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“WE CALL HIM MAC,” said Mary Hill- 
Caldwell, referring to the 2018 Macan S she 
and her husband Bill were working on as 
they perspired in the concours preparation 
area at PCA’s sweltering 63rd Parade in Lake 
of the Ozarks. She held a green shop lamp 
in one hand and a cotton cloth, lint-free of 
course, in the other. Bill served as chief SBO 
(spray bottle operator) and follower of or-
ders. They are serious concours contenders. 
“We can detail a coupe and get it ready in 
about 30 minutes,” said Mary. It’s not brag-
ging, just a fact. They know their business.

Mary and Bill hail from Florida’s Sun-
coast Region. A PCA member since 1985, 
Mary’s first Porsche was a 1978 SC. “I bought 
that car, then joined PCA. That was in Min-
nesota—the Nord Stern Region.” A hard-
core German car fan, Mary set her mind 
on a Porsche, and that was that. No BMW, 
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tocrossed a little bit, and did some 
tours, lots of socials, and rallies.” 
Mary and Bill particularly enjoyed 
the Chesapeake Challenge—at that 
time a three-day regional event 
that included a Friday night wel-
come party, a concours on Saturday 
morning, a rally in the afternoon, an 
awards banquet on Saturday night, 
and an autocross on Sunday. A four-
course Porsche extravaganza. 

Over the years, Mary and Bill ac-
quired another Porsche or two—a 
beautiful 1978 Petrol Blue 911 SC 
and a 2012 997.2 Black Edition 
coupe. They also developed a taste 
for European deliveries. Those two 

passions merged in 2016. “Bill and I 
needed a new Porsche fix. In mid-
2016, we decided to take another 
European delivery [this would be 

their third] and a 33-day road trip in 
the fall of 2017. All of our previous 
vehicles were coupes; we had nev-
er owned an SUV or a crossover. In 

no Mercedes-Benz. It had to be a 
Porsche. Period.

Mary hit a home run her first 
time at bat, thanks to a bit of net-
working with an independent shop 
in the Twin Cities. She recalled the 
details: “The shop owner knew I was 
looking for a car. One day, he called 
and said, ‘I have a yellow 911 coupe 
in here. It’s for sale, and when I get 
done with it, it will be totally ready 
to go.’ ”

“The car was originally a Europe-
an delivery car,” added Bill. “Talbot 
Yellow. An early production mod-
el. It came with a factory-installed 
whale tail. The new owner immedi-

ately took it to Max Moritz, the fa-
mous German tuner, who installed 
new ‘jugs’ and pistons and a 3.2-liter 
delivery system. It [Mary’s SC] was 
one of 90 cars in the world that had 
Max Moritz’s 3.2-liter instead of the 
stock 3.0-liter engine.”

Mary continued, “I acquired the 
car in June [1985] and joined PCA 
in August. We moved to Virginia in 
1991 and became members of the 
First Settlers Region, then Potomac, 
and then Chesapeake. They [the 
regions] are all in that geographic 
area. We showed the car [winning 
more than 20 regional and national 
concours first-in-class awards], au-
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reviewing our possible European 
destinations, German bräu-gasthofs 
and French hotels in smaller villag-
es, we decided that a Macan best fit 
our travel needs.”

Mary continued: “After briefly 
considering the Macan GTS, we test 
drove a Macan S.” The S checked all 
the boxes. “I started [the order pro-
cess] in February and signed the pa-
perwork on my Volcano Grey Metal-
lic Macan S in May 2017 for an early 
September Leipzig factory delivery. 
We worked with Suncoast Porsche 
[in Sarasota, Florida] because they 
are very supportive of our club.”

Mary described the European de-

livery experience and the improve-
ments Porsche has made since their 
first factory experience in the ’90s. 
Back then they took delivery in what 
was basically a large parking garage, 
and today it is much more personal-
ized, with the transaction conducted 
by a product expert in a very mod-
ern, gray-tiled private space.

“We picked up Mac on September 
5, 2017, and we were able to go on 
the track. I was out there for about 45 
minutes with a nice young instructor. 
I didn’t drive my Macan but an equiv-
alent car they provided, in my case 
a Macan S. Mac stayed in the garage 
until we were ready to leave.” 

MARY AND BILL toured Europe for 
more than 30 days. Although Euro-
pean delivery customers can choose 
to have their itineraries designed by 
professional agencies such as Por-
sche Travel or coordinated through 
privately owned tour companies, 
Mary and Bill planned their vacation 
themselves. 

“We first became acquainted with 
the travel process through Peter 
Sontag’s Fast Lane Travel Treffens. 
We’ve been on five Treffens. This 
time we stayed in small, gasthaus 
breweries—16 different places. We 
kind of knew what we wanted to 
do. We were up until two or three 

Instant Success
THE MACAN became the darling of the 

Porsche lineup when it debuted at the 

2013 Los Angeles Auto Show. Initial-

ly referred to as the Cajun during its 

early development (a clever blending 

of the words Cayenne and junior), the 

Macan was frequently referred to as 

Porsche’s family sports car. Manage-

ment ultimately chose the name Macan, 

Indonesian for tiger, an obvious nod to 

Porsche’s growing Asian market. 

The Macan didn’t suffer the same 

disdain the Cayenne endured during 

its incubation period, as naysayers had 

by then recovered from the shock of a 

four-door, hatchback Porsche—many af-

ter driving the vehicle, virtually all after 

buying one. 

The Macan hit the sweet spot in the 

premium compact SUV segment along-

side such worthy competitors as the Audi 

Q5, BMW X3, and Mercedes-Benz GLC. 

The Macan was initially offered in two 

flavors. The Macan S featured a twin-tur-

bocharged, 3.0-liter, 340-horsepower 

V-6 engine. The Macan Turbo came with 

a 3.6-liter engine that generated 400 

horsepower. Later, Porsche offered a 

252-hp turbo 2.0-liter inline-four in the 

entry-level Macan, as well as a  GTS ver-

sion that provided, among other niceties, 

360 horsepower, a lower ride height, 

and a more boisterous exhaust note. 

Sadly, at least for fans of the torquey 

Cayenne Diesel, a diesel Macan was not 

offered in the U.S. 

However, the company’s financial 

results since the introduction of the Ma-

can speak loudest. Revenue and profits 

increased by 25% in 2015, and Porsche 

sold 225,000 cars worldwide—reaching 

the company’s goal of 200,000 sales 

three years ahead of schedule. —DM
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o’clock several mornings to plan  
how much we wanted to drive each 
day.” And drive they did, clocking 
nearly 3,600 miles through Germa-
ny, Belgium, and France. 

All good things eventually come 
to an end. “There are about 12 lo-
cations in Europe where you can 
drop off your car,” said Bill. “If you 
return it to the factory there is no 
additional charge. Leaving your car 
there is easy; it’s virtually a 24-hour, 
seven-day operation. Other locations 
can cost from 300 to 1,000 euros.”

Mary continued, “We have driv-
en Mac for well over a year now, 
adding another 6,000 miles. It has 
inched its way into our household 

and garage with its Porsche driving 
manners and overall utility. Another 
winning point was vehicle familiari-
ty; the Macan’s cockpit setup is very 
similar to our Black Edition Coupe.”

HOWEVER, WHEN IT comes to con-
cours, the Macan S presented a 
different set of challenges from the 
coupes they were accustomed to 
prepping. “Our biggest complaint 
is the fuzzy fiberboard material that 
lines the inner fender wells,” said 
Bill. “It is so hard to clean and keep 
that way. I would have paid extra to 
have hard plastic fender liners.” But 
as true professionals in the world of 
concours competition, Bill and Mary 

overcame those fuzzy fiberboard 
fragments and filaments. They 
achieved a first in class (PP15F) at 
the 2018 Parade with 243.4 points. 

How does the Macan fit into 
Porsche’s overall marketing plan? 
Besides being the perfect gro-
cery-getter, it serves as a natural 
segue into the sports car scene. 
“Other than perhaps an older, pre-
viously owned Carrera, Boxster, 
or Cayman, I think the Macan is a 
perfect entry-level car,” replied Bill. 
“With it, families can enjoy the wide 
variety of activities PCA offers.” 
“Our Macan is everything we ex-
pected,” concluded Mary. “And best 
of all, it is a hoot to drive.”  

European Delivery
FIRST, SOME HISTORY: For as long as there has been a Porsche 

factory, there have been Porsche factory deliveries. An archi-

val photo taken in 1950 shows a buyer taking the keys to a 

new coupe while celebrating with a glass of champagne. As 

with other European car companies, Porsche likely formalized 

its factory delivery program in the mid-1960s. 

As PCA morphed from what was euphemistically referred to 

as “the gripe group” into a growing, multi-region, multi-state 

organization, members searched for creative activities in which 

to enjoy their cars and on which to spend their money. The first 

Porsche Parade, held at the Washingtonian Motel in Gaithers-

burg, Maryland in 1956, checked both boxes.

In 1958, Bill Sholar, one of the 12 original PCA disciples, 

came up with another great idea—an en masse European hol-

iday that included a Porsche factory tour. Members could pick 

up their fresh-off-the-assembly-line Porsches and buzz the 

countryside, take in the sights, drink beer, eat sauerbraten, and 

take foolish chances on the autobahn. Eighty-one PCA members 

comprised that first Treffen. More than a few picked up new 

Porsches while there. 

During those very early years, itineraries were loose, lead-

ership was “less focused,” and organization was frequently 

left to one’s imagination. Enter Peter Sontag, founder and 

godfather of Fast Lane Travel. Born in Austria, Peter moved to 

the United States as a teenager. With an MBA in finance from 

Columbia University, an enduring love for European culture, 

and a fluency in German, Peter decided to carve a niche in the 

travel industry. 

He began escorting Porsche enthusiasts around Europe in 

1975. Factory tours, great driving roads, and haute cuisine set 

the standard for Porsche enthusiasts wanting something spe-

cial. The high-water mark?  In October 1983, 139 participants 

picked up 87 Porsches. “We had them lined up in Ludwigsburg 

for delivery and had to hire a crane so that a photographer 

could take an aerial picture of the whole group,” recalled Peter. 

The Sontag name became synonymous with Treffens, factory 
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tours, and European Porsche deliveries.

With passing years came challenges: political bickering, 

territorialism, turf protection, and competition. Yet those chal-

lenges led to changes for the better. Early on, U.S. dealers re-

linquished an allocation if one of their customers chose factory 

delivery. This out-of-pocket experience soured many dealer-

ships on the factory delivery. Why encourage customers to visit 

the motherland for a Porsche when it meant a lost sale from 

their inventory? 

Next, Porsche elected to charge the customer up to $4,200 

for the warm glow of a factory delivery experience. There is 

no doubt that it was a unique experience that would provide 

lasting memories, but Porsche’s European competitors were 

providing discounts of between five and seven percent of the 

new car’s price for European delivery.

Finally, in 2012, Porsche reconfigured its program, bringing 

it in line with Audi, BMW, Mercedes-Benz, and Volvo. Cost for 

the factory delivery would be borne, sort of, by the originating 

dealer. More on that later.

THE CURRENT PROGRAM: The Porsche European Delivery 

Program now offers customers more choices along with a 

chance to make special memories. For one thing, customers 

have their car delivered in either Zuffenhausen or Leipzig. Each 

factory offers its own sensory overload. Zuffenhausen com-

bines Porsche’s storied past with ultramodern manufacturing 

processes. All 911s are built at Zuffenhausen, as well as en-

gines for all models. Leipzig, home to the Macan and Panamera 

as well as an FIA-certified Porsche on-road circuit, blends state-

of-the-art with state-of-mind. 

The most important thing to know is that you should place 

your order and lock it in at least 12 weeks (three months) prior 

to your desired delivery date. Indecision and procrastination 

are not your friends. Dealers work with allocations, and popu-

lar models and prime delivery dates go quickly. 

The best place to start is with your favorite dealer. That 

dealer may have an allocation that meets your needs, or they 

can trade for one. However, a buyer can contact any dealer in 

search of a specific allocation. Some dealers have greater ac-

cess and more allocations than others. And when your Porsche 

ultimately arrives stateside, it can be shipped hassle-free to 

your location.

Back in the old days, customers had to ante up an additional 

$10,000 for the Value Added Tax (VAT), a form of insurance 

that the car would actually come to the States and not linger 

forever in Europe—or be sold before it hit U.S. shores. The VAT 

would be refunded to the buyer once the car arrived stateside. 

The good news is that VAT is no longer collected by most deal-

ers, who trust their customers not to pull any shenanigans. 

Any method of payment works for European delivery as 

long as it is paid to the dealer beforehand. Once paid, the deal-

er provides the buyer with the Monroney label, which serves as 

proof of ownership. That label is ultimately given to a factory 

representative prior to delivery.

Remember that I mentioned the origin dealer (sort of) bears 

the cost of a European delivery? Well, there is no such thing 

as a free schnitzel. That money comes from somewhere, and 

basically that somewhere is your pocket. Or, more accurately, 

the margin. One negotiates the final price of an ED, just as 

one negotiates the final price of a domestic delivery. But if the 

dealer has already paid, say, $3,000 for your ED, there is less 

margin, or no margin, on which to negotiate. Additionally, the 

dealer gets a replacement allocation for the ED. End result: 

Everyone is happy.

The Porsche European Delivery Program is comprehensive, 

but it is not a travel agency. Jamie Dillon, Porsche’s Delivery 

Programs Manager based in Atlanta, can explain in detail the 

purchase process, the delivery process, the insurance process, 

passport and driver license requirements, etc., but cannot plan 

your European holiday. That is the bailiwick of Porsche Travel 

Experience (experience.porsche.com/en/travel) or private com-

panies such as Fast Lane Travel or Autobahn Adventures. Or, 

like Mary and Bill, you can create your own itinerary. —DM
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Nothing is more 

exhilarating than 

driving a new 

Porsche on twisty 

European roads. 

It is a highlight 

of Porsche’s 

European Delivery 

Program. Whether 

participants plan 

their own trip or 

opt to join a tour 

group, the end 

result is the same. 

Awesomeness.
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