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GENERAL OVERSEAS MARKETS

Asia/Oceania

A Solid Strategy for Growth

“General Overseas Markets
oversees a huge territory,
including countries as
diverse and geographically
separated as Pakistan and
Tahiti. Fiscal 2004 was a
good year for us in GOM,
with retail sales going up

more than 10 percent. All our

YASUAKI HASHIMOTO major markets exhibited
Vice President growth. Taiwan and Australia
were the biggest contributors
with sales of 70,000 and 63,000 units, respectively.
Australia’s auto market was particularly good for us—
we’re now the number-four automaker there. Strong
demand for the Nissan Pickup and X-TRAIL was
responsible for the jump in sales. Although there
were no new passenger car releases, the dealers did
an excellent job selling the current lineup.

In the past, we left local sales up to our sales
affiliates in each market. However, we've recently
altered our strategy in an effort to unify the brand and
service level. Emphasizing the importance of
consistency to the sales companies has made it
much easier to promote the Nissan way of doing
business. We have also increased our shares in local
companies, such as in Thailand and Taiwan, to

strengthen management control.

Fiscal 2005 will be challenging because we have no major
model launches planned. We're committed to growth,
however, and | believe that having a clear strategy for each
market and a targeted approach to the customer will boost
our market position throughout the region.

Thailand is an important market for Nissan's future.
Although we sell just over 50,000 vehicles a year there,
we plan to increase sales volume under NISSAN Value-Up.
We're also expanding production capacity and planning to

localize Thailand as an export base for Pickups. We intend
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to export parts and components from Thailand worldwide,
which will result in a great cost advantage. We see more
opportunities in Malaysia and Indonesia as well.

Two other interesting countries for us are India and
Pakistan, which NISSAN Value-Up identifies as next steps
in our global expansion. Currently, Pakistan's auto market
totals just 100,000 vehicles a year, while in India annual
sales are 1.2 million. Both markets are expected to grow.
This year, we will determine our strategies for India and
Pakistan based on feasibility studies. We've already
established a wholly owned subsidiary in Mumbai that will
first focus on imports and later serve as a base camp to
learn more about the market in India.

Perhaps the biggest news for GOM in Asia was the
summer 2005 launch of the Infiniti in Korea. This is the
first-ever launch of the full brand independent of Nissan's
sales network and outside of the U.S. Korea is a good-
sized market and a good first step in Infiniti's development
as a globally recognized luxury brand. Although we have set
a modest annual sales target of just 5,000 vehicles within
three years, Korea will be a strategic market for
establishing the Infiniti brand before the scheduled
launches in Russia, China, and eventually Japan.

Southeast Asia is also a major emerging market for
Nissan. We have reinforced our strength with a solid

strategy in the region, and are now ready to invest.”
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PICKUP Infiniti in Korea



Middle East, Africa, Latin America and the Caribbean

Growing with Profit, not at Its Expense

“Within the General
Overseas Markets, or GOM,
I’'m responsible for Nissan
business in nearly 110
countries, about 90 of which
have Nissan national sales
companies. It’s a very
diverse composition of small
and large nations, and many

SHOICHI MIYATANI languages and cultures.
Vice President In fiscal 2004 we met all

our targets for sales and
profit. Out of Nissan’s total unit sales of
approximately 3.4 million vehicles, for example, GOM
accounted for 678,000 units. We contribute to
Nissan’s performance in both volume expansion and
profitability. And the operating profit margin for GOM

is better than the corporate average.

The strongest regions in my territory were several African
nations, such as South Africa, and Latin America. Our
success was due in part to general market strength, but the
continuing appeal of the Nissan Pickup in South Africa and
Latin America was also a key. Aside from the Middle East,
where larger vehicles like the Armada are preferred, sales
for the Pickup and the X-TRAIL have been consistently
strong in all markets. We produce the Pickup in South
Africa and currently sell over 40,000 vehicles there every
year; our market share is around 9 percent. In addition to
Africa, the vehicles produced here will be sold in Europe,
Australia and New Zealand starting at the beginning of
2006. In 2005, in the Middle East, we are already seeing
significant increases in volume due to the launch of Infiniti
and the introduction of new Nissan models in the latter
half of 2004.

There are several risks associated with a diverse
territory like ours, including political issues, economic

issues, and a range of other external factors. At Nissan,

our policy is to stay flexible and adapt to the situation. For
example, we had initially planned to supply Pathfinder
vehicles to the Middle East from Spain. However, the rise in
the euro raised costs, so we quickly shifted production to
the U.S. Because our job is so diversified, we felt we
needed more strategic thinking within GOM. For this
reason we established the GOM Plan Department, which is
a cross-functional unit comprised of various departments,
such as Manufacturing, Purchasing, and Engineering. This
department is responsible for functions formerly performed
by Marketing and Sales.

Since we did not roll out many new models in our
region, we had to upgrade our network structure to
increase sales. The next new core model for us is the Tiida,
which enjoyed a successful launch in China. It's a critical
launch for us; through 2005 and 2006 we will complete
the introduction of the model in all markets. The new model
introductions will give us added strength in the markets
during the NISSAN Value-Up period.

Another important development this year was the start
of production of the Nissan Pickup in Egypt. Many in the
industry doubted we would succeed, but we achieved our
targets for quality. Vehicles produced here will also be
exported to other countries in the region.

Europe is a tough market, as is Japan. If Nissan
becomes too dependent on its major markets like North
America, there is an inherent risk, and GOM helps minimize
that risk. The markets we represent will contribute
substantially to Nissan's total profit. Our focus now is on
deepening the foundations of our business. A few years
ago, for instance, we designed six activities that all the
national sales companies are required to carry out. In 2005,
we'll establish even more advanced activities. We constantly
review their performance and, if necessary, take aggressive
actions, including replacing companies whose performance
is consistently unsatisfactory. That is why our activities will
expand with profit, not at its expense. The General Overseas

Markets are where Nissan will really be growing.”

Nissan Annual Report 2004 | 67

aldom dno




	GENERAL OVERSEAS MARKETS

