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Editorial

Dear Reader,
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Kind regards,
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Founder & Managing Partner
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Executive Summary
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World Ranking

World's Ranking Q1 2014
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Sales Performance
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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

Brand Best-selling models
Top 10 - 2014 (Q1)
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Top 30 Markets
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2014 Forecast by Market
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2014 Forecast

Brand Sales Volume 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
infended 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.



focus2move

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.
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