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Agenda

• „Brand“

• The Audi brand

• The dimensions of brand building at Audi



1. Clear, global brand and product 

positioning (differentiation)

2. Emotional value

3. Consistent communication  

4. Strong and distinctive visual 

appearance

5. Confidence

6. Heritage

7. Price premium

8. Profitability

Strong brands and their characteristics



Impact of brands and positioning

High brand 
relevance*

Low brand
relevance*

5.0 = 100%

Luxury goods 3.8 = 95.0%

Cars 3.8 = 95.0%

Food and beverages 3.6 = 90.0%

Telecommunications 3.3 = 82.5%

Transport and Logistics 3.2 = 80.0%

Power supplier 2,5 = 62.5%

* Determined empirically on a scale from 1-5Source: McKinsey / MCM



Premium 
market

Volume
market

Mobility
Quality
Reliability
Price-Value-Ratio
Safety
Residual value

Prestige
Innovations
History
Motor sports
Top Service
Success

Global customer expectations –

Automotive industry
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Triad* 2006

Triad* 2011 (e)

Volume / Premium brands

i.e. Triad* in mill. units

* Europe, USA, Japan
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Development of the Audi brand

Traditional Modern

Premium

Volume



Europe

USA

China

At home Business „Dreams“

Orientation on values of customers



Audi brand profile –
Guide for all Audi activities

sporty sophisticated

progressive



Profitability

Most attractive 

employer

Image,

customer & dealer 

satisfaction

Dynamic growth

Audi –

The most successful premium brand

Audi Strategy 2015
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Emotional products and innovations

Audi A5 Audi Q7

ASF TDI/FSI quattro

Audi R8



Prestige is...

the key for higher loyalty and 

conquest rates

the basis for profitability

the basis for a price premium

Focus on image and prestige



Driver image: measures

Usage of USPs in different channels

Audi R8 Race Track Experience

Audi metrotainment ® Dealer Exclusivity

Audi brand ambassadors



Premium Consistency

Customer expectations in the             

premium segment

Therefore the customer pays a price premium

Dealer CommunicationProduct
People &

Behaviour



Thank you!

Michael Renz,
Head of Central Marketing



This presentation contains statements on the future business progress of the Audi 

Group. These statements can be identified in both the spoken comments and in the 

texts by such words as "expect", "plan" and "intend" or similar words. These 

statements are based on assumptions regarding the development of the economy 

in individual countries and in particular in the car industry, which we have made on 

the basis of the information that is available to us and that we currently regard as 

realistic. The estimates are exposed to risks, and the actual development may 

deviate from anticipated developments. 

If there is consequently an unexpected downturn in or stagnation of demand in our 

principal sales markets, such as Western Europe (including Germany in particular), 

the USA or China, this will affect our business performance correspondingly. The 

same applies in the event of significant changes to the current exchange rates of 

the US dollar, the pound sterling and the Japanese yen.

If one of these factors of uncertainty or other imponderables should materialize or 

the assumptions on which the statements are made prove to be false, the actual 

results could deviate from the results quoted in these statements or implicitly 

expressed.

Announcements of an anticipatory nature are not updated in retrospect. These 

statements are valid on the day of publication and may be replaced. 

Disclaimer


