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BY ROGER HOUGHTON

It is amazing how gullible 
people can be when na-
tional pride is considered 
to be at stake. This has been 
proved yet again with the 
(expected) plug-pulling 
on Optimal Energy’s Joule 
electric car programme, 
which the dreamers thought 
would launch SA onto the 
world stage as the maker of 
a unique product with wide 
appeal and be a viable busi-
ness proposition. 

Dream on!

Most people who have 
been in the local motor in-
dustry for many years – as 
is the case with the writer 
– have never believed in the 
viability of Kobus Meiring’s 
dream of building an elec-
tric car in SA that would en-
joy world-wide sales and re-
quire annual production of 
more than 50 000 units. (The 
latter figure just happens to 
be the threshold for govern-
ment assistance through the 
Automotive Production and 
Development Programme 
(APDP) which kicks off on 
January 1, 2013).

What really amazed 
me is how the staff of a local 
motor magazine was sucked 
in by this project. They now 
talk of the Joule’s demise as 
a “tragedy” as it seems they 
actually believed that this car 
could have entered the global 
car market. They believed 
it “promised massive job 
creation for South Africans.” 
(Joule had mentioned 2  000 
direct jobs and a further 6 000 
at suppliers according to an 
article by David Furlonger in 
the Financial Mail of April 
27, headed “Joule demise 
‘foreseeable’) 

The motor magazine’s 
editorial team also says it 
was “privileged to be the first 
publication to drive the pro-
totype and cover the story in 
April 2011”. This was certain-
ly not a prototype they drove, 
but rather a pipe frame car 
clothed in a glass fibre body 
and built by a specialist low 
volume sports car maker in 
Port Elizabeth.

Those with motor in-
dustry production experi-
ence will know that this was 
a “working concept model” 
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Bad moon rising – experienced industry players warned that the Joule project was never viable.
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Editor’s Note
There was good news and bad 
news for cash-strapped motorists 
during the past few weeks. The 
first bit of good common horse-
sense was that Judge Bill Prinsloo 
ordered SANRAL to postpone 
the introduction of its toll system 
for the Gauteng Freeway Project. 
Many of us are hoping that this 
will be a lengthy postponement. 
But as mentioned in the previous 
edition of this journal, one way or another, South Africans are 
going to pay for both the improved road system (which we don’t 
really mind) and the toll collection system, whatever form it even-
tually takes.

No sooner had we breathed a sigh of relief for the toll respite 
period of at least 30 days, than we had to brace ourselves for yet 
another petrol price increase, the third of 2012, when petrol prices 
rose 28 cents a litre on May 2. This increase brought the total price 
increase for petrol in 2012 to R1,61, which is a massive increase by 
any measures. And of course, the knock-on effect of all consumer 
goods pricing will soon be felt. 

On the good news front again was the fact that car sales pretty 
much held their own in April, despite a bewildering amount of 
public holidays. Yes, there was a drop-off in comparison to March 
sales, by a rather alarming 24 per cent, but as industry-watchers 
have pointed out, there is a seasonable drop-off during April that 
is normally about 13 percent. Hence,  taking into account the 
fewer selling days in April, the “day rate” drop off was only about 
10 per cent.

Indeed, compared to March 2011, sales showed a 12 per cent 
increase.

More worrying, perhaps, has been the decline in exports 
by many of our major manufacturers, particularly those servic-
ing the European markets. VWSA, for instance, exported only 
2 266 cars in April. Whereas in 2011, export figures were often 
around the 8 000 per month mark. BMW and Mercedes too are 
exporting less than half the number of cars they did at this time 
in 2011.

As for the race for market leadership, it’s still a case of Toyota 
leading the way in overall sales, followed closely by Volkswagen, 
and with GMSA a somewhat distant third.

Stuart Johnston,
Editor
stujohn@autolive.co.za

The first of 25 groups of 20 competing 
teams in the 2012 Amarok Spirit of Africa 
event engaged low gear and set off to tackle 
the latest 4x4 off road driving challenge 
devised by the legendary South African 
motor sportsman, Sarel van der Merwe, in 
Limpopo last week.

The 20 teams of two will compete 
in the opening elimination round at 
Kondowe Nature Reserve, a Selwane com-
munity project in the Limpopo bushveld 
near Phalaborwa. Once all 25 groups have 
completed the elimination process, on July 
2, the top 20 teams as judged by Van der 
Van der Merwe will contest the finals in 
Botswana later in the year.

It is the eighth staging of a unique 
event that combines off road driving per-
formance with adventure, environmental 
awareness and community outreach.

“There are some changes this year in 
addition to the new venue,” said the multi-
ple national rally and circuit racing cham-
pion and international sports car racer. 

“Our objective has always been not 
only to provide a real test of man and ma-
chine in the toughest of African condi-
tions, but also to explore some of the beau-
tiful and more remote parts of our country 
while at the same time bringing economic 
benefits to the communities where we vis-
it. In the process we have always empha-
sised the need to ‘tread lightly’ and shown 
proper respect for the environment.”

“Our regular competitors will find some 
changes to the format of the competition, 
which have made it a lot more technical. For 
them it will be like a brand new event.”

Van der Merwe pays tribute to the 
Goodyear Wrangler AT/SA tyres he has 
chosen, for the third consecutive year, to 
fit to Spirit of Africa’s fleet of Volkswagen 
Amarok 2.0 TDi pickups.

“We couldn’t have a better tyre for the 
testing conditions we’ll encounter during 

Spirit of Africa,” said the newly-published 
author of the book, “SuperVan and I”.

“These tyres are flexible, their tread is 
high, their grip is fantastic and they have 
been engineered and built to endure extreme 
terrains. The Wranglers have performed 
brilliantly in the past two events. I am to-
tally confident that I can expect the same 
performance again.“My relationship with 
Goodyear goes back to early racing days in 
the 1970s and we have been involved on the 
eco 4x4 side since 2000. I completely trust 
their Wranglers because I know the qual-
ity of their products is excellent.”Goodyear 
was proud to continue to be involved with 
Van der Merwe and his Spirit of Africa off 
road driving challenge, said Lize Hayward, 
Goodyear’s Group Brand Communications 
Manager. “The Spirit of Africa is a high pro-
file and respected event with a strong focus 
on safety and environmental outlook. This 
and Sarel’s expertise and reputation make 
it is a perfect match with Goodyear’s mar-
ket leadership in the 4x4 tyre segment. It’s 
a winning recipe,” said Hayward.For fur-
ther information contact Danielle van der 
Merwe at sarel@isales.co.za or telephone 
082 490 2021.  ■

Spirit of Africa 4x4 
Driving Competition Gets 

Underway in Limpopo

There’s Goodyear rubber underneath 
that mud.
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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 

Q: How have the past 12 months been?
A:   It’s been a tough 12 months, but on the plus side 

we’ve almost doubled our insured unit replace-
ments. But there’s still an immense amount of pres-
sure from low-cost imported units from China.

Nevertheless we’ve done well, simply through 
our additional marketing, getting out there. 
And our dealers have done a great selling job too.

Q: What customers are you targeting?
A:  Our main customer is the insured man in the 

street, and we do a fair amount of fleet business too.
Q: What about come-backs?
A: Oh, negligible, so small to be non existent.
Q:  So what’s the big trick in fitting a replacement 

windscreen successfully?
A:  It’s something I call the “The National Auto 

Glass Way”. The fitter starts off right at the be-
ginning with a vehicle inspection together with 
the owner to assess the vehicle condition before 
the job starts. Then he must check that items 
like rain and light sensors are working before 
he fits the screen, because if they aren’t fitting a 
replacement screen is not going to fix it.

Then, he must ensure there’s enough space and  
  good weather to do the job. And the vehicle must 

be on level ground so there’s no torsional tension 
in the body.

He must clean the windscreen thoroughly, in
 side and out, because you don’t want a customer 
driving away and putting pressure on the screen 
until it’s properly settled. The “Safe Drive Away 
Time” is key in this game.  The bonding agents, 
the polyurethane  we use can take between an 
hour and two hours to set so that the screen 
safely bonded and the car is safe to drive away. 

Modern cars are complex. The passenger airbag 
uses the windscreen as a deployment support so 
you don’t want the windscreen popping out, and 
you don’t want that happening if a young child 
is in the passenger seat. So these are the kinds 
of things you have to consider with today’s cars.

Q: What about chip repair?
A:  Yes, we focus strongly on chip repair. I would say 

about 20 per cent of our work is in chip repair 
rather than replacement.

Q: Why should people buy a screen from National 
 Auto Glass?
A:  We are encouraging people to buy South African. 

We guarantee our products, they are made just 
east of Johannesburg. But about 50 per cent of all 
replacement windscreens sold in South Africa to-
day come from China. We say, look at the bigger 
picture, think about job creation, job retention.

Q: How many cars do you cater for in our market?
A:  We have about 400 different models we do at the 

moment.
Q: And what sort of volumes are you doing?
A:  We will do about 48  000 replacement screens 

this year. That’s down 40% from a few years ago. 
We guarantee our product and our workman-
ship. We currently have 160 National Auto Glass 
Dealers countrywide. ■

Q&A With Keith Luyt, MD of National Auto Glass

Keith Luyt, MD of National Auto Glass, 
testing his Proudly South African product.
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and certainly not a prototype, as a true prototype 
should have had a pressed steel body, as was to be 
the case with the production version of the car. It 
also seems there is scant information about any 
ground-breaking technologies that Optimal Energy 
has brought to the electric car party.

Then there have been no details on how the cars 
were to be marketed and serviced worldwide – 90% 
of production was earmarked for export – as this 
would have involved establishing an international 
dealer network; an extremely expensive and time-
consuming project.

The other big question mark was the projected 
production volume of 50 000 units a year. Consider 
this dream in the light of the poor sales of Nissan’s 
Leaf electric car, which has sold only about 15 000 
units worldwide since 2010. And that is with an es-
tablished dealer network and the marketing might 
of a long-standing global brand. 

Also consider the fact that the General Motors 
SA plant in Port Elizabeth only built 33 000 vehicles 
last year, made up of the Chev Utility half-tonner 
and one-ton Isuzu KB. They are hoping that the new 
Chev utility, limited production of the Chev Spark 
and the arrival of the new KB will enable them to 
get over the 50 000 units a year hurdle.

It is not only a motor magazine’s editorial team 
that was naïve and looked at the Joule through rose-
tinted lenses, but also the SA government in the form 
of the Department of Trade and Industry (DTI), 
the Department of Science and Technology and the 
Industrial Development Corporation (IDC). 

The latter two organisations hold shares of 30% 
and 50% in Optimal Energy and all the funding 
to date, estimated at R300m, evidently came from 
these parastatal sources.

The project also dragged on over many years, 
with the start of production slipping back continu-
ally after the launch of a concept car at the Paris 
Motor Show in 2006.

Lack of funding is being blamed for the Joule 
project being mothballed, but when one consid-
ers that Meiring said it would need R9bn to com-
mercialise the project then thank goodness the 
plug was pulled after the expenditure had risen to 
“only” R300m.

Those with long memories will remember the 
failed Delorean sports car scandal in the 1980’s 
which cost the Irish Government £100m when that 
project was also supposed to create jobs and estab-
lish a local motor industry. This tale has a familiar 
ring to those who have followed the Joule debacle.

However, Optimal Energy is not going to fade 
into the annals of history just yet. It is now changing 

its focus to developing an electric bus (e-Bus) us-
ing proprietary motors and batteries and hoping 
for benefits from the government’s Preferential 
Procurement Policy which favours locally-made 
products. Projected volume has been reported as an 
ambitious 100 units a year.

This new e-Bus development will be followed 
with interest and in the meantime one wonders 
what will happen to the organisation’s 90-odd em-
ployees as the company restructures.

Would you believe it, but as the Joule project 
was being “mothballed” Optimal Energy has 
taken a full page full colour advertisement in 
the Financial Mail’s “Guide to Green Business”, 
which was packaged with the April 27 edition of 
the FM.

The advertisement proclaims “No matter 
what colour you choose …it stays green” with a 
large photo of a Joule and a smaller photo show-
ing five colour variants. The copy then goes on to 
say “South Africa’s very own Electric Car. Zero 
emissions. 0-60km/h – 4,7sec. Range – 300km. 
Top speed – 140km/h” and signs off “www.optimal 
energy.com”

Road safety protagonist and motor industry 
commentator, Rob Handfield- Jones, has called for 
a government enquiry into the Joule project. Let’s 
hope it happens!  ■

 continued from page 2

The fading of an ill-starred  dream - and those involved with the project are probably hoping the Joule becomes a dim memory as 
soon as possible.
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SsangYong plans to increase its sales in Africa as a 
whole from the projected figure of  3 500 this year, 
to 16 000 units by 2016.

“We decided to appoint Mahindra South 
Africa as distributors. I surely believe this will be a 

turning point for SsangYong in the South African 
market and I’m fully confident that we can max-
imise the potential of SsangYong vehicles. We 
will provide a high level of products to achieve 
our goal,” said Mr Choi, speaking at the launch of 
the new SsangYong Actyon and Korando SUVs in 
Pretoria on April 24.

Mr Ruzbeh Irani, Chief Executive of 
International Operations for Mahindra & 
Mahindra’s Automotive and Farming Division, 
said that the marriage between SsangYong and 
Mahindra gives the company scale immediately, 
effectively doubling the company’s global size. 
“Had we done this individually it would be one 
number, now it is double that number.”, he said.

“It’s like two brothers that are in the same busi-
ness,” said Mr Irani, commenting on the reason 
why his company believes SsangYong will now suc-
ceed here, after a rather indifferent performance in 
South Africa over the past decade.

“Clearly there will be more focus. Secondly, 
we both have an SUV heritage. SsangYong is more 
personalised and aspirational. Our Mahindra 
SUV is more rugged. South Africa’s SUV is a rap-
idly growing market and the chances of growing 
well are better.

“The potential for SsangYong products here has 
been underexploited. There is room to grow. And 
Mahindra & Mahindra owns its South African op-
eration, so there is an added interest in making sure 
our new operation succeeds here.

“There are significant synergy benefits between 
Mahindra and SsangYong that will make their 
recent alliance a success. We are similar sized or-
ganisations both focused on the utility vehicle (UV) 
segments of the market. We are in the process of 
identifying distribution channel synergies in many 
international markets and will use this to strengthen 
the global presence of both our automotive brands.

“We have plans to introduce SsangYong prod-
ucts to the huge Indian market.  Our South African 
company is the first Mahindra subsidiary to market 
SsangYong products outside India.

“Mahindra and SsangYong have already start-
ed joint development of platforms and powertrains 

The Ssang Yong-Mahindra  
Partnership

South Africa the “pilot project” for this  
new global alliance

South Africa is seen as a 
springboard for the African 
market as a whole for SsangYong. 
According to the company’s global 
Vice President for Sales and 
Marketing, Mr Johng-Sik Choi.

Mr Johng-Sik Choi of SsangYong, 
Mr Ashok Thakur of Mahindra South 
Africa and Mr Ruzbeh Irani of Mahindra 
International Operations.

Our South African company is 
the first Mahindra subsidiary 

to market SsangYong 
products outside India.

continued on next page 
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that will be shared by the two brands.  This will give 
us economies of scale, over time. 

“Mahindra is a leading and highly respected 
$ 14.4 billion business group, with Indian roots, 
a global footprint, and presence across diverse 
sectors, ranging from automobiles, two-wheelers, 
aircraft and agricultural equipment to hospital-
ity, financial services and real-estate. We are 
many companies united by a common purpose 
– enabling people to Rise. Rise is the core pur-
pose of the Mahindra Group, as well as our brand 
promise.

“Our common purpose is to challenge con-
ventional thinking and innovatively use all our re-
sources to drive positive change in the lives of our 
stakeholders and communities across the world, so 
as to enable them to Rise.

‘Rise’ is based on three ‘pillars’: ‘Accepting no 
limits’, ‘Alternative thinking’ and ‘Driving posi-
tive change’. Challenging the status quo, think-
ing outside the box, customer centricity and 
driving positive change in the lives of our stake-
holders and communities across the world is the 
Mahindra mantra.

“People across strata and geography share a 
common desire to improve their lot in life. Rise is an 
inspirational brand idea that is all about enabling 
you to improve your life; it instils an ambition and 
an attitude to achieve whatever you set your mind 
on attaining. Mahindra enables people to Rise 

by providing the products, services and solutions 
they need to succeed and to realize their lifestyle 
ambitions. 

“This philosophy is underlined by five core 
values: good corporate citizenship, professional-
ism, customer first, quality focus and dignity of the 
individual.

All of us at Mahindra & Mahindra’s head of-
fice in India are very pleased with the way our South 
African subsidiary has developed over the past eight 
years, a period that included the company having to 
manage its way through the economic downturn. 
We are proud to report it is now stronger than ever 
before.

“This company, which has the full support of 
Mahindra & Mahindra in India, has successfully 
set up and is operating efficient vehicle distribu-
tion and after sales support in Southern Africa. We 
are particularly proud of the fact that parts supply 
is currently running at 92%.

“Mahindra SA is making major efforts to pro-
vide its customers with added value. We continue 
to enhance benefits for the buyers of our products, 
while building a strong and well-represented dealer 
network. 

“Going forward, Mahindra South Africa will 
also enjoy the full backing of SsangYong Motor 
Company of S. Korea, to grow the business with qual-
ity products and service. The success of our distribu-
tion synergy in Southern Africa will serve as a role 
model as we continue our global expansion efforts.”

*At the function formally announcing the new 
synergy between these two major players, journal-
ists were given the opportunity to test two upgraded 
models in the SsangYong range, the Korando SUV 
and the Actyon double cab pick-up.

Pricing of these two models are extremely 
competitive. The Korando ‘s base model starts at 
R249 995, while the Actyon Sports’s pricing starts 
at an equally impressive R269 995.  ■

Going forward, Mahindra South 
Africa will also enjoy the full backing 

of SsangYong Motor Company of 
S. Korea, to grow the business with 

quality products and service.

SsangYong Korando.

SsangYong Actyon.

 continued from previous page
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Braam joined the motoring industry in 1990 at 
Nissan in Rosslyn, after lecturing marketing at the 
University and Technikon of Namibia. Because of 
his lecturing background he worked in the train-
ing department, eventually moving to product 
management. His first marketing job, he says with 
a smile, was marketing manager of Uno, and he 
later worked for Pilkingtons the glass people, before 
joining advertising agency J Walter Thompson and 
working on the Ford account locally.

Last year he joined Mitsubishi, coinciding with 
the Imperial Group takeover of the brand.

Braam says his strategy is to bring in new prod-
uct for the brand, because in the last days  of the 
brand under Daimler ownership, there was not 
much support.

“What we are doing differently is having a 
product-driven approach. We want to use our prod-
ucts to get us back on track. In this regard, we first 
had the launch of the Triton, more or less the same 
vehicle, but now sourced from Thailand. The qual-
ity is good. And then the AFX was a big project for 
us and our dealers.”
Q:  How has the Triton and AFX been accepted into 

the market place?
We have had a lot of competition with Triton re-
cently. And we are hampered somewhat in that due 
to fuel reasons we are still using the older genera-
tion diesel engine. But we are selling the Triton, it 
is still very capable. AFX is new to our family of 
dealers, and there is a bit of a learning curve we 
are going through. In the past, our dealers sold 
Pajeros to wealthy people. With the AFX, financial 
qualification has come into play, and there is a lot of 
competition out there in the R250 000 to R300 000 
ball-park. This is something our older sales people 
have to adapt to. So we have started training pro-
grammes to sell passenger vehicles as well.

Q:  Do you still have your mid-size sedan in the 
market?

Yes we still have the Lancer. There wasn’t much ac-
tivity behind this vehicle under the previous owner-
ship and there was a lot of discounting of the Lancer 
before we took over.

Getting back to AFX, it’s starting to take off, 
and the next step has been  the launch of the manual 
Pajero. We are starting to sell Pajero Sports now in 
both manual and automatics, purely because there 
was so little activity behind it.

The Pajero Sport is great and I think the nice 
thing is that it is a competent alternative to the 
Fortuner, which is the market leader.

One of the problems could be that the Pajero 
Sport doesn’t have too muchin the way of  hi-tech 
interior equipment

What we have seen in terms of our research 
is that our customers prefer their Tom Toms and 
Garmins. We do offer Sat Nav as an option on the 
Pajero now.
Q: So what else is  on the horizon?
After this we have the Evo 10 launch. At JIMS last 
October we saw it as a possibility, but we’ve now 
completed all the tests to the satisfaction of the 
Japanese engineers, with particular regards to our 
fuel quality. So at the end of August we are launch-
ing Evo 10.

Q:  Is this a wise strategy? What do you want to 
achieve with such a specialised car?

One of our core values is performance. We won the 
Dakar 13 times consecutively. And it is something 
that people expect from us. I was surprised at how 
many people know about the Evo 10. Going back 
to the rally scene, and also the Pajero Evolution, of 
which 50 of them were imported into South Africa. 
The Evo 10 is a halo car for us.
Q:  So will you then piggy back the normal Lancer 

on the back of the Evo?
Yes, that’s the logical strategy, because the Lancer is 
the base car. It is very well-priced.
Q: Any other stars on the horizon?
I think the biggest excitement for the dealers at 
this stage is that we are bringing single cab in the 
Triton range. We have been losing out on fleet 
deals because there has never been a single cab 
Triton here. We are launching that in October. 
This will get us volumes. In the past, before my 
time, Mitsubishi had the Telkom contract, for 
instance, with the Colt. There was noc chance 
of that sport of contract without a single-cab 
pick-up.

Fortunately we inherited a strong dealer net-
work from Mercedes-Benz. We have 47 dealers of 
which 37 are selling dealers and the rest are servic-
ing dealerships in the remote areas. ■

Braam Faul, Marketing Manager, 
Mitsubishi South Africa

INTERVIEW

Braam Faul is 49 years old, married 
to Lianne, with a 20-year-old 
daughter Kaylee, and a 12-year-old 
son, John Henry. He grew up in 
Namibia, and is Afrikaans speaking 
despite his Irish ancestry, although 
with Lianne being English speaking, 
that’s now his family’s home 
language.

Braam Faul, Mitsubishi’s marketing manager.
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These hybrid vehicles use a combination of inter-
nal combustion and battery power to considerably 
reduce fuel consumption especially in heavy urban 
traffic. By 2015 it is estimated that 70% of vehicles 
produced in Europe will use start/stop technology, 
and South Africa is not far behind. While this figure 
includes hybrid vehicles of all types, the key market 
will be the micro-hybrid vehicles that utilise start/
stop technology without regenerative braking.

Battery technology has had to keep up with this 
environmentally friendly technology that intensifies 
the performance demands on the automotive battery.

First National Battery (FNB), leading manu-
facturer and distributor of lead acid batteries in 
South Africa and a subsidiary of JSE listed Metair 
Investments Limited, has introduced the Enhanced 
Flooded Battery to the South African market, a mo-
tor car starter battery suitable for the future that can 
also be used in any vehicle on the road today.

The new Enhanced Flooded Battery range has 
been specifically designed as a cost effective solu-
tion for micro-hybrid vehicles which utilise start/
stop technology without regenerative braking.

To be more efficient, the engines of start/stop 
vehicles switch off automatically every time the ve-
hicle stops in traffic. Then, when the accelerator is 
depressed, the battery will restart the engine and the 
car will be able to be driven off. During acceleration, 
the generator previously used to charge the battery 
will act as a battery powered motor and assist the en-
gine. When the clutch is depressed and the brakes are 
applied, the generator will act as a charger, using the 
braking energy to recharge the battery.

The duty required of a battery for start/stop 
vehicles has therefore changed from simply start-
ing the engine, to regular discharge and recharge, 
which is known as cycling. The battery also has to 
provide power for the air conditioner, radio, lights 
and windscreen wipers which need to continue to 
function while the engine is switched off. A con-
ventional lead acid battery can perform these func-
tions, but won’t last that long.

The development of hybrid vehicles therefore 
requires more robust batteries. Valve Regulated 
Lead Acid (VRLA) batteries which use AGM 
(Absorbent Glass Mat) technology and Enhanced 
Flooded Batteries are the solution.

Batteries with AGM technology are used in 
medium and premium class vehicles with start/
stop systems and regenerative braking. By contrast, 
Enhanced Flooded Battery technology is generally 
installed in smaller vehicles with simple start/stop 
systems, no regenerative braking, and fewer com-
fort features.

Some of the most significant attributes of the 
Enhanced Flooded Battery include:

 ■ Accepts charge more readily – New 
processing techniques and negative plate 
additives have increased the rate at which 
these batteries can be charged. 

 ■ Optimised for start/stop cycling – Negative 
plate additives, optimised pasting and curing 
techniques result in a battery with better 
High Rate Partial State of Charge Cycling 
(HRPOSC).

 ■ Deep cycle applications – Optimised design 
and the addition of a membrane to both 
positive and negative plates results in a deep 
cycle battery that is more able to withstand 
ongoing discharging and recharging and 
has up to twice the cycle life of standard 
flooded lead acid batteries.

 ■ High cranking power – The fully framed grids, 
additives and advanced processing techniques 
optimise the cranking power of this range.

 ■ High resistance to vibration – The battery 
design also incorporates increased vibration 
resistance as compared to standard lead acid 
batteries.

 ■ Maintenance free – Under normal operating 
conditions this battery will not require 
topping up during its design life.

 ■ Fuel efficient – As a cost effective solution 
for micro-hybrid vehicles with start/stop 
technology without regenerative braking, the 
Enhanced Flooded Battery range enables an 
estimated 5 -10% fuel saving, as compared to 
vehicles without this functionality.

 ■ Recyclable – The new Enhanced Flooded 
Battery range is fully recyclable.

 ■ Environmentally sustainable – The Enhanced 
Flooded Battery lasts longer than conventional 
flooded lead acid batteries and therefore requires 
less frequent replacement – saving energy, 
resources and emissions during manufacture.

 ■ Guarantee – The EFB range carries a 
nationwide guarantee and will be available 
in a range that will satisfy the needs of nearly 
all vehicles requiring replacement batteries in 
the aftermarket.

The EFB is positioned in the market place between 
the successful silver calcium battery – more than 
10 million already sold in South Africa by First 
National Battery – and the exceptional VRLA 
(AGM technology) battery.

“With over 80 year’s experience, FNB remains 
at the forefront of battery technology,” says Dr. 
Louis Denner, Managing Director at FNB. “We are 
pleased to be able to produce an innovative battery, 
the first of its kind manufactured in South Africa, 
which meets the requirements of the future. In a 
nutshell, tomorrow’s battery today.” ■

A “Normal” Battery Designed for 
Stop-Start Hybrids

As the threats of global warming 
beckon, many motor vehicle 
manufacturers are designing 
hybrid vehicles to impact less on 
the environment, the most notable 
feature on today’s hybrid cars is 
stop/start technology. 

Louis Denner of First National Batteries.

Exide’s advanced flooded battery.
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BY ROGER HOUGHTON

Gross margins on used cars are on a downward 
slide according to information collected monthly 
by TransUnion Auto Solutions. The company CEO, 
Mike von Höne, imparted this information to a 
large gathering of industry people at a TransUnion 
Auto Forum in Midrand recently. 

He said dealers were, on average, paying 3,45% 
below book for trade-ins and this figure is based 
on 50 000 dealer returns that are received monthly 

from 1 200 dealers and analysed by the TransUnion 
Auto team.

He said the problem nowadays is that the 
market is so large that there are only a few re-
turns on some of the models, because today the 
buyer has the choice of 64 passenger car brands 
and 1  940 individual models as well as 37 light 
commercial brands and 470 models. And these 
totals do not include the manual and transmis-
sion variants!

The split in the various price categories of ve-
hicles financed at present is 45% for those up to 

R100 000, 35% for those costing between R101 000 
and R200  000 and 13% for those priced between 
R201 000 and R300 000.

Understandably market leaders Toyota and 
Volkswagen make up 43% of new car finance 
agreements and 40% of used car transactions 
through finance houses. Von Höne added that 
most used car deals are financed for periods be-
tween 49 – 72 months, while the average period for 
financing new vehicles is 40 months. ■

Gross Margin on Used Cars 
on the Slide

It’s tougher out there in pre-owned land.
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Munich. Auto Club Revolution, is a new online rac-
ing game and car community for PC petrolheads 
that only features the performance icons in BMWs 
range. The online game from British game develop-
er Eutechnyx features the BMW 1 Series M Coupé, 
the BMW 135i, the BMW M3 Coupé, the BMW M5 
and the BMW Z4 M Coupé. And all of them can 
be “configured” with diferrent set-ups according to 
driver’s skill levels or preferences

As exclusive launch partner, BMW was in-
volved in the development of the online racing game 
from the early stages. Auto Club Revolution is not 
just a classic racing game with real-world tracks and 
realistically-detailed models, but is also designed to 
become an established forum for racing fans, auto-
mobile manufacturers and car enthusiasts. Over the 
long term, this is designed to develop into a strong 
community, with links to BMW channels. 

There will also be an exclusive “BMW Experience” 
for BMW fans: a specially-designed game experience 
which includes a specially designed race track, where 
players will be able to demonstrate their driving skill 
just with the BMW 1 Series M Coupé. Once they have 
successfully completed this BMW challenge, players 
can transfer the BMW 1 Series M Coupé to the main 
game for free, and set new track records by themselves 
or with friends. 

Andreas-Christoph Hofmann, Vice President 
Brand Communication BMW, Marketing services 

Only Hot BEEMERS Admitted to Your Desktop
BMW co-operates with Eutechnyx on Auto Club Revolution® online racing game 

BMW Group: “Our customers are tech-savvy and love 
to be able to put their dream car together the way they 
want. Auto Club Revolution has the possibility to make 
our models accessible to a large number of car enthu-
siasts. It was extremely important to us that our mod-
els be portrayed realistically. In Eutechnyx we found 
a partner who shares our highest quality standards.” 

“It is always a real challenge to build a vehicle’s 
distinctive handling accurately in a game – generat-
ing the models from CAD data is just not enough. 
To reproduce the handling of the BMW 1 Series 
M Coupé in Auto Club Revolution in an authentic 

manner, we first took it out on the real racetrack. 
That is the only way to know exactly how the car 
corners, for example,” said Doug Wolff, Auto Club 
Revolution Team Lead. 

The BMW Experience went online on 24 April 
at http://bmw.autoclubrevolution.com. All that is 
required to play the game is a PC with an internet 
connection.
If enquiries contact: Lindsay Pieterse, Group 
Lifestyle Communications Manager
Tel No: +27-12-522-2210
E-Mail: Lindsay.pieterse@bmw.co.za ■

Newcastle Volkswagen was recently announced as 
the best dealership in the Volkswagen South Africa 
dealership network in 2011 at the annual gala din-
ner in Johannesburg.

During the year, Volkswagen dealerships are 
set targets, depending on the size and sales volume; 
in new car sales, Mastercars sales, new parts sales, 
Customer Satisfaction Index (CSI) performance in 
service and sales and Volkswagen Financial Services. 
Other than excelling in all major business disci-
plines, the “Dealer of the Year” must also be profit-
able. Out of the 105 Volkswagen dealerships, the 11 
best performing dealerships are then invited into the 
“Club of Excellence”, where the overall best perform-
er is awarded with the “Dealer of the Year” Status.

It was the first time that Newcastle Volks wagen, 
which is a 100% BEE compliant dealership, won the 
“Dealer of the Year” award.

VW Dealer of the Year: Omar Docrat, 
Dealer Principal at Volkswagen Newscastle 

(centre) with Mike Glendinning, Director: 
Sales and Marketing, Volkswagen Group 

South Africa and David Powels, Managing 
Director of Volkswagen Group South Africa.

Volkswagen South Africa Recognises its 
Best Performing Dealers

first time in this year’s event, went to McCarthy 
Witbank Commercial Vehicles.

The award for the Dealer Group of the Year was 
won by Unitrans for the third consecutive year. ■

“To win this coveted title requires every depart-
ment in the dealership to perform at its peak and 
continuously work as a team to ultimately delight the 
customers,” said Mike Glendinning, Director: Sales 
and Marketing at Volkswagen Group South Africa.

“For 15 years, Omar Docrat, the dealer prin-
cipal and his team have ensured that Volkswagen 
customers are able to buy and service their cars with 
confidence in Newcastle,” added Glendinning.

The Volkswagen Commercial Vehicles Dealer 
of the Year award, which was introduced for the 

Auto Club Revolution, is a new online racing game and car community for PC petrolheads.
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South Africa, with a comparatively small band of 
motorsports-men and -women, has fought above 
its weight internationally for many years and this 
trend is continuing. 

Not only have we “exported” drivers of the 
calibre of world F1 champion Jody Scheckter, ver-
satile Sarel van der Merwe and many others, but 
also many skilled and successful motorcycle riders, 
several of whom have won world championships 
besides some brilliant people on the technical front. 
These include Rory Byrne, Gordon Murray, Alistair 
Gibson and Ken Howes. 

Now there is a 30-year-old South African 
who is in high demand. In fact he has just turned 
down two offers from Formula 1 teams to stay with 
Prodrive, where he works in the Aston Martin 
Racing division. He is Jonathan (Jonty) Culwick, 
son of Rupert Culwick, who has also had a long and 
successful career on the technical side of local mo-
tor sport (See the footnote at the end of this article).

Here is Jonty’s success 
story in his own words

“The situation within the MINI WRC Team started to 
become shaky shortly after Rally GB. Something that 
I believe is widely known is that the team has strug-
gled since day one to secure funding.  Just days before 
Christmas, it became apparent that we may not have 
an entry for the 2012 WRC championship.  However, 
Prodrive agreed to run in the championship (with 
Dani Sordo as lead driver), albeit without Kris Meeke, 
and instead rent the second car out to “pay drivers”.

“Early in the New Year, the situation hit home 
when I and some colleagues from within the team 
were put onto secondments within other areas of 
Prodrive. Unfortunately, my role would be outside 
of motorsport – something that made me question 
whether I should stay. 

 “For me, the disappointment of not being in-
volved on the MINI project was huge.   I had been 
involved since day one, and to be dealt this blow 
was incredibly difficult to accept, especially consid-
ering just how good the car has been and the fact 
that everyone had done a fantastic job (to make the 
car competitive).  However, it was clear that we were 
just victims of the situation.

 “I luckily live right in the heart of F1 land in 
the UK.  There are three F1 teams within 10 miles 
of where I live. 

“An opportunity was advertised for a Stress 
Analyst role in F1 and after a week of staring at the 
advert I decided, what the heck, just do it.  I went for 
the interview on the Monday and it went really well.  
I realised the potential opportunity for myself,  to 
work as part of an established team that has excel-
lent fundamentals in stress analysis would be great.  
I still have a huge amount to learn, both within the 
Motorsport industry as well as in the fields of en-
gineering and stress analysis. This position would 

certainly enable me to learn more and gain impor-
tant experience.

“A day later a friend who works for another 
(championship winning) F1 team, heard that I was 
looking around for a new position. He asked for 
my CV and then passed it on to the Stress Analysis 
department at his team. They called me and set up 
an interview for that Friday.  The interview was fan-
tastic: three hours of sweating, technical question-
naires and discussions.  A week later and I had been 
offered the job from the second interview. Four days 
later I received an offer from the first interview.  

“A very privileged situation, two F1 teams 
knocking on my door.  The decision week was hellish.  

“I had been open with Prodrive all along and 
they had come back with a counter offer, which 
went along way to resolving some of the issues.  It 
was clear that for the foreseeable future the MINI 
project was not an option.  After much deliberation 
and much advice I agreed to join the Aston Martin 
Racing team within Prodrive.  

“Most people thought I had lost it, but the deci-
sion was not just about me.  The single biggest factor 
was the birth of my daughter, Shannah Hayleigh, in 
March.  Having been at Prodrive for more than five 
years, they know me, and I know them. They are a 
great company.  I felt that this was important and 
that with the challenges  of starting a new family, 
when you live thousands of miles from your own, 
you need all the help you can get. “F1 is very de-
manding on time, something that I was not guaran-
teed to have much of with a new child.

“However, it did become clear to me (during 
this period) that I have an F1 itch, and I hope to 
scratch it one day!

How I got into Prodrive

“I went to King Edward VII School in Houghton, 
Johannesburg.   I have always loved motor rac-
ing and all forms of it (racing, bikes, rallying etc).   
I would have loved to have been a driver (who 
wouldn’t) but realised that was very unlikely.  

“I had a fascination about racing cars and re-
alised that I wanted to design them.   I decided to 
study mechanical engineering at the University of 
Witwatersrand.   While there, I got very involved 
with the Wits Mini Baja Racing team and was in-
volved in some very successful years, particularly 
2004 and 2005 when we won numerous awards.

Young South African Living a Dream
in Uk Motor Sport

Turns down offers from two Formula 1 teams

“A very privileged situation, two F1 
teams knocking on my door.  The 

decision week was hellish ...”

A young South African dreamer: Jonty Culwick.

continued on next page 
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 “As my dad had worked with David Richards 
in the 70’s, I was able to make use of this contact and 
applied to do six weeks’ vacation work at Prodrive 
in 2003.   It was a very hard experience.   Working 
at Prodrive was great, but as it was down as work 
experience, there was no pay.  

“I stayed with my brother, Phillip, in his rented 
single room. He slept on the floor for six weeks and the 
landlord insisted I pay something as well, so I had to 
work weekends at the local pub as a “pot wash” earn-
ing minimum wage to cover my accommodation.  

“However, it was worth it, I was asked if I could 
come back the following year and work at BAR F1 
team.  The experience at BAR was great. And as a 
bonus I got paid, so there was no need to be pot 
wash or share a single room with my boet!

 “Shortly before I finished my degree, I was of-
fered a job at Prodrive.   I got married and moved 
to the UK.

  “I worked for the Subaru World Rally Team.   
Sadly, I was only there well after its heyday.  By the 
time I got there, the team had lost direction, be-
come too political and too big.  I still learned a lot, 
although often it was how not to do things.  

“One thing that did come out of this time was 
that I stepped into a vacancy for a Calculations 
Engineer, responsible for the structural engineer-
ing of the Rally Car.   It was an opportunity to 
carve myself out a niche within  the company and 
team and grow my engineering knowledge.  When 
Subaru pulled out of WRC, Prodrive were looking 
for another rally project and fortunately, the one 
thing they would need was a stress analyst from the 
beginning.

 “The MINI project did not start out as a “MINI” 
project.  It was a generic design project with the in-
tention of using the work that we did to show manu-
facturers and get investment in a new rally project 
with their vehicle.   At the same time all the work 
we were doing needed to be immediately applicable 

to any vehicle platform, hence the term generic.  It 
was, all the CAD models updated as soon as we had 
body-in-white data and all the stress analysis had 
been done so that we had a good understanding of 
all the concepts that were going to be used.  

“All this ‘generic work’ was quickly transferred 
to the MINI and seeing the car finish second on the 
Monte Carlo Rally was vindication of all the effort 
we had put into the stress analysis.  

“Dani Sordo’s car  had a double impact with 
two separate walls, one with the left rear and one 
with the right front, immediately after one anoth-
er.  Both impacts were severe enough to damage the 
suspension, but the failure method was designed 
specifically that he could continue to the end of the 
stage (still driving flat out), and on to the service 
point where the components were replaced.   Dani 
held on to finish a magnificent overall, which was 
also particularly nostalgic for the MINI fans of old!

 “I have a few career highlights: firstly being in 
Germany when Dani finished third in the MINI’s 
first tarmac event and then Dani taking second in 
France in 2011, only 6.3sec behind the leader and 
then, of course, Monte Carlo 2012.  I am still hoping 
that a win is just around the corner!”

Footnote:  Jonty’s father, Rupert, who now lives 
in Sabie, pursued a career in the motor industry 

after matriculating at Hilton College in 1966. While 
he completed an apprenticeship as a motor techni-
cian he started racing motorcycles at the old Roy 
Hesketh circuit in Pietermaritzburg. Family pres-
sures made him switch from two wheels to four and 
this opened the doors to a career in motor sport. 
The next 12 years working as a motor sport techni-
cian, mainly for Geoff Mortimer Motorsport.

Rupert still had a love for motorcycles and 
bought a motorcycle shop in Benoni in 1979 and 
sponsored the late Mike Crawford on a Honda 
VF750F. He moved the business to Edenvale and 
established Rupert’s Bike Inn in 1995 and became 
very successful retailing Honda and BMW prod-
ucts. Auto Alpina bought a share in the business in 
2002 and then took full control in 2005. Rupert was 
then approached to open a Triumph and Kawasaki 
dealership in Fourways, which he ran until he took 
semi-retirement in 2008 and moved to Sabie.

He and his partner, Dagny, run the R & D 
Defensive Motorcycle Riding School and Rupert 
has a workshop where he services and repairs mo-
torcycles. He is also the technical controller of the 
annual RFS Motorcycle Economy Run after holding 
the same position with the BMW Boxer Cup racing 
series previously.

Most of all he is a very proud father! ■

Jonty Culwick shows dad Rupert the 
ropes around the Prodrive Subaru that 

took Colin McCrae to the WRC title.
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BY ROGER HOUGHTON

Attending the Sasol Rally in Mpumalanga always 
provides an excellent opportunity to evaluate a 
car in varying road conditions. This time I ended 
up with being able to drive two different and com-
peting medium-size crossovers over the weekend. 
Being in the market for a vehicle in this category it 
was a chance not to be missed.

One was the new Subaru XV, which AutoLive 
editor Stuart Johnston tested in the previous edition 
of AL) and the other was the latest addition to the 
Nissan Qashqai range, the 1,5 dCI. 

Importantly it also gave me the opportunity to 
evaluate a large, normally aspirated petrol engine 
(the two-litre boxer power unit in the Subaru, which 
puts out 110kW of power and 196N.m of torque) 
against a comparatively small capacity turbo diesel 
(the same 1,5-litre oil burner fitted to the Nissan 
Micra. It develops 78kW of power and 240N.m of 
torque). Both cars had six-speed manual gearboxes.

The better-equipped Scoobie XV’s pricing starts 
at R329  000, while the Qashqai dCI comes in at 
R277 925.

I drove down to the Lowveld in the Subaru, 
which returned excellent fuel economy (7,16l/100km 
for the trip from Johannesburg to Nelspruit) but at 
the expense of excessive gearchanging to maintain 
speed in the mountainous areas. The reason is that 
the engineers have used very high gearing to get to 
their excellent fuel economy figures. 

This need for constant gear changing is seen visu-
ally as a triangle on the instrument panel dancing up 
and down every time it believes a higher gear should 
be selected. I would also have liked to know which of 
the six gears was selected with the continual shifting.

The XV’s comfort, trim and equipment levels 
were very good, with leather seat trim, climate con-
trol, cruise control, VSC etc. but I must say I found 
the audio system controls complex and never really 
mastered this bit of kit. I also found a lack of luggage 
space was a big price to pay for having a full size 
spare wheel. The blacked out alloy wheels were also 
not to my taste and looked like aftermarket items.

The pert Nissan provided transport for less 
than half the spectating on the rally as well as the 
drive home to Joburg.

A TALE OF TWO CROSS-OVERS

The Qashqai’s trump card was its torquey and 
willing engine, which was also very sparing in its 
use of fuel, with 6l/100km on the fuel economy 
read-out. The way the Nissan pulled up inclines 
without having to change down a gear was most 
impressive, while there was no turbo lag from the 
willing engine.

I did miss the climate and cruise control of the 
Scoobie though, but on the plus side the Qashqai’s 
audio was a no–nonsense, easy-to-use system.

The Qashqai also manages to fit a full-size spare 
wheel below a larger luggage compartment, with 

some extra, secure storage space inside the (steel) 
spare wheel.

However I must say I am not impressed by 
Nissan’s somewhat utilitarian interior. I found the 
position of the bottle holders in front of the centre 
console a poor choice as a cold drink bottle inter-
feres with one’s arm when changing gear and I had 
to remove it and put it in the door pocket.

So, to take the matter further I think I will 
check out the other options in this keenly-contest-
ed segment of the market before making my final 
choice of a new car. ■

Subaru XV was comfortable and plush, but busy-on-the-gearstick.

Qashqai with small turbo-diesel motor proved economical.
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BY STUART JOHNSTON

The fitment of a five-speed manual gearbox to 
the Mitsubishi Pajero Sport (the automatic is still 
available at R10 000 more) has made quite a differ-
ence to this serious off-road SUV, not only out in 
the bundu, but in the way it behaves as an urban 
device.

When I tested the automatic Pajero Sport some 
two years back I remember having the rather un-
easy feeling that the “plot was getting away from 
me” in the  steep, narrow suburban streets where I 
was living at the time. And this was due to the rath-
er indirect steering that Mitsubishi see fit to employ 
on this large seven-seater.

That indirect steering is still there, but with the 
added control afforded by a manual ‘box, where the 
heavy vehicle can be run against the engine com-
pression in a lower gear, I felt much more in com-
mand of the situation. On the highway you get used 
to the indirect steering, but I would still have pre-
ferred more crispness to the operation.

There have been various updates to the Sport 
that coincide with the manual ‘box offering, and 
these include headlight washers, slightly revised 
instrumentation, restyled leather seats,  and a USB 
port in the cubbyhole.

Frankly, the cabin has a rather old-school look 
to it, which I find rather appealing in an era where 
most cars are over-equipped with a plethora of fea-
tures hidden so deep within a computerised info-
tainment system that they remain un-used.

The Pajero Sport has none of these gizmos, but 
a good basic design means that everything is sim-
plicity itself to operate. Large dials operate the ven-
tilation single-zone air-con system, and the good-
quality sound system used old-fashioned knobs.

I also like the fact that, off-road, the four-wheel-
drive system is selected by grappling with a good 

old-fashioned second gear lever. In fact, four-wheel-
drive “high” mode can be selected on the fly at up 
to 100 km/h.

Low range gives the car amazing rock-crawling 
and axel-twisting abilities, which I discovered at the 
De Wildt 4X4 off road trail near Hartbeestpoort 
dam. The centre differential transfers power 50-50 
between front and rear when low range is selected, 
and a rear diff lock is electronically engaged via 
switch to the right of the steering column for seri-
ous inclines on slippery terrain.

There’s some 215 mm of ground clearance at 
your disposal and  343 Nm of  diesel torque on tap, 
plenty for the most daunting of off road obstacles, 
enabling you to approach at a speed that doesn’t rip 
the heck out of your undercarriage when traversing 
giant rocks, deep ruts etc.

On the off-road trail I was very impressed with 
the rigidity of the Pajero Sport, with even the fierc-
est of axle-twisters failing to coax a creak or a groan 
from the bodywork.

On the highway, the Pajero Sport is no fire-
brand, but has adequate power with its 120 kW pro-
viding good highway cruising ability and a minimal 
of gearbox stirring needed. Fuel consumption over-
all was impressive, falling under the 10 litres/100 
km level even including two stints of off-roading at 
crawl speeds.

This is a quality vehicle, and at its price of 
R435 000 a very viable alternative to the similarly 
priced Toyota Fortuner which is such a runaway 
sales success in this category. With Mitsubishi part 
of the Imperial Group now in SA, and with around 
50 Mitsubishi dealers around the country, service 
and back-up won’t be a problem. ■

Mitsubishi’s Pajero Sport is Meatier 
with a Manual

Those running boards aren’t just for show.

Pajero Sport cockpit has old-tech, but 
pleasing and well-built ambience.
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Snippets

WOMEN HAVE THEIR SAY
Gender difference is still alive and well in the 
world of 2012. This is obvious with the announce-
ment of the results of the Women’s World Car of 
the Year competition. They had a supreme winner 
– the Range Rover Evoque – and four category 
winners. 

The judging procedure, which was audited by 
an international accounting firm, involved women 
motoring writers from 12 countries giving points 
to the various cars in the categories, with the 
car with the most points taking the overall title. 
Awards will be presented at the Paris Motor Show 
in September. ■

SUPREME CATEGORY
 ■ 1, Range Rover Evoque; 2, BMW 3-Series; 3, 
Audi Q3.

 ■ Family woman: 1, BMW 3-Series; 2, Audi 
Q3; 3, Ford Focus.

 ■ Luxury: 1, Range Rover Evoque; 2, Jaguar XJ; 
3, Audi A6.

 ■ Sports: 1, Porsche 911; 2, Jaguar XKR; 3, 
Mercedes-Benz SLK.

 ■ Economy: 1, Honda Civic; 2, Volkswagen 
Up!; 3, Ford Fiesta.

 ■ It is interesting to note that except for the 
Honda Civic all the cars are from European 
manufacturers. ■

MOVING METAL
Transnet is talking to two of SA’s luxury car mak-
ers, BMW and Mercedes-Benz about the pos-
sibility of the two companies working together 
regarding the transport of their cars by rail. The 
proposal is that BMW sends its made-in-Rosslyn 
cars by train to East London for export, while 
MBSA ships its vehicles for the local market back 
to Gauteng on the same train, with huge savings 
in costs.

BMW currently ships its cars out of Cape 
Town, while MBSA uses the purpose-built terminal 
in East London.

Transnet says currently about 150 000 vehicles 
are transported by Freight Rail. The plan is to grow 
this volume to about 650 000 units in the 2018/19 
financial year. ■

TOILET HUMOUR 
Land Rover is sure to come in for a host of cyni-
cal jibes following its latest advert which does not 
feature a vehicle, but rather a diagram of a toilet 
(with the inner workings) and a caption headed 

The Toilet, with details of the use of this “equip-
ment” and the sign off line “Welcome back”. 

Few people are able to work out what mes-
sage Land Rover is trying to communicate, but 
it is evidently aimed at welcoming back LR own-
ers after a long spell in the bush and informing 
them of the conveniences awaiting them back in 
civilisation. ■

IGNITION GOES 

TWO-WHEELING

The popular weekend motoring programme, 
Ignition, which is screened on DSTV channel 
265 on Saturdays and Sundays, has launched a 
new programme, The Bike Show. It is hosted by 
Isidingo star Jack Devnarain, a keen motorcy-
clist himself, with Mat Durrans and racer Clinton 
Seller assisting him. It will be a 13-part series 
sponsored by the Cayenne dealership, situated 
near Kyalami. The show broadcasts on Saturdays 
at 2 a.m., 12 pm and 8 pm and on Sundays at 8am, 
4pm and 11.30pm. ■

AUDI BUYS DUCATI
Audi has bought the famous Italian motorcycle 
manufacturer Ducati for R8-bn after weeks of 
speculation. This gives the VW Group its 12th 
brand.  Audi has taken over the company and its 
debt. 

Commentators say it is a high price to pay 
for a motorcycle company in debt, but it has 
been a long time ambition of VW’s Ferdinand 
Piech to own this company and evidently Audi 
is looking to use its engine development exper-
tise which has enabled it to make the world’s 
most powerful twin cylinder engine. (Piech al-
ready owns a Ducati). This acquisition will also 

increase rivalry between Audi and its German 
rival BMW which has a very successful motor-
cycle division. ■

POLO VIVO 
TOP OF THE POPS
With over 56 000 units sold since its launch 
in March 2010, Polo Vivo continues to be the 
dominant model in the SA passenger car mar-
ket and is the only locally produced entry-level 
volume car on the market.  Polo Vivo has been 
the top-selling passenger car market for the 
past 18 months. Volkswagen South Africa in-
troduced Polo Vivo as the entry-level car in 
the A0 segment to fill the gap that was created 
when the venerable Citi Golf was retired in 
January 2010.

Now there are rumours of VWSA evaluating 
a Brazilian-made VW Gol (Portuguese word for 
“goal”) and the latest World Car of the Year, the Up! 
as they seek an even lower-priced entry level car for 
the local market. ■

This time the paparazzi are homing in on the CAR that woman love the most.

Ducati’s Diavel AMG at the 2011 Frankfurt 
Show hinted at Mercedes links – now Audi 
has bought the iconic Italian motorcycle 
concern..
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Snippets

ANOTHER PRICE-FIXER
A fifth Asian automotive component supplier 
has agreed to plead guilty to criminal charges as 
part of an ongoing price-fixing investigation by 
the U.S. Department of Justice. Fujikura Ltd., of 
Tokyo, has agreed to enter a guilty plea in U.S. 
District Court in Detroit to one count of price 
fixing. It will pay a $20-million fine for its role 
in a conspiracy to fix prices of automotive wiring 
harnesses installed in U.S. vehicles, the depart-
ment said. According to the Justice Department, 
Fujikura engaged in a conspiracy to fix prices be-
ginning as early as January 2006 through at least 
February 2010. ■

REVENUE BOOST FOR CMH
Combined Motor Holdings (CMH) has reported a 
13% increase in revenue to R8,3bn for its 2011/12 
financial year, compared with the previous period. 
Operating profit was up 9% to R217m. New vehicle 
sales increased by 18% to 18 633, but used vehicle 
sales fell 2,8% to 13 169 units.

Meanwhile CMH  was rolling out the MG and 
Maxus brands using seven existing dealerships 
to save on overhead expenses. Both products are 
sourced from the Shanghai Automotive Industry 
Corporation (SAIC) in China.

The MG brand will be used on a range of 
passenger cars, while CMH will launch a Maxus 
minibus and pick-up into the local market. 
Maxus has its roots in the British van manufac-
turer LDV. ■

OBITUARIES
Harold Pupkewitz, one of Africa’s true motor mo-
guls, passed away on April 27 at the age of 96. He 
had been the most dynamic and prolific entrepre-
neur in Namibia and was reportedly the richest 
man in that country. Born in Lithuania in 1915 he 
arrived in the then South West Africa in 1925 when 
his father established a business building ox wag-
ons, which then became a general dealer.

He was educated in Windhoek before obtaining 
a B.Com degree with distinction from Cape Town 
University in 1935 before joining the family business 
in Windhoek and took over the management. Harold 
remained involved in the day to day running of the 
business until the end, working a six-day week, but 
insisting on regular swimming sessions to stay fit. 
This mean he had headed up a business that became 
Pupkewitz Holdings for a period of 75 years!

The company had obtained the Volvo agency in 
1954, but when that country withdrew from operat-
ing in SA due to political reason in the early 1970’s 
it looked for another automotive franchise and be-
came a Toyota dealer in 1975 and made it the top 
brand in that country. It currently operates seven 
dealerships in Namibia. 

Subsequently the Hino, Nissan, Lexus, UD 
Trucks, Honda (cars and motorcycles), GWM, 
Chana, International trucks, Xinkai and ZXAuto 
franchises were added to the Pupkewitz Motors’ 
portfolio.

Harold Pupkewitz’s status in Namibian public 
life was very evident at his funeral, which was attend-
ed by President Pohamba, various cabinet ministers, 

members of the diplomatic corps and many leading 
businesspeople. 

He is survived by his wife, Ethel and children 
Tony and Meryl.

Morgan Naidu, prolific print and televi-
sion motoring journalist, died on May 5, 2012, 
after losing a battle with cancer. Well known 
for his “Ask Morgan” columns on motoring in 
The Sowetan and Sunday World newspapers, 
38-year-old Morgan was also a feisty character 
on Ignition TV.

Our sympathies go to his wife Mary, son 
Oliver and daughter Layla, as well as members 
of his greater family. AutoLive staffers will long 
remember his reckless high-pitched cackle which 
he emitted when having fun, usually at the wheel 
of a high-powered Jaguar or Mercedes, with  the 
pedal-mashed-to-the-metal. ■

Harold Pupkewitz

The alien invasion of the Western Cape came under 
the close scrutiny of scientists from universities and 
institutions around South Africa when the fourth 
annual Toyota Enviro Outreach project moved into 

the Klipbokkop Mountain Reserve area close to 
Worcester where the fynbos kingdom merges with 
the little Karoo.

The Klipbokkop Reserve is well known to mo-
toring journalists and select 4X4 enthusiasts as it 
features a fantastic trail high into the mountains 
over rugged terrain.

The 12-day expedition from April 15 to 27 
by botanists, zoologists, entomologists and tax-
onomists from the universities of Johannesburg 
and Stellenbosch, the KwaZulu-Natal and East 
London Museums and the South African National 
Biodiversity Institute at Kirstenbosch was an-
other vital step in the mission by the international 
Barcode of Life (iBOL) project, the biggest biodiver-
sity genomics initiative ever undertaken, to safe-
guard our natural wealth and reduce biodiversity 
loss by creating a digital identification system for 
life on Earth.

South Africa is currently facing one of the 
largest problems with invasive plant species in 
the world, with the Fynbos Biome being a par-
ticularly vulnerable vegetation type in South 
Africa. The fynbos kingdom, unique to the 
Western Cape, is the smallest f loral kingdom in 
the world, yet it is the most richly endowed with 
plant species. 

A total of more than 750 species represented 
by approximately 1 450 individuals was collected 
during the Toyota Enviro Outreach 2012 includ-
ing 450 species of plants, 25 species of molluscs, 32 
species of fresh and sea water fish and 250 species 
of insects. 

 Ferdi de Vos, General Manager of Internal 
Communications, Environment and Motorsport at 
Toyota, said Toyota was proud to be associated with 
the international Barcode of Life project through 
the Enviro Outreach programme. ■

Aliens ‘Captured’ by Scientists with Support from Toyota

Take me to your leader... Klipbokkop’s 
Gerhard Groenewald.
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VW and MAN

The Volkswagen Group is putting its stamp on 
its MAN Truck and Bus subsidiary, with the ap-
pointment of three directors to the truck manu-
facturer’s board following the resignation of three 
former MAN directors. VW has appointed Martin 
Winterkorn, Hans Dieter Poetsch and Prof Dr 
Jochem Heizmann to the board with Prof. Dr. Horst 
Neumann as an alternate.

GM may buy into Isuzu

GM and Isuzu are reportedly going to start talks 
this month which could result in GM taking a 10% 
stake in the Japanese commercial vehicle manufac-
turer.  This would restart a 35 year-alliance between 
the two brands that ended in 2006 when Isuzu 
restructured. 

At that time Toyota bought a 5,9% stake in 
Isuzu with the aim of the latter being the lead part-
ner in developing a range of small capacity diesel 
engines. The global financial crisis was one of the 
reasons the project was scrapped.  (Toyota is now 
going to buy diesel engines from BMW).

The objective of a joint venture between GM 
and Isuzu is the joint development of pick-up trucks 
for sale in Asia, Central and South America. Such a 
deal could well prompt Toyota to sell its share as it 
would be competing against the GM/Isuzu alliance 
in many important markets.

New Scania engine platforms

Scania South Africa is using the Nampo Harvest 
Day Show, to be held at Bothaville from May 15-18, 
to launch its new, global engine platforms for the 
5- and 6-cylinder power units used in trucks and 
buses sold locally.

One of the latest generation engines that meets 
the Euro 3 emission regulations will be a centre-
piece of the company’s display at this very popular 
agricultural show.

The theme for the Scania show stand is “Here to 
make a difference”, which the company believes will 
be the case with its new engine platforms.

The latest in-line engines, of 9,3- and 12,7-litre 
capacity are more efficient and even more robust 
than the predecessors to cope with the higher com-
pression ratios required to meet Euro 5 and 6 emis-
sion standards. 

The new range of engines continue Scania’s 
famous methodology of a modular design to cut 
the number of different components required for 
its family of engines which power the largest range 
of heavy duty trucks in the world. For instance this 
system of component interchangeability means the 
same bore size is used in several engines, with the 
length of the stroke being used to vary the capacity 
of the engines. 

The engines in trucks and buses for the SA 
market use Selective Catalytic Reduction (SCR) 
after-treatment  to meet the emission  regulations. 
The same basic engines can be adapted to suit the 
requirements of Euro 3, 4, 5 and 6, but not all mod-
els will come to SA because even the 50ppm diesel 
fuel available in SA has too much sulphur content 
for some of these new engines.

Besides the major areas of focus being im-
proved fuel economy and lower exhaust emissions 
the Scania engineers have managed to maintain 
the high torque characteristic of the engines so that 
maximum torque is available from as low as 1 000r/
min in most instances, which means a useful power 
band with the minimum of gear changes.

Hino’s new 300 Series at Nampo

Hino, the largest heavy truck maker in Japan and 
one of the major players in the South African mar-
ket, will put the focus on its all-new 300-Series 
range at this year’s Nampo Harvest Day Festival, 
which takes place near Bothaville from May 15-18.

“2012 is a very significant year for Hino in 
South Africa,” said Hino SA’s vice-president, Dr 
Casper Kruger. “Not only is it the 40th anniversary 
of Hino’s arrival in this market, but it is also the 
year that we welcome the ninth generation of our 
top-selling range, the Hino 300-Series, which is the 
successor to the Dyna in South 

The new 300 Series is a full model change and 
the opportunity has been taken to fill some gaps in 
the already comprehensive range. There are wide and 
narrow cabs and the model range includes a crew cab 
derivative for the first time. This is another example 
of how Hino listens to its customers because a crew 
cab had been identified as a model needed to meet 
the requirements of a growing number of customers.

Isuzu quandary

Isuzu Trucks South Africa (ITSA) is mulling some 
alternatives as regards its local assembly as General 
Motors SA consolidates all its manufacturing op-
erations at its Struandale plant. This apparently 
means no provision for the Isuzu truck assembly 
which is a contract operation currently located at 
GMSA’s old Kempston Road plant.

An option could be for ITSA to purchase the 
Kempston Road plant, which is for sale, and to use 
a portion for its own assembly operation, while the 
rest of the facility could possibly be made available 
to some of the newcomers to the SA market that are 
considering local assembly.  ■

Working Wheels

Scania will use the Nampo Harvest Day Show next week to showcase its new range of engines.
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Despite the high number and configuration of pub-
lic holidays during the month of April, new car and 
commercial vehicle sales registered relatively strong 
gains compared to the corresponding month last 
year. Aggregate Industry sales had improved by 4 
034 units or 10.5% to 42 617 vehicles from 38 583 
units in April last year, well above the growth rate 
in Industry total sales of 6.9% for the four months 
of the year.

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

Overall, out of the total detailed reported 
Industry sales of 40 417 vehicles (excluding MBSA), 

90.7 % or 36 671 units represented dealer sales, 4.1% 
to Industry corporate fleet sales, 2.8% represented 
sales to the vehicle rental Industry and 2.4 % sales 
to Government. From a seasonal perspective, sales 
to car rental companies were expected to improve 
from June, 2012 onwards as the car rental Industry 
started to re-fleet.

Aggregate Industry new car sales during April 
2012 had performed reasonably well and at 29 517 
units (including MBSA) reflected an improvement 
of 3 190 units or 12.1 % compared to the 26 327 new 
cars sold during April 2011. Including estimates for 

MBSA commercial vehicle sales by segment – sales 
of Industry new light commercial vehicles, bakkies 
and mini buses at 11 028 units during April, 2012 
reflected an increase of 7.2% over sales in April 2011.

Sales of vehicles in the medium and heavy truck 
segments of the Industry at an estimated 668 and 1 
404 units, respectively, had recorded an increase of 
12.5%, in the case of medium commercial vehicles, 
and a rise of 2.1%, in the case of heavy trucks and 
buses, compared to the corresponding month last 
year. For the first quarter of 2012, commercial ve-
hicle sales had underperformed the growth in the 
new car market.

Exports of South African produced motor ve-
hicles, including MBSA export sales data, during 
April, 2012 at 17 656 vehicles showed a decline of 2 
172 units or 11.0 % compared to the 19 828 vehicles 
exported during April last year.

Industry export sales were expected to improve 
modestly over the balance of the year as the Ford 
global compact vehicle export programme and the 
BMW new 3 series export volumes were ramped up.

However, the Industry’s overall export per-
formance during 2012 would remain a function of 
the direction of the global economy. Vehicle exports 
into Europe remained under pressure as a result of 
the recession and debt crisis in the Eurozone. As a 
result, Industry vehicle export projections had been 
revised downwards and were now expected to reach 
about 270  000 vehicles down from 300 000 units 
originally projected for 2012.

The outlook for 2012 in terms of total indus-
try sales remained one of modest growth. Factors 
that would continue to lend support to the do-
mestic market included the ongoing improve-
ment in the financial position of consumers, rela-
tively low interest rates, continuing improvement 
in vehicle affordability in real terms, the highly 
competitive trading environment and new model 
introductions.

Continued growth in consumer expenditure 
and public sector infrastructural investment would 
also support domestic new vehicle sales. As a result, 
domestic sales were expected to continue to reflect 
growth, but at a relatively subdued rate. At this 
stage, domestic sales were expected to improve by 
between 8% and 10%. ■

Improved Sales Despite Many Holidays

Ford’s Figo deservedly still in the top-seller lists.

Porsche sales continue to impress with 90 units in April.

From a seasonal perspective, 
sales to car rental companies 

were expected to improve from 
June, 2012 onwards as the car 

rental Industry started to re-fleet.

Industry export sales were expected 
to improve modestly over the balance 

of the year as the Ford global 
compact vehicle export programme 

and the BMW new 3 series export 
volumes were ramped up.
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TOTAL VEHICLES BY MANUFACTURER FOR APRIL 2012

RSA EXPORT

TOYOTA 7 308 6 936

VOLKSWAGEN GROUP SA 7 168 2 266

GMSA 4 744 115

FMC 3 451  1 556

NISSAN 3 242 1 074

BMW GROUP 2 068 2 066

RENAULT 765 0

CHRYSLER SA 747 36

JAGUAR LAND ROVER 567 0

TATA  412 7

PCSA 404 0

HONDA 402 57

FIAT GROUP 353 0

SUZUKI AUTO 349 0

MAHINDRA 251 0

UD TRUCKS 235 5

VOLVO CARS 203 1

MAN 194 13

MITSUBISHI MOTORS SA 175 0

VOLVO TRUCK 124 0

PORSCHE 90 1

SUBARU 73 0

SCANIA 67 31

TOTAL VEHICLES BY MANUFACTURER FOR APRIL 2012

RSA EXPORT

IVECO 63 1

CHANGAN SA 56 0

NAVISTAR INTERNATIONAL 48 0

POWERSTAR 36 1

RENAULT TRUCKS 24 0

BABCOCK 9 0

MASERATI 3 0

SUB TOTAL 33 631 14 166

AMH & AAD 6 786 0

MBSA 2 200 3 490

INDUSTRY TOTAL 42 617 17 656

Tata’s Indica Vista found 105 buyers in April.

Renault’s Sandero notched an impressive 496 sales in April.

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 22

Market Totals by Manufacturer for April 2012

Passenger
LightCV
<3501kg

MediumCV
3501-8500kg

HeavyCV
8501-1500kg

Extra HeavyCV
>16500kg

Bus
>8500kg

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

TOYOTA 3 403 1 184 3 642 5 752 140 0 88 0 35 0 0 0

VOLKSWAGEN GROUP SA 6 461 2 266 655 0 52 0 0 0 0 0 0 0

GMSA 2 174 42 2 339 67 124 3 70 2 36 1 1 0

FMC 2 037 0 1 414 1 556 0 0 0 0 0 0 0 0

NISSAN 1 135 1 2 107 1 073 0 0 0 0 0 0 0 0

BMW GROUP 2 068 2 066 0 0 0 0 0 0 0 0 0 0

RENAULT 741 0 24 0 0 0 0 0 0 0 0 0

CHRYSLER SA 747 36 0 0 0 0 0 0 0 0 0 0

JAGUAR LAND ROVER 514 0 53 0 0 0 0 0 0 0 0 0

TATA 237 0 69 0 42 0 43 0 15 7 6 0

PCSA 365 0 25 0 14 0 0 0 0 0 0 0

HONDA 402 57 0 0 0 0 0 0 0 0 0 0

FIAT GROUP 323 0 20 0 10 0 0 0 0 0 0 0

SUZUKI AUTO 349 0 0 0 0 0 0 0 0 0 0 0

MAHINDRA 112 0 139 0 0 0 0 0 0 0 0 0

UD TRUCKS 0 0 0 0 54 1 110 4 71 0 0 0

VOLVO CARS 203 1 0 0 0 0 0 0 0 0 0 0

MAN 0 0 0 0 0 0 7 2 152 0 35 1

MITSUBISHI MOTORS SA 134 0 41 0 0 0 0 0 0 0 0

VOLVO TRUCKS 0 0 0 0 0 0 0 0 120 0 4 0

PORSCHE 90 1 0 0 0 0 0 0 0 0 0 0

SUBARU 73 0 0 0 0 0 0 0 0 0 0 0

SCANIA 0 0 0 0 0 0 0 0 56 20 11 11

IVECO 0 0 0 0 49 0 3 0 11 1 0 0

CHANGAN SA 14 0 42 0 0 0 0 0 0 0 0 0

NAVISTAR INTERNATIONAL 0 0 0 0 0 0 0 0 48 0 0 0

POWERSTAR 0 0 0 0 0 0 0 0 36 1 0 0

RENAULT TRUCKS 0 0 0 0 0 0 0 0 24 0 0 0

BABCOCK 0 0 0 0 0 0 0 0 9 0 0 0

MASERATI 3 0 0 0 0 0 0 0 0 0 0 0

SUB TOTAL 21 585 5 654 10 570 8 448 485 4 321 8 613 40 57 12

AMH & AAD  6 331  0 425 0 30 0 0 0 0 0 0 0

MBSA 1 601 3 490 33 0 153 0 65 0 326 0 22 0

INDUSTRY TOTAL 29 517 9 144 11 028 8 448 668 4 386 8 939 40 79 12
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The 21st running of the annual Rust de Winter 
Jamboree was won by Rudi and Yolaine van der 
Merwe in an ancient SVM. The Jeep-like vehi-
cle, produced in total numbers of about 300 by 
a locally-based manufacturer in the late 1980s 
and early ‘90s, beat out a strong contingent of 
Toyotas which otherwise dominated the event. 
Hundreds of 4x4 enthusiasts and their families de-
scended on the picturesque Rust de Winter camp-
site and picnic resort on the banks of the Elands 
River in Limpopo over the Freedom Day holiday 
long weekend to celebrate the 21st running of the 
4x4 Jamboree under the Toyota banner.

It was the 33rd time this unique gathering and 
competition had been staged at the historic camp-
site, the home of the organising 4x4 ATV Club of 
Pretoria, at an idyllic venue beneath hundred year-
old apiesdoring (monkey thorn) trees in an area re-
nowned for its bird life.

Runners-up for the weekend among a full-
house entry of 150 crews in a variety of 4x4 vehicles 
dominated by Toyotas were Juan Vosloo and Jean-
Pierre Dellemyn in a Toyota Hilux. They finished 
second in Saturday’s gymkhana. The husband and 
wife pairing of Dirk and Verna van Wyk were third 
in a Toyota Hilux.

To celebrate its 21 years of sponsorship, Toyota in-
vited owners of Toyota 4x4s 21 years and older to join 
the jamboree. Special awards and prizes were won by 
Louis Cronje and his 1978 Toyota Land Cruiser pick-
up (the oldest running Toyota), Willie Naude and his 
1987 Toyota Hilux 2.2 4Y (the most original Toyota) 
and Johan Lock and his extraordinary 1984 Toyota 
Hilux double cab (the most accessorised Toyota). ■

Jamboree 
Comes of 

Age

Yolaine and Rudi van der Merwe, hardcore SVM protagonists, seen with Toyota’s Ferdi 
de Vos after winning the Rust de Winter Jamboree. 

Louis Cronje, proud 1978 Land Cruiser owner. 

Some guys have all the fun! The Rust de Winter event encourages a slow, measured approach to obstacles. 
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A month or so ago I was one of the organisers of a 
classic car hall display at the Rand Easter Show. I 
spent a lot of time in Hall 5, and it was interesting to 
watch people as they ooh-ed and aah-ed their way 
around the walkways, checking out a very diverse 
display of machinery that ranged from and Ford 
Model T and Rolls Royces dating back to the 1920s 
to a Shelby Mustang fresh out of Detroit.

The cars that garnered the most interest by 
far were the so-called muscle cars – Chevrolet 
Camaros, Ford Mustangs and various rods and 
customs from the USA. The reason for this state 
of affairs is down to the fact that during the last 
decade or so, movies like Gone in 60 Seconds and 
The Fast and the Furious have made these hunks of 
American iron highly desirable to a whole new gen-
eration of car freaks.

The irony of it all is that the American muscle 
car is pretty much a bucket of old bolts with a styl-
ish body shape. The quality of fixtures on these cars 
is way inferior to those found in, say, an MGB or 
a Porsche 911 of similar vintage. Road-holding in 
standard form was pretty mediocre, with massive 
under-steer into a corner followed by fishtailing 
over-steer if the driver applied more than 50 per 
cent of that V8 power to the rear wheels that were 
suspended by antiquated cart springs.

And the braking in American cars of that 
era – say 1965 to 1973 – was woeful. Even the 
original Ford Mustangs were introduced with 
drum brakes as the standard option, and if you’ve 
ever driven a standard ‘Stang, you’ll know they 
couldn’t live with a well-driven Alfa or even a 
Cortina GT of the same vintage, when it came to 
the twisty stuff. Not to mention a Mini Cooper S, 
which could blow all of them away when it came 
to sheer cornering power.

South Africa in those days had ended its love 
affair with the American car, mainly due to tax and 
exchange rate reasons, and also because local content 
laws in force meant that it was much more viable to 

build smaller cars sourced from Germany, England, 
and of course, Japan. So, it was goodbye to the land-
yachts, and hullo to a succession of rather boring cars 
for the next decade or so.

Of course, South Africans still craved perfor-
mance, and because of our increasing isolation, it 
was pretty much up to us to develop exciting cars 
right here. Two of these became our classic home-
grown muscle cars, and I refer of course to the Capri 
Perana V8 and the Chevrolet Firenza Can Am.

The Capri Perana V8 was the brainchild of one 
Basil Green, an ex-Anglia racer who cottoned to the 
idea of engine-swapping as the quickest and easiest 
way to serious performance. His first effort was the 
Cortina Perana V6, developed by fitting the Ford 
Zodiac V8 engine into the Mk II Cortina. He fol-
lowed this with a V6 into the Capri bodyshell, and 
then when Ford introduced their own version, he 
had his V8-engined follow up which became an all-
time classic.

On the race track the Perana was so domi-
nant that General Motors SA decided to develop 
the V8-engined Chev Firenza, which was known 
as a Vauxhaul in the UK. The development of the 
car was undertaken by Basil van Rooyen, and he 
sourced a motorsport-developed Z28 engine from 
the States that simply blew the Perana into the 

weeds, speed-wise, although handling-wise the 
Capri was always a better-planted road car.

Both of these cars have become global legends 
since then, and prices of over R300  000 are seen 
as “normal” today for well-preserved examples, 
which are very thin on the ground. Only 100 Can 
Ams were made to homologate the car for road 
use, but countless “fakes” have been built up using 
the Firenza coupe bodyshells since then. Some 400 
Capri Perana V8s were made  (and again there are 
many fakes running around).

What I dig about this story is that, while there 
were a couple of V8 conversions done on the Capri 
and Firenzas in the UK, it was only in South Africa 
that these beasts were built as production cars rati-
fied by the factory. In an era where a hot car such as 
a Capri V6 battled to break the 10-second barrier 
for the 0-100 km/h run, the Capri V8 was doing it 
in 6,5 seconds and the Firenza in 5,8 seconds. And 
both had top speeds in the 225-to230 km/h region.

As for the brakes…. ahh, well,  despite these 
classics having disc brakes up front, that was an-
other story. But then nothing stopped very well in 
those days, so it was up to the driver to use some 
“restraint”.  ■
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