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With the economy recording low
growth rates and the automotive
industry still requiring government
incentives, economists and experts
estimate that the market directions
in 2013 are still uncertain. Make
investments may be the way to
good news in the future.
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and ExpoFenabrave 2013
CEOs of Volkswagen and
J.D. Power
confirm presence.
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Lapônia, Volvo truck
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editorial

Time to invest
Flavio Meneghetti
Chairman of Deliberative Council and Officer of Fenabrave

T

his edition of Dealer Magazine reflects the time we are living in and that give us signals
both to the uncertainties regarding the economy of the country – that reflect in our
industry, and, importantly, points out ways that, as well as highlights the cover story,
are focused on the investments necessary in order that this Nation grows and develops
and also the companies here installed.
Some of these investments are government functions, other corporative. Many
do not depend on us, Dealers, who do not command investments in infrastructure or
in the industrial production of this Country. However, I can say with absolute clarity
that, yes, there are investments that we need to assume in our industry.
Investments in staff training, sustainability projects, urban mobility and, especially, in
efficient and multifocused management, guiding our results
for activities other than the sale of new vehicles, as I said in the
last editorial of Dealer Magazine. At this time, there is a need
to invest so we can get bigger and better results and cash also in
second-hand vehicles, services, after-sale and F&I. And it is ours,
Dealers, the responsibility to make these investments.
But we must bear in mind that it is not enough to be aware
of the need to invest. We need to act fast. That is what should
happen with the Certification of Correspondents in the country,
which will be mandatory from February next year, but so far has
been obtained by only 15% of the Brazilian dealerships. Yes, so
far, few dealerships have certified professionals in their companies, even knowing that very soon without such certification it
will not be possible to act as a correspondent, which will preclude
the intermediation of financing vehicles by our companies.
These and other examples show us that we must mobilize
ourselves so that we can go ahead quickly with the investments
that are our responsibility and, then, be able to get the results we desire.
Fenabrave, aware of this, has also undertaken important investments to offer to the Make
Associations and their members all the political and business support possible for the maintenance and development of automotive distribution activities in the country. We are innovating on Fenabrave TV, which will now be more interactive; we enhanced the programming
of our Fenabrave Congress contemplating topics also related to the training of teams of the
Dealerships; we’ve developed and expanded the Twenty Group, amplifying the best practices
among chains; and, likewise, we’ve reached you through our magazine, portal or presence in
social networks as a means of us to communicate, more and better, with our industry and with
the market. We are more present in governmental discussions that affect the distribution of
vehicles. We gained more space in the national media. We are more heard because we have
invested time and knowledge so that we can always be well represented, assuming strong
postures underpinned by undisputed arguments. Clear example seen in recent threat on the
Renato Ferrari Law, where our rapid action convinced the authorities involved to withdraw
the Bill that would be extremely damaging to our activities.
Think about it. Invest in your business. Defy and participate in the necessary changes in
your dealership and, above all, participate in Fenabrave initiatives and actions that this organization promotes investing in you.
Good reading and a hug.
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Erratum
Authorization for text reproductions
Signed articles in this magazine are of responsibility of the author,
and do not necessarily represent Fenabrave opinion. Authorized a
total or partial reproduction of unsigned materials, provided the
source is mentioned. Reproduction of signed articles and materials
must have the author’s prior written consent.

According to CONAMA Resolution 275, which determines the color-coding for
collectors, identifying the destination for different types of recyclable waste, the red
containers should be used for plastic waste and the yellow for metals. Therefore, different
from what was posted in the image of page 44, of Dealer Magazine, Edition 39.

Cover
Story
matéria
de capa

With the uncertainties of economic growth, the automotive industry is also living a moment of
precaution, stimulated by government incentives. Experts say that for the Country to have sustained
growth, investments are required and Inovar-Auto will have its share of contribution.

Interview
entrevista

Luiz Moan, new President of Anfavea, states
the main challenges of his tenure.

Launches
lanç amentos

Ford introduces the new line of production of New Fiesta,
in São Bernardo do Campo. Volkswagen celebrates 60
years of Brazil and presents new global nomenclature.

Revista Dealer
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Round table warns about deadline
for correspondent’s certification
On April 4, Fenabrave TV held a roundtable on regulation of
Central Bank Resolution 3.954/11 (as amended by the 3.959/11),
which standardizes and regulates the function of credit professionals in Brazil. The meeting, which was broadcast live to more than
1,200 Fenabrave TV reception points, discussed the main topics
of the norm, clarified questions from Dealers about the changes
and warned about the need for certification of professionals who work as correspondents in the country. As
of February 2014, only certified individuals may submit
and further credit applications in Brazil.
The roundtable was chaired by journalist Fátima
Turci and was attended by Paulo Engler, Fenabrave
Chief Officer, Luiz Eduardo Vidigal Lopes da Silva, legal
adviser of the entity, Paulo Pellegrini, legal adviser of
the Make Associations, Cleide Simões, owner of Marte
Veículos dealership (São Paulo), and Gustavo Marrone, Auto regulation Officer at Federation of Brazilian
Banks (Febraban).
In about two hours, guests warned Dealers about the importance of anticipating the certifications, as the norm already in force
prohibits uncertified people of acting as credit professionals from
February 2014. According to a preliminary survey by Fenabrave,
until the month of April, less than 15% of Dealers had enrolled
professionals in the course.
To assist Dealers, Fenabrave and the Instituto de Educação Febraban (Education Institute) developed a specific training to obtain
certification to its members. The course is called “Prep Program for
Professional Certification - Vehicle Credit Module” and addresses
the relevant legislation; concept of credit; general knowledge
about the National Financial System; types of operations and their
risks; Consumer Defense Code – CDC; ethics and representativeness and vehicle financing. Classes can be fully taken remotely
(confira cobertura completa na seção F&I, página XX desta edição).
Besides the central theme of the roundtable, participants
also addressed resolutions 24 and 25 of the Council for Financial
Activities Control (Coaf ), which provides, among other things,
on the need for notification of transactions superior to R$ 30,000
held in kind.
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Paulo Pellegrini, Luiz Eduardo Vidigal Lopes da Silva, Paulo
Engler, Fátima Turci. In the photo in the spotlight, Cleide Simões
and Gustavo Marrone.

Dealers have Interactive TV
As of June, Fenabrave TV will make available to Dealers
and Make Associations the Interactive TV, which will feature
a grid oriented to the professional development of the Chain.
The program, which will be broadcast from Monday to Friday,
from 7 AM to 9 PM, will have several courses, such as sales training, after-sales, parts, F&I, financial mathematics, behavioral
issues and leaderships.
Every week TV viewers will be able to follow a grid organized by professional areas and functions and in all courses
of Interactive TV teachers will present a “Best Practice Case”,
which will be exemplified in a real situation in which the
content can be applied in a practical manner. On Mondays,
for example, the topic addressed will be “sales”.
Besides the Interactive TV, Fenabrave TV will hold throughout the year, roundtables on themes of all segments, such
as correspondents, effects of IPI changes, trucks and road
implements market, motorcycles market, tractors market,
agricultural machinery and road implements, market of new
and second-hand vehicles, HR, among others.

Mercado
Foton Aumark looks for
investors in Brazil
Foton Aumark do Brasil, representative of Beiqi Foton Motor
Co. in the Country – the largest truck manufacturer in China and
the largest of the world in volume – is looking for those interested
in representing the make in Brazil. Some cities and regions of
interest of the company are the great Belo Horizonte, Juiz de Fora,
Pouso Alegre, Vitória, Ribeirão Preto, Bauru, São José do Rio Preto,
Ponta Grossa, Londrina, Cascavel, Maringá, Criciúma, São José,
Videira, Cuiabá, Goiânia, Campo Grande, Brasília, Porto Alegre,
Caxias do Sul, Santa Maria, and Pelotas.
According to Ricardo Mendonça de Barros, development manager of the Chain of Dealerships, the investor will have as appeal
the chance to grow with the make in the Country. “This is one of
the best opportunities of the industry. The initial investment will be
small, consistent with the company in early activities in the Country and that needs to create its circulating fleet. It is a very different
model from the one practiced in the market for established makes,
which require millions of Reals in buildings and financial guarantees and that block the investor equity without the expected return
in a medium and long term,” says Barros.
According to Barros, the concept of resale of the make in
Brazil establishes smaller facilities, practical and efficient in sales
and after-sales. “As in this initial stage our trucks are segmented
between 3.5, 6.5 and 8.5 tons, the dealership facilities need to
be located in urban areas. We know of the difficulties in finding
bigger and well located real estate and decided to focus on the
capillarity, that is, smaller facilities, efficient and with lower initial
costs as well. With the investment of a traditional dealership, our
investors can open three or four Foton units and cover a greater
territory,” says the executive.

Shineray Pickup

Shineray Automóveis expands
operations in Southern Brazil
Operating since April 2012 in the commercialization of commercial vehicles, Shineray Automóveis is expanding its operations
in Southern Brazil. In Santa Catarina, where the make is represented by Fratello Group and there are units operating in the cities of
Florianópolis, São José and Camboriú. “Among the three stores, we
expect to sell near 300 Shineray vehicles until the end of this year”,
said Luiz Fratello, dealership Officer.
The company aims to achieve the leadership of commercial
vehicles segment until next year. For this it intends to reach a
volume of 3,000 units in 2013 and double the performance the
following year. Currently, the company is the only one in the industry to market vehicles of 2013 line in the domestic market – the
others still sell 2012 models. “This is a very promising market, which
will grow further with the end of Kombi production (scheduled for
2014)”, says Clairto Acciarto, company Manager.
To meet this demand, Shineray chain, which currently has
30 Dealers, some still in the final stages of installation, intends to
invest and expand the Chain and expand their operations all over
the Country. “Until December of this year, our target is to add 50
complete dealerships (with showroom and auto repair shop) in
major Brazilian cities,” says Marcelo Leoni, new business appointments Officer.

iCarros celebrates five years
In April, iCarros portal celebrated five
years of existence and the consolidation
of leadership in the Internet automotive
segment. With nearly 14 million monthly
visits, the portal – which covers iCarros,
iMotos and iCaminhões segmentations –
has a 23% more audience than the second
place, according to the comScore rankings,
a research and analysis company of the
digital world.
“Despite us being one of the youngest
players in this market, we’ve got – with the
commitment of our staff and a lot of focus
on technological development – achieve
the leadership isolated among the auto-

motive portals,” says the company CEO,
Sylvio de Barros. “Our strategy for the
coming years will be to continue investing
in our mobile platforms and in big data to
transform our data into strategic information for the market,” he adds.
According to Barros, the information
obtained from research conducted in
the portal, as a comparison of new cars
and search for deals by region, can be
of great benefit to Dealers. “Using this
data, our corporate customers can have
a clearer vision of how they should build
their inventories, as it is possible to know
which are the most wanted models and

average prices practiced in the market,”
he assess.
Besides the tools for searching price
and comparing models, the portal has
about 120,000 ads of vehicles published
on a monthly basis.
iCarros was launched in 2008 by Sylvio
de Barros, Helder Siqueira and Fernando
Ortenblad, having Itaú as a partner, which
is the Master Sponsor of the 23rd Fenabrave Congress and ExpoFenabrave.
Dealer
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Drops
Presence at 35th Conac
Fenabrave, represented by its Executive President, Alarico
Assumpção Jr., participated on April 10-12, at Transamérica
Hotel of Comandatuba Island, in the 35th CONAC (National
Congress of Consortium Administrators), held by ABAC
(Brazilian Association of Administrators Consortium).
The event included speeches, workshops and panels about
outlooks for the industry, relevant and strategic tools in
marketing quotas, and matters related to Consortium
System. The place also hosted the 20th ExpoConac, which
happened simultaneously to CONAC and offered visitors
products and services for the consortium administrators.

Hearing on changes in the
Law Renato Ferrari
Fenabrave, by a group formed by the Chairman of Fenabrave
Deliberative Council and Board, Flavio Meneghetti, by the
President of Assobrav and former chairman of Fenabrave,
Sergio Reze, the Vice President of the organization, Melchior
Luiz Duarte de Abreu, and the former Governor of São Paulo
and Fenabrave Consultant, Luiz Antônio Fleury Filho, held
in early March an audience with Senator Ana Amélia, at
the Senate. The meeting aimed to discuss the Draft Law
No. 402/2012, authored by Senator who proposed several
changes to Law No. 6.729 / 79 – Law Renato Ferrari.
Fenabrave advocated, during the hearing, the preservation
of the Law that regulates the system of distribution of
vehicles in the country. The Draft Law was archived and the
Law remains in force.

Tractors and Agricultural
Machinery Meeting
On March 20, Fenabrave held at its headquarters a meeting
of the Tractors and Agricultural Machinery segment.
Segment leaders, such as Paulo Costabeber (Vice President
of Fenabrave), Marcello Franciulli (sectoral officer of
Fenabrave), leaders of the segment Make Associations, and
executives of Anfavea, Bradesco Bank, Brasil Bank, CNH
Capital Bank, and John Deere Bank attended the meeting.

Sincodiv Meeting in Santa
Catarina
Represented by its Chaiman, Flavio Meneghetti, and its
Chief Officer, Paulo Engler, Fenabrave attended on February
27 the regional meeting at Sincodiv-SC (Union of Vehicle
Dealers and Distributors in the State of Santa Catarina). The
meeting took place in the city of Itajaí (SC).

Seminar on Urban Mobility
On March 15, the Chief Officer of Fenabrave, Paulo Engler,
attended the Seminar on Urban Mobility organized by “O
Dia” and “Brasil Econômico” Publications of Ejesa Group. The
event – which was sponsored by Fiat – discussed the viable
solutions for the problems of urban mobility in Brazil.
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Renewal of Fenabrave-Denatran
agreement
On April 9, Fenabrave and Denatran formalized the extension of
the agreement signed in 1998, which provides for the provision of
license plates data by Denatran and the use of these information
by Fenabrave in their reports and analysis on automotive distribution, through Market Intelligence. The signing
took place in Brasília and was attended by Flavio Meneghetti, Fenabrave Chairman, Ricardo Lima, Morvam Cotrim
Duarte (Chief of Staff) and Antônio Portella (President of Denatran).

Celebrating 60 years of VW
in Brazil
Flavio Meneghetti, Chairman of Fenabrave, was one of the
guests at the event commemorating the 60th anniversary
of Volkswagen of Brazil, in an event that took place on
March 20, in the São Paulo Room, downtown São Paulo.
The celebration counted on performances by the singer Ana
Carolina e Orchestra Júlio Medaglia.

Forum of Automobile
Industry
On April 1, Paulo Engler, Chief Officer of Fenabrave, and
Edson Zanetti, economic advisor, represented the entity
at the 4th Forum of Automobile Industry, sponsored by
Automotive Business. In addition to forum of discussions,
the event had speeches, workshops and technology fair.
The main theme this year was “New strategies to compete –
Overcoming Inovar-Auto Challenges.”

Meeting of Leaders
Marcelo Franciulli, sectoral officer of Fenabrave, attended
the meeting Summit Among Leaders 2013, held on April
9. The event organized by MindQuest had as a highlight
the speech “How to build effective teams in the era of
knowledge,” delivered by Amy Edmondson, professor of
leadership and management at Harvard Business School.

Investiture at Sindipeças
Fenabrave Chief Officer, Paulo Engler, represented the
entity at the investiture of administration members of
Sindipeças and Abipeças. The event took place on April 11,
at the Monte Líbano Club, in São Paulo.

Reelection at Sincodiv-SP
On April 11, Octavio Leite Vallejo was reelected for another
three year presidency of the Union of Vehicle Dealers and
Distributors in the State of Santa Catarina (Sincodiv-SP),
in the election dispute with Paulo Engler, Fenabrave Chief
Officer. Sincodiv Vice President for the period 2013-2016 is
Álvaro Rodrigues Antunes de Faria.

11th Automec
Fenabrave, represented by the sectorial officer of the
organization, Marcelo Franciulli, attended the opening
ceremony of the 11th Automec, trade fair that gathered
1,200 auto part companies, automotive repair and more
than 70,000 visitors on April 16 through 20, in the Anhembi
Exhibition Pavilion, in São Paulo.

Gold Motorcycle 2013
The award event was held on April 9, the 15th edition of the
Gold Motorcycle Award, at the Jewish Cultural Center in São
Paulo city. Marcelo Franciulli, sectorial officer of Fenabrave,
represented the organization at the event, which had
Honda as the bigger winner, awarded in five categories.
Models CBR 250R, Biz 125 and CRF 450X were chosen as the
best representatives for the categories “City”, “Cub” and
“Moto Verde”, respectively, and the make awarded “Best
Business” and “Quality”, for the customers.

Luiz Moan takes office
at Anfavea and asks for
incentives to
exports
On April 22, the economist
Luiz Moan Yabiku Jr. took
office as the President of the
National Association of Vehicle
Manufacturers (Anfavea) and
the National Union of the
Industry of Tractors, Trucks,
Cars and Similar Vehicles
(Sinfavea) for the triennium 2013-2016. Moan talked
about the targets and challenges that he will have
ahead of the organization that comprises companies
responsible for 23% of the Brazilian industrial GDP and
announced that will advocate projects that stimulate
Brazilian exports, even suggesting a name for the
initiative: Exportar-Auto.
“Our target is to reach a volume of 1 million vehicles
exported per year,” he said, observing that, currently,
only 420,000 vehicles produced in Brazil are sold in
the international market. The economist states that
his administration will also focus on strengthen the
domestic market, increase the industry productive
capacity and in the concern for the sustainability. We are
aware that we are part of the environmental problem,
but we also know that we are part of its solution,” stated
Moan, who promised that Anfavea will participate in
the debates and will present solution to the problems of
urban mobility.
Fenabrave President, Flavio Meneghetti, was part of
the presiding board at the inauguration solemnity,
held at Monte Líbano Club, in São Paulo (SP). Fenabrave
Executive President, Alarico Assumpção Jr, the
Federation board and its Vice Presidents also attended
the event.
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Unlock the full
potential of profitability
of your business

nlr =

Coordinator of Fenabrave Twenty Group.

It is up to the executives and their teams to define what will be
the Key Performance Indicators – KPIs that will support the diagnosis and unlock opportunities and will indicate the potential results
of profitability of the business called Dealership
KPIs or Indicators are visible metrics, “the media” that allows executives convey the mission and vision of the company
at all levels of the organization, involving internal employees
and even external (customers) in the achievement of strategic
business objectives.
Another key factor in defining the KPIs is that with the compatible and available metrics, such as the Twenty Group, we can
compare their performances with the participating companies.
Those with the best indicators will serve as “benchmark” for the
others wishing to be aligned with the best practices and processes
of the market.
With the partnership of Fenabrave and NADA, in the United
States, we can, through the Twenty Group Program, draw some
performance indicators that provide visibility of performance in
different area of the Dealership.

NLR = net liquidity ratio
CA = circulating active
CL = circulating passive

CA
CL

Benchmark = 1.5 up to 2.0, or better

4
By Diego Alvarez

Net liquidity ratio
Defined as “the ability to pay bills”

Frozen Equity
Committed Cash
FE = frozen equity
Cmc = commited cash
R60 = returnable > 60 dias

FE = Cmc + R60 + Stck
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Absorption rate
Gross Profit generated by areas to cover all operating expenses

AR =

AR = absorption rate
GP = gross profit
OE = operating expenses

GP
OE

Benchmark = 100% (Second-hand, 30%; Mechanic, 35%;
Body shop & Painting, 10%; Parts & Accessories, 25%)
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Months in parts inventory
Ratio between the inventory volumes with the average cost of sales

MPI =

MPI = months in parts inventory
EPA = inventory volumes
CMV = average cost of sales

IPA
AMCS

Benchmark = 1.5 up to 2.0 months that represent a
“turnover” of 8 to 6 times of turnover per year
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Profile of parts inventory
Weight by age of parts in inventory
PPI = profile of parts inventory

PPI = Wght

Formula, definition and guide for Dealer’s
accomplishments in 2013
1

Use of assets
Total sale annualized divided by total assets

UA =

VT aa
TA

UA = use of assets
VTaa = total sale annualized
TA = total assets

Benchmark = minimum guide: 5 to 1

2

Return of PBTa over assets
Represents a % of return sufficient to justify operations

R PBT =

PBT a
TA

Benchmark = guide of 15%-20%

R PBT = Return of PBTa over assets
PBTa = PBT annualized
TA = total assets

benchmark (months): (up to 3) 60% – (4 a 6) 25% – (7 a 12) 10% – (+12) 5%
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Utilization, productivity and efficiency
Hours available and worked in the services area
Utilization
AH = 80%

Ut =

Hwso
AH

Ap = utilization
HTos = hours worked
Pd = productivity
Ef = efficiency

Productivity
WH = 120%
Pd =

SH
WH

Efficiency
AH = 100%
Ef =

SH
AH

AH = available hours
SH = sold hours
WH = worked hours

Services manpower is the most vulnerable asset of a Dealership. The vehicle in
inventory may be sold at any time. The part on the shelf can be used in the following
week. However, if the manpower available on that day is not sold, it can be compared
to a block of ice that melts away and cannot be used anymore.

Dealer
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CEOs of VW and J.D.
Power participate in
the event
The future of the automotive distribution industry and its industry market vision will be the theme of the workshop by Thomas
Schmall, CEO of Volkswagen of Brazil, expected to take place during
the 23rd Edition of Fenabrave Congress that will occur on August
7-9, in the Blue Pavilion of Expo Center Norte, in São Paulo (SP). Besides Schmall, the Congress has already confirmed the attendance
of Jon Senderstrom and Charles Mills, J.D. Power executives.
Schmall’s workshop, who has just been elected President
of the Brazil-Germany Chamber, takes place on the second day
of the event, on August 8. In Fenabrave Congress 2012 Edition,
Volkswagen won the 1st place of the award “The Most Desired
Make” in the segments of cars and light commercial vehicles. The
award is held by Fenabrave and has voting from Dealers of several
makes via Internet.
On the other hand, J.D. Power, a North-American market research company, will be in charge of the morning speeches for the
first day of the event. From 8:30 AM attendees can attend a special

Thomas Schmall, CEO of Volkswagen of Brazil
and Jon Senderstrom, Officer of J.D. Power.

seminar on the auto industry with Jon Senderstrom, General Manager for the company in Brazil. Right after, Charles Mills, J.D. Power
Vice President will address research on Brazilian consumer and the
automotive distribution industry. In addition to that, attendees
present to the event will be able to learn more about the work
developed by J.D. Power worldwide.

Make Associations encourage
participation in Congress
Make Associations recognize that the 23rd Fenabrave
Congress and ExpoFenabrave 2013, which will be held on
August 7-9 at the Blue Pavilion of Expo Center Norte, in São
Paulo, are valuable opportunities for recycling, exchange experiences and knowledge of the best practices of the industry.
Proof of this is that some entities have been encouraging their
Dealer members to participate and send their representatives
to the event.
Brazilian Association of Fiat Dealers (Abracaf ), for instance, will bear the cost of an individual enrollment per
headquarter. It will entitle to participate in the three day
event and access the RH and F&I seminars. “Abracaf, as usual,
encourages their members with the cost of one enrollment
per headquarter. Fiat Chain will be mass present to the event,”
said Guido Viviani, President of Abracaf.
At the Brazilian Association of Honda Dealers of National
and Imported Motor Vehicles (Autohonda), which maintains
a program of incentive to the Congress for nearly 10 years,
the incentive is similar, with one enrollment per dealership
paid by the entity. “It is a valuable opportunity of, in a few
days, receiving a volume of relevant information and car
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distribution industry trend indications,” said Vergílio Juliani
Neto, Executive Officer for the Association.
Brazilian Association of Renault Dealers (Abrare) offers,
in addition to one free enrollment per Renault Chain group,
discounts to other employees of the Chain. “We believe that
these are the most important events in the industry, apart
from being a very interesting way of participation by the
Chain. Not to mention that the return is always positive and
the Dealer has the opportunity to recycle and use the news
in their daily life,” said Victor Hara, President of Abrare, who
recommends the participation of more than one person per
group. “I also find important that managers participate and
not just Dealers. So, they all recycle.”
The discount policy for the entire Chain will also be
adopted by the Brazilian Association of Citroën Dealers
(Abracit) that will bear with part of the enrollment of those
interested in participating in the event. “Fenabrave Congress
is very important to expand knowledge of business of the
industry and also to show the strength of Fenabrave as a
representative body”, says Luiz Carlos Bianchini, President
of Abracit.

Legal support

The ferrari act runs the risk of
undergoing undue changes

Paulo Carvalho
Engler Pinto Júnior

A long time Brazilian society debates the following issue:
Why imported vehicles and vehicles produced in Brazil
are so expensive compared to their prices abroad?

I

nitially, it is necessary to list some factors that contribute to high prices. They are: the insane state bureaucracy, excessive tax burden incurring on the billing and
the payroll, the trade dollar rate, commodity prices in
the international market, lack of traceability of imported and
domestic auto parts, the profit margin of Assemblers and the
domestic logistics cost (once the railroad modal and coasting
navigation are still crawling).
Two incidental factors affect directly the cost and profit of
new vehicles transactions, particularly for manufacturers. It is
about direct sales and voluptuous state tax incentives. Nevertheless, this is material for further editions.
We can affirm with absolute certainty that the phase of marketing cars and light commercial vehicles, through the Chains
of Authorized Distributors, does not contribute significantly to
increase the price to the final consumer, simply because manufacturer suggests the final consumer price and the Assembler stipulates Dealer’s gross margin. Everything is predetermined at birth.
Through Bill No. 402/2012, the Distinguished Senator Ana
Amélia de Lemos (PP-RS), proposed several amendments to
Act No. 6729 / 79 – the Renato Ferrari Act -, under the pretext
that the profit margin aggregated in the marketing phase greatly
increases the price of the vehicles to the end consumer.
The changes advocated in Senate Bill nº 402/2012, in general, were the following: (i) the Dealer undertakes to marketing
vehicles outside its demarcated area; (ii) the Dealer undertakes
to disclose the sales price plus the sum of prices of parts that
compose the basic package of collision repair, estimated liters
of fuel to be consumed in the period of five years, depreciation
estimated percentage in the vehicle sales value after one year,
value of the sum of basic maintenance inspections to be performed according to the owner’s manual calculated based on
the period of five (5) years for running at least sixty thousand
(60,000); among others.
During the formalities of Senate Bill No. 402/2012, a
public hearing was held at the Federal Senate and ANFAVEA,

SINDIPEÇAS, MDIC, Finance Ministry and Attorney General’s Office were invited to attend. Due to an inexcusable failure,
FENABRAVE was not summoned; just out of curiosity, the
organization that, in theory, caused to the issue in question was
not called for the discussion. This fact caused us amazement and
we took actions to be heard by the authorities.
Fellows from SINCODIV-RS maintained personal contact
with Senator Ana Amélia’s staff, giving clarifications and taking
notice of the reasons for the Senate Bill No. 402/2012. Paving
the way for the solution of the issue.
FENABRAVE went to meet Senator Ana Amélia, on
March 4, 2013, at the very Senate of the Republic, to discuss
the issue frankly and openly, armed with its market data,
explanations about the vehicles tax composition, detailing on
sales policies, discounts granted on a daily basis and, above
all, grounded on the experience of someone who thoroughly
understands the subject. I had the privilege of accompanying
the delegation composed by the peers: Flavio Meneghetti,
Sergio Reze, Melchior Luiz Duarte de Abreu and Luiz Antônio
Fleury Filho.
During the meeting, it was clear the misconception that
led to the filing of the Senate Bill No. 402/2012. Senator Ana
Amélia came to know the history of the distribution of vehicles
in Brazil and its importance for the Country, the content of the
concession agreements, relationships of Make Associations and
Assemblers, practices and policies of the industry. We left the
meeting convinced that we have conveyed the real radiography
of the industry.
On March 26, 2013, the rapporteur of Senate Bill No.
402/2012, Senator Ivo Cassol (PP-MT), on his report proposed its rejection. It was unquestionably, a huge victory for
FENABRAVE.
The topic of high prices of vehicles in Brazil will continue
to be debated in the National Congress, but from now on, with
the certainty that the Distribution industry does not interfere
negatively on the value.

Paulo Carvalho Engler Pinto Júnior is a lawyer, Master of Tax Law from PUC-SP,
Substitute Judge of the Court of Taxes and Duties of the State of São Paulo, and Chief
Officer of Fenabrave.
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Internet and
social media

Exposure is unavoidable … and care as well!
The digital means of communication, if not properly worked, can transform what
would be inexpensive solutions for relationship and sales in real villains for the
image of the dealership. In this space, still little known to many entrepreneurs,
transparency and redoubled extra care can ensure corporate image in the
market and win customers. Working well the company site and answering
quickly and transparently to inquiries through Facebook, for instance, are
essential actions for those who want to succeed in online exposure.
12
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apgemini consulting company,
through the results obtained in the
Cars Online 2012 survey, announced that the Internet role in the
purchasing process of a vehicle is
becoming more important. According to the survey conducted with
consumers in several countries,
including Brazil, 94% say they do a
web search before purchasing, and
71% of respondents probably would buy a vehicle
if they had noticed the positive comments posted
on social networks. The survey also highlights that
67% of Brazilians would like to buy a car through
the Internet and that they would use any reference
channel on the new car, unlike other countries who
seek reliable sources.
Consumers’ behavior on the Internet and the
increasing use of smartphones are factors that are
affecting more and more the decision process when
buying a vehicle. For them, information about the
product, price and other guidelines remain primary
characteristics researched on the web. The study
points to a growing reliance on social media and
on the content generated by the user as a source of
information about the product and the dealership
regarding the latest opinions and reviews from
other customers and experts in automobiles.
In the opinion of Fabio Sayeg, Managing
Partner of WROI, which specializes in online
performance, the Internet has become the fastest
growing communication channel in Brazil. That
is, according to him, especially in the automotive
industry, for a consumer demand. “However, this
issue is still complicated for most of the Dealers
who still have culture geared to the offline part
of business. As most have captive customers, and
works in very specific geographic regions, the
personal relationship or through more traditional
means still is common,” he says.
According to the expert, with the arrival of a
younger generation in the management of dealerships or with the hiring of managers with more
dynamic profiles, movement that has happened in
the last three years, the Internet has gained an important role in the companies business plans. “It is
necessary to understand that the site of a dealership,
for instance, is as important as its physical store,”
says Sayeg.

According to research done by WROI and also
for what the Dealership Chain have experienced,
Sayeg says that the consumer profile changed and,
often, this transformation was not accompanied by
the companies. According to him, about five years
ago, the customer used to arrive at the dealership
already knowing what they wanted, but their information base was formed by the average of what
they had obtained in the market. “Today, with the
Internet, the customer first searches the model of
his choice on the site of the assembler and then
search for the site of the closest dealership to his
business or residence. The more information the
distribution entrepreneur makes available on their
website, the greater are the chances of interested
customers get in contact,” he says.
After this first process, the dealership sales
team must be prepared to welcome the consumer.
According to the expert, upon arriving at the showroom, the approach must be done based on the
customer’s knowledge. “Sometimes the customer
arrives already knowing the price. If the salesperson
starts the sales process from scratch, the consumer
will get bored, then the chances of closing the business decrease,” he adds. In Sayeg’s opinion, the first
approach to service should be to try to identify if
that consumer has interacted with the dealership
somehow. “A CRM tool helps in this approach,
because the salesperson will have access to customer profile, will identify is they came in contact
through the website, which model they seek, if they
simulated financing, and other important information that provides the best attendance possible.”
In Sayeg’s opinion, social networks have become tools to support the gathering of information
for the consumer. Through Facebook, for instance,
it is possible to know who else has bought from
that dealership and what their impressions were.
“Through the YouTube, for instance, they can see
if any customer posted a video showing attributes
of the car he is researching among other types of
research,” he says.
The Managing Partner of WROI comments
that this whole process of survey until the conclusion of the business can take four to five weeks.
“The purchasing process is long because the customer researches various models, reaps opinions
and decides what he will actually do. Therefore, it
is important and vital to have a very informative
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site and an effective customer service. A well-made
site generates what we call a ‘lead’, which is the
registration of contact.”
Social networks – Social networks have been gaining
increasing momentum in the role of the consumer’s
voice. If this area is not well worked, what could
be a tool to increase contact with customers may
become the villain in the construction of the image
of a corporation.
In the automotive distribution industry, dealerships are increasingly joining the social media,
but great caution is needed. “The social network
serves as a channel of communication and customer
service. It takes planning and staff prepared to work
this channel,” says Fabio Sayeg, stating that it is
useless to enter the social media simply for fashion
or “just to be there”. “It takes dedication,” he adds.
With the popularization of social networks and
the entrance of companies with corporate profiles,
the consumer found in this channel a way to make
their problems public as a form of protest, either
by a bad service or any kind of claim that has not
been answered by the company. “In many cases, the
customer does not have an adequate response. It is
important for the dealer to make their answer also
public,” teaches Sayeg.
The expert explains that many Dealers prefer
not to have profile on social network or simply
ignore the customer request. “This is a way to
magnify the problem,” he warns. “Everyone has to
have profiles, but, first and foremost, it is necessary
to understand how this should be done,” adds the
Managing Partner of WROI.
According to Sayeg, the Chain must invest in
its own structure or hire a specialized company to
take care of the digital area of the dealership. The
basic structure, according to the expert, is formed
by a coordinator or manager, a person responsible
for the content and, most importantly: the hiring of
a tool that monitors the company on the Internet.
“This team, in addition to being highly prepared to
meet the demands of the consumer, should report
directly to the board of company. Thus, it gains
speed in decisions.”
One of the most important points for this
“SAC 2.0”, according to the expert, is to maintain
transparent communication with the user interacting on social networks. If a claim is presented on
the page of the company, in a public way, Sayeg
recommends that the Dealer answers on the page
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Fabio Sayeg, Managing Partner of WROI, company
that specializes in online performance.

itself, and quickly. With that, he said, other customers who visit the company social network see
that the entrepreneur is concerned with solving the
problem and is following the case. “The make gains
in image. The entrepreneur is able to transform the
plaintiff into positive sponsor for your make,” he
says. “If you can present the solution quickly, this
will be the cheapest Dealer advertising, even more
if it is shared by the customer,” he adds.
Besides solving possible problems, the social
networks are also great means of developing company communications with its customers. Thus,
the entrepreneur must update their page with
content relevant and current, and that meets the
needs of the consumer. “Why do you want so many
followers if you don’t know what to do with them?,”
he asks. Sayeg also says that if the information were
pleasing to the user, the dealership make will be in
the mind of that consumer and at the first opportunity, he will contact to buy a new car or perform
some service in the auto repair shop.
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Luiz Moan, 57, is an economist
and Officer of Institutional
Affairs for General Motors. He
has been operating for more
than 30 years in the automotive
industry, previously working
at Volkswagen and even
at the very Anfavea, as
executive officer of the
organization. Three years
ago he became the first Vice
President of the Association,
representing General Motors
in the entity. Elected President
of the entity for the triennium
2013-2016, he succeeds
Cledorvino Belini, Fiat CEO,
who presided the entity for
three years (term 2010-2013).

Luiz Moan

Market is
promising in
the medium
and long term
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Newly elected President of National Association of Vehicle
Manufacturers (ANFAVEA) for the triennium 2013-2016, Luiz Moan
Yabiku Júnior, 57, believes the Brazilian automotive industry should
continue in growth pace in the coming years and even project an
internal market close to 5 million vehicles per year in 2020.
Moan, who will lead for the next three years an association that
comprises 56 plants spread across 40 townships and responds
for 23% of the national industrial GDP, also drew attention to the
demands of Brazilian consumers, increasingly demanding in terms
of design, comfort and technology at the time of purchasing a
vehicle and the need for the industry to adapt to this reality.
For the General Motors executive, another important point
for the entire industry to continue in sustained growth is the
integration among vehicle manufacturers and dealers. “In fact
we have already started understandings between Anfavea and
Fenabrave to create a permanent group to follow up matters
common to the industry and the distribution market.”
Check out the interview given by the new President of Anfavea to Dealer.

Dealer Magazine – As GM executive, I was already
active in Anfavea in recent years. This certainly
made me know better the entity and its challenges.
In your assessment, what are the main projects and
challenges of Anfavea in your administration?
Luiz Moan – The automotive industry is a high-end
industry in the Brazilian economy, representing
23% of industrial GDP and 5% of national GDP.
It is therefore an industry with multiple effects on
many economic and social areas of the Country.
We have our own challenges and also challenges in
the Country context. The strengthening of the automotive chain, the internal market development,
the expansion of exports are Anfavea priorities in
the coming years.
Dealer Magazine – How do you assess INOVAR-AUTO after more than three months of its onset? Have
all assemblers adhered and are they adapting?
Luiz Moan – All assemblers associated to Anfavea
already enabled or are in the process of enabling.
Other makes of imported vehicles have also informed their interest in joining the Inovar-Auto, including some with investment projects to produce
in the Country. Altogether, 40 companies would
be qualifying for the program so far.

Dealer Magazine – What are the main changes and
investments generally planned? In your opinion,
what are the main advantages and disadvantages
of INOVAR-AUTO?
Luiz Moan – Inovar-Auto is an industrial policy for
the automotive industry, but at the same time
provides consideration for the companies, requiring investments in innovation, higher content of
national matters in the automotive production and
higher vehicle energy efficiency. This will result in
an industry more technological, more innovative
and with products of higher added value.
The investments announced by companies in the
period 2013-2017 have already exceeded R$ 63
billion. They will be used to increase the installed
capacity, new products, innovation and technology.
Only to meet the minimum required of investments in R&D and Engineering will be necessary
investments of R$ 14 billion in the period. However, we believe that investments in this area will be
much larger than the minimum required.
Dealer Magazine – What is the projection of performance for the automotive market in 2013?
Luiz Moan – The IPI was extended in the current
basis until December 31, which gives us the exDealer
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The Law 6729 revealed positive for the organization of
automotive trade, avoiding competitive conflicts and also suiting
relationships between makes and their distribution chains.

pectation of obtaining a market expansion this
year from 3.5% to 4.5% for the year. Brazilian
market is promising in a medium and long term.
We come in a continuous crescendo for 9 years and
everything indicates that this trend will continue in
the coming years. The market expansion to support
and give scale to the investment in production, in
production and in innovation and technology that
are projected to the future should be a priority for
the industry.
Dealer Magazine – What are the expectations for cars
and light commercial vehicles, trucks and buses,
and tractors and agricultural machinery?
Luiz Moan – Our projections for 2013 indicate a
market of 3.9 million vehicles, with expansion in
all segments. Cars and light commercial vehicles
should grow 3.5% to 4.5%; trucks, from 7%
to 8%; and agricultural machinery around 5%
of growth.
Dealer Magazine – According to Anfavea projections,
what should the production volume be until 2017?
Luiz Moan – Studies indicate an internal market potential of more than 5 million vehicles per year by
2020. The current installed capacity of the industry
is of 4.5 million vehicles per year and should exceed
5.5 million units in the coming years. Production
volume will correspond to the concretization of
prospects of internal market expansion, with the
good behavior of the national economy, and the
expansion of exports, strengthening our ability to
compete abroad.
Dealer Magazine – In your assessment, how are exports going to be in the next three years?
Luiz Moan – Our exports have been declining since
2006 due to the loss of competitiveness in an international market that is becoming increasingly
competitive and fierce. In 2005, we exported near
900,000 vehicles and our projection for 2013 is
440,000 vehicles. We must pursue policies to resume our exporting capacity in the coming years.
Dealer Magazine – Are the new industrial plants that
are being advertised, especially in the Northeast of
the Country, going to bring, in your opinion, a new
geographic distribution in the manufacturing of
vehicles? Does this fact contribute positively in the
logistics and cost of vehicles in general?
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Luiz Moan – The Brazilian automotive industry produces in 40 townships of nine states and the new
plants designed will decentralize further production
in the Country, with the creation of new automotive poles in Pernambuco and Santa Catarina, for
instance. This industry internalization is extremely
positive for the Country, since the automotive
investment radically changes for the better the
socioeconomic environment where it is installed.
Logistics and infrastructure costs in the Country
are serious obstacles to the general development
of the country and it also affects us. An efficient
attack to the so-called “Brazil cost” is a “sine qua
non” condition for the future of the Country as a
global automotive producer and duly inserted in
the international market with products manufactured in the Country.
Dealer Magazine – How do you assess the relationship
between assemblers and dealerships? Has this relationship changed? How?
Luiz Moan – Assemblers and dealerships are twins.
And it could not be different, because one depends
on the other. The open dialogue between the industry and dealerships is crucial in finding policies for
the development of the market and the automotive
production of the Country. Assemblers, auto parts
and distribution are the auto industry-supporting
tripod, supported by a strong automotive engineering.
Dealer Magazine – In you analysis, what is the importance of Law 6729 (current 8132) for the balance of
vehicle distribution system in the country?
Luiz Moan – The Law 6729 revealed to be positive
for the organization of automotive trade, avoiding
competitive conflicts and also suiting relationships
between makes and their distribution chains.
Dealer Magazine – The market has undergone
changes and the high competitiveness among
makes is increasingly fierce. However, the volume of
launches by make or the sales performance without
profitability no longer seems to be a watershed for
leadership. In you assessment, what will establish
the market leadership in the coming years?
Luiz Moan – Brazilian market grows in all ranges of
consumers, from top to bottom of the social pyramid. The market becomes more competitive and
consumers are increasingly aware and demanding,

We will keep permanent channels with our partner organizations
in the distribution industry and also with the supplying industry
when addressing common topics to our activities.

in products and service. Brazilian automotive
market is now played by more than 50 makes,
including national and imported makes, offering
more than 1,500 products in models and versions
to the consumer. Market expansion is essential for
the future of the industry.
Dealer Magazine – How do you assess the going public
of groups of dealerships? And, how do you assess the
entry of foreign investments in the industry, such as
the Automotive Group 1?
Luiz Moan – The market is free, therefore opened
to investments, both domestic and international,
provided they are performed within the rules in
force. It is healthy for the market democracy the
chain balance among the small, medium and
large Dealerships.
Dealer Magazine – In your opinion, will there be a
greater distribution of market share per make?
Luiz Moan – The arrival of new makes in the market,
as has happened, reflects on the market share. Is it
important the market grows as a whole to give scale
to the automotive business.
Dealer Magazine – Do you believe that in order to be
strong a Chain must be profitable?
Luiz Moan – Profit is the reason to be of business
activities in the industry, or in any other industry.
We have always to maximize our productivity. In
a fierce market, the results are more and more dependent of costs policy and productivity increase,
since prices are increasingly limited by intense
competition.
Dealer Magazine – How do you analyze the importance of after-sales services, parts and F&I in the
Distribution Chains?
Luiz Moan – After-sales services are a differential for
customer loyalty to the make, especially in a competitive market such as the automotive, ensuring
quality and reliability for consumers.
Dealer Magazine – Internet and social networks have
more and more importance for the national automotive market. What is your perception about the
investments and enhancements performed by the
makes in this sense?
Luiz Moan – The business world is increasingly integrated and streamlined by the Internet and social

networks and also become essential for automotive
business. They are trends revolutionizing patterns of
behavior and of consumption. The consumer, who
is the lord of the market, will be increasingly attentive to the market research to make their purchasing
decision. People no longer buy on impulse. The
Internet is now a strategic tool in consumer relations.
Dealer Magazine – Anfavea and Fenabrave have been
side by side in various situations of the market and
government negotiations on the industry. In your
administration, do you intend to strengthen this
relationship between the organizations?
Luiz Moan – We will keep permanent channels with
our partner organizations in the distribution industry and also with the supplying industry when
addressing common topics to our activities. In fact
we have already started understandings between
Anfavea and Fenabrave to create a permanent
group to follow up matters common to the industry
and the distribution market.
Dealer Magazine – How does Anfavea assess projects such as the Vehicular Recycling, revived by
Fenabrave since last year? Do you believe that the
industry is ready to move forward and get involved
in this proposal?
Luiz Moan – Automotive products are currently recyclable in proportions up to 90% in general. There
is, therefore, potential to enable a new and important business chain in the automotive universe,
which has not advanced in Brazil due to regulatory
issues. The recycling culture is economically, environmentally and socially positive.
Dealer Magazine – In your assessment, what are the
main challenges the market faces regarding the
industry and the Distribution Chains?
Luiz Moan – Brazilian consumer becomes increasingly demanding in terms of technology, performance,
comfort, design and cost of vehicle use. This means
that the industry must be attentive to these new
market characteristics. In the distribution, the
challenges are the permanent investments in their
operating structures, keeping in constant evolution,
quality and sophistication in their relationships
with consumers. The future of our economic chain
is recreating it permanently in products and services, with the best cost/benefit relationship, always
looking for customer loyalty.
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is to invest!
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With the market moving sideways, even with
government incentives, experts claim that
the consumption growth has no more space in
the Brazilian economy, and especially in the
automotive sector. For the market to follow
the path of growth, investments are required.

T

he Brazilian automotive sector began
the year 2013 with a lot of uncertainty about its path. The year 2012
was marked by fluctuations in the
automotive sector. Some sectors, such
as automobiles, light commercial vehicles, trucks and motorcycles, required
government intervention and, as a
result, sales of cars and light commercial vehicles grew more than expected,
increasing by 6.11% compared to
2011, totaling 3,634,421 units sold. “IPI reduction
was essential for the growth of these segments. We
expected to expand by 4.8% against the year of
2011, and the 6.11% result demonstrated the joint
work of government, Anfavea, Fenabrave and all
leaderships of automotive and financial industries
added benefits to the national market and the
economy,” says the Chairman of Fenabrave - Automotive Vehicles Distribution National Federation,
Flavio Meneghetti.
Despite the good results recorded for cars and
light commercial vehicles, the sum of the entire
industry, including trucks, buses, motorcycles, road
implements, agricultural machinery and other vehicles, such as trolley for transportation, fell 2.25%
in the comparison between 2011 and 2012.
Altogether, 5,586,586 units were licensed in
2012, against 5,715,248 licensed in 2011. “Trucking and motorcycle sectors influenced the overall
results, but we are confident that in 2013, these two
segments will resume the curve of growth,” says the
Chairman of Fenabrave.
By announcing these results, Fenabrave also
showed what the prospects for the market were
this year. According to the Chairman of the
organization, considering the gradual return of

IPI rates until June 2013, the forecasts of GDP
growth by 3% and the recovery of the economy, in
addition to maintaining the level of employment
and family income, the market for automotive
vehicles points to an overall increase of 1.93%.
According to the organization, 5,544,215 units
will be licensed this year.
However, the expected scenario changed in
February. The gradual return of the IPI early this
year and the end of reduced rate vehicle stocks,
caused the second month of 2013 to have an outcome below the expected. The global automotive
industry (all segments combined) recorded a market decrease of 2.03% in the first couple of months
of 2013, compared to the same period of 2012. Between the months of January and February 2013,
the retraction was of 22.62% and the comparison
between the month of February/2013 and 2012,
the fall was of 11.75%. For segments of cars and
light commercial vehicles, the month of February
fell by 25.05% cars and light commercial vehicles
licensing in the country compared to January. In
February, 222,496 units were licensed against
296,842 in the previous month. There was also a
retraction of 5.65% between February 2013 and
the same period of 2012.
“In the case of cars and light commercial vehicles, the reasons for the decline in sales have other
factors besides the lower number of working days.
In January, dealers still had IPI free stock of cars,
and in February this situation was not maintained.
With the return of IPI, albeit gradual, there was
price adjustment, which caused psychological
impact on the consumer. We also had problems in
the second-hand area, which evaluations are still
unstable, which means that customers are not offering their second-hand vehicles in exchange for a
Dealer
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José Roberto
Mendonça de Barros.

brand new car,” assessed Alarico Assumpção Júnior,
Executive President of Fenabrave, noting that the
high default is another complicating factor for the
industry. According to Assumpção Jr, the default,
which reached 5.6% in February, compared with
5.9% in January, despite a fall bias, still restrains
the credit granting in the market.
The warning light was lit in view of this result.
The gradual return of IPI impacted the market
and, as a consequence, the Brazilian government,
in late March, announced the maintenance of the
discount until the end of the year. As from April 1,
the tax would rise again until July, when it would
go back to the original thresholds. However, in
order to incentive the industry, the reduction was
extended until December of this year, representing
a collecting waiver of about R$ 2.2 billion from the
government, between April and December of 2013.
In the opinion of José Roberto Mendonça
de Barros, Managing Partner of MB Associados,
Brazil ceased to grow supported by consumption.
For him, this formula was effective a few years
ago, but its maintenance has caused economy to
lose strength. “Consumption will not make us
grow further in 2013. We believe in growth, but
consumption by itself does not pull increase. It is

Where are we with
the IPI
Considering the 1.0 engine vehicles (gasoline and flex), the rate
will remain at 2%, to the detriment of 3.5% increase provided
for April. Now, for the 1.0 to 2.0 engine vehicles, the rates will
remain at 7% for flex cars and at 8% for gasoline-powered cars
(if there were no extension, rates would go to 9% and 10%,
respectively). Vehicles with engines above 2.0 will remain with
rate at 18% for flex cars and 25% for gasoline-powered cars.
Finally, the trucks will continue with zero rate.
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necessary to increase investments,” explains, reasoning that there is still no appropriate scenario in
Brazil for investment.
Currently, the vehicle industry is one of the
most important for the performance of the national
economy. Just the distribution industry participates
with 5.9% of the Brazilian GDP and employs
directly 391,000 people (three times more than all
the assemblers installed in the country combined).
For all this grandiosity that it represents in the
domestic economy, the automotive industry is
one that will invest the most. Anfavea - National
Association of Vehicle Manufacturers estimates that
assemblers associated will apply R$ 60 billion in the
Country between 2013-2017, intended to increase
production capacity, new products, innovation and
engineering, thanks to Inovar-Auto.
Even with investments in the automotive
industry, Mendonça de Barros argues that public
investments are necessary, especially those related
to infrastructure. The economist also advocates
that private investment allied to the government
investment may be important for growth. “Growth
3% depends on the relative success of concessions,”
he adds.
According to MB Associados forecasts, even
with the recovery of the world economy, Brazil
will still grow at lower rates than those recorded
years ago. “Our challenge is to grow in quality. We
cannot keep increasing wages above productivity,”
warns Mendonça de Barros, stating that investments now account for about 20% of the domestic
GDP (18.5% in 2012). In his opinion, in order the
Country grows 5% in a sustainable way, we need
investments in the order of 24% of GDP.
Letícia Costa, of Prada Consultoria, has an
opinion similar to that of Mendonça de Barros.
According to the expert, the automotive market
needs to expand the range of products (quantity
and quality) so that companies are able to reach
new levels of prices, without losing margins.
In the opinion of Letícia, the market outlook
is uncertain, since the economy also is. According
to the executive, the automotive industry has no
room to grow this year, thanks to the anticipation
of demand that occurred in 2012 due to the government incentives. “The income growth, which
lost speed, and the credit, that remains restricted,
create a formula unfavorable for the industry to
grow,” she says.
For the Officer of Prada Consultoria, even
maintaining the IPI discount until the end of the

year, the market should be equal to 2012. “Growing 2% is still within the forecasts margin of error,”
she says, stating that the economy is below expectations and consumer confidence has not grown
as it should. “At the time of funding, consumers
will think more on the risks of taking on a debt,”
warns Costa.
Given this scenario, experts say that the Dealers
should diversify their business in order to increase
profitability. Focus your results on operations
after sales may be the right path in search of better
margins. “Dealers need to learn how to have the
after-market in their favor,” says Letícia Costa.
Still according to the expert’s assessment, the
multimakes networks could benefit from the
market as they can work as from a certain make,
expanding their operations to the detriment of
another which is not at the same pace of releases.
“With this, the Dealer has a margin to work with.
One make can handle the operation of another,”
concludes the Officer of Prada Consultoria.
Inovar-Auto in the Country growth – If the word is
investment, Inovar-Auto program was created with
the aim of expanding the industry competitiveness
through investments in research and development,
technological innovation and the gas emission
reduction. According to what has already been

announced, more than R$ 60 billion will be destined to this purpose, in addition to including the
construction of new plants, as there is a minimum
requirement of local components embedded in
the vehicles.
In the opinion of experts consulted by Dealer,
this dose of investment is good, but still not sufficient to change the Brazilian automotive industry.
Letícia Costa, for example, says that all this technology already exists abroad and that, therefore, the
concept of research and development would not be
applied in Brazil. “I find the program valid; however, I have doubts on a few points. The technological
development, for instance, is one of them,” says
Costa, adding that the effects of the new regime
will be seen only in 2015.
José Roberto Mendonça de Barros says that
the Brazilian government also needs to have its
dose of investments to ensure the development
of the automotive industry and the economy.
“Improving infrastructure, traffic conditions of
cities, among other issues that are the responsibility of rulers, would guarantee, together with
investments in the industry, the expansion of
the market in a sustainable way,” says Barros,
who also identifies signs of government position
changing to attract private investors. “The issue
of invitation to bid for public service provision

More than R$ 60
billion should
be invested in
the automotive
industry by 2017,
mainly in R&D,
new technologies,
productive processes
and new facilities.
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Cledorvino Belini,
former President of
Anfavea and CEO
of Fiat, and Paulo
Butori, President of
Sindipeças.

concession (airports and highways, for example)
indicates that the government wants to attract
private capital. However, changes in the established rules and low return rates decrease companies interest to participate in these events,” says
the economist.
For Cledorvino Belini, former president of
Anfavea and CEO of Fiat, Inovar-Auto program
will allow vehicles manufactured in Brazil, in 2017,
to be on a par with or even better than foreigners.
“The strategy of competitiveness causes the industry to increase its production, and this growth attracts investments,” says the executive, adding that
the industry now has the challenge to achieving
targets set by the government and the objectives
of Inovar-Auto.
“The new regime also poses many challenges.
One of them is that the entire supply chain must be
strong, and for that it needs to attract investments,”
said the executive. Although some points still demand regulation and it does not happen overnight,
for Belini the program Inovar-Auto implies increase
in the cost of production and, consequently, in a
first moment, passing on to the final consumer.
“But, as the main goal of the regime is to increase
competitiveness, there will be a balance,” he argues.
At the moment, the internal market is heated
and Anfavea forecast is to close 2013 with sales
growth between 4%-5%, especially with the
maintenance of reduced IPI until the end of the
year. And the potential market - large and heated
– attracts investments.
An indicator that Brazil remains a target for
manufacturers is the arrival of new assemblers to
the Country. If all goes as advertised, Brazil will
see increase from 18 to 25 the number of car and
light commercial vehicle plants between 2013 and
24
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2015. Also, by 2015, it will increase from eight
to 15 the number of truck plants – including the
Navistar International unit transfer, which left Caxias do Sul and headed down the mountains in the
country side of Rio Grande do Sul (Serra Gaúcha)
to Canoas, where it starts up in May.
Autoparts – Paulo Butori, President of Sindipeças
- National Union of Motor Vehicle Components
Industry, recognizes that Inovar-Auto will bring
benefits to the auto parts segment, such as the
adoption of traceability of the components origin
and the programmed increase of local purchase of
items. “Equating the traceability is the key issue
for the auto parts segment within the Inovar-Auto
program,” he said. According to the executive,
the solution can be simple: the self-statement
made by the own parts manufacturers. However,
it bumps into a problem outside the Brazilian
borders: Argentina.
Butori mentioned a research that indicates
that for every car produced in Argentina there is
the presence of US$ 16.5 thousand in imported
components. However, the average price of cars
in Argentina is US$ 15,000. Thus, figures don’t
match and indicates that the final destination of
these components is the Brazilian market, the largest buyer of vehicles produced in the neighboring
country. “Checking the traceability implementation in Argentina is an issue to be resolved,” says
the President of Sindipeças.
Maintaining the source information in order
to allow correct calculation of the nationalization
index is possible and exists in North America. Letícia Costa said that - at Nafta – there is a traceability
system that works this way. That is, the presence
of 10% imported components, for example, follow

Marcelo Camargo/ABr

Brazil may increase from 18 to 25 plants of cars and
light commercial vehicles by 2015. Also, by 2015, it
will increase from eight to 15 the number of truck
plants. With that, the production should exceed 5
million units by 2020.

along the entire chain for the formation of the final
nationalization index.
The delay in regulating the program (postponed from April 1 to June 1) would be related
to the fact the Federal Government is taking
great care in the formulation of regulations for
fearing action by the World Trade Organization
(WTO). Butori believes that Inovar-Auto should
be put into practice soon. The problems arising,
according to the President of Sindipeças, would be
quickly corrected.
Regulating also means providing new investors
with a North to work in the Country, as well as opportunities for competing in several directions. For
Butori, the presence of new players can change the
current map where five companies dominate about
80% of the market. “The news that comes from
Asia – China and South Korea – will contribute to
this change,” he says. For the auto parts industry,
more opportunities will arise for business, despite
the fact that these companies bring much of their
suppliers from abroad.
The competitiveness issue is a constant concern
in this industry. Butori remembers that there are
several external factors that affect companies and
others that could leverage business. “The exchange
rate variation is one of them. With the dollar at R$
4, every single company would become competitive

overnight without any further investment,” exemplifies Butori.
Sindipeças estimates that the auto parts manufacturers’ investment for this year is US$ 1.44
billion. The figures are about 24% lower than
in 2012. In 2014 they will fall a little more to
US$ 1.39 billion, according to estimates made
by Sindipeças.
The President of Sindipeças advocates the
creation of a program dedicated to encourage the
component manufacturing industry which would
be called Inovar-Peças. But Butori is down to
earth: “The idea will not go any further because
Dealer
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Inovar-Auto has not been regulated yet,” he says.
Butori believes, however, in the need of a program
dedicated to the industry which would already
count on the favorable disposition of federal authorities. “Government is favorable to Inovar-Peças
and it can come out following the Inovar-Auto.
There is no deadline. But Sindipeças is hopeful,”
he concludes.
Trucks grow – The truck segment has growth
prospects for 2013. According to Fenabrave, the
increase may reach 10% this year, 151,488 units.
Still according to the organization, the maintenance of BNDES Financing Program, the PSI 4,
with deflated rates, will benefit this segment. “Last
year, the truck market dropped sharply due to the
anticipated purchases occurred with the technology change (EURO 3 to EURO 5). This year the
market will recover,” says Letícia Costa, who bets
that even with economy below expectations, the
estimative of good results in agriculture encourages
the sale of these vehicles.
Despite the poor performance when comparing the first quarter of this year to the same period
last year (drop of 7.27%), the recorded result in
March was 23.27% higher than in the month of
February. Altogether, 12,343 units were licensed
against 9,976 in the previous month. Despite the
poor performance between quarters, Cledorvino
Belini remains optimistic about the truck market
this year. “The beginning was difficult, now there
is an enhancement in order backlog and the trend
is for growth. We are prepared for it: PSI with
reduced interest rates, favorable environment for
financing and credit supply,” he said. However,
former President of Anfavea pointed out that
the default in the segment is slightly higher than
the light commercial vehicles, but could not give
more details.
According to the organization that represents
manufacturers established in the country, truck
production rose considerable 39.1% in the first
three months of the year compared to the same
period last year due to low activity in the segment in
2012, when assemblers could only assemble models
of Euro 5 new generation, as the new emissions
legislation – Proconve P7 - dictates. While in 2012
the lines produced 31.3 thousand trucks, including
semi-light, light, medium, semi-heavy and heavy,
this year, in three months, the segment assembled
a little more than 43.5 units, especially the semiheavy segment, which production reached 17.2
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thousand units in the period, high of 34.1% on the
same basis of comparison.
Motorcycles still rely on credit – The two-wheeler market is still embittering no exciting indexes. In 2009,
the segment recorded a decline (less 16.42%),
which was recovered in the years 2010 and 2011,
but went into further decline last year. The levels of
sales, that reached almost 2 million units sold per
year, ended last year at about 1.6 million.
The difficulty of obtaining credit remains the
main obstacle to the recovery of the motorcycle
segment in Brazil. In March, the segment showed a
further sharp decline of 25.26% over March 2012,
and of 20.43% when comparing quarters. “We still
have only two record approvals every 10 tokens for
funding. The consortium has benefited the segment, in 2012 it accounted for 35% of sales in this
segment in the country,” warns Alarico Assumpção
Júnior, Executive President of Fenabrave.

Speaking of credit …
The balance of credit to finance vehicles decreased by 2.8% in
February compared to the same period last year to R$ 238.4
billion, according to data published in April by National Association of Assemblers Financing Companies (ANEF). According
to the organization, which is based on Central Bank information, the amount ascertained - composed of direct credit to
the consumer (CDC) and leasing - accounts for 5.3% of GDP
in the month and 10% of total credit of the National Financial
System (SFN).
Shirley Luiza O. Leal, Officer of Belcar, a
dealership Chain of Goiás that represents the
makes Yamaha, VW and Mitsubishi.

According to Assumpção Júnior, only the
financing of high cylinder capacity motorcycles
have no problems. “The consumer profile of these
motorcycles is different and usually has no trouble
having records approved,” he says.
Success story – At Belcar, the Chain representing
Yamaha, Volkswagen and Mitsubishi makes, in
Goiás, the difficulty of credit for financing motorcycles was surpassed by a solution found indoors.
According to the Officer Shirley Luiza O. Leal,
Belcar started to finance purchases of their customers, creating their own portfolio of credit that
according to the Officer maintain a healthy profile
and assures about 40% of sales of the four Yamaha
dealerships. “Typically, we finance half the value of
the motorcycle in up to 25 installments. Today we
have a portfolio of loyal customers who purchase
from us through our funding,” says Leal, adding
that the default rate in this modality is below 2%.
In addition to financing the purchase of motorcycles and second-hand ones, Belcar also finances
the consumer costs with services. “With that, we
can attract more people to carry out revisions and
maintenance within our dealerships. We also have
partnered with independent workshops in the
region, which keep our original parts in commodatum, ensuring greater turnover of our inventory,”
says Leal.
According to the Officer, Belcar intends to expand its financing capacity, especially with Yamaha
bet on the Brazilian market with the development
of new products, more attractive and that add
more technology.

In the monthly comparison, February against January, the
decline was 0,9% in the balance of portfolios. During the first
two months, the release of funds for financing was of R$ 16.8
billion, 7.1% less than the value of the same period last year.
Out of this total, R$ 16.3 billion were CDC, against the R$ 17.2
billion of a year earlier. As for leasing, the system released R$
430 million and a year ago the amount was R$ 900 million.
In February, the average rates charged by banks for financing
14 associated makes were maintained with the same values of
December 2012: 1.25% per month and 16.08% per year, while
the average of rates practiced in the market by banks and retail
and vehicle financing followed at 1.57% per month and 20.5%
per year. “The interest rates of Anef associates are typically
smaller for being largely subsidized by the manufacturers
themselves, offering better conditions and more competitive
values, including the possibility, in some situations, of offering
the option of rate zero,” explains the association President,
Décio Carbonari.
For the President of ANEF, the recent announcement of reduced
IPI at the current rate until the end of this year should support
and give greater breath to the market, reheating sales and
consequently the financing sector. “Thus, it is possible that
the balance of financings present a faster response in 2013,”
he assesses. The need of infrastructure works, which should
move the truck sector, is another factor pointed out by the
executive. “The concession of ports and airports, in addition
to the proximity to major events, generates a desperate need
for trucks, buses and cars for fleets,” he adds.
Delays in the payments of financing contracts over 90 days
(default) remained stable in February, in the case of individuals, and closed the month in 6.4% for the CDC contracts.
On the same month last year, the default rate fell by 0.2 percentage points.
The longer plans offered by banks continued in 60 months in
February and the average term was also maintained in 43 months, the same as in January. A year ago, the average financing
term was 46 months.
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The deadline for
correspondents
certification is
approaching
Resolution 3.954/11 provides that, as of February 2014, only certified
professionals may submit and progress credit applications. Preliminary
survey indicates that only 15% of the Chains have the required certification.

Those who get out
ahead have more
time to adjust
Some of those 15% who already have
professional certificates at the dealership,
Cleide Simões, head of Marte Veículos (São
Paulo), believe that anticipate the correspondents’ training is important to understand the operation and seek the best ways
to work under the new regime. “Those who
get out ahead have more time to adjust,”
she assesses.
Cleide tells that at Marte Veículos about
45% of sales are financed in one of the
five financial institutions with which it
works. She recommended the course for
two employees. “It is important to always
have someone ready to serve the consumer,” she says, mentioning occasions when
the person certified was absent from the
dealership, cases of vacation, absence or
even dismissal.
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he Central Bank Resolution 3.954/11 (as amended by 3.959/11) was
published in 2011 and granted a period of three years for the correspondents seek professional certification – which becomes mandatory
from February 2014. A preliminary survey by Fenabrave, however,
indicated that until April this year, only 15% of the Chain had professionals qualified to submit and progress credit applications. “The
certification process demands time. If you leave it for the second half
of the year, you may not have enough time,” stated Paulo Engler, Chief
Officer of Fenabrave in a roundtable broadcast by Fenabrave TV, on April 4.
The roundtable was chaired by journalist Fátima Turci and was attended
by Paulo Engler, Fenabrave Chief Officer, Luiz Eduardo Vidigal Lopes da
Silva, legal adviser of the entity, Paulo Pellegrini, legal adviser of the Make
Associations, Cleide Simões, owner of Marte Veículos Dealership (São Paulo), and Gustavo Marrone, Auto regulation Officer at Federation of Brazilian
Banks (FEBRABAN). “The certification is essential. As of February 2014, it
will not be possible to submit a credit application if you are not certified. It is
a condition that won’t be extended,” emphasized Engler.
Besides alerting to the deadline for the adequacy of the standard, guests
clarified some of the main doubts of the Dealers about the topic. For Pellegrini,
the resolution should not be feared. “The activity used to happen informally.
The resolution normalized it. The obligation came, but also the rights, such
as the adequate compensation for the service,” said the legal counsel, noting
that the consideration must be appropriate to the investment made by Dealers
in trainings and the like.
Among the items on which the Dealer must watch out, the guests highlighted the need to submit proposals for financing with clear rates and conditions and the obligation to indicate, on a visible place, the financial institutions
with which the company work (Fenabrave has already sent an acrylic panel

Cleide Simões, Gustavo
Marrone, Paulo Engler
and Fátima Turci. In
the spotlight, Paulo
Pelegrini and Luiz
Eduardo Vidigal Lopes
da Silva.

to the Chain members). Besides, the need of having at least one certified
professional per store was reiterated, reminding that certification is personal
and not transferable. “Therefore, Fenabrave recommends the certification of
more than one employee, in case one of them is absent the other covers his
function,” adds Engler.
Despite the list of obligations provided in the resolution, Marrone understands that the standard is beneficial for the Dealer, since is clearly defines the
roles in the relationship of the financial institutions and correspondents. “The
responsibility is very simple. All credit evaluation is the bank responsibility.
The correspondent is just an intermediary,” he said.
To assist Dealers, Fenabrave and the Instituto de Educação FEBRABAN
(Education Institute) developed a specific training to obtain certification to its
members. The course is called “Prep Program for Professional Certification Vehicle Credit Module” and addresses the relevant legislation; concept of credit; general knowledge about the National Financial System; types of operations
and their risks; Consumer Defense Code – CDC; ethics and representativeness
and vehicle financing. Classes can be fully remotely taken.

ATTENTION!
Information
to Coaf
Another item discussed at the meeting was
the attention the Dealers must have in respect to the norms 24 and 25 of the Council
for Financial Activities Control (COAF),
which provide, among other things, the
need to keep records or report to certain
agencies certain types of transactions.
“The legislation that addresses the concealment of property and money laundering
included the marketing and intermediation
of luxury goods and those of high value
(over R$ 10,000) as an activity that should
provide information to the COAF. The entire
segment is inserted in it,” warned Vidigal.
According to the consultant, one should
keep records of transactions over R$ 10,000
and notify Coaf on suspicious financial activities, such as transactions over R$ 30,000
paid in cash.
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Reuse of
materials ensures
sustainability
30
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The reuse of
materials in the
manufacturing
of parts used in
vehicles reduces
costs, protects the
environment and
transforms the
automotive industry
in increasingly
sustainable.

he actions for sustainability start
to go beyond the borders of large
corporations. Motivated by the
opportunity to be different in
the market, many companies are
taking steps to reduce the negative impacts on the environment,
society, and are increasingly presenting sustainable models. This concern
with sustainability also gained strength in
different automobile segments.
The use of recyclable materials in parts
that equip several vehicles became common
in automobile manufacturing in Brazil. PET
bottles, for instance, can become fabric to
line car seats.
Renault of Brazil is a company that has invested in sustainable actions and is engaged
in the expansion of solutions that contribute
to environmental protection. “Proof of this
is the effectiveness of our plants, which in
addition to ensuring an environmentally
responsible production also contributes
significantly to the preservation of the environment”, says Olivier Murguet, CEO of
Renault of Brazil.
Ayrton Senna Complex, where Renault
plants are located (São José dos Pinhais/PR)
is composed of three plants that produce
cars (Duster, Sandero, Logan, and Grand
Tour), light commercials (Master truck) and
engines that supply the domestic and international markets.
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Aerial view of Ayrton
Senna Complex
where Renault
Duster, Sandero,
Logan, Grand Tour
and Master van are
manufactured.
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In the Ayrton Senna Complex 100% of the
waste is managed: 95% are sent to recycling and
5% are reprocessed. In 2012, 64,000 tons of materials, such as styrofoam, oil sludge, white paper,
wood, cardboard, plastic and paint sludge were
recycled. “Elements such as motor oil, paper, cardboard, wood and styrofoam gain proper disposal,
while others such as steel and aluminum go back to
the productive chain,” explained Murguet.
The aim of the make is to ensure that all vehicles
produced in plants show technologies accessible to
the consumer and good results to the environment.
Renault Sandero and Logan models, produced in
Brazil, are already manufactures following the criteria established by Eco2, which must be produced
in a factory certified by ISO 14001 and emit less
than 120 g CO2/km or be powered by biofuel, and

contain a quantity of plastic derived from recycling
of more than 7% of its total mass of this component.
The rule also says that the vehicle must be “recoverable” to the order of 95% of its mass at the end of
life. “At Renault of Brazil, the production of some
models like Sandero and Logan even overcome the
criteria established by Eco2,” explains Valdeni Lopes,
Head of Environment of Renault.
The Italian Fiat, which is also concerned with
sustainability, has an area called “Ecological Island”, a place where all waste that will be reused
and/or recycled (styrofoam, paper, cardboard,
word, metals and son on) is sent to. At the site,
according to the assembler, each waste is given the
appropriate destination.
“Ecological Island” is a pioneering center for
recycling styrofoam, which is processed into raw

material for the production of several materials and
utensils, as containers, soles for footwear, pen body
and packaging.
The search for efficient cars goes beyond the
engines, and is a process that involves the discovery
of new materials, greener and lighter. One example of it is the Ecology Uno, launched in 2010,
an example of the concept car that introduced to
the market a range of solutions, many of which
are being studied by researchers at Fiat, driven by
the challenge of enabling the application of these
innovations in commercial vehicles. “Since 2000,
researches are at full steam, with results positioning Fiat vehicles at increasingly higher ecological
thresholds,” explains Julio Souza, Senior Analyst,
Product Engineering at Fiat.
Currently, Fiat already has a number of green

technologies and materials being used in various
vehicle functions, such as the adoption of soybean
oil in the production of foam seats, present in every
line of cars of the make. “Apart from reducing the
consumption of natural resources, we also contribute to reducing the amount of waste generated and
that requires final treatment,” says Souza
Innovations do not end there and wood fibers
are used as reinforcement in plastic trim components, such as the parcel rack for the Palio Fire.
Now, the recycled materials are present in the
sound insulation made of shredded denim (fashion
industry residue), the protection of the void space
in the wheel and the aerodynamic repairs, produced
with recycled polypropylene (plastic). “The result
of this effort has a direct impact on the indexes of
recyclability and recoverability of vehicles. The

All steel and aluminum
that are left over from
the production are
recycled and returned to
the assembly line. Other
materials are processed
and gain appropriate
disposal.
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Plastic cups, for
example, can be
recycled and reused
in the construction
of vehicle parts. The
process requires a few
steps to the recycling.
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New Uno achieved the recyclability rate of 88.3%
and 99.5% of recoverability – numbers that extrapolate the limits of Directive 2005/64/EC, which is
the prevailing standard in Europe,” explains Souza.
More than being an obligation, the importance
of caring for the environment brings good fruits.
Companies that use recyclable materials in the
composition of product, which were previously
destined in an incorrect way, help this preservation.
The large scale use of PET bottles, for example,
mainly from the 90s, generated a serious environmental problem. Many of these bottles were
discarded and ended up stopping on terrains, rivers,
sewers, seas and woods. As this material can stay
up to 750 years in nature, it became of paramount
importance to recovery and recycle it, reusing it in
the production chain.

Another assembler that cares about environmental and ecological aspects is Volkswagen, which
also uses recyclable materials in the composition
of their parts. The make applies recycled PET
based-fabrics technology to line seats and door
panels of their cars, which debuted in the New Goal
and New Voyage. The technology protects the environment and is part of Volkswagen strategic goal
of developing sustainability as a principle of management. Exclusivity of Volkswagen in Brazil, the
recycled PET-based fabrics for linings applied in the
New Gol and New Voyage, are highly technological and the raw material is supplied by companies
certified by international environmental agencies.
In 2012, during the Rio+20, the assembler introduced its global initiative “Think Blue”, which
incorporates the goal of creating solutions and

Sustainability on
two wheels
Not only car assemblers worry with preserving the environment. The
two-wheeler segment also strives to excel in the issue sustainability.
New attitudes, government and companies actions that make up
this segment have been effective for the reduction of emissions
from motorcycles.
According to Abraciclo (Brazilian Association of Manufacturers of
Motorcycles, Mopeds, Scooters, Bicycles and Similar), currently
Brazil has one of the strictest programs of pollutants emission control for motorcycles in the world. It is the Promot (Program of Air
Pollution Control for Motorcycles and Similar Vehicles) established
by the National Council of Environment (Conama) in 2002. Abracilo
calculates that since the creation of the program, which is in its 3rd
phase, the reduction of carbon monoxide emissions was over 80%.
DAFRA adopts initiatives related to environmental management
in their Industrial Pole in Manaus (AM), a manufacturing unit with
170,000 square meters of land, being 35,000 square meters of built
area, as a Sanitary Effluent Treatment Plant and a Center of Selective
Garbage Collection.
The Sanitary Effluent Treatment Plant, for instance, receives all
the effluents generated by the grease traps of restaurants, bathrooms and locker rooms of the Unit. Periodically this effluent is
collected and analyzed by an external laboratory, which generates
a report that is later referred to the Environmental Protection of
Amazonas – IPAAM to demonstrate the quality of the treatment
provided by DAFRA.
Styrofoam is also processed and reused
in production.

products environmentally friendly. With that, the
make establishes the commitment to sustainable
development and presents its practices related to
the three pillars of sustainability: environmental,
social and economic.
The “Think Blue” concept has as a proposal
to make mobility more efficient and sustainable,
accessible to all, and applies in environmental
technologies, such as the development of more
efficient cars, and in the reduction of emissions
in the vehicle production through the concept
“Think Blue. Factory.” Through these actions, the
make aims to motivate all the publics, whether
employees, consumers, community or society, to
have a behavior increasingly more aware of the environment, contributing to a sustainable future.

The Center of Selective Garbage Collection of the plant receives,
separates, presses and sends it for recycling, co-processing or reuse
of 81.5% of the waste generated in the unit. Materials such as cardboard are pressed and used in the manufacture of recycled cardboard,
the iron is pressed and send to recycling, whereas the plastic goes to
a partner company where, after recycling, is transformed into plastic
bags. Contaminated oil goes through a process called re-refining in
a company specialized and licensed for this activity.
Still talking about the right destination of materials, in 2009 DAFRA
entered into a partnership with Potters Association of the State
of Amazonas (ACERAM), located in Iranduba (25 kilometers from
Manaus), and known as the ceramic and pottery industrial pole of
the region. The agreement involves the recycling of work, sourced
from the packages of components received by the company that are
periodically donated by DAFRA to CERAM, serving to feed furnaces
for the production of bricks, blocks and tiles.
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Shared goals
With eight dealerships spread in the interior
of São Paulo, Lapônia, Volvo dealer, excels
in after-sales and services performance.
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or more than 30 years, Lapônia, Volvo
trucks and buses dealership, with points
located in the cities of Sorocaba (headquarters), Ourinhos, Presidente Prudente,
São José do Rio Preto, Ribeirão Preto, São
Manuel, Araraquara, and Araçatuba, has
an efficient management model that has
generated good results for the company.
Besides selling trucks and buses of the Swedish
make, Lapônia stands for excellence in services and
for marketing pieces.
Currently, the company has 550 employees
responsible for revenues of R$ 800 million in 2012.
The dealership sells over 2,000 new trucks per years
- heavy and semi-heavy, about 250 second-hand

trucks and 150 buses. “We have a very strong performance with Michelin in the tire distribution.
We sell about 1.5 thousand tires per month,” says
Oswaldo Schmidt, Lapônia Officer.
The company began its activities with a familiar
management. Today, it is 100% professionalized,
however, family members working in Lapônia
are not considered a problem in the opinion of
Schmidt. This happens, as the relatives are hired
through conventional selection process and cannot act as a manager of another family member.
“In fact, we encourage indications of employees
offering extra salaries as a gift to the employee who
helps with indications,” he says.
According to the executive, the company

In addition to
investing in training
with the team,
Lapônia shares
its targets with all
employees through
weekly meetings,
where diagnostics are
performed and action
plans are prepared.
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success story

Oswaldo Schmidt,
Officer of Lapônia: in
2012, the company sold
R$ 800 million.

management is guided by surveys conducted
by Volvo and by internal surveys, both with respect to customer satisfaction and organization
climate. With three clear goals highlighted by
Schmidt to all employees, the company won
10% share in total sales of the make, ranking
among the top three business groups of Volvo.
“Our first goal is to increase customer satisfaction – for the third consecutive year the
dealership had the highest score in Brazil. Then,
we define that Lapônia must be a profitable
company, so we get to the third point: increase
our business,” Schmidt lists, stating that reached
32% share in the segment of heavy trucks at Volvo. With 12% share in the semi-heavy segment,
Lapônia Officer outlines leadership as a target,
also in this segment in four years.
Surveys guide management – Oswaldo Schmidt
explains that Lapônia management is based on
surveys results conducted by Volvo, such as internal
surveys that identify levels of customer satisfaction, organizational climate, sales, profitability,
after-sales, auto repair shop use, among other items.
“With this, we maintain a continuous improvement in our operations,” he says.
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In the case of internal survey of employees’
satisfaction, Lapônia is proud to maintain an open
relationship with all 550 employees. Through the
questionnaire anonymously answered, we rank
employees’ knowledge, their concern with the
company in several sectors, assess the leaderships
(including their involvement and cooperation at
work), the structure and benefits, following global
standards disseminated by the assembler. The
results are disseminated to all teams and through
weekly meetings, we conduct diagnoses and an
action plan to correct any possible problems. “In
the last evaluation, for instance, we identified that
employees would like to have sessions of labor
gymnastics. We are evaluating some suppliers to
try to fill this need,” explains Schmidt.
The management of the dealerships is focused on a work plan, created based on budget
plan. Every month meetings are held to discuss
goals and results, which identify the efficiency in
sales operations, market share, company profitability, the utilization of the team of mechanics,
the waiting time of customers in the shop and
service of parts. “Our structure is systemized
and managers have control in real time of what’s
going on in the operation. Thus we have the
chance to change guidelines along the way if we
found that some point is not in accordance with
what was agreed in the meetings,” explains the
Lapônia Officer, stating that the compensation
system is based on meritocracy. Hence, the
transparency in disseminating information and
metrics established for the operation increasingly
motivate employees. “Every year, if the company
has a good result, employees receive a bonus,”
he concludes.
Ask for your part – “The most expensive part is the
one the dealership does not have.” This is the
definition of Oswaldo Schmidt to summarize its
activities in the parts segment. According to the
Lapônia Officer, a truck stopped, broken, costs
more than any part sold at the dealership. Thus, the
company invested in its stock of spare parts. Today,
with more than R$ 30 million in stock, spread over
five outlets, Lapônia can turnover six times per
year their spare parts. “We have an average of 96%
immediate service at the parts counter. This means
that the customer will always have stock availability.
What is not found we can bring from the plant in
up to 24 hours,” boasts Schmidt.
With this work, Lapônia already holds a 75%

With excellent data structure, Lapônia is able to map
the market that operates and outline targets for
after-sales. Special pickups perform fieldwork.

loyalty rate in after-sales. Through an excellent data
structure, created by the very Schmidt, it is possible to have total control of the market in which it
operates. “I know exactly the size of the market,
how much I sold and how much the competition
sold. So I can calculate my potential after-sales to
set targets,” he explains.
In the after-sales department Lapônia has a
structure that causes envy to any entrepreneur.
Indicators levied on all area activities guide the operation. With this, Lapônia can already reach 90%
occupancy level of their mechanics and, according
to Schmidt, has one of the largest collections of
special tools, developed by Volvo, which facilitate
the work without damaging components.
All diagnoses in vehicles at the repair shop are
conducted through electronic means in software
constantly updated by the assembler. “”We have
five machines with this technology,” explains.
Besides servicing at the repair shop, Lapônia has
40 pickup trucks ready to perform diagnostics
and repairs on the spot. “Through Dyna Flitt,
diagnoses system online, the assembler is able to
remotely identify what’s wrong with the truck.
This information comes to us, we provide aid
where the vehicle is and, often, already with the
replacement part for the repair,” explains Schmidt,
detailing that the more modern vehicles do not
stop as easily as those in the old days. In addition,
parts are already developed to convey through the
diagnostic center.
Today, at every Lapônia point of sale about 40
service orders are placed daily. Schmidt points out

that 80% of customers who go to the repair shops
wait less than one hour for servicing. “When we
realize that it will take a while, we schedule the
service,” he adds.
Relationship generates loyalty – In addition to the
work-developed after-sales, Lapônia has great
performance through the consortium. In 2012,
it managed to sell 350 quotas for the acquisition
of Volvo trucks, ensuring a future portfolio
of customers. “About 98% of customers who
buy consortium with us, after contemplation,
return to the dealership to buy their goods,”
explains him.
With a high rate of customer loyalty, Lapônia
also promotes social gatherings with their 3,000
active customers, sends direct mails, participates in
trade fairs and exhibitions in the regions in which
it operates and visits their customers in order to
maintain the relationship. “We have already carried
more than 300 customers to Europe and United
States through our loyalty program,” says Schmidt,
adding that these successful actions counted with
the engagement of all employees of the company.
“Share goals, do not hide information and maintain
close relationship with customers and employees
has led us to succeed in operations. It is not a cake
recipe, we simply need to have clear goals, processes
and motivation,” he concludes.
For this year, Lapônia hopes to expand by
10% its results against 2012, grow 20% in semiheavy sales and keep the 32% market share of
heavy trucks.
Dealer
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100% sustainable
production
General Motors do Brasil inaugurated in Joinville (SC), in February, one of the world most
sustainable plants. From its industrial lines come out 1.0 and 1.4 liter engines and aluminum
cylinder heads. Its installed production capacity is 120,000 units of engines and 200,000
cylinder heads per year, destined to GM plants in Gravataí (RS) and Rosario (Argentina).
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W

ith investments of R$ 350 million
and an annual revenue forecast of R$
250 million, the new plant, located
in the city of Joinville (SC) is the
first to implement a set of pioneer
systems in the energy efficiency and
environmental protection areas, with emphasis on
photovoltaic energy – generated from sunlight,
industrial water recycling through reverse osmosis
and new treatment of effluents and sewage through
filtering gardens.
The initiatives, which make it a sustainable
plant, include processes that make it one of the
first in Brazil to have 100% of recycled industrial
waste (“landfill free”). By the “Landfill Free”, all
production process waste will be reused, recycled
or co-processed. “The main objective of our project
in Joinville is a constructive process that respects
the environment and, therefore, the new facility
incorporates a set of pioneering systems in the areas
of energy efficiency and environmental protection,”
says José Eugenio Pinheiro, Vice President of Manufacturing of GM South America.
The pioneering systems in areas of energy efficiency and environmental protection accredit the
GM Plant in Joinville to the global certification
of the Leadership in Energy and Environmental
Design – LEED, which is already in the process of
obtaining. In Brazil, LEED is represented by Green
Building Council Brazil – GBC Brazil, linked
to the US GBC (United States Green Building
Council), most important organization in the
global assessment of sustainable buildings in terms
of energy efficiency and environmental protection.
The engines manufactured at the GM plant
are the new SPE/4 (Smart Performance Economy
/ 4 cylinders) 1.0 and 1.4 liter, that equip Chevrolet Onix (hatchback) and Prisma (sedan) – the
two models resulting from Onix Project – the
first launched in October 2012 and the second
in late February.
The plant has installed capacity of 120,000
engines and 200,000 cylinder heads per year. “All
engines are intended to Gravataí (RS) unit and,
60% of cylinder heads (120,000) are intended to
the own engines assembled there, while 40% of
cylinder heads (80,000) go to GM plant in Rosario,
Argentina,” says Pinheiro.
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Strategic project – The construction of the new
plant in Joinville reveals the strategic importance
of the region and the country for GM growth
in the world. Jaime Ardila, CEO of GM South
America and GM do Brasil, highlights the new
unit role, necessary to meet the strong demand of
the Brazilian market in recent years and the exports. “The new plant is one of GM most modern
in South America and in the world, incorporating the most advanced automotive technology
processes and sustainability. The production of
engines and components in Santa Catarina aims
to help jumpstart GM growth in the entire region,
which gained even greater importance within the
company upon the creation of GM South America
division,” says Ardila.
For Marcos Munhoz, Vice President of GM
do Brasil, the choice of Joinville to implement
the new company project was due to the city offer
favorable conditions for the execution and development of the initiative. “Joinville has excellent
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infrastructure and labor force quite qualified,
in addition to the proximity of five ports in the
state of Santa Catarina, which favors a lot its performance from the strategic point of view of our
operations,” he says. Joinville is located 530 km
from the city of São Paulo and 600 km from the
city of Porto Alegre.
Munhoz adds that the company “is proud to
implement a set of innovative technologies, which
are part of a sustainable plant. GM has a very strong
commitment with the environment. This is part of
the company DNA,” he emphasizes.
According to Luiz Moan, Officer of Institutional Affairs for GM do Brasil, who participated
in the implementation of the project from the
prospecting phase and its feasibility, the assembler had the best receptivity possible, both from
the state government of Santa Catarina and the
City of Joinville. “We feel this willingness quite
favorable from the own community of Santa
Catarina,” he says.

Sustainable and
certified plant
The new GM unit occupies a total area of 500,000 square meters, with approximately 30,000 square meters used on the premises of the plant itself
and its auxiliary facilities, including patios and parking areas. Part of the
area (200,000 square meters) was set aside for environmental preservation.
As with other company business units in Brazil, the unit was built within
the most advanced concepts of sustainability, in line with the world
policy of preservation of global environment adopted by GM. The
Sustainability Committee created by the company in April 2011 closely
followed all these conditions.
GM plant in Santa Catarina will benefit the environment with a 12.6%
total reduction of energy compared to the ASHRAE (American Society
of Heating, Refrigerating and Air-Conditioning Engineers) – American
standard which is a worldwide reference for energy systems.
The company will cease to issue – annually – 119 tons of CO2, will get a 20%
reduction in the potable water consumption and will reuse 26,000 cubic
meter of water per year, volume equivalent to the supply of 95 residences.
Among the numerous environmental programs planned for Joinville
unit, we highlight the ISO 14001 environmental Management, chemical
management, of waste, of liquid effluents, monitoring of water resources
and of noise levels.
João Sidney Fernandes, “Facilities” Officer for GM South America, highlights the photovoltaic energy as an “example of energy efficiency”. The
unheard system to be implemented in the Joinvile GM unit plans to install 1,280 photovoltaic modules and these panels will occupy an area of 2,115 square meters that will generate
energy for the lighting circuit of the entire industrial unit and for its administrative areas.
There will no integration with the productive process. The energy generated by this system
is equivalent to the consumption of 285 residences and will avoid the generation of 10.5
tons of CO2 per year.
The solar heating system in Joinville unit will provide 15,000 liters of hot water per day,
equivalent to the consumption of 750 people and sufficient to serve 80 popular houses.
The expected savings per year is 8,800 cubic meters of natural gas – or 7.190 Kg of LPG or
96,100 kWh, avoiding the generation of 17.6 tons of CO2 per year. This initiative will meet
the needs of the locker rooms and kitchen.
This solar heating system has the following advantages:
•
•
•
•
•
•
•

The use of non-renewable fuels is little or nil
The sun provides a zero cost fuel
The solar heating is sustainable and renewable
Enables the use of electricity for other noble uses such as lighting and
movement in production processes
The CO2 generation during the operation is nil or minimal
It can be used both for industry, commerce and residences
It can be installed in areas where there is no electricity

Also the rational use of water, the technology of water treatment by Reverse Osmosis
produces water of excellent quality, according to GM, many times superior to the source
water, which allows unrestricted industrial application, with low salinity and conductivity
and free of micro-organisms.
It will allow the reuse of up 19,000 cubic meters of water per year, avoiding the consumption
of potable water enough to power supply the equivalent to 70 popular houses. Therefore,
it is possible to provide 100% of the consumption of non-potable water of the engine plant
through the system. The water treated with high-purity content will be used for non-potable uses such as industrial process, sanitary, irrigation, gardening and washing floors
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After-sales
ensures
profitability
and loyalty
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Working well the after-sales,
offering adequate services
and prices, may mean winning
customers and increased
profitability of the dealerships.
The challenge is to keep the
customer during the warranty
period and go beyond.

T

he Brazilian automotive market is undergoing a process of change. This story has
been viewed in more mature markets, such
as the United States, for instance, where
the great competition and low profitability has forced the Chain to work with more
excellence the after-sales department of
dealerships. “During NADA Convention,
we noticed that Dealers obtain an average of 90%
return on the after-sales. In some cases, this ratio
exceeds 100%,” says Diego Alvarez, Fenabrave
Twenty Group Coordinator.
According to the expert, Brazil is now beginning to experience a more competitive market and,
therefore, should apply efforts with the same focus
and with the same procedures performed by Americans years ago. “Hence, Brazilians have increased
participation in events sponsored by NADA. It’s a
way for them to learn what Americans have been
doing for over 50 years,” adds Alvares.
Prime Action estimates, a consulting firm specializing in marketing channels, sales and services,
indicate that businesses with new vehicles represent
75% of dealerships revenues and 60% of gross profit. In the case of second-hand vehicles, the ratio is
15% and 10%, respectively. But the ratio changes
considerably when it comes to spare parts, which
bring only 7% of overall revenue, but contribute
with 20% of gross profit. In respect to services, the
ratio is also of the order of three to one (3% and
10%). That is, the profitability of parts and services
makes these two after-sales items very attractive,
deserving greater strategic attention.
Fast services, home care, scheduling repairs,
market segmentation, sharing inventory of parts
and assembly of brand boutiques are some of the

weapons used by assemblers and dealerships to
hook consumers before changing vehicles.
Regarded until recently as a “necessary evil”,
after-sales became an attractive business that leads
to the customers’ loyalty. In the opinion of Stephan
Keese, Roland Berger, in this line of reasoning,
assemblers are developing actions to improve after-sales. “Warranties that used to be partial and of
one year, now are total and last many years for most
vehicles. Parts, now, have tabulated values. Maintenance inspections have basic package of items at
a fixed price. Taking care of the car is much easier,
practical and slightly cheaper,” says the executive.
In Keese’s assessment, most assembler has not
adhered to this wave of standardization yet and
some of the advertised programs are not met. The
basic package of maintenance may not include
high values of labor. The five-year warranty may
Dealer
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Women in the
after-sales
Some Dealers, aiming to diversify the services, began to work with
women, who excel in a most valued point, especially in after-sales,
when much of the services are repair related: they know how to
deal with customers.
Rodrigo Cabral, Globovel Coqueiros Sales Manager, representing
Ford, in Florianópolis, states that 8 out of 23 employees of the
dealership are women. He noticed a greater female insertion in
the automotive market four years ago, when women began to
imagine themselves in that environment and prove that, the work
at a dealership “is like placing a man in a beauty salon.”
The after-sales clerk at Globovel Coqueiros, Léa Fernanda Fernandes Burigo, started to work in the automotive industry one year
ago. A few months at the current company, she greets customers
coming for a maintenance inspection or to have the car repaired.
First and foremost, Léa is a good listener: she listens to the description of noises made by the car, the supposed problems that
customers identify and convert all into technical language for the
dealership mechanic check. “I used to be the dealership parking
clerk. And the customers, when they come to the repair shop, usually are more stressed because the car is presenting some trouble.
It was then the boss noticed that I was more dynamic, could talk to
them and transferred me to the after-sales,” she explains.
Cabral says that to be hired the female seller needs to have a
basic knowledge about the products she will sell, as well as in
any other store of the retail market. In the manager’s evaluation,
the differential of women is that they better explain to customers
the car details and avoid technical details, which makes the sale
more interesting.
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Stephan Keese, Roland Berger.

not cover the main parts. The consumer, increasingly informed, does not forgive. Or maintains
the relationship with the make and the dealership
only until the end of the warranty and only for
basic services or assume, since the purchase, the
maintenance will be made by the so called reliable
mechanic or by a network of independent automotive services that are booming in large urban
centers,” he warns.
For him, dealerships still do not take advantage
of the potential profitability of after-sales. “Having
a profitable after-sales business can save a distributor. Reminding that profitability does not mean
higher prices, but higher quality coupled with
increased volume of services,” he adds.
The executive Roland Berger says that reverse
this situation depends on several factors. First,
internal processes should be reviewed with a focus
on the consumer. Controlling parts inventory,
renovating the repair shop layout, online scheduling maintenance inspection and control of service
time (there are maintenance inspections made in
less than 4 hours) are part of the activities that
contribute to the service becomes increasingly
standardized, professional and efficient. “Technical qualification is also required. With cars
evolution, the mechanic on the corner will have
more and more difficult to perform services and,
the same way, the market will have less qualified
professionals. The dealership, with the best team,
will convey more safety and quality to the consumer,” he says.
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launches

New models expand
market competition
Releases of compacts, sedan, SUV and even renewal of equipment packages.
Assemblers continue renewing their lines of products in several segments.
Peugeot, for instance, officially presented the 208, a model aligned with
the external market, which the make expects to sell 55,000 units this year.
Kia, Volkswagen, Ford, Chery, and Jeep also have news. Check it out.

Peugeot
In February, Peugeot officially presented the 208 model
to the Brazilian market. The vehicle, which is produced at
PSA Peugeot Citroën unit in Porto Real (RJ), has suggested
prices of R$ 39,990 in the Active version, R$ 45,990 (Allure)
and R$ 50,690 in the Griffe version, top of the line. The
objective of Peugeot is to sell 55,000 units during 2013,
being 50% of this volume in the Allure intermediate version.
The model has 2 options of engine, 1.5 flex and 1.6 16
valves. The first one develops between 89 hp (ethanol)
and 93 hp (gasoline). Now, the propellant EC5 1.6 of 16
valves generates between 115 hp (gasoline) and 122 hp
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(ethanol), and offers cold start, that is, does not need the
little tank of gasoline. It is the same that equips the medium
308 hatchback. All versions are equipped with five-speed
manual transmission and come with various comfort items,
such as air-conditioning, power-assisted steering, front
airbags, brakes with ABS (antilock), electric front windows,
board computer and key pocket-knife.
The plant in Porto Real, which required an investment
of about R$ 800 million, is the only one outside of Europe to
produce the 208. The model will not replace the 207, which
will continue as the entrance model in Peugeot portfolio.

48

volkswagen
Sexagenarian in Brazil, Volkswagen began to adopt the
global nomenclature Highline to designate the top of the
line of the New Gol, Fox and New Voyage. Thus, the models
Prime (Fox line), Power and Comfortline (New Gol and New
Voyage) cease to exist.
In addition to the new nomenclature, Fox and CrossFox
models have new electronic architecture, which enables
the use of unprecedented technological resources in their

segment and available only in models of superior categories.
An example is the ability to purchase as an optional the
RCD-320 radio (the same that equips the Jetta Comfortline),
with CD Player and MP3, USB ports, SD-Card and Auxiliary,
integrated Bluetooth and interface for smartphone. Another
highlight of the line is the optional PDC (Parking Distance
Control) or parking distance controller, which warns about
the existence of obstacles near the vehicle.
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ford
Direct competitor of Chevrolet Onix, Hyundai HB20 and
Peugeot 208, the New Ford Fiesta now is produced in Brazil.
On March 25, the assembler inaugurated the hatchback
model production line in São Bernardo do Campo plant, in
São Paulo ABC region. Until then the New Fiesta hatchback
was imported from Mexico.
“This is the second Ford global car produced in Brazil.
We have invested R$ 800 million in the plant,” said the CEO
of Brazilian branch, the English Steven Armstrong. Another
global model produced in the Country is the EcoSport,
produced in Camaçari (BA).
The Brazilian model, which price
starts at R$ 39,990, is equipped with
engines 1.5 and 1.6. The top of the
line version now has dual-clutch
automated exchange – until then
the New Fiesta was offered only with
engine 1.6 and manual transmission.
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According to the assembler, the Brazilian New Fiesta
has 75% of national components to meet the rules of the
new automotive regime, Inovar-Auto. The new automatic
transmission, however, is imported from Mexico and it is the
same that equips the EcoSport. With the entrance of Brazil in
the global strategy of Ford for cars of segment B (compacts),
the assembler expects to sell 2 million vehicles of this size in
the world in 2013.
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kia
The fight will not be easy, but Kia is confident that
the new Cerato can win a share of the competitive
market of medium sedans, a segment that has Honda
Civic, Toyota Corolla, and Chevrolet Cruze as the main
exponents. The make expectation is to sell about 10,000
units in 2013.
The new Cerato has suggested starting price of
R$ 67,400, in six-speed manual version, which has
an engine already known to the Brazilian consumer:
Gamma II, 1.6, 16v, also used in other Korean
models, such as Kia Soul and Hyundai HB20. The
propellant is the only available to Cerato buyers and
generates 128 horsepower.
Those who choose the automatic version, which
should account for up to 85% of sales of the new Cerato,
must be willing to pay from R$ 71,900 and will take
home a six-speed automatic gearbox.
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chery
In March, Chery presented Celer. Offered in two
versions, hatchback and sedan, the model is equipped with
flex 1.5 16V engine, five-speed manual transmission and is
priced between R$ 35,990 and R$ 36,990. Chery expects to
sell 6,000 – 7,000 units of the model this year still (75% in
the hatchback configuration, cheaper, with the remaining
25% for the sedan), which represents half of all that was
sold in 2012.
The new model of the Chinese make
will have as competitors the
Hyundai HB20, Chevrolet
Onix, and Toyota Etios
models, besides the

traditional Volkswagen Gol and Fiat Palio. The assembler
offers 3-year warranty on Celer and 2 more years for engine
and transmission, mileage free. The model is imported from
China, but in the future will be produced at the assembler
plant in Jacareí (SP).

yamaha
Yamaha launched the second generation of Factor 125, a
model that is focused on providing an excellent cost-benefit
to its buyers. For this, the company fixed its entrance price in
R$ 5,390, plus the option to purchase in installments starting
from R$ 104.55 by the National Consortium Yamaha.

The model has single cylinder of 124 cc, with 10.2
horsepower, and must fight for a slice highly disputed in the
market. Among the attractions, highlight for the scheduled
maintenance inspection, which allow the consumer to know
exactly how much it will spend up to 18,000 km.

Dealer

53

economy

What is the real and
possible growth for Brazil?

Marcelo Ranieri
Cardoso

It is hard to say or bet in any number after a numerous and repeated
revisions, and worse, after we closed at 0.9% in 2012.

E

vidently, in Brazil and in the world, the financial
crisis of 2008 still generates reflections and side
effects. The simplest and most direct notion of
this fact is the lack of consistent and significant
growth of world GDP, which had different phases since 2008.
After the first two years of major adjustments of futures
contracts, the prices of shares and other securities and their
derivatives, we observe a succession of debt crises throughout Europe, motivated precisely by the global growth and
consumption slump. And today, which should be the real or
possible growth for Brazil in 2013? It is hard to say or bet after
numerous and repeated revisions, and worse, after we close
with 0.9% in 2012.
Brazil has not faced any problem of debt, such as Greece,
Portugal, Spain, Ireland and Italy, because since FHC’s administration we have maintained a policy of control of public
spending and generation of primary surplus for obtaining a
Debt / GDP ratio that, along with other factors, would bring
us the investment grade rating. We have obtained this measure
of good country for investment in April 2008, but in September
of the same year the world plunged into turmoil and recession
that still reverberates today in the real economy, the economy
that produces goods and services and that has not yet resumed
acceleration despite diverse and varied reactivation policies.
In order to maintain a heated domestic demand and reduce
the consequences for consumption and for the production of
industries operating in Brazil, for many times the IPI (Excise
Tax) reduction solution has been adopted, mainly for automobiles and white goods. Technically, the adoption of automatic
stabilizers, such as progressive tax rates and welfare spending,
maintains in the short and medium term the economy operating without feeling the decline, for instance, of the foreign
consumption. There were, often, a discussion on why then
favor only the segments automotive and manufacturing of
home appliances. It seems reasonable to think of the spillover
effect that these segments generate over services and parts
industry, just to justify.

However, within a universe of taxes and tax rates that
clutter the economy and generate a lower level of services and
production of goods in Brazil, we would need much more
changes in order to enjoy the world crisis scenario and grow
more vigorously. Change the IPI helps, but does not solve.
We need deeper and long-term changes. Unfortunately, the
government has not made the necessary investments in port
infrastructure, roads and railways and never faced the problem
of tax reform. Therefore, the conclusion – not desired – is that
we cannot obtain a GDP growing at relevant rates. More objectively, we cannot impose a growth of 5% or more per year.
Worse, there are economists who estimate that growth around
7% for Brazil would generate electricity blackouts and chaos
for the export ports.
In order to maintain the optimist lit, the Government
strives to forecast overestimated GDP for the simple logic
that disseminating the news of positive expectation is better
than being realistic and generate an economic deceleration. In
2012, this way of communicating with the market turned into
shame and disbelief. Earlier this year, the forecast was 4.5%-5%.
Throughout the year the market has adjusted the forecast down.
Government was more resistant informing 3.5% and finally, less
than 2% for GDP. Conclusion: in the final ascertaining we had
0.9%, what is an insignificant growth compared to the potential
of the world’s seventh largest economy. Currently, Brazil is just
behind the UK and France. As the distance is small, we can
jump to the fifth position in case we manage to grow sustainably
and vigorously.
Now, in 2013, we have inflation showing signs at a level
above the target center, which is 4.5%, and by some measures
approaching the ceiling of the target, which is 6.5%, which
will generate increased basic interest rate, Selic. GDP should
be further adversely affected. Since early this year the market
has anticipated a GDP slightly above 3% this year and 3.5% for
2014. It is impossible to tell GDP for the coming years, but if we
obtain these numbers, though small, we may have a beginning
of a phase of more vigorous growth.

Prof. Dr. Marcelo Ranieri Cardoso, PhD in Economics from FGV, acts as
professor of economics at Mackenzie and PUC-SP.
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