Sponsorship of
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concert in Taiwan
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2001 Mercedes Trophy,
Taiwan—Charity Tournament
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2001 was a difficult year for Taiwan. Political, economic and

climatic uncertainty combined to produce poor consumer
sentiment. Against this backdrop, our sales in the luxury-car

segment fell by 18%.

Strategic New Beginnings

At the close of the year under review, a jointly-controlled entity,
DaimlerChrysler Taiwan Limited, was formed with DaimlerChrysler AG
for the wholesale distribution of Mercedes-Benz, Chrysler, Jeep

and Smart products. Capital Motors Inc. will continue

to retail Mercedes-Benz automobiles through its branch network.

Its product range has also been expanded to include Chrysler,

Jeep and Smart products.

Long-term Vision
The implementation of an extensive dealer software system has

significantly improved inventory controls and customer service.

Looking to the future, Taiwan’s economy may take a while to
recover, and competition will be even keener. The company will
establish additional sales and service facilities to cater for the
Chrysler and Smart brands, and at the same time streamline its

organization to achieve cost-effectiveness.
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The Group is now firmly

established in Asia’s blossoming

high-end luxury market
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