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a guideline to the business operation of the Brand, and it is to be seen whether their aggressive 

and optimism can overcome the obstacles of entering a market that has both strong competition 

and a shrinking margin.  However, it is the strength and leadership of the team that will prove to 

be the divining rod, leading the brand to success in this market. 

7. Conclusion and looking forward 
 
Going forward, Audi Taiwan has some distance to cover before it can overtake their closest rival, 

BMW.  Audi’s biggest advantage globally has been that during the 2008 financial crisis, it had 

been restructuring in South America and doing so created a dearth of cash on hand.  Normally a 

detriment, this proved to be a boon when the credit markets turned sour in 2008, and placed Audi 

in a financially strong position globally. 

What this translates to for Audi Taiwan is that spending and expansion can occur without the 

threat of cutting off resources at their disposal.  Clearly Audi and the whole Volkswagen Group 

have noted this situation as an opportunity to make up the ground, and have pushed out new 

models this past year, including the Audi Q5, Audi A7 and others, while remodeling the whole 

line for a new sleeker look.  This is all during a year where most brands are downsizing and 

freezing expansions.  Audi Taiwan plans to capitalize on this shrinking market by expanding into 

it, and take advantage of the bottom when it occurs to grow with the market.  The Managing 

Director commented that while he could not predict the end of the crisis, it was a faith in the 

government and its foresight that lead him to believe that the market would be a financially 

sound investment . 

Expansion and founding is not without its difficulties, of course, and one of the hugest hurdles 

that Audi Taiwan has to overcome is their lack of best practice methods.  Taking over from their 
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previous distributor, Taikoo Motors, many of the employees working on the brand were brought 

over and directly injected into the new organizational systems.  These few employees, with the 

addition of culturally hindered expatriated employees were the only connection with the Audi 

brand, and it’s best practices.  Furthermore, the advancement in technology is not lost on this 

brand, bringing in the latest in mobile wireless tech in each vehicle.   While these advancements, 

it brings in new technology that must be learned. 

However, it is not only the new technology that must be trained, but indeed even the most basic 

of procedures that have to be streamlined in order to survive.  While Audi has been in the market 

via Taikoo Motors, several base systems were not available in the market in the native language, 

traditional Chinese.  This causes a lockup of resources to bring the NSC into the fold with the 

rest of the Audi Group, focusing resources on catching up, rather than focusing on where the 

systems could use retooling.  Indeed, doing both catching up and retooling simultaneously 

requires a lot of guesswork which results in inefficient handling of resources.   

Marketing is also facing an enormous challenge of shifting the brand’s market positioning.  The 

method that the current marketing is implementing is a media blitz crossing both new and old 

media.  Billboards, TV advertisements, Radio, and internet ads have been consistently pushed as 

new models are constantly being released out into the market.  This, however, only draws 

attention to the Audi brand, and while it will raise awareness, it does nothing to improve the 

brand image, if it is not followed with an equally strong service campaign.  As of this writing, 

there is only one fully operational dealership with a service center.  With over 15 years of sales in 

Taiwan, it can be safely assumed that 1 service station is clearly not enough to service all of the 

cars all over the island.   

So, it is in the area of service that Audi Taiwan needs to focus its energies.  It’s a proven fact that 
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enticing new customers is infinitely harder than maintaining old customers.  The fact that they 

gave themselves just under 6 months to ready the network prior to kick off (with one 2 week 

delay) comes as a huge shock, when it is realized that several of the terminals and sales locations 

mentioned earlier have not even started to be planned.  This indicates that the lead time to 

starting a subsidiary must be considered to be too short in the planning process, and therefore, in 

the future subsidiaries, it might be beneficial to start even earlier, up to a year prior. 

In the area of sales, it is sensible only to say that the market should determine the depth and the 

scope of the offering.  If, for example, the market trends toward buying premium sports cars, 

then so should the NSC offer sports cars, however, if not, then leave that one off the ticket.  The 

breadth of the offering should not exceed the capacity for the sales.  As with any sales oriented 

organization, projections are often optimistic, promising profits – in the future, yet dealing with a 

new brand entering a market where awareness is abysmally low, and where sales of all cars are in 

the decline, it is more prudent to adopt a conservative strategy.  Lower sales targets allows for the 

sales team to pace themselves, and allow the service to form a solid base to grow from. This also 

allows for Audi AG to implement best practices in this market, instead of best practice guidelines 

mixed with an urgency to make the sale and make the process finished by any means necessary. 

All in all, entering Taiwan gives Audi AG a good advantage, though it might not show in profits 

initially.  The sagging market can alleviate pressure to make stellar sales figures, which will 

allow for the subsidiary set up to become more normalized, in the future.  The first subsidiary 

that was set up as a test run was in Korea, and while Taiwan has been a much smoother process, 

the process in which things were set up clearly can be firmed up more.    The number of 

employees, for example, was pegged at low 20s on the day of founding in October, but currently 

the number is around 30.  The budget for MIS solutions was sorely underestimated, and as a 
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result financial stress was put on the NSC, forcing them to look locally for a creditor, which in 

this market was not an easy find.  Marketing and Sales each have fairly well established 

guidelines, but even so, there are kinks in the system, such as language compatibility and local 

versus foreign branding that should be ironed out.   

Taiwan as a market represents a place with relatively low sales (peaking around 2500) that can 

be used as a testing ground for implementation of newer IT systems, while at the same time 

looking forward can be increased to double that market in a few years. The course laid ahead for 

Audi Taiwan is to establish the top service that it boasts about, putting priority on existing 

customers, while laying the groundwork to showcase the newer vehicles.  Focusing on sales is a 

no-brainer, but a simultaneous focus on existing customer relations should be also held in the 

forefront, and as a result the Audi brand will establish itself as the premium brand 




