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INTRODUCTION

On November 6-7, 2013 we celebrated the 28th
edition of IESE AUTO in Barcelona, coorganized with
KPMG under the leadership of Mr. Francisco Roger,
Partner, Country Coordinator Automotive Industry,
KPMG Spain. In doing so, we continued the tradition
established in 1986 by Prof. Pedro Nueno and Mr.
Joan Llorens, the former President of SEAT.

The automotive industry continues to be a motor of
innovation and job creation, and a sensor of the state
of the economy in all countries where it has a signifi-
cant presence, including Spain.

A year ago, at the conclusion of IESE AUTO 2012, we
ventured to say that in 2013 the outlook for the Span-
ish economy — and its automotive industry - would
change towards the better. This has become a reality:
economic data released by the Spanish government
in November and December 2013 support this claim
and, at the regional level, the Catalan economy is
reaching record levels of exports. But Spain’s auto-
motive market continues to suffer from backed-up
demand and the average age of the cars on the road
continues to rise. As soon as the Spanish economy
generates new, stable jobs on a continuous basis
again, this backed-up demand will generate a jump
in car sales. But not only that: an increase in new car
sales will have a positive effect on the health of pas-
sengers, as cars seven years or older pose twice the
risk of a fatal accident as new ones; and it will also
have a positive effect on the environment, as new
cars have a smaller CO2 footprint.

During IESE AUTO 2013, the CEOs and general
managers of the leading Spanish car manufacturers
underlined their investments in Spain and on the
Iberian Peninsula, their increased exports, their ded-
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ication to talent development as a sound basis for
future growth, and the new models that are being as-
signed to their factories as a result of the increase in
productivity that has taken place in the last few years.
These new models are the result of the focus on lean
processes and reducing working capital while being
sensitive to new market trends that emerged during
the economic crisis in Spain. Like most car manu-
facturers, large suppliers see emerging economies,
most of all China, as the driver behind some of the
impressive financial results seen in 2013 (e.g., Audi,
BMW and Mercedes). This trend will continue, result-
ing in the ongoing globalization of platforms and the
trend of outsourcing content from OEMs to suppliers.
On the other side of the value chain, car dealerships
in Spain are still suffering from a sales drop of almost
60% since their peak in 2007. Credit access restric-
tions for SMEs add to this challenge and a complete
rethinking of this business might be called for, as

the future role of the dealer might be very different
from today. Along every step of the value chain, a
customer-centric approach based on extensive data
collection and analysis holds promise while platform
strategies, globalization, regulations and several other
factors continue to increase the complexity of dealers
business.

’

On the technological side, the electrification of the
powertrain continues to generate a lot of discussion.
While some brands of electric vehicles (EVs) might
generate impressive sales numbers in well-to-do Sil-
icon Valley and benefit from subsidies in the United
States, Norway and other countries, the task of sell-
ing electric vehicles to the masses continues to be a
challenge. At the same time the emergence of new
forms of mobility solutions, ranging from car sharing
to on-the-go parking and other value-added services,
illustrates that the automotive sector continues to be
the largest investor in R&D while it maintains its tradi-
tion of business-model innovation.
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All new mobility solutions and business models require
connectivity to achieve their full potential. As the car is
one of the few remaining “white spots” of connectivity,
one can expect to see a battle between the automotive
industry and the communication and information tech-
nologies industries for control of connectivity platforms
and their significant network effects.

The discussions during IESE AUTO 2013 also showed
that the industry is very supportive of all initiatives

that foster Spain’s competitiveness, such as the Med-
iterranean Corridor railway line and joint educational
programs like those found in Germany. Like other
countries, Spain gives the automotive industry a pivotal
role in the government’s efforts to reindustrialize the
country after the collapse of the construction industry
in the wake of the global financial crisis. A somewhat
more dynamic approach can be seen in China, where
the communist government understands that the auto-
motive industry is of national importance (for the future
of the country!), and that the introduction of electric
vehicles is a key way of reducing emissions and the
country’s reliance on oil, while it leverages its ample re-
serves of rare earths. Chinese private automakers such
as Geely (the owner of Volvo) and BYD (a manufactur-
er of EVs and a cooperation-partner of Mercedes) are
developing faster than state-owned companies, due to
their flexibility and the more aggressive strategies they
can implement.

More than ever, the automotive industry continues

to be a global powerhouse of product, process and
business-model innovation. The electrification of the
powertrain, connectivity, new mobility models and
the increasing weight of China make for an interest-
ing but highly unstable mixture, which, at this stage,
makes the automotive industry one of the most inter-
esting and, in my opinion, the most interesting indus-
try to watch and work in.
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| would like to thank all the speakers for their valu-
able contributions and Mr. Francisco Roger, Partner,
Country Coordinator Automotive Industry, KPMG
Spain, for the continued and excellent cooperation
that allowed us to make IESE AUTO 2013 a success.

| look forward to seeing you at IESE AUTO 2014!
Prof. Marc Sachon

Chairman, IESE AUTO
January 2014

Prof. Marc Sachon, Chairman, IESE Automotive Industry Meeting




SESSIONS OF NOVEMBER 6, 2013
OPENING SESSION, IESE AUTO 2013

Prof. Marc Sachon, a professor in IESE’s Operations,
Technology and Production Department and the
Chairman of IESE AUTO, welcomed Mr. Felip Puig,
the Minister of Enterprise and Employment in the
Regional Government of Catalonia, Mr. Francisco
Roger, the coorganizer of IESE AUTO and a Partner
at KPMG Spain, and the members of the audience.

Mr. Francisco Roger, a Partner, Country Coordinator
Automotive Industry, KPMG Spain and coorganizer
of IESE AUTO, welcomed all the members of the
audience to the event on behalf of KPMG and IESE.
He pointed out that the event at IESE brings together
the key decision makers in the Spanish automotive
industry and emphasized that the recovery of the
Spanish economy and its automotive industry seems
to be on its way.

Mr. Felip Puig, Minister of Enterprise and Employ-
ment, Regional Government of Catalonia, Spain

Minister Felip Puig opened IESE AUTO 2013 with a
brief overview of the status quo of the general eco-
nomic situation and the automotive industry in Cata-
lonia.

The current and recent condition of Spain’s economy
forced the national automotive industry with all its
players to reshape and adapt their standing to the
new status quo. The consequences of the economic
recession have affected both families and enterpris-
es, but turnaround signs are now starting to appear in
the economy in general.

Different macroeconomic statistics have recently
started to deliver positive news; Catalonia is reaching
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Mr. Felip Puig, Minister of Enterprise and Employment, Regional Government
of Catalonia, Spain

Mr. Francisco Roger, Partner, Country Coordinator Automotive Industry,
KPMG Spain and coorganizer of IESE AUTO
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record levels in exports and tourism; logistics are
being improved with ongoing development of the
Mediterranean Corridor, which will foster local enter-
prises and international ports’ activities in general. In
Catalonia, the goal of ensuring that industrial activity
accounts for 20% of GDP has now been achieved,
which verifies the industrial mark that the people of
Catalonia have stamped on their culture.

Mr. Puig claimed that in Catalonia the auto industry
fosters economic activity through several key companies
such as SEAT, Nissan, the RACC Automotive Club and
the Formula One Grand Prix Circuit in Montmel®.

Mr. Puig finished his talk by highlighting the pivotal
role of the Catalan automotive industry and empha-
sizing ongoing governmental support through invest-
ments in logistics as well as educational programs
that promote and develop the industry.

THE SPANISH ECONOMY: A NEW STAGE
Prof. Antonio Argandoiia, IESE Business School

Prof. Argandofia stressed that the global economy is

in good shape. Nevertheless, those that see improve-
ments in their macroeconomic statistics, such as some
European Union countries, Japan, the Unites States
and some others, still need to continue supporting
economic and environmental policies in order to main-
tain the positive trend seen lately in their markets.

The United States’ economy currently shows signs of
recovery, but there are some issues that need to be
addressed, such as a more focused fiscal policy and
strengthened job creation.

Regarding the Eurozone, Prof. Argandofia perceived
an increased political willingness to improve and

10 - IESE Business School

solve fundamental issues. This, however, will come at
a cost to E.U. countries that are in economic trouble,
such as ltaly and Spain, because it will expose them
to higher interest rates to finance the private and
public sectors.

Developing countries are also facing growth prob-
lems. China’s weakened growth has disruptive effects
on the global economy and especially on its neigh-
bors, where the effects of the downturn are consid-
erably more devastating because of these countries’
close ties with the Chinese economy.

Spain’s economic outlook is promising in the near fu-
ture thanks in great part to the recent reforms made
by the Spanish public sector and also to the huge on-
going effort made by Spanish society in general. Such
measures make it possible to envision a moderate
increase of 1% in Spain’s GDP in upcoming years.
This increase would be the result of the anticipated
increase in the amount of exports from Spanish en-
terprises. However, Spanish companies are also ex-
pected to increase their spending on new equipment
in 2014. As a counterpart, debt will still be a major
burden in the Spanish private sector and in society in
general. Credit restrictions are and will be present in
the economy, since the cost of access is still prohib-
itive for families and SMEs. Government public debt
is partly responsible and is still seen as a safeguard
by investors. In order to redirect the availability of
credit to families and SMEs, Prof. Argandofia sug-
gested that the government should reduce its current
account deficit, which would result in a drop in its
needs for credit to finance its operations.

During the Q&A session, Prof. Argandofia was asked
about the possibility of creating employment with
such moderate growth of 1%. He replied by saying
that the Spanish job market has a solution to its high
level of unemployment, even with such a moderate



growth level, but to find a solution, it is vital to reach
a consensus between all social stakeholders. He also
pointed out that Spanish society in general should
keep demanding more hard work from the govern-
ment in the form of solutions to the current struc-
tural problems in order to do away with the passive
attitude of certain politicians, who only seem to take
action when election time rolls around.

Prof. Argandofa concluded by stating that austerity
is a positive measure and that the government should
continue applying it. In his view, there will also be a
moderate average increase of around 1% in Spanish
GDP over the next ten years.

AUTOMOTIVE MANUFACTURERS IN SPAIN (I)
(Moderator: Mr. Francisco Roger, Partner, Country
Coordinator Automotive Industry, KPMG Spain)

Mr. Antonio Coho, General Manager, General Motors
Spain

The automotive sector is increasing its influence
and importance among the different industries that
make up the Spanish industrial sector. For this rea-
son, it should be a priority on the Spanish agenda.

The Spanish automotive industry is considered to
be the second-largest producer (in units) in Europe
and the 11th worldwide thanks to its 17 assembly
plants distributed around the country. The auto
industry generates about 16% of the total value of
Spanish exports and generates a total of 8,500 reg-
istered patents annually.

General Motors and Opel have invested €4.5 billion
in the last 10 years in their Zaragoza plant. Mr.
Cobo said that the Spanish automotive industry
enjoys a highly competitive position because of
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Mr. Antonio Cobo, General Manager, General Motors Spain

Prof. Antonio Argandofia, IESE Business School
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its production quality, productivity and competi-
tive costs. Such characteristics are vital to allow
the country to maintain its competitive advantage
against the current overcapacity production level
affecting the European continent.

An important part of General Motors Spain’s com-
petitiveness level was achieved recently with the
signing of the latest trade union agreement, which
has led to greater flexibility and the allocation of
several new production models such as the SUV
Opel Mokka and segment B models that share
platforms with Opel and the PSA-Citroen Group.

Mr. Cobo ended his presentation by explaining
General Motors’ recipe for success: a clear and de-
cisive willingness to achieve a greater competitive
position in local, regional and worldwide standard
levels; proceeding without preconceived notions;
bearing in mind the current legal framework; and
working jointly with trade unions and the compa-
ny’s institutional support. To conclude, he said that
the talent and involvement of the human factor at
General Motors plays a key role in the competitive
level achieved by the company.

Mr. José Manuel Machado, Chairman and CEO,
Ford Spain

Ford set up its factory in Spain in 1976 with the
aim of exporting two thirds of its production. More
recently, in 2008, Ford reached a major trade
union agreement that set the basis for the 2010
investment announcement of €1.1 billion. Four
different models are being assembled at Ford’s Al-
mussafes factory, among them the Transit Connect,
which will be the first model exported to the United
States in large volumes from a Spanish automotive
factory.
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The economic crisis has made it necessary to have
a sound, well-established industrial sector as a
backbone. In the region of Valencia, exports have
increased by 20% overall. Ford’s numbers are even
better: they show a 40% leap in exports in the same
period.

To maintain this growth, Mr. Machado urged all the
stakeholders in the automotive industry to keep
working hard and to concentrate ideas and initiatives
through ANFAC in order to take a broader approach
and achieve better results.

In the Q&A session, Mr. Machado mentioned that the
2012 ANFAC goal of three million units was intended
to have a positive effect in the media and within the
auto industry in Spain. The plan resulted in a broader
national approach reflected by all the public ministries,
which published aid plans and promoted initiatives to
boost the automotive sector, such as the Ministry of
Industry’s renovated PIVE 4 Plan and the Ministry of
Agriculture and Environment’s new PIMA AIRE Plan.

Mr. Cobo pointed out that current and future invest-
ment plans in the automotive industry have become
very rational and undergo thorough analysis before
being executed in the countries that have been gain-
ing competitiveness. Spain is one of these compet-
itive countries within Europe and GM has therefore
seen an opportunity to keep assigning new models to
be assembled at the GM Zaragoza plant.

Mr. Machado and Mr. Cobo were both asked about
the threat that car-sharing services can represent
to automobile sales. Mr. Machado foresees limits
in sharing schemes, but also sees plenty of poten-
tial sales in local markets such as Spain, once the
economic situation improves. Mr. Cobo said that
car-sharing schemes are one of the pillars of GM’s
global strategy. He has personally seen the poten-
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tial of such services at the Zaragoza plant with the
shared fleet used by different GM workers.

Lastly, the speakers were asked about logistics and
continuous training for personnel in Spain. Both ar-
gued that infrastructure such as the Mediterranean
railway corridor and joint educational programs be-
tween industry, the public sector and universities are
key to keep increasing Spain’s competitiveness level.

WIKE LAAMILT
LSE IViANUIE

MACHAD(

THE FUTURE OF THE AUTOMOTIVE INDUSTRY
(Moderator: Prof. Marc Sachon, [ESE Business
School)

Mr. Carl-Peter Forster, Board Member Volvo Cars,
Geely and IMI Plc

The automotive industry is facing an overcapacity
issue in some developed markets such as Europe.
However, overcapacity itself is not the main challenge
for the industry in Mr. Forster’s view. For him, the
entry-ticket level to gain a place in this challenging
sector is to be able to run a sound production strat-
egy at worldwide level. Hence, with that in mind, it

is of prime importance for auto brands to price their
products correctly and avoid rebates and discounts in
order to gain market share.

European brands should bear in mind that, in order to
be price competitive against foreign car manufacturers
that produce their vehicles in highly cost-competitive
countries such as South Korea, Europeans have to
leverage their acquired knowledge and new technolog-
ical developments in foreign and local markets to gen-
erate profits by selling these advances as an exclusive
feature of European brands. The case of China and
VW is an example of German technology being used to i :
enerate sales in the booming Chinese market. ' T e
g g AAD
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Mr. Carl-Peter Forster, Board Member Volvo Cars, Geely and IMI Plc






Regarding the electrification process that is becom-
ing more important in newly developed vehicles, Mr.
Forster anticipated that the trend will continue in the
short and medium term. In the mid-segment, plug-
in hybrids (PHEV) will gain importance as emissions
regulations tighten over time. It may also be possible
to see the implementation of regulations enforcing
the use of the PHEV electric powertrain within city
centers and the use of internal combustion engines
in those same vehicles outside city centers. Mass
production of pure EVs in the short and medium term
will be hard to accomplish because of the current
high cost of batteries.

Tesla’s EV technology has been successful only in
some countries with a high income level. However,
Tesla’s approach is still a far-off solution for EVs’
current mass market needs. Tesla’s sales model ap-
proach could become a prospective solution given
the current decline in the business model of physical
dealers: customers start by searching for informa-
tion on the Internet and, when they have made a
decision, they approach any of Tesla’s showrooms

to finalize their purchase or buy the car directly on
Tesla’s website. In the end, in Mr. Forster’s view, what
customers want from dealers is to fulfill the need

of getting a good deal at the end of their purchase
process. BMW is also experimenting with a new ap-
proach through its recently established “i” brand.

During the Q&A session, Mr. Forster insisted that it

was important for brands to establish a more direct

communication bond with their customers in order

to get to know them better and thus be able to react
rapidly to new trends. Tesla is an example of a new

customer service approach.

When questioned about the Chinese market and how
brands can protect their intellectual property, Mr. For-
ster said that automotive technology is hard to imitate,
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so brands should keep investing in R&D to maintain
their competitive advantage and strengthen their brand
image. Chinese companies are trying hard to reach the
quality levels and brand image power of their European
and American counterparts. For this reason, the current
approach of Chinese brands involves acquiring foreign
brands. Geely’s purchase of Volvo is a recent example.

MOBILITY AND CONNECTIVITY IN THE
21ST CENTURY
(Moderator: Prof. Marc Sachon, [ESE Business School)

Mr. Christian Steiner, Head of Corporate Mobility Ser-
vices, BMW Group

Mr. Steiner explained the current BMW strategy, which
focuses on current global tendencies such as the al-
ways-connected society and the global urbanization
trend. BMW's Number One Strategy was created in
2007 by the BMW Group in order to establish new
growing business opportunities, as reflected its new
generation of premium vehicles and mobility services
under the BMW “i” badge.

Services such as car sharing (for private customers and
enterprises); on-the-go parking reservation, localization
and reservation of PHEV/EV charging services; and a
new car-rental service are examples of the new strategy
being implemented by the BMW Group. As Mr. Steiner
explained, this strategy is the company’s response to
adapt to society’'s new mobility demands caused by
current global megatrends.

During the Q&A session, Mr. Steiner pointed out that his
company’s car-sharing service is not affecting BMW car
sales. In fact, it is attracting new consumer pools that
were not able to drive a BMW before. Because such
service has a lower total cost of ownership, a wider mass
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of potential clients can afford to drive a BMW. Regard-
ing all the new services developed under the "i” badge,
Mr. Steiner said that they are currently in the process of
being interconnected to achieve 98% interoperability.

Dr. Dirk Schlesinger, Global Lead Manufacturing Indus-
tries, Cisco Internet Business Solutions Group

For Dr. Schlesinger, the new business models for al-
ways-connected vehicles will be software-centric, not
hardware-centric. These new business models in the
automotive sector can currently be seen in the growing
mobile application developments in cars and portable
gadgets, the popularization of mobile Wi-Fi hotspots and
the capability of ECU flashing. In the medium term, they
will evolve into car-to-car and car-to-roadside communi-
cation and later into cars being used as sensors. In the
long term, the focus could come from self-driving cars,
vehicular mesh networks and modular cars.

In addition to all this foresight about developments,
open software solutions will also play a key role in mak-
ing all future connectivity services available and com-
patible. The compatibility of apps with online services
will be a challenge for automotive manufacturers and
companies that specialize in bringing on-going connect-

Dr. Dirk Schlesinger, Global Lead Manufacturing Industries,
Cisco Internet Business Solutions Group

ed services to future customers. To reduce such com-
patibility issues, it is critical to develop an open, broad
and independent enabling platform that will enhance

adaptability to oncoming services for future connected
vehicles.

Dr. Schlesinger concluded by saying that car con-
nectivity is happening now and is reflected in the
software-centric business models that software and
automotive companies are pursuing in different forms. If
automotive companies want to leverage these constant
technological advances, it is imperative to shorten devel-
opment times (which usually last around 3 to 5 years) in
order to match them as much as possible to the faster
development times of tech companies (which are pres-
ently between 12 to 18 months).

In the Q&A session, Dr. Schlesinger mentioned that
there is currently enough bandwidth infrastructure to
handle all the information being generated by mobile
devices, but it could still become a challenge when
more services are developed and deployed. In his view,
the technology exists, but has to become more afford-
able. When asked whether hacking could become a
safety threat to drivers, Dr. Schlesinger said that with all
the new cars becoming a sort of computer, there will
be 1,000,000 new computers in the OEM’s mainframe.

1) 1%
rporate Mobility Services, BMW Group

Mr. Christian Steiner, Head of Co



There will thus be considerable need for security and it
will become a challenge for auto manufacturers and
service providers to maintain it over time.

SERVICES: A KEY LINK IN THE VALUE CHAIN
(Moderator: Prof. Pedro Nueno, |[ESE Business School)

Mr. Viceng Aguilera, President, Automotive Industry
Cluster of Catalonia

There are currently around 380 automotive-related
companies in Catalonia that generate 38,000 direct
jobs. In 2012, Catalonia-based automobile manu-
facturers produced more than 500,000 units, which
represented more than 25% of total Spanish automo-
bile production.

Mr. Aguilera provided details on the well-developed
automotive sector in Catalonia. It is made up of
strong, global automotive engineering companies,
automobile and parts manufacturers, and many com-
plementary service companies that have been gener-
ating increasing interest in automotive sports.

The Automotive Industry Cluster of Catalonia, cur-
rently comprising 50 companies, was created with a
series of goals in mind:
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¢ To reindustrialize Catalonia

e To generate cooperation between the established
automotive industries

e To promote partnerships in Catalonia to foster
knowledge transfer

To achieve these goals, the Cluster will promote more
and better continuous personnel training throughout
the sector, increase the sector’s competitiveness and
encourage product innovation.

During the Q&A session, Mr. Aguilera pointed out
that, with a strong euro, tier 3 suppliers are experi-
encing greater difficulty in the current economic sit-
uation compared to tier 2 and tier 1 suppliers, which
have more economic power. In response to another
question, Mr. Aguilera mentioned that higher pro-
ductivity and a highly technological automotive in-
dustry should attract fresh investment to the Catalan
automotive industry. The Cluster is also enhancing
networking in order to allow local SMEs to set up in
foreign markets such as Mexico and China. It works
nonstop to promote the Catalan industry abroad with
the aim of attracting new investments in order to
modernize and expand the Catalan automotive indus-
try’s production capability.

.

Mr. Viceng Aguilera, President, Automotive Industry Cluster of Catalonia o=

Mr. Ricardo Molina, General Manager, Acciona Services



28TH AUTOMOTIVE INDUSTRY MEETING

Mr. Ricardo Molina, General Manager, Acciona Services

The Acciona company is mainly focused on the en-
ergy industry and has expert abilities in logistics and
energy efficiency. By leveraging such knowledge, Ac-
ciona has implemented several projects with different
automotive companies such as the Nissan plant in El
Prat de Llobregat in Barcelona Province.

In Mr. Molina’s view, car-connection services should
not be a matter of a lack of hardware technology be-
cause such technology is already available. Instead, it
should be a matter of making content and data avail-
able to users in their ongoing daily activities.

RESULTS OF THE 2013 IESE AUTO SURVEY
Prof. Marc Sachon, IESE Business School

In the face of continuing urbanization and the range
limitation of electric vehicles, metropolitan areas are
of increasing interest to the automotive industry. The
2013 IESE AUTO Survey was therefore conducted in
the metropolitan area of Barcelona and generated a
data set of 1,107 interviews (more details are avail-
able upon request).

Prof. Marc Sachon, IESE Business School

One of the topics of the 2013 IESE AUTO Survey was
assessing the general perception of the PIVE Il Plan,
an initiative implemented by the Spanish government
to reduce CO2 emissions by lowering the average age
of the Spanish passenger vehicle pool. Asked about
their car purchasing habits, 68% of the interviewees
responded that the PIVE Plan had no or little influ-
ence on their decision to buy a new car. They did,
however, believe that the plan made sense as a stim-
ulant to increase car sales.

In the second part of the survey, participants provid-
ed data on the age of the car park in Spain. Some
21% of participants answered that they had owned
their car for 10 years or more (in the 2012 IESE
AUTO Survey, the respective number was 16%).
Some 79% of respondents said they drove cars that
had been in their possession for 10 years or less, with
the average time being 4.3 years (up from 4.1 years
in the 2012 survey). Some 78% of respondents stat-
ed that they had a relative or friend who drove a car
with an expired ITV permit. These and other respons-
es indicated that in November 2013 there was a
significant backed-up demand for cars in the Spanish
market. Not surprisingly, 59% of respondents agreed
that they would consider buying a new car in the
case of an economic upturn.

o, :}""-._I

Mr. Francisco José Riberas, Chairman and CEO, Gestamp



The 2013 IESE AUTO Survey also measured several
parameters related to the sustainability of EVs. The
absolute majority of respondents (more than 50%)
agreed with the statement that electric vehicles are

a better choice for mobility in the city and more than
50% of respondents were concerned about recycling
the batteries of EVs.

Asked about where the most environmentally friendly
car would come from in 2020, some 42% of respon-
dents voted for Japan, 28% for Europe, 12% for
China, 8% for South Korea, 6% for the United States
and 4% for another country. In the 2010 IESE AUTO
Survey, Japan had had a greater lead with 61 %, fol-
lowed by 18% for European brands.

In closing, Prof. Sachon stressed Google’s strategy of
turning Google Maps into a key enabling technology,
which would allow the company to hold the keys to
a mobile ecosystem of services around it, excluding
established OEMs of today.

WHAT WILL THE SUPPLIER OF THE FUTURE
LOOK LIKE?

(Moderator: Prof. Marc Sachon, |IESE Business
School)

Mr. Francisco José Riberas, Chairman and CEO, Ge-
stamp

In Mr. Riberas’ view, future economic growth will re-
main in the so-called emerging economies, i.e., the
countries that are now showing positive growth. With
that in mind, big automotive suppliers should foresee
and understand the future needs of their customers

in order to react properly and anticipate future market
trends. Gestamp’s future involves providing added-val-
ue in the form of new, revolutionary solutions for their
customers in order to avoid becoming a commodity.
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In recent years, Gestamp has maintained a positive
growth tendency generated by widening its interna-
tional operations and targeting emerging economies.
As a global supplier and a leader in chassis, body
work, automotive mechanisms and rooftops, its cur-
rent challenge is to develop a sound strategy in order
to enter the Asian market. Today Gestamp has 96 pro-
duction plants in 19 countries with 12 research and
development centers with more than 1,000 specialized
engineers. The company has become a leader in de-
veloping and implementing hot-stamping processes for
the automotive industry.

Mr. Riberas identified five global megatrends faced
by the automotive supplier sector:

1.Global production at two speeds

2.Increased outsourced content from OEMs

3.Platform globalization

4.Technology and regulatory trends

5.Accessing financial markets for new and better
funding

When comparing global light vehicle production in
2007 with anticipated production for 2019, emerg-
ing markets (which include not only the famous
BRICS, but also Middle Eastern countries such as
Iran, Saudi Arabia, Turkey and others) are expected
to show 175% growth, whereas 1% growth is ex-
pected in developed markets. As a strategic move,
Gestamp is reducing its European turnover depen-
dency and focusing on Asia, where the company

is establishing new manufacturing sites. In 2013,
four new plants started operations in China and a
strategic alliance was established with the Japanese
company Mitsui to increase Gestamp'’s presence in
more potential Asian markets.

Another ongoing trend is platform globalization. As an

example, Mr. Riberas mentioned that the company
expects the VW group to have around 10 shared plat-
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forms for 81 different vehicle models around the world
by 2019. To face such challenges, vehicle manufactur-
ers will need to have strong, globalized suppliers.

During the Q&A session, Mr. Riberas said that, as a
global enterprise, Gestamp faces the hard challenge
of maintaining a sound culture with its plants and
R&D centers around the world. Different nationalities
imply different ways of tackling realities. To coun-
teract such issues, Gestamp decided to upgrade
personnel development by assigning responsibilities
and then performing assessment on that basis. It also
struck a balance between management centralization
and decentralization.

AUTO 2020: MORE OF THE SAME

Prof. Pedro Nueno, |[ESE Business School
According to Prof. Nueno, Catalonia has the auto-
mobile in its DNA. The first car factory in Catalonia

was established in 1896 in Barcelona to manufacture
electric vehicles. Nowadays, the automotive sector is
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firmly established in Catalan culture and produces a
varied amount of positive impact.

The car industry is facing major challenges like the
economic crisis and, on a different level, the restrictions
proposed by local governments to reduce the amount
of car traffic in city centers, a measure that indirectly
impacts car sales, but all at once governments are pro-
moting initiatives to boost the economic activity of the
automotive industry established within their territory.

Vehicle manufacturers are facing new trends such as
the use of new, advanced materials, the digitalization
of society, the evolution of combustion engines, and
constant and mobile connectivity.

Some other megatrends highlighted by Prof. Nue-
no were the ongoing globalization of the economy,
the different speeds at which countries’ economies
evolve and, last but not least, the convergence of
production costs between the different world econo-
mies. Online business will keep evolving and gaining
ground among customers, but Prof. Nueno still be-
lieves that customers want to receive the personal
attention that only a physical store can deliver.



ENTREPRENEURSHIP IN THE AUTOMOTIVE
BUSINESS

(Moderator: Prof. Pedro Nueno, |[ESE Business
School)

Mr. Freeman H. Shen, Board Member and Group Vice
President, Geely Holding Group

Geely is a young Chinese company that has 25 years of
history and during this short time it has gained tremen-
dous momentum, totaling sales of around 30 billion US
dollars for the ongoing year. Geely’s entrepreneurial path
started back in 2009 when the company considered
the opportunity of buying the Swedish car manufac-
turer Volvo from Ford Motor Company with the idea of
leveraging Volvo's technology to increase the quality

and excellence of Geely products and also as means of
boosting brand awareness outside the Chinese market.

The negotiation process took about four years and
faced several challenges such as the need to get
the best cost-effective and sound financing source
in order to secure the buying process. Mr. Shen
emphasized that it was not a lack of availability of
credit, but the need to search for the best funding
option. Another challenge that Geely confronted was
a matter of doubt in the automotive sector regarding
Geely’s ability to run a multinational company like
Volvo when Geely was only present on the Chinese
market. For Mr. Shen, Volvo's acquisition process
was a successful operation that demonstrated
Geely’s management capabilities reflected in the
never-ending operations at Volvo's factories during
the entire negotiation process. Currently, both com-
panies are being run independently and are being
provided with the financial resources they need to
continue their sound operations.

After Geely took control of Volvo operations, Mr. Shen
pointed out that they found a lack of entrepreneur-
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ship and motivation among the Volvo personnel. It
was an old, overly bureaucratic company in which
final decisions were not made at Volvo's Gothenburg
headquarters, but at Ford’s main office in Dearborn,
Michigan. Geely started reconverting Volvo’s culture
by making the bonus-for-everyone policy available
immediately. Instant results came in the form of an
overall positive reaction from the Volvo employees.

In Mr. Shen’s view, China was going to be the turn-
around strategy for Volvo, supported by Geely’s
extensive knowledge of the Chinese market. Again,
results were almost immediate: last year China be-
came Volvo’s biggest market, as well as the source
of new funding to continue R&D at Volvo's research
centers.

During the Q&A session, Mr. Shen highlighted that
the main reason to develop EV technology within
China is the national security grade given to the auto-
motive sector by the Chinese government, as it is the
next environmental concern. To develop EV technolo-
gy, Geely recently acquired a small EV manufacturer
with the idea of leveraging its technology to create a
low-cost car while Volvo focuses on developing high-
end solutions. When Mr. Shen was asked when he
thought a Chinese auto manufacturer would start
selling its products in Europe, he replied that today
Chinese companies need to acquire more knowledge
in order to reach European and American quality
and safety standards. Innovation is key, which is why
Geely sees Volvo as a secure investment that will
contribute the technical qualities that Geely currently
lacks. Finally, Mr. Shen said that Geely and some
other Chinese companies support the withdrawal of
the current 50-50 ownership policy for Chinese joint
ventures. They understand that free market competi-
tion between manufacturers will boost innovation and
competitiveness, and generate many positive impacts
on the Chinese market.
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SESSIONS OF NOVEMBER 7, 2013

THE PERSPECTIVE OF ANFAC
(Moderator: Prof. Marc Sachon, IESE Business
School)

Mr. Rafael Prieto, President, ANFAC (Spanish Associ-
ation of Car and Truck Manufacturers) and executive
Vice President and CEO of Peugeot for Spain and
Portugal

The economic crisis has had and will continue to have

a major impact on the Spanish automotive sector. The
internal market plummeted and with it the national
distribution network, which is still going through an over-
haul process because of the drop in internal and exter-
nal demand. This lower demand reduced production
output and as a result factories’ energy costs are gaining
importance within OEMs’ cost structure. Spain was the
12th world vehicle producer in 2012 after being the 7th
in 2005. The Spanish vehicle market, which was ranked
8th in the world in 2005, dropped to 20th in 2012.

The outlook has improved for the auto sector. The
Spanish industrial production index for automotive man-
ufacturers grew 7% at a time when the total Spanish
industrial production index dropped by 2.6%. During
the first half of 2013, the automotive industry created

Mr. Freeman H. Shen, Board Member and Group Vice President,
Geely Holding Group

2,400 new job positions thanks to an 8% increase in
vehicle production.

Looking back, in the last five years, Spanish automobile
factories have been assigned more than 20 new models
to be manufactured. In 2011, there were 34 different
models being produced at Spanish factories. In 2013,
there are 39 different models and the number is expect-
ed to reach 45 by 2015. Also of great importance is the
fact that these newly assigned models are targeted to

be exported not just to the European market, but also to
key foreign markets such as the United States.

Mr. Prieto pointed out that it is as important to have a
sound, prosperous automotive industry as it is to have a
strong internal market. For that reason, it is imperative
to increase Spanish sales in order to reach the mark of
one and a half million units sales per year and a total of
three million vehicles produced at Spanish factories. To
achieve both goals, it is important for the government
to keep supporting the automotive sector with aid plans
like the PIVE and PIMA Plans, which have proved to be
successful measures to push sales and production.

During the Q&A session Mr. Prieto talked about the
backed-up demand that has been created during the
last few years in the Spanish market and which has
several causes, including the old car park pool and

Mr. Rafael Prieto, President, ANFAC (Spanish Association of Car
and Truck Manufacturers) and executive Vice President and CEO
of Peugeot for Spain and Portugal




the sales slowdown caused by the economic crisis.
Once a customer decides to change her/his car, the
new car acquired will have at least two or more gen-
erational technological advances compared to the
old car, which means that the customer’s experience
will be very pleasant thanks to all the technological
breakthroughs the new-generation features cars are
equipped with.

Regarding the Spanish auto market, in Mr. Prieto’s
view, there will be signs of economic recovery when
sales of light and heavy industrial vehicles start to
show positive growth numbers. For Mr. Prieto, that
would be a sign of the recovery of industrial activity
and industrial production and with it the recovery of
the economy in general.

Mr. Prieto understands that some benefits have been
gained from the economic crisis. As a society, Spaniards
have become resilient to failure. Labor relations between
trade unions and enterprises, though still hard, have
become more interconnected and focused on the envi-
sioned goals of both companies and unions. It has also
become clear that there is a need to invest more heavily
in logistics infrastructure in order to move goods more
efficiently instead of continually increasing spending on
civil transportation infrastructure.

Mr. Jaime Revilla, President & CEO, IVECO Spain
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TRUCK MANUFACTURERS IN SPAIN
(Moderator: Prof. Pedro Nueno, IESE Business
School)

Mr. Jaime Revilla, President & CEO, IVECO Spain

IVECO is part of the CNH Industrial group, which was
created after the merger of FIAT Industrial and CNH
Global. CNH is a multinational company that current-
ly owns 49 R&D centers and 64 production plants. It
has a workforce of more than 68,000 employees.

The European economic crisis forced IVECO to
restructure its production layout in Europe. Five
factories were closed in continental Europe, but
the two facilities the company has in Spain were
left untouched: the specialized heavy truck plant in
Madrid and the light truck manufacturing plant in
Valladolid.

In 2008, the European light industrial vehicle mar-
ket and the heavy truck market fell 35% and 44 %,
respectively. In the same year, the equivalent mar-
kets in Spain fell 75% and 77 %, respectively. Both
of IVECQ’s Spanish plants are considered key by the
company, especially the Madrid factory, since it pro-
duces the entire IVECO heavy truck line for Europe,
Africa and other foreign markets.
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Mr. Frank Torres, Vice President Nissan Industrial
Spanish Operations, Nissan Spain
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Mr. Revilla described IVECO’s production plants in
Spain as world-class manufacturing factories. They
are in the top three positions in IVECO’s worldwide
factory quality roster. In the last seven years, IVECO
Spain has encouraged personnel involvement by
allowing staff members to participate in the ongoing
production and management improvement process
at the factories. As a result, more than 100,000
suggestions have come directly from the company’s
personnel at all levels.

IVECOS'’s key factors for success in recent years
have included continued investment in its facilities
and R&D, focusing on consolidating superior qual-
ity levels, improving labor costs, strengthening a
good supplier structure, reaching flexible, win-win
agreements with trade unions, keeping a low aver-
age-age workforce, and benefitting from the aid of
governmental plans like the PIMA Plan. There were
also issues that IVECO sees as a challenge such as
the weak local market, the geographic position of its
plants and its logistics costs.

During the Q&A session, Mr. Revilla said that, in
order to overcome a high-impact crisis, it is essen-
tial to keep stock levels low and it is also important
to foresee incoming market trends in order to react
properly at all company levels, especially at the pro-
duction level.

AUTOMOTIVE MANUFACTURERS IN SPAIN (II)
(Moderator: Mr. Francisco Roger, KPMG Spain)

Mr. Frank Torres, Vice President Nissan Industrial
Spanish Operations, Nissan Spain.

In the last few years, the Spanish automotive sector

has been going through a deep reformulation process.
As a result, in Mr. Torres’s view, the sector is heading
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back to its place among the top 10 world manufactur-
ers, mainly because of the high level of competitive-
ness achieved. The weakened Spanish market is still
an important issue to be solved. In Mr. Torres’s words,
countries that are top automobile producers also have
strong local markets, which are needed in order to
keep the company headquarters’ attention in these
countries on producing and selling their products.

The years 2009 and 2010 were full of challenges

for Nissan Spain, but after applying several key de-
cisions and reappointing the company strategy, the
current outlook is more promising for Barcelona’s
Nissan plant. To underpin economic recovery, Nissan
is investing 2.5% of its local turnover in Spain. The
company has also established that competitiveness,
continuous innovation and human talent are the key
elements of its sustainable growth formula for the
upcoming years. In the last two years, Nissan Spain
has hired 260 engineers and has also developed hir-
ing plans for recent graduates.

Mr. Torres stated that, as a company, Nissan has
strong innovation genes. He provided the examples of
the new segments created by some of the company’s
recent models such as the Nissan Qashqai, Juke and
the Nissan Leaf, the first EV vehicle to be mass pro-
duced worldwide.

In the Q&A session, Mr. Torres explained the broad
view and cooperation bonds Nissan Spain has estab-
lished with Spanish universities. There is currently an
ongoing master’s program at the Universitat Politecni-
ca de Catalunya in which engineers and technicians
from Nissan Spain work as professors and lecturers.
There is also a professional training program estab-
lished between Nissan and the Regional Government
of Catalonia. Regarding R&D, Mr. Torres emphasized
that the government should support companies’ ef-
forts in order to reach a minimum R&D investment of
at least 2.5% of Spanish GDP.



STRATEGY AND SUSTAINABILITY
IN THE AUTOMOTIVE INDUSTRY

Prof. Mike Rosenberg, |IESE Business School

The business world is measured in a different time
scale than the environment and nature. The former
thinks in quarters, semesters and years, and the lat-
ter in decades, centuries and millennia. Companies
are trying to figure out how to align themselves with
environmental needs and are trying to embrace the
sustainability trend that is currently gaining traction
around the world.

Depending on many factors, the new environmental
regulations can turn out to be an opportunity or a bur-
den for company operations. Compensatory legislation
in a certain region could be leveraged as a competitive
advantage in the markets of different regions.

Price is still a sensitive issue when considering custom-
er preferences in their mobility needs. Food is the only
market in which people are open to spending more,
whereas they tend to be more reluctant when consid-
ering spending more on a greener car. Being greener is
positive if the price of the two cars is the same.

The approach of car companies to plug-in hybrid
technology varies widely. Prof. Rosenberg explained

Prof. Mike Rosenberg, IESE Business School
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that, in 1992, Toyota established its fundamental
product approach of producing the most environ-
mentally friendly cars on the market. With that goal,
the company started developing new propulsion tech-
nologies, which resulted in their first hybrid car, the
1997 Prius model. Ford’s approach involving placing
small bets to test new trends and technologies. Ford’s
first hybrid cars were fitted with Toyota hybrid pro-
pulsion technology. The big project promoted as the
new big and revolutionary idea was the way in which
General Motors got involved in the hybrid technology
race. Such a big project resulted in the PHEV Volt
model. The technology developed within that project
was not shared with any other car in the GM line until
a couple of years later.

Talking about Tesla, Prof. Rosenberg stated that the
target customer for the company is a person with

a high income level and a considerable amount of
environmental concern. Regarding the company and
market practices, Prof. Rosenberg emphasized that
Tesla has benefited extensively from the subsidies
that the American government has pushed forward
for the sale of EV cars on American soil. Neverthe-
less, Prof. Rosenberg pointed out that Tesla is an
over-valued company at 18 billion US dollars com-
pared to the FIAT group, which, with all its brands,
factories and worldwide presence, is valued at 7 bil-
lion US dollars.
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SALES AND POST-SALE BUSINESS
(Moderator: Prof. Marc Sachon, IESE Business
School)

Mr. Jaume Roura, President, FACONAUTO

FACONAUTO encompasses all automotive dealers

on the Spanish market and, on their behalf Mr. Ro-
ura highlighted the need to develop a new business
model between OEMs and automotive dealers. To-

day’s small and medium dealers are not profitable,

but, as Mr. Roura stated, they should be.

The economic crisis hit the Spanish automotive
sector hard, especially FACONAUTO’s associates.
After reporting a growing sales tendency of 13.6%
between 2000 and 2006 and 1.9 million units sold,
in 2007 the market sank 59.2% and the company
reported a total of 790,000 units sold. Dealers saw
a drop of 76% in the flow of customers into their
showrooms between 2007 and 2012, and an av-
erage of four visits per dealer instead of 18. Sales
and revenue fell an average of 64% and 47%, re-
spectively, per dealer in the same time period. Re-
structuring recently took place and 19% of the total
number of dealers closed down, which meant that
more than 49,000 direct jobs were lost.

Mr. Roura highlighted the importance for FACON-
AUTO and all its members of the distribution law
recently passed in the Spanish Congress, though it
still has not been published in the official Spanish
gazette. This law is important, especially for SME
distributors. In 2012, almost all of FACONAUTO’s
members ended the year with losses. Nevertheless,
it is expected that by the end of 2013 the overall
situation will improve, mainly because of the ad-
justments made in the last few years. Mr. Roura
explained that the new distribution law will also help
improve the economic situation of SME distributors.
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Lastly, Mr. Roura pointed out that it is essential to
support the financial needs of FACONAUTQO’s mem-
bers. Mr. Roura commented on the credit access
restrictions gradually being imposed on the auto-
motive distribution sector. This situation should be
reversed in order to drive and facilitate the business
environment, mainly at the level of the SME distribu-
tors, which are going through a reinvention phase in
which they are concentrating and consolidating their
operations.

In the Q&A session, Mr. Roura emphasized that
the anticipated sales improvement for 2014 should
not be the sole source of increased income, but,
instead, new business models should be developed
in order to correct dealers’ hard economic situation.
Mr. Roura also pointed out that non-official work-
shops have been reducing their margins and have
still managed to stay competitive, mainly among
owners of old automobiles, thus posing a challenge
to official dealerships, which have higher costs and
pay higher per-hour prices.

Mr. Roman Havlasek, Head of Skoda Service, Genu-
ine Parts and Accessories, Skoda

Brands are finding that establishing and keeping
closer contact with their customers is key. Mr.
Havlasek said that there are several ways to get
to know your customer better, such as organizing
customer forums and satisfaction studies. This
need comes from natural customer evolution,
which is now reflected in customers’ heavy use
of social media, such as sharing ideas through
media and text. Mr. Havlasek also identified an
evolved type of customer, which he named the
hybrid customer. Members of this new breed are
less predictable in their patterns of behavior and
choices, making it more challenging for brands to
get to know them better.



Personalization is also a major trend that clients
currently expect to get from their preferred brands

in the form of services and products. These services
include multi-mobility services, which should cover
the current quickly changing transport modes that
customers use on a daily basis. In terms of products,
there is the always-connected trend, which cars will
have to be compatible with and be able to connect
and synchronize with mobile gadgets like mobile
phones and tablets.

To establish a long-lasting bond with prospective and
current customers, the brand first needs to under-
stand them. With that goal, SKODA has built its new
commercial strategy around a customer-centric ap-
proach in which they will try to establish a close cus-
tomer relationship starting with the acquisition of the
vehicle and continuing through any future interaction
between customers and any brand representative.

During the Q&A session, Mr. Havlasek said that the
VW’s new MQB platform strategy has some advantag-
es and some disadvantages. For example, there will be
a reduced number of parts because of compatibility
among brands, but there could also be a price conver-
gence between the different brands targeted at differ-
ent types of customers.
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Mr. Roman Havlasek, Head of Skoda Service,
Genuine Parts and Accessories, Skoda
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When asked about the compatibility of the Chinese
market with SKODA products, Mr. Havlasek replied
that both are compatible. He also highlighted the fact
that China is a key market for the brand. In order to be
coherent with its current customer-centric strategy and
to be closer to its customers, the company has estab-
lished its operating base in Shanghai and has created
regional offices with each working as an importer with-
in the Chinese territory. Finally, Mr. Havlasek pointed
out that the Chinese joint venture is a very challenging
one because of the lack of automotive culture among
the Chinese people, which makes it harder to establish
a bond of trust between the sales representatives at
SKODA dealers, who in many cases learned to drive
when they started working for the company, and cus-
tomers, who usually are well-educated people with
extensive driving experience.

THE PERSPECTIVE OF THE DIRECCION GENERAL
DE TRAFICO (DIRECTORATE GENERAL OF TRAFFIC)
(Moderator: Prof. Marc Sachon, |IESE Business
School)

Dr. Maria Segui, Director General for Traffic (DGT),
Ministry of Interior, Spain

Dr. Maria Segui, Director General for Traffic (DGT),
Ministry of Interior, Spain
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The Spanish automotive car park has been aging
in great part because of the economic crisis that
started back in 2007. This situation poses greater
risk in the case of accidents involving the peo-
ple who drive cars that are 10 years old or older.
Nevertheless, exceeding the speed limit is still the
main reason for major injuries in accidents among
Spanish motorists, followed by the lack of passive
safety equipment in the vehicle. The passengers
and occupants of vehicles that are seven years
old or more have twice the risk of dying as those
in newer vehicles. In the case of vehicles that are
from 10 to 14 years old, the risk of dying is three
times that of new vehicles.

In order to reduce people’s risk of suffering major in-
juries in an accident and to reduce the environmental
and health impacts, the DGT set the goal of lowering
the average age of the current Spanish vehicle park
from 9.5 years to 7.5 years by 2016. To achieve this
goal, Dr. Segui pointed out that the DGT will establish
joint projects with manufacturers and other interested
parties. Along the same lines, the roadworthiness
testing procedure will be reinforced for the purpose
of minimizing the risk of letting vehicles drive without
passing the established safety and emissions regula-
tions. Finally, Dr. Segui highlighted the DGT's recently
approved funding for in-house R&D, the first mea-
sure of its kind in DGT history.

During the Q&A session, Dr. Segui highlighted the
hard work that the DGT is doing towards setting up
the digital maintenance book intended to keep con-
stant track of any mechanical and status changes in
all Spanish vehicles.
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Mr. Andrew Thomson, Partner Head of Automotive
for China and Asia Pacific, KPMG

THE AUTOMOTIVE INDUSTRY IN CHINA:
PRESENT AND FUTURE

(Moderator: Prof. Pedro Nueno, |ESE Business School)

Mr. Andrew Thomson, Partner Head of Automotive for
China and Asia Pacific, KPMG

China is still a buoyant market, despite the restricted
economic situation that the Western hemisphere is
going through. From January to July 2013, the Chi-
nese market sold 12.3 million vehicles, a 12% in-
crease compared to the previous year. 8.89 million of
those vehicles were passenger cars, a segment that
experienced an increase of 20%. Mr. Thomson stated
that there is low risk in the Chinese economy, despite
the lower growth rate of Chinese GDP.

Within the Chinese automotive market, there are seg-
ments that play a key role for auto makers, namely,
the luxury, premium and SUV segments, which are
the most important for foreign brands because of their
strong growth rates and ability to generate margins.
The C segment is currently the most important seg-
ment in China and holds a 46% market share in the
current year.

Foreign automakers are still the most important pro-
ducers and sellers in China. Since 2008, the top three
OEM positions have been held by VW, GM and Hyun-
dai. Of the total amount of sales, local and European
brands both have a 27% market share. The amount of
locally produced units is expected to rise because the
government pushed forward an announcement setting
the target of a 40% share of local production in all
future Chinese automobile sales.



Local private Chinese automakers such as Geely and
BYD are developing faster than state-owned brands
because of their flexibility and aggressive strategies.
Private Chinese OEMs recently started acquiring for-
eign brands. The Geely and Volvo case is an example
of a successful acquisition. In Mr. Thomson’s view,
Chinese brands should first invest in medium-size
foreign suppliers before going for complete automotive
companies. Such investments do not imply a consid-
erable effort for certain brands, and they allow them to
acquire fresh technology and know-how.

During the Q&A sessions, Mr. Thomson pointed out
that Chinese auto brands will soon be selling their
products on foreign markets. Today, the Chinese-devel-
oped BMW 7 Series long-wheel base is being exported
to Middle Eastern countries, an example of coopera-
tion between Chinese automotive manufacturers and
foreign brands.

For companies that want to establish operations in
Chinese territory, Mr. Thomson warned about the cul-
tural differences that exist between Chinese business
people and their Western counterparts. Chinese execu-
tives appraise good and trustful relationships and often
establish commitments during the negotiation process
which ultimately mean that there is a will to continue
with talks. Decisions are usually made and applied
quickly.

Left to right: Joan Llorens and Pedro Nueno, Founding Chairmen. Prof. Marc Sachon, Chairman,
IESE Automotive Industry Meeting

CLOSING SESSION

Prof. Marc Sachon, the Chairman of IESE AUTO, stat-
ed that the Spanish automotive industry is taking new
positive roads. Ford and Nissan'’s decision to invest
heavily in their local operations is a positive message
for the whole industry.

Prof. Pedro Nueno, the founding Chairman of IESE
AUTO, commented that the increase in competitive-
ness of the Spanish automotive sector in recent years
could provide a basis for attracting a future Chinese
manufacturer to Europe.

Africa shined again in different presentations during
the IESE event. For Prof. Sachon, the African topic will
continue to draw attention and grow in importance. It
may even be the theme of a future event.

Lastly, Mr. Francisco Roger, KPMG Spain Partner and
coorganizer of the IESE AUTO event, pointed out that
investments should be maintained in the Spanish
automotive sector in order to keep boosting its com-
petitiveness. He referred to all the relevant public and
private sectors that depend and benefit from such an
important industry.

In the end, Prof. Sachon, Prof. Nueno, Mr. Roger and
Mr. Llorens, a co-founder of IESE AUTO and the for-
mer president of SEAT, expressed their appreciation
to all the participants and the organizing team of IESE
2013 Automotive Industry Meeting..
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APPENDICES

PROGRAM
Wednesday, November 6, 2013
8:00 WELCOME AND REGISTRATION

8:30  OPENING SESSION, IESE AUTO 2013
e Felip Puig, Minister of Enterprise and Employment, Regional Government of Catalonia
e Prof. Marc Sachon, Chairman, Automotive Industry Meeting, IESE Business School
e Joan Llorens, Founding Chairman, Automotive Industry Meeting
e Francisco Roger, Partner, Country Coordinator Automotive Industry, KPMG Spain and Coorganizer

9:15  THE SPANISH ECONOMY: A NEW STAGE
¢ Prof. Antonio Argandofia, IESE Business School

10:15 AUTOMOTIVE MANUFACTURERS IN SPAIN (1)
e Antonio Cobo, General Manager, General Motors Spain
¢ José Manuel Machado, Chairman and CEO, Ford Spain
Moderator: Francisco Roger, Partner, Country Coordinator Automotive Industry, KPMG Spain

11:15 THE FUTURE OF THE AUTOMOTIVE INDUSTRY
e Carl-Peter Forster, Board Member Volvo Cars, Geely and IMI Plc
Moderator: Prof. Marc Sachon, |IESE Business School

12:15 MOBILITY AND CONNECTIVITY IN THE 21ST CENTURY
e Dr. Dirk Schlesinger, Global Lead Manufacturing Industries, Cisco Internet Business Solutions Group
e Christian Steiner, Head of Corporate Mobility Services, BMW Group
Moderator: Prof. Marc Sachon, |IESE Business School

13:15 SERVICES: A KEY LINK IN THE VALUE CHAIN
e VVicenc Aguilera, President, Automotive Industry Cluster of Catalonia
e Ricardo Molina, General Manager, Acciona Service
Moderator: Prof. Pedro Nueno, |IESE Business School

15:45 RESULTS OF THE 2013 IESE AUTO SURVEY
Analysis of the 2013 IESE AUTO survey with a focus on public aid to the industry, cars and the
environment, and mobility.
e Prof. Marc Sachon, IESE Business School
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16:15

17:30

18:00

18:45

19:15

WHAT WILL THE SUPPLIER OF THE FUTURE LOOK LIKE?
¢ Francisco José Riberas, Chairman and CEO, Gestamp
Moderator: Prof. Marc Sachon, |IESE Business School

AUTO 2020: MORE OF THE SAME
e Prof. Pedro Nueno, |IESE Business School

ENTREPRENEURSHIP IN THE AUTOMOTIVE BUSINESS
e Freeman H. Shen, Board Member and Group Vice President, Geely Holding Group
Moderator: Prof. Pedro Nueno, IESE Business School

CONCLUSIONS AND CLOSING SESSION (FIRST DAY)

e Prof. Marc Sachon, Chairman, Automotive Industry Meeting, IESE Business School

¢ Prof. Pedro Nueno, Founding Chairman, Automotive Industry Meeting, IESE Business School
e Francisco Roger, Partner, Country Coordinator Automotive Industry, KPMG Spain

NETWORKING COCKTAIL RECEPTION
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Thursday, November 7, 2013

8:30

9:15

9:45

10:45

11:15

12:45

13:15

13:45

THE PERSPECTIVE OF ANFAC

e Rafael Prieto, President, ANFAC (Spanish Association of Car and Truck Manufacturers) and Executive
Vice President and CEO of Peugeot for Spain and Portugal
Moderator: Prof. Marc Sachon, |IESE Business School

TRUCK MANUFACTURERS IN SPAIN
¢ Jaime Revilla, President & CEO, lveco Spain
Moderator: Prof. Pedro Nueno, |IESE Business School

AUTOMOTIVE MANUFACTURERS IN SPAIN (I1)
¢ Frank Torres, Vice President Nissan Industrial Spanish Operations, Nissan Spain
Moderator: Francisco Roger, Partner, Country Coordinator Automotive Industry, KPMG Spain

STRATEGY AND SUSTAINABILITY IN THE AUTOMOTIVE INDUSTRY
¢ Prof. Mike Rosenberg, IESE Business School

SALES AND POST-SALE BUSINESS

e Roman Havlasek, Head of Skoda Service, Genuine Parts and Accessories, Skoda
e Jaume Roura, President, FACONAUTO
Moderator: Prof. Marc Sachon, |IESE Business School

THE PERSPECTIVE OF THE DIRECCION GENERAL DE TRAFICO (DIRECTORATE GENERAL OF TRAFFIC)
e Maria Segui, Director General for Traffic, Ministry of Interior, Spain
Moderator: Prof. Marc Sachon, |IESE Business School

THE AUTOMOTIVE INDUSTRY IN CHINA: PRESENT AND FUTURE
e Andrew Thomson, Partner Head of Automotive for China and Asia Pacific, KPMG
Moderator: Prof. Pedro Nueno, |IESE Business School

IESE AUTO 2013 CLOSING SESSION

e Prof. Marc Sachon, Chairman Automotive Industry Meeting, IESE Business School

e Prof. Pedro Nueno, Founding Chairman, Automotive Industry Meeting, IESE Business School

¢ Joan Llorens, Founding Chairman, Automotive Industry Meeting

e Francisco Roger, Partner, Country Coordinator Automotive Industry, KPMG Spain and Coorganizer
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IESE'S PRESENTATIONS
PROF. A. ARGANDONA, IESE: THE SPANISH ECONOMY: A NEW STAGE

EL ESTADO DE LA ECONOMIA
GLOBAL, EUROPEAY

ESPANOLA
Prof. Antenio Argandona
IESE Business School
La economia mundial
XXVIN Encuerirg del Secior de Awlofmociin
Barcelana, §-7 o noviewnalye de 2013
WIESE ®IESE i

PROCLICTE NTERIGR ARIUTO
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La econamia espaficla
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ngSE Plan PIVE: A Decision Factor?

The plan PIVE made me consider te buy or change my car:

EIESE Plan PIVE: A Decision Factor?
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wIESE Spain: Backed-up Demand +IESE Spain: Backed-up Demand

For how long have you had your car?

e A relative/friend drives a car with an expired ITV permit:
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In case of an economic recovery, | would be willing to buy a new car
{eakt- A CAr Dedlenth.p The Spanish economy will improve in 2014
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+IESE Perception of Innovation #IESE

The most environmentally-friendly car manufacturces in 2020
will come from:

Google

L ﬁi —y

w IESE

Thank you!

msachongiiese.edu

PROF. MIKE ROSENBERG: STRATEGY AND SUSTAINABILITY IN THE AUTOMOTIVE INDUSTRY

Eﬂl ESE Buisness and the Environment

Strategy & Sustainability in

the Automotive Seclor
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Sustainability”

Habitable Jusk

LT =)

Non Market Strategy*

* Interests

* Institutions

* Infarmation

Opportunity or Expense?
Cost _
Compensatory, | Competitive
‘ Legislation™ + Advantage
w Sl
-
Legislation

Beyond compliance™

« Pifferentation
+ Costreduction

* Risk management

Electric cars
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PR A o T I Ty Electric Cars’ Carbon Emissions: g C07efem
0N

— oty I )
= oyt sty [, |

duireie [
. 'Iﬁﬂﬁ ||dl:'\.l':: _‘::}
* 16.5-187-264 KwH _ et :-:__:_.:
* 1573 Hours Lot (S
+ 134,000 ™ i b
+ 2000 zold e g
LR (119 [,
s — =
[T
twecer [ ¥ o dpad | i
neaa [ U PR -
resagers [ o
Life cycle analysis Tesla Motors
+ Wealthy & Green
+ Twocars+
+ Commuters
+ Green People ?
+ 20000 cars Ayr
« OPM

Do the math!

* Willingness to pay
+ Size of market segments
+ Cozt of compliance

* Life cycle analysis
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ACADEMIC DIRECTORS & COORGANIZERS

SPEAKERS

44 - |ESE Business School

PROF. MARC SACHON
Chairman, IESE Automotive
Industry Meeting

JOAN LLORENS
Founding Chairman, IESE
Automotive Industry Meeting

PROF. ANTONIO ARGANDONA
Professor of Economics and
Business Ethics

IESE Business School

ANTONIO COBO
Chief Executive Officer
General Motors Spain

ROMAN HAVLASEK
Head of Skoda Service, Gen-

uine Cars and Accessories
Skoda

RICARDO MOLINA
Chief Executive Officer
ACCIONA Service

PROF. PEDRO NUENO
Founding Chairman, IESE
Automotive Industry Meeting

FRANCISCO ROGER

Partner, Country Coordinator
Automotive Industry, KPMG
Spain

Coorganizer of IESE Auto-
motive Industry Meeting

VICENC AGUILERA
President, Catalonia’s Auto-
motive Industry Cluster

CARL-PETER FORSTER
Board Member Volvo Cars
Geely and IMI Plc

JOSE MANUEL MACHADO
Chairman & CEO
Ford Spain

RAFAEL PRIETO

Executive Vice President &
CEO

Peugeot Spain and Portugal
President of ANFAC



FELIP PUIG

Conseller d’Empresa i
Ocupacio, Generalitat de
Catalunya

JAIME REVILLA
President & CEO
IVECO Spain

PROF. MIKE ROSENBERG
Professor of Strategic Man-
agement

IESE Business School

DR. DIRK SCHLESINGER
Global Lead Manufacturing
Industries

Cisco Internet Business
Solutions Group

FREEMAN H. SHEN

Board Member and Group
Vice President

Geely Holding Group

ANDREW THOMSON

Partner Head of Automotive

for China and Asia Pacific
KPMG
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FRANCISCO JOSE RIBERAS
Chairman & CEO
Gestamp

JAUME ROURA
President
FACONAUTO

MARIA SEGUI
Director General for Traffic
Ministry of Interior, Spain

CHRISTIAN STEINER

Head of Corporate Mobility
Services

BMW Group

FRANK TORRES
Managing Director and
Chairman

Nissan Motor Ibérica

|IESE Business School - 45



28TH AUTOMOTIVE INDUSTRY MEETING

46 - IESE Business School






www.iese.edu/industrymeetings

""B I ES E Av. Pearson, 21 m |IESE Business School Group
08034 Barcelona
q|l/ +34 93 253 42 00 B2 s

Business School

University of Navarra IESE Executive Education

Camino del Cerro del Aguila, 3
28023 Madrid
+34 91211 3000

165 W. 57th Street
New York, NY 10019-2201, USA

www.iese.edu




