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1) The prior-year figure has been slightly adjusted. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note: All figures are rounded off, which may lead to minor deviations when added up. 

 

   1−6/2009 1−6/2008 Change in %

       

Production    Cars 432,051 518,850 – 16.7

  Engines1)
662,018 1,024,345 – 35.4

       

Deliveries to customers1) Cars 570,388 640,684 – 11.0

Audi brand1)  465,978 516,219 – 9.7

Germany  113,882 122,404 – 7.0

Outside Germany1)  352,096 393,815 – 10.6

Lamborghini brand  825 1,309 – 37.0

Other Volkswagen Group brands  103,585 123,156 – 15.9

       

Workforce1) Average  58,094 57,472 1.1

       

Revenue EUR million 14,527 17,387 – 16.4

Operating profit EUR million 823 1,299 – 36.6

Profit before tax EUR million 994 1,372 – 27.5

Profit after tax EUR million 697 930 – 25.0

       

Operating return on sales Percent 5.7 7.5  

Return on sales before tax Percent 6.8 7.9  

       

Total capital investments EUR million 863 963 – 10.4

Capitalized development costs  297 308 – 3.5

Depreciation and amortization EUR million 850 1,042 – 18.4

       

Cash flow from operating activities EUR million 2,215 2,468 – 10.3
 

   June 30, 2009 Dec. 31, 2008  

       

Balance sheet total EUR million 25,588 26,056 – 1.8

Equity ratio Percent 43.3 39.6  
 

Audi Group Key Figures 



Despite these huge challenges, we at Audi are looking 

confidently to the future. Although even we are not entirely

immune to the repercussions of the current crisis, with

worldwide deliveries to customers down 9.7 percent in the

first half of 2009, we are coping with the crisis much better

than our competitors. We have moreover achieved a signifi-

cantly positive operating profit of EUR 823 million, which

gives us room to maneuver that many of our competitors

currently no longer have.

The key performance indicators for the Audi Group demon-

strate very clearly that our efforts over the past few years

have succeeded in making our Company future-proof and

competitive. Not only have we operated sustainably and

profitably; we have also made up ground in unprecedented

The first six months of an extraordinary year now lie behind

us. We find ourselves in the midst of a global economic crisis

and are witnessing a fundamental sense of unease, whether

in industry, politics or among customers. The financial 

markets still appear paralyzed, and it remains impossible to

predict which way the economy is headed. On top of all this,

resources, including most particularly crude oil, will become

scarcer in the long term, making ecological sustainability all

the more critical.

If one thing is clear, it is this: we are facing a decade of 

major change, and as a key industry the automotive sector

will be affected in particular measure. This change will 

encompass everything from structures and technologies to

customer requirements. At the heart of the matter is the

complex question of what sort of future the car will have.

Rupert Stadler, 
Chairman of the Board of Management 
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Q7 3.0 TDI clean diesel, which features what is currently 

the cleanest diesel technology in the world, is yet another

tailor-made solution to what U.S. customers typically want:

plenty of space and high efficiency.

With its attractive, young product range, the Audi brand is 

positioned outstandingly well to fulfill present and future

market requirements. We evidently have a reliable instinct

for what our customers want, and we are continuing un -

abated with our model initiative. The key new products 

of 2009 are the A5 Cabriolet, the A4 allroad quattro and 

the A5 Sportback. Then, in 2010, we will be offering our 

customers the very first fully-fledged premium product in 

the sub-compact segment – the Audi A1.

Every single one of these cars demonstrates what we 

mean by “Vorsprung durch Technik”. Our innovation strategy

therefore focuses on three distinct areas: the long-term 

acquisition of expertise in electric drive systems, the area 

of lightweight construction in which Audi already enjoys 

a high profile, and the further refinement of our high-

performance, ultra-efficient TDI and TFSI engines.

We have pooled our expertise in electric drive systems, 

are working in close partnership with the Japanese battery 

specialist Sanyo and will start by launching a hybrid Q5. We

regard the hybrid as a transition technology on the way to

all-electric driving.

We have been pioneering lightweight construction – the 

use of aluminum instead of steel – since 1994 through the

Audi A8. Today, our Audi Space Frame is used in four models:

the R8, the A8, the TT Coupé and the TT Roadster. This 

style and have elevated Audi to the position of leading 

premium brand in Europe, China and a host of other national

markets. The Company has firm foundations. We are standing

by our long-term growth plans, are continuing to invest as

intensively as ever in our products and are exploiting the cur-

rent market turbulence as an opportunity to increase 

our market shares.

Western Europe is a case in point: although Audi deliveries

to customers in the first half were down 12.3 percent on 

the previous year, Audi still moved into pole position in the

premium segment.

In China, we completed the best first half in our corporate

history and are the undisputed leader of the premium seg-

ment. We launched the long-wheelbase A4, a new departure

in the midsize category that is being very well received by

Chinese customers. We also established a wholly-owned

subsidiary in Beijing to manage Audi’s activities locally.

Our objective in the United States remains long-term

growth, but here too we are adamant that growth must be

sustainable and profitable. That is why we are deliberately

investing in promoting our brand image at the present

time. One of the key factors in enhancing that image is the

Audi Q5, which was launched in the early part of the year.

We are convinced that this model, alongside the A4, will

secure the bulk of its sales in the United States. And the

“With its attractive, young product range, the Audi brand is 

positioned outstandingly well to fulfill present and future 

market requirements.”

Rupert Stadler

Appeals to the senses: 
the Audi A5 Cabriolet.
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We have set ourselves the target of reducing CO₂ emissions

across our entire fleet of models by a further 20 percent by

2012 with the introduction of efficiency technologies right

across the board.

All of this demonstrates how well equipped Audi is in 2009,

a year so beset by crisis. We are able to draw particular inspi-

ration from the centennial of our brand, which gives us 

a fitting opportunity to reflect on past achievements. That 

is because Audi’s success stems from its strong roots, its

clear-cut identity and the many creative people who have

pursued their visions boldly and decisively. Our awareness of

this is a powerful springboard that can give us a lift in striving

for a strong future. We will make Audi a signature brand

that is unique and distinctive, a brand that indisputably 

represents style, progress and supreme quality.

advanced technology still harbors enormous potential. We

will be able to cut vehicle weights by at least another ten

percent – and 100 kilograms less weight improves fuel

economy by 0.3 liters per 100 km.

Meanwhile we are continually improving the efficiency of our

combustion engines, because they will still be our dominant

source of mobility for decades to come. The trend is towards

lower-displacement, supercharged engines that operate 

extremely efficiently and are fully capable of delivering the

standards of drivability that our customers expect.

Our modular efficiency platform has already significantly

reduced fuel consumption right across the model range. 

It includes innovations such as automatic start/stop, 

braking energy recovery and a driver assistance system 

that promotes efficient driving. One striking example is 

the A4 2.0 TDI e developing 100 kW (136 hp). This model

uses an average of 4.6 liters of diesel per 100 kilometers,

equating to CO₂ emissions of 119 grams per kilometer. This

Audi is consequently one of the most efficient midsize models. 

“We will make Audi a signature brand that is unique and 

distinctive, a brand that indisputably represents style, 

progress and supreme quality.”

Rupert Stadler

The Audi A5 Sportback combines sporty design
with high functionality.
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