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Autotainment GmbH

The Case of a European SME

This case has been written by Dr. Ashok N. Ullal
, Professor emeritus, and added to by Prof. Roland Heger, PhD, both of the School of Inter​natio​nal Business, Reutlingen University, as part of the Leonardo da Vinci project “Moving towards the case method”.  It is intended to be used as the basis for class discussion rather than to illustrate either effective or ineffective handling of a management situation.
Part I – The company and its environment:
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1. The company 
Autotainment GmbH has been a leader throughout its history. It introduced Germany's first car radio in 1953, Germany's first built-in stereo in 1963, and the world's first car navigation system in 1998. The markets have shifted dramatically from the early days of analogue audio to the very latest advances in digital audio and multimedia, and now, to GPS-based navigation systems.  

The history 
Autotainment GmbH was started by Markus Müller in 1953 in Stuttgart, Germany. It soon became the world's leading supplier of car audio systems. It is today among the 4 top global players. 

The company has sales branches in the market regions of the EU, MERCOSUR, NAFTA and ASEAN. 

The vision 
The future is already a reality at Autotainment GmbH. Transforming your car into a mobile communication centre is their aim and they are constantly working on developing new technologies with this in mind. It will soon be possible to receive emails in your car and the message will be read out to you. You will be able to send emails from your car, make purchases, arrange meetings and so on.  

In this way the time you spend in your car could be used in communicating with people and places in the world. 

The philosophy 
Autotainment GmbH strives to develop the relationship between sound, information and human interaction and create products to enable the relationship. The most important part of the company philosophy is the conviction that success and expansion is not without the people working for the company, from the worker in the production plant up to the Members of the Board. Consequently everyone is expected to treat other people with the highest respect and dignity and to create a motivating work environment. 

The company philosophy also aims to completely satisfy the customer with high​quality products incorporating innovative technology and the best after-sales service on the market. 

2. The products 
Acapulco Car Audio 
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Acapulco Car Audio features unparalleled FM, AM and SW reception with its digital tuner. The 3 bands let you tune your music to suit your taste. Its LCD display with LED backlighting is easy to read, and the detachable face gives you added security against theft. It is very easy to use. It also has a CD player that can play commercially recorded music CDs and your own CDs in CD-R/RW format. 

· 4 x 15 Watt amplifier 

·  Blue LC-Display 

·  Stereo/Mono reception 

·  RDS/EON/PTY Function 

·  TA/AF/PI Function 

· Fast search modes, automatic & manual 

· Play CD, CD-R & CD-RW 

Berlin Car Entertainment 
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Berlin Car Entertainment is also CD-R/RW compatible. In addition, music recorded in the MP3 format can also be played. With MP3, one can record 10 to 20 hours of music on a CD with excellent sound quality. Berlin Car Entertainment offers long hours of music without any changing of CDs. 

·  Flip-Release front touch 

· 4 x 25 Watt amplifier at 4 and 8 Ohm 

· Green LC-Display, touch keys 

·  Equaliser 

· Storage capacity for 18 FM and 6 AM stations 

·  RDS/EON/PTY Function 

·  TA/AF/PI Function 

· Play CD, CD-R & CD-RW, MP3-CD 

• MP3 Data reader 

o Mono/Stereo max. 96/320 kBit/s 

o Title display with 26 characters 

o Multi Beam Laser Tracking 

o Buttons for intro, shuffle, pause, repeat and search 

Chicago Car Navigation 
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This product represents the cutting edge of car audio and navigation. It combines the features of a modern car radio and CD player with the high-tech features of a GPS​based Chicago Car Navigation. It is no longer necessary to carry printed maps and stop the car when referring to the maps. Chicago Car Navigation guides you safely by choosing the route to your destination and informing you vocally and visually of any changes in directions and turns that you would need to reach your destination. 

·  Flip-Release front touch 

· 4 x 25 Watt amplifier at 4 and 8 Ohm 

· Green LC-Display, touch keys 

·  Equaliser 

· Storage capacity for 18 FM and 6 AM stations 

·  RDS/EON/PTY Function 

·  TA/AF/PI Function 

· Play CD, CD-R & CD-RW, MP3-CD 

• MP3 Data reader 

o Mono/Stereo max. 96/320 kBit/s 

o Title display with 26 characters 

o Multi Beam Laser Tracking 

o Buttons for intro, shuffle, pause, repeat and search 

• Navigation 

o GPS based 

o Maps supplied for the specific market regions 

o Route planning based on user specifications

. Use express highways

. Use scenic routes 

 Vehicle used 

 Driving style 

 Door-to-door planning 

o Vocal and visual directions 

3. Markets 
After a short period of time Autotainment GmbH expanded its operations to four major regions of the world.  

·  EU 

·  MERCOSUR 

·  NAFTA 

·  ASEAN 

EU 
Since the company was founded and is based in Germany, the European Union is the home market with a modern economy and stabile political conditions. European consumers tend to attach importance to high quality and are willing to pay higher prices for brand products and services. However the economy is stagnating and there is a substantial threat from similar but cheaper products entering this market from China, India and the emerging east European countries. 

MERCOSUR 
The South American market is the smallest of the four. Until recently, the downturn of the world economy hit this region very badly. The countries in this region had to deal with political and economical crisis and the consumer behaviour tended to be cautious. However there has been a substantial positive change. The economies of this region are now growing at a high rate and hence there is a substantial market that can be tapped with high-quality products. 

NAFTA 
This region is the classical market for automobile products. However it was also plagued in the last few years with a downturn of the economy. But now Canada, the United States and Mexico are back on track. The forecasts are generally optimistic and could lead to a substantial growth in the demand. 

ASEAN 
Markets in south-east Asia had been badly affected by the global downturn and growing political turbulence in some of the countries of this region. The ASEAN market has recovered and is now growing at a faster rate than the EU and the NAFTA.  

Part II ‑ Excerpts from the Annual Report 2005:
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1. Executive summary  
Sales 
€ 133,297,296 

Net profit after taxes 
€ 1,009,735

Employees 
323 

Sales by product  
Acapulco Car Audio
€ 29,047,042
21.78%

Berlin Car Entertainment
€ 86,932,065
65.18% 

Chicago Car Navigation
€ 17,388,569
13.04% 

Sales by region
EU
€ 34,966,327
26.22%

MERCOSUR
€ 28,651,534
21.48%

NAFTA
€ 33,793,498
25.34%

ASEAN
€ 35,956,316
26.96% 

Outlook 
o Defend our leading position in the face of fierce competition  

o Invest more in research and development 

o Increase investment in production and technology 

o Maintain high customer satisfaction.  

o Stabilise the financial situation 

o Maintain dividend at 3 %. 

o Concentrate on taking care of the environment 

o Explore new markets 

2. Management Board 
Dr. Marita Keller, President and CEO  
After graduating from the School of International Business, Reutlingen University in 1994, Dr. Marita Keller started her impressive career at Philips in France. She was responsible there for the marketing of the Mini Disc System worldwide. The next step was in 1996 when she completed the PhD at Harvard University. In 2001 she was appointed Marketing Director of Sony in Japan. In 2002 she joined Autotainment GmbH as the CEO. Her experience and her leadership are foundations of our success. 

Rainer Mayer, Vice President, Sales & Marketing 
Rainer Mayer is also graduated from the School of International Business, Reut​lingen University in 1994. In 1996 he was appointed as the Marketing Director of the business group Automotive Lights at Bosch in the USA. He continued his education at San Diego State University where he finished his MBA in 1995. After various challenging positions all over the world, he was appointed Head of Marketing and Sales at Autotainment GmbH in 2001. With his sound perception of the various markets, he has driven Autotainment GmbH to new heights. 

Michéle Kardon, Vice President, Finance & Administration 
Michéle Kardon is a 1998 graduate of the University of Chambéry, France. In 2000 she was appointed Human Resource Manager at Pioneer in Singapore. At the same time she worked for 2 years to publish a popular book on Capital Risk Management.  In 2003 she became Finance Manager at Siemens in Canada. The next challenge in her career now is at Autotainment GmbH, where she is responsible for the Finance and Administration. Her strong analytical abilities are a big advantage for Autotainment GmbH. 

Dr. Catherine Doolittle, Vice President, Production & Purchasing 
Catherine Doolittle has an MBA from the University of California at Los Angeles, USA and a PhD from Swinburne University, Australia.  She started her professio​nal career in 1999 as the Head of the Supply Department at Porsche in Mexico. She then transferred in 2003 to DaimlerChrysler in the USA as the Head of Glo​bal Procurement. As the newest Member of the Board, she brings in her exten​sive international experience to Autotainment GmbH and manages the areas of Production and Purchasing. 

3. Letter to our shareholders 
Dear shareholders and friends of Autotainment GmbH,  

In 2005 we once again showed Autotainment GmbH is capable of performing profitably in a difficult business environment. The judicious use of entrepre​neurial skills has enabled Autotainment GmbH to prosper. We are proud to be leading company worldwide in our market segment. 

Our profits after taxes increased to € 1,009,735. This was achieved by a sub​stantial reduction in our production costs, greater efficiency in purchasing, and a broad​based reduction of the general and administrative expenses.  

Sales of our aged product Acapulco Car Audio went down dramatically. How​ever sales of our workhorse product Berlin Car Entertainment and future pro​duct Chi​ca​go Car Navigation showed a very strong performance. Sales have risen satis​factorily in NAFTA and the EU. Presence is strong  in ASEAN and MERCOSUR.

However we continue to face a harsh business environment which includes the uncertainty regarding the economic direction of our major market regions of Asia, North America and Europe. The increasing pressure on the price of our main products as well as uncertainties on the currency markets are fur​ther causes of concern. Under these difficult circumstances, we are continuing to implement our policy to further expand profitability and improve management efficiency. Auto​tainment GmbH is actively investing management resources in strategic business areas to maintain its high level of profitability. 

In our core business, we will continue to make aggressive promotions and lead the market. In our car navigation systems, HDD models with advanced features are performing well, as are DVD models offering ease of use and affordability. We also maintain a strong position in the car audio market. To satisfy the increa​singly diversified needs of consumers, we have been releasing a number of advanced products, such as CD players with organic electroluminescent (OEL) displays that effectively differentiate themselves from the products of other manufacturers.  

Autotainment GmbH is continuing its drive to minimize operating costs through​out the company. The combination of these efforts should improve our cash flow and further boost profitability. Autotainment GmbH will strive to inform the mar​kets and shareholders about our financial situation at all times. 

On behalf of the Management Board I would like to extend our gratitude to all employees for their full commitment to our company and its activities all over the world. Our success would not be possible without our great employees.  

To our esteemed shareholders we extend our thanks for the confidence that you have shown in us. It will be a very important objective of ours, in fiscal year 2006, to build on this basis of trust. 
Dr. Marita Keller, President and CEO 

4. Our Products 
We know what our customers want. Our products are not only practical; they are also unique in design, price and quality. 

Acapulco Car Audio 
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Our original product is still among the best. The radio is simple to handle, but well equipped with features. The radio continues to fulfil the needs of customers throughout the world. A further advantage is the timelessness of a great design. The product is at the end of the life cycle and sales are likely to go down in the near future. One possibility to prolong the life cycle would be to enter new markets in which the demand for automobiles has just started picking up. 

Berlin Car Entertainment 
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Our Berlin Car Entertainment is our star product worldwide. We did not expect such a great success for this radio. Especially the younger Berlin Car Entertainment is keenly interested in this radio. Some say that a car is not a right car without this radio. With the killer application of MP 3 we have been on the right track. Sales figures are strong on every market and we continue to expand our business in Asia and South America. Currently we are generating 65% of all our sales with the Berlin Car Entertainment. 

Chicago Car Navigation 
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This product represents the cutting edge of car audio and navigation. We are already generating 13% of our sales with the Chicago Car Navigation. We have seen strong growth and expect this to sustain in the near future. We will continue to make aggressive promotions and lead the market. We are striving to increase our dominance even further. 

5. Corporate identity 
Our personnel - Qualified and motivated 
Autotainment GmbH produces great products. Without our well-trained employees this would not be possible. They are an important part of our company. Our employees show a strong commitment and their identification with our products and our product philosophy is a crucial factor for the success and strength of our company. Our employees carry the company into the future.  

Autotainment GmbH launched different programs to improve the performance of our employees. This has enabled our company to develop into a dynamic, successful and cutting-edge car entertainment and navigation systems manufacturer. The results of the regular employee survey in 2005 documents this impressively. Autotainment GmbH is the top ranked company in the category of small- and mid​sized companies. 

For Autotainment GmbH another important aspect is the on-going development of our personnel. They are always ready to learn and to accept new challenges and to see a different view of our world and problems. We pay special attention to the development of junior management. Our program “Discovery” is a great success in identifying and encouraging management potential.  

Our markets - Global success 
Our marketing strategy is another important part of our success. We try to represent ourselves in every market in a very market-specific manner. The strategy is based on our international experience that mandates that our affiliates implement local marketing strategy to cater to local requirements. Understanding and respecting different cultures is a strategy for success.  

Our strategy - Potential for further growth 
In the fierce competition of car entertainment and car navigation we have shown a very strong performance this year. To stay on track, it is very important to make the right decisions at the right time and place. We are flexible and are able to react very quickly to changes on the market. 

We have to be careful since the markets are changing very rapidly. Customer tastes are changing very fast, the competition is getting harder and shorter product life cycles require a continuous effort in identifying new products and markets.  

We are not yet represented in all countries and all market segments with our successful products. By identifying opportunities, setting priorities and taking the right action at the right time, we will make the most of our potential and continue to grow dynamically for the benefit of our customers, our business partners, our employees and our shareholders. 

Our customer service – Satisfied customers 
Our customer service is another important aspect that strengthens our image in the market regions. We are undertaking great efforts to further increase customer satisfaction. After-sales service and a very responsive hotline assure our customers that we care and are available when there are problems with our products. 

Our environment – Our concern 
A major focus of our company is the concern for the environment. We have recognized this important issue and already taken steps to produce products in an environmental friendly way. Autotainment GmbH adopted environmental preservation principles in 1997, requiring the company to implement processes to protect the environment. In 1999 we chose "Move the heart and touch the soul" as the fundamental concept for corporate activity. 

The vision now for our environmental preservation activity is that we should aim for an environmental management that integrates rather than reconciles environmental preservation and corporate activity. We believe environmental management is a vital challenge that we have to face in order to ensure further life on earth. To that end we must change the way we think and bring environmental preservation activities into the range of core corporate functions.  

We have started taking measures such as clearly stating design specifications that consider the effective use of resources at the design stage, reduction of the number of processes, energy saving, waste reduction and effluence management. 

6. Management report
Sales 
[image: image9.emf]
Acapulco Car Audio has now entered the degeneration phase of its life cycle. The customers today are very technology oriented and expect new and highly developed products. In spite of this and in the face of strong competition we experienced a small increase in the sales. The sudden increase in the 4th quarter is the result of delayed deliveries of orders from the 2nd and 3rd quarters. 

[image: image10.emf]
Berlin Car Entertainment has now taken over the position of Acapulco Car Audio in our product portfolio. It has reached a level of maturity and market acceptance that ensures a continuous growth in sales. The product fits into the global acceptance of the internet and the ability to download music in the MP3 format. We strongly supported the further expansion of sales through our communication policy, training of sales personnel and very effective product policy. 

We expect the growing demand for Berlin Car Entertainment in all the market regions in the near future. 
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Our top-of-the-line product Chicago Car Navigation will navigate us to the future. The product is very innovative and fulfils the new needs of our customers. The product launch was generated a lot of interest in the automobile magazines and journals. The interest has now turned into a strong demand. The cooperation with the major automobile manufacturers can help us in becoming the major supplier of navigation systems in new cars. 

Despite market shares in the range between 25 % and 30 % in the different markets, we will focus on the expansion of sales in the coming year.  

Marketing 
The competitive advantage of our products is evidently the top quality of our products, the high technological standard and the high customer satisfaction. Our products are always easy to use and our service is excellent. Just 2 months ago our marketing department was awarded with the “International Marketing Award 2005”.  

The target-specific communication distinguishes the Autotainment GmbH marketing concept from the competitors on the market. A recent marketing research survey reported that Autotainment GmbH brands stand for high quality products, excellent service, and friendly sales personnel. This leads to satisfied customers. Brand awareness has reached a high level. 

[image: image12.emf]
In all markets we have been able to maintain our excellent image. This is the basis for success. We will take up the challenge for further improvements, especially in the MERCOSUR and NAFTA markets. Another important part of our strategy is the strengthening of our customer relationship management. This also contributes to our increased sales, image and profit situation.  

The implementation of our online-shop on the internet has turned out to be a very effective marketing tool. We register a high numbers of visitors to our website and make available a substantial quantity of marketing and technical information about our products. We believe in the philosophy that a well-informed customer is likely to make a well-informed decision and become a satisfied customer. 

Customer satisfaction is very important and has always had an important place in our corporate philosophy. We offer extensive customer services, a wide distribution and dealers net and high quality products. Customers have responded to these efforts very positively. 

Procurement and Production  
We optimised the procurement process and implemented a just-in-time policy. This has resulted in a substantial reduction of our procurement costs. Our new business software had supported us here significantly. The system is highly innovative and a regular information exchange with our suppliers is the result. With the cooperation of our suppliers we also reached the aim of bringing down the total cost of delivery. 

Our purchasing policy is based on the QCDSE principle. We work with suppliers who can have Q (high quality), C (internationally competitive price), D (observance of delivery time), S (speedy response), and E (environment-oriented production). 

In the production department we optimized our supply chain, our production time, our throughput time, rejection rates and overall productivity in all facilities. We invested substantially in total quality management, production technology and lean management. This has lead to a reduction in our production costs and a substantial increase in our quality. 

Our production planning software is now fully on-line and has lead to producing close to full capacity and had no unused workers or machines.  It has also resulted in lower stock levels in our stores while maintaining the high responsiveness to changes in demands of the various markets. 

7. Financial statements
	Balance Sheet 

	Assets 

	Land and buildings
Plant and machinery
Raw, auxiliary and operating materials

Finished products
Fixed-term deposits with banks
Accounts receivable 
	4,344,000 19,200,000 1,665,239 16,718,527

0

 35,865,370 
	Euro Euro Euro Euro Euro Euro 

	Cash 
	8,966,343 
	Euro 

	Total 
	86,759,479 
	Euro 

	Capital 
	
	

	Ordinary share capital

Reserves
	28,000,000 14,569,672 
	Euro Euro 

	Long-term liabilities

Short-term liabilities 
	43,000,000 1,189,807 
	Euro Euro 

	Total 
	86,759,479 
	Euro 


Profit and Loss Account
	
	1st Quarter 
	2nd Quarter 
	3rd Quarter 
	4th Quarter 
	

	
	
	
	
	
	

	Income from sales 
	31,573,969 
	32,201,346 
	33,656,611 
	35,865,370 
	Euro 

	Change in stock value 
	435,846 
	-184,114 
	-4,179,406 
	-1,124,331 
	Euro 

	
	
	
	
	
	

	Material costs 
	
	
	
	
	

	   Raw materials 
	-14,433,557
	-14,371,932
	-8,339,333 
	-14,234,269
	Euro 

	   Bought-in goods 
	-1,100,000 
	0 
	-4,602,000 
	0 
	Euro 

	
	
	
	
	
	

	Personnel costs 
	
	
	
	
	

	   Direct labour costs 
	-2,707,200 
	-2,860,800 
	-1,929,600 
	-3,033,600
	Euro 

	   Continued training of personnel
	 -120,000 
	-120,000 
	-120,000 
	-120,000
	Euro 

	   Personnel appointment/dismissal 
	-40,000 
	-40,000 
	-40,000 
	0
	Euro 

	
	
	
	
	
	

	Depreciation of plant 
	-480,000 
	-480,000 
	-480,000 
	-480,000
	Euro 

	
	
	
	
	
	

	Other income
	
	
	
	
	

	 Exchange rate gain 
	0 
	0 
	0 
	0 
	Euro 

	
	
	
	
	
	

	Other costs 
	
	
	
	
	

	   Variable costs 
	-3,034,170 
	-3,207,150 
	-2,165,940 
	-3,399,885 
	Euro 

	Fixed costs 
	-2,321,376 
	-2,177,527 
	-2,326,400 
	-1,947,200 
	Euro 

	   Storage costs for finished goods 
	-720,222 
	-680,110 
	-521,338 
	-489,314 
	Euro 

	   Storage costs for raw materials 
	0 
	0 
	0 
	0 
	Euro 

	   Lean management 
	-90,000 
	-90,000 
	-90,000 
	-90,000 
	Euro 

	   Total quality management 
	-200,000 
	-200,000 
	-200,000 
	-200,000 
	Euro 

	   Production technology 2005 
	-450,000 
	-450,000 
	-150,000 
	-150,000 
	Euro 

	   Loss from sale of machines 
	0 
	0 
	0 
	0 
	Euro 

	   Communications policy 
	-1,581,680 
	-1,739,191 
	-1,880,792 
	-2,108,825 
	Euro 

	   Product Policy 
	-800,000 
	-800,000 
	-800,000 
	-800,000 
	Euro 

	   Training of sales personnel 
	-328,220 
	-342,277 
	-402,620 
	-548,284 
	Euro 

	   Sales branches 
	-1,901,836 
	-1,969,540 
	-2,033,363 
	-2,088,211 
	Euro 

	   Transport costs 
	-1,693,674 
	-1,941,858 
	-1,987,032 
	-2,066,346 
	Euro 

	   Market research reports 
	-155,000 
	-155,000 
	-155,000 
	-155,000 
	Euro 

	   Exchange rate fixing costs 
	0 
	-59,487 
	-62,281 
	-65,986 
	Euro 

	   Factoring costs 
	0 
	0 
	0 
	0 
	Euro 

	Exchange rate loss 
	0 
	-93,196 
	0 
	0 
	Euro 

	
	
	
	
	
	

	Interest income 
	
	
	
	
	

	   Fixed-term deposits with banks 
	0 
	0 
	0 
	0 
	Euro 

	
	
	
	
	
	

	Interest costs 
	
	
	
	
	

	   Long-term loans 
	-537,500 
	-537,500 
	-537,500 
	-537,500 
	Euro 

	Overdrafts 
	-120,965 
	-37,829 
	-32,484 
	-23,499 
	Euro 

	
	
	
	
	
	

	Profit/Loss 
	-805,585 
	-336,165 
	621,522 
	2,203,120 
	Euro 


Liquidity account and cash flow
	
	1st Quarter 
	2nd Quarter 
	3rd Quarter 
	4th Quarter 
	

	
	
	
	
	
	

	Outgoing payments 
	
	
	
	
	

	
	
	
	
	
	

	   Purchase of raw materials 
	14,822,283
	13,130,205 
	10,807,752 
	13,414,631 
	Euro 

	   Purchase of bought-in goods 
	1,100,000 
	0 
	4,602,000 
	0 
	Euro 

	   Direct labour costs 
	2,707,200 
	2,860,800 
	1,929,600 
	3,033,600 
	Euro 

	   Variable costs 
	3,034,170 
	3,207,150 
	2,165,940 
	3,399,885 
	Euro 

	Fixed costs 
	2,321,376 
	2,177,527 
	2,326,400 
	1,947,200 
	Euro 

	   Storage costs for finished goods 
	720,222 
	680,110 
	521,338 
	489,314 
	Euro 

	   Storage costs for raw materials 
	0 
	0 
	0 
	0 
	Euro 

	   Lean management 
	90,000 
	90,000 
	90,000 
	90,000 
	Euro 

	   Total quality management 
	200,000 
	200,000 
	200,000 
	200,000 
	Euro 

	   Production technology 2005 
	450,000 
	450,000 
	150,000 
	150,000 
	Euro 

	   Continued training of personnel 
	120,000 
	120,000 
	120,000 
	120,000 
	Euro 

	   Personnel appointment/dismissal 
	40,000 
	40,000 
	40,000 
	0 
	Euro 

	   Purchase of machines 
	0 
	0 
	0 
	0 
	Euro 

	   Reinvestment of depreciation 
	480,000 
	480,000 
	480,000 
	480,000 
	Euro 

	   Communications policy 
	1,581,680 
	1,739,191 
	1,880,792 
	2,108,825 
	Euro 

	   Product Policy 
	800,000 
	800,000 
	800,000 
	800,000 
	Euro 

	   Training of sales personnel 
	328,220 
	342,277 
	402,620 
	548,284 
	Euro 

	   Sales branches 
	1,901,836 
	1,969,540 
	2,033,363 
	2,088,211 
	Euro 

	   Transport costs 
	1,693,674 
	1,941,858 
	1,987,032 
	2,066,346 
	Euro 

	   Exchange rate fixing costs 
	0 
	59,487 
	62,281 
	65,986 
	Euro 

	   Factoring costs 
	0 
	0 
	0 
	0 
	Euro 

	   Interest on long-term loans 
	537,500 
	537,500 
	537,500 
	537,500 
	Euro 

	   Redemption of long-term loans 
	0 
	0 
	0 
	0 
	Euro 

	   Interest on overdrafts 
	120,965 
	37,829 
	32,484 
	23,499 
	Euro 

	   Redemption of overdrafts 
	6,912,297 
	2,161,672 
	1,856,218 
	1,342,790 
	Euro 

	   Fixed term deposits with banks 
	0 
	0 
	0 
	0 
	Euro 

	   Market research reports 
	155,000 
	155,000 
	155,000 
	155,000 
	Euro 

	Dividends 
	
	
	
	560,000 
	Euro 

	Tax 
	
	
	
	673,157 
	Euro 

	
	
	
	
	
	

	   Total outgoing payments 
	40,116,423 
	33,180,146 
	33,180,320 
	34,294,228 
	Euro 

	
	
	
	
	
	


	Receipts
	
	
	
	
	

	
	
	
	
	
	

	   Accounts received 
	30,278,594 
	31,480,773 
	32,201,346 
	33,656,611 
	Euro 

	   Factoring income 
	0 
	0 
	0 
	0 
	Euro 

	   Interest on fixed term deposits 
	0 
	0 
	0 
	0 
	Euro 

	   New long-term loans 
	4,000,000 
	0 
	0 
	0 
	Euro 

	   Sale of machines 
	0 
	0 
	0 
	0 
	Euro 

	   Return of fixed term deposits 
	0 
	0 
	0 
	0 
	Euro 

	
	
	
	
	
	

	   Total receipts 
	38,278,594 
	31,480,773 
	32,201,346 
	33,656,611 
	Euro 

	
	
	
	
	
	

	Cash balance
	
	
	
	
	

	
	
	
	
	
	

	   Cash at the start of quarter 
	7,569,649 
	7,893,492 
	8,050,337 
	8,414,153 
	Euro 

	   Total receipts 
	38,278,594 
	31,480,773 
	32,201,346 
	33,656,611 
	Euro 

	   Total outgoing payments 
	-40,116,423 
	-33,180,146 
	-33,180,320 
	-34,294,228 
	Euro 

	   Cash on hand 
	5,731,820 
	6,194,119 
	7,071,363 
	7,776,536 
	Euro 

	
	
	
	
	
	

	Overdraft granted 
	2,161,672 
	1,856,218 
	1,342,790 
	1,189,807 
	Euro 

	
	
	
	
	
	

	 Cash at the end of quarter 
	7,893,492 
	8,050,337 
	8,414,153 
	8,966,343 
	Euro 

	
	
	
	
	
	

	Liabilities to equity ratio 
	107 
	107 
	105 
	104 
	% 


8. Your assignment 
The Management Board of Autotainment GmbH is facing a big problem of stagnating markets, high cost of production in Germany and low profit levels. You have been appointed as an external consultant to assist the Board in taking some fundamental decisions for the future. 

You have been given the annual report of the company for 2005. You are asked to study the report, to analyse the numerical data presented in the report and understand the current product, market and financial situation of the company. 

Where would you want to develop the company to?  How could the company expand, especially by means of international activities?













































































































































































































































































































































































































































































































































































































































�	It is based on his International Business Simulation iBizSim and uses the results of a simulated company from a course conducted by him in Mumbai, India in 2005
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