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Q:  We presume you are happy with 
the way VWSA performed in the 
sales arena ion January (this inter-
view was conducted a week before 
the February sales figures were 
realeased)?

A:  January was a good month. Obviously 
in 2011 we saw good progress in the 
passenger market with both VW 
and Audi brands, as we introduced 
lots of new product. We’re very satis-
fied with the performance of our two 
volume products, the Polo and Polo 
Vivo. And with the VW brand we 
now have the advantage of a full range 
of imported products, and we are 
starting to get traction with the likes 
of Tiguan, the Passat and the CC.

Q:  So you have seen sales of these mod-
els on the rise?

A:  Yes, it’s still a huge area of opportu-
nity for VW. We’re very dominant 
in the entry-level segments, as well 
as with Golf. The new Jetta has also 
been very well received in the market.

Q:  So you are still on target for leader-
ship in 2018?

A:  As you are aware, we have a group 
target to be the number one auto-
maker in the world by 2018. And we 
are on track for that in South Africa, 

but we have yet to make significant 
progress in the commercial market. 
We still have a relatively low share 
here at about six to seven per cent, 
and we want to grow that, while 
retaining our dominance in the 
passenger market.

Q:  Will you be opting for bigger engines 
with Amarok?

A:  No, we’ll have the same engine line-
up. We will be introducing an eight-
speed automatic gearbox, though, 
later in the year. The consumer will 
have to get used to the idea of plenty 
of power and torque from a small 
engine.

Q:  In terms of the passenger market 
particularly, how do you view the 
threat of Hyundai?

A:  Basically, Hyundai and Kia have 
made significant progress in the 
SA market. Last year they ended up 
with a combined share of about 16 
per cent, which taken together, puts 
them in the number two position in 
the passenger segment. So, very cred-
ible competitors, good product, well 
priced.
   There are lots of new competitors 
in the market, lots of new product, 
and new strategies from the more 

traditional players like Ford and GM. 
And Toyota will definitely fight back 
in the passenger market. It’s an in-
credibly competitive environment.
   We are pleased with our long 
range performance. If you look back 
to 1995, when import tariffs were re-
duced and opened the market to im-
ports, we have maintained our mar-
ket share. The challenge is to take it 
to a new level of dominance.

Q:  In terms of your plant’s production, 
are you operating at capacity levels?

A:  Last year, and in 2011, we ran three 
shifts, in other words 24 hours a day, 
with our Polo line. We dropped a shift 
at the end of last year because export 
demand dropped. Nevertheless, last 
year we exported an historical high 
of 80 000 cars.
   This year the export volume looks 
to be in the region of 50 000 to 60 000 
units. So we expect volume to drop, 
mainly because of the financial situ-
ation in Europe and the UK. We are 
going to have a low year at the fac-
tory from an export volume point of 
view. But the overall plant volume, 
thanks to strong local sales, will still 

continued on page 5 

In this interview with VWSA’s powerhouse MD David Powels, which was conducted during 
the launch of the VW Cabriolet and also combined the 2012 motorsport team launch, 
David Powels reveals that his company will be targeting Toyota’s dominance in the LCV 
sector, to gain overall market leadership in SA.

INTERVIEW – David Powels, Managing 
Director of Volkswagen South Africa
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Editor’s Note
The People’s Wheels Awards, re-
ported in more depth on page 6, 
was a really interesting exercise, 
coming as it does just weeks be-
fore the South African Guild of 
Motoring Journalists’ 2012 Car of 
the Year is announced, which hap-
pens next Wednesday evening.

The COTY competition has 
been running since 1985, while 
this is the inaugural People’s 
choice, and the way winners are arrived at are two very different 
processes. The major difference, of course, is that COTY is chosen 
by a select group of motoring journalists who are exposed to up-
wards of 50 new cars each year. Whereas the People made their 
selections based on…., well, perceptions in the main part.

How are those perceptions garnered? By advertising, by 
published and televised road tests, by visiting showrooms, and 
by seeing their cars of choice on the road. And owning some of 
them too.

The fact that the Kia Picanto was the overall winner was 
interesting, but a bit misleading too. It gained 59 per cent of the 
votes in its category, that of “budget buys” but glancing through 
the list of its opposition, one had to say it was the obvious choice. 
It’s only real opposition came from the Chev Spark Lite (a dated 
model with 14,6 per cent) and the Hyundai Atos (an even more 
dated model at 11,8 per cent). Tata’s Indica, for instance, gained 
just over four per cent of the votes in this category.

Toyota’s Yaris Zen was a far more worthy winner in Compact 
Commuters at 24,5 per cent, beating out Hyundai’s i10 at 18,9 per 
cent. So too was Volkswagen’s Polo Vivo on 47 per cent, up against 
next-best Ford Figo on 21 per cent.

Nevertheless, this is the first survey to get a grip on how the 
average car enthusiast relates to all the cars on our market, and 
advertising and model planning execs should be studying the full 
results closely.

The COTY winner, when it is announced, has been the result 
of lots of painstaking testing and analysis by people who appar-
ently are un-swayed by mere marketing hype. It will be interest-
ing to see if Kia’s Picanto 1,2 makes it a double on Wednesday 
evening, March 14. I drove one in Cape Town 10 days ago and it 
was a delightful little city car.

Stuart Johnston,
Editor
stujohn@autolive.co.za

By RogeR HougHton

The findings of this comprehensive annual 
survey were presented to a motor industry 
interest group in Johannesburg this week 
by two executives from the South African 
subsidiary of KPMG, being the director/
partner in the construction, industrial 
sectors, Gavin Maile, and his divisional 
manager, Ashleigh Raine-Botha.

Although many executives think 
“mobility services” will be a promising 
solution to many urban transport issues, 
they believe drivers will be slow to give 
up their personal cars, with only about 
15% prepared to use some form of on-
demand service rather than owning a 
vehicle outright.

The report made much use of the new 
buzz words “mobility services”, which 
are used to describe emerging business 
models in which single or multiple pro-
viders offer consumers a comprehensive 
transportation solution that may employ 
a short-term rental car or various other 
modes of transport to get consumers from 
A to B as efficiently and cost-effectively 
as possible.

What is important for South Africa is 
that more than two thirds of respondents 
from the BRIC nations acknowledge that 
mobility services are very relevant to their 
large and growing megacities.

For instance, 42% of Brazilians antici-
pate that mobility services will make up 

more than 25% of the transport market 
in their country by 2020, while. Brazil’s 
first car-sharing brand, Zazcar, is already 
a symbol of how that country’s megacity 
dwellers are adopting these new concepts.

It is common knowledge that the tra-
ditional position of a car as a status sym-
bol has diminished for the younger urban 
dwellers, who tend to be more concerned 
about the brand of his or her smart-
phone, tablet, laptop and other personal 
possessions.

Many industry executives believe 
transport will be seen more and more as 
a commodity, moving people from A to B, 
so OEMs have to ensure they are part of 
car-sharing, taxis or public transport.

While proportions of mobility service 
customers may still be relatively small, the 
sheer size of cities such as Beijing, Mumbai 
or Moscow already create substantial and 

World is Moving from Car 
Ownership to Car Usership
Although most car owners in the developed world are loathe 
to give up the independence and status provided by car 
ownership those people living in emerging economies are 
looking for alternatives to traditional car ownership. This is 
one of the host of informative and interesting trends that have 
arisen from KPMG’s 13th Global Automotive Executive Survey.

continued on next page 
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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 

growing markets for mobility services. China has 
150 cities of more than 750 000 inhabitants or more, 
giving a potential target market of nearly 100 mil-
lion people by 2026, so it is an obvious No. 1 target 
for mobility services.

There are many differing views on the future 
power units for cars, with 61% of the executives still 
seeing the optimisation of the internal combustion 
engine as an appropriate solution.

The general consensus is that pure electric ve-
hicles will not exceed 15% of annual global sales 
before 2015. For the immediate future hybrids will 
continue to be more popular than battery electric 
cars and over time fuel cell vehicles are seen as a 

more promising prospect, particularly in the BRIC 
countries.

Another important trend identified in the 
KPMG survey is that more and more people are 
expecting the same connectivity when on the move 
as they receive at home and at work. Car makers 
and IT companies are realising that connectiv-
ity is about far more than just entertainment; the 
new technology enhances safety by helping vehicles 
communicate with their external environment.

However, at this point in time the survey re-
spondents are generally uncertain about who will 

own the significant revenue streams associated with 
in-car “infotainment” and connected solutions.

This development has given birth to an-
other buzz word, TIME, which stands for 
Telecommunications, Information Technology, 
Media and Entertainment. A majority of respond-
ents (63%) anticipate the convergence between the 
automotive and TIME industry in the future.

We will look at further trends highlighted by 
the KPMG Global Automotive Executive Survey 
in the edition of AutoLive to be published on 
March 22. ■

 continued from previous page
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Goodyear Eagle F1 Asymmetric.
Combines Active Cornergrip Technology and Racing 
Compound for unrivalled all-round performance.

Leadership in tyre safety, 
through innovation.

between 100 000 and 110 000 units. Last year we 
set a production record of over 137 000 units for 
Uitenhage. But you can’t expect every eyar to be 
a bumper year.

Q:  VWSA was very close to overall vehicle market 
leadership in 2011. What was the key to that 
performance?

A:  We’ve made good progress in the commercial 
front. We are a solid Number Two in the overall 
market.

Q:  Has the acceptance of Amarok been good? The 
sales figures seem to fluctuate somewhat from 
month to month.

A:  The Amarok Double Cab has been very good for 
us. We are in the Number Two position there, 
behind Hilux. The Single Cab was only intro-
duced last year. The Caddy has done well for us, 
it has 50 per cent share of its segment. And the 
T5 is doing well.
   We have to build this side of the business. 
Toyota has been at it with Hilux for 40 years. But 

we’ll build our commercial side, where we will 
be in a position to be Number One in the total 
market.

Why Volkswagen is in motorsport

In welcoming the three brand-new Polos that will 
compete for the SA National Rally title this year, 
David Powels touched on the subject of why his 
company remained committed to motorsport.

He made mention of the fact that the Uitenhage-
based motorsport division has been preparing race 
and rally VWs and Audis for close on 30 years now, 

on an uninterrupted basis. He also paid tribute t the 
fact that prior to the 2011 season, VW Motorsport 
had won six National Rally titles. And although he 
didn’t want to put too much pressure on the team 
for 2012, he was expecting a seventh this season.

During his speech to the assembled media (see 
the Back page story in this issue for a backgrounder 
to this event), Powels explained the three main rea-
sons why VWSA was committed to motorsport:

“Number One: Motorsport is a field in which 
we can prove our engineering excellence, our 
product integrity, our reliability. These are cor-
nerstones of the VW brand. Motorsport gives us 
the opportunity to prove these elements, and also 
to experiment.”

“Number Two: Motorsport is about the team. 
You can’t be successful without a strong team 
culture. The combination of the drivers, naviga-
tors, the guys that build and prepare the cars, 
the sponsors and all the support staff make up a 
successful team.”

And team work is a very important aspect of 
the way we have to prepare our business on a broad-
er level. To take on the competitive challenge we 
face today and also meet our aspirations, to be the 
Number One automaker by 2018.

We are not going to get there without a team-
orientated approach, and the motorsport team 
is always a very symbolic example to everyone 
who works in our company. We use that philoso-
phy of success over the past three decades to ex-
cite the  other 4  500 to 5  000 people that work in 
our business.

“Number Three: Motorsport is important to 
us because it’s all about being competitive and be-
ing able to operate in a competitive environment.. 
That’s not just the challenge to our motorsport 
team, it’s the challenge to our whole organisation. 
In South Africa, the auto industry is one of the most 
competitive industries in the world. In a relatively 
small market we have 60 brands competing. Suffice 
to say, that to remain Number One requires skill, 
concentration and dedication.”

So for these reasons, motorsport will remain 
part of our genetic structure.” ■

David Powels with VW’s 2012 S2000 Rally  team. On the extreme left is PR Manager 
Matt Gennrich.
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The inaugural People’s Wheels awards announced 
at the Monte Casino Ball Room last Tuesday is 
probably the most interesting competition of its 
type to be held, here.

Rather than have a bunch of motoring journalists 
decide which car or cars are chosen, The Future Group 
( a major motoring media publishing enterprise) in 
conjunction with Avusa Media, Absa Vehicle and 
Asset Finance and research house TNS South Africa 
garnered the votes of some 17 000 ordinary people, 
who chose various models in 26 different categories.

The awards ceremony was a crushing vic-
tory for Volkswagen, which walked off with eight 
awards. Audi, BMW and Mercedes-Benz accounted 
for 10 categories between them, underlining the 
fact that German brands are top dog when it comes 
to desirability.

But the car that individually garnered the most 
votes was Kia’s Picanto. And that was indeed a turn-
up for the books.

The Peoples Wheels competition also included 
an ownership analysis, and here Mercedes-Benz 
was top dog in terms of satisfaction, ahead of Audi, 
and (rather surprisingly) Chevrolet. BMW and 
Toyota tied for fourth place.

PEOPLE’S WHEELS AWARDS 
2012 RESULTS BY CATEGORY

 ■ Category A Budget Buys: Kia Picanto
 ■ Category B Compact Commuters: Toyota 
Yaris Zen

 ■ Category C Entry level Hatches: Volkswagen 
Polo Vivo

 ■ Category D Entry Level Sedans: Polo Vivo 
Four-Door

 ■ Category E Superminis: Volkswagen Polo
 ■ Category F Family Styled Hatches: Audi A3 
Sportback

 ■ Category G Family Styled Sedans: 
Volkswagen Jetta

 ■ Category H Premium Compact Cars: BMW 
3 Series

 ■ Category I Large Executive Cars: BMW 5 
Series

 ■ Category J Executive Luxury Cars: Aston 
Martin Rapide

 ■ Category K Cabriolets and Convertibles: 
BMW 1 Series

 ■ Category L Trendsetter Cabriolet and 
Convertibles: Mercedes-Benz SLK

 ■ Category M Designer Label Cabriolets and 
Convertibles: Mercerdes-Benz SLK AMG

 ■ Category N For the Really Rich: Lamborghini 
Gallardo Spyder

 ■ Category O Hard Top Sports Cars: Volks-
wagen Scirocco

 ■ Category P Super Sports Cars: Audi R8 
Coupe

 ■ Category Q Dream Machine Supercars: 
Ferrari 458 Italia

 ■ Category R Affordable Hot Hatches: 
Volkswagen Golf GTi

 ■ Category S Track Day Specials: BMW 1 
Series Coupe

 ■ Category T High Performance Sedans: 
Mercedes-Benz C63 AMG

 ■ Category U Station Wagons: Audi A4 Avant
 ■ Category V Hybrids: Lexus CT-200h
 ■ Category W LDVs Pick-Ups and Vans: 
Toyota Hilux

 ■ Category X MPVs, People Carriers: 
Volkswagen T5 Kombi

 ■ Category Y SUVS and Crossovers: Land 
Rover Discovery 4

 ■ Category Z Double Cabs: Volkswagen 
Amarok.

Interesting reading and the full results make 
even more interesting reading – requiring a de-
tailed analysis of where people’s aspirations and 
parting with their hard-earned cash meet in 
the middle.

For the full results, log on to www.autoannual.
co.za ■

The People Have Spoken
Kia’s winning Picanto.

The awards ceremony was a 
crushing victory for Volkswagen, 

which walked off with eight awards.
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Profile

Q:  What nationality are you, Edgar, and how long 
have you been at the helm of GMSA?

A:  I am Brazilian, and I have been in charge of 
GMSA for the past two years. During that time 
we have increased volumes by 20 per cent, ahead 
of the industry average. So I am lucky that I 
came to South Africa at the right time!

Q:  Where were you in GM’s global organisation be-
fore South Africa?

A:  Before coming to South Africa I spent two years 
in Argentina. In charge of General Motors’ op-
erations in Paraguay, Uruguay, Chile, Peru and 
Bolivia. Historically GM has been Number One 
in South America as a whole for some time. We 
are strong in the north, less strong in the south.

   In Brazil we were Number One in 2004, but 
normally we occupy the second or third posi-
tion in the market there. Chevrolet, in the past, 
was strong as a European brand, with some 
American product. But the transition to Korean 
product is also working very well.

Q:  GM has done exceptionally well with the re-
introduction of the Chevrolet nameplate here, 
after an absence of some 17 years or more. And 
yet it has been with largely Korean product 
that you’ve achieved this, apart from vehi-
cles like the Lumina, or the re-badged Opel 
Corsa Utility. What has been your strategy to 
achieve this?

A:  The important point is that we bring cars here 
that are designed in one of the major global GM 
design offices. In other words, these are global 
cars. When I was in Argentina were the first to 
launch a Chinese-built GM product in South 
America. I was convinced as to how good it was 
and we did a very interesting thing. We took 
some journalists from Chile on a trip, first to our 
plant in Russelsheim in Germany, and then to 
our plant in Shanghai, China. And they could 
not tell the difference in the process.
   It doesn’t matter where the car is coming 
from, it’s a global car and it carries with it the 
GM assurances of quality.

Q:  Nevertheless, in reintroducing the Chevrolet 
name here, did you play up to the American im-
age of the brand, turkey and apple-pie?

A:  Chevrolet was a strong brand here in the past, 
and I think it already carried a strong emotion 
with it. We are saying that Chevrolet offers a 

good blend of brand awareness, styling, per-
formance, fuel economy and an economical 
price. It is known as being a great value-for-
money brand. That appeal is growing stronger 
and it is no different here. Last year Chevrolet 
grew its volume by 50 per cent!

Q:  In terms of our viability here in South Africa as 
a manufacturer, we are aware that our market 
represents only about one per cent of the glo-
bal total. GM recently invested about R1-billion 
here, with the forthcoming Isuzu very much in 
mind. Does this mean there is more investment 
to come?

A:  The billion rand was invested to bring three new 
products to market, the Chevrolet Utility, the 
Spark and the new Isuzu family still to come. I 
think it is important to keep updating our prod-
uct portfolio here and we certainly see continu-
ous investment in South Africa. We see Africa 
as a new frontier of growth on a global scale and 
we see South Africa being strategic for the con-
tinent as a whole.
   With the new Isuzu we will produce RHD 
and LHD variants for the whole of sub-Sahara 
Africa. This means much increased volumes and 
good business growth for South Africa.

Q:  So you will be pushing local suppliers harder to 
meet the demand?

A:  For us to be successful here we need to have a 
high level of localisation so this is one of our 
main initiatives here. To increase local content.

Q:  Is this happening?
A:  It is happening, but not as fast as we’d like. At the 

end of the day we must localise parts so that we can 
localise competitiveness.

Q:  What are your sales predictions for 2012?
A:  For 2012 there will not be the growth that we 

have enjoyed for the past two years. My predic-
tion is somewhere about five per cent. But I’m 
seeing this in a positive way. ■

Lunch with Edgar Lourencon

Edgar Lourencon.

Recently AutoLive was invited to lunch with Edgar Lourencon, General Motors South Africa’s Managing Director 
and President. After dining well, we took time out to interview him on some aspects of his career to date, as well 
as his stint in South Africa so far.
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Brand’s typically erudite pronouncement came in 
a forward to the first Absa Auto Annual, and the 
good news for those who are already enjoying this 
400-plus page work on the SA motor industry, is 
that a 2013 version is already in the planning stages.

Edited by Wynter Murdoch, and published 
by The Future Group, it combines the passion for 
motoring from a petrol-head’s perspective with 
serious industry-insider information. It’s not often 
that these two distinct arenas of journalism are en-
tertained in one publication, but Murdoch, assisted 
by a small editorial team comprising Chris Reilly 
and Nina Harms, and contributors that include 
famous motoring journalists like David Furlonger 
and Colin Windell, has indeed pulled off this 
difficult act.

Much credence, too, should be given to the 
design team, consisting of Ruhan Gudmanz and 
Nadette Voogd, for it is the presentation that sets 
this work apart from the outset. Bound in hard-
cover, and presented in full colour throughout, it 
is a quality volume, and The Future Group should 
be congratulated for the sheer scope of its ambition.

The annual was published to coincide with the 
annual People’s Wheels Awards, which The pub-
lishers organised in conjunction with Absa, Avusa 
Media and TNS South Africa, and the results of that 
survey are also contained within the annual’s pages.

The book is broken down into over a dozen seg-
ments, the bulk of which are devoted to industry 
matters. These include market trends, the compo-
nent industry, the aftermarket, commercial vehicles 
and much more. A particularly interesting feature 
is one entitled “What’s your Car Worth?” which ex-
amines resale values, and covers just about every car 
on our market, From Alfa Romeo to Volvo.

There is also a very useful Buyers Guide which 
runs to 125 pages, and details all models available 
on the market in terms of specification as well as 
comment.

For more information on the Absa Auto 
Annual, and where it is available, contact Wynter 
Murdoch at Wynter@thefuture.co.za. ■

Industry doyen Brand Pretorius calls it “ the first integral report on all matters pertaining to a sector of the South 
African economy which the Minister of Trade and Industry, Mr Rob Davies, recently described as a valuable 
national asset of strategic significance.”

The Absa Auto Annual 2012

Edited by Wynter Murdoch, and 
published by The Future Group, it 

combines the passion for  
motoring from a petrol-head’s 

perspective with serious 
industry-insider information. 
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Volvo Car South Africa announced the winners of 
the various categories in its 2011 Dealer of the Year 
(DOTY) at a gala dinner this week.

Sales Dealer of the Year was awarded to Volvo 
Cars Bedfordview for consistent and focused per-
formance in exceeding all Sales objectives for 2011. 

Bedfordview achieved second place in this same 
category last year, showing this dealership is con-
stantly striving toward excellence.

The Aftersales Dealer of the year award went to 
Eastern Cape Motors Port Elizabeth.

The Most Improved Dealer award was snatched 
up by Auto Niche Bloemfontein who achieved in 
excess of 110% of their Sales volume target and also 
showed a huge improvement in their Aftersales 
department.

And most importantly the Overall Dealer of 
the Year was awarded to Volvo Cars Bedfordview. 
Bedfordview achieved this accolade due mainly 
to their focus on delivering excellent standards 
at all times. The team at Bedfordview is perform-
ance-driven with a passion for the Volvo brand 
that is setting new benchmarks within the Volvo 
dealer network.

Auto Baltic Boksburg was awarded the Volvo 
Financial Services Dealer of the Year award.

The Managing Director’s Special Awards for 
Excellence went to:

 ■ Johan Coetzee – Auto Baltic Boksburg
 ■ Christo Leeuwner – AutoTec Nelspruit
 ■ Warren Ellis – McCarthy Tygervalley
 ■ Dennis Chapman – Eastern Cape Motors 
Port Elizabeth ■

Monument Toyota Constantia has won the coveted 
Toyota Dealer of the Year Award at a gala function 
held at Gallagher Estate in Midrand, Gauteng. The 
award was received by Julian Visagie, the Dealer 
Principal.

It is the third Dealer of the Year trophy that 
Monument Toyota Constantia can mount in their 
already full cabinet, where it will take the pride of 
place amongst several other awards received during 
the night and previously during the regional dealer 
awards.

Speaking on this award Dr Johan van Zyl, 
President and CEO of Toyota SA Motors commend-
ed the Constantia-team for their hard work.

“Monument Toyota Constantia’s performance 
is proof that strong leadership and the right people 
make all the difference. While the dealer principal 
is intimately involved with all areas of the business 
he allows his management team to lead their own 
departments, resulting in a very innovative and 
highly motivated team.”

The strength of the Monument Toyota 
Constantia team is evident in the number of other 
awards received during this glamorous evening. 
Julian was called to stage during the evening to 
receive the Vice President’s Award for Vehicle 
Marketing and Customer Service, while team 
members Jonathan Stephenson and Gustav Pelser 

received the Vice President’s Awards for the best 
New Vehicle Sales Manager and Service Manager 
respectively.

Gustav was also called to stage to receive the 
Vice President’s Award for the best Service Manager 
at a Monitor Dealer. Monitor Dealers are specially 
equipped to monitor and report on technical is-
sues as part of Toyota’s constant aim for product 
improvement.

The Dealer of the Year Award was preceded by a 
number of President, Vice President and Chairman 
Awards.

Preceding the President’s and Vice President’s 
Awards a special Chairman’s Achievement Award 
was handed to George Baikie of the Halfway Group. 
Starting as an apprentice in 1968, George worked 
himself up in the Toyota network and now stands at 
the head of 9 Toyota and Lexus dealerships.

“George is well known for his never failing en-
ergy and drive and we salute his hard work and com-
mitment to the Toyota brand,” says Dr van Zyl. ■

Monument Toyota’s Julian Visagie. 

From left to right: Christo Leeuwner (Auto Tec Neslpruit) – MD’s award of recognition, 
Craig Roberts Sales Director Volvo Car South AFrica, Michelle Naude Marketing / PR 
Director Volvo Car South Africa, Bram van der Reep Managing Director Volvo Car South 
Africa, Jeff Hudson Aftersales Director Volvo Car South Africa, Johan Coetzee( Auto 
Baltic East Rand) – MD’s award of recognition and Volvo Car Financial Services dealer 
of the year, Dennis Chapman( Eastern Cape Motors Port Elizabeth).

Volvo Car SA Announces Top Dealers for 2011

Toyota South Africa Motors Rewards Top Dealers
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General Motors South Africa (GMSA) has launched 
a new dealer training programme for young sales 
executives at GM dealers in an effort to strengthen 
sales expertise and provide customers with top-
quality service.

The GM College programme, which takes 
place over a six month period, incorporates four 
months’ training at GMSA’s Sales and Marketing 

office as well as a two month rotational in-dealer 
training regimen.

Focusing on university graduates, the first 
course is being embraced by 25 enthusiastic candi-
dates, who started in February said Malcom Gauld, 
GMSA Vice President of Sales and Marketing. 
These students will become a feeder pool to the 
dealers. “The sales staff at dealers plays a critical role 

in driving customers to buy our products and they 
are the first point of contact with customers. We 
believe that this programme will help new recruits 
gain the necessary sales skills and knowledge about 
our brands and products.”

A comprehensive curriculum has been strate-
gically designed around the vehicle selling process, 
and modules include dealership dynamics, buyer 
profiles, basic vehicle technologies, communication 
skills, stress management, financial and consumer 
laws, product knowledge and various practical as-
signments, amongst others.

Dr Alf Bennett, Dealer Training and Manpower 
Development Manager at GMSA said, “The compa-
ny is committed to develop professional and compe-
tent sales executives to ensure that our service levels 
to customers are of the highest levels. The introduc-
tion of the GM College is a big step towards giving 
effect to a much more professional, career orientat-
ed individual who will be able to excel in the motor 
industry: initially as a sales executive, but later also 
as a sales manager and even dealer principal.” ■

Social & Staff Issues

Ford Motor Company of Southern Africa’s 
(FMCSA) Struandale Engine Plant was recently 
recognised in Ford Motor Company’s President 
Awards, for its progress in the field of Health 
and Safety.

Doctor Bonakele Qabaka received an award 
for Excellence in Health and Safety Leadership in 
the company’s global awards. Dr. Qabaka joined 
FMCSA’s Struandale Engine Plant nearly two 
years ago and has since actively supported the im-
plementation of the new Safety Operating system. 
In so doing, he continuously challenges those in-
volved to work actively towards creating a safe 
work environment.

“It is an honour to receive this accolade,” com-
mented Dr. Qabaka. “I strongly believe in the slogan 

‘batho pele’, meaning people first and I am grate-
ful to Ford for providing us with the platform that 
makes this possible.”

FMCSA’S HIV/AIDS team was also honoured 
with an award for Implementation of HIV/AIDS 
Prevention Programme. The HIV/AIDS team lead 
by Kurt Bothman, Ivy Appolis, Serano Vardy and 
Siphiwo Dyani worked tirelessly in their efforts to 
establish an external support partnership with the 
Automotive Industry Development Centre in roll-
ing out HIV/AIDS prevention programmes at sup-
plier work sites.

“I’d like to thank the whole team for their hard 
work and dedication. This award is a testament to 
the collective effort required to succeed in such ini-
tiatives,” commented team leader Bothman. ■

Ford Makes Great Strides in Health and Safety

Doctor Bonakele Qabanka of the 
Struandale Engine Plant.

Dr Alf Bennett address a group of student dealers at GMSA’s Johannesburg sales and 
marketing office.

“The sales staff at dealers 
plays a critical role in driving 

customers to buy our products 
and they are the first point of 

contact with customers.”

New Dealer Training College For GMSA
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People

Keys Joins Bidvest

Steve Keys has joined Bidvest Auto/McCarthy as 
CEO, as expected by many industry insiders and as 
predicted in AutoLive. The announcement came at 
the same time the company announced a trading 
profit increase by 73,1% to R187,2-m, while revenue 
rose to R10,4-billion.

The annual report said that “a new management 
team was to focus on underperforming franchises 
and margin restoration as trading was expected to 
remain difficult (in 2012)”

Unitrans Toyota Appointment

The resignation of Steve Keys from long-time em-
ployer Malbak/Unitrans saw Brynn Stephenson 
take over at the helm of Unitrans Automotive. Now 
Carel Volschenk, another very experienced motor 
man who spent many years at Toyota SA before 
moving into retail, has been appointed to fill the 
post vacated by Stephenson as Divisional CEO of 
the Toyota franchise in Unitrans Automotive. He 
was formerly group operations manager.

GMSA Enters 2012 with New 
Sales and Marketing Team

General Motors South Africa (GMSA) has made a 
number of key leadership appointments in its Sales 
and Marketing Department. Alastair Ironside, a 
31 year veteran with the company, takes a leader-
ship role as the new General Manager – Marketing. 
Ironside returned to South Africa after a five year 
stint in Thailand where he was Director of Planning 
and Program Management for South East Asia.

Supporting his efforts are two Brand Managers. 
Mlungisi Nonkonyana, previously the Market Area 
Manager for Johannesburg, is promoted to the posi-
tion of Isuzu Brand Manager, Chris Cradock picks 
up the position of Opel Brand Manager, both re-
porting to Ironside.

Replacing Nonkonyana in the Market Area 
Manager position is Juanita Smith, who has almost 
17 years with the company.

Meanwhile, Cyril Gumede, who has been with 
GMSA for nearly seven years, has accepted the chal-
lenging position as Market Planning Manager by 
displaying a strong aptitude towards this particular 
discipline. Gumede replaces Chris Cradock.

On the sales side, Isaiah Ntuli has been pro-
moted from Regional Manager to Vehicle Sales 

Manager, taking over from American born, Brian 
Olson, who came to South Africa in 2005. Ntuli has 
been with GMSA for almost five years and is excited 
about his new role.

Leeroy Poulter is Bridgestone SA / 
SA Guild of Motoring Journalists’ 
2011 Motor Sportsman of the Year

Castrol Toyota rally driver Leeroy Poulter, who burst 
into the top echelon of national championship rally-
ing last year and ended the season as the top-seeded 

driver, received the Bridgestone/Guild of Motoring 
Journalists Motor Sportsman of the Year award for 
2011 at a function in Johannesburg in late  February..

The 30-year-old, driving a factory Castrol 
Toyota Auris, won two rounds of last year’s champi-
onship in his first season in the premier Super 2000 
rally class and established himself as the consist-
ently fastest special stage driver according to the 
driver seedings scoring system. He narrowly beat 
out Rotax Max World Cham[pion karter Cristiano 
Morgado for the title. ■

Steve Keys, new CEO, Bidvest Auto /
McCarthy.

Alistair Ironside, GM sales and  
marketing.

Mlungisi Nonkonyana. Juanita Smith.
Leeroy Poulter, 2012 
Motorsportsman of the Year.

To advertise in  contact

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

http://www.autolive.co.za
mailto:bruno.lupini%40gmail.com?subject=


Subscribe for free @
www.autolive.co.za Page 12

Road Impressions

By StuaRt JoHnSton

Way back when AutoLive was in its early stages of 
gestation we tested the then-new Nissan Micra in 
1,5-litre Tekna form, and I recall we weren’t that im-
pressed, particularly with the engine.

Now we’ve sampled the 1,5 dCi Acenta, and it’s 
nice to note that this is a far more pleasing pack-
age. The Micra is an unassuming little car, espe-
cially in its Acenta trim level. Standard spec for the 
Diesel version sees it come without alloy wheels, for 
instance, but the hubcaps do a pretty good imper-
sonation of “mags”.

The engine fitted to the diesel is from the K9K 
family, and no, it is definitely not a dog. While the 
peak output is noted as just 47 kW, it does enjoy a 
torque peak of 160 Nm at 2 000 rpm. Nissan says 
the diesel has been refined to give even better fuel 
consumption than it does in the NP 200 bakkie, and 
it is interesting to note that the K9K unit, displacing 
just 1 498 cc, has also been slotted into the Qashqai 
range to provide a lower cost diesel derivative of 
Nissan’s very well-received “cross-over” vehicle.

The way the diesel pulls at high altitude makes 
it perfect for the type of car that the Micra is. In fact 
its through-the-gears acceleration at the Reef is not 

far off that of the 1,5-litre petrol engined model. 
And although it isn’t the most refined diesel on 
the planet, its character is well-suited to the honest 
little Micra.

Economy is quite astonishing on the diesel 
Micra. I managed to get its consumption down be-
low the 5,0 litres/100 level, by careful driving. While 
generally consumption will be in the 5,5-itres/100 
to 6.0 litres/100 range.

Nissan has revised ratios on the five-speed 
gearbox to make the most of the diesel engine char-
acteristics. This includes shorter ratios in the first 
three gears but longer ratios in fourth and fifth. The 
engine has sufficient torque to pull those longer 
ratios once on-the-cruise, and economy benefits 
accordingly.

The gear-change was much nicer on this car 
than we remembered it being on the 1,5-litre Tekna. 
Steering was a bit over-assisted, but then it is a city 
car, after all, and highway stability was good.

The interior is of medium quality for a car 
of this price level, and the Acentra trim level 
means that electric window lifts are provided 
only for the front passengers. That’s no sweat, in 
our book. The cloth covered seats are durable, 
and the air-con works well ( the Tekna model 
has fancier automatic climate control). You also 

have to make do without a hands-free phone kit 
or remote volume controls on the steering wheel, 
but again, these are minor convenience points in 
our book.

The car is easy to manoeuvre, thanks to its 
short overall length of just 3,78 metres and enjoys 
a turning circle of just 9,3 metres. Dual airbags and 
ABS are standard features, of course.

The suspension provides a comfortable ride de-
spite its short wheelbase, and there is genuine room 
for four people and the occasional fifth person. 
Luggage capacity is a tad on the small side, but not 
much behind what you’d expect in this class.

I would like to see a service plan offered as 
standard on this car, especially as it is a diesel. At 
the moment service plans are extra-cost options on 
Micras. Priced at R143 500, it is sound value for a 
reasonably-specced small diesel city car, and one 
that should age well. ■

CORRECTION: In AutoLive 17 we incorrectly 
stated that the engine fitted to the Nissan Navar 
King Cab 4X4 was the 103 kW version. This is in 
fact the engine used in the 4X2 version. The cor-
rect specs for the 4X4 model are 128 kW and 403 
Nm of torque. Appologies for any inconvenience 
caused.

Nissan’s Micra Diesel A Nice Mix

The Nissan Micra.
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Road Impressions

By StuaRt JoHnSton

An Abarth has to go well for its size, just like those 
original 850 TC and 1000 TC little cars did back in 
the ‘60s. And this one does, thanks to a “chipped” 
and “air-filtered” Turbo 1,4 motor that delivers 
some 118 kW.

Funnily enough, the Abarth’s 1960s rival on 
the streets was always the Mini Cooper, and it is 
true that the little Eye-Tie cars often came out ahead 
in the stop-light GPs of the time, as well as on the 
race track.

Now, the thoroughly modern Mini has been in 
ascendancy for a decade, especially with its S and 
John Cooper Works variants pumping out up to 155 
KW. They are fantastic cars if handling and driver 
involvement is top of your priority list, and they’re 
made to BMW quality levels which means not much 
goes wrong.

Thing is, like a Golf GTi, if you buy one, you 
are one of the crowd, these cars both being the vic-
tims of their success because they are just so good. 
But now, here, in the Abarth-ised 500, Fiat has a car 
with real street-cred thanks to some expert styling 
cues that, like those of the Mini, tap into deep well-
springs of motorsport history, yet look completely 
up-to-the-minute. And the Abarth 500 SS has some 
real-world hardware to back it up.

AutoLive spent a week with an Abarth Esseesse, 
an inexplicable name until you realise it’s the Italian 
way of saying SS, short for Super Sport.

How it works is, you order a Fiat Abarth 500 
and then you can specifiy the Esseesse kit for it. This 
is handled by the Abarth dealership closest to you 

(Arnold Chatz is the first, and one is planned for 
Durban and Cape Town). The stock 500 Abarth is 
already quite beefy, in terms of suspension and mo-
tor tune, and the Esseesse tuning adds some 19 kW 
to the stock Abarth ouput.

For me, the Abarth is about detailing and I love 
the grey livery of our test car, with its Abarth nose, 
flank and tail badges depicting the famous Scorpion 
sign. The wheel colour, an off-white, perfectly com-
pliments the grey colour, and the red checked roof is 
also an Abarth heritage colour scheme. In fact this 
colour scheme is what the “works” Abarth 1000 TCs 
ran in races like the Nurburgring in the mid-‘60s, 
when they dominated the 1 000 cc class.

Does the Abarth measure up to a Cooper S in 
terms of the way it goes and handles? The answer is, 
not quite ( especially if you are comparing it to a 135 
kW S,) but it has power aplenty. It’s capable of a zero 
to 100 in a claimed 7,4 seconds and a top speed of 209 
km/h. In reality I’d say the 0-100 figure at the Reef 
is in the 9,0 second bracket, which is pretty fast and 
probably about half a second behind the Cooper S.

Handling-wise, the little Fiat is good without 
being exceptional. The harder SS springs and Koni 
shocks make for a very firm ride, which can become 
tiring, but at last the car feels reassuringly planted. 
It doesn’t have the absolute grip of a Cooper S, and 
especially not the precision, and this is down to 
the steering.

Like the Alfa Mito, the electric power steering 
on the Fiat 500 loads up in a weirdly artificial way as 
you start cornering. It’s as if the resistance encoun-
tered has nothing to do with what the front tyres 
are really experiencing in their contact patches with 
the tar. For this reason, the little Fiat will never be as 
involving as a Cooper S, but more of a cruiser.

So why would I buy it? Well, at R267 000 (with 
Essesse kit fitted) it’s cheaper than a Cooper S, goes 
nearly as well, and for street-posing its far more ex-
clusive than the Mini (some 12 Abarths were sold in 
February). It has a lovely engine, beautiful badge de-
tail in the cabin as well as outside, and hell, it looks 
so cute. And with a three-year/ 90 000 km warranty 
and three-year/ 60 000 service plan, I reckon it’s 
worth the shot. ■

The Essesse Is The One

The Abarth badge.

A Fiat Abarth.

The Fiat Abarth Esseesse is the 
Fiat I’d buy right now, if I was in the 
market for a city-bound lifestyle 
vehicle. I have to tell you I’m a 
sucker for the Abarth badge, and 
for me, this little 2012 bug has 
captured much of the spirit that 
was harnessed in the old 1961 Fiat 
600-based Abarth I owned for a 
while in the late ‘90s.
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By StuaRt JoHnSton

It’s been named as The World’s Most Beautiful Car 
by 60 000 web surfers in 62 countries. That’s quite 
an accolade for a car that carries the “DS” nametag, 
and a fitting one too. Back in 1955 when the origi-
nal DS by Citroen was introduced it was so futur-
istic that it sent shock-waves through the motoring 
world, and even when you see one today, you pause 
to absorb its spacey styling.

The new Citroen DS4, first seen at the Paris 
Show in 2010, is much more mainstream than its 
predecessor, yet just different enough to be accepted 
by mainstream society. This is a conscious decision 
on the part of Citroen, as their cars get less quirky 
and hence have more mainstream appeal, but still 
have an element of surprise to them.

A minor surprise with this Citroen comes when 
you discover that it has coupe-like styling but has in 
fact a pair of rear passenger doors, open-able by a 
handle recessed in the black-out-window trim sur-
round. That’s an idea Alfa thought up with its 156, 
back in 1998 or so, but it works well enough on the 
Citroen too.

The rear passengers may get a surprise to realise 
that there are no rear windows, and this is a case 
of function being thwarted by form, as the shape 
of the rear doors and window cut-outs prevented 

retractable rear windows being part of the package. 
Actually, it’s not a huge loss. Modern cars have such 
wind-cheating shapes these days that driving with 
the windows open is rarely a comfortable option, 
and this particularly applies to the rear windows, 
where opening them causes weird resonances in-
side the cabin.

The third surprise (from the inside) is the wind-
screen line, which creates a one-sided or dual-sided 
panoramic roof. It works well, as it creates a nice 
airy feel in the car but has forward-sliding panels 
with the sun-visors attached which are individually 
moveable for either the front passenger, the driver, 
or both. Great for maintaining concentration when 
it is needed for the driver, while the passenger wants 
to lay back and enjoy those rays.

The fourth surprising element of the DS4 is its 
very firm ride. Citroens are normally known for 
their magic-carpet approach to road surfaces, often 
at the cost of precision. The DS4 is just the opposite. 
Some may find it too firm, but I enjoyed its preci-
sion, especially in conjunction with the steering 
which is also pleasing sharp and reactive.

The engine used is the familiar Peugeot-
Citroen 200 HP (hence this DS4’s full nomenclature 
being the THP 200 Sport) or 147 kW turbocharged 
1,6-litre motor.

It has a wonderful spread of torque, revs freely 
to 6 500, and is perfectly suited to the car as a whole.

This is very much a Golf GTi competitor in 
just about every department. Its performance is 
almost an exact match for the GTi too. Where the 
Citroen differs mainly is in its much more extrovert 
approach.

In fact, I would go as far as saying that some of 
the styling cues are almost Italianate in their execu-
tion, such as the lavish use of chrome, both inside 
and outside the car.

The wheels are beautifully styled 18-inch alloys 
with 225/45 Michelins fitted to the test car. No won-
der the ride felt a bit on the firm side!

Another very pleasing aspect of the car is the 
use of quality plastics that include a kind of brushed, 
matt finish on the dashboard and door cappings, 
and seat covers that are rather intricate in their pat-
tern and stitching, and yet extremely supportive 
when generating serious cornering G-forces.

I loved the way you could effortlessly dial in a 
ground-swell of torque and shift up with precision 
through the six-speed gearbox. The engine is quiet 
in normal use, but just vocal enough give you a 
slight thrill when pushing hard

An entertaining car and a very attractive one at 
R 319 900, which is about R10 k below what you’d 
pay for the benchmark GTi. The Citroen comes 
with a three-year/100 000 warranty, which can 
be extended to five years at extra cost, and a five-
year/100 000 km service plan. ■

Citroen’s Surprising DS4

The Citroen DS4.

Road Impressions
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By StuaRt JoHnSton

At the lunch stop on the Volkswagen Cabriolet 
launch one of the journalists said the obvious thing: 
“it’s a chicks car, man.” This guy generally writes 
about cars with a kilowatt level of 300 plus, so may-
be it was understandable.

But to call the new Volkswagen a girl’s car, with 
connotations of being soft in the dynamic depart-
ments, to me was missing the point entirely.

On the route up the Franschoek Pass from the 
town end, towards Villiersdorp, the road is noto-
riously unforgiving of cars with poor chassis and 
suspension systems. And this is where the Golf 
Cabriolet excels, and takes the soft-top four-seater 
to a whole new level.

I’ve rated the Golf 6 as the car with one of the 
best rides in the business (the non-GTi versions) 
and this car seems to have lost none of its supple-
ness and rigidity. It has a truly massive windscreen 
beam that keeps things nice and true when the top 
is lowered, and reinforcement in other areas retain 
that strong sense of rigidity.

As for the mechanical side of things, the drive-
line packages include the TSi engines in both 90 
kW and 118 kW form. Being both turbo and super-
charged, these two motors have a torque spread as 
wide as the Breede River. With the 118 version (de-
noted by its all-red TSi badges), there’s simply more 
of it, everywhere.

As for tranmssions, take your choice between 
manual and DSG. For a car of this nature, DSG 
might just be the way to go.

The fabric top is well made and fits very well. 
There is little if any wind noise intrusion on the 
move, although in this car, despite drizzly con-
ditions, my co-driver and I kept the top down as 
much as possible. With the side windows wound 
up and the backdraught mesh screen hooked in 
behind the front seats, it was possible to travel in 
exhilarating comfort in these conditions. It was 
like being misted by one of those restaurant sprays 
now and again.

There were some complaints about the pric-
ing too, but my view on this is, yes, Volkswagen’s 
pricing doesn’t include extras and when they are 
added, they aren’t cheap. On the other hand, you 
are paying for a quality German product that is still 
the yardstick by which other entry-luxury cars are 
measured. Owning a Golf today is less than half a 
step down from owning an entry-level BMW, Audi 
or Merc, because the cars are so well built, and the 
quality of materials used is so high.

I am pretty much indifferent to all sorts of fea-
tures, apart from SATNAV, which is expensive, and 
I think VWSA should do something about this. 
Maybe go the Tom Tom route as one noted French 
manufacturer has done.

The level of grip available enabled us to tackle 
Franschhoek and various other passes with great 
aplomb, with zero scuttle shake. Even a touch of dirt 
road driving failed to upset the car.

It’s not a soft car, it’s a car made for gently im-
bibing mother nature, but with the ability to go 
quick when someone is bugging you, or just for the 
sheer fun of it, and it has good posing credentials as 
our route past Camps Bay illustrated. It didn’t stop 
traffic, but it fitted right in there on the beach front.

It’s a Cape Town car, I told the testosterone-
poisoned colleague mentioned earlier. And funnily 
enough, the next day, VWSA’s Managing Director 
David Powels used that exact phrase to sum up the 
car, which he admits is a very niche vehicle.

If you choose the base spec, you can get into 
top-down crusing at a very reasonable R283  400 
for the six-speed manual 1,4 TSi Comfortline. At 
the top of the range is the TSi Highline DSG at R 
338 560. Extras that stick in the throat price-wise 
are SatNaV at R28  560 and Park-andRear-Assist 
at R11 040. ■

The Cape Town Car

The Cape Town Cabriolet. Plenty space for the dogs in the back seat.
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Renault South Africa’s French-born MD, Xavier 
Gobille, is nothing if not enthusiastic about his 
product. A former race-car driver, he has a young-
at-heart attitude that manifested this week in a “vir-
tual” launch for the 2012 Clio Range, which has been 
freshened mainly in the areas of “connectivity”.

“For the 2012 Clio, we have taken introduced a 
revitalised model range in tune with the desires and 
needs of a youthful, sophisticated and trend-setting 
urban generation that considers technology and 
connectivity as an integral part of everyday life,” 
says Gobille.

This connectivity includes a standard-fit Parrot 
Bluetooth system on the new entry-level Clio 1,6 
Yahoo! and Yahoo! Plus (now there’s a name with 
“connected” punctuation), and extends to the Tom 
Tom LIVE integrated navigation system on the top-
spec Clio 1,6 Advantage (one can’t help wondering 
how an old-school newspaper sub-editor would 
deal with all this upper-case, lower-case inter-
changability, invented by some trendy person who 
presumably learned to spell on an i-phone).

Centred on the Clio’s new ‘Put Yourself on the 
Map, Live the Connected Life’ pay-off line, Renault’s 
overriding emphasis is on delivering a contempo-
rary contender in the compact hatchback segment 

that is “perfectly in tune with the modern, high-
paced and technology-driven lifestyle.”

As the Clio range for 2012 is not appreci-
ably different from the car launched in 2006, the 
concentration has been on cyber-add-ons for the 
year ahead.

“The exciting new 2012 Clio line-up will appeal 
to a young, dynamic target market on both a func-
tional and an emotional level,” explains Gobille.

“By enabling our customers to remain in touch 
and in tune with the times, they’re living the con-
nected life and putting themselves on the map in 
terms of career, status and success. The Renault Clio 
is the perfect lifestyle partner for this.”

Accordingly, the new 2012 Renault Clio Yahoo!, 
which is the new entry-level model in the range, 
includes the Parrot Bluetooth system that offers 
hands-free cellphone functionality, accessed by a 
control unit similar in shape to a modern car “key”

In addition, the Clio Yahoo! boasts an MP3-
compatible radio/CD player with an RCA auxiliary 
audio jack for connecting personal media players, 
plus the convenience of Renault’s renowned remote 
audio controls.

As the successor to the outgoing Dynamique de-
rivative, the Clio Avantage incorporates integrated 

TomTom LIVE navigation as standard, which is now 
bolstered by the addition of LIVE Services. These in-
clude Google Local Search, as well as real-time HD 
traffic and weather updates – all of which can be 
accessed by means of the supplied remote control, 
and viewed on the large 15 cm centre-mounted full 
colour display.

The Avantage also boasts fully integrated 
Bluetooth functionality, a multimedia connection 
box that offers auxiliary iPod and USB line-in op-
tions, and Renault’s Plug & Music Bluetooth audio 
streaming.

Since 1990, more than 10 million Clios have 
been sold worldwide, with annual sales topping 
555 000 units.

In the South African context, the Clio is the 
most successful model in Renault SA’s line-up, with 
more than 40 000 Clios sold locally since 2000. The 
Clio II was voted SA’s Car of the Year in 2000, and 
the Clio III has been a B-segment contender since 
its launch here in 2006.

Prices for the refreshed range are:
 ■ Clio 1,6 Yahoo R159 900
 ■ Clio 1,6 Yahoo! Plus R169 900
 ■ Clio 1,6 Advantage R189 900
 ■ Clio 1,6 Advantage AT R199 900 ■

Renault Plugs in to Young Minds

Clio’s SA-tailored Nav system.
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Snippets

SUzUKI AT THE 82ND 
GENEVA MOTOR SHOW

Suzuki will be placing the emphasis on green tech-
nology at this year’s Geneva International Motor 
Show. Taking centre stage on the stand will be two 
key vehicles, both making their European debut. 
The first of these is the G70 concept car, which 
represents Suzuki’s interpretation of a compact 
car offering minimised weight and optimised 
aerodynamics.

The G70 weighs just 730 kg, while achieving a 
drag coefficient some 10 percent lower than cur-
rent Suzuki A-segment models, thanks to its ad-
vanced aerodynamic design. This allows the G70 
to achieve a CO2 emissions rating of just 70 g/km 
for the New European Driving Cycle, utilising a 
petrol engine.
The second star on the Suzuki stand at Geneva will 
the Swift Range Extender, a compact electric vehicle 
that employs an engine-driven generator to extend 
driving range.

Based on the latest-generation Swift, the show 
car is a further development of the plug-in hybrid 
compact car displayed at the 2010 Geneva Motor 
Show. It showcases the advances in eco-car technol-
ogy Suzuki has achieved since then.

The Swift Range Extender has a typical driv-
ing range of 30 km with a fully charged battery. 
However, that range can be extended by using an 
engine-driven generator.

The benefit of this configuration, compared to a 
conventional electric vehicle, is that the Swift Range 
Extender employs a more compact lithium-ion bat-
tery that can be charged quicker, while also weigh-
ing less, requires fewer resources, and costs less.
The 2012 Geneva Motor Show opens to the general 
public today, 8 March 2012. ■

PEUGEOT/CITROëN JOINING 
FORCES WITH GM

Peugeot Citroën (PSA), of France is negotiating an 
alliance with General Motors that harks back to the 
failed deal between Fiat and GM in 2000.

Back then, the mantra was: “Allies on costs, 
competitors in the marketplace.” The wording in 
the recent announcement by GM and PSA was es-
sentially the same: “Each company will continue to 
market and sell its vehicles independently and on 
a competitive basis.” Like the GM-Fiat deal, GM 
and PSA will share vehicle platforms, components 
and modules as well as forming a global purchasing 
joint venture.

GM and PSA say that in five years each will save 
about $1 billion annually because of the alliance’s 
synergies. That is the same figure GM and Fiat 
aimed to reach after five years, but the alliance was 
dissolved by 2005.

There are some differences though. Whereas 
GM bought a 20% share in Fiat and Fiat acquired 
5% of GM, it seems now GM will take only 7% of 
PSA and PSA will not take a shareholding in GM. 
A reason why the GM-Fiat deal collapsed is because 
both automakers were hit by financial troubles at the 
same time. The situation in Europe today is much 
worse than in 2000, therefore any alliance should 
result in quick and positive changes. This will not be 
the case though, as the first car off a shared platform 
is at least five years away.

On the other hand the alliance between Nissan 
Renault has been a major success in most aspects.

THIRTY SERVICE OUTLETS 
FOR VITO E-CELL

From Eutin in the north to Munich in the south, 
from Duisburg in the west to Dresden in the east 
– more than 30 branches and trade partners of 
Daimler AG are now operating as sales and serv-
ice outlets for the Mercedes-Benz Vito E-CELL in 

Germany . This translates to almost blanket servic-
ing throughout Germany for the first van to be sup-
plied with a standard-fit electric drive.

Mercedes says the Vito E-CELL is particularly 
undemanding and economical on the maintenance 
front, requiring servicing only once annually or 
every 20,000 km. In addition to the customary 
checks for correct functioning and possible leak-
ages, in the course of servicing the mechanics also 
examine all high-voltage components and cabling. 
The costs of servicing are low, as no oil or oil filters 
require to be changed on the electric van. ■

SHORT CIRCUIT
GM must be somewhat red-faced as it has an-
nounced a five-week stoppage in the production of 
its Volt plug-in hybrid due to a big build up of un-
sold stock. Last year it sold only 7 671 Volts against 
its target of 10  000 and this year’s original fore-
cast of 60 000 units is expected to be downscaled 
substantially.

Toyota’s Prius, on the other hand, continues to 
sell well. It was the eighth best-selling car overall 
in the US in February (just behind Honda Accord) 
with 20 589 sales. ■

AMBITIOUS CADILLAC
GM has high hopes for its Cadillac brand as it aims 
to replace Toyota’s Lexus as the world’s fourth most 
popular luxury car brand after BMW, Mercedes-
Benz and Audi. (Last year Lexus lost its title as the 
top selling luxury brand in the US after an 11-year 
reign, partly due to stock shortages due to natural 
disasters. BMW just beat Mercedes-Benz to the cov-
eted No. 1 spot). ■

Vito E-cell.

Suzuki at Geneva.
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Truck Snippets

To advertise in  contact

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

DESERT DELIGHT
The Freightliner division of Mercedes-Benz SA 
Commercial Vehicles treated its customers, dealers 
and a few trucking journalists to an amazing launch 
of the new Argosy in the Namibian desert which, in 
terms of the venue, took those who attended back in 
time to the launch of the Freightliner brand in SA 
16 years ago.

After flying to Walvis Bay in chartered air-
craft we spent the afternoon in information shar-
ing and clay pigeon shooting at a beach bar near 
Swakopmund. The real show started in the evening, 
first with cocktails in the dunes – champagne and 
luscious oysters – highlighted by the arrival of four 
sky divers – one of them a tandem which included 
Mayur (Miles) Bhana, the daredevil marketing 
manager for MBSA Commercial Vehicles.

As the sun was setting we moved on in a fleet of 
“grey import”, 4x4 Mitsubishi Delica’s to the final 
venue, which was a very upmarket marquee setup 
in a group of dunes. Here the highlight was the 
projection on a sloping sand dune on the formation 
of a desert from prehistoric times to the present, 
followed by information on the new Freightliner 
Argosy, a massive fireworks display and the arrival 
of six Argosy’s – two red, two blue and two white, 
for the US flag.

Now let’s move on to the Argosy itself. 
Freightliner has been a leading force in long haul 
trucking in SA since its arrival in 1996 and has con-
sistently been a top seller in the over 400 horsepow-
er 6x4 truck-tractor amerced in recent years. The 
new generation model was previewed at the Joburg 
Truck and Bus Show in October last year.

One of the most significant changes is the 
adoption of the Eaton Fuller Ultrashift+ transmis-
sion with two-pedal control in either 13 or 18 speed 
configuration. Initially only Cummins-powered 

models will be equipped with this technology, with 
the Detroit Diesel engine variants coming on line in 
the fourth quarter of the year.

A gradient sensor enables the truck to deter-
mine whether the truck is on the level or on a slope 
and to select the appropriate starting gear. The ad-
vanced system computes gradient, accelerator posi-
tion and available engine power in selecting gears to 
suit prevailing conditions. Dynamic braking is also 
improved.

A new look grille with improved airflow is 
a distinguishing feature of the new generation 
Argosy. Electric windows, previously available only 
on premium models, are a standard feature.

All models using the Detroit Diesel Series 60 
engines will come with a 5-year/800 000 km war-
ranty included in the retail price. ■

LOYALTY REWARDED
The undivided loyalty of Vilasen Moodley, of Hino 
Pinetown, has been rewarded with the 2011 Hino 
Dealer of the Year accolade. Moodley, now 45, has 
been with the same dealership for 23 years and dur-
ing that time he has risen from being an extra-heavy 
truck driver to the managing director of the Hino 
franchise for the McCarthy Group.

Starting under the stewardship of the leg-
endary Johan Schreuder in 1989 the young truck 
driver soon progressed to clerical duties before 
becoming a truck salesman in 1994. Vilasen was 
promoted to sales manager in 2002 and dealer 
principal in 2005. Last year he took over responsi-
bility for all the HIno dealerships in the McCarthy 
network as well as continuing to head up the 
Pinetown outlet.

He says the latest achievement is due to his 
dedicated team of 33 who have ensured excellent 
services in all aspects of the business and hence a 
very high level of customer retention. ■

TRUCKSTORE COMES TO SA
Mercedes-Benz SA (MBSA) sees the establishment 
of a huge new used truck operation as a key to fur-
ther growing its dominance in the local truck and 
bus market according to company president and 
CEO Dr Martin Zimmerman. MBSA is investing 
R90m in a flagship 30 000m2 facility located within 
the company’s 130  000m2 “campus” alongside the 

N1 highway between Johannesburg and Pretoria. 
Planning is to start selling from the site by July.

This will be the first of these TruckStores to 
be established outside Europe, despite the com-
pany having 30 of these operations in 14 countries 
already, with the first having been established in 
2002. Stockholding is in the region of 4 000 units, 
with sales of 20 000 units a year. It is the largest used 
truck operation in Europe and MBSA is confident it 
will soon occupy this position in SA.

TruckStore will have a dedicated recondition-
ing facility at Zandfontein, north of Pretoria, and 
vehicles will then be sub-divided into categories of 
gold, silver and bronze according to a set of uniform 
standards. TruckStore will then be a one-stop oper-
ation in terms of finance, insurance and warranties.

A new website, www.truckstore.co.za, recently 
went live and will later be expanded to include de-
tails of vehicles for sale, with photographs and spec-
ifications to facilitate shopping on line. ■

FAW GETS SERIOUS
Chinese vehicle manufacturer First Automobile 
Works (FAW) is getting serious about its business in 
SA. It has just announced the investment of R600-m 
in building a car and truck plant in the Coega in-
dustrial development zone outside Port Elizabeth 
with a sod-turning function.

The first phase, with an investment of R200-m 
should result in the creation of 500 new jobs. It will 
consist of a plant to build commercial vehicles at a 
rate of about 5 000 a year. The second phase, costing 
R400-m, will be for a passenger vehicle facility, with 
an annual capacity of 30 000 units. The first vehicles 
are due off line in the last quarter of 2012. The com-
plete facility is scheduled to be operational by 2015.

The main aim of the plant is to have an FAW 
base for shipment of vehicles into Africa; the com-
pany currently exports from China to African 
countries Kenya, Angola, Tanzania and SA.

FAW SA’s operations manager, Mehdi Abbas 
said the project was a joint venture between FAW 
in China and the local company, but would not give 
a split of the shareholding according to reports. He 
said sales would commence this year of a number 
of built-up vehicles imported from China to com-
pete in the SUV, half-ton single and double cab and 
panel van markets. Retailing of these latter models 
would be via the Imperial Group.  ■

Freightliner.
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By RogeR HougHton

The NAAMSA sales figures for February con-
tinue to frustrate analysts because of Mercedes-
Benz SA’s ongoing compliance with an edict from 
its parent in Germany not to disclose detailed 
figures. This particularly skews truck and bus 
sales, as MBSA’s brands account for about 25% of 
this market.

This means the figures we publish below 
do not include any MBSA figures. They do, 
however, provide aggregated figures for pas-
senger cars, commercials and exports, which 

are found at the bottom of the sales analysis 
figures.

GWM also reports aggregated figures for its 
passenger and commercial vehicles, which are also 
not included in our analysis.

However, we do include figures from Associat-
ed Motor Holdings (AMH) and its associate, 
Amalgamated Automobile Distributors (AAD), as 
they separate them into various categories.

The big news this month is that AMH and AAD 
are currently in the process of providing NAAMSA 
and its database administrator, RGT Smart, with 
historical detailed sales volumes. So far it has pro-
vided this data for the period 2006 – 2009 and 

the figures for 2010 will be made available in the 
near future. The data covers the following brands: 
Daihatsu, Hyundai, Kia, Lamborghini, Proton and 
SsangYong.

Looking at the available NAAMSA figures we 
see modest gains compared to the corresponding 
month last year. Aggregate industry sales improved 
by 3 159 units or 6,4% to 52 356 vehicles from 49 197 
units sold in February 2011.

The sales split was 82,2% for the dealers, 7,6% 
sales to the rental industry, 5,8% sales to the govern-
ment and 4,4% to industry corporate sales.

NAAMSA continues to see the overall outlook 
for 2012 to be one of modest growth. ■

Sales Figures Continue To Frustrate

South African Vehicle Sales Figures At The End Of February 2012

TOTAL MARKET

YTD 2012 97 759

YTD 2011 94 304

Increase of 3,7% between YTD 2012 and YTD 2011

FEBRUARY 2012 49 556

JANUARY 2012 48 203

FEBRUARY 2011 49 197

Increase of 0,7% between sales in February 2012 and February 2011

PASSENGER CAR MARKET

YTD 2012 69 577

YTD 2011 67 017

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

FEBRUARY 2012 34 187

JANUARY 2012 35 390

FEBRUARY 2011   34 054

Increase of 0,4% between sales in February 2012 and February 2011

LIGHT COMMERCIAL VEHICLE MARKET

YTD 2012 24 638

YTD 2011 23 393

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

FEBRUARY 2012 13 518

JANUARY 2012 11 120

FEBRUARY 2011 12 842

Increase of 5,3% between sales in February 2012 and February 2011

OVERALL TRUCK AND BUS MARKET

YTD 2012 3 544

YTD 2011 3 894

Decrease of 9% YTD 2012 and YTD 2011

FEBRUARY 2012 1 851

JANUARY 2012 1 693

FEBRUARY 2011 2 301

Decrease of 20% between sales in February 2012 and February 2011

TOTAL VEHICLE EXPORTS

YTD 2012 29 614

YTD 2011 35 340

Decrease of 16,2% between YTD 2012 and YTD 2011

FEBRUARY 2012 18 010

Mazda 5, 74 sales in February 2012.
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JANUARY 2012 11 604

FEBRUARY 2011 25 155

Decrease of 28,4% between exports in February 2012 and February 2011

PASSENGER CAR EXPORTS

2012 15 027

2011 25 216

Decrease of 40,4% between YTD 2012 and YTD 2011

LIGHT COMMERCIAL VEHICLE EXPORTS

2012 14 482

2011 10 055

Increase of 44% between YTD 2012 and YTD 2011

TRUCK AND BUS EXPORTS

2012 105

2011 69

Decrease of 4,2% between total YTD 2012 and YTD 2011

NOTE: These figures include figures for Associated Motor Holdings 
(AMH), but NOT for Mercedes Benz SA, which is currently only reporting 
aggregated figures following a directive from Daimler in German.

The figures for MBSA for February are:

Passenger 2 170

Commercials 630

Exports 4 620

In addition, GWM reported an aggregate sales figure for February of 677 
units, which is also not included in these figures.

TOTAL VEHICLES BY MANUFACTURER FOR FEBRUARY 2012

RSA EXPORT

TOYOTA 9,807 9,034

VOLKSWAGEN GROUP SA 9,002 6,033

GMSA 5,755 209

NISSAN 4,406 1,317

FMC 3,432 1,047

BMW GROUP 2,181 196

HONDA 853 48

RENAULT 806 0

CHRYSLER SA 798 28

JAGUAR LAND ROVER 719 0

PCSA 537 0

TATA 482 2

SUZUKI AUTO 446 0

FIAT GROUP 402 5

MAHINDRA 349 11

UD TRUCKS 306 14

VOLVO CARS 287 3

MITSUBISHI MOTORS SA 272 0

MAN 174 21

VOLVO TRUCKS 124 0

SCANIA 118 35

IVECO 108 5

SUBARU 84 0

PORSCHE 73 0

NAVISTAR INTERNATIONAL 69 0

CHANGAN SA 50 0

TOTAL VEHICLES BY MANUFACTURER FOR FEBRUARY 2012

RSA EXPORT

RENAULT TRUCKS 30 2

BABCOCK 22 0

POWERSTAR 15 0

MASERATI 2 0

VDL BUS & COACH SA 2 0

SUB TOTAL 41,711 18,010

AMH & AAD 7,845

INDUSTRY TOTAL 49,556 18,010

NOTE: For the time being, as a result of a global directive by Daimler 
AG (Germany), Mercedes-Benz South Africa (Pty) Ltd will only report 
aggregated sales data.
Mercedes-Benz have reported for February 2012 a total of 2 170 
passenger vehicles, a total of 630 commercial vehicles and a total of 
4 620 export vehicles.
Please note that while previous months Mercedes-Benz totals are 
included, their February 2012 totals are not included in any of the 
industry totals.

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

RSA

Small Cars (Cubic Capacity 1400cc or less) 3,516

Medium Cars (Cubic Capacity 1400cc - 2500cc) 2,535

Large Cars (Cubic Capacity 2500cc or greater) 169

4X4 Recreational/SUV 699

Light Commercial Vehicles 890

Medium Commercial Vehicles 36

Total 7,845

Feb 2012 New Vehicle Sales Statistics
NAAMSA New Vehicle Sales Report
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MARKET TOTALS BY MANUFACTURER FOR FEBRUARY 2012

PASSENGER
LIGHT CV
< 3 501KG

MEDIUM CV
3 501-8 500KG

HEAVY CV
8 501-16 500KG

EXTRA 
HEAVY CV
>16 500KG

BUS
> 8 500KG

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

TOYOTA 4,701 2,242 4,785 6,792 199 0 92 0 30 0 0 0

VOLKSWAGEN GROUP SA 7,814 6,033 1,111 0 77 0 0 0 0 0 0 0

GMSA 2,532 112 2,927 92 171 5 95 0 29 0 1 0

NISSAN 1,958 0 2,448 1,317 0 0 0 0 0 0 0 0

FMC 2,693 0 739 1,047 0 0 0 0 0 0 0 0

BMW GROUP 2,181 196 0 0 0 0 0 0 0 0 0 0

HONDA 853 48 0 0 0 0 0 0 0 0 0 0

RENAULT 776 0 30 0 0 0 0 0 0 0 0 0

CHRYSLER SA 798 28 0 0 0 0 0 0 0 0 0 0

JAGUAR LAND ROVER 659 0 60 0 0 0 0 0 0 0 0 0

PCSA 485 0 35 0 17 0 0 0 0 0 0 0

TATA 230 0 120 0 72 0 41 0 18 2 1 0

SUZUKI AUTO 446 0 0 0 0 0 0 0 0 0 0 0

FIAT GROUP 391 5 7 0 4 0 0 0 0 0 0 0

MAHINDRA 127 1 222 10 0 0 0 0 0 0 0 0

UD TRUCKS 0 0 0 0 73 2 138 12 95 0 0 0

VOLVO CARS 287 3 0 0 0 0 0 0 0 0 0 0

MITSUBISHI MOTORS SA 165 0 107 0 0 0 0 0 0 00 0

MAN 0 0 0 0 0 0 21 2 110 19 43 0

VOLVO TRUCKS 0 0 0 0 0 0 0 0 119 0 5 0

SCANIA 0 0 0 0 0 0 0 0 97 35 21 0

IVECO 0 0 0 0 82 3 8 2 18 0 0 0

SUBARU 84 0 0 0 0 0 0 0 0 0 0 0

PORSCHE 73 0 0 0 0 0 0 0 0 0 0 0

NAVISTAR 
INTERNATIONAL

0 0 0 0 0 0 0 0 69 0 0 0

CHANGAN SA 13 0 37 0 0 0 0 0 0 0 0 0

RENAULT TRUCKS 0 0 0 0 0 0 0 0 30 2 0 0

BABCOCK 0 0 0 0 0 0 0 0 22 0 0 0

POWERSTAR 0 0 0 0 0 0 0 0 15 0 0 0

MASERATI 2 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 2 0

SUB TOTAL 27,268 8,668 12,628 9,258 695 10 395 16 652 58 73 0

AMH & AAD 6,919 0 890 0 36 0 0 0 0 0 0 0

INDUSTRY TOTAL 34,187 0 13,518 0 731 0 395 0 652 0 73 0
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By RogeR HougHton

Hakskeen Pan, in the North West province of SA, 
will be the site for the next world land speed record 
bid by project leader Richard Noble and driver 
Andy Green, who is also an RAF pilot.

This British duo currently holds the record at 
1  227,986km/h (the first supersonic record). The 
objective of the latest project is to lift this mark by 
more than 30% to in excess of 1  600km/h (Mach 
1,4), which will also be faster than the current low 
level world air speed record.

The car is expected to be on its wheels and al-
most compete by the end of the year, with test runs 
in SA expected to start in the latter part of 2013 – 
possibly going as fast as supersonic runs – with the 
final runs scheduled for 2014.

This project is, of course, enormously ex-
pensive and expected to run to more than 
R110-million with current daily costs exceeding 
R100 000. The team working permanently on the 
project numbers 44,

The project does not have any direct financial 
support from the British government, but is rely-
ing on sponsorships from companies – the latest to 
come on board being Rolex – and donations from a 
variety of sources, including members of the public, 
who can get their name on the car’s tailfin for as lit-
tle as R120 (£10).

“Fortunately we have very enthusiastic support 
from the North West province here in SA, which is 
funding the clearing of small stones from Hakskeen 
Pan,” said Richard Noble, who was in Johannesburg 
last week. “They are paying a team of more than 300 
people to clear the stones by hand, as a machine 
would damage the surface.”

A 2,4km2 site is being cleared and it is esti-
mated that 6 000 tons of stones have to be cleared 
.The project to clear a strip 1,5km wide is about 60% 
complete. The track itself will be 16km in length, 
with 1,6km sections before and after this timed 
stretch for accelerating and decorating. The record 
run will probably take only about 100 sec!

The Bloodhound SSC will use a combination 
of a jet engine and a rocket in its bid to become 
the fastest vehicle in the world. The engine, from a 
Eurofighter will produce about 90kN of thrust and 
the hybrid rocket a further 122kN; the rocket is 
fired as the speed of the 1,2-m/6,5-ton Bloodhound 
reaches about 500km.

A Cosworth Formula 1 engine will also be ins-
panned with its duty being to drive the “fuel pump” 
for the rocket and to provide high pressure hydrau-
lic pressure to various systems.

Noble said that projects such as this record 
bid highlighted the dearth of qualified engineers 
and skilled technological specialists in Britain – 
and many other countries in the world – which is 
the reason for the strong educational focus in the 
Bloodhound project.

The highly motivated project director, Richard 
Noble, who personally held the world land speed 
record between 1983 and 1997, says he sees the 
one sure way Britain can rise up from its current 
economic woes is to bolster its manufacturing 
and exporting activities. He believes flag-waving 
technological undertakings such as Bloodhound 
SSC (supersonic car) will be of great assistance in 
this drive.

“Education is a major ingredient of our 
project and we are getting stunning results,” said 
the Bloodhound education director for SA, David 
Rowley, in a presentation to local media repre-
sentatives and members of the SA Institution of 

Mechanical Engineering, held in Johannesburg 
last week.

For instance, all the technical drawings and 
information on the car are available to the public 
from the website (www.bloodhoundssc.com) so 
it becomes an ideal project for schools and uni-
versities and is a proven method of encouraging 
young people to choose engineering as a career. He 
explained that the same spike in interest in engi-
neering and technology had occurred in the US in 
the 1960’s and ‘70’s, driven by NASA’s space race 
with Russia.

“Now I am rolling out an 18-monthly pro-
gramme with educational institutions in SA as we 
know this country also has a very real need for en-
gineers and highly skilled technicians, so we see the 
Bloodhound project as very relevant, especially as 
the record attempt will take place at Hakskeenpan, 
in the North-West province,” added David Cowley 
(dave.cowley@bloodhoundsssc.com). ■

World Speed Record Bid Coming To SA

Richard Noble and Andy Green with Bloodhound scale model.

The Bloodhound SSC will use a 
combination of a jet engine and a 

rocket in its bid to become the fastest 
vehicle in the world. The engine, 

from a Eurofighter will produce about 
90kN of thrust and the hybrid rocket 

a further 122kN; the rocket is fired 
as the speed of the 1,2-m/6,5-ton 

Bloodhound reaches about 500km.

The highly motivated project director, 
Richard Noble, who personally 

held the world land speed record 
between 1983 and 1997, says he 
sees the one sure way Britain can 
rise up from its current economic 

woes is to bolster its manufacturing 
and exporting activities.
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Ink & Iron A Natural Attraction
The Ink & Iron… uummm….convention attracted a collection of machinery and people that was colourful to say 
the least. This one was held at Wemmer Pan, Jo’burg, on March 3. It was great to see petrol heads and tattoo-
bods having fun.
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I felt like Harrison Ford in The Fugitive as we trun-
dled up the hill. All I needed was some leg irons and 
handcuffs chaining me to the seat rails and the pic-
ture would have been complete.

The bus was very similar to the one they used 
to take old skew-mouthed Harrison to some horri-
ble jail before the train hit it, not so much in looks 
(the buses looks, that is), but the way it creaked and 
groaned over every bump and sent shock waves 
through the passenger compartment. I was glad I 
hadn’t joined the usual reprobates in the back row, 
because they were having the worst of it, being slung 
out beyond the rear axle line, every bump and rut 
amplified as the old solid differential unit made its 
protests known.

It was a very strange end to a launch. We’d done 
the driving part the previous day, and dined well in 
No 15 Orange, a city-bowl Cape Town hotel that 
seems to cater more for visiting dignitaries than 
motley motoring journos, so all was going accord-
ing to normal planning.

What usually happens next on an overnighter 
is that we breakfast fairly leisurely (in sympathy to 
those hacks that are overcome with the spirit of the 
thing and revel well into the night) and then hight-
ail it to the airport.

Volkswagen said, no, no, no, we’d have coffee 
and a sticky bun at the hotel at 8 am sharp, and we 
were then driving to a wine farm in Stellenbosch for 
breakfast. Ahh well, whatever, they like to keep us 
guessing.

The weird part was that after we’d parked the 
shiny new Giolf Cabriolets in orderly fashion at 

around 9.30 am in the wine farm parking lot, we 
were bundled into a ratty ol’ truck converted into 
a bus and hauled up into the hills on a ride that was 
in complete contrast to the Cape Town cruiser we’d 
just said goodbye to. Maybe they wanted to make 
the point of just how well that Cabriolet chassis has 
been sorted.

Up ahead was a makeshift hospitality area with 
huge VW banners poking out above the vines. Okay, 
so we’d sit down to the help-yourself breakfast and 
hear what VW had to say to us, particularly South 
African Managing Director David Powels, who had 
apparently flown in direct from Upington to join us.

Mr Powels sat at our table and provided in-
teresting industry-type conversation, until far off 
in the distance we heard a strange sound. A very 
pleasant sound, thrilling in fact. That was definitely 
a high-performance competition engine crackling 
in the crisp morning air, and judging by the way 
the revs rose and fell staccato-like, it was a car fitted 
with an extremely close-ratio gearbox.

As the noise drew closer, another smaller bus 
unseen by us deposited a whole bunch of motoring 
journos who pound the hard-core motorsport beat. 
They had been kept under wraps too, in case we 
tumbled to the fact that this trip up the mountains 
had to do with…

Rallying! VW Motorsport’s Rally programme 
in fact,, as first one, then two, then three brand new 
Polo Rally cars, completed only days before, came 
sliding and snarling and spewing rocks onto the 
spot in front of our hospitality area. Man, such a 
lovely surprise.

Suddenly everybody was yapping, and leap-
ing up for a closer look at the cars, and then David 
Powels himself introduced the new team to com-
pete in the S2000 class in 2012. Enzo Kuun,, Guy 
Hodgson, Hergen Fekken, Pierre Aries, and a new 
Dutch crew drafted in to replace Jannie Habig, who 
has once again decided to go it alone as a privateer.

It was strange, because only the previous 
evening I’d asked Matt Gennrich, VWSA’s super-
experienced PR, when he’d be taking journos down 
to rallies again, like they used to do in the late ‘90s. 
He surprised me by answering in shoot-from-the-
hip Gennrich style: “March the 23rd in KZN. Are 
you in?”

So, VWSA is back in the business of marketing 
its motorsport activities in a big way and rightfully 
that includes the media. As The Future Group’s 
“People’s Choice” awards showed in no small meas-
ure a few days later, VWSA already has the atten-
tion of the youth-wannabe market, and this is one 
more way of making sure that VW keeps on build-
ing brand loyalty. And they are doing it with vehi-
cles that young people can relate to, okay, these are 
not-so-common-and-gravel-road Polos, but Polos 
nevertheless.

Toyota, me thinks are going to be forced into 
sending out invites for the next rally soon. And seri-
ously targeting the youth market with more offer-
ings in the hot-hatch category. And Ford would be 
well advised to hop on the band-wagon, re-forging 
that link to motorsport that goes back half a century 
here. They already have the cars competing (win-
ning, in fact), so, what about it? ■

VW Cabriolet launch. Citizen motoring editor Glen Hill on “the bus to Alcatraz”.
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