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   Scenic/Grand Scenic ......... 
116,475 137,093 –20,618 –15%

   Espace/Grand Espace ...... 12,656 12,340 +316 3%

   Koleos ..............
............. 

11,474 9,386 +2,088 22%

   Kangoo ...............
.......... 

24,693 27,159 –2,466 –9%

   Trafic ................
............. 

8,142 7,057 +1,085 15%

   Other ..............
.............. 

592 1,075 –483 –45%

  Total Renault brand ........ 747,129 832,216 –85,087 –10%

  RENAULT ................
........ 898,644 994,894 –96,250 –10%

 RENAULT-NISSAN ............ 
1,239,749 1,288,257 –48,508 –4%

   9-3 ...............
................

. 9,611 9,687 –76 –1%

   9-5 ...............
................

. 2,961 3,150 –189 –6%

   Other ..............
.............. 

2 1,055 –1,053 –

  Total Saab ...............
....... 12,574 13,892 –1,318 –10%

  Spyker brand ...............
... 

– 
2 

–2 –

 SPYKER ................
............ 

12,574 13,894 –1,320 –10%

   Impreza ...............
.......... 

5,938 6,814 –876 –13%

   Legacy/Outback ............. 
7,754 10,383 –2,629 –25%

   Trezia ...............
............. 

2,048 
– +2,048 –

   Forester ..............
........... 

9,829 9,879 –50 –1%

   Other ..............
.............. 

905 3,110 –2,205 –71%

 SUBARU ...............
........... 

26,474 30,186 –3,712 –12%

   Alto ................
............... 

26,511 35,751 –9,240 –26%

   Splash ...............
............ 

10,799 14,669 –3,870 –26%

   Swift ............
................

. 46,012 39,466 +6,546 17%

   Kizashi ...............
............ 

1,246 
577 +669 116%

   Jimny ................
............. 

8,869 12,880 –4,011 –31%

   SX4 ...............
................

 20,817 23,070 –2,253 –10%

   Vitara/

     Grand Vitara/XL-7 ....... 
11,119 10,600 +519 5%

   Other ..............
.............. 

27 
118 –91 –77%

 SUZUKI ...............
............. 

125,400 137,131 –11,731 –9%

   XF ...............
................

.. 12,630 15,880 –3,250 –21%

   XJ ..............
................

.... 3,071 2,389 +682 29%

   XK ................
................

. 2,075 2,264 –189 –8%

   Other ..............
.............. 

75 
822 –747 –91%

  Total Jaguar ...............
..... 17,851 21,355 –3,504 –16%

   Defender ..............
......... 

1,144 3,504 –2,360 –67%

   Freelander ..............
....... 19,941 22,351 –2,410 –11%

   Discovery ................
....... 

9,191 10,673 –1,482 –14%

   Range Rover Evoque ........ 
2,426 

– +2,426 –

   Range Rover Sport .......... 
12,936 14,420 –1,484 –10%

   Range Rover ..............
.... 5,995 4,310 +1,685 39%

   Other ..............
.............. 

4 
10 

–6 –60%

  Total Land Rover ............. 
51,637 55,268 –3,631 –7%

   Indica ...............
............. 

876 1,278 –402 –32%

   Xenon ...............
............ 

264 
318 –54 –17%

   Other ..............
.............. 

299 1,015 –716 –71%

  Total Tata brand ............. 
1,439 2,611 –1,172 –45%

 TATA MOTORS ................
 70,927 79,234 –8,307 –11%

   Cuore/Charade .............. 
2,175 2,765 –590 –21%

   Sirion ................
............. 

2,428 4,023 –1,595 –40%

   Materia ...............
.......... 

427 1,041 –614 –59%

   Terios ..............
.............. 

3,455 6,655 –3,200 –48%

   Other ..............
.............. 

72 
395 –323 –82%

  Total Daihatsu ...............
. 8,557 14,879 –6,322 –43%

   CT ...............
................

.. 11,058 
– +11,058 –

   IS  ...............
................

...3,205 5,102 –1,897 –37%

   RX ...............
................

.. 4,611 8,071 –3,460 –43%

   Other ..............
.............. 

358 
870 –512 –59%

  Total Lexus ..............
....... 19,232 14,043 +5,189 37%

   IQ ................
................

.. 10,301 19,081 –8,780 –46%

   Aygo ...............
.............. 

64,242 64,398 –156 0%

   Yaris ............
................

.. 96,491 113,795 –17,304 –15%

   Auris ............
................

. 63,065 58,156 +4,909 8%

   Corolla ...............
........... 

4,663 5,137 –474 –9%

   Prius ..............
................

 19,444 36,364 –16,920 –47%

   Avensis ............
.............. 

37,560 44,265 –6,705 –15%

   Verso-S ................
.......... 

13,297 
– +13,297 –

   Verso ................
............. 

26,847 27,348 –501 –2%

   Urban Cruiser ..............
.. 5,367 11,376 –6,009 –53%

   RAV4 ................
............. 

30,039 35,679 –5,640 –16%

   Land Cruiser ..............
.... 7,155 8,445 –1,290 –15%

   Other ..............
.............. 

914 1,907 –993 –52%

  Total Toyota brand ......... 
379,385 425,951 –46,566 –11%

 TOYOTA MOTOR ............. 
407,174 454,873 –47,699 –11%

   A1 ................
................

. 73,394 6,307 +67,087 –

   A3/S3/RS3 ...............
...... 107,684 135,284 –27,600 –20%

   A4/S4/RS4 ...............
...... 120,301 133,366 –13,065 –10%

   A6/S6/RS6/Allroad ......... 
56,012 51,950 +4,062 8%

   A7 ................
................

. 14,475 
220 +14,255 –

   A8/S8 ...............
............. 

6,985 5,549 +1,436 26%

   TT ................
................

.. 14,401 13,435 +966 7%

   A5/S5/RS5 ...............
...... 54,387 59,925 –5,538 –9%

   R8 ...............
................

.. 1,065 1,318 –253 –19%

   Q5 ................
................

. 49,203 47,585 +1,618 3%

   Q7 ................
................

. 9,856 8,004 +1,852 23%

   Other ..............
.............. 

663 
395 +268 68%

  Total Audi ..............
........ 508,426 463,338 +45,088 10%

   Continental GT/GTC ........ 
994 

981 +13 1%

   Continental Flying Spur ...138 184 
–46 –25%

   Mulsanne ...............
....... 

193 
14 +179 –

   Other ..............
.............. 

26 
54 –28 –52%

  Total Bentley ...............
... 1,351 1,233 +118 10%

  Bugatti ............
............... 

9 
14 

–5 –36%

   Aventador ..............
....... 

22 
– +22 –

   Gallardo ...............
......... 

265 
293 –28 –10%

   Murcielago ...............
..... 

6 
71 –65 –92%

   Other ..............
.............. 

4 
3 

+1 33%

  Total Lamborghini .......... 
297 

367 –70 –19%

   Boxster ..............
............ 

2,783 2,733 +50 2%

   Cayman ................
......... 

1,495 1,574 –79 –5%

   911 ...............
................

 8,989 9,301 –312 –3%

   Panamera ...............
....... 

4,636 5,072 –436 –9%

   Cayenne ................
........ 

12,436 8,384 +4,052 48%

   Other ..............
.............. 

241 
59 +182 309%

  Total Porsche ................
.. 30,580 27,123 +3,457 13%

   Altea ...............
.............. 

27,008 31,083 –4,075 –13%

   Alhambra ...............
....... 11,898 5,392 +6,506 121%

   Ibiza ...............
............... 

120,574 114,589 +5,985 5%

   Leon ................
.............. 

51,125 54,359 –3,234 –6%

   Exeo ...............
............... 

17,138 18,124 –986 –5%

   Other ..............
.............. 

23 
196 –173 –88%

  Total Seat ..............
......... 227,766 223,743 +4,023 2%

   Fabia ...............
.............. 

101,815 93,051 +8,764 9%

   Octavia ................
.......... 

97,222 94,156 +3,066 3%

   Superb ...............
........... 

34,678 29,947 +4,731 16%

   Roomster ...............
........ 

17,849 16,004 +1,845 12%

   Yeti .............
................

.. 34,839 29,215 +5,624 19%

   Other ..............
.............. 

26 
205 –179 –87%

  Total Skoda ...............
..... 286,429 262,578 +23,851 9%

   Fox ...............
................

. 11,113 25,336 –14,223 –56%

   Polo ................
............... 

263,028 261,899 +1,129 0%

   Golf ..............
................

. 359,831 367,403 –7,572 –2%

   Golf Plus ...............
......... 

65,198 62,784 +2,414 4%

   Jetta ...............
............... 

13,541 6,550 +6,991 107%

   Passat ..............
.............. 

169,471 121,056 +48,415 40%

   Passat CC ................
...... 16,819 16,010 +809 5%

   Phaeton ................
......... 

2,272 1,604 +668 42%

   Scirocco ................
......... 

21,024 27,677 –6,653 –24%

   Eos ..............
................

.. 10,349 10,432 –83 –1%

   Touran ...............
........... 

90,724 68,935 +21,789 32%

   Sharan ................
........... 

33,974 7,674 +26,300 343%

   Tiguan ................
........... 

79,755 74,469 +5,286 7%

   Touareg ................
......... 

16,877 10,580 +6,297 60%

   Caddy ...............
............ 

41,368 32,148 +9,220 29%

   Transporter/Caravelle/

     Multivan/Shuttle/T5 ..... 35,493 36,198 –705 –2%

   Other ..............
.............. 

4,497 8,095 –3,598 –44%

  Total VW brand .............. 
1,235,334 1,138,850 +96,484 9%

 VOLKSWAGEN ...............
. 2,290,192 2,117,246 +172,946 8%

 OTHER ................
............. 

7,781 6,237 +1,544 25%

 OTHER (China automakers) .... 
418 

589 –171 –29%

 GRAND TOTAL ...............
. 9,908,118 10,003,117 –94,999 –1%

  Note: Excludes models registered as commerical vehicles. Europe sales by model are compiled

   using sales data from the following countries: Austria, Belgium, Denmark, Finland, France,

   Germany, Greece, Iceland, Ireland, Italy, Luxembourg, Netherlands, Norway, Portugal, Spain,

   Sweden and Switzerland.

Source: JATO Dynamics +44(0) 20 8423 7100 (www.jato.com)
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China's market evolves, Renault-Nissan's
electric car strategy takes key step
forward and the cars that are winning in
Europe's market place
China's market evolves, Renault-Nissan's electric car strategy takes key step
forward and the cars that are winning in Europe's market place

What you're seeing on your screen --
be it on your iPad, tablet, smartphone
or desktop computer -- is the second
issue of the Automotive News Europe
Global Monthly. Wherever, and
however, you are reading this April
issue, it's full of exclusive content
from the Automotive News Europe
team and the global network of
Automotive News writers.

So, what's hot this month?

-- We take a peek at cars debuting in
Beijing at China's largest auto show;

-- We examine the entry of subbrands
in the Chinese market;

-- Automotive News Europe looks at
which cars were winners in Europe's
vehicle segments in 2011;

-- Thierry Koskas, Renault's electric
vehicle project director, talks
exclusively about how the brand's Zoe
hatchback advances the Renault-
Nissan's EV strategy beyond the Leaf;

-- Toyota's global design chief Tokuo
Fukuichi reveals how a setback for the
Yaris in a key award will lead to more
innovative styling for future cars;

-- The cars that are winning and losing
in Europe are highlighted in our
monthly look at European sales by
model from our partners at JATO.

What's more, this is our second
month with an exciting new product.

Automotive News Europe is now
monthly. And we think the format of
the Global Monthly meets your needs,
and conforms to your habits.

Automotive News Europe Publisher
Jason Stein

The Global Monthly is not just a PDF,
downloadable to your desktop or
tablet; we think it is the most unique
news service in the automotive space.

How so? You have many
options with the Global
Monthly:

1. Interested in what's new this
month? You can download our

"Editor's Picks" -- stories that we have
pre-selected each month, including
car cutaways, data and exclusive
content. On the Global Monthly
landing page, the Editor's Picks
appear on the left-side of the screen.
Click the blue "Assemble and
Download Your Issue" button and
your PDF is automatically generated.

2. Did you miss some news headlines
during the month? Simply add those
stories to your Global Monthly by
clicking on any of the headlines in the
"Your Picks" section on the right side
of the page. They will be
automatically added to your binder of
Global Monthly stories. Again, click
the blue "Assemble and Download
Your Issue" button to download a
larger issue.

It's that simple.

And come back during the month to
see what stories have been added to
the "Your Picks" section.

The Global Monthly is a new way of
reading news -- your news, the way
you want your monthly PDF e-book to
be prepared.

We hope you enjoy it.

The site is free through May 15, so
please try our new product, or pass
along the location of the site:
europe.autonews.com/globalmonthly
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And if you'd like to subscribe, go to
autonews.com/europesubscribe

Feel free to email me with questions.
And we hope you enjoy the Global
Monthly.

Jason Stein, PJason Stein, Publisherublisher

Automotive News Europe

jstein@crain.com

April 2012
Volume 01 | Issue 02Commentary

europe.autonews.com/GlobalMonthly

http://europe.autonews.com/GlobalMonthly


Germans aim to maintain China edge
Fiat, French need to move faster to grow in the world's biggest market

Growth by Volkswagen, Mercedes, Audi and BMW is expected to maintain Germany as No. 1 in China among Europe's
automakers. (Photo: Reuters)

DavDavid Sedgwid Sedgwick & Yick & Yang Jianang Jian

In China, there was a time when
automakers could boost sales simply
by introducing rebadged versions of
their old platforms. In a market with
so much pent-up demand, anything
would sell.

Those days are gone. The Beijing auto
show now hosts world debuts of
concept cars and production models
that formerly would have been
unveiled in Frankfurt, Paris or Geneva.

Those world debuts are a reliable
indicator of the Chinese market's
importance for European automakers.
With sales of 14.5 million light
vehicles last year -- 5.1 percent --

China remained the world's largest
automotive market.

But executives no longer can count on
the crazy gains of earlier years, which
culminated with a 33 percent sales
increase in 2010. LMC Automotive
forecasts China's vehicle sales will rise
about 9 percent this year, but the
disparity between the strong and the
weak brands is widening fast.

Fiat and Peugeot will have to spend
heavily to catch up to the German
brands.

Volkswagen Group:
The kingpin

But Volkswagen, BMW, Mercedes and
Audi also are investing, and most

industry analysts expect they'll stay on
top. Here's a company-by-company
overview of the European
automakers' prospects in China.

If you want to know what China's
auto market will look like 10 years
from now, VW's press conference last
November in the futuristic glass-and-
steel Pazhou Complex in southeast
China's city of Guangzhou was a very
good place to be. The Seat Leon and
Ibiza were on display, part of VW's
strategy to introduce the Spanish
brand to China in 2012.

At the press conference in
Guangzhou, VW Group China CEO
Karl-Thomas Neumann described
Volkswagen's plan to build a new
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assembly plant in the city of Foshan in
south China's Guangdong province --
its first in that region.

Honda and Toyota dominate China's
prosperous southeast, and Neumann
is determined to break their grip.

The new plant is part of VW's plan to
spend 14 billion euros to boost
production in China to 3 million units
a year by 2014, up from 2.2 million
units in 2011.

VW is determined to keep growing in
China, and the company is moving
into new markets to do so -- not only
in the south, but in China's less
developed western region.

Volkswagen's joint ventures with
Shanghai Automotive Industry Corp.
and China FAW Group currently
operate nine assembly plants.

In addition to Foshan, VW will build a
plant in the east China city of
Yizheng.

And VW has gotten government
permission to build two additional
plants in the east China city of Ningbo
and in northwest China's Xinjiang
province.

With all those plants, VW will have
established itself in China's southeast,
southwest, east, northeast and
northwest regions. Only Toyota has a
comparable geographical footprint.

VW CEO Martin Winterkorn refers to
China as the automaker's "second
home market." The VW Group, which
includes the Audi, Skoda, Seat,
Bentley, Lamborghini and VW brands,
sold 2.25 million vehicles in China last
year -- almost double its 1.15 million
volume in Germany, which is now its
second-largest market.

Volkswagen also is expanding its
product lineup. The company's Skoda
brand enjoyed a successful launch in
China in 2007, and Seat has opened
15 dealerships in China.

TOP BRANDS

2011 China passenger-car sales by
brand; % change vs. 2010; market
share (includes JV sales)

Sales
%
change

mkt
share

VW 1,720,000 +14 13.2

Toyota 883,000 +4 6.8

Nissan 835,217 +23 6.4

Hyundai 770,705 +4 5.9

Buick 645,537 +17 4.9

Honda 617,764 -5 4.7

Chevrolet 595,068 +9 4.6

Chery 556,235 +3 4.3

BYD 448,500 -14 3.4

Kia 432,518 +29 3.3

Source: Companies, LMC Automotive

"We will concentrate on the 10 to 15
most important metro areas," Seat
CEO James Muir told Automotive
News Europe.

Volkswagen's luxury brand, Audi,
began building models in China in
1996, years before BMW and
Mercedes-Benz did so. Audi was
China's top luxury brand last year with
sales of 313,000 units, up 37 percent
over the previous year.

It was the first to build stretched
sedans in China and today the A4L
and A6L long-wheelbase sedans
remain top sellers.

But the company wants to expand its
product lineup. Compact crossovers
are one of China's hottest market
segments, and Audi CEO Rupert
Stadler is adding the Audi A3 and Q3
to his portfolio.

As Audi expands its lineup, it plans to
double its production capacity in
China to 700,000 units by 2015. To
sell all those cars, it is expanding its
network of 175 Chinese dealerships
by 50 stores a year.

OTHER EUROPEANS

Sales
%
chg

mkt
share

Audi 313,000 +37 2.4

BMW* 232,586 +38 1.8

Citroen 230,634 +10 1.8

Skoda 220,100 +16 1.7

Mercedes 193,339 +31 1.5

Peugeot 173,803 +12 1.3

Volvo 47,140 +54 0.4

Land
Rover

36,087 +54 0.3

Porsche 24,340 +64 0.2

Renault 24,275 +65 0.2

Jaguar 5,976 +123 --**

Opel 4,864 +51 --

Bentley 1,780 n/a --

Fiat 1,354 +200 --

Maserati 780 +100 --

Total 13,074,298
*Includes Mini, Rolls-Royce

**Less than 0.1%

Source: Companies, LMC Automotive

"We are currently opening a new
dealership every week. So in three
years, we could be at about 500
dealerships," Stadler said.

Stadler predicted that China's luxury
segment will continue to outgrow the
rest of the market, but will not
maintain the explosive growth rate of
recent years. LMC Automotive has
predicted that China's luxury market
will expand about 16 percent this
year, down from roughly 40 percent
in 2011.

When luxury-car sales started to
soften last summer, Audi, Mercedes
and BMW all began to offer
discounts. But Stadler said he remains
confident that the luxury market will
stay strong, and that Audi has the
right products.
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"But [future sales] may not grow at
such a high level as we've been used
to," he cautioned. "The growth [in
recent years] was absolutely
extraordinary. You can't always grow
60 percent a year."

Daimler, BMW:
The contenders

While Daimler and BMW are
challenging Audi's grip on China's
luxury market, all three automakers
have pursued similar product
strategies. All three have introduced
long-wheelbase versions of their
luxury sedans, and all three have will
add crossovers and smaller models to
their lineups.

Last year, Daimler's China sales
jumped nearly 31 percent to 193,339
units. Daimler enjoyed strong demand
for its locally built Mercedes C-class
sedan and its stretched Mercedes E-
class sedan. Now, Daimler is
expanding its lineup. Its joint venture,
Beijing Benz Automotive, launched
production of the GLK crossover in
December, part of an ambitious 2
billion euro expansion project.

Daimler also plans to produce three
compact car models in China starting
in 2013, build four-cylinder engines
and expand production of its C- and
E-class sedans.

"Over the last few years, we have
been catching up very quickly in
China," Daimler CEO Dieter Zetsche
said.

"In 2015, we expect sales of more
than 300,000 units in China, of which
two-thirds, or 200,000, will be
produced locally."

Zetsche added: "We are continually in
growth mode. In China, there are
more than 120 billionaires and about
670,000 millionaires. Until they are all
driving the S class, we still have things
to do."

Meanwhile, BMW's Chinese joint
venture has successfully introduced a
long-wheelbase 5-series sedan. Olaf
Kastner, CEO of Brilliance China
Automotive Holdings, said in
December that BMW had a two-
month waiting list for the car. Last
year, overall China sales of the BMW
and Mini brands jumped nearly 38
percent to 232,586 units.

China has become BMW's third-
largest market, and the company is
investing 1 billion euros to expand
production of its assembly plant in
Shenyang to 200,000 units annually.
This year, the plant will start
producing the X1 crossover. The
company also will expand production
of its Da Dong assembly plant, also in
Shenyang, to more than 100,000
units a year.

PSA/Peugeot-Citroen:
No more taxis

In China, PSA/Peugeot-Citroen is
trying to reinvent itself. Two decades
ago, the French automaker was
known mostly for the red Citroen
Fukang taxis that plied Beijing's
streets.

PSA has updated its lineup, but the
automaker sold only 410,179 units
last year, according to LMC

Automotive. PSA's market share of
3.1 percent was a fraction of
Volkswagen brand's 13.2 percent
share.

Now, PSA is counting on Citroen's DS
model lineup to upgrade its image
and expand sales. In 2010, PSA
formed a 50-50 joint venture with
Chongqing Changan Automobile to
sell the DS line in China.

This year, the partners will introduce
the DS3, DS4 and DS5, which will be
sold separately from other PSA models
in a network of premium showrooms.

At first, the vehicles will be imported
into China. In 2013, the partners will
produce the DS5 in the Shenzhen
plant, which will have an initial
capacity of 200,000 units.

"On top of [the DS5], we want to
develop and build a flagship inspired
by the Metropolis concept after
2013," PSA CEO Philippe Varin told
Automotive News Europe.

He added that PSA may also team
with Changan to launch a brand
focused on entry-level buyers.

There's more. PSA and its other
Chinese joint venture partner,
Dongfeng Motor Group, plan to
spend 1.3 billion euros over the next
five years to introduce 12 new models
and build a third assembly plant in
Wuhan.

Varin said PSA wants to increase its
annual capacity in Wuhan to 750,000
units.

PSA is counting on its two joint
ventures to generate a combined
market share of 8 percent in China by
2020, which would be enough to
vault it into the country's top five
automakers based on sales.

Volvo: Moving up

Like PSA, Volvo is going upscale. After
some gentle prodding from its new
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owner, Zhejiang Geely Holding Group, Volvo will upgrade
its model lineup to compete with the German luxury
brands.

The company also hopes to sell 200,000 units annually in
China by 2020 up from an expected 48,000 to 49,000 this
year. China is key to Volvo's plan to sell 800,000 units
globally by 2020, up from 449,255 last year.

To do so, it will open a new manufacturing plant in
Chengdu in the third quarter of 2013 with a capacity of
150,000 units, and is considering a second Chinese
assembly plant in the north China city of Daqing.

"It is important to have our own factories and localize the
product," Freeman Shen, senior vice president of Volvo's
China operations, said.

Fiat: Starting over

In China, Fiat Group still is recovering from the mistakes of
the past.

Its former joint venture partner, Nanjing Automobile, got
into financial trouble and was acquired in 2007 by the
Shanghai Automotive. Left without a Chinese partner, Fiat
was forced to rely on imports, which drove up the price of
its vehicles, hurting sales.

In 2009, Fiat formed a 50-50 joint venture, Guanqi Fiat,
with Guangzhou Automobile Industry Group. The partners
are investing 600 million euros in their joint venture to
build an assembly plant in the southern China city of
Changsha. Initially it will produce 140,000 units annually.
That number is expected to rise quickly to 250,000.

In July, the new plant will start producing the Fiat Viaggio,
which is a reworked version of the Dodge Dart, which is
based on the Alfa Romeo Giulietta. At 4670mm long and
1830mm wide, the Viaggio is about the same size as the
Ford Focus sedan sold in central and eastern Europe, Russia
and China.

Fiat also plans to launch a hatchback version of the Viaggio
in China in 2013. That car could be exported to Europe to
replace the slow-selling Bravo compact hatchback,
company sources told Automotive News Europe.

To re-establish the brand, Fiat also is importing a small
number of 500s to China. But Lin Huaibin, a Shanghai-
based analyst for IHS Automotive, is not optimistic about
Fiat's prospects. "Fiat is a weak brand in the eyes of
Chinese," he said. "Also, Fiat's locally built compact car
will encounter strong competition, since that segment is
very crowded in China."

Opel:

General Motors' Germany subsidiary, Opel, is weak in
China, but there are no plans to change that. Opel sold
about 5,000 vehicles in China in 2011 and expects to sell
about 5,500 this year, Kevin Wale, head of GM China
operations told Automotive News Europe.

He added that GM has no plans to build Opels in China in
the foreseeable future.

The Future:

Of the European automakers, only Volkswagen has the
financial resources to battle GM for dominance of China's
mass market.

Likewise, Audi, BMW and Mercedes are likely to dominate
China's luxury market for years to come.

While PSA and Fiat are introducing new models and
building new plants, it's not clear that either has the
financial resources to mount a serious challenge --
especially at a time when their European operations are
under siege.

For now, at least, the German automakers have a firm grip
on China's fast-growing market.

Harald Hamprecht contributed
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Why Chinese carmakers
could be successful in Europe

Chinese automakers that have tried to
gain a foothold in Europe's new-car
market have one thing in common --
they all overpromise and underdeliver.

That's how it has been for the past
seven years. However, something is
now changing.

Instead of trying only to export China-
built cars to Europe, the nation's car
companies are now building in
Europe. Shanghai Automotive Industry
Corp. builds the MG6 compact car in
Longbridge, England in a plant
formerly owned by MG Rover. In
February, Great Wall Motor began
production of SUVs and pickups in
Bulgaria.

And Chinese cars -- once regarded
with horror by European buyers
because of catastrophic results in
safety tests -- are now getting safer.

In the highly regarded Euro NCAP
independent crash tests, two Chinese
models -- the MG6 and Geely
Emgrand EC7 mid-sized sedan -
received four stars out of five.

Sales of Chinese cars have yet to take
off in Europe, reaching just 6,451 last
year, according to market researchers
JATO Dynamics.

Italians are Western Europe's biggest
purchasers of China-built cars, buying
2,662 in 2011, up 54.6 percent from
the year before. The second largest
market, the UK, was much more
modest with sales of 360, up 27.7
percent.

The Great Wall Hover 5 large SUV is
Europe's best-selling Chinese model
with sales of 1,671, all sold in Italy.

Luca Ciferri is Chief Correspondent
at Automotive News Europe

Chinese automakers seemed
confident they would conquer Europe
when at the 2005 Frankfurt auto
show when Brilliance China
Automotive Holding, Zhejiang Geely
Automotive and Jiangling Motor
Holding exhibited seven vehicles
aimed at European buyers.

Seven years later, none of those
models have reached the market in
significant numbers. Chinese models
represented a factional 0.45 percent
share in a European market that last
year found 14.2 million buyers.

What went wrong?

Firstly, China's auto companies had
enough to do in their home market to
keep pace with demand that grew to
12.2 million last year from 2.3 million
in 2003.

Secondly, so far Chinese automakers
in Europe have relied on small -- and
often unknown - private importers
that lacked adequate financial,
technical and distribution resources to
properly introduce unknown brands.

Will the situation
change soon?

Some steps seem to indicate it may,
but we are still far from seeing
Chinese automakers make a big
impact in Europe.

SAIC has ambitious plans to expand
its MG brand in Europe, but so far it
just sells the MG6 in the UK. Sales in
mainland Europe should begin late
this year when the car will get a diesel
as well as a gasoline engine.

Great Wall's plant in Bulgaria will
assemble 50,000 units of its Hover 5
SUV, Steed pick up and Voleex
subcompact car when at full capacity
in 2013. Production started in
February, but for sales in Bulgaria only
at the moment.

A main difference from the past
attempts is that now Chinese
automakers show they have taken
safety very seriously, as shown by the
Euro NCAP test results for the MG6
and Emgrand EC7.

"These results mark a milestone for
the Chinese automotive industry,"
Michiel van Ratingen, Euro NCAP's
Secretary General, said in a statement.

"It is a clear sign that Chinese
carmakers are building on recent
experiences and rapidly investing in
better vehicle safety."

He predicted Chinese automakers
soon will achieve five-star ratings.

Safety is a good starting point to sell
cars in Europe, but diesel engines are
also a must since about half of all cars
sold in the region are diesel powered.
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The Great Wall Hover 5 is Europe's best-selling Chinese
vehicle.

But you have to wonder whether Chinese companies will
really want to make a big push in a weak European market
where austerity measures in debt-hit nations are reducing
people's spending power.

Europe was considered a low growth, low margin market
in the past. Now it has moved to no growth, no margin.

When their domestic market slows down, Chinese
automakers will have safer, better designed and higher
quality models more suited to sell in Europe. To build brand
awareness and a dealer network would still take
considerable time, but it is a mission that is possible -- if
they really want to do it.

April 2012
Volume 01 | Issue 02Commentary

europe.autonews.com/GlobalMonthly

http://europe.autonews.com/GlobalMonthly


Renault expects Zoe EV to
far outsell Nissan Leaf in Europe

BrBruce Gainuce Gain

PARIS -- When Renault launches the
Zoe electric car later this year, it
expects the hatchback to far outsell in
Europe the Leaf EV from alliance
partner Nissan.

With an annual production capacity
for the Zoe of 150,000 units, the
subcompact will be the volume model
among Renault's four-model EV
range, which includes the Fluence
large sedan, Kangoo car-derived van
and scooter-style Twizy.

"The Zoe is the first electric car in
Europe that will address the needs of
the mass-consumer market," Thierry
Koskas, Renault's EV project director,
told Automotive News Europe.

Both the Leaf and the Zoe are five-
passenger hatchbacks. The Leaf,
which is 4,445mm long, is larger than
the Zoe at 4,084mm.

The Zoe's main selling point is that it
will offer more advanced technologies
for a lower price compared with the
Leaf, Koskas said. "The Zoe is a next-
generation car. It is launching two
years later than the Leaf. The Zoe will
benefit from technologies that the
Leaf does not have, such as a braking

The Zoe, shown, is more advanced
than the Nissan Leaf.

energy-recovery system, a heat pump,
and a special series of energy efficient
tires," he said.

The Zoe will retail at a starting price of
15,700 euros in France and will be
priced similarly in most western
European markets. The starting price
for the Leaf in France is 30,990 euros.

Renault expects the fact that the Zoe
can be driven for a relatively long
distance on a single battery charge
will be a key selling point for the car.
The Zoe has a typical range of 150 km
in mild weather and 100 km in cold
weather. The maximum range is 210
km. The Leaf's range is 175 km.

Renault says Nissan's launch of the
Leaf is helping to convince buyers in
Europe that electric cars can serve
mainstream needs. "The EV market
does not really yet exist so creating
that market takes time," Koskas said.

Zoe Fast Facts

Launch
date:

September

Where
built:

Flins, France

Target
buyers:

Young, environmentally
conscious car buyers in
urban areas seeking an
affordable green car.

What's
good?

Plenty of interior space as a
result of its dedicated
electric-vehicle architecture.
Drivers also sit higher, as
the batteries are in the
floor.

What's
bad?

The limited range and the
battery leasing costs may
deter buyers.

Nissan has a larger global capacity for
the Leaf, but lower sales ambitions in
Europe.

The Japanese automaker is creating
capacity to build 250,000 Leafs a year,
with annual production of 25,000
planned in Sunderland, England;
150,000 in Smyrna, Tennessee in the
United States and 50,000 Japan.
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European automakers vie with
Asian rivals in growing market for
subcompact SUVs and crossovers

(Pictured from left) The Nissan Juke, Opel Mokka and Dacia Duster are rivals for growing sales of smaller SUVs and
crossovers.

Nick GibbsNick Gibbs

German and French automakers are
joining Europe's rapidly growing
market for subcompact SUVs and
crossovers that was dominated for
many years by Asian brands.

General Motors Co.'s Opel/Vauxhall
unit will launch sales of the Mokka in
Europe at the end of the year as the
first subcompact SUV from a German
automaker. The niche will get even
more crowded soon after when
Peugeot introduces an SUV-styled
crossover based on the 208
hatchback.

Increasing numbers of customers
choosing SUVs or crossovers over
traditional hatchbacks, so carmakers
don't want to be left behind. Last year
more than 200,000 subcompact SUVs
and SUV-styled crossovers were sold in

Europe. Market analysts IHS
Automotive estimates that the sector
will grow to 500,000 annual sales by
2018. "There is growing interest
among manufacturers. It's something
new to attract customers into the
showrooms," said senior IHS analyst
Ian Fletcher.

Opel's design chief Mark Adams says
small SUVs and crossovers are gaining
popularity because large SUVs are
seen as socially unacceptable. "People
liked large SUVs but they are seen as
somewhat environmentally
irresponsible, so the natural question
was, how do you make a pint-sized
version?" Adams told Automotive
News Europe.

Opel/Vauxhall CEO Karl-Friedrich
Stracke told journalists at the Geneva
auto show in March that he expected
his company to sell more than 50,000

units a year of the Mokka in Europe.
Based on the Corsa hatchback, the car
will be sold as the Buick Encore in
North America and China.

Asia, Latin America
potential

Peugeot said subcompact SUVs and
crossovers also have sales potential in
Latin America and Asia. "It's an
interesting segment. We need to be
present," said Guillaume Couzy,
Peugeot's marketing and
communications director. Peugeot's
contender is expected to be called the
2008 and draw on the styling of the
HR1 SUV concept first shown at the
2010 Paris auto show.

Ten years ago, Suzuki with the Jimny
and three-door Vitara, Daihatsu with
the Terios, Honda with the HR-V and
Mitsubishi with the Pajero Pinin had
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the niche almost to themselves.
Honda has since stopped selling the
HR-V but is reported to be considering
a replacement. Fiat made an effort to
compete in 2006 with the Sedici,
which is a rebadged SX4 built in
Suzuki's factory in Hungary, but Sedici
sales never took off, while the SX-4
kept Suzuki at the top of the segment
until the arrival of the Duster from
Renault's Romania-based low-cost
brand Dacia.

The Duster, which launched in 2010,
soon far outsold the established
entrants. Encouraged by the success
of the Qashqai in the compact
segment, Nissan launched the Juke
subcompact crossover in 2011. Juke
sales in Europe were almost as high as
the Duster last year (see chart).

VW's plans

One major player still missing from the
segment is Volkswagen, Europe's
biggest automaker. VW had planned
to jointly develop a contender with
Suzuki but the plan fell through when
the technical alliance between the
two companies acrimoniously fell
apart. VW is looking at the segment,

said the company's design chief
Walter de'Silva. "Crossover demand is
expanding from mature markets to
emerging markets and we have to
cover this growing appetite," he said.

Fiat will replace the Sedici in
December 2013 with a new model
built in its Mirafiori plant in Turin. The
car will be produced alongside a Jeep
variant, which will launch six months
later and will be sold in the United
States, Europe and other markets. The
Fiat model will be called 500X, for
cross and, at about 4200mm long,
will be the biggest member of the 500
family of models.

Ford unveiled the EcoSport
subcompact SUV concept at the Delhi
auto show earlier this year. Based on
the Fiesta platform, the EcoSport is
fitted with the company's new
1.0-liter EcoBoost gasoline
turbocharged engine. Ford is currently
considering whether to import the
EcoSport to Europe starting next year,
sources told ANE.

IHS Automotive's Fletcher said
production flexibility is a big reason

Room at the top?

The Dacia Duster and Nissan Juke
dominate Europe's market for
subcompact SUVs and crossovers.
Below are European sales for the five
best-sellers in 2011 with % change from
2010.

Unit
sales

%
chg

Dacia Duster 141,961 +135

Nissan Juke 106,461 +379

Suzuki SX4 35,499 -3.9

Fiat Sedici 14,777 -9.8

Suzuki Jimny 12,968 -25.8

Toyota Urban
Cruiser

6,938 -50.7

Source: JATO

why this segment is expanding so
rapidly. "Now that vehicle architecture
can be quite easily adapted from one
segment to another, it's allowed
makers to produce something a bit
more interesting in the subcompact
segment."
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Toyota design boss gets fresh
motivation from a defeat

Future Toyotas will have a front-end that will be an evolution of the floating bar at the bottom of the trapezoidal grille
featured on the restyled Aygo (shown).

LLuca Cifuca Cifererrrii

GENEVA -- The Toyota Yaris's poor
finish in the 2012 European Car of the
Year final voting has given the
automaker's design boss fresh
motivation.

"Next time we will design a more
innovative product," said Tokuo
Fukuichi, who was disappointed that
the Yaris was last among the seven
finalists for the coveted award, which
was won by the Opel/Vauxhall
Ampera-Chevrolet Volt.

Since taking over as global design
boss for the Toyota, Lexus and Scion
brands in April 2011, Fukuichi has
been working to break the company's
habit of creating cars that featured
designs that appeared "watered

down" because they came from a
design steering committee

"Toyota had many filters in the design
approval process and what passes
through many filters tends to be
watered down," said Fukuichi, whose
resume after 38 years at Toyota
includes the first-generation Tercel
small car, the second-generation
MR-2 sports car and the Previa
minivan.

Today, Fukuichi has the final word on
how new products will look. "I decide
on design, not a committee," he said
on the sidelines of the Geneva auto
show in March.

The first model that will show
Fukuichi's full influence will be the
next Corolla compact, which is due

next year. He declined to share details
on the styling of the car, which is sold
as the Auris in Europe.

Fukuichi has more power than his
recent predecessors because Toyota
President Akio Toyoda wants to
change the conservative design image
at the automaker his grandfather
founded in 1937.

Toyoda's desire to see change happen
quickly means that he is not afraid to
share his opinions with Fukuichi.

"Akio-san still has a word on most
important decisions" on design,
Fukuichi said.

'More happiness'

With more emphasis than ever on
design, Fukuichi's goal is to give
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Fukuichi: "The face of new Toyotas
should transmit more happiness."

Toyota a stronger, more consist design
look to its entire product range.

"People don't have a specific image of
Toyota as we have more than 100
models," Fukuichi said.

Future Toyotas will have a more
consistent front-end, which will be an
evolution of the floating bar at the
bottom of the trapezoidal grille
featured on the restyled Aygo minicar,
launched in Europe in January.

"The face of new Toyota models
should transmit more happiness and
have strong eyes that look at you,"
said Fukuchi, who wants the cars to
be immediately recognizable as a
Toyotas.

Fukuichi believes that good
proportions alone do not make a
design recognizable. When asked to
elaborate, he compared fashion
models and movie actors. He said
models at a fashion show "have good
proportions and their faces are
beautiful, but nobody remembers
them."

He said that people remember the
faces of actors and actresses, not their
proportions.

"Do actors and actresses have perfect
proportions? No. Beautiful faces?
Maybe. But they have character," he
said adding that "good cars are like
fashion models, while strong brands
are like movie actors."

Tokuo Fukuichi

Age: 60

Family: Married with 3 adult
daughters, 2
grandchildren

Hometown: Tokyo

Title: Managing officer for
design, Toyota Motor
Corp.

Education: B.A., Tama Art
University, Japan, 1974

Joined
Toyota:

1974

Favorite
car:

Giorgetto Giugiaro's
Lancia Medusa

Hobbies: Collecting antique tin
car toys, watercolor
painting, tennis
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Hyundai Europe's design boss sees
technology as a driver for car styling

The Hyundai I-oniq concept car is a continuation of Hyundai's 'fluidic sculpture' design language.

Hyundai Europe's Chief Designer
Thomas Buerkle has developed a
stylish look for the automaker's cars
that has helped the Korean brand
boost sales significantly in the region.
The former BMW designer talked
about design trends and the brand's
future styling with Pia Krix, a reporter
with Automobilwoche, a sister
publication of Automotive News
Europe.

Are European and Asian
automotive tastes, and
thus designs, coming
closer to one another with
globalization?

That is an interesting discussion. We
are already documenting a certain

harmonization of tastes due to
globalization, as well as the increased
flow of information. But Hyundai
doesn't believe in a world car. The i40
for example was developed especially
for Europe.

The Sonata is intended for the United
States and Asia, but there are hardly
any common parts: The interior is
completely different, the dimensions
vary, and the engines are different.
There are even different tastes within
China, making variations necessary.
The demands on cars are also
different: You can sometimes drive
fast in Europe, and the vehicles travel
relatively long distances. Stop and go
is very much the order of the day in
Asia, and the speeds are lower.

What does increased
networking mean for
your design?

It imposes a new requirement on the
definition of the cockpit. The I-oniq
concept car is a good example: We
inserted a laser into the steering
wheel so that menus can be opened
with gestures. A cube behind the
steering wheel, a so-called 'ice cube,'
presents various levels of images in a
three-dimensional display. We are no
longer talking about pure, inflexible
functionality. With the option of
dealing with the car intuitively, the
experiential factor increasingly comes
into play.
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How important is it for
your designs to have an
emotional appeal?

The emotional aspirations of the
brand find significantly stronger
expression in our new products. We
want to show that we are not only
offering good value for the money
and a five-year warranty. We want
people to head to our dealerships due
to their interest in our design and
then say: 'Wow, what a great car!'

You introduced 'fluidic
sculpture' and a
hexagonal grill as the
European look of Hyundai.
What is next?

Our new I-oniq concept car is the
continuation of fluidic sculpture. The
concept car has a pure form, two lines
describe its theme, the remaining
surfaces are very assimilated and tend
to emphasize the vehicle's sculpture
rather than its details.

I see great growth potential in
technology and new vehicle concepts.
Hyundai is very active when it comes
to hydrogen and engines with
reduced CO2 emissions. There is also
a lot going on in infotainment.

How have you adapted
interiors to European
tastes?

Ergonomics is very important to us.
The seat is the part of the car in
contact with the human body. That's
why I am greatly concerned about
optimizing seat design. There is also a
great difference between the body
forms of Asians and Europeans.
Convenient operation is also
important. The i30 has a seven-inch
high-resolution touch screen at eye
level, right next to the instruments. It

allows intuitive operation and
improves ergonomics as well as safety.

Hyundai Europe Chief
Operating Officer Allan
Rushforth aims to boost
European sales to 500,000
by next year, up from just
under 400,000 in the EU
and EFTA markets in 2011.
Design is a key factor in
winning buyers. How
much of that success
depends on you?

You should never overstate your own
role. I am glad the company is
growing and that I can make a
contribution. But results always come
from the performance of the entire
team.

To what extent does
design improve Hyundai's
image?

It is healthy for the brand if its image
is based on products and not a
marketing slogan that does not fulfill
its promise. We are improving our
image in a continuous, sustained
process.

How did you design the
new i30 to be a stronger
competitor in Europe's
compact (C) segment
against the leader, the
Volkswagen Golf?

We consider the i30 to be a
milestone, our most important car in
the C segment. It succeeds at
appealing to the emotions. It was
important to us to not just stress
values such as robustness and quality
but also to take the next step on the
evolutionary ladder: to allow the allure
of the design to have an effect.

Buerkle: "We want people to say:
'Wow, what a great car!'"

Why did you leave BMW
for Hyundai?

I was excited by the challenge. This
brand has enormous potential for the
future. We still have great
opportunities for growth. During the
economic crisis, investments in design
and technology were not reduced.
Hyundai is also one of the very few
automakers that has its own steel mill.
That means it can press ahead with
research on lightweight construction
and can develop materials such as
outer skin panels. We consider this
important because it gives us more
freedom in design.

What is your arrangement
with your colleagues in
Korea? Have you been
given a free hand?

Some discussion and persuasion are
necessary. We stay in close contact
with the headquarters in Korea. It's
fun to work for this brand because it
is very dynamic and is open to other
cultures.
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Faurecia helps make new
Citroen DS5 safer to pedestrians

French supplier Faurecia plays a key
role in the bold front end of the new
Citroen DS5. Faurecia, which along
with Citroen is part of PSA/Peugeot-
Citroen, manufactures and supplies
the DS5's front bumper and grille
while also producing all the hidden
components located behind the
bumper that are crucial for the car's
pedestrian protection system.

The DS5's lower stiffener, usually a
one-part component for leg
protection, integrates air flow guides
in one single part. With such
architecture, the upper stiffener, a
part that is usually positioned
between the lower stiffener and the

soft nose, has been suppressed. This
brings both cost and weight
reduction. In addition, Faurecia
developed and now supplies the DS5's
so-called "soft nose," which is a set of
components positioned behind the
grille/bumper and hood. The objective
is to absorb energy and reduce hip
and leg injuries if a pedestrian is hit.
Faurecia also supplies the DS5's front
and rear door panels, complete
acoustic package, its diesel particulate
filter and the full exhaust system for
both gasoline and diesel variants.

Citroen gets the DS5's front and rear
brake discs from Brembo while the
front and rear brake pads are supplied

by ITT Italia. Magneti Marelli provides
the DS5's navigation system, which
features a high-resolution 7-inch
screen, speed limit sign reminders and
Bluetooth audio streaming for
listening to music files stored on
mobile phones. Marelli also supplies
the DS5's rear LED lights and rear fog
lamps. Citroen unveiled the DS5, the
third model in its upscale DS lineup, at
the 2011 Shanghai auto show. The
model is being manufactured on the
PF2 Platform and according to IHS
Automotive forecasts, production is
expected to peak in 2012 at 35,103
dropping slightly to 32,129 in 2013.

-- James Clark

April 2012
Volume 02 | Issue 02Car Cutaway

europe.autonews.com/GlobalMonthly

http://europe.autonews.com/GlobalMonthly


MQB means 1 platform, 4 million cars
for VW

ChrChristina Ristina Rogerogerss

Volkswagen AG is pushing the global-platform concept to
a level unprecedented in the auto industry, introducing a
modular platform this summer that eventually will be the
basis of miocrocars, sedans, crossovers and SUVs for its
four largest brands.

While automakers now share platforms across brands and
sometimes even segments, the VW initiative starting this
summer is more ambitious than anything seen so far.

By 2017, some analysts estimate, the MQB platform that
debuts in the Audi A3 eventually will be used in 4 million
units a year -- close to half of VW's annual production. VW
says the plan will cut costs, slash production time and
make the company far more nimble in adapting to market
trends.

The MQB platform standardizes the engine positioning and
the distance between the front axle and pedal box. The
width, length and wheelbase can expand or contract
according to model.

"It makes sense from both a cost standpoint and speed to
market," said Jeff Schuster, senior vice president of
forecasting at auto research firm LMC Automotive.

"But it's a little bit of uncharted waters."

Along with the opportunities comes significant risk. It's an
untested concept at this scale and could become a liability
in the event of a massive recall, some analysts say.

By 2017, according to VW, the MQB platform will underpin
more than 40 Audi, VW, Skoda and Seat models. The Audi
A3 and VW Golf, the first cars built off the MQB, go on
sale in Europe this year and in the United States in 2013.

All automakers are searching for ways to reduce
manufacturing costs and boost profits as they scale up
globally. VW, the world's No. 2 automaker in terms of
sales, felt it needed a bold approach because of the sheer
scale of its global 200-model lineup, a VW spokesman said.

"In order to control the naturally growing complexity in
engineering and production, it is important to create the

best available solution once and use it for as many models
as technically possible," the he added.

The Audi A3, displayed last month at the Geneva auto
show, is among the first cars built off the modular MQB
platform.

Adjustable dimensions

VW began developing the MQB platform in 2007, when
Ulrich Hackenberg, who had developed a modular vehicle
base at Audi, took over as VW Group's board member for
randd.

With the MQB platform -- from the German for "modular
transverse matrix" -- the width, length and wheelbase can
expand or shrink to fit the needs of a particular nameplate.
The base is flexible enough to accommodate gasoline and
diesel engines, as well as gasoline-electric hybrids and pure
electric powertains.

Two other global platforms already in place will account for
the rest of the group's volume: the MLB, which supports
bigger vehicles with longitudinally mounted engines, and
the MSB for rear-engine sports cars.

Forecasting firm IHS Automotive predicts that by 2017 VW
will build 4 million vehicles on the MQB platform. VW,
which sold 8.3 million vehicles worldwide last year, ranking
second to General Motors, declined to offer its own
prediction and wouldn't talk about development costs.

VW has the largest-volume global platform, the PQ35,
which underpins compact models. In 2012 VW is expected
to build 3 million cars off the PQ35, according to IHS.
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Toyota Motor Corp. has the second-highest-volume
platform, the MC-M, which underpins big global sellers
such as the Corolla and Camry, said Mario Franjicevic, a
senior forecaster at IHS. By 2017, Toyota expects to build
3.4 million cars off this base.

At VW's annual meeting last month, VW Group CEO
Martin Winterkorn characterized the platform investment
as "substantial," but wasn't specific.

The long-term payback, however, also is expected to be
significant. With the MQB, VW expects to slash parts and
development costs by 20 percent. It also seeks to cut
production time by 30 percent.

The company plans to phase in the new platform with
each new model redesign, the spokesman said.

Pitfalls, benefits

The approach does have potential pitfalls.

"The plan could backfire any time in case of massive
recalls," said Vishwas Shankar, an industry analyst with
market research company Frost and Sullivan.

With so many vehicles sharing parts, any flaw could be
repeated millions of times over, resulting in a costly and
difficult fix for VW.

But more standard parts should make it easier to train
dealership service personnel, Shankar said. Training costs
for dealers is "expected to come down considerably," he
added.

The VW spokesman said such concerns are
understandable. But the company also believes by using a
single platform rather than multiple designs, engineers will
be able to pinpoint problems faster.

VW could potentially cut its vehicle development time to
two years, said Frost and Sullivan's Shankar. Typically, VW
and other manufacturers starting from scratch can take as
long as four years to bring a new car to market, he added.

IHS' Franjicevic said VW isn't the only car company using a
modular kit. Mercedes-Benz, for instance, has a version.
But VW is the first to use it on such a massive scale.
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Despite slow sales,
Ghosn sticks with EVs

No matter what Carlos Ghosn talks about, people ask him if the electric Leaf is a disappointment. He says the questioners
are missing the point. (Photo: Reuters)

LLindsay Chappellindsay Chappell

NEW YORK -- Carlos Ghosn must be
sick of hearing it by now.

At every whistle stop, at every press
briefing, every reporter in the world
seems to ask him the same question:
Did he misjudge the market for
electric cars?

In light of meager U.S. sales and the
recent setbacks at a small number of
electric-vehicle projects, is he losing
his vision of an auto industry in which
electrics will constitute 10 percent of
all global vehicle sales?

The Nissan CEO's answer every time:
"No."

With slow sales and technology
problems largely deflating industry
optimism about EVs, Ghosn is almost
an industry outlier on the topic. Eight
months from launching large-scale
U.S. manufacturing of his electric
Nissan Leaf sedan and the complex
battery modules that power it, he is
sticking to his guns.

"I recognize the challenges and
skeptics. I'm used to them," Ghosn
told an industry audience in New York
last week before the New York auto

show, where he unveiled an Infiniti
electric car.

"One of the most frequent questions I
get is whether I'm still bullish on EVs.
Yes. I still believe they will be 10
percent of the market in 2020 in all
the regions where they are available."

He added: "I still believe the Renault-
Nissan Alliance will sell about 1.5
million cumulative electric vehicles by
2016. Given how much our customers
like their Leafs and given how early
we are in the sales curve of this new
technology, I have zero doubt that
zero-emission is here to stay."
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But things haven't been going well:

-- In March, General Motors
suspended production of its plug-in
hybrid Chevrolet Volt, which had been
dogged by slow sales and hefty
inventories.

-- Fiat-Chrysler CEO Sergio
Marchionne has fretted publicly that
Chrysler Group will lose more than
$10,000 per car on the planned
electric Fiat 500.

-- U.S. battery maker A123 Systems
Inc. was stung by a recall of its
batteries, which spooked potential EV
consumers.

-- Fisker Automotive has struggled in
its plan to develop a plug-in hybrid
family sedan, and the Department of
Energy has held up the startup's
federal loan for the project.

J.D. Power and Associates and other
research groups have been issuing
warnings that U.S. consumers are still
far from comfortable with today's
EVs. Power forecast last year that all
electrics and plug-in hybrids combined
will tally just 159,000 annual sales by
2017.

Yet later this year Nissan will start
production at a new Leaf assembly
operation in Smyrna, Tenn., with a
capacity for 150,000 Leafs annually.

Leaf sales have been sluggish. So far
this year the company is just 1,733
units toward its 2012 target of some
20,000 to 25,000. Ghosn points out
that all Leaf sales in the world are still
being supplied by a solitary, small
Japanese plant and a single battery
module plant.

And he indicated last week that
Nissan has consciously refrained from
expanding production in Japan
because of the strong yen.

'Sold out'

Al Castignetti, U.S. vice president of
Nissan Division sales and marketing,
notes that it is hardly a matter of the
Leaf languishing on dealership lots.
"We're 100 percent sold out," he
says. "We just don't have any more
inventory of Leaf for anybody."

Complicating the Leaf's two-year-long
introduction was last year's
earthquake in Japan and the tedious
wave-by-wave U.S. launch of the car.
The Leaf became available in all 50
states only in February, more than a
year after its U.S. introduction,
Castignetti says.

Until a few weeks ago, there were not
enough Leafs in the pipeline to permit
each of Nissan's 1,100 U.S. franchises
to have a showroom demo model.

Ghosn is unbowed. He tells skeptics
that there is far more to the story than
current monthly sales results.

J.D. Power and other critics say that
consumers are blanching at the high
prices of the early electrics. The Leaf's
sticker price jumped more than 7
percent last year to $36,050,
including shipping. Ghosn says that is
partly the fault of sourcing it from
Japan, where the yen is making all
auto exports uncompetitive.

Once the car is sourced from
Tennessee, its cost will go down
sharply, Ghosn assures a reporter. But
will Nissan cut its sell-price
accordingly? He declines to show his
hand.

Ghosn also assured crowds in New
York last week that he isn't worried
about the November presidential
election. A new conservative
administration could eliminate the
$7,500 federal tax credit for each Leaf
buyer intended to help stimulate
alternative fuel transportation.

"The higher fuel costs go up, the less
we need incentives," Ghosn says.

Nissan hammered out the global Leaf
business case with oil selling at about
$80 a barrel. It is now in the $100
range. That's bad for consumers but
good for a company selling an
alternative to high gasoline prices. On
that premise, Ghosn said in 2008 that
government incentives would be
necessary to carry Nissan's project
through its first 1 million sales. He
now says that projection has dropped
by half, to 500,000.

Future positioning

Ghosn says that launching an EV was
never envisioned as a quick start for
big sales. He describes it as a long-
term process to position the Nissan
brand for the future. The car is ideal
for Nissan's ambitions with the big
new demographic of Generation Y
consumers, age 30 and below.

A study by Deloitte, Ghosn tells an
audience, found that three out of five
Gen Y respondents say they want an
electrified vehicle more than any other
vehicle. "That," he says, "puts Nissan
in line with America's largest
demographic group ever."

But the questions continue.

In another setting, a reporter
confronts the CEO with a theory that
the real reason electric vehicles aren't
selling is because auto dealers "hate"
selling electric cars.

Ghosn is unruffled.

"It's part of the future," he responds.
"I don't think we, as a manufacturer,
can have a dealer body who is not
engaged in selling electric cars when
our consumers tell us that's what they
want."
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Volvo says it will spend $11 billion on
new products and expanding output

Volvo plans to increase Chinese deliveries to about 200,000 by 2014 from 47,000 last year. (Photo: Sheng Li/Reuters)

RReutereuterss

FRANKFURT -- Volvo plans to spend
$11 billion on developing new
products and boosting its
manufacturing footprint in the next
few years, a company spokesman said
on Thursday.

Earlier in the day, German magazine
Wirtschaftswoche had said Volvo
owner, Zhejiang Geely Holding Group,
would invest the money, but
spokesman Per-Ake Froberg said that
funding would come from Volvo itself
and include financing from cash flow
and borrowing.

"It is not Geely investing $11 billion,"
he said.

Geely took over Volvo from Ford
Motor Co. in 2010 in China's largest
overseas auto acquisition, reflecting
the country's rapid rise in the sector.

In a Reuters interview in February last
year, Volvo CEO Stefan Jacoby said a
five-year $10-11 billion investment
plan would mean new products and
factories in China to meet the goal of
doubling sales to 800,000 units in 10
years.

Volvo plans to increase Chinese
deliveries to about 200,000 by 2014
from 47,000 last year,
Wirtschaftswoche said on Thursday.

The magazine quoted Geely president
Li Shufu saying Volvo would use the
money to build a new engine factory,

beef up research and development
and upgrade technology.

Volvo and Geely Automobile Holdings,
also owned by Zhejiang Geely
Holding, will also pool purchasing of
parts and components and jointly
develop small engines and
technologies for electric vehicles, the
magazine reported.

"We want to revive Volvo and give
the brand its strength back," Shufu
told Wirtschaftswoche.

Geely will develop a new premium
brand for the mass market in China
using Volvo technologies but the new
brand will be placed under Geely
Automotive.
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China's SAIC, Opel jointly
develop small engines

Nick GibbsNick Gibbs

Partners SAIC Motor Corp. and
General Motors are co-developing a
family of three- and four-cylinder
engines, with one of the engines
expected to debut in an Opel minicar
later this year.

The joint powertrain development
project is the first between the
companies.

The engines feature displacements
ranging from 1 to 1.4 liters.

SAIC will produce the engines in
China for use in its MG and Roewe
brands. GM's Opel subsidiary will
build the engines in Hungary.

The engines will improve fuel
economy 10 percent over existing
powerplants, Opel says.

Torque will increase 20 percent, and
the engines will comply with Euro 6
emissions standards and will have
direct injection and turbocharging
capability, Opel says.

Opel has not said which of its cars will
be first to use the small engine. But
the brand's new minicar, code-named
Junior, is a strong candidate. The
Junior is to be shown in September at
the Paris auto show.

GM and SAIC also are developing a
dual-clutch transmission.

The transmission can accept torque of
as many as 250 newton-meters
initially, with bigger outputs planned
in the future.
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Former GM Europe head Nick Reilly
tapped to head MSX's Asia Pacific region

Former General Motors Europe
President Nick Reilly has been named
by MSX International as chairman of
its Asia Pacific region.

MSX, a leading technical staffing and
dealership process consultancy,
expects major growth in Asia, said
MSX CEO Fred Minturn.

"Nick's global expertise, business
acumen and passion for the industry
are invaluable as we drive to
accelerate growth in this important
region," Minturn said in a statement.

Reilly, 62, was a top GM official in
Asia for many years before being
recalled to Europe to run Opel/
Vauxhall when GM decided not to sell
the unit after the U.S. parent emerged
from bankruptcy.

Earlier, Reilly had led the turnaround
of the former Daewoo Motors in
Korea, which GM bought in 2001. He
was promoted to president of GM
Asia Pacific, then head of GM
International Operations, based in
Shanghai.

Reilly led GM Europe's restructuring
from 2009 before he retired in
January and was succeeded by Opel
CEO Karl-Friedrich Stracke.

A Welshman, Reilly began his career
with GM in 1975 when he joined the
former Detroit Diesel Allison Division
in England. His various GM roles
included a stint as head of Vauxhall
and GM Europe's sales and marketing
boss.
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Why Hyundai's brand makeover has
worked -- and rivals are noticing

HyHyunjoo Jin & Ben Klaymanunjoo Jin & Ben Klayman

SEOUL/DETROIT (Reuters) -- Oh
Kwang-teak recently spent $310 on a
haircut and beauty care at a salon in
Seoul's upscale Cheongdamdong
district before splashing out $1,100 at
a five-star hotel, which, if asked, will
fill your bath with chocolate milk.

He also visited Hermes and Cartier
stores, while his wife had an
expensive massage.

All in the name of research.

Oh sells Hyundai Motor cars and is
part of a select group of the South
Korean firm's dealers tasked with
seeing first-hand what makes
premium service brands tick -- and
applying that to Hyundai cars.

His pampering illustrates how the
Asian automaker is trying to burnish a
reputation for quality and banish the
jibes of the past, when its Accent sub-
compact was dubbed the "Accident"
and its boxy Trajet 7-seater the
"Tragic."

When it started making cars four
decades ago, Hyundai had to make do
with borrowed designs, engines,
suspension and transmission
technology.

The world's fifth-biggest carmaker,
with affiliate Kia Motors, Hyundai is
the envy of global rivals, outgrowing
the market during a severe industry
downturn by offering stylish models at
affordable prices backed by savvy, if
sometimes risky, promotions and
helped by a cheaper currency.

Checking out a Hyundai at last
September's Frankfurt Motor Show,
Volkswagen CEO Martin Winterkorn
was caught on film checking the
steering wheel adjustment.

Hyundai has invested heavily to
improve design and create a luxury
halo around its brand, though
customers are not yet queuing up to
pay more because it's a Hyundai.
Profit growth is not assured and the
firm is taking a measured approach in
capacity and new product launches.

"We want our cars to be valued as
something like Apple's iPhone, not
Samsung's Galaxy. They give different
customer satisfaction," Sean Kim,
senior vice president of Hyundai's
domestic marketing group, told
Reuters at his office.

"We want to shed the image that
Hyundai makes cheap cars.
Volkswagen is a volume car maker like
us, but charges 10-20 percent more,
and we want to be viewed as such a
premium car maker," said Kim.

More than price

That's where Oh's recent luxury
splurge comes in.

"I've never been to these places
before, but now I understand why
consumers like to spend there. They
(luxury brands) don't emphasize how

expensive their products are. Instead,
they try to explain why they're worth
it. Now I do the same thing. I focus
more on explaining a car's history, its
value and its strengths, rather than
just talking about price," said Oh,
who on average sells 10 cars a month.

The company, which won headlines
and plaudits during the financial crisis
when it said owners in the United
States could return their cars for free
if they lost their job within a year, is
also chasing younger aspirational
buyers to wrest market share from
Volkswagen's Golf. The canny
marketing coup made Hyundai the
only major carmaker to gain U.S.
market share during the downturn.

In the same vein, the Korean firm
recently stocked its main local
dealerships with premium foreign
marques such as the BMW 5 Series,
Mercedes Benz E-class and Lexus
ES350 so consumers could test drive
and compare them directly with
Hyundai's own models.

Bold bets

This all fits with a track record of
Hyundai making bold bets.

Bob Martin, a former top Hyundai
U.S. executive and now a senior
consultant at product development
firm The CARLAB, recalled how the
firm's U.S. launch in 1986, selling just
the Excel, or Pony model, exceeded all
expectations.

"It was incredible, but (by 1988) those
of us tasked to look forward were
raising red flags saying, 'We've got
some serious long-term problems
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because these cars are not living up to
expectations and the quality is sub-
standard'."

"Everyone's fat, dumb and happy,
and then the slide started and it
became a real challenging place to
work, a lot of finger pointing," Martin
told Reuters.

"Everyone had gotten drunk on the
Kool-Aid and the big annual bonuses.
But the cars were falling apart."

Describing himself as the chief
protagonist behind the turnaround
strategy in 1997, Martin recalled how
Hyundai was caught in a "classic
death spiral with all the symptoms of
'this is going nowhere.'"

"We were leading the league in
incentives and still not moving the
metal," he said.

Finbarr O'Neill, who led Hyundai's
U.S. operations from 1998 to 2003,
recalls how business, and the quality
perception, were changed by a
decision by autocratic top
management to introduce a 10-year/
100,000 mile warranty in the United
States.

"There was a lot of resistance to it,
but Hyundai was looking over the
precipice and couldn't sustain itself
selling four models of around 90,000
units a year," recalled O'Neill, now
head of influential J.D. Power and
Associates.

"There was a willingness of
management in Korea to take the risk.
The financial types were quick to
point the finger and say: 'You're going
to bankrupt us.'"

With the eye-catching warranty
program and incremental
improvements in style and quality,
Hyundai revived its U.S. sales. By last
year, sales had grown seven-fold to
646,000 cars, giving Hyundai its best-
ever share of the market, 5.1 percent.

Warning signs

Hyundai Chairman Chung Mong-koo
is credited for leading the quality
transformation since he took over in
2000.

"He would have monthly meetings.
They were brutal. He was demanding
performance. It was not good to go in
there and tell him we'd failed on a
quality issue," said O'Neill.

Martin, too, recalls Chung's obsession
with quality.

"There was always a mandate for
quality improvement, but this guy is a
fanatic about it. When he came in,
product quality went from a very
important initiative to 'If you're not
improving product quality, you're fired
at lunch.'

"If I had to boil it down to what are
the secrets of Hyundai: No.1, you're
not going to outwork the Koreans. It's
indisputable. No. 2, middle
management is thin. The decision-
making process is quick when
necessary. When the chairman says,
'We're going to do this,' it's just done.
It's not like Toyota where you have
consensus management.

"Hyundai moves at lightning speed.
And No.3, the chairman. When the
chairman says 'You will achieve this,'
that's the end of the discussion,"
Martin said.

Chung still chairs a quality meeting
with top executives twice a month,
according to quality chief Shin
Myeong-ki.

"We do not need to build more
plants. Producing 8 million (vehicles a
year) is sufficient," Chung recently
told his senior managers, sources
familiar with the matter said. "We are
already seeing signs of growing pains,
and should now direct our focus on
qualitative growth."

At its Seoul headquarters, Hyundai
runs a round-the-clock "quality
situation room," collecting reports of
problems from around the world and
relaying them to the relevant
departments. This allows Hyundai to
respond with quick fixes -- a failure
that cost bigger Japanese rival Toyota
Motor Corp. reputational damage
when it was slow to react to a massive
safety issue in the United States in
2009-2010.

Behind Hyundai's rapid growth also
lies government support in keeping
the won currency relatively cheap and
insulating the domestic car market
from foreign imports.

Four of every five cars sold in Korea
are Hyundai or Kia, leaving foreign
brands with just a 10 percent share to
fight over. But that share was less
than 1 percent in 2000 -- a warning
sign for Hyundai/Kia and Korea's
other smaller automakers.

Overseas sales now account for 83
percent of Hyundai's total, up from 54
percent in 2000 -- a period that has
seen the won weaken by just 3
percent, while the yen has
strengthened by nearly a third, hitting
rivals Toyota, Nissan and Honda.

China threat?

Whenever Chung, 74, travels abroad
he is usually seen off at the airport by
his son Chung Eui-sun, Hyundai
Motor vice chairman, in a Confucian
show of respect to parents.

At some stage it will be the younger
Chung -- Eui-sun is 41 -- who will be
tasked with ensuring Hyundai's
renaissance is a longer-term success
story. That's a tough task at a time
when Chinese carmakers are the 'new
Hyundai' of old -- replicating its
success in being competitive through
cheap labor, an undervalued currency
and government support for local
carmakers.
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"The same thing could happen to
them. It's a wave, a cycle. The
Japanese had their successful run and,
before that, the Americans," said
Nissan's Chief Creative Officer Shiro
Nakamura.

Those working at Hyundai and former
executives say the junior Chung is a
details man, and will continue the mix
of autocratic family ownership and
professional management.

"He's a very patient listener,
tenacious, and he has a real insight
into the auto business," said one
executive, who didn't want to be
named. "He points out things that
executives, often with two decades in
the industry, failed to notice."

Hyundai, which a decade ago resorted
to filling its booths at international
motor shows with its own staff to
make it seem busy, had a 10.4
percent operating margin last year,
the highest among the global top-five
auto makers and only topped by
premium carmaker BMW, which had
11.7 percent.

Rivals are equally impressed and
puzzled by its success.

Checking out a Hyundai model at last
September's Frankfurt Motor Show,
Volkswagen CEO Martin Winterkorn
was caught on film checking the
steering wheel adjustment, and
saying: "Nothing rattles... Why can
they do it? BMW can't. We can't."

The YouTube clip has had more than
1.7 million hits.

All sizzle, no steak?

In February, Hyundai's senior
managers were summoned to
something akin to a secret chamber in
the headquarters complex -- a
spacious first-floor corner room that
has no obvious door but which opens
at the pull of a ring-shaped knob.

Inside, they were asked to evaluate
the design of the next-generation
Genesis premium sedan due to be
unveiled late next year. To help them
gauge its merits, it was parked
alongside competing BMW,
Mercedes-Benz and Audi models, said
one of those taking part.

"The style is so different from what
we've seen so far. I've never seen
BMW looking so shabby," a Hyundai
executive who saw the design said,
asking not to be identified as he is not
authorized to talk to the media.

Hyundai's investment in design has its
rivals talking.

"(Hyundai) gave a lot of power to the
design chief and threw resources at
it," said Honda's creative director
Toshinobu Minami. "Everything was
done for design. Hyundai and Kia
steered the company with the view
that the whole company needed to
focus on design with a 10-year view.
Until then, it was about cost."

Hyundai poached ex-BMW designer
Christopher Chapman to head its U.S.
design center, while Kia hired Peter
Schreyer, a former Volkswagen/Audi
designer.

"To be honest, I don't pay much
attention to the Japanese any more.
It's the Koreans, and nowadays also
General Motors and Ford that we look
at," said Nakamura, chief creative
officer at Nissan, likely this year to be
Japan's most profitable carmaker.

One top executive at a rival carmaker,
though, has dubbed Hyundai's costly
design drive as "maximum design,
minimum investment."

A quick look at major automakers'
annual reports shows Hyundai spent
1.9 percent of revenue on research
and development last year, versus
more than 5 percent at both VW and
BMW.

Critics say Hyundai's aggressive design
push has split customers and risks
driving away as many as it attracts --
not a recipe for big volume sales.

"If you look at the No. 1 reason
someone buys a Sonata, it's styling. If
you look at the No. 1 reason someone
rejects a Sonata, it's styling," said
Toyota Motor Sales U.S.A. President
Jim Lentz. "It's very polarizing, and
polarizing is good if you want to sell a
certain volume of product."

The re-styling of the Sonata, critics
say, will not bring the sales volumes of
Toyota's Camry or Corolla, or Honda's
Accord or Civic. Style-wise, the Camry
is seen as safe, dull and plain-vanilla,
yet it's America's best-seller.

"The Sonata and Elantra need to be
the 300,000-unit-plus vehicles that
they can be. When they do that,
they'll be within reach of the 1 million
mark in the United States," said
O'Neill.

Oh Suk-geun, head of Hyundai Design
Center, said the company needed a
strong design message to stand apart
from the pack.

"In the past (our designs) were so
quiet that people weren't able to
understand what we were trying to
convey. Now they say our design is
'talkative' -- we speak aloud and
everyone recognizes our design
identity," he told Reuters.

But the push to premium hasn't won
everyone over.

One businessman in Seoul who drives
a BMW 520D and gave only his
surname, Suh, said Hyundai cars were
expensive, and raising prices was just
a way to make customers think they
were making premium cars. "There's
a limit to the Hyundai brand."

"Even if it's a premium car, it's still a
Hyundai."
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New Daimler factory may
help Hungary avoid recession

RReutereuterss

KECSKEMET, Hungary -- Real estate agent Laszlo Eckert
was one of the first to profit from Daimler's construction of
an 800 million euro factory in Kecskemet, a town of about
110,000 an hour's drive southeast of Budapest.

Daimler will employ 2,500 people, mostly locals, at the
factory to build the Mercedes B class and one model of the
new A class.

The plant is a late follower of other carmakers that put
Hungary on the automotive map in the 1990s, including
Audi, General Motors' Opel division and Suzuki.

The Daimler project is the largest new investment by far in
recent years in Hungary and one that highlights the center-
right government's ambivalent relationship to investors.

Prime Minister Viktor Orban has said he supports big
manufacturing investments, but his combative rhetoric
toward foreign capital and a raft of extra taxes that hurt
Western companies already present in Hungary have raised
red flags even with business groups that were spared the
blow.

That could erode the chances of future projects like the
one in Kecskemet, where the excitement is palpable.

"The Germans rented about 330 houses so far," Eckert
said. "They have taken all the energy efficient homes they
could find, and they have often paid more than 1,000
euros a month, far more than is usual around here."

"Their presence is very visible everywhere, in schools, in
medical offices, in banks, in restaurants," he said. "I think
this is very positive for this town."

After a construction, recruitment and training period
whose efficiency awed Hungarians, the factory will begin
commercial production at the end of this month.

Once it reaches the full planned capacity of 120,000 cars a
year, the plant and its local suppliers could add as much as
5 percent to Hungary's overall industrial output and may
make the difference between the economy growing and
contracting this year, Takarekbank analyst Gergely Suppan
said.

Daimler's new factory could add as much as 5% to
Hungary's overall industrial output. (Reuters)

"The added value of the plant is very high as they have
most production units on site, and the cars they make will
be on the expensive side," Suppan said. "The contribution
to GDP could be as much as 0.5 percent to 0.6 percent."

"Because of Daimler, we hope that Hungary avoids a
technical recession. We might dip into negative territory in
the first quarter, but I expect growth to return in the
second quarter."

Good and bad investors

Daimler's arrival comes as the government tries to reboot
its still-developing economy with a string of IMF and EU-
defying policies that have angered big business but helped
keep up some public spending to prop up growth.

A very public fight with Brussels, which has prevented a
deal for EU and IMF aid, is centered around a raft of
legislation aimed at reinforcing the position of Orban's
Fidesz party in Hungary's civic institutions.

That has included attacks on the position of judges, the
central bank and a respected fiscal watchdog, all of which
worries financial investors and has prompted intervention
by U.S. Secretary of State Hillary Clinton.

With foreign investment falling everywhere in central
Europe, the risk is that the resulting bad press will
undermine the country's ability to attract big investors like
Daimler -- whose deal was done under a previous
government -- in the future.
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Moves to re-nationalize parts of the pension system --
wiping out some foreign-owned pension funds -- and slap
special taxes on the telecom, banking and energy sectors
have also hurt those who invested in Hungary previously.

Orban casts this as ensuring ordinary Hungarians do not
pay for a crisis caused partly by foreign companies who
treat the country as a market to exploit.

"Hungary needs foreign investment so we must
differentiate between allies and colonists," he told
parliament earlier this month. "Those who need only our
markets are colonists. Those who need our work, our
knowledge, are allies whom we deal with happily."

The difficulty is that, with credit harder to come by and
Western banks keen to reinforce their own balance sheets
with capital they would have previously lent out, eastern
Europe's investment-hungry developing economies cannot
be too choosey.

Hungary actually exported (FDI) capital to the tune of
nearly 1 billion euros in the first three quarters of last year
compared with average inflows of about 4 billion annually
over the decade before the crisis.

Companies hit by the taxes include Hungarian units of
Deutsche Telekom and E.On, and the main local lobby
group for German firms say they feel separating investors
into good and bad groups is counterproductive.

"It's a mistake to think such a distinction is sustainable,"
said German-Hungarian Chamber of Commerce
spokesman Dirk Woelfer. "If other sectors are constantly
under negative influence from the decisions of the
government, sooner or later that begins to influence the
behavior of executives in preferred industries as well."

Car boost

Not that Hungary is alone. FDI in Romania and the Czech
Republic both dropped by about 80 percent, while in
Bulgaria it fell to one-sixth of that in 2008. Even the
region's most robust and largest economy, Poland, has
seen FDI nearly halve.

That makes the car industry's huge investments in the
region all the more precious, with most countries counting
on automakers for a very large chunk of investment and
economic output.

In Slovakia, which produces the most cars per capita in the
world, vehicle manufacturing was the key factor that
helped the economy grow by an annual 10 percent for the
better part of the decade before the economic crisis.

Although GM and Suzuki have seen ups and downs,
unbroken global demand for Germany's high-end cars
prompted Audi to break ground on a 900 million euro
expansion of its Hungarian plant last year.

Together, the Daimler, GM and Audi plants will help
Hungary catch up closer to the Czech Republic and
Slovakia, where the sector has grown manifold over the
past decade.

"Seeing dismal household consumption and banks'
reluctance to lend, plus a big government fiscal adjustment
program, we will have to rely on exports for growth,"
Suppan said. "Luckily, this will be the decade of our main
trading partner, Germany."

Things work

As investment flows to a trickle elsewhere, Kecskemet itself
has been an anomaly, with 100 projects, including very
small ones as well as Daimler's giant investment,
completed since 2008, plus another 60 pending, Mayor
Gabor Zombor said.

Unemployment is about 8 percent, well below the national
average of about 11 percent, and when Daimler's
production ramps up and suppliers begin to hire in earnest
it could drop further, local employment data shows.

The town uses a dedicated team of bureaucrats to attract
investors, cut local taxes by 20 percent, and has readily
available real estate to develop, the mayor said.

The factory, a long grey slab of a building with a Mercedes
star on one corner, is surrounded by virgin land and
Daimler designed it in a way that it can scale up capacity
progressively if demand is high enough.

"Daimler arrived at a place where things worked already,"
Zombor told Reuters. "This factory has great potential, and
there is a realistic chance of further investment."

On a recent weekday, German-language chatter could be
heard widely in local cafes and restaurants and Mayor
Zombor also says there is concern among locals that the
town will simply be overrun by the German influence. But
generally, as elsewhere in a region overrun by the Germans
during World War II, people have long forgotten such old
scores and are prepared to put the economic benefits of
such investment first.

"The main thing is, they rented houses that nobody could
afford to rent here," says Eckert. "Some home owners got
very lucky."
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Renault names new heads for quality,
product planning and China

BrBruce Gainuce Gain

PARIS -- Renault is shaking up its top executive ranks with
the appointments of a new engineering and quality chief, a
new product planning boss and a new China head.

Jean-Michel Billig, 48, will be the automaker's head of
engineering and quality, succeeding Odile Desforges, who
is retiring. Billig, a French-German national, is currently
head of randd at helicopter manufacturer Eurocopter and
takes up his new role on July 1.

Katsumi Nakamura, 58, becomes head of Renault's China
business operations on April 1. A Japanese citizen,
Nakamura is currently chairman of Renault's Asia-Africa
Region.

Thomas Lane, 53, will become head of product planning,
also on April 1, succeeding Beatrice Fouchier, who gets a
new role that is not yet specified. Lane, a U.S. citizen, is
currently Nissan's corporate vice president for product
planning.

Lane will also co-ordinate for Renault the company's
technology alliance with Daimler.

Gilles Normand, 49, will become chairman of the
carmaker's Asia-Pacific region, also on April 1. Normand, a
French national, moves from Nissan where he is currently
corporate vice president for Africa, Middle East and India.

The appointments mark the first major management
changes by Carlos Tavares, who became Renault Chief
Operating Officer last year.

China move 'logical'

Nakamura's appointment to lead the newly created China
business operations is "logical" given his experience as
head of the Asia-Pacific region, said Carlos Da Silva, an
analyst for IHS Automotive.

"Nakamura was the person who led Nissan's introduction
in China," Da Silva said. "He knows what's ahead and he
will certainly be an invaluable asset to Renault as the
company is basically entering a new territory."

Renault is expanding in China, a market it had previously
left to alliance partner Nissan. Last year, Renault's car sales
in China rose 65 percent to 24,275, according to the
company.

Renault is negotiating with China's Dongfeng Motor to
produce its vehicles in Dongfeng's assembly plant in the
central China city of Wuhan, China's official Xinhua news
agency reported in February. Dongfeng has a joint venture
with Nissan.

April 2012
Volume 02 | Issue 02Personnel

europe.autonews.com/GlobalMonthly

http://europe.autonews.com/GlobalMonthly


Renault's EV boss is not worried
about slow sales start for EVs

Renault is betting heavily on the
success of its electric vehicle range.
Despite a slow start for the French
brand's new battery-powered models,
Thierry Koskas, Renault's EV project
director, stands by an earlier forecast
that EVs will represent 10 percent of
all cars sold in Europe by 2020.
Koskas spoke with Bruce Gain,
Automotive News Europe's France
correspondent.

Orders for electric versions
of the Kangoo car-derived
van and Fluence large
sedan are below 10,000.
Some critics say this
shows that EVs sales will
remain marginal. How do
you counter that
argument?

We stand by our earlier forecasts, but
the EV market does not really yet exist
so creating that market takes time, of
course. However, we are really
creating a new market.

What lessons has Renault
learned about EVs the
launches of the Kangoo
and Fluence EVs?

The Zoe will be something different
based on our expertise and
experience. With the Kangoo ZE and
Fluence ZE, we designed and
produced EV versions of existing
combustion-engine models. We also

brought them to market quickly. But
with the Zoe, we had more time to
create and design an EV that is
completely new and that is not based
on an existing platform. We also were
able to improve the Zoe's battery
autonomy.

Were there issues
associated with the Nissan
Leaf, Kangoo ZE, and
Fluence ZE that you
needed to fix?

We continue to learn and add to our
knowhow about EVs internally and
with our Nissan colleagues. We are
constantly sharing information about
our EV models. We take into account
the feedback we get from customers
to make improvements, not only to
the car, but how to better market and
communicate its benefits to the
community.

Specifically, with the Zoe, we put 300
in circulation to gauge drivers'
reactions prior to the Zoe's launch.
We often heard about how drivers
thought that the car was too silent
when driven at low speeds in urban
environments and pedestrians could
not hear it coming and going. As a
solution, we will add a system that
will make a sound to warn
pedestrians when the Zoe is driven at
low speeds, even though there are no
laws in place mandating that EVs have
this feature.

Koskas: 'We continue to learn and
add to our knowhow about EVs.'

The drivers in the sample group also
wanted to be able to check battery
charge levels and know how many
more kilometers the car could run
without a charge in real time. We
then offered a system to better
communicate the car's range and
battery charge level in real time in
response.

What is the status of the
Renault's battery
development and
production?

We source the battery for the Zoe
from LG, our partner in Korea.
Renault has two battery-production
sources. The first is from the AESC
joint venture between Nissan and
NEC, which produces the batteries for
the Kangoo ZE and the Fluence ZE.
The second source is LG.
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500 ............................ 10,078 13,052 –2,974 –23%
Panda ........................ 15,856 16,195 –339 –2%
Punto.......................... 12,102 18,704 –6,602 –35%
Albea ........................ 264 729 –465 –64%
Linea .......................... 2,113 1,725 +388 23%
Bravo ........................ 2,060 3,858 –1,798 –47%
Idea............................ 599 660 –61 –9%
Sedici ........................ 553 1,083 –530 –49%
Freemont.................... 2,290 – +2,290 –
Doblo ........................ 808 1,216 –408 –34%
Fiorino/Qubo .............. 1,358 1,400 –42 –3%
Ducato ...................... 1,043 1,034 +9 1%
Other.......................... 165 547 –382 –70%

TToottaall  FFiiaatt  bbrraanndd .................... 4499,,228899 6600,,220033 ––1100,,991144 ––1188%%
Ypsilon ...................... 5,454 4,282 +1,172 27%
Musa .......................... 1,314 1,862 –548 –29%
Delta .......................... 1,453 1,911 –458 –24%
Thema........................ 150 – +150 –
Voyager .................... 425 – +425 –
Other.......................... 2 23 –21 –91%

TToottaall  LLaanncciiaa ................................ 88,,779988 88,,007788 ++772200 99%%
GranTurismo .............. 27 52 –25 –48%
GranCabrio ................ 16 20 –4 –20%
Quattroporte .............. 12 21 –9 –43%
Other.......................... 2 2 +0 0%

TToottaall  MMaasseerraattii ............................ 5577 9955 ––3388 ––4400%%
OOtthheerr ........................................................ 3344 4455 ––1111 ––2244%%

FFIIAATT  SS..PP..AA.. ........................................ 6666,,553333 8800,,112266 ––1133,,559933 ––1177%%
FFIIAATT--CCHHYYRRSSLLEERR............................ 6688,,993355 8822,,448899 ––1133,,555544 ––1166%%

Ka .............................. 5,304 5,967 –663 –11%
Fiesta ........................ 20,139 26,090 –5,951 –23%
Focus ........................ 20,856 17,959 +2,897 16%
Mondeo...................... 4,672 6,134 –1,462 –24%
Fusion ........................ 1,121 1,418 –297 –21%
C-Max/Grand C-Max 8,722 9,450 –728 –8%
S-Max ........................ 2,835 3,718 –883 –24%
Galaxy........................ 1,506 1,587 –81 –5%
Kuga .......................... 4,649 5,305 –656 –12%
Transit/Tourneo.......... 1,095 978 +117 12%
Other.......................... 96 287 –191 –67%

TToottaall  FFoorrdd  bbrraanndd.................... 7700,,999955 7788,,889933 ––77,,889988 ––1100%%
LLiinnccoollnn ................................................ 11 –– ++11 ––

FFOORRDD  MMOOTTOORR ................................ 7700,,999966 7788,,889933 ––77,,889977 ––1100%%
GGeeeellyy .................................................... 6677 5511 ++1166 3311%%
C30 ............................ 675 1,246 –571 –46%
S40 ............................ 768 638 +130 20%
V50 ............................ 2,804 3,424 –620 –18%
S60 ............................ 1,332 1,887 –555 –29%
V60 ............................ 3,342 3,096 +246 8%
V70/XC70 .................. 3,706 3,174 +532 17%
S80 ............................ 425 396 +29 7%
C70 ............................ 217 183 +34 19%
XC60 .......................... 3,347 3,812 –465 –12%
XC90 .......................... 664 741 –77 –10%
Other.......................... 30 27 +3 11%

TToottaall  VVoollvvoo .................................... 1177,,331100 1188,,662244 ––11,,331144 ––77%%
GGEEEELLYY  GGRROOUUPP ............................ 1177,,337777 1188,,667755 ––11,,229988 ––77%%

BBuuiicckk........................................................ 22 11 ++11 110000%%
CCaaddiillllaacc................................................ 3355 7799 ––4444 ––5566%%
Matiz/Spark................ 4,437 4,708 –271 –6%
Aveo .......................... 4,987 3,607 +1,380 38%
Cruze ........................ 2,848 3,076 –228 –7%
Captiva ...................... 2,001 1,614 +387 24%
Orlando...................... 1,860 947 +913 96%
Other.......................... 168 517 –349 –68%

TToottaall  CChheevvrroolleett ........................ 1166,,330011 1144,,446699 ++11,,883322 1133%%
GGMMCC ........................................................ 11 11 ++00 00%%
HHuummmmeerr ............................................ 11 88 ––77 ––8888%%
Agila .......................... 1,771 2,247 –476 –21%
Corsa ........................ 19,389 22,331 –2,942 –13%
Astra/Astra Classic .... 16,665 23,411 –6,746 –29%
Insignia ...................... 7,919 8,806 –887 –10%
Meriva ........................ 6,152 11,606 –5,454 –47%
Zafira.......................... 6,184 6,228 –44 –1%
Antara ........................ 904 305 +599 196%
Vivaro ........................ 530 447 +83 19%
Ampera ...................... 74 – +74 –
Other.......................... 669 195 +474 243%

TToottaall  OOppeell//VVaauuxxhhaallll ........ 6600,,225577 7755,,557766 ––1155,,331199 ––2200%%
OOtthheerr ........................................................ –– 11 ––11 ––

GGEENNEERRAALL  MMOOTTOORRSS................ 7766,,559977 9900,,113355 ––1133,,553388 ––1155%%

V8/V12 Vantage ........ 40 42 –2 –5%
DBS............................ 5 20 –15 –75%
Rapide ...................... 17 28 –11 –39%
Other.......................... 23 20 +3 15%

AASSTTOONN  MMAARRTTIINN ............................ 8855 111100 ––2255 ––2233%%
Niva/Taiga.................. 176 519 –343 –66%
Other.......................... 21 39 –18 –46%

AAVVTTOOVVAAZZ ................................................ 119977 555588 ––336611 ––6655%%
1 series ...................... 9,863 9,635 +228 2%
3 series ...................... 9,777 9,147 +630 7%
5 series ...................... 8,235 10,930 –2,695 –25%
7 series ...................... 507 512 –5 –1%
Z4 .............................. 535 582 –47 –8%
6 series ...................... 367 104 +263 253%
X1 .............................. 4,471 5,488 –1,017 –19%
X3 .............................. 4,494 3,040 +1,454 48%
X5 .............................. 1,336 1,539 –203 –13%
X6 .............................. 791 874 –83 –10%
Other.......................... 58 47 +11 23%

TToottaall  BBMMWW  bbrraanndd ................ 4400,,443344 4411,,889988 ––11,,446644 ––44%%
Mini ............................ 6,022 5,864 +158 3%
Countryman .............. 3,858 2,880 +978 34%

TToottaall  MMiinnii ........................................ 99,,888800 88,,774444 ++11,,113366 1133%%
Ghost ........................ 9 24 –15 –63%
Phantom .................... 5 4 +1 25%

TToottaall  RRoollllss--RRooyyccee ................ 1144 2288 ––1144 ––5500%%
BBMMWW  AAGG.................................................... 5500,,332288 5500,,667700 ––334422 ––11%%

MMaayybbaacchh............................................ 55 22 ++33 115500%%
A class ...................... 5,088 4,398 +690 16%
B class ...................... 8,695 6,807 +1,888 28%
C class ...................... 11,174 8,356 +2,818 34%
E class ...................... 7,028 8,545 –1,517 –18%
S class ...................... 439 736 –297 –40%
CLS............................ 760 1,615 –855 –53%
CLC............................ 1 367 –366 –
SLK ............................ 1,000 229 +771 337%
SL .............................. 76 102 –26 –26%
SLS AMG .................. 76 175 –99 –57%
R class ...................... 176 231 –55 –24%
GLK............................ 2,084 2,099 –15 –1%
Vito/Viano .................. 1,879 1,970 –91 –5%
Sprinter ...................... 320 419 –99 –24%
M class ...................... 1,765 1,254 +511 41%
G class ...................... 104 105 –1 –1%
GL.............................. 87 151 –64 –42%
Other.......................... 106 190 –84 –44%

TToottaall  MMeerrcceeddeess--BBeennzz .... 4400,,885588 3377,,774499 ++33,,110099 88%%
ForTwo ...................... 5,892 5,653 +239 4%

TToottaall  SSmmaarrtt .................................... 55,,889922 55,,665533 ++223399 44%%
DDAAIIMMLLEERR  AAGG .................................... 4466,,775555 4433,,440044 ++33,,335511 88%%

DR1............................ 7 297 –290 –98%
DR5............................ 38 78 –40 –51%
Other.......................... 26 23 +3 13%

DDRR  MMOOTTOORR  CCOOMMPPAANNYY .... 7711 339988 ––332277 ––8822%%
Ypsilon ...................... 19 – +19 –
Delta .......................... 7 – +7 –
300C .......................... 1 81 –80 –99%
Grand Voyager/Town & Country 38 457 –419 –92%
Other.......................... 10 23 –13 –57%

TToottaall  CChhrryysslleerr  bbrraanndd........ 7755 556611 ––448866 ––8877%%
Caliber ...................... – 106 –106 –
Journey ...................... 6 191 –185 –97%
Other.......................... 47 45 +2 4%

TToottaall  DDooddggee ................................ 5533 334422 ––228899 ––8855%%
Compass .................. 838 74 +764 –
Patriot ........................ 20 325 –305 –94%
Wrangler .................... 659 613 +46 8%
Cherokee/Liberty ...... 58 223 –165 –74%
Grand Cherokee........ 698 222 +476 214%
Other.......................... 1 3 –2 –67%

TToottaall  JJeeeepp ........................................ 22,,227744 11,,446600 881144 5566%%
CCHHRRYYSSLLEERR  GGRROOUUPP ............ 22,,440022 22,,336633 ++3399 22%%

Mito ............................ 2,444 3,807 –1,363 –36%
Giulietta...................... 5,207 6,634 –1,427 –22%
159 ............................ 476 898 –422 –47%
Other.......................... 35 180 –145 –81%

TToottaall  AAllffaa  RRoommeeoo ................ 88,,116622 1111,,551199 ––33,,335577 ––2299%%
458 Italia .................... 110 79 +31 39%
California.................... 29 72 –43 –60%
FF .............................. 38 – +38 –
599 GTB Fiorano ...... 12 28 –16 –57%
Other.......................... 4 7 –3 –43%

TToottaall  FFeerrrraarrii ................................ 119933 118866 ++77 44%%

EUROPE SALES BY MODEL February 2012
Feb. Feb. Unit Percent

2012 2011 change change
Feb. Feb. Unit Percent

2012 2011 change change
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C4 Aircross................ 97 – +97 –
C-Crosser .................. 140 313 –173 –55%
Nemo ........................ 325 765 –440 –58%
Berlingo .................... 3,867 4,442 –575 –13%
C3 Picasso ................ 4,615 5,853 –1,238 –21%
Xsara Picasso............ 1 1,122 –1,121 –
C4 Picasso/Grand C4 Picasso 7,524 9,470 –1,946 –21%
C8 .............................. 316 464 –148 –32%
Other.......................... 484 511 –27 –5%

TToottaall  CCiittrrooeenn ................................ 5577,,884422 6655,,669966 ––77,,885544 ––1122%%
iOn ............................ 74 32 +42 131%
107 ............................ 5,438 6,909 –1,471 –21%
206 ............................ 4,994 11,639 –6,645 –57%
207 ............................ 16,049 21,657 –5,608 –26%
308 ............................ 11,335 12,310 –975 –8%
407 ............................ 27 902 –875 –97%
508 ............................ 6,811 3,651 +3,160 87%
RCZ............................ 799 1,126 –327 –29%
3008 .......................... 7,261 8,775 –1,514 –17%
4008 .......................... 18 – +18 –
5008 .......................... 4,320 5,955 –1,635 –28%
807 ............................ 402 496 –94 –19%
4007 .......................... 174 234 –60 –26%
Bipper ........................ 427 686 –259 –38%
Partner/Ranch............ 2,977 3,208 –231 –7%
Expert ........................ 291 450 –159 –35%
Other.......................... 290 141 +149 106%

TToottaall  PPeeuuggeeoott ............................ 6611,,668877 7788,,117711 ––1166,,448844 ––2211%%
OOtthheerr ........................................................ –– 11 ––11 ––

PPSSAA .................................................................... 111199,,552299 114433,,886688 ––2244,,333399 ––1177%%
M................................ 32 40 –8 –20%
EX .............................. 36 41 –5 –12%
FX .............................. 115 179 –64 –36%
Other.......................... 19 20 –1 –5%

TToottaall  IInnffiinniittii .................................... 220022 228800 ––7788 ––2288%%
Pixo ............................ 705 1,478 –773 –52%
Micra.......................... 5,129 5,776 –647 –11%
Juke .......................... 7,213 7,222 –9 0%
Leaf............................ 316 1 +315 –
Qashqai .................... 15,808 16,384 –576 –4%
370Z .......................... 70 122 –52 –43%
Note .......................... 2,110 2,565 –455 –18%
X-Trail ........................ 650 645 +5 1%
Pathfinder .................. 225 250 –25 –10%
Murano ...................... 167 383 –216 –56%
NV200/Evalia ............ 439 292 +147 50%
Other.......................... 240 526 –286 –54%

TToottaall  NNiissssaann ................................ 3333,,007722 3355,,664444 ––22,,557722 ––77%%
NNIISSSSAANN .................................................... 3333,,227744 3355,,992244 ––22,,665500 ––77%%

Sandero .................... 6,243 5,626 +617 11%
Logan ........................ 3,063 3,160 –97 –3%
Duster ........................ 9,728 10,821 –1,093 –10%
Other.......................... 4 – +4 –

TToottaall  DDaacciiaa .................................... 1199,,003388 1199,,660077 ––556699 ––33%%
Twingo ...................... 9,684 14,353 –4,669 –33%
Clio ............................ 19,527 28,083 –8,556 –31%
Symbol/Thalia ............ 2,129 3,200 –1,071 –34%
Megane...................... 15,973 20,355 –4,382 –22%
Fluence ...................... 2,839 3,275 –436 –13%
Laguna ...................... 2,843 5,057 –2,214 –44%
Latitude...................... 386 881 –495 –56%
Wind .......................... 165 516 –351 –68%
Modus/Grand Modus 3,552 5,035 –1,483 –30%
Scenic/Grand Scenic 10,263 12,379 –2,116 –17%
Espace/Grand Espace 1,101 1,374 –273 –20%
Koleos........................ 1,280 1,496 –216 –14%
Kangoo ...................... 2,709 3,485 –776 –22%
Trafic.......................... 923 887 +36 4%
Other.......................... 163 38 +125 329%

TToottaall  RReennaauulltt  bbrraanndd ........ 7733,,553377 110000,,441144 ––2266,,887777 ––2277%%
RREENNAAUULLTT  SSAA.................................... 9922,,557755 112200,,002211 ––2277,,444466 ––2233%%

RREENNAAUULLTT--NNIISSSSAANN .................... 112255,,884499 115555,,994455 ––3300,,009966 ––1199%%

Hover ........................ 4 53 –49 –93%
Steed ........................ 65 45 +20 44%
Other.......................... – 1 –1 –

GGRREEAATT  WWAALLLL .................................... 6699 9999 ––3300 ––3300%%
Jazz .......................... 2,890 4,836 –1,946 –40%
Civic .......................... 2,982 3,876 –894 –23%
Insight ........................ 326 529 –203 –38%
Accord ...................... 627 1,142 –515 –45%
CR-Z .......................... 2,204 2,539 –335 –13%
CR-V .......................... 240 229 +11 5%
Other.......................... 7 111 –104 –94%

HHOONNDDAA  MMOOTTOORR............................ 99,,227766 1133,,226622 ––33,,998866 ––3300%%
I10.............................. 4,000 5,661 –1,661 –29%
I20.............................. 6,835 5,576 +1,259 23%
I30.............................. 6,808 7,593 –785 –10%
I40.............................. 2,164 2 +2,162 –
IX20............................ 3,487 3,634 –147 –4%
IX35............................ 7,261 6,145 +1,116 18%
Genesis...................... 76 110 –34 –31%
Santa Fe .................... 791 822 –31 –4%
H-1/Starex/Satellite .... 164 236 –72 –31%
Accent ...................... 1,045 1,957 –912 –47%
Elantra........................ 407 1 +406 –
Veloster...................... 384 2 +382 –
Other.......................... 123 651 –528 –81%

TToottaall  HHyyuunnddaaii  bbrraanndd........ 3333,,554455 3322,,339900 ++11,,115555 44%%
Picanto ...................... 4,434 2,271 +2,163 95%
Rio.............................. 6,591 957 +5,634 –
Cee'd ........................ 4,279 4,616 –337 –7%
Venga ........................ 2,318 3,377 –1,059 –31%
Soul............................ 609 979 –370 –38%
Sportage .................... 6,202 4,609 +1,593 35%
Sorento ...................... 858 1,050 –192 –18%
Other.......................... 422 339 +83 25%

TToottaall  KKiiaa ............................................ 2255,,771133 1188,,119988 ++77,,551155 4411%%
HHYYUUNNDDAAII--KKIIAA.................................... 5599,,225588 5500,,558888 ++88,,667700 1177%%

MMaahhiinnddrraa............................................ 2200 4477 ––2277 ––5577%%
Korando .................... 397 343 +54 16%
Actyon........................ 1 38 –37 –97%
Kyron ........................ 36 102 –66 –65%
Rexton........................ 30 49 –19 –39%
Rodius/Stavic ............ 42 86 –44 –51%
Other.......................... 1 – +1 –

TToottaall  SSssaannggyyoonngg.................... 550077 661188 ––111111 ––1188%%
MMAAHHIINNDDRRAA  &&  MMAAHHIINNDDRRAA 552277 666655 ––113388 ––2211%%

MX-5 .......................... 311 352 –41 –12%
Mazda2...................... 2,518 2,849 –331 –12%
Mazda3...................... 2,292 2,459 –167 –7%
Mazda6...................... 1,345 1,368 –23 –2%
Mazda5...................... 1,499 1,813 –314 –17%
CX-5 .......................... 664 – +664 –
CX-7 .......................... 511 1,074 –563 –52%
Other.......................... 21 156 –135 –87%

MMAAZZDDAA ........................................................ 99,,116611 1100,,007711 ––991100 ––99%%
i .................................. 77 361 –284 –79%
Colt ............................ 1,301 2,181 –880 –40%
Lancer........................ 547 1,253 –706 –56%
ASX............................ 3,133 3,931 –798 –20%
Outlander .................. 953 1,332 –379 –29%
Pajero/Montero/Shogun 378 630 –252 –40%
Other.......................... 47 191 –144 –75%

MMIITTSSUUBBIISSHHII ........................................ 66,,443366 99,,887799 ––33,,444433 ––3355%%
Elise .......................... 5 26 –21 –81%
Evora.......................... 6 45 –39 –87%
Other.......................... – 28 –28 –

TToottaall  LLoottuuss .................................... 1111 9999 ––8888 ––8899%%
PPrroottoonn .................................................... 111177 7788 ++3399 5500%%

PPRROOTTOONN .................................................... 112288 117777 ––4499 ––2288%%
C-Zero........................ 86 58 +28 48%
C1 .............................. 5,763 6,910 –1,147 –17%
C3 .............................. 13,237 14,913 –1,676 –11%
DS3............................ 4,709 5,359 –650 –12%
C4 .............................. 8,919 10,376 –1,457 –14%
DS4............................ 2,501 60 +2,441 –
C5 .............................. 3,721 5,080 –1,359 –27%
DS5............................ 1,537 – +1,537 –

EUROPE SALES BY MODEL February 2012
Feb. Feb. Unit Percent

2012 2011 change change
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2012 2011 change change
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Q5.............................. 3,975 4,851 –876 –18%
Q7.............................. 585 828 –243 –29%
Other.......................... 41 31 +10 32%

TToottaall  AAuuddii ........................................ 4455,,447744 4477,,226644 ––11,,779900 ––44%%
Continental GT/GTC .. 68 24 +44 183%
Continental Flying Spur 6 4 +2 50%
Mulsanne .................. 12 7 +5 71%
Other.......................... – 1 –1 –

TToottaall  BBeennttlleeyy ................................ 8866 3366 ++5500 113399%%
BBuuggaattttii ................................................ 22 –– ++22 ––
Gallardo .................... 28 16 +12 75%
Aventador .................. 25 – +25 –
Murcielago ................ 2 1 +1 100%
Other.......................... – 1 –1 –

TToottaall  LLaammbboorrgghhiinnii................ 5555 1188 ++3377 220066%%
Boxster ...................... 129 150 –21 –14%
Cayman .................... 67 87 –20 –23%
911 ............................ 721 695 +26 4%
Panamera .................. 583 363 +220 61%
Cayenne .................... 1,399 1,118 +281 25%
Other.......................... 11 17 –6 –35%

TToottaall  PPoorrsscchhee ............................ 22,,991100 22,,443300 ++448800 2200%%
Altea .......................... 2,206 2,800 –594 –21%
Alhambra .................. 1,185 1,077 +108 10%
Mii .............................. 61 – +61 –
Ibiza .......................... 10,646 11,564 –918 –8%
Leon .......................... 4,083 4,303 –220 –5%
Exeo .......................... 1,137 1,424 –287 –20%
Other.......................... 3 3 +0 0%

TToottaall  SSeeaatt ........................................ 1199,,332211 2211,,117711 ––11,,885500 ––99%%
Citigo ........................ 286 – +286 –
Fabia.......................... 12,148 13,318 –1,170 –9%
Octavia ...................... 14,977 14,111 +866 6%
Superb ...................... 4,303 4,545 –242 –5%
Roomster .................. 2,414 2,149 +265 12%
Yeti ............................ 4,266 3,675 +591 16%
Other.......................... 43 31 +12 39%

TToottaall  SSkkooddaa.................................... 3388,,443377 3377,,882299 ++660088 22%%
Up.............................. 4,081 – +4,081 –
Fox ............................ 205 1,236 –1,031 –83%
Polo............................ 25,276 26,110 –834 –3%
Golf ............................ 33,239 34,455 –1,216 –4%
Golf Plus .................... 5,009 6,439 –1,430 –22%
Jetta .......................... 2,275 2,183 +92 4%
Passat ........................ 16,995 17,297 –302 –2%
CC.............................. 1,206 1,524 –318 –21%
Phaeton...................... 218 329 –111 –34%
Beetle ........................ 850 – +850 –
Scirocco .................... 1,116 1,830 –714 –39%
Eos ............................ 390 834 –444 –53%
Touran........................ 8,344 9,622 –1,278 –13%
Sharan ...................... 2,446 3,275 –829 –25%
Tiguan........................ 11,439 9,282 +2,157 23%
Touareg .................... 1,165 1,658 –493 –30%
Caddy ........................ 3,495 3,729 –234 –6%
Transporter/Caravelle/
Multivan/Shuttle/T5 .. 4,053 3,410 +643 19%

Other.......................... 281 439 –158 –36%
TToottaall  VVWW  bbrraanndd........................ 112222,,008833 112233,,665522 ––11,,556699 ––11%%
OOtthheerr ........................................................ 44 33 ++11 3333%%

VVOOLLKKSSWWAAGGEENN ................................ 222288,,337722 223322,,440033 ––44,,003311 ––22%%
OOTTHHEERR ........................................................ 884488 773344 ++111144 1166%%
OOTTHHEERR  (China automakers) 222266 224411 ––1155 ––66%%

GGRRAANNDD  TTOOTTAALL................................ 995522,,112222 11,,005555,,665588 ––110033,,553366 ––1100%%

NNoottee:: Excludes models registered as commerical vehicles. Europe sales by model are compiled using sales data
from the following countries: Austria, Belgium, Cyprus, Czech Republic, Denmark, Estonia, Finland, France,
Germany, Great Britain, Greece, Hungary, Iceland, Ireland, Italy, Latvia, Lithuania, Luxembourg, Norway, Poland,
Portugal, Romania, Slovakia, Slovenia, Spain, Sweden, Switzerland, The Netherlands and Turkey.

SSoouurrccee:: JJAATTOO  DDyynnaammiiccss  ++4444((00))  2200  88442233  77110000  ((wwwwww..jjaattoo..ccoomm))

Impreza...................... 1,408 880 +528 60%
Legacy/Outback ........ 871 1,101 –230 –21%
Trezia ........................ 134 221 –87 –39%
Forester...................... 1,110 1,654 –544 –33%
Other.......................... 28 142 –114 –80%

SSUUBBAARRUU .................................................... 33,,555511 33,,999988 ––444477 ––1111%%
Alto ............................ 1,787 3,272 –1,485 –45%
Splash........................ 1,095 1,083 +12 1%
Swift .......................... 3,717 4,519 –802 –18%
Kizashi ...................... 82 148 –66 –45%
Jimny ........................ 1,077 1,251 –174 –14%
SX4 ............................ 2,183 3,018 –835 –28%
Vitara/Grand Vitara/XL-7 1,019 1,394 –375 –27%
Other.......................... 5 17 –12 –71%

SSUUZZUUKKII ........................................................ 1100,,996655 1144,,770022 ––33,,773377 ––2255%%
9-3.............................. 68 1,215 –1,147 –94%
9-5.............................. 41 430 –389 –91%
Other.......................... – 1 –1 –

SSWWEEDDIISSHH  AAUUTTOOMMOOBBIILLEE 110099 11,,664466 ––11,,553377 ––9933%%
XF .............................. 735 634 +101 16%
XJ .............................. 91 222 –131 –59%
XK .............................. 44 98 –54 –55%
Other.......................... 4 4 +0 0%

TToottaall  JJaagguuaarr ................................ 887744 995588 ––8844 ––99%%
Defender.................... 95 133 –38 –29%
Freelander ................ 723 1,508 –785 –52%
Discovery .................. 562 503 +59 12%
Range Rover Evoque 3,298 – +3,298 –
Range Rover Sport .... 917 1,039 –122 –12%
Range Rover.............. 276 395 –119 –30%
Other.......................... 9 7 +2 29%

TToottaall  LLaanndd  RRoovveerr ................ 55,,888800 33,,558855 ++22,,229955 6644%%
Indica ........................ 40 164 –124 –76%
Xenon ........................ 20 29 –9 –31%
Other.......................... 4 49 –45 –92%

TToottaall  TTaattaa  bbrraanndd .................... 6644 224422 ––117788 ––7744%%
TTAATTAA  MMOOTTOORRSS................................ 66,,881188 44,,778855 ++22,,003333 4433%%

Cuore/Charade .......... 120 182 –62 –34%
Sirion.......................... 69 219 –150 –69%
Materia ...................... 3 46 –43 –94%
Terios ........................ 210 398 –188 –47%
Other.......................... – 9 –9 –

TToottaall  DDaaiihhaattssuu............................ 440022 885544 ––445522 ––5533%%
CT .............................. 1,158 211 +947 449%
IS................................ 132 265 –133 –50%
RX .............................. 324 464 –140 –30%
Other.......................... 13 48 –35 –73%

TToottaall  LLeexxuuss .................................... 11,,662277 998888 ++663399 6655%%
iQ .............................. 829 1,114 –285 –26%
Aygo .......................... 4,843 6,324 –1,481 –23%
Yaris .......................... 12,034 11,800 +234 2%
Auris .......................... 4,849 8,020 –3,171 –40%
Corolla ...................... 1,156 2,302 –1,146 –50%
Prius .......................... 988 2,159 –1,171 –54%
Avensis ...................... 4,778 4,141 +637 15%
Verso–S...................... 1,845 943 +902 96%
Verso.......................... 2,312 2,924 –612 –21%
Urban Cruiser ............ 263 577 –314 –54%
RAV4.......................... 2,947 3,956 –1,009 –26%
Land Cruiser .............. 718 1,015 –297 –29%
Other.......................... 68 146 –78 –53%

TToottaall  TTooyyoottaa  bbrraanndd ............ 3377,,663300 4455,,442211 ––77,,779911 ––1177%%
TTOOYYOOTTAA  MMOOTTOORR ........................ 3399,,665599 4477,,226633 ––77,,660044 ––1166%%

A1 .............................. 5,730 7,185 –1,455 –20%
A3/S3/RS3.................. 8,963 9,869 –906 –9%
A4/S4/RS4.................. 7,216 11,510 –4,294 –37%
A6/S6/RS6/allroad...... 7,673 5,080 +2,593 51%
A7 .............................. 804 1,482 –678 –46%
A8/S8 ........................ 432 720 –288 –40%
TT .............................. 639 962 –323 –34%
A5/S5/RS5.................. 4,625 4,656 –31 –1%
R8 .............................. 63 87 –24 –28%
Q3.............................. 4,728 3 +4,725 –
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Small cars suffer, big cars gain in Europe
Luca Ciferri & Douglas A. Bolduc 

The hangover effect from Europe’s 
scrapping incentives continued to take 
a bite out of sales of minicars and sub-
compacts in 2011. Cars in those two 
key segments benefitted most from 
cash handouts of up to 5,000 euros 
given to people who traded in their old 
cars in 2009 and 2010. 
Without the incentives, minicar sales 
fell 16 percent and subcompact sales 
dropped 8 percent in 2011, according 
to data from market researcher JATO Dynamics.
Cars that were shunned during the incentives craze -- large 
minivans, upper-premium sedans and premium-medium SUVs 
– rebounded with sales gains of 25 percent to 38 percent.
In percentage terms, the electric car segment was Europe’s 
biggest winner in 2011 – up more than 700 percent – but that 
number is misleading because it’s a comparison with nearly 
non-existent sales in 2010. 
Automakers sold 10,835 electric cars in Europe last year, re-
sulting in a market share of 0.075 percent. On a positive note 
for environmentalists, more battery-powered cars were sold 
in Europe last year than the fuel-hungry models in the exotics 
segment, which is dominated by Ferrari and Bentley.
Two cars made in central Europe – the Skoda Superb and 
Dacia Duster finished 2011 with dominate leads in their re-
spective segments. The Czech-made the Superb accounted 

for 70 percent of all large-car sales in 
2011, up from 67 percent the year be-
fore. The Romanian-made Dacia Dust-
er’s share of the small SUV segment 
was 63 percent last year.
The Volkswagen brand won four out 
of 15 volume segments, ahead of Ford 
and Renault with two each.
BMW, including Mini, was No. 1 in four 
of the 10 premium segments, ahead of 
Audi, which won three segments.

The Skoda Superb (inset) and Dacia Duster finished 2011 with dominate leads in their respective segments. The Superb accounted for 70 percent of all large-car sales in 2011. 
The Duster’s share of the small SUV segment was 63 percent last year.

Segment ups and downs 
2011 European market winners and losers

Electric car +713%
Small SUV +43%
Upper premium +38%
Large minivan +33%
Premium medium SUV  +25%
Market average -0.1%
Coupe  -22%
Minicar -16%
Car derived van -9%
Premium Coupe -9%
Subcompact -8%
Source: JATO Dynamics

 2011 2010 units chg. % chg
Mitsubishi I-Miev 2,604 97 +2,507 +2585.0%
Peugeot Ion 1,913 33 +1,880 +5697.0%
Citroen C-Zero 1,820 35 +1,785 +5100.0%
Nissan Leaf 1,727 36 +1,691 +4697.0%
Smart ForTwo Ed 946 338 +608 +179.9%
Renault Fluence Z.E. 536 13 +523 +4023.1%
Think City 418 629 -211 -33.5%
Bollore Bluecar 399 0 +399 
Mia Electric Mia 248 0 +248 
Tesla Roadster 224 151 +73 +48.3%
Total 10,835 1,332 +9,503 +713.4%

ELECTRIC CARS
Despite a sevenfold sales increase to 10,835, electric 
cars accounted for just 0.075 percent of Europe’s 
total volume of 14.2 million last year. The top-
selling electric car in Europe was the Mit-
subishi i-MiEV (shown) model, followed 
by sister models, the Citroen C-Zero and 
Peugeot iOn. The three cars accounted 
for 58 percent of the segment’s sales. 
The Nissan Leaf, the 2011 European Car of 
the Year, finished No. 4 with 1,727 sales. 
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 2011 2010 units chg. % chg
Fiat Panda 189,524 235,058 -45,534 -19.4%
Fiat 500 156,146 171,903 -15,757 -9.2%
Renault Twingo 134,166 150,013 -15,847 -10.6%
Toyota Aygo 88,754 83,172 +5,582 +6.7%
Peugeot 107 86,012 106,605 -20,593 -19.3%
Citroen C1 82,939 101,988 -19,049 -18.7%
Ford Ka 73,669 93,684 -20,015 -21.4%
Hyundai i10 72,770 90,167 -17,397 -19.3%
Chevrolet Matiz/Spark 65,669 75,071 -9,402 -12.5%
Smart ForTwo 62,539 68,779 -6,240 -9.1%
Total 1,163,914 1,392,786 -228,872 -16.4%
Segment total includes: Kia Picanto, Suzuki Alto, Suzuki Splash, Nissan Pixo, Volkswagen Fox, 
Toyota IQ, Volkswagen Up, Daihaitsu Cuore/Charade, DR Motor Company DR1, Skida Citigo, Seat 
Mii, Fiat Seicento

MINICAR
Fiat maintained its dominance of the minicar segment 

with the Panda (shown) on top and the 500 at No. 
2. For the first time, the Toyota Aygo outsold 

its sister models, the Peugeot 107 and Cit-
roen C1. PSA and Toyota build the three 
minicars in a joint factory located in Kolin, 
near Prague, in the Czech Republic.

 2011 2010 units chg. % chg
Ford Fiesta 374,686 427,062 -52,376 -12.3%
Volkswagen Polo 373,230 362,676 +10,554 +2.9%
Opel/Vauxhall Corsa 329,675 334,446 -4,771 -1.4%
Renault Clio 304,611 348,609 -43,998 -12.6%
Peugeot 207 excl. cc 227,578 289,382 -61,804 -21.4%
Fiat Punto 225,261 278,732 -53,471 -19.2%
Citroen C3 182,213 230,307 -48,094 -20.9%
Skoda Fabia 167,737 159,426 +8,311 +5.2%
Seat Ibiza 163,927 157,881 +6,046 +3.8%
Toyota Yaris 142,080 162,891 -20,811 -12.8%
Total 3,364,219 3,647,747 -283,528 -7.8%
Segment total includes: Nissan Juke, Peugeot 206+, Hyundai i20, Nissan Micra excl. C+C, Dacia 
Sandero, Citroen DS3, Suzuki Swift, Honda Jazz, Dacia Logan, Chevrolet Kalos/ Aveo, Renault 
Symbol/Thalia, Mazda2, Kia Rio, Mitsubishi Colt excl. CZC, Daihatsu Sirion, Tata Indica, Hyundai 
Getz, Subaru Justy, Fiat Palio, Honda City, Daihatsu Materia, Chery A1, Tata Indigo, DR Motor 
Company DR2, Lada 118/119/Kalina, Proton Savvy, Citroen C2, Peugeot 1007, Seat Cordoba

SUBCOMPACT
The Ford Fiesta (shown), down 12 percent, edged the 

Volkswagen Polo, up 3 percent, by just 1,456 
units last year compared with a 64,386-unit 
victory in 2010. Overall, Europe’s largest 
segment shrank 8 percent to 3.36 million 
units. 

 2011 2010 units chg. % chg
Volkswagen Golf excl. cabrio 484,956 497,564 -12,608 -2.5%
Ford Focus excl. coupé-cabrio 309,533 283,120 +26,413 +9.3%
Opel/Vauxhall Astra    
excl. GTC, Twintop 298,458 279,044 +19,414 +7.0%
Nissan Qashqai 218,077 215,113 +2,964 +1.4%
Renault Megane    
excl. coupé, cabrio 206,797 218,192 -11,395 -5.2%
Skoda Octavia 190,895 179,719 +11,176 +6.2%
Peugeot 308 excl. CC 142,425 164,668 -22,243 -13.5%
Peugeot 3008 116,172 117,142 -970 -0.8%
Citroen C4 114,127 72,057 +42,070 +58.4%
Hyundai i30 103,637 116,658 -13,021 -11.2%
Total 3,039,811 3,039,414 +397 +0.0%
Segment total includes: Toyota Auris, Volkswagen Golf Plus, Kia Ceed, Seat Leon, Skoda Yeti, Honda 
Civic, Renault Fluence Excl. Z.E., Chevrolet Cruze, Volkswagen Jetta, Fiat Linea, Mazda3, Fiat Bravo, 
Skoda Roomster, Toyota Corolla, Toyota Prius, Hyundai Accent, Citroen DS4, Opel Astra Classic, Mit-
subishi Lancer, Fiat Albea, Subaru Impreza, Jeep Compass, Honda Insight, Volkswagen Beetle Excl. 
Cabrio, Chevrolet Lacetti, Nissan Tiida, Proton Gen-2, Dodge Caliber, Volkswagen New Beetle Excl. 
Cabrio, Kia Cerato, Suzuki Sx4, Geely Fc, Opel/Vauxhall Ampera, Chevrolet Volt, Geely Ck, Martin 
Motors Mm520, Seat Toledo

COMPACT
For the fourth year in a row, the Volkswagen Golf 
(shown) was the best-selling compact in Europe, 
as well as the best-selling model overall. Sales 
of the sixth-generation Golf, which debuted in 
2008, fell 2 percent to 484,954, which is typi-
cal for a model that is nearing the end of its product 
life cycle. VW plans to debut the seventh-generation Golf at the Paris auto show.

LARGE
The Skoda Superb’s (shown) share of the large-car segment grew 
to 70 percent in 2011 from 67 percent in 2010. The only 
other large cars to top the 10,000-unit plateau 
in Europe last year were the Japan-built Subaru 
Legacy/Outback and the South Korea-made Re-
nault Latitude.

 2011 2010 units chg. % chg
Volkswagen Passat 246,423 168,896 +77,527 +45.9%
Opel/Vauxhall Insignia 139,395 136,609 +2,786 +2.0%
Ford Mondeo 86,474 96,939 -10,465 -10.8%
Peugeot 508 85,853 729 +85,124 +11677.0%
Citroen C5 61,705 74,526 -12,821 -17.2%
Toyota Avensis 56,576 63,573 -6,997 -11.0%
Renault Laguna Excl. Coupé 44,509 43,889 +620 +1.4%
Mazda6 28,496 39,030 -10,534 -27.0%
Volkswagen CC 23,604 23,713 -109 -0.5%
Seat Exeo 21,427 24,455 -3,028 -12.4%
Total 831,276 733,067 +98,209 +13.4%
Segment total includes: Honda Accord, Hyundai i40, Hyundai Elantra, Peugeot 407 Excl. 
Coupé, Suzuki Kizashi, Citroen DS5, Fiat Croma, Emgrand Ec7, Chevrolet Nubira, Lada Priora, 
Kia Optima, Chrysler Sebring Excl. Cabrio, Dodge Avenger, Opel/Vauxhall Vectra, Brilliance 
BS4, Nissan Primera

MID-SIZED
A restyled body and revised powertrains boosted 
sales of the Volkswagen Passat (shown) by 
46 percent to 246,423, broadening its lead 
over the Opel/Vauxhall Insignia to more than 
107,000 from 32,287 in 2010. The mid-
sized segment grew a 13 percent to 831,276 
in an overall market that was flat.

 2011 2010 units chg. % chg
Renault Megane Coupé 33,766 44,545 -10,779 -24.2%
Volkswagen Scirocco 26,694 35,354 -8,660 -24.5%
Peugeot RCZ 15,643 11,863 +3,780 +31.9%
Opel/Vauxhall Astra GTC 9,367 24,496 -15,129 -61.8%
Renault Laguna Coupé 5,194 6,177 -983 -15.9%
Honda CR-Z 4,361 5,704 -1,343 -23.5%
Hyundai Veloster 2,949 3 +2,946 
Hyundai Genesis Coupé 1,649 107 +1,542 +1441.0%
Peugeot 407 Coupé 955 1,442 -487 -33.8%
Ford Mustang Excl. Cabrio 731 549 +182 +33.2%
Total 101,864 130,815 -28,951 -22.1%
Segment total includes: Chevrolet Camaro Excl. Cabrio, Hyundai Coupe

COUPE
Sales of Europe’s two best-selling coupes, the Renault Megane (shown)  and 
the Volkswagen Scirocco, declined by about 25 percent, pushing the seg-
ment down by 22 percent to 101,864 vehicles. The Megane coupe won 
the segment, the Scirocco was second and the Peugeot 
RCZ finished No. 3 because of a 32 percent increase 
in sales compared with 2010. The segment’s sales 
are extremely sensitive to new products, going 
from a low of 18,106 in 2007 to a 130,815 peak 
in 2010.

 2011 2010 units chg. % chg
Skoda Superb 56,527 49,366 +7,161 +14.5%
Subaru Legacy/Outback 11,866 15,676 -3,810 -24.3%
Renault Latitude 10,745 268 +10,477 +3909.0%
Citroen C6 885 1,356 -471 -34.7%
Chevrolet Epica 529 2,202 -1,673 -76.0%
Hyundai Sonata 210 1,974 -1,764 -89.4%
Kia Magentis 109 819 -710 -86.7%
Peugeot 607 94 1,221 -1,127 -92.3%
Hyundai Genesis Excl. Coupé 31 30 +1 +3.3%
Kia Opirus 27 72 -45 -62.5%
Total 81,073 73,333 +7,740 +10.6%
Segment total includes: Honda Legend, Toyota Camry, Hyundai Grandeur/Azera, Renault Vel Satis
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 2011 2010 units chg. % chg
Renault Scenic/Grand Scenic 161,015 185,938 -24,923 -13.4%
Ford C-Max/Grand C-Max 126,936 66,643 +60,293 +90.5%
Volkswagen Touran 118,785 94,408 +24,377 +25.8%
Citroen C4 Picasso/    
Grand C4 Picasso 104,579 118,988 -14,409 -12.1%
Peugeot 5008 69,834 71,424 -1,590 -2.2%
Opel/Vauxhall Zafira 69,670 90,687 -21,017 -23.2%
Toyota Verso 39,251 38,995 +256 +0.7%
Seat Altea 38,238 42,133 -3,895 -9.2%
Chevrolet Orlando 20,166 45 +20,121 
Mazda5 18,204 18,154 +50 +0.3%
Total 781,672 768,517 +13,155 +1.7%
Segment total includes: Citroen Xsara Picasso, Nissan Nv200/Evalia, Opel/Vauxhall Zafira Tourer, 
Kia Carens, Fiat Multipla, Toyota Corolla Verso, Chevrolet Rezzo/Tacuma, Honda FR-V

MEDIUM MINIVAN
Despite a 13 percent sales decline to 161,015, 
the Renault Scenic/Grand Scenic (shown) con-
tinued to lead the segment it created in 1996. 
The new Ford C-Max/Grand C-Max almost dou-

bled sales to 126,936, but it was not enough to 
overtake the Scenic.

 2011 2010 units chg. % chg
Volkswagen Caddy 57,374 42,699 +14,675 +34.4%
Citroen Berlingo 46,858 53,864 -7,006 -13.0%
Renault Kangoo 35,815 39,119 -3,304 -8.4%
Peugeot Partner/Ranch 35,600 40,147 -4,547 -11.3%
Fiat Fiorino/Qubo 20,014 24,705 -4,691 -19.0%
Fiat Doblo 16,566 19,625 -3,059 -15.6%
Citroen Nemo 7,757 11,994 -4,237 -35.3%
Peugeot Bipper 7,669 10,806 -3,137 -29.0%
Opel/Vauxhall Combo/    
Combo Tour 1,228 6,096 -4,868 -79.9%
Ford Transit Connect/
Tourneo Connect 559 3,209 -2,650 -82.6%
Total 229,440 252,264 -22,824 -9.0%

CAR-DERIVED VAN
The VW Caddy (shown) clawed its way to the top of 
the car-derived van segment with a 34 percent 
increase to 57,374. For years, the Renault 
Kangoo and Citroen Berlingo dominated 
the segment, which last year declined by 9 
percent to 229,440 vehicles as an increas-
ing number of buyers switched to more-
refined, similar-sized small minivans.

 2011 2010 units chg. % chg
Ford S-Max 47,429 45,797 +1,632 +3.6%
Volkswagen Sharan 46,081 16,084 +29,997 +186.5%
Mercedes Vito/Viano 28,887 18,354 +10,533 +57.4%
Ford Galaxy 27,304 24,187 +3,117 +12.9%
Seat Alhambra 17,076 8,395 +8,681 +103.4%
Renault Espace/Grand Espace 15,208 15,971 -763 -4.8%
Fiat Freemont 13,652 0 +13,652 
Peugeot 807 6,127 5,496 +631 +11.5%
Citroen C8 5,377 5,373 +4 +0.1%
Lancia/Chrysler Voyager 4,601 5,645 -1,044 -18.5%
Total 218,555 163,659 +54,896 +33.5%
Segment total includes: Hyundai H-1/Starex/Satellite, Kia Carnival/Sedona, Dodge Journey, 
Ssangyong Rodius/Stavic, Mitsubishi Grandis, Lancia Phedra, Fiat Ulysse, Subaru Tribeca

LARGE MINIVAN
The new VW Sharan increased sales 186 percent to 46,081 

but it still finished 1,348 units behind the Ford S-
Max (shown), which has been the top-selling 

large minivan since 2007. After three 
years of decline, the segment grew 

by 33 percent last year to 218,555 
vehicles, but it remains far from its 
2007 peak of 300,000.

 2011 2010 units chg. % chg
Dacia Duster 145,454 61,952 +83,502 +134.8%
Suzuki SX4 36,807 37,111 -304 -0.8%
Fiat Sedici 14,761 16,383 -1,622 -9.9%
Suzuki Jimny 12,805 17,299 -4,494 -26.0%
Toyota Urban Cruiser 6,944 14,094 -7,150 -50.7%
Daihatsu Terios 4,924 9,102 -4,178 -45.9%
Ssangyong Korando 4,807 327 +4,480 +1370.0%
Lada Niva/Taiga 3,167 3,985 -818 -20.5%
Mahindra Thar 57 27 +30 +111.1%
Total 229,726 160,280 +69,446 +43.3%

SMALL SUV
The Dacia Duster (shown) had a commanding 63 percent 
share of the small SUV segment in 2011. Sales of 
the low-cost model from Renault’s 
Romanian subsidiary increased 
by 135 percent to 145,454. The 
Duster’s surge is largely respon-
sible for the segment’s overall 
growth of 43 percent to a new 
annual peak of 229,726.

 2011 2010 units chg. % chg
Peugeot 207CC 18,299 20,377 -2,078 -10.2%
Smart ForTwo Cabrio 15,268 13,909 +1,359 +9.8%
Peugeot 308CC 13,911 16,592 -2,681 -16.2%
Volkswagen EOS 11,861 11,297 +564 +5.0%
Renault Megane Coupé-Cabrio 11,819 8,283 +3,536 +42.7%
Volkswagen Golf Cabrio 9,574 6 +9,568 
Mazda MX-5 8,071 10,229 -2,158 -21.1%
Renault Wind 6,748 4,063 +2,685 +66.1%
Ford Focus Coupé-Cabrio 697 4,769 -4,072 -85.4%
Volkswagen New Beetle Cabrio 438 4,070 -3,632 -89.2%
Total 97,835 103,060 -5,225 -5.1%
Segment total includes: Opel/Vauxhall Astra Twintop, Citroen C3 Pluriel, Chevrolet Camaro, 
Daihatsu Copen, MG TF, Chrysler Sebring Cabrio, Opel/Vauxhall Tigra Twintop, Opel GT, Nissan, 
Micra C+C, Mitsubishi Colt CZC

ROADSTER
The Peugeot 207CC (shown) continued the French automaker’s 
dominance of the roadster segment in 2011. In the past, the seg-

ment has also been topped by the 206CC as well as the 
larger 307CC and 308CC. Europeans’ appetite 

for roadsters has been sliding since peaking at 
255,171 sales in 2007. The total for the seg-
ment last year was just 97,835 roadsters.

 2011 2010 units chg. % chg
Opel/Vauxhall Meriva 127,508 104,557 +22,951 +22.0%
Citroen C3 Picasso 65,102 76,500 -11,398 -14.9%
Renault Modus/Grand Modus 48,302 50,276 -1,974 -3.9%
Hyundai IX20 47,116 4,009 +43,107 +1075.0%
Kia Venga 41,389 34,663 +6,726 +19.4%
Nissan Note 35,634 45,451 -9,817 -21.6%
Opel/Vauxhall Agila 28,352 33,811 -5,459 -16.1%
Toyota Verso-S 20,594 0 +20,594 
Ford Fusion 18,969 36,355 -17,386 -47.8%
Kia Soul 11,734 15,438 -3,704 -24.0%
Total 455,040 414,513 +40,527 +9.8%
Segment total includes: Fiat Idea, Subaru Trezia, Nissan Cube, Hyundai Matrix

SMALL MINIVAN
The Opel/Vauxhall Meriva (shown) strengthened its lead in the small 

minivan segment because of a 22 percent sales increase 
last year. Opel sold nearly twice as many Merivas 

as the Citroen C3 Picasso. The Hyundai ix20 
and Kia Venga made strong debuts last year, 
pushing up the segment’s overall sales 10 
percent to a new peak of 455,040.
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 2011 2010 units chg. % chg
Mini (Hatchback,Clubman,     
Cabrio. Roadster, Coupe) 116,041 129,286 -13,245 -17.6%
Audi A1 97,542 25,077 +72,465 +289.0%
Lancia/Chrysler Ypsilon 61,759 49,313 +12,446 +25.2%
Alfa Romeo Mito 40,271 51,672 -11,401 -22.1%
Lancia Musa 16,393 25,001 -8,608 -34.4%
Aston Martin Cygnet 256 0 +256 
Total 332,262 280,349 51,913 +18.5%

ENTRY PREMIUM
Despite an 18 percent decline to 116,041 units, 
BMW’s Mini (shown -- hatchback, Clubman, 
Cabrio, roadster and Coupe) sales kept the 
lead in the entry-premium segment, where 
the new Audi A1 is becoming a strong con-
tender. In its first full year on the market, 
with a sole body style, Audi sold 97,542 
units of the A1. Strong demand for the A1 
helped the overall segment grow by 18 percent to 332,262 vehicles last year.

 2011 2010 units chg. % chg
Mercedes C-Class Excl. Coupé 163,308 151,503 +11,805 +7.8%
Audi A4/S4/RS4 Excl. Cabrio 161,785 172,007 -10,222 -5.9%
BMW Series 3     
Excl. Coupé & Cabrio 136,193 152,899 -16,706 -10.9%
Volvo V50 41,222 49,275 -8,053 -16.3%
Lexus Ct 16,063 0 +16,063 
Volvo S40 10,414 13,900 -3,486 -25.1%
Alfa Romeo 159 10,334 14,872 -4,538 -30.5%
Saab 9-3 Excl. Cabrio 8,658 13,127 -4,469 -34.0%
Lexus IS Excl. Cabrio 3,667 5,774 -2,107 -36.5%
Alpina D3 Excl. Coupé & Cabrio 128 92 +36 +39.1%
Total 552,052 574,757 -22,705 -4.0%
Segment total includes: Infiniti G Excl. Coupé & Cabrio, Alpina B3 Excl. Coupé & Cabrio, Cadillac 
BLS, Jaguar X-Type

MID-SIZED PREMIUM
The Mercedes C Class (shown) rose to No. 1 in 
the mid-sized premium segment last year 
from third place in 2010. Mercedes 
sold 1,523 more C class models 
than the Audi A4. The BMW 3 
series was third. The three Ger-
man models accounted for 84 
percent of the segment’s total 
2011 sales.

 2011 2010 units chg. % chg
Volkswagen Tiguan 118,324 107,849 +10,475 +9.7%
Hyundai IX35 75,006 47,756 +27,250 +57.1%
Ford Kuga 68,725 73,055 -4,330 -5.9%
Kia Sportage 68,574 29,599 +38,975 +131.7%
Mitsubishi ASX 48,855 21,124 +27,731 +131.3%
Toyota RAV4 43,777 50,897 -7,120 -14.0%
Honda CR-V 36,324 38,926 -2,602 -6.7%
Chevrolet Captiva 23,962 25,728 -1,766 -6.9%
Mitsubishi Outlander 17,805 21,676 -3,871 -17.9%
Renault Koleos 16,791 13,786 +3,005 +21.8%
Total 613,494 546,450 +67,044 +12.3%
Segment total includes: Suzuki Grand Vitara, Subaru Forester, Kia Sorento, Mazda Cx-7, Nissan 
X-Trail, Opel/Vauxhall Antara, Jeep Wrangler, Citroen C-Crosser, Peugeot 4007, Jeep Patriot, Land 
Rover Defender, Ssangyong Kyron, Chery Tiggo, DR Motor Company DR5, Ssangyong Actyon, Tata 
Safari, Dodge Nitro, Great Wall Hover, Hyundai Tucson, Mahindra Goa, Dr Motor Company DR3

MEDIUM SUV
The VW Tiguan (shown) was Europe’s top-selling medium 
SUV for the fourth year in a row. The German champion 
has more competition in the class with the addi-
tion of the Hyundai ix35, which rose to second 
place in 2011 from fourth in 2010, and the 
Kia Sportage, which finished just 151 sales 
behind the Ford Kuga for the No. 3 spot.

 2011 2010 units chg. % chg
Audi A3/S3/RS3 Excl. Cabrio 137,253 166,724 -29,471 -17.7%
BMW 1 series  106,923 117,422 -10,499 -8.9%
Mercedes A-Class 87,920 106,734 -18,814 -17.6%
Alfa Romeo Giulietta 78,500 33,015 +45,485 +137.8%
Mercedes B-Class 64,136 82,631 -18,495 -22.4%
Mini Countryman 53,597 12,362 +41,235 +333.6%
Lancia/Chrysler Delta 18,866 23,359 -4,493 -19.2%
Volvo C30 15,413 24,144 -8,731 -36.2%
Alfa Romeo 147 447 5,806 -5,359 -92.3%
Total 563,055 572,197 -9,142 -1.6%

COMPACT PREMIUM
Despite an 18 percent sales decline, the Audi A3 (shown) continued to dominate the 

BMW 1 series in the compact premium segment. The 
top three models suffered declines between 9 

percent and 18 percent, contributing to 
overall compact premium sales declining 
2 percent.

 2011 2010 units chg. % chg
BMW 5 series  143,361 109,951 +33,410 +30.4%
Mercedes E-Class Excl.     
Coupé & Cabrio 98,684 106,551 -7,867 -7.4%
Audi A6/S6/RS6 84,820 69,917 +14,903 +21.3%
Volvo V70/XC70 49,534 57,647 -8,113 -14.1%
Volvo V60 45,501 4,405 +41,096 +932.9%
Audi A5/S5 Sportback 37,533 41,155 -3,622 -8.8%
Volvo S60 23,993 11,108 +12,885 +116.0%
Mercedes CLS-Class 17,320 3,980 +13,340 +335.2%
Jaguar XF 16,661 20,259 -3,598 -17.8%
Volvo S80 5,262 7,190 -1,928 -26.8%
Total 527,723 442,625 +85,098 +19.2%
Segment total includes: Saab 9-5, Lancia Thema/Chrysler 300, Lexus GS, Cadillac CTS, Alpina B5

LARGE PREMIUM
The BMW 5 series (shown) 
strengthened its lead in the 
large premium segment, which 
grew 20 percent. The sales surge 
meant the nearly as many large-
premium models were sold in 
Europe last year as mid-sized 
premium cars at 552,052 units.

 2011 2010 units chg. % chg
Hyundai Santa Fe 13,557 13,837 -280 -2.0%
Mitsubishi Pajero/
Montero/Shogun 7,223 6,938 +285 +4.1%
Jeep Grand Cherokee 6,618 4,082 +2,536 +62.1%
Nissan Pathfinder 4,257 2,823 +1,434 +50.8%
Nissan Murano 3,105 1,946 +1,159 +59.6%
Jeep Cherokee/Liberty 1,778 2,283 -505 -22.1%
Great Wall Hover 5 1,675 295 +1,380 +467.8%
Hyundai Ix55/Veracruz 1,339 1,727 -388 -22.5%
Ssangyong Rexton 602 1,480 -878 -59.3%
Ford Ranger 516 544 -28 -5.1%
Total 41,414 37,560 +3,854 +10.3%
Segment total includes: Mazda CX-9, Dodge Durango, Ford Explorer, Iveco Massif, Shuanghuan 
CEO, Jeep Commander, Katay Victory, Nissan Patrol

LARGE SUV
The Hyundai Santa Fe (shown) kept a comfortable 

lead in a large SUV segment which, despite 
10 percent growth, still accounted for 
just 41,414, a big decline from a peak of 
126,500 in 2007. When it comes to large 
SUVs, European buyers prefer premium 
brands as sales of large high-end SUVs 

nearly topped 200,000.
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 2011 2010 units chg. % chg
Mercedes SLK-Class 17,687 8,742 +8,945 +102.3%
Mercedes E-Class Cabrio 14,429 12,866 +1,563 +12.1%
BMW 1 series Cabrio 13,254 14,909 -1,655 -11.1%
BMW 3 series Cabrio 12,619 14,112 -1,493 -10.6%
Audi A5/S5 Cabrio 11,558 12,544 -986 -7.9%
Audi A3 Cabrio 10,666 11,305 -639 -5.7%
BMW Z4 9,386 12,999 -3,613 -27.8%
Porsche 911 Cabrio 4,568 4,236 +332 +7.8%
Audi TT Roadster 4,528 4,357 +171 +3.9%
Volvo C70 4,092 4,667 -575 -12.3%
Total 115,029 115,191 -162 -0.1%
Segment total includes: Porsche Boxster, BMW Series 6 Cabrio, Saab 9-3 Cabrio, Mercedes SL-
Class, Jaguar XK Cabrio, Alfa Romeo Spider, Nissan 370Z Cabrio, Maserati Grancabrio, Lexus 
IS Cabrio, Lotus Elise, Infiniti G Cabrio, Chevrolet Corvette Cabrio, Alpina B3 Cabrio, Mercedes 
CLK-Class Cabrio, Audi A4/S4/RS4 Cabrio

PREMIUM ROADSTERS
By boosting 2011 sales of the SLK (shown) by 102 per-
cent to 17,687 and increasing sales of the 
E class 12 percent to 14,429, Mercedes 
took the No. 1 and No. 2 positions in 
the premium roadster segment last year, 
dethroning BMW. Overall, the segment 
was flat at 115,029 units.

 2011 2010 units chg. % chg
Ferrari 458 1,332 934 +398 +42.6%
Bentley Continental GT/GTC 1,295 1,176 +119 +10.1%
Audi R8 1,272 1,625 -353 -21.7%
Ferrari California 865 1,374 -509 -37.0%
Aston Martin V8/V12 Vantage 845 965 -120 -12.4%
Aston Martin Rapide 461 459 +2 +0.4%
Rolls-Royce Ghost 325 349 -24 -6.9%
Ferrari 599 320 347 -27 -7.8%
Aston Martin DBS 318 447 -129 -28.9%
Lamborghini Gallardo 317 355 -38 -10.7%
Total 9,178 9,885 -707 -7.2%
Segment total includes: Maserati Quattroporte, Bentley Mulsanne, Ferrari FF, Aston Martin DB9, 
Aston Martin Virage, Bentley Continental Flying Spur, Rolls-Royce Phantom, Lamborghini Aven-
tador, Ferrari Other, Maybach, Mclaren MP4-12C, Mercedes SLR Mclaren, Ferrari F430, Aston 
Martin One-77, Lexus LFA, Ferrari 612, Bugatti Veyron, Lamborghini Murcielago, Dodge Viper/
SRT-10, Bentley Azure, Bentley Arnage, Aston Martin Vanquish, Bentley Brooklands

EXOTICS
The Ferrari 458 Italia (shown) prevailed over the Bentley 

Continental GT/GTC and Audi R8 in the tightest battle 
for leadership in any segment. Last year, the difference 
between No. 1 and No. 3 in the exotics segment in Eu-

rope was just 60 sales. Overall, the segment declined 7 
percent to 9,178 vehicles.   

 2011 2010 units chg. % chg
Audi A7 18,306 3,121 +15,185 +486.5%
Mercedes S-Class 9,867 10,724 -857 -8.0%
BMW 7 series 9,471 9,811 -340 -3.5%
Audi A8/S8 9,172 8,192 +980 +12.0%
Porsche Panamera 7,480 6,627 +853 +12.9%
Jaguar XJ 3,716 3,613 +103 +2.9%
Volkswagen Phaeton 2,943 2,163 +780 +36.1%
Infiniti M 618 150 +468 +312.0%
Lexus LS 188 379 -191 -50.4%
Alpina B7 17 24 -7 -29.2%
Total 61,782 44,859 +16,923 +37.7%
Segment total includes: Cadillac STS

UPPER PREMIUM
The arrival of the Audi A7 (shown) has shaken 
up the upper-premium segment, which for 
years was a three-car battle between the 
BMW 7 series, Mercedes S class and 
Audi A8. Audi sold twice as many A7s 
as its nearest competitor in the seg-
ment. The A7’s arrival is the reason 
the overall segment grew 38 percent to 
61,782 last year.

 2011 2010 units chg. % chg
Audi A5/S5 Coupé 17,940 22,077 -4,137 -18.7%
BMW 3 series Coupé 17,336 20,254 -2,918 -14.4%
Mercedes E-Class Coupé 16,790 21,910 -5,120 -23.4%
Mercedes C-Class Coupé 14,471 94 +14,377 
BMW Series 1 Coupé 14,059 14,143 -84 -0.6%
Audi TT Excl. Roadster 12,367 13,040 -673 -5.2%
Porsche 911 Excl. Cabrio 6,985 7,810 -825 -10.6%
Mercedes CLC-Class 2,174 9,952 -7,778 -78.2%
Porsche Cayman 1,971 2,020 -49 -2.4%
Mercedes SLS AMG 1,683 1,576 +107 +6.8%
Total 113,959 125,085 -11,126 -8.9%
Segment total includes: BMW Series 6 Coupé, Jaguar XK Excl. Cabrio, Nissan 370Z Coupé, Mer-
cedes CL-Class, Nissan GT-R, Maserati Granturismo, Lotus Evora, Alfa Romeo Brera, Chevrolet 
Corvette Coupé, Alfa Romeo Gt, Mazda RX-8, Infiniti G Coupé, Lotus Exige, Alpina B3 Coupé, 
Mercedes CLK-Class Coupé, Alpina D3 Coupé, Alpina B6 Coupé

 2011 2010 units chg. % chg
BMW X1 82,609 77,462 +5,147 +6.6%
Audi Q5 65,352 65,634 -282 -0.4%
Bmw X3 60,496 22,297 +38,199 +171.3%
Volvo XC60 51,114 44,832 +6,282 +14.0%
Mercedes GLK-Class 30,381 27,063 +3,318 +12.3%
Land Rover Freelander 24,103 29,325 -5,222 -17.8%
Land Rover Range Rover Evoque 12,113 0 +12,113 0
Audi Q3 7,718 1 +7,717 
Infiniti EX 494 356 +138 +38.8%
Hummer H3 47 228 -181 -79.4%
Total 334,427 267,198 +67,229 +25.2%

 2011 2010 units chg. % chg
BMW X5 26,728 29,034 -2,306 -7.9%
Volkswagen Touareg 23,887 15,877 +8,010 +50.5%
Mercedes M-Class 19,639 20,975 -1,336 -6.4%
Porsche Cayenne 17,968 13,507 +4,461 +33.0%
Land Rover Range Rover Sport 17,454 18,635 -1,181 -6.3%
BMW X6 14,882 17,134 -2,252 -13.1%
Volvo XC90 13,163 14,691 -1,528 -10.4%
Audi Q7 12,862 12,420 +442 +3.6%
Land Rover Discovery 12,359 13,381 -1,022 -7.6%
Toyota Landcruiser 10,967 12,369 -1,402 -11.3%
Total 195,521 193,866 +1,655 +0.9%
Segment total includes: Land Rover Range Rover, Lexus RX, Mercedes R-Class, Mercedes GL-
Class, Infiniti FX, Mercedes G-Class, Cadillac Escalade, Cadillac SRX, Hummer H2

PREMIUM COUPE
The Audi A5 (shown) finished first in a tight race with the BMW 3 series and the 
Mercedes E class in the premium coupe segment. The bad news is that all three 

models suffered double-digit sales declines 
last year, pulling the overall segment down 
9 percent to 113,959. On a positive note, 
the new Mercedes C-class coupe finished 
its first full year of sales at No. 4 in the 

segment.

PREMIUM MEDIUM SUV
Sales of the BMW X1 (shown) rose almost 
7 percent, reinforcing the model’s lead over 
the Audi Q5. The BMW X3 finished third, 
with volume up 171 percent. Overall, sales 
in the premium medium SUV segment were 
strong, increasing by just over 25 percent.

PREMIUM LARGE SUV
Sales of the new VW Touareg increased by 50 
percent, but this was not enough to attack 
the leadership of the BMW X5 (shown), 
whose sales fell 8 percent. The new Por-
sche Cayenne got off to a good start, 
with sales up by a third. However, most 
models in the segment suffered sales 
declines and overall volume was flat.
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