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While waiting for the coff ee to be 
brought into the offi  ces at Midas’s 
headquarters just off  the OR Tambo 
Airport freeway, Stefan le Roux ex-
plains his business card designation 
as complex, clarifying that “I just 
have a whole bunch of divisions that 
I manage. I’m the marketing director, 
and I run leisure products and motor-
cycle parts and accessories.”

We chat about Midas’ involve-
ment in Classic Car racing spon-
sorship and Stefan explains that 
the fairly low-key sponsorship 
with the historic racers suits the 
group. “We won’t want to be a mega 
sponsor like we used to be, when 
we sponsored Production Cars, it 
cost us a fortune and we eventually 
pulled out.

“We need to have some presence 
in racing, because that’s our busi-
ness, we sell parts and accessories. 
Apart from the classics, we spon-
sor the Midas 1600 cc single-seaters, 
and we sponsor some individual 
cars. In Historics we have some of 
our franchisees racing and we also 
have a guy doing spinning in a Midas 
car. Our sponsorship strategy is to 
make things more accessible to the 
moms and pops. We also sponsor a 
fi shing series on TV, because when 
you fl ick the channels you need to 
see the Midas name. Th e brand is 
very strong.”
Auto Live: Are you still the biggest 

player in the aft ermarket parts 
and accessory business?

Stef an le Roux: Yes we are, by far.

AL:  What about groups like 
Autozone?

SLR:  Autozone is there, they are 
good competitors to have. 
Th ey did a management buy-
out a few years ago and I think 
they are still internally fo-
cussed. You have to be, we did 
a similar thing in 2000 and we 
had to go through the same 
process.

AL:  We believe Midas has become 
quite diverse in what it owns 
these days.

SLR:  Yes. One of the companies 
we own is Associated Diesel 
Company. We do repairs on 
the OE diesel pump brands 
in many of the diesel engines 
available locally. It’s a good 
business to be in, due to the 
problems with our diesel fuel 
quality from the high sulphur 
content, and vehicles work 
hard in our country. We don’t 
have public transport the way 
you have in Europe.

AL:  In terms of going forward, is 
Midas remodelling its core 
business, in terms of the per-
vasiveness of full maintenance 
contracts regarding new cars 
and LCVs?

SLR:  We understand the full main-
tenance side. Many compa-
nies are pushing it towards 
fi ve years now but the average 

And Now For The Next 30 Years
An an intriguing interview with Midas’s Marketing Director Stefan le Roux, as the 
motor spares and accessories group celebrates 30 years of South African success.

Midas’s Stefan le Roux.
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Editor’s Note
It is interesting that the Jaguar 
F-Type was chosen as a fi nalist 
for the 2014 Car of the Year, the 
nine fi nalists being announced at 
the Johannesburg International 
Motor Show a few weeks ago. 
Jaguar was reportedly hesitant 
to have its new sports car made 
available as a fi nalist, because 
there is a very real cost factor to 
preparing cars for the evalua-
tion days in January in 2014, as a number of examples have to be 
test-driven by a bunch of eager journalists. Considering that the 
model chosen comes in at just under R1-million, that represents 
no mean investment. Also, Jaguar feel that as a sports car (the 
Porsche Boxter), was the winner last year, they probably will suf-
fer a bit of a back-lash when the fi nal voting is done in January.

On the other hand, it is a real honour that Jaguar have a car 
in the fi nals, something that hasn’t happened for many years. Th e 
last Jag I recall being in the fi nals was the retro-styled  S-Type, 
well over a decade ago.

Th e F-Type’s claim to worthiness as a COTY contender has 
been born out by the remarkable sales fi gures recorded by the car 
since it went on sale about four months ago. In September it sold 
over 50 examples and it followed this up in October with 42 sales, 
only being bested in the sports car class by the much cheaper 
Toyota 86.

In an interesting interview with Jaguar Land Rover’s market-
ing head Phil Popham in this issue, he replied to a question that 
with the F-Type, Jaguar won’t make the mistake of under-estimat-
ing the demand for this car, as the company had done with the 
runaway success of the Evoque.

As far as choosing it for Car of the Year is concerned, I tend to 
lean towards more modest cars, but if there was a category for “the 
biggest surprise in terms of  overall excellence at a realistic price”, 
then the Jag would be in with a huge shout. Come to think of it, 
isn’t pretty much for the credo of the Car of the Year competition 
is all about?

Stuart Johnston,
Editor
stujohn@autolive.co.za
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BY ROGER HOUGHTON

Africa now forms an important aspect 
of the global strategy for all interna-
tional players in the automotive indus-
try, according to the CEO of the Ford 
Motor Company of Southern Africa, Jeff  
Nemeth, addressing a media briefi ng in 
Johannesburg recently.

“Global players need a  presence 
in Africa,” said the genial senior 
executive.”Th ere is a changing face of mo-
bility in emerging markets and Africa is 
increasingly attractive as a continent on 
which to do business. It is the youngest 
continent in terms of the age of its popual-
rion, which is currently 19 years, so there is 
huge growth potential.”

He said that the mobility solutions 
would not only be in the form of company 
or privately owned vehicles, but would 
probably extend to concepts such as car-
sharing and other initiatives.

Nemeth said there was rapid growth 
in the size of the so-called middle class 
in Africa, which is expected to grow from 
the current 355-million people (34% of the 
population) to 1.1-billion people (42% of 
the population) in 2060. In terms of land 
area Africa is larger than China, India, 
Japan, the US and all of Europe combined 
so the potential for economic growth is 
enormous.

Th e Ford CEO said that South Africa 
was among the 50 fastest growing econo-
mies in the world since 2005 and its 
share of business in Sub-Saharan Africa 
amounts to more than 30%, which is larger 
than that of any other country.

He added that Gauteng, which was re-
sponsible for about 65% or vehicles sales in 
SA, was primed for growth with a number 
of high potential private-public partner-
ships adding momentum. 

Nemeth said that there was a large 
jump in the number of families catego-
rised as middle class in the region, which 
signifi ed substantial growth potential in 
the future.

Th e Ford SA senior executive said that 
the One Ford strategy which runs through 
all the company’s global operations was 

bearing fruit and the third quarter of 2013 
had seen Ford turn a profi t for the 17th 
consecutive quarter. At least 15 new prod-
ucts will be launched globally before the 
end of the decade, with fi ve new models 
having been introduced to the SA market 
this year.

Th e One Ford programme, which has 
transformed the product line-up ,as well as 
the shift  in markets, with China now be-
ing the biggest in the world, had resulted in 
Ford having to realign its manufacturing 
operations, which has seen three plants be-
ing closed in Europe, while seven new fa-
cilities are under construction in the Asia 
Pacifi c region.

Two important milestones were cel-
ebrated by the Ford Motor Company of 
Southern Africa recently: the produc-
tion of the 3 000 000th vehicle in SA – a 
Ranger pickup built at its Silverton plant 
– and the production of the 100 000th new 
generation, Duratorq  diesel engine at the 
Struandale Engine Plant in Port Elizabeth. 

Th is latter plant has produced a total 
of almost 3 000 000 engines since it started 
operations in 1964. Struandale will soon 
start its fi rst shipments of the Duratorq en-
gines to Ford’s Kansas City plant in the US 
for installation in Transit vans and buses.

Th e Struandale plant is currently run-
ning seven days a week, with three shift s 
from Monday to Saturday and 2.5 shift s 
on Sunday when maintenance also takes 
place. Th e assembly plant in Silverton is 
running two shift s, with more than 50% of 
the vehicles produced destined for export.

Nemeth took the opportunity to plead 
to the authorities for improved logistics, 
particularly in terms of clearing vehicles 
and components at the ports where there 
were sometimes delays of up to 15 days, 
which impacted on local vehicle sales, 
manufacturing and exports.

Ford is having an outstanding year 
in SA with sales up 38.6% year-to-date 
compared to 6.3% for the overall motor 
industry. Ranger is the star in the fi rma-
ment with year-on-year growth of 39%, 
while the newly launched EcoSport is 
already the leader in its segment of the 
crossover market. ■

“Global Players Need Presence 
In Africa” – Ford CEO
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contract is about three to four years. In a 
three and a half to four year market let’s say 
there are a million vehicles still under main-
tenance, but there are six million still outside 
of that window. So we are comfortable that 
every year, once the contracts have run out, 
those vehicles come into our market.

 As far as Midas outlets go, we cater for 
those six and a half million vehicles, which is 
a fi gure measured in 2009 and it is growing. 
Th e guys are spending more money as they 
go out of maintenance. Whilst it is a threat, 
and I think the OEMs have done very well in 
trying to keep those customers in their fold 
for that period, I believe we probably get sixty 
per cent of those vehicles coming to us once 
they are outside of warranty.

AL:  You say coming to you. Do you mean buying 
spares from your outlets?

SLR:  Well, they either buy spares from us, own-
ers becoming DIYs, or they buy their service 
from an alternate service centre. We also own 
our service centre company, ACD, which has 
55 outlets across the country. As Midas we 
supply quality products to them and others.

 Also, consumers are getting smarter. 
Information is a wonderful thing, sometimes 
good and bad, and you have to adapt to it. Th e 
average consumer understands today that the 
fi lter we sell is actually the Original Equipment 
fi lter. Th e OEMS brand those fi lters as their 
own, but actually the people that make the 
parts are the original part-manufacturers. 
For instance, GUD or Fram, or Champion or 
NGK, when it comes to spark plugs.

AL:  But in your range, you sell varying qualities 
of parts, not so?

SLR:  Yes. We have to two levels in the market 
that we accommodate. We have the top end, 
the OE products and they are obviously at a 
price premium. Th en we have one level down 
and this is the supply of quality products to 
a guy that only has R10 in his pocket, fi gura-
tively speaking.

 Th ese products we market sometimes un-
der our own Motopart branding or Arrow 
branding. Th ose are our top branded items. 
We guarantee the quality, we send them out 
for testing at various laboratories and so 
forth. We get these parts from all over, Brazil, 
China, Taiwan, Japan, locally, you name it.

AL:  What about local parts suppliers, who pro-
duce for our OEMS manufacturing vehicles 
here?

SLR:  Th at’s our fi rst choice, because we are a 
South African based business, however the 
local suppliers cannot always accommodate 

all of our requirements and this is when we 
source form overseas suppliers.

 For instance, we deal with Bosch. Th ey 
manufacturer a lot of their own product 
but they also buy out. Yet they don’t have 
the full range of alternators, so for exam-
ple we will have to source alternators from 
Japan, Malaysia, wherever, which we brand, 
give a guarantee and get it out into the 
market place.

AL:  What branding to you use?
SLR:  It depends. Electrical components tend to be 

under the Arrow brand, mechanical prod-
ucts are branded as Motopart. Th ese are 
both very established brands, amongst the 
biggest in the spares game here, but we don’t 
make a big song and dance about them.

AL:  Why is that?

continued on next page 
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SLR:  We’ve had a policy of operating below the 
radar, because that has allowed us to grow 
properly. We’ve never set out to become the 
spokespeople for the industry, that sort of 
thing. I think the philosophy has been if we 
focus on our job, we will become the biggest 
and the greatest. So we use our service, get-
ting the right product to the right people at 
the right time, as a means to position our-
selves in the market. We sit on R400-million 
worth of inventory and we have to get it out 
to our customers on a daily basis.

AL:  You have coverage throughout the country. 
Your outlets are franchised, not so?

SLR:  We have diff erent entities. We have Orange 
Midas and Blue Midas. Orange Midas is our 
retail brand; we have 300 outlets around the 
country, of which 280 are franchised. Th is is 
the company that is now 30 years old.
 Now, Midas Group, the blue group is fi rstly 
a distribution business. We have nine ware-
houses for passenger vehicle parts around the 
country. Th en we have three warehouses for 
motorcycle parts, fi ve warehouses for medi-
um commercial parts and one warehouse for 
heavy duty parts. From these, we sell to about 
6 000 clients. We bring product in through 
Durban Harbour, and then transport from 
there to the major centres. And then we have 
small vehicles that service areas from those 
distribution centres, up to eight times a day.
 So we don’t count our franchise turnover 
as essentially part of our business. We focus 

on what turnover we do out of our distribu-
tion centres.
But we run diff erent franchise groups as a 
marketing tool. It helps us to advertise, we 
can get loyalty, they buy product from us 
rather than somebody else and we get con-
sumers into their business.
If we can make them wealthy, then they will 
make us wealthy. And from 1983 that’s being 
the founding principal of our business. To 
protect the independent against the big boys.

AL:  So who owns Midas?
SLR:  Th e Midas Group is owned, 75 per cent by 

Imperial. Some 10 per cent is owned by fran-
chisees and 15 per cent is owned by staff .

AL:  How did this come about?
SLR:  We, Midas management, bought the com-

pany in 2000 and we delisted it. We then re-
alised we couldn’t grow the business without 
a cheque book. General Motors in America 
fi rst bought a stake, but it wasn’t a good fi t 
and in 2008 we bought it back. In 2009 
Imperial bought into the group.

AL:  Was this to give you the muscle to buy quan-
tities of stock at a good price?

SLR:  Not so much that, because we are a cash-
fl ush company. But if anything goes wrong 
or if you want to expand you need a big 
brother. For instance, we are building a facil-
ity now for R230-million. For this develop-
ment we can use money from Imperial, and 
use our money to buy stock. It’s a good fi t for 
us. We are comfortable with Imperial, they 
run a federal system, with certain central-
ised strategies. Th ey push us in fact, in areas 
of expansion, rather than being restrictive.

AL:   So what’s next?
SLR:  We are expanding into Africa. We already 

have a presence in Namibia, Zimbabwe, 
Botswana, Swaziland and Lesotho. But we 
are doing this cautiously where it makes 
business sense and where we can maintain 
the right levels of service.

AL:  What has traditionally been your approach 
to advertising?

SLR:  We spend a lot on advertising. And it’s 
worked for us. Even in the hard times, we 
spend on advertising. A recent survey, done 
by Peppercorn, came up with a fi gure that 
said some 84 per cent of people answered 
“Midas” when asked where they would buy 
parts and accessories. I’m sure the likes of 
Vodacom would love to have a brand aware-
ness fi gure in that region.
 Of course we have to be careful we don’t 
get too content, arrogant. We have to keep on 
focussing on our core principles, which is de-
livering on our promises. ■

 continued from previous page
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BY STUART JOHNSTON

Graham Noonan has had many decades of experi-
ence in the lubricants fi eld, having worked for BP 
in the 1980s before moving over to Castrol in 2001. 
Graham is also well-known in the sporting fi eld, 
having played rugby for Northern Transvaal and 
Transvaal in his younger days, a team now known, 
of course, as the Blue Bulls and Lions. AutoLive in-
terviewed him at Castrol’s South African head of-
fi ce in Parktown recently.
Auto Live: Could you give us a brief overview of 

how Castrol approaches business in South 
Africa, and indeed, in Africa today?

Grah am Noonan: Castrol has four main chan-
nels: OEMs & their franchised workshops with 
Global partnerships with BMW, VW, Audi, 
Ford, Volvo, Jaguar, Land Rover and recently 
Honda in Europe. As part of our OEM busi-
ness, we also focus on the commercial vehi-
cle market and hold global partnerships with 
MAN and Tata. Our High Street business fo-
cussing on servicing the consumer, independ-
ent workshops and lubricant sales at BP service 
stations. We also play in the mining sector, fo-
cussing on many aspects of the mining indus-
try, and our fourth business stream refers to 
the distributors, which are independent busi-
nesses, which we have established. Th ey repre-
sent the Castrol brand in the market place and 
in addition service some of the Castrol direct 
business. Th ese distributors become entrepre-
neurs in their own right and generate employ-
ment in their communities. Our business in 
the rest of Africa is run from South Africa. We 
see signifi cant growth opportunities outside of 
South Africa and we have well established dis-
tributors representing our brands.

AL:  Is that sub-Saharan Africa you are referring to?
GN:  No, the whole of Africa. We distribute prod-

ucts for Africa from South Africa, Europe and 
the Middle East. Our blend plant in Durban 
supplies a signifi cant volume of our Total 
Africa business.

AL:  Your blend plant in Durban, is that a wholly-
owned Castrol venture?

GN:  Th at’s a joint venture with Shell. It’s an 

independently-run business, under the name 
Blendcor, and we own 50 per cent of the plant.
 If you look at the Castrol brand, you talk 
market share, and yes, that’s obviously im-
portant. But the Castrol business is all about 
value share. Lubricants are one thing, but it’s 
the value-add that we bring to the customer 
that’s important.

AL:  Could you explain what that means?
GN:  Our approach is very focused on delivering 

value over and above the lubricant product. If 
you take mining for example, we off er a ser-
vice called Optival that is about supporting 
the customer in managing their total hydro-
carbon on a mine. We also work with the 
mine management to identify and implement 
initiatives which will improve maintenance 
and down time of equipment. Likewise, we 
work with OEM’s and Franchise dealers on 
programmes aimed at improving customer 
service through our Red Carpet training.

AL:  What is your reach as far as OEM motor com-
panies is concerned?

GN:  We have what we call Global strategic rela-
tionships, with a large number of OEM’s. 
Th ese Global relationships are important to 
us in the context of our relationship with the 
Franchise dealerships in South Africa. In ad-
dition we also have established local relation-
ships with OEMs like Toyota, General Motors 
and Hyundai. We also sponsor the rally and 
off -road teams of Ford and Toyota and have 
recently established a sponsorship agreement 
with Mini for their track team.

AL:  Do the new cars supplied by these manufac-
turers arrive at the owner’s home, or business, 
with Castrol oil in the sump?

GN:  Many of these strategic accounts includes 
fi rst fi ll and depending where the engines 
are made and who the OEM is, a signifi cant 
amount of the engines fi tted to cars on sale 
here locally have Castrol in the engine as the 
fi rst fi ll. Naturally we then supply the oil for 
the fi rst and subsequent services. In the OEM 
workshops, we off er quality lubricants, but 
also extending that off er with our Professional 
Programmes like Red Carpet, which is about 
going into the workshops and training the 
personnel, and seeing how we can improve 
the customer experience in a workshop.
 We are selling a brand that we consider to 
be premium, and therefore we want the ser-
vice to be premium.

AL:  Does Castrol assist with providing various 
types of equipment?

GN:  We do. We provide the OEM franchised 
workshop with oil storage and dispensing 
equipment as well as oil management systems 
which enables cleaner and safer handling of 
our products in the workshop.

AL:  You are positioned as a premium lubricant 
supplier, with products like Castrol Edge.

GN:  Th ere is obviously lots of focus on our Edge 
range as it is our focus brand and endorsed 
by our partner OEMs. However, if you look 
at the South African market, it is still not an 
Edge market, because Edge is a synthetic lu-
bricant. Europe is an established synthetic 
market. Th e South African market is still 
trading around the GTX and Magnatec 
ranges. Th is is driven mainly by fuel qual-
ity here and the age of our vehicle car park. 
And that applies even more to the African 
market.

AL:  Some of the older engines, I believe, are not 
suited to the modern synthetic oils.

GN:  If you look at our modern day consumer, 
with the advent of maintenance plans, many 
of them aren’t even aware what sort of oil is 
being used in the engines of their cars. Th e 
manufacturer recommends a specifi c oil that 
will deliver the required lubrication and pro-
tection specifi c to that model. It is therefore 
important that consumers adhere to this rec-
ommendation. We are working hard on com-
municating with the consumer to be aware of 
what oils are used in their cars.

AL:  How does your range of oils relate to the vari-
ous levels of lubricants out there?

GN:  We go from our mineral range, which is 
GTX, to semi-synthetic, which is Magnatec, 
to Edge, which is synthetic. A lot of South 
African OEMs are moving to Edge, the pure 
synthetic oil.

AL:  Do you negotiate with the OEMs directly, and 
not with individual franchises?

GN:  It is a mix of both engaging the OEM as well 
as the major motor groups and independent 
dealers. Th ere are many key stakeholders in 
the automotive industry and we cannot en-
gage only one player.

AL:  If one pulls into a fuel station, is it still possible 
to order a Castrol oil top-up, as it was in the 
old days?

GN:  Yes it is, our product is available at all BP 
fuel stations. Unfortunately, in the old days 
you had your oils displayed on the forecourt. 
Nowadays the oils are kept in the shop inside. 
We are trying to change that, bring the oil 
back out onto the forecourt. ■

Interview: Graham Noonan, 
Castrol’s Sales Director, Africa

Graham Noonan of Castrol South Africa.
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Q:  Castrol is known as the enthusiasts’ oil brand. 
We were reading an Autosport from 1953 re-
cently and there was an ad in there already 
publicising its motorsport achievements book-
let! And yet, Castrol is very much the choice of 
OEMs according to your company profi le. Can 
you expand on that?

A:  I think the two go hand in hand. Castrol is a 
technology leader and we are all about innova-
tion and pioneering, so the motorsport spon-
sorship side of our business is the spin-off  or 
fi nal tier in the business model. We co-engineer 
products with our OEM partners, provide the 
fi rst fi ll to these OEM plants, which is then sup-
ported with a product in the aft ermarket (either 
in the OEM workshops or as a product available 
in retail outlets i.e. Midas). All of this technol-
ogy and co-engineering is well demonstrated in 
motorsport and therefore it is by choice that we 
support motorsport as it showcases the product 
performance under extreme circumstances and 
in a very relevant market/ segment.

Q:  What about the enthusiast, the petrolhead? 
How important is that to your marketing strat-
egy, your image-building?

A:  Th e so-called petrolhead is extremely impor-
tant, we see ourselves as a premium brand of-
fering the best lubricants for the most advanced 
engines of today. Th e petrolhead plays perfectly 
into that mind-set as they are the trendsetters, 
infl uencers and also will pay a premium for the 
best product for their vehicles. An important 
channel for reaching these guys is motorsports 
as well as things like land speed records. Th at 
said we have diff erent products to meet diff erent 
vehicle engine technologies.

 ■ Castrol GTX is a mineral based oil and is 
for older, “simpler” vehicles. Th is is very 
much a heritage brand for South Africa 
from the Boet and Swaer ads and much 
loved

 ■ Castrol Magnatec is a semi-synthetic oil, 
off ering more sophisticated protection 
with intelligent molecules that cling to 
your engine parts, off ering protection 
from the moment you turn the key. Th is 
product has huge affi  liation with the 
“guardian” consumer, your family man 
where protecting and caring for what 
they have is important.

 ■ Castrol Edge is our fl agship product and 
is fully synthetic. Th is is the product 
used in all motorsports and other 
sponsorship. Th is is also the product we 
do co-engineering on and which carries 
our OEM recommendations. We are on 
the verge of a new product launch, it will 

be launched at the Geneva motor show 
and in the CERN globe. It is also the 1st 
lubricant that is certifi ed carbon neutral 
and in line with supporting our OEM 
agenda for cleaner more effi  cient vehicles

Q:  With oil changes now going up to 20 000 km 
between services, what has this meant for the 
development of oils in terms of their longevity? 
What has Castrol done to achieve this longevity, 
and what can the private motorist do to ensure 
his car’s oil stays in tip top condition. Regular 
oil changes? More frequent oil changes?

A:  Th at is exactly why oils have developed from 
mineral to synthetic, not only are intervals 
increasing but the pressures in engines have 
increased 1 000 fold and oils had to keep pace 
with these developments. It is IMPERATIVE 
that motorists adhere to their OEM recom-
mendation of lubricant and ensure that they 
not only service but also top-up with the right 
oil. Th is is sometimes diffi  cult for consumers 
as the owner’s manual stipulate the technical 

specifi cation, i.e. ACEA or API specs and the 
consumer cannot translate this to a specifi c 
product. If they are unsure, they can go to the 
Castrol Oil Chooser on our website or speak to 
their dealership.

Q:  Regarding OEM ratifi cation, what sort of 
tests do oils have to pass before getting such 
approval?

A:  Th ere are a few tests, there are industry standard 
test like ACEA (European) and API (American) 
tests that all lubricants have to meet and then 
we have OEM specifi c tests, i.e. LL04 which is a 
BMW specifi c specifi cation. We have a state-of-
the-art testing facility in Bangbourne, England 
where we run all sorts of tests on engines. So in 
the BMW example, we will get a BMW engine 
and run it on our products for a specifi c period/ 
km range with diagnostics “hooked” onto the 
engine – a bit like a patient in ICU. Th ese re-
sults are sent to BMW and they verify that these 
tests meet their minimum standards and the 
endorsement is approved. Th is is an oversimpli-
fi ed version of the process…

Q:  How big is the SA oil market and what share 
does Castrol enjoy of this market. OEM and 
aft ermarket?

A:  Total market is about 348 million litres but in-
clude manufacturing and mining. If we look at 
automotive, the market is about a 102 million 
litres per annum. Castrol is a key player in the 
automotive sector. ■

Castrol Q&A

Castrol has been a world-wide supporter of motorsport for over six decades. This is 
Johnny Gemmel and Carolyn Swan in their Toyota Yaris.

It is IMPERATIVE that motorists 
adhere to their OEM recommenda-

tion of lubricant and ensure 
that they not only service but 
also top-up with the right oil.
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Auto Live: We believe your role recently changed 
within the company?

Phil  Popham: Yes, I’m Group Marketing Direct-
or. I head up product planning, as well as a bit 
of marketing. We did have two global brand 
directors and now we’ve merged the Jaguar 
and Land Rover roles into one.

AL:  Is this a general move, to have senior staff ers 
working across both brands now?

PP:  We have a lot of dedicated people to each 
brand, to retain the brand DNA, but due to 
the speed with which we are growing, we need 
to make sure that we benefi t from synergies 

between the two brands, especially as we are 
growing our dealership body, globally, from 
2 600 dealers to 3 100 dealers within the 
next three years. All these new dealers will 
be Jaguar Land Rover dealers. Th ere are still 
distinct areas in there, but having the two 
brands together allowed us to be in cities that 
we wouldn’t have been able to, if we had the 
dealerships separate.
 If I give you an example of China, we’ve 
been in the country about eight years, we’ve 
now got about 120 dealers, and in the next 
two years we’ll grow that to 240. And there 

are still many cities where we don’t have a 
presence, in China. We could only do that as 
Jaguar Land Rover together.

AL:  Jaguar Land Rover’s huge success over the past 
few years, what do you attribute this to?

PP:  We’ve been around for 65 years, so we are 
not doing anything that’s all new. But I think 
the way we are perceived, the exponential 
growth is down to two things. Th e one is 
product, an aggressive product drive with a 
huge investment in new products, building 

AutoLive was lucky to get an exclusive interview with Phil Popham, Group Marketing Director for Jaguar Land 
Rover at the Johannesburg International Motor Show. Filling a key role in one of the world’s most exciting car 
companies , Popham also spent time in South Africa during an earlier part of his career with the company.

Interview: Phil Popham Group Marketing 
Director for Jaguar Land-Rover

continued on next page 

Phil Popham, during the one-on-one interview with AutoLive.
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on the credibility of the brand. For instance, 
Land Rover has been voted by one of the top 
British car magazines as Th e Best Car in 
the World.
 Th e product range on Jaguar has also ex-
panded, with huge investments. You’ve seen 
the F-Type, we’ve announced that we’re 
entering the medium-sized sedan market, 
and it will be the fi rst in that league to use 
the new aluminium lightweight architec-
ture we showed at Frankfurt with the CX-17 
crossover SUV.

AL:  Is that mid-sized car due for the X-Type 
segmen,t that you are referring to? (Th e 
X-Type was a smaller, entry premium level 
Jaguar sold here up until a few years ago.)

PP:  It’s in the sort of segment the X-Type vacated, 
although that segment has changed a lot since 
the X-Type.

AL:  So, you are talking the C-Class, 3 Series 
segment.

PP:  Yeah. So that will be the fi rst car with this 
all-new architecture, that we’ve spent a lot of 
money on.

AL:  Have you announced that you’ll be building 
the CX-17?

PP:  No we haven’t announced that we are doing 
that. It was the most talked about car at the 
Frankfurt show. But the only car that we have 
announced is the mid-sized sedan.

AL:  Th at’s what you are committed to?
PP:  Th ere will be others, because we don’t invest 

that sort of money in architecture and then 
only do one model. With CX-17 it’s a bit like 
what we did with Evoque. We created a con-
cept car, back in January 2008, the LRX, we 
showed it at Detroit, we then toured the world 
with it, did a lot of research, that was the most 
researched car in our history. Everyone was 
pretty excited about the response we got to the 
CX-17 in Frankfurt this year.

AL:  It was quite diff erent to the Land Rover archi-
tecture. It was obvious you didn’t go chunky in 
any way with the Jaguar.

PP:  If we do a cross-over Jaguar, it’s got to be true 
to the DNA. Jaguar’s heritage is much more 
about dynamics, that was the focus of that 
car. We have two completely separate de-
sign teams. On the Land Rover side we have 
Gerry McGovern, on the Jaguar side we have 
Ian Callum. Th e teams work a lot together 
in terms of process and approach. In terms 
of the design language, though, they keep 
totally separate.

 Getting back to a proposed Jaguar cross-
over, we still have a lot of work to do to make 
sure we have a business case.

AL:  Th at leads me to one of our questions I had 
lined up. Is there any chance of a Land Rover 
sports car?

PP:  No. Th e reason I can say that with confi dence 
is that you have to be true to the DNA. I can 
see you having a sporting heritage and deliv-
ering that in a cross-over vehicle. I just don’t 
see the DNA of Land Rover ever delivered in 
a sports car.

AL:  Although, if you go further back, to Rover, you 
did indeed have sporty cars.

PP:  But Land Rover is such a distinct brand with 
off -road capability.

AL:  How much do you see the Chinese market 
growing?

PP:  It’s huge. As Jaguar Land Rover we are run-
ning about 100 000 cars. We’ve invested a lot 
there, in terms of infrastructure our dealers 
have invested a lot there. We have parts and 
distribution centres there, to ensure that the 
growth of the dealership network is backed up.

AL:  But you don’t have any plants there?
PP:  We are building a plant at the moment, with 

Chery as a partner. Th at factory will be up and 
running early in 2015.

AL:  What cars will you be building there?
PP:  We haven’t fi nalised that yet, but we will have 

build capacity of around 150  000 cars. It’s a 
signifi cant factory.

AL:  Where are all your cars built at present?
PP:  You have Solihull where the majority of Land 

Rovers are built, Halewood, where Evoque 
and Freelanders are built, and Birmingham 
where the Jaguars are built. We still have of-
fi ces in Coventry, but no production there, the 
Brown’s Lane plant was closed some time ago.

AL:  How happy are you with Jaguar and Land 
Rover’s performance here in South Africa?

PP:  Having been part of the management team 
that set up the national sales company here, 
I am very happy. We had a dealer conference 

here and it’s fantastic to see the progress that 
sales have made. We are attracting top fl ight 
people to our group from diff erent brands, all 
over the world.

AL:  It seems Jaguar has really benefi tted under 
Tata ownership. Th ere has been a huge ramp 
up of quality.

PP:  We were great benefi ciaries under Ford own-
ership too. Especially on the manufactur-
ing side, the manufacturing disciplines that 
came from Ford. Th at base still exists, and 
today we have 1 000 engineers, just focussed 
on quality.

AL:  Has the acceptance and thus demand for 
F-Type caught you unawares?

PP:  No. Because we’ve been under-calling volume 
until now and paying the penalties for that. A 
good example was Evoque. Despite all the re-
search, it took us a good 18 months to catch 
up the backlog on that car, we are working ex-
tra shift s on our manufacturing plants. So we 
won’t make that mistake on F-Type.

AL:  Kevin Flynn recently alluded to the mid-sized 
model in the pipeline. What other models do 
you have planned?

PP:  We have a very aggressive new-model strat-
egy in place. We  are investing close to 3-bil-
lion pounds a year on a strategy to replace 
some of our models and also expand the 
product range. We don’t want to be a volume 
manufacturer, that’s not our thing. But we 
certainly have big growth in our future. ■

 continued from previous page

Phil Popham, pictured at JIMS at the 
Jaguar Land Rover media conference.

We have two completely separate 
design teams. On the Land Rover 
side we have Gerry McGovern, on 

the Jaguar side we have Ian Callum. 
The teams work a lot together in 
terms of process and approach. 
In terms of the design language, 

though, they keep totally separate.
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Mercedes-Benz has been taking its unoffi  cial Best 
Car in the World title quite seriously, with many 
local Mercedes staff ers introducing the car as just 
that.

Indeed, many journalists have posed the ques-
tion of whether this is the world’s foremost chariot 
for the demi-gods, and it can certainly lay a signifi -
cant claim to that title.

It is the fi rst production car to have predictive 
suspension. Or at least it does in some of the mod-
els in the range. What this means is that cameras 
mounted in the nose detect surface irregularities 
and relay messages to the central ECU, which in 
turn adjusts the suspension damping according to 
the surface.

Th at is a remarkable engineering feat. Th e idea 
has been there for some time, but Mercedes-Benz 
is the fi rst to off er it on a production model, and 
I have to say that the ride quality is stupendous. I 
sampled this ride quality fi rst from the back-seat, 
as I was interviewing the car’s design chief, Gordon 
Wagener, during our fi rst part of the drive (see 
AutoLive 56, out in early December) on the launch 
in the Western Cape a week ago.

And I have to say, there was absolutely none 
of the motion queasiness that one oft en associates 
with a ride in the rear seat of a car. It truly is su-
perlative when it comes to handling road surface 
changes. Th e run-fl at tyres, too, seem to do a very 
good job, even in low-profi le form .

Th e ultra-high-tech cabin driver-to-instru-
mentation interface is also remarkable, being of 

the 3D graphic variety. Th e infotainment controller 
needs a serious course to understand it completely 
but is fairly user-friendly once you’ve grasped the 
basics. I still wish all manufacturers would install 
some fairly basic functions like a trip odometer in 
manual form as well, and this includes the S-Class, 
for all its complex magnifi cence.

Th e new S-Class, by its very nature, is an ex-
pensive machine. It always has been, going way back 
to the 1950s, and it remains so today. Prices range 
from about R1,2 million for the 350 Blue Tec model 
to R2,17-million for the S 63 AMG.

Th e car I was most impressed with was the S 
500, a version that I feel has quite enough power 
to stupefy you, and the right balance between ride 
quality and handling, given that for any S-Class, 
ride quality is fi rst and foremost a consideration.

Th e S500 costs R1,766-million, and it “makes” 
do with a twin turbo V8-empowered 335 kW 
and 700 Nm of torque, driving through a seven-
speed automatic gearbox to the rear wheels. Th e 
way this power unobtrusively comes into play is 
perhaps just as impressive as the fact that it ena-
bles the S500 to accelerate to 100 km/h in about 
5,5 seconds.

It is also the sheer driveability of the car that 
impresses, thanks to perfectly-weighted steering 
that enables you to sense road grip at all times. 
Elsewhere I have been critical of Mercedes’ inability 
to inject fl uidity into its small off ering, the A-Class. 
In the big S-Class, as indeed with the E-Class sam-
pled earlier this year, Mercedes-Benz has no peer 

when it comes to enabling true lushness in a luxury-
quality car.

Th e big S-Class looks beautiful too. It is at once 
an evolutionary design in that is a continuation of 
the front-end sleekness in the previous model, but 
it carries through the slope, swoop-tailed look fi rst 
seen on the CLS. Gone is the wedge shape of yore, 
and yet, despite this, it is clearly an S-Class, so the 
design DNA remains intact.

Th ere are all manner of comfort-inducing and 
safety gizmos in the car, calling on upwards of 100 
electric motors to endure that the driver and his 
front passenger is –hot-stone-massaged on the go, 
while the rear occupants can nod off  if they so wish, 
with severely-reclining back-rests. Th anks to plen-
ty of aluminium in the basic structure of the car, 
which has some 60 per cent more torsional stiff ness 
than before, the car weighs in the region of 2 100 kg 
depending on spec.

Th e usual Merc warranties and maintenance 
and roadside assist plans apply, as do a host of 
options that can seriously aff ect your monthly 
balance of payments. For instance, the rear pas-
senger infotainment system alone is listed as a 
R36 000 option!

Not cheap. But magnifi cent yes. As for being the 
world’s best car, I am starting to think I would opt 
for some sort of luxury SUV for this title, given that 
everybody else tends to tower above you unless you 
drive a four-times- four. It is in only this respect that 
I hesitate in awarding Th e S-Class a best-of title. But 
is it ahead of anything in its class? Oh yes. ■

Oh, luxury. The new S-Class is expensive, magnifi cent.

The New S-ClassThe New S-Class
One of the most accomplished cars in the worldOne of the most accomplished cars in the world
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Nolwazi Reneé Ntshingila, the PA to Emma, 
Demmer, the dealer principal at McCarthy 
Volkswagen Umhlanga, was chosen by an inde-
pendent panel of judges as the 2013 Motor Industry 
Staff  Association’s Woman of the Year at a literally 
glittering gala function in Johannesburg recently.

Reneé won the title as she shone in many ways, 
both in the offi  ce and in external projects. Besides 
her demanding position in the dealership Reneé 
initiated and organised various community uplift -
ment projects in Umlazi, where she lives with her 
family. Th ese included projects to ‘green’ the area as 
well as anti-drug programmes.

Earlier this year she was awarded a scholarship 
to attend the 2013 Activate! Leadership and Public 
Innovation Programme.

Her prize from MISA for winning the Women’s 
Forum Woman of the Year title is an all expense 
paid working trip to the International Labour 
Organisation (ILO) in Geneva in June 2014.

“Th is vote by the judges is confi rmation of the 
belief they have in Reneé’s future potential,” says the 
chairman of the Woman’s Forum, Louise Bennett. 
“We, at the MISA Women’s Forum, have no doubt 
she will be a worthy Woman of the Year and that she 
will make a valuable contribution.”

Th e MISA Women’s Forum was established 
to campaign for women’s rights in the SA re-
tail automotive business and the fi rst Women of 
the Year Award was made in 2010 to pay hom-
age to the role that women play in this important 
economic sector.

According to the joint CEO of MISA, Martlé 
Keyter, who is the national co-ordinator of the 
Women’s Forum and also serves as FEDUSA’s vice 
president for gender, the Woman of the Year contest 
is not necessarily the most senior or most successful 
woman in the retail motor business, but someone 
with the potential to develop far beyond her current 
job title and role.

“Another important criterion is the diff erence 
the person makes in the lives of others, whether it 
is through community involvement, or simply by 
touching and enriching the lives of colleagues at 
work,” added Ms Keyter.

A fi nalist is selected in each MISA region and 
they are then judged by the panel. Although there is 

only one Woman of the Year the other fi nalists have 
an important part to play too, as role models and 
mentors for their colleagues in the region.

Th e other fi nalists in the 2013 contest were: 
Crystal Slabbert, of the Eastern Cape, who runs a 
cleaning company which services Maritime Motors 
in Port Elizabeth, Annelize Venter, the fi nancial 
manager at Central Nissan in Bloemfontein who 
was killed tragically in a motor accident only days 
aft er hearing she had been nominated as the fi nal-
ist for the Free State and Northern Cape, Reneé 
Swanepoel (Northern and Highveld), who is HR 
Manager at Lindsay Saker, and Kim de Villiers 
(Western Province), of Motorport Tableview.

Th e 2012 Woman of the Year, Heidi Reid, of 
Maritime Motors Port Elizabeth, made an impres-
sive farewell speech in which she said the title had 
opened many doors for her and increased her self-
confi dence and inspired her to be even more in-
volved in community projects.

Very enjoyable entertainment at the function 
was provided by the very impressive singing quartet 
Romanz, and the multi-talented Liz Meiring.

 ■ Nominations for the 2014 MISA Woman of 
the year open shortly on the MISA website 
and further enquiries can be made to Karen 
Schoonraad at 011-678-6328. ■

Umhlanga VW P.A. is MISA’S 2013 Woman of the Year

Crystal Slabbert (Eastern Cape), ReneéSwanepoel (Northern/Highveld), 
Reneé Ntshingila (KwaZulu-Natal) and Kim de Villiers (Western Province).

A very proud Reneé Ntshingila displays 
her Woman of the Year award fl anked by 
MISA CEO and national coordinator of 
the Women’s Forum, MartléKeyter (left) 
and MISA Women’s Forum Chairman, 
Louise Bennett.
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Kieran Rennie heads up the advertis-
ing sales team on AutoLive. Kieran 
recently joined our band of petrol-
heads, and his pleasant but focussed 
personality, as well as his attention to 
detail, makes him the ideal member 
of our front-line squad.

Kieran has been involved in the 
motor industry for almost as long 
as he can remember, his father hav-
ing been a dealer principal at an 
East Rand Mazda dealership some 
years ago.

Kieran also cut his teeth as a 
car salesman during his career, but 
most of his working life he has been 
involved in the music and entertain-
ment business. While making music 
he also found time to build his own 
Lotus 7-based sports car.

“Getting involved in AutoLive 
is like a return to my roots,” says 

Kieran, who also does some writing 
for this publication on an occasional 
basis, having already covered a num-
ber of local launches.

You can mail Kieran Rennie at 
chat@kieranrennie.co.za, or call 
him on 083 225 9609.

Who should advertise 
in Autolive?

 ■ Companies looking to recruit 
employees for specialist posi-
tions in the motor industry.

 ■ Companies looking for fran-
chisees

 ■ Companies looking for dealers 
for new vehicle brands or to 
expand an existing dealer 
network.

 ■ Automotive marketing consult-
ants

 ■ Training organisations

 ■ Market research companies
 ■ Business management consult-
ants

 ■ IT companies
 ■ Fleet management companies
 ■ Suppliers of workshop equip-
ment

 ■ Car care companies
 ■ Panel beaters and dent removers
 ■ Auction houses
 ■ Courier companies
 ■ Service providers in the fi nance 
and insurance industry

 ■ Vehicle tracking system suppli-
ers

 ■ Organisers of exhibitions and 
conferences.

 ■ Tyre fi tment centres
 ■ Suppliers of car care products
 ■ Suppliers of automotive re-
placement parts

 ■ Roadworthy testing centres

 ■ Printers
 ■ Accounting fi rms

AutoLive advertising rates are very 
cost eff ective and we are able to 
make up advertisements at reason-
able rates. Th e rate card is avail-
able under “Advertising” on the 
AutoLive website. ■

www.autolive.co.za

The Autolive Sales Team

Kieran Rennie
Cell: 083 225 9609 

E-mail: chat@kieranrennie.co.za

Automotive parts and lifestyle travel equipment 
store, Midas has donated 200 Booster car seats to 
Imperial I-Pledge Car Seats For Kids, a road safety 
campaign, highlighting the critical need to re-
duce an escalating mortality rate in road accident 
deaths in South Africa, particularly when it comes 
to children. 

Th e handover was done on the 1st of November 
at the Wheel Well store in Th e Brightwater 
Commons Shopping Centre, Randburg. Th e Wheel 
Well is an NPO that promotes road safety and fo-
cuses exclusively on children. 

With a fatality rate of 27,5/100 000, signifi -
cantly higher than the estimated world average of 
18,8/100 000; and a road fatality being recorded 
every 38 minutes, civil society, the general public 
and private sector groups are faced with the chal-
lenge of keeping its road users, and children in 
particular, safe. 

“Th e responsibility lies not only with civil so-
ciety or government, but with business, too – en-
suring that we put words into actions, and pledge 
our support, not only to public-private road safety 
education campaigns like Imperial I-Pledge, but 
that we actually commit tangible resources to them 

to enable the campaign to really take eff ect,” says 
Stefan Le Roux, Marketing and Franchise Director 
for Midas. 

Tapping into a network of 145 companies, 
51 000 employees and interests in logistics, automo-
tive distribution and retail, car rental and fi nancial 
services, multinational Imperial has partnered 
with the Department of Transport to prompt South 
Africa to assess their awareness of and commitment 
to road safety by visiting the campaign’s website 
and, through a click-through process, committing 
to concrete actions, such as wearing a seatbelt at 
all times, crossing the street on a zebra crossing, 
keeping to the speed limit and not talking on a cell-
phone while driving. 

“From a global perspective, roads are the biggest 
killer of young people over the age of 10, with road 
traffi  c deaths constituting a global health epidemic. 
Locally, three children under the age of 15 die on our 
roads daily – so the importance of strapping a child 
into a car seat cannot be overlooked,” comments 
Le Roux.

Designed to hold children in place during a 
crash and prevent them from being thrown into the 
instrument panel, windscreen or other parts of the 

vehicle, car seats have been scientifi cally proven in 
the US to reduce the need for hospitalization by 69% 
in cases between birth to four years. Further, the US 
fatality rate is reduced by  70%, has been attributed 
to seatbelt use by children between the ages of one 
and four years if a car seat is used. 

With October having been national transport 
month, awareness has been heightened around the 
issue of safe road use, and specifi cally keeping our 
kids out of harm’s way. Imperial I-Pledge has en-
couraged road users to donate used car seats as a 
means of achieving this goal. ■

MIDAS Highlights Child Safety with a Donation of 200 
Car Seats, as the Holiday Season Approaches

Peggie Mars of Wheel Well and Michael 
Turnbull, Marketing Manager at Midas, 
with one of 200 seats donated by the 
motor spares group.
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BY ROGER HOUGHTON

Nissan, which established the increasingly popular 
compact crossover market segment when it intro-
duced the Qashqai in 2007, is determined to main-
tain its leadership position with the second genera-
tion model which was unveiled before hundreds of 
motoring journalists from Europe and Africa, in-
cluding a representative of AutoLive at a fi lm studio 
in London last week.

Th e new model will go on sale in Europe ear-
ly next year and be launched in SA in the second 
quarter. 

Unlike many new models that are launched 
these days this one is really “all-new.”

Th e exterior styling is familiar, particularly 
in terms of the side window lines and the fron-
tal appearance, but it is sleeker, slightly longer (by 
49mm), lower and wider, while still retaining the 
Qashqai’s visual DNA.

Th e interior, which now has a premium appear-
ance and is very well laid out ergonomically, is most 
impressive and lift s one’s overall impression of this 
segment leader signifi cantly. Th e improvement in 

materials used and the overall design quality cer-
tainly set the spacious interior apart from its prede-
cessor and move it into another class.

Most Qashqais will be front-wheel drive, but 
there will be an option of on-demand all-wheel 
drive in certain markets. Two transmissions are of-
fered – a six-speed manual and Nissan’s new Xtronic 
which is available with the 1.6 dCi engine. Th is lat-
ter, highly advanced system is based on the princi-
ple of the constantly variable transmission (CVT), 
but has been engineered to deliver a smoother, more 
natural driving behaviour by mimicking the behav-
iour of traditional multi-ratio automatic gearboxes 
during hard acceleration with stepped changes.

Th ere are four new engines from which to 
choose, all turbocharged to reduce the required 
capacity, cut emissions and improve fuel economy 
while maintaining excellent on-road performance 
with class-leading CO2 emissions from only 99g/km 
from the 1.5 dCi diesel power unit which develops 
81kW of power. 

Th e other three engines are a 1.6 dCi diesel 
(96kW) and two petrol power units, a three-cylin-
der 1.2 DIG-T (85kW) and 1.6 DIG-T (110kW). All 
engines have stop-start as standard.

However, it is in the realm of features that 
the latest Qashqai is really mind-blowing. At pre-
sent the specifi cation of the local models have not 
been released.

However, there is a an amazing list from which 
the Nissan product planners have to choose, includ-
ing: front collision avoidance, driver attention sup-
port, traffi  c sign recognition, lane departure warn-
ing, blind spot warning, moving object detection, 
high beam assist, chassis control, intelligent park-
ing assist and new Nissan Connect.

Nissan has certainly not cut any corners in en-
suring that the second generation Qashqai is more 
than able to take up the reins of leadership from its 
very successful predecessor. 

For more information go to: 
http://www.newsroom.nissan-europe.com/

EU/en-gb/NEWQASHQAI/Product/Home.aspx ■

Nissan Determined to Keep Qashqai 
at Head of Compact Crossover Pack

Nissan is determined to maintain its 
leadership position with the second 
generation Qashqai.

BY ROGER HOUGHTON

Th e second generation Nissan Qashqai, which 
was unveiled with a spectacular 3D digital in-
troduction to a crowd of hundreds of motoring 
journalists at the 3 Mills fi lm studio complex 
in the East End of London last week, is a cru-
cial part of Nissan’s strategy to become the top-
selling Asian motor manufacturer in Europe by 
2016, overtaking arch rival and long-time market 
leader Toyota.

Th is was spelled out by the chairman and CEO 
of the Renault-Nissan Alliance, Carlos Ghosn, a 
59-year-old French-Lebanese-Brazilian who proved 
the saviour of the Japanese company when it hit 
hard times at the beginning of the 21st century. His 
dramatic turnaround of the ailing Japanese motor 
company is an excellent business case study and he 
has continued to lead from the front since those ear-
ly days when he put together the alliance between 
Nissan and Renault.

Addressing the media, Ghosn, who is an im-
posing person, said that Nissan is focusing on the 
future like at no other time in the company’s 80-
year history.

“We are in the midst of a signifi cant product 
off ensive and on track to deliver 51 all-new models 
within the remaining three years of our mid-term 
plan, Nissan Power 88,” he announced. Power 88 is 
a fi ve-year strategy which began in 2011 and runs 
through to 2016 with the objective of lift ing Nissan’s 
share of the global market to 8% while at the same 
time raising the corporate operating profi t to a sus-
tainable 8% too.

Ghosn said Qashqai was a game changer fol-
lowing its unveiling in Paris in 2007 and quickly 
became the leader in the new compact crossover 
segment which it established and soon attracted 
many imitators.

“Over the past seven years we have sold more 
than two million Qashqais worldwide. Along with 
other top-selling vehicles like Murano, Juke and 
X-Trail, Qashqai has helped Nissan to become 

the leading Asian automotive brand in the UK 
and has positioned us to become the No. 1 Asian 
brand in all of Europe by 2016,” added the confi dent 
Alliance leader.

“Like the new X-Trail, which was previewed 
at the Frankfurt Motor Show, and its US sib-
ling, the Rogue, the second-generation Qashqai 
is based on our new CMF – Common Modular 
Family – Renault-Nissan Alliance platform. 
Although platform- sharing is not new to the 
Alliance, the CMF takes our production syner-
gies to a new level.

“By 2020 the new CMF will underpin 11 
Renault models and three Nissan vehicles. It will 
be deployed across fi ve continents and the new 
Qashqai will be the fi rst CMF-based model to go 
on sale in Europe. Th e CMF system will bring en-
gineering and cost effi  ciencies to our customers, 
not least of which is the fact that it reduces the cost 
of parts per vehicle by up to 30%,” added the as-
tute chief executive of the very successful Renault-
Nissan Alliance. ■

Qashqai Vital to Nissan’s Aim of European Dominance

http://www.newsroom.nissan-europe.com/EU/en-gb/NEWQASHQAI/Product/Home.aspx


Subscribe for free @
www.autolive.co.za Page 15

Th e Opel Adam, says General Motors SA’s product 
planning chief Ian Nicholls, is a small urban car that 
Opel has introduced. It’s a statement about your 
personality, a compact, chic and stylish product.

“Over the next couple of months we will be 
working with market research and potential cus-
tomers in South Africa. It’s just one of the off erings 
that we’d love to bring to the market here.

Would the Opel Adam would fi ll a niche for 
Opel that has been lacking in the entry segment.?

“If you look at the statement that this product 
makes, this is not an off ering at the entry level. 
It’s a very fashionable small vehicle, it off ers fea-
tures that are oft en found in much larger cars, al-
lows you to deal with unpleasant things like traffi  c 
congestion.

“It’s certainly going to be attractive to the more 
senior fashion-conscious person as well.”

Th e Opel Adam was part of a strong Opel 
presence at the recent Johannesburg International 
Motor Show. “Th e Opel brand has always played a 
strong role in South Africa and the fi rst Opel was in 
fact assembled her in 1937. A lot of history exists in 
the Opel brand in this market,” says Nicholls.

“And if you look at the broader perspec-
tive of what is happening with Opel globally, 
you could only describe it as a global onslaught. 
Th ere’s a total revitalisation of the Opel product 
portfolio. And GM is spending 4-billion euros 
on Opel between now and 2016. Th is will con-
sist of 23 new models, 16 new engines. What that 
does to the history and strength of the brand in 
South Africa is take fertile ground and off er 

these new models into our market here,” con-
cluded Nicholls.

Regarding the rest of its product plans revealed 
at the show, GMSA will bring the new Chevrolet 
Sonic RS with a 1,4-litre petrol turbo engine, and 
the Cruze which will also use the new 1,4-litre 
turbo petrol engine. So small turbo engines fi gure 
very much in both Chevrole and Opel’s plans in the 
future here. ■

Opel’s Adam

Opel’s Adam, left. and OPC will keep the German nameplate burning bright.

BY STUART JOHNSTON

Th e Mercedes-Benz CLA looks good, if slightly 
heavy in stylistic weighting towards the rear end. 
But this is, aft er all, a front-wheel-drive car in es-
sence (apart from the all-wheel-drive top model) 
and I think Merc have done a good job with the 
shape. It is interesting, and that says a lot compared 
to many of its German rivals, which have gone far 
too smooth in the fl anks department.

Th e new baby Merc sedan also has a fi t and fi n-
ish that the Stuttgart company can be proud of in 
this price bracket, and that applies to all models, 
from the “humble” 180 model through to the range-
topping A45 AMG.

It has a very nice fl uid petrol engine in terms of 
torque, again his applying to the less-potent petrol 
derivatives and also to the stupendously powerful 
AMG 45 version .Th e diesel engines are good too. 
But I am not a huge fan of the AMG’s engine note, 
which I fi nd rather fl at. Its power curve also tapers 
off  quite soon at around the 6 000 mark, and I be-
lieve it would sound a lot more sporty if it could rev 
up towards 7 000 and above. It is a super quick car, 
but on a sensory level it doesn’t feel that quick!

On a practical level, the car is well packaged, 
with reasonable luggage space and rear leg room

Of course, the CLA is based on front wheel-
drive underpinnings (the AMG 45 is an all-wheel-
drive machine) and this shows through in its basic 
confi guration. And in terms of drag co-effi  ciency 

– the ability to cut through the air relative to its size, 
the CLA is a new world record-holder coming in 
with a CD of 0,22!

In a previous article on the AMG 45 hatch, 
which shares the same platform, I opined that that 
the high performance model had at least addressed 
ride quality issues to some degree, experienced 
particularly in the A 250 hatch model. On Western 
Cape roads with a fair degree of irregularities, I am 
afraid that ride quality is still the CLA’s Achilles 
heel. It lacks the fl uidity of that benchmark car for 
all smallish hatches and sedans, the Golf GTi.

. And the steering , too, has a somewhat artifi -
cial loading to it that I didn’t particularly enjoy. In 
all, it feels rock-solid, but not as “intuitive” as far as 
responding to driver inputs, as it should be.

Still, it represents good quality entrée into the 
Merc fold, and it’ll sell. Th e models are off ered in 
various trim levels, and basically range from the 
CLA 180 (petrol) CLA 200 (petrol() CLA 220 CDi 
(diesel) and the CLA 45 AMG. Th e CLA 180 has 
an offi  cial fuel consumption rating of 5,4 to 5,6 li-
tres/100 am and a CO2 emissions rating of just 130 
grams! Th e diesel is rated at 4,2 to 4,5-litres/100 km, 
again super impressive!

Prices are R348 700 for the CLA 180, R372 700 
for the 200, R397 600 for the 220 CDi and R674 400 
for the 45 AMG. ■

Merc’s CLA – Great Car but a Bit Too Intractable In Certain Respects

Merc CLA side view. A bit heavy in the nose department, due to its fwd-confi gured 
platform.
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Motorsport

BY STUART JOHNSTON

As this is being written, Castrol team Toyota is 
preparing to win the Atlas Copco Gold 400 in 
Westonaria, a largely forgotten area of Gauteng as far 
as motorsport is concerned, possibly most famous for 
one of its former residents, Toby Venter, who is now 
“Mr Porsche” in SA and still a cracking race driver.

Toyotas go into the fi nal round of the Donaldson 
Cross Country Championship with its star pairing 
of Anthony Taylor and Dennis Murphy already 
crowned as champions, with four outright wins this 
season. Th ey will be ably backed as usual by Duncan 
Vos and Rob Howie, who previously racked up a 
string of championships for Toyota in the Castrol 
Hilux squad, the last being in 2012.

It’ll be a bitter-sweet event for this line-up, as, 
out of the four cross-country stalwarts, only Rob 
Howie is getting the chance to compete for Toyota 
in the Dakar Rally in South America on January 5. 
Howie navigated Duncan Vos to a fi ne tenth place 
in the 2011 and this will be his third Dakar.

Th e prime slot in the Imperial-backed Hilux 
squad starting in Argentina on the 8  500 km epic 
will be occupied by Giniel de Vliiers, competing in 

the Dakar for the 11th time and with a fi rst place and 
three additional podium fi nishes to his credit in this 
event. His co-driver once again will be German Dirk 
von Zitzewitz, also an 11-time Dakar competitor.

Th e man driving Howie in the second Hilux 
will be Leeroy Poulter, a multiple SA karting 
and production car champion, and currently one of 
the fastest rally drivers in South Africa in a Castrol 
Yaris. Poulter has shown blinding speed in his Yaris, 
but consistency is still lacking in his results (on oc-
casion due to unfortunate mechanical failings too) 
, and there are those who feel that Anthony Taylor, 
who fi nally made good on his off -road promise this 
year, deserved the nod for a crack at the Dakar. 
Anthony is now in his 40s and has already compet-
ed in theDakar in a truck, while for Poulter Dakar 
2014 will be completely uncharted territory.

Ironically, the man that Poulter replaced 
in the Toyota rally squad two seasons ago was 
Mark Cronje, who was also labelled as a charger 
but lacking the hard-won experience to keep things 
on the road during his spell with the Toyota team. 
Since striking out as a privateer team (albeit one 
with a very healthy budget) Cronje and his ultra-
organised and cool co-driver Robin Houghton have 
put together dominant performances in the SA 

Rally championships. Th ey backed up their 2012 
title with a crushing seven wins out of the eight 
events held this year in their Ford Fiesta, now en-
joying Ford Dealer Team support.

Elsewhere on the motorsport front, the man 
who showed consistency and sheer class was 
Durban’s Cristiano Morgado, who became the 
fi rst man to win four Rotax Max Challenge World 
Championships in New Orleans last weekend.

Morgado had to fend off  72 champion drivers 
from all over the world to log his third consecutive 
DD2 Masters class title. He also won the non-gearbox 
Max Senior title way back in 2003. Th e level of com-
petition in this karting series unequalled anywhere 
in motorsport, as some 280 drivers from 60 countries 
take part in the four major classes, and all of them are 
champions in their own countries, a pre-requisite for 
qualifi cation in this amazing competition.

South Africans remain the most successful driv-
ers in this series, and amongst drivers who have won 
Rotax world titles are Gavin Cronje, Claudio Piazza-
Musso, Mark Cronje, Leeroy Poulter, Cris Morgado 
and many others over the event’s 14-year history.

Kelvin van der Linde won junior national 
titles in the local Rotax series, and this year he 
went on to win the Volkswagen Scirocco Cup in 
Germany, a brilliant achievement for this youngster 
who is now only old enough to earn a national driv-
er’s licence in South Africa! A future world champ?

Undoubtedly he has the potential, just as the 
Cronje brothers, Cris Morgado, Leeroy Poulter and 
indeed Anthony Taylor showed in their karting and 
racing careers. Th e trouble is, you need a lorry-load 
of money just to get into Formula 3, then a convoy-
load to progress through GP2 to F1. South Africa, at 
the moment, just doesn’t seem to have anyone will-
ing to part with that sort of sponsorship funding. 
In the meantime, well content ourselves with cheer-
ing on Giniel and co in the Toyotas and Dakar new 
boys Chris Visser and Japie Badenhorst in the Ford 
Ranger come January 2014.
* Stop press. Gary Formato, former Wesbank 
V8 champion, top contender in the Bridgestone 
Production Car series for Ford and a well-liked com-
mentator on F1 for Supersport TV, is launching a new 
V8-based racing series in South Africa next year. Th e 
media preview is scheduled for November 27, and the 
series is to be called GTC or Global Touring Cars. ■

Motorsport Heroes, Looking Back on 
2013, Looking Ahead to 2014

Number One, for the fourth time. World karting champ Cris Morgado from Durban.
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Snippets

SEXY ADS SELL
Liqui Moly SA, a supplier of vehicle lubricants, 
has won a case at the Advertising Standards 
Association (ASA) that its full-size cut-out of a 
scantily clad woman is not “degrading and disre-
spectful to women “ because it was “too revealing”. 
Th e fi nding by the ASA followed a complaint by a 
customer, Judy van Schalkwyk. Th e panel said it 
did not believe people buy motor oil just because 
it is being marketed by a scantily clad blonde. 
Th e model, which appears at car shows and mo-
tor racing events as well as in stores, is used to 
hold brochures. ■

SELF-EVALUATION
99% of people surveyed in SA consider themselves 
safe drivers, although 70% admit to dangerous driv-
ing behaviours, including excessive speeding, talk-
ing on hand-held phones, texting, applying makeup 
and drinking and driving. Th is was one of the fi nd-
ings in a nationwide research project commissioned 
by Ford SA. Even when parking there are real risks 
with 34% of respondents admitting to hitting some-
thing while reversing their cars into a parking space. 
Th e survey, which was conducted in Johannesburg 
and Cape Town, involved 81 respondents, males 
and females over 18 years of age with valid driving 
licences who own or lease a car. ■

DOWN TO THE WIRE
Th e battle to be the leading motor manufacturer in 
the world in terms of sales in 2013 is set to go to the 
wire. Toyota bounced back to take top spot last year 
and is the front runner aft er nine months but faces 
tough challenges from General Motors (GM) and 
Volkswagen.

Toyota with 2.5-million sales, was the leader 
in third quarter sales and this took its running 
total aft er nine months to 7.41-million. GM sold 
2.4-million vehicles in the third quarter which 
took its nine-month total to 7.25-million, while the 
Volkswagen Group retailed 2.33-million vehicles in 
the third quarter and its year-to-date total stands at 
7.03-million. ■

EXCELLENCE REWARDED
Continental Tyre South Africa’s (CTSA) manufac-
turing plant in Port Elizabeth has been awarded the 
General Motors Supplier Quality Excellence Award 
for 2013. Th is is the second year Global Supplier 
Quality will be presenting this prestigious recog-
nition award and it is the second year that CTSA 
receives this accolade.

According to John Astbury, General Motors 
South Africa Vice President of Global Purchasing 
and Supply Chain, the award is given to specifi c 
supplier locations and only the top-performing 
suppliers are eligible to receive this award. GM rec-
ognises those suppliers who have demonstrated the 
highest levels of quality performance over the previ-
ous 12 months. Th e 2013 award horizon covers the 
period from July 1, 2012 through June 30, 2013. ■

JAPANESE DOMINATION
Japanese motor manufacturers dominated Con-
sumer Reports annual auto rankings in the US in 
2013, taking seven of the top 10 positions. Lexus was 
top, with Toyota second and Acura, Honda’s luxury 
brand, in third place. Th e highest placed non-Japa-
nese brand was Audi in fourth, with Volvo (7th) and 
GMC, a US truck and SUV brand, in ninth position, 
the only non-Japanese makes in the top 10.

Ford, which is faring very well in terms of sales, 
did not rate well with Consumer Report, languish-
ing in 26th spot, battling with its negative feedback 
on its MyFordTouch connectivity system. Th e only 
brands below Ford were Lincoln, its own luxury of-
fering, and Mini.

However, it was not all roses for Toyota as 
Consumer Report withdrew its “recommended” 
rating from three of its models – Camry, RAV4 and 
Prius v due to poor results in crash tests, according 
to Automotive News. ■

PEUGEOT BACK TO DAKAR
It seems as though Peugeot will be back at the 
Dakar Rally in 2015. Th e French company, which 

recently won the Le Mans 24 hour race (in 2009) 
and smashed the record for the Pikes Peak hill 
climb in the US, won the Dakar Rally four years 
in a row between 1987 and 1990 and it now seems 
it wants to return with a dream team. Th e driv-
ers mentioned for this project are 11 times Dakar 
winner – on both two and four wheels – Stephane 
Peterhansel and nine times world rally champion 
Sébastien Loeb. 

Peterhansel will again drive a Mini in the 
2014 Dakar Rally in South America, while Loeb 
has retired from rallying to compete in the World 
Touring Car Championship for Citroën aft er driv-
ing the Peugeot 208 T16 up Pikes Peak far quicker 
than anyone in history earlier this year. ■

FUEL ECONOMY RULES
Fuel economy is now a far bigger consideration 
when buying a car in the US, despite the com-
paratively low cost of fuel in that country. A recent 
survey showed two out of three US car buyers are 
prepared to sacrifi ce performance for fuel econo-
my, while reliability still remains the biggest fac-
tor when buying a new vehicle. 77% said reliability 
was most important, while 69% chose fuel economy 
over performance.

Interestingly 48% of the 3  000 consumers 
surveyed said they were willing to pay more for 
a vehicle that is environmentally friendly. Only 
31% of the respondents said innovative new tech-
nologies were important when considering a car’s 
power train. ■

VWSA HOSTS 
SOCCER CLINICS FOR 
EMPLOYEES’ KIDS

Children of Volkswagen Group South Africa’s 
(VWSA) employees were treated to training by 
professional coaches at the Soccer Coaching Clinic 
held on the PeoplePavilion sports fi elds earlier 
this month.

In conjunction with NODEFA, VWSA’s 
PeoplePavilion team hosted three soccer coaching 
clinics – 14, 28 September and 5 October 2013.

NODEFA, which stands for Kwa-Nobuhle and 
Despatch Football Association, has always had 
strong ties with VWSA through the decade of sup-
port by the Volkswagen Community Trust.

“One of our key objectives is to develop young 
talent to play at a professional level. It was our link 
with Volkswagen Community Trust that brought 
the soccer coaching clinics to the PeoplePavilion,” 
said NODEFA President Monde Mhletywa. ■

Easy on the eye, rather than offensive. 
That was the consensus on the real-life 
Motul promo girls at JIMS.
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Working Wheels

Beeton gave the delegates a detailed evaluation of 
truck and bus sales from 1971 to the present and 
then went on to provide projected sales until 2017. 
Th is year the forecast is that sales will amount to 
27 893 units, which will be only slightly higher than 
the 27 747 units sold last year.

Th e prognosis by Econometrix for 2014 is a bit 
brighter with a sales forecast of about 31 000 units 
and that this total will grow to an estimated 35 661 
units in 2017. Although this looks promising it will 
still not approach the record 37 059 units retailed 
in 2007.

Beeton said that it was interesting to note that 
sales had not grown in relation to the increasing 
number of competing manufacturers and distribu-
tors in the local market as there are now about 30 
truck and bus brands on the local market, whereas 
there had been less than 10 brands in the 1990’s.

Beeton said that he did not see a big drop in 
truck sales as rail transport grew in line with the 
latest government planning, but that the makeup 
of the market would change with more focus on 
shorter distance local distribution and urban deliv-
ery vehicles with less long haul rigs.

Th e Econometrix executive, who was also one 
of the conference organisers, added that the ag-
gressive government spend on infrastructure de-
velopment in the short to medium term was good 
news for the transport industry and here he quoted 
a fi gure of R260-billion in infrastructure spend 
by 2015.

Beeton added that it was increasingly impor-
tant for the government to provide clarity on the lo-
cal content plans for heavy commercial vehicles and 
also the way these vehicles were to be incorporated 
in the Automotive Production and Development 
Programme (APDP).

Adrian van Tonder, of Barloworld Logistics, 
who is a champion of the self-regulatory Road 
Transport Management System (RTMS), gave an 

enlightening address on a topic which is obviously 
very close to his heart and one he speaks about with 
knowledge and passion.

He said RTMS is an ideal method of counter-
ing the unfortunate culture of non-compliance in 
South Africa and RTMS had built up a substantial 
number of success stories since it was implemented 
voluntarily in 2007. At that time only 74 trucks were 
part of the programme. Now the number stands at 
almost 4 500 vehicles and this could rocket to more 
than 10 000 vehicles by the end of next year, accord-
ing to the enthusiastic Adrian van Tonder.

Th e Barloworld executive also appealed for the au-
thorities to improve logistics in Southern Africa, 
particularly at the ports and border crossings. Van 

Tonder said that in South Africa the total cost of 
logistics amounted to 14% of GDP whereas it was 
only 8% in the US and about 10% in both Japan and 
Brazil. He said his ideal would be for an RTMS ac-
credited truck to be able to pass through a border 
control post in about half an hour.

Dr Vaughan Mostert, a senior lecturer in 
the Department of Transport and Supply Chain 
Management at the University of Johannesburg, 
provided an eye-opener and thought-starter with 
his interesting but concerning address on the state 
of public transport in SA. He said that passenger 
cars were relied on far too much in terms of the total 
transport requirements in the country that was the 
major cause of traffi  c congestion which in turn was 
very unproductive.

He said dissatisfaction levels in SA regarding 
public transport are among the highest in the world 
and Dr. Mostert said he saw no light at the end of 
the tunnel with the latest transport plans, with iso-
lated planning of public bus routes being a major 
shortcoming.

He said it seemed there was no political will 
with regard to the implementation of a workable 

Truck And Bus Sales Set for Steady but Slow Growth
The sales of trucks and buses in 
South Africa are set for steady but 
slow growth according to Frank 
Beeton, of Econometrix, who was 
speaking at a commercial vehicle 
conference at the Johannesburg 
Truck & Bus Show at Expo Centre 
recently.

Frank Beeton of Econometrix.

continued on next page 

... dissatisfaction levels in SA 
regarding public transport are 

among the highest in the world ... 
no light at the end of the tunnel 

with the latest transport plans, with 
isolated planning of public bus 

routes being a major shortcoming.
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and effi  cient public transport system nationwide 
which was vital for economic growth.

“Th e excessive use of passenger cars is under-
mining the economy,” said Dr. Mostert, who will be 
retiring soon aft er a long and distinguished career 
in the fi eld of transport.

A host of success stories fl owed during an ad-
dress by Paul Nordengen, of the CSIR, when ad-
dressing the topic of Performance Based Standards 
(PBS) as a new way to confi gure truck specifi ca-
tions. Trucks complying with these standards, 
which have been developed from those in use in 
Australia, are operating successfully in forestry and 
mining, while PBS buses are also being evaluated.

Basically these units are longer than usual and 
carry larger loads, but the way they are designed re-
sults in less load on the roads, which in turn equates 
to less road damage, and increased effi  ciency as 
they are able to carry much bigger loads. Some road 
trains at the mines are now running at a GCM of 
more than 190 tons, while on-road trucks are carry-
ing loads of up to 70 tons.

Nordengen explained that PBS trucks and bus-
es are also proving eff ective in reducing accidents, 
so it was proving to be a win-win programme on 
several fronts

Th e recently-appointed executive chairman 
of MAN Truck and Bus SA, Geoff  du Plessis, who 
has returned to SA aft er a fi ve-year spell living and 
working in Europe, gave some interesting insights 
into life and doing business in various European 
countries.

Among the systems that impressed the sea-
soned trucking executive is the standardised pro-
gramme used for the process of returning vehicles 
to dealers as the terms are known and understood 
by the parties involved.

He also told the delegates that one development 
in the UK which was of concern for truck dealers 
and distributors is the growing trend for companies 
to rent rather than buy trucks and buses.

Th is meant there was no direct link between 
the distributor and the end user as the rental com-
pany was the middleman. Du Plessis said that rental 

companies were responsible for buying as many as 
30% of trucks in the British market, while the trend 
was also growing in Europe and in Germany it was 
already at 10% of sales.
Th e editor and owner of Fleetwatch magazine, 
Patrick O-Leary, who is a fi ery protagonist for pro-
moting road safety in the transport industry, gave 
a very graphic presentation on truck and bus acci-
dents and how many could be linked directly to the 
vehicles involved being unroadworthy.

He said that every day 43 people died on SA 
roads but still there were no eff ective strategies in 
place to counter the high number of unroadworthy 
vehicles on the roads

“Life in South Africa is cheap,” said the ardent 
promoter of roadworthy vehicles and driver train-
ing. “Th e very high death and injury fi gures in 
South Africa would not be tolerated in many coun-
tries, but here there is still no eff ective programme 
to improve the situation.”

He added that an average of 74% of trucks and 
buses have been found to be unroadworthy at Brake 
and Tyre Watch check points in recent months 
which was extremely worrying, but this situation 
was still not getting the required reaction from 
the authorities.

Th e very successful conference concluded with 
Ian Byers, of Scott-Byers announcing the winners 
of the various categories in customer satisfaction 
research conducted by his company.

MAN came out top in terms of parts supply at 
93.67%, with Isuzu taking top spot in the service 
category on 93.03%, while Hino was best in sales 
at 95.71%. ■

 continued from previous page

Patrick O’Leary, owner of Fleetwatch.

Wilken Communication Management was 
established in 1997 with the major focus of 
its operations being the South African 
motor industry.

Over the years it has developed into a one-
stop communication and marketing service 
provider specialising in this industry.

It is staffed by some of the most 
experienced people in the marketing and 
communications environment of the South 
African motor industry.

simplifyingCOMMUNICATIONS

WCM can provide services from strategic 
planning, to product launches, media brie ngs, 
event management, eet vehicle management, 
and ongoing public relations campaigns. It also 
has a publishing arm which can produce 
newsletters, magazines and coffee table 
books.

For more information contact: Jacques Wilken 
- jwilken@mweb.co.za

www.wilkencomm.co.za237 Rigel Avenue Waterkloof Ridge, Pretoria, 0181      Tel  +27 (0)12 460 4448      Fax   +27 (0)12 460 4514

www.wilkencomm.co.za
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Th e South African motor industry, particu-
larly the vehicle manufacturers and distribu-
tors, as well as industry commentators, have 
welcomed the decision by Associated Motor 
Holdings (AMH) and Amalgamated Automobile 
Distributors (AAD) to shorten the time lag on the 
release of its actual disaggregated monthly sales 
fi gures to the Department of Trade and Industry 
to fi ve months.

Th is means the AMH/AAD sales fi gures for 
the period January-April 2013 are now available to 
subscribers of the various RGT SMART Motor Data 
products.

Th e previous policy of AMH and AAD, which 
was to release only aggregated sales fi gures for its 
various brands in major segments each month, has 
been frustrating for those in the industry who need 
to track trends in the South African automotive 
market. Th is situation has become more signifi cant 
over the years as the sales by AMH and AAD have 
grown dramatically and they are now oft en in the 
top three among the various groupings in terms of 
total monthly sales.

“Th is is an important development and we at 
RGT SMART, which processes all the retail new 
vehicle sales data and circulates it to industry bod-
ies such as NAAMSA and individual subscribers, is 
now able to provide a far better service to our cli-
ents,” commented Paul De Vantier, Chief Executive 
Offi  cer (CEO) at RGT SMART.

“Th e more comprehensive the data we pro-
vide the more informed are the decisions that can 
be made by vehicle manufacturers and distribu-
tors, government departments and economists. 
Obtaining desegregated fi gures from those compa-
nies that had not previously provided detailed sales 
fi gures is a big step forward, even if there is still a 
fi ve-month lag with AMH/AAD. Th e number of 
companies that are now not reporting is minimal in 
terms of sales volume,” added De Vantier.

AMH started reporting an aggregated monthly 
sales total from January 2003, with a total of 12 986 
units reported for the 2003 calendar year. Th e re-
porting changed to aggregated sales in major seg-
ments from January 2005, where the monthly total 
was already a signifi cant 4 686 units.

Th e next step by AMH was to provide RGT 
SMART with aggregated numbers by segment and 
sales channel, which RGT SMART used to compute 
sales estimates for the various model ranges which 
it provided to subscribers.

A big move forward came in February 2012 
when AMH and AAD provided detailed sales data 
by model and sales area for the period January 2006 
to December 2009. Four months later the two com-
panies provided the same disaggregated data for the 
period January to December 2010.

Th is week’s development makes real progress 
in terms of cutting the lag further, with the two 
companies providing detailed data from January 
2011 to April 2013.

In future AMH/AAD will disclose monthly ag-
gregated sales by major segment, as in the past, but 
will also provide actual monthly disaggregated data 
fi ve months in arrears.

RGT SMART, custodians of new vehicle sales 
fi gures for close to 30 years, prides itself on the cred-
ibility, integrity and accuracy of the data it provides 
to a wide range of businesses and organisations. ■

Clearer Vehicle Sales Picture Now Available

TOP 5 PASSENGER CAR MARKET BY TYPE FOR OCTOBER 2013

SEGMENT TYPE 2013 SHARE 2012 SHARE

ENTRY CARS

VW POLO Vivo 
Hatch/Sedan

2 616 6.5% 3 341 8.0%

TOYOTA Etios 2 392 6.0% 2 625 6.3%

FORD Figo 1 404 3.5% 1 353 3.2%

HYUNDAI i10 1 053 2.6% 888 2.1%

CHEV Spark 778 1.9% 688 1.6%

ENTRY CARS TOTAL 11 063 27.6% 11 182 26.7%

SUB-SMALL

VW Polo 1 294 3.2% 2 518 6.0%

HYUNDAI i20 1 225 3.1% 1 578 3.8%

FORD Fiesta 671 1.7% 442 1.1%

VW Polo Sedan 558 1.4% 237 0.6%

KIA Rio 418 1.0% 432 1.0%

SUB-SMALL TOTAL 6 223 15.5% 8 849 21.1%

SMALL

TOYOTA Corolla 740 1.8% 1 498 3.6%

CHEV Cruze 608 1.5% 671 1.6%

VW Golf 7 577 1.4% 0 0.0%

BMW 1-Series 496 1.2% 416 1.0%

FORD Focus 485 1.2% 165 0.4%

SMALL TOTAL 8 036 20.0% 8 093 19.3%

TOP 5 PASSENGER CAR MARKET BY TYPE FOR OCTOBER 2013

SEGMENT TYPE 2013 SHARE 2012 SHARE

MEDIUM

BMW 3-Series 1 066 2.7% 1 520 3.6%

MERCEDES 
C-Class

923 2.3% 963 2.3%

AUDI A4 404 1.0% 524 1.2%

MERCEDES 
CLA

144 0.4% 0 0.0%

LEXUS IS 44 0.1% 44 0.1%

MEDIUM TOTAL 2 772 6.9% 3 392 8.1%

LARGE

MERCEDES 
E-Class

176 0.4% 131 0.3%

BMW 5-Series 154 0.4% 109 0.3%

BMW 4-Series 131 0.3% 0 0.0%

AUDI A5 
Sportback

65 0.2% 58 0.1%

AUDI A5 
Coupe/
Cabriolet

61 0.2% 78 0.2%

LARGE TOTAL 789 2.0% 613 1.5%

continued on next page 

South African Vehicle Sales Figures at the End of October 2013

Note:  Th e fi gures highlighted in yellow from importers AMH, AAD and GWM are estimates compiled using accepted data techniques by RGT SMART
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TOP 5 PASSENGER CAR MARKET BY TYPE FOR OCTOBER 2013

SEGMENT TYPE 2013 SHARE 2012 SHARE

LUXURY

MERCEDES 
S-Class

28 0.1% 7 0.0%

PORSCHE 
Panamera

20 0.0% 10 0.0%

MERCEDES 
CLS

10 0.0% 22 0.1%

BMW 6-Series 9 0.0% 35 0.1%

AUDI A8 9 0.0% 4 0.0%

LUXURY TOTAL 88 0.2% 93 0.2%

MPV

TOYOTA 
Avanza

497 1.2% 464 1.1%

HYUNDAI H1 153 0.4% 40 0.1%

MERCEDES 
B-Class

128 0.3% 165 0.4%

VW T5 Kombi 82 0.2% 101 0.2%

VW Touran 57 0.1% 38 0.1%

MPV TOTAL 1 232 3.1% 1 230 2.9%

SUV

HYUNDAI iX35 915 2.3% 510 1.2%

TOYOTA 
Fortuner

710 1.8% 1754 4.2%

KIA Sportage 462 1.2% 448 1.1%

TOYOTA RAV 385 1.0% 79 0.2%

CHEV 
Trailblazer

383 1.0% 0 0.0%

SUV TOTAL 6 715 16.8% 6 254 14.9%

SPORT AND 
EXOTICS

TOYOTA 86 48 0.1% 93 0.2%

JAGUAR F-Type 42 0.1% 0 0.0%

PORSCHE 911 37 0.1% 26 0.1%

PORSCHE 
Cayman

28 0.1% 0 0.0%

PORSCHE 
Boxster

26 0.1% 8 0.0%

SPORT AND EXOTICS TOTAL 270 0.7% 212 0.5%

CROSSOVER

FORD EcoSport 548 1.4% 0 0.0%

RENAULT 
Duster

442 1.1% 0 0.0%

NISSAN Juke 349 0.9% 354 0.8%

AUDI Q3 222 0.6% 146 0.3%

JEEP Compass 196 0.5% 239 0.6%

CROSSOVER TOTAL 2 900 7.2% 2 033 4.8%

GRAND TOTAL 40 088 41 951

Figures courtesy of SA Department of Trade and Industry and RGT SMART

 continued from previous page TOP 5 LCV CAR MARKET BY TYPE FOR OCTOBER 2013

NAAMSA 
STANDARD

TYPE 2013 SHARE 2012 SHARE

SUB ONE-TON

NISSAN NP200 1 284 9.1% 1 546 11.0%

CHEV Utility 1 214 8.6% 1 761 12.5%

DAIHATSU 
Gran Max

152 1.1% 47 0.3%

CHEV Lumina 
UTE

0 0.0% 24 0.2%

CHEV Corsa 
Utility

0 0.0% 1 0.0%

SUB ONE-TON TOTAL 2 650 18.7% 3 379 24.0%

ABOVE ONE-TON 
DCAB

TOYOTA Hilux 1 014 7.2% 663 4.7%

FORD Ranger 778 5.5% 793 5.6%

ISUZU KB 462 3.3% 306 2.2%

VW Amarok 295 2.1% 299 2.1%

NISSAN NP300 
Hardbody

275 1.9% 156 1.1%

ABOVE ONE-TON DCAB TOTAL 3 664 25.9% 3 193 22.6%

ABOVE ONE-TON 
SCAB

TOYOTA Hilux 1 578 11.2% 1 402 9.9%

ISUZU KB 643 4.5% 802 5.7%

FORD Ranger 522 3.7% 436 3.1%

NISSAN NP300 
Hardbody

519 3.7% 835 5.9%

HYUNDAI H100 
Bakkie

286 2.0% 438 3.1%

ABOVE ONE-TON SCAB TOTAL 4 645 32.9% 5 188 36.8%

ABOVE ONE-TON 
XCAB

TOYOTA Hilux 302 2.1% 218 1.5%

FORD Ranger 216 1.5% 287 2.0%

ISUZU KB 127 0.9% 92 0.7%

MAZDA BT-50 116 0.8% 78 0.6%

MITSUBISHI 
Triton

12 0.1% 4 0.0%

ABOVE ONE-TON XCAB TOTAL 788 5.6% 695 4.9%

MINIBUS

TOYOTA 
Quantum

1479 10.5% 1156 8.2%

VW Caddy 141 1.0% 45 0.3%

VW T5 
Transporter 
Cr-Bus

78 0.6% 35 0.2%

FORD Tourneo 
Custom

42 0.3% 0 0.0%

FOTON Inkunzi 12 0.1% 12 0.1%

MINIBUS TOTAL 1 764 12.5% 1 283 9.1%

PANEL VAN

VW Caddy 109 0.8% 77 0.5%

CHEV Spark 86 0.6% 0 0.0%

NISSAN NV350 81 0.6% 0 0.0%

NISSAN NV200 69 0.5% 0 0.0%

TOYOTA 
Quantum

60 0.4% 82 0.6%

PANEL VAN TOTAL 626 4.4% 367 2.6%

GRAND TOTAL 14 137 100.0% 14 105 100.0%

Figures courtesy of SA Department of Trade and Industry and RGT SMART
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TOP 5 SELLING PASSENGER CARS FOR OCTOBER 2013

TYPE 2013 2013 SHARE

VW Polo Vivo Hatch/Sedan 2 616 6.5%

TOYOTA Etios 2 392 6.0%

FORD Figo 1 404 3.5%

VW Polo 1 294 3.2%

HYUNDAI i20 1 225 3.1%

40 088

TOP 5 SELLING LCV’S FOR OCTOBER 2013

TYPE 2013 2013 SHARE

TOYOTA Hilux 2 894 20.5%

TOYOTA Quantum 1 539 10.9%

FORD Ranger 1 516 10.7%

NISSAN NP200 1 284 9.1%

ISUZU KB 1 232 8.7%

14 137

Figures courtesy of SA Department of Trade and Industry and RGT SMART

THE TOP SOUTH AFRICAN HCV / MCV MARKET FOR OCTOBER 2013
(MEDIUM, HEAVY & EXTRA HEAVY COMMERCIALS, & BUSSES)

MANUFACTURER CATEGORY 2013 SHARE

SCANIA
XHV 140 5.2%

BUS 19 0.7%

SCANIA TOTAL 159 5.9%

TATA

MCV 54 2.0%

HCV 44 1.6%

XHV 31 1.1%

BUS 8 0.3%

TATA TOTAL 137 5.1%

IVECO

MCV 91 3.4%

HCV 15 0.6%

XHV 25 0.9%

BUS 0 0.0%

IVECO TOTAL 131 4.8%

VOLKSWAGEN GROUP SA MCV 71 2.6%

VOLKSWAGEN GROUP SA TOTAL 71 2.6%

POWERSTAR XHV 50 1.8%

POWERSTAR TOTAL 50 1.8%

FAW

MCV 3 0.1%

HCV 5 0.2%

XHV 23 0.8%

FAW TOTAL 31 1.1%

AMH MCV 30 1.1%

AMH TOTAL 30 1.1%

RENAULT TRUCKS XHV 18 0.7%

RENAULT TRUCKS TOTAL 18 0.7%

JMC MCV 18 0.7%

JMC TOTAL 18 0.7%

FIAT GROUP MCV 12 0.4%

FIAT GROUP TOTAL 12 0.4%

BABCOCK
HCV 0 0.0%

XHV 7 0.3%

BABCOCK TOTAL 7 0.3%

PCSA MCV 5 0.2%

PCSA TOTAL 5 0.2%

VDL BUS & COACH SA BUS 2 0.1%

VDL BUS & COACH SA TOTAL 2 0.1%

VOLVO BUS BUS 1 0.0%

VOLVO BUS TOTAL 1 0.0%

NC2 TRUCKS SA XHV 0 0.0%

NC2 TRUCKS TOTAL 0 0.0%

GRAND TOTAL 2 707 100.0%

Figures courtesy of SA Department of Trade and Industry and RGT SMART

THE TOP SOUTH AFRICAN HCV / MCV MARKET FOR OCTOBER 2013
(MEDIUM, HEAVY & EXTRA HEAVY COMMERCIALS, & BUSSES)

MANUFACTURER CATEGORY 2013 SHARE

MERCEDES-BENZ SA

MCV 255 9.4%

HCV 82 3.0%

XHV 410 15.1%

BUS 29 1.1%

MERCEDES-BENZ SA TOTAL 776 28.7%

GMSA

MCV 183 6.8%

HCV 108 4.0%

XHV 37 1.4%

BUS 1 0.0%

GMSA TOTAL 329 12.2%

TOYOTA

MCV 214 7.9%

HCV 67 2.5%

XHV 16 0.6%

TOYOTA TOTAL 297 11.0%

UD TRUCKS

MCV 68 2.5%

HCV 114 4.2%

XHV 70 2.6%

UD TRUCKS TOTAL 252 9.3%

VOLVO TRUCKS XHV 193 7.1%

VOLVO TRUCKS TOTAL 193 7.1%

MAN

HCV 21 0.8%

XHV 134 5.0%

BUS 33 1.2%

MAN TOTAL 188 6.9%
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Picture Page

A strong favourite for the 2014 Car of the Year title is Renault’s 
Clio. It is one of the few modestly-priced cars in the line-up 
of fi nalists.

GMSA’s Denise van Huyssteen having fun at JIMS in October.

Honda’s Club Brio stand at the Johannesburg International Motor 
Show added street-cred to its entry-level model.

Not just pretty faces. The Mahindra girls at JIMS put themselves 
through a 4X4 challenge in a Scorpio in the interests of product 
knowledge. And fun, of course.

On the fi rst Saturday at JIMS in October, a thunderstorm turned 
the walkway to Hall 9 into a river.

There will plenty of muscle like this 1967 Chevrolet SS at the 
Classic Car Show on December 1 at Nasrec.
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BY STUART JOHNSTON

Th e Classic Car Show happens at Nasrec on 
December 1 and once again it is expected to draw 
over 1  000 cars, pick-ups and motorcycles. At the 
very fi rst such event, over a year ago, I was struck 
by a replica of Mercedes C9 Le Mans car, built in 
Edenvale by one Johan Ackermann.

Th is can-do bloke will be there once again, and 
he has since given his car a complete make-over, 
changing the roofl ine and windscreen angle, and 
repainting it too for good measure. Th e original car 
took him about 18 months to build, and the latest 
work kept him away from the television set for a 
good couple of months.

Johan’s car was built by scaling up a 1:32 scale 
slot racing Mercedes C9, and for those of you who 
don’t know what that is, it’s the car that marked 
Mercedes-Benz’s return to winning ways at Le 
Mans in 1989, aft er they’d offi  cially been away for 
34 years.

Of course, their withdrawal from racing in 1955 
followed the biggest motor racing crash of all time 
when one of their SLR racers fl ew into the stands at 
le Mans aft er an accident triggered to a large degree 
by British hero Mike Hawthorn who had suddenly 
dived for the pits in his Jaguar. Th e swerving Jag 
caused an Austin Healey, driven by Lance Macklin 
to brake on the pit straight, and this launched the 
fast closing SLR Merc of Pierre Levegh off  the back 
of the little Healy and into the crowd. Some 83 spec-
tators were killed, as well as the unlucky Levegh, 
and 120 were injured.

Incredibly, the race continued and Hawthorne 
and his co-driver Ivor Bueb won the race for Jaguar.

Mercedes withdrew all its cars from that race 
as a mark of respect to the relatives of the deceased, 
and withdrew from motorsport at the end of 1955. 
Its return to Le Mans with Sauber occurred, in fact, 

in 1988 but problems with tyre delamination on the 
old 400 km/h Mulsanne straight in practice saw the 
team once again withdraw its cars, this time before 
the race.

For the following year Merc really did its home-
work, and the beautiful, stubby C9 was a worthy 
winner, driven by Jochen Mass, Manuel Reuter and 
Stanley Dickens.

In fact the C9 is a Sauber, built in Hinwil, 
Switzerland by the same team that runs in Formula 
One today. It used a fi ve-litre twin turbo V8 Merc 
engine, while Johan’s road-going replica uses a 
3,2-litre V6, also fi tted with twin turbos, and with 
air-boxes and intercoolers fashioned to very much 
resemble those fi tted to the Le Mans Merc.

Ackermann is proud to state that anyone who 
has a good squiz at his car will notice that it uses all 
Mercedes components. Th e V6 motor came from 
an S320, while the gearbox and diff  were sourced 
from a C-Class Merc. He was assisted in his quest 

by the Edenvale Mercedes used specialists, CJ 
Auto Spares.

Th e engine is mounted ahead of the C-Class 
manual gearbox and this is mated in turn directly 
to the diff , so there is no prop-shaft . One of the rea-
sons Johan used a V6 was that with a V8 he wouldn’t 
have had the space to use the production compo-
nents he had in mind, and of course he didn’t have 
the budget to recreate a purpose-built compact 
gearbox and rear axle assembly as used in that Le 
Mans-winning Merc.

Th e engine-gearbox and rear suspension as-
sembly, bolts to a tubular steel chassis, as does the 
front C-Class suspension, while the body form was 
created by Johan using strips of thin gauge fl at steel 
to form the basic shape in a skeleton structure. Once 
he was happy with the shape aft er countless hours 
of bending and welding, the body structure was 
welded to the chassis, which also includes a solid 
roll cage.

To create the smooth fi nished shape, Johan then 
bonded 4 mm cardboard to both the inside and the 
outside of this body-form skeleton, and trimmed 
it all up, and then laid fi breglass matting on both 
the inside and outside of the skeleton form to cre-
ate a steel-reinforced glass fi bre body with a card-
board sandwich construction, which he says is 
extremely strong.

Th e car is confi gured as a single-seater and runs 
air-conditioning, but no power steering or ABS. It 
uses huge Brembo brakes from an S600 V12 up 
front and big Merc discs at the rear.

Johan uses an aft ermarket ignition system to 
keep the twin-turbo engine happy and sweet, and 
he says the car is geared for 300 km/h but he’ll never 
see that speed, he just grooves on driving it around 
at sane speeds and accelerating fairly hard up to the 
speed limit.

Johan Ackerman’s car will be just one of many 
remarkable cars at Nasrec on Sunday, December 1. 
Rock bands, good food and drink and all sorts of 
sideshows for the kids will make it a family aff air. 
For more info, go to www.classiccarshow.co.za ■

Back Page
The Classic Car Show Should Wind the Year up Nicely

The re-shaped windscreen has made 
a huge visual improvement on Johan 
Ackermann’s C9 Mercedes replica.

The Mercedes C9 replica. Note the 
excellent, revised body fi nish.

Mercedes withdrew all its cars from 
that race as a mark of respect to 

the relatives of the deceased, and 
withdrew from motorsport at the end 

of 1955. Its return to Le Mans with 
Sauber occurred, in fact, in 1988 ...

The car is confi gured as a single-
seater and runs air-conditioning, 

but no power steering or ABS. 
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