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performed best worldwide in car sales, while the Europe markets

falter further or shrinks and even Germany has not come off the
ground. China's car sales however returned to high-speed growth in
March. The total sales of passenger cars, sport-utility vehicles (SUV),
multi-purpose vehicles (MPV) and minivans moved up 15 per cent
year-on-year to round about 1,590,000 units in March. This is the
third-highest monthly growth in a year. In the first quarter passenger
vehicles sales increased up to 4.21 million units, That's over 19 per cent
higher than in 2012, said the China Passenger Car Association.

I n the first four months in 2013 the Chinese and U.S. markets have

China has now more than 120 Million vehicles on his roads. For
manufacturers will China continue to be the most important car
market. With the Auto Shanghai 2013 the most important event for
the auto industry begins in this year. The new model rollout will
stimulate the market in significantly. Many carmakers will present their
maost important innovations in Shanghai. The Chinese car dealers can
also look forward to a good car business this year.

Despite the positive outlook, dealers cannot longer continue to focus
exclusively on the business with new cars. They should forget that
the car business consists of three parts: new car sales, used car sales
and after-sales. And every dealer has to cover the whole business. It is
necessary to improve the performance of all three departments if they
want satisfied customers in the future. Furthermore the low return
of investment of the new car sales makes it therefore important to
improve the used car and after sales sector.

Another important issue in this year will be the strong presence on
the Internet. The world's largest auto market has now more than 564
million Internet users. China is also the biggest Internet marketplace
worldwide, says the China Internet Network Information Center.
For the car business digital marketing is more important than ever,
but dealers are largely ignoring the expense for their customers.
Consumers expectations in the car-buying process on the internet
are rising constantly. For more than B5 per cent of the car buyers
worldwide the world wide web is their first stop not the showroom.
That’s the reason, why carmakers and dealers have to enhance their
digital marketing efforts — now!

Ralph M. Meunzel
Publisher
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On April 8,2013, AUTOHAUS CHINA
conducted an interview with Karsten Engel,
President and CEO, BMW Group Region
China. He predicted high single-digit or
low double-digit growth for BMW Group
in China this year, and expected to build
and sell more locally produced vehicles,
with growth slowing but still considerable
in terms of absolute volume, with the
premium segment growing quickly.

Auto Shanghai 2013 will launch the BMW
Concept X4, and see the Asian debut of the
BMW Concept Active Tourer, the new BMW
3 Series Gran Turismo and the BMW M6
Gran Coupe. The BMW i3 will be rolled out
this year. They will continue to prioritize
profitable growth and high quality,
following their success in developing BMW
and Mini as the most desired brands in
China.

In response to a Chinese state TV report
that the air in German cars poses a health
danger, Engel emphasized that BMW
follow global standards in purchasing,
production and quality management.
Damper quality and indoor air quality meet
global BMW standards, and the refined oil-
based bitumen is used worldwide, with no
carcinogenic emissions.

Dealer success in 2013 will be increasingly
influenced by after sales and used car
business. BMW Group will focus on
enhancing dealership competitiveness in
tier-1, -2, and -3 cities, while continuing
penetration into tier-4 and -5 towns, and
encouraging dealers to build service
outlets.

In China, the Future Retail program will
improve the customer experience, and

the world’s first BMW Brand Experience
Center is opening in Shanghai right before
the Auto Show, an unequivocal signal that
BMW are doing their best to improve the
customer’s brand experience.

For 2013, the main focus is the quality

of the business: profitable sales increase
and healthy dealership network, as well

as attractive brand image and further
improved customer satisfaction.
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While the auto market was stagnant in 2012
and some major markets experienced an
economic downturn, Skoda had an excellent
sales performance thanks to its rich product
line. AUTOHAUS recently interviewed
Werner Eichhorn, Director and Sales Head of
Skoda, on the brand and its future plans.
Eichhorn noted that global Skoda sales
reached 940,000 last year, up 6.8%. China

is the largest market, accounting for one
quarter of this total, with Germany next,
with a Skoda market share of 5% that makes
it the largest imported brand. Skoda’s
strategic objectives are to achieve annual
sales volume of at least 1.5 million in 2018,
with over 50% in markets outside Europe. In
Volkswagen Group, Skoda has clear brand
connotation and positioning. Its brand
philosophy is ‘Simply Clever’ Spacious,
versatile and practical with an elegant and
modern style and advanced technology,
Skoda fully embodies this concept.

In 2013, Skoda will launch more new cars
than ever, with eight new models. Up to
2015, Skoda will introduce a new model
every six months. The third generation
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Skoda Octavia is the first new model this
year, and has drawn much media and public
attention. Skoda Fabia is the second best
selling model - special editions like Monte
Carlo, Fresh and Cool Young Spirit triggered
a sales boom in Germany. The new Fabia
will be launched by the end of 2014. In the
Skoda family, Rapid, a new model in the
important compact car segment, provides
young families with a comfortable, quality
car with a high-tech feel. The Scout version
to be introduced at the end of 2013 will
fully explore Rapid's potential. In the second
quarter of 2013, new showroom

designs will come out. All

showrooms in Germany '
will apply them, and roll

them out globally in the
second half of the year.
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Geely will showcase 20 new models in the
2013 Auto Show, including a KC concept
car, an electric car and a DMFC car, as well as
10 power train systems. AUTOHAUS CHINA
recently interviewed Yang Xueliang, PR
Director of Geely Automobile.

According to Yang, with the number

of automobiles per capita in China still
below developed countries, urbanization
accelerating and average income expected
to double, demand is growing. As a
leading local manufacturer, Geely has been
striving for a technological breakthrough
in new energy vehicles, in the face of an
increasingly tough industrial environment
and social issues like energy consumption
and air pollution. With fierce competition
between domestic and foreign brands,
Geely is continuously improving quality
and technology, with the advantages of
location, government policy and synergy
from the acquisition of Volvo. Over the last
decade Geely has made great strides in its
overseas strategy, and this year is targeting
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sales of 150,000 cars in foreign markets,
aiming to increase overseas sales to 30-40%.
Therefore, Geely will continue to develop
dealers, marketing and service networks in
overseas markets, and build a talent pool
along with its brand. Improving dealer
service quality is 2013's top priority.

In recent years, Geely has improved the
efficiency with which it uses existing
resources. Since 2011, Geely has
collaborated with dealers on the GGQ

353 strategy. GCQ stands for Geely Global
Quality; 353 represents reducing claim
rate by 50%, and being ranked in the top
3in China in terms of IQS within 3 years.

In the China CSI (Customer Satisfaction
Index) report published by J.D. Power in
2012, Geely’s brands Gleagle, Englon and
Emgrand all had a CSI above industry
average. Geely faces big social challenges,
including automobile consumption and the
environment, as well as restrictive policies
which have an impact on its brands.
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China right now represents a unique
opportunity for car design, with an
unprecedented proliferation of new products
and increasingly sophisticated consumers.
Brand and reputation are key factors:
Chinese customers embrace good design,
but still do not consider the local industry
capable of making soul-stirring products,
and continue to desire German and Italian
models. If they are not within reach, they opt
for joint ventures, with 100% local brands
only for people with limited spending
power. Things are changing, though, and
local brands are becoming more appealing
— before long. Pride in buying Chinese will
become a factor.

Where local firms once attempted to rectify
disorganized, non-organic product ranges
by turning to international consultants,

we now see the head hunting of foreign
designers. This brings in valuable expertise,
though must not be overrated. Let’s hope
the Chinese auto industry finds the courage
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to follow a new vision.

Europeans need to collaborate responsibly.
At Torino Design, our philosophy has always
been to focus on quality over quantity. The
future is China, and we want to be part of it. |
personally have been working with Chinese
OEMs since 1993, helping them develop a
unique design language for their brand. In
China, our design centers are not linked to
the major manufacturers. We can thus be
expert consultants and also development
controllers, creating the basis for the growth
of the Chinese industry.

Chinese brands should plan a new range
DNA, which must be the result of a logical
line-up. They must not overestimate the
market: few products sell in large volumes.
Furthermore, the time for copying is over:
new brands and logos should not mimic
existing ones.

Chinese brands are positioned to write a
new chapter in the history of car design. The
only thing they have to fear is fear itself.
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The Year of the Snake will be a year of
decision-making. Manufacturers will be
deciding how and where to expand their
networks. The general weakness of the
economy in 2012 led to lower demand
than expected, high inventory at OEMs
and dealers, and significant dealer
discounting. While both production and
sales were good in 2012, OEMs will have to
pay the price of unsold inventory and price
erosion, which will have a serious impact
on the profitability of all OEMs, with
China’s economy still in a downturn. The
discussion of whether China will head for a
soft landing with GDP growth rates of 7 to
8% or a hard landing with growth rates of
3 to 5% is not yet over.

We predict production of overall light
vehicles to grow 6.8% and passenger

cars 8.6%. The question is: what is the
individual growth situation for Audi, BMW
and Daimler?

In 2012, of the three Audi led in sales per
dealer 1100 sold by FAW-VW-Audi with 299
dealers and Volkswagen of China for the
imported cars with 50 dealers; followed by
BWM per dealer 940 sold by 346 dealers
and Daimler per dealer 410 sold by Beijing
Benz with 211 dealers and Mercedes of
China for the imported cars with 263
dealers. All three have a high density

of dealerships in Beijing, Guangdong

and the Yangtze River Delta region,

where purchasing power is high but car
registrations are limited by government
policy. They need to make an effort to
open new dealerships in new cities with
increasing purchasing power. Looking at
VW, GM, Ford, Toyota, Honda and Hyundai,
while dealer density is still high along the
east coast, Beijing and Shanghai are less
important than for premium brands, and
the move to inland provinces like Hebei,
Sichuan and Henan is already obvious. In
respect of sales per dealer, Hyundai leads,
followed by VW and GM. It’s clear that
every OEM has its own homework in 2013.
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Passenger car sales in China failed to reach
the target in 2012, with an accomplishment
ratio of only 92.8%, but in 2013 the growth
rate is expected to reach 15%. 60% of

the 52 automobile brands did not meet
their sales targets, with Japanese brands
accounting for the majority due to the
resistance to Japanese automobiles in
2012, as the Sino-Japanese relationship
degenerated. Honda and Toyota, previously
boasting an outstanding sales performance,
failed to reach the full accomplishment
ratio, and less influential brands suffered
even more. European, American and South
Korean automobiles benefited from the
decrease in Japanese market share, with

a higher growth rate. Volkswagen’s Audi
produced satisfactory results, superior to
other brands; Fiat, despite being European,
had a poor performance due to slow
product circulation. However, domestic
automobiles did not take advantage of

a beneficial situation, with the majority
failing to meet their objectives, notably
due to the strategic errors of Chery and
FAW. Sales growth rate was below the
average rate of the passenger car market
as a whole. According to the sales plan

for domestic passenger cars in 2013, the
market is expected to increase by 15% this
year, to 1.791 million. Japanese, European,
American and domestic brands have
different objectives. Last year’s sales leader
Volkswagen is relying on its leading brands,
Lavida and Sagitar, and has been active in
setting new and high sales targets, with
plans for sales expansion. Chinese brands
are ambitious too, with optimistic projected
growth rates despite the poor performance
last year. Japanese car companies are
remaining cautious due to the lingering
tension in Sino-Japanese relations and have
set the same targets as last year.
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As 2013 Auto Shanghai draws near,
discussion of the purpose of auto shows

- whether car sales should be the key
focus =— has once again become heated.
While some people believe that the most
important thing about auto shows is that
they provide an opportunity for the main
players to promote their brand philosophy
and advanced technology, others insist
that an auto show with any aim other
than selling more cars is a complete
waste. From the perspective of an industry
journalist, both parties have a point. For
the former, the display of new technology
in the absence of peddling and bargaining
accentuates a sense of premium quality;
yet the latter would reasonably rejoin that
a trade show can hardly be called a success
if it does not generate concrete results.
The ultimate purpose of any show is to
bridge the gap between manufacturers
and consumers, providing a platform

for consumers to learn more about the
brand and become interested in buying
cars. It makes no difference whether the
transaction takes place at the show or

at the 4S store afterwards. To respond
directly to the original argument — whether
car sales should be the key focus - this
journalist believes that the success of an
auto show is not determined by scale or
sales activity, but rather by its distinctive
features and benefits recognized by the
industry and audience, as well as by its full
commitment to exhibitors.

We expect Auto Shanghai to be a
remarkable place where car manufacturers
display their concepts and car dealers
get more orders. Everyone has their own
motivation, while sharing a common
interest. Those arguing for a pure sales
approach at auto shows can surely
compromise in the face of a wonderful
show which satisfies the audience’s
expectation of a horizon-broadening and
awe-inspiring experience.
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China’s modern dream is to continue

the great rejuvenation of the nation, as
President Xi has expressed using the term
“the Chinese dream”. However, to Li Shufu,
President of Geely Group, the Chinese dream
is Chinese automobiles spreading all over
the world - an interpretation agreeable to
his peers in China. To realize this version of
the Chinese dream, the automobile industry
has adopted several strategic measures

to seek more innovative development,

and automobile companies have attached
great significance to brand promotion

and image-based campaigns by taking

full advantage of automobile exhibitions.
These exhibitions attract great attention

and guide the economic chains at various
levels. The concept of an automobile
exhibition economy has benefited individual
automobile companies and the industry

as a whole. From the perspective of the
exhibition economy, automobile exhibitions
not only build a communication platform
for automobile enterprises, dealers, and
consumers, but also promote mutual
prosperity in the automobile, transportation,

and catering industries, a virtuous circle.
Recently, with the fluctuations in the
automobile market, automobile companies
have become less enthusiastic about
participating, and more and more roughly
organized local and functional car exhibitions
can be found at trade fairs or in shopping
malls. Large quantity and disordered
organization are the main features of
automobile exhibitions in China. Compared
with mature car exhibitions abroad,
exhibitions in China have little individuality,
but have distinct features. Little individuality
means local exhibitions mostly focus on

the quantity of newly released automobiles
and on visitors, rather than create a unique
perception for consumers. From this
perspective, the exhibition economy is

not yet ready to promote the automobile
industry and help realize the Chinese dream.
Automobile exhibitions at all levels, rather
than maintaining a narrow economic focus,
should provide positive development
services for the progress of the automobile
industry as a whole.
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The 15th Shanghai International
Automobile Industry Exhibition is about
to begin, with Chinese people paying
unprecedented attention to automobile
products. Although trade media have
created a lot of exposure for the exhibition,
the effect of the advertising has been far
from satisfactory. The general impression
left by exhibitions can be plainly described
as “spectacular, busy, with lots of new
cars”. However, afterwards few people

can explain vehicle type, grade, engine
type, or vehicle suspension varieties. As an
automobile dealer, it is imperative to value
the efficacy of an automobile exhibition,
as this is directly related to sales. As for
different dealers for the same automobile
brand in a city or region, other than service
standards and geographical distance from
consumers, the key factor in consumer
decision-making is marketing.

In the typical marketing campaign,
audiences are regarded as undifferentiated
individuals; however, in modern society
there are different consumer groups with
unique viewpoints and requirements, and
thus different requirements for products
and preferences in terms of marketing
campaign. Marketing needs to be
individualized and customized with a clear
direction, and target consumers should

be segmented based on product features.
With an eye to customers’ different ages,
habits, types of travel, and methods of
consumption, a diversified media campaign
is most effective.

The modern tendency towards social
fragmentation motivates independent
personalities and leads to a unique
automobile consumer culture, with fine-
grained marketing providing the edge
needed. Saving the expense and energy
currently expended on mass-media
campaigns and instead focusing on key
objectives may well turn out to be the way
for dealers to stock up their bank accounts
in the future.
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The Chinese automobile market has
entered a new phase. While surface
appearances suggest its golden period is
over, this is in fact an indication that the
automobile industry is now mature. In this
period of transition, dealers are not only
faced with a range of challenges, but also
many opportunities.

4S dealerships entered China late, but have
developed extremely fast. 4S dealerships
are called Autohaus in Germany. The
advantage of the 4S dealership model

lies in its professionalism, credibility, and
guaranteed customer service.

Based on a survey AUTOHAUS China
conducted among 15 4S dealerships in five
dealer groups, we found that all dealers are
experiencing a slowing of growth in the car
market, but that they still see huge market
potential. The dealers identify the unitary
profit pattern and inventory pressure as
their main problems at present. New car
sales still play the main role, but the used
car business is becoming a focus for 4S
dealers, who have realized the importance
of providing financial services but have
not yet developed this in depth. 4S dealers
have also noticed the importance of
after-sales service to profitability and are
offering a range of maintenance and repair
services in accordance with manufacturer
standards.

While in the near future dealers for all
brands will face challenges, there is still no
lack of opportunities. The used car market,
refinement of after-sale service, and the
development of financial and insurance
services will provide dealerships with great
opportunities.
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After a period of rapid growth, the Chinese
automobile industry has entered the stable
development stage and further growth

will be relatively undramatic. Although

the market as a whole continues to grow,
dealers find themselves with huge stock and
business losses.The economic situation has a
greater impact on commercial vehicles, with
traffic jams, parking difficulties, degeneration
of the atmospheric environment and the
safety of the petroleum supply all influencing
the market.

Opportunities always co-exist with
challenges. “The stabilization and upswing
of the macro-economy, and the main
economic focus of expanding domestic
demand, will both stimulate automobile
consumption requirements. At the same
time, the continuous improvement of the

consumer market in China, the increase in
new cars due to competition, and the fall in
automobile prices all prop up the automobile
market,” says Chen Wenkai, CEO of Gasgoo.
Chi Yifeng, General Manager of Yashi,
believes that slower growth will be a boon
for buyers. When customers truly become
kings, the marketing approach will change
substantially. After-sale service will improve
and good service will become profitable.
Sales methods will also be reformed, and the
current domination of the 4S store will evolve
into the co-existence of various consumption
modes.

In the new era, whether with passenger

cars or commercial vehicles, manufacturers,
regional managers, dealers, and service
stations all need to make great efforts to find
their own space in the market.

AUTOHAUSCHINA 41



L

WOFTiES

HEFPA - BAPHNEEIS EFEREEERNEE,
BURYITRR

HIRFHE AR EIRE B

3 / GUNDULA SCHRAMM*

= 2010 FFFERE—X,
% Biﬁﬂk/ NR=NEFESEILR,
A EERIEREER
ITHEW SRR SINERIE L.
L/Afiﬁgflﬁ@ﬁ%it? 3RER, SHE
Iz ERF 2 IE—X T AYHE
EHIBA .
HEA 6 MBI 3IREIRERE, %
ZIER AP SRR SIE L T
BIFF, BRREAERFKREFIES
WS,

TIREE, HERED s
TEU—8 . 9ENDZ—HIEHED
};zi‘TZIKIﬁEE’J% SH0LE

BE3FfE, XLHEEFAKARIL
FEEMEH 7. ERRIBKOHH
WiEH, FERRESHRIRAZEM
BIRAIEI G . BT EETREAFR
EIRENME, MEFERLNE 18N
ERIEMETIONERAVEEN S NRIKIR
ix, REERSEERE,

? /\/X

42  AUTOHAUSCHINA

E)&EI'J%EE.M

BOR, SFHBENLFFE
BREREN NSk T .
BREE—RFRIONTE, &E
%DE?(*B/\QZ%F‘?5EIE§E)’EK§H’-§D
fAIRIXIFHRR . EEBIERNERERFR
HEMIFEERE,

, FellIEE

BRAR

P Lfﬂ‘ﬂ/)\u:lﬁ): 119289
HIFTERIEARHEESRIE, 1HBIIFh )
AAEHS %ﬁghlﬂ(fiﬁ'ﬁ) BefEut

EERNIES, UFRERER TRk
=

ERIER, RHEBREILEER
IE%EP*@J;E%IEEIEE’JL‘%%E%, PN
TN THIEYR, HELIEEES
BNEZSERR: TMUEXE, LB
KR | BEESIIREIES. 16
BERE. BRACHIISHFREINT X
4. HESIERIAEIRBESEIBMEN,
UE T BRI REE TR NS A

EtHEHIRARE

EEEmE ( 2AX2MIR LIRS
Z=)

H—hHH, REEHEREE
WHAKLHE .. X—HEESHERE
NIRRT EEEX . BEEREUE
HRHEEIERASMIIFERE, iR
SHIEERT . HELIBEBRETIEH
FRIRDBAIBESHEEmMD, MAREH
FRIR A S AR TIF. 2K
MX—feitit, HEZIBTEEETZE
sl

EENTehENT EAHERY
TR, XERRIIRERES . 2L
WX—BXREE, ) FEXILUT

=AU K, /)IL:*I%D)\

BEIRF, FLIER ‘A7 2X
=AXRPREBES . EtA— t)]
FEVRTRTITHIRIE . FiARRI=
[=EF0RE

NETESCEGIER, #RETE—1 1
EEMMBERHELIR IR, HERE

05/2013

[&: Gettyimages

—BRZAVES IR E T IER D
#}XW,D HEMYLFEBEEEREEX
PRINAIANEE, (BIHELIE(IBR AT
FERDBEZARUETMIITICTES
AUBRUL A fE, DA T RS A
WIRERY “BOGES"

FHER: REEZF ="K
@%‘éﬁ%tﬁ‘f‘ﬂﬂﬁ‘é%ﬂﬂﬁ/\%glB)\E’JIE
ERFEE: M. 538 RIE.

MRELATFRITAE
JEBIEMR TR RERE. FA
HbHEERETH EEFIBANAOTT AR EE . BRATRLE
EEATLUEsIR TR ME, IEEEZT
RS . _MARBE TRIBH RN
TREMRLIHNE? [AAIEZERIREET )
SR SEEINRIEFINIIZA, &
an, LURRERAI. AR - FERIE, %
BHEBEWERES (£8) B8R
BFENTE. TRERIRE: “,@ZE%
SERIXRAETER. SEGYRSHY
ANEMTREARRE, FLERMARY
HREFHRZERS T .

FEitt, FIE—MH “TEIERK
" RNEZRBIMCATRIEE N
BEEBNERARFEMREENSE—
. BERPFEHENEK, RE=E
E—mFRE M3 R R RIE
25 Z*E%O

N REEIRR. HESE.
DHTEDEIT. m;k{»‘il_ AR
BINEREBIMNE, FHEEER “EE”
T35, ZRESEMAIFFEAYET , BIIX

05/2013

—ft% T, ENBITHESE, HE

ZIBNE)I T mECIR T(ERIEEM
D]o XiF, RBUBR@ER LIRSS
FERTA IR XIERHE TINE .

ARIEZZRIFANE, AMIIRIEN
I =HERNEITRIEECH SRR,
R EBANEERIPEEE RS T AT
{E% SIBFEI IS EERINS
%, HEZKIECRAEFRTDEAHSHEE
e, TEAHSERYINEAIRLIIE
THEE,

WS MAESX, M2

WS RHESIERRBHUAYERES,
AMYESNESEHFEEHBSNER
R, EENESFEEMINLEEITHY
BELERIHFHLATE. BRMRIEES
ExERIBSAMNETEIBSE,
TR UE LR EE AR SH
PAEFREFMMNERNTE., FLt, th(]

MEB—%, THFEERER
A=, PEERRERER, Bl

2t —JL/LTE'E'?EEWID]E’J 5338

B EAHEEERENESEEE, &
ERERAHERIARIZ B 1R

IpESHIRIERER, BXEEEEMN
HERESHERWNEEITIEZRE
Z/DFERIR?

R St RS A I HEEA
,/\:zf’E HNERNSHAVHEZIEZE

—ERIRINBEF EEF S HEIFL,
E%Q%ﬁié‘b FAELEAB B T Elfh
A, FRLBASLFE B ARSI
BT SFKFRIRI -

ERETHR (REEER ) T
Y BXASIEREARES . u

sz | I

READ HERE...

In 2010, feedback for sales coaching
programs at a Beijing dealership was
positive. Now sales teams struggle with
high turnover and estimate a third of

sales leads are never followed up. Was the
investment in coaching a waste?

We believe, rather, that the solution lies

in empowering Sales Managers to make
decisions, anticipate problems and coach.
SMs currently spend their time selling,
handling administration and putting out
fires. By redefining their responsibilities and
expectations, dealerships could improve
performance.

Transforming the behavior of hundreds of
Sales Managers across China is challenging,
and OEMs must focus on three key areas of
change: technology, processes, and people.
Everything hinges on employee willingness
and ability to implement new processes
and technology.

It all starts with turning around the Sales
Manager, uniquely positioned to influence
and empower, but how can we motivate
people to accept new ideas? Creating
Ambassadors of Change is an important
first step in shifting from an emphasis

on optimizing local processes to viewing
the Dealership Network as a whole. As

the number of advocates increases, it
eventually reaches a critical mass, and

the entire dealership “tips” rapidly toward
supporting new ideas. OEMs must identify
“Dealer Consultants”and have them take
the lead in training Sales Managers, who
then train their people. A big organization
can thus run programs in all geographic
areas simultaneously.

To ensure that change will endure,
successful OEMs institute recurring
structured-coaching sessions where the
Dealer Consultants use performance tools
to evaluate SMs.

Coaching is the responsibility most
neglected by Sales Managers, who may not
be qualified enough and are already busy.
Consider how much more you could draw
out of your sales team by improving SM
coaching skills, and what they could gain if
the field based coaching process was more
robust.
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In recent years, companies have made
great strides in terms of corporate

image, quality management and process
management, and currently controlling,
leadership and management are hot topics.
Comprising development planning, asset
expansion and employee development,
systematic business administration

plays an indispensable role in corporate
development - and resources-oriented
employee development is an essential part.
Fully identifying strengths and weakness
and releasing full employee potential
reduces operation costs and improves
productivity.

To promote employee development,
companies need to find the right trainers.
External consulting firms or training
institutions can help dealers optimize
processes and achieve good performance.
Consulting firms or trainers usually deliver
four-step training for dealers. Step one

is field trip and process analysis, which
requires the management team and other

relevant staff to participate in explicitly
defining the purpose of the project. Step
two is development planning. This clarifies
specific quantitative and qualitative
indicators and employee development
goals, resulting in a feasible timetable
developed by employees and management
to ensure deadlines and goals are met.
The third step is process demonstration,
training and periodical summary, involving
the processing of critical data. The fourth
step is resource-oriented personnel
planning. This entails analysis of employee
potential, acquiring feedback on employee
competitiveness from consulting firms and
obtaining the support of subordinates, as
well as the implementation of a specialized
business administration and operation
process throughout the enterprise. After
the training, the scheme developed by the
trainer will continue to be implemented and
improved through performance evaluation
and consolidation measures.
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Courage drives new ideas and practice. As a
company that values courage in exploring
new possibilities, Audi now extends this
spirit into dealer training, expecting an
innovative training program in 2013.

As Heiko Schmidt, Audi trade training
supervisor, puts it, “In approaching the
target, obstacles are challenge, inspiration
and motivation.” Courage is evidenced

in Audi’s improved training program. To
complement on-site training activities,
Audi has developed a new learning
platform - Audi Learning Valley - for self-
driven learning purposes. According to
Schmidt, what differentiates the new
program from the traditional one is the
way in which it blends virtual components
with educational elements. It will enable
an immersive, real-time, and self-driven
learning practice for target trainees. Audi
believes that a personalized and easily
accessible course is essential to meet the
increasing demand for training.

The first Audi Learning Valley prototype
will be completed this year, with its official
launch date still under discussion. In this
new system, participants are allowed to
customize their own courses or practice

at different competency levels. A virtual
counterpart will respond to each action
taken by the participant in this learning
game. As a technological leader, Audi

is pioneering this innovative training
application. To facilitate the new training
program, managers will play an important
role in identifying their employees’ learning
needs. In terms of selecting leaders on the
dealer side, Audi is launching a new plan
in 2013 which will bring in candidates

not only from dealerships but from other
relevant industrial sectors as well.

The company is sparing no effort in
equipping its dealers with advanced know-
how, and 2013 will see a further increase in
training days, up from the 42,000 in 2012.
As Heiko Schmidt notes, “ We understand
that training will be a key issue in the
future”’
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Safety Test Lane for Cars

This premium test stand can be used as a brake tester, for diagnosis reception or as a control unit for workshop
processes. In combination with other MAHA test devices a safe, instantaneous vehicle evaluation is possible.

Especially well suited for reception and diagnostic lanes with high vehicle through-put. Xiu Chunlin

Managing Director

Welcome AUTOHAUS in China! The leading professional magazine for dealers and OEMs with more than 50 years of experience.
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B Suspension Technology

O Lifting Equipment

O Chassis Dynamometers, Emission Testers

MAHA Maschinenbau (Beijing) Trading Co., Ltd
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As the first automobile financing company
approved by the China Banking Regulatory
Commission and the first professional
automobile financing company in China,
GMAC-SAIC is now the largest and most
powerful automobile financing service
provider in China, with assets of over
RMB34.8 billion.

In its nine-year development history,
GMAC-SAIC has provided financing
services for huge numbers of automobile
manufacturers and dealers, and over a
million end users have enjoyed individual
automobile loan services. The company

is dedicated to innovative development
and meeting all the requirements of
automobile manufacturers and dealers,
and has improved the products available
through four business models: individual
automobile loans, dealer wholesale
financing, dealer exhibition hall financing,
and used car loans. In China, while only

a small number of consumers purchase
automobiles through loans, GMAC-SAIC
plays a dominant role in this area. The
company has wide network coverage and
a close relationship with manufacturers,
and customizes financial plans based on
the suggestions of end-channel dealers.
When more consumers choose financial
credit products the sales volume will grow,
and more importantly consumers will
increase contact time and frequency with
dealers and become interested in related
automobile products. In terms of the
means of financing, the company is actively
exploring the application of more financial
tools in the automobile financing industry
to adapt to the financing through market
approach, and is gradually establishing a
permanent and stable market-oriented,
securitized financing mechanism. GMAC-
SAIC is the only company that issues
individual automobile mortgage credits
to support securities, and recently it
successfully completed the issuance of the
first automobile financing bond in China,
with a high credit rating. The basic GMAC-
SAIC asset pool covers a wide area of the
Chinese consumer market and therefore
has a low credit risk.
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Over the last two years, the navigation
system market in China has grown
haphazardly, resulting in product
positioning polarization, brand confusion,
and pricing chaos. Although sales have
been good due to low prices, the average
user’s navigation system experience still
involves a number of problems, such as
aftersales service quality, map upgrade
issues, route planning errors, and poor
battery longevity. With steady growth in
private car sales, the industry has poured
funds into the automotive navigation
system market. However, inhibited growth
for regulatory reasons has led to navigation
system supply exceeding demand, and
thus oversupply. Moreover, most domestic
companies producing navigation systems
are small businesses lacking the spare
capacity to make a large-scale capital
investment in technical development; thus
their products tend to have basic functions
and lack innovation

With the steady influx of smartphones and
tablets with navigation features, the market
share of traditional automotive navigation
systems is declining and competition is
increasing. At the same time, internationally
renowned automotive component brands
are having a big impact on the domestic
automotive audio market. Statistics show
that nearly 500 foreign parts companies
have invested in China, most as joint
ventures or wholly owned enterprises. Non-
automotive firms like Apple and Baidu are
also interested in developing navigation
products.

Some large and powerful manufacturers
are thus making an effort to change and
explore a new path for development. China
is one of the world's largest car producers,
and the tremendous market prospects

for automotive navigation systems have
attracted cross-border giants with the
power to steer the industry in the right
direction. In the last two years, automotive
electronic development has been
accelerating, with increasing functions
ranging from voice navigation, smart
parking, and mobile offices to network
information services. Navigation system
companies are being driven to develop
new, more market-friendly products.
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With the number of automobiles per
capita in China increasing steadily,
prospects are bright for the after-market

- industry experts estimate that by 2015
the Chinese automobile after-market

will be worth RMB950 billion. For insight
into its importance, AUTOHAUS CHINA
interviewed Du Yun, Chairman of Yunhan
Corporation. According to Du, the after-
market is becoming a new profit growth
point. The automotive supply market is
currently immature and fragmented, with
brands of uneven quality. For automotive
supply businesses who want to build

their own brand, R&D capability is the

core competency behind building a solid
market position for brands and products.
In addition to broadening the product
line, they should also implement fine and
point-to-point management for channel
customers and provide systematic training
support.

With development and distribution of auto
after-market products as its core business,
and product quality control mechanism as
the cornerstone, Yunhan has introduced
state-of-the-art technology from both
home and abroad. It has led the way in
establishing a new branch direct operating
mode in the car maintenance and care
industry, providing customers around the
country with unified, refined, and targeted
services. It has implemented a unique sales
management model of achievement rate
target management, which sets and breaks
down sales targets according to the actual
situation of all channel customers, identifies
problems immediately through target
management, and finds ways to achieve
and exceed sales goals, simultaneously
improving output value and customer
satisfaction.
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AUTOHAUS China is a subsidiary magazine of AUTOHAUS, which is published by Messe Frankfurt New Era

Business Media Ltd. and Springer Fachmedien Miinchen GmbH, Germany. AUTOHAUS China is the leading
professional magazine for managerial staff of car dealerships as well as for decision-makers of all OEMs on
the Chinese market. It is focused on topics related to business operations and management, from sales of

new and used cars to repair and maintenance and all aspects of customer relationship management.
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AUTOHAUS CHINA is a subsidiary of the leading
German B2B car magazine AUTOHAUS, which is
published by Messe Frankfurt New Era Business
Media Ltd. and Springer Fachmedien Miinchen
GmbH, Germany. AUTOHAUS CHINA is the first
independent professional magazine for the
managerial staff of car dealerships as well as

for decisionmakers of all OEMs on the Chinese
market.
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Major topic areas include:

CarGarantjy

News and trends from the field

Personnel: Staff qualifications

New cars: The latest innovations and manufacturers' sales strategies

Used cars: Boosting profits by optimising processes

After-sales: Higher returns with the help of customer-oriented services

Auto parts aftermarket: Look into the leading industry in the aftermarket

Financial & Law service: Providing the latest news & consultation around the industry
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1T, +86 75582871524 {EHE. +86 75523974115 E-mail: info@autohauschina.com

Contact details for subscription: Jojo Zhou Phone: +86 755 82871524 Fax. +86 75523974115 E-mail: info@autohauschina.com
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