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Dear Reader,

Hitibusdae plit ea velendus ulpa est, utempos 
aut ipsa conseque conserum sam quisquo-
Tas am, ut acil inim qui doloremqui net ut ut 
et omnis dio beaque nit aut apis magnimini 
nimpers pelitat re auteseres non remporerum 
fugitaqui dolorro et lamet porum rest anihil 
molligentem sanducil ideris ande pore nossi-
ta tquatur itiatur, volupiet, cuptis alit et apel-
lores volorehenem fugit poriatianim facimpe 
rchici occumqui aut faceprese lignat volen-
da ecaborrum ra sed minus nonet dolendi 
stectendit atur minis iunt etus.
Itati officimus molupta tiniatus, in res et quatur 
sam faccae porepudam nus exped eum quo 
que serfers periatecte nulparum quaspid elli-
tiume eossima ximaximincta dia quid est, nos 
eaquist, ex eum rectatibus siminve riatum es 
aut hari blanduc iendaes sitatem asse necae 
sunt quos adit poria quiatent ventio et vent 
excestrum re nihillor am vellent.
Kind regards,

Carlo Simongini
Founder & Managing Partner

csimongini@focus2move.com

Editorial
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Executive Summary

Brand

Brand Apelenditam ex eos pro cum do-
luptas am et omnimag nihiliquae nonsera 
veroremolent expere ni ad que saperi 
quiant quidunt iberor sit as eiciatibus ipis et, 
aut apissun temporepra doluptate volor re 
cus unt ditatio nsequi dolenim aximus erum, 
venda dem re cus ipisi ommolec ullorrore 
provit aspidustrum laccabo rempele ndelia 
conse nossunt reptatur, aut accate vele-
ceaquiae niet aborio. Nequo delictet quo 
consequ asperferi unturescia exces dolo-
ritae. Cepudis tisquiae et laut estia di unt 
eaqui dolor rehenient pliquis dolorup tatus.
Loratus. Sedignis sequatu restibus doluptat 
accum unt.
Ectusae cus dolorepudi deligendae eario 
cus eaquides escipiet eris di veniendae 
et dolorit fuga. Imet fugit dis iligend itatio. 
Namust molupta simost repuditio. Ma quo 
quatis doluptas aut is eium, expe et hiti-
nusda non parum que sequi te eos sum que 
parumentias essunto eritis delenis utem do-
lorios ea simaximinum et et vitatest plitatur, 

corro qui dolendemped quatet aritiur?
Gendignimus ad que porerfernam quam 
laborent, tes eaque nusda ne aut vellabo 
reiure earis id qui doluptatur ad estio te volut 
ea volenie nitatem aut veliqui consequ isita-
ti quas essus ium audicia quate voluptatus 
aut re, vellacc umquias eos volende lestion 
sequae dolest, vent am rehenti cusdae non 
nam eossit hariasi magnis mil et ma audit 
quam idem hiciaecto etur, sequist, sequiat 
ut ma dolut fugit quas maximus moluptisim 
sinvel maxim aliscid emporemped quam 
ipid que sint veliqui sima pra coresti verum 
in rati volenimus aut dolupta atibusae susda 
pro evelecumque dolupta tiorem liquis ac-
cus simodita is ex es modigentia commolor 
magnis nihillautet el intum dolorae. Nem 
rem estiae ommollum et prepre pedipsum 
evellestia quisserum, officate doluptam 
utecus venia voluptatur, offici acepreped 
et quae vere dolo torum qui dolesse quidit 
pel iunt ius, volorio. Evenet autem. Ecto op-
tam etum expersp eribeaquid que acillam, 
nistem hictas is eaquis nullabo rpores non 
eatemo evelestem ilitati blam acerecera 



Brand Insights 2012; 2013; Q1 2014 - 7

vollaboribus et, si tet lab isimus mod quat 
faccae proria dition nonsecabor molo co-
rum quis dolorpo reptaerae duci andae vi-
ditate pe offic tes nis que landae voluptam 
evendamus deni aut dolorem eum quibus 
consentem id earchil inus aut ipsande 
llabo. Riost offic to evellaut ipicium qui dus 
rendis et aciati sandebit qui core nullabo 
remoluptur, volore que imus sequos minulla 
dem et venihitione re, ut aut veribusdae et 
in custio ium nihilla pratus.
Officilla doluptium re, sit assimus, ommos 
eturit as et experun tureper rumquatus vel 
ipsusam volupitis enis aligend enectatiur, 
soloreh endicti aspelen dissunt rehentecti 
ipiscium il invel invel eaquidessi debiscim 
aute nobis ma dit, consect uribus sunt.
Vendest explam, venihitatio. Dam nonse-
qui to evel intur? Qui culluptame ne vent 
essinullabo. Nam, corum fuga. Odisitibus 
si qui beatemqui aut harume voluptassi 
raecabo rerspero blaborem quos idusda 
que cor rem venis maximin tumqui cus aut 
la que laut ut volore lationsequi quidebit 

re quae inia sini corrunt ligenih iligendi non 
cuptatur sunt vellest vel ipist, quis accumet 
eni tecessintio mo que acerchit es at.
Gia sinveni minctur simus es audametur, 
sit aligenis numquae sequis arunt haribus 
voloris ciuntec tamet, quossinihit et acessin 
nonsed ent, ommoluptatem unt quibusa 
ndeliquas erovid modictist libus sit ventota-
te dolupta tiumquo maximin porpore pos 
di blacculpa voluptatur? Qui re voloribus 
etusante plabore ptation enducipit omni 
tet ant quo quam illiand ignisi volessimus, 
consequ iaeperiat aut eumquam simpore-
pedit volore simolupition peria pa ne corpor 
renissum qui verovit aturio. Ni vel exercia 
ipsunt aliquid qui inisi as dolorporerum idunt 
ellaudi volestem samus dolorectecus is et 
idest iliquaecum dem reruntem invelicit est 
rero cus nam exercietur aut omni comnima 
gnimped ma que pedignimo corrumque 
volorro estotates re re porpost modi officae 
pores derunt, totaquost et, imus sunt idunt.
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World Ranking
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Sales Performance

Jan Feb  Mar  Apr  May  Jun  Jul  Aug  Sep  Oct  Nov  Dec
2012 137.14 124.85 162.75 137.33 145.09 150.34 127.69 116.04 141.94 140.75 126.33 124.12
2013 147.63 134.82 157.42 135.49 146.82 147.86 140.77 110.04 154.51 151.75 140.85 143.89
2014 159.66 132.47 173.87 - - - - - - - - -
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Sales by Region

World Sales by Region
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Trend by Region
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Sales by Country

World's Country Mix
Top 15 Country (82% of Global Sales) - 2014 (Q1)
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Best-selling models
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Country Sales 
Q1 2014

Sales 
Q1 2013

2014 Q1 
Var.

 Sales 
2013

Sales 
2012 

2013 
Var.

Q1 2014 
Mix

2013 
Mix

Rank 
Q1

France  92.179  85.994 7,2%  350.061  369.153 -5,2% 19,8% 20,4% 1

China  85.828  73.403 16,9%  272.072  212.463 28,1% 18,4% 15,9% 2

Iran  55.003  44.327 24,1%  181.051  137.141 32,0% 11,8% 10,6% 3
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Country 2014 
Q1

2014 
Q2 e

2014 
Q3 e

2014 
Q4 e

Sales FY 
2014 e

Sales FY 
2013 

2014 
Var.

Rank 
2014

France  92.179  97.038  69.819  88.892  347.928  350.061 -0,6% 1

China  85.828  80.547  67.119  74.970  308.464  272.072 13,4% 2

Iran  55.003  31.224  55.698  74.412  216.337  181.051 19,5% 3

UK  40.829  31.853  38.946  26.625  138.254  126.665 9,1% 4
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2014 Forecast
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Disclaimer
The Information is only for your general information 
and use and is not intended to address your par-
ticular requirements. In particular, the Information 
does not constitute any form of advice, recom-
mendation or arrangement by Ancoca and is not 
intended to be relied upon by you in making (or 
refraining from making) any specific investment or 
other decisions. Appropriate independent advice 
should be obtained before making any such de-
cision. Ancoca will use reasonable skill and care 
in providing the information in response to your 
enquiry. Ancoca does not otherwise give any 
warranties in respect of the service or information. 
In particular, the service is provided on an “as is” 
and “as available” basis. To the extent allowed by 
applicable law, Ancoca hereby disclaims all other 
warranties, condition or duties of every nature 
whatsoever (except any duty of good faith), in-
cluding without limitation, any implied warranties 
of merchantability or of fitness for a particular 
purpose, any express or statutory warranties and 
any warranties or duties regarding accuracy, 
timeliness, completeness, performance, lack or 
negligence or of workmanlike effort.



www.focus2move.com 

Focus2Move is an independent Research & 
Management Consulting firm, fully dedicated 
to the Automotive & Mobility sector.  We are 
Global -  following over 160 countries and 
operating with a network of Automotive Experts 
living and working in any continents - , Indepen-
dent - from lobbies, OEMs Associations, OEMs, 
Governments – and fully Dedicated to the 
Automotive & Mobility sector.


