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Led by the Ranger’s success, Ford Motor Company Southern 
Africa has had massive market share gains in the past two years
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BY STUART JOHNSTON

Auto Live: Jeff , your CV with Ford 
includes stints as CEO of Ford 
Taiwan, and heading up corpo-
rate strategy at Mazda Motor 
Japan. How big a challenge 
for you was establishing the 
production line at Ford Motor 

Company Southern Africa for 
the new Ford Ranger?

Jeff  Nemeth: It was a huge chal-
lenge. We had a plant built by 
Chrysler way back, so it wasn’t 
necessarily purpose built for 
Ford processes. On top of 
that, since we’ve been part of 
this facility at Silverton, we’ve 
built Mitsubishis, Volvos, Land 

Rovers, Fords, Mazdas all at rel-
atively low volume. It was a true 
CKD plant. I was familiar with 
that sort of facility in Taiwan.
  What we needed to do was 
turn it into the kind of plant 
we have in Germany, Spain and 
so on, for one platform at high 

Ford Motor Company SA’s CEO, Jeff Nemeth.

Interview: Jeff Nemeth, President and CEO 
of Ford Motor Company of Southern Africa

In the past two years Ford 
South Africa has made 
fantastic strides forward, 
setting new levels of sales 
growth in 2013. It has 
fi rmly established itself 
as the Number Three 
manufacturer here behind 
Toyota and Volkswagen, 
out-distancing its hitherto 
close rivals General 
Motors SA and Nissan 
SA. A big part of Ford’s 
success has been the 
public’s embracing of 
the Ranger pick-up line, 
but there are many other 
factors in play that has 
led to Ford’s revival. 
We spoke to FMCSA 
President and CEO 
Jeff Nemeth.
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Editor’s Note

CELEBRATING GREAT 
MOTORING EVENTS

AutoLive reaches its half-century 
this edition, and it’s with a feel-
ing of pride and gratitude that we 
bring Number 50 to your desk-
tops this day on August 8, 2013. 
In the past fortnight I’ve attended 
three motoring functions that put 
a smile on the dials of the attend-
ees. Th ese were the two Dakar Rally announcements made fi rst by 
Toyota and then Ford, confi rming that South Africans will have 
plenty to cheer for come January 2014, as our mighty SA-built 
Hilux and Ranger bakkies take on the world’s best factory eff orts 
in Argentina.

Th e Dakar is one of the last great real adventures in world 
motorsport, and what makes it so captivating is its purity. It is 
man and machine against the most daunting elements that this 
planet has to throw at us, and the adventure/ordeal continues for 
two weeks. It’s one of the world’s most-watched television events, 
and in my opinion it’s popularity is due to the fact that there is so 
little of the contrived packaging that aff ects just about every other 
branch of motorsport today.

Another event which has retained its purity over the last three 
decades has been the Pretoria Old Motor Club’s Cars in the Park. 
Th is year the organisers reckon they had over 17 000 people at 
Zwartkops and the number of classics and special interest vehicles 
numbered around 4 000!

You have to be there to see what this type of event means! To 
me it means that the spirit and love for all things motoring is alive 
and well and living in South Africa, and notably in the Pretoria 
area, where cars have always been the main topic of conversation 
at any braai. (Well, okay, aft er the Blue Bulls, depending on the 
sort of season they have enjoyed at Loft us.)

Th at’s appropriate, because it was in Pretoria that the fi rst 
motorcar was run in this country, at Berea Park in January 1897. 
When President Kruger famously refused a ride in that spin-
dly Benz , saying “What happens if a dog barks, and this thing 
takes fright?”

Stuart Johnston,
Editor
stujohn@autolive.co.za

To advertise in  contact

Bruno Lupini on 081 354 7212 or email on bruno.lupini@gmail.com OR
Kieran Rennie on 083 225 9609 or email on chat@kieranrennie.co.za

Th e tasks of a leader in South Africa con-
tinue to grow more and more complex 
and demanding in the current business 
environment. Th ese people require full 
commitment and a compelling vision with 
shared values to keep people together in 
pursuit of common goals oft en under dif-
fi cult circumstances.

Th is is the view of the former CEO 
of the McCarthy Group, Brand Pretorius. 
He was one of the keynote speakers at the 
Potchefstroom Business School’s MBA 
Prestige Day in Vanderbijlpark on July 24.

Th e former motor industry executive and 
now a director of several companies said 
recent surveys had shown a growing lack 
of employee engagement with their em-
ployer, with a Gallup Poll in the US indi-
cating only 31% of employees identifi ed 
with the success of their companies while 
17% admitted they are not committed at 
all. Another survey, which included in-
put from SA, was the Ketchum Global 
Leadership Monitor for 2013 and this 
showed that only 24% of employees regard 
their leaders as eff ective.

Pretorius, with a career of more than 
40 years in business, most of the time as 
a leader, said he had learned many lessons 
while working for Toyota, where every-
thing kept going right , and then heading 
up McCarthy – where he and his team had 
to rescue the company from bankruptcy.

He said that leaders must realise that 
their positions are a responsibility not a 
right and the vital fi rst step towards be-
coming an inspirational leader is to ac-
cept this responsibility with enthusiasm 

and determination. “One should see it as a 
privilege and that respect must be earned; 
it cannot be demanded.”

He went on to explain that these lead-
ers must understand the diff erence and 
strike the right balance between manage-
ment and leadership. “A common mistake 
is to over manage and under lead.”

Pretorius went on to point out the dif-
ferences clearly:

 ■ Managers focus on today. Leaders 
focus on the future.

 ■ Managers focus on activities, 
structures and processes. Leaders 
focus on people.

 ■ Managers control and micro 
manage. Leaders inspire and trust.

 ■ Managers deal with complexity. 
Leaders bring about change.

“Giving your people hope is an incred-
ibly powerful motivator,” said Pretorius. 
“Most importantly the inspirational serv-
ant leader must have a sense of purpose 
and be determined to make a diff erence 
and become a person of signifi cance. 
Success is when you achieve for yourself, 
signifi cance is when you achieve for oth-
ers. Th e essence of living should be in giv-
ing,” explained the very experienced busi-
ness leader.

“It is vital to strike the right balance be-
tween the hard and the soft : ‘hard-head-
ed when it comes to results and having 
a gentle heart when it comes to people.’ 
Use the soft  – relationship building, team 
work, coaching and caring – to shape 
the hard – strategy implementation and 
high performance,” concluded the key 
note speaker. ■

Business Leadership in SA 
is Increasingly Demanding

“One should see it as a 
privilege and that respect 
must be earned; it cannot 

be demanded.”

Success is when you achieve 
for yourself, signifi cance is 

when you achieve for others. 
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 continued from page 2

volumes, at global effi  ciency rates, rather than 
small job shops. And that was just a massive 
transformation.
  For example, we had four body shops and 
now we have one.

AL:  So in essence, you had to recreate a new plant 
within an existing plant?

JN:  Exactly. We had to utilise what we had, lev-
erage it, because a lot of the plant was in 
good shape, like the paint shop, for example. 
Previously, once the car left  the body-shop 
they all just lined up in a row for painting, so 
that was like a mass-production facility. Th e 
bodyshop probably needed the most work. We 
had two fi nal assembly lines, one for trucks, 
one for cars, and we moved the car line to give 
us more space, for staging and sequencing. It 
was great to have that real estate. As for the 
truck assembly line, I would say some 60 per 
cent of it was left  as it was, and 40 per cent of 
it is new.

AL:  When you refer to truck assembly line, you are 
referring to pick-ups?

JN:  Yes, the old Ranger and BT50, the bakkie 
line. We had a frame-based line and a unitary 
body line.

AL:  You have a fi nancial background, going back 
in your career which started with GM in 
1985. And yet you seem to be a real petrol-
head as far as your approach to Ford here. 
Do you see these two approaches operating 
in yourself, in the way you are running the 
company here?

JN:  Well, just to get a little philosophical for a mo-
ment, I think people do the best job if they are 
doing something they love. I literally have al-
ways been a car guy. I grew up in a relatively 

small town, like a Port Elizabeth, the whole 
town was an assembly plant really, and people 
worked for Studebaker.

AL:  Th at was South Bend, Indiana?
JN:  Th at was known for two things the university 

and the car factory. My whole family worked 
in the car industry and when I grew up I did 
drag racing, I did bracket racing, and I had 
good equipment and I won a lot of Saturdays. 
So you enjoy being on the podium, it gets in 
your blood. And also, when not racing, kind 
of the American Graffi  ti thing, cruising on the 
strip. When I got my MBA, my choices were 
consulting, the steel industry or automotive 
and I took automotive because I had a pas-
sion for it. I left  General Motors for Ford and I 
made the right choice, for me.

  And I’ll tell you why. GM was a very brand-
focussed company then, they had Oldsmobile, 
Pontiac, GMC, Cadillac, Chevrolet so the 
company ran around the suite of brands. Ford 
was much more process-orientated. Th ey were 
run by manufacturing and manufacturing 
processes and GM had that too, but it wasn’t 
the fi rst thing you felt. It was more the brands, 
driven by the marketing and sales guys. So I fi t 

better at Ford, leveraging my fi nancial back-
ground and my passion for cars.

AL:  Your background seems to have dovetailed 
very nicely with the way we see Ford here, 
with all its motorsport heritage, which seemed 
to have been lost. But you seem to have re-
vitalised that aspect. Not necessarily spe-
cifi cally motorsport, but that passion for the 
Ford brand.

JN:  We’ve got some great teams here. Shaun’s team 
on the track, Neil’s team off -road, and we have 
M-Sport building our Fiestas which we are 
importing, and then we have Mark Cronje and 
Jannie doing amazingly in rallying. We are 
gonna be back on the podium in all three cat-
egories. You see, I grew up in Indiana, where 
the Indianapolis 500 was just everything.

AL:  Ford’s entire range of cars seems to have been 
revitalised. Would you put that down to Ford 
President Alan Mulally taking over?

JN:  It was a confl uence of factors. Alan came in at 
a time when Ford was struggling, with lots of 
brands. Alan saw the capability of the people 
at Ford and his feeling was that if we focussed 
all the energy on the Ford and Lincoln brands 
we could move forward. Alan’s a great student 
of history and basically he took Henry Ford’s 
vision which was to basically have one name-
plate to provide mobility for the world. And 
Alan said, maybe we should just go back to 
where we started.
  At the same time we were going through 
a fi nancial crises, and we could certainly 
use the money gained by selling off  some of 
the brands. So it all fell into place. Th e rest is 
history. We have so many sustainable activi-
ties now, for instance the EcoBoost which is 

continued on next page 

Ford’s impressive, re-vitalised model line-up, fronted by the new EcoSport mini-SUV.

GM was a very brand-focussed 
company then, they had Oldsmobile, 

Pontiac, GMC, Cadillac, Chevrolet 
so the company ran around the suite 

of brands. Ford was much more 
process-orientated. They were run 

by manufacturing and manufacturing 
processes and GM had that too, 

but it wasn’t the fi rst thing you felt.
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a multi winner of Engine of the Year, we have 
hybrids, all sorts of alternative power-trains. 
People are now saying we are a technology 
company. It’s amazing, the transformation of 
the company and of course it’s always going to 
start at the top. So I think Alan’s been a huge 
driver of that.

AL:  Moving more locally, Ford Southern Africa 
has made some spectacular progress where 
market share is concerned. Could you detail 
some of that?

JN:  Just since last year we’ve increased our volume 
by 27 per cent. In an industry that’s up 9,5 per 
cent. And we had a similar story last year. In 
2008 our share was 6,9 and we are now at 10 
per cent, so that’s almost a 40 per cent increase. 
And we are just launching EcoSport now.

AL:  It seems as if you are covering the bases that 
need to be covered now, in terms of SUVs, 
light cars, performance cars and the pick-up 
obviously.

JN:  Yeah, I’m always talking to the marketing 
guys, trying to fi nd some places where we don’t 
compete, fi nd some opportunities. Th ere’s still 
fertile ground to be harvested.

AL:  Ford’s Ranger production has, in my view at 
least, exceeded expectations. Is it diffi  cult to 

meet demand, and is there prospect of ramp-
ing up production?

JN:  Th e Ranger has had tremendous success any-
where we’ve sold it. We have three plants, 
here in Silverton, then in Th ailand and in 
Argentina. We are all building more Rangers 
than we expected to this year and we all share 
the same supply base. We have local suppli-
ers too, and in fact a lot of Argentina’s and 
Th ailand’s suppliers are in South Africa. We 
export parts from our suppliers here and we 
import parts.
  We have more capacity in our assembly 
plant than what we are building, probably 20 
per cent more here, but we have to bring our 
suppliers along with us.
  So, we are in the process of adding capacity 
in our supply base. Th e other thing that has 
happened is that the model mix of this Ranger 
is very diff erent to the mix of the old Ranger. 
We had a majority of single cab models and 
cab-and–halfs, and the majority of this new 
range is in double cabs.

AL:  Th at’s probably good for Ford’s profi le, in 
that people tend to talk about their double 
cabs, rather than their pick-ups that they use 
at work.

JN:  Yeah. So on top of the overall demand being 
higher, the demand on double cabs is much 
higher. And automatic transmissions, for that 
matter. Two years ago, when we were selling 
the previous generation Ranger, if you looked 
across the whole range of pick-ups being sold 
here, Fords, Nissans, Toyotas, Isuzus and you 
added up the automatic models being sold, we 
are selling more automatic Rangers than the 
entire automatic segment of the pick-up mar-
ket two years ago.

AL:  Th e localisation of parts here is key to our 
manufacturers’ global viability. What has 

Ford done to increase localisation of compo-
nents? I know you have had some programmes 
in place to encourage this.

JN:  South Africa is a long way from everywhere 
else, a long pipeline for parts, and thus the 
more expensive it is. And it’s a 40 to 50 day 
pipeline, so if demand changes, we get a big 
order from a mining group for instance, the 
response time is slow. If we have local parts 
we can respond almost immediately. So we 
are looking at what parts we can localise 
to give us more fl exibility in terms of our 
model mix.

  Th e second aspect is what we can localise 
to make us more competitive, save on the 
logistics costs. And the third thing is, what 
industries in South Africa can be helped by 
giving them more volume. Probably the only 
challenge we have is commodities that aren’t 
in South Africa, where we don’t have a sup-
plier. It’s in this area where we are working 
with the dti, the government, to try to come 
up with investments, establishing supplier 
attractiveness programmes to entice the ma-
jor global suppliers to South Africa and set 
up shop.

AL:  At the recent Ranger Dakar launch you had 
Dave Schoch, Group Vice President of Ford’s 
Asia Pacifi c region here. Did this connect with 
your progress of sales into the sub-Saharan 
African region?

JN:  Th e one ton bakkie is the heart and soul of 
sub-Saharan Africa, and more than half of 
what we sell in Africa are pick-ups. Th e con-
tinent is growing at six to seven percent GDP 
growth and this is creating a bigger middle 
class. Small businesses need bakkies and we 
see the growth as really just starting, of what 
is going to be a booming Africa in the decades 
to come.

AL:  On a closing, personal note, how long do you 
see yourself staying on as President and CEO 
of Ford Southern Africa?

JN:  As long as they’ll put up with me. Th ere’s so 
much more to be done. As long as I’m mak-
ing a contribution. We’ve done so much in the 
three-and-half years I’ve been here, we are de-
veloping centres where young black entrepre-
neurs can go off  and start their own compa-
nies. I almost feel like I’m just getting started. 
As long as Ford is happy with me I’m happy to 
be doing what I’m doing. ■

 continued from previous page

Shaun Duminy’s race track efforts with the Focus are much appreciated by CEO, 
Jeff Nemeth.

We have so many sustainable 
activities now, for instance the 

EcoBoost which is a multi winner 
of Engine of the Year, we have 
hybrids, all sorts of alternative 

power-trains. People are now saying 
we are a technology company.

If we have local parts we can 
respond almost immediately. So we 

are looking at what parts we can 
localise to give us more fl exibility 

in terms of our model mix.
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For the second year in a row, the South African 
Boating industry is combining with the motorcycle 
industry and purveyors of outdoor lifestyle goods 
to kick off  the summer season at the Nasrec Expo 
Centre, South of Johannesburg.

Th e combined show is being run from today, 
August 8, to Sunday, August 11.

Th e inaugural show last year was a huge suc-
cess, says Dan Savadier, chairman of the SA Boat 
Retailers Association, and it was natural to combine 
once again with the motorcycle industry, as well as 
the outdoor lifestyle accessory business.

“Th is year we are having the show almost 
a month earlier than before, and it gives show-
goers and retailers alike the chance to make their 

purchasing decisions and buy the boats or motor-
cycles they need in time for the summer season,” 
said Savadier.

Fellow organiser of the boat show, Andre van 
Helsdingen of Twin Boats in Midvaal, said that he 
has visited boat shows all over the world and he 
had never seen such excitement as he witnessed last 
year. “Th is year is going to be even better as we kick 
off  the summer season, and eff ectively shorten win-
ter,” said Van Heldigen.

Th ere will be a multi-million-rand display 
of boats and maritime accessories on display at 
Nasrec, and also plenty of outdoor activity. Burn, 
the manufacturer of lifejackets, will once again 
be hosting its popular cable-pulled wakeboarding 

display on the Nasrec Marina, which proved so 
popular last year.

“Wakeboarding is such a rush,” said Deidre van 
Niekerk, one of the wakeboarders who braved the 
shallow waters at Nasrec last year. “With the depth 
of the marina at around just one metre, you really 
have to concentrate hard if you don’t want to end up 
with skinned knees and elbows. But I still maintain 
that wakeboarding is a life-altering experience.”

All the major motorcycle manufacturers will 
be represented, as well as suppliers of specialist bik-
ing gear like Dainese leathers, Brembo brakes and 
Valentino Rossi apparel.

Th e major Japanese manufacturers will be 
launching a range of new models, while Brit bike 
fans will be able to see the new Triumph 675R at 
the show. Gates open daily from 9 am and close 
at 5 pm, except on Sunday, when the gates close at 
3 pm. Tickets are available at the gate or through 
Computicket. ■

Combined Johannesburg Boat Show and AMiD Motorcycle 
Lifestyle Show Opens Today at Nasrec Expo Centre

Wake boarding will once again be 
a hugely popular attraction at the 
Nasrec lake.

The Johannesburg Boat Show ranks internationally with the most sophisticated marine 
shows in the world. This is a shot from the 2012 event.

With over 110 years of experience, nobody understands                                 
oil quite like Castrol does. The Castrol Professional range                                
is specifically formulated to meet the advanced technical                       
needs of today’s vehicles.
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BY ROGER HOUGHTON

Th e Goodwood Festival of Speed is all about seeing 
a kaleidoscope of motoring history from the earli-
est times to the latest and greatest new models as 
well as having the opportunity get up close to the 
many famous names in the motoring and motor 
sport world that throng to Goodwood Estate each 
mid-year.

Th is amazing environment of being part of the 
scene with no special passes required and very few 
displays roped off  make this an experience to enjoy 
and savour. It is certainly not like this at modern 
day motor sport events, where special passes are 
required to get anywhere near the machines and 
the drivers.

Autograph hunting is very much part of the 
scene at Goodwood and one tends to feel sorry for 
the celebrity drivers. I watched 79-year-old John 
Surtees, the only man to have won world titles on 
both two and four wheels, signing autographs for a 
queue of fans that seemed to grow instead of shrink. 
And all of that aft er riding his 1954 Manx Norton 
up the hill. In the end he had to say: “Sorry, but I 
must leave now.”

However, I was particularly fortunate in that 
Porsche arranged for me to accompany one of 
its legendary drivers up the hill in a pristine 1967 
Porsche 911 as part of the 50-year celebration for 
this iconic model from the famous German sports 
car manufacturer.

Th e driver was Vic Elford, now 78 and one of 
the most versatile drivers of his era. He was not only 
a rally winner, but also shone brightly on race cir-
cuits, scoring most of his successes in sports cars as 
well as having 13 races in Formula 1 cars.

Vic – nicknamed “Quick Vic” by his peers at 
the height of his career – showed he has an amazing 
memory as we chatted in the car before and aft er 
our run up the Goodwood hill.

He prides himself on being the person who 
persuaded Porsche to commit to a motor sport pro-
gramme with the 911 model, fi rstly in rallying and 
then circuit racing. At that time the Porsche factory 
was concentrating on its 356 or Super 90 model as 
well as the 550 RS Spyder.

Interestingly Elford had written about his link-
ing up with Porsche and subsequent career in the 
June edition of Motor Sport magazine which I had 
read on the aircraft  fl ying to the Goodwood Festival 
of Speed, so I was well equipped for my interview 
with the famous man.

Elford says he had been impressed with some 
privately owned Porsche 911s being driven in ral-
lies and aft er an unsatisfactory 1966 with the Ford 
factory rally team he twisted the arm of Porsche 
competition manager Huschke von Hanstein, for 

the loan of a car for the Tour de Corse (Corsica) 
later that year. Elford and co-driver David Stone 
fi nished third.

Th e next step was the loan of a car for the open-
ing event of the 1967 rally season, the Monte Carlo 
Rally. Again they fi nished third and the Porsche 
management were very impressed. Driving a 
dealer-loaned Porsche 911 Elford went on to win 
a televised rallycross event in the UK against 
factory Lotus Cortinas and his name was made 
with Porsche.

Th e German factory then set up a rally de-
partment with a two-car team. Th e year 1967 
saw a host of rally successes for Elford and 
Stone, including winning the European Rally 
Championship. Quick Vic had also started his ul-
tra-successful racing career, fi rst with the dealer-
owned car in the UK and then with Porsche fac-
tory cars in Europe. Th e 911 was now very much 
in the front line of the company’s motor sport 
programme.

A major, high profi le achievement came in 
January 1968 with the British duo in the German 
car winning the famous Monte Carlo Rally; it 
was the fi rst time for Porsche and the last for a 
British driver.

Th e week aft er the rally he won the Daytona 24-hour 
race in the US and placed second in the Sebring 12-
hour event a month later. He rounded off  an amaz-
ing run of success that year with an epic drive to 
win the Targa Florio in the mountains of Sicily, with 
each lap being 72km in length.

Elford’s involvement with rallying started 
to tail off  as he became a hot property in cir-
cuit racing. Not only was he racing a variety 
of Porsches, but also had his fi rst outing in a 
Formula 1 Grand Prix car in 1968, driving a 
Cooper-BRM in the French GP. He says it was 
fortunate that it rained as he revels in driving in 
rain and mist! He had qualifi ed 22nd (last place) 
but during the event worked his way up to a fi ne 
fourth at the fi nish.

During his career he competed in a further 12 
Grands Prix, but lacked the top line machinery to 
make a success of this form of racing.

However, he was very successful in sports car 
racing. He was one of only four drivers to have re-
corded six major victories at the classic Nurburgring 
in Germany.

Although he never won the Le Mans 24-hour 
race Elford was the fi rst person to lap that daunt-
ing circuit at an average speed of more than 150mph 
(240km/h) in 1970, driving a long tail Porsche 917, 
which he said topped out at 390km/h down the 
Mulsanne straight. In CanAm specifi cation the 
917/30 model’s turbocharged fl at 12 engine pro-
duced more than 850kW.

He also set lap records at: Targa Florio, 
Nurburgring, Daytona, Sebring, Norisring, Monza, 
Buenos Aires, Road Atlanta, Laguna Seca and 
Riverside.

Although most of his successes came at the 
wheel of a Porsche during the six years he was em-
ployed by the German marque he also competed in 
a host of other makes of car: Ford, Triumph, Lancia, 
Alfa-Romeo, Ferrari, Chaparral, Shadow, Cooper, 
Lola, Chevron and Subaru, while having driven 
McLarens in F1 and CanAm and a Chevrolet in the 
TransAm series in the US.

Th e versatile Englishman also took part in 
three Paris-Dakar Rallies, the fi rst driving a Lada 
4x4 as medical support, the second time in a Subaru 
special which caught fi re and the third time his 
Mercedes-Benz Gelandewagen broke its rear axle 
aft er a big jump and he had to retire.

Elford now lives with his Belgian-born wife 
Anita in Plantation, a city in Florida; he has been 
in the US for the past 30 years aft er living in France 
for the previous 15 years, so his life in the UK is very 
much a distant memory.

During his retirement he has written a number 
of books and is still very involved in public speak-
ing, much of it involving the very strong Porsche 
Club in the US.

He says one of his regrets is that he never got to 
race or rally in South Africa.

What a privilege it was to have a chance to in-
terview this successful motor sportsman who still 
drives with verve and remains full of enthusiasm for 
his beloved Porsche 911s. ■

Driving Up the Goodwood Hill with a Legend

The Porsche 917 was Vic Elfor’s favourite 
race car. This is a replica of a short-tailed 
version.

Roger Houghton and the great Vic Elford 
at Goodwood.
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Learners at a disadvantaged primary school 
in Motherwell, Port Elizabeth, will have a bet-
ter chance at education thanks to a donation of 
Kommunity Desks from General Motors South 
Africa (GMSA) and Isuzu in late July.

Of the 600 learners at Mdengentonga Primary 
School, 80% do not have desks. Ergonomically-
designed, portable and recyclable, the Kommunity 
Desk is a practical solution to a problem aff ecting 
more than 3-million schoolchildren in South Africa.

Mdengentonga principal Mveleli Mbewu said 
the school had a dire shortage of desks, and no 
funds to replace or repair the many that were bro-
ken and battered aft er nearly 20 years of use, while 
most of the pupils lived in shacks with little furni-
ture or space for doing homework.

“Th ese Kommunity Desks will really help the 
learners, especially at home. Now they will at least 
have a proper writing surface, which will have a 
positive eff ect on their learning,” he said.

GMSA will have distributed more than 13 000 
Kommunity Desks throughout the country over 

three years by the end of 2013. Th e desk gives learn-
ers an eff ective writing surface for school and home, 
whether they be attending class under a tree or in a 
school with a shortage of desks.

Simply providing learners with a writing surface 
makes a signifi cant diff erence in the quality of their 
learning and academic performance. An independ-
ent study on the impact of the Kommunity Desk 
showed that learners’ handwriting and quality of 
homework improved, and they were more organ-
ised, focused and disciplined.

“Th e Kommunity Desk provides a vital learn-
ing infrastructure to underprivileged learners. 
Partnering with the Kommunity Group ena-
bles us to make a meaningful diff erence in the 

development of communities where we do busi-
ness,” said GMSA’s Public Relations Offi  cer, 
Michelle Wilson

GMSA and Isuzu have partnered with the 
Kommunity Group to distribute the desks since 
2011, and this year an additional 1 000 desks will be 
distributed by GM Kenya.

Archbishop Emeritus Desmond Tutu is the pa-
tron of the project, which is also supported by the 
national Department of Education, the Offi  ce of the 
Deputy President, Harvard Business School and 
Stanford University. ■

GMSA Continues Drive for Better Education 
with Desk Delivery in Port Elizabeth

Coming on the back of a 22 per cent YTD sales in-
crease, Peugeot’s roll-out of a new-look dealer net-
work continues unabated and the stylish French 
brand is on track to have 30 dealers in place by the 
end of 2013.

With Peugeot Cape Town recently celebrat-
ing their offi  cial opening under new manage-
ment, a further four dealerships will open within 
the next month. Th ese include Peugeot Menlyn, 
Peugeot Westgate, Peugeot Stellenbosch, and 
Peugeot Zululand. Meanwhile, the dealership in 
Pietermaritzburg has relocated and is now at 7 
Armitage Road.

Says Francis Harnie, Peugeot South Africa’s 
managing director: “Th e drive to meet the require-
ments of our customers by off ering excellent ser-
vice in both sales and aft er-sales quality is a core 
part of our strategy. With our sales growing stead-
ily each month, (an increase of 22% on YTD) the 
need for a more comprehensive dealer network has 
become increasingly vital. Our commitment to the 
South African market is refl ected in the growth 
of our network, and we are positively attracting 
new investors to the Peugeot Brand. We have al-
ways favoured quality over quantity and want the 
right partners for – and investors in – our brand, 
whether we’re talking about an outlet in Pofadder 
or Pretoria.”

“We have already successfully rolled out a 
number of programmes to look aft er past, present 
and prospective buyers by bringing ownership costs 
down and improving the service experience. Our 
5-Year Premium Plan, Guaranteed Buy-Back prod-
ucts, improved parts pricing and the reduction of 
delivery time thereof are all assurances that we are 
committed to grow from strength to strength.

“A quarter of the dealer network will have un-
dergone signifi cant changes by December, culmi-
nating in the opening of further dealerships such as 
Shelley Beach on KZN’s Hibiscus Coast – a growth 
point of the country, in the fourth quarter. Peugeot 
intends being fully up to speed with a group com-
mitted and passionate outlets established in time 
for the New Year,” concluded Harnie. ■

Peugeot Aims for 30 Dealerships by Year-End

Peugeot’s new-look dealerships continue their roll-out.

GMSA’s Vice President for product 
planning Ian Nichols embracing the 
GMSA Kommunity Desk Programme.

Simply providing learners with a 
writing surface makes a signifi cant 

difference in the quality of their 
learning and academic performance.
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BY STUART JOHNSTON

Within four days of each other in the past fortnight, 
both Toyota South Africa and Ford South Africa 
confi rmed that they would be running two bakkies 
apiece in next year’s Dakar Rally.

Th e gruelling route will comprise over 
8 500 km, starting in Rosario, Argentina on January 
5 and fi nishing in Valparaiso, Chile on January 18.

Th e Toyota entry was, of course, expected, as Toyota 
has run a pair of Hiluxes during the past two 
Dakars. It was with a hint of nostalgia that we bade 
farewell to multiple off -road SA champ Duncan 
Vos, as he has stepped down for the 2014 event af-
ter two good eff orts, one that netted him a top-10 
fi nish. His place in the Toyota squad will be the 
highly talented and marketable Leeroy Poulter, who 
has won SA championships in production Cars, 
world championships in Rotax karting events, and 
is currently a highly-fancied member of Toyota’s 
rally team.

Leeroy will be partnered by the experi-
enced Rob Howie, who partnered Vos this past 
January, and who is part of the Hall Motorsport 
team in Kyalami that builds the potent V8 Hilux 
bakkies.

Of course, leading the charge for South Africa 
will be Giniel de Villiers, who won the event for 
Volkswagen Motorsport AG a few years ago, and 
who fi nished third in a Hilux in 2012, and second 
this year in January 2013, also in a Hilux.

No pressure, then, on Giniel de Villiers and his 
German co-driver Dirk von Zitzewitz to win this 
coming January in the 2014 event!

Th e Ford entry was something of a surprise, 
although AutoLive cheekily reported this occur-
rence last issue! Th e man behind the pair of Ford 
Rangers is long time off -road expert from KZN, 
Neil Woolridge, who said getting the go-ahead 
from Ford SA to build and enter the Rangers was 
the culmination of a life-long dream. Woolridge is 
a two-time winner of South Africa’s toughest off -
road race, Th e Roof of Africa (technically it is run in 
Lesotho) winning on a motorcycle in 1984 and in a 
Mitsubishi in 1999.

Vastly experienced in off -roading Woolridge 
built the Ford Rangers at his NWR workshops in 
Pietermaritzburg and they feature a unique con-
struction with a raised fl oor and many weighty 
components located between the fl oor and the lower 
chassis area. Th e Fords will run a V8 Mustang mo-
tor, which is similar to the Hilux engine in terms of 
confi guration, power and fuel consumption.

Drivers for the Ford team will be fi rst-timers 
Chris Visser and Japie Badenhorst (the 2011 SA 
Cross Country Champions). Th ey will be backing 
up the vastly experienced South American crew of 
Lucio Alvarez and Ronnie Graue, a team which fi n-
ished fi ft h in the 2011 Dakar. Last year they were 
lying third in an SA-built Hilux, when delayed by 
mechanical problems, but fought back from 27th 
place to fi nish 10th.

So, roll on January 2014. ■

South African Entries from both Toyota 
and Ford in the 2014 Dakar Rally

The Toyota Dakar media conference, held two weeks ago.

Cross Country veteran Neil Woolridge and the Ford bakkie he built for the 2014 Dakar.

 It was with a hint of nostalgia that 
we bade farewell to multiple off-

road SA champ Duncan Vos, as 
he has stepped down for the 2014 

event after two good efforts, one 
that netted him a top-10 fi nish.
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People

Paul Britz RIP

Paul Britz, a leading fi gure in the Retail Motor 
Industry Organisation (RMI) died last week. 
He leaves his wife Gene and sons. Britz was 
the National Director of the Motor Industry 
Workshop Association (MIWA), the South African 
Diesel Fuel Injection Association and the Engine 
Remanufacturer’s Association.

Britz joined the RMI when it was still known 
as the MIF (Motor Industries Federation) in 1998, 
where he served as the assistant regional manager 
of the Western Cape region.

He later moved to Johannesburg, becoming 
the national director of MIWA and also assumed 
the other aforementioned responsibilities. He re-
cently implemented the MIWA Master technician 
Programme, which recently resulted in its fi rst 
graduate. Apart from his devotion to the motor 
industry, Paul was an avid Stormers fan and loved 
caravanning and spending time with his family.

NAACAM appoints new 
Executive Director

Robert Houdet has been appointed as the new 
Executive Director of NAACAM, the National 
Association of Automotive Component and Allied 
Manufacurers. Mr Houdet succeeds long-serving 
executive director Roger Pitot, who retires at the 
end of this month.

Mr Houdet moves from Peugeot-Citroen 
South Africa, where he has been working for 
the past three years sourcing SA-manufactured 
components for export to Europe. In this pe-
riod he has established invaluable ties with both 

NAACAM and the South African OEMs (original 
equipment manufacturers).

Houdet’s association with South Africa goes 
back to the 1990s when he helped establish the 
Faurecia catalytic convertor plant here. NAACAM 
President Mpueleng Pooe thanked Roger Pitot for 
his invaluable contribution to the organisation 
over the years and said he was sure that Mr Houdet 
would be a worthy successor to Mr Pitot.

Peter Lindenberg recovering

Peter Lindenberg, Springbok waterskier, powerboat 
champion and motorsport star is recovering from 

a serious incident that took place last month at the 
Zwartkops Raceway near Pretoria. An oil feed on 
his historic Ford racer came adrift  inside the cock-
pit, causing an explosion, which led to Lindenberg 
suff ering serious facial burns.

In his previous career as a world-class F1 pow-
erboat racer, Lindenberg twice landed in intensive 
care aft er life-threatening boating accidents, com-
ing close to death on both occasions. A decision will 
be made in late August as to whether he will need 
skin graft s to facilitate his recovery. ■

Peter Lindernberg – recovering from 
serious burn wounds.

Paul Britz, a major RMI executive, died last week.

Robert Houdet, the new Executive 
Director of NAACAM
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Auto Live: On a personal note how did you be-
come involved in the motor repair industry?

Loui s Bles: I started off  as a development engi-
neer at Payen Components, the gasket people 
in Port Elizabeth. From there we amalgamated 
with Federal Mogul Aft ermarket and I moved 
to Johannesburg. Th en I joined the RMI and I 
was director for MIWA ,the Motor Industries 
Workshop Association, for eight years. I was 
then head-hunted by Midas to start the ACD 
franchise group.

AL:  As far as Auto Care and Diagnostics is con-
cerned, how did Midas establish the network, 
which I believe now numbers some 50 outlets?

LB:  General Motors had some 25 per cent share-
holding in Midas Group at that stage. We 
are a conversion franchise, in that we take 
an existing workshop and we convert it to 
an ACD franchise. However, about fi ve years 
ago GM in the United States had a fran-
chise called AC Delco Service Centre. So we 
opened under that strategy under the name 
AC Delco Service Centres. We then parted 
ways with General Motors, bought back our 
share-holding and we were unable to carry 
on the AC Delco brand. Hence Auto Care and 
Diagnostics. And so we continued with the 
ACD brand wholly and solely under the Midas 
Franchise Group.

AL:  Did you change the logo?
LB:  Yes, we had to do that and we put in the Midas 

stripes. Midas’s workshop franchise group 
within its organisation also has the stripes, 
these being Adco, Motolek, CBS and ACD. We 
don’t open new franchises, we convert an ex-
isting franchise or independent workshop into 
an ACD workshop.

AL:  What are the benefi ts of being within the 
Midas association? Presumably these would 
be spares pricing, sourcing, etc?

LB:  An ACD workshop has to buy from a Midas 
spares outlet. We essentially assign that ACD 
to the closest Midas outlet. We then build in 
a workshop pricing matrix specifi cally from 
the Midas franchisee to the ACD franchisee, 
were he naturally gets the benefi ts of preferred 
pricing. Also there are advantages such as full 

technical back-up for our ACD workshops. We 
have four regional technical managers around 
the country, we also provide technical train-
ing on-line, free of charge ,and there are over 
1  000 technical courses on off er. Obviously 
being part of the Imperial Group we have the 
benefi t of the two Imperial Training Colleges 
in South Africa. So our ACDs send their ap-
prentices and qualifi ed technicians for train-
ing. Th ese are located in Johannesburg and 
Cape Town.

AL:  In this era of maintenance and service plans, 
do your ACD outlets only tend to see cars once 
they are out of warranty or service plan?

LB:  Yes. As we are in the aft ermarket industry 
the vehicles tend to come to us once they 
have fi nished their warranty period or ser-
vice plan period. Th e idea is that through 
the Imperial Group we have companies like 
SA Warranties which sell extended warran-
ties and service plans and through them we 
do the servicing of those vehicles which are 
under those plans.

AL:  With 50 outlets you are obviously located all 
over SA?

LB:  Yes, we are located throughout South Africa 
and we have a branch in Namibia, and 
we are looking to expand into Botswana, 
Mozambique and other neighbouring states. 
We have one in Lesotho.

AL:  How diffi  cult is it for a group like yours to keep 
up with advances in technology? Does this 
mean constantly buying soft ware and sending 
staff  on training courses?

LB:  Th e ACD name speaks for itself, Auto Care 
and Diagnostics. Each of our workshops has 
to have diagnostic equipment. Yes, training 
is provided through the manufacturer of the 
diagnostic equipment and upgrades to that 
equipment has to be purchased by the ACD 
franchise on an annual basis. To stay abreast 
of the changes in technology.

AL:  Do you cater for pretty much the entire car-
park out there?

LB:  We do. Let’s say 95 per cent. Th e trick is, one 
diagnostic machine can’t do it all. Th e trick is 
to buy the best one and then one or two more 
and collectively you cover 95 per cent of the 
vehicle park.

AL:  Th ere is soft ware you can buy, as a non-man-
ufacture-franchised work-shop, with pretty 
much all the relevant electronic mapping for 
cars once they are past a certain age, I believe?

LB:  Diagnostic equipment today pretty much 
covers everything that is required to assess a 
vehicle today. Th ere is the cheaper scanning 

equipment that tells you there is a fault, and 
then the more detailed equipment, which goes 
into depth in terms of fault-fi nding.

AL:  Does the current proliferation of models with-
in many manufacturer groups cause problems 
in this regard? And in spares availability?

LB:  Th e problem arises where vehicles come into 
the country of the same year make but with 
two or three diff erent engines, for example. 
But it is easier to fi nd this information, by go-
ing onto the web.

AL:  In choosing an older second-hand car, what 
sort of consideration should one keep in mind 
regarding spares availability?

LB:  It is virtually impossible for a manufacturer 
today to keep every single part for every single 
vehicle. For the man in the street the most im-
portant thing is the service history, to ascer-
tain whether things like cam belts and other 
vital components have been changed when 
they should have been.

AL:  I’ve heard it said that with such long service 
intervals today, buying a car when it is out of 
service plan or warranty can mean it needs ex-
tensive refurbishment.

LB:  I wouldn’t worry about that. Today they make 
spark plugs that last 100 000 km, for example. 
I do think that yes, cars seem to need more 
maintenance aft er 100 000, 150 000 km than 
what we have seen with the older cars of a pre-
vious era.

AL:  Does ACD do full checks on a vehicle, like the 
AA does, for instance?

LB:  We would gladly do that, on request. As far as 
parts are concerned, we are pretty well cov-
ered as far as parts availability is concerned. 
We are constantly sending staff  members 
overseas, sourcing parts from suppliers.

AL:  Is the increasing complexity of cars negating 
them being viable for 10 years or more?

LB:  Cars are becoming extremely complex. 
Modern day technology does become com-
plex. You have to have trained technicians, the 
right tools and equipment to be able to work 
on them. You won’t stop progress, but in the 
long run I don’t think the complexity will have 
a detrimental eff ect.

AL:  What does ACD off er that other similar out-
lets don’t?

LB:  Our core off ering is to provide professional 
service and repairs to all makes and models. 
We are backed by the largest parts aft ermarket 
group in South Africa, which is Midas, and we 
are fully-equipped. And being part of such a 
large organisation we have the resources to get 
to the heart of any vehicle problem. ■

Interview with Louis Bles, the National Franchise 
Manager for Auto Care and Diagnostics

Louis Bles, National Franchise Manager 
for Midas-associated ACD.
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Wilken Communication Management was 
established in 1997 with the major focus of 
its operations being the South African 
motor industry.

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

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

simplifyingCOMMUNICATIONS

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

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

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

BY STUART JOHNSTON

Th is is the ultimate in excess, the fl aunt-it-in-ya-face 
statement that you have the wherewithal to aff ord 
such a vast piece of automatic equipment and that, 
probably, you don’t even really need it. You simply 
own it because it caught your fancy.

In a way it reminds me of the vast automotive 
excesses of the 1930s, many of which were indeed 

Mercedes-Benz models, and intended only for the 
upper-classes. I’m talking about cars like the giant 
500K, with wheelbases that extended from Park 

Town to Rosebank, and were powered by engines 
almost as long.

Th e GL, of course, is not as indulgent as those 
masterpieces from the fl apper era, but in concept it 
comes close. In the fi rst place it is truly enormous, 
measuring over 5,1 metres long, 1,9 metres wide and 
with a height (depending on the suspension setting 
of course) of 1, 85 metres. It weighs 2 445 kg in the 

Magnifi cent. Marvellous. Mad? I feel those three words, chosen for their properties of alliteration as much as their 
descriptive value, pretty much sum up the gigantic barn-stormer that is the GL.

continued on next page 

Mercedes-Benz GL is at once excessive and highly desirable.

Mercedes-Benz GL500 ImpressionsMercedes-Benz GL500 Impressions

In the fi rst place it is truly enormous, 
measuring over 5,1 metres long, 

1,9 metres wide and with a height 
(depending on the suspension 

setting of course) of 1, 85 metres.

www.wilkencomm.co.za
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Kieran Rennie and Bruno Lupini 
head up the advertising sales team 
on AutoLive. Kieran recently joined 
long-serving ad-man Bruno Lupini 
on the team, and together they make 
a formidable front-line squad.

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

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

“Getting involved in AutoLive is 
like a return to my roots,” says Kieran, 
who also does some writing for this 
publication on an occasional basis, 
having already covered a number 
of local launches. Bruno is from the 
well-known Lupini motoring clan.

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

Bruno Lupini, as ever, is reach-
able at bruno.lupini@gmailcom, or 
on 081 354 7212.

Who should advertise 
in Autolive?

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

 ■ Companies looking for fran-
chisees

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

 ■ Automotive marketing consult-
ants

 ■ Training organisations
 ■ Market research companies
 ■ Business management consult-
ants

 ■ IT companies
 ■ Fleet management companies

 ■ Suppliers of workshop equip-
ment

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

 ■ Vehicle tracking system suppli-
ers

 ■ Organisers of exhibitions and 
conferences.

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

 ■ Roadworthy testing centres
 ■ Printers
 ■ Accounting fi rms

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

www.autolive.co.za

The Autolive Sales Team

Kieran Rennie
Cell: 083 225 9609 

E-mail: chat@kieranrennie.co.za

Bruno Lupini 
Cell: 081 354 7212 

E-mail: bruno.lupini@gmail.com

500 form that AutoLive sampled. But lest you think 
that all that heft  will make it tardy, factor in the mo-
tive power of this beast. Th e V8 engine in the 500 in 
fact is less than fi ve-litres, displacing just 4 663 cc. 
But thanks to direct, spray-guided Piezo petrol injec-
tion and turbocharger for each bank of four-cylin-
ders, this “mid-range” model in the line-up delivers 
a stonking 320 kW of power and 700 Nm of torque.

Th is is good enough to launch you from stand-
still to 100 km/h in a claimed 5,4 seconds, and on to 
an almost unnervingly eff ortless 250 km/h.

And yet, this is not even the performance model in 
the range! Th ere is an AMG 63 version that does 
the benchmark sprint job in 4,9 seconds and gets 
you that top speed of 250 km/h in just a couple of 
city blocks!

If you bought one of these cars, one of your 
reasons may well be that you have a large family. 
It is a seven-seater, and space is truly generous, as 
you would expect in a car over fi ve metres long. Th e 
“normal” luggage space measures 680 litres before 
you’ve folded anything fl at.

You could also expect comfort, and here thanks 
to a superb double wishbone front, multi-link rear 
suspension system, topped off  by Merc’s AIRMATIC 
infl atable damping system, you can tackle almost 
any road at enormous speed in the utmost safety 
and at speed. Speed bumps and potholes? Hah!

It is fi tted with all-wheel-drive and a seven-
speed automatic gearbox, and by-the-way that air 
suspension has occupancy detection to automati-
cally adjust itself to the desired ride height no mat-
ter how many overfed adults you load in.

If you bought this car, which sells for R1 106 859 
(that’s about 1,1 bar, bubba!) you may consider can-
celling your book club subscription because the 
owner’s manual will keep you busy for months.

Th e other day in Th e Star’s motoring section I saw 
the question asked of the latest S-Class Mercedes: 
“Is this the World’s Best Car?”

My feeling, having driven the GL 500, is that 
a car like this, for South African conditions, has 
almost made the S-Class redundant. It looks too 
insignifi cant when parked next to a GL. In SUV-
obsessed South Africa, as far as Mercedes-Benz is 
concerned, they may well as badge this the S-Class.

Th is is the car you buy when you have reached 
the top of your career motivational mountain. ■

 continued from previous page

Cavernous. With seats up or down, 
space is never going to be an issue in a 
Merc GL.

It is a seven-seater, and space 
is truly generous, as you would 
expect in a car over fi ve metres 

long. The “normal” luggage 
space measures 680 litres before 

you’ve folded anything fl at.

In SUV-obsessed South Africa, 
as far as Mercedes-Benz is 

concerned, they may well as 
badge this the S-Class.
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BY ROGER HOUGHTON

Th e launch of the fi rst models of what will be a com-
prehensive 4-Series range has opened a whole new 
world to BMW as it fi ghts to maintain its hard-won 
leadership in the global luxury car market. 

I was one of a group of journalists that had the 
opportunity recently of driving the 435i model on 
the highways and twisty byways of Portugal and at 
the Estoril race circuit and the newcomer made a 
very positive impression.

Th is fourth generation of the sporty mid-size 
BMW coupe, now known as the 4-Series, provides 
a further sub-brand within the BMW ambit that 
can be leveraged in the sales and marketing envi-
ronment. Once again, like the other models in the 
BMW range it is driven by the German company’s 
obsession with engineering excellence and atten-
tion to detail.

Th e BMW 4-Series line-up of beautifully pro-
portioned coupes is based loosely on 3-Series run-
ning gear, but the newcomer is larger and far more 
imposing. 

Th ere a number of petrol and diesel engine op-
tions, making up a fi ve-car coupe range current-
ly– 435i, 428i, 420i, 430d and 420d. Power output 
ranges from 135kW to 225kW and goes to the rear 
wheels through either a six-speed manual gearbox 
or seamless eight-speed automatic transmission.
What is the car like to drive? 

Th e overall impression is that this is a very well 
developed and well conceived range of cars that 

certainly lived up to the 4-Series launch slogan: 
“Designed to be driven.” 

Th e overriding impression was of extreme 
comfort; the way the engineers have blended excep-
tional ride comfort with leech-like roadholding and 
very responsive handling is amazing. 

Th e 4-Series range of sleek and imposing 
coupes will be welcomed by BMW afi cionados 
worldwide and the many living in South Africa. It 
certainly has moved away from being a coupe ver-
sion of the 3-Series and deserves to be a range on 
its own. ■

4-Series Opens a Whole New World to BMW

435i interior almost looks busy by modern 
Beemer standards.

The 4-Series is defi nitely a looker, with unmistakable BMW DNA.

Th e world premiere of the iV-4 – a concept model 
heralding a compact SUV from Suzuki – will take 

place at the 65th IAA Frankfurt Motor Show, which 
will be held from 10 to 22 September.

Suzuki’s introduction of the compact SUV con-
cept iV-4 is an indication of the direction which will 
be taken with the future model to be added to the 
company’s renowned SUV line-up.

Developed with a theme – “Grab your fi eld” – 
the concept model embodies the basic ruggedness 
of an SUV. Th e iV-4 is Suzuki’s new concept for a 
personal compact SUV. While inheriting certain 
design features of the Suzuki SUVs, such as the 
clam shell shaped hood and the front grille divided 
into fi ve, its overall styling conveys a sense of mo-
dernity and innovativeness.

Detailed information will be disclosed at the 
Suzuki press conference, scheduled for 2:15pm, on 
10 September 2013, in Hall 9.0, Stand B08

Other Suzuki models on display will be the 
Alto, Splash, Swift , Swift  Sport, SX4, New SX4, 
Jimny, Grand Vitara and Kizashi. ■

*Th e 65th IAA Frankfurt Motor Show will be open 
to the press on 10 and 11 September and then to the 
general public from 12 to 22 September.

Suzuki’s Compact Concept SUV

Suzuki will unveil this chunky-silouetted SUV at Frankfurt Motor Show in the second 
week of September.
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BY STUART JOHNSTON

Ford’s EcoSport mini SUV is manufactured in 
China, Th ailand and India, and is one of Ford’s new 
global platform products. It is based on the Ford 
B-segment platform, which means it uses a num-
ber of Fiesta components, but according to Ford the 
design of the car is also infl uenced by the fact that 
the fi rst-gen car was a huge hit in Brazil. So it is de-
signed and built for countries which have relatively 
rugged road conditions, similar to those experi-
enced in many parts of South Africa.

It is available here in three variants, these being 
the one-litre EcoBoost three-cylinder turbo mod-
el, the 1,5-litre naturally-aspirated petrol model, 
and a 1,5-litre TDCi turbodiesel. Transmissions 
are a fi ve-speed manual, while the 1,5-litre petrol 
model is also available with a six-speed automatic 
transmission, known by Ford as the Powershift  
gearbox. Drive is through the front-wheels only, 
and at present no all-wheel-drive model is avail-
able here.

Notable to the EcoSport is its high ground 
clearance of some 200 mm, and Ford says this 
means customers won’t have to worry about driving 
over speed bumps and potholes. On the launch root 
I experienced, I found that the suspension in fact 
was a bit too fi rm for the speed bumps we encoun-
tered on numerous occasions, the bump-through 
into the cabin being harsher than I expected. Not 
having the benefi t of trying other cars over these 
same speed bumps I’ll reserve judgement as to how 
good this suspension is for really rugged roads, but 
I believe the front suspension could do with more 
travel to provide a really competent dirt or bad- 
road experience.

Th ere were only two models to choose from 
at the launch in KZN and these were the 1,5 TDCi 
and the 1,0-litre EcoBoost. Th is was the model I 
was really keen to try as here we had a tiny 1,0-litre 
three-cylinder petrol engine asked to move a fi ve-
seater SUV with a large frontal area and plenty of 
luggage space.

I must say I was really impressed with the 
engine, and not surprised that it has won en-
gine-of-the-year awards for two years in a row. 

Th e EcoBoost three-cylinder engine produces a 
claimed 92 kW and 170 Nm of torque and it per-
formed admirably in the car. It would defi nitely be 
my pick rather than the diesel, although this too 
was no slouch.

Th e EcoBoost motor uses a deliberately un-bal-
anced fl ywheel to counter the inherent imbalance of 
a three-cylinder unit, and it works very well. Th ere 
is none of the thrumming that you normally fi nd 
in a three cylinder motor in the middle of the rev 

range. Th e claimed combined-cycle fuel consump-
tion is just 5,7-litres per 100 km.

Pricing of the mini SUV is competitive. Th e 
cheapest is the 1,5-litre naturally-aspirated petrol 
model in Ambiente trim which sells for R199  900. 
Pricing for the 1,0-litre EcoBoost version in Trend 
trim starts at R224 000, while the TDCi Trend manu-
al costs R229 000. Th e 1,5-litre petrol automatic sells 
for R244 000 while the most expensive model on off er 
is the TDCi Manual in Titanium trim at R249 000. ■

To advertise in  contact

Bruno Lupini on 081 354 7212 or email on bruno.lupini@gmail.com OR
Kieran Rennie on 083 225 9609 or email on chat@kieranrennie.co.za

The externally-mounted spare wheel frees 
up boot space.

Distinctive front-end styling has Ford feel, 
modern, chunky appeal.

EcoSport cabin has modern look, but a no-nonsense approach when it comes to 
operating items like air-con and ventilation.

Ford EcoSport Launched in SA
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Snippets

LESS IS MORE
Ferrari’s decision to limit output to protect the 
exclusivity of the product and increase profi t is 
already working for the famous Italian company. 
Half year results show a growth of only 2,8% in 
volume, compared to the fi rst quarter with sales of 
3  767 cars. However, net profi t rose 20% to reach 
€116-million on the back of a 7.1% jump in revenue 
to €1177-million.

Sales across the various ranges were good, with 
the California 30 and 458 Spider leading positive 
results for the eight-cylinder models while sales of 
the FF remain consistently strong in the 12-cylin-
der sector, with the new F12 Berlinetta also showing 
good results. ■

SLIMMING DOWN
While most fuel economy gains will come from 
more effi  cient powertrains, shedding weight 
also can help, according to a recent article in 
Automotive News.

Manufacturers can improve fuel economy by 
about 1% for each 50kg they remove from their 
design, regardless of other changes. Th ey are 
turning to new designs of older materials, such 
as high-strength steel, plastics and aluminium, 
as well as more cutting-edge uses of magne-
sium to shed weight in body-in-white. Th ey’re 
also looking at fasteners as an area ripe for 
weight savings.

Jaguar-Land Rover for instance used a variety 
of material and process changes to make its large 

premium SUV, the 2014 Range Rover, 400kg lighter 
than its predecessor.

MITSUBISHI MOTORS 
SA SPONSORSHIP
Mitsubishi Motors SA is sponsoring a RHINO 
FORCE branded 2013 Triton 3.2 diesel double cab. 
RHINO FORCE is a recognized brand that cre-
ates international awareness and raises funding for 
rhino conservation, through the sale of RHINO 
FORCE beaded bracelets

Gabriel is top amongst shocks: Gabriel, the 
shock absorber brand of the JSE-listed Control 
Instruments Group, has achieved the top position 
in the shock absorber category in research conduct-
ed by Target Group Index (TGI).

TGI’s ICON Brand Survey is the largest of its 
kind in South Africa. More than 15 000 consumers 
were surveyed, representing over 19,8-million adult 
South Africans. Th e data was weighted using the 
Statistics South Africa’s population estimates. ■

MORE FRUGAL JOURNEY
Chrysler South Africa (Pty) Ltd, importer of 
Chrysler, Jeep and Dodge vehicles locally as well 
as MOPAR parts and accessories has added the 
2.4l engine derivative to the Dodge Journey range. 
Joining the 3.6l V6 engine in the Journey range in 
South Africa, the 2.4l 16V VVT petrol engine de-
livers 125 kW of power and a torque fi gure of 220 

Nm, giving the new model a claimed combined fuel 
consumption of 9.6l/100km and CO2 emissions of 
225 g/km. Th e 2.4l engine is mated to a 6-speed au-
tomatic transmission. It will retail for R319 990. ■

INSURANCE FOR 
AFRICAN EXPLORERS
SATIB Insurance Brokers and SATIB Trust, which 
specialises in the tourist industry, has announced 
a formal business association with Jaguar Land 
Rover South Africa and sub-Sahara Africa. “We are 
very excited about our association with an iconic 
brand such as Land Rover,” says Gavin Courtenay, 
Managing Director of SATIB Insurance Brokers. 
“We believe we can add real value to Land Rover’s 
ambitions in developing new products for the tour-
ism industry which will be for the benefi t of the in-
dustry and ultimately the tourists they host at their 
establishments.” ■

FIRST TO 10-MILLION?
Toyota, the global leader in vehicle sales and pro-
duction, aims to manufacture more than 10-million 
vehicles in 2013. Th is will be the fi rst time that any 
vehicle maker in the world has managed to top the 
10-million mark in annual production. Th is an-
nouncement follows strong demand for its products 
driven by the weakening Japanese yen and demand 
for its petrol-electric hybrids. Last year Tortola sold 
just under 10-million vehicles. ■

FIRED FOR CHEATING
General Motors’ global powertrain director, Sam 
Winegarden, a 44-year GM veteran, has been fi red 
along with 10 colleagues for irregularities in the ex-
haust emission testing of the Tavara SUV in India. 
GM had to recall 114  000 of this model, which is 
sold only in India, to make modifi cations to ensure 
it complies with emissions regulations. ■

TOYOTA STILL LEADS
Toyota, which recently announced a 14% rise in 
half-year profi t, seems set to remain the best-sell-
ing vehicle manufacturer at the half-year mark of 
2013. Despite its sales falling 1.1% it posted sales 
of 4.911-million units, compared to 4.85-million 
by General Motors (up 4%) and 4.7-million by 
Volkswagen (up 5%). However, the VW fi gure could 
rise by about 100 000 units when the sales fi gures 
for its truck and bus subsidiaries, MAN and Scania, 
are added to this total next month. ■

Sales of the 458 Italia remain strong, and despite production restraints, Ferrari 
profi tability is up!.
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It had all the ingredients of a soap opera – dra-
ma, extreme challenges, suspense, and bucket 
loads of action. Th is was the sixth round of the 
2013 Bridgestone Club Challenge, hosted by the 
McCarthy 4x4 Club.

Th e course consisted of 10 obstacles, all based 
at the Rhino Park 4x4 track, east of Pretoria. As 
usual, the organisers and marshals – encouraged by 
Bridgestone’s 4x4 liaison person, Daniel Barbosa – 
created some really tough tests.

Th e Club Challenge format has resulted in a 
number of new teams joining the action. For many, 
especially those teams who have never competed in 
an off -road event before, it was daunting, but also 
extremely helpful.

“I have learned so much about my bakkie and 
4x4 driving in a very short space of time… and I 

still have six obstacles to go! By the time I’m fi n-
ished I’ll know everything there is to know about 
4x4-ing,” joked one of the newcomers.

Th e fi rst of the 40 teams tackled the daunting 
track just aft er 8am. However, on this fi rst obstacle, 
it was soon clear that scoring any points would be 
a tough ask. Aft er four competitors had ‘complet-
ed’ this obstacle, the top score was 15 points of a 
possible 100!

Obstacle two was more of the same: a tight and 
technical challenge, with very little margin for er-
ror. A perfect score of 100 was again a pipe dream. 
Instead the competitors were forced into contain-
ing their losses.

Th e rest of the day’s obstacles continued to 
dish out the rough stuff : tight, technical and lean 
on the points. Obstacle six though, stood out as 
a particularly challenging challenge. Here the 
teams had to fi rst scale a steep ascent with a sharp 
crest. Th en followed a steep and rutted descent 
where wheels lift ed in the air, rounded off  with a 
seemingly impossible tight turn through a donga 
at the bottom, and a small climb through a gate 
to fi nish.

All the competitors received a safety briefi ng 
fi rst, with the marshals ready to assist. In the end, 
everyone made it through, even though there were 

certainly a few nervous yelps inside the cabins as 
the wheels departed with terra fi rma at a rather un-
comfortable angle!

Finally it was time to tally the scores, with 
most not willing to bet who the winners might be. 
Everyone had had a tough time on this track, losing 
bags of points.

But when all was said and done, third place, 
and a hand winch from Opposite Lock, went to 
Mitch Viljoen and Letisha du Toit, in a near-
standard Suzuki Jimny (63.18%). Second place 
overall belonged to another Suzuki Jimny – the 
suped-up Zukzilla, piloted by Raymond and 
Anel Martin (with an overall percentage of 
67.73%). Th e second-placed crew won a set of 
Light Force Spotlights, also courtesy of Opposite 
Lock.

But it was the Jeep Grand Cherokee of Danny 
Daniels and Tjaart Scheepers that took top hon-
ours–they scored an outstanding 73.18%, enough 
to scoop the fi rst prize of a R10 000 tyre voucher 
from sponsor Bridgestone SA.

Th e top three crews also earned their en-
try tickets for the 2013 Bridgestone Club 
Challenge Final. It will certainly be a while be-
fore they forget how hard they had to sweat for 
their places! ■

Dirty Doings

Th e fi rst Mahindra Great Escape off -road driving 
experience took place in Polokwane on July 27. 
Th is proven formula has seen more than 100 Great 
Escape adventures take place in India since its in-
ception in 1996 and the concept has subsequently 
been rolled out in several other countries where 
Mahindra vehicles are sold, but this is the fi rst time 
it has been organised in Africa.

“We are very pleased that this initiative has 
now spread to South Africa, driven in this case by 
the enthusiasm of the team at Mahindra McCarthy 
Polokwane,” said Ashok Th akur, the delighted 
Mahindra SA CEO, who took part in the inau-
gural event along with several members of his 
executive team.

“Th e idea of a non-competitive off -road adven-
ture open to all owners of four-wheel drive vehicles 

organised by Mahindra is proving a winner. We 
believe the theme of Great Escapes will spread 
throughout South Africa, as this is an ideal country 
for enjoying the outdoors in a capable 4x4 vehicle.” 
added Th akur.

Th e Great Escape in Polokwane was linked to 
the founding of the McCarthy Eco 4x4 Club, with 
well known and experienced eco guide and 4x4 
driving instructor Arrie Horn putting the event 
together. Th e family-focused event consisted of a 
theoretical session, followed by practical exercises 
and the awarding of certifi cates of competency for 
those who achieved the required standards.

Fift een participants joined the club on the day 
and many more have committed to joining its ranks 
in the future.

Th e club’s next Great Escape will be a day trip 
from Polokwane to the Olifants River on August 
24, where the participants can put their skills to 
the test on a true adventure drive. Future activities 
include weekend getaways and an annual weeklong 
Great Escape. ■

And Now, from India, the Latest Remake of 
The Great Escape, Courtesy of Mahindra

The Great Escape was not for sissies.

And a Soap Opera by McCarthy

Edge of your seat stuff, the McCarthy 
4X4 thriller.
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Mercedes-Benz South Africa (MBSA) has handed 
over a staggering order of 22 Mercedes-Benz Atego 
918/42 trucks to the City of Tshwane. Th ese vehicles 
will beef up the City’s Electricity Department fl eet 
that is used in the maintenance of street lights and 
other facilities. 

Clinton Savage, Mercedes-Benz Trucks divi-
sional manager says: “Th e Mercedes-Benz Atego is 
the ideal truck for the City of Tshwane’s Electricity 
Department. Th is vehicle can manoeuvre in nar-
row city streets and copes well with rugged terrain. 
Additionally, given the economic climate, the Atego 
is an outstanding match for the City’s mandate that 
called for a vehicle that is durable, economical 
and robust.” 

Savage elaborates that what sets the Mercedes-
Benz Atego apart is its low maintenance cost. “Th e 
Atego also off ers low fuel consumption and its low 
carbon emissions align well with the global drive to 
reduce and minimise carbon emissions.” 

Th e Mercedes-Benz Atego is the benchmark 
in its market segment and off ers unsurpassed per-
formance, safety and uptime among other things. 
Optimal total cost of ownership supported by the 
backing of MBSA’s extensive value chain off erings 
makes a strong business case for the Mercedes-Benz 
Atego. “In line with other innovative fl eets in our 
customer base, the City has opted for our progres-
sive CharterWay Service plan – our MBSA com-
mercial vehicles value chain off ering for service and 
maintenance contracts,” says Savage. 

Ndwamato Tom Mutshidza, Acting Strategic 
Executive Director in the Services Infrastructure 
department at the City of Tshwane says: “Th is 
monumental project marks the continuation of 
our longstanding relationship with Mercedes-Benz 
South Africa. It is a result of consolidated eff orts 

by Mercedes-Benz and their suppliers. We are glad 
that these vehicles will further boost our eff orts to 
delivering a superior service to the residents of the 
City.” Mutshidza jested that Mercedes-Benz is also 
a client to the City because it provides services to 
the company. 
Th e Mercedes-Benz Atego trucks are fi tted with 
SCORPION 1490 SMART aerial platforms by the 

leading Aerial Platform, Germiston-based special-
ist, Smith Capital Equipment. Th e SCORPION 1490 
SMART commonly fi nds application in overhead 
line works, telecommunications and street lighting 
maintenance.

Uven Moodley, Operations Director at Smith 
Capital Equipment says: “Th e platform fi tted on the 
Mercedes-Benz Atego is class leading, with a unique 
ability to be set up and be ready to work faster than 
most of its competitors. It is very popular in Europe 
and we import this platform from Oils & Steel 
SPA in Italy. Th e City of Tshwane is the SECOND 
municipality to have the Oil & Steel SPA platform 
in the country. We are indeed very proud to have 
partnered with Mercedes-Benz South Africa on this 
fl agship project for us.” 

Th ese aerial platforms have a high-quality tu-
bular and sheet steel structure that is bolted onto 
the chassis. Th ey are equipped with 4 A-type sta-
bilizer feet. 

A Slew bearing rotates the Aerial Device and it 
is driven by a hydraulic motor and reduction gear 
with normally closed parking brake that opens au-
tomatically. Moodley elaborates that the telescopic 

design of the unit allows the operator to position the 
platform and then aim directly at the work applica-
tions allowing for more accurate means of getting 
to the work application. Th e design of this unit also 
minimises the amount of space occupied on the 
road during operation of the unit. “Th e main boom 
has an operating range of -25° to + 80° in relation 
to the horizontal and has two telescopic extendable 
parts that move on sliding blocks made of low-fric-
tion material that is self-lubricating and has a very 
low friction coeffi  cient, says Moodley. 

Synonymous with the Mercedes-Benz Atego’s 
characteristics of comfort and durability, the opera-
tor’s platform has a generously proportioned front 
opening for easy access, guarded by a bar. Fuel effi  -
ciency is enhanced by remote start-stop functional-
ity that is made possible due to the Mercedes-Benz 
programmable special modules PSM ® that are fi tted 
to the Atego trucks. Th is functionality allows the 
operator to start and stop the engine from the plat-
form thus improving effi  cient use of fuel. Th e PSM 
modules are also programmed to prevent the vehi-
cle from being driven with the platform deployed, 
in keeping with Mercedes-Benz emphasis on safety. 
Th e platform uses a hydraulic pantograph system 
with two cylinders in phase to level the platform.

Th e SCORPION 1490 SMART has a sterling 
performance that includes a maximum working 
height of 14 metres, carrying capacity of 250kg (2 
operators) and a maximum outreach of 9 metres. 

For the crew cabs, TFM Manufacturing was 
roped in – Th is East London based body builder 
manufactured and mounted a fl at deck body to meet 
the specifi cations of the Tshwane Municipality. “We 
achieved this by designing the sub-frame and load 
body to meet the requirements while adhering 
strictly to the directives by Mercedes-Benz South 
Africa. Th is involved a steel structure complete with 
an aluminium non-slip fl oor to allow for safe work-
ing conditions when walking on the truck body. 
Access steps were provided for safe access on to the 
body,” says Brian Haviland, Managing Director at 
TFM Manufacturing. 

To optimise the use of space, the design incor-
porates a toolbox under a comfortably cushioned 
seat for the crew and includes two-point seat belts 
for safety. For increased visibility at night, the ve-
hicles are fi tted with external warning lights. Low 
profi le bull bars provide additional protection to the 
front of the cab.

Notably, the Mercedes-Benz Benz Atego aced 
the Focus Truck Test 2013 by Charmont Media. ■

Working Wheels

Part of the huge order of Mercedes-Benz 
Ategos for the City of Tshwane.

Fireman Mishack Mosikili, chief fi re 
offi cer Paulus Ntombela and fi re-fi ghter 
Johanna Kgasoane with the Marcé-Hino 
fi re trucks delivered to Dihlabeng, Free 
State, recently.

MBSA Hands Over 22 Atego Trucks to City of Tshwane 

“We are glad that these vehicles 
will further boost our efforts to 

delivering a superior service 
to the residents of the City.”
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In what is an industry-fi rst, MAN Truck & Bus 
South Africa has launched a range of rigid-chassis 
freight carriers that roll off  the factory fl oor already 
equipped with an array of truck bodies to suit a 
number of African haulage applications.

Th e steady economic growth being experi-
enced by many sub-Saharan African countries has 
spurred demand for trucks that are purpose-built to 
meet the climatic and topographical challenges our 
continent poses to transport operators.

Furthermore, as business activity in Africa 
ramps up, transport operators are securing con-
tracts that demand swift  deployment of vehicles. 
Any delays in fi elding the necessary vehicles could 
result in the annulment of a contract and conse-
quent fi nancial disaster for the operator.

With this contingency in mind, MAN Truck & 
Bus has identifi ed a distinct gap in the market for 
ready-bodied new freight carriers. MAN’s Trucks 

to Go program off ers African operators a range 
of medium-haul trucks that tackle this challenge 
head-on.

Typically, a truck will leave the factory as a 
chassis-cab unit and then move to a specialist 
truck body-builder before reaching the customer, 
a lengthy process that could deprive an operator of 
a contract. MAN Trucks to Go solution eff ectively 
‘cuts out the middle man’, allowing truck buyers to 
deploy their new vehicles immediately.

MAN Truck & Bus has chosen specifi c truck 
body-builders to manufacture and fi t bodies of 

good quality with favourable consignment stock 
terms and conditions in order to remain fl exible 
to market trends and keep the vehicle prices as low 
as possible.
To kick-start the Trucks to Go program, three vehi-
cle models have been selected from the MAN and 
Volkswagen stables, namely the MAN CLA 15.220 
4x2 BB, the VW Constellation 13.180 4x2 BB and 
the VW Constellation 15.180 4x2 BB, all fi tted with 
‘day’ cabs and chassis-standard equipment. All 
three robust derivatives are equipped with drive-
lines and suspension systems specifi cally designed 
for haulage duties in arduous conditions.

Linked to these models are three available 
body types which include standardized drop-
side, cargovan and tautliner/curtainsider bodies. 
Th ese bodies range in lengths from 6.2m to 7.5m 
(internal) with legally achievable payloads of ap-
proximately 6.5 to 8.5 metric tons and internal 
volumes of approximately 36 to 44 cubic meters, 
which caters well for both payload and volume-
type operations in the heavy commercial vehicle 
distribution segment.

Th e available mix of vehicles removes a signifi -
cant amount of the complexity in vehicle and body 
selection for customers and salesmen alike, by pro-
viding a logical spread of complete vehicle options 
to meet operational requirements.

Th e Trucks to Go range will enjoy full sup-
port from MAN’s extensive sub-equatorial Africa 
dealer network. ■

Working Wheels

A MAN truck with a production-line fi tted Truck-to-Go body.

Trucks to Go from MAN

MAN Trucks to Go solution 
effectively ‘cuts out the middle man’, 

allowing truck buyers to deploy 
their new vehicles immediately.

Africa’s road freight industry may be dominated by mighty 6x4 truck-
tractors towing semi and super-link trailers but the longhaul trucking 
industry would grind to a halt without the help of secondary distribution 
vehicles conducting medium-haul duties.
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TOTAL MARKET

YTD 2013 379 881

YTD 2012 355 475

Increase of 6, 9% between YTD 2013 and YTD 2012

JULY 2013 58 140

JUNE 2013 54 533

JULY 2012 54 075

Increase of 7.5% between sales in July 2013 and July 2012

PASSENGER CAR MARKET

YTD 2013 262 747

YTD 2012 248 785

Increase of 5, 6% between YTD 2013 and YTD 2012

Combined Auris-Corolla sales in July totalled a highly impressive 
2 014 units! This is the good-looking new-gen Auris.

South African Vehicle Sales Figures at the End of July 2013

JULY 2013 40 274

JUNE 2013 37 133

JULY 2012 37 844

Increase of 6.4 % between sales in July 2013 and July 2012

LIGHT COMMERCIAL VEHICLE MARKET

YTD 2013 99 468

YTD 2012 90 343

Increase of 10,1 % between YTD 2013 and YTD 2012

JULY 2013 15 047

JUNE 2013 13 621

JULY 2012 13 781

Increase of 9.2 % between sales in July 2013 and July 2012

OVERALL TRUCK AND BUS MARKET

YTD 2013 17 666

YTD 2012 16 347

Increase of 8.1% YTD 2013 and YTD 2012

JULY 2013 2 819

JUNE 2013 2 777

JULY 2012  2 450

Increase of 15,1% between sales in July 2013 and July 2012

continued on next page 

Strong Commercial Vehicle Sales 
a Highlight Of July Sales

Aft er four years of growth in the domestic market, 
aggregate sales continued to register further growth 
on a year to date basis in July. Aggregate industry 
sales were reported at 58  140 units for July while 
2013 on the whole, refl ected an increase of 7,5% or 
4 065 vehicles from the 54 075 units sold in July last 
year. Export sales registered a modest decline fall-
ing by 3, 6% in volume terms.

Overall, out of the total reported Industry sales 
of 58 140 vehicles. Some 47 665 units or 82,0% rep-
resented dealer sales, 11,4% represented sales to the 
vehicle rental Industry, 4,6 % to Industry corporate 
fl eets and 2% to government. During July, 2013 
a total of 40  274 new cars were sold which repre-
sented an improvement of 2 430 units or a gain of 

6,4% compared to the 37 844 new cars sold in July 
last year.

Th e excellent performance in sales of light, me-
dium and heavy trucks was indicative of higher lev-
els of investment spending and was in part related 
to infrastructural development projects. Industry 
new vehicle exports during July, 2013 at 26 608 ve-
hicles showed a modest decline of 994 units or 3, 6% 
compared to the 27  602 vehicles exported in July 
last year. Th e Industry remained on target for new 
vehicle export growth of around 18%, in volume 
terms, for 2013.

Th e outlook for the automotive sector for the 
balance of the year appeared less promising than at 
the beginning of 2013. Th e year as a whole would 
still represent the second or third best year on 

record with aggregate sales of about 660 000 vehi-
cles versus the record of 714 000 achieved in 2006. 
Th e prevailing low interest rate environment will 
continue to lend support to the domestic market. 
Other positive factors include replacement demand, 
the highly competitive trading environment, ongo-
ing attractive incentives and high technology new 
model introductions.

Vehicle exports into Europe remain under 
pressure as a result of the recession in the Euro 
Zone. However, substantially higher exports to 
North America, Asia and Africa should enable 
the industry to achieve record exports in 2013 at 
around 337 000 vehicles compared to the 277 893 
vehicles exported in 2012. ■
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TOTAL VEHICLE EXPORTS

YTD 2013 174 268

YTD 2012 153 050

Increase of 13.9% between YTD 2013 and YTD 2012

JULY 2013 26 608

JUNE 2013 24 219

JULY 2012  27 602

Decrease of 3,6% between exports in July 2013 and July 2012

PASSENGER CAR EXPORTS (YTD)

2013 97 944

2012 81 136

Increase of 20.7% between YTD 2013 and YTD 2012

LIGHT COMMERCIAL VEHICLE EXPORTS (YTD)

2013 75 599

2012 71 242

Increase of 6.1% between YTD 2013 and YTD 2012

TRUCK AND BUS EXPORTS (YTD)

2013 725

2012 672

Increase of 7, 9% between total truck and bus exports YTD 2013 and YTD 2012

NOTE: These tables include fi gures for Associated Motor Holdings (AMH).

ASSOCIATED MOTOR HOLDINGS AND AMALGAMATED 
AUTOMOBILE DISTRIBUTORS DISCLOSE AGGREGATE SALES 

FOR JULY 2013 BY MAJOR SEGMENT AS FOLLOWS

SMALL CARS (CUBIC CAPACITY 1 400CC OR LESS) 3 446

MEDIUM CARS (CUBIC CAPACITY 1 400CC – 2 500CC) 2 012

LARGE CARS (CUBIC CAPACITY 2 500CC OR GREATER) 47

4X4 RECREATIONAL/SUV 487

LIGHT COMMERCIAL VEHICLES 650

MEDIUM COMMERCIAL VEHICLES 50

TOTAL 65 6902

In addition, GWM (Great Wall Motors) reported an aggregate sales fi gure for July 
2013 of 552 units, which is not included in these fi gures.

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

 continued from previous page

Renault’s Clio IV recorded 306 sales in July.

TOTAL VEHICLES BY MANUFACTURER FOR JULY 2013

RSA EXPORT

TOYOTA 11 935 6 668

VOLKSWAGEN GROUP SA 10 613 4 771

FMC 5 738 3 492

GMSA 5 487 183

NISSAN 4 662 916

MERCEDES-BENZ SA 2 748 4 216

BMW GROUP 2 412 6 167

HONDA 1 014 77

RENAULT 1 009 3

TATA 847 0

CHRYSLER SA 771 15

JAGUAR LAND ROVER 732 0

PCSA 558 0

MITSUBISHI MOTORS SA 351 12

MAHINDRA 330 0

SUZUKI AUTO 313 0

UD TRUCKS 309 5

FIAT GROUP 291 8

VOLVO CARS 209 0

MAN 173 12

VOLVO TRUCKS 165 7

PORSCHE 163 0

SCANIA 161 29

SUBARU 90 0

JMC 89 0

IVECO 80 17

POWERSTAR 64 2

RENAULT TRUCKS 45 8

FAW 28 0

NC2 TRUCKS SA 20 0

BABCOCK 16 0

FERRARI 16 0

VOLVO BUS 8 0

MASERATI 1 0

SUB TOTAL 51 448 26 608

AMH & AAD 6 692

INDUSTRY TOTAL 58 140 26 608

Figures courtesy of SA Department of Trade and Industry and RGT SMART
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MARKET TOTALS BY MANUFACTURER FOR JULY 2013

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 6 903 846 4703 5 822 211 0 76 0 42 0 0 0

VOLKSWAGEN GROUP SA 9 842 4 771 695 0 76 0 0 0 0 0 0 0

FMC 3 575 0 2 163 3 492 0 0 0 0 0 0 0 0

GMSA 2 053 53 3 082 124 178 4 139 0 35 2 0 0

NISSAN 1 743 3 2 919 913 0 0 0 0 0 0 0 0

MERCEDES-BENZ SA 1 983 4 216 39 0 233 0 71 0 383 0 39 0

BMW GROUP 2 412 6 167 0 0 0 0 0 0 0 0 0 0

HONDA 1 014 77 0 0 0 0 0 0 0 0 0 0

RENAULT 981 1 28 2 0 0 0 0 0 0 0 0

TATA 495 0 206 0 56 0 49 0 33 0 8 0

CHRYSLER SA 771 15 0 0 0 0 0 0 0 0 0 0

JAGUAR LAND ROVER 704 0 28 0 0 0 0 0 0 0 0 0

PCSA 488 0 34 0 36 0 0 0 0 0 0 0

MITSUBISHI MOTORS SA 208 0 143 12 0 0 0 0 0 0 0 0

MAHINDRA 99 0 231 0 0 0 0 0 0 0 0 0

SUZUKI AUTO 313 0 0 0 0 0 0 0 0 0 0 0

UD TRUCKS 0 0 0 0 49 0 142 1 118 4 0 0

FIAT GROUP 219 3 63 5 9 0 0 0 0 0 0 0

VOLVO CARS 209 0 0 0 0 0 0 0 0 0 0 0

MAN 0 0 0 0 0 0 24 0 126 11 23 1

VOLVO TRUCKS 0 0 0 0 0 0 0 0 165 7 0 0

PORSCHE 163 0 0 0 0 0 0 0 0 0 0 0

SCANIA 0 0 0 0 0 0 0 0 156 22 5 7

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

JMC 0 0 63 0 26 0 0 0 0 0 0 0

IVECO 0 0 0 0 64 5 4 4 12 6 0 2

POWERSTAR 0 0 0 0 0 0 0 0 64 2 0 0

RENAULT TRUCKS 0 0 0 0 0 0 0 0 45 8 0 0

FAW 0 0 0 0 2 0 9 0 17 0 0 0

NC2 TRUCKS SA 0 0 0 0 0 0 0 0 20 0 0 0

BABCOCK 0 0 0 0 0 0 0 0 16 0 0 0

FERRARI 16 0 0 0 0 0 0 0 0 0 0 0

VOLVO BUS 0 0 0 0 0 0 0 0 0 0 8 0

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

SUB TOTAL 34 282 16 152 14 397 10 370 940 9 514 5 1 232 62 83 10

AMH & AAD 5 992 0 650 0 50 0 0 0 0 0 0 0

INDUSTRY TOTAL 40 274 16 152 15 047 10 370 990 9 514 5 1 2 32 62 83 10

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



Subscribe for free @
www.autolive.co.za Page 23

Cars in the Park Pretoria 2013
Organised by the Pretoria Old Motor Club the annual Cars in the Park at 
Zwartkops was the best yet. It is estimated that some 17 000 people attended last 
Sunday, and some 4 000 of them were in classic or special-interest cars!. Enjoy 
two pages of pics! 

Th e Editor

South African designed and built Flamingo from the early 1960s. 
It ran a Taunus or a Cortina motor.

Original De Tomaso Pantera, sans wings and fl ares, is a 
rare sighting.

This Ranger coupe had a 2,5-litre straight-four motor. Said to be 
South Africa’s own car, it was an Opel with Vauxhall grille.

Another SA-only model was the Chev Firenza Can Am. A Vauxhaul Firenza body with a Comaro Z28 V8 motor created an awesome 
performance car in 1973.

Your typical family outing at Cars in the Park.
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Cars in the Park Pretoria 2013

Peterbilt rat rod truck, proving size DOES count.

The owner of this stunning Anglia has been offered R70 000 for 
the car and turned it down!

Renault R10 Alconi was an SA-only performance Renault from 
the ‘60s. It was a Jo’burg conversion put into production here by 
the local Renault distributors.

Fins and fantasy in the POMC members area. That’s a ‘60 Caddy 
in the foreground, and the pink one is a ‘59 Eldorado.

A ‘48 Buick grinning in the POMC member’s enclosure at Cars in 
the Park.

This Corsa Ute is fi tted with a Corvette V8 motor and rear-wheel-
drive. Talk about a sleeper!
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