


China’s premium automotive sector is undergoing rapid disruption, challenging the ability of 
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each interviewee’s analytical contribution is provided in Appendix 2.
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This would directly address the open question of whether Audi’s 
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Q4: How would you assess the current state of the ‘German Engineering’ premium among Chinese consumers? 
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intervention among the three cases: “Audi has had a new sister brand 
e Audi without the rings.” Identifies the 

structural threat from Chinese premium NEVs: “The Chinese luxury 

manufacturers now have to contend with.” Confirms the erosion of 
the “Made in Germany” co

–

–

Identifies the shift toward upstream production: “on the one hand, 

global market.” Frames the German OEMs' shift away fr
“Made in Germany” label: “Made in Germany no longer holds the 

where they are, in some cases, preferred by consumers.” Provides the 



“As a German producer in China you 
have to operate through a joint venture.” 

speed, local R&D expectations and the “In China, 
for China” logic.

“You have the possibility to be much 
faster, and it also happens much faster.” 

“Made in Germany no longer holds the 
same status.” (B2)

“the attempt is to balance tradition and a 
certain kind of modernity.” (A3)
“The future is here.” (A3)

“
.” 

“the biggest difference is the China

version.” (A1)
“you have a different stack in the car in 
China than in the rest of the world.” (A4)
“How it was received: positively, I 

as cool to the Chinese.” (A1)
– “At Mercedes

principle: ‘Mercedes
Benz.’” (A4)
“without the rings, because that is 

draw.” (A2)
“From a sales perspective these are two 
separate companies.” (A2)



“we as German brands have absolutely 

China when it comes to the price war.” 

“we will not follow this price war in 
every case.” (A4)

“All social media channels available here 

WeChat.” (A2)
“In China, malls are a huge thing.” (A1)

“they don't want to buy the German car 
because they don't offer what they need.” 

“The global identity remains clearer.” 

“for me it was not an Audi.” (A1)

“BMW does not fully solve the trade
It manages it in a different way.” (A5)
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