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The other Xantia... and the Jumpy




editorial

Curtain up on the Citroén team

itroén takes risks

cvery day. That's

becaiise we ave con-

stantly seeking new
challenges. Risk mekes our biusiness
niove exciting and enbances the ety
that we achieve, Naturally, ar the
end of a project — like at the finale
of a play — only the final result is
visible, but in both cases, success
depends on teamwork. This issue of
Double Chevron pdls
the curtain aside to
reveal the team standing
in the wings. It's time
to give the members of
that tean the applanse
they deserve. After all,
Citroén would not have
won the World Cup for Cross-
Country Rallies for the thivd year
running if Pierre Lartigue and the
Citroin £X Rallye Raid had not
been backed by a skilled, effictent
technical assistance team working
round the clock. Without the com-
bined efforts of onr Marketing,
Styling, Process Engineering,
Procsction and Quality Departments,

the stylish new Xantia Fstate wonld
not new be gracing our showroonis.

And in Poland, without the vitality,

determination and tenacity of the
young tean at Citroén Polska, the
results obiained in just a year and a
half would not have been so positive
or so promasing. Teanuvork is also
abont quality, & word — and a con-

cept — for our times. Quality is the
yardstick we vefer to whenever we
bty a wew product, But
dhres the subjactive valie
we Place on guality
reflect veality? It’s a
queestion that brings us
back to the concept of
visk. While the finished
rociauct steals the lime-

light, the backstage team is hard at
work. Everyone is involved in their
Jobs as part of the common effort,

And now the concept of teamwork
has been broadened thanks to a new
Job: the expert technician, By cover-

ing these topics and many others,

Double Chevron is seebing to turn

the sporlight on the wealth of activ-

ity that goes on bebind the scenes,

BERNARD (GUERREAU
Director oF CORPORATE COMMUNICATIONS
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P4 driver

Reacing against tine, the vapid wssistaice vebicles ave hot on the tvail of the

Citragn ZX5 throwghrat the limg crose-comiry rallier.
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Timeless Scotland

Scwrland in rhe
bughlands and back v Edubuvgh, soopping 1o vivit wveral moysteringy castles

o the tway.
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] z The other Xantia... and the Jumpy -

An ingenious canspromive between a lad hauler and i runabow, the Xentia
Lstate is available in a vanpe of attractive models. The Citron_Jumpy bounces
onty rhe sene.
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Citroén Polska: the pioneers’ tale
Since 1989, eastern Envape bas invned (o the concept of free peavkes, Ciiroin
bas set up ot betse in Poland, where te marque alyeady bas 3% of the imported
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24 Wim Wenders: in quest of... the cinema

Wine Wenders iy alveady well fnown for Bis tnmenie talout ay a filni-nker.

3
3

E W

A lesser kunown Jact 15 that be is alw a prear Crivods fan.

P R O F E

. n . .
Expert technicians: high-tech skills

Every pornt of sale in the Crivotn wetwark will soom gain the expertive

of o metw fype of professional. Role: fo gravantee customers a top-gaality sevvice
an bigh-precision tarks.
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ICCCR: planet Citroén

The Mickelin plant in Ladizx busted celebrations jor the 10t anniversary of
the ICCCR, an erent bringing together the olideit and wost beutiful Citrodus
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Shanghai:
the Citroén ZX Fukang
heads for stardom

More than 300,000 visitors came to
the Shanghai car show (27 June -

2 July), where Citroén was
displaying its range on a 400 m?
stand. The ZX Fukang, assembled in
China, was the star of the show. Since
1992, 17,000 Citroén ZXs have been
assembled in the Wuhan plant. Most

are used as taxis. Wuhan alone already
has more than 2,500 ZX taxis!

Citroén wins an advertising prize

On 8 June, the magazine Sirardgie
awarded Citroén the Grand Prix
Spécial for its advertising during the
1994-1995 period. The prize was given
jointly to Jean-Marc Savigné,
advertising manager at the Sales

/5 RATER LE VIRABE 0'UK 200 METRES, C'EST LE BRAME.
SUR ROUTE L'EST PIRE. i
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Division France, and ta Gilbert Scher
and Christophe Lafarge, for the agency
Euro-RSCG.

Gitroén at Equip’Auto 1995

Between October 13 and 19 nexe,

the Equip’Auto show will be held at
the Villepinte exhibition centre outside
Panis. Citroén will be present for che
cvent, which is held every two years.
The marque has made a date with its
network, with professional people
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working in car sales and repairs as well
as with the trade press and students,
The marque will unveil the resules of
its research in such areas as customer
service, parts and accessories, the
environment and training. Events will
include conferences and debates as well
as thrills on the test track, where Jean-
Luc Pailler, the 1994 French rallycross
champion, will be putting the AX
Electric, the Xantia Activa Turbo CT
and the Xantia TD 12 VSX through
their paces.

The Rosalie association recently
published its second book. Dedicared
to the fire-fighting Citro#n 335, the
Gd-page document (FF100 including
postage) is packed with photographic
documents - some never published
before - as well as drawings to a scale
of 1/43 and 1/50. Set up in 1978, the
Rosalie association has 400 members
in France and other countries,
historians and collectors fascinated by
the world of fire-fighting. To find out
more, contact: La Rosalie - 31, grande
rue Charles de Gaulle - 94130
Nogent-sur-Marne-France.

ETPC: excellent results for 1995

With pass rates of 92% and 80% for

the MSMA (maintenance of automated
mechanical systemns) and EIE (electrical
equipment and installations) vocational
high school diplomas, Citroén’s private

technical school has proved its quality
as a reaching establishment. The

50 candidates sitting the CAP and
BEP vocational certificates all passed.

Buy 99 cars, get 1 free

Last June, Frangois Guesde, Director of
the Belgian subsidiary, handed the
kevs for the 100th AX to the Croix
Jaune et Blanche organization in
eastern Flanders. For every 99 cars

sold, Citroén Belux is giving away the
100¢h free. An original way to keep
customers loyal.

Citroén competes in the Olympics

Between 3 and 19 October, Citrogén
will be participating in the
Olympiades des Métiers (trade
olympics). A showcase for professional
excellence, the event will take place in

Lyons. A full 31 countries and

330 young apprentices from forty
areas of activity are expected to
attend. Stéphane Dubois, a vocational
training apprentice in Car
Maintenance and Aftersales at the
Citrogn dealership in Plogrmel, will
represent the marque in the field of
automotive technology. Citroén's
private technical school has trained
the apprentice electricians
representing France in the field of
strong currents.




Citroén chauffeurs
Hollywood stars

Citrogn joined the stars for the 21st
American Film Festival at
Deauville, held becween | and 10
September 1995. The marque has
been an official partner at the event
since 1993, The ten XMs and four
Evasions provided for the

prestigious festival turned in an
excellent performance in their

made-to-measure role of “Official
Cars” for the biggest names in
American cinema.

This year, the marque decided to
back young talent by supporting the
Michel d’Ornano prize created by
the Motion Pictures Association of
America (MPAA).

Created three years ago, the prize

is awarded to a young French
screenwriter. Gilles Malengon, the
winner received a FF50,000 cheque
trom Jack Valenri, chairman of the
MPAA, the promise of secing his
scenario used - and a Citroén AX
with the MPAA acronym.

Holland:
Arnaud Duprey wins
European AX GTi Cup

The Zandvoort circuit in western
Holland played host to drivers from
Denmark, cthe Netherlands, France,
Portugal, Spain and Switzerland on
2 and 3 September last,

More than AX 200 GTi's raced in a
series of national heats and a
EBuropean event.

Arnaud Duprey, sponsored by
Jean-Pierre Lemaitre, Citroén
dealer in Autun, took both che
French and European races,

moving to the top of the general

ranking of the AX GTi Cicroén Tocal
Michelin Facom French Cup.

Inf-Flux shows the way

Last June, a three-day exhibition
offered company personnel a chance to
discover Inf-Flux, the navigation-aid
system developed by PSA Peugeot
Citrotn, Générale des Eaux and Urba
2000. Designed to offer drivers real-
time information on traffic conditions,
Inf-Flux is easy to use. When che driver
gees into his car, he simply enters his
route on a unit integrated in the
dashboard. When the route has been
sct, the driver receives three rypes of
information updaced every three
minutes: the time required to complete
the journey, the state of rhe traffic
between sections of the route, and any
disturbances (accidents, traffic jams,
demonstrations). By 1998, this system
should be part of the original
equipment fitted on vehicles produced.
by the PSA Peugeot Citroén Group.

Gitroén swings with
the stars at the Francofolies

Berween 12 and 17 July, Citroén
was an official partner at the
Francofolies pop festival in La
Rochelle. The marque supplied the
organizers with a fleet of ten
Evasions and 2 XMs to chauffeur
artists and VIPs. The operation was
managed in association with

Alain Lucas, a Citroén dealer in

DOUBLE

La Rochelle. Also, the VIP village
offered visitors a chance to try out
the AX Electric.

Turning ZXs into pancakes

For the 100¢h anniversary of cthe
Biennale modern art festival in
Venice (11 June-15 October 1995),
the French sculptor César has
artistically flactened eighe black
Citroén ZXs. A tribute to
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Citroén from a sculptor who possesses
several of the marque’s models.

A Gitroén victory

in the ltalian,
Portuguese and
Espana Aragon Bajas

After winning the Italian and
Portuguese Bajas, the Pierre
Lartigne-Michel Périn team

chalked up a fantastic victory in the

Baja Espana Aragon, coming in
ahead of Timo Salonen and Fred
Gallagher in their respective
Cicroén ZX Rallye Raids. The
gruelling route, which was 70%
new this year, took the competitors
over winding and rocky terrain.
Cicroén has participated in six
evenrs counting towards the World
Cup for Cross-Country Rallies and
has walked away wich six victories,
building up a solid lead.

CHEYRON L T



 ASSISTANCE VEHICLE!
| FOUOWS HOT ON THE
e TRAL OF THE ZXS AND
JUMPS INTO ACTION AT THE
SUGHTEST PROBLEM.

E B0 I LIRS gt ok e B o A A




driver has become specialized in this type
of mission. The assistance crews drive
P4s, Peugeot lotties originally produced
for the French Army that have been mod-
ified and adapted for rallies. They are
assigned by Citrogn Sport to an experi-
enced two-man crew composed of a driv-
er and a mechanic,

Spare tyres to
radiators

Geérard Boin has been a mororsport
enthusiast since he was a child, and is «
faichiul Citroén supporter. “I started vac-

. Then, 1

experience naturatly led him to partici-
pate in the toughest of the all-cerrain
rallics: the Paris-Dakar, And he hasn't
left Citrokn's rapid assistance vehicles
since. With a hightened body, reinforced
chassis, and a 24-valve V6 engine devel-
oping 226 bhp, Gérard Boin’s P4 tire-
lessly follows the Citrotén ZX Rally
Raids. “We tuke along anyihing we might
necdd 10 Ret o sar 10 oy bivewdc, where the

TG

iri-

: then the Wo_rld

?f_fjf [ was an official
two years, Then I changed
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Between cross-country rallies,
Gérard Boin and the Citroén
technical team work on
preparing the P4 lorries.
Gérard also participates in
frials for the Citroén ZX Rallye
raids, when he isn’t organizing
trials himself, that is. “When
we participate in the rallies, we
complete a form on how the P4

is performing, and we pass our
comments on to Jean-Pierre
Vitre at Citroén Sport during
the debriefing session. This
helps vs fo improve the P4’
performance. Plus, we fest the
suspension ond the
powertrains. This lorry may be
really heavy, but it's virtually
indestructible. The entire body
is made of Kevlar and carbon.
The P4’s load varies depending
on the race. So, we do a
number of fests so that we can
adapt the suspension fo the
load. These trials can last from
a day fo a week. | also take
technical training courses af
Citroén Sport so that I'm up to

date on the
modifications and

advances made fo the ZX.”
Gérard Boin’s life does not
centre solely on Citroén. In his
spare time, he participates in
endurance races such as the
24 Heures de Paris. He also
takes care of new drivers who

join the federation.
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technical team can tetke care of it. We take
everything from spave iyres to radiators to
seplacement parts. The average weight of our
carga fr 300 kgl

The rapid assistance vehicles have to be
registered in che rallies just like the com-
petitors. So, they too have to linish each
stage within the time see for them or risk
racking up penalty points, This can some-
times be rather difficult.

“I yensenber one time duving the Paris-Dakar,
we were crossing o bank of duner.” he
explains, “We found owrselves behind alf the
ZXs, which had got sinck in the sand. We
absoluiely had to veach them but we dicdn’l
bave enosugh petrol becanse we bad to save our
extra fieel for ome ZX0. So, ey partner and |
staredied ooy e aned decicded fo steer avoundd i
dungs and iake the coust, We did
manage 14 get Lo our cars, You

Jee, someriines you have to
Ffivnvise”,

a DOUBLE CHEVRON

And he adds, “We can't make amy mistake,
because we aliways bave to be veady to help
oiie of vaer ZXs7,

Acrohatic driving

Ower the course of an all-terrain rally, the
constant concern of Gérard Boin and his
partner is to avoid being lefe miles behind
the Cicroén ZXs. “We have ro stay within
a veasonable distance so that we can help out
ar quickly as possihle. This means that we can
never nrerfake the cars ov fake ton nany rivks
it oreler to awoid brecking down oirselves. Our
waximi speed 15 aroid 100 kmih, but,
given the weight of nr cargn, dviving iy pret-
ty acrobatic, especially on vough tevvain o
when croiseng ditches. Dhe lorvy's suspension is
veally [ivin in ovder to bear the

vebicle’s weight. So, most of ihe
time, wey periner and 1 are
veally julted arousd. This

a5 why the pavigator ic o important. He bas
tn e recay io spor all the dangers otheriise
we've certain (v have a spill”

These difficulties do not dampen their
enthusiasm one bit. You just have to see
the mechanic drop his road book and
pull ouc his tool chest to see how dedicat-

ed he is, After bouncing over miles of

rough or sandy track, the P4 crew final-
ly reaches the bivouac for a well-carncd
— but shore — rest. Gérard Boin and
his partner won't get to bed until afeer
they have meticulously checked over
every inch of cheir vehicle and scudicd
the road book for the next stage.

Ready to step in at any time, the P4 teams are
right behind the Citroén ZX Rallye Raids, what-

ever the driving conditions.
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Scotland

Timeless vistas...

RUINED ABBEYS AND
CASTLES DOT THE GREEN
HILS AND SIVER LOCHS OF
SCOTIAND, ONE OF
EUROPE'S RARE AREAS OF
TRULY UNSPCILED NATURAL
BEAUTY. IN CUR XANTIA,
WE HEADED NORTH TO
EXPLORE THE HEART OF
MIDIOTHIAN. .. AND
BEYOND.

W e spenc four days with a Citroén
Xanrtia driving through the

Sourhern Uplands on the trail of the
Scottish poetr Robert Burns and the
novelist Sir Walter Scoct. A resplen-
dent Xantia 1.8i 16 V, loaned for the
occasion by Tom Corney, Managing
Director of Cicrogn Glasgow, was wait-
ing for us in che car park of Glasgow
aitport, ready to hic the road. After a
brief recee of the driver’s position {we
French have to remember that our
British cousins drive on the wrong side
of the road!), we adjusted che searts,
punched in the four letters of the engine
immabilizer, put the car in first gear
and headed for the A736 motorway o
the south-west coast. Funnily enough,
you can get used to driving on the left

nounR

in just a few minuces. The power steer-
ing and fluent handling of our Xantia
LX make the process of adapration a
lot easier. The Xancia is designed to
suit different markets so concinencal
drivers are not tempted to reach into
the stowage bin on their right in an
attempt to find the gear srick (some-
thing rench drivers often do when they
take the wheel in Britain). In short, the
driving pleasure grew constantly over
the next few days.
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The hallad of
Rohert Burns...

At the centre of che
Strathelyde region is
largely
induserial city, You have
to drive for half-an-hour

Glasgow, a

to find the countryside. Home of Roberc
Burns, Strathclyde keeps the memory of
this 1 &th century S t{ancl 5 ﬁwuup

kﬁepu 4 trace f;ad' him A\;r isa pcrfect illus-

tration, Lven che smallesc street perperu-

“’ DALEIRL 1. T B b vl bl S

ates the memory of Robert Burns. As does
the muscum in the Tam O'Shancer Inn,
named after one of Burns” heroes, A few
kilometers away is Culzean Castle, which
stands in the biggest park in Scorland. An
astonishing building, Culzean was built
on a cliff and averlooks the island of Saran.
Considered as one of the best works of the
architect Robert Adam, che castle was
built around the old feudal residence
77% and 1785. As a resule, ics
style 15 a clever mix of neoclassicism and
romanticism. Bevond Culzean, following
the road that runs along the coast, we come

berween

o Turnberry, a litdle town whose prestig-
ious golf courses have an international rep-
utacion. Actually, Scotland has more chan
400 golf courses. An understandable cocal
for the councry that invenced che sport in
the 15th century. History has it thar Mary
Scuart was a mean golfer...

Driving aleng the A77, a beautiful road
offering dazzling glimpses of the sea, we
come to the ruins of the Cistercian abbey
of Glenluce. Standing in ics striking nac-
ural seeting, Glenluce looks almost unreal.

N o e 175

Like many of the abbeys we visir, ic is
cloaked in legend. Tn Scotland, the very
stone is alive and has a tale co rell.

The land of Galloway

Returning to the A73 road, we drive
through a romantic setting of heather and
fern as the Xancia takes us into the region
of Dumfries and Galloway, We cross the
D by one of the many liccle bridges scat-
tered around che region - pebbles having
0o effece wharsoever on the Xanria - and
head for Threave Castle. Surprise, sur-
the road ends at an isolated sheep-
fold. Where's Threave? A signboard pro-
vides the answer. Unfortunately, we have
o get out of the Xantia and walk for a
mile through green hills where only the

prise....,

sheep’s wool adds a touch of white. We
arrive at the ruins of what was once a
tower. Lost on an sland in the River Dee,

the cower built by the dauntingly named
Archibald the Grim in the 14th cencury
waits for visitors. To get there, you have to
ring a bell on the tiny landing stage to
summon the boatman and his barge.
Reality or just a mirage... who knows?
Back in the Xantia, we take a narrow wind-
ing road and find ourselves in a sereech of
exceptionally beautiful countryside with
valleys, lochs and hills swept by che rain
and the wind. Cushioned from the bumpy
road by the Xancia's hydraccive suspen-
sion, we eat up the kilomerers wich ease.
At che end of a path looms the tower of
Caerlaverock. A medieval fortress that looks
like something ourt of Sir Walter Scort,
Now in ruins, the central part decorated
with mythological and heraldic pacterns
has retained che traces of a Rtmlssanc.e
design. Surrounded by a moat, irs 1
Ul’itcd towers cast a majesuc i

|
|
|
|
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through the town of Dumfries, known as
the Queen of the South, The A76 road run-
ning along the river Nirth ar the heart of
the Dumirics and Galloway region, takes us
through charming rural villages: Holywood,
Auldgirch, Closeburn, Tornhill... and then
Drumlanrig. The castle, perched high atop
a hill, is a magnificent residence. Buile by
the first Duke of Queensbury berween 1679
and 1690, its Renaissance architeccure
reflects the enligheened spirir of its owner,
who played an important role ac the court
of the Stuarts.

Walter Scott’s Tweed

A few kilometers from Drumlanrig, the
scenery suddenly changes. We find our-
sclves in a torally wild setting where the
lush vegetation - left to grow untamed -
offers a breathtaking sight. We take the
Xantia into the high valley of the Tweed
with its narrow bumpy roads winding
around the hills. Here, sheep wander onto
the road and graze next to the brooks.
They seem o have the place to themselves...
The magnificent Grey Mare’s 1ail warer-
fall plunges inco the valley with a violence
that shacters the silence. Further north,
towards Bownhill, the forests and the misty
lochs with cheir silvery colours take the
traveller into the romantic world that
inspired Walter Scote, Strolling along Saint
Mary’s loch brings to mind Scott’s novel:
The Lady of the Lake. Deeply artached to
the Tweed region, Walter Scotc boughr a
farm near Melrase in 1812, He turned ic
into a comfortable home and lived there
until his death in 1832 (see box).

To the north of the valley, towards
Innerleithen and Walkerburn, the work-
shops remind us that texciles are pare of
an age-old activiry in this area. The mag-
nificent valley belonged to the Stuart
dynasty. Traquair THouse, an immense
white manor of mediaeval appearance was
one ol the bastions of the Scottish kings
in the 12th century and can boast of
receiving 27 Scortish and English mon-
archs. The owner of the house, the count
of Traquair, locked the gate of honour
after the deparcure ol the lase Stuare uncil
such a time as a Stuart should sit on the
theone again. The gate has remained
closed for two centuties... Tuking the lir-
tle B6360 road, we reach the charming

ciry of Melrose. Wich ics ruined Cistercian
abbey and abandoned railway seation, it
seems to harbour some ancient secrer.
Edinburgh, the historic capiral of Scotland
is not far away, The Xantia’s 16-valve
engine gers us to this attractive city in
less than an hour. Despite the heavy cral-
lic, che Xantia casily winds its way
through the many twisting alleys up to

=

the castle. Perched on a rocky liff 135 m
high, the fortress dominates the cicy that
inspired so many writers and artists, start-
ing with Sir Archur Conan Doyle. Does
the ghost of Sherlock Holmes wander
down the High Sereet or round Saine
Giles cathedral? A steady drizzle falls as
we Jeave Edinburgh for Glasgow airport,
whete we regretlully parc company with
our Xantia.

D O U R
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WAILTER SCOTT
AND
ABBOTSFORD

“What a lovely car,” says Mrs
Maxwell-Scott, welcoming us
to Abbotsford. Great-great-
grand-daughter of Sir Walter
Scolt, Mrs Maxwell-Scott
takes care of her illustrious
ancestor’s home. “It was a
farm originally. Sir Walter
had already had some
success with his literary works
and he invested colossal sums
of money to turn the farm info

a baronial-siyle mansion.”

The most original feature of
Abbotsford is its garden,
which has a cloister inspired
by Melrose Abbey.

Here, Walter Scott wrote
many poems and historical
novels including the famous
Quentin Durward, Ivanhoe
and Rob Roy.

Inside the house, the study
and library contain some
9,000 books as well as a
number of miscellaneous
objects collected by the
author. These include a
portrait of Rob Roy and a
clasp decorated with golden
bees that belonged to
Napoleon . In the dining
room, Mrs Maxwell-Scott
shows us the bow-window
and tells us, “In the last days
of his life, Sir Walter had his
bed brought up here. He
wanted one last look at the
Tweed before he died.”
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The other Xantia...

POWERFUL AND AGILE,
ELEGANT AND
COMFCRTABLE, THE XANTIA
NOW OFFERS A FIFTH
DOCR TO CUSTOMERS
SEEKING VOLUME AND
SPACE. INTRODUCING THE
XANTIA ESTATE,

Or years, cstate cars wete considered
nothing more than a minor segment
of a car range, aimed at sarisfying limit-
ed demand for “private urility” vehicles.
And modest sales figures reflecced this
artitude. But times change, and Citroén

was one of the firsc carmakers co realize
the full potential of an estare version in a
range with a strong identity. The care
taken in designing rhe ZX and XM
estates is proof of how seriously Citroén
takes che model.

As the marker for estates rook off, Citroén
decided to create a new maodel, an inge-
nious compromise between a load-haul-
er and a runabour,

Why now?

In the past two years, the estate subseg-
ment of the M2 market (o which the
Kancia belongs) has seen strong growth,
especially in Germany and the UK. The
reason for chis groweh is that the mod-
els have becorne less utili-

tarian and more

AUtoNOMOS;

thar is, they have been given a scrong per-
sonality in terms of both scyle and per-
formance. France has also seen a rise in
demand for chis cype of vehicle,
Encouraged by the success of the XM and
ZX estates, Citroén decided to launch a
class-topping model for che Xantia as
well, one that would satisfy the require-
ments of even the roughest of customers.
Right away, Citroén’s designers put their
creativity to work.




HEULIEZ: A VALUE-ADDED PARTNERSHIP

Commissioned to produce the Xantia estate, Heuliez put everything it

had into the project. First, it set up a project organization to ensure
close coordination between the development and preduction sides.
Based on simultaneous engineering, the structure helped to shorten
development times. Prototype validation and development were
conducted under strict conditions: no new step was begun until the
previous one had been judged totally satisfactory.

Finally, only predetermined quality criteria were used to increase
production levels.

To ensure the success of its ambitious project, Heuliez developed a
special three-week training course for its newest employees.

The programme included an introduction to the company, its working
methods and quality procedures, training on every aspect of the car
and on the posts the employees were to occupy (assembly, body in
white, painting, mounting). Using assembly lines dedicated to the
Xantia (other than the paint line, which is shared with the XM, the
Xantia estate project employed close to one thousand people in all
areas of production: operators, supervisars, logistics staff, process
engineers and maintenance operatives. While the current production
potential for the Xantia estate is 120 vehicles per day per team, its
actual capacity is 200 per day since other vehicles are also being

produced.

The right stuff

The specifications for the model were

extremely exacring. While the subsey-
ment comprises vehicles wich highly
individual personalicies, Cicroin’s design-
ers could not stray too lar from the
XKancia, which has been highly successful
in terms of technology, style and sales.
Their challenge was to take the best fea-
tures of the saloon and create a practi-
cal, high-periormance vehicle combin-
ing eye-appeal and innovation. From a
manufacturing point of view, innova-
tions had to fit within a reasonable bud-
get, prompring the designers to adopt
the mechanical assemblics and the chas-
s1s of the saloon.

Every deparcment working on the project
was given the same message: while suc-
cess is vital, 1t does come wich a cost.
And s0, the estace was a true challenge.

Designers,
to the drawing hoard...

Looks came first. Having performed pre-
liminary style studigs, the Creative
Design Centre in Vélizy had a good idea
of what the Xantia estate could look
like. The most important point was to
achieve the oprimum trade-off berween
space and style.

The designers succeeded by extending
the original bodyline of the Xantia
saloon. Dynamic and sinuous, the lines
could be casily screcched further wich-
out giving the impression that che extra
volume had simply been “tacked on”
the end.

The car was given new rear doors, a third
side window cnding with a slender C
pillar, a raked tailgare, curved roof, cen-
tred indicator lighes and wraparound
bumpers, "The Xancia cstate’s silhouecte
complements the design of the saloon.
The front end was left unchanged in
order to take full advantage of the
saloon’s proven charm. All in all, the
estate discrectly states its versatile narure:
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LUC EPRON EXPLAINS

You might call Luc Epron, Marketing, Planning and Programme Director,
one of the fathers of the Xantia estate. His pragmatic and innovative
approach to the market helped to define the characteristics of the new
madel.

Double Chevron: In what way can the Xantia estate be considered a
model in its own right?

Luc Epron: To understond the car’s irve nature, you first have to look at
the market. Right now, there is definife demand for models which
combine performance, comfort, space, cabin space, and of course,
aesthetics. We can safely say that the image of the estate as a sirictly
utilitarian vehicle is now a thing of the past. This is why the Xantia estate
has been given such a strong personality, one worthy of a saloon. lis
style, powerplanis, equipment and levels of finish are tangible elements
that will satisfy all these new expectations.

D.C.: And how did you manage to combine the utility vehicle and saloon
aspects?

L.E.: The Xantia estate is a truly versatile vehicle. First, its styling smoothly
integrates the huge loadspace in the rear. Plus, because the suspension
keeps the same height and atiifude regardless of cargo weight, the car
maintains its excellent roadholding as well as comfort. This emphasis on
performance is accenfuated by a large selection of powerplants, giving
the Xantia estate all the advanfages of a saloon. This same ideal is
reflected in the interior. For example, the three rear seatbelis, plus the
rear seat back lock marker, provide maximum passenger safety. This
shows how adapiable the Xantia estate is.

D.C.: And how does the Xantia estate set itself apart from the Evasion
people-carrier?

L.E.: We asked ourselves that very question a few years ago! Then, two
major trends helped vs to focus our ideas. Firsi, the image of the esiate
has changed to the point where the markef now expects a “modern”
estate, with the same qualify as a saloon. Second, the image of the
people-carrier has been refined. Its popularity means that customers are
familiar with its specifics in terms of volume, fuel consumption and
operating cost. Today, when someone buys a people-carrier, he does it
because he knows it will meet his specific needs. Whereas the Xantia
estate is, more than anything, an alfernative to the saloon. It has more
space and convenience, but maintains the same comfort and a style that

is both classic and elegant. Today, our cusiomers know exacily what
they want, so there’s no risk of confusion.
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a roomy interior and a voluminous load-
space are housed in clean, flowing lines
that hint at high performance.

Loads of space

Next came the utilitarian side. The
biggest surprise is loadspace, when com-
pared with the apparent size viewed from
oueside. Hiding its useful space behind
sporty lines, the Xantia estate offers sub-
stantial volume (1,690 dm’} with room
for all kinds of cargo. With its split/fold
rear seat (depending on the version), srow-
age arca can be further increased all round.
Funcrional by definition, this space is
made even more useful by a number of
special accessories such as closed storage
bins, located behind the rear wheel wells,
and a parcel net. For passenger safecy, an
optional safety nee can be stretched
becween the loadspace and the passenger
cabin. The car’s self-adjusting suspension
simplifics che loading of heavy articles
by lowering the boot sill.

Gomfort for everyone

Naturally, the Xantia estate is excep-
tionally comforeable, It has lots of cabin
space, a broad range of equipment and a
high qualicy finish. The space-optimiz-
ing design allows plenty of room for pas-
sengers in the front as well as in che rear.
Here too, the car shows itsclf to be cruly
versatile, wich an intelligent compro-
mise between passenger room and load-
space. Naturally, the passenger cabin is
ctammed with creature comforts.

One look at the equipment (optional or
standard, depending on the model), and
you know that travelling will be a pleas-
ure: elecerically-adjuscable wing mir-
rors (tinted and heated), height-adjust-
able leather steering wheel, front and
rear reading lights, electric windows
(with one-touch concrol on the driver’s




-

side), a concealable, lighted courresy
mirror for the front passenger, front and
rear headrests adjustable for reach and
rake, and upholstery in alcantara and
velour.

Options include regulated cooling wich
a pollen filter and full ergonomic adjust-
ment for the front seats,

Finally, to keep the Xantia estate out of
harm’s way, it is equipped with remote
controlled cencral locking, a coded
engine immobilizer, volumetric and

perimetric alarms with deadlocking and
a remote locking system.

Start your engines

With ten versions and three levels of
finish (X, SX and VSX) as well as five
powerplants including a diesel, the
Xantia has something for everyone. The
first petrol powerplant, the 1.8 available
on the X and SX, develops 103bhp at
6,000rpm and generates good torque
of 1omkg at 3,000rpm.

The Xantia SX and VSX estates have
two other petrol units: the 2.0i with an
automatic gearbox, 123bhp and torque
of 18.3 mkg at 2,750rpm; and the 2.0i
V16 engine with a higher outrpur
(135bhp at 5,500rpm for 18.7mkg
torque at 4,200cpm). Offered anly on
the V8X, the 2-litre Turbo CT offers a

A CHAT WITH DAN ABRAMSON

At Citroén’s Creative Design Centre, Dan Abramson, exterior styling
manager (M2 and H segments, special editions and monograms), and
his team had already designed the Xantia. So, we have them to thank
for this new creation, the perfect balance between valume and
graceful styling.

Double Chevron: How important was style for the Xantia estate?

Dan Abramson: I'm convinced that style is one of the most important
factors in a customer's decision to buy. Once he is sure of the car’s
fechnical characteristics and reliability - that is, the absolute essentials -
that's where style comes in. In the case of the Xantia estate, the
internal dimensions were essential. And even though I know that
people don’t shop for a car with a tape measure in hand, we had to
offer the best possible frade-off befween size and siyle.

D.C.: What was the main difficulty?

D.A.: Respecting the dimensions! At the beginning of each project,
we're caught between very strict specifications and all kinds of great
ideas in terms of siyle. But even though it’s true that we knew what its
architecture has to be, we still have fo create a satisfactory
composition. For the Xantia estate, for example, we were given
permission fo redesign the rear doors in order show off the saloon’s
lines. Without that, we would probably not been able to obtain the
car’s smooth sithouete which is both natural and forceful.

D.C.: What do you prefer in this car?
D.A.: Like a ot of people, I believe thaf the final result accurately
reflects what we were aiming for; that is, a compromise between

functionality and comfort, loadspace and sportiness. The car you see

foday is a perfect reflection of the excitement we felt working on this
project. Our global approach to the Xantia estate helped us to
overcome our foughest challenge: to create harmony.

sparkling performance worthy of its
power and torque: 150bhp at 5,300:pm
and 24.5mkg torque at 2,500rpm.
Finally, on all three versions, the
1,903cm’ turbocharged diesel eats up
the miles easily and economically, with
92bhp and 20.5mkg at 2,750rpm.

Estates in the M2 segment are bought primar-
ily by young people with families. Customers
place the emphasis on such factors as living
space and the size of the boot but also styling
and loocks. This is true in Britain, Italy and
Germany. Morcever, roadholding, braking and
fuel economy are also included in the criteria
applied in decision-making. 3
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Trials

(Queen of the highway

Style, comfort, trim... the Xantia Estate has all the qualities you would
normally expect from a high-calibre vehicle. It also offers exceptional
roadholding. Double Chevron went for a brief but enjoyable spin with

the “queen of the highway”.

he door closes with a quict but solid

clunk, the sign of a perfect finish.
The first impression is one of a large
inviting interior, an invitation to take
to the road. T insert the key, type 1n che
engine immobilizer code and stare the
engine. The Turbo Diesel engine purrs
with larent power. I put the car inco first
gear and the vehicle surges forward. The
1.9-litre turbocharged engine can be
counted on to show its metrle regard-
less of the load. I put che car into sec-
ond, then slide smaoothly into chird with-
out hesitation. Even manceuvring
through city traffic, [ soon forget that
I'm at the wheel of a big car.

Poetry in motion
and controlled power

1 hit the open road. My Xanria Escate and
I take the long, casy bends and hairpin
curves with equal casc. The 1.9-licre

engine unleashes its power

IB 1 L O ¢ B (S I
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smoothly and progressively. Responding
to a touch of the steering wheel, the
Xantia moves smoochly to the inside of
the bend, shrugging off its bulk and
weight. The hydractive suspension and
self-steering rear axle are clearly a big
step in the right direction.

The driver’s position reflects extensive
rescarch into ergonomics. le is perfece
for getting the most out of the high-
performance gearbox. T am lapped in
comfort. The low noisc level, che con-
stant attitude of the car and the absence
of roll make for safe, relaxed driving,
And should an emergency arise, the

power and manceuvrability of the ABS
brakes are more chan reassuring.

With its astounding acceleration, the
Turbo Diesel draws fully upon che
dynamic qualitics offered by the Xantia
Estate. For more adventurous drivers
who wanrt an even gutsier drive, the
2-litre Turbo CT petrol version is just
the thing. Its 150 bhp place the big
clumsy estates of yesteryear {irmly in
the past. The trend now is towards per-
formance and scability,

Powerful and steady, safe and comfort-
able, the Xantia Estate offers constant
performance regardless of load weight
or volume. It has shattered convention-
al design moulds once and for all. As
agile as a saloon and sharper chan an
cstate, this car is sure to turn heads.

Jean-Marc Manusardi
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UNVEILED AT THE ROAD
TRANSPORT MOTOR
SHOW, THE CITROEN
JUMPY EMBODIES A
NEW CONCEPT IN
UTILTY VEHICLES.
COMPACT AND
FUNCTIONAL WITH A
MULTITUDE OF TALENITS,
THE JUMPY WILL ARRIVE IN
FRENICH SHOWROOMS
IN OCTORER

resemblance to a passenger car, from
hoth the inside and the outside. The
experts at the PSA Peugeot Citroén styl-
ing centre at Carriéres-sous-Poissy sought
to sacisty the new demands of customers
using this type of vehicle. The result is
the Jumpy.

At first glance, the Citroén Jumpy
expresses beauty, robustness and global
quality, The vehicle's practical features,
associated with che comforr and looks
of a passenger car, offer users maximum
satisfaction.

The multiple talents and casy handling
of the Jumpy make it the multi-purpose
vehicle par excellence for professional or
private use in the town or in the coun-
tryside.

Jumpy bounces in...

Autility vehicle with seriking new
looks, the Citroén Jumpy breaks
with conventional design practices for
commercial vehicles. The Jumpy seeks
to satisly the requitements of cuscomers
looking to combine the comfort of a pas-
senger car with the accessibility, volume
and payload of a utilicy vehicle.

Born of an industrial partnership between
Fiat Aute, Automobiles Peugceot and
Automobiles Cicrogn, the Jumpy has
reaped the benefits of optimized devel-
opment costs and gained access to tried
and trusted systems. Tt will be produced
by the new Sevelnord plant

in Valenciennes. With a payload of
813 kg and a volume of 4 m’, Jumpy
talls into the light ucility vehicle seg-
ment (K1). This new addition to
Citrogn’s range of urility vehicles falls
between the CL5 and che Jumper.

Comhining the practical
with the stylish

The passenger compartment and equip-
ment of the Citroén Jumpy bear a close

DO WU B L

The Jumpy range comprises four fami-
lies: a panel van, a window van to trans-

port goods, a combi passenger vehicle
scating between five and nine people
according to the model and a flatbed
truck for specific applications after con-
version. All versions of the Jumpy are
available wich three power plants - 1.6i
petrol, 1.9 diesel, 1.9 turbo diesel - and
two levels of trim: Standard or Comfort.
The 19 Citroén Jumpy models add a
new facet to the marque’s range of uril-
ity vehicles and offer customers an intel-
ligent alternacive to the van. With 14
Cl5s, 19 Jumpies and 75 Jumpers,
Citroén has Europe’s largest range of
utility vehicles.

New meets old: Citroén’s striking new utility
vehicles, the Jumpy, poses in front of a load-
carrier of yesteryear
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Model Year 1996: focusing on
global safety, driving pleasure
and total comfort

For model year 1996, Citroén is
stepping up its effores in the areas of
safery, driving pleasure and comfore.
By the end of chis year, the 1996
Evasion, Xantia and XM will be
madc cven safer wich new passenger-
side airbags. The passenger airbag
completes an already impressive
array of safety features including a
driver’s airbag, seacbelt precensioners
and grabbers, and side-impact
beams.

On the Xantia, the anci-roll sysiem
has been added to two more engines
(133 bhp and 150 bhp), significantly
improving roadholding and dynamic
safecy. All versions have also been
given an incrria device which
automatically cuts off the electric
supply to the fuel pump (pecrol and
diesel) in a collision, and an anti-leak
valve which is triggered if che fuel
return line breaks.

The marque has also focused on
improving driving pleasure by
renovaring its range of powerplants
on the Xantia. The model is now
available with the choice of four
engines: two multivalve 1.81 LGV
and 2.01 16V engines, and two
turbocharged unics including one
diesel (rurbo CT and 2.1 turbo D).
The concept of total driver and
passenger comfort ranges from cabin
soundproofing and ergonomics o
protection against theft. More
models, including diesels, have been
titted with deadlocls and coded
engine immobilizers.
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Electric excitement

The three-door AX Electric will
reach the market this autumn in

two-seat and four-seat versions. The
model will be sold at dealerships that

have received special approval for
electric vehicle sales. The marque
aims to sell 300 AX Electrics in
1995, and berween 1,500 and
2,000 next year,

Half a million already!

The Rennes production plant will
soon be manufacturing che
500,000ch Citroén Xanria; half a

million already! Launched in 1993,
the Xanria was an immediare hir
with customers.

Lauded by both the public and che
press, it has garnered a host of
awards across Europe. The Rennes

plant currently produces 930 Xantias
every day. Since 1994, diesel Xantias
have outsold petrol-engined versions:
the figures are 57% and 43%
respectively.

UK: Citroéns voted
most economical

On 16 June, che UK's £leet Car
Magazine published 4 scudy which
put the ZX, Xantia and XM in first
place for low running costs in each
of their categories. In ranking che
cars, journalists took into account a
number of criteria: fuel
consumption, maintenance and

the price tag for diesels.

Citroén attends
the Road Transport
Show

From 15 to 21 September, Citroén

was present at the Mondial Du |
Transport (road transport show)

with a complete modern range

of urility vehicles. The star of the

show was the brand-new

Jumpy (sce article page 17).

With 107 models, the Light utility

vehicle range is based on three

families: che Citrogn C 13,

the Jumpy and che Jumper. b
The range covers all the major !
segments of the utility markee

(I, K1, K2 and K3) with payloads of 5
between 475 kg and 1,800 kg, and

loadspace varying from 2.7 m’ to

12 m*. Also, seven company fleet

models — the Citrogn AX,

ZX and Xantia Estate — fill out

the utility vehicle range,

The marque now offers one of che

broadest ranges of ucility vehicles in

Europe today.



Two trim levels for the G 15

To meet rapidly changing customer
expectations, Citroén presents a
new C 15 range organized around
two levels of finish: First and Club.
The upgraded equipment fit offers
many new advantages to
customers. The vans come with a
choice of two powerplants: a
1,124¢m’ pecrol engine developing
44.1 kW (60 bhp) at 6,200 rpm
and a 1,769cm’ diesel engine
developing 43.5 kW

(60 bhp) at 4,600 rpm,

The First version gives the 475 kg
petrol van additional equipment:

side-impact protection, stowage
bins, driver’s armrest, a radio
installation ki, rear overhead
light, cigar lighter, rear floor side
trim and a roof liner. The Club
finish on the C 13 diesel gives the
600 kg model everything it needs
to attract customers in search of
greater comfort. Power steering
and deadlocking come as standard.
Inside, new Tep upholstery covers
the seats and headrests. The
gearshift has a new, stylish shape
and the dashboard on the passenger
side is trimmed with a film
covering with the same patcern as
the seat covers. Clearly, in terms of
style and presencation, che Club
model will be a pleasure to drive.

The Citroén Evasion Microsoft

Joining in the festivities
surrounding the launch of Windows
93, Citroén has teamed up with
Microsoft to develop and experiment

with the cancept of mobile offices.
The goal is to provide Citroén
customers with all che aftermarkec
components needed to install
Windows 99 and Microsoft Network
in their Evasions. In order to tesc che
on-board computer syscems and on-
line services, two prototype Citroén
Evasions were designed in co-
operation with Siemens and
Computer Case. The Evasions are
identified on the outside by the
“Microsalt” and “Windows 957
monograms and a side-strip relaced
to the Windows 95 launch. Inside, a
combination table and desk, which
sears four, can be used for meetings.
The on-board computing hardware
comprises a Siemens 83+ cellphone
with a hands-free kit and a Siemens
Nixdorf PC wich Windows 95. The
telecommunications are managed by
Sicmens and Computer Case with
the assistance of France Telecom.
Now, just like Microsoft'’s chairman
Bill Gates, you too can work while
on the move, taking advantage of
two spectacular features of the new
Windows 95 operating system:
access to Microsoft Network and on-
line services.
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The stunning Citroén ZX Image
on the market

On sale since late August, the
Citroén ZX Image 1s an excellent
product for customers concerned
with safery and economy as well as
image,

Available in three-door, five-door
and estate versions, the personalized
ZX offers a choice of three
powerplants comprising of a
1,360cm’ petrol unit developing
55 kW (75 bhp) at 5,800 rpm, a
1,905¢m’ diesel or turbo diesel,
developing 51 kW (71 bhp) at
4600 rpm and 67.5 kW (92 bhp)
respectively.

Stylish and elegant wich a choice of
bodywork colours — superlustre
green or red, and metallic blue and
grey finish — the Citroén Tmage
offers body-coloured bumpers

with chrome stripping and

built-in fog lamps,
The range-topping look of the

new ZX is enhanced by body-
coloured door handles, hatch
handle, wing mirror shells and

roof strips. The interior colour
scheme shows off the bodywork,
with Monaco green velour
matching the Vega green and
Birman blue, and Monaco red
velour blending in with che Griotte
red and Quartz grey. The complete
standard eleceric pack completes
the discreet, refined scyle of this
larest addition to the ZX range.
And to complete the vehicle’s
already-excellent safety and comfort
features, the ZX Image is equipped
wich automatic fuel cut-off in case
of a collision and an anti-leak valve
on the fuel return line.
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Citroén Polska

THE PIONEERS

IN 1989, AN ERA CAME
TO AN END IN EASTERN
EURCOPE. THAT WAS JUST SIX
SHORT YEARS AGO BUT IT
ALREADY SEEMS LIKE

ANOTHER AGE.

G TI—%EH% BACKS ON

CITROEN WANIED TEIBE
PART OF THIS MOVEMENT
SO THE INTERNATIONAL
DIVISIONTSET oA
SUBSIDIARY IN DECEMBER

Dousle CHEVRON WENT
1O POLAND TO MEET THE
PIONEEES :

Alain Martinez, direccor of Citrogn
Polska, drives us from che airpore
to che subsidiary in an BEvasion. “Before

1989.," he explains, “cars displayed in the

 ihowram had a chain round them like exhib-

its in & mutsenm”. That era is over - as we
saw during-out three-day stay. Now cus-
tomers are authorized - and even encour-

aged - to walk up ro the car, BEL mside it,

-~ take icfor a drive. And lmly it! This anec-

£, SUTPIISINg s it May Seem o a West-
lizes thesweeping changes
aken place - and continue to
in Poland. Ir also reflects the
e task accomplished by the

99%’@5;@ ‘to establish a corporate pres-
ence, o develop and madernize che net-
il ro seli Cirroéns to a population
rchasing g;gg.cf(an AX rep-
40 months’ average wages)
ite! Seven million vehi-
ich arc around ten years
driving around an arca
(af France. The mar-
loeal carmakers and

tion (40 million), the need for cars &8 obvi-
ous. Carrently estimated at 270,000 cars
a vear, the size of the Polish marker is
expected to double in five years. The
marque’is currentfy ‘;ub]ect to fmport
quoras (35,000 vehicles annually) beyond
which'customs duitics of 30% per vehi-
cle are applicable; butall barriers will be
removed in 2001, “We bave to be ready for
that day,” stresses Alain Martinez.

The foundations
“The start-np phase is vital,” he adds, “hetar-

se vhe wety you lay the foundations determines
Fuwe the structiire develaps and how it stands the
test of time”. The firsc objective was to
form a team - a hard core of scaff - on the
basis of scringent recruitment procedures.
“We thoight it was betser tn niake sire 1we sent
credible staff tv our dealers even if it weant
fawing fower buman resnrces and selling facer
cars to stavt off with.” Citroén Polska has a
staff of 25 with just chree expatriates.
They include five regional assistants:
one corporate sales

are bilinl_ . The

anager, « .ﬂl of w}%m“.




TALE

thing, Sowe bave to'show more anbition than
the athers. That's the mesage I try to convey’

Ouc in the field, che dealers are now used -

to having the regional assistants visic them
and even ask to see them more frequently
- an excellent sign for the marque. “Cimroén
useed to e vepresented by four importers with
different safes policies and there was a great
dhal of enthrsiasm wher it anownced that it wu
setting up a subsidiary. A lot of applications

came in from wonld-he pariners. But the cangi-

dates bad to be solvent and willing ro work
hand-iz-hand with a subsidiary, L. to adapt
theiy own culture tn that of the margue.” Three
months after the subsidiary opened, the
first dealer was appointed in Poznan. Today,
the network has 21 dealers (and 20 rep-

tesentatives), two-thirds of whom are exclu-

sive. The average concrace is for between
100 and 120 new vehiicles per year (380
for the biggest). "Tn-three years iime,” says
Alain Martinez, “we should have 40 dealers,
all single-wargue”. Already the sales ouc-
lets are changing. They are adopting the
red-and-whice livery of Poland (and
Citroén), investing in new premises and
showrooms, some are even purchasing
computer systenis. Poland is new to the
workings of a matket economy, so'the deal-
ers-have to learn ﬁb@i{ cusko:

part of courses organized at Citrogn's
International Sales Training Centre in
France or in Warsaw. Everyching - from
customner files to credit schemes - has to
be developed from scratch. “Customer files
don’t exist because in the mind's of Poles, they
have negative connotations. We bad to show
them how the systens worked in-ovder to win
then over,” explains Jean-Christophe Munoz,
“Quy nerwork iy stdl [atrly mixed. Some deal-
ers ave basinesimen while others are vepresenta-
tives or forwer gavage oeners, We have to adapr
1o them and introduce systems thet can be wsed
by everyboedy so that we all move fomvard togeth-
er” Credit is another non-existent concept
in Poland. A fact that may seem incon-
ceivable to the western mind. Citroén
Polska is currently negotiating with a leas-
ing company and a bank so chat its deal-

From left to right {af top)

Page 20
3 km from the Gdansk showroom, Mr Kolarz's
workshop before... and after!

Page 21
The Gdynia branch specialized in utility vehicles.

Jacek Liebert's new showroom in the cenire of

Gdansk.

ets can set up contracts and offer crecht to
their customers.

The resulcs are aireaély visible. In just one
year, Cicroén Polska has taken 3% of the
import market and 1% of che toral mar-
ket. These figures should rise sharply in
1995-1996 with the develapment of the
network, a forceful communications pol-
icy and the impac€ofthe C15 now assemn-
bled in Poland.

Strategy: the long-term outlook

Differenc marques have different scrate-
gies. Renault arrived four years ago wich
an aggressive sales-peliey. Fiat, theonly
foreign marque to have produced cars in
Poland for some years (126, Cinguecento),
has a strong image. The marques assem-

IMARCIN URBANIAK, REGIONAL ASSISTANT

Born with a love of cars, 29-year old Marcin Urbaniak is part of the

subsidiary’s feam of pioneers. He also belongs to the firsi-division national

basketball team, so he knows alf about teamwork and competition:
“Helping to set up the subsidiary made me feel that | was helpmg fo budd

my couniry,” he explcuns in perfect French. “The begmnmgs
'foundaﬁans fral %

because !hey are

: rea;:ﬁons, carrying information back to the subsidiurir and monitoring

the competition. On average, he drives between 1,500 and 1,800 km
every week.
. “l love my job because it is a daily challenge. When ’m with the dealers,
I have to make decisions and react fast [...). When I’'m

;;other wortds a target of. 1 QOG cars.
iding new sales outlefs, monﬂormg

not sure of

something, | tallk fo my co-workers and to the management. We know that
an answer can always be found. We have built up a real feam spirit.”
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RENDEZ-VOUSIN GDANSK

Jacek Liebert meets us in a brand new 120 m? showroom |
inaugurated in Mcm:h 1995. A Cifroén importer since 1983, this 40-
year old businessman is chairman of Classic, a holding company
whose aclivities encompass several exclusive dealerships, imports

of Citroén spare parts and nationwide representation of the Souriau
brand of diagnostic equipment for garages. Mr Liebert’s main
obijective is ta convey the stability of his company: “Polish cusiomers
are suspicious by nature. They need 16 be reassured. We have fo

make them undersfand that the company won't disappear in a few
months, as was often the case in the past, and that they can safely
order a car and put down a deposifl {...)". Jacek Liebert has won
the confidence of his customers by placing the emphasis on after-sales services - modern equipment, skilled
mechanics, replacement vehicles, long opening hours [6:00 a.m. - 10:00 p.m.) - and on customer contact.
“I want to bring a personal fouch to my relations with customers.” Loyal customers receive a VIP card,
which entitles them to a range of benefits: immediate service, 2% off the price of a car if they bring in a
new customer, a trade-in scheme for vehicles less than two years old and a 5% discount in all garages.
Three representatives work out of the Gdansk showroom to manage sales of passenger cars and utility
vehicles, spare parts and workshop repairs. Renovation work is either complete or in progress on all
installations. The major investments made by Jacek Liebert reflect his trust in the marque. He is stepping up
promotional events - one per month - and advertising more widely. “People around here are strongly
influenced by German marques, and the main problem lies in changing their way of thinking. 1 fry to make
them understand that French cars are just as good.” He has-already dchieved results.

The annual target for the Gdansk showroom was 300 new vehicles and at the end of May, two months
after the showroom opened, Jacek Liebert had already sold 100 cars, of which 47% were AXs. Now he
plans to organize the structure of his sales outlets. “iIt’s difficult to find good salespeople. We have to
develop a sales culture.” With three representatives and three modernized garages, the transplant is
proving to be successful. In Gdynia, two partners manage Citroén’s first showroom and test centre for
utility vehicles in Poland. The renovated facade, the vehicles displayed inside and outside the showraom
and the efforts of the two salespeople have produced stunning
results: seven cars in two weeks instead of one every two weeks.
Back in Gdansk three kilometers from the showroom, Stanislas
Kolarz runs a garage standing in acres of greenery. Vital signposts
were recently puf up to direct customers to the building that serves

as workshop and delivery centre for vehicles and spare parts.

Extended, repainted, fitted out with modern diagnostic equipment
and a waiting room with TV and garden, the new building hides the
remains of the old garage and the collectors’ DSs belonging to the
owner. Mr Kolarz is a long-time Citroén fan. “Once you get info a
Cifroén, you're hooked,” he says with a smile. He has been in since
1968. Last, near the airport, the third agency is a family business
that put up the Citroén sign four years ago before the subsidiary
opened. Iis sirategic location near a future shopping centre should
give it a new lease of life and boest sales in the near future. Things

are moving in Gdansl!

bling vehicles mside the country ificlude
Peugeor (4i03), Mercedes (hea\ﬂ 'gpﬂds
vehicles), Opel (Astra). The lagese major
marque to open 2 sales suﬁs’iﬂ}aﬁy in
Poland, Citroén has opred for astra;tf_g',
with a strong industrial focus. NYSA -
a subsidrary of the local carmaker FSO
and buyer of Cittogn’s diesel engines since
1991 - began assembling the C15 in
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April 1995 with an objective of 1,000
unics the first year. The impact of che
C13 - distributed by the networks of
NYSA and Cicroén Polska = will be pos-
itive for the whole range. “We are the only
meirgne prodiecing light commercial vebicles.”
points aut Jean-Chriscophe Munoz,
“Poland is in a phase of sivong developmens
aiid the mimiber of small businesser s increas-

ing. The industrial focus is a guarantee of
stability that is veassiring for the Poles,” To
develop its renown, Cicroén is investing

in major communications campaigns.
The marque has already run two success-
ful poster campaigns emphasizing the
advantages of driving Cicroéns on Polish
roads. The humour of these campaigns
brought the marque first prize for che



PLOCK: TIMES ARE
CHANGING

“We know that times have
changed in Poland. We want to
adopt a modern way of
thinking.” The speaker is the
vice-chairman of a holding
company comprising several
garages now being restructured
to reflect the image of the
marque. Today, we are in a

dealership in Plock, the second richest town in Poland. Rebuilt in the
marque’s image on the site of a garage that sold utility vehicles for

thirty years, the dealership still smells of fresh plaster. The ground floor

houses the showroom (397 m?), spare parts centre and sales

representative’s office, while the first floor comprises the restaurant,

bar, waiting room, administrative offices, three workshops, paint shop,
car park and storage area: 8,000 m? in all. Total investment: 5 million
zlotys (FF1,250,000). So why Citroén? “Im an engineer and I’d been
inferested in Citroén techniques for a long time. Also, | wanied to sell
foreign cars. Last year, Citroén established a solid base on the Polish
market. | knew that Citroén was the marque | wanted to work with.”
Inaugurated on 8 April 1995 with the backing of a full-scale
advertising campaign, the dealership must attain an objective of 60
units a year, a target that should be reached - and passed - rapidly.
“We intend fo sell about 100 vehicles in the coming year, and then
between 150 and 200 a year for the Plock region.” The garage is open
until 10:00 p.m every day (3:00 p.m. on Saturdays, 4:00 p.m. on
Sundays). “Cusfomers never leave without information,” declares

Mr Pendzinski, director of the sales outlet. The company also has

projects for the future. The training currently provided by Citroén
Polska and the regional assistant is due be taken over by the holding
company. “We already have a training organization in Torun (locafion

of the company's future head office) where we have another Citroén
showroom. In the long term, this organization will make us more
proactive.” The objective for the future is to develop the synergies

between the different sales outlets in terms of training, information
{files, spare parts), communication (a marketing agency belonging to

the group already exists in Torun), and organization. “We wanti fo set
up an organization in which the mechanic and the salespecple receive
a share of the profits.” In terms of financing, the group is already
working with a bank in order to obtain advantageous credit deals for
customers. “We plan to work with ftwo other banks as well.” Times are

certainly changing...

best all-category advertising slogan.
Moreover, well publicized promotional
events are Jaunched every two months.
This approach is linked to the fact chat
the automotive year is organized around
quotas. On 1 January, all the imported
marques are lined up at the starting
blocks and they run as fast as they can
to get the biggest slice of the cake.

Poland is in che chroes of sweeping
change.

A fast and irreversible change in atti-
tudes and behaviour is under way. The
challenge, for Citrotn Polska, is to set
up as quickly as possible the structures
that it needs to operate as a modern busi-
ness. The pioneers’ efforts are already
bearing fruit.
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BACK HOME...
REPORTAGE.

Daniel Brunel is head of the Central
and Eastern European Divi
His assistant, Jean-Clande Mangin,

an.

is responsible for the atea encom-
passing Poland, Hungary, che
Czech Republic and Slovakia.

Double Chevron: Citroén arrived
in Poland on the heels of sever-
al well-established competitors.
But the energy and determina-
tion of the team is amazing!
Daniel Brunel; 0

Poland didn’t jus

etrt of this pio-
help Polend ta

e Jup

DC: Hnw do you see the future?
D B.:
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Wim Wenders

| A NEWCOMER IN 1977, WWina VVENDERS RAPIDLY MADE A NAME FOR HIMSELF, HE WON
| THE GOIDEN Paimi ANARD AT THE CANNES Filmi FESTVAL FOR “PARIS, TEXAS” AND A
DIRECTOR'S PRIZE FOR “VVINGS OF DESRE”. HIS LATEST WORK, TO BE RELEASED IN FRANCE
VWITH THE TTLE “BEYOND THE CLOUDS”, IS A FilM CO-PRODUCED WITH MICHELANGELO

ANTON%ONI MADE UP OF A SERES OF SKETCHES IN WHICH LOVE PLAYS THE STARRING ROIE,

: THE LM WILL UNDOUBTEDLY MAKE A STRONG IMPRESSION WITH

‘, The interview took place in the din-
/ ing room of the charming Sainte-
Beuve Hotel in the 6th arrondissement
of Paris. Wim Wenders was editing his
film “Beyond the Clouds”, a film produced
in association with one of the grand mas-
ters of the Italian cinema, Michelangelo
Antoniont. Wim Wenders adores Citroén
cars and the marque was delighted o
provide a V6 24-valve XM and

an Evasion for the

)

m cineniz.

CINEMA GOERS THIS AUTUMN. DOUBLE CHEVRON INTERVIEWED
THE FILMHVAKER WITH A PENCHANT FOR CITROENS.

film. The XM, the “car of the celebrities”,
can be seen on-screen next to such stars as
Marcello Mastroianni, Fanny Ardant and
Sophic Marceau.

Double Chevron: Was it difficult
working with Michelangelo Antonioni
on the film “ Bevond the Clouds”?
Wim Wenders: [ simply stood giarantes
50 that Michelangely conld make bis film.
Despire bis serious iflness, be was very much ihe
main divector.

D.C.: Was he one of your idols?
Wz L s watching bis films hefare I'd
even thought of working in the cinema indus-
try. By the time I started sindying the cine-
met, 'd seen them all a thowsand times. Bur I
wonldn't say that Antonioni was my idal,
At the tinee, my idols were American:
Howard Hawks, Jobn Ford,
Samuel Duller, and Nichodas
Ray with whom I made a
Sfilm. Later on, [ dis-
coveredd European

D.C.: What did
the TJSA mean

to you?
W When 1 firse
got involved with the
cinena, America was the
promised Land: the home of

cinemia aned a conmiry of open

s

In quest of ... the
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spaces and wuntrammelled minds. For some-
body like me born in post-war Germany, the
USA was a dream world, The same was true
Jov mmany Eids of my generation. Americans
weve very much a part of mry youth.
American culture was a souvce of incredible
Pleasure: misic, fiterature, comic strips, cine-
ma. That was what life way weant to be, 1
bad to live in the States for 8 years o discov-
er that the other side of the Amevican dream
was a nightmare.

D.C.: You worked with Francis Ford
Coppola on the film “Hammet”. What
did you get out of that partnership?
WV Francis was my progicer. That 1w the
first timie T made a film for an American stu-
dio and the first time | bad & producer. Up to
ihen, I had procuced all my suwn films and 1
have contined fn da so sine then, 'Lhat wes the
only time | wworked as a divector employed by the
staelio, My fil wwas the fivst to be made by
the siudin 1o it was a test vun. There wes o
Int of pressuve on Francis and we and on onr
Partnership. We weve both jilm-makers but
we were (1 fg different voles: him as produc-
er anl me as divector. We found it very diffi-
cwilt becaiese the tun worlds kept vumning togeth-
er. It was complicated... To my mind, it's a
mivacle that the asseciation Lasted til] the end,
even thouph it dicl take [onr years 1o make the
film. We wrore 40 different versions of the
sereenplay! When [ see the film now, it's a bit
itrange because there's wut a lot of me in i1,

D.C.: Your characters are often look-
ing for something. You emphasize the
lack of communication between
human beings. What made you pick
those two themes?

WV [ don't think that that's the case any
wmare. Apparently people saw those traits in
my first fibms - “Alice in the Cities” and “1he
Anierican Friend" - but since “Paris, Texas”
and “Wings of Desive”, the emphesis has been
neve an wearmth, hope aned communication.
They're qualiries 1 never used to see in the
warld and you can only talk about whar you
Enow:

 CINEIna

D.C.: 1s this never-ending search
linked to vour own background?

NWN.: Yes it i It a guest and a film is
atlways a quest. The aini of a film is to find owt
something you don't know when you start, A

[ilm d5 mot a car that has o be endlecly teited.

A filni is an adventure, an entity that bas to
Bave its own life. In the United Stares, they
luke 1o le fully inforimed abont the il before ity
wade. That's not veally Iogical becanie if ver-
ting @ product beforehand sevved any wuseful
Praerpose then all therr films would be runaway
saceesses. Bur only 10% of their films earn
maney while the vemaining 90% are failures
in a greater or levser extent. But they love the 1dea
of being able to foresee the suzceis of « film.

D.C.: Do you think that the cinema
is the best way to increase people’s
awareness?

WL Looking at the sination as ihis entu-
vy dratws to an end, 1 think that 1t's the only
wwaty. Literatuve can accomplish incredible feats
bt nothing of this congplexcity, this spontane-
iy and this wealth of fantasy and veality, [
think that the cinema is superior to any ather
art form. And it is increasing itr lead. At the
beginming of the 20th comury, pictures were
ot important. AL the end of the 20th centn-

DO UBRL

vy, they ave a vital and donainant part of our
Lives, In 1900, we didn't Enow that the most
impovtant legacy of the 19th centary wonld
be e small camera. The cinema war a fair-
gronnd attvaction. We thought that the most
ampurtant discovery would turn out to be the
Plane or the car but certainly not the cinema,

D.C.: Do you think that they're incom-
patible?
NW.N: They seem to go together well encugh now

D.C.: We're celebrating one hundred
years of cinema this year. Do you think
that the cinema will live for another
one hundred? -

WNV.: Not as we krow it today. 1 dow't think

I CHEVRON Nn.1125




thar there is any place for our naechanival tech-
nology in the digitad avena now taking shape.
I¢s a complete anachronim even toduy.

D.C.: Are words important in the cin-
ema?

WG Tacreasingly 5o, Pictures have become
amripreseint, adl-powerfid and ave clusely linked
to les, propaganda and other such things.
Orzginally, picrures weve wsed to ilfuitrate.
Today, they are nved iy sell,

D.C.: What name would you give to
your own form of cinema?

W2 ' sy that mey films are looking for
an aniwer 1o the fundamental guestions of lije.
A solution to the question we ack ourselves
cvery morning: How can we survive?

D.C.: Do you consider your film
“Paris, Texas” to be a turning point?
NNV Yo, for me the filin was 2 magor tirning
foint, It gerve e the reans to close the Awmerican
chapter of nry life and cone back to Burape. And
it apened the daor to other storses. 1be main char-
aiter i the film, Travis Henderson, wins the
bttt with Beelf. Te disappecrs but the fil goes
o with the wian and ihe child and their story
becornes rhe siain story. Travis disappears and
nobely ks whet buoniss of bim,

D.C.: "Wings of Desire” also marks
an important period.

W When [ inade the film, 1 didn’t know
that the Berlin Wall was going to come down.
1 mever thoupht that I wonld live to see it! The
St was abowr Bevlin and it naavked mry vetwrn
to Germany after a fong absence. | was a bit
like a child compoiing @ poens. Nobody had
seen the filr when we arvived at the Cannes
Festival. 1 way perrified of penple’s veaciions
becazse 1t was such an intiviate fiin.

D.C.: What film would you like to shoot?
W e shot all the films that [ wanted to
produce. There aren’t any that | haver's done.
Dwe accomplished affl my projects,
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D.C.: Which of your films do you prefer?
Wz For @ long time, it way “Alice in the
Cities” but now it's “Wings of Desive”,
Naturally, you always vemain attached to
what you do. When | made “Uaraway, So
Close”, T thought that it was my favonrite
film. It's not the degree of success that deter-

mines the velationship but vatber the perind of

your life and the time you spend with a film.

D.C.: Whar criticism would you make
of the cinema today?

W We five in a constmer age and ithe
cinena has changed o lot as bay life in gemer-
al. Avt frlms have wove or less had their time,
Toduty, people ave fay siore intererted in enter-
tainment. Lhe cinema bay changed a5 much
as theatres and vasic. | always feel that its a
bit sad to consider a film ai something 1o engoy
opie day and forget vhe next. But | think that
the phenomenon is growing,

D.C.: Transport is important in your
films. Is it a catalyst?

W 1 bape so. When [ make a filon, vy to
axpress the peviocd i 1wbich it wes made. 1o grasp
the imaod 1f the tines before it becomes clear 1o
everybody else. Comem is the perfect art for that.

N e d 2

D.C.: Is there such a thing as the ideal
car?

WW: The dedeal car existed at a specfac time in
ay Life. The 1D 19, Pue awned a nuimber of
them weyself. My futher way a ductwr, He didn't
et s grecat deal of money becanse be worked in
a huspital, We wsed to bave small second-hand
cars. Lhen o deay, when Lwas 13, ny father
canie hoe with a new ca: the [ 19, We wers
the first family in town to have one. [ viewed it
ay the ideal car, re moned many DS and 1D,
My sncde war a Citvoén dealer in the Germuan
town of Kessel, And be sold me my first car for
1,000 marks: @ 20V, T hadl two others after
thai and then a Traction Avant with which T
riade wy first film: “Alabamd”, 1 spent a lot
of mney over a period of wo years v preverve
and maintain it, Then I bought an 1D, fun

DSs, an SM, & BX, & CX... Uve ounedd almns
all the Ciivoiis at ome time or another except the
Awat O 1which [ inissed! Lovking at todey's miod-
efs, 1 feel that the powerplant of the XM V6 is
o perfact match for the car.

D.C.: How would you describe
Citroén’s image?

..o Citrain's image is closely tied 1o ey
childhood. Tt bes a vomantic auve becae iy

Jather and I were very prond of eur 1D,

D.C.: What do you expect from a car?
NNV T alveays expect it to do more than sini-

Ply get ne from A 1o B. It has to have charac-

tor. With mioders: cavs, you can drive from ong

Dletce to anorher easily and since 1 travel 2 lo,

I knonw what's available in the United States,
in_fapan and so on. | like cars thet make you

Jeel safe. [ think that cars have got less person-

ality todsy, 'm atiweys looking for a car with
that extra sowething, a car that | would love
because it corresponds to something i me. |
vt veerlly bad that sine the DS, If that car
was o be nigde again with the interior and
zechnology of today, I'd be the fivst 1o bay i1,
Bt with the Citroin XM V6, I've found a
car with power and personality once more.




Fapert Technician

Jgh-tech

specialists

CREATED IN 1993, THE POST OF EXPERT TECHNICIAN
WILL BE APPLIED THROUGHOUT THE ENTIRE FRENCH AND
EUROPEAN SALES NETWORK BY 1998, EXPERT
TECHNICIANS ARE SELECTED FROM AMONG CITROEN'S
BEST MECHANICS. THEIR TASK IS TO GUARANTEE THE
QUALTY OF SERVICE AND TO PROVIDE INFORMATION AND
TRAINING FOR THEIR CO-WORKERS.

The mission of Citroén's sales out-
lets is to provide service of impec-
cable quality. Every year, over 200,000
hours of training are provided to after-
sales personnel at the International Trade
Training Centre (CIFC). Even though
the marque’s personnel is well trained,
the variety of models and the rapid pace
of technological change led to the crea-

tion of a new educacional project in
1993, The aim was to create a new posi-
tion in the after-sales service sectot: the
expert technician. Subsidiaries and deal-
ership groupings across Europe immedi-
ately rallied around the project. Once it
received approval from the European
commission in Brussels as part of the

NDOoOuURLE

European Union FORCE programme ',
five countries (Belgium, France, Ttaly,
Spain and the United Kingdom) took
part in setcing up this ambitious train-
ing programme, which was focused on
sales outlets in six cities strategically
located throughout France: Auxerre,
Evreux, Nantes, Nimes, Perpignan and
Rambouillet.

When the programme is completed in
1998, every Citroén subsidiary and deal-
ership should have one or two expett
technicians.

' Action progromme for the development

of continving vocational training in the
Furopean tnion
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Bernard Crocher

The hallmark
of guality

“ur first step was to andit those conpeti-
rors selling cars of basically the same tech-
nological fevel ay ours. We vealized that each N
of their sales vutlers bad o professional who
wets 1y to speedd o all the fatest technologies,
baet who was ot wecessavily able to put that
Enmeledge into practice,” explaing Guy
Chassepoux, After-Sales Service Manager
at the Buropean Sales Division.
Reporting o the after-sales service man-
ager, Citroén's expert technicians have
to be able to apply their technical knowl-
edge to practical situations. The aim is
tor cxpert technicians to understand che
latest technological advances, analyze
incidents in a methodical and logical
way, use electronic diagnostic tools,
advisc and assist their co-workers, and,
most of all, guarantee the quality of the
technical services provided.
“This it why we bave mainly selected mechan-
zes who pave technical voeational diplonsas.”
Pooling cheir experience, the partici-
pants delined the profile of the expert
technician.
Thar done, they began a rigarous selec-
tion programme for participants in the
programme. Bach of the pilot countries
and sales outlets nominaced its best
mechanic as a candidate for experc tech-
nician training.

A tailor-made
training programme ,

Experience was a key factor in design-
ing the craining programme, Two work-
ing groups, composed of French and

European shop managers, teacher-train- 1
ing experts from the subsidiaries and
representatives of the Citrogn Institute,

ki N o) met to determine the course content.
A e 7 LBt HER A2 2 “Barically. we siarted from seralch, We took
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@ very fragmatic view ro defining the con-
tents. We looked at what we were alveady
doing and applied rhe best hits tn the new
programmee,” explains Bernard Crochet,
Automotive Technical Training Director
at the Citroén Institute. There were a
number of extremely construcrive
debates during the course of the meet-
ings, explains Jean-Pierre Lottin, After-
Sales Manager at the Van de Maele deal-
ership in Rambouillet near Paris: ¢ war
wvery wnteresting. We conpared ony experienc
es in the aveas of quality and service, We
took into acconnt what was happening in the
shap, but also what technical advances we
were likely to sev in the future. The technical
tratning programme onr working groups
defined comprises 41 modules”,

Each six-week session relies heavily on
practical training wich the second week
of the course dedicated to communica-
tion. ‘I ardey to create the best possible learn-
ing envivonment, anly six techuicians ave
irained per session. And in the practical
application conrses, they work in teams of
rwo o real problems and on actual vebicles,
Our goal is for all the trainees to be able to
qiickly apply everything we have taught
them,” says Bernard Crochet,

Each candidate will receive 192 hours
of training in all. Once they have com-
pleted their initial course, che expert
technicians will take refresher courses
each year to help them maincain and
expand their knowledge.

A positive experience
for all concerned

The craining experience has been par-
ticulatly positive for the six French pilot
sales autlers, Frangois Raguin, Citroén
dealer in Nimes and president of che
Cicroén dealership grouping in France,
says that good results are already being
seen, “We were intevested in the project vight
Srom the siart. e mission of the expert tech-
iictan covers tog aspects which are clorely
linked in today’s market: technology and
sales. In addition to being very well inforined,
OiLY CHSTONIENS ave comperent and incresing-
Iy demanding. If we are i satisfy their needs
wited offer top-guality service, we winst have a
Drafestionad who can take charge of these toch-
nical and sales aipects. Of course, we have
excellent mechanics, but technology is advanc-

ing every day, especially i the frelds of electron-
ics and bydvantics. And we have to be able to
deal with specific, onc-off problems. This is
where the exert fechnician witl step i to find
solutions guickly and explain them to the cus-
toer i simple terms. But bis job doesn’t stop
there: he also works closely with bis co-
wworkers, who consilt bim on advanced tech-
nigues.”

Jean-Paul Ivars, a mechanic ac the Nimes
dealership since 1989, was chosen to

Jean-Paul Tvars

participate in the training programme.
He has a vocational training certificare
in mechanics and had all che necessary
qualities for the job. Just 27 years old, he
is particularly proud to be one of the
first to complete the programme.
“Dauring the conrse, I realized that 1 was
going to have fo act as an example to my
mates. As o regilar mechanic, | conldn't
naake mistakes, That's doubly true now! 1
have 16 grarantee the quality of the services
we provide onr customers.”

Thierry Truphandier, mechanic at the

DO UunIL

AN AMBITIOUS
PROGRAMME

Bernard Crochet is in
charge of automotive
technical training.

He was highly enthusiastic
about seting up the training
programme for expert
technicians.

“We will frain 120
technicians this year.

The first thirty completed
their session on 30 June,
another thirty in July and
the remaining sixty will
finish between October and
December. The programme
will run over a period of
three years with 360
technicians receiving
training. The larger
dealerships, some agents
and the Citroén
International division (for
importers) will have fo plan
on having a second expert
technician.

We also intend to hold
specific courses that
complement the regular
sessions held when new
products are marketed and
when new model-years
come out. Our frainees will
go back fo the classroom to
be taught by the same
teacher who handled their
initial course. In order fo
follow up on the results of
the programme, we have
asked the regional divisions
fo give us feedback so that
we can adapt our training
to our dealers’ needs.”

CHEVRON Noo.. 11




Van de Maele dealership, is in complete
agreement. He too has been promoted
to the rank of expert technician. He feels
that cthe programme is beneficial since
it has helped him to understand certain
tools. "We worked on the Elit new-

by widespread. And when something goes
wrang, we bave Lo be able 1o fignre ot why
Jast if we wenr to kegp ouy customers happy!”
At these pilot sales outlets, the new posi-
tion was made possible by the complete
involvement of the after-sales manag-

ers. They malce sure thar the expert tech-
nicians actually do inform and train their
co-workers. “Uhierry plays a key vole on
our teant. He and T work very closely togeth-
en I come up with suggestions, and he tries
to apply them 16 highly rechnical problems.”
explains Jean-Pierre Lottin.

Soan, the marque’s customers across
Europe will be able to recognize these
“high-tech” technicians by a special logo

.

)

Thi Ny indier A ik "
Fhierry Truphandier on their uniforms - a sign of automao-

tive expertise and commitment o cus-
tomer care.

And in the meantime, training goes on
at the Citroén Insticute...

Genevation diagnostic tool. 1hat was really
belpfad, Even though Citrodns ave veally veli-
able mechanically, they are becoming move
and nmore sophisticated ay the use of electron-
it and Bydraulic systems becomey increasing-

Meet one of Citroén's expert technicians, who
combine leading-edge automeative skills with a
commitment to customer care.

AIMING FOR QUALITY

The pilot dealerships in Rambouillet and Nimes are finding out just how useful it is to have an expert
technician in their after-sales departments.

Founded in 1971, the Van de Maele dealership is located in a highly competitive area of Rambouillet. “We
compete with Renault, Peugeot and foreign marques. We set ourselves apart by the products we sell and
by the qualify of our service. That’s why we were keen on joining the expert technician project right away.
One of our mechanics had the qudlities required for the position. He has always been inferested in
following new technologies. Our after-sales manager also gof seriously involved by helping fo set up the
programme. We hope that our expert technician will be a valuable addition to our after-sales team both for
his technical knowledge and for customer relations,” explains Philippe Van de Maele (left photo).

- That same wish is expressed at the Nimes dealership, which is managed by Francois Raguin and Patrice
Lecomte. With 1,800 new cars sold every year, the dealership is also one of the first to count an expert
technician among its mechanics. The technician works under service manager Raymond Picaud and plays a
key role in the after-sales department comprising some 30 professionals. “We are very particular about the
quality of our service,” emphasizes Patrice Lecomte (right photo), “and our expert technician will give us an
edge in this area. We waont him to serve as an example of quality by acting rapidly on specific problems.
We work on close to 50 vehicles a day. For most we do just basic maintenance, but even maintenance can

get complicated when if involves high technology. The expert
technician is responsible for these cars.
Plus, during monthly quality meetings, he assists the

affer-sales manager, passing on ftechnical

information and answering questions from his

co-workers. Also, the fact that he was selected from

among his co-workers is stimulafing for the other

mechanics, and we've started seeing the
benefits of that, too”.

:J Do U B L E
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The 10th ICCCR

Planet Citroén

IMAGINE A VAST PLAIN AT
THE FCOT OF MOUNTAINS
N AUVERGNE. AN EXPANSE
OF GREEN VELVET ON
WHICH A NECKLACE WITH
FOUR THOUSAND JEVWELS 1S
LAID OUT, IN CELEBRATION
OF THE FORTIETH
ANNIVERSARY CF THE "DS”
HELD FROM 18 TO 20
AUGUST. THE EVENT IS THE
10th ICCCR, THE
INTERNATIONAL CITROEN
Car ClLUB RALLY.

I ractions, SMs, 2CVs, Bl4s, the Type
A from 1919, all the Citroén models

are here for this big family reunion, gleam-
ing like gems in the sunshine, pistons and
valves purring under their bonnets.

It was a wonderful opportunity to meet up
with old friends. “Hey, the bodly shop you ree-

animended is tevvific, Take o fook ar wry 15

Jaist like ! “Goten 'Lag, wie yebht's 2" “Sall,

G fait plaisiv de te vevoir. Qulest-te qu'il fait
hear!” The team that took part in the
“Round-the-World Traction Tour” run into
Ronald Kenhuis, 2 DS fan who put them
up in New York, and three inseparable
Australians who showed them the sights
“down under”, The team from the “Round-
the-World Collectors” Tour” also recall
some good times in Auscralia in a chac with
an old cowboy they met in Queensland.

Traction-taxis

A historical venue was needed for an event
like this, and the test track (normally
classified a secrer narional defence facility)
at the Michelin plant at Ladoux, near
Clermonc-Ferrand, fic the bill perfectly.
The tyre manufacturer was pleased 1o
open its doors to others who have shared
its love story with Citroén.

The cars were lined up side by side on
the asphalt, transforming a several-kilo-
metre-long test track into a fascinating
promenade. Not wanting to miss a thing,
many of the true devorees went around
not once or twice bur several

times, looking for a rare model,
an unusual 2CV, with a “pit

o0
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stop” at the refreshment stand at che end
al each lap. Some preferred taking in the
show wich the gentle hum of an engine in
their cars and cruised around the track
i their Traction or CO, giving visicors a
lift. Seill others climbed aboard a dou-
bledecker bus provided by Michelin to
survey all che cars on display.

Wich so many marvellous things to dis-
cover, from the museum to the car mar-
ket and the “2CV show”, no one was wor-
ried about clocking faster lap rimes.
The museum tent contained some real
beauties: the “goutte d’eau” (water drop)
beerle from 1953, the C60 prororype
modelled on the DS and che Ami 6, the
S Camargue designed by che ltalian
Bertone, and the Zabrus, a coupé based on
the Citrogn BX 4X4 TC. In the midsi
of these prototypes, paintings by Judich
Jappert stood on casels waiting to carch

Rosalie, o world champion who set
a distance record that has
stood for 62 years.
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the eye of colleccors. The prices of this
artist’s work have climbed in recent years,
and her paintings of 2CVs now sell for
between 3,000 and 20,000 francs,

Artists of a different sort were gathered
in another tent a few metres farcher along,
where talk was of injection pumps, semi-
automaric carburetors fora “23", and pre-
war tyre pumps. Here at the auto parts

32 vouveLs
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market car buffs could find whatever they
needed to finish their work of art, (tom a
radiator cap at FF50 to a radiator grille
for an ID at FF800. There were even
Citroén ties selling at FF150 for them to
wear when showing off their ‘masterpicece’.
“Setles are good,” one of the parts dealers ar
the Dépanoto stand told us. “We had 1o
vestack at the end of the first diay.” Outside,

A
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some higher-priced merchandise was for
sale. For example, chere was a convertible
with a FF350,000 price tag, while another
convertible, a rare, jet black, pre-war
Traction in beautiful condition, was sell-
ing for under FF230,000. “Prices ave going
dmen. People have lesy money in theiy wellers”

Mad about motoring

Maybe there is less money in their wallets,
but collectors are still ready to open them
when 1t comes to the Traction, a car on
which more than 100 patents were filed.
A restorer from Lezoux got more than 12
offers for his 1953 Traction, priced at
FF155,000, whose selling points included
an appearance in a television film. However,
this “scarlecte” was far from the only car at
Ladoux with a glamaurous background.
Connaisseurs and car show regulars would
have spotter] the Traction 15/6 that belonged
to René Cory, a special model 58 with
hydropncumatic suspension designed to
give the presidenc of the Fourth Republic,

who suffered from varicose veins, an extra
soft ride. Further along, the ample fenders
and slender midsection of 2 world cham-
pion catch our eye. [t's Rosalie, a race car
that broke the world distance record in
1933 on the track at Montlhéry by cravel-
ling a conrinueus 300,000 kilometres ar
an average speed of 90 km/h. A four-man
team shared the driving on the way to this
record, which still stands today in case chere
are any challengers. Some well-known fig-
ures from the car world actended the rally,
among them Leonardo Bertone, the son of
the famous car designer who created the
Traction and che DS, who told us chat his
tather had caken inspiracion from the lines
of the shark in designing the DS, Olivier
de Serres, a writer and hiscorian of the
The 2 CV as seen through the eyes of Judith

lappert. The artist had a dozen paintings on
display at the ICCCR.



ORGANIZATION

Jean-Francois Ruchaud, president of the ICCCR and the stage manager of this
magnificent Citroén show with help from Marcel Allord, Technical Relations

and Clubs Manager at Citroén’s Corporate Communications Department,
worked with 17 people for more than two years to put the rally together. A
meeling was held every three weeks to make sure the performance would be
Hawless. “Elecirical installations, foilet facilities, setting up the big tents... the
fofal budget was three million francs. More than one hundred volunieer
waorkers gave us a hand with the event, and Citroén put six Evasions, three
Xantias, fwo Jumpers, and one C15 at our disposal and lent us 24 cars for the
permanent exhibition. We had 2,300 people signed up before the rally siarted,

but more than 4,000 eventually came.”

marque, and Mr. Woalgensinger, the author
of a book on the fascinating life of the
company’s founder, André Cicroén, were
also present. Another celebrity on hand was
Gérard ' Aboville, who rowed solo across the
Atlantic. Now a Buropean deputy, this
Citroén fan regularly makes the crip back
and forth berween his Brussels office and
his home in Pars ar the wheel of his Traction
L1. The list of people with an extravagant
passion for cars is long. Mr. Fougeray, for-

merly an assembly line worker at che Cieroén
planc ac 44, quai Michelet, owns 22 vehicles
today, including six COs and 12 Cicrogns.
Mr. Besson, a landscape gardener, rebuilc a
vellow 1929 C4 cruiser that had rested
peacefully at che boccom of a lake for years,
Jean Meyer of Bordeaux, an engineer and
brilliant handyman, transformed his 20V
into u horel-restaurant, complete with a gas
burner tucked i behind two mattresses, a
retractable clothesline, tanks on the fenders
for drinking and wash warer, and a host of
other conveniences. “I Ay fsi't o ey he says,
“it’s o work of art”.

A black Traction goes by. Painted on irs
sides are the letters FFL, a symbol of World
War 1l and che French resistance move-
ment. Olivier Lapeyronnie bought the car
two years aga for 13,000 francs, [t wasn't
running at the time, but Olivier made
some minor repairs and now takes it up

to 110 km/h. Tle often drives it in mili-
tary parades, noting that “veierans ave aliwys
Lappy ta se¢ ong again’.

A DS seven metres longy

Every turn around the track brings new
discoveries. In addition to the 500 2CVs
and 36 SMs there are chousands of Tractions
and DSs; so many, indeed, that when we
spy a giant, orange DS seven metres long
and two metres wide, we wonder if it’s a
vision or a sign of sun scroke. But no, it isa
DS, though one with a curbocharger char
is specially designed to test lorry tyres. The
tyre is mounted inside, touching the ground,
so that a technician can observe how it reacts
to the punishing treatment it receives as
this infernal machine roars along at speeds
over 240 km/h. The pace was more stately
when a chaice collection of cars, their chrome
erim sparkling, paraded slowly pasc the
grandstands in a display of elegance. Drivers
and passengers were dressed from che peri-
od of their car, taking us on a trip to the
past, though there was a nod to more recenc
times when a 1967 DS rolled by wich
mannequins of Francois Mitterrand and
Jacques Chirac seaced in the back.

g Luc Marescot

o
o

FROM THE FOUR
CORNERS
OF THE WORLD

A Méhari came from Bahrain,
an archipelago in the Persian
Gulf. Devotion to the Citroén
marque brought sixty-four
Australians half way around the
world. Ronald Kenhuis, a
Dutchman who now lives in the
United States, flew across the
Atlantic to join his cousin in
Amsterdam and the two then
drove down to Clermont-
Ferrand two days early to make
sure they were on time for the
start of the rally. Other Citroén
enthusiasts came from countries
such as China, Japan, South
Africa, Sweden, Finland, and
Germany. Thirty-six per cent of
the participants were foreign,
with a majority from Holland,
where Citroén’s founder was
born. André Citroén was
descended from a family of
diamond merchants from
Jakarta who had settled in
Amsterdam.

Hauled from a lake bottem, this C4 is running again

DoOUBLE
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I tall began with a small ad tucked
into a local paper, with a postal
address in Auscria: “Lif} cage wanted for
private colletion”. So started a weird and
wonderful adventure: a round-the-world
trip in search of che planet's strangest
collecrors. That was in November 1991,
The project starced with Aline Huranle
and Matthicu Gallou. Graduates from a
business school in Orléans, they were
strangely unwilling to devore theit lives
to photocopiers and the commerce there-
of. It took them two years co set up the
project. Two years slaving over a hot
phone to find sponsors, Two years
swinging from hope to despondency
and back again. And then it happened...
Jean-Claude Baudot, collector of Facher

J pouBLE cHEVERON

Christmases and one-armed bandirs,
partner in a round-the-world tour in a
2CV with the advertiser Jacques Séguéla
in 1958, agreed to sponsor them,
Citrogn was persuaded to supply a C25.
Frangois Siegel, owner of V8D maga-
zine, decided to publish the collectors’
tales and the photographic agency Gama
agreed to distribute chem. All they

D e

ALUNE, CHRISTOPHE,
MATTHIEU AND THIERRY
SPENT TWO YEARS
SCOURING THE PLANET
WITH THEIR CITROEN
C25 IN SEARCH OF THE
WORLD'S MOST UNUSUAL

CHEVRON RECOUNTS
THEIR TRAVELS.

needed was a photographer willing to

spend two years on the road. Thierry -

Vallier joined the team one month
before the departure. And Christophe
Busché, the journalist-cameraman, met
the team three weeks before they left.
One woman, three men. Or rather, one

hard core and two free eleccrons for a

four-hand show.

From penguins to mouse traps

Alfred thinks he’s a penguin. He dress-
es like a penguin, eats like a penguin,
and owns thousands of penguin figurines.
Alfred is the first weird and wonderful
collector discovered by our team at the
start of our tour in June 1993, He marks
the first stage of a two-year journey that
takes us from London to Sydney through

‘Abidjan and Hong Kong. Alfred is small

and distinctly Belgian. His swaying gait
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- the result of a hip operation - made
him an (un)natural collector of all things
. . penguin-shaped. Alfred sweeps away our
\ 7' remaining doubts.

| After leaving the Belgian arctic circle,
; we spend three months travelling the
‘ length and breadth of Europe - from
Russia to Ttaly. During this first stage of
our 85,000 km tour, we soon begin to

feel at home with each other as our house
on four wheels eats up the miles. We
meet many other potential “penguins”
on our travels. In Vilnius, the collection
owned by Edmundas Monstavicus is
renowned. This recired engineer lives in
the middle of the Lithuanian forest in a
house straight out of Grimm's fairy tales.
Edmundas found a trunk in the forest
one day and - when he removet its bark
- he saw five demon’s faces. Since then, he
has found more than one hundred gri-
macing gargoyles. “I'm not superstitions,”
he insists, despite the two-meter high
cross planted firmly in the middle of his
garden. After meeting Reinharde
(Germany) a man with 1,400 mouse traps
ranging from a swatter to an impaling
device, and Ulrich (also in Germany), a
man whose 20,000 teeth give him the

wherewithal to reconscruct 781 sets of
dentures, the travellers head for the
Americas. Here, collectors are far more
difficule to find than their European
COUNEErparts.

To catch a spy

The team sets up temporary headquar-
ters in a New York garage lent by a pass-
ing legionnaire, 1n near-zero tempera-

tures, amidst stacks of tyres and che
delicate aroma of engine oil, we pore over
some one hundred association ditectories
and specialized reviews and make hun-
dreds of phone calls.

Joyce, a tetited teacher living in a remote
village in Michigan, has created her own
heaven on earth. Garbed in silver robe,

10 collector s touk

wings, atd halo, she flits around a flat
shared wich 11,000 angels. Seraphs and
cherubs fill the air - literally. On win-
dows, walls, electric switches, salt cel-
lars, forks... even on the car registration
plates. George, her husband, suffers in
silence. As do all collectors’ spouses. He
is delighted to have non-angelic guests
along for the New Year celebrations,

That winter, the temperature falls low
enough to breal all records. Tn Kentucky,
the schools are shut and so are che high-
ways. In Indiana, we shiver in freezing
motels and down truckloads of hambur-
gers in an attempt to keep warm. The
road down South is long. Keith Melton is
lying low in Louisiana, Entrenched in his
castle, builc some distance away from the
neatby industrial town, he stands guatd
over a collection that would make James
Bond turn green wich envy. Since che
Berlin wall came down, he has collected
an arsenal of devices (2,000 weapons and
rare gadgets) used by secret services
around the world. The killer cigaretce,
the lipstick case-cum-pistal or a walnur
with a secret message inside, as found at
the home of an Lastern European spy
wotking in Germany, Keith Melton's

s
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necwork of informers 1s several thousand
strong and he often travels with false

papers. Completely paranoid, he sees

secret agents everywhere. He greets vis-
itors armed with a laser gun as long as
man’s forearm: “You ave under constant sur-
veitlarice by camera systenss and wmicrophones.
L've got & bleack belt in barate and U a crack
shot. What do you want to know?”
Worrying...

From Ali Baha to
the 12,801 Buddhas

After the winter, we head grarefully for
the record-breaking heat of Mexico and
Central America. Forty degrees in the
shade in El Salvador and Honduras. Far
too hot to think about collecting any-
thing. And South Americans view chis
western craze with a distant eye. Apart
from the big capitalists who are more
interested in collecting the country’s cul-
tural heritage. Not our area of business.
So we concentrate on other sensations.
Like tickling the feet of the Tnca gods
while perched on the roof of the €25,
4,500 meters up in the Andes cordillera.
After crossing the Equator and Peru, we
send our Citrotn on its third sea cross-
ing. YWhile 1t sails towards Australia, we
experience China, Thailand, Viecnam
and the monsoon season. Backpacking
is less fun than a Citroén. China refuses
to let the C25 in unless we pay them
twice the value of the vehicle, Too bad
for any idcas of following the route of
the Croisigre Jaune and posing wich the
C25 on the great wall. In Bangkok, a
half-open door to Ali Baba’s cave slams
shut with our first faux pas. Pipir, one
of the most important industrialists in
the city, agrees to receive the scrange
globe-trotters at the foot of the build-
ing housing his collection. “What floor
is the treasyre on?” Pipat laughs bur looks
more annoyed than amused. The whole

building, plus the one next door, is
stuffed full of collectors’ items. Pipit col-
lects anything and everything. Snake
skins, carts, vases, bottles, tools.... per-
haps the biggest collection of collectors’
items in the world. That evening, he
ingists on taking us round the shadiest
peep shows in town. The next day, he
does not answer the phone. A missed

date. Just one of many in Asia, where
collectors tend to be even more discreet
than the Americans. Apart from a cer-
tain Yuet Kai, He has been dead for thir-
ty years, otherwise he might have refused
to see us as well. His disciples, guardians
of an incredible temple a few kilomerers
from Hong Kong, agree to show us che
world’s biggest collection of Buddhas.
In seven years of happiness, Yuet Kai
collected 12,800 stacues. Plus one: his
own. Buried in the sacted posicion of the
Buddha at the age of 87; he was
exhumed, almost intact, a few months
later. His body, coated in gold, is
enthroned among his cherished stat-
ues which are covered with the same
metal. The ultimate end for a col-
lector: to become a collectots” item.

Ahoriginal paintings
for the C25

A former crocodile-hunter, the old
Australian cherishes his impossible
dreams. He collects virging signa-
tures, Currently living in a grot-
to, he looks for opals in the

Australian desert, At the age of 70, he
seems to be having more luck with
women, All those who spend some time
with him and who appcar to be suffi-
ciently pure can add cheir signature to
the 2,700 tender messages already writ-
ten on the walls of his den.

The Australian desert curns the C25 into
a collectors” item. For two days, five abo-
rigine artists paiac ctheir age-old know
how along the sides of the van. A mix-
ture of their culture and our journey.
The fresco briefly recounts the history
of this round-the-world trip. All that’s
missing is our African adventure, the
last stage of the crip. Africa 1s reminis-
cent of our South American experience.
Apart from the biggest concentration
of ceremonial masks in che world in Cote
d'Tveire, the collectors tend to fall into
another category: visas, customs offi-
cials, mosquito bites, dangeraus roads
and rickery bridges (in Guinea) where
we almost lose the C25 on several occa-
sions. But despite the problems - and
thanks to them to some extent - Africa
remains one of che highlights of our
round-the-world trip.

Christophe Busché, spokesman for Thierry
Vallier, Aline Hurault and Matthieu
Gallou.
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QUALTY IS AT THE TOP OF
CITROEN'S LIST OF
PRICRITIES. TO ATTRACT NEW/
CUSTOMERS — WHO ARE
INCREASINGLY DEMANDING
— AND TO GAIN AN EDGE
ON THE COMPETITION, THE
ENITIRE COMPANY HAS
THROWN ITSELF INTO THE
QUEST FOR THE AUTOMOTIVE
INDUSTRY'S HOLY GRAIL.

Rising to the quality

challenge

Thc modern motorist is an Oliver
Twist: he always wants more! As
carmakers regularly upgrade their vehi-
cles, customers demand higher levels of
performance, comfore, safety and secur-
ity. In short, everything must be high-
cr... except the price.
‘I'he key to satistying these demands can
be summed up in one word: quality. The
success of a motor manufacturer relies on
this extremely broad concept, which must
underpin the encire organization. Citroén’s
Director of Qualicy and Organization,
Robert Peugeot, explains: “The techunlogies
1w fucovpordte inre ouy cars, 45 well as the
neerhuds we wse tv build them, are becoming
increasingly sophisticated. So. in ovder to ke
costs from spiralling out of control, the whole
comipeany has to focus squarely on qual-
3", 'This philosophy is epit-
omized in one of the
margue’s most recent
cars, the Xantia
Activa, In addi-
tion to leaturing

Xantia: creating a resin model at Sogamm.

Citroén’s unique anti-roll system, che
Activa 1s equipped with Hydractive 11
suspension, ABS, a driver’s aithag, pyro-
technic pretensioners on the froat seat-
beles and anti-pollution systems. It also
offers a whole range of other Citroén hall-
marks such as build quality, quietness
and high performance. The significant
factor is that such a high level of sophis-
tication is available on a mass-produced

car. In other words, 1t seems normal to
the customer. Consequently, there can be
no concessions on the reliabilicy, main-
tainability or case of use of the equip-
ment ficted to Citroéns. “In the case of the




Xantza Activa,” explains Mr Peugeor, “#he
technological challenge bas beon met, a facl
that the custonaer percerves mainly by compar-
7ng brs car and 15 equitpment with competitors'
vehicles and 1with the very latert market devel-
opments”, In other words, insatiable cus-
tomers see quality as a right.

Aiming for total quality

For Citreén, therefore, quality is an overrid-
ing concern and a commoen denominator
for the efforts of the whole company. That
is why Toral Quality Management (TQM)
is so important as an overall approach,
which enhances competitiveness and is
synonymous with continuous improve-
ment (see box). In addition to the basic
aim of keeping the customer satisfied,
TOQM aims to “future-proof” the com-
pany and increase che sense of fulfilment
of its staff. The TQM approach can be
illustraced via che three phascs in che
gestation of a Citroén car: design, pro-
duction and sale (the laccer phase also
includes maintenance by the networl).

38]’]0L.BLE CHEY®RON

The firse challenge is to integrate quality
into che design process from the outset
while taking into account conseraines such
as technical fearures, costs and lead-times,
which arc imposed by the market. To solve
that conundrum, the PSA Peugeot Citrogn
group has devised the Produce
Development Charter, which introduces a

new way of working. The key is to assem-
ble teams of people from all the depare-
menrs and functional units involved in
ah automative project, from the inicial
drawings to che finished model. Specialists
from functions as varied as Marketing,
Design, and Production Lngineering put
their heads rogether to find optimum

N Eole. . 1981

Citrogn’s Creative Design Centre. Using power-
ful computers, designers create and visualize
realistic, animated three-dimensional images
on screen.

solutions 1n terms of costs, quality and
deadlines. Peaple are seconded from cheir
departments for the duration of the pro-
ject and organized inco small groups
known as Project Teams. This mechad
makes it possible to amalgamate the poins
of view of stylists, design engineers,
machinery specialists, suppliers and qual-
ity specialists as well as the carbuyers
themselves. Proposals are eross-checked
throughout the duration ol the project,
Naturally, the objectives of these various
constituencies of specialists are iternized
and costed. Also, the timetable for each
phasc 15 set out in a highly detailed design
brief, Robert Peugeot explains the pro-
cess. “Bueryihing i set ot in ot schedule. The sen-

sztive areas of eqih sub-project or phase ave iden-

tified in advance. We then draw up plans of
action and ser deadiine for mflemernting thi,

Ohce bhe vessalts are satisfactary, we niove onla the
next stage.” As parc of this methodology of
formalized and periodic monitoring, a major

effore is made in the sphere of validating

concepes and prototypes. This relies on a
range of tests and compurer simulations.

For example, when designing a structural

badywotk part such as the passenger com-
partmient, a series of crash cests is performed
and the results are cross-checked against
initial computations i order to fine-tune
the design parameters. This allows for cumu-

lative gains in terms of safecy and quality
and helps to reduce costs and lead-times.

If we take into account the inpur from sty-
lists, from thosc in charge of stamping and

welding the roof and from the teams respon-
sible for designing and manufacturing the
doors, we begin to get an idea of the extraor-

dinary complexity of chis quality-based
design process.

Robert Peugect, Diredior of Quality and Organization
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Organizing for excellence

Two of the criteria that are mosc obvious
to the customer are reliability and finish.
In chis respect, build quality 1s vical,
There is no mystery in this area: che car-
maker must get his product righe first
time and deliver ic to the client on sched-
ule. This requires an organizational seruc-
ture involving each individual and focus-
ing on excellence. Says Raobert Peugeor:
O the whole, we actaaily exceed 1S0) 9000
requiirements in teryis of memafacturing. cven
thongh vy plants bave applicd for offical cor-
tifieation. We introduced a Supplier Quality
Appratial system several vears ago and we
recently decided to apply it lo vrselves,”

Like che IS0 9000 standard or the VDA
standard used by German carmakers, the
Supplier Quahcy Appraisal scheme assess-
¢s the level of “quality assurance” or, in
other words, how the company is orga-
nized. At che same time, it measures the
acrual quality of 4 product and ensures
that the manufacturer applies progress
plans, A product’s quality can be meas-
ured by means of 4 set of “indicacors”

o

which can best be illustrated in an exam-
ple. Take che Aulnay final assembly plant
which, together with Vigo in Spain and
Mangualde 1n Porcugal, forms the last
link in Citrogn's production chain. Final
assembly plants are the sites that have
the greatest exposure to cuscomers’
demands for quality, costs and delivery
schedules. To rise to char challenge,
Aulnay has established two detailed indi-
cators chat it applies to its own models
and to those of vther marques in an effort
to gauge its own quality and compare
this with the competirion. These indica-
tors are the “demeric”, which applies to
the appearance of a vehicle chosen at ran-
dom at the end of the production ling,
and the “on-track defect”, which applies
to how the car handles in final trials. In
boch cases, a series of increasingly strin-
genc tests 15 used to measure a wide range
of parameters: che car is subjecced to trop-
ical showers to ensure wacercightness;
micro-airways ate analyzed by means of
ultrasound to eliminate any naises thar
may occur when the car is running at
high speeds: the paintwork has to with-

A CHARTER TO INTEGRATE
QUALITY INTO DESIGN

PSA Peugeot Citrogn has launched a Product Development Charter which
aims to meet the major challenges involved in vehicle design for the next ten

years. It has also set its sights on meeting the requirements of a varied
clientele that has become increasingly demanding in ferms of quality and
leadtimes. The challenge taken up in the charter is to control quality and
costs simultaneously, while reducing development times. The charter
enshrines a new working philasophy predicated on multi-skilled teams and
project-based arganization (see main article). In particular, it infroduces a
common Quality/Reliability Assurance method based on cross-functional
action plans, which take full account of the human element: information and

communication policy, ethics, fraining, mobility, inter-site communication

and working conditions.

B O U BLL

TRAINING
FOR
QUALITY

Training is one of the
components of Citroén's
continuous improirement
plan. Training is important
when launching new
products, but it is also vital
in giving every employee.
the opportunity to hone his
skills and adapt to a new

job or new technologies.
Training reflects the
determination shared by
Citroén and its employees.
For example, the Caen plant
has organized a
quadlification training
programme, based on an
analysis of job positions
which are expected to be
required in the future. The
200 non-professional
workers in the programme
had to be truly dedicated in
order fo complete an
intensive training schedule.
For a whole year, they spent
one week each month in
training, with support
classes outside working
hours.

The results are proof of the
course’s success: in 1994,
training represented 4.13%
of the company’s wage bill
{by law, a company must
earmark at least 1.5%).
Emphuasis was placed on
quality training (ISO 9000,
Supplier Quality, EFQM), on
the development of training

courses suggested by
workers and on

correspondence courses for
the dealerships. Evaluations
were performed to monitor
the quality of the entire
fraining programme.
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ANTARES: MAKING THE GRADE
IN PRODUCTION

The Antares project is the Manufacturing division’s contribution to the
corporate mission statement. The project aims for excellence: by 1998,
every Citroén plant must be among the top three plants in the world in
its category in terms of quality, lead-times and cost. What's more, it

must remain at that level. In order to achieve this ambitious goal, the

Antares project gives new life to principles and methods which have
proven effective in the Plan Mercure. It sets objectives for the long
term, taking full advantage of the intelligence, skills and competitive
spirit of its workers.

“IJOLBLE GEH ESVNREE N N Bk 1t

Checking ZXs at the end of the assembly line.
The production unit applies a quality policy at
every stage of the process.

stand Siberian temperatures and sea mist;
the doors are tested over and over to
ensure they shut with a satisfying “clunk’™;
and even the glove compartment lid is
inspected to make sure that it opens noise-
lessly. The indicator system gives “black
marks” for each defect, showing how far
off target a particular item is, This is a
warning system that works rather like
the yellow and red cards in a foothall
match. If the total mounts, a temporary
acceptance system organized on a batch
basis may be set up. This is necessary to
avoid introducing more stringent meas-
ures at each stage of the manufacturing
process, To be sure that quality is achieved
unfailingly, methods must be flexible;
and they must be rigorously applied by
properly trained personnel. This is why it
is so important that manufacturing tools
should be automated with the express
aim of satisfying customer demand. And
why it is vital for staff to be involved early
on in the process of designing and creat-
ing ergonomic and user-friendly work
stations: once the stations are fully oper-
arional, the process of achieving and con-
stantly improving qualicy will depend
firsc and foremost on the skills and
involvernent of the workforce.

Fine-tuning methods
that are already efficient

At Citroén, a set of basic ground-rules
governs every aspect of manufacturing.
First, production is carried out on a
pulled-flow basis on highly flexible lings,
These are often organized into subdivi-
stons that are easy to manage. Second,
in an effort to empower workers and
make chem more independent, the tech-
nical content of their tasks is regularly
enhanced. Third, line operatives inspect
their own work. Fourth, management
has been delayered to improve motiva-
rion and malke problem-solving mare
efticient, Fifch, work is organized around
quality circles and groups, and employ-
ees are rewarded financially for viable
Inferior and exterior presentation models (MAPI,

MAPEX) were used to ensure optimum quality
in the assembly of the ZX.



suggestions. Derived from the Plan
Mercure, these principles have enabled
Citroén to make considerable progress
over the past ten years and to reach the
level of quality for which it is juscly
renowned. Thanks to the plan, the
margue has established a number of tried-
and-tested methods that are constantly
being fine-tuned. Today, they are proving
highly effective within the framework
of the Manufaccuring Division’s Antares
plan, part of the corporate mission chat
Citroén has undertaken to underwrite
the future of the company (see box).
Antares will ensure chat, by 1998, each
Citro#n site ranks among the top three
plants in the world in its category for
quality, lead-times and prices. Antares
was planned at central level, but Citroén
plants determine their own action plans
or mission statements to reach the plan’s
goals. Management at Caen, for exam-
ple, have christened their project
“Drakkar”, the name of the longboats
used in the Norman Conquests. Every
member of the plant’s 2,400-strong
workforce is heavily involved in a pro-
cess of continuous improvement. This is
based on a simple but highly effective
principle known as “the start-up rou-
tine’; each time the machinery is brought
on stream, operatives use a checklist to
ensure that everything is in place to allow
optimum quality and reliability, The
results of these checks are displayed on an
overhead table by means of a “traffic-
lighe” indicator system: green for OK,
orange for warning and red for disqual-
ification. With this system, anomalies
and deviations from quality standards
— however slight — are quickly identi-
fied, allowing the problem to be tack-
led quickly and effectively. Not only does
this system make progress easier to attain,
but it also improves the quality of the
finished product.

Paring delivery times

Proficiency with the pulled-flow pro-
duction system is the key to keeping
lead-times short and cutting them every
year. Easier said than done. Depending on
the volume of orders, a carmaker has to
produce tens of thousands of parts on a
just-in~time basis in order to keep stacks

A WELL STRUCTURED AND ORDERLY
IMPROVEMENT METHOD

“In the extremely competitive global avtomobile market, car makers
must have a continuous improvement policy, both for customer

satisfaction and internally. This is imporfant if the manufaciurers are to

protect the compagny’s future and ensure personnel development,”

stresses Philippe Roussel, Total Quality Manager at Citroén. Thanks to
this Total Quality Management strategy, the marque has been able to
meet the goals set in its Compagny Project. This project is based on a

number of ambitious objectives and ethical values summarized in four
major areas for progress. These in turn are broken down into twelve
strategic objectives. “Each of the stategic objectives is the source of
improvement plans which are implemented throughout the company,”

explains Philippe Roussel. To support these measures, a self-
evaluation system, has been set up in accordance with the criteria
defined by the European Foundation for Quality Management (EFQM).
This system measures the effectiveness of all the action plans applied

in the company using a scale of point values. It is used to judge both

the results obtained and the resources put in place to meet the goals.

The model covers nine areas is assigned a percentage according to

their order of importance. The model shows that an organization

cannot hope to obtain durable success unless quality management is

applied across the board.

to the bare minimum. The difficulcies
are particularly acute in 4 final assembly
plant: the customer is expecting his car
to be delivered on schedule with all the
options he has ordered. It is in this area
that Citroén is particularly well placed.
On average, the marque has the short-
est delivery schedules of all the major
European manufacturers: approximate-
ly 25 days. That figure — which includes
the time taken to test the car and ship

D OUBLBLE

it to its final destination — should be
pared to 22 days nexe year. To achieve
such a performance, Citroén relies not
only on the flexibility of its production
facilities and the versatilicy of its staff
but also on top-quality logistics. Plants
as far apart as Aulnay, Rennes, Vigo and
Mangualde have centralized concrol
rooms equipped wich state-of-che-art

Checking spheres with lasers at Caen
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Citroén Institute. Automobile mechanics
training at the International Trade Training
Centre (CIFC).

computer systems that track the flow of
parts becween workshops and monitor
the level of supplies. Vidco cameras dot-
ted all over the plant transmit pictures
to banks of monitors in che concrol
room; they read the data on the bar code
tracking sheets affixed ro che averhead
trays that accompany the vehicle
throughout the manufacruring process.
The data are processed by che control-
room computers. Working in collabora-
tion with the Logistics Deparement, che
concrol room staff co-ordinate the flows
of components, ensuring chat parrs
arrive exactly on time ar the worksta-
tions. These are just some of the func-
tions that have been oprimized under
a Logistics Charrer, which has been
drawn up along the lines of the Product
Charter. Mecting deadlines also involves
close co-operation with suppliers in
order to synchronive production sched-
ules..In most cases, suppliers also work
to order, sometimes using production
management systerns in which flows
are ¢ven more “pulled” or “streamlined”
than those in place at the assembly
plant, lake the case of che company that
supplies seats to the Aulnay plant: as
$00M as a car goes into production, an
order is scnt to the supplier, who man-
ufaccures the seats cxactly to order and
delivers them several hours later to che
assembly shop, just in time for them to
be installed in the car. Admitcedly, chis
is an extreme example of synchronous
Aulnay. The quality of all protective coatings

and paint relies heavily on the skills of Citrogn’s
employees,
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production flows. Quality 1s such a
broad copic chat a journalist can hardly

cover it in full. For example, chere is no
room in this article to deal with che
notion of service quality, which is gain-
ing ground through the commercial
network. To ensure chat it is m the fore-
front in this area, Citrogn has devised
a Service Quality Plan. Systems for
measuting customer satisfaction, hased
on focus groups, have already been set
up, and the marque has launched a
wide-ranging training programmec for
nerwork personnel. The programme
addresses issucs such as welcoming cus-
tomers and making an appoincment for
a routine service. While focusing on
technical skills, it also stresses a broad-
er and very important topic: how to
communicate with people and explain
things in clear, concise language.

Didier Counas
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QUALITY AT
CITROEN: KEY
FIGURES

M 1,600 quality circles in
1994, with 30% employee
Shopfloor workers participation.
Quality circles have been set
up in all sectors of the
company to give all

employees the opportunity to
express their opinions. The

aim is fo find solutions to
problems encountered on the
job. They also aim to improve
the quality of products,

services, working conditions,
safety and production.

MW 83,152 suggestions were
submitted in 1994 by over
50% of employees (57% of
line workers).

The suggestion programme
gives all employees the
opportunity to propose
improvements to any sector of
the company. Savings
realized thanks to the
programme rose from
FF283m in 1993 to FF315m
in 1994. Total bonuses for
accepted suggestions also
increased from FF18m to .
FF20m.




The Ministry of Education
models Citroén systems

As part of their scudics for technical
teaching diplomas, three student
teachers from the Saint-Denis
college outside Paris made a
dynamic madel of Citroén’s
hydractive suspension system and
the anti-roll system of the Xantia.
The model, which is accompanied
by a teaching support filc, was
designed to train altersales
personnel wichin the Cicroén
network., This exemplary
partnership has generated a two-

way flow becween the worlds of

teaching and industry and is now an

annual event concerning both the
training cencre for teachers of
automotive technology and che
Tnternational Sales Training Centre.

Citroén on ice

To the delight of che enchusiases
who enjoy driving on ice, Citroén
has decided to creace a promotional
tormula for che 1995-1996 Andros
Trophy. Sponsored by Citroén Sport,
these races ofter 30 competitors an
opportunity to get behind che
wheel of one of 15 Citroén AX
GTi’s in the French cup. This new
maonotype discipline will give
priority to drivers participating in

Citroén’s promotional formulas.
Warch this space.

Ghile: Citroén grows sales

Citroén is present on the Chilean
automotive market with a sales
networl of 24 dealers and 2 branches.
In che first five months of the vear, new
registrations increased by 50%.
Ranking top in Citroén sales are the
extremely popular C15 and the 7ZX
Lstate.

Dutch treat

Citroén's Ducch subsidiary had the
great idea of printing 90,000 copies of
a small guide to Paris. The central
theme running through che text is - of
course - André Citroén. Some 70,000
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guides were given to the crade
magazine Autovoisie, while the 20,000
remaining copies have been distributed
within the network or given to the
tourist office in Amsterdam, The
illuserated work contains many
photographs on the hiscory of the
margque,

French Rallycross championship:
Sylvain Poulard

and the Gitroén ZX 16V

lead the way

On 27 Auguse last, Jean-Luc
Pailler won the 7ch race in che
Irench championship at the
Faux-Bergerac rrack at the wheel
of his Xantia 4x4 curbo.

D ousb

Sylvain Poulard, driver for Citroién
Quest, won the first and third
qualifying cvents with his ZX 16V
and came in fifth in the second.
These results place him at che head
of the championships table, since
the actribution of poincs 1s the same
in division 1 and division 2.

Leyna Boysen: Citroéns and
tlog power

A receptionist and accountant at the
Cicroén Autobil Roa dealership near
Oslo, Leyna Boysen is an exceptional
womat. At the age of 23, she is a dog
sled racing champion with an
impressive list of achievements to her
credic in the sporting world.

In 1994, she won the Norwegian
cup, the Eurapean cup and rhe
World Cup for the second year
running. Nacurally, Ms Boysen’s

four magnificent dogs - Vorsechers
and greyhounds - are sponsared by
Aurobil Roa.
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