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Speech of Mr Lüder Paysen (Senior Vice President, BMW Group Sales Division) on the occasion of the announcement of PT BMW Indonesia.

29 January 2001

Ladies and gentlemen, it is a great pleasure for me to be here today to tell you about the direct investment by BMW AG of Munich to form a wholesale company, PT BMW Indonesia, which will start operating on 1st April, 2001.
This new subsidiary is a clear sign of the confidence that BMW has in the long-term future of Indonesia and our commitment to maintain and extend the leading position that BMW already has in Indonesia through the efforts of Astra International’s Tjahja Sakti Motor Corp.

With the positive development of the Indonesian car market since the crisis, we feel that the time is now right to extend BMW’s involvement to a new level. Indeed, this latest development by BMW further strengthens the long-standing and warm relationship between BMW and Astra International. Our new arrangement brings together the special expertise from both parties. 

BMW AG is a leader in the top segment of the global car industry and its wholesale companies have a superb track record in developing the national markets where it is established such as in Japan, S.Korea and Thailand to name a few in the region.

The activities of BMW Indonesia will therefore include the wholesale of BMW cars, motorcycles, spare parts and accessories, as well as the overall planning of sales, marketing, after-sales and related activities in Indonesia. 

Astra International, through its wholly-owned subsidiary Tjahja Sakti Motor Corp, will continue to import BMW products, both built-up and in kits. Astra will also assemble BMW cars for the local market, as it has been doing so since 1976. And finally, BMW cars and motorcycles will continue to be sold through the network of BMW dealers built up by Astra, about half of which are actually owned by Astra.

For our customers, not much will change initially as their direct contact to BMW has always been to the dealers and these dealers will remain. It has always been BMW’s global policy to use local entrepreneurs and executives to form the backbone of the dealer network. Their understanding of the local culture and contacts to prominent personalities in society are invaluable.

We are confident that BMW Indonesia will emulate the success that has been achieved in the other markets where BMW established subsidiaries. To give you a few examples: In 1981, BMW became the first European car maker to establish its own subsidiary in Japan which was generally considered a very difficult closed market then. Last year, more than 36,000 BMW cars were delivered to Japanese customers. 
In 1994, BMW Korea was established, the first foreign car maker to form a local subsidiary, pushing sales up from about 200 units a year to over 1000 units in two years. In 1997, during the height of the Asian financial crisis, BMW Thailand started operations, the first local subsidiary of a European car company. And in the following year we announced the decision to build BMW’s first wholly-owned plant in Asia to be located in Thailand. Since then, BMW clinched the top position among luxury cars in Thailand in 1999 and 2000 as well. The first cars from BMW Thailand Manufacturing also started rolling out last year.

Back then in Thailand and right now in Indonesia, we were asked repeatedly why BMW was making such an investment. Clearly this question assumes that companies are here for a quick buck and would leave as soon as the situation changes.

For BMW, the decision to form a wholesale company is part of a long-term strategy and should not be based on the current economic climate, especially when looking at a developing market which has great potential in the future. In addition, to tap into this potential, BMW has to make investments and commitments now to prepare the ground for when the market expands. 

For example, during 1999 in the midst of the recession here, BMW and Astra decided to go ahead with local assembly of the new 3 Series. Our strategy was correct – after the new 3 Series was launched in October 1999, we sold as many cars in 3 months as we did for the first 9 months of the year. We would have missed the boat had we waited until the retail sentiment improved before preparing for the launch.

Ladies and gentlemen, we are naturally very excited about the next chapter of BMW in Indonesia. BMW has a long and rich history here since 1973. Astra and BMW have scored numerous achievements in Indonesia, including making BMW the leading brand in its segment. We look forward to continuing this highly successful relationship and promise that our customers will see even greater improvements in the years to come. Thank you.
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