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By RogeR HougHton

De Kock said that the recent announce-
ment of a 50 basis point cut in the inter-
est rate, bringing it down to the lowest 
level in the last 40 years, would improve 
buying sentiment even if it did not make 
much difference to monthly repayments.

“It could help swing buyers who are hesi-
tant and sitting on the fence to make a 
decision to purchase a new or used ve-
hicle. We see the rate drop as having a 
short term benefit but are not looking to 
make any radical changes in our sales 
forecasts for the year,” Chris de Kock 
added. “It will, however, help custom-
ers who are marginal in terms of their 
ability to fulfil their monthly financial 
obligations.”

Discussing the concerns of a pos-
sible fall in the predicted SA growth 
rate to 2,5% for 2012, largely due to 

the financial instability in Europe, the 
WesBank executive said that vehicle 
sales in South Africa were still proving 
resilient in the current climate.

“I am personally getting some-
what fatigued and sceptical with the 

ongoing pessimistic reports coming 
from Europe. I do not think the bad 
news is off-putting to private buyers, 
but many corporate fleets are acting 

Strong-Performing Wesbank 
Sees Slight Fall Off In Car Sales

continued on page 4 

The executive head of sales and marketing at WesBank, Chris de Kock, predicts a 
slowdown in vehicle sales in the second half of 2012 after a strong performance in the 
first six months of the year. “It must be remembered that sales boomed in the second 
half of 2011 so we are coming off a high base when making comparisons,” explained the 
affable WesBanker.

The rate drop will have a short-term benefit, says Wesbank’s Chris de 
Kock.

We see the rate drop as 
having a short term benefit 
but are not looking to make 
any radical changes in our 

sales forecasts for the year, ...
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Editor’s Note
AMH, which sells the Hyundai 
and Kia brands (amongst others) 
in this country has finally (and 
rather strangely) issued some 
sales break-down figures for its 
models sold in South Africa, af-
ter a policy that dates back to the 
1990s not to release sales figures 
to NAAMSA. But the figures are 
retrospective, running from 2006 
to 2010.

Chinks in this amour-plate philosophy appeared last year 
when the company began releasing aggregate sales totals each 
month, and now this is the next minor breakthrough. There 
are staff members, particularly on the Hyundai ship, who wish 
that this no-kiss, no-tell policy would be rescinded, because if 
anything, now that AMH’s Hyundai is doing so well, it counts 
against them.

The monthly issuing of NAAMSA sales figures is excellent 
free advertising. What’s more, it enables everyone to get a handle 
on who is who in the motoring zoo and like any policy of trans-
parency, it usually offers more benefits than negatives.

In any event, the AMH figures published on page six of 
this edition enable our readers to determine Hyundais’ mar-
ket share as opposed to its sister brand, Kia, as well as others 
in the AMH stable, such as Daihatsu, Chery, Foton, and even 
Lamborghini (before it was sold to the distributors of Bentley 
and Lotus here).

For 2011 and the first half of 2012, number-cruncher RGT 
Smart, which produces the sales figures for NAAMSA, has ar-
rived at brand breakdowns, using established predictive tech-
niques based on comprehensive financial data.

And, the figures are in fact confirmation of what informed 
sources had speculated, that Hyundai outsells Kia by a ratio of 
about 33 per cent to 66 per cent. Although the gap is closing.

For this coming year, RGT Smart is predicting that Hyundai 
will achieve a sales total of 50  000 for the first time, although, 
as Wesbank’s Chris de Kock says in the lead story in this issue, 
a slight down-turn may be on the way. Based on these figures, 
Hyundai is a strong number three in the passenger car divi-
sion behind Volkswagen and Toyota, with Kia challenging for 
fifth spot.

Stuart Johnston,
Editor
stujohn@autolive.co.za

We were wrong! Polo Vivo was still ahead of Etios in June

Following the publication of AutoLive 27 two weeks ago, we received a concerned tele-
phone call from Matt Gennrich, PR head of VWSA. He was perturbed that we had stated 
that, in our published top-five sales figures last issue, Toyota’s Etios had in fact outsold 
VW’s Polo Vivo in June 2012. This turned out to not be the case, and we apologise to 
everyone affected by this.

Here is a copy of Mr Gennrich’s subsequent letter to us:

Hi Stuart

Thanks for the chat, I then went back to the official NAAMSA figures as your figures seemed 

wrong in total, this clearly shows that Vivo outsold Etios by 528 units. Vivo Sedan and Hatch 

sold 2633 units versus Etios’s 2105.

Please correct this urgently, as you are one of the key proponents of the VW vs. Toyota 

battle for market leadership you will understand that we are somewhat peeved.

Please find the Naamsa figures attached.

Regards

Matt Gennrich

General Manager Communications,

Volkswagen Group South Africa

The explanation is that, in our second edition of each month, we are currently re-vamping 
our model-specific sales figures in conjunction with RGT Smart, who compile the sales 
data for NAAMSA. In this new collaboration, there were glitches that appeared in the 
figures released to us by RGT Smart due to some communication issues. We endeavoured 
to correct them before going to print, but it appears as if the major mistake was that Polo 
Vivo sedan figures were not included in the totals.

Incidentally, there was no arguing the Vivo’s superiority this past month (July) as it 
outsold the Etios by 3 449 to 1 753 units.

Stuart Johnston
Editor
AutoLive

Polo Vivo hatch and sedan sales totalled an amazing 3 449 units in July.

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


Subscribe for free @
www.autolive.co.za Page 4

cautiously in this environment as they take a long 
term view on the economy. This slowdown in cor-
porate purchases is seen in the decreased sales of 
commercial vehicles.

“We are still very much in a buyers’ market environ-
ment in new car sales, with many attractive offers 
of discounts and special financial packages. This 
is accelerating the migration of people who would 
previously buy a used car to rather choose a new 
model. We are currently financing 1,6 used vehicles 
for each new vehicle, although the overall relation-
ship is closer to three used vehicles sold for every 
new car sale according to registration data as details 
of used vehicle sales are unreported ,” commented 
Chris de Kock.

He did caution though that WesBank data 
shows that there was a slowing in the number of 
credit applications, with an 8,5% increase in the first 
half of 2012 compared to almost 10% a year ago.

“Much of the pent-up demand for passenger vehi-
cles has been met in the last couple of years and the 
average replacement cycle has already reduced to 
39 months on new cars and 32 months on used. We 
believe the replacement cycle is close to its peak and 
therefore continue to maintain our forecast of sin-
gle digit growth for the 2012 calendar year.”

WesBank itself, which is the country’s lead-
ing moveable asset-based financial solutions 
provider, is enjoying a boom year after posting a 
record performance at the end of first half of its 

2011/2012 financial year in December and hav-
ing had a bumper 2010/2011 financial year. Full 
year results for 2011/2012 are due to be announced 
in September.

“We took the opportunity during the recession 
in 2008 and 2009 to introduce new technology to 
our business. This resulted in the previous flood of 
100  000 faxes a month being replaced by 110  000 
digital communications. This meant we did not 
need people to input the faxed information into our 
data systems anymore and through natural attri-
tion we were able to trim our staff without affecting 
service levels,” explained the WesBank executive.

“The introduction of the National Credit Act (NCA) 
also assisted us in streamlining our business opera-
tions, as we can now rely on accurate information 
on loan application forms instead of having to make 
educated guesses. This has resulted in a much better 
quality book. We have about 650 000 retail motor 
accounts currently and approximately 80% of the 
dealer wholesale floor plans, so overall our business 
is very healthy,” concluded a justifiably proud Chris 
de Kock. ■

 continued from page 2

New car sales have balooned in the past 18 months, but things could get tighter.

... WesBank data shows that there 
was a slowing in the number of 

credit applications, with an 8,5% 
increase in the first half of 2012 

compared to almost 10% a year ago.

We believe the replacement 
cycle is close to its peak and 
therefore continue to maintain 

our forecast of single digit growth 
for the 2012 calendar year.

The introduction of the 
National Credit Act (NCA) also 
assisted us in streamlining our 

business operations, ...

We are still very much in a buyers’ 
market environment in new car 

sales, with many attractive offers of 
discounts and special  

financial packages. This is 
accelerating the migration of  

people who would previously 
buy a used car to rather 

choose a new model. 
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Snippets

BANKING WITHDRAWALS
The SA banks are having a tough time and recon-
sidering their sponsorship options. Local motor 
sport is one of those suffering. WesBank is due to 
end its 29-year sponsorship of motor racing at the 
end of the year and Absa is evidently not renew-
ing its sponsorship of the SA off-road champion-
ship after about a decade of support. Off-road 
racing bossman Richard Schilling says he has 
plans to fill the sponsorship gap in his branch of 
the sport. ■

FREE HIJACK 
AWARENESS OFFER
With August being Women’s Month Driving 
Solutions is offering a free, two-hour hijack 
awareness seminar at its Meyersdal offices on 
August 14, 15 and 16. To make a booking phone 
011-022-0356. ■

SECOND THOUGHTS
General Motors appears to be having second 
thoughts about having taken a 7% stake in Peugeot 
in March, as the European vehicle market heads for 
its fifth straight year of decline. GM paid US$423 
for a stake in the French company which includes 
joint purchasing and vehicle development. GM is 
evidently considering writing down its stake as its 
value falls. ■

At the same time GM is having a hard time 
with its Opel subsidiary, which is haemorrhaging 
money and already has one of its plants marked for 
closure in 2016. ■

DIVERSE AMBASSADORS
Peugeot South Africa has appointed two new brand 
ambassadors – Bucs football star Andile Jali and 
pop crooner Kurt Darren.

Says Peugeot South Africa’s Managing Director, 
Francis Harnie: “The choice of Andile and Kurt as 
our brand ambassadors for 2012/13 is evidence 
that Peugeot is once again part and parcel of South 
African life, and we believe that they’re both true to 
the values of our brand. ■

Brand ambassadors for Peugeot SA with MD Francis Harni.

A mixed bag of V8s and sports cars at the recent Phakisa round of the Wesbank series.

The SA banks are having a tough 
time and reconsidering their 

sponsorship options. Local motor 
sport is one of those suffering.
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Snippets

AMH SALES FIGURES 
…. AT LAST!
Associated Motor Holdings (AMH), which is now 
the third largest grouping in terms of combined 
vehicle sales in SA, has kept details of its monthly 
sales figures very close to its chest over the years. 
Now, at last, we are able to get an idea of what is 
going on inside this very successful group of motor 
businesses.

AMH is in the process of releasing disag-
gregated data to RGT Smart, the Port Elizabeth-
based company which produces sales statistics for 
NAAMSA. So far RGT Smart has been provided 
with detailed data up to and including 2010 and the 
team has computed estimated data for 2011 and the 
first half of 2012 (shaded in the table below), based 
on comprehensive financial records and forecasting 
techniques.

So, here at last are details, summarised by brand, 
of AMH’s sales since 2006. (Note that Chery and 
Foton were under the control of McCarthy Motor 
Holdings during the period 2008 and 2009). ■

SOCCER STIRRING GM
General Motors is embarking on a major love affair 
with soccer as a means of promoting its Chevrolet 
brand worldwide. It has just announced major 
sponsorship deals with famous British Premier 
League clubs Manchester United and Liverpool.

The company’s head of marketing Joel Ewanick 
was evidently shown the door for his handling of 
the Manchester United sponsorship, rumoured to 
be between US$3300-600 for seven years. Now his 
temporary stand in, Alan Batey, is saying what a 
great deal GM has done.

Chevrolet will be the football club’s latest shirt 
sponsor, starting with the 2014/2015 season. The 
seven-year deal for the shirts, which was signed 
for an undisclosed amount, will make GM the 
fifth sponsor in Manchester United’s 134-year his-
tory. The automaker replaces insurance broker Aon, 
whose partnership with Manchester United began 
in the 2010/2011 season.

The deal with Liverpool does not extend to the 
team’s shirts, but involves the team and exposure at 
its famous Anfield headquarters. ■

PLAYING CATCH UP
Toyota and Honda are striving to get people ex-
cited about their product line-ups, with more ad-
venturous styling and new performance models, 
while also playing a bit of catch-up. The demands 
of the unintended-acceleration crisis put Toyota’s 
engineers behind in some key technical areas. 
Meanwhile, Honda is eager to reassert its standing 
as a powerhouse of powertrains. Honda is launch-
ing its Earth Dreams engine family, and Toyota is 
focusing on direct injection, turbo- charging and 
advanced transmissions. ■

A THOUSAND FERRARIS
Ferrari North Europe now has over 1000 cars reg-
istered for its plan to break the Guinness World 
Record for the largest parade of Ferrari cars on 
Saturday 15th September during the Ferrari Racing 
Days event at Silverstone Circuit.

Ferrari North Europe previously set the record 
with 385 cars taking part on the Silverstone Circuit 
at the Ferrari Racing Days event in 2007, but this 
was later increased to 490 cars. Even though over 
600 cars had registered in the first month when the 
attempt was announced, Ferrari North Europe has 
always had the ambition to set a Guinness World 
Record with 1,000 cars. ■

MANU-
FACTURER

MAKE
2006 
YEAR

2007 
YEAR

2008 
YEAR

2009 
YEAR

2010 
YEAR

2011 
YEAR

2012 
YTD 
JUN

AAD CHERY 2,390 857 2,987 2,758 828

AAD FOTON 486 947 222 317 412 258

AMH DAIHATSU 2,467 8,090 5,303 3,337 4,461 3,951 1,497

AMH HYUNDAI 36,906 39,052 27,664 26,733 42,552 47,194 26,503

AMH KIA 14,175 12,819 8,876 8,374 16,047 19,071 13,722

AMH LAMBORGHINI 15 31 22 10 11

AMH PROTON 1,723 1,771 1,082 699 383 341 119

AMH ZOTYE 200

Total 55,286 62,249 46,284 40,232 66,958 73,727 42,927
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After a million kilometres of fault-free motoring 
and accident-free driving in a South African built 
2004 Volkswagen Polo, veteran salesman Gerrie 
Esterhuizen has had the question he has been ask-
ing for months answered.

“We always wondered what would happen 
when the speedometer hit the million-kilometre 
mark,” said 67-year-old Gerrie.

He was speaking during a visit as a VIP guest 
to Volkswagen’s plant in Uitenhage to mark the 
remarkable achievement in clocking up the huge 
number of kilometres in his Volkswagen Polo, with 
its original engine and other key parts.

“After 999999.9 kilometres, the speedometer 
just shows six dashes, although the trip meter car-
ries on working,” Gerrie’s wife of 47 years, Magriet, 
said. She has been his constant companion in recent 
years as he travels as a salesman from their home is 
Soutpan, near Bloemfontein, over the testing roads 
of the Free State and parts of the Northern Cape, 
North West and Lesotho.

“We travel up to 800km a day from our home 
and back, often spending more than 10 hours on the 
road and seeing clients, mainly in small towns in our 
sales territory,” Gerrie said. “These days we average 
between 8 000km and 10 000km a month. In previ-
ous years we drove more than 12 000km a month.”

Gerrie and Magriet, who have three children 
and five grandchildren, have kept meticulous 
record of their million-kilometre odyssey.

“We reckon the Polo used 66 666 litres of fuel 
to get to the million mark. That’s an excellent figure 
of about 700km per 50-litre tank, or 15km a litre 
(6.6km/l). Working out the cost over the years at an 
average of R8/l, that’s about R533 000 in fuel costs.”

“But the cost of maintaining the car has been 
so low we can’t calculate that. We have had two new 
fuel pumps fitted – one at 200 000km and the other 
at 800 000 – but the engine has never been opened 

since we bought the car at Alan Hudson Motors in 
Nelspruit. Its clutch, starter, alternator, exhaust sys-
tem, radiator and oil pump are all original. We al-
ways ensure that genuine VW parts are used when 
the vehicle goes for service.”

Gerrie, who has been driving Volkswagens for the 
past 20 years, added: “I have never experienced such 
outstanding reliability in any other vehicle I have 
driven.”

The Esterhuizens were presented with a 
new dashboard cluster by Managing Director of 
Volkswagen Group South Africa, David Powels and 

their vehicle was given a special overnight paint, 
dent removal, and general brush-up package under 
the watchful eye of VWSA’s Production Director 
Tom du Plessis.

A company spokesman said it was unusual but 
not unheard of for Volkswagen products to achieve 
such high mileage in various parts of the world.

When asked what their secret is to reaching 
over a million kilometres, the Esterhuizens replied: 
“Drive a well-maintained and reliable car like our 
million-kilometre Polo.”

And a super-high-miler Volvo

The world record for the most distance covered by a 
motorcar is held by a Volvo P1800, the same model 
of “sporty Volvo” that was driven by Roger Moore 
in the famous British Television series of the ‘60s, 
The Saint.

The 1966 P1800 owned by New York’s Irv 
Gordon has covered 4,8 million km and counting. 
Irv has owned the car since new.

A number of P1800s were imported to SA dur-
ing the ‘60s and ‘70s and many still exist in pris-
tine condition, thanks to the efforts of therVolvo 
Owners Club of SA. ■

The Million-km Polo

A P1800 Volvo like this one released in 
1961 holds the world’s distance record.

Managing Director of Volkswagen Group 
South Africa, David Powels hands over 
a new dashboard cluster to Magriet and 
Gerrie Esterhuizen for their Volkswagen 
Polo Classic that has done over 1 million 
kms. The photo was taken on the same 
line that this Volkswagen Polo Classic 
came off in 2004.

“I have never experienced such 
outstanding reliability in any 
other vehicle I have driven.”
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Are you a Rainmaker ?
We are expanding our foot print and have vacancies in the West 
Rand and Jhb South.

Master Technicians, Working Foreman and apprentices required. 
Specialists in Suzuki and GWM will be given preference.

Sales Positions for our pre-owned franchise: iPop Vehicle Sales, 
Sales Managers and Sales Executives 
  only candidates with an average going rate of 

10 units plus per month will be considered.
  Candidates who demonstrate excellence and 

enthusiasm will be given preference.

Meyer Benjamin : (011) 210 1300 
Email CV to : meyer@ipopsa.com
  We are driven by our commitment to achieve 

results for our clients, our team and our firm.
  We win through teamwork and trust; 

respecting individual opinions and diversities.

AL:  In terms of B-Class, the previous-generation 
model, watching the sales charts it seemed 
as if, despite its relatively low profile, it was a 
leader in its small market niche?

RT:  I think the previous B-Class was in a different 
segment from the current one. The previous 
car was a T-based model, which denoted an 
MPV, while the new one is a W-based vehicle, 
all our W models being more car-like, for want 
of a different description.

RT:   The engine is now transversely mounted 
in the front instead of underneath the driver, 
and I think this allows us to play more in the 
main-stream. We offer nothing that is less 
than the competitors and in some cases we of-
fer a lot more as a package, especially in terms 
of functionality.

AL:  Yes, it’s much more main-stream and it should 
have a broader appeal. The previous one was 
pretty much a mom’s taxi.

RT:  I think you are right to a certain extent. I 
think that the one model that gave us an edgy 
feel was the 200 Turbo, we had lots of young 
people buying into that concept. I think 
that with the new car, particularly with the 
Night Package and the Sports Package, you 
can clearly see the car has a younger, fresher 
appeal.

AL:  Have you noticed that in the demographics 
already?

RT:  Yes. But it is quite early for us to get a clear 
understanding of what’s happening with our 
customer base for this car, we’ve only been in 
the market with this since March.

AL:  You’ve been quite restricted in terms of only 
having a diesel model until now. Everybody’s 
saying that the diesel trend here is not that big 
in South Africa, as opposed to Europe, and 
perhaps not as big as it was in the recent past.

RT:  Compared to global markets our diesel per-
centage is a lot smaller. However, the mere 
fact that we had sold out just a few weeks after 
launch of the diesel model indicates that peo-
ple will buy diesel cars here. I think there is a 
shift in the thinking. We see this.

AL:  What’s the percentage split now?
RT:  I think we are sitting on a 70-30 split, petrol 

to diesel.
AL:  So, we can predict what your B-Class totals 

are going to be, given that there are aggregated 
figures available from RGT Smart, based on 
previous sales.

RT:  Sure, but remember that those numbers are 
going to be skewed according to availability.

AL:  Is the petrol model more freely available? In 
other words, you won’t have the waiting lists 
you’ve had with the diesel model up until 
now?

RT:  At this point in time, yes, the petrol version is 
more freely available from a supply point of 
view. I think we’ll only see a realistic market 
demand in six months’ time.

AL:  Are you predicting that this one will sell better 
than the previous model?

RT:  Oh yeah. I think for a couple of reasons. There’s 
the whole shift in the thinking, towards es-
tablishing ourselves as a serious player in the 
mainstream five-door market, and the shift in 
customer appeal, which will follow suit.

AL:  When is the new A-Class being launched?
RT:  A-Class will be towards the end of this year in 

Europe and we will get it in 2013. ■

AutoLive spoke to Reandren Thulkanam at the launch of the petrol-version of the new-gen Mercedes-Benz 
B-Class, in KZN last week.

Interview: Reandren Thulkanam, Product 
Manager for Mercedes-Benz Cars, South Africa

Reandren Thulkanam, Product Manager 
Mercedes-Benz Cars, SA.

... the petrol version is more freely 
available from a supply point of 

view. I think we’ll only see a realistic 
market demand in six months’ time.
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Wilken Communication Management was 
established in 1997 with the major focus of 
itÕs operations being the South African 
motor industry.
 
Over the years it has developed into a one-
stop communication and marketing service 
provider specialising in this industry.
 
It is staffed by some of the most 
experienced people in the marketing and 
communications environment of the South 
African motor industry.

simplifyingCOMMUNICATIONS

237 Rigel Avenue Waterkloof Ridge, Pretoria, 0181      Tel  (012) 460 4448      Fax   (012) 460 4514 www.wilkencomm.co.za

 
WCM can provide services from strategic 
planning, to product launches, media brieÞngs, 
event management, ßeet vehicle management, 
and ongoing public relations campaigns. It also 
has a publishing arm which can produce 
newsletters, magazines and coffee table 
books.
 
For more information contact: Jacques Wilken 
- jwilken@mweb.co.za

But come August 24–26, the chances are you’ll be 
able to sniff some real spring air, rich with the prom-
ise of those lazy, crazy days of warm weather ahead.

In celebration of the wonderful climate that us 
South Africans are blessed with, SA Show Services 
is hosting a Triple Whammy Show at Nasrec Expo 
Centre South of Johannesburg, on the final week-
end before the official start of spring.

The AMiD National Motorcycle Show will be 
held in Hall Five of the expo centre, while in Hall 
Six the Boat Retailers Association will be hosting 
the Johannesburg Boat Show.

And both these events will be hosted under the 
umbrella event, the Outdoor Lifestyle Show.

The combining of these events makes huge sense, 
considering that fundamentally they are all outdoor 
pursuits, and in the case of all three shows there is a 
mechanical synergy underlying the three activities.

The Motorcycle event will showcase all aspects 
of two-wheeler and quad activity in the industry 
and some really exciting innovations are expected 
from the likes of Honda, Kawasaki, Suzuki, and 
Yamaha, as well as more specialised manufacturers 
like BMW.

From the boating industry, all the major out-
board motor manufacturers will be involved, and 
boat importers and local boat manufacturers will 
also be showing their wares.

As far as the Outdoor Exhibition is concerned, 
there will be plenty of exhibits to interest “tech-
nophiles” such as caravans, off-road trailers, camp-
ing equipment and motor-homes.

The show begins on Friday August 24 and ends 
on Sunday, August 26. Each day the gates will open 
at 10 am and close at 5 pm, while the show will re-
main open until 6 pm.

Nasrec Expo Centre is situated on Rand Show 
Road, just east of the N1. For more information visit 
www.amidexpo.co.za or www.johannesburgboat-
show.co.za ■

Right Now You Are Freezing……

Hi-tech innovations will be a core aspect 
of the Suzuki stand at the Johannesburg 
Boat Show on August 24–26.

BMW Maxi-Scooters.

The combining of these events 
makes huge sense, considering 

that fundamentally they are 
all outdoor pursuits, ...
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The organisers of Automechanika Frankfurt are 
very upbeat about the outlook for this premier glo-
bal trade fair for the automotive aftermarket which 
will be staged in Germany from September 11–16.

“Despite the economic downturn in Europe 
we are still expecting a similar number of ex-
hibitors and visitors at this year’s show as the 
record numbers recorded at the 2010 event,” said 
Automechanika director Olaf Musshof. (The fig-
ures for the 2010 show were around 4 500 exhibitors 
and 150 000 visitors from 181 countries).

“We are finding that companies in countries 
such as Spain, which are under intense domestic fi-
nancial pressure, see exporting as a way to ease their 
economic woes. After all, it is much less expensive 
for European companies to participate in a very 
large trade fair in a nearby country than to send 
teams around the world offering products for sale,” 
explained the Automechanika director in a recent 
online media conference.

Germany will again have the largest number of 
exhibitors as well as providing about half the visi-
tors. The show organisers say it is going to be difficult 

to increase the number of countries represented by 
visitors to the show, as the 2010 total of 181 is not far 
off the 193 members of the United Nations and ex-
ceptionally high for any kind of show in the world.

The popular Automechanika Innovations 
Awards have again attracted strong interest and 
116 entries from 85 exhibitors have been received. 
The entries will be judged in nine categories, which 
are the same as those groupings into which the 

exhibitors are divided: Parts, Systems, Tuning, 
Repair/Maintenance, Repair/Diagnostics, IT and 
Management, Service Station and Car Wash, OE 
Products and Service.

The Repair/Maintenance category attracted 
the most entries at 38, with 18 each for Parts and 
Repair/Diagnostics, while all categories attracted 
entrants. Among the exhibitors that have entered 
are: Federal-Mogul, Volkswagen AG, Osram, 
Hazet, MAHA, Mahle, Schaeffler, Hella, Valeo, 
Delphi France, Beru and Borg Warner.

There will also be special focus on the environ-
ment, with a Green Directory listing the 25 most 
significant green technology exhibits. Already 80 
applications have been submitted by exhibitors for 
consideration by the judging panel. The 25 selected 
exhibitors will also be identified to visitors by easily 
visible signage.

A list of exhibitors can be found by following 
this link: http://automechanika.messefrankfurt.
com/frankfurt/en/besucher/ausstellersuche.html. 
For more information go to:

www.automechanika.com ■

Organisers Positive about Outlook for 
Automechanika Trade Fair in Frankfurt

Toyota is obviously not going to give up its leader-
ship position in global vehicle sales without a fight 
after suffering major disruptions to its production 
last year as a tsunami and earthquake hit Japan and 
massive flooding hit Thailand, from where it sourc-
es vehicles and components.

The Japanese giant, which led the way after the 
first three months of 2012, continued to set the pace 
in the second three months of the year and extend-
ed its lead over General Motors and Volkswagen.

Toyota’s global sales rose to 4,97-million units 
while GM sold 4,57-million and VW 4,45-million 
for the first half of the year. The return to full pro-
duction helped Toyota’s sales in its two biggest mar-
kets, Japan and the US, while GM and VW strug-
gled with a shrinking European market.

Toyota overtook GM to become the world’s No. 
1 vehicle maker in 2008 as the US market collapsed 
and GM headed towards Chapter 11 bankruptcy 
and restructuring in 2009. Toyota held onto the title 
in 2010, but dropped out of contention when nature 
took its toll in 2011.

GM reclaimed the No.1 spot with 9,03 million 
sales, compared to the 8,27-million units for VW, but 

it should be remembered that the GM figure is some-
what controversial as it included 1,2-million units 
sold by a Chinese affiliate, Wuling, in which the US 
company owns only a minority share. Due to its se-
verely restricted production as it recovered from the 
natural disasters, Toyota sold only 7,9-million units 
and had to surrender global leadership to GM.

Now Toyota is fighting back like a wounded samu-
rai and doing it far better than many industry com-
mentators expected. Driven by a petrolhead in the 
form of president Akio Toyoda, a grandson of one of 
the founders of TMC, Kiichiro Toyoda, the compa-
ny is now out to make its cars enjoyable to drive and 
not just reliable and durable. The first true example 
of the new product philosophy is with us now in 
the form of the comparatively affordable mid-size 
sports car, the 86. ■

Toyota Continues to Lead the Way in Global Sales

No shortage of engine fans at 
Automechanika, Frankfurt.

Akio Toyoda, President of Toyota Motor 
Corporation.

Now Toyota is fighting back like 
a wounded samurai and doing 
it far better than many industry 

commentators expected.
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By StuaRt JoHnSton

It is expected that sales volumes will be much more 
than double what they have been up to now since 
March, as petrol models still out-sell diesel deriva-
tives by more than two to one in most vehicle cat-
egories here in SA.

Moving away from the “sandwich” body con-
struction which saw the engine of the first B-Class 
placed effectively beneath the driver, has given the 
B-Class much better road manners in terms of 
overall feel. It now handles just like a well-sorted 
hatchback, and in fact the term “MPV” is probably 
something of a misnomer for this car now, as it is 
much more a cross-over vehicle or a hatchback with 
exceptional interior space.

The new engine fitted to the petrol versions is 
an interesting design. Both the 180 and 200 versions 
are misnomers in terms of referring to their engine 
capacity. They are both 1,6-litre turbocharged en-
gines, the 180 boosted to produce a modest 90 kW, 
while the 200 runs more boost pressure to deliver 
115 kW.

The accent is strongly on torque, and both pro-
duce their maximum torque outputs from 1  250 
rpm. The 180 has a maximum torque of 200 Nm 
with the 200 producing 250 Nm.

In fact these engines are quite free-revving, 
thanks to counter-rotating balance shafts located 
within the engine casing. But neither are particular-
ly “strong” by modern standards, and performance 
is best described as “adequate” in both cars, with the 
accent much more on emissions than peak power.

In this respect the new engine range uses a high 
degree of exhaust scavenging, thanks to the design 
of the combustion chambers and valve- opening 
“overlap” timing on both inlet and exhaust valves, 
to speed up exhaust gas flow and shorten the “spool-
up” time of the turbocharger, for better low-speed 
throttle response.

Apart from the torque increase, the high-scav-
enging rate, in conjunction with direct injection, 

minimises the introduction of un-burnt fuel par-
ticle entering the exhaust system, thus making the 
engine much “cleaner”.

The engines are also able to run much leaner 
than before, thanks to special water-jackets in the 
cylinder head that effectively surround the spark 
plug and injector points, thus lowering combustion 
temperatures.

The proof of these measures is the fact that both 
the B 180 and B 200 versions of the engine are rated 
at a low 138 grams /km of CO2.

Both the petrol models are available with the 
seven-speed dual clutch 7G-DCT transmission 
as well as a six-speed manual. The dual-clutch 
transmission costs an additional R10 000, and we 
feel it is likely to be very popular with this car’s 
customer-profile.

They come in varying trim levels and are 
on offer with Collision Prevention, Mercedes’ 
Pre Safe and Attention-Assist systems, normally 
only found in expensive, larger premium-level 
sedans.

Warranties are the standard two-year-100 000 
km and six-year/120 000 km maintenance plan.

Prices are R299 600 for the B 180 and R319 600 
for the B 200. ■

Merc’s Petrol B-Class Breaks Cover

Mercedes-Benz has already been 
enjoying good sales of its new 
B-Class introduced in late March, 
despite only being available in a 
diesel version initially.

Mercedes Benz and its new B-Class, C300.
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By StuaRt JoHnSton

Hubba-Hubba- Conserve 
That Rubber!

The Chrysler 300C is an unashamedly retro cruiser, 
right? And in big-Hemi-engined SRT8 guise it’s still 
one baaaad brother – smoked class, smoked black 
wheel-spokes, smoking rear tyres – and we’d be 
surprised if many people order it in a colour other 
than black.

Yet despite the gangsta-appeal of the of the 
grumbling, snorting, snarling Hemi V8, tuned to 
produce 347kW and imploring you to do doughnuts 
even before you’ve exited your townhouse complex 
each morning, it is the new diesel model that most 
impressed this writer on the launch last week in the 
fairest (Eastern) Cape.

South Africans never had a diesel version of 
the 300C in its initial guise, although a diesel ver-
sion was available in limited European markets in 
the previous generation range, that motor being a 
Mercedes-Benz oil-burner, thanks to the Daimler 
Chrysler alliance in place at that time.

Now, with new Fiat in-laws, the latest Chrysler 
300C employs the excellent Italian-built VM Motori 
3,0-litre V6 diesel, which is not only more powerful 
than the Merc diesel predecessor at 176 kW, but also 
more refined.

The diesel model fits into the middle of the new 
300C range. The entry-level model is the 3,6 V6 
Pentastar (petrol )model, which sells for an impres-
sively reasonable price (in this category of lux cars) 
of R479 990. The 3,0 V6 CRD (as the diesel model is 
named) comes in at R539 990, while the Hemi SRT8 
sells for R629 990.

It is true that the CRD model is some R60 000 
more expensive than the V6 petrol version, but for 
me it transforms the car from one with a few rough 
edges that still betray it’s North American roots too 
noticeably, to a car that exudes refinement.

Refinement? In a 300C?
Well, yes. The cars feels rock solid in diesel 

form, no doubt due in part to the extra heft of the 
diesel motor. It also has a steering feel that is per-
fectly in keeping with the car’s luxury aspirations, 
and indeed, the electro-hydraulic steering system 
used on all 300Cs is newly developed, along with 
newly-tuned suspension components, which nev-
ertheless locate on the previous-gen 300C’s chassis 
platform, which remains unchanged.

That chassis was, and remains a previous-gen-
eration Mercedes E-Class base, and there is nothing 
much wrong with it in terms of the ride quality it 
offers. What the latest model does offer is a new level 
of interior fitment, with much more soft-touch-feely 
materials used. I wasn’t too convinced with the dash 
and console and door panel wood inserts used. They 
are real wood, but look a bit too matt-grainy for my 
tastes, although my co-driver on the launch was 

raving about them, so there you go: one man’s meat 
and all that.

Externally, the car gets a new nose treatment, 
with LED running lights, new grille that is more 
subtle with muted-metal hues rather than brash-
and-bright as it was before, and horizontal bars in-
stead of mesh.

The new tail lights remind me more of 
Hollywood than the old ones did, funnily enough, or 
maybe make that Vegas. I can see Denis Farina cruis-
ing the strip looking for crime bosses in this one, as 
he did all those Friday nights ago in a 1957 300C in 
the TV series Crime Story, but dubbed into Afrikaans 
in SA and called Misdaad back in the early 1990s.

There are also other changes to the body-shell, 
including thinner window pillars and a more raked 
windscreen, so Chrysler have made these changes 
in what has to be a conscious move away from the 
retro-pimp-my-ride time capsule that embraced the 
previous 300C, towards a more socially-acceptable 
version for the second decade of the 21st century.

AutoLive will bring you impressions of the lat-
est bad-bruvver SRT8 in another edition, but for 
now, our choice of the new range is definitely the 
one that more closely marries Chrysler’s new part-
nership with Fiat – the VM Motori-engined diesel 
model, with Fiat of course enjoying part ownership 
of that Italian engine-building company too.

A value proposition, is what Guy Franken, the 
new Group Head of Marketing and Corporate Affairs 
for Chrysler and Fiat South Africa calls the 300C. 
And with a full raft of standard-fit features that you 
normally pay a lot for, on a German equivalent, we 
can see where he’s coming from. See the accompa-
nying interview with Mr Franken in the new Fiat-
Chrysler alliance in South Africa in this issue. ■

Chrysler’s Born-Again 300 C

Chrysler’s new 300C with slimmer window 
pillars, and more windscreen rake.
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AL:  This alliance came about some time ago in 
an international sense, between Fiat and 
Chrysler.

GF:  Yes this has been rolling out for the past three 
years, and each market has been rolling it 
out in a different format, depending on the 
strengths of the different companies in the 
different markets, and the prevailing circum-
stances in those countries.

AL:  So, Fiat has a 58 per cent stake in Chrysler at 
this point?

GF:  Yes, Fiat has 58,5 per cent, to be precise, of 
Chrysler LLC. The remaining shares are still 
with the US Government, and the United 
Allied Auto Workers Union.

AL:  Chrysler has had a remarkable corporate “ca-
reer” in the past three decades, up and down 
and up, since the days of Lee Iacocca who 
saved the company in the ‘80s. How amazed 
are you at the recovery of Chrysler?

GF:  Well it’s as close to a near-death experience 
as I am likely to come. These things happen 
in corporate life. I think American business 
is the purest form of real business, the way 
it is done. It epitomises the capitalist system 
that prevails. Businesses are, to a large extent, 
allowed to fail when they do. In the case of 
Chrysler, luckily there was intervention, as 
there was with other major corporates, includ-
ing the likes of GM.

AL:  The turnaround since 2009 has been good, 
not so?

GF:  Absolutely, the last 27 months have been 
months of growth, profitability in the US, 
increased sales in the US, increased market 
share that is way better than market growth.

AL:  What’s your personal opinion on this: to what 
do you attribute this success story?

GF:  I think there’s been a turnaround in the US 
market as well, it’s now back to 14- million off 
a low-point of 10-million units. It’s a robust 
market, and now that all the discounting and 
cash-for-clunkers campaigns have gone away, 
dealers are starting to sells cars at a profitable 
margin.

AL:  In terms of product, how good is the Chrysler 
range?

GF:  All the brands are good. Voyager is the lead-
er in MPVs, on the Jeep side there’s a brand 

new Grand Cherokee out there with an SRT 
version, Compass is doing well for us here, 
Wrangler is doing well, and Cherokee con-
tinues with a new model in the pipeline. And 
Journey sales are robust on the Dodge side.

AL:  In terms of the Fiat brand, you are starting off 
a low base.

GF:  It is a low base. I think Punto has a particu-
lar market niche, it has a unique offering, a 
nice range of engines, but there is room for 
improvement.

AL:  What needs to be done for Fiat to increase 
sales?

GF:  I think it needs aggressive marketing. I think 
the brand’s value proposition needs to be 
communicated very clearly to the market out 
there, the brand needs to be invigorated. The 
500 has good market share, it’s proving popu-
lar, it has a great number of up-sides. There 
is excitement too, like the Abarth and the 
Ferrari versions.

AL:  Those are the halo models, but it seems as if 
it’s the cheapest version that’s really taken off.

GF:  It’s true, when they repositioned it as a 1,2, 
that was the ideal offering, but the halo models 
create an imagery around the car.

GF:   On the Alfa side, the Giulietta is doing rela-
tively well, but it has a lot of unique selling fea-
tures that need to be taken to the market. The 
Alfa brand with its 106 year history is iconic.

AL:  What about reliability? That’s an image prob-
lem that seems to persist.

GF:  I think that perception is largely past. The 159 
is a superb model, it’s unique, these cars are 
amongst the safest in their categories. Those 
reliability issues are 10 years behind us. And 
the warranties on offer are fantastic.

AL:  What about the incumbent Fiat staff? Oscar 
Rivoli, the previous MD, for instance?

GF:  Oscar has assumed a position internationally 
in our regional office, looking after overseas 
markets outside of our market. He took up 
his new position eight weeks ago. And at that 
stage Trent Barcroft took over as joint CEO of 
an exco managing both companies, Fiat and 
Chrysler. On that exco are a mixture of Fiat 
and Chrysler staff.

GF:   From a staff perspective the two companies 
still operate as separate entities, so everyone 

essentially still has their jobs, although there 
has been some natural attrition.

AL:  It was said back in the years with Daimler and 
Chrysler joined together that there was a clash 
of national identities. What’s your comment 
on this regarding the Fiat-Chrysler situation?

GF:  I’ve worked with the Japanese and the 
Germans, and now the Italians with Fiat. I’m 
used to the sensibilities that come with these 
situations, there are adaptations that one 
needs to make as every culture has its own nu-
ances. But European and American business 
is done in a very similar manner now. The 
cultural stuff was much more prevalent in the 
‘90s, business now is much more standardised 
and global.

GF:   As South Africans, we are aware of multi-
cultural requirements, for us it is not unusual 
to adapt to another culture’s ways.

AL:  Market share? Will you be combining the 
two companies in terms of your public 
announcements?

GF:  We will, and we will be the second largest im-
porter after the Koreans. We will probably be 
good for a minimum of 1 200 to 1 500 cars a 
month between the two companies. ■

The Fiat-Chrysler Alliance in SA
Guy Franken, a long-time SA motor industry figure in the communications 
and marketing fields, has recently been appointed Group Head of 
Marketing and Corporate Affairs for the Chrysler and Fiat Groups in South 
Africa. AutoLive spoke to him at the recent launch of the Chrysler 300C, to 
find out how the new alliance will work here, between Chrysler and Fiat.

Guy Franken, now heading up both 
Chrysler and Fiat’s Marketing and 
Corporate Affairs in SA.
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TransUnion Auto Information Solutions’ mobile 
Dealer Application has won the 2012 MTN App of 
the Year award as the country’s best enterprise app 
for Android devices. The awards were presented in 
Johannesburg on 1 August.

In addition, the TransUnion Dealer app was 
runner-up in the enterprise IOS (Apple) device cat-
egory, taking second place to Discovery’s HealthID 
product. The TransUnion Dealer app also runs on 
Blackberry, but there was no entry category for en-
terprise apps developed for this platform.

According to George Palmer, Business 
Development Executive at TransUnion Auto 
Information Solutions, the app – which was devel-
oped in association with IT business solutions inte-
grator Business Connexion – provides dealers with 
critical, converged business intelligence on which to 
base sound decisions

“The TransUnion Dealer app moves beyond 
merely providing information about a vehicle’s 
value or pedigree. Instead, it actually converges 
and consolidates the information used to prepare 
TransUnion’s valuation and verification reports.

“This app presents a new way of looking at vehi-
cle valuations. It is the blending of transitional valu-
ation data with vehicle pedigree data leading to the 
dealer being able to make a more informed decision 
at the point of decision making, on a device of his 
choice. We view this new converged approach as pro-
viding the dealer with previously unavailable insight 
that allows him to manage his risk more effectively.

“This is then delivered almost instantaneously 
to subscribing dealers’ mobile devices in a format 
that’s easy to use and understand, thus helping to 
improve efficiency and profitability.” he explained.

Palmer said that having won this award, 
TransUnion was not resting on its laurels.

“TransUnion understands the importance of 
accurate and timely information and we continu-
ously strive to deliver solutions that enhance deci-
sion processes. Dealers can therefore expect the app 
to be regularly enhanced with additional, powerful 
features,” he promised.

More than 160 entries were received for the 
App of the Year awards. The judges shortlisted three 
finalists in each of the 10 categories. At the awards 
event, the audience became the ‘fifth judge’, select-
ing a winner from the three finalists by using elec-
tronic voting pads.

Speaking at the awards, Nomalanga Nkosi, GM 
for Business Marketing at MTN Business said: “The 
key is to not simply add another new App to an App 
store. Rather we are looking for an innovative idea 
that is set to change the way business is conducted.”

“The judges were impressed by the Dealer app’s 
convenience, ease-of-use and navigation, and that 

fact that it really does make Dealers’ lives easier,” 
Palmer said.

“We are truly proud of it, not only because it 
has won acclaim from experts in the mobile app 
development space, but because we set out to cre-
ate something that would be of real benefit to our 
Dealer customers. Judging from the uptake of the 
app by Dealers, we have succeeded – and there’s a 
lot more still to come.”

About TransUnion

As a global leader in credit information and infor-
mation management services, TransUnion creates 
economic and competitive advantages for busi-
nesses and consumers. For businesses, TransUnion 
helps improve efficiency, manage risk, reduce 
costs and increase revenue by delivering compre-
hensive solutions that leverage data, advanced 
analytics and decisioning technology. For con-
sumers, TransUnion provides the tools, resources 
and education to help manage their credit health 
and achieve their financial goals. Through these 
and other efforts, TransUnion is working to build 
stronger economies worldwide. Founded in 1968 
and headquartered in Chicago, TransUnion reaches 
businesses and consumers in more than 25 coun-
tries around the world. www.transunion.co.za.

TransUnion Auto Information Solutions is 
South Africa’s leading provider of information solu-
tions for the automotive industry. The company was 
established in 2005 following the merger of moto-
rONLINE (est. 2000), TransUnion HPI (est. 1997) 
and TransUnion Mead & McGrouther (est. 1960). ■

TransUnion Dealer Guide App 
Wins Prestigious Award

George Palmer, Business Development 
Manager of TransUnion’s Automotive 
division.

A revised Tyre Waste Management Scheme has 
been gazetted by Water and Environmental Affairs 
Minister Edna Molewa.

After an earlier version of the scheme had 
been rejected following industry concerns that in-
sufficient consultation had taken place, the new 
Integrated Industry Waste Tyre Management 
Plan (IIWTMP) of the Recycling and Economic 
Development Initiative of South Africa (Redisa) was 
gazetted on July 23 for immediate implementation.

The plan is to be funded through a ‘per-kilo-
gram’ levy on tyres manufactured in or imported 

into South Africa. The rand per-kilogram cost is 
determined on the basis of all operational and capi-
tal costs required to make the plan work and is cur-
rently set at R2.30/kg.

The DEA further stated that the benefits of an 
IIWTMP included ensuring that the negative envi-
ronmental impacts of tyres were minimised, as well 
as coordinating industry action.

The Minister initially approved the Redisa 
IIWTMP in November and published it in the 
same month. However, the plan was withdrawn 
in January this year, following concerns ex-
pressed by industry members, notably the RMI, 
(as reported in AutoLive) regarding an inadequate 
consultation process.

Redisa subsequently advertised the avail-
ability of its plan and called for comments between 
January and February.

Comments received through this process were 
taken under consideration and a ‘comments and 
response’ document was prepared and submit-
ted together with the plan to the Department on 
February 10.

The Redisa plan is centred around not just 
tyre waste management, but includes job crea-
tion, the need to include and empower the exist-
ing informal sector, as well as sustainability. These 
are key aspects necessary to meet the transforma-
tive social-economic objectives of the country, the 
Department of Environmental Affairs (DEA) said 
in a statement.

“The plan aspires to, through its research and 
development initiative, establish and encourage a 
vibrant recycling sector. Examples of products that 
can be derived from recycling tyres include rubber, 
oil, bricks and tiles, said the DEA. ■

Revised Tyre Waste 
Plan is a “Go”
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By DieteR Rencken

Writing in the British magazine, Autosport, Dieter 
Rencken wrote: Following the June World Motor 
Sport Council meeting in Paris, FIA president Jean 
Todt and the delegates headed 200 km south-west 
to Le Mans, where they witnessed a tour de force-
cum-one of the most cost-effective dominations in 
the history of motorsport: Audi’s crushing victory 
over all-comers in the classic 24-hour marathon.

The German car company, which has consist-
ently shunned Formula 1 on the basis that endur-
ance racing provides not only greater road-car rel-
evance but (much) bigger bangs for its bucks, scored 
a one-two three, with only an accident preventing 
a four-car sweep. Crucially, all cars were powered 
by 3.7-litre V6 TDI turbodiesels, while the first two 
finishers ran Williams Hybrid Power flywheel KRS 
systems feeding the front wheels. Thus, having al-
ready blazed the diesel trail, Audi scored the race’s 
first 4WD and hybrid victories.

This, please note, during an economic down-
turn, the likes of which has not blighted the world 
for over 60 years – if ever. Equally saliently, the win-
ning team bore no allegiance to commercial part-
ners save for a handful of trade stickers, suggesting 
Audi carried the considerable costs of the entire 
exercise itself.

The mere fact that the Four Rings has done so 
since 1999, scoring no less than 11 overall victories 
(12 if Bentley’s 2003 Audi-in-green win is included), 
indicates a level of marketing cost-effectiveness of 
which F1 can but dream. Yet the Le Mans promot-
ers positively encourage technical innovation – as 
attested by the unique Nissan-powered DeltaWing, 
which hit speeds of over 170mph despite ‘only’ run-
ning an I-4 1.6-litre turbocharged engine of the 
configuration recently rejected by F1.

Thus world motorsport has the heartening situ-
ation of high-tech cars being built primarily for a 
single event, albeit one where the total running 
time over the weekend roughly equates to that of all 
grand prix distances over a season combined.

Moreover, the crowd attendance at Le Mans 
was approximately six the number of spectators 
expected by the promoters of the European Grand 
Prix on the streets of Valencia. There must be a mor-
al in there somewhere…

Plus, of course, punters could wander about 
most areas and got continuous entertainment, all 
at a fraction of the cost of attending a grand prix. 
Any wonder Audi keeps returning? Any wonder 
Toyota’s enormous Cologne facility now builds 
KERS-powered Le Mans racers (one of which led 
last weekend’s race on its maiden outing) after the 
Japanese company, which pioneered hybrid pro-
duction cars, withdrew from F1 having steadfastly 

refused to run KERS due to it being less sophisti-
cated than hybrid-drive systems used in its Prius 
range?

Anybody who watched even the briefest snip-
pet of the wall-to-wall television coverage of what 
was an enthralling race cannot have failed to appre-
ciate the massive resources and professionalism that 
lay behind the German and Japanese projects. And 
only a fool would hazard that building four cars (or 
even two, as did Toyota) is any cheaper than produc-
ing the F1 equivalents, particularly as much of the 
hardware is bespoke and the technology innovative.

Hopefully these lessons were not lost on the 
WMSC delegates, who just a day or two before had 
wrestled with the problem of F1 cost control in a de-
pressed global economy. Also slated for discussion, 
but curiously given scant time, was the question of 
F1 engines – more particularly prices of the inno-
vative V6 units that may never see the light of day 
if behind-the-scenes manoeuvring to retain the ar-
chaic ‘stockblock’ V8 units currently powering the 
sport on cost grounds proves successful.

Concurrently an interview with Todt, in which 
the Frenchman reportedly lamented the number of 
‘pay drivers’ on the Formula 1 grid, was published 
in a UK magazine. Given that son Nicolas manages 
Pastor Maldonado, whose Venezuelan state coffers 
secured his (race-winning) seat at Williams, one as-
sumes Todt has been able to consult on the matter, 
and therefore knows of what he speaks.

It is a fact that pay drivers have been about for 
almost as long as cars have raced, with, for exam-
ple, Niki Lauda borrowing money secured against 
a life-insurance policy to buy his way into a March 
grand prix drive and Michael Schumacher having 
Sauber (via TicTac) pave the way for his F1 debut 
with Jordan. Fernando Alonso first sat in a Minardi 
courtesy of an exchange of cash.

But Todt has a point, for never before have so 
many teams relied upon driver-dependent income 
– all of which is put down to the global economy. Yet 
at Audi they were more than happy to pay for a total 
of 12 drivers, while Toyota paid six. True, none are 
in the stratospheric league – although more than a 
few had F1 experience – but still, Audi paid as many 
drivers to race at Le Mans as pay to race in F1, alleg-
edly the richest sport on earth.

All of which points to a broken F1 business 
model. Simply put, the commercial returns for all 

Why Audi and Toyota Chose Le Mans Over F1
With the subject of future cost cuts still a hot topic in Formula 1, Dieter Rencken, South Africa’s only full-time 
Grand Prix reporter, isn’t surprised that big manufacturers like Audi and Toyota have shunned the sport to 
showcase their technology at the Le Mans 24-hour endurance race instead.

continued on next page Toyota at Le Mans scrutineering 2012.
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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 081-354-7212 
or e-mail him at sales@autolive.co.za or bruno.
lupini@gmail.com

players, be they motor manufacturers, independent 
teams, sponsors, spectators or television broadcast-
ers – many of whom are reducing their coverage – 
are no longer up to scratch. In this regard F1’s recent 
financial manoeuvrings are illuminating, for they 
pinpoint precisely the reasons for Audi and Toyota 
shunning F1 while committing to Le Mans, and 
why teams are increasingly chasing driver dollars 
while the money men, who got to get their hands 
on F1’s commercial rights, get increasingly richer.

The fact that Audi and Toyota chose to race at 
Le Mans rather than motorsport’s perceived pre-
mier category; that the FIA has to involve itself in 
team financial issues; that teams need to attract pay 
drivers to survive 20-race seasons with rounds in 
Bahrain and China, can all be traced back to the 
terms and conditions of the deal struck between 
an FIA then firmly in the grip of (ex-president) 
Max Mosley and his chum of 30 years, Bernie 
Ecclestone.

Back in 1998 Mosley’s FIA approved the 13-
year lease of F1’s (plus other FIA motorsport cat-
egories) commercial rights to Ecclestone’s family 
trust, concurrently granting him the right to enter 

into commercial deals with the teams under the 
Concorde Agreement umbrella. After myopic EU 
involvement, Ecclestone was forced to relinquish 
the rights to all categories bar F1, but in return was 

granted F1’s rights for an additional 100 years – at 
no extra cost over and above the original £240mil-
lion! Thus a deal that would have expired naturally 
at the end of 2010 still has 98 years to run. ■

Audi’s formal Le Mans challenger presentation.

 continued from previous page
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Sales of trucks, buses and vans into the South 
African Truck Market during the month of July, 
2012, have further improved the year-to-date 
growth of the market in comparison to its perform-
ance levels of one year ago. A total of 2 442 trucks, 
buses and vans with Gross Vehicle Mass ratings of 
more than 3 500 kg were reported to the National 
Association of Automobile Manufacturers of South 
Africa (NAAMSA) last month, resulting in cumu-
lative year-to-date market growth of 6,0%, when 
compared to the equivalent January-July 2011 
performance. This improves on the 5,5% year-on-
year rate of growth that was achieved during the 
first half of 2012. All volumes quoted here include 
NAAMSA’s estimates, by segment, for deliveries 
by Mercedes-Benz South Africa, who, in line with 
a global directive from Daimler AG in Germany, 
have continued to report only aggregated sales data 
to the local organisation.

As published, the market composition was 
made up of 823 Medium Commercial Vehicles 
(GVM ratings between 3 501 kg and 8 500 kg), 474 
Heavy Commercials (goods vehicles with GVM rat-
ings between 8 501 kg and 16 500 kg), 1 074 Extra 
Heavy Commercials (goods vehicles with GVM 
ratings above 16 500 kg) and 71 passenger Buses 
with GVM ratings above 8 500 kg. (Please note 
that these volumes also include aggregated MCV 
sales recorded by Associated Motor Holdings and 
Amalgamated Automobile Distributors, which 
are made up exclusively of Hyundai-branded light 
truck models). While aggregated July sales for all 
segments were 3,9% off the final audited total of 2 
541 units recorded in June, 2012, they still comfort-
ably occupied the upper end of the range between 2 
074 units and 2 581 units that had been established 
over the preceding six-month period. 

Dr. Casper Kruger, Vice President of Hino in 
South Africa, comments: “The most recently pub-
lished positive outlook of the Kagiso Purchasing 
Managers’ Index, in concert with strong light vehi-
cle sales recorded during the month of July, suggest 
some lifting of the business mood in South Africa. 
This may well have been encouraged by the recent, 
unexpected decision of the Reserve Bank to lower 
the local prime lending rate, together with a more 
positive PMI outcome in China, South Africa’s larg-
est trading partner, which bodes well for export 
prospects. Although the Truck Market result in July 
was slightly down on its June performance, it is logi-
cal to expect a slight lag in its potential response to 
improved local business sentiment, in view of the 

longer time taken to process commercial vehicle 
deliveries”

Kruger continues: “Structurally, this market 
has remained remarkably consistent thus far in 
2012. Segment market shares during the month 
of July, for the entry level MCV category at 34,5%, 
and the premium payload XHCV grouping at 45%, 
fell within one percentage point of their year-to-
date levels of 35,5% and 44,3%, respectively. The 
larger discrepancies in the HCV and Bus segments 
(19,9% vs 17,8% and 3% vs 4,1% respectively) can be 
ascribed, in the first case, to recovering Japanese-
source product availability, and in the latter case, to 
the July month completion of deliveries against the 
Ethekwini Municipality contract. However, it must 
be noted that some residual evidence of restricted 
availability is still present in the HCV segment, and 
that room for further growth in this category re-
mains in prospect”. 

Kruger concludes: “The fact that the Truck 
Market has maintained its recent upward growth 
path, despite uncertainties in the macro economy, 
is most encouraging. This is likely to persist as the 
government rolls out its infrastructural investment 
programmes. Recent evidence of increased em-
phasis on rail transport, reflected in the purchase 
of new locomotives by Transnet, and the initiation 
of the process to buy large quantities of additional 
motive units and rolling stock, is not likely to im-
pact on this market in the short term, but may in-
fluence its future shape when the various transport 
modes are called upon to integrate their service 
delivery. However, it is expected that this process 
will be heavily dependent on public-private part-
nerships, providing ample opportunities for the 
road transport industry to influence its own longer 
term destiny”. ■

July Truck Sales Build on First-Half 
Market Growth Performance

Dr Casper Kruger.
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By RogeR HougHton

Drivers from the Western Cape won both the truck 
and bus categories in the recent finals of the Scania 
driver of the year competition held at the Gerotek 
test track, west of Pretoria.

The winner of the bus category was Frederick 
Hermanus, of Hylton Ross coach tours in Cape Town, 
while Ryno Niewoudt, of Unitrans’ fuel and chemical 
transport division, also in Cape Town, came out top 
of the five finalists in the truck driving category.

The five finalists in each category were selected 
after 30 semi-finalists – 15 in each of the bus and 
truck driver categories – had undergone two days 
of training and preliminary testing conducted by 
trainers from both Scania SA and the Gerotek staff.

The final tests were the same for both truck and 
bus drivers and involved precision driving with a 
high standard achieved by all the finalists, who 
were scored out of a possible 500 points from 10 in-
dividual tests.

Scania SA has an excellent track record of sup-
porting road safety, together with companies such 
as Pick n Pay, which, on this occasion, provided 
shopping vouchers for the finalists.

Scania’s international driver of the year compe-
titions are the largest in the world as they now take 
place in 40 countries and more than 100 000 driv-
ers worldwide have already taken part in Scania’s 
driving competitions, of which 2012 marks the fifth 
edition.

The top three drivers in each category in the SA 
completion were:

Bus 

1  Frederick Hermanus (Hylton Ross, Cape Town), 
386,6 points; 

2  Hanlo de Villiers (Pieter Bier Busdiens, Pretoria), 
383 points;

3 Jaco Potgieter 382,97 points.

Truck

1  Ryno Niewoudt (Unitrans Fuel and Chemicals, 
Cape Town), 330,16 points; 

2  Steven Stroebel (Leon van Vuuren Bulk Carriers, 
Potchefstroom) 311,6 points; 

3  Ebrahim Mathobela (private entrant)., 298,7 
points. ■Scania bus driver of the year Frederick Hermanus and Miss Road Safety, Pabi Notoane.

Cape Drivers 
Come Out Top in 
Scania Contest

Scania Truck Driver of the Year Ryno Niewoudt holds his trophy aloft as sponsor 
representative Sabelo Mngomezulu, of Pick n Pay, applauds. In the background is 
Scania’s Gideon de Swardt.

Working Wheels
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Taxi versions of the NV200 have already been un-
veiled in Tokyo and it has also been chosen as the 
exclusive New York City ‘Taxi of tomorrow’. The 
NV200 London Taxi joins a global Nissan vision for 
the private hire industry.

Nissan taxi history in London goes back to its 
2.7-litre TD27 diesel engine which was chosen for 
the LTI FX4 ‘Fairway’ black cab, the same engine 
also featuring in the Fairway’s successor, the TX1.

Steve McNamara, General Secretary of the 
Licensed Taxi Drivers’ Association, said: “Nissan 
already has a great footing in the London taxi mar-
ket – the 2.7-litre diesel that featured in some of the 
early taxis was one of the greatest engines ever put 
in a cab. From what I’ve seen of the NV200 London 
Taxi, it ticks all the right boxes. It’s important that 
it looks like a cab, is comfortable with good ingress 
and egress and is reliable. If the fuel consumption 
figures are as promised, it will be a big seller.”

Designed from the inside out for the well-being 
of passengers, drivers and, says Nissan, “ even other 
road users”, the NV200 London Taxi is said to be 
more efficient and more environmentally consid-
erate than current ‘black cab’ models, while de-
livering more comfort, space and convenience for 
occupants. A particular focus was also placed on 
providing for passengers with mobility issues.

Alan Norton, from Assist UK, said: “Assist UK 
is proud to be associated with Nissan in the devel-
opment of an accessible taxi to meet the needs of 
all disabled people. We have had the opportunity to 
bring together experts from all fields of disability to 
work with designers to ensure the vehicle will work 
for all in their transport needs.  The work is ongoing 
and future refinements are planned after the initial 
launch, as many ideas have been discussed and are 
currently undergoing development.  We congratu-
late Nissan for its initiative and wish them every 
success with their project.”

The Nissan NV200 London Taxi is based on the 
company’s multi-purpose NV200 compact van – a 

vehicle which has won numerous awards including 
International Van Of The Year. Launched at end of 
2009, the model has been introduced to 40 coun-
tries, selling over 100,000 units worldwide.

The Nissan NV200 London Taxi seats five 
adults – three on a rear bench with two on rear-fac-
ing, fold-down seats. The front passenger seat has 
been removed to create space for luggage.

A stand-out feature is the taxi’s sliding passen-
ger doors, which were developed for easy open and 
close. They are also much safer for pedestrians, cy-
clists and other vehicles because they do not swing 
out to create a potential obstruction.

The diesel version of the Nissan NV200 London 
Taxi is expected to be competitively priced below 
the new TX4 – the London Taxi Company’s current 

model – and will be available through a designated 
‘specialist’ Nissan dealer.

With a focus on improving air quality in the 
city, the NV200 London Taxi’s Euro V engine only 
emits up to 139g/km of CO2, compared with 209g/
km from the ‘greenest’ TX4 model.

Nissan makes some big claims for the new 
NV200. The company says that if all of London’s 
licensed taxis were replaced with the NV200 
London Taxi, there would be a CO2 reduction 
across London of 37,970 metric tonnes each year 
– the equivalent of planting 10,000 acres of trees 
every 12 months.

Subject to final testing, including a crash-test, 
the diesel-powered Nissan NV200 aims to receive 
full London Taxi certification later this year. ■

Working Wheels

Big Claims for Nissan’s Proposed New London Taxi
Nissan has unveiled a bold new vision for the future of the London ‘black cab’ and its 300,000 daily users – the 
Nissan NV200 London Taxi. An all-electric e-NV200 concept is also set to undergo trials in the UK capital city.

Nissan’s new Black Cab.
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TOTAL MARKET

YTD 2012 355 541

YTD 2011 318 632

Increase of 11,6% between YTD 2012 and YTD 2011

JULY 2012 54 067

JUNE 2012 51 876

JULY 2011 45 686

Increase of 11,6% between sales in July 2012 and July 2011

PASSENGER CAR MARKET

YTD 2012 248 819

YTD 2011 220 798

Increase of 12,7% between YTD 2012 and YTD 2011

JULY 2012 37 844

JUNE 2012 35 913

JULY 2011 32 027

Increase of 18,2% between sales in July 2012 and July 2011

LIGHT COMMERCIAL VEHICLE MARKET

YTD 2012 90 416

YTD 2011 82 446

Increase of 9,7% between YTD 2012 and YTD 2011

JULY 2012 13 781

JUNE 2012 13 422

JULY 2011 112 411

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

OVERALL TRUCK AND BUS MARKET

YTD 2012 16 306

YTD 2011 15 388

Increase of 6% YTD 2012 and YTD 2011

JULY 2012 2 442

JUNE 2012 2 541

JULY 2011 2 248

Increase of 8,6% between sales in July 2012 and July 2011

July new vehicle sales reflected another encouraging performance with NAAMSA reporting solid gains in all the major segments compared to the corresponding 
month last year. Aggregate Industry domestic sales improved by 8 381 units or 18.3% to 54 067 vehicles from 45 686 units in July last year. Total domestic sales for 
the seven months of calendar 2012 remained 11.6% ahead of the corresponding seven months in 2011. July, 2012 export sales at 27 625 vehicles also registered a gain, 
rising by 2 862 units or 11.6%.

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 forecasting techniques, Messrs RGT SMART (NAAMSA’s data processing service provider) compiles estimates for MBSA commercial vehicle sales by 
segment.

Overall, out of the total detailed (disaggregated) reported Industry sales of 51 476 vehicles (excluding MBSA), 80.3% or 41 317 units represented dealer sales, 
12.3% represented sales to the vehicle rental Industry, 3.8% to Industry corporate fleet sales and 3.6% to government.

The fight between Toyota and Volkswagen for supremacy in the local market continues unabated with Toyota, the leader for the past 32 years, 3 857 units ahead 
of its challenger. This compares to a difference of 2 171 units at the end of July last year.

Despite prospects of further slowing in the domestic economy, the automotive sector continues to perform remarkably well. A number of factors were expected 
to support domestic sales and these included historically low interest rates, further improvement in vehicle affordability in real terms, improving demand for credit 
by households and businesses. The recent 0.5% reduction in interest rates should also underpin sales of consumer durable products, particularly new motor vehicles.

The highly competitive trading environment, attractive incentives and new model introductions also support demand. In terms of domestic sales, the Industry 
remains on track during 2012 for growth of around 10%. In respect of future export sales, uncertainty prevails regarding the potential impact of the economic reces-
sion in Europe and softer growth in other International markets. ■

Encouraging Sales Trend in July

South African Vehicle Sales Figures at the End Of July 2012
Disclaimer:
*  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 Passenger and 

Commercial sales data.
Please note the disaggregated MBSA volumes are estimates based on historical trends and forecasting techniques.
Source: NAAMSA www.naamsa.co.za
RGT SMART is the independent provider of the new vehicle sales information to NAAMSA and AutoLive. For more information on the RGT SMART
product line view www.rgtsmart.co.za.

continued on next page 
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TOTAL VEHICLE EXPORTS

YTD 2012 153 068

YTD 2011 157 311

Decrease of 2,7% between YTD 2012 and YTD 2011

JULY 2012 27 625

JUNE 2012 27 063

JULY 2011 24 763

Increase of 11,6% between exports in July 2012 and July 2011

PASSENGER CAR EXPORTS (YTD)

2012 81 136

2011 109 186

Decrease of 25,7% between YTD 2012 and YTD 2011

LIGHT COMMERCIAL VEHICLE EXPORTS (YTD)

2012 71 264

2011 47 718

Increase of 49,3% between YTD 2012 and YTD 2011

TRUCK AND BUS EXPORTS (YTD)

2012 668

2011 407

Increase of 64,7% between total truck and bus exports 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 PROVIDED BY MBSA FOR JULY ARE:

Passenger: 1 926

Commercials: 665

Exports: 4 224

THE FIGURES REPORTED BY AMH FOR JULY ARE:

Small cars (1 400cc or less) 2 541

Medium cars (1 400 – 2 500cc) 3 068

Large Cars (over 2 500cc) 196

4x4 Recreational vehicles (SUV) 650

Light commercial vehicles 1 024

Medium commercial vehicles 55

TOTAL 7 534

In addition, GWM (Great Wall Motors) reported an aggregate sales figure 
for July of 723 units, which is not included in these figures.

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

 continued from previous page TOTAL VEHICLES BY MANUFACTURER FOR JULY 2012

RSA EXPORT

TOYOTA 10 747 9 460

VOLKSWAGEN GROUP SA 9490 4 939

GMSA 6 402 49

FMC 4 214 3 542

NISSAN 4 150 1 641

BMW GROUP 2 262 3 527

RENAULT 907 0

CRYSLER SA 801 53

HONDA 651 50

JAGUAR LAND ROVER 615 0

TATA 549 0

PCSA 426 0

FIAT GROUP 397 6

MITSUBISHI MOTORS SA 335 0

SUZUKI AUTO 323 0

MAHINDRA 321 0

UD TRUCKS 287 29

MAN 264 64

VOLVO CARS 213 1

PORSCHE 160 0

VOLVO TRUCKS 108 9

SCANIA 104 15

NAVISTAR INTERNATIONAL 86 0

IVECO 70 7

SUBARU 61 1

POWERSTAR 42 4

RENAULT TRUCKS 27 4

MASERATI 6 0

BABCOCK 4 0

VDL BUS AND COACH 1 0

SUB TOTAL 43 942 23 401

AMH & AAD 7 534

MBSA 2 591 4 224

INDUSTRY TOTAL 54 067 27 625

Figures courtesy of NAAMSA / RGT SMART
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MARKET TOTALS BY MANUFACTURER FOR JULY 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 6 188 1 149 4 268 8 311 195 0 74 0 22 0 0 0

VOLKSWAGEN GROUP SA 8 689 4 939 691 0 29 0 0 0 0 0 0 0

GMSA 2 998 0 3 134 49 136 0 118 0 15 0 1 0

FMC 2 643 0 1 571 3 542 0 0 0 0 0 0 0 0

NISSAN 1 715 9 2 435 1 632 0 0 0 0 0 0 0 0

BMW GROUP 2 262 3 527 0 0 0 0 0 0 0 0 0 0

RENAULT 876 0 31 0 0 0 0 0 0 0 0 0

CHRYSLER SA 801 53 0 0 0 0 0 0 0 0 0 0

HONDA 651 50 0 0 0 0 0 0 0 0 0 0

JAGUAR LAND ROVER 563 0 52 0 0 0 0 0 0 0 0 0

TATA 253 0 161 0 62 0 42 0 24 0 7 0

PCSA 381 0 28 0 17 0 0 0 0 0 0 0

FIAT GROUP 295 3 75 3 27 0 0 0 0 0 0 0

MITSUBISHI MOTORS SA 281 0 54 0 0 0 0 0 0 0 0 0

SUZUKI AUTO 323 0 0 0 0 0 0 0 0 0 0 0

MAHINDRA 104 0 217 0 0 0 0 0 0 0 0 0

UD TRUCKS 0 0 0 0 70 9 151 19 66 1 0 0

MAN 0 0 0 0 0 0 20 6 205 40 39 18

VOLVO CARS 213 1 0 0 0 0 0 0 0 0 0 0

PORSCHE 160 0 0 0 0 0 0 0 0 0 0 0

VOLVO TRUCKS 0 0 0 0 0 0 0 0 108 9 0 0

SCANIA 0 0 0 0 0 0 0 0 94 2 10 13

NAVISTAR INTERNATIONAL 0 0 0 0 0 0 0 0 86 0 0 0

IVECO 0 0 0 0 36 4 7 0 27 3 0 0

SUBARU 61 1 0 0 0 0 0 0 0 0 0 0

POWERSTAR 0 0 0 0 0 0 0 0 42 4 0 0

RENAULT TRUCKS 0 0 0 0 0 0 0 0 27 4 0 0

MASERATI 6 0 6 0 0 0 0 0 0 0 0 0

BABCOCK 0 0 0 0 0 0 0 0 4 0 0 0

VDL BUS & COACH SA 0 0 0 0 0 0 0 0 0 0 1 0

SUB TOTAL 29 463 9 732 12 717 13 537 572 13 412 25 720 63 58 31

AMH & AAD 6 455  0 1 024 0 55 0 0 0 0 0 0 0

MBSA 1 926 4 224 40 0 196 0 62 0 354 0 13 0

INDUSTRY TOTAL 37 844 13 956 13 871 13 537 823 13 474 25 1 074 63 71 31

Figures courtesy of NAAMSA / RGT SMART
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Fun, Fun, Fun at Cars in the Park!

Con-rods, timing chains, timing gears and more make up these 
garden sculptures. Kind of like an early robo-dog and metallic-
bunny.

Seriously sought-after classic today. The 1966 Valiant Barracuda, 
with slant-six engine.

And then there’s the boot-space.Cadillac Coupe de Ville from 
the ‘60s.

Tell you what. That Mk II Zephyr we have lying on the farm, and 
the old man’s 4X4 bakkie...

The ideal soloution for collectors with space problems. These 
belong to Roodepoort’s Pieter van der Bergh.

One of the most elegant sports car shapes of all time, the 
Lotus Elan.
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Comments? Complaints? Suggestions? 
E-mail stujohn@autolive.co.za

By StuaRt JoHnSton

Driving early Sunday morning, listening to every 
little nuance of the Volvo, the fact that the SU 
carbs seemed a little lean worrying me at first. You 
know when a motor is going lean, it gets that kind 
of asthmatic harshness to its induction note, as 
opposed to the rich gruffness of a motor running 
with too much fuel in proportion to the air being 
taken in.

I’m wondering about this because four years 
ago to the day, I set fourth in my just-completed 
Karmann Ghia to Cars in the Park and ended up 
breaking down five times on the way there and six 
times on the way back, and each time the do-not-
pass-go command was preceded with that gasping 
intake of air from the mill, as if all the Lexingtons it 
had ingested in its misspent youth were finally play-
ing catch-up.

At one stage I had about 20 overheating V8s 
queued up behind me hooting while I was on 
the ground sucking at the fuel filter beneath the 
rear axel.

I arrived there with twigs in my hair and sand 
on my jersey and Engen LRP on my breath and 
then had to set about interviewing car-nuts for 
CarTorque, the now defunct television programme 
that was aired on SABC TV3 in those days.

But getting back to the driving, ja, that’s the 
bit about old cars that continues to fascinate, that 
locked-in driving experience where you are keenly 
aware if a wheel is deflected by a bump more than 
it should be, indicating that perhaps a tie-rod end 
is being given too much leeway. Or the brakes are 
pulling a bit, or the tappets are a bit too noisy, or …

My Volvo 122S is a tank of classic car, which is 
probably why there were so many of them at this 
year’s Cars in the Park, the 31st running of SA’s big-
gest car show, attracting upwards of 3 000 special-
interest cars and probably three times that number 
in paying spectators.

The Pretoria Old Motor Club has been the or-
ganising club since the early ‘80s when it began as a 
day in the sun in August at the old Pioneer Museum 
in Silverton. Then it was centred around old Buicks 
and Dodges and Studebakers, now you are just as 
likely to see Datsun pick-ups with flame jobs and 
turbos, Zephyr Mk IIs mounted on high-rider 4X4 
chassis, and Alfa Romeo-engined motorcycles.

This Sunday past we’d set off from Randburg 
at around 6.30 am to avoid the traffic, and still we 
found ourselves in a queue as we headed down 
the final stretches of the R55 before turning into 
Zwartkops Raceway. The spirit that prevails of this 
annual Mecca-like pilgrimage is a joy, and this was 
captured in a single moment for me as we passed a 
pair of ladies in woollen caps and scarves and fur 
jackets steering their circa-1948 MG TC towards the 
entrance gate, laughing at the sheer lunacy of it all.

Later in the grounds the people and cars kept 
on pouring in, and one lap of the circuit on foot, 
taking in all the sights and sounds, could take you 
about four hours.

In the pits, the POMC faithful had their special 
cars display, ranging from unbelievably well-re-
stored Cadillac Eldorados to a 1930s Supercharged 
Auburn to a mighty display of pedal cars by collec-
tor Pieter van der Bergh.

Me, I gravitated towards the VW end of things 
out in the sun, where one collector from Brits dis-
played some awesome split-window, oval and pre-59 
Beetles. It seems the Johnston clan will be re-joining 
the VW fold after a lay-off, having committed to a 
Type 3 Variant and a bay-window Kombi on the 
same day!

Madness, yes, like the okes doing burn-outs 
in their supercharged old Corollas after lunch and 
one dude who rode by, popping a wheelie in a cooler 
box turned into a motorcycle. We all laughed at his 
lunacy, but the next time he rode by he had an at-
tractive blonde as a pillion passenger, so what did 
we know, anyway?

Such fun. ■

Cars in the Park

The Spirit of Cars in the Park: Two laughing ladies in a 1948 MG TC.
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