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4. External Parent Corporation Relationship 

4.1 The Managing Director 

The primary contact for all issues related to the overall business of Audi Taiwan is directed 

through the managing director’s position and is directed at either the immediate superior, or his 

immediate contact window.  The managing director is also an employee of the larger corporation, 

to ensure both the larger corporations are being represented in this subsidiary.  

Though he represents the parent company, he is essentially “loaned out” to the subsidiary though 

his salary is partially assigned as a cost to the subsidiary. In addition, his tasks are the overall 

business operations of the subsidiary, and maximize profits for the parent company, since they 

are the shareholders.  He carries the burden of reporting what the subsidiary does, as well as lead 

the local team to increase profits and keep costs down. 

4.2 Expatriated Employees 

The subsidiary can also be assigned a handful of expatriated employees from the parent company, 

signing upwards of two-3 year contracts, to lend their expertise to the operations.  As the sub 

company is newly set up, the expatriates are there to essentially pass on the company culture and 

share the larger corporations “way” of handling situations.  A continued presence is expected in 

the long term, to keep a feeling of the parent company. 

They also are expected to pass on technical expertise about the positions, explained below. 
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4.2.1 Expatriate Employees: After Sales  Director 

This position is especially crucial, as the business side of Audi Taiwan will inevitably include 

maintaining relationships with customers after they have purchased the vehicles.  As seen in a 

multitude of surveys and market research, along with the car itself, the service plays a huge part 

of what decision factors tie into the purchasing of a new car. 

As Audi is a German brand, there is a sometimes unspoken (and often spoken) understanding 

that the “German” way of service is a superior and therefore provides better service than the rest.  

They are represented in the media as having a very precisionist, perfectionist way of operation.  

Since the perception is of the company, and the employees, and because the employees are 

primarily local hires, it is important to import this way of thinking and operating into this 

environment to imprint this trait into the corporate culture. 

The After sales/Customer Service Director is directly responsible for the training and setting the 

tone of the service from the top down. From the service quality to the homologation of cars prior 

to sales, this position is responsible for maintaining the level of service that the brand wants to 

convey.  This is a dangerous position to let slack in the formative years in a newly formed 

company, as this sets the tone for the entire customer facing activities post sale. 

4.2.2 Expatriate Employees: The Marketing Director 

 Marketing represents the message and image of the company as the company portrays 

and sees itself.  It is noteworthy, however, that marketing also includes a large component of 

research and of finding out what the target audience/consumers thinks and requires, then shaping 

the message to be exactly what the market demands.  At the same time, it is also the 
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responsibility of the marketing department to shock and surprise the consumers.  In terms of the 

business processes, it is clear that marketing straddles the line between two-way communications. 

 An expatriate in this marketing position would allow the message to be dictated from the 

parent organization, and to be audited, allowing the message to be aligned with the global 

message that the brand is trying to make.  While at the same time, a local team would be able to 

carry out, understand and implement a focused campaign that reacts to local market conditions.  

This, however, has to be only a temporary solution, as eventually the subsidiary would control 

their own message, while keeping an eye on the overall brand message. 

 As marketing is markedly different from market to market, it is surprising that this 

position was allotted to an expatriate employee, but simultaneously, it is clear that the focus of 

the marketing was not so much tailored for the market, so much as it was meant to be brought 

back into line to the brand as a whole.  The main reason that can be inferred is that the marketing 

was not conveying the image that the brand wished to have, from advertising to public relations.   

Allowing for an expatriate from the brand to fill this position allows the local NSC to 

claim they are aligned with the brand in image and message and may assuage some tensions and 

give slack on what other areas they control. 

4.2.3 Expatriate Employees: Sales – Product and Price Manager 

This is a delicate area as the prices and product specifications of the cars.  While essentially this 

position decides which cars and specifications are brought into this market, it also directly affects 

what kind of marketing campaigns, sales, service, and how much margin the subsidiary will 

make.  This one position, aside from the managing director himself, has nearly the most control 
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of the message of the company in the corporate structure. 

Product and price requires a familiarity with the brand, fulfilling a requirement that is easily 

satisfied with a long-term employee.  The position must match cars with the local market, and 

although it seems logical that a local employee would be better fitted to that position, having 

someone with the expertise in the cars, indeed the single product that the company offers is 

something that the local subsidiary must take advantage of while it has the resource. As the 

subsidiary matures, it is likely to fill that position locally. 

5. Corporate Set up 

First thing established is the overall structure of the corporation.  Recently things have changed 

in the overall relationship of the subsidiary to the main group.  Audi is a subsidiary (mostly) fully 

owned by Volkswagen Group (termed VWG).  They are, in turn, wholly owned by Porsche SE. 

VWG also owns several brands including the Audi Group, Volkswagen, Volkswagen 

Commercial, Seat, and Skoda.  Audi Group in turns owns Lamborghini and obviously, the Audi 

brand.  




