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The car - once everybody's dream and a key status symbol in most
countries and cultures - has been extensively questioned in the last
decades and in the last few years particularly. Urbanisation, traffic
congestion, pollution problems, heavy reliance on scarce oil supplies,
safety issues and ever-growing competition, have all provided
significant business challenges for the automobile industry. Many car
manufacturers have had to fundamentally rethink their design, brand
and marketing strategies to thrive in a savvy, consumer-led culture,
and markets that are becoming increasingly restrictive i



