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You have held senior positions in Germany 
and in Brazil. How do those experiences 
compare with your stint in India?
The Indian market is very competitive. 
Customers are well informed and criti-
cal. They are interested in everything as 
far as an automobile is concerned: starting 
from price, fuel efficiency, cost of owner-
ship, and so on. These are important top-
ics here. Customers are concerned about 
the quality of services and products. They 
have a keen interest in modern products 
and designs. Hence, the market is open to 
new brands and new products. I see cus-
tomers waiting for new brands. The mar-
ket has made a positive impression on us 
and its continuous growth is very impor-
tant to us. But most importantly, my stint 
here has broadened my understanding of  
Indian consumers. 

How do you compare Brazil and India 
from a manufacturing point of view?
Volkswagen has a long history in Brazil. We 
have been there for 50 years and are well-es-
tablished. The processes are in place, people 
are well-qualified and there is a dedicated 
supplier base there. Production processes 
are standardised for Volkswagen across ge-

ographies. We do not have different quality 
standards for different markets. In India, 
our priority, in the area of manufacturing,  
is to ensure the availability of skilled per-
sonnel. So, we train a lot of people (work-
ers and technicians) and familiarise them 
with modern manufacturing technologies. 
From my point of view, this is a different 
starting point. 

But in Brazil, back then, the focus was 
on process-and quality-optimisation, 
productivity, implementation of systems, 
and so on. In India, Volkswagen is start-
ing from scratch. We have to ensure that 
our products are of the same quality in this  
market as well. 

The domestic auto market has grown 
at 10% since 2004, but slowed down 
for most of 2008, before recovering 
in January 2009. How did it play out  
for Volkswagen? 
The impact was not big on us. It was dif-
ficult for customers to get bank loans and 
we helped them with financing. It became 
necessary for us and our competitors.

It was important to see how the market 
reacts to something like this. In segments, 
where growth rates aren’t there any more, 

like the small-car segment, you could feel 
the immediate impact. We still have healthy 
growth rates in smaller-car segments. This 
is what makes us optimistic for our prod-
ucts. We will now have more dealers. Even 
in difficult times, we are hiring people. We 
are well-set for growth rates to return to 
the earlier levels. We haven’t changed any-
thing in our plants. 

In Europe, Volkswagen is the leader, 
where it has the benefit of mass produc-
tion. India is not ready for such levels 
of production. In these circumstances, 
how do you ensure efficiencies in the  
domestic market?
A common platform strategy is very im-
portant to us (for example, Skoda Fabia 
and Volkswagen Polo can be produced 
on the same assembly line). It has helped 
in bringing efficiency and flexibility. Our 
plants in Chakan and Aurangabad have 
similar standards of quality and processes. 
For example, we have production equip-
ment that shows us the geometry of the 
car body. This technology was developed 
for Audi, and implemented in different 
plants. This gives us synergy. There are also 
synergies in by-parts (components). So, 
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