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Since the mid 90s, the managerial mainstream presented the outsourcing, 
the labour costs reduction and the offshoring as conditions of firms com-
petitiveness at globalisation era.  

Can we assess the contribution of these choices to the firm’s competi-
tiveness? Attempting to do that is often considered incongruous or unnec-
essary, as their contribution to competitiveness seems to be obvious, even 
decisive. And yet, it's worth a try. We have now sufficient hindsight to 
judge their relevance.  

To evaluate the effectiveness of outsourcing, labour costs reduction and 
offshoring to European labour low costs countries to improve the firm 
competitiveness, we must compare comparable car manufacturers, that is to 
say, in our case, three generalist carmakers: PSA, Renault and Volkswagen.  

If the recommendations made by managerial mainstream to automobile 
industry were relevant, the most competitive carmaker should be today the 
most outsourced firm, the lowest labour costs carmaker and the most off-
shored. 
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1.  Over past decade, the most competitive generalist carmaker in Europe was 
Volkswagen, as in terms of profit as in terms of volume, market share and size 

 
Our analysis, first confirms that Volkswagen is the most competitive Euro-
pean generalist carmaker since twelve years (2003-2015) in terms of profits, 
sales volume and market shares; second, it shows Volkswagen is neverthe-
less the less outsourced, the higher labour costs carmaker and the less off-
shored, comparatively to PSA and Renault; third, it brings out the offshor-
ing in Central of some car models did not restore their competitiveness; 
fourth, it suggests the explanation of these counterintuitive facts is to find 
in the difference of relevancy and consistency of the profit strategies of the 
three carmakers, and not in the differences of their  labour costs, of out-
sourcing rate, of automation level, and so on …But, the history is never 
finished. The success prepares often the difficulties, as we can see currently 
in the case of VW. Mainly, the automobile industry is entering in a second 
automobile revolution, and the game is completely opened, including with 
American and Chinese newcomers.  

Volkswagen Group significantly strengthened out both by increasing 
profit, volume, market share and employees. In contrast, the two French 
carmakers have experienced difficult or declining trajectories. 

To know the pure profitability of production, we have taken as criterion 
the margin rate above or below the breakeven point 1.  Since 2009, the av-
erage margin rate of the VW Group was + 49.4 %, while it was + 13,1% 
for Renault Group and – 2,5% for PSA 2.  

More significant for our analysis is the comparison of parent companies. 
The average margin rate of Volkswagen AG was + 41,2%, that of Renault 
s.a.s - 20,6% 3. 

                                                
1 The margin = revenue – purchases of materials and services. Margin rate = [margin / (labor 
costs + amortization)] x 100 
2 The full statistical tables are downloadable: http://freyssenet.com/?q=node/1933 
3 The margin compared to breakeven point of the parent companies gives the profitability of 
their own industrial activity in the origin country, without the contribution of subsidiaries, 
whether on the national territory or abroad. So for example the result of Volkswagen AG is 
without the profits of Audi, Porsche, Man, Skoda, Seat, Bentley, Scania, etc… 
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Since 2007, the Volkswagen Group increased its global production of 
3.700.000 vehicles and its European production of 560,000, while PSA and 
Renault had a sluggish global production and a declining European produc-
tion: respectively – 500.000 and – 860.000 for PSA, + 100.000 and – 
620.000 for Renault Group 4.  The progression of VW sales was due to 
China, for two thirds. 

Since 2007, the VW Group has gained 2.4 points of global market share 
and 4.3 points in Western Europe 5, while PSA lost respectively 1,5 and 3,1 
points. Renault lost 0.5 of global market share and gained 1.2 points in 
Western Europe 6. 

The results of Volkswagen Group in last decade have allowed it, first to 
revive its acquisition program during the crisis: MAN and Scania in truck 
sectors, Porsche in luxury sport cars, Ducati in motor-bicycle activity, se-
cond to continue his international expansion in North and South America 
and in Asia, third to spearheaded the costly exploration of several new 
powertrains at the same time: hybrid propulsion, electric vehicle, hydrogen 
fuel cell, low consumption engine, biofuel car, etc. … The others were 
forced to limit their ambitions, to restrict their investments or even to sell 
some of their profitable subsidiaries as Gefco (logistic company) and over-
all Faurecia by PSA.  

If the recommendations made by managerial mainstream to automobile 
industry were relevant, VW should be today the most outsourced firm, the 
most relocated to lower labour cost countries and ultimately the carmaker 
with the lowest labour costs. In reality, that is exactly the opposite.  

 
 
2. Outsourcing, offshoring and labour costs reduction did not restore the competi-
tiveness of manufacturers that were insufficiently competitive 
 
2.1. Volkswagen is the less outsourced 
We have measured the firm outsourcing rate by dividing the amount of 
purchases of goods and services to the revenue. It is right because the 

                                                
4 The full statistical tables are downloadable: http://freyssenet.com/?q=fr/node/1904 
5 The full statistical tables are downloadable: http://freyssenet.com/?q=fr/node/1798  
6 The full statistical tables are downloadable: http://freyssenet.com/?q=node/1181 
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amount of purchases include the profit of providers. So, the average rate of 
the VW Group since ten years was 65% in 2015, while the rates of PSA 
and Renault Group were 77% 7.  

Even more significant, is the difference observed between the parent 
companies:  77% for Volkswagen AG and 93 for Renault sas. We lack re-
cent data for PSA. But in the past, the rate of PSA parent company was 
near the rate of Renault. 

The list of domestic plant operations of the two parent companies of Re-
nault and VW, confirms that VW produces more parts in its Germany 
plants than Renault in its French plants. Renault sas only makes engines, 
gearboxes, chassis components and aluminium castings. VW AG produced 
in addition, seats, radiators, exhaust systems, all metal castings and plastic 
parts. The available data also suggest that VW AG buys much more in 
Germany than both Renault parent company and its Spanish subsidiary, 
FASA-Renault, in France and Spain. In 2004, the last year for which we 
can make a comparison, there was a considerable gap of 26.0 points. 

Consequently, it seems impossible to consider the outsourcing rate of 
VW as a cause of its better competitiveness, neither in Europe, nor at world 
level. 
 
2.2. Volkswagen has the highest labour costs, both at national and global levels 
VW is also one that has the highest labour costs, both at national and global 
levels. The average of total labour costs between 2009 and 2015 was sig-
nificantly higher for VW Group and VW AG: respectively 23% and 30%, 
comparatively to PSA and Renault Group and parent companies 8. 

This gap did not stopped VW to increase considerably its workforce: 
since 2007: + 280.000 employees at world level, +198.000 at Europe level, 
+100.000 in Germany, while the number of employees of PSA and Renault 
decreased constantly in all levels: but specially in France 9. 
 
 
 
 
                                                
7 The full statistical tables are downloadable: http://freyssenet.com/?q=node/1898 
8 The full statistical tables are downloadable: http://freyssenet.com/?q=node/1931 
9 The full statistical tables are downloadable: http://freyssenet.com/?q=node/1926 
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2.3. Volkswagen is the less offshored 
The third recommendation of managerial mainstream was direct transfer of 
production to low costs countries. To quantify this way of relocation, we 
have taken as indicator the percentage of vehicles produced in Europe out-
side the home country of the car manufacturer, given that the cars produced 
outside the home country by the three generalist carmakers are produced 
essentially in lower cost countries (except Belgium for VW) and sold main-
ly in Western Europe.  

The offshoring rate en 2015 in European low costs countries of VW, 
PSA and Renault are respectively:  47, 51 and 67% 10.  

As well as the outsourcing or labour cost reduction, the relocation of 
production was not an explanation for VW competitiveness, comparatively 
to PSA and Renault.  
 
2.4. The models of car of which the production was relocated were less competitive than 
their predecessors produced in the origin country of carmakers 
We can go even further in assessing the effects of offshoring policy on 
competitiveness. We can do that, not only for a carmaker taken as a whole, 
but also for some of its models of car. It is possible to compare the models 
of the same segment market, some of them being offshored and the others 
maintained in the home country.  

 Failing to know their respective financial profitability, we can compare 
their sales and market share over ten, twenty years by the case. To do that, 
we have taken the mini city car market segment, also called economic seg-
ment or A segment. This segment is interesting because the models of this 
segment were massively relocated in Central Europe, mainly during the last 
fifteen years.  

The argument of the offshoring of mini city car production was the very 
low margin obtained by the sales of these cars, and so the necessity to 
manufacture them in low-cost countries in order to achieve the minimum of 
profitability.  

All generalist manufacturers, including VW, have moved, at one time or 
another, the production of their mini city cars in Central Europe. The per-
formance of their models, both in terms of sales and market share, not im-
                                                
10 The full statistical tables are downloadable: http://freyssenet.com/?q=node/1906 
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proved, on the contrary, comparatively to the models of competitors or to 
their previous models produced in the origin country.   

There are two possible explanations for this fact: first, by moving at the 
same time, manufacturers have reduced to zero the competitive advantage 
that could be expected offshoring, but at least they have not been complete-
ly eliminated from the race; second possible explanation, the success or 
failure of a model not depends on the labour costs. Is it possible to decide 
between these two explanations? 

Here, we must add to our firm comparison, Fiat, because Fiat long dom-
inated the A segment (mini city car), with the Panda I produced from 1980 
to 2003 in Italy. Nevertheless, it was the first European carmaker to relo-
cate in 1991 the production of a new A segment model in Central Europe, 
the Cinquecento in Poland, followed by the Seicento in 1998, the Panda II 
in 2003 and the Fiat 500 in 2007. Fiat also was the first carmaker to decide 
in 2011 to produce again in Italy a model of A segment: the third genera-
tion of Panda, Panda III. What are the commercial results of these succes-
sive models in their successive location? 

Panda I was a huge success. It was produced an annual average of 
280.000 vehicles over 22 years at the Mirafiori plant, in suburb of Turin, 
and at Termini Imerese, near Palermo in Sicily. Its replacement, Panda II 
was produced an annual average of 220.000 during only 9 years (2003-
2012) at Tichy, near Katowice in Silesia (Poland). Its market share was 
significantly lower than Panda I: 19.7 against 35.2%. Fiat relocated in 2012 
the Panda, third generation, at Pomigliano d'Arco, near Naples. The first 
results were one third inferior at the results at Tichy. In this case, the pro-
duction of Panda did not cease to decrease, both when it was relocated to 
Poland, when it is relocated in Italy. So the location does not explain the 
results. 11 

The Cinquecento was assembled at Tichy plant and sold at 208.000 cop-
ies in annual average during 8 years (1991-1998). The sales of the follow-
ing models, also produced at Tichy, were lower. The Seicento, assembled 
from 1998 to 2010, was sold at 102,000 vehicles, in year average. The Fiat 
500, launched in 2007, has risen to 150,000 in 9 years. Market share annual 

                                                
11The full statistical tables are downloadable: http://freyssenet.com/?q=node/1935  
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average of the successive models followed the same pattern: 15.8 %, 7.2 %, 
11.1 %. 

PSA surpassed Fiat in the second half of the 90s, at the time when it pro-
duced in France its two models of A segment. The Peugeot 106 and Citroën 
Saxo, assembled at Mulhouse plant in the east of France and at Aulnay 
plant in the suburb of Paris, were sold in annual average (14 years) respec-
tively at 206,000 and 201,000 copies, and took 19.6 and 15.6% of market 
share. Their successors, the Peugeot 107 and Citroën C1 relocated in 2005 
at Kolin, near Prague, in Czech Republic, and assembled with the Toyota 
Aygo which is a clone, were sold each in average less than half: at 75,000 
annual average copies until now for each, falling to 6,2% of segment. The 
108, C1 II and Aygo II had only two years. But the level of sales, the se-
cond year, reaches only 67.000 each. 12 

The Renault Twingo I was produced from 1993 at Flins, near Paris, and 
sold at 176.000 copies in average for 13 years, at a level close to Cinque-
cento produced at Tichy for only 8 years. The second generation of Twingo, 
Twingo II, was relocated to Novo Mesto in Slovenia. Its sales were signifi-
cantly worse than the Twingo I: 111.000 in just eight years, that is to say 
65,000 fewer vehicles per year, and above all a market share divided by 
almost three: 5.8% against 15, 6 %. Twingo III, produced also in Novo 
Mesto with the Fortwo and Forfour Smarts of Daimler, of which it shares 
the same platform, is beginning its life with only 96.000 copies the first full 
year, and with 5,6% of market share. 

VW was interested for A segment in late and timidly. He launched the 
production of VW Lupo in 1998 at Wolfsburg plant, in Lower Saxony, and 
at Forest plant in the suburb of Brussels, until 2006. This model has had 
disappointing results (66,102 in annual average). Its successor, the VW Fox 
produced in Brazil partly for European market, was a failure in Europe 
(45.943 sales in annual average). At the end of 2011, VW launched three 
identical models, except for their name and their badge: the VW Up!, The 
Skoda Citigo, the Seat Mii, all produced in Bratislava plant in Slovakia. 
They are, not a great success, but among the best sales.  
 

                                                
12 The full statistical tables are downloadable: http://freyssenet.com/?q=node/1935 
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In summary, we can say:  
1. minima, the location is not the relevant variable to understand the com-
mercial results of the A segment models 
2. but the most frequent, when coexisted models produced in the home 
countries and models produced in low cost countries, the firsts were clearly 
best sold as: Peugeot 106, Citroën Saxo, Twingo I versus Fiat Cinquecento, 
Fiat Seicento. 
3. when a model, produced in the home country, has been replaced by a 
model produced in low-cost countries, it is always the first that was sold 
the best: Fiat Panda I versus Fiat Panda II, PSA 106/Saxo versus PSA 
107/C1, Renault Twingo I versus Renault Twingo II and III, VW Lupo ver-
sus VW Fox. 
4. since the mid-2000s, all our four generalist carmakers produce their A 
segment models in Central Europe, except Fiat for one of these models 
Panda III since 2012. All the sales and the market share of their models de-
clined. This is not due to lower demand in the A segment in Europe the last 
years. Sales have steadily increased from 2003 to 2009. Since, they are 
stagnating.  

The reason is the entrance of other manufacturers in the mini city car 
market. One of them, Hyundaï-Kia, gained 10% of market share in few 
years. The explanation is in what it seems to be the main reason for differ-
ences in competitiveness, we are going to present after have underline a 
last point.  

The location of automobile plants in low costs countries is favourable to 
all, if, in parallel, the automobile demand increases in these countries, 
thank to a large distribution of national income in manner moderately hier-
archized. 

If outsourcing, labour costs reduction and offshoring are not compelling 
reasons for differences in competitiveness… 

 
 
3. What was the real cause of competitiveness difference? 
 
The basic reason seems to be the strategic choices of the three carmakers. 
Up to the present, the volume and diversity strategy of VW was relevant in 
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the main countries where it was located commercially and industrially, and 
its productive model implemented its strategy in a consistent manner.  

PSA pursued the same profit strategy, but since 2006 it broke the right 
balance between volume and diversity, that is the keystone of this strategy. 

Renault hesitated and continues to hesitate between two profit strategies: 
volume and diversity on one hand, innovation and flexibility in other hand. 
Renault privileged the models of classic range by its investments choices, 
while its profits came mainly from its conceptually innovative cars.  
 
3.1. The VW relevant volume and diversity strategy and implemented in a 
consistent manner 
The volume and diversity strategy, invented by GM during the interwar 
period and applied constantly and rigorously by VW since the seventies, 
consists, as you know, to commonalize the non-visible parts of the car and 
to diversify the visible parts, that is to say combining two profit sources: 
the economies of scale and the variety of supply 

This strategy is possible on two macro conditions and requires to be im-
plemented a specific types of product policy, of productive organisation 
and of employment relationship. The two macro-conditions are: an auto-
mobile demand regularly increasing and moderately hierarchized, a polyva-
lent and unionized workforce. The requirements of implementing are a car 
design based on common platforms, an organization able to manage the 
diversity and an employment relationships ensuring increasing and moder-
ately hierarchized wages and benefits. To met these requirements, the 
stakeholders, mainly in this case the management and the unions, have to 
find a compromise on the means to use.  

It is not possible to explain all of that in this paper 13, but we can observe 
that the VW trajectory is a remarkable illustration of this schema. VW has 
managed to find the necessary growth drivers in China, while strengthening 
its corporate governance compromise by increasing production, staffing 
and wages in Germany. 

                                                
13 See, Boyer R., Freyssenet M., The productive models. The conditions of profitability, Pal-
grave Macmillan: Basingstoke, New York, 2002. Boyer R., Freyssenet M., Produktionmodelle, 
Ein e Typologie am Beispiel  der Automobilindustrie, Edition Sigma, Berlin, 2003, 160 p; 
http://freyssenet.com/?q=node/470  
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One of difficulties of volume and diversity strategy is to find the right 
balance between volume and diversity according to the evolution of the 
competition. 
 
3.2. PSA broke the right balance between volume and diversity 
Between 1985 and 2004, it was an effective challenger of Volkswagen as 
you can see on this slide. It reduced the number of its platforms and  in-
creased the diversity of its models in proportion of the realised economies 
of scale. But the means that PSA used to achieve sufficient economies of 
scale (ad hoc cooperation with other manufacturers to produce commercial 
vehicles or engines) has reached its limits in the early 2000s. PSA declined 
then to consider a merger with another manufacturer that would allow them 
to make further economies of scale. It made also, at the same time, errors 
of product policy and governance, especially in China, that prevented from 
developing its production. 

This blocking and mistakes led it to imagine that it would be able to in-
crease its margins going upmarket, as Volkswagen seemed to have done, in 
particular with its subsidiary Audi. 

With one difference however: Volkswagen had not gone upmarket to 
compensate for insufficient economies of scale. At the contrary, it was able 
to go upmarket because it has continued to increase its economies of scale. 
It made that gradually since the early 80s, while PSA tried to do the same 
in less than ten years. 

In summary, PSA has forgotten a basic rule of the volume and diversity 
strategy: keep the right balance between economies of scale and diversity 
of offer.  

The result was an average volume per model and platform respectively 
2.7 and 2.2 times lower than VW. These considerable gaps are sufficient to 
explain why VW was the most competitive up to the present, in spite of the 
fact it is less outsourced and the less offshored, with higher labour costs 14.  

The explanation, that we seek to understand the contradictory facts 
exposed previously, is there, and, we thing, nowhere else. The competi-
tiveness of VW is based on the institutionalized compromise between the 

                                                
14 The full statistical tables are downloadable: http://freyssenet.com/?q=node/1852 
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management, the union and the Land to apply consistently the volume and 
diversity strategy, that is to say to conceive, produce and sale, more and 
more, products sharing the same platforms but different by their aspects 
and their use, including top of the range models.  

When we analysed the A segment in Europe, we saw that Hyundaï-Kia 
took rapidly a significant market share. The low price of its models was not 
due to low wages in Republic of Korea, what is in addition less the case, 
nor to its discount policy, but to its ability to develop the volume and diver-
sity strategy. Indeed, the student has surpassed its master, VW. Hyundai-
Kia has a platform average volume even higher than VW. The success of 
the Korean manufacturer in Europe A segment can be explained by this 
way 15. It offers for A segment market two models, under various names in 
many countries, sharing the same platform. The average platform volume 
of the Kia Picanto and Hyundai i10 is 500.000 vehicles, against 230.000 
for the platforms of A-segment models of PSA/Toyota, and for VW Group. 
 
3.3. Renault did not draw the conclusions of the origin of its profits 
The problem of Renault is not to have forgotten the basic rule of volume 
and diversity strategy as PSA, but to hesitate between this strategy and an-
other the “innovation and flexibility” strategy. This last strategy was in-
vented by Chrysler during the thirty’s and reinvented and developed by 
Honda since the seventies. 

It consists to create and exploit an innovation rent as long is possible, be-
fore to be copied, by proposing conceptually innovative car models to re-
spond to new automobile expectations.  

To be possible, this profit strategy needs two macro-conditions are ful-
filled: first, appearance of new automobile expectations, more frequent 
when the national income distribution is more competitive; second, pres-
ence of individualist and reactive employees. To be implemented, this 
strategy requires the ability to propose new concepts of car commercially 
relevant, to develop highly responsive organisation in all areas, and to en-
courage creativity and reactivity of employees.   

                                                
15 The full statistical tables are downloadable: http://freyssenet.com/?q=node/1832 
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Renault has a tradition, not of proper technical innovation, but of 
conceptual innovation for new uses of the automobile. In the sixties and 
seventies, it launched the Blue Jeans car, the R4, the five doors car, the R 
16, the city car, the R5. But these innovatiions was made into the classic 
range. The novelty from the 80s was the invention of completely new 
vehicles: the MPV Espace, Scenic and Twingo I, the ludospace Kangoo, 
the low-cost vehicles of the Logan family, now the electric vehicle Zoé, the 
ultra low costs vehicles with the Kwid, the B segment SUV: Duster and 
Captur. 

But, the production of Renault increased or remained stable thanks to the 
innovative cars. Ditto, for its profits. The operational margin of its success-
ful innovative cars is above ten per cent, especially and in a surprising way 
the low costs vehicles.  

Despite its results, Renault continues to focus the majority of its human 
and financial investments to develop its classic range, and always dreams 
to global platforms with Nissan. But the global platforms are unsuitable for 
its innovative models. That is why, almost all of Renault's innovative cars 
have been developed in the margins or completely outside the normal 
organization of the design office, on a shoestring.  

The Renault's strategy has been directed to try to make profitable or 
more profitable conventional models, and that in vain. Twingo II and III, 
Clio, Megane, Laguna lost market share in Europe, despite an endless race 
to reduce costs and to relocate of all or part of their production, as we have 
seen. 

The surprising profitability of Logan family vehicles is not due basically 
to the low wages in Romania, or now in Morocco, in Russia, etc., but to an 
innovative way to design and to manufacture cars. One models of Logan 
family, Duster very successfully, could be assembled in France and re-
mained profitable, even more profitable because its production in France 
could satisfy immediately the consumers obliged to wait six to nine months 
to receive their low cost vehicles, because of the lack of capacity in Roma-
nia. So when an innovative model encounters a big success, as Scenic, Lo-
gan, Duster, Renault lacks reactivity. It is not able to provide the consum-
ers without delay.  
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The lack of reactivity when producing "conceptually innovative models" 
is a major strategic error. The profitability of an innovative model indeed, 
as we know, comes from the duration of innovation rent it provides16. Sce-
nic, the first MPV midrange in the world, for example, could be more prof-
itable than it was, if it was not quickly copied by Opel and Citroën, Renault 
hesitating to convert the second assembly line of Douai plant to this model 
and to meet demand without delay.  

Recognize the origin of its profits would be a first step towards a durable 
profitability for Renault. 
 
3.4. To conclude on the past…,  
It seems we can say : first, outsourcing, labour costs reduction and 
offshoring did not restore the competitiveness of manufacturers that were 
before insufficiently competitive ; second, the competitiveness of 
enterprises depends primarily on the relevance and coherence of their profit 
strategy……  
… and not on any miraculous solutions that are announced periodically, to 
make more competitive the companies: as lean manufacturing,  best 
practices, "disruption", benchmark, service and financial activities, "new 
economy", “new mobility”, factory 3, 4, 5, 6.0 … and so on. These means 
are efficient, only if they contribute tu fulfil the requirements of the chosen 
profit strategy. In other case, they are counterproductive. That is the reason 
why they fail in many case, not because they were misapplied, but because 
they  are inappropriate. 

The relevance, the coherence and the strength of VW strategy don’t de-
pend on a special intelligence of his top managers, since some weeks we 
know that is not the case!…, but on a "company government compromise" 
with IG Metall Union and the Land of Lower Saxony and on its congru-
ence with the German growth mode. The compromise, forcing Volkswagen 
to preserve employment and wages in Germany, forced to implement his 
strategy rigorously, that is to say, to ensure that the expansion of the range 
is accompanied of increasing economies of scale.   

But the success prepares often the difficulties… 

                                                
16 The full statistical tables are downloadable: http://freyssenet.com/?q=node/1837 
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4. And now… 
 
VW is entering in a dark period, as Toyota five years before, for similar 
reasons. Forgotten the foundations of their profitability, even sometimes 
ignoring its origin, fascinated by the prospect of becoming the largest 
manufacturer of all time, the management of these firms led the other 
stakeholders in a crazy run to make and sale all automobile vehicles in any 
place at the highest volume, including by cheating. Purchase Bentley, 
Lamborghini, Ducati, Bugatti, probably also Scania and Man, was not 
congruent with the profit strategy of VW. It is not sure that Porsche gains 
finally to be into VW.  

The new management and new governance of PSA, established after the 
refusal of the Peugeot family in 2013 to inject new capital, said they 
wanted to reduce the number of models and generalize the modular 
platforms. This appears in the little diminution of number of models and 
platforms in 2015. We must wait to see if it is a sustainable commitment. 
Because, in the same time, the management wants to go upmarket. Make 
the two operations, in the same time, are not compatible for PSA. 

The problem of Renault is becoming the problem of CEO. Carlos Ghosn 
imagines becoming the CEO of a global firm without a particular link with 
a country or another. He also tries to push Renault-Nissan among the firsts, 
by take-over carmakers in difficulties. The last attempts in this direction is 
the take-over of Mitsubishi by Nissan. But the previous take-over, that of 
Avtovaz, appears now very expensive and source of permanent losses. 
 
 
5… and in the future 
 
The analysis of the first automobile revolution, that of the adoption and the 
generalization of the petrol engine, suggests that four conditions must be 
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fulfiled to trigger a revolution that appears to be driven by the technical 
progress 17.  
- First:  the crisis of the previous transport system  
- Second: the convergence of technical innovations, often designed in other 
industries, to experiment different solutions:  steam, electricity, petrol 
- Third: the formation of coalitions  of actors to defend one solution or an-
other:  
- Fourth:  finally, the prevalence of one solution     and the adoption of 
macroeconomic policies and regulatory to allow households and businesses 
to purchase automobiles. 

It is possible to say that the first two conditions are already fulfilled. The 
third is on going.  

Three scenarios of transition to cleaner cars and connected  are develop-
ing in parallel: : the scenario of diversity (different powertrains are offered   
depending on continents and carmakers), the scenario of progressivity 
(gradual transition from simple hybrid car to eventually full electric, or fuel 
cells), and the scenario of rupture (direct passage to all electric). VW and 
PSA had opted to the scenario of progressivity, as a matter of fact to a very 
slow progressivity. And Renault-Nissan, to the rupture scenario, by making 
immediately fully electric cars.  

The latest statement of VW and PSA would like to convince us that they 
have completely changed orientation by announcing the launch of 
numerous plug-in or fully electric vehicles by 2025. We must wait to verify 
the seriousness of these commitments. 

That is sure, if the connected EV prevails, the architecture, the 
components and the use of the automobile will change completely and 
quickly, and consequently the automobile industry, its process, its actors 
and employees and its leading countries.  

A new history can begin.  

                                                
17 Freyssenet M.(ed.) The Second Automobile Revolution. Trajectories of the World Car-
makers in the 21st century, Basingstoke and New York: Palgrave Macmillan, 2009, 468p. 
Freyssenet M., The start of a Second Automobile Revolution. Corporate strategies and 
public policies, European Review of Industrial Economics and Policy, n° 3, 


