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That CD Shop for Winning the SPBA Award
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by douglas chew

n its business expand
rapidly i anin 2002 as I service
and repair ; . From the beginning, its
managing director, Mr Bobby Ong, under-
stood the need to differentiate Autosaver from
its L:*trtpehhrn tlm' JI strong branding

ry.
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of mind" has won thLm aloyal custom-
> that brings their cars back for regular
ng.

Mr Ong “‘Thumbs up' prom-
ed to doing a good
gto t]w il § m'rm_ 5

tomer’s car is kept in the best form

Autosaver focuses on Japane r models
| 55 than three
years ald, and has enjoyed a high rate of refer-
rals through word of mouth. By strictly adher-
ing to the se 5 and plcu_ndun.q in
the car owner's manual, it believes it is deliv-

ering a quality service.

Mr Ongad
cent :_"t‘mlim }.
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To add value, Autosaver launched a car
care division in 2006 and has since developed
in-house car care products, such as paint,

5. The company also
offers s ages, including the instal-
lation of rear air-conditioning and automated
door mirrors

Mr Ong says: “To stay relevant to our cus-
tomer’s needs, Autosaver has to be ahead
of our competitors by offering creative and
fresh ideas in our service offerings. Forthe
past eight years, Autosaver has progressively
upgraded and updated our business values
and this was well received by the publ
seas associates and franchisees,
we are on the right track”

Autosaver plans to grow both locally and
internationally. By 2013, they aim to have six
franchise units in Singapore and double their
domestic market share for car servicing, auto
parts and car care.

With franchisees in Malaysia, Bangladesh
and Tonga already, the company intends to ex-
tend their regional network to include Central
Asia, the Pacific, China and the Middle East.

“We view international franchising as an

0 y to e pand our business net-

works for better i
enue growth')
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management w. |
nies as we needed to put in place processes fair-
ly quickly to manage our brand mm.mh:nth.
especially when it comes to o
“As we cannot be sta
e : . we have to be
ch in controlling
ti‘l’ip]i’ we :jevelupvd.

for various marketing .md I:-mndm I 1mlm-

tives on the ground in th

sation and an intellectual

perty rights protection programme

to strengthen the brand equity and

strategically exploit intellectual prop-
erty rr:-ﬁir:l[n[.r, within their business.

the automotive aftermarket to vie for
the award, we hope to also be a beacon
for others in the ind vy to work to-



