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COVINI
6	  Wheels	  of	  Passion

Covini's personality, as expressed 
in it's marque values, makes it a 
smooth, powerful and fun drive. 

Covini's values should be enjoyed to 
the full by its exclusive customers 

as well as by its passionate 
employees. 
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Exclusive

Covini is an exclusive brand aimed 
at exclusive people.

Everything about Covini has 
prestige, polished elegance and an 
inspiring presence. A vitality and 
flare that appeals to people seeking 
excellence. 

Wednesday, 6 July 2011



Effortless

Driving a Covini can 
only be effortless.

 Its 4 front wheels 
allow for smooth 
turning and efficient 
breaking, at the same 
t i m e m a x i m i s i n g 
performance and 
adherence.
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Traditional

Covini's Italian heritage makes it 
a timeless car, with impeccable 
design, outstanding performance 
and, of course, Italian passion!
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Tailor Made

Covini is a unique 
expression of each of 
its customers. 

I t s s p i r i t o f 
o r i g i n a l i t y a n d 
innovation make it an 
excellent example of 
i n g e n i o u s a n d 
inventive solutions to 
s a t i s f y e a c h a n d 
e v e r y o n e o f i t s 
exclusive customers. 
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Counterintuitive  

Covini's proportions and 
balance, together with its 
polished elegance and inspiring 
presence, radiate all its authority 
and passion. 

At the same time its ease of 
driving makes it a smooth but 
powerful experience. 
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Eco Luxury

Covini is eco friendly 
luxury, for people 
who don’t forget 
e c o l o g y a n d 
environment.
L u x u r y c a n b e 
ecological, easy and 
a f f o r d a b l e f o r 
people who think of 
other people.
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Social Responsibility  

Exclusivity is not for everyone, 
but Covini wants to be there for 
many.

Covini participates in various 
social responsibility projects and 
will devolve parts of its profits to 
humanitarian causes, ensuring 
the brand goes from exclusive to 
inclusive of all.
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