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The bloom of youth 

his issue of Double 

Chevron peys tribute to 

bright young things, Like 

the Saxo, for example, a 

car in the first blush of youth. The 

verve and spirit of Citrotn's youngest 

model is combined with the madbolding 

excellence, comport and safety ban- 

ded down from the elders jam 

of the family, The Saxo 

is “the small car for people 

who think big”. Julien 

Margency put the dashing 

Saxo through its paces on 

the roads of Andalusia. 

Still on the topic of youth on the road, 

Double Chevron sravelfed to the 

Nord-Pas-de-Calais region, where 

young lecerner-drivers flocked to take 

part in a competition offering an AX. 

Spot as first prize. As we know, 

nothing moves you like a Citron. 

And nothing else can transport you to 

  

the forer corners of the earth, be a wedding 

present or an indispensable career asset - 

alll cat the seme time, We can move you 

to places you've never been before, Bebind 

this is the je ne sais quot: call it inno- 

uation, Rnow-Low, or the spirit of youth, 

The Spring issue of Double Chevron 

gives you an example of all three with 

the Data Processing 

Division, our Austrian 

subsidiary, and an inter- 

view with Philippe 

Wambergue, driver of a 

ZX Rallye Raid. We also 

introduce you to the people 

whose innovative training course is 

belbing our staff to offer high-quali- 

ty service. Double Chevron also tal- 

Led to film stars Christophe Lambert 

and Richard Anconina - moved by a 

Citroën Evasion in their latest movie, 

And that brings us back to our star- 

ting point: the talent of youth, 

BERNARD GUERREAU 

Director OF CORPORATE COMMUNICATIONS 
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B R E A K A W A Y 

An Andalusian serenade for the Saxo 
The Saxo was born to the sound of music, What better tribute t 

del than ta take it to the land of rbythu and bh 
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Philippe Wambergue: the road to success 
7 Citroën, Phil 
Granada-Dakar rally. where he turk second plac 
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PR O DU CT 

Converted utility vehicles: a change of purpose 
The carmaker creates, the coachhuilder tra 

atility vehicles become five engines, ambi 

formes. Find out how Citrotn's 
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1 oN T ER NATION AL 

Citroën Üsterreich: the customer comes first 

  

ng on à frércely compétitive market, Citroën's Anstrian subsie 
uo effort in terms of product and service quality to attract new ¢ 

    

YouNG PEOPLE 

L-plate special 
Citroën recently joined forces with a Road Safety Association à 

a compelition thal set out to make young people better and vf) 

  

    

  

IN TE R V | E W 

Anconina/Lambert: dogging around with the stars 
We went to a film set in Marieilles to interview the two stars. Or 

the four sar... 

  

  

   
TR A I ON tN G 

À Citroën Xantia in kit-form 
The courses offe 

dniovad ive 10 sey 

  

‘ered by Citroén to professionals from its sales net 

be lecst. the Netia course heing an excellent exaniple. 
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A wedding present with a difference 
Happy couples 
range af options. 

  

   
ving up lists of posible wedding presents can chine 

‘L be proof being the offer dreamed up by Citroën Félix Faure. 

  

R ET & 0 S PE © T I VE 

Once upon a time in Africa 
Five of the original 100 par 
their 2CV5, an adventure that began one simny morning in Africa in 1973. 

nants relive the adventure they enjoyed with 

  

   
SPOTLIGHT 

OTII: Information technology, a strategic tool . 
in a competitive environment 
From preliminary design to vebicle delivery, the Data Processing Division 

initiates, validates and inypecty computing resource     sand networks. 
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Citroén loves comic hooks 

To celebrate the centenary of the comic 

book, Citroën has placed a C15 Mixta 

at the disposal of the Belgian Comic 

Book Centre for a period of three years. 

Belgium is celebrating the centenary i 

  

style and the van will be used co stage a 

number of events around the country, 

including exhibitions, lessons for 

would-be artists and competitions. The 

event is sponsored by His Royal 

Highness, King Alberc. Painted in the 

centre's colours, the C15 proudly bears 

the statement Citraé aime a BD 

(Citroén loves comic books). And the 

marque appears to be loyed in return 

since some of the biggest names in the 

business, including Hergé and 

Franquin, have curned Citroén into a 

storybook hero. 

The 2GV, a car for the year 2000 

Jiang Chen from China recently won 

third prize in the industry's most 

prestigious automotive design 

competition with his innovative 

restyled 2CV. The theme of the event, 
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which was organized by Designers 

Europe, was “a European family car for 

the year 2000". Participants were asked 

to develop a European family car 

accommodating 4 or 5 people and with 

a length not exceeding 4.350 m. 

Citroén in Brussels 

The 74ch Internacional Car and 

Motorbike Exhibition was held 

between 18 and 28 January in Brussels. 

  

Citroën was present with its entire 

range of passenger cars, and a few 

family versions of mixed vehicles. A 

total 620 sales were made on the stand. 

The ZX Rallye Raid and a simulated 

Xantia Activa were also on display. 

Thirty-six Citroén vehicles (with 

specialist drivers) were available to 

customers lor tests. 

Vehicles running on electricity and 

  

other non-conventional sources of 

energy were displayed on the Citelec 

stand, Citroën presented an AX 

Electric, while the PSA Peugeot 

Citroén Group showed a Tulip. A new 

concept in urban cravel, the Tulip is a 

two-seater electric vehicle rented out 

ona subscription basis. A central 

station handles the management, 

reservation, maintenance and invoicing 

of vehicles. The two-seater is recharged 

automatically by a process of induction 

in specially reserved spaces at Tulip 

relay points. 

AX on ice 

The first AX Ice-Driving Cup was won 

by Mare Amourette, who had the 

highest number of points calculated on 

the basis of the four best results our of 

seven races. A new promotional 

formula organized by Citroën Sport, 

the AX Ice-Driving Cup follows on 

from the 1995-1996 Andros Trophy. 

The races were held berween 

9 December 1995 and 17 February 

1996. The challenge was open to 

drivers of any nationality, provided that 

they were over 16 and held an 

international drivers license from che 

l'édération Internationale de 

l'Automobile. The Citroén AX GTi was 

the only type of cars authorized ro run. 

Vehicles were equipped with a specific 

kic sold by Citroën Sport, which also 
supplies such iterns as springs, flexible 

torsion bars and adjustable 

brake-proportioning systems. 

Even safer than hefore 

Safety is one of the main critcira 

applied by Swiss car buyers. 

Responding to customer requirements, 

Citroën Switzerland decided last 

January to install cwin airbags as 

standard on the Evasion, XM and 

Xantia, In chis way, the Swiss 

subsidiary is secking to optimize 

passive safety in the event of an 

accident, and co increase road safety 

generally. 

    

 



  

  

Citroén gives 
63 cars to students 

In 1995, Automobiles Citroën gave 

63 ZXs, Xantias and XMs to car 

maintenance training departments. 

Vehicles are equipped with the most 

recent equipment so students studying 

after-sales services are able to work on 

the models that they will be asked to 

repair during the course of their 

careers, The marque plans to supply 

schools with more cars in 1996. 

The Saxo goes before 
the inspectors 

When che Saxo was launched in 

February, it was presented to 30 

inspectors specializing in industrial 

sciences and techniques, economics and 

management. The manager of Peugeot 

  

Cicroén Industrie, Frangois Foll, also 

described the organization and 

methodology used to set up the Saxo 

production system, a process that was 

part of the project management 
approach. 

Citroën takes 
teachers 
back to school 
In January of this year, Citroën 

organized a series of conferences for 
50 car maintenance teachers from the 

Lyons area. The topics addressed 

were: the changing face of the 

marque’s automotive product and the 

after-sales service. 

Jumpers purchased 
for the Belgian army 
The Belgian army will soon be driving 

Jumper Combi Conforts (bodywork 

colour: Otan green) and C15s. The 

Special Concracts deparement of 

Citroën Belgium recently won an order 

to supply the Belgian army with 

217 Jumpers delivered over a period of 

three years and 194 C15s to be 

delivered next May. 

Citroën attends 
the French 
music awards 
For the third consecutive year, 

Citroën provided che transport for 

che French classical music and 

popular music awards. 

Some one dozen XMs and Evasions 

transported singers and musicians to 

the Palais des Congrès in Paris for 

the award ceremonies held on 6 and 

12 Febrhary last both events were 

also shawn on television. 

  

EXGEPTIONNELLEMENT, 
CE SOIR, NE COMPTEZ PAS SUR NOUS 
POUR LA VARIETE.    
CITROEN XM, VOITURE OFFICIELLE DES VICTOIRES DE LA MUSIDUE       

DOUREL   

AX GTi challenge, ready to go! 

‘The eight races making up the 1996 

AX GTi challenge organized by 

Citroën Total Michelin Facom, will 

begin on 13 April in Sainte-Baume and 

  

end on 10 November. Prizes worth 

Fr 122,000 will be awarded for each 

race, with Fr 21,000 going to the 

winner. The general rankings will 

include a special “Ist Michelin chevron” 

category reserved for drivers born after 

  

1 January 1971. his special class offers 

bonuses ranging from FFr 5,000 to 

llr 1,000 for the first five drivers to 

cross the finishing line. The driver with 

the highesc number of points in che final 

rankings will win a ZX 16V Coupé and 

Hr 30,000. 

Citroën works with national 
education 
Last February, as part of the 

information seminars organized for 

teachers of technical education, Citroën 

organized a course on the use of 

scientific and industrial computing 

tools as well as a one-day seminar on 

safecy in industry. 
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why not have lunch 

here? The Colombia 

restaurant overlooks the 

city’s towers and 

domes. Diners enjoy 

from ham the 

wich 

raw 

region, warm 

beans in olive oil - good 

enough to tempt any 

penitent. Rich Rioja wine 

is offered as refreshment. 

After lunch, the visitor 

can choose between the 

marvels of the Alhambra 

palace, the Alcazaba, the 

Palace of the Nazrids and 

the gardens of the Generalife. A 

less cultural bue more picturesque 

option is to stroll through the alleys of 

the Albaicin quarter, which still bears 

the exotic traces of eight centuries of Arab 

domination. 

Sensation and suspension 

Unlike the old quarter of Granada, the 

Saxo is jusc a few monchs old. Despite its 

tender age, we spare ic noching on the 

roads of southern Spain. Not that the 

roads are bad - the main roads are excel- 

lent, even after four months of torrential 

rain, which do tend to have a negative 

effect, such as sending bits of motorway 

into the ravine. 

On che road between Granada and 

Antequera, we give the engine free rein. It 

releases a surge of power like a mustang let 

loose: the needle climbs while the rev 

counter remains stable: at 160 km, it 

shows a modest 4,500 rotations, Climbing 

cheerfully co its maximum 185 km/h, the 

1.61 Saxo is the sort of car chat could make 

any driver overshoot the speed limit. 

Driving on the straight or cornering, the    

  

car demonstrates a reassuring level of sate- 

ty. It is also easy to drive - seeming to 

anticipate the road. The smooth, safe feel 

of the power stcering contributes to the 

relaxed mood of the driver, while che ABS 

brakes are well balanced and prompt to 

respond. 

Giving in to temptation, we leave the 

motorway and branch off down the minor 

roads. There, we drink in the desert land- 

scapes, the rustling olive groves, the 

ancient shepherds leading herds of black 

   

pigs - who knows where? Our surround- 

ings are sheer poetry but the roads are 

either full of potholes or unsurfaced. Just 

the thing to put any suspension system to 

the test. The Saxo shows itself to be high- 

ly efficient in absorbing all the lumps 

and bumps we encounter. Its efforts are 
backed up by the comfortable sears, which 

provide generous support for the chigh 

and are neither too hard nor coo soft. The 

curve and the upholstery of the seat and 

backrest cradle the back and.the pelvis. In 

a word, it’s as if somebody had carpeted 

the road. 

In days of yore 

Southern Spain used co be a nightmare 

for cravellers. Our jaunt with the Saxo in 

no way resembles the experience of 

Alexandre Dumas, author of "The Three 

Musketeers” and tireless traveller. 

His novels are well 

  

   

  

known, the accounts of his travels less so. 

One of these narratives is called “From 

Paris to Cadix” (Mr Dumas was appar- 

ently unperturbed by the chought of tray- 

clling 2,000 km in a stage coach). He 

gives a witty account of the rough treat- 

ment meted out to travellers by the 

Spanish roads: 

“We left the Hôtel de Las Diligensas in | 

the evening. Pray for those who are forced | 
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to endure Spanish roads! My whole body 

is stiff. I can move only my right hand. As 

soon as che wheels started to turn, I began 

to realize the extreme painfulness of the 

experience that awaited me. The mail- 

coach was going like the wind, bounc- 

ing over the cobblestones as if fitted with 

elastic wheels. Unfortunately, the interi- 

or of the coach had been padded with a 

parsimonious hand. Once on the main 

road, the dancing wheels picked up speed. 

From time to time, | cried out or groaned, 

as did my fellow travellers. Proutel, crav- 

elling to Spain for the tenth time, dem- 

onstrated his extreme ingenuity, while I 

- repeatedly bumping my head against 

the roof of the coach - suffered a thou- 

sand deaths. At one point, I wrapped my 

head in scarves, hoping to muffle the 

blows - an exercise chat served no pur- 

pose whatsoever. So I decided to imitate 

Proutel. Like him, I hung on to the iron 

bars of the roof with both hands... an 

effort that required us to adopt a pecu- 

liar half-standing crouched position. The 
    

noise was infernal. During the journey | 

    

   
was occasionally thrown onto Proutel, 

    

occasionally onto a Spanish gentlemen 

and occasionally onto the hard wall 
      
         
       

  

the coach. ‘The experience went 2 

on all night. One of chose      

  
 



  

  

    

nights that after leaving marks all over 

your body, leave an indelible souvenir im 

your mind,” 

Three star-comfort 

The picturesque scene described above 

took place in 1846, One hundred-and- 

fifty years later (another anniversary), we 

revel in the all-embracing comfort of che 

Saxo, The front safety belts, equipped with 

pretensioners, hold us gently but firmly in 

place, while the headrests are height- and 

rake-adjustable. We have already discussed 

the active safety features of the car. In 

terms of passive safety, the Saxo’s energy- 

absorbing materials would protect us from 

  

harm, even if a wild bull tried to run us) 

through from the side. 

Driving at full speed or zig-zagging 

between the potholes, che Saxo reveals 

another facet of its broad talent: acoustic 

comfort. We enjoy the unspoiled sound 

of “La Soirée dans Grenade” by Claude 

Debussy, a man who loved and understood 

Spain, even though he never visited it. 

Pause for thought 

On our way to the old Andalusian town 

of Ronda - home of bull-fighting - we 
decide to visit Antequera, which is also 

known for its bull-rings. People who are 

not interested in bulls will also find that 

the town has a lot to offer. With its attrac- 

tive cobbled alleys, roofs with painted tiles 
and wrought-iron windows, Antequeta is 

a town with a soul. 

We then take a curious, typically Spanish 

road. The first section is deficient, the 

second flawless and the third high-risk. 

But it’s a pleasure co get away from the 

lorries, and an even greater pleasure to 

enter the world of Cervantes. Birds brush 

by us, not knowing what a car is. Here 

and there stand a few houses, as lopsided 

  

  

as the age-old olive trees, and the mur- 

mur of the wind is everywhere, 

A setting like this calls for a pause, just as 

sherry calls for tapas, Basking in che sun- 

shine, doors open, the Saxo displays its 

charms and interior trim: the expressive 

curves of the dashboard and the black 

fabric with the red Chinese design, bap- 

cized Nankin. Alexandre Dumas would 

have loved the 19th century boudoir 

aspect of Nankin. From a more modern 

standpoint, it also calls to mind the mar- 

tial arts. Could the Saxo be into zen? 

~ Tha way it could. The calm exterior con- 

ceals a score of concentrated energy just 

waiting to be unleashed. 

The windows at the back of the car can be 

partly opened - much appreciated in the 

scorching heat. Moreover, if we give into 

temptation and buy some of the region- 

al basketwork or ceramics, the load can 

be placed in the boot, which is of an 

admirable size for this category, or on the 

fold-down back seat. 

De Falla, Goya and Dumas 

Let's travel briskly on co the beautiful 

town of Ronda. Imagine an ancient town 

perched on a peak above a plunging 

ravine. It is crossed by a bridge with three 

arches, built, destroyed and rebuilt by a 

succession of Arabs, Romans and 

Spaniards, the latter under Queen Isabella. 

A labyrinth of alleys set with slippery 

cobblestones runs from the town down 

to the bridge. In 1984, the film-maker 

Francesco Rosi decided to shoot “Carmen” 

in this beautiful town, A decision that 

stands to reason, since Ronda has one of 

the oldest bull-rings in Spain. Every year, 

DOUB 

the town organizes a bull-fight dedicat- 

ed co Goya, in which the toreros and their 

accompanying cuadrillas dress up in old- 

fashioned costumes. 

In this town, where the heritage of a 

mulci-faceted past includes Arab baths 
and a Renaissance palace, a slim young 

woman directs a dance school. Elere, 700 

young girls learn the difficult art of fla- 

menco, a dance heavily influenced by the 

Moors, set to a rhythm chat starts off 
slowly to end in a breathless whirl. 

Our Saxo makes contact with the sad and 

sensual music that inspired Falla and 

which Alexandre Dumas described in his 

narrative, as “the most bewitching music 

I have ever heard”. Unlike the writer, 

  

however, we're still fresh as daisies at che 

end of our journey. From che mail-coach 

of old to the modern-day Saxo, the trav- 

eller has made immeasurable gains in 

comfort! 

Julien Margency 
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lucky sr Guy Fréquelin 

    

the firse pet ae but ee thanks to Fred, 
I ce with each successive 

: stage, I gave tall T had in order to stay on 

ag wens f che situation and remain morivat- 

Re Le ed throughout the race. I'm really delight- 

Rone ed with my second official participation in 
a long-distance rally with Citroen. I'd driv- 

ena ZX Rallye Raid once before, in the 
1992 Tunisia Rally and | also came in sec- 

ond behind Pierre Larcigue chat rime! 

  

DC: You brought off a major perfor- 
mance by coming in second in the 

overall rankings despite a dislocated   
  

     

  

   

  

thumb. Was managing the handicap 

a problem? 
PW: To some extent, yes. I cwisted my 
tight thumb on $ January, during the 

Zouerat-Atar stage. I was driving over a 

scretch of soft sand when the steering wheel 

jammed and I twisted my thumb. Paul 

Paoli, the team doctor, treated it to recluce 

the pain and - above all - co keep me driv- 
ing as well as I could. | was worried at one 

point because as soon as I grabbed the 

wheel, I had to drop it again because 1 was 

getting electric shocks in my hand! And 

then the other thumb went the same way 

because I was relying mainly on my lefe 

     
hand for driving. That’s when I thought 
that I was going to lose my second place. 

The next day, I put things right by win- 
ning the scratch in the Kiffa-Kayes spe- 

cial event. Our immediate competitors 

must have said co chemselves, “Philippe’s 

got a problem but he’s determined co hang 

on to his second place!” 

DC: What do you remember most 

clearly about the 1996 Granada-Dakar? 
PW Tt goes without saying chat we were 

all really upset by the accidental death of 

Laurent Gueguen, but the team stuck 

together, We were very sad because we 

knew him well. In a way, he was the 

youngest child of Citroén Sport and 

Georges Groine. Laurent and J opened the 
race together last year. His death was a 

hard blow. We had to overcome our grief, 

get on with the race and pay tribute to 

Laurent by winning it. That was impor- 

tant to Guy Fréquelin. 

The Dakar means many things to me... 

ao
e:
 

 



       
  

GRANADA DARAR F6 

landscape, colour, atmosphere... I love 

Africa. And there was an excellent atmos- 

phere within che Citroén team. Let me tell 

you an anecdote: on the third day of the 
race, duting che Oujda-Er Rachidia stage, 

Thad mechanical problems wich my ZX. 

At the bivouac, the mechanics changed 

various parts. Jean-Claude Vaucard, man- 

ager of the technical team, tried the car. 

He came back a few minutes later and told 

the team leader that the drive axles had 

to be changed. It was late and everybody 

was tired. That's when all the mechanics 
who had completed their own work came 

to help the mechanics responsible for my 

ZX. I really admire these professionals. 
Citroën could not have won without them! 

DC: You know the ZX Rallye Raid inside 

out since vou’re a test driver for Citroën 

Sport. What did you think of it? 
PW I know the ZX Rallye Raid well. 
Citroén has spent the whole year work- 

ing on the car. Major changes have been 

made co the car since last year in terms of 

the chassis and suspension, The suspen- 

sion system was a major asset for Citroën 

in the Dakar. When I was crossing the 

dunes, I remember thinking that the ZX 
was unbeatable! The engineers and tech- 

nicians of Citroën Sport pur a great deal of 

work into recovering the engine power 

chat would have been lost with the new. 

standards imposed by the Fédération 

Internationale de l'Automobile. They 

focused on the chassis, the suspension and 

also on the weight, since this ZX is 100 kg 

lighter than its predecessor. It also proved 

to be extremely reliable. 

DC: Let’s go back to your career. How 

did you become a test driver for Citroén? 

PW; | was an official Citroén driver from 

1979 to 1986, when the B groups were 
discontinued. In 1986, I was taken on by 

Peugeot so I remained within the Group. 

I continued as a test driver on all the ZX 

  

Rallye Raids. That meant 1 was involved 

in the development of the car. Our role 

is to give the technicians detailed infor- 

mation so that they can validate solutions 

and optimize the performance of the ZX. 

DC: How did you get involved in 
motor-racing? 

PW; I've always been fascinated by motor 

facing, primarily toad tallies, Maybe that’s 

because I went to school in eastern France, 

a region where there were lots of compe- 
titions and rallies. | used to go and walk 

round the circuits at Nancy and I liked the 

atmosphere. That's when I met Jean-Louis 

Schlesser who was at the same school as 

mie. I’m one of four brothers and three of us 

are motor-racing enthusiasts. | studied car- 

pentry and cabinet-making, and when I'd 

qualified, I told my parents I wanted to 
become a professional racing driver. It has 

to be said that they weren't too pleased. 

That didn’t stop me from taking part in 

my first competition when I was 18, It was 

  

DS 21. Citroén was already on the scene! 

I have to admit that I was fascinated by 

the DS. The car actually belonged to my 
big brocher, He gave it to me so that I 
could take part in the race. And I won! 

I later took part in other races. My broth- 

ers and I used to take a trailer for the car. 
Theyd help with the mechanics. All that 

stopped with my first job as an official driv- 

er with Citroën. In 1990, I won che Terres 

Tarnaises rally with a Visa Chrono, Then 

in 1983, I won the Ronde Hivernale de 

Serre Chevalier and the 1000 Pistes rally 

with a Citroén Visa Proto, 

    

    

   



DC: So you've taken part in dif- 

PIERRE LARTIGUE: ACTING . sand pose ingens WHEN THE TIME IS RIGHT Sider that necessary or a driver? 

: PW: Yes, Ido. I would say that, to 

You dominated the 1996 Granada-Dakar become an all-round driver in terms 

and won your third consecutive victory. "7 of technical expertise, you need ro race 

What's your secret? on tracks, hills, ice and roads, as well as cross- 

1 spend a lot of time fine-tuning my car during trials, to get the best country. That’s why J took part in the World 

possible performance out of it. | watch the technicians so | : Rally Championship and the French 

can take rapid action if a problem arises during the Championship. I was French rallycross 

race. | love this sport so I take it seriously. Ever since | champion. l'd advise any young peo- 

started racing, my motto has been: act when the time ple wanting to get into motor-racing 

is right. Michel Périn, my team-mate, helps me draw ‘ ey to get practise in all these disciplines. 

up a plan of action before each race, and we try to ‘ 

stick to it, To win, we have to use = DC: How do you prepare for a com- 

our feet and also our brains. petition? 

PW? Well, as I said, I'm a qualified carpen- 

What are your views on the 1996 ter and cabinet-maker. Whenever I have a 

Granada-Dakar? Mp, dit of free time, T like to work with 

I'm pleased to have brought Citroén a third ven fl wood. It’s a noble, living material and 

consecutive victory but the accidental death of Laurent 7 : I love it. Some drivers play golf to 

Gueguen was a real blow for me, and for the rest of 52 relax, T have fun in my workshop, I 

team. Laurent was a pleasant and friendly young man 3 P also keep fic by playing tennis, rid- 

who was always ready to help. ‘ : ing a mountain-bike or just walking. 

In terms of the route, out of the fifteen Dakars I’ve taken part , 

Te let ne ecu tet ot DC: Do your three children share your 

love of motor-racing? 

| What were the strong features of the Citroën F ; PW? T have three boys aged 17, 15 and 

yO Let CM Te Otol Mog A 5 and they all watch my sporting career 

q It’s the best car I’ve ever driven! Major improvements / : with interest. Particularly the eldest. 

have been made to the chassis, suspension and level ; ; The youngest is just starting to get 

of comfort. Jean-Claude Vaucard has put a lot of involved. I've given them an old Opel 

| work into the suspension system. The ZX remained a 2" so they can learn to steer into skids, 

| stable when it jumped and that kept us ahead of the work out trajectories, brake, and so on. 

| competition. We've lost a bit of horsepower with the new standards Texplain certain driving techniques to them. 

| but we’ve kept the torque - as we realized in the dunes. If they decide to become drivers one day 

Also, the car was really reliable. Pee rand if they show the necessary ability, I'll 

à Le . back them all che way. You have co 

And what about the World Cup for ey ANR stay humble in che motor-racing 

Cross-Country Rallies? f world. It’s both a career and a high- 

Well, we've made a good start but the last ; D a i level sport. We have a role to play for 

race hasn’t been run yet... < 6 the young people watching us and we 

have to set an example. T would like to 

share my enthusiasm with young people 

and also teach them things that will help 

   
   

   
   

  

   

          

   

  

   

    

   

    

   

   

  

   

    

    

  

   

   
   

  

    
    

  

   

  

     
them in motor-racing and in life. Young 
people are eager to learn. We mustn't dis- 

appoinc them. As soon as I have a bit more 

free time, I intend to set up an organization. 

DC: What are your plans for the 

future? 

PW: If I’m lucky enough to continue 

driving a Citroén ZX Rallye Raid, my 

ambition is to bring the marque a cross- 

country rally cup. 
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Converted utility vehicles 
  

MOBILE SHOPS, 
REFRIGERATED LORRIES AND 
AMBULANCES CAN BE SEEN 
ON ROADS EVERYWHERE. 
DECKED OUT IN THEIR 
OWNERS’ LIVERY, THEY ARE 
A FAMILIAR SIGHT. BUT 
WHO BUILDS THEM? VVHAT 
MARQUE ARE THEY? THESE 
SO-CALLED “CONVERTED” 
UTILITY VEHICLES ACTUALLY 
HAVE TWO MAKERS: THE 
CARMAKER AND THE 
COACHBUILDER, DOUBLE 
CHEVRON EXPLAINS. 

Pu. a significant role in the broad 
range of Citroén models, the 

marque’s light utilicy vehicles hold almost 
20% of the French market. The Jumper, 
Jumpy and C 15 are used “as-is” by many 

businesses as soon as they leave the plane. 

Some buyers, however, such as govern- 

ment services, mobile catering firms and 

others, require customized vehicles. To 

meet such réquirements, Citroën 

works with a number of 

coachbuildets specialized 

in adapting these vehi- 
cles, both inside and | 

out. “Citroén’s units 

are designed first and foremost 
for volume production, while coach- 

builders have the resources to convert 

small and medium series,” explains Pierre 

Scellier, manager of Utility Vehicles and 
Coachbuilder Relations at the Cicroën 

France Sales Division, The coachbuilders’ 

activity therefore follows on directly from 
that of the carmakers. “We decided to 

draw up a list of some fifty reference sup- 

  

A change of 
urpose 

pliers. These firms are required to meet 

strict criteria in terms of reliability, qual- 

ity, reputation, after-sales service and 

industrial resources,” adds Pierre Scellier. 

The secrets of a successful 
conversion 

The partnership between Citroén and the 

coachbuilder begins with the design of 

che converted vehicle. This requires pre- 

liminary marketing studies co establish 

exactly what customers want. Using infor- 

mation supplied by Citroën, combined] 
with reports drafted by their own sales 

representatives, the coachbuilders design 

converted vehicles with the specific chat- 

acteristics requested. As soon as an order 

comes in, a pulled-flow delivery system is 

set up between Citroën and its partners. 

“A buffer stock of vehicles remains in the 

coachbuilder’s plant for emergencies. That 

means the Citron chassis is always avail- 

able when needed,” explains Bernard 

Menuet, assistant to Pierre Scellier, 
“Usually, supplies are delivered to coach- 

builders as and when orders 

D, O Ib ANT. E 

come in, since customer requirements 

vary considerably in terms of colour, 
model, range, and so on, and it would be 

impossible to stock the full range in the 

coachbuilder's plant." 

The vehicle undergoes a series of modifi- 

cations. First, it is cut, then lengthened 

and/or raised using polyester panels. Then 

the interior is redesigned and the body- 

work painted in the colours of the cus- 

tomer company, “Throughout the process, 

the coachbuilder muse respect the stan- 

dards established beforehand by the car- 

maker,” emphasizes Pierre Scellier, “The 
changes must also comply with road traf- 

fic regulations and technical constraints, 

as well as deadlines and prices,” he con- 

cludes. 

Some conversions can also be performed 

on a volume-production basis, e.g. the 

extra-deep cab offered by Cicroén for its 

C 15 van, In cases like this, the high-per- 
formance industrial organization 
set up by general or 

multi-spe- a 
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COLLET, A 
SPECIALIST 

COACHBUILDER 

Set up in 1961, Collet originally 

sold first-aid kits. Today, it is 

number-one on the emergency 

vehicle market with a workforce 

of 150 people and a market 

share of almost 30% in France. A 

total 80% of the basic vehicles 

MERS ALES se) Act UTC 

by Citroën. “A parinership that 

goes back to the glorious times 

when the carmaker invented the 

hydraulic suspension system,” 

recalls Paulette Collet, Chairman 

and Managing Director of the 

Course A 
The XM saloon, the Xantia, the 

Evasion people-carrier and the 

Jumper van are tumed into 

ambulances, red fire engines and 

khaki-coloured medical vehicles 

for the army. In short, a wide 

range of utility vehicles requiring 

specific interior fittings, sound and 

heat insukation, ventilation, 

heating, sirens and flashing lights. 

“The technical partnership with 

Citroën is very important to us,” 

explains Paulette Collet. “Before 

ing a vehicle, we ask the 

Citroén teams for their opinion, 

and once the utility vehicle’s been 

built, the marque’s technical 

depariment inspect it for us. 

Specialist coachbuilders can only 

exist by developing an 

increasingly close parmership 

with carmakers.” In order to 

compete effectively, the 

coachbuilder Collet gives priority 

to its corporate image, to a 

quality finish and to after-sales. 

To this end, it has a design office 

comprising five people, a 

specialized production team with 

welders, electricians, carpenters 

and - of course - a two-speed 

sales department to handle 

independent sales as well as its 

sales in partnership with Citroën. 
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Clalist coachbuild- 

y ers such as Gruau 

sp of Durisotti, can 

make changes not just 

on the production line but 

also on a case-by-case basis for 

specific orders. Gruau, for exam- 

ple, has two fast-assembly centres 

in Paris and Saint-Ltienne (in addi- 
tion to the one at headquarters in Laval). 

“These centres enable us to react faster, 

while also saving time and cutting 

logistics costs,” explains Patrick Gruau, 

Chairman and Managing Director, The 

Durisotti workshops are organized in small 

production units managed by quality 

supervisors and team: leaders working with 

a group of some thirty specialists. 

Coachhuilders and centres 
of innovation 

Once, coachbuilders simply made a few 

changes to the inside and outside of vehi- 

cles, a task that tended to be repetitive. 
When the market started to change, they 
had to act fast to keep up. 

Tn the words of Patrick Gruau: “Innovation 

is essential”. Today's coachbuilders see 

themselves as vehicle designers too. The 

Gruau R&D department accounts for 
8% of the entire workforce and has consid- 

etable technical and financial resources, 

Christian Pentel, Managing 

Director of 

DAC RDS 

Durisotti, puts forward the same argu- 

ments: “Durisocti has built its success 

on creativity, originality and quality. 

Our vehicles were the foretunners of the 

urban minibus and, in 1973, we inyeat- 

ed new modes of transport for the hand- 
icapped”, he points out. In 1981, 

Durisotti won a contract to supply vehi- 

cles for the French police forec. The 

firm's brief was for modern, safe vehi- 

cles offering improved performance, 

Today, the coachbuilder uses Citroén 
Evasions and Jumpers to create raised 

vans with sirens, built-in lamps, bullet- 

proof windows and sides, reclining back- 
rests, pivoting seats and storage space 

for equipment. “Our R&D sector plays 
a special role since ic accounts for 7% 

of sales,” explains Christian Pentel. “We 

have 35 prototypes at the design stage, 

including an extended Jumpy with a 

deep fold-away cabin seadand a Jumpy 

converted into a pick-up’. 

Quality, the number-one 
requirement 

Quality is fundamental, but it is a prin- 

ciple that “goes without saying” accord- 

ing to the directors of both Gruau and 

Durisotti. Nothing can be done with- 

out quality. Gruau won che french 

Quality Prize in 1995 and is certified 

TSO 9001, while Durisotti is certified 

ISO 9002, These internationally recog- 

nized standards illustrate quality at all 
levels: from the placement of orders 
through to vehicle delivery. While 

Durisocti’s Christian Pentel talks about 
“progress meetings and corrective 

action”, when an anomaly occurs in 

the production ptocess, Patrick 

Gruau refers to a “toral quality 

approach” and makes a difference 

between “cold quality and hoc 

quality”. The concepe of “hot 

quality” is centted on the firm’s 

workforce, their commitment 

and efforts in promoting the 

company. “Cold quality” - as 

applied to products - is not suf- 

ficiént in itself. Quality is thus 

a central strategy for France's 

two leading coachbuilders and. 

Pierre Scellier describes qual- 

ity as “a valuable partner with-



  

out which the partnership with Citroén 

might not have lasced,as long it has’, 

A close commercial 
partnership 

Sales activity is one of che most active 

facets of the coachbuilder’s partnership 
with the carmaker. The coachbuilders 

have two sales forces. One is responsible 
for direct sales to specific customers, 
while the other works with the Citroén 
network. “Our highly experienced, sales 

people define technical and commercial 

solutions in response to the highly diver- 

sified and specific requirements of chis 
customer base,” explains Christian 

Bescond, Sales Manager at Durisotti. 

The firm earmarks 2.5% of sales)to the 

  

three-year training course required to 

gain top-level skills. These skills pro- 

vide the basis on which the sales forte is 

able to “evaluate che feasibility of cus- 

comer requirements, to see whether it 

is possible to make the modifications 
requested by the buyer”. Christian 

Bescond stresses that: “Nothing can be 

done until this first stage is complete”... 

A total 4.8% of the wage bill at 

Durisocti is channelled into in-house 
training. 

Gruau devotes between 4% and 5% of 

the wage bill to training. Operators are 

required to demonstrate three funda- 

mental qualities; constantly improved 

professional excellence, multiple skills 

and the ability to adapt to new prod- 

ucts. France's leading coachbuilder has 

fifteen dealerships and branches nation- 

wide, providing the headquarters at 

Laval with strong sales back-up. An 
advantage that is appreciated by Citroén. 
Last, the coachbuilders’ sales forces 

undergo training at Citroén, so that 
they can learn more about the marque’s 

corporate culture. 

MARKET LEADERS 

In France, 40% of the market for 

converted light utility vehicles is held 

by just two coachbuilders: Gruau and 

Durisotti. Gruau is a general firm or - in the words of the Chairman and 

Managing Director, Patrick Gruau (shown right) - a multi-specialist firm. 

Both Gruau and Durisotti have worked with Citroën for many years. 

Gruau was set up more than a century ago as a wheelwright. Its ties with 

the marque date back to 1955, when it received an order to produce 250 

buses using a Citroén T 55 chassis cab. “That order took us out of small- 

scale production and into the industrial age,” explains Patrick Gruau. 

Today, Citroén vehicles account for 20% of the conversions undertaken by 

the coachbuilder. Gruau holds between 20% and 30% of the French 

market and its main centres of activity are building and public works, 

distribution and transport. Patrick Gruau atiributes the firm’s success to 

“the company’s 600-strong workforce, a broad product range based on 

the marques purchased by Gruau - Divemag (mobile shops), Ducarme 

(hearses), Isberg (refrigerated vehicles) and Picot (breakdown trucks) - the 

family-owned capital and employee participation in management. All 

these factors have earned us Citroén’s trust,” he stresses. The Durisotti 

plant is reputed for its excellent standard of operation. Christian Pentel, 

Managing Director (shown left), explains this by “its remarkable 

independence”. Durisotti is, for example, the only coachbuilder in this 

category able to produce its own stamping tools for the hydraulic presses, 

one of which weighs more than 400 tonnes. Other coachbuilders have to 

call in outside suppliers for the equipment required to convert vehicles. 

Originally specialized in bodywork repairs for cars and buses, Durisotti 

decided in 1967 to focus on bodywork conversions, “the extension, raising 

and interior fitting of vans”. The Citron C 35 was one of the first vehicles to 

reap the benefits of the firm’s expertise. Specializing in corporate vehicles 

and large volumes, Durisotti also frequently takes charge of interior 

fittings. Christian Pentel explains that: “This aspect accounts for an 

increasingly large proportion of coachbuilders’ activities. Because the 

carmakers themselves are now producing vehicles available in several 

versions. The Citroén Jumper, for example, is sold in three different lengths 

and heights”. This normal progression in carmakers’ acti 

encouraged coachbuilders to specialize in high-precision tasks. 

s has 
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Saxo: a note of class 

The Saxo offers a range of more than 
forty differenc accessories co customers 
looking for that extra something to add 

a note of harmony or reflect the driver's 
lifestyle. The “Comfort and 

Convenience” range of accessories was 

launched in February, while che “Style” 

range will arrive on the market in 

April, with two new items: the electric 

window-lift kit and the central locking 

remote-control radio kit. 

Announcing the Xantia 
Estate 2.1 Turho D 

Sobriety, performance, comfort and 

safety are the watchwords of the new 

Xantia Estate, with its 2.1 Turbo 

Diesel powerplant. Launched at the 

end of February, che car also offers 

significantly improved pollution 

control with the electronic injection 

system adopted for the engine. Both 

the SX and VSX versions of the Xantia 

Estate 2.1 Turbo D are equipped with 
such features as remote central-locking, 

electric front window-lifts and heighe- 

adjustable drivers seacs. 

The Xantia range now 

comprises 33 models 
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including 12 estates. With their 

original styling and exceptional safety, 

the estates satisfy the expectations of a 

growing European customer base. 

The unbeatable Xantia 

Auto Triti, a high-circulation Greek 
motoring magazine, has named the 

Citroën Xantia as che Estate offering 

the best value for money. Its design, 

comfort, performance and spacious 

interior - as well as its price - made it 

the readers’ number one choice. To win 

the prize, the Xantia beat a number of 

other cars including the Hyundai 

Lantra, the Volkswagen Passat, the 

Renault Laguna, the Nissan Primera 

and the Skoda Felicia. 

The prize was awarded to Citroén’s 

Greek importer at a reception given by 

the magazine. 

The Saxo unveiled in Geneva 

Cicroén unveiled its latest model - the 

Saxo - at the Geneva Motor Show 

between,? and 17 March. Ona stand of 

1,150m’ -located in a prominent 

  No.1 3   
position - a total area of 853m? was 

turned over to the glory of the Saxo, 

  

with three specific sections. The first 

section was equipped wich a stage on 

which 9 dancers set the scene around 

a design-focus Saxo as it moved down 

towards the public on a rail, the 

action being retransmicted on a huge 

screen. The second section showed a 

Saxo body shell, and che third a 

comfort-focus Saxo illustracing the 

equipment and acoustic floor, Seven 

Saxo models - the VTS, SX, VSX, 

VTL and WTR, were displayed at the 

front of the exhibition area. Last, a 

Saxo Cup was enthroned on high, 

surrounded by the four engines 
equipping the range: 1.1i, L.4i, 1.61 

and 120 bhp. On the other side of the 

alley, the marque presented the 

customized “Harmony” serics 

featuring the AX, ZX, Xantia and 

Evasion. 

  
R
i
e
n



  

Driving in Harmony 

In February of this year, Citroén launched 

“Harmony”, a new customized range 

comprising the AX, ZX, Xantia, XM. 

and Evasion. These new customized series 

are characterized by a specific interior and 

exterior layout and common upholstery, 

The pearlescent Véga green and grey 

velvet seat upholstery, for example, can be 

found throughout the range. The AX, 

ZX, Xantia and XM are also available in 

pearlescent Pivoine red - a new shade - as 

well as in metallic Graphite grey. The 

Evasion has specific boclywork colours: 

pearlescent Marquise red, pearlescent 

royal blue and metallic Chateau grey. 

A vehicle with a dynamic image aimed 

at young customers, the AX Harmony is 

available in 3- and 5-door models. Ic is 

equipped with bumpers tinted to match 

the bodywork, hub caps, a lidded glove 

box, and other features. A total 17,000 

units have been produced, of which 

6,200 are for the French market. The 

powerplant is cither petrol (954 cm’, 

50 bhp) ot diesel (1,527 cm’, 58 bhp). 

The 3- and 5-door models and the 

Estate version of the ZX Harmony 

boast chrome-strip bumpers, 

equipment tinted to match the 

bodywork and hub caps. A total 36,000 

units have been produced, of which 
16,700 are for the French market. The 

ZX Harmony is available with a choice 

of powerplants: two petrol (1,124 cm’, 

60 bhp and 1,360 cm’, 75 bhp) and 

two diesel (1,905 cm’, 71 bhp and 

1,905 cm’, 92 bhp). 

The Xantia Harmonie is available in 

Saloon and Estate versions. Features 

include chrome-sttip bumpers and side 

mouldings in the same colour as the 

bodywork and cencral locking. A total 

30,000 units have been produced, of 

which 15,000 are for the French market. 

The Xantia Harmony is available with a 

choice of powerplants: two petrol 

(1,580 em’, 90 bhp and 1,761 cm’, 

112 bhp) and three diesel (1,905 cm’, 

71 bhp and 92 bhp ; 2,088 cm’, 

110 bhp). The XM Harmony illustrates 
the increased use of multiplexing by 

Citroën, wich its alarm, on-board 

computer and hydractive suspension. À 

total 500 units have been produced for 

the French market. ‘The powerplant is 

either pecrol (1,998 cm’, 135 bhp) or 

diesel (2,088 cm‘, 110 bhp). 

The Evasion Harmony offers power 

steering, central locking and a new 

feature: a child booster cushion 
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integrated with the rear side seat. The 

series is equipped with a diesel 
powerplant (1,905 cm’, 92 bhp), Out 

of the 2,150 units produced, 500 are 

for the French market. 

Glowing marks for the AX Electric 

The AX Electric was awarded a mark 

of 8.4 out of 10 following trials begun 

in December 1993 in the town of La 

Rochelle. The car was commended for 

driving pleasure, made stress-free by 
the absence of noise. Twenty-five AX 

Electrics were tested by private and 

professional customers, companies and 

local government offices over more 

than one million kilometers. The tests 

also served to implement technical 

improvements, notably with respect to 

reverse tunning, heating and the 

electronic management of battery life. 
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IN A CONTEXT OF MOUNTING COMPETITION, CITROEN 
OSTERREICH HAS GONE ON THE OFFENSIVE. THE 

MARQUE’S AUSTRIAN SUBSIDIARY HAS ADOPTED A 
STRATEGY FOCUSING ON THE GLOBAL QUALITY OF THE 
PRODUCTS AND SERVICES OFFERED TO CUSTOMERS. AN 
APPROACH THAT HAS BOOSTED SALES OVER THE PAST FEW 
YEARS. DOUBLE CHEVRON REPORTS. 

f itroén Osterreich is based in the 

Perfekrastrasse in the southern part of 

Vienna - Austria capital city and econom- 

ic hub. The subsidiary is ane of the marques 
youngest, and was originally managed by a 

private importer who sec up a network with 

a lew representatives. “That was back in 

che days of the 2CV and the DS,” explains 
Heinz Krone, Communications and 

Marketing Manager of Citroën Osterrcich. 
“Tn 1962, the business was growing strong- 

ly and we decided to open a subsidiary in 

che third district of Vienna, so that we 

could bring together all the different sec- 
cors of activity: sales and after-sales, the 

workshops and the spare parts centre. 
Citroén subsequently invested in a head 

office in the Perfektastrasse and we moved 

chere in 1965." 

In addition to the Managing Director 

Gilles Debonnet, Citroén Osterreich com- 

prises a team of 60 people specializing in 

sales, communications and marketing, 

No.l 

spare parts, logistics and after-sales. It also 

has a training centre and two branches. 

Applying a sales strategy based on total 

customer satisfaction, Citroén Osterreich 

offers the full range of passenger and util- 

ity vehicles. With a market share of 3.3% 

in 1995, the subsidiary is counting on 

the forthcoming arrival of the Saxo to 

consolidate its position on a market where 

competition is extremely fierce. 

More than half the cars 
on the road are German! 

A recent arrival within the European Union, 

Austria is one of the most stable econo- 

mies in Europe, with eight million inhab- 

itants, unemployment running at 6%, infla- 

tion at 2.3% and growth at more than 2%. 

“The car market is stable. A total 280,000 

Passenger Cars are registered every year and 

there are 3.5 million vehicles on the road. 

It isa highly competitive market,” stress- 

      



    

es first! 
es Gilles Debonnet. “With a market share 

of 55.8%, the German marques have taken 

the biggest slice of the cake,” he contin- 

ues. “Their dominance is hardly surpris- 

ing when you consider the proximity of 

Germany and the many subsidiaries opened 

here by German carmakers. BMW and 

Opel, for example, have factories here.” 

Japanese carmakers, however, are on a 
downward trend. “Their market share has 

fallen from 33% in the 1980s to 17% 

today.” This downturn can be attributed 

to the combined impact of several factors. 

First, European carmakers have fought back 
strongly. “And Citroén is an excellent cxam- 

ple. Long considered as a specialist, Citroën 

bas builc up a reputation as a volume car- 

maker since the launch of the AX. People 

now consider Citroén as a marque offering 

a full range of cars with a price/equipment 

ratio comparable to that offered by the 

Japanese,” he adds. Moreover, Austria was 

the first country to apply particularly scrin- 

gent pollution control standards. Franz 

Bascha, Sales Manager of Citroën Oster- 

reich, explains: “This legislation boosted 

sales of diesel vehicles but the Japanese car- 

makers had no diesel solutions on offer. 

Citroén was the first marque to sell a dic- 
sel car with a catalytic converter - the BX 

Turbo Diesel, So we reaped the benefits of 

the changes taking place. Last, the qual- 

icy of our product is recognized as being 

comparable to the Japanese article”. 

72.6% of Citroén sales concern 
diesel vehicles 

Diesel vehicles accounted for 42.5% of 

sales in Austria in 1995. Gilles Debonnet 

explains: “Diesel cars have weighty envi- 

  

FRANCE CAR, 
CITROEN DEALER 
France Car recently joined Citroén Osterreich in Linz, Austria’s third 

biggest city. The manager, Rudolf Lindorfer, is a true businessman. He 

chose Citroén because: “The marque offers a broad, modern range of 

passenger cars and utility vehicles. Citroén Osterreich helped us draw 

up a development plan and define the network of representatives with 

whom we would work”. To attain sales targets of 1,200 new and 

second-hand passenger cars and 100 utility vehicles, Rudolf Lindorfer 

ere M ce urea Rere Hirota ee Rem Mum ieee cael) 

in-house computer system linking the different departments and a 

modern approach to after-sales service. “We work in a highly 

competitive sector, sa we have recruited highly qualified staff to help 

us succeed. For our sales activity, we have a manager to handle sales 

of new passenger cars, with the backing of a team of five people. We 

also have a manager for second-hand vehicle sales and a specialist for 

utility vehicles. We organize promotional events and marketing 

operations on a regular basis.” 

The first aspect that strikes visitors is the avant-garde architecture of the 

dealership: a 35-metre long, 7.54-meter high glass structure supported 

by a chevron-shaped metal frame. Inside, the dominant material is 

wood. “We wanted the dealership to be warm, friendly and, above all, 

attractive. For the interior layout, we adopted Citroén’s usual 

organization: showroom, workshops, spare parts shop,” comment 

Rudolf Lindorfer and Bernhard Schremmer, his architect. A special “after- 

sales” module has been built outside the main building. “The employee 

on the desk draws up an exact diagnosis of the operations to be 

performed on the car. He carries out a series of checks and gives the 

customer a detailed estimate. The references of the parts to be changed 

are entered on a computer so that the manager of the spare parts shop 

can prepare them. If the customer accepts the estimate, the car is taken 

to the after-sales workshop. A replacement vehicle is always provided if 

the customer’s car has to be kept in.” Last, customers are encouraged to 

visit the reception hall of the main dealership, where they can enjoy a 

drink and consult an interactive terminal, where a CD-ROM shows the 

Citroén range and the services offered by the dealer. With this same 

CD-ROM, customers can take part in a survey concerning the quality of 

service and the professionalism of the sales people, the mechanics, the 

coachbuilders and the painters at the dealership. “So, as you see, the 

customer is our number one concern!”   
  

ronmental arguments behind them. They 

are considered co pollute less because they 

consume less fuel. The economic advan- 

tages of diesel vehicles are uppermost in 

drivers’ minds. Firsc, diesel fuel is less 

expensive to buy and, second, Austria 

cars according to their fuel con- 

sumption. This special tax, known the 

NOVA, is 0% for electric vehicles and 

14% for the greediest petrol engines. As 

a tule, our models are well placed”. An 

advantage that Citroén Osterreich empha- 

sizes through the communication strate- 

taxes ne’ 
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gy for the AX: 

consumption car”. Asa result, diesel and 

turbo diesel models accounted for 72.6% 

of Citroën registrations in 1995, and sales 

The low-pollution, low- 

 



  

    

      

   

   

        

   

                    

   

                                              

   

                                        

in alle are 

heading upwards. Gilles Debonnet stress- 
es the point: “Our flagship vehicle, the 

Xantia, holds 4.5% of the M2 segment. 

A high proportion of sales concerns the 

diesel and turbo diesel versions, either 

the saloon or the estate”. The Citroén 

“XM is the most popular top-of-the-range 

French car in Austria. “And 90% of the 

XMs registered are turbo D models. 

Moreover, Citroén is the only French 

THE SAXO 
TRAINING 
COURSE 

The Saxo - Citroén’s latest 

model - will be launched on 

the Austrian market in April. 

To make sure that the entire 

sales network realizes the 

importance of this new 

vehicle, Citroën Ôsterreich 

started a training and 

marque to have top-of-the-range cred- 

ibilicy in terms of comfort, roadworthi- 

ness, roadholding and performance,” 

eee ig campaign stresses Gilles Debonnet. 

DC Te 1e 2 

“Both the Saxo and the AX 

belong to segment B, which 

accounts for 20% of Citroën 

sales. With the arrival of the 

Saxe, we will have two 

Customized ranges 

‘The intense competition on che Austrian 

market has resulted in a price war, with 

all che carmakers trying to outdo each 

models to offer customers and other in terms of equipment and trade-in 

so should be in a position to 

increase our share of this 

segment, which currently 

stands at 3%,” explains Franz 

Bascha. To prepare the 

ground for this major event, 

Citroén developed a special 

two-phase training 

programme, which will run up 

to the commercial launch of 

the Saxo. “In February, we 

sent dealers, representatives, 

deals. To consolidate and improve its 

position, Cicroén Osterreich has devel- 

sales managers, sales people 

and workshop supervisors, an 

oped a sales policy that is deliberately 
different. Heinz Krone explains: “As a 

information pack concerning 

the positioning of the Saxo in 

the B segment, the competition 

rule, we run five major promotional cam- 

paigns a year. They are timed not to run 

concurrently with the campaigns of other 

and customer expectations. carmakers. The results are satisfactory.” 

We asked them to complete a 

questionnaire and send it back 
All the models offer a range of equip- 

ment to enhance safety and driving pleas- 

ure. “In Austria, global safety and com- 

fort are among the main purchasing 

criteria.” Responding to this require- 

ment, the cars are equipped with twin 

airbags (for the driver and front passen- 

ger) side mouldings in the doors, seat- 
belts with pyrotechnic pretensioners and 

air conditioning. 

“These customized series pursue a dual 

aim: first, to arouse the interest of che 

public as a whole and, second, to attract 

to us. In March, a one-day 

training seminar was 

organized for dealers, sales 

managers, workshop 

supervisors, spare parts 

managers and sales people. 

The aim was to teach them 

how to approach potential 

Saxo buyers. Participants also 

tested the Saxo and its 

competitors - including the 

Volkswagen Polo, number one 

in segment B - on a track.” 

younger buyers in all segments. There are 

85,000 Citroën vehicles on the roads, 38% 

are BXs and 20% AXs. These customers 

      

form our main base, but their numbers 

are insufficient. Cuscomized series are a 

means of promoting our products and 

winning new customers.” 

Business centres to attack 
the fleet segment 

The German dominance of the Austrian 

market also extends co the fleet segment. 

The majority of cars owned by companies 

- large, medium and small - or govern- 

ment offices are German. ‘To penetrate a 
market that accounts for 30% of car sales, 

explains Franz Bascha: “You have to work 

with real professionals, able to manage 

negotiations and develop this sector in 

association with our network. That’s why 

we created a fleet deparcment”. This 

department is staffed by salespeople spe- 

cializing in the sale of passenger cars and 

utility vehicles to professionals. “Utility 

  

vehicles account for 25,000 new registra- 

tions annually, and last year, our share 

cotalled 4.6% on a market chat has grown 

by more chan 2%. We have a wide range 

of vehicles corresponding to the require- 

ments of this customer base, with the AX, 

ZX, Xantia, XM Entreprise, C15, Jumpy 

and Jumper. We are looking at a target 

of 6% for 1996.” The subsidiary intends 

to satisfy this ambitious objective by open- 

ing business centres on the premises of 
dealers in major cities. “With our help, 

these dealers will be able to put a new 

organization in place, focusing on the 

quality of the different services offered to 

customers. That means there has to be at 

least one salesman to manage fleet sales 

in association with our specialists.” The 

marque plans to open eight business cen- 

tres by the end of year. Using the latest 

sales techniques, these centres will work 

with local and regional companies. The 

utility vehicle “caravans” introduced by 

the subsidiary serve che same purpose. 

 



   to organize local campaigns and promo- 

tional operations, can request a caravan 

for one or two weeks”. Here again, the 

objective is to reach professional custom- 

ers in regions where the marque’s pres- 

ence is low. 

“If you expect something more” 

To attract and win customers with a prod- 

uct that meets requiremens, you need a 

high-performance sales te 

network offering solu- _ / 

tions of flawless . 

    

    

   
    

  

quality. With chis aim in mind, Citroën 

Osterreich has been working on a nct- 

work restructuring plan over the past 

three years. Franz Bascha states: “We had 

a problem. Up to 1980, we were a spe- 

cialist carmaker. Our network was made 

up primarily of small dealers, garage own- 

ers and repairs staff. It was not adapted 

to the needs of a volume carmaker. 

Moreover, apart from our dealership and 

two branches in Vienna, which accounts 

for almost 25% of the market, we were 

structurally weak in big cities. ‘To rem- 

edy the situation, we kept on those deal- 

ers able to implement our sales policy 

and set up new sales outlets in urban areas, 

with an annual potential of 100 passen- 

ger and utility vehicles”. Looking for 

improved performance, Citroén Oster- 

reich selected new dealers on the basis of 

strict criteria, such as managerial qual- 

ities, financial soundness and their rep- 

utation in the town or region. Gilles 

Debonnet explains: “We wanted compa- 

              

   

  

     

    

    

STOCKERAU, A 
STRATEGIC PLATFORM 
FOR CAR PARTS 

Located some twenty kilometers from Vienna, the Stockerau spare 

parts centre plays an important role in the organization of the 

ÈS 

subsidiary. Set up in 1974, Stockerau was originally dedicated 

exclusively to the Citroën network. In 1993, the centre began 

taking delivery of parts for the dealers and representatives of both 

Citroën and Peugeot all over Austria. Over and above its domestic 

ivity, Stockerau handles parts for Citroén outlets in Hungary 

and Slovakia. At the end of the first quarter, its activity will be 

extended to include the Czech Republic. Receiving supplies from 

the French centres in Melun and Vesoul, Stockerau serves almost 

300 sales outlets. The service rate is 92.7% for urgent orders 

and 96.1% for stock orders. Urgent parts are delivered in less 

than 24 hours if the order is placed before 1:30 p.m. 

“We manage 60,000 references, of which 7,000 are common to 

both marques. All in all, we process 800,000 lines or orders every 

year,” stresses Patrice Bernhardt, Director of the Stockerau centre. 

“The scale of activity is such that we have had to completely 

reorganize the warehouse in order 

to boost productivity and improve 

CEST ite Rear ER re TS 

employees,” he continues. “With our 

plans of action, we try to enhance 

the quality of the service that our 

customers expect.” 

   
ny managers who showed keen motiva- 

tion to enhance service quality and to 

boost sales in the fields of new and sec- 

ond-hand vehicles, as well as spare parts 

and after-sales services. Above all, we were 

looking for professionalism, a factor that 
is vital to the fucure of automotive dis- 

tribution”. 

Next, the subsidiary drafted a develop- 

ment and training plan in association 

with each new dealer. Like Rudolf 

Lindorfer, who manages the “France Car” 

Citroén dealership in Linz (see box), the 

marque’s representatives in most cities 

are businessmen. Today, the subsidiary 

has a fully renovated network with two 

branches in Vienna and 69 dealerships 

employing 34 representatives chrough- 

out Austria. Alongside the restructuring 

process, network progress plans will be 

put in place for the forthcoming launch 

of the Saxo (see box), as part of the 

marque’s corporate project. “With chis 

ongoing pursuit of quality, we ate able 

  

  

to offer customers something more 
the lowest prices. In this way, we will 

able boost customer loyalty and enhani 

our chances of success on markets wl 

Citroën was not traditionally presents 

states Gilles Debonnet. The subsid 

expresses this ambition in the form of 
slogat icroën. Wenn Sie mehr erwarts 

en” (If you expect something more, buÿ 

a Citroën). 

  

   
   
   

    

   

   
   
   

          

   



  

  

Learner drivers 
  

   
   

   

     

  

I earnet-driver 

schemes are becoming 

increasingly popular with 

young people and Citro&n was 

determined to be part of che move- 

ment. When che Nord-Pas-de-Calais 
Road Safety Association - headed by Jean- 
Marc Wallyn - joined forces with the 
Regional Council to start a campaign in 

LOT Eten tea el TR Eee oN 

  

Mare Gueudin, head of the regional divi- 
sion of Citroén Lille, and Jacques Rio, 

head of promotion, were quick to offer 
their support. The marque decided to 

give the winner of the competition an 

AX Spot. Mate Gueudin declared that 

“young people are a prime target for 

Citroën,” and that the marque’ involve- 

CONTE re GAME ANEROO EN 

THE ROAD 

SAFETY ASSOCIATION OF 

THE NORDPASDECAIAIS REGION 

© RECENTLY ORGANIZED A COMPETITION 
se TO ENCOURAGE YOUNG PEOPLE TO JOIN 

Sas! A IEARNERDRIVER SCHEME. CO-SPONSOR 
OF THE EVENT, CTROËN PUT UP AN AX 

SPOT FOR THE WINNER. A GOOD 
START IF EVER THERE WAS ONE. 

ment in the scheme reflected that strac- 

egy. Jacques Rio explained that: “The 

AX Spot was chosen partly for its attrac- 

tive design, but more specifically, for the 

extensive equipment offeted to the cus- 

tomer, Features include bright, modern 

bodywork colours, a buzzer that sounds 

when headlights are left on, wing mir- 

rors that can be adjusted from inside the 

car and a heated rear window”. 

A green light for young drivers 

Nord-Pas-de-Calais has more young peo- 

ple than any other region in France. It 

also has a high number of accidents 

involving drivers under 25 (4.4% of the 
French total). “This is mainly due to inex- 

perience,” explains Jean-Marc Wallyn. 

In order to encourage young drivers to 

take part in the campaign, the Regional 

    

     

   
    
      

       
Council and the 

Road Safety Association 

ofganized a competition enti- 

tled “feu vert au permis” (green 

light for driving licenses) open to 

young people aged between 16 and 20. 

Leaflets and entry forms (five questions 

on early-learner driving schemes) were 

handed out to the public. The commu- 

nications agencies involved in the cam- 

  

paign - “Grand Angle” and “La 4° 

Dimension” - chose a light-hearted theme: 

Indians sending car-shaped smoke sig- 

nals! An adulc teaching a teenager how 

to steer... a horse! The young people 

interested were able to find out more 

about Citroén and the Jearner-driver 

scheme in November 1995, at the Liévin 

  
 



  

  

  

school-leavers fair, followed by the 

“LEtudiane” student forum held in Lille 
in January. Here, visitors were able to 

admire the Curagao blue AX Spot on offer 

to the winner of the competition. 

Prominently displayed under the spot- 

lights, the car was sutrounded by teepees 

and a number of items commonly asso- 

ciated with driving tests - the idea being 
to set the scene for forthcoming events! 
Everybody wanted to try the “iron 

horse”driving simulator, the “hawk- eye” 
vision test, the “sure-foot” moccasins 

reflex test, and the “wise eagle” interac- 

tive highway code questionnaire, before 

rushing off to fill in an entry form in the 

hope of winning the AX Spot. 

HONTE Sr et 

DETENTE NE ane nd 

Centaure driving centres, which special- 

ize in the handling of cars in difficult sit- 

uations. Slippery, resin-covered asphalt 

platforms, kept permanently wer, are used 

to simulate all types of accident, such as 

skidding on black ice, a burst tyre or side 

impact. 

A much-coveted car 

In front of the stand at the “L'Etudiant” 
forum, Caroline and Valérie admit that 

they have little interest in cars, but that 

this particular model had caught their 

eye. The attractive AX Spot is certainly a 

car they would consider buying. “It’s 

attractive, easy to handle and ideal for 

women drivers. And the colours ate bright 

and modern”, they added, casting long- 

| + 
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ing looks at the AX enthtoned among 

the bamboo shoots and Indian posters. 

Another group of visitors highlighted 

the excellent performance of the marque, 

reputed for being at the “forefront of 

technology, with a flair for design that 

sets it apart from the rest”. Philippe speaks 

from experience: “T’ve already driven an 

AX and I loved it”. Even though 

Philippe’s own first love is a “powerful 

sports cat”, many of those questioned 

  

  
described Citroën as a “legend in its own 

time, as illustrated by the DS19: 40 years 

young!” 

Many students would have been delight- 

ed to claim the AX Spot as cheir own, 

but only one had the dream come true. 

The results of the competition were 

announced on 14 February. Jacques Rio 

gave the keys of the Citroén AX Spot 

to 17-year old schoolboy Brieuc 

Dumoulin, who had great difficulty 

believing his extraordinary luck. And 

yet it was not the first time he had won 

such an amazing prize. Ten years ago, 
his father prompted him to enter another 

competition. And he won first prize that 

time too - an AX 1O0E! 
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DRIVING AT 
SIXTEEN 

Originally developed in 

Scandinavia, early-learner 

driving schemes have only 

recently caught on in France. 

Even today, only 12% of 

future drivers take advantage 

of this opportunity. Yet the 

advantages are clear. Under 

the terms of the scheme, 

young people aged 16 or 

over can drive for 3,000 km 

provided that they are 

accompanied. Over 80% of 

those taking part in the 

scheme pass their test, as 

well as gaining the 

invaluable confidence that 

novice drivers often lack. The 

accompanying driver must 

Piece Timed LI ALAN LS 

she must be over 28, have 

held a licence for at least 

three years and must not 

have been convicted of a 

serious driving offence. 

The young people taking part 

in the scheme do so because 

they want to increase their 

chances of passing the test 

and also because they feel 

that the experience will make 

them feel more confident and 

safer once they have a 

driving licence. Needless to 

say, safety is a fundamental 

aspect of vehicle design at 

Citroën. The engineers in the 

company’s design offices and 

LAURENT Mute heli) 

emphasis on active and 

CNET LC PR CAC LR EU 

optimum comfort.   
CHE VRON D ak) 

   



Richard Anconina and Christophe Lambert 

Dogging around 
  

CHRISTOPHE LAMBERT AND RICHARD ANCONINA - THE 
DUO THAT TEAMED UP FOR THE FILM “LOVE SONGS" - WILL 
MEET ON SCREEN AGAIN NEXT AUTUMN IN “HERCULE ET 
SHERLOCK", A HILARIOUS DETECTIVE STORY IN WHICH THE 

TWO ACTORS SHARE THE UMELIGHT WITH TWO DOGS - 
AND A CITROEN EVASION. 

     

        

    
   

         

                  

   

                   

  
care 

Di ohoigm®: BERNE   
D ate: December 1995. Scene: a ware- 

house in Marseilles. An intricate 

maze has been formed out of stacks of 

wooden crates. Director Jeannot Szwarc 

and his team are about to start the ninth 

week of shooting of Hercule et Sherlock. 

Between two takes, Richard Anconina 

and Christophe Lambert temporarily 

abandon their canine partners - Pogo and 

Picasso - to talk to Double Chevron. 

Double Chevron: Hercule et Sherlock 

recreates the partnership of Paroles et 

Musiques (released in English as Love 

Songs). Is this the first time you've 

worked together since then? 

Christophe Lambert: Funnily enough, 

Richard and I started our cinema careers 

together. We met when we were making 

Le Bar du Téléphone fifteen years ago. Then 

came Love Songs, which set the scene for a 

real partnership. We've been friends ever 

since. 

Richard Anconina: We'd always said 

that we'd get back together if something 

suitable came up. 

CL: When we were making Le Bar du 

‘Ldépbone, we realized that we made a good 

team. The chemistry worked at all lev- 

els: between the two of us as well as wich 

the public. People didn’t feel thac one of 

us overshadowed the other, And although 

we put in a good deal of hard work, ic 

was great fun. 

DC: Christophe Lambert, you've 

carved out a successful career in the 
USA. Does this film mark your return 

to France? 

CL: The last French film I made was Max 

et Jérémy two or three years ago. I choose 

my films according to what I feel like 

doing. T don’t mind whether they’re 

action films or comedies. In this case, I 

wanted co do a film in France and | 

liked the screenplay. Also, it was a 

great opportunity to meet up with 

Richard again.



| with the stars 
DC; Since Highlander, you've made a 

number of films that are close to sci- 

ence-fiction. Was that something you 

really wanted to do? 

CL: Science-fiction films are fun. I can 

give free rein to my imagination and 

escape from everyday realities. Perhaps 

that's because I play video games a lot. 

DC: You've made three Highlander. 

films to date. Is there another one 

planned? 

CL: No, not for me! I’ve done three of 

them and I don’t think you can go beyond 

a trilogy! 

DC: Which one do you prefer? 

CL: I like the first one and the last one. 

The scenario of the last one resembles the 

first wich the concepts of past/present 

transitions and a romantic angle with 

dual love stories, one in the past and the 

other in the present. It referred back to 

the first film. It’s not that I don’t like the 

second one, but it has nothing to do with 

the Highlander concept. If the film hadn't 

been called Highlander, I don’t think the 

public would have been as disappointed. 

DC: Richard Anconina, you haven't 

made a film since four years. Why 
is that? 

RA: Well, it was circumstance 

really. | couldn't find 

  

anything I wanted to do so I just sat and 

waited. And then Hercule et Sherlock came 

up. It’s the first family comedy T’ve ever 

made. 

DC: You've worked with some of the 

world’s greatest directors including 

Cimino, Pialat, Doillon, Berri and 

Lelouch, What did you gain from 
that? 

CL: For me, the most important aspect 

of a film is the script. If you've got a good 

script and a talented director, then the 

film will be good. 

RA: More than anything 

else, it’s the timing “ 

  

and inspiration that count. The name of 

the director is not always a reference. 

Making a film is always a step into the 

unknown. A director may go through 

three films trying to find his own style 

and then suddenly get everything right 

with the fourth. In the first chree, he’s 

still trying to develop the right tone, to 

get the spirit and context of his films, 
but these initial efforts provide the basis 

for che fourth film, in which everything 

falls into place. I think the reverse is also 

true, À director may fall back on clichés 

or stock ingredients because he’s gone 

stale; or he may lose his inspiration or 

sparkle, 

DC: Is there any particular role you’d 

like to play? 

RA: The possibilities are so vast... There 

are lots of great roles chat could come up. 

Roles that everybody wants to do. I'd love 
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to play Doctor Jekyll and Mr Hyde! | loved 

what Spencer Tracy and Ingrid Bergman 

did. I’m always really impressed by the 

actors and the message conveyed by the 

film. The good and the bad that exist in 
all of us. In the film, Spencer Tracy plung- 

es into despair when he realises that he’s 

powerless to stop himself turning into a 

monster, It’s great! 

CL: l'd like to play che role of a kid 

because I love their world. They're always 

ready to learn and they don’t take them- 

selves seriously. 

DC: Let's get back to the film. You 

have two canine partners, Pogo et 

  

Picasso, also known as Hercule and 

Sherlock. Is it difficult making a film 

with animals? 

CL: T worked with monkeys and gorillas for 

Greystoke and with wolves for Grane Nord. 

RA: I worked with lions in the Claude 

Lelouch film, Hinéraire d'un Enfant Gâté. 

Pogo and Picasso are well trained and 

looked after by their handlers. We make 

  

a great team. Sometimes, we have more 

problems with actors who are young or 

who are afraid of a scene and can’t get into 

the swing of things. That said, it’s the sort 

of thing that could happen to us too. 

DC: Would you say that the four of 

you became fast friends? 

RA: Yes, cercainly. The handlers feel that 

we've developed a real relationship. Pogo 

and Picasso know us and feel that we're in 

this with chem and not against them: in 

short; that we're their friends. That makes 

the handlers’ job easier. They can ask a 

lot of the dogs because there's no hostil- 

ity between them and us. 

   

CL: They're real actors. ‘They always give 

us the right cues! 

DC: In the film, you drive a Citroén 

Evasion. What did you think of it? 

26 DOUBLE GH EVR ON 

  

    

  

  

RA: | found it a great drive. I liked the 

short gear lever, which is placed slightly 

higher chan normal, like on racing cars. 

You feel like you're in a small car because 

it’s so easy co handle. And you dominate 

the road without being too high up. I 
loved the interior. All the seats are adjust- 

able, and the layout and comfort are good. 

DC: Are you interested in cars? 

CL: 1 love cars! I don't drive in cities because 

there’s coo much traffic and it’s difficult to 

park. T drive racing cars on a crack simply 

to feel the speed and have fun. 

DC: What types of car have you driven? 

CL: I’ve never taken part in races. But 

simply for the thrill of it, I've driven 

Formula 1s, Formula 3s, Renault 

Formulas, Ferrari F4Qs.   you name it. 

DC: What do you expect from a car? 

CL: Power, response, speed, a roaring 

engine, roadholding quality... 

RA: That can be summed up in just one 
word: safety. A car equipped with an 

engine powerful enough co cope with dif- 

ficult situations, excellent brakes and a 

passenger compartment that protects the 
occupants. 
I prefer cars that offer me safety and com- 

fort. Christophe was talking about the 

roar of the engine. I prefer silence when 

I'm driving. 

CL: I think thac all cars made to be driv- 

en fast are specifically designed to offer 

exceptional safety. Big cars place partic- 

ular emphasis on safety. Driving fast wich 

a small car really doesn’t appeal. 

DC: What does the marque Citroën 

mean to you? 

RA: The DS and the Traction Avant 

because they were leg- 

No.1 

ends in their own time. Citroën's strong 

points have always been smooth driving 

and excellent roadholding, Citroén cars 

are often used for cravelling shots in films. 
And then of course there’s the look. 

CL: The DS and the SM with ics Maserati 

engine. The style and the design were 

interesting. It was revolutionary for its 

time. A real sports car. 

DC: Do you consider design to be a 

criterion? 

RA and CL: Definitely! 

DC: What sort of styling do you like? 

CL: I like sports cars so I tend to go for an 

  

aerodynamic look, with a low wheel base 

and belt line. Things like that. 

RA: I preter something curvy... 

CL: ... That's attractive to look at. 

DC: What do you think of modern 

cars? 

CL: Whether you're talking about 

Citroën, Peugeot or Renault, I think chat 

a great deal of time and efforc goes into 

the quality of the trim and chat the trend 

is towards a form of luxury. That’s impor- 

cant. Mercedes and Jaguar used to be in 

a class of their own since the luxury 

French cars were a bit cheap-looking! 

‘Today, top-of-the-range Citroéns and 

Peugeots are a match for heavyweights 

like Mercedes. 

El



  

Xantia _ 

_A Citroén Xantia - 
  

DARCOS 
| ia “XANTIA BODYWORK”" TRAINING COURSE SEEKS TO course has two unique features: first, it 

isa mobile training programme and sec- 
INCREASE STAFF AVVARENESS AND DEVELOP A STRONGER amd, hem reine Ie a eme ol 

SENSE OF RESPONSIBILITY. SPECIALLY DEVELOPED BY ie a cs di PES Er 
ce can be disassembled by trainees. 

CITROEN FOR BODYWORK PROFESSIONALS, THE : 

PROGRAMME IS THE FIRST OF ITS KIND IN FRANCE. USING Tried and tested 

À XANTIA SHELL, WHICH CAN BE FULLY DISASSEMBLED BY Firs introduced by Citron Hispania sev 
TRAINEES, THE PROGRAMME HAS PRODUCED EXCELLENT lan ago che programme as prove 

MAPESUITS. DOUBLE CHEVRON TOOK A CLOSER LOOK AT age tk donee 
THIS INNOVATIVE TRAINING SCHEME. 

  

J very year, Citroén organizes tech- offer customers a service of optimum qual- 

nical training courses for the mem- ___ ity. The “Xantia Bodywork” programme 

3 bers of its sales nctwork. The objective was set up in Sepcember 1994. Aimed at 

À is to help after-sales specialists develop  coachbuilders and panel-beaters in Citroen 

: their professional know-how in order to branches, dealerships and garages, che 

  

ET RS TE ONE UIE TETE NT bro 

— S formance of its network, Gérard Camps, 

Fi Head of Training at Citroén Sales, 

Europe explains: “The pro- 

gramme was highly effec- 

DENT TURN exc eensome |   
      



  

  

  

thought it would be a good idea to adapt 

it to our branches, dealerships and garag- 

es in France. Our aim was to train the 

coachbuilders and panel-beaters whose 

OPERA OU D ETES 

damaged in a collision, Total safety is a 

strategy applied by Citroén to all its vehi- 

cles. That means advanced technology, 

specific designs and, above all, materi- 

als that turn the passenger compartment 

into a protective shell in the event of col- 

lision. The Xantia is a perfect example 

DORE OA NTI OCR Tete 

lcaders in its category in cerms of active 

safety and passenger protection”. Working 

boa oser coer s(emisteimOstscoceW as tye vit! 

  

and the French national automotive train- 

ing group (GNFA), Gérard Camps set 

up the “Xantia Bodywork” mobile train- 

ing programme for France. 

An original approach 

The programme was developed by the 

GNFA, which seconded two course 

instructors specialized in bodywork. 

Their first task was to create a pro- 

gramme based on the experience of 

Citroén Hispania. To this end, they were 

oreo A CA STD CRETE 

Citroën in Spain. Laurent Perruchoc, 

course designer and instructor at the 

GNFA, described the experience: 

“The Spanish team explained the 

basic principle of the pro- 47 

gramme and showed me how 

ro use the Xantia shell as a 

teaching aid. I thought the 

idea was really original and 

I was amazed at how easy 

it was to disassemble and 

  

reassemble the parts”. Developed at the 

subsiciary’s spare parts, advanced body- 
work and paint workshop in Pinto, the 
Xantia shell was designed to teach stu- 

dents and to be easy to use for task 

instructors, “The principle is fairly sim- 

ple in that the floor board is attached 

to a trolley. The various parts of the 

body come apart easily. The different 

materials are identified using a colour- 

coding system. The entire shell can be 

disassembled and reassembled in a mat- 

ter of minutes. That's efficiency for you!” 

Having taken possession of his Xantia 

and loaded it onto a lorry, Laurent 

Perruchot started his travels round 

France. 

      

    

 



  

      

À course aimed at increasing 
LES EL 

As well as being highly original, the 

course is detailed and intensive. “We 

don’t stay in one place, so we had to 

develop a programme that could be 

taught in one day, Most of our trainees 

are Citroén representatives or bodywork 

Receel segawa nek: (eMart elcR ceo mmol Ma ante 

off work.” For this reason, the pro- 

gramme is divided into two parts. 

Participants spend the morning in the 

classroom and, in the afternoon, they 

have an opportunity to apply what they 

have learned to the Xantia shell. 

Ata training centre in Mulhouse (north- 

eastern France), Laurent Perruchoc wel- 

comes a group comprising one represen- 

Trainees dissect the bodywork of the Xantia. For 
each part removed, instructors give a detailed 
explanation of the correct repair procedure. 

  

tative, five coachbuildets and two panel- 

beaters, all employed by dealerships in 

the region. “For the first four hours, we 

will study the structure of the vehicle, 

the bodywork, the different construc- 

tion materials, the high-yield steel pan- 

els, the zine coating used to protect the 

Ricco aoe aE oe} at eee tio ue leet 

finally the procedures to be followed 
when repairing the structure to avoid 

altering che properties of the materials.” 

The objective is to make participants 

EN TKO Mauer soar Teo monu Cece (Urbs 
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sibilities by proving that poor quality 

welding or repaits can have serious con- 

sequences. For example, high-yield steel 

panels should never be welded with a 

blowlamp, brazed or straightened while 

    

   

          

    

  

hot as this destroys their shock-resist- 

ant properties.” After the time spent in 

the classroom, trainees are amazed when 
MO ACC CREER CITANT 

time. “Most of them have never seen a 

Xantia quite like this one!” The next 

three hours will be spent dismantling 

and analysing the 286 parts that make 
up the structure and bodywork of the 

vehicle: bonnet, wings, doors, bumper, 

central pillar, beams and side-members. 

No part is left unturned! 

To date, over 1,000 Citroën profession- 

als have followed this innovative train- 

ing course, Gérard Camps concludes: 

“We are satisfied with the results and 

intend to repeat the scheme Europe-wide 

for the Saxo”, 

   



    
2 Fabienne and Frédéric |    

  

eT wedding present 
WHEN THE TRADITIONAL Vif 

WEDDING SILVER, CRYSTAL 

AND PORCELAIN ARE 

REPLACED BY AN ENGINE 

AND FOUR WHEELS, A 

MOMENTOUS CHANGE IN 

ESTABLISHED PRACTICES IS 

CLEARLY UNDER WAY. THE 

CONCEPT OF WEDDING 

PRESENTS IS ENTERING THE 

THIRD MILLENNIUM. DOUBLE 

CHEVRON INVESTIGATED 

THIS STEP INTO THE FUTURE. 

W.: a couple decides to tie the 

knot, they may have to rack their 

brains to come up with ideas for wedding 

presents. They cannot, after all, deny friends 

and family the opportunity to convey their 

  

good wishes with a gift. Hubert Yaffi, 

Manager of Second-Hand Vehicle Sales at 

Citroén France, is a man with imagination 

to spare, and he has a wide range of recent 

Citroén models on offer. In the twinkling of 

an eye - or a wing mirror - he can turn the 

traditional set of cutlery into an object sym- 

bolizing advencure, freedom and treasured 

memories - starting with the honeymoon. 

Hubert Yaffi put his bold idea to the test 

when one of his friends got married late in 

life. The friend already had everyching he 
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    a difference Deere 
CITROEN AX     

needed: money, flat, furniture, car... every- 

thing except a vehicle for his wife. “Nobody 

knew what to get him. My friends were 

phoning round in desperation so I put the 

idea to them. We clubbed together and 

gave him an AX. He decided he'd rather 

have a ZX so he paid the difference.” 

Today, in the wedding gift department of 

the Citroën Félix Faure subsidiary, the entire 

Citroën range is on offer, from the AX to 
the Evasion. The nearly-new vehicles have 

low mileage and come with a one-year guar- 

antee, parts and labour. Making individu- 

al or collective payments, friends and fam- 

ily buy the engine, steering wheel, boot, 

gear lever and so on. Citroén Félix Faure 

makes its own contribution with ten-thou- 

  

sand francs worth of parts and equipment. 

This sum can be converted into accessories 

and services. The most difficult aspect is 

left to the happy couple: the choice of a car! 

A thorny problem if ever there was one. 

“Tn the world of advertising and sales, you 

have be able to come up with new ideas 

all the cime,” explains Hubert Yaffi. “A 

good idea won't remain a good idea for 

life. I like to try things out on a small scale 

first and then implement them nation- 

wide.” Hubert Yaffi has two jobs, one as 
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manager of second-hand vehicle sales in 

France, the other as manager of a num- 

ber of subsidiaries, including Félix Faure, 

which he oversees directly. “When I test 

ideas,” he adds, “I encourage the dealers to 

put them into practice. The determina- 

tion of the people in che field is vital to 

success. People have to be passionate about 

their work in order to succeed.” 

Hubert Yaffi is certainly passionate about 

his. A fact that shows in his dynamic 

approach to sales and in a multitude of 

“lictle things” chat serve to create a consen- 

sus around the subsidiary’s slogan, Fdix 

Faure, moi j'aime (1 love Félix Faure). 

seu 

  

Examples range from special series of sec- 

ond-hand vehicles to the aquarium placed 
at the delivery point to create a relaxed 

atmosphere, the telephone cards issued in 

the colours of the sales outlet... and the 

wedding list. An excellent idea since the 
wedding season is almost upon us! 

By the way, should your car bear the sorry 

marks of winter weather when you enter 

Citroén Félix Faure, we feel we should 

inform you that ic is likely to disappear. 

During your absence, ic will be washed, 
brushed, polished to a sheen and parked 

neatly in a corner of the garage! 

“High-quality service” did I hear you say? 

I love Félix Faure! 
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A HAPPY 
COUPLE, 
A WEDDING AND AN AX 

Frédéric and Fabienne are both in their twenties. When they got 

married in September 1995, they decided to adopt the Citroén Félix 

Faure wedding-list scheme. The result is a superb red AX. The car 

has five doors because “it’s more convenient for a baby” (planned 

for 1997). 

Double Chevron: How did you get to hear about the 

scheme? 

Fabienne: Quite by chance. | had to take my 3-door AX in for 

servicing and a friend recommended the Félix Faure garage. I 

happened to see the offer. And as | was planning to get married... 

DC: You already had everything you wanted... 

Fabienne: The idea of a traditional list didn’t really appeal 

because | have varied tastes and like to buy things on the spur of the 

moment. | thought the idea of a car was great. 

Frédéric: We'd already bought almost everything. The car was a 

plus. We plan to have a baby in 1997 so the 3-door model wasn’t 

really convenient. And this coming year won't be easy financially 

because | have to do my national service. So we thought we'd take 

the opportunity to invest in a 5-door car and get that particular 

worry out of the way. The financial advantages offered by Citroén 

Félix Faure - 10,000 francs and the trade-in deal on the old car - 

helped us make up our minds and we were also pleased about the 

garage managing the list. 

Fabienne: We wanted to ask for cash, but some people are 

shocked by that. This scheme corresponded exactly to what we 

wanted. 

DC: How did people reac 

Fabienne: They didn’t believe it at first. Older people weren’‘t too 

keen on the idea because they like the idea of traditional lists. By 

not complying with the norm, we’d deprived them of the pleasure of 

buying cutlery or crystal! 

Frédéric: Young people accepted the idea more easily. They 

thought it was original and innovative. Lots of them asked for 

photos of the car. People like to give something that will last and 

that they can identify with. 

DC: What was the actual procedure? 

Fabienne: It was simple really. We signed a short contract. People 

gave their contributions to Citroën F Faure and the garage sent 

us regular updates. The list was closed one month after the 

wedding. We asked the garage what they could give us for the total 

sum, Which included the trade-in on the old car and the 10,000 

francs offered by the subsidiary. When the car was delivered, it had 

a bottle of champagne in it - with best wishes from Citroën. We also 

received a telegram on the day of the wedding. We really 

appreciated that.  



Once upon a 
time in Africa 
IN 1973, CIROEN'S 
PUBLIC RELATIONS DMISION 
SENT 100 YOUNG PEOPLE 
ROUND AFRICA IN THE 
COMPANY OF THEIR 
2CVS, DOUBLE CHEVRON 
HAS CAUGHT UP WITH FIVE 
OF THE ORIGINAL TEAM 
MEMBERS. FLASHBACK. 

    

   
   

  

0 n 26 October 1973, 100 young peo- 

ple flew to Abidjan in the Ivory Coast 

to pick up their 2CVs and hit the road. 

Raid Afrique was underway. In the space of 

just over a month (see box), the partici- 

pants travelled 8,000 km across Africa, 

frorn the Ivory Coast to Tunisia, through 

Upper Volta (now Burkina Faso), Niger 

and Algeria. The man behind the rally was 

Jacques Wolgensinger’, Head of Public 

Relations at Citroën. Ie was his idea to fol- 

low in the footsteps of André Citroën, the 

marque’s founder who organized the first 

cross-Saharan car rally in 1923 and the first 

transafrican car expedition - the Croisiére 

Noire - in 1924. Citroén thereby demon- 

strated that a car could - and should - be 

used to go in search of new horizons and 

that ic could help      
DOUBLE CHEVRON Need 

bring people from different lands closer 

together. Prior to Raid Afrique Jacques 

Wolgensinger had already organized two 

rallies involving 1,300 young people and 

500 2CVs; the Paris-Kabul and the Paris- 

Persepolis. 

To each his own motivation 

The number of participants in the Raid 

Afrique was deliberately limited to 100 

(selected from a rocal 944 candidates) and 

fifty 2CVs. ‘The main requirement was that 

potential participants should own a 2CV. 

Candidates also had to belong to one of 

eight categories: mechanics, assistants, doc- 

tors, cameramen, soundmen, journalists, 

cartoonist/artists, or photographers. They 

were then split up 
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into five groups of ten teams, with two 

participants per car. 

Marie-Christine Lespinas, now a journal- 

ist with the Marie-Claire group, took part 

in this first Raid Afrique. Double Chevron 

asked her to describe the experience. “I was 

DESSINATEURS [hi     
  

used co travelling long distances by 2CV 

buc hated having somebody organize the 

trip. L agreed to go along wich my fiancé, 

Auguste, because I was madly in love! He 

was a real Citroën enchusiast”. Auguste, 

now an optician, takes up the story. “That's 

right. I’d signed up for the Paris-Kabul 

but I crashed my car just before the start. T 

almost won the Paris-Persepolis. I had the 

same number of points as the winner but I 
came in eleventh at the end because a mix- 

up over time zones cost me a 100-point 

penalty”, Marie-Christine continues: “I was 

in the artists’ category and I made a 
collage for the selection board. I 

think they were a lit- 
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tle taken aback by my coloured paper, glue 

and scissors but they liked the effect. 

Citroën later used my poster on a trade 

stand”. Auguste did a photo story on the 

selection process. 

Phillipe Pécré, a former student of fine arts 

and today a graphics artist at the univer- 

sity of technology in Compiégne, north- 

ern France, explains how he got involved: 

“My speciality was cartoons. I turned up 

for the selection totally unprepared. I only 

remembered the date at the last minute 

and didn’t take any drawings with me. In 

the end, I] did them there and then”. 

Christian Dumont, then a photographer 

and today a research assistant, was moti- 

vated by a different reason: “I wanted to 

drive a 2CV through sand, to see how it 

would react. I was far more interested in 

testing the car than in meeting people. I've 

always been fascinated by sand and the 

desert”, Another photographer, Didier 

Fouqueray, now a telecommunications engi- 

neer, went along for one reason only: to 

experience the Citroén adventure. 

Preparing for the voyage 

Once the selection stage was complete, the 

next step for the successful candidates was 

to prepare the car. Marie-Christine Lespinas 

explains: “We weren’t mechanics, so our 

      

car was fitted out by the mechanics from the 

Citroën factory, along with the organizers’ 

car”. Christian Dumont also placed his car 

in the capable hands of the Citroén mechan- 

ics, but recalls that: “T was one of the rare 

participants who got 15 punctures because 

I'd made the mistake of using ordinary 

tyres”. Phillipe Pétré and Didier Fouqueray 

entrusted their 2CV to their more mechan- 
ically-minded team-mates. 

Tt was only when they were on board the 

plane chat full realization hit them, “At 

the aitport, we suddenly became aware of 

what a fabulous adventure was awaiting 

us,” explains Auguste Lespinas. “And 

remember that catching a plane wasn’t as 

commonplace 20 years ago as it is today.” 

Tt was during the flight to Abidjan that 

Christian Dumont got to know his team- 

mate Yveline Lenormand. “My original 

  

team-mate, who was also a work colleague, 

had to drop out following an accident just 
after the selection process. Yveline, whom 

everyone called “the Duchess”, was the only 

competitor to have taken parc in both the 
Paris-Kabul and the Paris-Persepolis.” 

Memories are made of this 

On October 29 1973, Raid Afrique left 

Abidjan, “It was the beginning of my best 

holiday ever,” recalls Christian Dumont. 

“T remember seeing hippopotamuses wal- 

lowing in Bobo-Dioulasso (Upper Volta). 

We used a dugout canoe to get closer to 

them. One of the Africans was rowing while 

 



  

the other bailed out with a tin can. 

Suddenly a thought flashed across my 

mind... what ifa hippo upturned che canoe, 

and che crocodiles came? Fortunately, noth- 

ing happened.” Didier Fouqueray has vivid 

memories of the colours: “The sand, the 

volcanic rocks of Hoggar, che colour of the 

mountain tracks... the Tassili cave paint- 

ings, particularly the crying cow, I'll never 

forget the gardens and forests in the mid- 

dle of the Algerian desert, a miracle creat- 

ed by the water shooting up from the oil- 

extraction centre in Hassi-Messaoud”. 

Christian Dumont described che evening 

organised by Sonatrach’, also in Hassi- 

Messaoud: “It was like something out of 

Arabian Nights. I’m especially proud of 

one phoco I took. It shows a 2CV next to 

three Berlier T100 trucks, left behind after 

the war. Paul Berlict has since taken one 

back for his foundation”. 

All five participants are unanimous in 

describing their most precious memory: 

the Ténéré desert in Niger. Auguste 

We real- 

ised just how extraordinary this journey 

   Lespinas describes the moment: ‘ 

was when crossing this desert, At last, we 

were going to see the Ténéré tree, used as 

a reference point on every map of the Sahara. 

Tt Was Of OU TOULC, but most importantly 

it was the only tree in this huge desert”. 

“Sadly,” recalls Marie-Christine Lespinas, 

  

“we found it lying on the ground. That 

night Jacques Wolgensinger, interviewed 

by RTT radio, 

“Just imagine,” continues Phillipe Pétré, 

“Georges Popovitch and | are perhaps the 

only artists to have drawn the Ténéré tree 

lying on the ground. It was later taken to 

ve the world the sad news”.    

the museum in Niamey”. Just as moving 

was their journey through the Sahel. “We'd 

prepared ourselves for some terrible sights,” 

explains Auguste Lespinas “especially as 

we'd all seen images of Biafra on TV. What 

we saw was just as dreadful, but actually 

being there made it all the more horrific. 

Starving children, herds decimated, noth- 

ing but devastation”, Marie-Christine 

Lespinas remembers Djado, in Niger: “It’s 

a ghost town, decimated by the ‘loubou. 

The burnt-out ruins and mounds of skulls 

were still chere, two centuries later. Just 

imagine: you're in che middle of the desert, 

and suddenly a town appears out of the 

sand, like Saint Michael’s Mount rising out 

of the sea”. 

A Tuareg wedding 

For Marie-Christine and Auguste Lespinas, 

their most cherished memory is their wed- 

ding day in Agadès. Today, their two chil- 

dren both have Agadès as their middle 

name. “We were planning on getting mar- 

ried,” explains Auguste Lespinas, “but 

weren't particularly keen on a white wed- 

ding with all che frills since we were just 

coming to the end of our hippie period. 

Before setting off, we'd read a book: about 

a couple who'd gone through a wedding 

ceremony according to che rites of every 

tribe they met and we both liked the idea. 

The inspiration came out of the blue: why 

not be married by the Tuaregs? I’ve always 

been fascinated by this Berber tribe. Marie- 

Christine and I both wanted a quiet wed- 

ding. We talked it over with Jacques 

Wolgensinger, who promised to take care 

of the arrangements. The next day, every- 
thing was in hand. Our “intimate” wed- 

ding was transformed into a huge celebra- 

tion, wich over 2,000 guests, far more chan 

if we'd got marricd at home. People came 

from miles around to see a European couple 

get married according to their rituals. OF 

course, our Raid Afrique colleagues were 
there too”. Marie-Christine continues che 

story: “The day sped by. I remember hav- 

ing to walk around Auguste’s hut three 
times, surrounded by women. The sun was 

beating down. I almost fainted, because of 

the heat and the crowds. We went through 

  DOUB 

  
: E 

— 

RAID AFRIQUE: 

KEY FIGURES is 

AND DATA 
ES 

Raid Afrique was organized 

by Citroén, Total and RTL, 

Ré with Air Afrique and Kodak, 

and sponsored by the 

French Secretary of State for 

Youth and Sport. 

Over a period of 36 days, 

100 young people in 

50 2CVs, covered the 

8,000 km between Abidjan 

in Ivory Coast and Tuni 

    

Tunisia, via the Ténéré 

desert and Hoggar. The 

journey was completed in 

24 stages. 

The average age of the 

92 men and 8 women was 

24 years and six months. 

The teams comprised 

49 mechanics, 10 doctors 

(or paramedics), 

10 assistants, 

11 photographers, 

7 journalists, 5 soundmen, 

4 cameramen, and 

4 illustrators. 

  

Each of the five groups was 

made up of ten 2CVs for the 

participants, one for the 

organizers, one for 

journalists and a Berliet truck 

transporting food, water, 

petrol, spare parts and 

breakdown equipment. Each 

team took its name from the 

colour of the truck: purple, 

sand, white, orange and 

yellow. The red truck had the 

job of 

who were lagging behind. 

In 1993, Auguste Lespinas, 

one of the hundred 

participants, spent a month 

tracing former team 

members for an Raid 

king up stragglers 

Afrique reunion. They were 

all delighted to get back 

together and relive happy 

Cure ET CRUEL 2 TETE 
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an initiation ceremony which lasted half 

the day, me with the women and Auguste 

with the tribe leader. We didn’t respect all 

their rituals. For example, the Tuaregs don’t 

like curly hair and wanted to straighten 

mine”. Auguste takes up the story: “They 

wanted me to shave off my moustache but 
I refused outright. Also, I was supposed to 

carry Marie-Christine off on a camel, to the 
outskirts of che village. I just pretended to 

do it, with someone holding the camel. 

According to Tuareg tradition, the hus- 

band brings the dowry. I said I had a 2CV, 

though it was really Marie-Christines. They 

wrote it down as “1 2 horses”*, buc didn’t 

seem satisfied so I added on two camels - 

which I still haven't given to her! The mar- 

fiage announcement which we used to 

announce the wedding back home, is more 

like a list of livestock!” Didier Fouqueray 

remembers that, “the dye from Maric- 

Christine's indigo veil came off on her skin, 

making her look like a real Tuareg!” 

After the Rally 

On November 28 1973, participants and 

2CV5s sailed back to France. Auguste 

Lespinas remembers “our sadness at saying 

  

goodbye after so many days together. Buc 

the return journey over raging seas was so 

unpleasant that we were all overjoyed to 

set foot on dry land in Marseilles”. 

That may have been the end of their Raid 

Afrique, but the Citroën adventure was far 

from over. Chrisrian: Dumont, Didier 

Fouqueray and Auguste Lespinas were cho- 

sen to present the CX to journalists in 

Lapland, in August 1974. This meant a 
six-day, 3,400 km rally, from Bjérnfallän 

in Lapland to Paris. Auguste Lespinas con- 

fesses char: “Raid Afrique gave me a taste for 
adventure. | wanted to push myself further, 

to give some sort of a structure to what I 

wanted to do. The rally also gave me a 

passion for cars, for driving. I took part in 

36 pousnue cuevnon   

many 2CV rallycross races and even won 

a couple, including one in England. | took 

part in the CX World Championships one 

season, with Patrick Laple. We finished 

11th overall in Portugal and first in che 

private car category. I continued for two 

seasons, until Marie-Christine asked me to 

give up competition racing”. Didier 

Fouqueray and Christian Dumont also tried 

their hand at 2CV rallycross racing. 

Whereas Didier Fouqueray “returned twice 

co Africa in his 2CV for shorter distanc- 

es”, both Auguste and Christian sold theirs. 

Christian has since travelled many miles 

with Citroën, but not in a 2CV. He made 

the Paris-Moscow-Leningrad-Yalta round 

trip - almost 13,000 km - in a Visa. Today, 

he is a loyal Citroén customer, having 

bought 23 Citroën cars. Didier Fouqueray 

is a close rival in chis department. “I first 

discovered Citroén at just three, when I 

was photographed in a Rosalie. Since then, 

I've owned a Traction Avant, two DS, a 

CX, three Visas and two BXs”. 

  

All for the love of a 2CV 

Phillipe Pétré was also tempted by 2CV 

racing, coming third in Vandelville in 

1976. He gave it up because he could not 

bear the damage to his car. “T caught the 

2CV bug when | was just five years old. 

My father, a teacher, was on a priority wait- 

ing list. This meant he got a new 2CV alter 

just five years instead of the usual six. Ever 

since Raid Afrique, I've been mad about 

2CVs, sand and rallies. Today, P’'m 

Chairman of the 2CV Club for the Picardy 

© Gs. À 

region and regularly organize rallies for my 

own club and with other 2CV clubs. 

T design the posters and bumper stickers. 

Tve done five years of 2CV rallycross racing 

and I've also taken part in the Algeria 2CV 

rally and in three Dakar rallies, twice ina 

2CV diesel prototype based on a Mitsubishi 

Pajero. I finished 63rd overall in 1990, 

coming 8th in the diesel-prototype cate- 

gory. | own around twenty 2CVs, all in 

perfect condition. I have 2CVs from 1953, 

1955 and 1956, plus a Spot, a Sahara twin- 

engine, a Méhari and an Ami G saloon. I've 

also built a four-door cabriolet, a Hi-boy 

coupé, and a Citron pressé with a GSX3 
engine, AK350 base, Cmatic gearbox and 

M35 hydraulic suspension with an Ami 

Super chassis. Today I’m considered a real 
expert, although that was not my initial 

intention. My dream today is to own a 

1950 2CV, as that’s the year I was born.” 

For Marie-Christine Lespinas: “The true 

joy of che rally was discovering Africa. I 

love travelling and T wanted my kids te 

feel the same. The first time we took them 

to Africa, they experienced the same intense 

emotions thar we did, 23 years earlier. The 

first car we'll buy our son will be a 2CV - 

it’s what he wants’. However, all the par- 

  

ticipants share the same regret: the current 

Citroén range offers nothing to replace the 

2CYV. “It’s more than just a car. It’s. a state of 

mind,” explains Didier Fouqueray. Christian 

Dumont agrees: “It represents a lifestyle 

that doesn’t exist today. Without the 2CV, 

Raid Afrique could never have existed. It 

was the star of the show. Even now, I think 

of the rally every time I get behind the 

wheel”, The windscreen sticker on Phillipe 

Pétré’s 2CV sums this feeling up: “This is 

not a car, it’s a way of life”. 

1. Author of “Raid Afrique”, published by Editions 

Flammarion. 

2, Sonatrach was responsible for the supervision and 

management of oil and gas fields in Alger 

  

3. “chevaux” means both “horsepower” and “horscs”   
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FOR CITROEN, 
INFORMATION 
TECHNOLOGY 1S A VITAL 
TOOL IN THE QUEST FOR 
INNOVATION AND PRODUCT 
QUAITY, IT |S THE ROLE OF 

PROCESSING 
DIVISION {DT} ro 
MONITOR AND IMPLEMENT. 

    

THE PROGRESS MADEIN 
  DIGITAL TECHNOLOGY. 

DOUBLE CHEVRON TOOKS 
AT THE USE OF. 
INFORMATION 

TECHNOLOGY GROUPIE, 

alone, information technology is present 

in éverything we do. It helps us to pro- 

  

   

    

C ae 
omputers, software and commu- 

nication networks are essential to 

the development of each and every vehi- 

cle part. Citroën has long recognized 
the vital role of computers in maintain- 

ing its ce es Jean-Pierre 
‘Cabart, Assistant Manager of the Data 

Processing Division (DTI), explains: 

“More important than productivity 

  

   ness and capacity co move forward 

largely on our skill in 

mote: ality and innovation. Our inven-— ys 

  joine division, common to 
marques of the PSA P. 

   



  

MANAGEMENT BY “PROJECT” 

Just like a vehicle development project, an information system calls upon many 

different types of expertise and know-how in its life cycle. Organized into projects 

under the responsil Pel luscec cie eee) Sd st: 

together PSA Peugeot Citroén Group users, computer scientists and engineers 

Each stage follows a precise schedule: general objectives and preliminary studies, 

feasibility and development, industrial production and testing. “This approach 

calls for an overall vision of the Group's vehicle development projects and of their 

present or future needs in terms of information technology,” points out Jean-Serge 

Bertoncini, Head of the Data Processing Division. At the same time, new and 

attractive opportunities arising in the fastmoving world of information 

technology must be seized at the earliest opportunity. It is essential to keep one 

step ahead of technological change. In fact, innovation and progress in 

ee nut ecyaecu Re gee reeset uae rere ce oem et Ie 

sudden lurch forward for the launch of a new car, for example. 

  

Group, is to grasp any new and useful Ai faster design process of rately, che DTI has set up-a new applis 1 

developments in the burgeoning com- optimum efficiency cation: the “Marketing Plan Produit" j 

puter market, adapt chem to the cechni- (MPP) database. MPP gives users imme- 

cal and economic constraints of each ‘The role of computers in the car indus- diate access to information on the mar- 

area of expertise, and turn them intoa try begins in che design office, Here, ket and the competition, the product 

competitive advantage for the Group. CAD/CAM techniques, scientific com- strategy and the initial industrial and 

The DTI is responsible for designing  putation and virtual imaging are used in sales plans. Bernard Girard, Data’ 

and running all the “information the numerical definition and validation Processing Division Manager and Head 

systems” used by the Group. In this of vehicle architecture, patts and pro- of the Technological Strategies Division, 

way, it plays a key role in improving duction processes. Communication net- explains: “Designers integrate these data 

performance in areas as diverse as prod- works are also essential in this phase - in their skecches, which are then digi- 

uct design, process modernization, engineers working on the same project tized for “virtual” reproduction on the 

in different places can transmit and computer screen. This marks an impor- _ 

faces and relations with customers and exchange darawas required. As soon asa tant initial stage in vehicle design”. At — 

suppliers, Information technology is the new project is launched, computers are Citroén’s Creative Styling Centre in 

framework around which the entire broughe in co assist in the design pro-  Vélizy, the impressive array of state-of- 

company is organized. Through the cess. To further matket surveys and tar- the-art computer systems in the 

efforts of the DTI, the larest digital get customer requirements more accu-  “Imaging-Feasibility” studio provides 

industrial flexibility, qualicy 

  

technology can be found in every office 

and every workshop, helping the com- 

pany and its staff co... work wonders! 
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a spectacular illustration of CAD/CAM 

capabilities. Here, designers build up 
an animated three-dimensional image 

of a model first sketched on paper. In 
chis way, they are able to judge the shape 

and volumes of the full-sized item by 

projecting che computer image onto 4 

cinema screcn. The “scale 1” model is 

shown with remarkable realism against 

an urban or rural backdrop. This virtu- 
al image also enables the designer co 

assess the fluidity of the patterns of light 

and shade projected or reflected by the 

vehicle. He can zoom in on particular 

zones (bonnet, front wing, etc.) and vary 

the lighting angle. Last, since his system 

is hooked up to the design office 

chrough a high-speed network, he can 

check the technical viability of his 

model and provide data on industrial 

feasibility at an early stage in che pro- 

ject. This process saves a great deal of 

time and money since the design phase 

  

“accounts for the biggest percentage of 

total part cost”, points out Jacques 

Surzur, Head of Computer Management 

at the Plant, Equipment and Production 

Engineering Division (DMEI). “In 

another area of activity, at the Citroén 

Production plant in Saint-Ouen, a sim- 

ilar link with the design office was set 

up for the development of stamping and 

cuteing-line tools, As a resule, we have 

cut development times by 40% and 

halved the number of technicians 

required to set the tools up.” 

Another area in which information tech- 

nology has brought gains in time, cffi- 

ciency and quality is shock simulation 

on vehicle structures, Again at Vélizy, 

the engineers of the Automotive 

Research and Technology Division 

(DEYA) use the phenomenal power of 

Cray supercomputers to predict the 

behaviour of aumerous structural com- 
ponents and to validate their design at 

    

A PLAN TO PREPARE THE FUTURE 

a eM aU ees tea Rodel Meo gel ied 

the remarkable progress of digital technology and customer demand for 

increasingly sophisticated services. Success will depend upon our being 

ready for these changes.” For Jean-Serge Bertoncini, Head of the Data 

Processing Division (DTII), never too early fo start preparing for the 

future. That is why he is bringing the energy and know-how of his entire 

staff to “Arc-en-Ciel”, the DTIFS contribution to the PSA Peugeot Citroën 

corporate project. Relying on an approach based on continuous, 

structured and ordered progress, the plan is designed to pursue 

excellence. It applies the three major principles underpinning 

management through total quality: customer satisfaction (naturally), but 

also the future of the company and employee satisfaction. 

Arc-en-Ciel sets the objectives to be reached at different organizational 

levels over different time scales (three or five years) within the division. It 

then defines specific action plans to meet these objectives, with the support 

of partnership contracts (200 in 1996) signed by the DTII and the users of its 

systems within the Group. Last, Arc-en-Ciel sets out the main principles 

underpinning collective success as well as the ethical values that should 

gover the behaviour of each individual. Through Arc-en-Ciel, the Data 

Processing Division is targeting three priorities: to make the computing 

infrastructure increasingly robust and open, to create opportunities for the 

company to conquer new markets through innovation at optimum cost and 

to develop self-assessment of quality, competence and productivity in order 

to speed up the pace of progress. These potential areas of improvement are 

evaluated according to the criteria of the EFQM, the European Foundation 

for Quality Management. The EQFM uses a grading system to measure the 

efficiency of all action plans undertaken. Other approaches, such as 

ISO 9000 certification, complement this quest for total quality. 

an early stage. The crushing of complex 

structures, such as the front end, can be 

displayed on a screen, as can their inter- 

action with mechanical parts such as 

the engine, the suspension system or 

the steering column. Even the progres- 

sive crumpling of certain parts - signi- 

fying optimum shock absorption - can 

DOUBLE 

be studicd and visualized. Parts scud- 

ied in this way include the cantrail (the 

main girder running between the bump- 

ers and the passenger compartment) and 

the wing lipings. Simulation software 

is also used for industrial cools. Using 

specific applications involving complex 

behaviour laws such as stamping or 
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CITROEN PIONEERS THE “MECATRONIC” APPROACH 
TO AUTOMOTIVE COMPONENTS 

The use of electronics offers customers new levels of driving comfort, pleasure and safety. Electronics are 

increasingly used in such functions as engine control, ABS, automatic gearboxes and comfort equipment. 

“In ten years time, the PSA Peugeot Citroén Group will be installing some ten million processors in its 

cars,” declares Bernard Girard, Data Processing Division Manager and Head of the Technological 

Strategies Division. Citroén is already an established world leader in on-board electronics, with the high- ; 

performance Hydractive suspension systems fitted on the XM, the Xantia and, more recently, the Xantia 4 

Activa. When sophisticated technology such as this are installed on volume-production cars, no 

concessions can be made as regards reliability, driving pleasure or maintenance. Hence the need to 

enhance the design simplicity and reliability of these “mecatronic” sub-assemblies (combining 

mechanical, electronic and computer components]. To guarantee the operating safety of these systems, 

to speed up development, to improve quality and “get them right first time”, the Group is progressively 

building up a range of CAD simulation tools. An offshoot of the EU Esprit project, this work will 

ultimately provide a complete “mecatronic platform” with design guides, electronic module libraries and 

validated, reusable software packages. 
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ra around the 

1 engineering centre (CREPI) inside 
che Plant, Equipment and Production 

"1. Engineering Division, these programs 

ate used to develop new processes and 

” valide chem at an carly stage prior to 

pre-industrial production. Last, like the 

: designers, engineers can “climb inside” 
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.D models. They can stroll 
virtual shopfloor, walk 

between the machines, turn their heads 

and eyes, move their arms and legs, 

climb stairs and cross footbridges! This 

their 

   

virtual reality is achieved by means of 

“immersion’ -dedicated graphics simu- 

lation software, 

» Engineers are able to see the amount of 
space available for an operator in a robo- 

_ tized unit for example, and to optimize 

‘the operator's movements as well as 

those of che robots. These computer 

tools noc only save time during che 

design phase, they also limit the cost 

of any modifications required to improve 

safety or ergonomics or facilitate main- 

enance, 

A simultaneous 
engineering “model” 

The rapid overview given above covers 

only a small fraction of the vast quantity 

N° fu 

  

      of diverse numerical data involved ina 

vehicle development project. 

The early stages of the project involve 

specialists from such diverse areas as 

marketing, research, production engi- 

neering and purchasing. Their task is 

to pool their knowledge and define an 

  

optimum solution in cetms of quality, 

cost and deadlines, This broad collab- 

oration, which proceeds in a series of 
iterative stages in line wich the princi- 

ples of che PSA Peugeot Citroén Praduct 

Development Charter, involves the shar- 

ing of large quantities of daca and thus 
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requires the adoption of a common 

numerical reference, 

However, this common reference is still 

lacking: for most vehicle parts, tradi- 

tional physical models are still used as 

the basis for decisions concerning space 

allocation, ease ot assembly during pro- 

duction, part movement during routine 

use, ease of disassembly for vehicle ser- 

vicing, etc. “For this reason, the Group 

recently launched a plan of accion to 

dévelop a common thtee-dimensional 

CAD/CAM numerical modelling cool, 

ultimately available to everyone involved 

in a vehicle development project,” 
explains Jean-Pierre Cabart. 

This modelling tool was first used by 
the® Automotive Research and 

Technology Division (DETA) as a simul- 

tafieous engineering medium to group 
advanced design data on two successive 

vehicle development projécts. 

The first application, broadened ta 

include all areas of the DETA’s expertise 

and updated each week, was used for a 

project in the development phase. In 

the final, generalized version of the tool, 

each user will have access to all projecc 

data updated to include the latest 

results of joint studies. 

The number of iterations in the project 

cycle will be reduced, while the number 

of possible technical configurations to 

be validated will be increased in ordet to 

take account of greater vehicle complex- 

ity and the growing variation offered 

by each vehicle manufactured by the 
marque. 
The numerical tool will considerably 
reduce the time required to bring a new 

ehicle to market. 

  

Production: reliable, 
high-performance 

tools 

With a “just-in-time’ production system 

manufacturing cats ty order, comput- 
ers are the linchpin of the entire indus- 

trial process. Information systems must 

be reliable, efficient, and flexible to han- 

dle tasks of increasing diversity. On the 

basis of the different equipment alone - 
not counting bodywork colours and 

upholstery - ic would be possible to pro- 

duce more than 80,000 variants of the 

Citroën ZX! À fact chat illustrates the 

value of the computer services provided 

by the DTIL, both for the shop fluor and 

the sales network. 
The progress already achieved can be 

illustrated by one of the many indicators 

used by the IVIL to assess the quality of 

its systems, in this case the number of 

vehicles lost due to a computer mal- 

function. In five years, these losses have 

been reduced by a factor of four in the 

Groups various production plants. 

Automation iSnaturally one of the main 

concerns of the DTII in its quest to opti- 

mize production processes. 

Numerically controlled machines, robots 

programmed off-line and synchronized 

by PLCs, high-performance local indus- 

trial networks, measurement and qual- 

ity control appliances, fault diagnosis, 
preventive maintenance and part trace- 

ability software are juse some of the 

computerized systems bringing 
improvements in quality, speed and reli- 

ability every year. We could also men- 

tion the Atgos production control 

system, a tried-and-tested success which 
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CITROEN AND 
MICROSOFT 
JOIN FORCES 
TO CREATE THE 
“OFFICE ON 
WHEELS” 

Imagine a car that doubles 

as an office, a car that lets 

passengers (though 

preferably not the driver!) 

hook up to on-line services 

such as Microsoft Network 

and Internet. This fantasy 

LR TR ET ER ET 111 2 

with the development of the 

“office on wheels”, a project 

ated by Citroën in 

collaboration with 

Microsoft. Two prototype 

Citroén Evasion people- 

carriers, containing a desk 

fitted with a hands-free 

mobile phone and PC have 

already been presented in 

association with Siemens, 

Computer Case and France 

Telecom. Vehicles post- 

equipped with these 

features will soon be 

available to customers. 

Aimed primarily at 

company managers, 
travelling salesmen and 

for mobile video- 
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can now be found in all the Group's 

end-assembly plants. Operating in asso- 

ciation with the Pégase, Hermés and 

Sherpa flow systems for outgoing and 

incoming parts, Argos provides centtal- 

ized site monitoring and management. 

Cameras and 
satellites for increased 

efficiency 
Production levels can be scheduled on a 
daily basis, taking into account specif- 

ic constraints such as che volume and 

type of parts to be produced, orders of 

other applications, including video-con- 

ferencing, electronic mail and, above 

all, a computerized data exchange with 

4,200 Citroén and Peugeot representa- 

tives via a VSAT sacellice link, With 

this new system, which is now being 

brought into general use, the Group's 

central computers will be able to send 

information (price lists, parts lists, avail- 

ability of new and second-hand mod- 

els, ctc.) via Eutelsat II ditectly co the 

antennas connected to €ach dealer's com- 

puter. This will revolucionize che trans- 

fer of data, which traditionally relied 

upon the Transpac network in France, 

  

priority, manufacturing problems, etc. 

Wich Argos, every production param- 

eter is monitored in real time on con- 

crol roam computer screens. At the 

Aulnay end-assembly plant, for example, 

production programs are defined and 

implemented in accordance with the 

list of cars on order (colour, engine type, 

options, etc.), on the basis of information 

transmitted by the Citroén head office 

where data from the sales network are 

centralized. Cameras locaced in each sec- 

tor of the plant read the bar-code labels 

on the carrier hooks following each vehi- 

cle throughout the assembly process, 

and transmit the information to Argos. 

The arrival of che parcs at the various 

assembly stations is closely co-ordinat- 

ed with the logistics and supply depart- 

ments, working ona direct basis accord- 

ing to the parts required or else using a 

pulled-flow management system. The 

seat supplier, for example, working in 

synchronous flow, produces the required 

parts in real time after receiving an order 

sent by the plant when the car has 

reached the assembly area. Extending 

che remarkable inter-plant coordination 

achieved through the use of telecom- 

munications networks, the DTI] is 

developing the scope of a whole range of 

42 25 o we Le 
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the IBM Global Network in Europe... or 
a diskette in the mail. Dealers will thus 

haye 99.9% availability for their calls 

while speeding up data exchange by a 

faccor of between 2 and 6. 

Tt is difficult to be exhaustive when pre- 

senting a subject as vast and broad as 

computer technology in the car indus- 

try ! However, let me underline one last 

aspect of information technology: its 

human dimension. Information tech- 

nology is a remarkable cool, developed 

to serve humanity, to enhance the way 

in which people work, to give them 

greater responsibility and scope for 

action, and to enrich their know-how 

ahd motivation. 

Didier Counas 

                                

   

                                    

   

THE DATA 
PROCESSING 

DIVISION IN BRIEF 

Name: Data Processing 

Division (French acronym: DTIl) 

Role: to provide the PSA 

Peugeot Citroën Group with 

information systems able to 

satisfy its present and future 

needs. This task includes 

responsibility for the choice of 

digital technologies and their 

implementation, in liaison with 

traditional disciplines such as 

electronics, engineering, process 

control and telecommunications. 

Scope: from CAD/CAM and 

computer models of preliminary 

vehicle designs through to 

production and marketing via 

the sales network. Other 

aspects include information 

security, relations with suppliers 

and administrative 

management, 

Resources: 20,000 PCs, 

40,000 terminals, 2,000 

CAD/CAM workstations, 

13,200 PLCs, 2,270 C/D class 

robots, 2,800 dedicated 

computer-servers, 

supercomputers (200 Mips, 

8,000 Gigabytes) located on 

two sites to consolidate data on 

a Europe-wide basis. 

Staff: more than 1,500 people 

in France (15 sites); more than 

1,800 in Europe (19 sites).    
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Citroén’s Private Technical 

School: entrance exams in May 

Citroén’s Private Technical School is part 

of the Citroën Insticute. Students can 
  study for a two-year diploma in   

electrical engineering or - if they stay on 

for a futher two years - for the 

professional baccaulauréat in the 
maintenance of automated mechanical 

systems. Candidates are required to sit a 

competitive exam held every year in 

May. They must also have completed a 

minimum of four years in secondary 
education and be under 18. The school 

offers high quality teaching, with 

engineers and technicans from 

Automobiles Citroén on the staff, as 

   

well as modern equipment and resources 

reflecting today’s industrial context. In 

this way, students are able to make rapid 

progress. The syllabus includes training 

periods in Citroén establishments, as 

well as sporting and cultural activities. 

  

Citroën enthusiasts at 
Rétromobile 

The “Citroën village” at the Rétromobile 

exhibition provided a meeting place for 

roén enthusiasts, flocking together 

from their various clubs. Visitors co che 

exhibition had an opportunity to view - 

and in some cases to buy - a range of 

collector's cars and motorbikes. Between 

9 and 18 February, the Paris Exhibition 
Centre offered a platform to such 

vehicles as the Traction, the DS Dandy 

    

Coupé, the SM Bleu d'Orient with its 

carburettor, the M35 with its rotary 

engine, a series of DS cars used in films, 

the goutte d’eau 1953 CLO prococype 

made entirely of aluminium, weighing 

282 kilos, with a 530 cm’ engine and a 

top speed of 114 km/h, as well as the 

C60 Prototype presented by che Citroën 

Amicale and which comes between the 

Ami 6 and the DS. 

The Saxo and the skaters 

The Paris Bercy stadium hosted the finals 

of the World Figure-Skating 

Championships between 23 and 25 

February. The 36,000 spectators 
attending the event thrilled to the grace 

and artistry of the world’s 16 best figure 
skaters - and they also enjoyed a preview 

of the Citroën Saxo. displayed on a 

podium at the edge of the skating rink. 

  

The marque was one of the official 

partners of the event. Ic provided the 

organizers with three Citroén XMs to 

transport the participants and also 

displayed a Citroén Saxo at the cntrance 

  

to the “champions’ village”. The 

marque’s latest model attracted the 

attention of all the competitors and 

particularly Michelle Kwan, the US 

Champion who won the evenc. “I really 

like the Saxo because it’s small. The shape 

and colour are attractive. It looks really 

comfortable.” 

Sarah Abitbol and Stéphane Bernadis, che 

French couple who won the bronze medal 

in the 1996 European Championships, 

confessed that they would have liked to 

have driven off with the Saxo! 

Citroën ZX 16V Trophy: 
the race goes on 

A Xantia Activa 2.01 16V and 

FFr 30,000 will be awarded to the 

  

winner of the 1996 ZX 16V Trophy 

organized by Citroën Total Michelin 

Facom. Each of che eight races, which 

start on 13 April in Sainte-Baume and 

end on 10 November, will offer prizes 

worth FFr 197,000, with FFr 32,000 

going co the winner. 

Citroén in partnership with 
businesses 

Automobiles Citroën and Citroën 

Financement set up Citroën 

Partenaire Entreprises (CPE) in 

November 1995 to better satisfy the 

needs of customer firms. 

Wich this new structure, the sales and 

financing specialists of CPE are able 

to respond to requests fast. 
CPE offers big companies new 

financing solutions, consultancy and 

other services for improved fleet 

management. 

Small businesses and start-ups also 

receive assistance for the financing of 

their vehicle fleet. 

  

Citroén moves the crowds 

Citroén Belgium recently agreed to 

place two hundred vehicles at the 

disposal of the Brussels International 

‘Trade Mart, Europe’s biggest 

permanent exhibition centre and 

showroom, The vehicles will provide 

a shuttle service between the carparks 

and the exhibition centre during a 

number of events. À Citroën vehicle 

will be on display at the main 

entrance co the centre, where more 

than 1,400 exhibitors are expected to 

welcome 75,000 visitors every year. 

The marque’s logo will be on the 

| invitations to the different 

activities. 
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