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Disclaimer

While reasonable 
precautions have been 

taken to ensure the 
accuracy of the advice 

and information given to 
readers, neither the Editor, 

the Proprietors, nor the 
publishers can accept 

any responsibility for any 
damages or injury which 

may arise therefrom.

The last week in August saw the CEOs 
of both Toyota South Africa and VWSA 
throw down the gauntlet in their aims to 
be overall market leaders. And the two 
occasions were quite different in feel and 
form – one a celebration of massive pro-
portions in Midrand, the other a rather 
austere opening ceremony of a staff train-
ing academy a few km north in Centurion.

At the 50th anniversary of Toyota 
South Africa at Gallagher Estate, attend-
ed by around 800 of the company’s key 
players and many luminaries from the 
motor industry at large, Dr Johan van Zyl 
quite naturally made much of the fact that 
the company he heads has been market 
leader here for over 30 years. But just in 
case there was any doubt as to his vision 
for Toyota’s future in South Africa he stat-
ed clearly: “Being market leader is cardi-
nal to our company’s ongoing vision and 
strategies.” And to emphasise his point 
he made mention of the fact that Toyota 
will have launched at least four new sig-
nificant models by the end of this year, all 
of them major players in their segments.

Two days later at the opening of the 
R60-million VWSA training Academy 
in a Centurion business park, David 
Powels delivered a lengthy and compre-
hensive overview of the South African 

and global industries, and VWSA’s role 
therein, before making the most telling 
point of his speech:

“Key to our Mach 18 Vision is overall 
market leadership in South Africa. We 
have already achieved that in four months 
out of the last seven (this was issued be-
fore the NAAMSA sales stats for August 
were announced) this year and we want 
to achieve that by 2018. And we want to 
achieve annual volumes in the South 
African market of over 100 000 units.”

Later, during a Q&A session, Powels 
pointedly declined to reveal specific 
model launch plans for the next six 
months, stating in effect that he “didn’t 
want to make it too easy for Toyota.” 
This was in contrast to the announce-
ments by Toyota that it would be launch-
ing the new Yaris shortly, as well as vari-
ous other models that would “plug gaps” 
in their line-up.

This local scrap is merely part of a 
global battle between these two giants, as 
Volkswagen’s Mach 18 plan also aims for 
global market leadership by 2018. Toyota 
took over global market leadership in 
2008, but this year, post tsunami, it will 
probably drop to third place globally, 
with General Motors and Volkswagen 
overtaking the Japanese giant.

At the end of August, Toyota once 
again regained SA market leadership for 
the month, and Year to Date it is 2 436 
units in front of VWSA. Total sales so 
far in 2011 (for the first eight months) for 
the two companies are Toyota at 68 033 
and VWSA at 65 597.

Both these companies now enjoy 
reporting sales for their groups. Toyota 
reports sales that include its trucking 
division Hino and luxury car division 
Lexus, while VWSA includes figures for 
both Volkswagen and Audi products in 
its overall figures.

Both have long histories in South 
Africa, with Toyota celebrating its 
50th birthday in August and VWSA 
its 60th on the last day of August this 
year.

David Powels made the point in 
his training academy speech that when 
the South African vehicle market was 
“opened up” with the progressive reduc-
tion of import tariffs in 1995 there were 
17 brands and 192 models. In the inter-
vening 16 years, this number has grown 
to 60 brands and 1 309 models.

In light of this, the fact that these 
two titans still enjoy a combined market 
share of over 40 per cent, speaks vol-
umes for their acumen. ■

Toyota and VW Square Off for SA Market Leadership
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Editor’s Note
TOYOTA’S 50TH

In the last weekend 
of August, the Editor of 
AutoLive, along with about 
800 of Dr Johan van Zyl’s 
“other closest friends” was 
invited to attend Toyota’s 
birthday bash celebrating 50 
years of the company’s pres-
ence in South Africa. It was 
indeed a glittering occasion, 
black tie for the men, evening dress for the women, and al-
though everyone no doubt moaned and groaned about de-
mothballing the tuxedos and agonised about what lipstick 
colour matched which handbag, we were all glad we had 
dressed up when we arrived at Gallagher Estate in Midrand 
at 7 pm for 7-30-ish sharp.

The show put on by Toyota, chronicling its history over 
the past half century with a multi-media presentation, in-
terspersed with some of the best entertainment acts in the 
country, was truly worthy of a company that has been mar-
ket leader for the past 31 years.

Dr Van Zyl, relaxed and urbane, introduced some old 
friends to the stage, as well as his current management team 
that has made this company the powerhouse of the South 
African motor industry. The heroes of the past called up for 
acknowledgement included Brand Pretorius, who master-
minded the company’s marketing strategy back in the late 
1970s, and engineering stalwarts Ralph Broadley and Colin 
Downey. Communications boffin of many years standing 
Francois Loubser hosted an excellently-produced Audio 
Visual presentation that interviewed key players over the 
years, amongst them Elizabeth Bradley, daughter of Toyota 
SA founder Albert Wessels, who was on the management 
board for many years, along with her late brother Bert.

Four days later Volkswagen SA quietly celebrated its 
60th year of local production by cutting a modest birthday 
cake in the presence of a small group of motoring media at 
the launch of the new Jetta range at the wonderful Turbine 
Hotel in Knysna. Public relations manager Matt Gennrich 
explained that whilst the company would do a birthday bash 
for the plant workers later in the year, the big one for them 
was their 50th, celebrated in 2001.

However, earlier in the week VWSA Managing Director 
David Powels had opened a new multi-million rand training 
centre in Centurion, and made no bones about the bullish 
intent that pervades the company in Uitenhage

These are the two companies locked in battle for mar-
ket leadership in South Africa, and it seems that for both of 
them, being Number One is vitally important. For us indus-
try-watchers it is fascinating, and for the consumer the battle 
can only be good, because it is raising the standard of our 
motor industry to a new level.

Stuart Johnston,
Editor
stujohn@autolive.co.za

To advertise in 
 contact

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

Autolive wishes to apologise to Hollard for the 
statement: “Over half the companies surveyed 
voted Santam into top positions, while oth-
ers like ABSA, CIB, Regent and, worst of all, 
Hollard, remain the most resented insurers to 
work with,” as reported in the article Santam 
Supreme, Survey Shows published in the 6th 
edition of Autolive, dated 11 August 2011.

The survey mentioned in the article was 
conducted by the Greenfields Institute on 
behalf of SAMBRA, which sought the views 
of SAMBRA affiliated repairers regard-
ing their interaction with the short-term 
insurance industry.

The article’s suggestion that Hollard 
is a shoddy insurer is unfounded and was 

largely based on the graph titled “Insurer to 
be considered best all round,” which ranked 
Hollard last. This is not a fair reflection of the 
survey, as Hollard placed fourth in the over-
all survey result, as the graph below shows.

Autolive never intended to bring Hollard 
into disrepute or mislead our readers. 
Autolive understands the impact the unfair 
statements about Hollard in the article may 
have caused and apologises unreservedly for 
the error.

Autolive values its readers, advertisers, 
the RMI and all its members, and wishes 
to provide these audiences with factu-
ally correct, informative and enlightening 
editorials. ■

Hollard apology – SAMBRA Motor Repairer Survey
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Hello Stuart
I cannot let the misleading comment by 
Suzuki’s Berto van der Lith go unchallenged 
(published in our page two story on Battling 
the Yen in AutoLive Issue 7 – Ed)

“In SA import duty is currently 26%, 
while in other countries this is less and zero 
in others.” Well let’s look at the real facts.

Next year our duty will be 25%. The USA, 
which produces 5 million light commercials 
a year sees fit to protect their industry with 
a duty of 25% on these. We will produce 
200,000 this year and we have the same duty!

Some other countries with duty at or 
above 25% include Brazil, China, India, 

Letter To The Editor Malaysia and Thailand, all of whom pro-
duce more vehicles than we do.

Furthermore, we are the only country 
which allows these duties to be fully re-
bated by credits earned through exports, 
so many imported vehicles pay zero duty.

Vehicle import duty in relation to 
vehicle production in South Africa is one 
of the lowest in the world – too low in the 
view of many of us who see the growth of 
imports as a major threat to local produc-
tion and job creation.
Best wishes,

Roger Pitot
Executive Director, NAACAM
Phone +27 (0)11 392 4060/5748
Mobile +27 (0)82 7895368
Fax +27 (0)86 659 0494
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AutoLive, a convenient e-zine delivered twice a 
month, is the best way to keep up to date with news 
and views about all facets pertaining to the South 
African and international motor industries.

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

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

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

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

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

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

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

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

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

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

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

Why you should advertise in Autolive

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

The organisers of the Johannesburg International 
Motor Show are very aware of the fact that the 
Johannesburg Motor Show will be taking place 
during the Rugby World Cup in New Zealand. 
Exciting plans have been announced to ensure a 
memorable time for rugby fans on the two week-
ends when important matches will be played – 
quarterfinals on October 8/9 (two matches each 
day) and semi-finals on October 15/16 (one match 
each day).

In fact it is an excellent opportunity for rela-
tionship building as a company can entertain cus-
tomers at the rugby in the morning before spend-
ing the rest of the day visiting the various display 
stands.

A Bokke fan village is being set up at the are-
na, with large screen televisions. Neil Andrews, of 
Vodacom Super Saturday fame, will be the host, 
with a panel of experts to give their views on each 
match. There will be braai packs and braai fires 
available or fans can buy tasty food at the fan park 
restaurant.

Adding more spice to the mixture will be fa-
mous singers Bok van Blerk and Robbie Wessels. 
Add in the dancing of the Bokke Babes and fans 

will have a time to remember, while being able 
to spend the rest of the day walking around 
Africa’s biggest and greatest motoring show. 
Importantly, there will be no admission charge 
for the rugby fan park as it is included in the 
gate admission price. If that is not enough there 
will be prizes for the fans in the most original 
Bokke attire!

Standard Bank is sponsoring the very popular 
off-road track at Expo Centre for the 11-day dura-
tion of the Johannesburg International Motor Show. 
The track is currently being upgraded by Lionel 
Lewis of the LA Sport off-road specialists and will 
be the ideal location for show visitors to sample 
the latest 4x4 and “soft roader” models on the local 
market. An experienced team from LA Sport will be 
responsible for organising and controlling the driv-
ing on the track.

Local manufacturers and distributors will have 
more than 30 vehicles available for visitors to sam-
ple as passengers with a qualified instructor doing 
the driving.

There is very strong support from the South 
African truck and bus manufacturers and distribu-
tors for the Johannesburg Truck and Bus Show that 

forms an integral component of the Johannesburg 
International Motor Show. 

All the major brands, with the exception of 
Iveco, will be exhibiting at the show. The truck and 
bus brands that will be housed in Hall 5 are: DAF, 
Hino, Irizar, Isuzu, Kia, Marcopolo, Mercedes-
Benz, Navistar, Peugeot, Powerstar, Scania, Tata, 
UD Trucks and Volkswagen. 

Other truck-related companies that will also be 
accommodated in Hall 5 are: Alcoa, Angelo Kater 
Motor Trimmers, Cummins SA, MCV South Africa 
– De Haans, Travelstar/ Oberaigner Automotive 
SA and TFM Industries. Tata will be in Hall 9, as 
will Jost, while Commercial Auto Glass and Eaton 
Truck Components will be in Hall 10.

The brands exhibiting outdoors will be: MAN 
(in and around the MAN Centre), FAW, certain 
Mercedes-Benz models, Foton, Irizar, VDL Bus 
and Coach and DongFeng. Other truck and bus-
related companies exhibiting outdoors will be: Lift 
and Shift Equipment and Pahltech. This number of 
outdoor exhibitors will grow before the show opens 
as there are ongoing requests for space. Trailers will 
be situated on Terrace 1 and will include displays by 
Afrit and Top Trailers. ■

Motor show organisers making exciting plans for rugby fans
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When CMH took over the Hyundai in the early 
2000s, it did in fact report sales figure to Naamsa 
for a spell, but this ceased soon afterwards, as CMH 
management felt it was a disadvantage to publicly 
proclaim that it was selling but a small percentage of 
what the traditional players were selling.

All that has changed in the past few years, par-
ticularly during the 2008/2009 down-turn, when 
Hyundai, (and to a lesser extent its close corporate 
sibling Kia) had a strategy of relentless ad-spend, 
which saw it gain plenty of market share. The tra-
ditional heavy-hitters, Toyota and Volkswagen, 
meanwhile had their share of problems that in-
cluded strikes in 2010 and of course, the tsunami of 
March 2011, all of which has seen Hyundai, particu-
larly, gain market share.

In a reply to a direct question on Hyundai 
Automotive SA’s sales and marketing director 
Stanley Anderson confirmed that Hyundai enjoyed 
an 11,5 per cent share of the total passenger market 
in South Africa last year. Given that the total pas-
senger market in 2010 was just over 337 000 units, 
that 11,5 per cent share translates to around 38 750 
cars (including the soft-roader SUVs and MPVs that 
Hyundai sells).

Or, to put a monthly figure on it, 3 230 units.
That theoretical average figure would already 

have placed Hyundai firmly in third place during 
August this year, and presumably, Hyundai has in-
creased its sales in 2011 to the order of at least 16 per 
cent, along with the SA industry as a whole, when 
measuring year-to-date increases up to the end of 
August.

This year, says Anderson, the target for Hyundai 
is 12 per cent of the passenger market. And while 

growth has slowed in some sectors, an original pre-
diction by Naamsa of 15 per cent growth should be 
very close to what happens at the end of 2011.

Extrapolating these figures, this means that 
Hyundai would have 12 per cent of a passenger 
market that will have grown to some 387 500 units 
by the end of December. And 12 per cent of that is 
46 440 for the year, or a monthly average of 3 870 
cars a month.

For a company that has only been in the car 
business here for the past decade (discounting 
the Hyundai brand under the previous Wheels of 
Africa ownership) that is some going.

Right now, the only problem for Hyundai 
seems to be one of getting sufficient stock. HASA 
CEO Alan Ross said at the Elantra launch that he 
and his team visited Korea once or sometimes twice 
each month pleading their case for more product.

“The iX35 is still wait-listed, although that 
has been reduced now,” said Ross. “We are selling 
as many Sonatas as we can get, and we believe the 
Elantra will do even better for us.”

Sales projections for the Elantra are between 
500 to 600 units a month, and the new lower-B 
segment Accent is due for launch within this next 
month. Taken together, these two new products 
would boost Hyundai’s monthly sales to a figure 
in the mid-4000 a month level, ominously close 
to the figure Toyota recorded for its passenger car 
sales in August (4 876). As Anderson stated a month 

back, the Korean company definitely has its eye 
on the Number two position in the South African 
passenger market. ■ 

Stealthing Beneath Hyundai’s Radar
The media briefing at the launch of Hyundai’s new Elantra two weeks ago was interesting in many ways, but none 
more so in that it indicated that the KJorean leading Korean manufacturer in this country is tiring of keeping its 
amazing sales successes a secret.

Hyundai Automotive SA’s Anderson – go-
ing for 12 per cent market share in 2011.

Hyundai reckons 500 to 600 units a month 
are on the cards for Elantra, straight out 
the box.

“We are selling as many Sonatas 
as we can get, and we believe the 
Elantra will do even better for us.”
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TrisTan Wiggill

AutoLive: Didier, welcome to South Africa. Please 
can you give us some background – where are you 
from?

Didier: Well, I’m a Frenchman as you can im-
agine from my accent (chuckles). I come from Paris, 
where I was born 56 years ago. I have been working 
with the Citroën company for more than 30 years 
now. At first I was working in France, where I be-
gan as a salesman and later became a Managing 
Director of a major dealer in France. After a while 
I thought to myself it is time to go abroad, so I did 
it. I have spent 15 years abroad and have been a 
successful Managing Director in China, Croatia, 
Romania and now I’m here in South Africa. I just 
arrived one month ago. I have always been involved 
with Citroën.

AutoLive: What made you fall in love with the 
Citroën brand?

Didier: It’s a long, long story! My parents were 
already aficionados of Citroën. So I had an attrac-
tion from the beginning. I liked their ideas…it was 
a long time ago but I’ve always had an interest in 
Citroën cars.

AutoLive: What do you think of the new 
Citroën launched today, the DS4?

Didier: DS4 is not about thinking. DS4 is about 
feeling. You drove this car today – I’m sure you will 
have had this feeling. It’s a very, very special car. You 
know, Citroën is building its success on two differ-
ent lines of products. On one hand you have the C 
range: C1, C3, C4, C5, C3 Picasso, C4 Picasso and 
so on. And on the other hand, the DS line. The DS3, 
which is already successful in South Africa, has now 
been joined by the DS4 and these will be joined very 
soon by the DS5.

AutoLive: How is Citroën doing in a global 
sense?

Didier: For fifteen years the company has been 
growing. We are the 6th largest car maker in the 
world right now. In 2010 we sold 1.5million cars. 
In France, we have a market share of over 15 per 
cent, and in Europe we are just over 6 per cent. So 

really, we are doing well in Europe. We are also do-
ing well in China, and I know this because I worked 
there for some time. In that market we were selling 
over 90 000 units a year. Citroën is a famous brand 
all over the world and now we are back in South 
Africa. We have been back for a year and a half and, 
as you’ll remember, we were an importer, but now 
we are a direct subsidiary. Being a subsidiary does 
not mean nothing – firstly it means the manufac-
turer is totally involved in the development of the 
market in the country. Secondly, we have built a big 
parts warehouse – all the parts you need, because 
this has been a problem for us as I understand it. In 
South Africa, parts were part of the problem. But 
this has been addressed because you can get any 
part, in one day. The company has involved itself in 
South Africa.

AutoLive: Can you describe what you have in-
herited from the previous MD?

Didier: I’m very happy to have found what I 
have. A year and a half ago Citroën was not really 
existing in the country. The importer was not very 
active for whatever reason and the situation was as 
it was. Now, since the beginning of the subsidiary 
period, we have made the first step. It was a big step, 
but only the first one. Now we are going to move 
into the second phase – we will be bringing new 
cars, we will advertise more and we plan to be more 
present. Our products are there – as I described 
earlier – so we have many means of increasing our 
market share.

AutoLive: What plans do you have as the new 
MD of Citroën?

Didier: I have so many (laughs). As I said this 
morning, we want to double the volume of sales in 
two years. This is absolutely possible because we 
have a dealer network, we have the products and we 
will push our advertising. I am deeply convinced 
that, taking into account the success of DS3, we can 
build something solid from that.

AutoLive: How will you change the perceptions 
that you have here – particularly regards customer 
satisfaction?

Didier: By proving it. The only way to change it 
is to prove it to the customers that come to us. We 

have to show them that parts are not expensive, that 
we will absolutely fix their car. We have to put in 
place a method that Citroën is using in Europe and 
in other countries where we are among the top three 
for satisfaction. We will do this. Any issue can be 
solved if you have the right methods to fix it and if 
you follow up.

AutoLive: What do you make of the South 
African market?

Didier: It’s going to be a special challenge be-
cause we are not big enough in this market. We 
must return to where we used to be. It’s a new start 
for us. There is a reason we returned as a subsidiary 
– we believe it will become a very strategic market 
in the coming years. I’m happy to be here and I look 
forward to the challenges.

AutoLive: You mentioned some of the products 
that we can expect to arrive earlier, but what about 
your plans regarding hybrid and electric vehicles?

Didier: They will come – and sooner than you 
think (grins). This market has to be treated in exact-
ly the same way as in Western Europe because for 
us it’s equally as important. This market will grow 
to 500 000 units a year or more in the coming years. 
It’s crazy to think that 500 000 is a small market, but 
as I said earlier, it’s important strategically.

AutoLive: Can you tell us more about Citroëns 
strategic partnerships?

Didier: It depends what you mean, are you 
referring to a capitalistic partnership, a techni-
cal partnership? We have many partnerships with 
many manufacturers that are successful. We have a 
partnership with Ford for diesel engines, a partner-
ship with BMW for petrol engines and we have a 
partnership with Mitsubishi. If it comes to capital-
istic alliances, I’m sorry to tell you, I’m not in charge 
of that (laughs). ■

Five minutes with Didier Gerard
Managing Director, Citroën SA
During the local launch of the new DS4 (see page 23) we cornered Citroën 
South Africa’s newly-appointed Managing Director, Didier Gerard, and 
asked him to provide insight into what he has inherited from the previous 
MD and about his plans for the innovative French marque.

Gerard Didier (right) with Tristan Wiggill.
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Car conference to highlight 
lessons from emerging markets

The South African motor industry can learn impor-
tant lessons and principles from emerging markets 
– China in particular – in fostering an even more 
robust strategy for the future. That is the word from 
Tim Lee, president of General Motors’ international 
operations, who will deliver the keynote address at 
next month’s CAR Conference.

The 2011 CAR Conference, in association with 
TRACKER, takes place at the Expo Centre, Nasrec, 
on Wednesday, October 12, as an important com-
ponent of the Johannesburg International Motor 
Show. First held in 1996, the CAR Conference 
has become the definitive event of its kind for the 
Southern African automotive industry.

It will once again bring together specialist 
speakers from across the world to provide both 
global and local perspectives on the challenges 
facing automotive manufacturers, retailers and 
suppliers.

There are only two weeks to go before the 
Early Bird conference fee offer of R1 995 per del-
egate expires. The price then rises to R2 495, but 
there is still a discounted price of R 1  695 for 
groups of five or more delegates. (Bookings can 
be made on the website www.jhbmotorshow.co.za 
and enquiries can be directed to Meg Houghton, 
of SA Show Services, on 011-431-1518 or meg@
sashows.com).

Under the spotlight at the Johannesburg Motor 
Show next month will be issues such as the political 
and economic forces affecting the motor industry, 
government plans to help realise production of 1,2 
million vehicles a year by 2020 and the ramifica-
tions of the Consumer Protection Act for the retail 
sector.

South African motor industry guru and former 
McCarthy CEO Brand Pretorius will head the 
list of distinguished speakers, which will include 
economist JP Landman, NAAMSA president and 
Volkswagen Group SA’s managing director David 

Powels and Retail Motor Industry organisation 
(RMI) chief executive Jeff Osborne.

Among the issues to be discussed at this highly 
informative conference are:

 ■ Adapting marketing strategies in a changing 
automotive market (Greg Levine, sales and 
marketing director, McLaren Automotive)

 ■ Rebuilding a brand image and the lessons 
that could be applied in a changing 
automotive market (Xavier Gobille, 
managing director, Renault SA)

 ■ Environmental challenges – electric vs. 
hybrid in an African context (Pierre Loing, 
vice-president of product planning and 
zero-emissions business unit at Nissan 
International)

 ■ How the component industry is adapting 
to the ever-changing automotive market 
(Stewart Jennings, NAACAM president and 
chief executive of the PG Group)

 ■ Changing profiles and behaviour of the 

Gate Hours: 09:00 – 18:00
Entrance: Adults R80 / 6-12 Years R20
Tickets available at Computicket or at gate

JOHANNESBURG EXPO CENTRE, NASREC
8-16 October 2011

(6th & 7th closed to public)

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

Endorsed by: Accredited by:

Greg Levine, McLaren Cars South Africa Pierre Loing, Nissan InternationalTim Lee, General Motors International Operations

Johannesburg International Motor Show
Johannesburg Expo Centre, 6–16 October 2011
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South African car buyer – demographics 
and psychographics (Alan Todd, Bateleur 
Research Solutions).

The CAR Conference is recommended for anyone at 
management level in any aspect of automotive and 
component marketing, exporting, manufacturing 
and retailing. This includes advertising, vehicle fi-
nance, fleet managers and buyers, insurance execu-
tives, retailers, sales and service managers, human 
resources managers, shop stewards, and other sen-
ior staff in the retail side of the motor industry.

In line with the strong Green message of the 
conference, CAR has appointed KTP, a Cape-
based communications agency with a specialist 

environmental wing, KTP Green, to publicise 
the event.

Further information on the conference line-up 
and speaker profiles is available from Kim Taylor at 
083 564 4237 or kim@kimtaylorpublicity.co.za or 
at www.carconference.co.za. For media accredita-
tion, contact Dean Dicks on 021- 530-3205 or email, 
dean@ramsaymedia.co.za.

TRACKER, South Africa’s leading vehicle 
tracking company since the 1990’s, is supporting 
the CAR Conference on a number of fronts. The 
company will demonstrate and explain its new 
Sustainable Mobility programme in the tea/lunch/
cocktail area. This system includes driver behaviour 

modelling for insurance, live traffic services and 
EcoDrive – an environmentally geared product op-
tion which will be launched in CAR magazine at the 
Johannesburg Motor Show.

Other services being provided by TRACKER 
include having two of its operations team members 
safeguarding cars during the conference, as well as 
providing live traffic “heat” maps that show the best 
route home from the conference, based on traffic 
congestion. In addition, all its TRACKER Skytrax 
customers attending the conference will have the 
opportunity to use SMS Car Guard, a new offering 
which notifies the vehicle driver if the car moves at 
any time during the conference. ■

The study collectively surveys some 33  000 South 
African vehicle surveys, on average, each year.

“These are exceptional results,” states Richard 
Rice, Group Sales and Marketing Director at 
Synovate. “As the scores have been improving over 
the years, the rate of improvement has been level-
ling out, as one would expect. However, the manu-
facturers have managed to reverse this trend and 
have shown a dramatic increase in their rate of 
improvement.”

This study is the largest survey of its kind 
in South Africa and forms part of Synovate’s 
Syndicated Automotive Research – a study into the 
quality of sales and service transactions as well as 
product quality. Respondents are interviewed three 
months after purchasing their vehicles to ascertain 
which, if any, problems have been encountered dur-
ing the first few months of ownership. The score is 
calculated as problems per 100 vehicles. The fewer 
the problems reported by the owner, the lower 
the score.

“A lower score equates to a better result in 
Synovate’s PP100 study” explains Rice. “Mercedes-
Benz’s best score (for the C-Class) is at a low 18 

PP100 – meaning that out of 10 vehicles of this 
model, at least 8 are completely problem-free. From 
the results we can also see that the 18 vehicles of 
every 100 that do report a problem, the problem is 
generally a squeak or a rattle”

Awards go to those who are top in their seg-
ments – Gold Awards are given to celebrate and 
highlight the achievements of the overall winner 
in each segment. The competition is very close 
and over the years, the gaps between the rank-
ings have become a lot smaller with the result-
ant effect of an excellent industry average as 
demonstrated.

This year a discretionary Platinum Award 
has been awarded to Mercedes-Benz for excep-
tional performance across all of their segments. 
“Mercedes-Benz has dominated in every single seg-
ment where it competes and received Gold Awards 
for all of their relevant models this year,” states Rice. 

“This is an exceptional feat and deserves the highest 
accolade.”

Looking across the Passenger Vehicle seg-
ments, the best performing segments include Entry 
Level, Small Sedan, and the Medium segment. All 
the Gold Award winners across passenger vehicles 
have scores well below 50 PP100.

“Entry level has a particularly impressive gold 
winner,” states Rice. “The new Chevrolet Spark has 
entered the race with a low 17 PP100 and it’s very 
rare for a new model to enter the market with so few 
product quality problems.”

“The medium passenger vehicle segment is gen-
erally made up of high-spec vehicles” states Rice. 
“These cars are typically made for enthusiasts who 
are also very discerning and quick to identify any 
problems. The front-runner in this segment – the 
Mercedes-Benz C-Class – has achieved 18 PP100 
which is an extraordinary performance.” ■

CAR Quality Improving, According to Synovate
Car quality in 2011 has improved 
by almost 31 per cent according 
to Synovate’s latest survey for 
2011. The Synovate Quality 
Awards yielded a record average 
of 56 P problems per 100 vehicles 
(PP100) as an overall average in 
the Passenger vehicle category 
as opposed to last year’s overall 
average of 81 PP100.

Passenger Vehicle Segments : Gold Awards

Entry Chevrolet Spark 17

Small Hatch Toyota Yaris T3 31

Small Sedan Toyota Yaris Sedan 22

Top Hatch Mercedes-Benz A-Class 33

Top Sedan Mazda 3 Sedan 35

Medium Mercedes-Benz C-Class 18

Top Executive Mercedes-Benz E-Class 36

Sports Coupé Volkswagen Scirocco 42

MPV / Station Wagon Mercedes-Benz B-Class 40
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The new location sports plentiful parking and is 
more centrally positioned between Pretoria and 
Johannesburg, thereby appealing to a larger au-
dience. The move is also good news for action-
loving show goers as, unlike the Coca-Cola 
Dome, Zwartkops boasts a skidpan, go-kart cir-
cuit and, not to be forgotten, a fine 2.4km race-
track, which have all allowed AEC Exhibitions to 
raise the bar.

And so it is that the famed circuit braces itself 
for the first-ever “Power Cruise”, a unique motor-
ing experience never before seen in South Africa, 
but which takes place regularly in the US, Canada 
and Australia.

All Car Clubs and privateers who traditionally 
participate in the show by showcasing their vehicles 
and hard work in static displays, have now been al-
located 45 minutes in which to cruise the track each 
day, thus presenting their prized vehicles in motion.

Visitors will now be able to see, hear and smell 
these amazing creations, which include the likes of 
Muscle Cars, Street Modifieds, Hot Rods, Restored 
Classics and Racers. The Power Cruise will be the 

ultimate motor parade of pride in South Africa and 
takes place once a day during the event.

Any vehicle that is neither standard nor ordi-
nary may participate, with each cruise limited to 
300 vehicles at a time. It is therefore important to 
arrive early and register for the cruise, with the only 
rules being to stay on the track and to obey instruc-
tions from marshals.

The action-packed weekend kicks off with 
a “Horsepower Braai” on Friday, 23 September 

from 15:00pm at Zwartkops Raceway, while both 
Saturday and Sunday’s festivities start at 09:00am 
and conclude at 18:00pm.

Prices are R80 for adults and R40 for teens 
and pensioners. For more information visit  
www.extremeautoshow.co.za or contact Jenelle 
Oosthuizen on 082 924 3776. AEC Exhibitions have 
been organising the Castrol Extreme Auto Show, 
the premier “hot-rodding, custom and automotive 
sound-equipment show” since 2004. ■

Power Cruise a feast for the senses
Two weeks ago we mentioned 
that the 2011 edition of the annual 
Castrol Extreme Auto Show will 
take place at Zwartkops Raceway 
on September 23–25, having 
moved from its traditional home in 
Northriding, Johannesburg.

Cruising for a bruising.....Muscle cars like this Dodge Charger will be carousing 
Zwartkops at the Castrol Extreme Show on September 23–25.
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Designed and manufactured locally and repre-
senting a total investment of R7-million, the Test 
and Development Centre was officially opened on 
August 25 by Gerrit de Graaf, President of Towing 
Solutions for Thule Group and Nicholas Beaumont, 
shareholder of Thule Towing Systems SA. The 
test rig will be linked to the Thule Towing’s main 
Research and Development Centre in Staphorst, 
Holland, making the local operation an integral 
part of Thule’s global network.

In fact, the testing process at Pietermaritzburg 
will be completely transparent, not only within the 
Thule Group but organizations such as the South 
African Bureau of Standards and car manufac-
turers will be able to log in as observers, not only 
with access to video but also the actual test param-
eters and status in terms of the number of cycles 
completed.

A standard test which will be conducted on at 
least one example of each kind of towbar manufac-
tured by Thule Towing Systems SA will comprise of 
2-million cycles in which hydraulic actuators oper-
ate in a single axis, pushing and pulling on the tow-
bar in a fore/aft plane, simulating the forces typi-
cally experienced by a towbar under harsh braking 
– generally the toughest real-world condition. The 
frequency of this motion typically runs in the re-
gion of eight hertz for purposes of a durability test. 

All Thule towbars – whether made here or imported 
– are designed to comply with the European ECE 
R55 standard, which is more stringent than the 
SANS1505 standard that towbars sold locally are 
theoretically required to meet.

The scope and measuring interface of the test 
rig was the result of a collaboration between Thule 
and Professor Michiel Heyns of the Laboratory 
for Advanced Engineering, which designed both 
the programming software and structural hard-
ware, while Thule provided the fabrication work 
and manufacturing expertise. The hydraulic ac-
tuator is capable of a maximum stroke length of 
100 mm while generating a maximum pull force 
of 3.6 tons.

Says De Graaf: “The modern era of ‘world cars’ 
have contributed towards cost-effective global man-
ufacturing but individual markets still have spe-
cific regulations and homologation requirements 
for these vehicles and their accessories. A facility 
such as this one enhances our engineering capacity 
by enabling us to swiftly and proactively meet the 
specific requirements of our South African custom-
ers. South Africa is well-established as a production 
hub for complete vehicles and it is important that 
we can supply appropriate product not only for the 
local market – and it is a market which has a strong 
leaning towards an outdoor lifestyle and therefore a 

definite need for towing systems – but also be able to 
supply for the export markets which locally-based 
OEMs service. For example, the regulatory envi-
ronment and technical requirements in terms of 
testing and production in Australia are similar to 
those in South Africa.”

The facility therefore fits perfectly with Thule’s 
philosophy of creating a broader engineering net-
work, the core of which is the primary test rig in 
Holland which opened in mid-2010 and is capable 
of testing in three-axis; in other words, up/down, 
fore/aft and side to side. This facility is considered 
the core of innovation for the Thule towbar brand 
and it is from here that nearly all new product 
is developed.

“The new PMB Development Centre is signifi-
cant because it will enable us to not only test the end-
product for local regulatory requirements, but it’ll 
help us to develop a better towbar especially where 
we a creating an all-new product for a local OEM,” 
explains Thule Towing Systems SA’s Managing 
Director, Mark Gutridge. “The interactive element, 
and the fact that our European colleagues can see 
what we are doing on an engineering level will re-
sult in a flow of information which will speed up 
the R&D process and ultimately improve what we 
subsequently manufacturer at our sister production 
facility.” ■

Thule Towing’s Testing Times
Thule Towing Systems South Africa new towbar test and development centre in Pietermaritzburg, was built with 
an eye not only to the local towbar market, but will also play a big role in Thule’s global plans.
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Snippets
AutoMobi Tailors New Smartphone 
Product for Motor Dealers

AutoMobi, a new smartphone application that will 
enable motor dealers to keep a potential client-base 
of 7, 5 million customers up to speed on their stock-
listings and service offerings, has been launched on 
a nationwide basis.

AutoMobi is a downloadable product that is 
specifically aimed at dealers wishing to keep track of 
their existing customers and broaden their custom-
er-base. The product has been developed by three 
Cape-based companies, Bottomline Interactive 
(Pty) Ltd, SIM Direct (Pty) Ltd and Customer Care 
Solutions (Pty) Ltd in a joint venture.

The smartphone-compatible application is tar-
geting a market estimated to number as many as 7, 
5-million users of these modern must-have com-
munication tools.

“Many motor dealers have not realised the po-
tential of the mobile market with more than 7,5 mil-
lion South African smartphone users. In three years 
the number is expected to be more than 30 million. 
With a dealership application for smartphones from 
AutoMobi a dealership can be at their customer’s fin-
gertips on their smartphone whenever and wherever 
they are”, says Stephan Feurig, Product Manager at 
AutoMobi.

Feurig stresses that AutoMobi will be tailored 
and branded to the individual dealership –and thus 
provide the rapidly growing number of smartphone 
users with dealership information, an up-to date view 
on specials and on vehicles in stock, easy access to sub-
mit queries, test drive requests and service bookings.

The AutoMobi smartphone applications are 
compatible with many different phone operating 
systems, including iPhones and BlackBerry.

Through an easy-to-use website, dealerships 
can modify their content on the applications in-
stantly to ensure loaded stock is up-to-date and the 
latest specials are available to prospective custom-
ers. All customer requests like leads and enquiries 
are forwarded instantly to the dealerships via e-
mail and are archived online.

‘Push Notifications’ indicate news from the 
dealership directly on supported smartphones 
– a cost effective and innovative way for dealer-
ships to engage with both existing and prospective 
customers.

“Our setup process is quick and painless. Once 
a motor dealer has decided on the functions, we 
will brand the application and manage the initial 

setup on behalf of the dealer. We will then roll 
out the applications to the various AppStores and 
Marketplaces where users can download them free 
of charge. We are excited to offer this innovative so-
lution to South African motor dealers at a fraction 
of the cost of traditional advertisement and custom-
er engagement.“, Feurig concludes.

Interested motor dealers can contact AutoMobi 
on 021 486 4350 or e-mail sales@automobi.co.za ■

Bridgestone Calls on 
Matrics To Keep Cool

It’s Matric exam time soon and Bridgestone South 
Africa has issued a plea to all Matric learners to ex-
ercise restraint during this emotional period.

The tyre company’s Public Relations Manager, 
Mandy Lovell, has warned that a combination of 
exuberance, lack of driving experience and alcohol 
in some cases, has in the past cost the lives of nu-
merous school-leavers, while leaving others marred 
for life and unable to fulfil their potential.

“Bridgestone, along with other motor industry 
players, feels a deep frustration at this unnecessary 
carnage. The tyres we make – and the cars they are 
fitted to – are safer than they have ever been at any 
time in history. But they are still only as safe as the 
person at the wheel, she said.

Lovell points out that parents and teachers 
were best-placed to show leadership in prevent-
ing Matric-related road tragedies, and called upon 
these people to stress the following issues:

 ■ Children should be educated not to get into 
a car with a driver who is drunk, and not 
drive if they have been drinking.

 ■ Parents should insist on designated drivers 

Mobile Marketing. Simpli�ed.

»   Browse vehicle stock and query directly

»   Follow a dealership’s latest news

»   View the latest special o�ers and respond directly

»   Request test drives

»   Request a service booking

»   View contact and dealership information

AutoMobi is a smartphone application for motor 
dealerships enabling their customers to:

For more information contact Nic Carr
Tel:  +27 21 486 4350 
e-mail:  sales@automobi.co.za
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or shuttle services being planned for Matric 
parties or other functions where alcohol 
may be consumed

 ■ Parents should ensure that children of 
driving age are properly licensed and fit to 
drive.

Expanding on the issue of licensing, Lovell 
reminds parents and teachers that allowing unli-
censed or improperly-licensed drivers to take the 
wheel will almost certainly invalidate the insurance 
on a vehicle and could expose parents to grave fi-
nancial risk.

“As the school year draws to an end, we call on 
all parents and teachers to emphasise road safety 
and responsible driving,” she concludes. ■

Hopefully your springs 
haven’t sprung

In the spirit of fresh spring shake-outs, the best way 
to prevent on-road hassles like a flat tyre or even a 
traumatic accident is to take your vehicle for a quick 
safety check from an expert eye – so says tyre fit-
ment network Hi-Q which is offering free safety-
checks, countrywide.

Hi-Q General Manager Andrew Bowren said 
motorists put their trust in Hi-Q stores and the net-
work’s complimentary safety check was one way of 
enhancing their vehicle safety.

“Tyres may look fine, but they will be markedly 
safer, perform better and be more fuel efficient if 
they are optimally balanced and correctly inflated. 
In fact, running a tyre just 20 per cent under-inflat-
ed could increase fuel consumption by as much as 
10 per cent! That’s a lot to pay for just a little fresh 
air!”

Bowren explained that an under-inflated tyre 
deflects more energy, increasing rolling resistance 
and making the vehicle less fuel efficient.

“It also reduces the tread life of the tyre, which 
means you may have to replace it sooner than nec-
essary. Most importantly though, it is plain dan-
gerous. If tyres are incorrectly inflated, the vehicle 

won’t accelerate, brake or steer properly. Safety 
devices like antilock braking systems may not 
function properly – and driving an under-inflated 
or overloaded tyre at high speeds, especially on a 
hot summer day, increases the risk of a dangerous 
blow-out.

“I highly recommend that motorists take ad-
vantage of Hi-Q’s free offer and pop in to have their 
vehicles properly checked by one of Hi-Q’s trained 
technicians.

“They will perform what we call the 10-point 
safety check on your vehicle. This entails check-
ing all four tyres plus the spare for tread depth and 
pressure, the front and rear shock absorbers, the 
brake pads, discs and fluid, as well as the battery, 
exhaust and wiper blades.

“Should any of the vehicle checks highlight a 
worn or faulty part, the technician will recommend 
the correct course of action. Hi-Q stores are one-
stop fitment and undercarriage parts stockists, so 
customers can get the problem sorted out and be 
back on the road again safely and quickly.

“This comprehensive check is an absolutely free 
service we offer motorists. Road safety is a key driv-
er behind the Hi-Q brand. It provides our custom-
ers with the peace of mind that comes from know-
ing they have taken responsibility for their own and 
their families’ road safety.”

Good vehicle maintenance also reduces the 
impact of fuel emissions into the atmosphere, so by 
ensuring the health of your car, you will also be con-
tributing to the freshness of everyone’s air. ■

Goodyear Eagle F1 Asymmetric 2 
Original Equipment For New CLS

Goodyear has announced that the latest Eagle F1 
Asymmetric 2 has been chosen by Mercedes-Benz 
for fitment on the exclusive new high performance 
CLS four-door coupe.

Goodyear worked with many premium car 
manufacturers during the development of the latest 
flagship tyre, and the Mercedes-Benz CLS approval 
is the first announcement from the thirty current 
OE projects for the Eagle F1 Asymmetric 2.

The tyre will be supplied in the 255/40R18 
size for the recently launched Mercedes-Benz, just 
weeks after the international launch of the tyre, 
where the CLS was chosen to demonstrate the tyre’s 
performance on the demanding Monteblanco race 
circuit in Spain.

“This approval continues a long heritage of 
premium high performance Original Equipment 
fitments for the Goodyear Eagle F1 range of tyres” 
stated Xavier Fraipont, Director, Consumer Tyre 
Technology. “The previous F1 Asymmetric was 
chosen for cars as diverse as the Ferrari California, 
Porsche Cayman, Boxster and Panamera, 
Mercedes-Benz E-Class and Audi A7 and A8. To 
be chosen for the latest dynamic Mercedes-Benz 
model, so soon after introducing the tyre earlier 

this year, is evidence of the impressive perform-
ance and quality credentials of the latest Eagle F1 
Asymmetric 2.”

In addition to winning OEM approvals, the 
Eagle F1 Asymmetric 2 has also been winning test 
accolades straight after the launch. The well-re-
spected German magazine, Auto Zeitung, tested a 
range of ultra-high performance tyres and declared 
the latest Goodyear as ‘Very Recommendable’. 
The magazine testers commented that the new 
Goodyear Eagle F1 Asymmetric 2 was ‘strong in 
braking and safe at anytime’. This reflects the find-
ings from the testing by TÜV that highlighted the 
tyre’s impressive braking performance.

TÜV endorsed: shorter braking on wet and 
dry roads

The Eagle F1 Asymmetric 2 was extensively test-
ed by independent testing organization TÜV SÜD 
Automotive at test tracks in France and Germany in 
December 2010. The tyre performed exceptionally, 
delivering a three meter shorter braking distance 
on wet roads compared to the average performance 
of three leading competitors it was tested against. 
When the Eagle F1 Asymmetric 2 had come to a full 
stop, the competitors tested were still travelling at 
an average speed of 22km/h.1

The tyre also performed well in dry braking 
and handling tests, stopping 2 meters shorter 
than the average performance of the three leading 
competitors. On dry roads, the competitors tested 
were still travelling at an average speed of 24km/h 
while the Goodyear Eagle F1 had already come to 
a stop.

The TÜV SÜD Automotive test also confirmed 
that the Eagle F1 Asymmetric 2 delivers top-class 
rolling resistance in its category, something that 
is very important to all car manufacturers as they 
continue to reduce the CO2 emissions of their 
ranges.

1) Compared to the average performance of 
three leading competitors. Braking distance on wet 
road from 80km/h to 20km/h, braking distance 
on dry road from 100km/h to 0km/h, measured by 
TÜV SÜD Automotive in December 2010; Tyre Size: 
255/40R19; Test Car: Audi A7; Location: Mireval 
(FR) & Garching (GE); Report nr: 76244706-1. ■
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Solutions that enable your customers to tow Safely, Easily and In Style.  
Thule Towing Systems (SA) ● Tel 0860 1 THULE / 033 397 8132 ● sales@thuletowbars.co.za ● www.thuletowbars.co.za

It’s a good ploy, because when one looks at the oppo-
sition – Corolla, Cruze, Mazda 3, Focus, Civic and 
Hyundai’s new Elantra, it is true that the Jetta has 
perhaps a degree of all-round integration that these 
models find difficult to match.

In terms of driver communication, a car like 
the Civic actually comes out ahead, but it doesn’t 
have the ride-fluidity that the new Jetta offers. The 
Focus offers a superb handling package, but is per-
haps just a little on the remote side in three-box for-
mat. The new Hyundai Elantra comes close, but just 
loses out on the feeling of solidity that Jetta imparts. 
But only just.

Actually that “three box” term is perhaps 
a bit redundant nowadays, as most of these cars 
have rear roof pillar lines that sweep into the boot 
for a semi-coupe-like look, and the Jetta is no 
exception.

At the launch last week in Knysna, VW were 
proud to add that, despite swooky-rear looks, the 
boot offers a capacity of 510 litres, which is truly 
cavernous and right up there with the best in class. 
And if you are going to opt for a sedan, you may as 
well opt for one with a serious boot!

In the past there has been the perception that 
Jetta is but a Golf with a boot, and VWSA’s prod-
uct Marketing Manager Hein Schafer was at pains 
to point out that there are no common body pan-
els used with the Golf, although the platform (floor 
pressing and suspension/engine locations) are pret-
ty much Golf.

So too is the engine range offered here for the 
new Jetta. There are three petrol derivatives, these 
being a 77kW 1,2TSi and 90 and 118 kW TSi units 
and two diesels, in 1,6 TDi (77 kW) and 2,0 TDi 
(103 kW) sizing. Gearboxes on offer are a five-speed 
manual with the 1,6 TDi and six-speed manuals for 
the rest of the range. Rather surprisingly a seven-
speed DSG gearbox is available only in the 77 kW 
1,6 TDI. VW states that it was able to fit a lower first 
gear ratio to this box to enable sharper getaways, 
a problem that can affect turbo-diesels with semi-
auto ‘boxes, especially up the Reef. But we will see 
when we get one to test.

Our impressions were of excellent ride quality 
on all sorts of road surfaces, although just on one 
stretch of the N2 we noticed some reaction to rip-
ples created by the hoards of heavy duty trucks that 
travel that route. However, to assess if that is a gen-
eral problem we’d have had to do a back-to-back test 

with other cars along the same stretch, but time and 
circumstance precluded this.

There is a wonderful solidity about the inter-
relation between steering feedback and seat-of-
the pants balance-sensing, which always makes 
you feel that you are in touch with this car and 
in command. Gear-change is slick and precise in 
both five and six-speed manual forms. We didn’t 
get a chance to drive the DSG version, but quite 
frankly I’m not too unhappy about that, as a good 
manual shifter is just so much more satisfying 
to use.

Finishes are good and build quality excellent, 
although I do feel that some of the textures on the 
dash were not quite as sophisticated as those used 
on Golf 6. Perhaps this has something to do with the 
fact that the Jettas are built in Mexico.

New Jetta opts for sensory appeal
Volkswagen is marketing its new 
Jetta along the lines that it adds a 
dimension of driving pleasure you 
won’t normally find in this level of 
three-box family sedan.

continued on next page 
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Pricing is competitive and is as follows: 1,2 
Trendline, R222  000; 1,4 TSI Trendline (90kW) 
R234  500; 1,4 TSI T(90 kW) Comfortline, 
R244 500; 1,6TDi Comfortline, R259 500; 1,6 TDi 
Comfortline DSG, R274  500; 1,4 TSi (118 kW) 
Highline R274 500; 2,0 TDi Highline, R297 200.

Those prices include a five-year/90 000 
km AutoMotion Maintenance Plan and three-
year/120 000 km warranty.

VW’s General Manager of Communications 
Matt Gennrich says that the company plans to sell 
400 units a month, which is some way ahead of what 
the previous Jetta was selling. With pricing being so 
competitive, we see no reason why Jetta won’t get a 

new lease of life in a market segment that has already 
been revitalised by Chevrolet’s Cruze and Hyundai’s 
Elantra. But let’s not forget about Corolla, which, de-
spite being the most old-fashioned offering in this 
market, still has a wonderful sense of all-round user-
friendliness and, thanks to that Toyota reputation 
for overall service, still manages to lead this sedan 
segment with sales of well over 1 000 a month! ■

 continued from previous page

Hino goes large at JIMS’ 
Truck & Bus Expo

Hino, which next year celebrates the 40th anniver-
sary of its arrival in South Africa, is out to make 
a major statement at this year’s Johannesburg 
Truck & Bus Show, which will run concurrently 
with the Johannesburg International Motor Show 
to be staged at Expo Centre, Nasrec, on October 
6–16.

According to Hino SA Vice President, Dr 
Casper Kruger, one segment of the market where 
the company is determined to increase its share is 
in the vibrant, extra-heavy truck market where the 
700 Series is becoming more and more competitive, 
with range extensions and added features being of-
fered as an option. 

The recently introduced Automated Manual 
Transmission (AMT) is proving a winner on both 
these counts.

The fact that Hino will have three of these 
premium models on display at the show dem-
onstrates how serious it is about promoting this 
range. The models on show, all with AMT, will 
be a 2848 6x4 double sleeper cab, a 2841 6x4 with 
a single sleeper cab as well as a 2038 4x2 double 
sleeper cab. 

Dr Kruger says the initial response to the AMT 
models has been very heartening and is becoming 
an increasingly popular option as South Africa’s 
roads become more and more congested, making 
two-pedal control the way to go in making the driv-
er’s job easier and cutting maintenance costs such as 
clutch replacement. ■
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auTolive sTaff WriTers

Nobody can deny that the Hilux is – and for years 
has been – undisputed King of the Bakkies. Toyota 
has shifted nearly 860 000 units here since 1969 and 
it has been the overall best-selling new vehicle of 
any type in South Africa for the last five years. And 
there are good reasons for that.

While the Hilux may not enjoy the most com-
fortable ride in its class, it has a rock-solid construc-
tion that emanates engineering integrity, and that 
has always been important to bakkie buyers in our 
country who value solidity above all else.

The changes are limited mainly to cosmetics 
such as a new chromed grille, headlights, front 
bumper and fog lights. Whether the changes 
are to your taste is probably not that important. 
They make the Hilux look more modern, and the 
most important changes are under the skin in 
any event.

The top, passenger-orientated 3.0 D-4D and 
4.0 V6 models have received vehicle stability con-
trol (VSC) to compliment the Brake Assist and 
Electronic Brake Force Distribution (EBD) systems. 
This was a much-needed addition, as these powerful 
vehicles are essentially rear-wheel-drive machines 
except when four-wheel-drive is manually selected.

In this respect Hilux is now following on the 
lead that was taken by VW when it introduced the 
Amarok a year ago, and one which several other 
manufacturers have now incorporated into one-
ton-based SUVS.

Raider and SRX derivatives get new side mir-
rors with integrated side turn indicators, and the 
whole range is available with new wheel designs, be 

they steel wheel caps or proper alloys (in the case of 
higher specification models).

At the rear, a new tail lights design sees the 
indicators and reverse lights feature clear light cov-
erings, while all SRX and Raider models feature a 
clear centrally mounted stop light on the tailgate.

Several specification advances have also been 
made on all models, with Base and Base S models 
now featuring body coloured front bumpers and 
painted grilles. SRX versions have a USB jack as 
standard, while single cab models have powered 
outside mirrors.

There are now no less than 21 derivatives, com-
prising nine single cab models, three Xtra Cab mod-
els and nine double cab models. As before, there is 
a choice of five different engines (petrol and diesel), 
two drive trains (4x2 or 4x4) and two gearboxes (a 
five speed manual or four speed automatic). Engine 
outputs, emissions and fuel economy ratings re-
main unchanged.

More significantly the Xtra Cab range now of-
fers the option of a 4x2 2.5 D-4D SRX version to 
add to the choice of 3.0 D-4D versions in 4x2 and 
4x4 configuration.

Inside, the instrument cluster now features new 
analogue instrumentation and gloss black detailing 

on Base models and new Optitron instrumentation 
with graduated amber lighting, chrome highlights 
and finer detailing on high spec versions.

The centre console is wider than previously 
and comes complete with new air vents and rather 
“blingy” silver detailing on higher spec mod-
els. There is a new display audio system that in-
tegrates the RDS radio function, CD player and 
iPod and USB connecting ports. The system can 
display iPod cover art, track listings and song 
titles, phone numbers via the Bluetooth mobile 
phone connection as well as radio stations on the 
colour screen.

Further silver detailing can be found on the 
new steering wheel fitted to Raider models, which 
provides newly-fitted remote controls for the audio 
and Bluetooth systems.

Luxury cloth trim is equipped in higher spec 
vehicles, while two new colours – Silky Gold and 
Dark Steel Mica – make their debuts. A further col-
our, Dark Steel Mica, will be available from the first 
quarter of 2012.

Xtra Cab Raider models further boasts an in-
creased wheel size to 17 inches, the inclusion of 
Toyota’s new Display Audio system with USB and 
iPod connection, a lockable tailgate and a short pole 
antenna.

Toyota says the revised market leader features 
upgraded tow ratings on several models, ranging 
between 1  510 kg on the 2.5 D-4D 4x4 SRX and 
2 000 kg on the 3.0 D-4D Raised Body Raider.

Pricing for the new range has been increased by 
an average of between 1% and 2% over the model it 
replaces and starts at R174 000 and ends at R445  000. 
All models are sold with a 3 year / 100 000 km war-
ranty and 5 year / 90 000 km service plan. ■

Hilux facelift sees some vital spec changes
The face lifted Toyota Hilux range, driven last month by the motoring media in the Free State at its launch is not 
that different from its predecessor at first acquaintance. But there are some vital mechanical/safety changes to 
the top models that bring it up to spec as far as its competition is concerned.

“In this respect Hilux is now  

following on the lead that was 

taken by VW when it introduced 

the Amarok a year ago, and one 

which several other manufacturers 

have now incorporated into 

one-ton-based SUVS.”

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 16

Cutting-Edge Korean

By sTuarT JohnsTon

There are two, or maybe we should make that three 
aspects that make the Elantra so good in this mar-
ket: The handling and driver interface has been 
sharpened up to a degree where no apologies need 
to be made for it. This is a sweet-handling car in 
anyone’s book, with a decisiveness that will prove 
more rewarding the longer you spend time with it.

The second aspect to the car that will win many 
new fans is the engine. Gone is that slight harsh-
ness, that raspiness, that characterised the 1,6-litre 
and 1,8-litre Hyundai motors that preceded this 
one. Instead you have an engine that sings sweetly 
to 6 500 and beyond with a commendably soft rev 
limiter that eases off the power rather than chops 
it. And it has.

These two aspects of the car have indeed moved 
the Elantra into a higher league.

The third is the car’s appearance. Until now 
Hyundai has concentrated on getting its build qual-
ity right – hence near-perfect panel shut and cut 
lines – and its interiors up to scratch.

With this car, as it has done with the iX35 and 
certain other models in the range, the shape is going 
to win over people not because it is inoffensive, but 
because it is attractive almost to the point of being 
flamboyant.

The shape is sculpted rather than pressed, 
sharp edges interplaying with the overall flowing 
swoop of the design, and while it is almost fussy, 
it is definitely attractive. In fact, some of its direct 
competitors look downright boring and ungainly 
by comparison.

As far as the interior is concerned, being up 
to scratch is precisely the right term, because the 
finishes to the plastics used in the interior are ex-
tremely scratch-resistant, and soft-touch finishes 
are present, particularly on the dashboard top. The 
way the panels fit and flow into one another is an 
example of excellent design, what’s more it is not 
imitating European, Japanese or American trends, 
but has a DNA that now can claim to be all its own.

Hyundai has for some time ensured that its 
models come fully-equipped with all the must-have 
equipment demanded by today’s customer – so you 

naturally get USB connection,, rain-sensing wipers, 
remote steering wheel controls, and six airbags (4 
in the case of the 1,6 GLS) a steering wheel adjust-
able for height and reach, and dual climate control. 
What’s impressive is that these features are to be 
found even on the base 1,6, as well as the 1,8-litre 
manual and automatic models.

We didn’t try the 1,6-litre version on the 
launch, which is a pity as it also has an upgraded 
96 kW version of the Gamma MPI four-cylinder 
engine, with dual varial valve timing actuation for 
both camshafts.

However, the all-new 1,8-litre engine fitted to 
the 1,8, and designated the Nu MPI is interesting as 
it features an all-new alloy cylinder block construc-
tion, which is some 33 kg lighter than the block it 
supercedes in the previous Beta two-litre engine. 
The power output is 110 kW, very impressive for a 
1,8-litre, thanks to the use of Dual CVVT (variable 
valve time) on both inlet and exhaust camshafts, 
which has resulted in more power and a decrease in 
fuel consumption and emissions. The valve actua-
tion is via roller swing arms, rather than the cams 

acting directly on the valves and another refine-
ment is that the crankshaft is off-set by a few degrees 
to reduce thrust on one side of the cylinder walls, 
reducing friction and increasing engine longevity 
(as well as improving its ability to rev sweetly).

The suspension system is interesting in that it 
makes use of a conventional MacPherson struts sys-
tem up front, but with six-point reinforcement of the 
front cross member for increased torsional rigidity. 
The rear suspension is via the simple torsion beam 
system with coil springs, but obviously bushings 
and damping rates have been well-developed to give 
such a good mix of ride and reactive-free handling.

Pricing is competitive. The 1,6 GLS sells for 
R186 900, the 1,8 GLS for R214 900 and the 1,8 
GLS A/T for R224 900. You get a lot of car for your 
buck. ■

Here is a car that is so well-rounded, yet still exciting in its own mid-sized sedan manner, that it is going to 
generate pride of ownership in a way that no Korean cars have yet managed to do. Chatting to Hyundai 
motormen in the months leading up to Elantra launch, the word was that the Elantra, pretty much a forgotten 
model in the Hyundai range, would add a new level of dynamic prowess that has so far been lacking in the rest of 
the range – fine value-for-money products though most Hyundais are.

“Hyundai has for some time ensured 
that its models come fully-equipped 

with all the must-have equipment 
demanded by today’s customer...”
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By sTuarT JohnsTon

There’s a feel-good factor about walking out into the 
parking lot and hopping into Chevrolet’s Orlando 
that has nothing to do with quality or vehicle dy-
namics, and everything to do with male ego.

Yes indeed, the fact that this MPV doesn’t have 
an ineffectual pointy nose, massive van-like glass 
area, or tiny wheels lost in unimaginative round-
ed-off wheel arches counts for a lot. It looks like a 
rugged, tough player, with its heft snout topped off 
by a bold Chevy Bowtie, and most importantly, its 
squared off, bolstered wheel arches are filled with 
good-sized alloy wheels of a suitably fat-spoked 
design.

Inside, the interior pretty much matches up to 
the exterior promise. First and foremost, this is a 
seven-seater, and a feature that is really good is the 
fuss-free way that the third row of seats (for two 
people, three kiddies at a push) unfold at the tug of 
a strap from the loading area. What’s more, adults 
can use these pews without too much grunting and 
groaning, although access behind the second row of 
seats is a little tight.

The Orlando comes in two versions, the LT and 
the LS, and while I drove the LS on the launch, I had 
the LT (the more expensive “luxury” model) on test 
recently. Quite frankly, the LT doesn’t give enough 
bang for the extra buck when it comes to equip-
ment for some R41 000 over the list price of the LS 
. I could happily live with cloth seats, plain-old air-
conditioning and 17-inch instead of 18-inch wheels, 

while paying R254 400 for the LS as opposed to the 
R295 000 for the LT.

Mechanically both cars are identical, and apart 
from the leather, and individually tweakable cli-
mate control knobs, all you are getting are dabs of 
chrome on the door handles and window frames, 
rain sensing for the wipers and an anti-dazzle rear-
view mirror.

In fact, I would prefer the 17-inch wheel option, 
as the ride is better. The handling has been profiled 
on the Orlando to a very sporty degree for a vehicle 
of this type, and with the low-profile rubber fitted 
on the 18-inch LT rims, there is too much “bump 
through” when traversing rough roads. I liked the 
overall feel of the vehicle very much in terms of the 
confidence it inspires, but things do get a bit jiggly 
on some of our roads which have been left to de-
generate, as seems to be happening in all parts of 
the country.

There is no evidence of the current vogue for 
“soft-touch” dashboard covering and door cap-
pings, but the Orlando is not too much poorer for 
this in terms of overall quality feel. Our test car had 
a nice mix of materials well-pieced together to make 
up a pretty smart interior, and panel fit was good. A 
funky touch is the pop-up sound-system pod that 
swings open to reveal a “secret” stash space for stuff 
needed to be kept out of common eye-sight. Overall 
the plastics seem just about robust enough to im-
part a durable feel to the interior, and this goes for 
the cubby-hole lid as well as the door pockets.

So what does the “motivational package” have 
to offer a driver who has testosterone coursing 

through his system? Well, the short answer is: 
down, boy! One has to take into account that both 
Orlando models sold here are 1,8-litre offerings, 
with a maximum output of 104 kW, and maximum 
torque of 176 Nm produced at a fairly elevated 
3 800 r/min. Fine for a small sedan or hatchback 
in terms of start-line getaways, but only of the 
adequate variety when tasked with hauling some 
1 500 kg around – and that’s before you’ve loaded 
any people in it!

Nevertheless, the engine is surprisingly “rev-
vy” and fairly smooth in the upper reaches of the 
rev-range at that. So once you learn to wind it up a 
touch, you get the big chariot mobile in the first two 
gear gears and then short-shift to fifth as soon as 
possible to save fuel. GMSA specifically requested a 
shorter final drive for this car to cope with the rare 
atmosphere (and resulting 17 per cent power loss) 
at high altitudes and this was a good move. On the 
highway, admittedly travelling with one or two peo-
ple in the car, it is very rare that you need to shift out 
of fifth even for long uphill hauls, when keeping to 
the 120 km/h speed limit.

The gear change is pleasant when you do have 
to stir the cogs, and despite the zero to 100 being 
rated at around the 12-second mark (at the coast) 
and top speed of just over 180 km/h, this engine-
transmission package, the only one on offer, makes 
good, people-moving sense.

Monitoring the fuel consumption via the on-
board metre, I achieved 8,0-litres per 100 at high-
way speeds, and just over 10,5 litres/100 in sub-
urban stop-starting, so an overall average in the 
9,5-litres/100 range should be achievable by most.

It is up against some stiff opposition in its class, 
notably from Toyota’s Verso 1,8 TX, and the most 
dynamically sporty MPV you can buy, the Mazda5. 
The Orlando, Korean-built, is yet another illustra-
tion that Korean cars are now pretty much state of 
the art, difficult to fault in any area. It has all the 
safety features such as front/side/curtain airbags, 
Isofix baby seat anchorage, ESP and traction con-
trol. The warranty is good at 120 000 km/five years, 
and the price includes a three-year /60 000 km serv-
ice plan (some competitors improve upon this by 
some margin).

This is the best-looking MPV out there right 
now and Orlando will do well in the sales field. 
GMSA sold 185 units in its inaugural month, and 
that figure could well rise. ■

Macho Mom’s Taxi
There’s a feel-good factor about walking out into the parking lot and hopping into Chevrolet’s Orlando that has 
nothing to do with quality or vehicle dynamics, and everything to do with male ego.
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The new BMW M5 will also make its public debut at 
Frankfurt and promises lots of excitement. The big-
gest change is a switch from the rather odd-ball V10 
to a twin-turbo high-revving V8, which delivers 412 
kW and 680 Nm of torque.

This is coupled to a double-clutch seven-speed 
Drivelogic transmission, and average fuel consump-
tion is claimed to be just under the 10 litres/100 km 
mark, although this is the typically optimistic EU 
figure used by most manufacturers.

BMW will also present its futuristic eco-friend-
ly i3 electric and i8 plug-in hybrid concept cars 
that that will go into production in 2013 under the 
“BMW i” sub-brand.

The 6 Series coupe will also make its public de-
but, as well as new versions of the already-launched 
(in SA too!) 6 Series convertible.

After much speculation, BMW has decided 
not to launch the new 3 Series at Frankfurt and re-
mains committed to a later date, possibly showcas-
ing the car towards the end of this year, but with 
production early in 2012. In fact the BMW stand at 

Frankfurt will show special coupe and convertible 
versions of the 3 Series, just to give its bread-and-
butter model some presence. ■

BMW 1 Series, M5,
but no 3 Series for Frankfurt
The coming week’s Frankfurt 
International Motor Show will see 
the debut of the second-generation 
1 Series. The new car remains 
unsurprisingly rear-wheel-drive, 
but boasts increased legroom 
and a range of improved four-
cylinder engines with twin scroll 
turbocharged technology.

“BMW will also present its futuristic 
eco-friendly i3 electric and i8 

plug-in hybrid concept cars...”

Jaguar ‘s new C-X16 makes it show debut at 
Frankfurt on Tuesday to the world’s media and 
is set to cause almost as much excitement as the 
E-Type did when it made its debut (at Geneva) some 
50 years ago.

The two-seater concept has inspired new ad-
vances in design, in engineering and in vehicle 
technology to create the most compact and respon-
sive Jaguar in a generation. A hybrid, the C-X16 
combines searing performance with beautifully 
traditional styling.

Ian Callum, Director of Design, Jaguar Cars: 
“Jaguars have always been dramatically differ-
ent. With the C-X16 we have moved the current 

award-winning design language on to the next gen-
eration, creating a car that is the very essence of fu-
ture Jaguar performance.”

The concept car combines a supercharged 280 
kW V6 with a hybrid boost system to provide an ex-
tra 70 kW. The system is similar to the KERS system 

used on current Formula 1 cars in that its electric 
charge is produced by regenerative braking.

Mounted in an aluminium chassis structure, 
the result is 0–100 km/h acceleration in 4.4 seconds, 
a top speed of 300 km/h. The C-X16 will also be able 
to travel at speeds of up to 80 km/h on electric pow-
er alone and has CO2 emissions of 165g/km. and 
acceleration from 50–75 mph of 2.1 seconds. The 
C-X16 is also able to travel at speeds of up to 50 mph 
under electric power alone and has CO2 emissions 
of 165 g/km. ■

C-X16 Concept
A Worthy E-Type successor

“The two-seater concept has 
inspired new advances in 

design, in engineering and in 
vehicle technology to create the 

most compact and responsive 
Jaguar in a generation.”
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TOTAL MARKET

YTD 2011 370 068

YTD 2010 323 280

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

AUGUST 2011 51 436

JULY 2011 45 686

AUGUST 2010 46 292

Increase of 11,1% between sales in August 2011 and August 2010

PASSENGER CAR MARKET

YTD 2011 256 995

YTD 2010 220 279

Increase of 16,7% between YTD 2011 and YTD 2010

AUGUST 2011 36 197

JULY 2011 32 027

AUGUST 2010 33 525

Increase of 8% between sales in August 2011 and August 2010

LIGHT COMMERCIAL VEHICLE MARKET

YTD 2011 95 379

YTD 2010 88 711

Increase of 7,5% between YTD 2011 and YTD 2010

AUGUST 2011 12 933

JULY 2011 11 411

AUGUST 2010 10 793

Increase of 19,8% between sales in August 2011 and August 2010

OVERALL TRUCK AND BUS MARKET

YTD 2011 17 694

YTD 2010 14 290

Increase of 23,8% YTD 2011 and YTD 2010

AUGUST 2011 2 306

JULY 2011 2 248

AUGUST 2010 1 974

Increase of 16,8% between sales in August 2011 and August 2010

TOTAL VEHICLE EXPORTS

Total YTD 2011 182 146

Total YTD 2011 149 638

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

AUGUST 2011 24 835

JULY 2011 24 763

AUGUST 2010 19 605

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

PASSENGER CAR EXPORTS

YTD 2011 126 142

YTD 2010 115 940

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

LIGHT COMMERCIAL VEHICLE EXPORTS

YTD 2011 55 522

YTD 2010 33 111

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

TRUCK AND BUS EXPORTS

YTD 2011 482

YTD 2010 587

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

South African vehicle sales 
figures at the end of August 2011

Ford’s Figo helped the company to its fourth-placed slot with 
1 820 units sold in August.

Suzuki’s Kazashi newcomer sold 19 units in August.
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Memo

Associated Motor Holdings and Amalgamated Automobile Distributors dis-
close aggregate sales by major segment as follows:

RSA

Small Cars (Cubic Capacity 1400cc or less)  2,722

Medium Cars (Cubic Capacity 1400cc – 2500cc) 2,499

Large Cars (Cubic Capacity 2500cc or greater) 146

4X4 Recreational/SUV 483

Light Commercial Vehicles 959

Medium Commercial Vehicles 41

Total 6,850

RSA EXPORT

TOYOTA 9,350 7 556

VOLKSWAGEN GROUP SA 9,085 8,920

GMSA 6,088 153

FMC 4,683 463

NISSAN 3,554 1,101

MERCEDES-BENZ SA 3,046 2,167

BMW GROUP 2,215 4,316

RENAULT 1,005 0

CHRYSLER SA 645 24

HONDA 617 65

JAGUAR LAND ROVER 498 0

PCSA 481 0

SUZUKI AUTO 448 0

TATA 389 0

FIAT GROUP 383 8

UD TRUCKS 323 12

VOLVO CARS 268 0

MITSUBISHI MOTORS SA 262 0

MAN 205 2

VOLVO TRUCKS 191 12

MAHINDRA 181 0

PORSCHE 160 0

SCANIA 110 23

SUBARU 103 0

CHANA 87 0

IVECO 84 4

NAVISTAR INTERNATIONAL 66 0

RENAULT TRUCKS 31 0

BABCOCK 18 0

MASERATI 7 0

POWERSTAR 3 9

SUB TOTAL 44,586 24,835

AMH & AAD 6,850

INDUSTRY TOTAL 51,436 24,835

Total Vehicles by 
Manufacturer for Aug 2011

Disco 4 remains Jaguar-Land Rover’s mainstay model, with 200 
sales in August.

Fiat moved a respectable total of 79 examples of its 500 model 
in August.

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 21

The Ford Struandale Engine Plant has been recog-
nised as one of the province’s top exporters by the 
Eastern Cape branch of the Exporters Club of South 
Africa.

Ford received an Exporters Club merit award 
at the annual Exporter of the Year banquet held 
recently in Port Elizabeth, with this year’s com-
petition having seen the largest number of entries 
to date.

The award was presented to Ford Motor 
Company of Southern Africa (FMCSA) for the sig-
nificant investment in the Engine Plant over the 
past year, which forms part of a R3,4-billion export 
investment programme for the upgrade and ex-
pansion of production facilities at the Struandale 
Engine Plant and the Silverton Assembly Plant in 
Pretoria.

“This merit award acknowledges the huge strides 
we have made at the Engine Plant over the past 12 
months,” explained Wallace Yearwood, manager of 
the Struandale Engine Plant.

“The export investment programme, and the 
launch of full-scale production of the Duratorq 
TDCi component machining and engine assembly 
earlier this year, have truly placed our Struandale 
plant on the map globally, while making a signifi-
cant contribution to the local economy.”

Utilizing Ford’s global manufacturing proc-
esses and quality standards, the Struandale Engine 
Plant has expanded its assembly and machining 
capabilities and now has an annual production 
capacity of 220 000 engine component sets for the 
Duratorq TDCi engine, comprising the cylinder 
head, block and crankshaft.

Approximately 145 000 component sets will be 
exported annually to Ford engine assembly plants 

in Thailand, Argentina and Turkey, while the bal-
ance will be used to produce 75 000 fully assembled 
four and five-cylinder engines.

These engines will power the next-generation 
global Ford Ranger pick-up truck that will be built 
in the Silverton Assembly Plant, which has an ex-
panded annual production capacity of 110 000 ve-
hicles. The new Ranger will be exported from South 
Africa to 148 markets around the world.

Notably, the Struandale Engine Plant is the 
only plant in the world that shares both component 
machining and engine assembly volumes for the 
new Ranger programme. As a result, locally pro-
duced Duratorq TDCi components will be found in 
every new Ranger sold across the world. ■

Ford engine planT recives EXPORT AWARD

The Ford Struandale Engine Plant is one of the Eastern Cape’s top exporters, as ac-
knowledged with the merit award received from the Exporters Club of South Africa. 
Pictured (from left to right) are: Quintin Levey (Chairman, Exporters Club of SA, East-
ern Cape), Wallace Yearwood (Plant Manager, Ford Struandale Engine Plant), Belinda 
Vabaza (Regional Head, Eastern Cape Development Corporation) and Deon Joubert 
(Vice-chairman, Exporters Club of SA, Eastern Cape).

“These engines will power 
the next-generation ...”

SCANIA A-BUZZ AHEAD OF 
JIMS BUS & TRUCK SHOW

The highlight of Scania’s extensive display at the 
Johannesburg Bus& Truck Show will be the Pearl 
Red, hotrod-style 39’er, a bonneted Scania without 
a roof

This “rodded truck” will form a key part of the 
extensive Scania display at the show, which runs 
concurrently with the Johannesburg International 
Motor Show at the Expo Centre, Nasrec on October 
6–16.

Under the bonnet of the wild-child truck is a V8 
engine modified to produce more than 1 000 horse-
power, which will be started up periodically on the 
stand to get the adrenaline pumping! This beauty is 
the work of Scania’s own custom truck builder in 
Sweden, Sven-Erik “Svempa” Bergendahl, who will 
be in attendance at the show for the first week.

However, the big news for the mining industry 
will be the launch of a new range of Scania Griffin 
trucks designed and built specifically for on-road 
operation at mines. There is an 8x4 model which 
can haul a 50-ton load in its sturdy, rear-tipping 
body made of Rocktuff material, or a 6x4 with a 

40-ton load capacity. The company is also develop-
ing a 10x4 which will be able to haul a load of 58 
tons.

The launch of this ultra-rugged truck range is 
linked to the establishment of a separate mining 
division, headed up by Chris Swanepoel. In the fu-
ture it could be self-reliant with its own after-sales 
back-up.

One of the innovations that will be offered 
to mining customers is a containerised mobile 
workshop that can be erected on site and is fully 
equipped, including having its own sleeping and 
living quarters.

Scania has been involved in providing vehicles 
for mining applications for many years and sells 
between 4  500 and 500 of these units annually, 
being particularly well-represented in India and 
Indonesia. ■
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Mouthpiece

Being able to measure is a requisite for success in 
just about any kind of enterprise and you wouldn’t 
run a car dealership without having a clear idea of 
how much metal needs to be moved before the bills 
are paid.

Like most teenage petrolheads I was fascinated 
with the performance numbers magazines pub-
lished: 0–100 km/h, 80–0 km/h, quarter mile times 
and so on. I wasn’t the first and I’m not the last. But 
after finding my way onto the staff of Drive! maga-
zine on the 10th of August 1988 (to be exact!) I had 
the opportunity to join the ranks of the very people 
who created these numbers: Road Testers.

Back then it was all done with stopwatches and 
a fifth wheel to accurately measure distances was an 
expensive luxury even for mainstream magazines. 
But I made it my mission to upgrade Drive’s test 
procedure, and we eventually obtained a fifth wheel 
previously used by BMW’s product development 
department. But it required every car to be fitted 
with a towbar, so that was a non-starter...

For a time after that we used Gerotek’s wheel, 
which was a lightweight system using a bicycle 
wheel and had a miniature shock absorber and coil 
spring, and attached to the car with suction cups. 
Fitting it was time-consuming and fiddly, and ana-
lysing the data was painstaking…but hey, for the 
first time we could give our readers accurate and 
repeatable information. It wasn’t without drama 
though and I remember getting to the end of an 

early-morning top speed run to discover all that 
was still attached to the tailgate was the hub and a 
handful of spokes…

It was about this time that Drive’s owners took 
the plunge and purchased a Datron contactless sys-
tem, then pretty much state-of-the-art. It served 
Drive well for a number of years and in fact I pur-
chased it when I left the magazine in 2000, in the 
process giving myself a unique selling proposition 
in the freelance market. It survived regular use, in-
cluding a 200 km/h accident in which I rolled a C32 
AMG over the edge of Gerotek’s skidpan, but that’s 
another story.

The next step was a move to GPS-based systems 
and my company, Roadworks, was probably one of 
the first to acquire a VBox datalogger, which seven 
or eight years ago ushered in a new era of in terms of 
compactness and user-friendliness. With it, I have 
been able to supply magazines, importers and other 
clients with test data and information which they 
can use in a number of ways. For example, tuning 
gurus RGM use it to compare before and after per-
formance results on their conversions.

Keeping my little business abreast of market 
needs is the recent acquisition of a Video VBox and 
as the name suggests the data is synchronised with 
visuals. This is not only great for the YouTube gen-
eration but the main application is in driver train-
ing and racetrack analysis and with its two cam-
eras (more, depending on budget) driver behaviour 

as well as what is happening out on the track can 
be observed simultaneously while also recording 
speed, lateral and longitudinal G force and a bunch 
of other info. In a recent assignment for Ignition 
Television we compared a pair of professional driv-
ers in two cars (one front-wheel-drive and one four-
wheel-drive) at a racetrack, providing fascinating 
information on both man and machine.

Best of all though, measuring car performance 
accurately can be very satisfying because it removes 
the BS factor, and helps to provide modern petrol-
heads with the ammunition to win non-contact 
braai-side ‘shootouts.’ ■

Adrian Burford

Adrian Burford is a motoring journalist who, for the past 10 years has 
specialised in testing cars to an exacting degree of accuracy. A former 
editor of Drive!, he currently free-lances for a number of influential motoring 
publications, most notably TopCar and the AA’s Traveller magazine.
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TrisTan Wiggill

The DS4 combines coupé styling with so-called 
2+2 door practicality: the rear doors having han-
dles hidden in the frames (much like Alfa’s) and are 
seamlessly integrated into the flowing lines of the 
body, giving the appearance of a high stance, but 
sleek, two-door coupe.

Through its partnership with BMW, Citroën 
has made engine choice rather simple. There is a 
1.6-litre petrol engine, offered in two power outputs. 
The normally-aspirated VTi 120 makes 88kW, while 
the turbocharged THP 200 puts out 147kW. The lat-
ter is likely to be the engine of choice considering 
the car’s DNA and striking looks. Unfortunately it’s 
difficult to gauge what the former’s performance, 
particularly up in Jo’burg will be, as we did not get 
to drive it at the launch.

There is also an HDi 2-litre turbo diesel that 
produces 120kW and 340Nm of torque, although 
we’re not sure what buyer the company is targeting 
with this derivative – perhaps someone who wants 
street-cred and style without the heavy fuel bill. 

If you’re one of these people, you are likely to ap-
preciate the latest HDi power unit for its low-range 
punch, overtaking prowess and frugality.

The two VTi 120 models – Style and Style Pack 
– use five speed manual gearboxes to transmit pow-
er to the front wheels, while the THP 200 and HDi 
160 models are fitted with a slick six-speed manual 
transmission. For those concerned about torque 
steer on the front-wheel drive turbo, don’t worry, 
there isn’t any.

Inside the seemingly sound fitting interior is 
space for five, with three-full-sized seats in the rear. 
Citroën claim 370 litres of boot space and there are 
a host of clever storage solutions. There is notably 
good headroom, both upfront and at the rear.

Carefully applied chrome touches and top 
quality materials abound, while a large, pano-
ramic windscreen provides occupants with in-
creased syward visibility. Not wanting to be con-
ventional, the car is equipped with fancy sliding 
sun visors that allow more light into the cabin if 
so desired.

With an enveloping driving position and 
chrome-surround dials focused directly towards 

the driver’s eye-line, there are far worse places to 
find oneself than inside a DS4. The car’s dashboard 
features top quality materials, giving a superior 
tactile feel, while yet more chrome detailing can 
be found on the air vent surrounds, gearlever and 
centre console. Aluminium pedals are fitted, while 
the embossed leather door handles and ambient in-
terior lighting indicate the level of Citroën’s atten-
tion to detail.

It’s practical, too – there are numerous storage 
compartments, including a large, well-lit glove box, 
large door pockets and a drawer under the front 
passenger seat. Standard specification is generous, 
with even the cheapest model getting six airbags, 
among other niceties.

The electro-hydraulic steering system has had 
its response sharpened, while the suspension has 
been stiffened to contribute to the dynamic experi-
ence, although it’s not a particularly firm ride.

Overall, the DS4 is an interesting new arrival 
that will appeal to less conservative shoppers that 
think out the box.

All the DS4 models benefit from a 
5-year/100 000km service plan and 3-year/100 000 
km manufacturer’s warranty, which can be extend-
ed to 5-years/100 000km at extra cost. Pricing starts 
at R254 900 and tops out at R319 900.

For those who like a bit of nostalgia, the DS 
nomenclature was used for the first time in 1955 
when Citroën unveiled the aerodynamically-styled 
DS19, which, at the time, was reportedly referred to 
as a UFO by some because of its radical looks. It was 
the result of a co-operation between an acclaimed 
sculptor/industrial designer and an aeronautical 
engineer. Not only was the tear-drop shape very 
unusual, but it also covered a host of technological 
innovations that were very advanced for the time. 
The DS19 was followed by the DS21 and this model 
remained in production until 1975, when the DS 
nomenclature was discontinued until last year’s 
revival. ■

Citroën’s purposely unconventional DS4, which embodies much of the company’s innovative roots has arrived 
in South Africa. Should it receive similar market reception as its smaller DS3 brother, which has found over 500 
homes since its arrival here last year, then new Citroën South Africa MD Didier Gerard will no doubt be smiling as 
he begins his local tenure at the helm. (For interview see page 6).

DS4 pays homage to 
“space age” Citroën
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Comments? Complaints? Suggestions? 
E-mail stujohn@autolive.co.za

Personally, I associate bowties these days with car-
toon characters like Tom and Jerry, because draw-
ings from the early era of Disney and Hanna Barbra 
normally depicted animals wearing a bowtie, al-
though shaped a little differently to the one adorn-
ing Chevrolet products.

Far more interesting to me is the fact that the 
name Chevrolet came from a racer and engineer 
called Louis Chevrolet who had formed his com-
pany with the founder of General Motors, Willie 
Durant. Chevrolet sold out his share to Durant in 
1915 and went back to racing and two years later, 
GM took over the Chevrolet nameplate.

While the Chevy went on to become the most 
successful car in America, Louis unfortunately died 
in relative obscurity and didn’t profit much at all 
from the fact that Chevrolet is a symbol ranking 
right up there with Apple Pie and the Fourth of July 
in the States, not to mention braaivleis, rugby and 
sunny skies in this country.

That jingle that played over the SABC airways 
in the 1970s (before TV came on the scene in ’76) 
had even Ford owners humming it, and coincided 
with a resurgence in the brand that had been lack-
ing in the ‘60s, when Ford largely ruled the roost. 
The product that built GM back up to strength 
then was the 2500/3800/4100 range, exceptional 
value for money in its medium-to-big-car format, 
with smart styling that was essentially Opel from 
Germany, married to versions of the famous “stove-
bolt” GM engine range, that had been around as 
early as 1928.

Yes, that straight-six engine remained all but 
unchanged in basic construction for well over half 
a century, and when it came out it blew the socks 

off the Ford Model A, which had a side-valve four-
cylinder motor.

And talking of four-cylinders, just in case 
anyone remembers that the 2500 was a four-cyl-
inder and not a six, it should be pointed out that 
the “four” was essentially a six with two cylinders 
chopped off, with items like valves, pistons, conrods 
etc being pretty-much interchangeable. In this, GM 
were ahead of the game in commonality of engine 
parts for various engine ranges, introduced much 
later by European manufacturers.

In fact, Chevrolet’s history here goes back to 
1915, when a regional office was first established. 
While Ford beat GM to the punch of becoming 
South Africa’s first home-grown manufacturers 
(or assemblers rather, as all the bits were imported 
in kit form) in 1924, General Motors was not slow 
to follow on, setting up the second assembly plant 
on South African soil in 1926. Both were located in 
Port Elizabeth, where General Motors SA still has 
its home today.

Nowadays, the Chevrolets we buy here are pretty 
much built and engineered in Korea, so the nods to 
American heritage are a bit more tenuous than they 
were. But this is a trend not peculiar to GM, but one 
practised by just about every manufacturer in the 
world today. The most successful British-built cars, 

for instance, are today tacked together in factories 
under ownership by the Germans and the Japanese.

In fact, when one looks back at the history of 
our motor industry, one could say we pretty much 
set the template for cross-cultural influences in 
motor cars.

Due to the isolationist tactics of the previous 
governmental regime, many new models were not 
available to us, and we had to create our own de-
rivatives, via various ways and means. Thus we had 
Chevrolets with Opel bodies and American-inspired 
engines, British Leyland Austins with Italian design 
cues that were available virtually nowhere else (I 
speak of the Apaches, with Italian Michelotti bod-
ywork) and Rangers which were touted as South 
Africa’s own car, but were in reality Opels with some 
Vauxhall bits and GMSA’s generic, American-based 
four-cylinder overhead valve engine.

For me, the best Chevies ever made were the ’55, 
’56, and ’57 models, because they had Hollywood 
glamour without being completely over the top. 
There are still quite a few of them around. Older 
black readers will probably disagree, because the car 
that became the iconic taxi in the townships back in 
the 1960s was the ‘48 Chevrolet, for the same rea-
sons that Toyotas are still the taxis of choice for just 
about everyone – they were all but indestructible. ■

Chevrolet’s Centenary
Chevrolet has been making quite 
a gourmet lunch out of its 100th 
birthday, with weekly press releases 
distributed about the various 
models that are considered iconic 
over the years. The most recent 
os the release about the Chevrolet 
“bowtie logo – where it came from, 
what it means and all that.

The Chevy bowtie affixed to the nose of one of the writer’s favourites a a ‘56 Bel Air.
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