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With the end of the political issue, through the definite removal of Dilma Rousseff and the 

consequent substitution by Michel Temer, the time has come for the Brazilian economy to 

get back on track. At least, this is the expectation of Antonio Megale, president of Anfavea, who is 

confident the agenda of the new government will proceed and advance towards the reforms that 

have long been awaited by the sector, such as those related to the social security system, labor, 

and fiscal adjustment issues.

In a press conference on Tuesday, 6, morning, in São Paulo, Megale said the country has lost a lot 

of time discussing the political situation. “We cannot lose any further. The reforms are absolutely 

necessary to return to the standards of the past,” he stated.

“We support the fiscal adjustment, as it is essential for the evolution of the economy, the reform 
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of the Social Security, which is a time bomb ready to explode, and the advance regarding labor 

issues,” he added. Regarding the labor reform, the executive defended the “agreed over the 

legislated,” that is, that agreements with unions should prevail over the law. In addition, he 

expects the PPE to become a permanent policy and that outsourcing be regulated.

According to him, it is time for Brazil to advance once again, with the return of investments in 

infrastructure and the confidence of the businesspeople and consumers. “With controlled inflation 

and unemployment dropping, we can talk again about GDP growth. These reforms are not only 

important to the automotive industry, they are essential to the country.”

In August, vehicle production dropped 6.4% when compared to July, and 18.4% when compared 

to the same month last year, totaling 177.7 thousand vehicles. This drop, however, was driven by 

the temporary shutdown at plants of one of the members of Anfavea - Megale did not mention the 

vehicle manufacturer’s name, but it is Volkswagen, which placed its workers on collective vacation 

leave because of the battle with Grupo Prevent.

“We produced between 20,000 and 30,000 units less this month,” stated the president of Anfavea. 

“We could have closed the month with more than 200,000 vehicles produced.”

Since the situation at Volkswagen remains undefined, the association’s estimates for the year 

may suffer changes. Between January and August, production totaled 1.38 million vehicles, 

representing a drop of 18.4% when compared to the first 8 months in 2015. The association 

projects a drop of 5.5% in production, representing 2.3 million units. “This data, although 

not representative of a trend, affects the overall year-to-date total. We could have had higher 

numbers.”

Production
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The performance of the truck market is 

still among one of the major concerns 

of Anfavea representatives. The lack of 

confidence of the investor during the past 

years resulted in a significant drop, with a 

low recovery rate. In August, 1399 trucks 

were sold, representing drops of 6.1% when 

compared to July, and 24.3% when compared 

to the same month last year.

Year to date, the sales of 34,672 units 

represented a drop of 30.1% when compared 

to the same period in 2015. “As long as a 

recovery of the investments does not occur, 

principally in the country’s infrastructure, the 

truck market will continue to skid,” stated 

Antonio Megale, president of Anfavea, during 

a press conference on Tuesday, 6.

According to Luiz Carlos Moraes, vice president 

of the association and director of corporate 

communication and institutional relations at 

Mercedes-Benz, with a monthly average sales 

volume of 4000 units, the truck market is in 

line with Anfavea’s estimate of closing the year 

with sales of around 55,000 units. “The current 

combination of negative GDP, lower freight, 

and high interest rates for financing of capital 

goods, is devastating to the truck market. The 

reforms promised by the government can help 

to make next year one of growth.”

Not even exports have contributed to a better 

sales performance, as has been happening 

in the passenger and light commercial 

vehicles and machinery segments. In August, 

1499 fully assembled trucks were shipped 

abroad, representing an increase of 7.5% 

when compared to the same month last 

year. However, the volume represents a 

drop of 4.5% in the year to date comparison. 

During the first 8 months of the year, the 

industry shipped abroad 12,755 trucks, when 

compared to 13,360 units exported during the 

same period in 2015.

As a reflection of domestic and foreign 

sales, truck production has also registered 

negative performances. In August, production 

totaled 5211 units, representing a drop of 

1.4% when compared to the performance 

registered during the same month last year. 

Between January and August this year, truck 

production totaled 41,601 units, representing 

a drop of 22.3% when compared to the same 

period last year.

Trucks

Truck market accumulates 30% drop
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The Brazilian industry closed August with 40.2 thousand vehicles shipped abroad, representing 

a drop of 11.8% when compared to July, but an increase of 16.7% when compared to the 

same month last year. During the first 8 months of the year, shipments of vehicles totaled 312.4 

thousand units, representing an increase of 19.6% when compared to the same period last year.

The performance throughout 2016 makes Anfavea continue to hold on to its estimate that this 

year should close with shipments to foreign markets of more than half a million vehicles, that is, 

21.5% higher than last year.

Antonio Megale, president of Anfavea, is confident about exports: “Efforts to increase exports 

have been happening throughout the industry. Many of our members are confident foreign sales 

should increase during the remainder of the year.”

Exports

Exports grow 19.6%
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Exports

While shipments in terms of volume show a good performance, 

revenues from foreign sales are still lagging behind last year. Even the 

US$ 920 million registered in August - an increase of 13.1% when 

compared to the same month last year - year-to-date revenues of US$ 

6.7 billion still represent a drop of 5.7% when compared to the same 

period last year.

However, Megale says this negative ratio has been dropping - up to July, 

the drop was 8.1%, for example. Still, according to him, the slight change 

in the profile of products shipped abroad, with growth of products 

with higher value-added, such as road and agricultural machinery, also 

explains the performance.

Sales of machinery between January and August of this year totaled 

6000 units, representing a drop of 11.7% when compared to the 6.8 

thousand units sold during the same period last year. According to 

Ana Helena de Andrade, vice president of Anfavea, the trend is one of 

growth.

In August, 894 machines were shipped abroad, representing an increase 

of 18.6% when compared to July, and a significant increase of 28.6% 

when compared to the same month last year. “There is a trend for 

reversal up to the end of the year. United States and Argentina, the two 

most important markets for the sector, have begun purchasing again, 

more significantly.”

The executive says companies are working on various fronts to 

increased shipments, especially in aspects such as financing. “The idea is 

to guarantee longer-lasting results.”

http://www.gkndriveline.com/
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The Bolt of  the sedans
George Guimarães | gguimaraes@autodata.com.br

Specialists have been trying to explain the exceptional performance of Usain Bolt in the tracks 

for some time. The Jamaican runner broke the world record in the 100 m race in 2008 and, 

since then, continues to perform better than his competitors, such as could be seen the last month 

at the Rio de Janeiro Olympic Games.

The Brazilian vehicles market, so to speak, also has its Bolt. The Corolla as long maintained itself 

ahead of its competitors in the segment that, similar to the competitiveness of the Jamaican 

runner, also have a lot of attributes and qualifications, but still rarely place the title of the medium-

sized sedan at risk, which was established when it arrived at the Brazilian streets and, especially, 

after its production began in Indaiatuba, in the state of São Paulo, in 1998.

Its market performance is also impressive because, similar to the Jamaican - who is 1.95 m tall, a 
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profile that is usually linked more to one of a basketball player as opposed to a runner - it does 

not have the best profile to hold on to this long-term hegemony. Leader among the medium-

sized sedans for 7 of the past 10 years, the Corolla is not - and never has been - the model in the 

segment with the boldest design, the less expensive, the most powerful, and it does not even have 

the technologies that set it apart from the majority of the medium sedans - a total of 20 models, 

according to Fenabrave’s classification system.

Plus: The vehicle manufacturer also invests, proportionately, very little money on advertising and 

does not have a large amount of dealers. On the contrary, with slightly more than 200 sales points, 

the Toyota dealer network is almost three times smaller than Volkswagen’s or General Motors’, 

only to mention the brands that have important competitors, such as the Jetta and the Cruze, 

respectively.

So, what’s the reason behind such a leadership, with annual sales that frequently account for 

more than 25% of the segment, sometimes even more than 40%, and, between January and 

July of this year, stood at 46.4% of the segment, four times bigger than the model in the 2nd 

position? And during the first seven months, it is important to remember, the automobile 

market registered a drop of 24.7% when compared to the same period last year, while sales of 

the Corolla totaled 37.8 thousand units licensed, only 272 vehicles less than during the same 

period last year.

The model, which is priced above R$ 70,000, was the 6th best selling automobile between January 

and July this year - the closest competitor, the Honda Civic, closed the period in the 32nd position 

of the ranking -, behind the Chevrolet Onyx, Hyundai HB20,Ford KA, VW Gol, models that have 

entry-level versions priced at half of Corolla’s price. Even still, the difference for the 5th position in 

the ranking, the Palio, was only 172 vehicles licensed.

The reason for this performance, according to analysts, and even professionals from competing 

brands, are many, but can be summarized into an efficient machine that congregates brand image, 

adequate production, product quality, and good after sales services.

“The product delivers what it promises and has the support of a dealer network that knows the 

importance of good services, and that does not need to burn the model with discounts which 
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reflects on the resale value,” says the vehicle manufacturer’s marketing executive who, for obvious 

reasons, prefers not to be identified.

André Bittar, product manager at the consulting firm Jato Dymanics, shares the same belief. 

According to him, Toyota manages to produce according to the market’s demand while 

simultaneously transferring its quality culture to the dealers. This generates a “virtuous cycle!”, 

states Bittar, who says a car with a good residual value and liquidity is always sought after in 

a moment of economic uncertainty. “This also maintains quality sales during more difficult 

moments, without the need to burn prices.”

Strategies - With a well-adjusted production, the vehicle manufacturer can also give itself the 

luxury of not depending so much on direct sales, which normally has margins that are significantly 

sacrificed.

A study conducted by Jato indicates that not more than 21% of the brands sales - it is important 

to note that the sale of the Etios to rental companies has driven this ratio slightly upward during 

the past year - also pass through this mechanism, while, for example, at Fiat, they are over 43%, 

Product
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or at Renault, where they almost reach 48%. “Inventory of the Corolla at the dealers represents an 

average of 10 days of sales. The gap available for the dealer to pay for the vehicle without interest 

rates is practically the time of transportation from the plants, while other vehicle manufacturers 

allow up to 3 times more.”

According to Bittar, the birth of the dealer network would also assist in a good understanding 

of the brand’s culture by the dealers. He says the majority of the dealers became established to 

sell Toyota’s imported products with high value-added, such as a Hilux, the SW4, or the Corolla 

itself. For this reason, it is used to the profile of more demanding clients and the so-called TSA, the 

Toyota Sales Way, the code stipulated by the plant for the conduct and quality of services at the 

dealers.

A satisfied customer, when changing vehicles, has a trend of continuing with the same brand or 

even with the same product. This is what happens with the Corolla, according to Roger Armellini, 

the vehicle manufacturer’s general product and marketing manager. “The car has the highest 

loyalty ratio in its segment and one of the highest in the Brazilian market, losing only to the Hilux,” 

says the executive, referring to a study conducted by New Car Buyer, shared with the vehicle 

manufacturers. The respective ratios cannot be divulged.

Armellini projects the Corolla should register something around 67,000 units in sales this 

year, practically the same as in 2015. And, as long as the competitions’ models continue to 

predominantly have entry-level versions as their bestsellers, in the Corolla, the intermediary XEI 

version, accounts for 60%, the top of the line Altis accounts for 10%.

The GLI entry-level version, accounts for between 30% and 35% of the license registrations, 

with a good portion sold to taxi owners and handicapped persons. Almost nothing is sold to the 

fleet owners. “We sell something to the rental companies only not to lose our friendship,” jokes 

Armellini.

Product


