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The 2011 Johannesburg International 
Motor Show is a vote of confidence, 
not only in the automotive industry, 
but in Africa as a continent. That’s the 
view of Nico Vermeulen, executive di-
rector of the National Association of 
Automobile Manufacturers of South 
Africa (NAAMSA).

“The investment in this show runs 
into hundreds of millions of rands,” says 
Vermuelen. “That kind of investment is 
a sign of confidence and commitment 
by the industry to our automotive future 
in South Africa. And it’s a sign of con-
fidence in our country and the African 
continent as a whole.”

The exhibition which opens its 
doors at the MTN Johannesburg 
Exhibition Centre at Nasrec today will 
be the most ambitious motor show ever 
held in the southern hemisphere. There 
will be a total of 200 exhibitors including 
57 car brands, 23 truck and bus brands 
and a host of motorcycle and lifestyle ex-
hibitors. In addition there will be a huge 
contingent of automotive component 
manufacturers displaying their products 
in one of the many exhibition halls at the 
venue, located about 10 km south west of 
Johannesburg’s city centre.

The show is the result of a joint 
venture between NAAMSA, the 
Johannesburg Expo Centre and SA 
Show Services, which organises the 
show. This is in fact only the second 
hosting of the show under its current 
name, the Johannesburg International 
Motor Show, which was first held in 

2008. Prior to that the event was known 
as Auto Africa, and was first run at 
Nasrec in 1996 In effect, this is the sev-
enth running of the event, which is tra-
ditionally held every two years, although 
due to the economic downturn in 2009 it 
was decided to postpone the 2010 event 
to this year.

“This show will be without paral-
lel, asserts Vermeulen. “And we have 
set a very ambitious visitor target for 
the event. In 2008 we just missed the 
200 000 visitor mark with over 199 000 
visitors. This year we have targeted a fig-
ure of 275 000, which we realise is ambi-
tious, but nevertheless achievable.”

Vermuelen says that the show defi-
nitely ranks in the top 10 of its type in 
the world, and feels it can stand com-
parison to the likes of the Frankfurt, 
Paris, Detroit and Tokyo Shows. The 

2011 event will have even wider appeal 
than it had in the past, as there has been 
a shift to more lifestyle exhibits. A host 
of outdoor activities will be hosted once 
again at the show, in the form of motor-
cycling, off-roading and the like, while 
there will be caravanning and camping 
exhibits as well.

There will also be halls dedicated 
to “green” issues, as well as a Happy 
Anniversary hall showcasing the history 
of motor cars in South Africa. A high-
light here will be the display of a genuine 
1899 Mercedes-Benz Velo, the very same 
type of machine that was the first car 
ever to be driven on South African.

That occurred at the Berea Park 
sports grounds in Pretoria, and Oom 
Paul Kruger, President of South Africa, 
refused to climb into the car, stating that 
he was afraid a dog might bark and that 
“the machine would bolt”.

A huge attraction is expected to be 
the screening of the World Rugby Cup 
Quarter Final games on the Saturday 
and Sunday of each weekend of the 
show’s duration. This will take place 
from 7 am each weekend morning in the 
main arena. After this, the Sasol theatre 
of Motoring will provide entertainment 
by showcasing famous classic, racing 
and rally cars, as well as hotrods and 
racing go karts.

The Johannesburg International 
Motor Show runs from October 8–16, 
with the first two days being media and 
trade days. The show opens to the public 
on Saturday, October 8. ■

Johannesburg International Motor Show  

Set to Break All Records

Nico Vermeulen
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Editor’s Note
I was talking to a Nissan dealer the other 
day, enthusing about one or other classic 
car, as I tend to do –okay it was my Volvo 
122S – and he said something along the 
lines of “Why should I worry about his-
tory. What’s important is what’s happening 
right now.”

My reply to this was that, in Nissan’s 
case, the company could do a whole lot 
more in this respect. For instance, how 
many people realise that it is 50 years since 
the first Nissan pick-up was assembled in this country. Or that the first 
Nissans were actually imported here in 1958? Not a whole lot of people. 
Okay, the cars were called Datsuns back then, but the company was known 
as Datsun-Nissan. It was in 1983 that, world-wide, the cars all became 
known as Nissans.

Incidentally, that was about the time that the famous Skyline name-
plate was introduced here. There was a whole range of them from 1,8-litre 
four-door sedans to 2,8-litre coupes. And those coupes built up something 
of a cult folowing, as people fitted fancy wheels, hot camshafts, freeflow ex-
hausts and generally drove them in a gear lower than absolutely necessary 
just so’s you could hear the sound of that wonderful straight six engine rev-
ving its cam-covers off.

World-wide, the Skyline became a cult car in the past two decades 
thanks to its GTR model which was turbocharged and featured an amazing 
all-wheel-drive system. It looked like such an ordinary mid-priced coupe, 
yet it could see off the likes of Porsches around the Nurburgring. Now the 
car is simply known as the GTR, it looks more like a super-Porsche than a 
Nissan, and somehow I feel some brand continuity has been lost.

Yes, it is a wonderful car, but it is so far removed from the rest of the 
production run. You look at Nissan’s passenger car line-up and you can’t 
see the link between the awesome GTR and, say, a Tida or a Micra. These 
are cars that are simply “okay” when measured up against their segment 
competitors, and to me it is frustrating because a company that can produce 
a GTR, or a 370Z, simply has to be able to translate that into more cutting 
edge cooking models.

Nissan is not the only company to suffer from this kind of identity grey-
out. Mazda has a similar problem, despite having produced some wonder-
fully exciting models over the years, and proven it can still come up with a 
winner like the Mazda5 MPV, which has just been voted the South African 
women’s favourite “mom’s taxi”.

The products you think of when the names Nissan and Mazda are men-
tioned are the Navara and the BT-50. Rugged utility vehicles, famed for their 
hard work. I think it’s time that both these companies embarked upon a 
serious motorsport programme to get that message of toughness and excite-
ment across to a younger audience.

Both did it in the past in sports car racing, off-roading and rallying. 
Let that excitement factor trickle down with affordable models that actually 
offer something special, and then build a concerted marketing programme 
that is all encompassing of the product virtues of strength and a fine engi-
neering tradition. You build up a sense of history that way. And history is 
important, because a car that attracts the attention of a youngster in short 
pants today could spawn a life-long fan. 

Stuart Johnston,
Editor
stujohn@autolive.co.za

To advertise in 
 contact

Bruno Lupini on 081 354 7212 or email 
him at bruno.lupini@gmail.com

There again, maybe the 
Juke R is the answer!
No sooner had the accompanying editorial been bashed out on the lap-top than 
Nissan’s release on the new R version of the Juke arrived in our inbox. It’s a 
concept at this stage, but it illustrates the point that there are people in Nissan’s 
product planning division who are aware that there is a youth-image gap that 
needs to be filled.

Will the Juke be the answer? Well, in terms of image-building, definitely. It 
uses a twin-turbo V6, the very same powerplant that motivates the awe-inspir-
ing GTR, and a modified GTR all-wheel-drive transmission system. Chunky 
forged alloys keep it planted at each corner.

Inside it’s more GTR with gauges, seats and the like straight of the supercar 
part’s bin. Paul Willcox, Senior Vice President for Nissan’s Sales and Marketing 
division, says that the Juke “lends itself perfectly to a sports derivative.”

We tend to agree, but reckon that more energy should be spent devising a 
Micra R for our market. That could translate to a real hand-on following among 
first-time buyers. ■
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AutoLive, a convenient e-zine delivered twice a 
month, is the best way to keep up to date with news 
and views about all facets pertaining to the South 
African and international motor industries.

Importantly, the concept has been embraced 
by the organised SA motor industry – AutoLive has 
already been provided with membership mailing 
lists by the:

 ■ Retail Motor Industry organisation RMI
 ■ Motor Industry Staff Association (MISA)
 ■ National Association of Component and 
Allied Manufacturers (NAACAM)

 ■ McCarthy Motor Group
This is in addition to a comprehensive list of people 
operating within the industry. Furthermore, nego-
tiations for further meaningful subscriber lists are 
on-going. We have had an excellent response to our 
dummy and launch issues, and it appears this prod-
uct has great potential as a source of news within 
the biggest manufacturing sector of the South 
African economy.

Advertisers who are suppliers or service pro-
viders to any facet of the SA motor industry are 
seen by a focussed target market. In addition, the e-
zine format has an immediacy lacking in traditional 

print media, therefore getting information across 
faster with less lead time.

Who should advertise?
 ■ Companies looking to recruit employees for 
specialist positions in the motor industry

 ■ Companies looking for franchisees
 ■ Companies looking for dealers for new vehi-
cle brands

 ■ Automotive marketing consultants
 ■ Training organisations
 ■ Market research companies
 ■ Business management consultants
 ■ IT companies 
 ■ Fleet management companies
 ■ Suppliers of workshop equipment
 ■ Car care companies
 ■ Panel beaters and dent removers
 ■ Auction houses
 ■ Courier companies
 ■ Service providers in the finance and insur-
ance industry

 ■ Vehicle tracking system suppliers
 ■ Organisers of exhibitions and conferences
 ■ Tyre fitment centres

 ■ Suppliers of car care products
 ■ Suppliers of automotive replacement parts
 ■ Roadworthy testing centres
 ■ Printers
 ■ Accounting firms

Autolive advertising rates are very cost effective and 
we are able to make up advertisements at reasonable 
rates. ■

Why you should advertise in Autolive

Bruno Lupini can be contacted on 081 354 7212 
or via email at bruno.lupini@gmail.com 

It has been almost three months since I joined the 
team at AutoLive and in this time I’ve been very 
busy finding my feet in this unfamiliar segment of 
the motoring industry. Having come from main-
stream motoring print publications, it has been 
quite a learning curve, having to familiarise myself 
with a new industry clientele.

I have enjoyed every minute of it though, deal-
ing with different levels of prospective advertiser, 
from your one-man business all the way to the 
corporate types. The electronic media is also some-
thing new to me and having the help and input of 
my colleagues at the office has made it a lot easier. It 
also took some time to familiarise myself with the 
workings of electronic media, and strangely enough 
this genre of publication offers a lot more than the 
general print magazine, mainly in the fact that an 
advertiser has the advantage of embedding links to 
his advert, thus allowing the reader to click straight 
through to the advertiser’s website or predeter-
mined landing pages.

Apart from this, the advertisers already on 
board with AutoLive are seeing the benefits of ad-
vertising with us, good examples of this including 
National Auto Glass who recently extended their 

contract by adding another 3 months to their origi-
nal contract as well as Customer Care Solutions, 
the group that look after AutoMobi. They were so 
impressed with the overwhelming response they 
got from their initial strip advert that they have now 
booked a full page advert in this issue.

In addition AutoMobi placed an advertorial sup-
plementing their new ad, which takes the form of 
an interview with one of their executives, Stephan 
Feurig. Advertorial will be accepted for placement 
by AutoLive but clearly marked as such.

Top Class Automotive is also on board – so, 
what are you waiting for?

AutoLive has proved to be a useful tool for 
these companies that already advertise with us, of-
fering any motor industry related company a great 
platform to showcase their products and offerings. 

You will notice more brands as they come on board 
with us. The fact that we are at a delicate stage of 
the financial year has made progress steady rather 
than dramatic, but as you read this, at a time when 
you are planning your advertising for 2012, bear in 
mind the following: It is time to try new avenues 
of exposure; those conventional print publications 
that you have advertised in year after year, have 
readerships that are familiar with your products.

Another point is that this ugly “R” thing that 
has been haunting the industry for the past three 
years has not gone away. Many pundits are expect-
ing another dip and the first thing that is cut is the 
marketing budget. But remember, out of sight is 
out of mind and when things finally turn around, 
as they surely will, those advertisers that stick at it, 
even with a little advert on the side of a page, will be 
remembered by the prospective customer long be-
fore those advertisers that cut advertising budgets 
at the first sign of trouble.

Give me a call, let us give you a quote for a pack-
age that will suit your budget and keep your brand 
active in our readers’ eyes. 

Bruno Lupini

Tides of Change – Some Personal Notes from Bruno Lupini

AutoLive has proved to be a 
useful tool ... offering any motor 

industry related company a 
great platform to showcase 

their products and offerings.
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Top Gear (South Africa) will be headed up by long-
time Media24 editor Pierre Steyn, who until recent-
ly headed up the group’s motoring print division, 
overseeing the motoring newspaper supplements as 
well as the enthusiast-based glossy magazine, Top 
Car. Steyn says that the group only learned of its 
successful tender for the Top Gear title in August, 
so the ramp-up time to the first edition has been 
extremely short.

Yet Media24 has huge ambitions for what is es-
sentially a huge global brand. The initial print run is 

said to be in the region of 80 000, and this straight 
away makes it the biggest launch of a motoring 
magazine ever seen in this country.

That figure of 80 000 is significant as it repre-
sents the current circulation of Car, the longest-run-
ning motoring title in this country, and one that was 
launched way back in February 1957. Car’s circula-
tion figure is a world-wide phenomenon, matching 
the figures of some top titles in the UK, and on a 
market-penetration basis, it is most probably the 
most successful motoring magazine in the world.

Yet Steyn says that Top Gear won’t be going up 
against Car, at least not directly.

“Top Gear is much more lifestyle orientated. 
The core of the magazine will be at least six strong 
features every issue, of which at least two will be lo-
cal and the others written by the Top Gear television 
luminaries such as Jeremy Clarkson, James May, 
Richard Hammond and The Stig.

“To manage the South African section I have 
a strong team to support myself as Editor. Alex 
Parker, currently at Business Day, is deputy editor, 
Angus Boswell comes across from Top Car, and 
then I have Lance Branquinho and Braam Peens on 
features and other motoring-specific stuff.”

Apart from regular-type motoring fodder such 
as road impressions and long term test reports, the 
mag will also feature a 40-page buyer’s guide, col-
umns from the Top Gear UK people and a big sec-
tion on hi-tech gadgets, watches, driving games and 
the like.

All this may mean that finally Car has some 
real opposition, but recently-appointed editor 
Hannes Oosthuizen is not too concerned.

“We are going to carry on doing exactly what 
we’ve been doing,” says Oosthuizen. “We knew 
about the advent of Top Gear as soon as it was moot-
ed and that was going back to February or March 
this year. Since that time, if anything, we have ori-
entated Car even more strongly towards a consum-
er-based content, something it has always had.”

Car’s circulation has in fact dropped in recent 
years. At one stage in the early 1990s it peaked at 
over 130 000. But that was when there were only a 
few male-interest titles in the country. Since then 
Car has seen off circulation opposition from such 
powerful men’s magazines such as Men’s Health, 
FHM and GQ. And while many of them had initial 
circulations approaching the 100 000 level, they’ve 
tailed off sharply to below the 50 000 mark.

Car’s motoring opposition has fared even 
worse. Top Car, launched as a serious threat to Car 
in the early ‘90s, is currently hovering under the 
20 000 circulation mark, while Cars in Action, re-
cently re-vamped, is just under the 10 000 mark.

It will be interesting to see how Media24 
manages Top Car as a title, which will be headed 
up for now by the relatively-experienced Angus 
Thompson, who is the acting editor. Steyn reck-
ons that Top Car, too, has been strategising its 
editorial mix since the news of Top Gear’s im-
minence first broke. “Top Car is focussed on the 
petrol head, whereas Top Gear has to be fun first 
and foremost, as it has been over the past 30 years. 
Our target market is any magazine buyer, and 

continued on next page 

The Big Motoring Media Shake-Up
The launch of the world-famous Top Gear motoring magazine in South 
Africa at the end of this month is going to be the biggest automotive media 
event of the decade. The title’s South African edition will be launched by 
the massive Cape-based Media24 organisation, after much speculation 
that it would be awarded to Avusa Publishing earlier in the year.
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interestingly Top Gear has a large female viewer-
ship and readership.”

The price will be R29 95, which pitches it head-
to-head with Car, whereas currently the fully-im-
ported version of Top Gear sells for between R60 
and R70, depending on the outlet.

Pre-empting the launch of the big Media24 
motoring title, Cars in Action has undergone a re-
launch with its first new-look issue going on sale 
round about now. The new look is largely the handi-
work of former Media24 employee Egmont Sippel. 
Widely regarded as the top motoring writer in the 
country, Sippel jumped ship earlier this year after a 
long tenure as Rapport’s Motoring Editor, for whom 
he still writes under contract. Sippel brought unsus-
pected layout talents to the long-time team that is 
still in place at the magazine, although the artwork 
remains the preserve of talented Leonardo Lupini.

Just to make things even spicier, Sippel joins 
Cars in Action as Editor-at-Large alongside new 
Editor John Bentley, who edited Car until early this 
year. Both Bentley and Sippel have a lot to prove at 
Cars in Action, which was launched over a decade 
ago by the flamboyant Michele Lupini, who stays on 
as CEO of the title.

Bentley and Sippel are two industry heavy-
weights who have a lot of clout amongst motor 
manufacturers, having a combined experience be-
tween them approaching five decades. And they are 
backed up by talented youngster Richard Macaskill, 
who remains deputy editor of the mag and on-line 
editor.

“We are growing our circulation, and the aim 
is, within a year to be the second-biggest motoring 
magazine in South Africa. We have a lot of strings 
to our bow, and our web site is doing amazingly,” 
said Bentley.

As for Car’s Oosthuizen, he remains uncon-
vinced that Top Gear will be the sure-fire hit that 
many people are expecting of it.

“We remain a South African-produced product 
with a special flavour for South African readers,” he 
says. “There is a percentage of readers who favour 
the British version of Top Gear. But I’m not con-
vinced that a South-Africanised version is the way 
to go, that it will be accepted in the same way.”

 ■ There have been major shake-ups in the 
demographics of motoring-media-dom 
since the start of this year. In February 
long-running Afrikaans title Wiel was 
shut down after it had been re-launched 
by RamsayMedia a few years ago. Editor 
Francois Rabie was subsequently appointed 
editor of the group’s custom-publishing 
title, Toyota Zone.

 ■ Mike Monk, deputy editor at Car, was, along 
with editor John Bentley, given a retirement 
settlement, but subsequently was appointed 
acting editor of Automobile, a title which 

RamsayMedia acquired from the Future 
Publishing group earlier this year.

 ■ AutoLive’s deputy editor Tristan Wiggill 
has recently joined Automobile as its 
Johannesburg editor.

 ■ Former Automobile editor Wynter Murdoch 
is about to publish a dedicated book on the 
SA Automotive Industry, and continues 
to edit automotive publications for Future 
Publishing.

 ■ Les Stephenson, long-time editor of the top 
Independent News Limited-owned website, 
motoring.co.za, (which was subsequently 
renamed IOL Motoring), left to edit 
Media24’s motoring website, wheels.24. 
Motoring at IOL is now edited by Jason 
Woosey, previously employed as deputy 
editor at Cars in Action.

 ■ A weekly motoring supplement, edited 
by Mabuyane Kekana, was established to 
incorporate all Avusa-owned newspaper 
titles around the country, entitled 
MotorMania. This meant secondary roles 
to a number of motoring editors who 
had previously operated independently, 
producing their own home-grown 
supplements for their individual news-
papers. ■

 continued from previous page

“Top Car is focussed on the petrol 

head, whereas Top Gear has to be 

fun first and foremost, as it has been 

over the past 30 years. Our target 

market is any magazine buyer, and 

interestingly Top Gear has a large 

female viewership and readership.”

Pierre Steyn, Editor of Top Gear (SA) Hannes Oosthuizen, Editor of Car

Men in Black. Journos-in-Action Sippel (left) and Bentley
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Gate Hours: 09:00 – 18:00
Entrance: Adults R80 / 6-12 Years R20
Tickets available at Computicket or at gate

JOHANNESBURG EXPO CENTRE, NASREC
8-16 October 2011

(6th & 7th closed to public)

www.jhbmotorshow.co.zawww jhbmotorshhhhowww motor h co za

Endorsed by: Accredited by:

Nissan is unveiling its new Juke at the Johannesburg 
International Motor Show, and later this month will 
launch the car in two versions – a 1600 petrol and a 
1600 Turbo.

A cute funky SUV that harkens back to much 
smaller SUVS like the original RAV-4, it is set to 
carve a new niche for Nissan in the young lifestyle 
segment of the market.

Augmenting the launch will be an intriguing 
“virtual” experience for showgoers. They will be 
shown around the Juke using Augmented Reality

Using an Apple iPad for control of the experi-
ence, users will be able to explore the Juke in life-
size 3D utilising the Augmented Reality software, 
motion sensors in the tablet itself and hologram-
like wall projections. The public can admire the 
superbike-inspired central console which graces the 
funky but very functional interior, rotate the vehicle 

through 360-degrees and with each thoroughly ex-
plored detail including comprehensive information 
at the user’s fingertips.

Explains Nancy Reddy, Nissan SA Product 
Manager on Juke; “It may be an unconventional ap-
proach, but it celebrates the cutting edge nature of 

the Nissan brand and drive in innovaton. In keep-
ing with the unconventional nature of the exciting 
Juke itself, we are breaking automotive traditions. 
In addition to novel, it’s also fun, thrilling, and just 
a great way for us to get a meaningful engagement 
with customers.” ■

Nissan Juke 
Boxes Clever

The Johannesburg International Motor Show will 
give a sneak preview of the latest version of South 
Africa favourite “small” bakkie. The outgoing Corsa 
Utlity will be replaced by the all new Chevrolet 
Utility developed in Brazil.

But the new Chevrolet sub-one-tonner is al-
ready rolling off the GM production lines in Port 
Elizabeth as this is being written, with the South 
African launch scheduled for late 2011.

The small Chev Ute has a big reputation to live 
up to. For the past 78 months the Corsa Utility has 
been the market leader in its segment and has en-
joyed up to 46 per cent market share.

GMSA achieved a marketing milestone with 
the delivery of the 100 000th locally produced unit 
in May 2009. Since then local production has grown 
to over 162  000 units as South America and Sub-
Saharan Africa sales head north of 500  000 units 
with South Africa accounting for some 30% of 
that total.

This latest generation Chevrolet Utility is a 
hugely significant model for General Motors South 
Africa as it moves towards its goal of the local pro-
duction of a minimum of 50 000 vehicles per an-
num across three platforms at its Port Elizabeth 
manufacturing facilities. This goal is in line with 

meeting the requirements of the government’s 
Automotive Production Development.

The new model will be available in up tp 10 var-
iants, with choice of petrol and diesel engines and 
three trim levels. ■

Goodbye Corsa 

Hullo Ute
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The public will get its first glimpse of the new Mazda 
BT-50 Double Cab pick-up at the Johannesburg 
International Motor Show.

Based on the new Ford Ranger, which is being 
launched at the show and had its first public viewing 
at the Nampo show in the Free State back in May, 
the new BT-50 will go on sale locally next year.

“We are very excited about the vehicle,” said 
Doreen Mashinini, Mazda’s Marketing manager in 
South Africa. “The increase in wheelbase, increased 
passenger space and greater power will ensure the 
comfort of a passenger car, alongside the versatility 
of a pick-up.”

The towing capability has been increased to 
3 350 kg, increasing the suitability for towing boats 

and caravans. The new Mazda will come with a 
choice of two diesel engines, and an enhanced in-
terior specification. It’s a looker too, with a very di-
ustinctive front-end. ■

Show visitors will be able to check out and paw the 
new Kia Optima, which is due for local launch only 
in 2012. Rendered by famed European designer Peter 
Schreyer, the Optima is a sleek sedan with overt 
Euro-styling. And Kia Motors National Marketing 
Manager David Sieff reckons this car will challenge 
the German brands in the mid-size sedan segment.

Longer and lower than the previous Optima, 
the new model is sleeker largely thanks to an in-
creased wheelbase. The drag co-efficient is also 

significantly reduced to 0,29.
Unveiled in New York in April, the new Kia has 

garnered praise in pretty much the same way that 
recent Kias under designer Schreyer’s direction have 
done. Also making its debut at the Johannesburg show 
is the new Rio hatch. Kia Motors SA says that final 
spec levels of the local model still have to be finalised.

However the car is sure to follow the down-
sized engine route with six-speed gearbox that it has 
been exploring with other models. ■

Citroen will show the impressive DS5 for the first 
time in South Africa at JIMS, to line up against the 
recently-launched DS4. The new DS5 is only sched-
uled for local launch in 2012.

The dramatic large-sized hatch caused quite a 
stir at its debut in Frankfurt in September, where it 
was fitted with a hybrid diesel-electric motor, total-
ling a 155 kW power package yet with CO2 levels of 
only 99g/km

Citroen reckons the new DS5 will follow in the 
footsteps of the DS3, launched in 2010 and the DS4 

launched two months ago, in that it will be a real 
“driver’s car”.

Another eye-catcher on the Citroen stand at 
Nasrec will be the DS3 Racing. It is a limited-edi-
tion road-going car produced in limited numbers, 
with only 2 000 being built. It is said that Citroen SA 
has an allocation of 10 of these cars for local hard-
core motorheads.

The DS name is the one that really established 
Citroen as a builder of futuristic cars. The original 
DS19 of 1955 had a shape that remains futuristic to 
this day, and innovated the use of hydraulic sus-
pension in production cars. Ironically, the latest 
Citroen DS models are much more sports-orientat-
ed, with none of the magic-carpet ride qualities of 
that early DS. ■

Citroen is stressing the DS theme

First Glimpse of

BT-50

Kia Optima to take locals into the near-future

http://www.autolive.co.za
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MOTOR
MARKETING Automotive Marketing. Revolutionised.

THE COMPLETE MARKETING SOLUTION 
FOR MOTOR DEALERSHIPS.

AUTOLIVE HEADER SPACE

Innovative marketing for motor dealerships couldn’t be any easier than with MotorMarketing. 
You can now get powerful marketing solutions that were previously only accessible to vehicle 
manufacturers. From your own branded smartphone applications and innovative touch screens 
at your dealerships or events, to letting your customers generate additional leads for you by 
spreading the word of your dealership on social media platforms and letting us centralise and 
manage all of your social networks for you. 
 
MotorMarketing successfully revolutionises the ways in which motor dealers can communicate 
and interact with their clients on an ongoing basis through our suite of tailored solutions for the 
motor industry. You choose what is important to your business and always maintain the 
flexibility to add and integrate any other MotorMarketing products. 

MotorMarketing products are powered by Customer Care Solutions (Pty) Ltd. 
Customer Care Solutions has over 10 years experience in providing innovative marketing and customised 

multi-channel CRM solutions to the South African Motor Industry.

OUR PRODUCTS MORE INFO: www.motormarketing.co.za

Mobile Marketing. Ampli�ed.

A smartphone application designed 
to maintain and improve the link 
between customers and dealerships 
through an intuitive mobile interface.

www.automobi.co.za

Social Media. Visualised.

www.firstsnap.co.za

A tool that helps your customers 
socially spread the word of their 
new purchase through a branded 
photograph from your dealership.

Social Networks. Managed.

Keep all your communication in 
sync while we maximise your 
exposure through all the social 
networks in our framework.

www.somedia.co.za

Interactive Marketing. Extended

There when your sales team is not, 
silently and unobtrusively o�ering 
your customers all the information 
they need right at their �ngertips.

www.touchdirect.co.za

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 10

In fact the Gerotek testing facility near Pretoria 
was used by M&M in its extensive global validation 
process that saw some 250 prototypes log up a total 
of 2,35-million kilometres, before the vehicle was 
signed off for production.

A team of researchers were also sent to South 
Africa to ascertain the specific needs of our SUV 
market some three years ago. And more recently the 
Mahindra team analysed how the XUV 500 would 
stand up against C-segment sedans, SUVS and MPVs.

“One of the attractive aspects of launching an 
SUV like this was that the global meltdown had 
virtually no impact 0on the MPV market in this 
country. We realised that the biggest opportunity 
lay in the R200 – to R300 000 range. So we have tai-
lored three models in this price range,” said Ashok 
Thakur, CEO of Mahindra South Africa.

“The biggest competitors were the Hyundai 
ix35, the competitive Kia Sportage, the Chevrolet 
Captiva and the Nissan Qashqai. We were able to 
negotiate well with our senior management in India 
to get very attractive prices.”

The prices range from R239  900 for the base 
4x2 to R294  900 for the top 4X4 W8 model. This 
includes a three year/100 000 km warranty, a three-
year/60 000 km service plan and a one-year road-
side assistance plan.

The XUV 500 (pronounced five-double-oh) is 
part of a plan to significantly increase Mahindra’s 
presence in this country. The company is currently 
selling about 2 000 vehicles annually. In fact South 
Africa is the first country outside of India to market 
the XUV500, which was only launched in India one 
day before the SA launch.

Dr Pawan Goenka, President of M&M’s 
Automotive and Farm Equipment sector, said that 
while South Africa is very important to the com-
pany’s plans, sales have not yet reached the volume 
that Mahindra desired.

In reply to a question from the assembled jour-
nalists at the launch, Dr Goenka said that the compa-
ny would consider opening a manufacturing plant of 
limited assembly capability, and limited localisation, 
once Mahindra annual sales reached the 5 000 level.

Dr Goenka stressed that it was important that 
all 43 of its South African dealers were owned by 
Mahindra, as he believed it was important to give 
the desired level of customer service, in terms of 
buying the product and getting the product service.

Unlike the products that Mahindra developed 
in the past, said Dr Goenka, the previous models 
were India-centric, while this was Mahindra’s first 
global product.

The new XUV500 has all the equipment that is 
generally on the must-have list of SUV buyers. This 
includes six airbags, ABS, ESP, hill descent and hill 
assist, and part-time AWD on the top model. And 
there is a comprehensive infotainment system on 
the top model.

The engine used is a Mahindra-developed 
2,2-litre four-cylinder turbo-diesel developing 103 
kW, and the gearbox is also built by Mahindra and 
is a six-speed unit.

The claimed fuel economy is 7,1-litres/100 km, 
and a CO2 emission of 180 g/km. ■

SA Played a Major Role 
in the launch of the Mahindra XUV 500
South Africa was very much part of the conceptualising process of the 
new Mahindra XUV500, according to Mr Pravin Sha, one of the three top 
Mahindra and Mahindra executives that attended last week’s launch of the 
Indian company’s first “soft-roader” SUV.

Dr Pawan Goenka, president of Automo-
tive and Farm Equipment, Mahindra & 
Mahindra

The company is currently selling 
about 2 000 vehicles annually. In 

fact South Africa is the first country 
outside of India to market the 

XUV500, which was only launched in 
India one day before the SA launch.

http://www.autolive.co.za
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It extends to the handling – solidity that underpins 
every action, without ever being harsh in the way 
it deals with life’s little potholes and ripples. And it 
solidifies in the engines of all Jaguars, which deliver 
their power in a seamless, yet forceful manner.

All of the above has been true for Jaguar cars 
for the past 60 years and more, and just about all of 
them have embraced those traits. Jag’s catch slogan, 
grace, pace, space was thunk up in the ‘60s and it 
still applies today to the XF and to the XJ Series. It 
doesn’t apply all that well to the sports model XK se-
ries, because that car’s rear seat is pretty much only 
good for tossing your bag on, or your overcoat. But 
then again, by sports machine standards the XKs 
are quite roomy too.

All of the above, I’m happy to report, applies 
to the latest XF Diesel 2,2. And that very much in-
cludes the new engine, even though I was wonder-
ing how the four-cylinder would cope in terms of 
refinement, replacing as it does the V6, which was a 
very smooth and powerful device.

Yet the new four-cylinder motor is not short 
on grunt, delivering 140 kW and 450 NM of torque 

at fairly low rpm levels, even by diesel standards. 
Jaguar engineers definitely know how to make 149 
g/km diesels, just as they know how to make fire-
breathing supercharged V8s.

The only time I did miss the V6, with its 
smoother firing pulses and burblier exhaust and in-
duction note, was when pulling away. Under heavy 
throttle load at getaway speeds, you can hear that 
typical four-cylinder diesel note, which has a gar-
gling sound that will always remind me of some-
thing more, shall we say, utilitarian. There again, 
my co-driver for the launch in the Limpopo area, 
expert film-maker Jonathan Crawford, is a past 
Land Rover owner, and he said he had no problemo 
whatsoeverio with that slight chug-a-lug note.

To be fair to the XF Diesel, once you are past 40 
km/h or so and hauling hard through the excellent 
eight-speed (yes, that’s right, eight-speed) automatic 
gearbox, road and wind noise takes over, and you 
could be motivated by a V8 or a V12, so negligible 
is the intrusion into that walnut-and-leather cabin.

Actually I’m not sure whether Jag still uses 
walnut for its wood panelling, but it is wood of the 
woody variety, and not that over-lacquered stuff 
you see on some German cars that might well as be 
GRP or Kevlar with wood-flavoured paintwork.

The ride is quite firm, as our car ran on 18-inch 
alloys, but totally predictable. And the seats are 
definitely more comfortable, having been re-shaped 

with special hoops in both the backrest and the 
squabs (that’s the part you sit on). I drove for about 
five hours in between talking about the car for an 
Ignition TV insert while Jonathon told me to just be 
myself and not try to reinvent quantum theory in 
my opening delivery.

You will get fuel consumption in the eight li-
tres-per 100 range with this car and less if you are on 
a long trip. You can accelerate to 100 in under nine 
seconds, and you can wind it up to 220 km/h, and 
more, or so the makers say. That’s really important 
nowadays if you live where there are no speed traps 
and no side roads that might contain bakkies, dogs 
and bicycles about to impinge on your trajectory.

Funny how I’m writing this, as if I’m a genteel 
Jaguar owner. I’ve rarely used the terms “impinge” 
and “trajectory”. But that’s what a Jag does for you. 
It makes you feel different. And just a little on the 
smug side, because you are experiencing something 
that very few others are likely to do.

Jaguar are hoping to change that with the 
XF, because this is their bread-and-butter model, 
so they are hoping to cradle more bums in those 
well-conceived seat hoops that make life even more 
pleasant in a Coventry Cat.

There are two XF 2,2 Diesel models, one with 
much more bells and whistles than the other. They 
sell for R452  480 and R522  480 for the Premium 
Luxury model, which is pretty darned good. ■

The Entry-level Car For Those 
Who Just Have To Be Different
There is a uniqueness about a Jaguar that is difficult to quantify. It starts with the shape which in the XF model 
is all swoopy with finessed detailing. It extends to the interior with its old-world panelling and stitching off-set by 
modern-tech items which are nevertheless wrought in a timeless fashion.

http://www.autolive.co.za
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In the August Issue of AutoLive the publication re-
ported on AutoMobi smartphone applications. 
MotorMarketing has now launched an innova-
tive suite of products for motor dealerships. Our 
advertising staff spoke to Stephan Feurig from 
MotorMarketing to find out more.

AutoLive: Stephan, we’ve heard about 
AutoMobi, but what is MotorMarketing?

Stephan Feurig: MotorMarketing is an innova-
tive suite of marketing tools for motor dealerships. 
We looked at traditional advertising and marketing 
methods of motor dealers in South Africa and iden-
tified significant gaps. We have initially launched 
four products for motor dealerships within the suite: 
AutoMobi, FirstSnap, SoMedia and TouchDirect.

(AL): Tell us more about these.
(SF): AutoMobi is a dealerships’ very own 

smartphone application specifically tailored to their 
brand. It can display the latest news, dealership in-
formation, current stock and even accept service 
bookings and test drive requests. FirstSnap is geared 
towards letting dealership customers do the mar-
keting. Nothing is better than a friends’ recommen-
dation. Everybody is proud when collecting their 
new car from the dealership and FirstSnap captures 
this moment. From there the customer gets an e-
mail with a link to the FirstSnap site where they 

can easily share the link via social media or e-mail. 
Friends can comment on it and share the moment 
– with the dealership branding always present. This 
way, 18 months down the line from the sale, you 
can for example remind your customer of this very 
moment with a picture... With SoMedia, we pro-
vide full support and expertise in managing social 
media networks such as Facebook and Twitter and 
even create YouTube videos. TouchDirect is touch 
screen kiosks which are dealer branded, mobile and 
can be centrally managed without ever needing to 
fiddle with the unit. They are great on the show-
room floor, in the service waiting area, at shopping 
malls and events.

(AL): Are mobile applications and social media 
really important for a motor dealership?

(SF): Sure they are. With more than 4 million 
South Africans using Social Networks chances are 
that more people are exposed to Facebook or Twitter 
than to a newspaper ad. An average Facebook user 
has 130 friends. They all see if you like what you get 
from a dealership and most likely trust your judge-
ment as they know you well. But it’s very important 
that you know what you are doing in the social me-
dia arena and also keep track of your results. As for 
smartphones: Many people can’t do without their 
BlackBerries or iPhones anymore. They are perfect 

for getting info on the go wherever you are or have a 
minute or two to spare.

(AL): What about costs? Don’t these products 
cost a lot of money?

(SF): If a dealer would do this all alone there 
would be quite a heavy cost and they still would 
need to know how and what to do. We’ve got the 
expertise and knowledge and have developed the 
products in a way that we can apply economy of 
scale. This way, a dealer only pays a nominal set-up 
fee and a small monthly fee which covers the usage 
and the ongoing support. It actually costs less than 
a print ad and has a much bigger impact with trace-
able results.

(AL): You mentioned the expertise. Do you 
have a background in the motor industry?

(SF): MotorMarketing is powered by Customer 
Care Solutions. We’ve done marketing, research 
and multi-channel CRM in the motor industry for 
over 10 years. Our flagship product for the motor 
industry is Drivers’Circle, which is used in many 
dealerships around the country.

(AL): This sounds impressive. How can people 
contact you?

(SF): Visit the company’s new website on 
www.motormarketing.co.za or give us a ring on 
021 486 4350. ■

Advertising Feature
AutoMobi’s Fresh 
Marketing Solutions

Stephan Feurig

http://www.autolive.co.za
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The son of Ramsay Media head Alan Ramsay, Scott 
has undertaken a ‘Year in the Wild’ in which he will 
visit a total of 31 rugged and breathtaking nature re-
serves between June 2011 and July 2012. His goal is 
to capture the beauty of South Africa’s last remain-
ing wild places on camera and to inspire more people 
to visit and enjoy this natural wealth for themselves.

He has a lot of rocky, muddy, sandy, bumpy wil-
derness ground to cover before the 12 months are 
up – and he needs his Goodyear Wrangler 245/70 
R16 AT/SA tyres to go the distance. Ramsay was in 
the Augrabies Falls National Park when we caught 
up with him, having already covered the first seven 
of his planned destinations. Aside from bemoan-
ing the fact that the lions had eluded him in the 
Kgalagadi Transfrontier Park, his journey so far has 
been highly successful and he happily reported con-
fidence in his tyres’ ability to take the pace whatever 
the surface.

“The tyres are doing really well. We’ve had one 
puncture only and that was from a big nail lying in 
the road in the Richtersveld! Fortunately it was a 

slow leak and we were able to drive quite far before 
changing it.

“In the Kgalagadi, we deflated our tyres to 
around 160kpa because of the corrugations, but the 
tyres handled them without problems and we were 
very comfortable. At the moment the tread wear is 
still really minimal, because we’ve been careful to 
choose the correct tyre pressures depending on the 
road surface.

“The most extreme terrain has been in the 
Richtersveld where there are a lot of sharp rocks 
and tyres really take a beating. I was worried about 
the Wrangler’s sidewall protection but they’ve come 
through with flying colours.”

The Goodyear Wrangler tyres are in keeping 
with Ramsay’s eco-friendly approach to the trip. 
Wranglers are renowned for their exceptional on- 
and off-road performance and the reliable, locally 
manufactured Wrangler AT/SAs continue to top 
South Africa’s 4x4 best seller charts.

From Augrabies, where the Gariep River 
noisily plummets 91 metres and has dramatically 

carved a massive 18km canyon in the granite geol-
ogy, Ramsay moves next to the small mountainous 
reserve of Kogelberg.

You can follow his journey through a fasci-
nating series of blogs and stunning photographs 
on his website http://www.yearinthewild.com, or 
join his Facebook page http://www.facebook.com/
YearInTheWild. ■

Intrepid photojournalist Scott 
Ramsay has entrusted Goodyear’s 
go-anywhere Wrangler AT/SA tyres 
to carry him, in his trusty Ford 
Everest, over some of the most 
arduous terrain in South Africa. And 
so far the tyres are holding up well, 
as is the rugged Ford.

Ramsay and Ranger tackle Richtersveld. The sharp rocks were no problem for Goodyear rubber

Scott Ramsay at Augrabies for Goodyear

A good year so far for Rambling

RAMSAY
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TWO South Africans have set a new Guinness 
World Record for Riding a Motorcycle through a 
Fire Tunnel.

The attempt took place in the main street of the 
town of Vaalwater in the Limpopo Province two 
weeks ago. (September 23).

Photographer Enrico Schoeman and motoring 
journalist Andre’ de Kock rode their Kawasaki-
engined Australian sidecar through a fire tunnel of 
73,3 metres.

The previous world record, held by Indian 
Superbike racer Shabir Ahluwalla, stood on 68,4 
metres. The record was a highlight of this year’s an-
nual Waterberg Game Festival in Vaalwater. For the 
first time in history, the town closed its main road 
for a sporting event.

The stunt crew built their tunnel, comprising 
of a steel framework and Lothlorien cardboard, in 
the main street from 5pm until 7pm last Friday. 
At 7.20pm they doused the structure in diesel, fol-
lowed by petrol five minutes later. The tunnel was 
set alight with pyrotechnics at exactly 7.30pm, after 
which Schoeman and de Kock rode the high-pow-
ered machine through the resultant inferno.

Both riders incurred slight burn wounds, with 
the heat inside the tunnel melting the plastic bits of 
their crash helmets. Stickers and paint on the ma-
chine also melted.

“That was one hot ride,” said De Kock after-
wards. “On the other hand, breaking a world record 
should not be easy,” he added.

Proof of the record will be sent to the Guinness 
World record offices in London for ratification

 ■ Some years ago motoring journalist De Kock 
became the world’s fastest passenger on land 
when he strapped himself to a Jet Car at 
Tarlton International Raceway. He travelled 
at close to 400 km/h from a standing start 
and suffered from ear bleeds and other 
internal stresses afterwards. Unsurprisingly, 
no-one else has ever strapped themselves to 
a jet car engine in an attempt to improve on 
De Kock’s feat.

 ■ When once asked why he did such things, De 
Kock replied: “For fifty weekends of the year 
I watch other guys boost their adrenaline 
in race and rally cars and on motorcycles. 
Every now and again it’s my turn to get that 
warm and fuzzy feeling.” ■

FIRE!

Enrico (left) and Andre as cool as cucmbers on their hot Kawasaki

A warm fuzzy feeling

Baptism

OF
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Mouthpiece

By James siddall

Over the past two decades and a bit I’ve dabbled in 
all sorts of journalism.

Community reporting – when I was on The 
Zululand Observer in the later 1980s, and got to 
grace mayoral tea parties and school sports days as 
a journalist so junior I hardly even qualified as a cub 
reporter.

Political writing – when I was on The Leader, 
a defunct left-wing paper, covering endless march-
es and political rallies in those heady days of the 
early 1990s. A little later when I was on the dearly 
departed Scope magazine I went on the campaign 
trail with Nelson Mandela and then FW de Klerk 
in early 1994, when there was electricity, energy and 
euphoria in the air.

Travel writing – covering local and overseas 
destinations for all sorts of publications. That’s 
mostly been fun, although overseas press junkets 
led by overzealous PR-types intent on cramming 
the most arbitrary tourist “attractions” into the itin-
erary are depressingly overrated.

And motoring writing – which is the most en-
joyable of all, particularly for someone whose very 
first word was apparently “car,” which doubtless left 
my parents feeling a little shortchanged.

The benefits are immense.
Besides acquiring a large collection of brand-

ed caps and pens, you get to see all corners of the 
country, even the globe if you’re lucky, from be-
hind the wheel of cars that are very often desir-
able, or at least interesting. Plus you can expect 
to be exposed to at least 50 or so vehicles a year, 
taking into account weekly test cars, and some-
times far more.

But motoring journalism also gives an unri-
valled insight into human nature. And it’s fascinat-
ing to see how various cars elicit envy, awe, enthusi-
asm, acclamation and, yes, even aggression.

Drive virtually any classic, for instance, and 
you will almost always be met by enthusiasm from 
fellow petrol-heads and passers-by. The pristine 
1970 Ford Mustang Grande I tooled about in some 
while ago comes to mind.

Conversely, large Bavarian sedans seem to at-
tract less savoury emotions. Twice now I’ve been 
met with unbridled aggression when driving BMW 
7 Series. Once from a group of drunks who wanted 
to beat me up for the sin of pulling up next to them 
at a traffic light in a big, black 7.

Mercedes in my experience seem to at-
tract more awe. I remember once interviewing 
a rather well-known soap star over lunch, dur-
ing which she trilled and trumpeted about her 
upcoming birthday bash, and how it was going 
to be the social event of the year. At the end, as 
I walked her out of the restaurant, she pointed 
to the tired little Fiat Uno directly outside and 
condescendingly said, “Is that your car? They’re 
so economical.”

When I gestured to the new E-Class across 
the road and said I was actually driving that, she 
breathed, “You simply must come to my party.”

But nothing – absolutely nothing – seems to at-
tract awe and adulation like a Rolls-Royce, even an 

older Silver Shadow, which can be had for less than 
the price of a new D-segment sedan.

Some years ago I spent some time smoking 
about Durban in a magnificent Silver Spirit, which 
incidentally had a severe drinking problem, as do 
most of these cars.

Anyway, I remember pulling into a service sta-
tion one night for yet more fuel.

Filling up next to the Spirit was a tired, 
tarted-up Toyota Corolla with two “okes” in the 
front, and a girl in the back. As the Spirit gulped 
away at the pumps, they just stared, and stared 
some more in what I thought was surely a precur-
sor to some spirited flinging of insults and maybe 
fists.

Eventually the chief breker broke the silence 
saying, “Jirre, but your Rolls is lekker, hey. Sir.”

And as their Corolla pulled away – the Rolls 
was still gulping its fuel – the girl stared from the 
backseat with a look that I can only imagine is re-
served for the sickeningly rich or famous.

To paraphrase the Martin Amis novel, Money – 
which I never tire of quoting – driving a Rolls is like 
saying to the rest of the world, with an airy wave to-
wards the car: “This is money. I don’t believe you’ve 
met…” ■

Wheel Stories

To advertise in  contact

Bruno Lupini on 081 354 7212 or email him at bruno.lupini@gmail.com
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By Bruno lupini

Visibly unchanged from its predescessor, the 
new 159 is available in 5 guises ranging from the 

entry level 1750 TBI Progression, 1750 TBI TI, 
3.2 Distinctive, 3.2 TI and the range topping 3.2 
Q4 Q-Tronic Distinctive. The 1750 model range 
boasts the same engine as the recently intro-
duced Guilietta with the Euro 5 compliant 1750 cc 

turbocharged petrol unit developing 147 kW and 
320 Nm. Manufactured by FPT – Fiat Power train 
Technologies, the 1750 is coupled to a six-speed 
manual gearbox and features advanced ignition 
control solutions including a revolutionary scav-
enging control system. The 3.2 mill pushes out 191 
kW and a peak torque of 322 Nm at 4,500 rpm and 
is available with a six speed manual or automatic 
transmission. Climbing into the cabin of the stylish 
3.2 TI model I was immediately impressed with the 
quality of fit and finish, the dash is well-designed 
around the driver and the TI pack includes red 
stitched seats, gear knob and steering wheel while 
the sporty metal peddles and side sills add to the 
racy image. Black on white instrumentation and 
a host of standard features enhance the ergonom-
ics of the interior. The 159 range boasts a 5-star 
EuroNCAP rating and features seven airbags.

Push start and the V6 growls to life, the com-
fortable seats hugging my body as I steer onto the 
road and mingle with the traffic. The 3.2 is respon-
sive to my foot; the audible engine note adding to 
the thrill as I accelerate and from low down in the 
rev range the retort is great. On the road the V6 is 
as smooth as silk; the responsive mill well suited to 
the six-speed manual transmission and overtak-
ing is made easy. Driving through sweeping curves 
the 159 showed great power, agility and supreme 
road holding.

After a car change I got to drive the 1750, this 
model also in the TI guise with a similar interior 
and finish. Push start and you’re greeted with a dif-
ferent engine note as the four pot mill ignites. The 
1750 responded immediately to my pedal pressure 
as it shot to life, the sheer acceleration is brilliant 
and this one begs to be driven hard. I found the han-
dling as good as the 3.2 although the 1750 seemed 
a little lighter through the sweeps, not that it was at 
all bad, but the 3.2 just felt more adept through the 
fast cornering. I really enjoyed both options but if 
pushed to pick a model I reckon the 3.2 V6 version is 
better suited to my impending mid-life crisis.

Alfa Romeo has taken huge strides in closing 
the gap with its German rivals, with a greatly im-
proved CSI and parts stock, 35000 km service in-
tervals, 5 year/ 150 000 km warranty, 6 year service 
plan and very aggressive pricing, we’re sure to see 
more of the new 159 on our roads soon. ■

Dressed for Success

Alfa Romeo South Africa has been hard at work over the past two years in re-establishing itself on the local 
motoring market, and following on the arrival of the Mito and the much fancied Guilietta I recently attended the 
re-launch of the Alfa Romeo 159, a revised D-segment sedan that asks several questions of its already well known 
German counterparts.

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 17

SOUTH AFRICAN VEHICLE SALES FIGURES 
AT THE END OF SEPTEMBER 2011

TOTAL MARKET

YTD 2011 424 405

YTD 2010 365 105

Increase of 16,2% between YTD 2011 and YTD 2010

SEPTEMBER 2011 54 364

AUGUST 2011 51 409

SEPTEMBER 2010 41 825

Increase of 30% between sales in September 2011 and September 2010

PASSENGER CAR MARKET

YTD 2011 294 822

YTD 2010 250 260

Increase of 17,8% between YTD 2011 and YTD 2010

SEPTEMBER 2011 37 832

AUGUST 2011 36 192

SEPTEMBER 2010 29 981

Increase of 26,2% between sales in September 2011 and September 2010

LIGHT COMMERCIAL VEHICLE MARKET

YTD 2011 109 358

YTD 2010 98 609

Increase of 10,9% between YTD 2011 and YTD 2010

SEPTEMBER 2011 14 006

AUGUST 2011 12 906

SEPTEMBER 2010 9 897

Increase of 41,5% between sales in September 2011 and September 2010

OVERALL TRUCK AND BUS MARKET

YTD 2011 20 225

YTD 2010 16 237

Increase of 24,6% YTD 2011 and YTD 2010

SEPTEMBER 2011 2 526

AUGUST 2011 2 311

SEPTEMBER 2010 1 947

Increase of 29,7% between sales in September 2011 and September 2010

TOTAL VEHICLE EXPORTS

Total YTD 2011 182 146

Total YTD 2011 149 638

Increase of 14,5% between YTD 2011 and YTD 2010

AUGUST 2011 24 835

JULY 2011 24 763

AUGUST 2010 19 605

Increase of 26,7% between exports in August 2011 and August 2010

PASSENGER CAR EXPORTS

YTD 2011 126 142

YTD 2010 115 940

Increase of 8,8% between YTD 2011 and YTD 2010

Total year-to-date sales after nine months remained 16,2% ahead of the corre-
sponding nine months in 2010. Dealers sold 77,8% of the total, with 15, 9% going 
to car rental, 3,5% to government and 2,8% to industry corporate sales.

The battle of the titans between Toyota and Volkswagen for market leader-
ship in 2010 remains close.. Toyota, the defending champion since 1980 and a 
company celebrating 50 years in SA this year, was the top-selling brand in the 
country in September. This makes it five months leadership for Toyota and four 
months for its Uitenhage-based rival, Volkswagen, which has been in SA for 60 
years this year.

This performance allowed Toyota to extend its YTD lead by 809 units to 
3 225, with three months of the year to run. It is going to be a close fight!

New car sales in September were 26,2% up on September 2010, with 
Volkswagen setting the pace on 8  495 units sold. Light commercial vehicle 
sales exceeded expectations and were 41,5% up on the situation a year ago, with 
Toyota leading the way.

Truck and bus sales were also strong and were almost 25% ahead of the cor-
responding nine months of last year.

Exports boomed at 25 933 units ,which reflected an increase of 106,9% over 
September 2010, which was a month when exports were severely affected by 
strike action. Volkswagen (8 414 units shipped) was the leader in this aspect of 
the business, with Toyota (6 480) second and followed by Mercedes-Benz (5 042) 
and BMW (4 527).

The latest sales figures exceeded industry expectations and are cause for op-
timism. The new car market is now expected to show an improvement of about 
15% in volume terms over the 2010 figure.

*NAAMSA welcomes participation of GREAT WALL MOTORS SA (PTY) 
LTD, who for the time being will be reporting in aggregated terms.

Please note these volumes are not included in the attached September 2011 
NAAMSA New Vehicle Sales Report. 

The GWM monthly volumes for 2011 are: 
 ■ Jan 2011: 401 
 ■ Feb 2011: 494 
 ■ Mar 2011: 518 
 ■ Apr 2011: 440 
 ■ May 2011: 509 
 ■ Jun 2011: 559 
 ■ Jul 2011: 562
 ■ Aug 2011: 616 
 ■ Sep 2011: 740 ■

September 2011 New Vehicle Sales Figures

NAAMSA New Vehicle Sales Report
The past month provided a very pleasant surprise for 
the SA motor industry after a few slowish months. 
Sales in September totalled 54 364 units, which was 
a 30% improvement over the 41 825 units sold in 
September 2010. However, it must be remembered 
that a year ago the industry was still facing stock 
shortages after a series of industry strikes.

continued on next page 
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SOUTH AFRICAN VEHICLE SALES FIGURES 
AT THE END OF SEPTEMBER 2011

LIGHT COMMERCIAL VEHICLE EXPORTS

YTD 2011 55 522

YTD 2010 33 111

Increase of 67,7% between YTD 2011 and YTD 2010

 continued from previous page

Market Totals by Manufacturer for Sept 2011

Passenger
LightCV
<3501kg

MediumCV
3501–8500kg

HeavyCV
8501–1500kg

Extra HeavyCV
>16500kg

Bus
>8500kg

RSA EXP RSA EXP RSA EXP RSA EXP RSA EXP RSA EXP

TOYOTA 5,002 1,031 4,877 5,449 167 0 80 0 45 0 0 0

VOLKSWAGEN GROUP SA 8,495 8,414 813 0 74 0 0 0 0 0 0 0

GMSA 3,906 88 2,867 66 95 4 109 0 34 0 0 0

FMC 3,051 0 1,920 205 0 0 0 0 0 0 0 0

NISSAN 1,476 12 2,357 1,012 0 0 0 0 0 0 0 0

MERCEDES-BENZ SA 2,460 5,042 56 0 234 0 61 0 411 0 11 0

BMW GROUP 2,324 4,517 0 0 0 0 0 0 0 0 0 0

RENAULT 1,080 0 7 0 0 0 0 0 0 0 0 0

CHRYSLER SA 695 0 0 0 0 0 0 0 0 0 0 0

HONDA 675 26 0 0 0 0 0 0 0 0 0 0

PCSA 457 0 23 0 28 0 0 0 0 0 0 0

JAGUAR LAND ROVER 404 0 32 0 0 0 0 0 0 0 0 0

SUZUKI AUTO 387 0 0 0 0 0 0 0 0 0 0 0

TATA 146 0 112 0 59 0 41 0 18 0 10 0

FIAT GROUP 304 4 32 2 15 0 0 0 0 0 0 0

UD TRUCKS 0 0 0 0 85 8 142 15 101 8 0 0

VOLVO CARS 304 0 0 0 0 0 0 0 0 0 0 0

MITSUBISHI MOTORS SA 153 0 76 0 0 0 0 0 0 0 0 0

MAN 0 0 0 0 0 0 25 0 136 2 49 0

MAHINDRA 35 0 120 0 0 0 0 0 0 0 0 0

SCANIA 0 0 0 0 0 0 0 0 112 2 8 14

NAVISTAR INTERNATIONAL 0 0 0 0 0 0 0 0 94 0 0 0

SUBARU 90 0 0 0 0 0 0 0 0 0 0 0

IVECO 0 0 0 0 64 1 4 4 20 5 0 0

CHANA 53 0 34 0 0 0 0 0 0 0 0 0

VOLVO TRUCKS 0 0 0 0 0 0 0 0 85 0 0 0

PORSCHE 59 0 0 0 0 0 0 0 0 0 0 0

RENAULT TRUCKS 0 0 0 0 0 0 0 0 27 1 0 0

BABCOCK 0 0 0 0 0 0 0 0 26 0 0 0

POWERSTAR 0 0 0 0 0 0 0 0 20 1 0 0

MASERATI 9 0 0 0 0 0 0 0 0 0 0 0

VDL BUS & COACH SA 0 0 0 0 0 0 0 0 0 0 3 0

SUB TOTAL 31,565 19,134 13,326 6,734 821 13 462 19 1,129 19 81 14

AMH & AAD 6,267 0 680 0 33 0 0 0 0 0 0 0

INDUSTRY TOTAL 37,832 0 14,006 0 854 0 462 0 1,129 0 81 0

SOUTH AFRICAN VEHICLE SALES FIGURES 
AT THE END OF SEPTEMBER 2011

TRUCK AND BUS EXPORTS

YTD 2011 482

YTD 2010 587

Decrease of 17,9% between total truck and bus exports in YTD 2011 and 
YTD 2010

continued on next page 

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 19

TOTAL VEHICLES BY MANUFACTURER FOR SEPTEMBER 2011

RSA EXPORT

TOYOTA 10,171 6,480
VOLKSWAGEN GROUP SA 9,382 8,414
GMSA 7,011 158
FMC 4,971 205
NISSAN 3,833 1,024
MERCEDES-BENZ SA 3,233 5,042
BMW GROUP 2,324 4,517
RENAULT 1,087 0
CHRYSLER SA 695 0
HONDA 675 26
PCSA 508 0
JAGUAR LAND ROVER 436 0
SUZUKI AUTO 387 0
TATA 386 0
FIAT GROUP 351 6
UD TRUCKS 328 31
VOLVO CARS 304 0
MITSUBISHI MOTORS SA 229 0
MAN 210 2
MAHINDRA 155 0
SCANIA 120 16
NAVISTAR INTERNATIONAL 94 0
SUBARU 90 0
IVECO 88 10

TOTAL VEHICLES BY MANUFACTURER FOR SEPTEMBER 2011

RSA EXPORT

CHANA 87 0

VOLVO TRUCKS 85 0

PORSCHE 59 0

RENAULT TRUCKS 27 1

BABCOCK 26 0

POWERSTAR 20 1

MASERATI 9 0

VDL BUS & COACH SA 3 0
SUB TOTAL 47,384 25,933

AMH & AAD 6,980
INDUSTRY TOTAL 54,364 25,933

Memo

Associated Motor Holdings and Amalgamated Automobile 
Distributors disclose aggregate sales by major segment as follows

RSA

Small Cars (Cubic Capacity 1400cc or less) 2,735

Medium Cars (Cubic Capacity 1400cc - 2500cc) 2,775

Large Cars (Cubic Capacity 2500cc or greater) 147

4X4 Recreational/SUV 610

Light Commercial Vehicles 680

Medium Commercial Vehicles 33

Total 6,980

 continued from previous page

RSA Total and Export Vehicles by Market

Sept 2011 Variance % Sept 2011 Aug 2011 YTD Sept 2011 Variance % YTD Sept 2010

RSA EXP RSA EXP RSA EXP RSA EXP RSA EXP RSA EXP

Passenger 31,565 19,134 33.40 105.80 23,665 9,299 30,342 16,936 248,407 145,256 19.80 16.00 207,418 125,239

AMH & AAD 6,267 -0.80 6,316 5,850 46,415 8.3 42,842

Passenger Total 37,832 19,134 26.20 105.80 29,981 9,299 36,192 16,936 294,822 145,256 17.80 16.00 250,260 125,239

Light CV 
<3501kg 

13,326 6,734 41.20 114.3 9,435 3,142 11,947 7,832 102,418 62,284 12.30 71.80 91,180 36,253

AMH & AAD 680 47.20 462 959 6,940 -6.60 7,428

Light CV <3501-
8500kg Total

14,006 6,734 41.50 114.30 9,897 3,142 12,906 7,832 109,358 62,284 10.90 71.80 98,608 36,253

Medium CV 
3501-8500kg

821 13 33.10 62.50 617 8 688 21 6,663 90 18.50 45.20 5,622 62

AMH & AAD 33 0.00 0 41 254 0.00 0

Med. CV 3501-
8500kg Total

854 13 38.40 62.50 617 8 729 21 6,917 90 23.00 45.20 5,622 62

Heavy CV 
8501-16500kg

462 19 23.90 0.00 373 19 420 4 3,627 91 10.00 -49.20 3,298 179

Extra heavy 
CV > 16500kg

1,129 19 28.40 -65.50 879 55 1,081 38 8,916 297 45.20 2.40 6,140 290

Bus > 8500kg 81 14 3.80 27.30 78 11 81 5 765 62 -35.00 -58.40 1,177 149

INDUSTRY 
TOTAL

54,364 25,933 30.00 106.90 41,825 12,534 51,409 24,836 424,405 208,080 16.20 28.30 365,105 162,172
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Snippets
Zuma takes automotive 
industry concerns seriously

President Zuma is taking the concerns of the SA 
automotive industry seriously. He has formed 
a task team to deal with them following a visit to 
Eastern Cape manufacturers Volkswagen and Ford 
(Struandale engine plant) last week.

Two ministers in his recently formed 
Infrastructure Coordination Commission, Gugile 
Nkwinti and Ebrahim Patel, will lead discussions 
with motor industry leaders and report back to the 
president on an ongoing basis.. Among the concerns 
voiced were: the increased level of imports coming 
onto the domestic market, inadequate levels of lo-
cal content, reduced demand for SA-built cars and 
components in key export markets, competition 
from India and China and rising input costs and 
logistical costs.

Zuma also evidently promised the infrastruc-
ture concerns would be improved through the 
new commission.

At the Ford Struandale Engine Plant some 300 
workers provided a rousing welcome for President 
Zuma. The Ford visit marked the first time a South 
African President had visited the Struandale 
Engine Plant, and the high-level delegation in-
cluded Eastern Cape Premier Noxolo Kiviet and 
Minister of Economic Development Ebrahim Patel. 
They were received by Jeff Nemeth, president and 
CEO of Ford Motor Company of Southern Africa 
and Struandale Engine Plant manager Wallace 
Yearwood.

“We are exceptionally proud that President 
Zuma was able to visit the Ford Struandale Engine 
Plant during his tour of the automotive industry 
in Nelson Mandela Bay,” Nemeth said. “It was of 
particular significance that he was also able to ex-
perience a ride in the all-new Ford Ranger, powered 
by the Duratorq TDCi engine produced in Port 
Elizabeth.” ■

Hyundai co-CEO Yang quits

Hyundai Motor Co-CEO Steve Yang has resigned 
for personal reasons. Hyundai’s domestic and for-
eign sales chiefs will split Yang’s role, in a move 
some analysts said was aimed at further raising the 
company’s overseas sales and profile.

Under Yang’s reign, Hyundai became one of 
the biggest threats to global automakers in recent 
years, increasing sales and gaining market share 
even during the global financial crisis. Under 
the new structure, Kim Choong-ho and Kim 

Seung-tack have been promoted to head Hyundai’s 
domestic business and overseas business, respec-
tively. Both business units were previously headed 
by Yang.

Hyundai’s board will pick a new CEO later, 
a Hyundai spokesman said. Yang, who turns 58 
next month, stepped down due to health issues 
and will take up an advisory role, the spokes-
man said. Yang’s role has been mainly involved in 
day-to-day operations of Hyundai. He was one of 
three CEOs of Hyundai along with its chairman 
and founding family member Chung Mong-koo, 
and the head of Hyundai’s production at its top 
plant. ■

LG wants to ban sale of 
BMW, Audi cars

LG Electronics of South Korea is seeking to ban the 
sale of BMW and Audi cars due to its legal battled 
with Siemens’ lighting unit, Osram. LG’s sales in-
junction submitted in Seoul argues that Osram’s 
lighting products infringe on LG’s patents. ■

FAW to build plant in E. Cape

FAW South Africa, a joint venture between a local 
company and the giant Chinese vehicle manufactur-
er, has announced a plan to construct a US$100m car 
and truck manufacturing plant in the Eastern Cape.

Construction is due to start on a 400 000m2 site 
in the first quarter of next year. It will have an initial 
capacity of 5 000 trucks a year, from medium to ex-
tra-heavy in size. The plant will also produce LCVs 
and passenger cars, which FAW does not sell locally 
at this stage, but will preview at the Johannesburg 
Motor Show. Capacity for making these smaller ve-
hicles will be 30 000 a year.

FAW last year produced 2,54-million cars and 
trucks of its own and also manufactures vehicles in 
China in joint ventures with Volkswagen, Toyota 
and Mazda.

FAW SA’s operations manager, Mehdi Abbas 
says FAW SA has signed a deal with the Imperial 
Group to distribute the smaller vehicles in SA. FAW 
itself has 18 truck dealerships and is looking to grow 
its footprint. It has been selling trucks in SA since 
1993, with assembly at a plant in Ekurhuleni. ■

The President and his delegation were officially welcomed by (from left to right): Jeff 
Nemeth (President and CEO of Ford Motor Company of Southern Africa), Wallace Year-
wood (Plant Manager) and Anton van der Walt (VP Human Resources, FMCSA)
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Automotive industry research 
document a mine of information

By roger HougHton

Creamer Media’s Engineering News, is an invalu-
able source of up-to-date information on the mo-
tor industry, mainly due to the endeavours of ace 
journalist Erma Venter. The company also has 
a very active research publishing arm which in-
cludes regular motor industry surveys in its list of 
offerings.

South Africa’s Automotive Industry 2011 is the 
latest of these publications. This is not the work of 
Irma Venter, but that of Shona Kohler and the com-
pany’s Research Unit. It is a good working docu-
ment, because it runs to only 26 pages. It is crisply 
written and concise, covering all the major aspects 
of the industry.

It starts off with a comprehensive list of key de-
velopments for the period August 2010 to April 2011 
and then evaluates vehicle sales over the past five 
years, with projections for 2010 (using NAAMSA 
stats), and gives views on factors affecting sales. All 
aspects of automotive production are covered in 
depth before one moves on to Automotive Exports 
and Imports, where the continuing growth of im-
ports must be of concern not only to local manufac-
turers, but also to the national fiscus.

Brief sections (one page each) cover the various 
activities of each of the OEMs in a fair amount of 

detail. Finally we have a shortish piece on prospects 
for the future – basically looking at 2012.

This research document costs R1  950. Go to 
www.creamermedia.co.za ■

Big load

Mercedes-Benz SA has recently shipped its largest 
ever consignment of SA-built C-Class cars from 
East London to the US. The 3 168 cars will be of-
floaded at the ports of Baltimore, Brunswick and 
Long Beach. Transnet Ports Authorities’’ Eugene 
Theron said the efficient loading was assisted by the 
expansion of the car terminal. The departure of the 
SA-built cars for the US was followed by the arrival 
of the largest car carrier ever to call at East London, 
the 231-metre Tijuca which unloaded a consign-
ment of built-up cars for SA. ■

Digital deals

Vehicle and asset finance house, Wesbank, has 
launched its locally developed iContract as a web-
based system for singing vehicle finance contracts 
online. It is the first vehicle financier to launch such 
a system in SA. ■

Out with big engines

Volvo will stop making the biggest engines in its 
line-up in the next 10 years to help it meet tougher 
emissions rules in Europe, the United States and 
China. “Before the end of the decade, all Volvo 
models will have engines with no more than four 
cylinders,” said Volvo R & D boss Peter Mertens. 
Starting in 2013, a new family of three- and four-
cylinder gasoline and diesel engines will replace the 
Swedish carmaker’s five- and six-cylinder gasoline 
engines as well as its five-cylinder diesel. ■

No sparks

SA continues to delay coming up with a strategy for 
electric vehicles. A draft proposal was to have been 
submitted to Cabinet in September. The strategy 
is still the subject of studies by the Department of 
Trade and Industry. Currently several countries 
have developed incentives to stimulate electric ve-
hicle demand, while SA has so far not even granted 
special dispensation to petrol-electric hybrid cars 
such as the Toyota Prius which has been on the local 
market since 2004. ■

GM signs China deal

General Motors has signed an agreement with 
Chinese motor company SAIC Motor Corporation 
for the co-development of new electric vehicle archi-
tecture in China. The companies say working togeth-
er will allow them to bring products to market faster 
than working on their own. The products will be sold 
under both the Shanghai GM and SAIC brands.

The two companies already have 10 other 
joint ventures in China for vehicle and powertrain 
manufacturing, sales and after sales, automotive 
engineering and design, automotive finance and 
telematics, as well as the sale of used vehicles. They 
also have JVs in India and South Korea. ■

Mazda’s “driver’s MPV” 
wows the ladies.

The Mazda5 has consistently been voted a favourite 
amongst macho-male motoring writers as one of 
the top MPVs because it is less like a “mom’s taxi” 
than most MPVs. Now it seems as the ladies are 
playing copycat.

A recent survey amongst South African female 
drivers Women on Wheels, published by Associated 
Magazines, named the Mazda5 the best MPV in SA 
as part of its 2011 WOW Women’s Car of the Year 
Awards. More than 5  000 women voted via SMS 
and on-line voting. Readers’ votes and those of the 
expert judging panel decided the eventual winners.

“We’re extremely proud to receive this 
award,” says Doreen Mashinini, Mazda Marketing 
Manager. “The Mazda5 has clearly struck a chord 
with the female market thanks to its style, versatil-
ity and value for money.”

The judging panel for this year’s award saw 
Charleen Clarke joined by SA Car of the Year jury 
members Heléne Griffiths and Lindsay Vine from 
DStv’s Ignition, motoring blogger Vuyi Jabavu, 
award-winning motoring journalist Peta Lee, 
MotorMania editor Mabuyane Kekana and Janine-
Lee Gordon from City Press. ■
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The lower operating costs are due mainly to the in-
troduction of Hino Genuine Motor Oil which per-
mits the doubling of oil change intervals. The inter-
vals on the 300 Series trucks increases from every 
10 000km to 20 000km, while the 500 Series inter-
val will be every 30 000km instead of 15 000km and 
the 700 Series extra-heavy truck range will require 
an oil change every 40 000km instead of the current 
20 000km.

However, oil change intervals are very depend-
ent on operating conditions and therefore it is im-
portant that operators discuss the conditions under 
which their vehicles operate and their particular 
requirements with a Hino dealer to ensure engine 
life is not compromised.

The revised oil change intervals apply to all new 
trucks sold from October 1, 2011, and is limited to 
those trucks being serviced at Hino dealerships. 
The oil will not be sold separately, other than in top 
up cans.

The cost and convenience benefits arising from 
the extended drain intervals have been accompa-
nied by a thorough parts pricing study, which has 
resulted in some prices being adjusted in the quest 
for even lower operating costs.

The warranty on the 300 and 500 Series trucks 
is also improved and will now be two years/un-
limited kilometres instead of the current one 
year/unlimited kilometres and a drive train war-
ranty for the second year. The 700 Series warranty 
is unchanged at one year/unlimited kilometres 
with a drive-train warranty for the second year or 
300 000km.

Another important component of the HinoCare 
offering is 24/7 roadside assistance through a dedi-
cated Hino call centre with seven staff members, 
including a resident diesel technician who provides 
advice over the telephone.

The objective of the service, which includes 
South Africa and neighbouring countries in the 
Customs Union, is to assist a Hino customer in 
the event of a truck breaking down, regardless 
of the time or the place. The service applies to 
all trucks within warranty and alternative ar-
rangements can be made for trucks that are out 
of warranty.

When the driver of a Hino truck has a break 
down he will phone the Hino call centre and no 
longer the nearest dealer. The call will be answered 
by a trained incident coordinator who will arrange 
assistance either with a towing contractor or with a 
Hino dealer.

Should the dealer’s technician on duty not be 
contactable the call will be elevated to the dealer 
service manager, then to the dealer principal, then 
to Hino’s national service manager and finally to 
the Hino vice president to ensure action is taken as 
soon as possible.

Hino will cover all breakdown costs for trucks 
within warranty.

A further contribution from Hino to customer 
peace of mind is the fact that since 1 July 2011 all 
Hino trucks have been Micro-dotted at the manu-
facturing facility in Prospecton.

Micro-dotting, which now has an SABS stand-
ard, involves the application of thousands of unique 
plastic or metal microdots, 1mm in diameter, to each 
vehicle. In each case the dot includes a number, either 
a PIN code (personal identity number) or the 17-digit 
VIN (vehicle identity number), with the number be-
ing repeated as many as 10 times on each tiny dot.

All “saleable” components are marked and 
this leads criminals to describe micro-dotted ve-
hicles as “contaminated” as they are difficult to 
dispose of, even through “chop shops.” An ultra-
violet light is used to highlight the position of the 
dots on the vehicle and then a microscope enables 
the law enforcement agencies to read the PIN code 
or VIN number to positively identify a particular 
vehicle.

International statistics indicate that the use of 
microdot systems can lead to a decrease of 50–60% 
in the number of stolen or hijacked vehicles and to 
an improvement of more than 55% in recoveries.

Locally many thousands of micro-dotted 
vehicles have been recovered and in several in-
stances this was the only method by which the 
stolen vehicles could be identified. In one “chop 
shop” 28 different vehicles were identified using 
the system.

“We at Hino are delighted that HinoCare has 
been launched as it is the result of long negotiations 
and studies to ensure we provide the best possible 
service to our customers and are more than com-
petitive with our rivals,” said Hino vice president 
Dr Casper Kruger. ■

Hino SA has announced a number of important programmes to slash operating costs and provide even higher 
levels of peace of mind for owners of its trucks. The programme falls under an umbrella that is known as HinoCare.

Dr Casper Kruger, Hino vice president

Hino cuts operating costs
and improves service levels with HinoCare
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By roger HougHton

The subject of the second part of the discussions was 
“Green” – matters of the environment.

Donauer kicked off by saying that BMW had 
been involved in looking at alternative energy 
sources for a very long time but the company would 
not divert from its brand values, including the core 
slogan “Sheer driving pleasure”, as it made advances 
in many areas of technology.

He said enormous progress had been made 
and some examples would be on show at the 
Johannesburg Motor Show. Donauer pointed out 
that BMW had dropped the average fuel consump-
tion of its total range by 35% since 1995 and the fleet 
average was now 5,3l/100km while average power 
was up to 128kW!

The affable BMW senior executive said that 
his company was not only talking, but had con-
crete proof that its efforts were being recognised. 
He said that the BMW Group had topped the au-
tomotive brands in the Dow Jones Sustainability 
Index for the seventh consecutive year in 2011. 
In fact BMW is the only automotive company to 
appear in the listings every year since they began 
in 1999.

Stoneley said that besides Ford’s concern for the 
environment the rising oil price was a major driver 

in increasing the pace of development for alterna-
tive energy sources and making power units and 
vehicles themselves far more efficient, particularly 
in terms of fuel usage.

He said Ford was looking at all possible sourc-
es of potential energy and had recently signed a 
Memorandum of Understanding with Toyota about 
the use of the latter’s petrol-electric hybrid technol-
ogy in some of its larger vehicles.

Da Canha cautioned that SA was still a devel-
oping economy and could not afford the expensive 
infrastructure required for a major switch to elec-
tric cars.

Dr Zimmermann said that Mercedes-Benz was 
looking at the full range of its models in its range 
when investigating alternative fuel sources and 
said that on one hand there was already an SLS 
sports car running with so-called E-Cell propul-
sion, which used motors on each wheel to provide 
supercar performance, while at the other end of the 
scale its smart town cars were the focus of much 
development.

He said that there were already 300 smarts 
running in Amsterdam and San Diego on a “Car 
to Go” rental system where they are rented by the 
minute and parked up in ranks where users of the 
programme can collect a car and drive off.

He added that Mercedes-Benz was also work-
ing with the BYD (Build Your Dreams) company in 
China in developing batteries and vehicles.

Dr Zimmermann said that in the case of South 
Africa cleaner fuels were paramount in the move to 
cut emissions and fuel consumption, as all the latest 
engine technology could be used only with higher 
octane petrol and diesel fuel with a lower sulphur 

content than the present lowest available rating of 
50 parts per million (ppm).

The group then went on to discuss the shortage 
of skilled people prepared to work in the automotive 
service industry.

“The rapid advances in technology, particu-
larly in the realm of electronics, means that we 
need well-trained people and they are a scarcity,” 
explained Bodo Donauer. “We are in a race against 
time to ensure our dealers have the correct number 
of skilled people in their service departments.”

Dr Zimmermann said that parents in China 
were showing the way as their biggest investment is 
in educating their children.

Da Canha said his organisation needed to en-
rol 200 apprentices a year and it was very difficult 
meeting this target and the company was now pro-
posing a bridging year for those interested in a tech-
nical career before they became apprentices.

Previously the AMH CEO had said apprentices 
should be exempt from SA’s labour laws until the age 
of about 23 to boost job creation. He had said at the 
time that AMH, which is part of Imperial Holdings, 
is planning to engage the government through the 
Retail Motor Industry organisation (RMI) and the 
National Association of Automobile Manufacturers 
of SA (NAAMSA) on this issue.

The CEO of the RMI, Jeff Osborne, who was in 
the audience at the GIBS Forum, commented that 
whereas 20 years ago there were 20 000 apprentices 
in the country there were now only 5 000 and here 
the Labour Relations Act was a major inhibitor.

This was certainly a most interesting get-
together of motor industry brain power and I was 
privileged to have been present. ■

Talking Green
with the Senior Industry Executives

There was a second part to the 
recent GIBS (Gordon Institute 
of Business Science) Forum 
discussion “Driving Change in the 
Automobile Industry” and involving 
a number of captions of the local 
motor industry. Those involved 
were: Dr Martin Zimmermann 
(CEO of Mercedes-Benz SA), 
Bodo Donauer (MD of BMW SA), 
Dean Stoneley (VP of sales and 
service for the Ford Motor Co. of 
SA) and Manny da Canha (CEO of 
Associated Motor Holdings).

5 Series has recently been offered as an Active Hybird model
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The car that I’ve been looking forward to display-
ing the most is probably the iconic sports car of 
all time, the Jaguar E-Type. If you thought sports 
cars in the ‘60s and ‘70s, you thought E-Type Jag . 
Sure the Ferraris and Porsche’s were around, but 
if you were including your Aunty Bertha in the 
conversation around the Sunday lunch table, you 
knew that she too would know what an E-Type 
Jag was.

The shape was absolutely sensational when 
it was launched at the Geneva Show in 1961. It 
had this cigar-shaped bonnet that simply went on 

forever, this sloping rear roof line that nobody else 
was doing at the time – in fact it was an early hatch-
back in a way – and wheels that were placed far 
enough out towards the bodywork so that they gave 
this “planted” appearance to the car.

So many of the E-Type’s basic design cues can 
be seen on today’s GT cars that we lust after, such as 
“power bulges” on the bonnet, a narrow air intake 
that still managed to look menacing, and faired-in 
headlights.

Then there were the wheels, beautiful spoked 
items with genuine knock-off spinners. And a 
wood-rim steering wheel with each of its three 
spokes drilled for lightness, and a dashboard so full 
of gauges and toggle switches it looked like a fighter 
aircraft of that period.

All of the above would have meant that that 
the car would have been a huge success anyway, 
but there was so much more to the E-Type’s bag of 
tricks. Chief amongst these was that it used an en-
gine that was based on Jaguar’s Le Mans-winning 
D Types.

This was a straight-six twin overhead camshaft 
unit that remained a mainstay of Jaguar’s product 
line-up for well over three decades. What’s more, 

the E-Types came with the engine in a very high 
state of tune for a road car. The motor was fitted 
with triple SU carbs of large choke sizing and care-
ful matching of camshaft and cylinder head porting 
ensured that it produced a genuine 265 horsepower, 
or 195 kW in today’s parlance.

And then there was its sensational top speed. 
Jaguar’s test drivers, among them the famed 
Norman Dewis, coaxed 150 mph and more out of 
the prototype, and in fact The Motor ran 149,1 mph 
(238 km/h) in May 1961 on the Jabekke freeway 
near Belgium.

It was sensational, but still there was more good 
news. The price at just over R4 000 in 1961 money 
was about half of what you would pay for a con-
temporary Aston Martin or Ferrari, and even less 
than a Porsche 356, which was only good for around 
170 km/h

This was truly, then, a car with racing perform-
ance for the road at a road car price..

The E-Type remained in production for some 
14 years and a total of 72 500 were sold in that time. 
Today a perfect one sells for well over R1-million. 
Quite a few were brought into this country and 
some were even raced here. ■

Comments? Complaints? Suggestions? 
E-mail stujohn@autolive.co.za

During the past few weeks it has 
been my pleasure to assist in 
organising a hall at JIMS (sorry 
guys, that’s what everyone calls the 
Johannesburg International Motor 
Show) commemorating significant 
motoring anniversaries in South 
Africa and around the globe.

FIFTY YEARS OF THE E-TYPE
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