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By Stuart JohnSton

Our interview came after De Kock and 
his team released their dealer confidence 
indicator last month, and De Kock notes 
that dealer confidence is really high.

In a wide-ranging interview, De 
Kock opined that right now, buyers can 
get more car for their money than ever 
before.

“From a consumer perspective, we 
always looked at three key areas. One is 
interest rates which remain at a 30-year-
low, and the outlook around rising inter-
est rates shows no indication for concern, 
certainly not for the next two years,” 
he says.

“Secondly vehicle CPI (consumer 
price index) is down this year by 3,5 
per cent, while inflation is ramping up 
in virtually every other consumer area. 
And the third thing is around economic 
certainty. This is probably the one reason 
why we haven’t seen the growth rate this 
year that we’ve seen the past two years.”

“But as a consumer, you can replace 
a car that you bought three years ago and 
actually get a more modern car, with all 
the latest specs, at a cheaper price. Not a 

cheaper price relative to other goods but 
a real price. The car itself costs a similar 
price. But interest rates are two or three 
per cent lower and if you throw into the 
mix that the National Credit Act has 
come into being allowing you to finance 
your car over a longer period, your pay-
ments are actually cheaper.”

But doesn’t the longer payment pe-
riod slow the new car market down at 
the tail end?

“It does. There are repercussions 
and these are quite severe for both the 
customer and the industry. From a con-
sumer point of view, you end up paying 
more interest if you finance over a longer 
period, not that this fact seems to bother 
many people.

“And your flexibility around getting 
out of a finance agreement is severely 
reduced. We know that over the last 40 

years, consumers like to change their 
cars every three years. In a tough eco-
nomic cycle that 36-month cycle may 
increase to 40 months.

“But when you finance your vehi-
cle over 54 months, your amortisation 
curve and your depreciation curve meet 
at around 36 months, so everything 
works out nicely. When you finance 
a car over 72 months, a client will go 
into the dealership and be told they’ll 
have to pay a hefty lump sum or wait 
another year.”

From an industry perspective, says 
De Kock, the repercussions may have 
been a lot worse, but for the fact that two 
important things happened.

“The first one was that we had the 
entry of the so-called ‘black diamond’ 
into the market, so we had a whole new 
range of customers buying new cars. The 
second thing is that we have come off the 
back of a severe recession, so there was 
a lot of pent-up demand. Had these two 
factors not been prevalent, the industry 
would have seen a big drop-off.

“If you look at the industry over a 
long period, for the past 30 years South 
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Chris de Kock is Wesbank’s 44-year-old Executive Head of Sales and Marketing. 
He joined the company fresh out the army in 1987 as a sales clerk in the company’s 
Randburg office and since that time his rise has been meteoric heading up various 
Wesbank divisions before occupying is current key post. Married to Rosheen (that’s an 
Irish name, he points out) and with two daughters, Jessica (18) and Emma (15), De Kock is 
optimistic about the new car sales scenario for 2012.

Buy New Now

“But as a consumer, you 
can replace a car that you 

bought three years ago 
and actually get a more 

modern car, with all the latest 
specs, at a cheaper price.
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Last week Unitrans VW & Audi handed 
over more than R500 000 worth of equip-
ment to the Addo Elephant National Park 
Rangers which will assist in equipping 
them to battle any poaching attempts that 
may come their way.

The sponsorship was facilitated by 
the SANParks Honorary Rangers, a group 
of volunteers who raise funds and pro-
vide services in support of South African 
National Parks (SANParks).

The handover, which took place at 
Addo’s Main Camp, saw equipment such 
as binoculars, tents and sleeping bags, 
backpacks and chest webbing handed over 
to the Park rangers.

Rangers will use the equipment dur-
ing day and night patrols aimed at pre-
venting potential poachers from entering 
the Park.

The much-needed equipment comes 
at a time when the countrywide rhino 
poaching crisis has resulted in a battle 
led by various conservation and law en-
forcement authorities against the poach-
ing syndicates. Figures issued by the 
Department of Environmental Affairs 
earlier this week confirmed a total of 220 
rhinos killed illegally since the beginning 

of 2012. During this same period, 146 sus-
pects have been arrested for crime related 
to rhino poaching.

Unitrans VW & Audi has also spon-
sored various monitoring systems in 
Addo Elephant National Park, includ-
ing cameras, which are placed in field to 
detect threats to wildlife in the Park. The 
sponsorship also covers helicopter fly-
ing time to aid monitoring of the park’s 
wildlife.

At the handover, some of Addo 
Elephant National Park’s 88 rangers dem-
onstrated their patrolling skills. The spon-
sorship also covers advanced training for 
selected rangers over the next few years to 
ensure they have the most superior abili-
ties to target any threats.

The handover forms part of the on-
going national sponsorship agreement 
between Unitrans Volkswagen & Audi 
Division and the SANParks Honorary 
Rangers, which was officially launched in 
September 2011. For each new and used 
vehicle retailed at the 13 participating 
Unitrans dealerships, R500 is donated 
to assist counter-poaching efforts in SA 
National Parks. See www.uniteagainst-
poaching.co.za for details. ■

To advertise in  contact

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

Editor’s Note
Welcome to the second year of 
AutoLive. Yes it’s been just over 
a year since we introduced this 
innovative e-zine which reaches 
over 12  000 industry insiders 
twice a month.

Indeed, some motor peo-
ple have opined that it’s on their 
must-read list of publications and 
we’ve heard of readers who say 
that this is all they need to keep 
them up to date with what’s happening. One such reader is Derick 
Lategan, Managing Director of African Outdoor Group , which 
runs a number of off-road driving experiences and also manages 
a number of test car fleets for the media on behalf of some of our 
leading motor manufacturers.

“Don’t change anything with AutoLive,” said Derick recently, 
when we shared a cup of java at a recent launch in Cape Town. “It 
keeps me in touch with what’s happening, who’s doing what, and 
that’s all I need to know.”

Well it’s lovely getting compliments like that from people you 
respect, and we hope we are doing the biz, as they say in the slick 
journals.

Looking back on Issue One, which appeared in the last week 
of May 2011, we ran a cover story on GM’s R1-billion investment 
in this country, which is now bearing fruit. GM has established 
itself as a strong contender for third place amongst manufacturers 
who report their figures to NAAMSA, and in the Ipsos (previ-
ously Synovate) Quality surveys on sales and after-sales service 
we report on this week, you’ll notice that GM’s commitment to 
this market is paying handsome dividends all round.

The boost to new car sales figures in May was most wel-
come, showing a massive year-on-year increase for the month of 
May, but as Wesbank’s Chris de Kock points out in this issue, we 
shouldn’t get too excited, as May is traditionally a strong month 
after pent-up demand due to all the holidays every April. And De 
Kock also notes that last May was the first month where new car 
sales really took off, so it wasn’t as strong as some of the later re-
porting months in 2011.

Nevertheless, growth is growth, so let’s enjoy the good times 
while they are happening.

As for our still-new publication, we’ll continue to evolve, and 
enjoy and impart all the action supplied by an industry that is 
always moving, never static. After all, mobility is the essence of 
motoring, isn’t it?

Stuart Johnston,
Editor
stujohn@autolive.co.za

Unitrans VW & Audi join 
Forces to Beat Rhino Poachers

Unitrans, VW and Audi battle poachers. Pic shows From L to R Linda 
Joyce, John Turner & Norman Johnson.
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AutoLive is the best way to keep up to date with 
news and views about the South African and inter-
national motor industry in all its sectors as a con-
venient e-zine delivered twice a month.

 ■ Importantly, the concept has been embraced 
by the organised SA motor industry 
and the mailing list already includes the 
membership of:

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

 ■ McCarthy Motor Group.
 ■ Unitrans’ Toyota dealers

This is in addition to another comprehensive 
list of people operating in the industry and we are 
currently negotiating for further meaningful lists in 
the industry. The publication has been running for 
a year now and there has been an excellent response 
from the industry – including many senior execu-
tives and industry leaders.

AutoLive certainly has great potential as a 
source of up-to-date news on this very important 
sector of the national economy and is thus a power-
ful advertising medium to a target group.

This means advertisers who are suppliers or 
service providers to all facets of the SA motor 

industry are seen by a focussed target market. In 
addition, the e-zine format cuts time in getting 
your message across, compared to a magazine, 
for instance.

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 
vehicle brands or to expand an existing 
dealer network.

 ■ 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 
insurance 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 ef-
fective and we are able to make up advertise-
ments at reasonable rates. The rate card is avail-
able under “Advertising” on the AutoLive website,  
www.autolive.co.za ■

Why you should advertise in Autolive

To hear more call Bruno Lupini on 
 0821-354-7212 or e-mail him at sales@autolive.
co.za or bruno.lupini@gmail.com

Dear Stuart
I have just read your latest issue of Autolive. Thank you for 
the great coverage you gave us. I find Autolive a very inter-
esting and informative read. Keep up the good work.
Kind regards
David Powels
Managing Director
Volkswagen South Africa

Hi Stu,
I like it – a good mixed bag although I think that 30 pages is 
quite long (maybe some of the stories could be pruned a bit). 
P.S. thanks for the snippet on Fiat being Europe’s greenest 
brand.Please add the following Fiat staffers to the list:
■ Danie Human 
■ Oscar Rivoli, MD. 
■ Roberto Nobili, Sales & Product Strategy Director 
■ Craig Westray, GM of Marketing

Many thanks
Clynton Yon
Public Relations Manager,
Fiat South Africa (Clynton has since been appointed 
Product Communications Manager of Toyota South Africa).

Hi Stuart, 
How are you doing? Just received the latest issue elec-
tronically of your mag. This is the first time I have seen it. It 

is great. Can you put me on the mailing list?

Kind Regards
John Elford
Cape Media Events Management

Hi Stuart,
Long time no talk. 
I think there is a small error in your article. It should state 
AMH and not CMH.

Thanks for a super mag.
“Mr Tata” Dan Esterhuyse
Tata Mowbray

Dear Stuart
As you may know I was in the retail motor industry for 
39 years with McCarthy Group, having retired as CEO in 
August last year.
Over the last few months, I have managed to get copies of 
your fine publication from colleagues, but I wonder whether 
you would be prepared to put me on to your regular mailing 
list. It is tremendous to keep up with the inner workings of 
the industry that I was a part of for such a long time.
Many thanks

Kind regards
Graham Damp

Hi Stuart,
I want to compliment you on a excellent publication. This 
is the first copy, Feb 2012, I electronically received from a 
friend and immediately subscribed. 
I have been in the motor trade for +- 32 years now, currently 
managing one of AMH`s Used Car outlets in Namibia.
I also perform local road tests for a newspaper called “The 
Economist”.
Autolive is really alive with info, I love it. 

Namibian regards.
Danie van Wyk
Manager Auto City

Hello Stuart
Thank you for an informative news letter. Is there a pos-
sibility to have an ongoing article regarding the theft/fraud 
trends within the industry?

Regards
David Woodley
Group Risk Control Manager
CFE

Hi Stuart
Latest edition is looking good, trust you had a break and all 
the best for 2012.

Regards
Matt Gennrich, General Manager
Communications
Volkswagen Group South Africa

Hi Stuart, we find your Autolive very informative and there-
fore request that myself and my colleague Philip@gwm.
co.za be put on the subscribers listing if possible.

Thanks
Ian Ackerman
GWM SA.

Autolive Celebrates!
AutoLive celebrates its first birthday this issue, so we thought it’d be a 
good opportunity to publish some of the letters we’ve received over the 
past 12 months.

continued on next page 
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Africa has sold an average of 372 000 new vehi-
cles every year. Then we went through that ma-
jor boom in 2007 and 2008 where the figure rose 
spectacularly to the 700 000 region. Now we are 
around the 450 000 region, so we are way above 
the 30-year average. Clearly the economy has 
grown, but I feel that 500 000 is a realistic number, 
and that’s why the industry should consider itself 
fortunate.

“Our forecast for new vehicle sales growth this 
year remains at around 5,5 to six per cent. But there 
are risks to that forecast. There could be a huge 
fall-out from overseas markets. Greece is teetering 
on the edge and there is a fear that if one country 
goes, this could have a pandemic effect on the global 

economy. Which could very quickly result in an ex-
change rate shock in this country.

“If that happens, our vehicle CPI shoots to-
wards the sky, because there is a huge imported 
component to our overall market. Inflation will 
increase, interest rates will increase and all of a sud-
den you could have an implosion in sales.

“One of the other reasons our CPI has been so 
low has been the impact here of our own export 
market. Building cars is a big economies of scale ex-
ercise and the local market has benefitted from our 
export drive, because the big export numbers have 
kept local prices down.

“Another factor that will have more and more 
of an impact, it is already doing so, is the pet-
rol price increase and the threat of big toll fees in 
Gauteng. Historically petrol price increases haven’t 

impacted too much on sales. But in the past the 
price increases have been small. This year we have 
had three huge price increases already. We recently 
did a mobility cost study, where we discovered that 
the fuel component of mobility had increased by 20 
per cent in 2011, relative to 2010. And this year it has 
already increased another 20 per cent.

“Nevertheless, we remain optimistic, and 
our motivation is that it remains a good buyers’ 
market.” ■

Good day Stuart
Thanks for the photo.
I like the look of your mag. – it must keep you busy if this 
standard is maintained every fortnight.

Peter Woodman
Education Ambassador
082 589 2573
Bloodhound SC
Land Speed Record attempt

Hi Stuart
A friend, Lino Macedo, sent me the info on Autolive of which 
I subscribed to today.
He mentioned that you are restoring a Volvo 544, a great car.
Looking forward to the next edition of yours.

Regards
Ray Emond

Hello Stuart
Wow, a fully packed newsletter, please congratulate 
your team.
I really enjoyed the article on the land speed record. Who 
was the motoring journo you referred to in the Golf Cabrio 

article who called it a chicks car, I agree, I bet you it came 
from Mark Jones, he wouldn’t pull punches  .

Cheers
Andrew
Opel Owners Club 

Hey Stuart – Good One!!
There’s always been a gap for a good trade thing aimed at 
the right people. 
Well done, boet. Anotha Winna!!

Best regards
Robin Emslie (Founding Editor of Automobil)

 continued from previous page

 continued from page 2

Wesbank’s Chris de Kock says it remains a good buyers’ market.

Historically petrol price increases 
haven’t impacted too much on 
sales. But in the past the price 

increases have been small.
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Richard Rice, Loyalty Director of Ipsos, the au-
tomotive consumer survey company formerly 
known as Synovate, says that the introduction of 
maintenance and service plans can actually cause 
a drop-off in customer satisfaction if they are not 
handled correctly.

“Many manufacturers have seen the introduc-
tion of maintenance and service plans as a massive 

opportunity to shoot up the customer satisfaction 
rankings,” says Rice.

“If you look at history – and BMW was first 
in this market – the minute companies brought in 
that maintenance plan, the scores actually dropped 
off. The manufacturers couldn’t believe it, and what 
was happening was that the dealers were not hand-
ing the vehicle over to customers properly, once the 
service under the scheme had been completed.

“It was a case of ‘here are your keys, there’s 
your car, off you go”. Often there was no invoice 
included as to what was actually done on the ve-
hicle. Now, a lot of the brands will have an invoice 
they will hand over to the customer with the items 
attended to in the service, the costs of the service 

detailed, but in the amount-due column, the figure 
zero appearing.

“We had a mystery shopper scenario at a 
Sandton dealer where the dealer simply handed the 
car over and said off you go, and we asked the serv-
ice manager why he handled the situation this way. 
His reply was that the woman client was not paying 
for the service, so why make a fuss of her. The point 
was that, of course she was paying for it, she’d paid 
for it already when she bought the car.

“The dealers have to come to terms with the fact 
that the hand-over is absolutely crucial from a cus-
tomer satisfaction perspective.”

Rice was speaking at the announcement of 
the Ipsos Quality Awards 2012 for Purchasing and 
Service in the South African car and light commer-
cial sector of the industry.

“In any discussions I have with a dealer, I al-
ways focus on one word and that is Trust with a cap-
ital T. Building that trust is vital. Getting customers 
to establish a trust in a dealer is vital.”

Explaining the background to the results of the 
latest survey, released 10 days ago, Rice said that al-
though there are instances of customers getting bad 
service, the results show that in most cases dealers 
are delivering very good service, based on the ques-
tions in the Ipsos survey.

Referring to the purchasing experience seg-
ment of the survey, Rice felt it was pertinent to 
give some background as to how the scores were 
achieved.

“Take Audi, for instance, which came out top in 
the Purchasing Experience segment.

There were over 2 800 respondents from Audi 
. And each of those respondents were asked 20 
questions on the sales experience. In fact, the total 
number of answers we could have received from 
Audi customers was 56 320.

“We ended up getting back 55  640 answers 
because not all respondents answered each and 
every question. And of those 55 640 answers, Audi 
customers gave the dealer either a 9 or a 10. That is 
absolutely phenomenal. And that is right across the 
country, including all kinds of customers from all 
the demographics that may be possible.” ■

Maintenance and Service Plans can Make 
a Service Manager’s Life More Difficult

Richard Rice, Loyalty Director of Ipsos, making a point on establishing Trust with a 
capital T.

“In any discussions I have with 
a dealer, I always focus on one 

word and that is Trust with a 
capital T. Building that trust is vital. 

Getting customers to establish 
a trust in a dealer is vital.”

... the introduction of maintenance 
and service plans can actually cause 

a drop-off in customer satisfaction 
if they are not handled correctly.
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The Ipsos Quality Awards were previously known 
as the Synovate Quality Awards and have been 
awarded to the industry for the past 8 years. They 
are the benchmark in customer experience in the 
automotive industry.

Top performing passenger car brands this year 
include Chevrolet, Audi and Volkswagen, whilst in 
the light commercial segment; Chevrolet, Isuzu and 
Toyota have delivered strong performances.

Recognition is given to the outstanding achiev-
ers in the following four categories:

 ■ Passenger Vehicle (PC) Purchasing 
Experience

 ■ PC Servicing Experience
 ■ Light Commercial Vehicle (LCV) 
Purchasing Experience

 ■ LCV Servicing Experience
“There is much to be said of the effort that man-

ufacturers and dealerships have put in over the last 
year to improve their customers’ experience” states 
Richard Rice, Head of Loyalty research at Ipsos 
South Africa. “There have been significant advanc-
es in technology, facilities, systems and financing 
processes. All of these factors play a big role in the 
overall customer experience, as well as the product 
itself of course. However, given the complexity of 
the human interaction during the sales and serv-
ice transactions, the brands that have focussed on 
the more ‘personal’ elements are the ones that have 
done particularly well.”

For the second year in a row Audi takes top spot 
in the PC Purchasing Experience. The top three in 
the category are very close in terms of score and the 
category yields a high average of 93.5% (last year 

this stood at 90%), which shows a great improve-
ment. This is evident even at the bottom of the rank-
ing – the ‘lowest’ score falls just short of 90%. Audi 
leads at 96%, followed by VW (95%) and Chevrolet 
(94.8%). “The top performers in this category in-
clude a nice mix of brands – both mass and luxury 
vehicles are represented,” states Rice. “This reflects 
very nicely on the automotive industry because it 
shows unconditional treatment regardless of the 
‘type’ of consumer”.

The category of PC Servicing Experience was 
topped by Chevrolet (88%), Lexus (87.9%), VW 
(87.6%), Opel (87.5%), Audi (87.2%), Mitsubishi 
(86.5%) and Mercedes-Benz (85.9%) – again with 
very close scores. Impressively Lexus has main-
tained Gold in this category for 3 years. “With a 
category average of 84.8%, there is a huge oppor-
tunity for new ground to be broken and a chance 
for manufacturers to differentiate themselves in the 
market based on the quality of their service,” com-
ments Rice.

The category of LCV Purchasing Experience 
yields five Gold Awards and a very high category 
average of 91.7%, up from 88.0% last year. Top 
performers include Isuzu (92.9%), Toyota (92.8%), 
Chevrolet (92%), Ford (91.8%) and Mazda (91.4%). 
“This category still has some catching up to do to 
reach the same high average as the passenger vehi-
cle purchasing experience. There is an opportunity 
to separate out the light commercial sales experi-
ence from the passenger car experience with a clear 
focus on the specific needs of the commercial vehi-
cle buyer,” comments Rice.

The top achievers for the category of LCV 
Servicing Experience were Chevrolet (88%), Isuzu 
(87.5%) and Toyota (87.2%). The average score for 
this category is has improved from last year – from 
80% to 85% in 2012. “The service scores across the 
LCV category are quite consistent” states Rice. “As 
is the case with passenger vehicles, manufacturers 
need to break through these threshold scores and 
differentiate themselves based on their unique con-
sumer focus and understanding.”

The 2012 Ipsos Quality Awards are based on in-
terviews with customers who purchased or serviced 
a vehicle between January and December 2011. This 
study makes up part of the largest survey of South 
African vehicle owners.

More about the survey

These rankings are based on Ipsos’s Competitive 
Customer Experience (CCE) which has been con-
ducted in South Africa for the past 20 years. The 
survey was conducted over a 12 month period be-
tween January and December 2011 and is part of a 
study that measures the perceptions of more than 
22 000 passenger and light commercial vehicles.

The questionnaire covers all elements of both 
the sales and service process, from the appearance 
and staff at the dealership itself to the financing or 
pricing aspects of the sale or service and then to 
the post-sale or post-service follow up. Complaint 
resolution is also a key part of the questionnaire for 
customers who do report problems.

Not all the brands are included in the sur-
vey for various reasons. This could be because 
the manufacturer chooses not to participate or 
because the sample that has been achieved is too 
small. Another reason some manufacturers do 
not get published is due to the length of partici-
pation in the study – a full year of participation 
is required before a brand can be included in the 
rankings.

The Ipsos survey represents approximately 83% 
of all new vehicles sold in the PC market and 98% of 
the LCV market. ■

GOLD SILVER BRONZE

Passenger Vehicles:
Purchasing Experience

Chevrolet, Volkswagen, Audi
Mercedes-Benz, Toyota, 
Renault, Mazda, Opel

Ford, Nissan, Peugeot, Chrysler 
Jeep Dodge (CJD)

Passenger Vehicles:
Servicing experience 

Chevrolet, Lexus, Volkswagen,
Opel, Audi, Mitsubishi,
Mercedes-Benz

Toyota, Nissan
Mazda, Chrysler Jeep Dodge 
(CJD), Renault, Ford

Light Commercial Vehicles: 
PC Purchasing Experience

Isuzu, Toyota, Chevrolet, Ford, 
Mazda

Nissan

Light commercial vehicles:
Servicing experience

Chevrolet, Isuzu, Toyota Nissan, Mazda, Mitsubishi Ford

The Ipsos Quality Award Winners 2012

“... given the complexity of the 
human interaction during the sales 

and service transactions, the brands 
that have focussed on the more 

‘personal’ elements are the ones 
that have done particularly well.”

The 2012 Ipsos Quality Awards are 
based on interviews with customers 

who purchased or serviced a 
vehicle between January and 

December 2011. This study makes 
up part of the largest survey of 
South African vehicle owners.
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“This is the third year that Dogan Trading, of 
South Africa will be organising this major automo-
tive event in partnership with Messe Frankfurt, 
of Germany, which is one of the largest exhibition 
staging companies in the world,” said show director 
Philip Otto. “I believe our show has matured since 
the first one was held in 2009 and can proudly take 
its place alongside the established shows that make 
up this famous global brand...

“Our show, which was staged in March 
2009, just as the global economic downturn was 
hitting, was nevertheless the most successful 
Automechanika trade fair to be staged for the first 
time anywhere in the world. The second show, held 
in 2011, was even more successful, so we have cer-
tainly emerged from the learning curve stage and 
we believe this will be demonstrated with the stag-
ing of Automechanika Johannesburg next year.”

The number of exhibitors was up 32% in 2011 
to 547 companies, while there was a 10% increase in 
show visitors, rising to 9 036 last year.

Philip Otto went on to explain that the name 
of the show has been changed from the previous 
Automechanika South Africa to Automechanika 
Johannesburg in line with the international 

corporate identity for these trade shows which take 
place in 12 cities around the world. 

Philip Otto said the tough economic conditions 
in many parts of the world – especially Europe – 
was proving a boon for the automotive aftermarket 
industry as people were keeping their cars longer 
and often this meant maintenance and repairs were 
required. 

“I have just returned from Automechanika 
Dubai and the increased interest in the automotive 
aftermarket was very evident, with a 27% increase 
in the number of exhibitors at this important event 
in the hub of the Middle East,” said the local show 
director.

Automechanika Johannesburg will again fol-
low the international example of dividing the show 
into six categories: parts & systems, accessories & 
tuning, repairs & maintenance, IT & management, 
service stations and car wash, safari and off-road 
vehicles. Tyres and batteries will also receive special 
focus.

The South African event, which included a 
number of educational, training and skills de-
velopment programmes in 2011, will expand this 
involvement next year in line with the lack of 

technicians and serviced specialists in the local 
automotive industry.

“Already we are in discussions with the 
MerSETA as well as other organisations to ensure 
this aspect of Automechanika Johannesburg 2013 
plays an even more important role in the vital areas 
of employment creation and skills upliftment,” said 
Philip Otto.

This added focus on training is very much 
in line with what will happen at Automechanika 
Frankfurt in September, where several initiatives 
will be employed to offer special platforms for basic 
and advanced training.

Another initiative that is coming to Frankfurt 
will also be introduced in the Johannesburg 
show next year. This is “Truck Competence” at 
Automechanika. The aim here is to encourage 
more exhibitors involved with the trucking and 
transport industries to participate in this very 
well supported and attended event as this sector 
is seen as increasingly important, particularly in 
terms of the cost pressures on truck operators and 
transport companies.

Automechanika Johannesburg offers the ideal 
opportunity for the country’s aftermarket organisa-
tions to stage conferences and workshops. This will 
again include a major conference to be staged under 
the auspices of the Retail Motor Industry organisa-
tion (RMI), which is one of the upcoming show’s 
endorsing bodies. ■

For hi-resolution photographs, please go to 
www.quickpic.co.za

NOTE: All Automechanika media material are 
on www.quickpic.co.za under “MOTOR SHOWS”.

Excitement Building for Automechanika 
Johannesburg 2013

There is already a great deal of interest from exhibitors in wanting to 
reserve space for the third biennial Automechanika trade fair for the 
automotive aftermarket to be staged in South Africa, even though it is still 
a year away. The show will take place in Johannesburg at Expo Centre, 
Nasrec, from May 8–11. 2013.

Philip Otto from SA SHOW SERVICES.

German pavillion at 2011 Automechanika.

http://www.autolive.co.za
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Good news for vehicle owners especially in the 
Gauteng, North West and Limpopo regions is that 
the all-new Michelin Energy™ XM2 Tyre is avail-
able from Tiger Wheel & Tyre. With its excellent 
resistance against pothole damage and superb 
road-handling, it’s no wonder Tiger Wheel & Tyre 
is making a noise about it.

“The high-end technological design and ro-
bustness of the Michelin Energy ™ XM2 is a driv-
ing force to be reckoned with,” says Joe du Plooy, 
Marketing Executive of Tiger Wheel & Tyre. “This 
tyre has not only proved intensely adaptable to all 
kinds of road extremities but it also carries a one 
year Michelin Pothole Resistance Guarantee, which 
is music to any driver’s ears” says du Plooy. 

After having undergone a series of extreme 
road performance tests, the Michelin Energy ™ XM2 
Tyre outperforms its predecessor, the Michelin 
Energy Saver Tyre, on extreme grip and flexibility. 
This means, the tyre is exceedingly adaptable to 

unpredictable road hazards and further allows for 
improved braking performance. 

“We are really amped about being stockists of 
the first of its kind, pothole resistant tyre. While 
the Michelin Brand has always been synonymous 
with safety and performance, the Michelin Energy 
™ XM2 has certainly raised the bar and has taken 
its Michelin brand promise to the next level, with 
improved tyre longevity,” says du Plooy. 

With the incorporation of Michelin’s IRONFlex 
Technology, the Michelin Energy ™ XM2 Tyre en-
sures a more solid, more resistant and more resil-
ient drive as it quickly absorbs abnormalities in the 
road. Thanks to this, travelling on poor-quality 
roads is now no longer as much of a concern, adding 
peace of mind to work travel, family road-trips and 
the regular fetching and carrying of the day.

The Michelin Energy ™ XM2 tyre is available 
from all Tiger Wheel & Tyre outlets , in a 13 to 16 inch 
tyre sizes. More exciting news is that Tiger Wheel 
& Tyre is running a sizeable Michelin Promotion; 
giving away a free Michelin Branded Cellini Utility 
Bag on the purchase any two Michelin Tyres and a 
Free Michelin Branded Cellini Carry-on Travel Bag 
with any 4 or more Michelin tyres purchased. ■

It isn’t often Dick Cepek launches a completely new 
wheel, but when they do it is something worth wait-
ing for .......welcome the newly-released DC Gun 
Metal 7.

This handsome alloy is available in a 17 inch 
diameter with both 8.5 and 9J widths, and a vari-
ety of offsets to suit a broad range of applications. 
Particularly important for the South African con-
sumer is the availability of positive offset sizes 
(where the wheel’s bolt face is relative to the outside 
of the wheel) to suit popular modern vehicles which 
have until now been somewhat limited in terms of 
choice in the aftermarket. The Gun Metal 7 will ac-
centuate the rugged looks of Jeep Grand Cherokee 
and Wrangler, Toyota Hilux, Fortuner and FJ 
Cruiser, and the Nissan Navara. 

It’s seven-spoke, gun-metal grey finish with 
machined centre section is distinctive and a 
tough clear coat finish means it’ll look good year 

in and year out. It is also fully-compatible with fac-
tory-fitted tyre pressure monitoring systems.

Recommended pricing per wheel starts from 
around R2 335 excluding VAT and they’re available 
directly from Automotive Technology Specialists, 
or from select specialist tyre retailers and 4x4 ex-
perts around the country.

At the same time, ATS has taken delivery 
of the Dick Cepek Mud Country tyre, adding to 
their growing arsenal of premium quality off-road 
wheels and tyres.

A proven performer in the slippery stuff, this 
highly-evolved version of a tried and tested tyre 
is designed to neutralise serious off-road gunk, 
thanks to the wide voids between the chunky lugs 
and a sidewall pattern which aids traction even in 
deep mud. Each lug also has a strategically-placed 
sipe to improve grip on wet rocks and roads. The 
Mud Country is available in various sizes to fit rims 

between 15 and 18 inches in diameter. Pricing starts 
from R2 335 excluding VAT.

Dick Cepek has been a division of Mickey 
Thompson Performance Tires and Wheels since 
2000, which is in turn part of Cooper Tire and Rubber 
Company, the fourth largest tyre manufacturer in 
the USA and the ninth largest in the world. ■

Aay. Check These Mags!

Tiger Wheel & Tyre Battles Potholes

Tiger’s pot-hole-repellent tyre.

Dick Cepeck’s latest reinvention of 
the wheel.

 “This tyre has not only proved 
intensely adaptable to all kinds of 
road extremities but it also carries 

a one year Michelin Pothole 
Resistance Guarantee, which is 

music to any driver’s ears”...

...it quickly absorbs 
abnormalities in the road.

http://www.autolive.co.za
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By roger houghton

I have met many amazing craftsmen and ingenious 
thinkers in the more than 40 years I have spent 
working in and around the South African motor 
industry.

But I now think I have met a person who truly 
deserves the first prize in terms of being a multi-
skilled craftsman and a truly out-of-the-box think-
er. He is also not a dreamer, but a doer who usually 
insists on doing everything himself!

The person I am talking about is Raymond 
Swanepoel who operates his businesses out of vast, 
rambling premises near Nigel.

In line with his multi-skilling he trades under a 
number of names, including Rock Sensation (www.
rocksensation.co.za), Mr Lens and Cobra Xtreme 
(www.cobraxtreme.co.za).

Rock Sensation involves supplying moulds 
to the concrete industry for making very realis-
tic pavers, wall cladding and the like. Mr Lens is a 
business that makes automotive light lenses, while 
Cobra Xtreme covers a wide range of services, most 
of them related to the automotive industry.

Raymond was always interested in cars and 
motorcycles, but when he joined the SA Army’s 
Permanent Force in 1979 he chose a career in ra-
dios and hence studied electronics. This opened a 
whole new world to him, while he also got some 
training as a panelbeater and spraypainter during 
his military tenure.

When he left the Army after four years he 
set up a vehicle body repair company, Rainbow 
Panelbeaters in Trichardt, which he operated 
until 1995.

While he was running this business he devel-
oped and mastered several new skills.

These included manufacturing glass fibre 
products such as bakkie canopies, trailers (Rhino 
6 with aerodynamic nosecone) and body kits as 
well as steel bull bars and tow bars and plastic re-
placement lenses for the glass components used 
in many vehicle headlights, side lights, tail lights 
and indicators.

The body kits included front and rear bump-
ers, spoilers and body side mouldings, all of which 
combined to give a totally different look to a large 
variety of cars, bakkies and kombis.

Raymond had also developed a unique product 
which he called a mini-top canopy that fitted be-
hind a single cab and provided additional, secure 
storage space as well as giving the appearance of an 
“extra-cab” bakkie.

Imagine being involved with all these diverse 
operations while still running a successful panel-
beating company!

Meanwhile he had bought a substantial prop-
erty from Vetsak, which included several buildings, 
in the industrial area of Nigel. This became the new 
home for Raymond’s many ventures when he relo-
cated from Trichardt. He has sub-let several of the 
buildings, but has a number he uses for his various 
businesses and one of the buildings he has converted 
into a spacious house, where he lives with his family.

Besides being a highly skilled craftsmen and 
electronics expert (he makes his own motherboards 
and designs the circuits for computer controls of 

continued on next page 

Multi-Skiller Extraordinaire!

Raymond Swanepoel rendering some unique Isuzu parts.

He is also not a dreamer, 
but a doer who usually insists 
on doing everything himself!

http://www.autolive.co.za
http://www.rocksensation.co.za
http://www.rocksensation.co.za
http://www.cobraxtreme.co.za
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his various pieces of equipment) Raymond finds 
new equipment and new technologies irresist-
ible (“That’s why I will never be rich!” he quips). 
Admittedly he makes many of his pieces of machin-
ery himself, but among his recent acquisitions are 
a multi-purpose robot and a sophisticated water 
jet cutter.

Two of the recent projects that have put 
Raymond firmly in the limelight are projects he 
undertook recently for General Motors SA. One 
was to expose 11 different sections of an Isuzu KB 
bakkie through clear acrylic panels and the other 
was to make a half-scale version of the Isuzu bakkie, 
mounted on the chassis of a quad.

These two vehicles proved major attractions at 
the GMSA stand at the Johannesburg Motor Show 
last October. In fact the small bakkie proved such 
a hit it was drawing attention away from the dis-
play bakkies and so was removed from the site af-
ter a couple of days. The Nigel businessman is now 
developing a simpler version of the mini-bakkie, 

based on a kart chassis which should sell for less 
than  R30 000.

The full scale Isuzu with its see-through pan-
els proved a major test of Raymond’s skills and he 
only had six months to complete this monumental 
task. He had to make moulds of all the body panels 
he replaced and then moulded the clear acrylic into 

the moulds. However, it required a great deal of trial 
and error because of the acrylic material’s shrink-
age of between 10–12%.

In the end the beautifully finished Isuzu, 
with dramatic blue lighting around the clear pan-
els, proved a major feature on the stand at Expo 
Centre and again last week at the Nampo Show 
in Bothaville.

Current projects include glass fibre lids for bak-
kie loadboxes, mini-Mustang glass fibre bodyshells 
to clothe Ford Sierras which will be fitted with 
Lexus V8 engines.

The lockable catches for the loadbox lids are 
another example of Raymond’s amazing ingenuity. 
Commercially available catches and locks were too 
expensive to keep the lids competitive pricewise so 
he is designing and making his own, which will in-
clude unique locating pins.

Among his latest “toys” are two remarkable 3D 
“copiers” that build up items from plastic feedstock, 
as well as a large 3D scanner. He says these are prov-
ing invaluable in cutting development time in his 
various projects.

As I said to him “I don’t believe your brain 
sleeps – even at night!”

Raymond Swanepoel is a man on a never-end-
ing mission and whenever a new skill is required 
he is quick to learn it and add it to the myriad array 
of skills he has mastered already. A true genius! ■

 continued from previous page

To advertise in  contact

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

The see-through Isuzu on display at Nampo in Bothaville a few weeks ago.

Raymond seems satisfied with some of his see-through parts for the Isuzu.

The full scale Isuzu with its see-
through panels proved a major 
test of Raymond’s skills and he 

only had six months to complete 
this monumental task.

http://www.autolive.co.za
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Lexus’s new GS range is a step into the almost-un-
known for the luxury Japanese car-maker And that 
nether region is one where communication between 
car and driver is a two-way street.

Almost without exception, every single Lexus 
model launched here since 1991 has been praise-
worthy for its exceptional build quality and, indeed, 
overall competence. But the ingredient lacking has 
been that almost indefinable one, sometimes re-
ferred to as “soul” when us motoring hacks are de-
scribing cars like Alfa Romeos and other examples 
of quirkdom.

The exception to that Rule of Lexus until 
now has been the iS200, the 3-Series-sized sedan 
launched here just over a decade ago, and one which 
came very close to winning our Car of the Year title. 
In fact it probably would have, thanks to handing 
and turning sharpness that was quite exceptional, 
but for a distinct lack of grunt from its small-capac-
ity six-cylinder motor.

Now with the 2012 GS, the car was communi-
cating in a wonderful way, even before we’d left the 
organic farm which acted as the launch venue, on 
the outskirts of Franschhoek.

It was the way the steering wheel moved subtly 
in reaction to the ruts on the muddy farm road, even 
at a pace just above walking speed. And the way the 
body-shell still displayed those typical Lexus traits 
of Fort Knox-like solidity.

These twin traits were reinforced when we 
took the car out onto the road and started putting 

the hammer down a tad. The road-holding per se is 
quite superb, being all but neutral until very high 
lateral forces are induced in a corner, at which point 
there is an ever-so-gentle transition to front-tyre 
breakaway (undertseer).

The best part is that every nuance of the car’s 
behaviour is communicated through the steering 
system in a way that is never intrusive, but always 
reassuring. It’s like a good waiter that arrives with 
the right set of condiments almost before you’ve 
craned your neck to look for him, and he does it 
without announcing that his name is “Brad”.

Delving deeper into the press kit, one learns 
that the Lexus engineers worked especially hard 
to achieve a much stiffer body platform in specific 
locations on the body-shell to achieve rigidity. In 
certain areas laser welding was used too.

Given this teak-solid platform, the engineers 
were then able to use a lighter weight oil in the 
damper units to achieve supple but controlled re-
actions to road undulations. A wider track has also 
gone towards making the car grip tenaciously in 
fast corners.

The car comes in four models. At the bottom 
end is a new GS250 using a 2,5-litre V6, costing 
R494 400. The GS350 uses a punchier 3,5-litre V6 
putting out an impressive 233 kW and 378 Nm. 
Both these models come with a six-speed automatic 
‘box, driving the rear wheels, and the 350 is rated 
by its makers with a 6,3-second o-100 km/h time. It 
weighs in at R564 900.

At the top end are the hybrid GS450h F-Sport at 
R753 700 and the GS450h SE at R771 700. These are 
similar models in terms of using the same 3 456 cc 
V6 base engine as the 350, but with an electric mo-
tor and CVT transmission. And the engines on the 
hybrid models use different Atkinson cycle cylinder 
heads to achieve much greater efficiency.

The performance (with full battery charge) is 
rated as 6,1 seconds to 100 for these two models, 
and yet overall consumption drops down from the 
9,1 litres/100 range with the 350 to 6,2-litres/100 
for the hybrid car. Given experience with similar 
hybrid power-trains in the Lexus SUV range, we 
would estimate that real-world consumption could 
be as low as 7,5 litres to 8,0 litres/100, depending on 
traffic conditions and driving style.

The interiors are sumptuous, the instrumen-
tation is intriguing, and we quite liked the push-
button interface with the what is rated as the largest 
infotainment screen in the business.

As for the looks, we think Lexus has made 
a big step forward in this regard too, especially 
with the tendril-finned nose treatment on the 
450h models. ■

Lexus’ Giant Leap

Even before we’d left the rutted farm road in Franschhoek, we new this was a Lexus that 
talked to us!

Apart from the chassis-steering 
relationship, the new GS interior goes a 
long way to making the driving experience 
so satisfying. Check out that giant 
infotainment screen!.

It’s like a good waiter that arrives with 
the right set of condiments almost 
before you’ve craned your neck to 

look for him, and he does it without 
announcing that his name is “Brad”.

Product
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It’s taken the Coventry firm a half century or more 
to get back to where it started – in fact some Jaguar 
toffs reckon the last pure-bred essential sports car 
from The Firm was the XK120 launched in 1948 – 
but we say that’s okay.

This is now and the XKR-S is here. Complete 
with carbon-fibre nose spoiler , rear wing, large-
diameter wheels, ultra-low-profile tyres, sporty in-
terior touches and stiffened up suspension.

Oh yes, and an exhaust note that crackles and 
pops and growls depending whether you are on or 
off the throttle.

Thing is, this is a bargain car if you look at it 
from the perspective of, say, a Ferrari, Porsche 
or Aston Martin buyer. It’s priced at R1  807  200, 
which means it costs about a million bucks less 
than an Aston Virage, and it has more power and 
more torque than that car, especially up here at Reef 
Altitude.

Porsche will give you something even more 
competent if you choose its Panamera Turbo S 
model, but it will cost you about R300 000 more and 
it’s ugly by comparison, let’s be honest now, huh?

As for Ferrari, well, even the cheapest one, the 
California, costs a million more than the Jag, and it 
has much less power and torque. Much less.

So, you’ve bought an extremely well-built car, 
because under Tata ownership Jaguar has plenty 
of development money at its disposal, nowadays. 
You’ve bought one that goes like the absolute clap-
pers, with a zero to 100 time in the low four-second 
bracket and a top speed of 300 km/h. It sounds like 
a large wild predator crashing through the under-
growth, and it has sumptuous space for two con-
senting adults up front and two, well, inhabitants 
from tiny-tot land in the rear. In fact, during our 
test we squeezed one little lady in the back, and al-
though she sat sideways she still found her head up 
against the roof lining, forming a strong bond with 
the body-shell.

Until now, XKRs have been great gentleman’s 
expressway cruisers. The stock XKR with its 5,0litre 
supercharged V8 is no slouch, but this one has been 
breathed up, dint of a dual-vortex Roots-type super-
charger, re-mapping of the fuel system, larger dual 
intercoolers and exhaust plumbing that allows the 
car to tingle the old neck hairs.

This means it produces 30 kW more than the 
stock XKR, upping the stakes to 405 kW and 680 
Nm of torque

It has to be noted right here and now that with-
out traction control this car would be virtually 
un-driveable when putting pedal to the metal on 
normal SA roads. It wants to slew sideways from 
standstill all the way through to well above the na-
tional speed limit, and you can constantly feel the 
traction control kicking in.

I enjoyed the handling, but deplored the steer-

ing on the car, which is so remote as to be laughable 
for a car of this pedigree. It goes where you point it, 
but with zero feel. You have to intuit at what point 
the front end bite is going to diminish, and in this 
respect, especially, a car like Porsche’s Panamera 
has it beat.

On the other hand with its firmer suspension 
set-up it’s reactive, and the grip is good. Good 

enough for a German magazine to go well un-
der the eight-minute barrier at the Nurburgring 
Nordschleife, which means it is the real business in 
a real-world sporting sense.

I sort of liked the lazy-ish six-speed automatic 
transmission too, because with so much torque 
available, shifting gears manually on a car of this 
nature would seem more like hard work than pleas-
ure. I hardly ever used the paddle-shift.

As for the brakes, they stop the car well from 
high speeds, but some testers have reported a bit of 
fade in track conditions and seriously challenging 
mountain passes.

For me, I like the overt nature of the car, topped 
off as it is by the go-faster bits. But in the real world, 
you have to watch out not to damage that carbon 
chin spoiler. The test car delivery was delayed be-
cause this needed a repair, and when I had it, I had 
to angle the car seriously to make it out of my drive-
way onto the road.

Fuel consumption? Read heavy, as heavy as 
your right foot with a few kgs of lead in your shoe.

Fun? You bet ya! ■

Road Impressions

Jaguar’s Cat With Claws
Ohh-Kayeee! Now we’re talking. A Jaguar sports car that behaves like a 
sports car. 

A real sports car for the real world. Just watch that long overhang and carbon chin 
spoiler over speed bumps, up against pavements and the like.

It sounds like a large wild predator 
crashing through the undergrowth, 

and it has sumptuous space 
for two consenting adults up 

front and two, well, inhabitants 
from tiny-tot land in the rear.

... with its firmer suspension set-up 
it’s reactive, and the grip is good.
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By Stuart JohnSton

Thus it was that for the first time since 2005 I drove 
not one but two SsangYongs, back-to-back, as 
it were.

First to grace my driveway was the Korando 
4X2 MT Highend model, selling for R269  995, 
which is a reasonable price for an elevated-view lit-
tle SUV, especially one styled by the great Giorgetto 
Giugiaro.

That’s right, the man who gave us the original 
Golf, as well as countless exotic supercars, was re-
sponsible for the looks of this car. It has a fair resem-
blance to the much-lauded Nissan Juke, with bulg-
ing wheel-arch flares, and a stubby, purposeful air 
about it that is a far cry from some of the odd-ball 
SsangYongs that have been offered here in the past.

The 4X2 MT Highend with petrol power runs a 
1998 cc four-cylinder engine with absolutely square 
bore and stroke dimensions of 86 mm by 86 mm. 
With multivalve cylinder head and fuel injection it 
delivers an honest 105 kW at 6 000 rpm and 197 Nm 
of torque at 4 000. All very undramatic figures, but 
in essence, it provides the petrol Korando, weighing 
in at under 1 600 kg, with good solid performance. 
I particularly liked the free-revving nature at high 
rpm, the fact that it never got flustered even when 
pushed to the 6 400 rpm cut-out.

Less likeable was the rather under-geared 
steering, meaning that there are too many turns 
lock-to-lock, and even in normal windy road 
cornering you find yourself wanting to take a 
second handful.

Another point of criticism was the gear change, 
which was a bit scratchy when cold, but improved 
when the gearbox oil had some temperature in it. 
The gearbox does have six-speeds, though I was half 
expecting a five-speed.

Standard convenience gear includes Bluetooth 
compatibility, rain-sensing wipers, automatic 
headlamp activation in poor light, and hooks in 
the luggage compartment to secure bulky baggage.

The top line model also comes with 18-inch 
wheels and curtain airbags to supplement the 
standard dual airbag issue.

At this price the petrol Korando is well worth 
a second look, as it has fit and finish close to 
that of its more famous Korean rivals, although 
it is not quite on the Kia level when it comes to 
interior styling.

The Actyon Sports pick up, also now available 
in petrol form, uses a 2,3-litre four-cylinder engine 
that delivers 110 kW and 214 Nm of torque. Its styl-
ing is different to any other bakkie on the market, 
giving the impression of a sort of wedge shape, but it 
is not unattractive, just ever-so retro because it still 
adheres to very squared off edges.

Along with the new petrol engine option, the 
Actyon gets a new grille, headlamps, front bumper 
and bonnet – in short, a whole new front-end. The 
alloy wheels are also freshened.

Towing is said to be the Actyon Sports strong 
suite, as it is rated to pull 1 800 kg with a braked 
trailer.

The performance is once again more than 
acceptable for a pick-up, and it employs a five-
speed manual gearbox, driving the rear wheels. I 
didn’t enjoy the steering on this SangYong either, 
in fact it is even more indirect than that mecha-
nism fitted to the Korando. The whole vehicle 
has a slightly jiggly feel to it when pulling away, 
but one quickly adapts to its slightly “loose” feel. 
After a spell I enjoyed the way it could be flung 
about with a sense of abandon, as the handling is 
entirely predictable.

Another aspect of the Actyon Sport I must 
criticise is the plastic liner of the load bay. In my 
experience these hard-plastic inserts are prone to 
crack, quickly when heavy items are loaded, more 
slowly as they become brittle due to weather expo-
sure. And once a crack develops, it is a pretty overt 
invitation for rust to make a home underneath 
the sheath.

Nevertheless, there is an air of no-nonsense 
that I have always enjoyed about the Actyon, 
and the latest model is no different. Priced at 
R269 995 in 4X2 form I would go for this model 
before choosing the diesel version which costs 
R10 000 more.

Both SsangYongs come with a three-year/ 
100  000 km warranty and a three-year  service 
plan. ■

A Tale of Two Koreans

SsangYong Actyon Sports SsangYong Korando

Mahindra&Mahindra recently took over the sales, servicing and marketing 
of SsangYong vehicles in South Africa, and, not co-incidentally as far as 
AutoLive is concerned, the press fleet.
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By roger houghton

According to the recently-published Auto motive 
Export Manual – South Africa – 2012 a total 
number of 2  133  384 built-up vehicles have been 
exported from SA since the start of the MIDP in 
September 1995 to the end of 2011. Annual automo-
tive industry exports – vehicles and components 
– have increased almost 20-fold from R4,2billion 
in 1995 to R86,2-billion in 2011. The total nominal 
value of exported vehicles and components over 
this period amounted to R685,3-billion.

This export growth has been accompanied 
by major investments in best practice assets and 
state-of-the-art manufacturing equipment, skills 
upgrading, productivity gains and the upgrading of 
the entire automotive value chain.

However, the full details of the Automotive 
Production and Development Programme (APDP), 
which comes into effect on January 1, 2013, have not 
yet been finalised, according to the Export Manual, 
which is compiled annually by Dr. Norman 
Lamprecht, executive manager at NAAMSA and a 
member of the board of the Automobile Industry 
Export Council (AIEC).

The Department of Trade and industry (Dti) 
completed its consultation process last September 
with the domestic automotive industry on its pro-
posed truck and bus programme, which includes 
minibus-taxi assembly. The proposed programme 
is now undergoing scrutiny and an announcement 
is expected shortly in respect of the support pro-
gramme to stimulate activity in this sector.

Total automotive industry (vehicles and com-
ponents combined) increased by R2,7-billion 
or 18,3% to R82,2-billion in 2011 from the total 
of R69,5-billion achieved in 2010. Exports went 
to 130 countries during 2011, with Germany, 
the United States and Japan being the three top 
destinations.

However, the local automotive industry’s trade 
deficit widened to R38,6-billion in 2011, compared 
to R30,7-billion in 2010.

Despite the significant increase in exports of 
built up vehicles and components in recent years 
the industry has remained a net user of foreign 
exchange. This is the result of the importation of 
not only an increasing number of built up vehi-
cles, but also the fact that many components used 

in locally-manufactured vehicles are imported. 
These include expensive, capital intensive com-
ponents such as engines, gearboxes and electronic 
components.

A limited number of these very informa-
tive books are available. Enquiries to Dr. Norman 
Lamprecht at norman@naamsa.co.za or 012-
323-2980 ■

MIDP Will Leave Impressive Legacy

Dr Norman Lamprecht’s Export Manual.

Now, as we enter the last six months of the Motor Industry Development 
Programme (MIDP) it is a good time to look back at the impressive 
contribution it has made to the growth of the South African motor industry.

Dr. Norman Lamprecht.
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TOYOTA SOUTH AFRICA 
MOTORS CEO HONOURED

Dr Johan van Zyl, President and CEO of Toyota 
South Africa Motors (TSAM), was honoured last 
week by the North West University’s Potchefstroom 
Campus(NWU-PUK) for his “exceptional con-
tribution to academia and industry when he 
was awarded an Honorary Doctorate by Faculty 
Economic and Management Sciences.”

In conferring the degree Professor Elsabè 
Loots, the Dean of the Faculty of Economic and 
Management Sciences, recognised Dr Van Zyl for 
his “extraordinary and continued contribution to 
the academic sphere.” Amongst other roles, Toyota 
SA’s head man holds the positions of Extraordinary 
Professor at the NWU-PUK School for Business 
Management and as advisor to the University of 
Pretoria’s Faculty of Management Sciences and the 
University of Stellenbosch Business School.

The title Philosophiae Doctor HonorisCausa 
was also conferred on Dr Van Zyl for his leadership 
role in the South African and global automotive in-
dustry. Dr Van Zyl today occupies the position of 
Deputy Chief Officer for Africa, Latin America, the 
Middle East and the Caribbean in the global Toyota 
Motor Corporation, while also responsible for the 
daily running of Toyota in Africa in addition to his 
position as President and CEO of TSAM.

 Van Zyl has the distinction as being one of only 
five non-Japanese managers on the top management 
structure of the global Toyota Motor Corporation. 
During his tenure at Toyota he has overseen a mas-
sive expansion programme that has increased the 

firm’s Durban plant production to 220  000 units 
annually.

OBITUARY

Carlie Norval, a well-know Eastern Cape photog-
rapher who specialised on motoring and the au-
tomotive industry, died suddenly on June 1, only 
two days after his 41st birthday. He is the fourth 
member of the Eastern Cape motoring media to 
have died in the past few years, the others hav-
ing been Peter Randall, Banie van der Merwe and 
Brian Halgreen.

HIGH-FLYING DE NYSSCHEN

South African-born Johan de Nysschen (52), who 
stepped down as head of Audi of America last week, 
has been named by Nissan as senior vice president 
in charge of the Infiniti luxury brand worldwide.

De Nysschen, 52, will report to Andy Palmer, 
Nissan’s executive vice president in charge of 

product planning, business strategy, market-
ing communications and the Infiniti division. 
The appointment is effective July 1. Nissan said De 
Nysschen will be based at Infiniti’s new global head-
quarters in Hong Kong, which opened on May 22.

Last week De Nysschen resigned as president 
of Audi of America after seven years which saw 
the brand transformed from an underperformer 
to a serious contender In the luxury car market. He 
joined Volkswagen South Africa in 1993 as a gen-
eral manager for Audi and began the establishment 
of standalone Audi dealerships. He left SA in 1997 
for a six-year spell as head of Audi Japan before be-
ing moving to the US. Prior to joining VWSA he 
had been marketing manager of Mega Plastics in 
Rosslyn and General Manager of BMW Bavaria 
Motors, Midrand.

EX-LAMBO MAN BREAKS COVER

Former Managing Director of Lamborghini 
Johannesburg, Marius Malherbe, re-surfaced 
on the fast-motor scene last Saturday at the Live 
Out Loud Supercar Day at Kyalami. Malherbe, a 
long-time enthusiastic classic car collector, helped 
organise the event, with his old Investment Cars 
sparring partner Grant Anderson (who now heads 
up Armormax, the anti-hijack specialist company 
for luxury vehicles).

Malherbe has a number of well-preserved clas-
sics in his collection and his fleet includes the 1974 
Porsche 911 Carrera 2,7 he was using on Saturday, 
as well as a mint VW Karmann Ghia he has had 
sicne his student days.

Since leaving Lamborghini a year ago, he is now 
the commercial manager for the Johannersburg-
based medical equipment specialist company, 
Respiratory Care Africa. ■

People

With prof Herman van Schalkwyk, rector 
of the NWU-Puk, looking on, Dr Johan 
van Zyl receives his honorary doctorate 
from Dr. Tom Larney, acting registrar of the 
NWU-Puk.

Carlie Norval, May 29 1971 – June 1 2012.

Ex-Lambo Man Marius Malherbe.

SA-born Johan de Nysschen has left Audi, 
now appears to be heading for Nissan.
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Snippets

BMW NOW TOP VALUE
BMW has overtaken Toyota as the most valuable 
global car brand according to the BrandZ Top 100 
Most Valuable Global Brands study, released re-
cently by the Millward Brown research company.

BMW was the most valuable car brand in 2010 
after Toyota had occupied this position from 2006 
– 2009. Toyota was also top again in 2011 but has 
dropped due to the effects of the natural disasters 
that severely affected production after the an-
nouncement of the 2011 winner and subsequently 
saw its financials disappoint.

BMW placed 23rd in the overall Top 100 Global 
Companies with a value of US$24,6-billion, which 
was a 10% improvement over 2011. Toyota, on the 
other hand, saw its value fall 10% to US$21,8-billion, 
which put it in 28th place among all companies.

Mercedes-Benz, Volkswagen and Audi all im-
proved their brand value, mainly on the back of 
strong performances in China. Hyundai became 
the first Korean brand to enter the automotive top 
10, taking ninth place, although hit did not qualify 
for a place in the top 100 companies overall.

The 2012 Top 100 Ranking is led by Apple, 
with a brand value of US$182,9-billion and was 
placed top for the second year. IBM, with a value 
of US$116-billion was second, with Google now in 
third place with a value of US$107,9-billion.

Millward Brown measures brand equity based 
on interviews with more than a million consumers 
globally and amylases of the financial and business 
performance of each company, using data from 
Bloomberg’s and Datamonitor.

The top 10 car brands for 2012 are:
 ■ BMW – US$24,6-billion (23rd overall) and a 
+10% change from 2011.

 ■ Toyota – US$21,8 (28) -10%
 ■ Mercedes-Benz – US$16,1 (46) +5%
 ■ Honda – US$12,7 (65) -11%
 ■ Nissan – US$9,9 (81) -2%
 ■ Volkswagen – US$8,5 (95) +15%
 ■ Ford – US$7,0 (Not in top 100 overall) -5%
 ■ Audi – US$4,7 (Not in top 100 overall) +23%
 ■ Hyundai – US$3,8 (Not in top 100 overall 
and never before in top 10 car brands)

 ■ Lexus – US$3,4 (Not in top 100 overall) 
-7% ■

BEWARE NATIONALISATION
The editor in chief of Automotive News, Keith 
Crain, has warned about the possibility of nation-
alisation in margining markets. This follows the 
Argentina government grabbing 51% ownership of 
the country’s largest petroleum company. That eq-
uity had been owned by a Spanish company.

Writing in a Commentary column the editor-
in-chief said this action should serve as a warning to 
every multinational as this move might embolden 
the BRICS to do the same thing with oil or other 
industries, including automotive.

Crain admitted that the emerging markets 
were very important but they are also full of chal-
lenges and risks. “They also may want local owner-
ship,” said Crain. ■

FIAT-CHRYSLER MAY 
BE MAZDA LIFELINE

The announcement that Fiat has approached Mazda 
to co-develop a small, rear-drive sports car could be 
a precursor to further links between the alliance 
and the beleaguered Japanese car maker that is bat-
tling financially after Ford pulled virtually all its 
shareholding in 2008. The Mazda-co-developed car 
will be sold as an Alfa Romeo Spider in the US and 
as an MX-5, Miata by Mazda itself..

Fiat-Chrysler has already said it is prepared to 
consider building Mazda cars at its plants world-
wide, but denies it wants to buy shares in the 
Japanese company. ■

FORD’S BLUE OVAL 
IS SECURE

The recent announcement by Moody’s that it had 
upgraded Ford stock from Junk status to invest-
ment grade had great significance for the famous 
US company.

The upgrade, after seven years in junk status, 
paved the way for Ford to get back rights to the Blue 
Oval, the Mustang and F-150 names and other as-
sets it had pledged as collateral in 2006 in exchange 
for a $23.5 billion restructuring loan. The loan 
helped Ford avert bankruptcy and invest in a gen-
eration of new vehicles, several of which are going 
on sale this year.

Had Ford defaulted on the loan, lenders in the-
ory could have sold those assets to the highest bid-
der – allowing, say, a Chinese automaker to launch 
its own Mustang in the United States. ■

TOYOTA TARGETS 
EMERGING MARKETS

Toyota is looking to introduce another eight vehi-
cles aimed at emerging markets by 2015 as it seeks 

BMW’s new Zagato Coupe is set to strengthen its world-wide brand appeal.
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to grow its market share in countries like China, 
India and Brazil, where Volkswagen and General 
Motors are the front runners. These eight vehicles 
include the Indian-sourced Etios that was launched 
in SA recently. ■

MOTORCYCLE SHOW 
FOR JOHANNESBURG

The Association of Motorcycle Importers and 
Distributors (AMID) has decided to stage its 2012 
show at the Johannesburg Expo Centre, Nasrec. It 
will take place from 24 to 26 August in conjunction 
with the Johannesburg Boat Show.

“The opportunity to stage our show at South 
Africa’s premier exhibition venue will be a benefit 
for both our visitors and our member companies,” 
says Réhann Coetzee, national director of AMID. 
The fact that a huge boat show will be co-hosted on 
the site at the same time will make Expo Centre a 
popular destination for not only boat and motorcy-
cle enthusiasts, but also for those with interests in 
the outdoors and lifestyle activities”. ■

NEW COROLLA WILL 
HAVE BELLS AND 
WHISTLES A-PLENTY

According to an American report, Toyota is pack-
ing the redesigned 11th-generation Corolla with all 
manner of technologies in a bid to give the entry-
sized sedan a more up-market feel.

The Japanese version of the Corolla boasts 
such features as climate-controlled seats, automatic 
high-beam headlamp dimmers, safety belts with 
pre-tensioners and interior lights that turn off au-
tomatically, these being standard on some models.

While it is not cast in stone whether these fea-
tures will be offered in the export versions, Hiroya 
Fujita, chief engineer of the Japanese Corolla, says 
Toyota wants as many common parts as possible in 
all Corolla variants worldwide.

The Japan Corolla differs in size and perform-
ance from the overseas sibling sold with the Corolla 
nameplate in the United States. The two cars even 
get separate chief engineers. While the Corolla 

sedan in Japan tops out with a 1.5-liter engine, the 
U.S. version is expected to get a 1.8-liter powerplant 
and presumably models for South Africa would 
get similar engines, albeit with smaller capacity 
engines on offer too. The U.S. version also will be 
wider, longer and slightly taller than its Japanese 
counterpart, Fujita said during a recent test drive 
in Tokyo.

The interiors of the Japan and U.S. versions 
will be similar, but exterior styling – especially the 
front fascia and grille – are likely to differ, the chief 
engineer added.

Other features on the Japanese Corolla include:
 ■ Optional stop-start technology to save fuel.
 ■ A lightweight resin back door for the wagon.
 ■ Standard side and side curtain shield 
airbags.

 ■ Stability control on all models.
The Japan version of the Corolla is assembled 

at Toyota’s Miyagi factory in northern Japan, and 
it is expected this version will also be sold in New 
Zealand and Hong Kong. ■

CHEVROLET SIGNS UP 
WITH THE “REDS”

Chevrolet has signed a five-year agreement to be-
come the Official Automotive Partner of Barclays 
Premier League giant Manchester United. This 

includes the creation of the Chevrolet China Cup as 
part of the Manchester United 2012 Tour, delivered 
to the world by DHL. 

Taking place in July, the Chevrolet China 
Cup will feature matches in Shanghai and another 
Chinese city. Chevrolet’s first global football spon-
sorship in the brand’s 101-year history centres on a 
commitment focused on enhancing the experience 
for supporters of the game. ■

PRIUS NOW WORLD NO. 3
The Toyota Prius, a niche oddity when it went on 
sale 15 years ago, jumped to the world’s third best-
selling car line in the first quarter as U.S. demand 
and sales incentives in Japan turned the hybrid into 
a mainstream hit.

Prius sales more than doubled as Toyota ex-
tended the name to a four-model “family” of vehi-
cles at the same time that rebates and tax breaks in 
Japan are saving buyers the equivalent of $2,500 or 
more. In the quarter, global sales soared to 247,230, 
trailing only Toyota’s Corolla, at 300,800, and Ford 
Motor Co.’s 277,000 Focus sales.

The Prius surge, after two years of recalls and 
production disruptions, propelled Toyota back into 
the global sales lead for the first three months of the 
year. The hybrid line also gives the Toyota brand three 
of the top 10 models in the United States so far this 
year, including its mid-sized Camry and Corolla. ■

Snippets

The AMID motorcycle show is set to attract exotica like this wonderful bespoke Bimota.

To advertise in  contact

Bruno Lupini on 081 354 7212 or email him at bruno.lupini@gmail.com
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Lafarge Gypsum SA has initiated a pilot pro-
gramme in partnership with MAN Truck & Bus SA 
and Imperial Group to replicate an environmental-
ly-aware programme that has been in place for some 
time in Lafarge’s UK fleet.

“A combination of smart truck and trailer design 
and comprehensive driver training form the foun-
dation of our ‘green’ transport initiative, one which 
promises to greatly improve the safety and produc-
tivity of our longhaul fleet while significantly reduc-
ing its carbon footprint,” says Richard Nancarrow, 
Lafarge Gypsum SA’s supply chain manager.

In South Africa, Lafarge Gypsum SA, a division 
of Lafarge, runs a fleet of longhaul trucks carrying 
construction materials such as plasterboard, bagged 
cement, steel ceiling grids, metal studs and alumin-
ium profiles between Gauteng and all major centres 
in the country.

The existing Lafarge Gypsum SA truck fleet 
is comprised of some 30 truck-trailer combina-
tions, powered predominantly by 6x4 derivatives 
from MAN. The new ‘green’ fleet will be managed 
by Imperial and will commence duty this month 

with the launch of two MAN TGS WW 26.440 
truck-tractors pulling the ground-breaking low 
tare mass ‘teardrop’ trailers fabricated by SA Truck 
Bodies under licence to UK-based trailer builders, 
Don-Bur.

“Apart from the fact that we’ve built a strong 
relationship with MAN over the years, the OEM is 
internationally recognised for the high safely levels 
of its standard equipment as well as the industry-
leading fuel consumption figures of its TGS WW 
models. These factors played a significant part in 
satisfying the stringent safety and efficiency re-
quirements of our ‘green’ fleet specification sheet,” 
explains Nancarrow

For MAN Truck & Bus SA, the partnership 
with Lafarge Gypsum SA and Imperial Group will 
act as a viable platform to prove the merits of both 
the TGS WW 26.440 and MAN’s local service/sup-
port infrastructure.

Integral to the ‘green’ fleet initiative is the un-
derstanding that professional driver behaviour is 
‘the key’ success ingredient, Nancarrow explains: 
“We have deployed the very best truck and trailer 

technologies that have the potential to meet our 
productivity and environmental objectives, but 
they’re only as good as the competency level of 
the driver. With the help of MAN Driver Training 
who will benchmark performance standards, our 
drivers are now fully conversant with the various 
fuel-saving and safety features of the TGS WW and 
Imperial’s ongoing driver training will ensure con-
sistent driver efficiency.”

Expected to travel some 18 000km per month, 
the two Lafarge ‘TGS-Teardrop’ rigs will boast a 
payload efficiency improvement of around four tons 
on the interlink trailer and an impressive five tons 
on the semi-trailer.

“Our strategy now is to use specific combina-
tions for specific applications and the two teardrop 
trailers behind the MAN TGS WW 26.440 give us 
the required flexibility. It has taken us close on two 
years to get to the launch phase of our ‘green’ initia-
tive and we believe we have a best-of-breed mix of 
technology and skills that will deliver greater pro-
ductivity by being able to move more product with 
less fuel,” concludes Nancarrow ■

Lafarge Gypsum gets the Green Light

Lafarge and MAN on the clean-green trail.

Working Wheels
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Domestic sales of new cars and commercial ve-
hicles got a big boost in May, according to statis-
tics released today by the National Association 
of Automobile Manufacturers of South Africa 
(NAAMSA). Aggregate Industry sales improved 
by 8  604 units or 20.7% to 50  229 vehicles from 
41  625 units in May last year, substantially above 
the growth rate in industry total sales of 9.4% for 
the first five months of the year.

For the time being, Mercedes-Benz South 
Africa (MBSA) provides a single total sales number 
for passenger cars, commercial vehicles and export 
sales. Based on historical sales trends and forecast-
ing techniques, Messrs RGT SMART (NAAMSA’s 
data processing service provider) has compiled 
estimates for MBSA commercial vehicle sales 
by segment.

Overall, out of the total detailed (disaggre-
gated) reported Industry sales of 47 717 vehicles 
(excluding MBSA), 90.3 % or 43 089 units repre-
sented dealer sales, 4.3% represented sales to the 
vehicle rental Industry, 3.8% to Industry corporate 
fleet sales and 1.6 % sales to Government. From a 

seasonal perspective, sales to car rental companies 
should improve from June, 2012 onwards as the car 
rental Industry started to re-fleet.

Assisted by new model introductions and 
an improvement in stock availability, aggregate 
Industry new car sales during May 2012 had been 
surprisingly strong and at 34 820 units (including 
MBSA) reflected an improvement of 5 999 units or 
20.8 % compared to the 28 821 new cars sold during 
May 2011.

Including estimates for MBSA commercial ve-
hicle sales by segment – sales of Industry new light 
commercial vehicles, bakkies and mini buses at 
12 907 units during May, 2012 reflected an increase 
of 2 287 units or 21.5% compared to the 10 620 light 
commercial vehicle sales during the corresponding 
month last year.

Sales of vehicles in the medium and heavy truck 
segments of the Industry at an estimated 881 and 
1 621 units, respectively, had recorded an increase 
of 135 units or 18.1%, in the case of medium com-
mercial vehicles, and a rise of 183 units or 12.7%, 
in the case of heavy trucks and buses, compared to 

the corresponding month last year. Most manufac-
turers in these sectors reported strong order books 
going forward.

Exports of South African produced motor ve-
hicles, including MBSA export sales data, during 
May, 2012 at 22 620 vehicles had registered an im-
provement of 560 units or 2.5 % compared to the 
22 060 vehicles exported in May last year.

Factors that would continue to lend support 
to the domestic market included the ongoing im-
provement in the financial position of consumers, 
historically low interest rates, continuing improve-
ment in vehicle affordability in real terms, the high-
ly competitive trading environment and new model 
introductions.

Continued growth in consumer expenditure 
and public sector infrastructural investment would 
also support domestic new vehicle sales. The re-
cent sharp depreciation in the exchange rate was 
also likely to result in pre-emptive buying over the 
next few months as consumers sought to purchase 
vehicles to avoid the possible impact of the lower ex-
change rate on new vehicle prices. ■

Vehicle Sales Got a Big Boost in May

South African Vehicle Sales Figures at the End of May 2012
TOTAL MARKET

YTD 2012 249 582

YTD 2011 228 070

Increase of 9,4% between YTD 2012 and YTD 2011

MAY 2012 50 228

APRIL 2012 42 611

MAY 2011 41 625

Increase of 20,7% between sales in May 2012 and May 2011

PASSENGER CAR MARKET 

YTD 2012 175 055

YTD 2011 157 333

Increase of 11,3% between YTD 2012 and YTD 2011

MAY 2012 34 820

APRIL 2012 29 516

MAY 2011 28 821

Increase of 20,8% between sales in May 2012 and May 2011

LIGHT COMMERCIAL VEHICLE MARKET

YTD 2012 63 206

YTD 2011 60 039

Increase of 5,3% between YTD 2012 and YTD 2011

MAY 2012 12 907

APRIL 2012 11 021

MAY 2011 10 620

Increase of 21,5% between sales in May 2012 and May 2011

OVERALL TRUCK AND BUS MARKET 

YTD 2012 11 321

YTD 2011 10 698

Increase of 5,8% YTD 2012 and YTD 2011

MAY 2012 2 501

APRIL 2012 2 074

MAY 2011 2 184

Increase of 14,5% between sales in May 2012 and May 2011

TOTAL VEHICLE EXPORTS

YTD 2012 98 400

YTD 2011 107 254

Decrease of 8,3% between YTD 2012 and YTD 2011

MAY  2012 22 620

APRIL 2012 17 654

MAY 2011 22 060

Decrease of 2,5% between exports in May 2012 and May 2011

continued on next page 
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PASSENGER CAR EXPORTS (YTD)

2012 52 490

2011 74 658

Decrease of 29,7% between YTD 2012 and YTD 2011

LIGHT COMMERCIAL VEHICLE EXPORTS (YTD)

2012 45 533

2011 32 318

Increase of 40,9% between YTD 2012 and YTD 2011

TRUCK AND BUS EXPORTS (YTD)

2012 377

2011 278

Increase of 35,8% between total YTD 2012 and YTD 2011

NOTE: This data includes figures for Associated Motor Holdings (AMH), 
and for Mercedes Benz SA (MBSA), which are both currently reporting 
only aggregated figures. In the case of MBSA this is due to a global 
directive from Daimler in Germany. (The MBSA commercial market figures 
have been allocated to the various vehicle type categories as estimates by 
RGT Smart, based on historical trends and forecasting).

The figures for MBSA for May are:

Passenger 1 855

Commercials 657

Exports 3 860

The figures for AMH for May are

Small cars (1 400cc or less) 3 122

Medium cars (1 400 – 2 500cc) 2 806

Large Cars (over 2 500cc) 105

4x4 Recreational vehicles (SUV) 143

Light commercial vehicles 632

Medium commercial vehicles 46

TOTAL 6 854

In addition, GWM (Great Wall Motors) reported an aggregate sales figure 
for May of 579 units, which is not included in these figures.

Data Source: National Association of Automobile Manufacturers of 
South Africa (NAAMSA)

 continued from previous page

Toyota’s Etios came out of the blocks strongly with 1 315 sales 
in May.

Total Vehicles by Manufacturer for MAY 2012

RSA EXPORT

TOYOTA 9 162 7 437

VOLKSWAGEN GROUP SA 8 835 4 909

GMSA 5 845 116

FMC 4 016 2 682

NISSAN 3 814 1 169

BMW GROUP 2 411 2 256

RENAULT 875 0

CHRYSLER SA 797 61

JAGUAR LAND ROVER 638 0

PCSA 577 0

HONDA 558 4

TATA 465 0

SUZUKI AUTO 412 0

FIAT GROUP 404 0

MITSUBISHI MOTORS SA 322 0

MAHINDRA 315 0

UD TRUCKS 313 44

VOLVO CARS 257 3

MAN 179 15

VOLVO TRUCKS 176 6

SCANIA 136 24

IVECO 94 19

PORSCHE 72 0

SUBARU 55 0

POWERSTAR 47 12

NAVISTAR INTERNATIONAL 42 0

SHANGAN SA 21 0

RENAULT TRUCKS 21 3

BABCOCK 2 0

MASERATI 1 0

SUB TOTAL 40 862 18 760

AMH & AAD 6 854

MBSA 2 512 3 860

INDUSTRY TOTAL 50 228 22 620

Figures courtesy OF NAAMSA / RGT SMART
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MARKET TOTALS BY MANUFACTURER FOR MAY 2012

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 4 907 711 3 987 6 726 175 0 72 0 21 0 0 0

VOLKSWAGEN GROUP SA 8 260 4 909   494 0 81 0 0 0 0 0 0 0

GMSA 2 470 39 3 043 69 193 5 89 0 49 3 1 0

FMC 2 372 0 1 644 2 682 0 0 0 0 0 0 0 0

NISSAN 1 299 8 2 515 1 161 0 0 0 0 0 0 0 0

BMW GROUP 2 411 2 256 0 0 0 0 0 0 0 0 0 0

RENAULT 850 0 25 0 0 0 0 0 0 0 0 0

CHRYSLER SA 797 61 0 0 0 0 0 0 0 0 0 0

JAGUAR LAND ROVER 570 0 68 0 0 0 0 0 0 0 0 0

PCSA 531 0 20 0 26 0 0 0 0 0 0 0

HONDA 558 4 0 0 0 0 0 0 0 0 0 0

TATA 224 0 116 0 55 0 34 0 25 0 11 0

SUZUKI AUTO 412 0 0 0 0 0 0 0 0 0 0 0

FIAT GROUP 377 0 20 0 7 0 0 0 0 0 0 0

MITSUBISHI MOTORS SA 242 0 80 0 0 0 0 0 0 0 0 0

MAHINDRA 119 0 196 0 0 0 0 0 0 0 0 0

UD TRUCKS 0 0 0 0 75 20 131 24 107 0 0 0

VOLVO CARS 257 3 0 0 0 0 0 0 0 0 0 0

MAN 0 0 0 0 0 0 8 3 132 10 39 2

VOLVO TRUCKS 0 0 0 0 0 0 0 0 175 4 1 2

SCANIA 0 0 0 0 0 0 0 0 96 11 40 13

IVECO 0 0 0 0 38 7 4 6 52 6 0 0

PORSCHE 72 0 0 0 0 0 0 0 0 0 0 0

SUBARU 55 0 0 0 0 0 0 0 0 0 0 0

POWERSTAR 0 0 0 0 0 0 0 0 47 12 0 0

NAVISTAR INTERNATIONAL 0 0 0 0 0 0 0 0 42 0 0 0

SHANGAN SA 5 0 16 0 0 0 0 0 0 0 0 0

RENAULT TRUCKS 0 0 0 0 0 0 0 0 21 3 0 0

BABCOCK 0 0 0 0 0 0 0 0 2 0 0 0

MASERATI 1 0 0 0 0 0 0 0 0 0 0 0

SUB TOTAL 26 789 7 991 12 224 10 638 650 32 338 33 769 49 92 17

AMH & AAD 6 176 0 632 0 46 0 0 0 0 0 0 0

MBSA 1 855 3 860 51 0 185 0 53 0 346 0 22 0

INDUSTRY TOTAL 34 820 11 851 12 907 10 638 881 32 391 33 1 115 49 114 17

Figures courtesy of NAAMSA / RGT SMART
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Mike Eilersten is just 30-years-old, but he’s liv-
ing his dream. And that dream is Live Out Loud, 
a publication he modestly calls a magazine, but is 
in fact a hard-covered, beautifully-printed book 
that appears quarterly, and has a subscriber-base of 
over 7 000!

It’s high-end all the way with this publication, 
and Live Out Loud carries ads for designer every-
thing, aimed at young, monied people who enjoy 
life to the max.

“We tend to get involved with extreme events to 
promote our magazine and our life style,” he says. 

And what better way than to sponsore the annual 
Supercar Day at Kyalami? An annual, early-winter 
event that is known as much for its friendliness as 
it is for its passion.

Nice one, Mike. ■

Livin’ Out Loud

McLaren’s were well in evidence at the Live Out Loud Supercar day.

Chopper vs the new Bentley Continental 
GT V8. The chopper won but the pilot took 
some short cuts.

A sunny winter’s day and a grid full of 
exotica. Perfect.

Early ‘90s Ferrari 512 TR broods in the pits, with assorted 
Porsches in the background.Grant Anderson of Armormax and Mike Eilertsen of Live Out Loud 

Magazine with pit babes.

Hmm. I think I’ll drop her off at her mom’s place.

UK-based Bentley test driver Jamie 
Morrow was on hand to give punters a joy 
ride in the new Continental GT V8.
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E-mail stujohn@autolive.co.za

By Stuart JohnSton

Cars are like music. They take you on a journey and 
you end up in a place or a space where you weren’t 
before, and the ride can be pleasant and predictable, 
mild and mellow or like straddling a wild wave on 
the edge of sensory overload.

I was thinking this after attending a concert 
this week past, the highlight being The Moody 
Blues closing off their gig with a number called 
Ride my See Saw. I’d expected an evening of croaky 
nostalgia augmented by the latest electronic and 
PowerPoint aids, and came away stunned at the 
essence of cool still laid down by lead singer and 
guitarist Justin Hayward, bassist John Lodge and 
71-year-old drummer Graeme Edge. This was the 
real stuff, and there were teeny boppers standing 
up on their chairs whoot-whooting their approval 
along with all the grey-beards and their well-pre-
served “squeezes” in the audience.

The Moody Blues came into being in 
Birmingham, England (there’s a Birmingham in 
Alhabama, USA too) in 1964, the year when one 
of the great automobiles of our time came into be-
ing too. We’re talking about the Porsche 911. Yes, 
the show car made its debut in late 1963, but it was 
called a 901 then, until Peugeot said, uuh uhh, non, 
we have patented all car names that have a zero as 
their middle digit.

It’s amazing to realise that in two year’s time 
the Porsche 911 will have been around for half a 
century, in a format that is in essence unchanged 
from the original. Yes, like a long-lived rock and 
roll band there have been concessions to electronic 
enhancement over the decades, but the genius of the 
Porsche people is that they’ve never drifted away 
from the basic formula that made the 911 so perfect 
from the get-go.

Or was it? The fact that it had its engine hung 
out the rear like a common-and suburban-street 
Beetle made it quite a handful at the adhesion 
limit in the very early days, and an argument can 
be made that Porsche has been applying fixes to a 
formula that was basically flawed, ever since. At one 
stage in its development the early 911s even had dol-
lops of lead in their front bumpers to correct an es-
sential weigh distribution problem.

Yet despite, or perhaps because of that very 
edginess, Porsche’s customers refused to allow 
the 911 to die, even when there were very definite 
plans to kill it off in the 1980s, after the advent of 
the front-engined 924, 944 and 928, cars which were 
altogether more civilised.

Rock and Roll acts that display a similar Edge 
City approach to life are The Rolling Stones and that 
old troubadour Bob Dylan, a man that Time maga-
zine named as The Artist of the 20th Century. To 
see Mick Jagger strutting around the stage in high 
camp mode, you are always wondering whether this 
will be the last time, when the little schmuck will fi-
nally fall on his skinny ass; but his enduring appeal 
is that he always pulls it off.

Old Bob Dylan too is a master of creating 
musical tension by seemingly forgetting the rules 
of syncopation and time, and yet somehow mak-

ing it back to start the next verse in a way that is 
pure genius.

The great charm of these long-lived world-
class musical acts is not their sophistication, but 
their adherence to principles that were pure at the 
outset. The day after the concert, my partner, Liz, 
went for two rides around the Kyalami race track at 
the Live out Loud Supercar Day. One was in a 2012 
Bentley Continental GT V8 with English driver 
Jamie Morrow, who entertained her with great 
power-slides on every corner. The other was in a 
whale-tailed 1974 Porsche Carrera 2,7, driven by 
Marius Malherbe, some-time Managing Director 
of Lamborghini South Africa.

Liz loved the brute power and inordinate com-
petence of the big Bentley. But when she climbed 
out of the Porsche, she said that, somehow, this was 
still The Real Thing.

That every moment in the car from Stuttgart 
was somehow more alive, more intense.

I would say, yeah, that’s the way I feel when I 
listen to a Bob Dylan record now, whether it’s his 
debut album from1962 or one of his 21st century 
dance hall crooner renditions. The formula was 
kind of flawed to begin with, but because there is 
that uniqueness underscored with an edge of un-
predictability, it keeps you on the edge of your seat 
for the whole ride. ■

Cars and 
Rock & Roll

Porsche 911 – The enduring essence of Cool.
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