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Taiwan was a market that Audi, and as a corollary VWG, considered a key market to control.  As 

of yet, Audi has only entered 10 other markets as a National Sales Company, including Australia, 

Brazil, Canada, Japan, The United States of America, Korea, and the Middle East.  To be 

included in this group of countries, also considering that BWM is not in this market seems to 

indicate that Audi and VW value this market and hope to capture more of the market share in the 

future. 

That said, however, it is still noteworthy that although BMW has not entered, Mercedes Benz has, 

and while the two are said to be of the same class (Double B), the value of the brand image and 

marketing has allowed Mercedes Benz to maintain a healthy lead over both Audi and BMW.  

This is a hurdle that Audi Taiwan must overcome in order to attain the place in the marketplace 

that they wish to achieve. 

The first step to creating a solid working relationship within the company has to be first creating 

the corporate culture and environment.  Noting other company’s big mistakes, and taking best 

practices from other Audi Subsidiaries, Audi Taiwan was quick to implement 5 core values that 

they hoped to instill into their employees, and build Audi Taiwan as a company and a team. 

2. Core Values 

The core values stated by Audi Taiwan are the following: Premium Image, Result Driven, Cost 

Efficiency, Integrity, and Customer Focus. 

2.1 Premium Image 

This value is driven by the brand positioning of Audi in the premium car market segment.  The 

perception of value often times trumps the actual value and this is driven by the Marketing 
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division of the company.  To convey premium image, they insist that all Audi employees dress 

their best, and strive to be as respectable as possible both in working and in the public eye. 

2.2 Result Driven 

Result Driven indicates the aggressive nature of the company as a whole.  The parent company 

has broken sales records for 13 years in a row, in 2008 finally breaking the 1 million car mark, 

and has been focused on driving on “route 15.”  Route 15 is an internal term meaning in the year 

2015 Audi AG expects to achieve goals that have been laid out beforehand.   

For Audi Taiwan in specific, this means that profitability targets will be reached, being the 

premier premium brand in the market, holding the highest customer satisfaction rating, and the 

highest volume of sales.   

This is represented by the Sales division in trying to achieve these goals in that short a period of 

time. 

2.3 Cost Efficiency 

Cost efficiency is always a concern when discussing a business that fundamentally is trying to 

buy a product for cheaper than it sells it for.  The added value is always the margin of profit, and 

the best way to increase the margin is to cut costs.  Often costs are not able to be absorbed by 

simply cutting them, so the best alternative is to use the resources you have to the best of your 

ability. 

Operations has a fixed cost, but variable costs must always be contained.  In choosing materials, 

bartering for land contracts, dealer contracts and other associated costs, it is always a concern to 

best utilize what is available to you.  Business development division has to keep an eye on their 

target, while not losing sight of their wallets. 
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2.4 Integrity 

As any company increases in size, increases in volume and in people, the opportunity for people 

to take advantage of shortcuts becomes more prevalent.  The finance division stands for the 

maintenance of social, ethical and organizational norms such that each employee will ultimately 

choose, and not be forced to, conduct business in moral and conscientious ways. 

2.5 Customer Focus 

Finally, Customer Focus is the only value that looks outbound, putting the focus that is so easily 

put on the self, onto the customer.  For this value, the After Sales department is driven to deliver 

the most effective and customer-centric value it can bring to the table.  This value places the 

customer front and center and must always consider how best to satisfy the customer.  




