its 

competitive advantage once domestic manufacturers have the ability to make 

heavyweight bikes. Therefore, Tai Ling should really consider building up a better 

brand image if they want to run this business in the long run.  

 

The above two cases plus Harley-Davidson can be best summarized in a 

competitor strength grid. Table 4-3 provides a list of the profile of the strength and 

weakness of these three brands in Taiwan. The relevant assets and competencies are 

listed on the left, grouped as to whether they are considered keys to success or are of 

secondary importance. Since H-D doesn’t have an authorized dealer in Taiwan yet, 
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some of its measures cannot be analyzed.  

 

Table 4-3 Competitor Strength Grid for Taiwan Heavyweight Motorcycle Market 
  H-D BMW Suzuki 

Assets and competencies        

Key for success       

Product Quality *** *** ** 

Product Differentiation  *** ** * 

Dealer Satisfaction  N/A ** * 

Market Share * ** * 

Quality of service N/A ** * 

Price * * *** 

Secondary Important       

Quality of management N/A ** ** 

Brand name recognition  *** ** * 

Advertising/promotion N/A *** * 

3-pt scale (* = Less than Average, ** = Average, and *** = Above Average) 

(Source by the author, Sherman Wang) 

 

If the Suzuki chooses the right partner who is very dedicated to run heavy weight 

motorcycle business in Taiwan, its sales figure could be remarkable. Hence, H-D 

should thoroughly consider all potential candidates and select the suitable partner to 

sell H-D life style in Taiwan. BWM and Harley-Davidson have many similarities. For 

examples, both have good brand awareness and high price tags and sell premium 

quality heavyweight motorcycles. The reason BMW is doing well in Taiwan is 

because it has had right marketing strategies from long term point of view. 

Harley-Davidson should adopt the same successful strategies as BMW did but it 

needs to differentiate itself from other opponents, such as using its western rebel 

image, highly customized, joining H-D family and building solid relationship with 

customers. 




