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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.  
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Under each brand, they have a central office (termed “AG” meaning the German branch), and 

each of the brands further expands into either National Sales Companies (NSC) or Importer 

relationships with partners (termed Distributors).  For example in Taiwan, in the past, Audi and 

Volkswagen were established as distributors only with a company called Taikoo Motors Co.  

However, in 2008, Audi decided to form its’ own NSC, ending the relationship between Taikoo 

and Audi.  At present, it is still under consideration whether it is advantageous to end the 

Volkswagen relationship as well.Audi has chosen to select a more centralized organizational 

structure, having all NSCs structured with a clear line of command from AG.  For example, Audi 

trainings are still for the most part held in Ingolstadt Germany, and much of the relationships are 

built with the understanding that most decisions are made with the authority of Germany.  From 

IT systems to the interior materials used to decorate the showroom these decisions are all made 

centrally.   
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From the central, however, there is another level between Corporate and the NSC, which exists 

in the region level.  Audi has divided the world into several regions, Asia Pacific, Middle East, 

Europe, Africa, North America and South America.  In theory, this would allow for more 

localized support, but in actuality it often becomes confused as to who has authority in making 

decisions regarding what best practices are.  

5.1 Sales – It all starts with Sales  

Sales begin with the selection of what vehicles are appropriate in this market.  In America, it is 

likely that cars trend large to accommodate the extra space available in the suburbs.  In Japanese 

markets, it is likely that cars trend small to fit into the more compact living environment that is 

afforded to them.  Taiwan is a mix of inner-city smaller cars, while expanding into the farmlands 

of the country they may trend larger.   

5.1.1 Product and Pricing Manager 

Sales department in Taiwan thus starts with Product and Pricing.  As explained above, currently 

there is an Audi AG employee handling the Product and pricing, which decides which models, 

options and prices the vehicles for the Taiwan Market. 

This position is responsible for analysis of current market situation, including economic trends, 

and competition analysis.  For Audi, the main benchmark it places for itself is BMW, a closely 

related competitor in most markets that both are in.  In Taiwan currently BMW has roughly a 

10% higher image compared to Audi, however, in other markets it is not necessarily leading.  

Audi generally will price its’ vehicles at a 10% discount compared to BMW, giving a nod to its 

competitor’s standing, but staying within the range to poise itself for taking over the competitor 
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in the future. 

Another big role of the position, of course, is to look internally to see where the brand’s strength 

is, and taking into account the market situation, decide the lineup.  The lineup in this case 

includes a variety of models mixed with specifications and prices.  Geared toward the market, 

with consideration to the population incomes and general preferences, the product and price 

manager can design the lineup that has the best chance of penetrating the market. 

Once this is decided, this information is communicated to several other departments, as well as 

colleagues in the sales department, for further action.  Essentially, there are three lines of 

communication out from this position, Marketing, AfterSales, and Sales. 

For marketing, the most important information to be noted is the Lineup, and the schedule for 

which they will be introduced into the market.  Once this is decided (generally no two models 

will be launched at the same time, unless there is a full rollout) Marketing has to schedule press 

releases, events and marketing campaigns tied into the schedule of the launches, so each launch 

has the maximum impact and grabs the attention of the public. 

Information to after sales (customer service department) relies heavily on the information from 

this because of two important reasons, Pre-Sales processing, and Service.  Pre-Sales must ensure 

that all models selected by the P&P Manager must pass legal restrictions, including emissions 

tests, sound checks, and a slew of other examinations before the car can legally be sold in the 

market.  Service is more obvious, as when the car is sold into the market, the dealers and 

technicians must be prepared to fix the car under any circumstances.  This includes preparing any 

tools that are necessary for repair, any knowledge transfer that must occur specific to the car and 
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any unforeseen circumstance must be thought of and prepared beforehand in order to service the 

vehicle. 

Finally, Sales must communicate internally to Sales Logistics and Area Sales, as these two 

positions deal with the actual importing the car into the market, and how to sell the cars into the 

market.  Logistics must first analyze the most efficient way to bring the car into the market by 

the deadline provided by the upper management.  Area Sales Manager must then decide, once the 

car is available to the market, how best to pitch the car to the public, and provide enough 

information and training to the dealers that they can present the car in the most appealing way, 

including sales programs and which features to highlight.   

[See Below] 
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Here, visualized is the relationship mapping between the Product and Pricing Manager in relation 

to the others in the Sales department, internal departments, sales organizations, and the other 

external parties.  The Manager has five major outlets of information, each indicating which 

models and specifications will be brought into the market, and then the other external units must 
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react to that information, whether it be training for the Service and Sales Managers, or for 

government processing.  The most crucial to the company comes with the relationship with the 

marketing team, so they can coordinate with the media blitz that is associated with the product 

launch of each vehicle. 

5.1.2 Logistics 

Logistics plays a key role in the mechanical function of the car delivery process.  Essentially 

playing the role of project coordinator, this single position must be the nexus of several corporate 

and government bodies, each one with their own schedules and priorities.  In order for this 

position to effectively do their job, it is often a juggling act between what is possible, and what is 

necessary. 

Going through the process will be the easiest to understand the role of this user.  As this role is 

occupied by sales, the sale of the car is always the first step.  When the customer makes the 

decision to take the plunge in purchasing a car, the dealer thus sends the order via their ordering 

system (thus termed “DMS” for Dealer Management System), which in turn gets relayed into 

another system, IMM (importer management module), an internal system built solely to interact 

and interface with the DMS system.  Upon receiving the order the order is then placed into the 

internal ordering system, notifying the factory to either ship or produce the vehicle in question 

(with the specifications selected).  Once the order is processed and shipped, depending on the 

urgency, by air or freight, the processing in customs begins.   

The landing process begins in the port with passing customs and storing the vehicles in the port.  

In order to pass this portion of the process, the proper taxes and duties must be paid on the 

vehicle in order to be able to be brought into the country.   
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Immediately following the customs duties comes the regulations regarding imported goods into 

the market.  For each market this is slightly different, thus, the factory must produce cars that 

must pass even the most stringent of regulations to overcome this hurdle.  This entails detailed 

processes starting with emissions, sound and other standard regulations concerning legal 

requirements for cars entering the market. 

After all the inspections and regulations are passed, however they are passed, the car must be 

delivered to the dealership for customer receipt.  After this, the dealership must process the 

payment then deliver payment to Logistics, who then must in turn submit the payment to Audi 

Taiwan Finance Division. 
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Here represented as a workflow, the logistics department negotiates between 4 organizations in 

order to deliver the vehicle to the proper organization for processing.  Including Audi Taiwan 

itself, the logistics manager must coordinate to ensure that deliveries are not hindered in any way. 

5.1.3 Area Sales Manager 

The final piece of the sales team is the Area Sales Manager.  As one of the two people in the NSC 

with the most exposure to the dealership, and the one with the most exposure to the Sales side 
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staff, this person plays a critical role in setting the tone for the Sales standard that will either 

guide the NSC to success or failure in the market.  In the current situation, Audi Taiwan will set 

the market analysis of the size and breadth of the market, forecasting both the market size and 

market share of the NSC.  For Audi, this is a highly confidential number, as competition in this 

market is very fierce and each car sold is a car lost for direct competitors.  The market size and 

market share will then obviously lead to a Sales Target.  This target then is broken down into 

monthly index and territory index, indicating where and when the sales will happen, based on 

statistical analysis of the previous sales records.  As this is the first year for the burgeoning brand 

in Taiwan, this information can only be obtained via either the public figures that are available 

via the government, or previous sales data submitted by the former importer.  However, due to 

the overtaking of the importer licensing agreement, the former importer is not generally in a 

position where they wish to help. 

As a general note about newly formed companies, it is generally assumed that newly formed 

companies will not be aggressive in their forecasts, instead hoping to issue targets and achieve 

them without adding the pressure of sales along with overall taxing setting up the company 

process. 

Once the monthly forecasts are delivered to the dealers, and the dealers have then committed to 

selling whatever the target amount is, the Area Sales Manager then must then decide on any sales 

promotion plans to put into action.  This includes any type of interest plans to set (currently Audi 

is willing to accept 0% for 3 years), what type of loans to give, what kind of incentives to set.  

This sets two mechanics in motion, one being internal, and one being external.  The internal 

incentive programs are put to the dealers; they are given certain targets and allow each dealer to 
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participate in the sale of a car financially.  This is often in the form of commissions or sales 

competitions for compensation.  Sales targets like these will often motivate dealers to sell more, 

helping the overall sales target to be achieved, however, a downside risk of this type of action 

will induce the sales team to periods of high activity and periods of lower output.   

The external incentives are often in the form of price discounts to the customer.  This tempts 

consumers to purchase the car at a “newly lowered” price, driving prices to be more impacted on 

the second hand market.  A more pleasant alternative is often to provide discounted service to 

allow the consumer to save money, but not lowering the value of the car.  In the end, it is clear 

that the overall cost of the car between the two options remains constant; however, with the 

service being free the consumer can also maintain the value of their car in the aftermarket. 

The final example of a sales incentive used would be financing options.  This allows consumers 

to select how to pay, what to put down, and ultimately decide on the percentage of ownership 

they have over the car.  In the case of full out purchasing, the car would be fully owned by the 

customer, but in the case of leasing, the car would essentially be a rental, and allow the consumer 

to enjoy the car without having to take full custody of the car at the end of the contracted period. 
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Represented as a work flow, the Area Sales Manager is responsible for setting sales targets and 

achieving them, with the final point of this flow being the delivery of the vehicle to the end 

customer. 

5.2 Business Development 

Business Development is a vague and general term, however in the sense of Audi Taiwan; this is 

a combination of a commercial real estate role combined with a new dealer recruitment role.  The 

Business Development role only has one job function – that of a project manager, however that 
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project entails multiple business partners, and accordingly, many steps and processes to follow.  

This office’s main directive is to find and build terminals to the specifications that are handed to 

them by Audi AG corporate.  Since having a global vision often times conflicts with local 

procedures, it is important for Audi AG corporate to have a strategy to implement a globally 

unified presentation.  The Audi Terminal one can enter in Ingolstadt Germany should be exactly 

the same as the one that can be seen in China, or Japan, and definitely in Taiwan.  This is the 

function of Business Development. 

5.2.1 Business Development Project Manager 

As a rule, the project manager for Business Development needs to understand the basic needs of 

how to sell a car.  From presentation to amenities, all factors must be taken into consideration, 

and in fact, even the minutest detail cannot go unnoticed.  The job here is for the project manager 

to deliver the built site and sales locales by the time the rest of the team is ready to go live. 

The first step is inevitably going to be a relationship with the headquarters, receiving the 

information pre-decided by the headquarters as how to best present the brand in the local market.  

Essentially, the manager must negotiate the best image and style by which to present the brand, 

while still keeping in mind local laws, restrictions and other factors that may differ from 

Germany to the local market.   While the local market has input into the overall process, the 

headquarters still determines the direction and the scope of the project. 

The first step is finding the future location of whatever is to be planned.  Next identifying what 

kind of site would be appropriate for the size and location selected.  There are two main types of 

sites that need building, each with variation that dictates different land usage requirements.   

The first is the sales outlet.  Of course there are obvious requirements that must be satisfied, like 

whether or not a car could fit in the location, how many cars, what kind of foot traffic goes 
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around in the nearby areas.  However, less obvious requirements include things as proximity to 

other brands with similar quality and overall real estate values around the area, all cumulating 

into decision whether or not to invest in this type of asset.  Currently Audi Taiwan is only using 

leasing and renting as a way of acquiring properties to use; this allows them to limit their 

exposure to external factors like real estate value depreciation. 

The second type of location is termed a “terminal.”  The use of the word terminal connotes 

accurately the more extensive scope of the project.  The word brings to mind things like airports 

and large destinations.  This is a vastly large undertaking, requiring following strict zoning 

restrictions, and building a stand-alone building that has impact on the cityscape that it inhabits. 

Following the selection of the location and project, the project manager must negotiate with the 

Audi AG architect and local market architect to ensure full cooperation and transparency of the 

process to follow so they can better monitor and manage the overall project as it progresses.  The 

manager selects and revises the local drawings and acts as a go-between with the main architect 

in German.  Once approval is acquired from the headquarters, the terminal construction begins. 

 

Once the project nears completion, including construction, IT infrastructure and decorating, the 
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project is passed to PR/Marketing to plan the launch event and publicity.  This is a key moment 

as it announces the arrival of the brand in the local market (if the terminal is the initial point of 

contact) or it announces further penetration into the local business community.   

Once the project is completed, the Business Development division moves onto the next project 

(if not simultaneous) and maintains the quality of the branches. 
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The Business Development workflow represents another cross departmental/organizational 

juggling process that requires strict deadlines in order for all parties to reach the intended goal. 
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5.3 Marketing / Communications 

Marketing is designed to be the outward message from the company to the general populace of 

potential investors, business partners, and of course customers.  This endeavor is to answer the 

question, “What does Audi Taiwan want to say to the public, and in what way do we want to say 

it?”  Marketing in Audi Taiwan falls to two major areas of discussion.  The first area is in the 

area of Communications, or rather, non-prompted communication from the company.  This 

includes advertising, website, market research, promotional products.  The other half of the 

Marketing Communications department involves the Public relations and Events division.  The 

PR portion is the prompted response, whether it is internally prompted by a release of a car or a 

special event, or a news story breaking out.  Events falls under this category due to the exposure 

to the media, as this often involves press conferences and media-involved events.   

5.3.1 Communications 

Communications involves what message Audi AG wishes to push out to the local markets, 

however, it is ultimately the NSC’s decision as how best to communicate for the public, because 

as local employees of the market, it’s clear that the more local members of the team would have 

a better grasp of what the local market expects and wants.  Communication in Audi Taiwan has 

two forms of messaging, termed by marketers as “above the line” and “below the line.”   

Above the line is any non-specific mass media communications.  This includes TV 

advertisements, radio, or internet advertisements.  These kinds of non-specific advertising aimed 

at a large audience are non-targeted and intended for blanketing of information regarding the 

company and product offerings. 

Anything below the line includes Point of Sales Material (POSM), Posters, Direct mailings, 

catalogues, flyers or anything intended for specific customers.  This will incur fewer overall 
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costs, and more efficient return on any budget, however this highly reduces the ability to attract 

new customers that had previously not already been interested in the brand and product.   

One of the hardest tasks right now is to increase the awareness of the brand.  As a new importer 

entering the market as a subsidiary, one of the weaknesses of the brand is that while the previous 

importer/distributor had indeed sold a fairly decent amount of cars (relative to main competitors) 

it didn’t have both the awareness and brand positioning that the competition enjoyed.  From an 

internal study, it shows that Audi only had approximately an awareness of 33.  

 

As can be seen on the chart, awareness is slowly rising, but there remains a gap between Audi 

and its targeted competition. 

Marketing in Audi Taiwan functions as a gateway between Audi Taiwan and Audi AG, and as a 

gateway between Audi Taiwan and the public.  Marketing and Communications, in this respect, 

handles the information provided by Audi AG and Audi Taiwan.  Their task is to best represent 
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Audi Taiwan in the market, whether it mean service (e.g. free air conditioner check) or sales 

campaigns (e.g. 0% down 0% interest for 3 years), launches for products or sales terminals, or  

bringing in resources from Germany like TV commercials or print ads. 

5.3.2 Public Relations and Events 

Public relations and events is the complement to communications, as both fall under the 

marketing division.  Public relations have always been something of a struggle for a company, as 

when it makes business decisions; it always has to consider the reaction of the public before 

making changes.  This includes any decisions about when to promote a product, when to launch 

an event or even what kind of events Audi people are allowed to attend. 

The Public Relations Manager has two critically important and distinct roles.  The first and 

foremost, and most time consuming, is maintaining relationships with members of the press and 

keeping them informed of the official company news and moves, in order to generate the most 

value out of media exposure. 

This includes practices like lending out cars to reporters for test drives, setting up press 

conferences, and generally attracting the press and media to attend functions.  This is directly 

translated into exposure to the public, which essentially means that each exposure leads to 

raising of awareness, and brand positioning.   

The second function of the Public Relations Manager is known as crisis management.  As can 

generally be seen, with technology increasing both the speed of business and communication, 

corporate flops and missteps are broadcasted with lightning speed, sometimes before the 

corporation even knows that something has gone awry.  With this in mind, the PR Manager must 

handle any sort of missteps and possible misunderstandings the company may encounter in the 

course of their business operations.  In crisis management, the manager must maintain and 
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contain any such incidents with tact and explain situations that otherwise may be misinterpreted.  

The events manager has the responsibility of creating, organizing and ultimately hosting events 

that the company produces.  In the case of Audi Taiwan, the manager primarily has to organize 

the logistics of press conferences, product launches and dealer openings. 
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While Public Relations and Marketing Communications can be said to be universally similar, 

what’s unique about this is the focused drive of the single department, essentially driving three 

unique functions into one unified message.  Also unique is the assumption that the agencies that 



35 
 

are employed are meant to work with each other, without the prompting of Audi Taiwan.  This 

essentially creates communication to develop product messages that are started with one agency 

that carries through to the other agencies.  Marketing is special in that this department interacts 

with every single other department closely, even going as far as controlling how the employees 

behave themselves in public, as they represent the company. 

5.4 After Sales (Customer Satisfaction) 

After Sales is the only department in all of Audi Taiwan that focuses on the value of the customer 

post-sale.   Nearly all other activities in the NSC are focused on how to communicate to the 

customer, or how best to bring customers into the dealership to buy cars.  The lexicon of the 

company is full of words that drive employees to think for sales as the driver of the Audi 

business.  For example, in the route 15 mantra of the company, the target sales for Audi Taiwan 

is 6000 units, however, there is no mention about specific targets for the Service department.  

The only target is a general “customer satisfaction” survey. 

Nonetheless the service area of a dealership is arguably just as important as the sales side, as the 

sales side is focused on generating new sales, but as new cars are sold, so thus are new 

warranties, and each warranty comes with a lengthy process of retrieving money from the 

manufacturer.  Instead, consider the profitability of a Audi customer that receives out-of-

warranty service that simply just pays for the service in cash. 

The profitability of the dealership and workshop is tied to the simple fact that all Audi owners 

are their potential customers, while new customers require at least seven times more investment. 

There are 4 major roles in the After Sales department, Area service Manager, Service Marketing 

Manager, Parts Manager, and Technical and Warranty Manager. 
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5.4.1 Area Service Manager 

The area service manager is similar to the Area Sales Manager in that he is responsible for the 

dealers overall service quality.  This position, while general and generally defined in a loose way, 

handles all the customer service responsibility in terms of the dealership. 

The manager must maintain a constant vigil on all dealerships’ level of service quality, and act as 

a gateway between the dealership and the NSC.  His job entails frequent visits to all dealers and 

onsite inspection of the performance of all service staff and service quality.   

One major thing to keep in mind is that, while this position is fully employed by the NSC, the 

manager must always keep in mind that his main function is to make the communication 

between the dealers and the NSC easier.  This implies that he not only has to consider the impact 

of decisions on the NSC, as well as the costs and process flow, but also how the decisions impact 

the dealers, and tries to act as a buffer when decisions are not in the favor of either party. 

However general this position is, the main function is clear: Maintain the service quality to the 

standards set by the global market positioning of the brand.   

5.4.2 Service Marketing Manager 

The service marketing is almost nearly opposite of the Area Service Manager.  Where the Area 

Service Manager is generally tasked with the responsibility of overseeing all aspects of the After 

Sales operations, the Service Marketing Manager is tasked with the daily and operations support 

of the After Sales department.   

In total, this position is given seven specific and unique job functional criteria.  Each building on 

the last, the job is functionally crucial, and acts as a gatekeeper between Service and other 

departments, specifically marketing and IT. 

Initially this job is given the responsibility to create corporate identity, including the uniforms the 
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service staff use, down to the stationary at the dealership.  Communicating a senese of unity 

between the brand and the dealer is crucially important, as the dealership is commonly the first 

face to face encounter with someone who represents Audi.   

The next function is to attract customers into the fold by engineering service campaigns.  The 

goal is to “develop, adapt and implement new service programs and marketing campaigns to 

satisfy and acquire customers for the authorized retail partners.”  This kind of targeted below the 

line marketing brings customers back who own Audis, but for some reason or another, have not 

returned to the dealership to service their vehicles. 

Furthermore, this position is responsible for the creation of a service level maintenance, whether 

it be through Customer satisfaction surveys to determine where the service level is lacking, or 

supporting the IT systems implementation. 

Ultimately this manager is a jack-of-all-trades, fitting in where needed and performing multiple 

and varied functions. 

5.4.3 Parts Manager 

The parts business side of Audi Taiwan is possibly the only department, in the first year of 

operation, that can generate any semblance of a profit.  While car sales might number into the 

thousands, the margin on cars is dismally low.  Parts, however, enjoy a much higher volume, 

with a much higher percentage of margin.  Although the dollar amount doesn’t compare to the 

cars business, the parts side will inevitably always be a profit center that is hard to ignore, and 

must be assigned to an individual that is equally sensitive to minute details as they are perceptive 

of the bigger picture. 

However, creating the sales plan and managing the business is only a quarter of her job function.  

The main bulk of this position’s time is spent on logistics of the import and export of the parts to 
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and from the importer.  

Essentially, while the vehicles division has (and needs) 4-5 members on the staff to handle the 

logistics, shipping, sales, and other functions related to sales, the parts staff numbers 2.  

Therefore, this two-person team must tackle each function of the sales staff. 

Their most significant communication is playing the intermediary between the dealer and the 

supplier. The supplier in this case is not Audi AG, as with other business units, but instead with 

the regional headquarters in Singapore.  Because of the relationship that Audi shares with the 

Volkswagen Group, the importer there merged with the importer of Volkswagen, and as an 

offshoot, the Volkswagen group regional headquarters split off from the importer.  As such, the 

importer then acts independently of the importer and acts in a more supportive role than in a cars 

sales business. 

Therefore, the Singapore staff acts as the central hub for all spare parts orders and supplies.  This 

removes some of the time delay in delaying with AG from Taiwan.  This also means that 

shipments of parts can be significantly faster than their Vehicles department shipments, and due 

to the size and volume of the parts, multiple shipping options are available (air, sea, freight), 

where they are not generally available to the vehicles department. 

5.4.4 Technical and Warranty 

The final position in the After Sales department is arguably the most crucial of all services 

provided by the importer.  The technical portion of the position is to understand, deliver and 

educate all relevant staff on the Audi Dealer network.  This means that all dealers must rely on 

information and training provided by this position in order to effectively service their incoming 

cars.  With such high reliance on “innovation” and “technology,” their cars are self-admittedly, 

no longer simple combustion engines and four wheels.  The vehicles are designed with 



39 
 

technology built into the experience of the vehicle, and in doing so, the fusion of technology 

basic engineering creates many opportunities for small and obscure problems to become 

obstacles to enjoying the experience. 

The other and even more crucial to the attracting new customers is the warranty side of the 

business.  Warranty by nature assumes that the car is not a perfectly built vehicle, and many 

customers find comfort in the fact that security that Audi will stand behind their vehicles with a 

warranty that removes the customer from financial responsibility if the car malfunctions. 

This is crucial for brand positioning, as while good word can travel fast, a harsh criticism by a 

car owner can do crippling damage to a brand’s reputation. 

This position is responsible for training and maintaining both the technical expertise to fix cars, 

and on behalf of the customer and dealer file for warranty and good will claims.  Their main 

contact is the Singapore office that provides regional support mentioned earlier. 

5.5 Finance / General Administration and Information Technology 
  
This department is responsible for everything that happens under the operations header.  This 

includes all General Administration (including reception and internal event planning), financing 

and internal purchasing, and information technology.  Anything occurring behind the scenes of 

the operations of Audi Taiwan, this department takes responsibility and is the guardian.  This 

department is also differentiated by a simple trait: The finance division is primarily directed at 

the internal customers of Audi Taiwan.  That is to say, while Sales, Marketing, Business 

Development and After-Sales mostly looks outward to external vendors and customers, the 

finance division responsibility of customer focus means that the division must focus on the 

colleagues internally.  
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This is particularly impactful as every single department, then, must come into contact with 

either parts, or all of the finance division in some respect.   

5.5.1 Accounting and Controlling 

In the process of founding the company, Audi AG must commit to the Taiwanese government to 

spend a certain amount of capital back into the community, creating jobs and business 

opportunities for the local market, and in turn receiving the permission to conduct business 

locally.  After being registered, the company then is formed with the articles of incorporation – 

forming the subsidiary, a wholly owned venture based in Taiwan.  While Audi Taiwan is not 

Audi AG, the former is owned 100% by the latter, where the two companies then have a parent – 

child relationship.  The parent is obligated to fund the former until the point at which the child 

turns a profit. 

This funding and support occurs in the form of capital injections.  Although the exact amount of 

the capital injection is confidential, considering the product average pricing, millions of Euro 

dollars is entirely plausible. 

Another thing to note here is that because, at its heart, Audi Taiwan is involved in the 

import/export business, and their product is the cars on sale.  This means that, on a daily basis, 

certain things cannot be avoided.  Things like exchange rate fluctuation are a reality that has to 

be taken into account, and must be accounted for.  A combination of futures, options, and other 

financial instruments allows for Audi Taiwan to protect itself from the down side of the Foreign 

Exchange market. 

The financial part has two portions – the accountant and controller.  The accountant is 

responsible for the general accounting of the office, including any auditing external contacts.  

For auditing, since Audi AG and Audi Taiwan are two separate companies, although they are 
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closely tied with each other, this arrangement requires that the two firms have two separate 

auditing firms.  In the case of Audi AG, Price Waterhouse Cooper acts as the global consultants 

for the company.  

For internal Audi Taiwan affairs, including monthly financial statements and internal auditing, 

Audi Taiwan uses DeLoitte (Deloitte Touche Tohmatsu) as their local partner.  By ensuring that 

the financials are proper and abide by regulations, this position is in the crucial position of 

holding the integrity of the firm.  This  position is responsible for the reporting of financial 

statements of the year, compiling the balance sheet, income statement, profit and loss statements, 

and cash flow.  However, this does not include the forecasts for the upcoming quarters or 

projected financial statements that are given to Audi AG. 

Another major role of this position is ensuring that the proper duties and taxes are paid.   

The final major role of this position is to calculate the costing analysis of the vehicles and parts 

business to evaluate and track the profitability of the overall firm.  

The Controller acts as a business analyst, straddling the line between internal expensing and 

playing the guardian of cash flow.  This position is typically the person that must approve or 

reject purchasing, in exchange for control and management of cash flow risks.   

This manager also manages the expense forecasting that allows for the company to calculate the 

budgets for the upcoming year and in turn influences how much capital must either be raised, or 

acquired through business operations.  In Audi Taiwan, this is especially troublesome, as their 

forecasts for the year are extremely aggressive and are possibly out of reach.  This means that a 

good percentage of financing to be raised, as negotiated by Audi Taiwan, local banks, and Audi 

AG.   

Another role that the controller will be forced to play in the future is ensuring the transparency of 
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external expensing.  As contracts accumulate and expenses increase it will create a moral conflict 

if competitors for Audi Taiwan’s business increases.  This may cause a conflict of interest when 

deciding how to purchase items in internal business decisions.  The controller acts as the 

conscience and moral compass in upholding integrity within the company. 

5.5.2 General Administration / Human Resources 

The human resources manager in this firm has to take on a double role, playing both the Human 

Resources manager and the General Administration manager.  This double role obviously has 

two domains to cover and manage, and each role is unique and specifically tailored to support 

the staff of Audi Taiwan. 

In the Human Resources role, the manager must first take charge of hiring new employees.  

Because the company was formed with zero employees in the summer of 2008, Audi Taiwan 

initiated the process with a series of assessment tests.   

The first part of the assessment test was a logic test, with basic logic puzzles and quantitatively 

assessed scores.  After passing the minimum requirement, the candidate was then interviewed by 

several department heads depending on the position applied for.  These fifteen minutes to one 

hour interviews would assess the candidates’ personality to see if there was a good fit for them 

inside the organization.  After this stage, each candidate was then put through a teambuilding 

exercise where they would do a case study to determine their cognitive ability in time sensitive 

situations, or they would be asked to do a presentation based on a topic that would be supplied to 

them.  This last stage would be observed by 3 or more directors, and then assessed based on their 

performance. 

The result was biased, however, as most candidates would be determined by their ability to be 

assertive in a situation where they would be not be able to use their native language, and instead 
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be assessed in English.  This heavily weighted the hires to people that had spent time overseas, 

either as a child, or in their secondary education. 

This was the process for hiring the initial 30 members of the Audi Taiwan staff, and was 

conducted over the course of 2-3 weeks. Each batch was a group of 3-4 people and were only 

weighted against each other, thus in situations where strong candidates were grouped together, 

this would run into problems where not necessarily the strongest candidates overall were selected, 

but rather, strong candidates relative to their group.  This would lead to early dismissals and 

resignations of employees that were not suited for the environment that was created. 

As the Audi Taiwan team expanded, each hire from then on was thusly processed in a similar but 

ultimately different fashion.  For individual hires (like all employees in most companies not in a 

“start up” mode) each candidate was subjected to a psychological test, logic test and a 

concentration test.  Once a candidate was established with appropriately sufficient scores, they 

would be asked to interview.  At some point around this time, background checks would be 

initiated, and the job reference check began.  Once all these things occurred, an offer would be 

tendered and the process would progress as any typical hire. 

Another major function of this role is to handle expatriates (generally German), in which the 

process for Working Visa, living arrangements, intercultural training, tax resolution and 

family/schools would be handled on behalf of the expatriates.  However, no job placement would 

be handled for spouses.  For this special case of hires, the Managing Director would be directly 

involved in the process, often times being the person that requests the addition of the employee, 

for support purposes. 

5.5.3 Information Technology 

IT in many ways is the backbone of the office and therefore backbone of the Audi Taiwan 
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business operations.  That said, however, IT has no business authority on any matters, and only 

exists to support the business units. 

Each unit relies on the IT department to perform their functions; however, it is clear that After 

Sales works most closely with the IT department initially, due to the dealer management systems 

regarding service.  

Audi AG has yet to determine a standard set of software that can be identified as best practice, 

but as they are rolling out more subsidiaries over time, they are experimenting with group-wide 

software, and in many ways Audi Taiwan is playing the role of guinea pig.  Learning from these 

rollout experiences, Taiwan has the unique opportunity to affect the standard Audi way of rolling 

out subsidiaries and setting best practices. 

6. Rollout 
 
The Audi Taiwan rollout is still underway, so there is still more of the process that has yet to be 

finished.  In the end Taiwan represented a big enough of a market to enter as a subsidiary, and yet 

small enough volume where it represented an opportunity to test best practices.  Audi Taiwan’s 

entrance into the market changed the dynamic of the premium car segment; as Audi tries to 

invest and expand into this market; in fact this market is clearly shrinking. 




