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BY STUART JOHNSTON

Aft er an impressive presentation by 
Jaguar Club magazine editor and 
secretary Brian Askew on the herit-
age behind Jag’s iconic sports cars, we 
were given a nice surprise as the new 
F-Type was unveiled. It was a sneak 
preview for some handpicked jour-
nalists, where we learned that the new 
F-Type would come in at prices start-
ing at under well under R900  000, 
making it extremely aff ordable. 
What’s more, the dynamic Flynn, at 
53 years-old celebrating some three 
decades in the motor industry, indi-
cated that the F-Type heralds a seis-
mic shift  in the way the world at large 
perceives Jaguar.

We subsequently arranged an ex-
clusive interview with Flynn, who is, 
in fact, MD of both Jaguar and Land 
Rover in South Africa.

Auto Live: A very successful 
Heritage Day at Zwartkops. 
What did the day mean to you, 
or possibly reveal to you, in 
terms of your customer base ?

Kevi n Flynn: It is an interesting 
one. What we feel is that there 
is a real need to ensure that the 
new Jaguar will appeal to a far 
broader base than the tradition-
al heritage Jaguar. It is impor-
tant that we keep those people 
embraced in our business, both 
in terms of where Jaguar has 
been and where the models are 
going. Because that owner base 
is fantastic, it’s almost evangelis-
tic. But sometimes their passion 
is rooted in our heritage and 
past and it doesn’t link to where 
we are moving forward to.
  I think the F-Type is the per-
fect car which links with the 
heritage, the depth, the gravitas 
of what the brand has stood for 
in the past, yet this most won-
derful product brings right 
up to the modern day. And 
it continues the lineage from 
the E-Type, the famous C and 
D-Type behind it as well. Th is is 
probably a car that, for the fi rst 
time in a while, has those core 
attributes of what made Jaguar 
so special back in William 
Lyon’s days.

AL:  So, in a sense you are saying 
that the F-Type is much more 
important for you, than merely 
another car in the Jaguar sports 
car line-up?

KF:  I think it does a very special 
job. It links us with the spirit of 
what we have been, almost at the 
beginning of Jaguar, through 
those historic road and racing 
cars. And suddenly we have a 
product that has all that DNA 
elements in a modern package, 
with a little tip of the hat, from 
a styling perspective, to the past. 
It is the E-Type of the day, it car-
ries the F-Type badging for good 
reason. It is almost a reach back 
into what we’ve been, pulling 
forward into, a really modern 
interpretation. We are seriously 
back in the sports performance 
car market.

AL:  It is very keenly priced and that’s 
a tradition that goes way back to 
the XK120 and the E-Type as 
well.

Interview – Kevin Flynn, Managing 
Director of Jaguar South Africa

AutoLive was recently 
invited to an extremely 
informative Jaguar 
Heritage Day at 
Zwartkops Raceway near 
Pretoria, to showcase to 
owners and dealers the 
new F-Type, Jaguar’s 
brand-new sports car 
which is being launched 
this coming week to 
the media.

Kevin Flynn.
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Editor’s Note
Th e spin that manufacturers put 
on the monthly new-cars sales 
fi gures, released these days by 
RGT Smart in conjunction with 
the DTI, is always interesting. 
In a month where Toyota was 
ousted from its overall market 
leadership position by arch rival 
Volkswagen, Toyota issued a me-
dia release entitled:  “Toyota con-
tinues to Power Ahead in June.”

Th e text substantiating this headline identifi ed that the com-
pany enjoyed nearly 19 per cent of the total vehicle sales in June, 
which numbered 56 562 units. It also pointed out that its astound-
ingly successful Hilux model range continued to be South Africa’s 
most popular vehicle, with 3 070 sales in June.

What the release didn’t mention, however, was that 
Volkswagen actually outsold Toyota by 533 units. And VW con-
tinued to “power ahead” in the passenger market, recording 9 782 
car sales, versus Toyota’s 5 514.

Nevertheless, Toyota remains on top for the year to date, 
being some 3 638 in overall vehicle units ahead for the fi rst six 
months of 2013 combined. And in the export fi eld Toyota is way 
out in front, its exports almost being double that of next-best VW.

For some reason VW has been tardy in issuing sales fi gures 
comments of late, but Ford Motor Company SA, third on the 
manufacturers list, was typically bullish, commenting on the suc-
cess of its Kuga as being top of its segment (an impressive 585 sales 
recorded), Fiesta ST sales 79 per cent better than ever, and the fact 
that its sales as a company increased by an impressive 27,8 per 
cent. Indeed, that makes Ford the top performer in terms of mar-
ket share increases this year.

General Motors SA and Nissan SA are also vying for this 
third spot in overall vehicle sales, while each month BMW and 
Mercedes-Benz are in a close fi ght to fi ll the sixth spot of the tra-
ditional RGT sales fi gure reporters. However, it should be noted 
that Associated Motor Holdings sold about 4 000 passenger cars 
in June, with Hyundai making up the bulk of these sales, followed 
by Kia. Yet AMH continue to only report its sales as an overall 
number, rather than in model-breakdown format, as does GWM, 
which sold 511 units in June.

Stuart Johnston,
Editor
stujohn@autolive.co.za
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Salaries and house purchases may be high-
er in South Africa’s economically largest 
provinces but new data has revealed that 
the cost of buying a used vehicle is actually 
cheaper in Gauteng, the Western Cape and 
KwaZulu-Natal.

Th is is according to Paul-Roux de 
Kock, Analytics Director at Lightstone, 
the provider of comprehensive data, ana-
lytics and systems on automotive, prop-
erty and business assets, who says location 
plays a role in the purchasing price of a sec-
ond hand vehicle in South Africa.

“Th e Western Cape is the cheapest 
province in which to buy a used vehicle, 
being 0.6% below the national average, 
closely followed by KwaZulu-Natal and 
Gauteng at 0.4% and 0.3% lower than the 
national average respectively.”

De Kock notes that motorists in 
the North West are likely to fork out far 
more than anyone else, with prices being 
1.8% higher than the national average in 
the province.

“One of the reasons for this disparity 
between the provinces is the availability 
of stock. In the three economically largest 
provinces, there is far more competition 
between dealerships for customers with a 
strong supply of stock. In contrast, provinc-
es such as North West, the Northern Cape 
and Limpopo generally have fewer dealer-
ships and stock to drive down prices.”

Another possible cause highlighted by 
Dr Neal Burton, non-executive Director 
at RGT Smart, is that in the wealthier 
and larger provincial economies, motor-
ists are more able to aff ord new vehicles. 
Used vehicles therefore not only compete 
with other used vehicles but also with new 
vehicles–which are the rational preferred 
choice of buyers. Th is demand for new ve-
hicles reduces the demand for used ones, 
thus driving down the used vehicle prices. 
Burton also highlights that the turnover 
of used vehicles is lower in the less active 
economies so stock stands for longer, and 

holding costs are higher, which needs to be 
passed on in pricing.

“While consumers may believe buying 
a second hand vehicle would be far more 
expensive in a municipality such as the 
City of Johannesburg, including suburbs 
like Sandton, the data also shows that the 
price of a used vehicle is 1.9% lower than 
the national average in this municipal-
ity. Th ose who live in the Blue Crane mu-
nicipality in the Eastern Cape are the most 
likely to pay more for a used vehicle, with 
the data showing that they can expect to 
fork out as much as 5.4% more for a second 
hand vehicle than the national average,” 
says De Kock.

“Buying a vehicle is a big decision for 
anybody and is oft en the second largest 
purchase aft er a house that most people 
will ever make. As a result, it is important 
that motorists have all the information 
they require when purchasing a vehi-
cle, whether it is new or used.” concludes 
De  Kock. ■

Used Vehicles Cheaper to 
Purchase in SA’s Main Provinces

Average cost of used vehicles 
via province

Province Percentage 

Western Cape 
0,6 % lower than 
national average 

KwaZulu-Natal 
0,4 % lower than 
national average 

Gauteng 
0,3 % lower than 
national average 

Eastern Cape 
0,2 % lower than 
national average 

Free State 
0,2 % higher than 
national average 

Mpumalanga 
0,8 % higher than 
national average 

Limpopo
1,1% higher than 
national average 

Northern Cape 
1,3 % higher than 
national average 

North West 
1,8% higher than 
national average 
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 continued from page 2

KF:  What Jaguar has cleverly done is that we 
have brought a range of vehicles in the 
F-Type. We have three derivatives and three 
levels of the way we can specify to your re-
quirements. Th ere is the 340 horsepower 
(255 kW) version, the slightly more enthusi-
astic and almost track-orientated 380 horse-
power (285 kW) version, and then for those 
that are keen on V8 power you have the 
supercharged V8 with 500 horsepower (375 
kW) on tap. All three cars are supercharged, 
the fi rst two models are the V6 cars and the 
range topper is the V8 Supercharged.

AL:  You recently released fi gures of the amazing 
market gains you’ve made in China. How is 
the Jaguar brand doing on a global level?

KF:  Because we’ve been so sedan-based recently 
one only has to look at what has been hap-
pening in the sedan segment. And because 
we have moved into so many global mar-
kets we have had to move accordingly. For 
instance, there is now a high-powered two-
litre four-cylinder version of the XJ, which 
we will possibly evaluate for South Africa. 
Th at’s a petrol engine and it’s amazing, it 
drives wonderfully. Th at has been launched 
in China now and in Mauritius, and some 
of our other sub-Sahara markets where the 
tax laws favour the smaller-engined cars. In 
some respects you will see an evolution of 
the Jaguar product to meet those new re-
quirements in the market place. So we have 
massive aspirations for Jaguar, both in our 
sub-Saharan markets and here in South 
Africa. And indeed globally. Th ere is a very 
solid plan to see that growth in Jaguar. 
China has been massive for us. Th e signs 
on a global basis are very optimistic and 
we are very optimistic with what we’ll do in 
South Africa. Coming back to F-Type, that 
is spear-heading that attitude change.

AL:  Th is brings us to the next question which 
you hinted at, at the Heritage day. Is Jaguar 
bringing a replcament for the X-Type (dis-
continued a few years ago) to take on the 
likes of 3 Series?

KF:  If somebody like yourself sat down and 
started making a plan of what you would do 
with Jaguar, that could be one of the suppo-
sitions. Th ere is a very dynamic model plan 
in development and we will have a series of 
models that really meet the demand of the 
car market globally. So, watch this space. 
F-Type is the spearhead of an evolution of 
the Jaguar brand:

AL:  Th is next question will probably elicit a sim-
ilar answer: Is there any chance that there is 
a Jaguar SUV on the cards?

KF:  I think the previous comment takes care 
of that. Th ere has been lots of speculation 
globally… I think the key message at this 
stage is that the F-Type is at the forefront of 
new model development for Jaguar and we 
believe it will bring the brand into strong 
competitiveness, with the opportunity to 
grow.

AL:  Th e JD Power satisfaction report saw Jaguar 
tops in the UK recently. Is there a similar lev-
el of customer satisfaction in South Africa?

KF:  We are making good strides. What really 
worked well in this market, along with Land 
Rover, is a focus on the ownership experi-
ence. We have some great plans in terms of 
our network development. Th is will allow 
us a consistent approach across our model 
range, and how we look aft er our clients. 
One of the areas where we can have a strong 
infl uence is the way our dealers respond to 
customer needs. Th e key thing is ownership 
experience so that when somebody owns 
one of our products and it’s time to trade, 
it’s a natural choice to stay with the brand.
  It’s all coming together very well, we are 
getting ourselves into a good space. And 
great for our clients.

AL:  XF seems to have done well for you in terms 
of sales.

KF:  Yeah it has done well, it’s a cracking car. Th e 
more people that drive it, the more they pass 
on the good word. I think one of the biggest 
challenges we have needed to address is 
making sure people are aware of that vehi-
cle. Sometimes there’s a tendency to go for 
the more traditional off erings in that range. 
We have a competitive product, a competi-
tively priced product, and it’s a choice of 
style, presence and something diff erent. 
Again that’s a classic where we’ve intro-
duced 2,2-litre diesel and high-output two-
litre petrol derivatives. So we’ve evolved 
with the segment as well and it’s given us a 
competitive position.

AL:  Any more launches planned from Jaguar 
this year?

KF:  F-Type is our focus for this year. Please 
come along to JIMS, the Johannesburg 
International Motor Show in October, 
where we will have some fabulous models, 
variants, that we’ll be showing you. ■

Strong colours, black sporty wheels work great on the F-type, pictured here 
alongside a classic E-Type from the ‘60s.

The car that really made Jaguar’s name in sports cars, the XK120, introduced in 1948.
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GM South Africa 
Appoints New Product 
Communications Offi cer

General Motors South Africa 
(GMSA) is pleased to announce the 
appointment of Lunga Ntsendwana as 
Product Communications Manager 
eff ective 1 August. Ntsendwana 
studied Media, Communications 
and Culture at the Nelson Mandela 
Metropolitan University (NMMU) 
before joining General Motors as 
a graduate-in-training in 2007. He 
has held various positions within 
the communications department 
including a short term assignment 
in 2011 in Australia and at GM’s 
International Operations Head 
Quarters in Shanghai, China. 

In his new role Ntsendwana 
will be responsible for all product 
communications for GMSA’s three 
brands, Chevrolet, Opel and Isuzu.

“Th e media landscape is very ex-
citing at the moment as most publica-
tions look beyond traditional media 
channels and explore opportunities 
in Social Media. I’m looking forward 
to working with our media partners 
to make sure our exciting products 
and brands are well represented in 
this space,” said Ntsendwana.

Lunga takes over from Caroline 
Th omas who will assume a new role in 
the company’s Finance Department. 
Th omas began her career at GMSA as 
a graduate-in-training in the Finance 

Department in 1999 aft er the comple-
tion of a B.Com degree at the Nelson 
Mandela Metropolitan University. 
She has been in the Product 
Communications role since 2010 in 
which time she has overseen some 
of GM South Africa’s major product 
launches including the locally manu-
factured Chevrolet Utility, Chevrolet 
Spark and sixth Generation Isuzu KB.

Ntsendwana will report to 
Denise van Huyssteen, GM Africa 
Communications Manager.

BMW’s New Plant 
Head in Dingolfi ng

Josef Kerscher will take up the post 
of Managing Director of the BMW 
Plant Dingolfi ng with eff ect from 
1 November 2013. Kerscher has been 
working for the BMW Group for 34 
years and has been President of BMW 
Manufacturing in Spartanburg 
(South Carolina, USA), for the last 
six years.

He will be succeeded as President of 
BMW Manufacturing in Spartanburg 
by Manfred Erlacher on 1 November 
2013. Erlacher has been with the 

BMW Group for 29 years and is 
currently Managing Director of the 
BMW Plant Leipzig. His successor 
from November 2013 will be Milan 
Nedeljkovic, who is responsible at 
present for assembly at the Leipzig 
Plant. Wolfgang Stadler, the current 
Managing Director of the BMW 
Plant Dingolfi ng, is leaving the BMW 
Group in order to take up a position 
as a Member of the Board of Directors 
of Jaguar Land Rover.

Ray Karshagen resigns 
from MAN Truck & 
Bus South Africa

Th e Joint CEO responsible for the Bus 
and Aft er Sales Divisions, Mr. Ray 
Karshagen, has resigned from the 
Executive Board of MAN Truck & 
Bus South Africa eff ective from July 
3, 2013. His resignation is with imme-
diate eff ect.

Ray Karshagen has resigned for 
personal reasons. MAN thanks him 
for his many years of service with the 
company and wishes him well in his 
future endeavors.

In the interim Mr Bruce Dickson 
will assume responsibility of the Bus 
Division and Mr Max Heller will 
be responsible for the Aft er Sales 
Division until further notice. ■

Lunga Ntsendwana, GMs 
new Product Communications 
Manager in SA.

Josef Kerscher, Managing 
Director of BMW Plant 
Dingolfi ng.

Pictured at the Jaguar Club Northern Regions Heritage Day at 
Zwartkops recently were Gerry Kramer (Chairman), Brian Askew 
(Secretary), Anne Askew and Bob Brown (Vice Chairman). 
Looking back at the camera on the far right is Jaguar South 
Africa’s Operations Director, Brian Hastie. Brian Askew presented 
an extremely comprehensive history of the Jaguar model heritage 
going all the way back to William Lyons’ involvement in the 
Swallow Side Car Company in the 1920s. It was fascinating. The 
highlight was an unveiling of the new F-Type (see lead story in 
this issue).

People

The Classic Car Show 
organiser Pauli Calisto, giving 
visitors a guided tour at 
Nasrec last Sunday.

Josef Kerscher will take 
up the post of Managing 

Director of the BMW Plant 
Dingolfi ng with effect 

from 1 November 2013. 
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BY STUART JOHNSTON

AutoLive spoke to Hein Schafer, the 34-year-
old marketing man responsible for bring-
ing Volkswagen’s products to our attention in 
South Africa, on the evening of a relaxed Golf 
GTi launch. Like the rest of the VWSA team, 
he was bullish about launching the car that 
most people feel remains the benchmark in the 
hot-hatch category.
Auto Live: What does GTi mean for Volkswagen 

brand?
Hein  Schafer: I think for South Africa it is mas-

sive. I touched on the fact in my launch pres-
entation that mix-wise we are the country 
with the biggest GTi derivative market share, 
relative to the entire Golf range. It makes up 
about 50 per cent of our mix. In terms of what 
it means for Volkswagen, it is a strong brand-
within-a-brand. It has a rich heritage dating 
back to 1976 and I think one that most people 
aspire to.

AL:  Was it frustrating, given its strong sales pull, 
that you had to wait six or seven months for 
the GTi, aft er launching the Golf 7?

HS:  Not really, we’ve always been accustomed to 
a waiting period for GTi through its various 
generations, and I think in Golf 7 this has 
been the shortest wait. Historically we’ve 
waited much longer. Th e fi rst four months 
of Golf 7 sales have been extremely success-
ful. We’ve averaged about 200 cars per month 
more than we did with Golf 6 in the fi rst four 
months of its model cycle.

AL:  Presumably those fi rst four months of Golf 6 
also excluded the GTi?

HS:  Yes, we’re comparing apples with apples. So 
we’ve improved our segment share exclud-
ing GTi. But, having said that, when a model 
makes up 50 per cent of your mix, obviously it 
hurts not having it from the start.

AL:  Do you see GTi taking sales away from, say 
the 1,4 TSi, also a strong performer in the 
Golf range?

HS:  I think it happens, certainly in some of our 
top-end models. We have two Hi-Line mod-
els. But if we cannibalise a couple of cars inter-
nally but we are stealing sales from our com-
petitors, the likes of Megane and Focus ST and 
OPC, then we are extremely happy.
  And if people buy up into our range, say 
from a Hi-Line into a GTi, obviously that’s 
what we like to achieve.

AL:  In terms of Golf being a relatively small com-
ponent, now, of your overall mix, as you are 

doing so well with Polo Vivo and Polo, do you 
see that trend continuing? Buying down?

HS:  Look, it is a trend, we have seen a lot of 
growth in what we call the A-Zero segment, 
where Polo competes. But another trend has 
been that lots of customers are moving to the 
SUV market, so whether they are buying an 
A-segment SUV, or even a smaller one like 
Nissan’s Juke, which has also been successful, 
we see this trend continuing too.
  We do well in the entry segment, Polo and 
Polo Vivo together have over 40 per cent seg-
ment share, but we want to sell cars across 
the spectrum. I’m not referring specifi cally 
here to Golf, because it has been successful, 
but I’m referring to Touran, Passat, CC and 
Tourag. We believe these cars have the prod-
uct credentials and we believe they can do a 
little bit better than what they are doing at the 
moment.
  So, we don’t want to be over reliant on the 
entry models although we are very grateful 
for their success.

AL:  What do you attribute it to, the phenomenal 
success of both Polo Vivo and Polo?

HS:  My personal view is that those cars have fan-
tastic quality, they are probably a little more 
premium than the competition. Really solid 
cars and cars that have retained excellent re-
sale value. Th at’s a big part of their success. 
If you take a car like a Polo Vivo, which is in 
reality a previous-generation Polo but at an 
entry-car price, it becomes a very good ra-
tional purchase, a top quality previous-gen 
car with the qualities of a top-end A-Zero car, 
at an entry A-Zero price. So I think it’s been 
a successful strategy so far, but I think you 
have to be aware that you have a lot of your 
eggs in one basket. If you have a very strong 
competitor entering the A-Zero segment, you 
have to make sure you are attacking in other 
segments, to maintain your market leadership 
(VW has been the top-selling passenger car 
manufacturer in South Africa for a number of 
years now. Overall leader in total vehicle sales 
is Toyota).

AL:  You have got a stronge competitor right now 
and that is the Toyota Etios. Have you been 
surprised at how well it has done?

HS:  I think we always knew that anything that 
carries a Toyota badge here is going to do well. 
And they have a car that is relatively spacious 
and in my view, not badly specced and well-
priced, so one with a Toyota badge is going 
to do well. We knew that aft er they withdrew 
from this end of the market with the Tazz that 

it left  a big hole for them. Which, obviously, 
they tried to fi ll by stretching the Yaris range.
  So, the Etios has been successful and has 
dented Vivo just slightly, but fortunately not 
as badly as it has dented cars like the Figo and 
some of the others.

AL:  Th e Figo has done well too.
HS:  A good car, a similar strategy to what we have, 

an older-generation Fiesta. I think in this seg-
ment there is some good value for money, be-
tween R120 000 and R140 000.

AL:  In terms of fl eet versus private sales, are a lot 
of your Polo and Polo Vivo sales going to fl eet?

HS:  Th ere is a fair amount that goes to fl eet. We 
have government, fl eet and rental and we split 
them in order to categorise them. We have 
been very successful with big rental business-
es, we also have a high share of government 
sales.

AL:   What has your share been like as far as private 
buyers are concerned.

HS:  On private buyers we are sitting at around a 20 
per cent share on Vivo and pretty similar on 
Polo. So those cars are doing very well for us.

AL:  What’s your customer retention like?
HS:  It’s an interesting one. One area where we 

are very dilligent is in customer satisfaction, 
where we are Number Two at the moment, it’s 
a programme where Volkswagen has invested 
lots of money. And we are only second to 
Audi, which is another group brand.
  So customer satisfaction is a central part of 
our focus. Our customer retention is excel-
lent. Where we can do some work is catching 
that fi rst-time car-buyer in the A-Zero-Zero 
segment. Th at’s where I think the likes of 
Hyundai and Kia are one up on us. We are 
keen to introduce an A-Zero-Zero car below 
the Vivo, but we haven’t, thus far, found a 
product within the group that can make fi -
nancial sense. So we don’t have that particu-
lar arrow in our bow at the moment but we’ll 
continue working on that. ■

Volkswagen Brand Marketing Manager in 
SA, Hein Schafer.

Interview – Hein Schafer, Volkswagen 
SA Product Marketing Manager
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BY STUART JOHNSTON

Lexus’s redesigned IS 350 launch was crimped in 
tight between that of the Golf GTi and the BMW 3 
GT, so it was impossible for AutoLive to attend the 
function. A pity, as the car will no doubt prove to 
be impressive, especially from a handling point of 
view. Indeed, the Lexus-issued media material from 
the launch uses reams of copy from what Lexus 
rates as “ the world’s most authoritative motoring 
magazine,” Car and Driver.

Th e prose from the American writer’s pen eulo-
gises the new Lexus, an excerpt being:

“… the crowning of a Lexus as the high priest of 
the sports-sedan world is something few saw coming 
– until we dove into the twisting, climbing, kinking, 
plunging roads around Texas. We didn’t see it com-
ing because, on any other type of road, the IS clearly 
exhibits Lexus’s traditional top priority: serenity. 

On typical highway surfaces, minute twitches in the 
steering wheel and nearly imperceptible shift s of 
the body off er only the slightest hint of what lurks 
within.…..”

Hmm. In the fi rst place, the American reference 
point generally tends to run to wallowing clunkers 
designed to smooth out the potholes of New York 
City, and cruise in a straight line at 65 mph, rather 
than cope with the vagaries of the Nurburgring 
Nordschleife.

In the second place, if you want to seriously miff  
a bunch of serious motoring journalists, go ahead 
and quote one of their colleagues as if this repre-
sents some sort of authoritative opinion. I can just 
visualise the clenched jaws of the SA journos at-
tending the product briefi ng…

Having said that, we expect the IS 350 to han-
dle superbly. Th e IS 200 did way back in 1999, so did 
the IS 250. So maybe the purple pronouns emanat-
ing from “the world’s most authoritative motoring 

magazine” are not entirely misleading. From what 
I gather from the rest of the media pack, the new 
car comes with a serious 228 kW V6 and an eight-
speed automatic transmission and is priced from 
R449 900. ■

BY STUART JOHNSTON

Let’s get things out of the way right now. Th e 5 Series 
GT has not been a huge success for BMW. Huge, in 
fact, is a word that springs to mind, but success?

Th is then begs the question as to why the 3 
Series Gran Turismo? Th e answer, my friends, lies 
in the fact that in the metal, this car has far better 
proportions than its dumpy older sibling, based as 
it is on the sportier, smaller 3 Series.

It also fi ts into the range, according to BMW in 
places where the 3 Series Touring (that’s an estate 
car version of the 3) is not on sale.

Viewing the car in the metal, its is immediately 
apparent that proportionally the fastback Gran 
Turismo shape works a lot better on the smaller 3 
Series platform. However, lest you think that the 
Gran Turismo is merely a 3 Series with a fastback 
rear end and a fi ft h door, it is worth noting that 
there are hardly any common body panels between 
the sedan and the fi ve-door.

It is 200 mm longer bumper-to-bumper, and 
most importantly from a visual point of view as well 
as a practical one, and indeed a dynamic one, the 
wheelbase has been extended by a signifi cant 110mm.

Th is has freed up plenty of rear legroom at 
the back, and indeed BMW states in its in-house 

literature on the car that the 3 Gran Turismo’s rear 
seat accommodations falls somewhere between that 
of the 5 Series and the 7 Series!

Not only is there more legroom, but the roof-
line has been raised too, so despite that sloping rear 
profi le there is more headroom. It’s altogether a 
roomier, bigger car.

Mechanically it does not diff er from the 3 
Series, which means you can order it in 320i, 320d, 
328i and 335i form.

Pricing starts, theoretically at least, at R413 885 
for the base 320i GT before any options have been 
added. Th e term “theoretically” is used because 
with all the options available on 3 Series cars it is 
extremely rare to come across a completely un-op-
tioned car. Th is of course also applies to the likes of 
Mercedes-Benz and Audi, and indeed, Volkswagen. 
Th is means the Gran Turismo is some R38  000 
pricier than the 3 Series, and for that reason its sales 
may well be restricted to a degree.

But not only does it look more exclusive than 
a 3 Series and off er much more space (the boot is 
substantially bigger, with excellent automatic rear 
seat backrest folding mechanisms to create a giant 
rear load area), but in a way it is also dynamically 
superior.

Th at longer wheelbase means it tracks even 
better than the standard 3 Series in a straight line, 

which is a good thing, as typical to the 3 Series, the 
steering still lacks feel, especially in the dead-ahead 
position.

Th e ride is also a bit more cushioned, not a 
bad thing for a more family-orientated car like this 
(despite the sort-of-racy-looks), although it is this 
publication’s view that the 3 Series mix of ride and 
handling crispness is a masterpiece in base form.

We sampled the 335i GT model on the launch, 
which is the range-topping model and starts, price-
wise, at an un-optioned R600 950. Th e reason for 
those funny prices, by the way is that they include 
CO2 tax.

I lked the car very much. Not crazy about the 
styling, but this one tends to grow on you, as it gives 
the car more presence than the sedan enjoys. I just 
wish BMW would do something about their rear-
end styling. Th is eff ort is one of the fussiest we’ve 
seen from Munich since the Chris Bangle era. ■

So Why the 3 Series Gran Turismo?

Lexus IS 350 is styled in typical subtle 
fashion. This shot may well be showing  a 
Car & Driver road tester wringing out the 
handling at 65 mph, somewhere in Texas.

Lexus Is350. Using Copy from Any Other Journo 
as Part of Your Launch-Pack is a Baaad Idea!

The GT rear styling works better on the 3 
than it does on the 5 series, but there is 
still some fussy detailing.
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Vehicle risk intelligence company 
TransUnion’s second quarter 2013 
Vehicle Pricing Index (VPI) dropped 
to a six-year low at -2.5% for used 
vehicles. Th e VPI, which tracks ve-
hicle price infl ation for new and 
used passenger vehicles, saw its third 
successive defl ationary quarter for 
used cars.

Th e VPI is calculated from data 
received by TransUnion on monthly 
sales returns from thousands of deal-
ers throughout the country as well as 
vehicle fi nancing registrations from 
all of the major banks and vehicle 
fi nance houses.

Th e used passenger vehicle mar-
ket last experienced multiple con-
secutive defl ationary quarters in 
2008/2009. However, the last price 
infl ation drop below -1% was in the 
third quarter of 2006. At that time, 

the used vehicle market was in the 
midst of an unprecedented run of 
eight consecutive quarters of negative 
infl ation.

In contrast, the latest VPI indi-
cated that new car infl ation is trend-
ing upwards and reached its highest 
level, 3%, since the second quarter 
of 2011. New car infl ation had been 
holding relatively steady between 2 to 
2.5% for more than a year.

According to TransUnion Auto 
Senior Vice President Mike von 
Höne, the slight increase in new ve-
hicle infl ation has come about despite 
some manufacturers having intro-
duced replacement models at lower 
prices than previous generation mod-
els. In some instances, this was done 
to enhance the competitiveness of 
certain models against others in their 
categories. Given the recent declines 

in the Rand and in the absence of any 
signifi cant rand recovery, it is likely 
that the current upward trend in new 
car infl ation will continue.

“Despite the relatively good 
growth in the market volumes for 
new cars so far this year, aff ordability 
appears to be playing a greater role in 
consumers’ buying decisions,” von 
Honë said. “With the continued low 
interest rates and excellent incentives 
manufacturers are off ering on new 
vehicles, demand remains buoyant. 
However, consumers appear to be 
buying down with the vast major-
ity of transactions happening at the 
lower end of the market.

“Aff ordability is equally impor-
tant in the used car market. Th e ab-
solute demand for used cars has also 
remained good and despite some 
pressure on used car prices and dealer 

margins there has been an increased 
relative demand for used cars in re-
cent months.”

Th e ratio of used to new cars fi -
nanced appears to be swinging back 
in favour of used vehicles. Aft er drop-
ping from 1.75 used cars for every 
new car fi nanced in 2012 to 1.56 in 
the fi rst quarter of 2013, the used to 
new ratio moved back to 1.70 in the 
second quarter.

“With the increasing gap be-
tween new and used vehicle price 
infl ation, we would expect to see 
improving relative value in used ve-
hicles,” von Höne said. ”Th e trend of 
increasing relative demand for used 
vehicles over new vehicles is likely to 
continue for the remainder of the year 
and could even be exacerbated by any 
further deterioration in consumer 
credit health.” ■

TransUnion: Used Car Infl ation at Six-Year Low

ANNUAL NEW CAR PRICE INFLATION (Y/Y % CHANGE)–BASE YEAR = 2008

YEAR INDEX 
JAN–
MAR

APR–
JUN

JUL–SEP
OCT–
DEC

ANNUAL 
VPI

(JAN–DEC)

2000
Index Number 62,7 65,8 69,0 72,2 67,4

y/y % Change 12,3% 10,0% 9,4% 9,2% 10,2%

2001
Index Number 68,7 72,4 74,5 77,1 73,2

y/y % Change 9,6% 10,1% 8,0% 6,9% 8,6%

2002
Index Number 75,9 83,7 86,5 89,5 83,9

y/y % Change 10,5% 15,5% 16,1% 16,0% 14,5%

2003
Index Number 87,6 90,6 91,6 92,1 90,5

y/y % Change 15,5% 8,3% 5,8% 3,0% 8,1%

2004
Index Number 89,4 91,2 92 92,4 91,2

y/y % Change 2,0% 0,6% 0,5% 0,3% 0,9%

2005
Index Number 89,6 91,4 92,1 92,4 91,4

y/y % Change 0,2% 0,2% 0,1% 0,0% 0,1%

2006
Index Number 89,7 91,6 92,5 93,2 91,7

y/y % Change 0,2% 0,3% 0,5% 0,8% 0,4%

2007
Index Number 92,5 95,2 96,1 96,2 95,0

y/y % Change 3,1% 3,9% 3,9% 3,3% 3,5%

2008
Index Number 96,0 99,3 101,6 103,1 100,0

y/y % Change 3,8% 4,3% 5,8% 7,1% 5,3%

2009
Index Number 106,8 110,5 112,8 112,0 111,5

y/y % Change 11,3% 11,3% 11,0% 8,7% 10,6%

2010
Index Number 114,7 114,8 116,2 116,9 115,7

y/y % Change 7,4% 3,9% 3% 4,3% 4,7%

2011
Index Number 118,6 118,4 120,5 117,6 118,8

y/y % Change 3,4% 3,1% 3,8% 0,7% 2,72%

2012
Index Number 121,4 121,2 123,1 120,1 121,5

y/y % Change 2,3% 2,4% 2,1% 2,1% 2,2%

2013
Index Number 124,3 124,8

y/y % Change 2,4% 3,0%

ANNUAL USED CAR PRICE INFLATION (Y/Y % CHANGE) - BASE YEAR = 2008

YEAR INDEX 
JAN–
MAR

APR–
JUN

JUL–SEP
OCT–
DEC

ANNUAL 
VPI 

(JAN– DEC)

2000
Index Number 72,4 73,8 74,3 74,1 73,7

y/y % Change 7,0% 10,3% 12,5% 12,9% 10,7%

2001
Index Number 81,2 81,1 80,9 80,4 80,9

y/y % Change 12,1% 9,8% 9,0% 8,4% 9,8%

2002
Index Number 86,2 88,0 88,7 89,1 88,0

y/y % Change 6,3% 8,6% 9,6% 10,8% 8,8%

2003
Index Number 98,6 99,2 99,2 98,1 98,8

y/y % Change 14,4% 12,7% 11,9% 10,2% 12,3%

2004
Index Number 104,8 104,3 104 100,9 103,5

y/y % Change 6,2% 5,1% 4,8% 2,8% 4,7%

2005
Index Number 104,9 103,3 101,5 98,3 102,0

y/y % Change 0,1% -0,9% -2,4% -2,5% -1,4%

2006
Index Number 101,5 99,7 98,6 97,0 99,2

y/y % Change -3,2% -3,5% -2,9% -1,4% -2,8%

2007
Index Number 100,8 99,7 99,2 97,7 99,4

y/y % Change -0,7% 0,0% 0,6% 0,8% 0,2%

2008
Index Number 102,6 100,7 99,5 97,2 100,0

y/y % Change 1,8% 1,0% 0,3% -0,6% 0,6%

2009
Index Number 101,5 100,0 98,9 96,6 99,2

y/y % Change -1,1% -0,7% -0,6% -0,6% -0,8%

2010
Index Number 106,0 105,6 103,1 99,5 103,6

y/y % Change 4,5% 5,6% 4,3% 3,1% 4,4%

2011
Index Number 110,1 109,9 104,9 103,5 107,08

y/y % Change 3,8% 4% 1,8% 4% 3,4%

2012
Index Number 113,97 113 107,3 103,4 109,4

y/y % Change 3,6% 2,9% 2,3% -0,1% 2,2%

2013
Index Number 112,4 110,23

y/y % Change -1,4% -2,5%
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BY ROGER HOUGHTON

Hyundai, the South Korean vehicle 
manufacturer, is not only innovative 
in terms of the design and manu-
facture of its range of passenger and 
commercial vehicles, but also in 
terms of marketing them.

A group of SA motoring jour-
nalists visited Korea recently on a 
fact-fi nding trip with Hyundai and 
were taken to a dealership with a 
diff erence. Th e diff erence is that this 
sales outlet in Seoul is integrated 
into a trendy coff ee shop with a 
European feel. Th e dealership, which 
has its parts and service operation 
in a nearby insudtrial area, is 25 
years old, but the sales division only 
moved into its new coff ee shop re-
mises in February.

Adding to the attraction were 
some spectacular displays.

One was the i40 Art Car which 
was adorned with triangular shapes 
and rainbow colours by world re-
nowned designer Karim Rashid 
for the 2013 Seoul Motor Show as 
the start of collaboration between 
Hyundai and Egyptian-born Rashid, 
who now lives in New York. He has 

more than 3  000 of his designs in 
production, including interior deco-
rations, furniture and fashion items.

Th e other attention-grabber in 
the coff ee shop area was a partially 
translucent Sonata Hybrid where 
one could see the various parts that 
make up this petrol-electric green 
machine’s powertrain.

Th e new car showroom of this 
Hyundai-owned facility is on the fi rst 
fl oor of the dealership with the test 
drive fl eet located one fl oor higher 
and a lift  is used to take the selected 

vehicle down to street level for the 
test drive.

Th e outlet sells an average of 
about 200 units a month and has 31 
salesmen, with none of them a wom-
an! At least 70% of them are operat-
ing outside the showroom at any one 
time, visiting potential customers at 
their homes or offi  ces.

More than 100 of the 650 
Hyundai dealerships in Korea are lo-
cated in the greater Seoul area, which 
is similar to the 108 outlets this brand 
has in South Africa.

Th is is one of four shop-in-shop 
Hyundai dealerships incorporating 
a coff ee shop. Others are integrated 
with a fl ower shop, art gallery and 
children’s playground as part of 
this ongoing experiment to evalu-
ate the eff ectiveness in adding an-
other dimension to the car-buying 
experience. ■

Hyundai Evaluating Innovative Dealerships

Hyundai Sonata latte!.

Now this is one classy dealership frontage!.

Ultra cool coffee shop 
ambience.

www.transunion.co.za
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BY ROGER HOUGHTON

My recent travels have taken me to 
two very contrasting countries, being 
South Korea and Germany, but what 
was also highlighted was a vivid con-
trast in the manufacturing facilities 
in the two countries.

One was Hyundai’s modern, 
ultra-high tech Asan plant in Seoul, 
which I wrote about in the previous 
edition of AutoLive. Th e other is the 
46-year-old AMG engine-building 
operation in Stuttgart where the cre-
do still is “one man, one engine.”

It is unbelievable that an engine 
build process that involves one desig-
nated person taking several hours to 
assemble one high performance en-
gine aft er another, day aft er day, still 
continues on a comparatively large 
scale in the highly automated global 
motor industry in the 21st century.

But this is what happens at the 
Mercedes-Benz-owned  subsidiary, 
AMG, at Aff alterbach, outside 
Stuttgart in Germany. A neat, en-
graved plate with the engine build-
er’s signature on it is affi  xed to each 
of his or her engines when it is fi nally 
fi tted into a car; yes there are now 
three women in the team of 70 en-
gine assemblers in this holy of holies 
for Mercedes-Benz enthusiasts.

Th is painstaking process has 
been followed since the establishment 
of AMG in 1967 and is set to contin-
ue. Th e company was formed by two 
former Mercedes-Benz engineers, 
Hans-Werner Aufrecht and Eberhard 
Melcher, with the fi rst letter of their 
surnames providing the A and M of 
AMG, while the G came from the 
fi rst letter of the name of Aufrecht’s 
birthplace, Grosaspach. Th e fi rm it-
self, which started out as a regular 
tuning shop, has always been located 
in Aff alterbach.

DaimlerChrysler took a control-
ling interest in AMG in 1999 and 
Daimler AG took full ownership in 
2005, making it a very important and 
valuable subsidiary.

South Africa is one of the top 10 
markets in the world for AMG cars, 
usually selling similar volumes to 
Japan and the United Kingdom. Th e 
US is by far the largest market for these 
specialist models, with Germany hav-
ing the second biggest volume.

All the AMG engines – V8s and 
V12s – are built fastidiously to ensure 
peak performance without sacrifi cing 
durability and reliability. Every step 
in the process is monitored and then 
the fi nished engine has a sequence of 
100 photographs taken of it to com-
pare electronically with a photo of 
an engine built 100% to the correct 
specifi cation.

Th ese hand-built engines are 
shipped to the various Mercedes-
Benz plants around the world for 
installation in a bespoke Mercedes-
Benz car or SUV. All engines are built 
to order with no units kept in stock. 
Mercedes-Benz keeps the total num-
ber of AMG engines built annually, as 
well as the number of AMG variants 
sold each year a secret.

Building each V12 engine takes 4- 
4.5 hours, while a V8 takes about 3.5 
hours to assemble which means the 70 
people build 60-100 engines a day. Th e 
engine assemblers do not have to work 
to strict hours as long as they meet 
their targets in a form of fl exi-time.

Th e total number of employees 
at AMG is 1 200, with the major-
ity being engineers. Th is specialist 
company is involved from the start 
with the development of high per-
formance models for any new ranges 
introduced by Mercedes-Benz. New 
engines are developed over a period 
of 2-3 years to ensure they meet all 
QDR (quality, durability and reliabil-
ity) targets. Driveability must also not 
be sacrifi ced.

For instance, the latest engine for 
the new A 45 and CLA 45 compact 
models, use only the timing chain 
and timing cover from the original, 
2-litre Mercedes-Benz power unit. 
All the other components are custom 
made. For a short period this was the 
most effi  cient production engine in 

the world at 145kW / litre before the 
very expensive McLaren P1 ultracar 
upstaged it with 153kW / litre.

Would you believe there is a 
special engineering team assigned 
to ensuring each AMG car emits the 
brand’s signature, gruff  exhaust note? 
A bank of cylinders is shut down for 
a miniscule period during each gear-
change to provide a characteristic 
blip from the exhaust.

Special transmissions have also 
been developed in certain cases 
to handle the massive amounts of 
torque delivered by these potent 
AMG engines, many of them with 
two turbochargers.

Although the AMG engineers 
develop all the special suspension 
systems, body strengthening compo-
nents, road wheels and the like, these 
are all fi tted at the regular Mercedes-
Benz manufacturing plants.

Special interiors and paint fi n-
ishes, as well as unique modifi cations 
for extra power or further improved 
roadholding takes place in the so-
called Studio section at AMG. A full 
repaint can cost up to R300  000 as 
it involves completely stripping the 
car, painting it the desired colour 
and then re-assembling to the high-
est standards. It is a Mercedes-Benz 
aft er all.

Having recently visited the ul-
tra-modern and highly-automated 
Hyundai plant in Korea only two 
weeks previously the sight of all these 

people doing hand assembly of big 
and complicated engines and push-
ing their trolleys through the assem-
bly area was a huge contrast.

“We like to be seen as the 
Maranello of the north,” explained 
specialist tour guide Alexander 
Weber. He added that although the 
plant is not open for visits by mem-
bers of the public this privilege is ex-
tended to the owners of any AMG car, 
no matter what the model or its age.

Th e total commitment to detail 
that is so obvious at AMG is well ex-
plained by company founder Hans-
Werner Aufrecht’s words: “You can’t 
make a Mercedes-Benz better. Just 
diff erent.” ■

Still a Place for Skilled Manual Craftsmen 
in Global Motor Industry in 21st Century

Cutaways of various AMG engine components on display at the 
AMG engine-build facility.

One Man, One Engine – Mr 
Kruger assembling an AMG 
12-cylinder engine .The task 
takes 4–4.5 hours.
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GWM South Africa is onboard as an offi  cial spon-
sor of the historic Berg River Marathon this year. 
Th e iconic four-day race takes place for the 52nd 
time in 2013 and runs over a distance of 240 km 
from Paarl to Velddrif in the Western Cape. It 
started yesterday, July 10th, and annually turns 
into a travelling festival all along the mighty 
Berg River.

Says Berg Marathon Race Director André Collings, 
singing the praises of the Chinese light commercial, 
light car and SUV ranges: “GWM’s brand of vehicle 
is certainly a match for our four-day ultra-mara-
thon, the world’s ultimate test in long distance river 
racing. Th e Western Cape Canoe Union sincerely 
thanks GWM for their vehicle sponsorship of the 
52nd Berg River Marathon this year.”

Th is year additional interest is provided by 
a number of international participants, includ-
ing British former Marathon World Champion, 
Ben Brown.

GWM South Africa in partnership with 
Omnicar Holdings (owners of GWM Paarl and 
GWM Vredenburg) have made available four Steed 
5s and a C10 compact hatch for use by the organis-
ers and media, as well as a Dakar-branded H5 2,0 
VGT turbodiesel as a courtesy car for Ben Brown, 
who is hotly tipped for a strong race performance. 
Th e only Brit ever to stand on a Berg podium 
was John Fowler who achieved a second position 
in 1979.

“GWM Paarl and GWM Vredenburg are proud 
to support local schools and local sport events,” said 
Mark Evert, Group General Manager of Omnicar. 
“Th e Berg River Marathon not only showcases 
some of the leading canoeists from South Africa 
and abroad, but also the beautiful scenery along 
the banks of the Berg River between Paarl and 
Velddrif. We are confi dent that GWM Vredenburg 
and GWM Paarl in conjunction with GWM SA 
can serve our communities during this prestigious 
event going forward.”

“Th e Berg represents an ideal platform for us 
to promote the H5,” said GWM Brand Manager, 
Hannes Oosthuizen. “With its spacious cabin, 
rugged turbodiesel drivetrain and all-road abil-
ity, it is the perfect vehicle for outdoor enthusi-
asts with very active lifestyles, such as rowing, 
cycling etc. Plus, the Berg has such a passion-
ate following and with good reason too, it’s a 
spectacular event.”

Ben Brown enthuses: “Th e H5 has been a great car 
for tripping around the Berg. Even with four kay-
aks on the roof, fi ve people and lots of kit inside, the 
farm roads and fi elds around the Western Cape are 
a playground for this vehicle, without compromis-
ing comfort and fuel economy.”

For event details please visit the Berg homepage 
at: www.berg.org.za

Follow Ben Brown’s adventures with the GWM 
H5 on Twitter: @Ben_Brownie

Visit www.gwm.co.za for more information on 
the GWM Steed 5 and H5 model ranges. ■

GWM Sponsors the Iconic Berg River Marathon

Ben Brown, an H5 heavily branded, and the banks of the Berg River.

“The Berg River Marathon not only 
showcases some of the leading 
canoeists from South Africa and 

abroad, but also the beautiful 
scenery along the banks of the Berg 

River between Paarl and Velddrif.”

“The Berg represents an ideal 
platform for us to promote the H5,” ... 
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Th e star Sirius is known as Th e Dog 
Star, for reasons not particularly 
clear, but according to FAW’s GM of 
passenger and commercial vehicles 
in South Africa, Pedro Pereira, the 
Sirius is proving to be anything but a 
“dog” on the sales fl oor.

“Increasing awareness of the 
FAW brand due to a strong, national 
advertising campaign and growing 
sales of the FAW Sirius people car-
rier have spurred us on to expand 
the range to now include a larger and 
more powerful engine,” says Pereira.

“Th ese two additional Sirius 
MPV models enable us to target fam-
ilies with more than four people as 

well as making it more attractive for 
personnel transport, including doing 
duty as a taxi.

Th e Sirius was introduced this year as 
a seven-seater MPV in two trim and 
equipment levels as well as being of-
fered as a roomy panel van, with both 
variants powered by a 1,3-litre petrol 
engine developing 67kW of power 
and 120Nm of torque.

Th ese existing models are re-
tained as price leaders, but now a 
1,5-litre power unit, putting out 75 
kW of power and with a signifi cant 
increase of 20Nm in torque – go-
ing up to 140Nm – is available as 
an option.

Load capacities for the two mod-
els are 525kg for the 7-seater (includ-
ing occupants and load) and 545kg 
for the panel van (including driver, 
passenger and load).

Th e panel van can tow an un-
braked trailer of 480kg and the 7-seat-
er is rated at 600kg. Th e loading space 
in the panel van, which has an alu-
minium plate fl oor fi tted at the FAW 

factory in China, is 1  670mm long, 
1 270mm wide and 1 070mm high.

“We currently have a national 
network of 20 dealers and the grow-
ing model line-up is resulting in in-
creased interest in the FAW franchise. 
Most of our dealers are multi-fran-
chise Imperial facilities. We are cur-
rently in talks with several interested 
parties and expect to open a few more 
FAW outlets shortly,” added the FAW 
executive, Pedro Pereira.

Th e introduction of the 1.5-li-
tre Sirius models will be followed 
later in the year by the launch of 

BY STUART JOHNSTON

Soon aft er the launch of Ford’s new 
Kuga a few months ago I presented the 
car for Ignition TV and was impressed 
with its solidity, fuss-free character 
and its ride and handling.

Th at was the all-wheel-drive 
diesel-engined version and I was keen 
to try the petrol version at the soon-
est opportunity, as I have been so im-
pressed with Ford’s strides that they 
have made in the petrol-engine fi eld 
recently with the EcoBoost range

Th e same as above goes for the 
1,6-litre manual Trend version I sam-
pled last week, but with a few reserva-
tions. Although the manual model is 
fi tted with the lower-boost 110 kW 
version of the 1,6-litre EcoBoost mill 
– a 134 kW version is available in all-
wheel-drive with an automatic gear-
box – I found the sudden ramp-up 
onto the boost a bit disconcerting in 
various situations.

Th e power comes on very strong 
at low revs, even though it is in low 

boost form, and a key to this factor 
is that it delivers the same amount of 
torque – 240 Nm at 1 600 rpm, which 
is very low in the rev range – as the 134 
kW example.

I found I had to seriously modu-
late the throttle to prevent enjoying 
more grunt than I needed. Th is oc-
curred at slow parking-type speeds 
and also when accelerating through 
the gears on more open roadway.

Th e thing about this particular 
model is that it comes in two-wheel-
drive, whereas the 134 kW EcoBoost 
petrol version, and the TDCi 
Duratorque diesel model, come in au-
tomatic and all-wheel-drive. It seems 
to me as if the particular set of chassis 
dynamics actually requires the extra 
stability off ered by all-wheel-drive. 
On uneven road surfaces I detected, 
also, a touch of torque steer from this 

front wheel-drive model, which was 
not that cosy, given that the steering 
on this model has a somewhat over-
assisted and disconnected feel.

Th at said, I was super-impressed 
with the EcoBoost’s ability as an en-
gine. It is smooth, it pulls hard and 
strong under any conditions and I 
also averaged around eight litres/100 
km, which is quite outstanding in a 
vehicle of this sort. Th e ride comfort 
of the Kuga, as I experienced in the 
diesel all-wheel-drive model, remains 
impressive, being comfortable on all 
sorts of road surfaces. And the huge 
boot and various oddment stowage 
spots are impressive.

Th e car is quick enough, rated 
with a zero to 100 dash in around the 
10-second region, and its top speed 
of around 195 is more than adequate. 
I found the styling a little bit fussy, 
on the other hand, and priced at 
R324 900 it is not cheap. It does come, 
however, with a full safety package 
and a four-year/120 000 km service 
plan and a warranty of the same time 
and distance confi guration. ■

Ford’s new Kuga, great all-rounder, but better in diesel form.

Ford’s Kuga. Nice All-Rounder but I 
Preferred the All-Wheel-Drive Version

Sirius Expands its Constellation

continued on next page 

The panel van can tow 
an unbraked trailer of 

480kg and the 7-seater 
is rated at 600kg.
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Kieran Rennie is our new advertising 
sales executive on AutoLive. He joins 
long-serving ad-man Bruno Lupini 
on the team, and together they make 
a formidable front-line squad.

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

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

“Getting involved in AutoLive 
is like a return to my roots,” says 
Kieran, who will also be doing some 
writing for this publication on an oc-
casional basis.

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

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

Who should advertise 
in Autolive?

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

 ■ Companies looking for fran-
chisees

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

 ■ Automotive marketing consult-
ants

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

 ■ IT companies
 ■ Fleet management companies
 ■ Suppliers of workshop equip-
ment

 ■ Car care companies

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

 ■ Vehicle tracking system suppli-
ers

 ■ Organisers of exhibitions and 
conferences.

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

 ■ Roadworthy testing centres
 ■ Printers
 ■ Accounting fi rms

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

www.autolive.co.za

Why You Should Advertise on Autolive

Kieran Rennie
Cell: 083 225 9609 

E-mail: chat@kieranrennie.co.za

Bruno Lupini 
Cell: 081 354 7212 

E-mail: bruno.lupini@gmail.com

 continued from previous page

the B-segment V2 hatchback, with a 
1,3-litre petrol engine. A B-segment 
sedan will join the line-up in the sec-
ond half of 2013.

Th e Sirius models are very popu-
lar in the Chinese domestic market 
but so far they have been exported 
only to the Middle East and North 
Africa. South Africa is the fi rst right-
hand drive market to get the Sirius.

Th e retail price of the FAW 
Sirius model range is as follows:

 ■ SIRIUS 1.3 Panel-van – 
R149 995

 ■ SIRIUS 1.3 Comfort – 
R159 995

 ■ SIRIUS 1.5 Standard – 
R179 995

 ■ SIRIUS 1.5 Comfort – 
R189 995

Th e FAW Sirius is covered by a 
3-year/100 000km factory warranty, 
free roadside assistance for a year and 
a 4-year/60 000km service plan. ■ FAW’s body-kitted Sirius.
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BY STUART JOHNSTON

It’s now in its seventh generation, Volkswagen’s 
Golf, and also its GTi model, the car that created 
a whole sub-category of cars called the hot-hatch 
division. And yes, this car lives up to expecta-
tions. It has a superb chassis above all else, off er-
ing a unique ride, handling and platform solidity 
that no other manufacturer quite matches, and 
the whole plot is topped off  with a fantastic torque 
spread that makes this one of the most driveable 
cars in any situation.

Th e latest generation of the Golf two-litre turbo 
motor, with direct petrol  injection and designated 
the EA888 series, employs a completely redesigned 
cylinder head. It now features dual-stage valve lift  
on the exhaust side of the engine, as well as fully 
variable valve timing on both camshaft s, and the 
turbocharger features a new exhaust gas cooling 
system, integrated with the cylinder head. All this 
has reduced CO2 emissions to an impressivev148g/
km, amazing for a performance engine that delivers 
350 Nm of torque from just 1 500 rpm. 

Th at’s been the big increase in performance, 
that wide, wide spread of torque. It enables you to 
tootle along the highway at 120 km/h in sixth gear 
and simply fl oor it and accelerate past a bus or a 
truck or another car without having to take your 
hands off  the steering wheel.

Of course, if you opt for the DSG (dual clutch 
semi-automatic) version you can do the same 
thing, not moving your hands off  the wheel. But 
the DSG is likely to shift  down for you at a heft y  
prod of the accelerator, and this to my mind is 
where the DSG version misses the point about the 
new GTi. To revel in that torque, and to engage 
fully in the driving experience, the manual model 
is the one to go for.

Th e power peak is now at 162 kW, exactly dou-
ble what that fi rst GTi produced when it stunned 
South Africa here back in the last months of 1982. 
VW make much of this doubling of horsepower, 
but what is generally never mentioned in the press 
blurbs that accompany new car launches is the fact 
that cars (all cars, not just GTis) have become much, 
much heavier than they were. Th e original GTi 
weighed less than 900 kg, whereas the new model 
weighs in at around 1350 kg, despite serious eff orts 
to keep things light (it actually weighs 42 kg less 
than the sixth generation GTi). All that safety and 
comfort equipment, you understand.

 Th e new car has rock-solid rigidity (not that 
the previous one didn’t) and an even better ride (the 
previous one was also amazing). What is also a big 
improvement is the fuel economy, which again has 
been excellent since the advent of the Golf 5 GTi, 

which saw the launch of the turbo model in 147 kW 
form. Now, with this car, VW claim a combined 
consumption in the 6,0 litres/100 region, which 
may well mean you can get 6,5 to 7,0 litres/100 km 
in real world driving. I know I managed an overall 
fi gure of 8,0 litres/100 km when I enjoyed a fi ft h-gen 
GTi for a period of about eight months, a couple of 
years ago.

With such stonking performance available in 
such an eff ortless fashion (6,5 seconds to 100, and a 
top speed of 246 for the manual model), one would 
expect the new GTi to be expensively priced. In fact 
the price of R368 300 for the six-speed manual is 
excellent. You pay R382  800 for the DSG, which 
many people like for its ease of handling in heavy 
traffi  c, but man, give me the involvement of that 
lovely gearbox every time.

Th e interior is sporty enough to be loveable, but 
I’m not sure about the exterior, which just lacks a 
little go-fasterness for my tastes (okay, I was brought 
up in Pretoria). Maybe just a small vent detail on 
the front fl anks behind the front wheel arches. But 
there again, GTis have always been subtle on the 
stripy side of the styling spectrum, and they always 
age well.

To date some 1.9 million GTis have been pro-
duced world-wide (the original came in 1,6-litre 
form in Germany in 1976) and in South Africa 
since late ’82, some 59 500 have been sold. An even 
more interesting fact, perhaps is that since the ad-
vent of the fi ft h-generation GTi, the hot-hatch king 
has been the top-selling derivative here in the Golf 
range, and GTi sales account for some 50 per cent 
of the model mix in SA. Th at, I believe is the best 
market penetration for GTi anywhere in the world 
where Golfs are on sale. ■Too subtle for some, new GTi follows a Golf tradition of minimal go-faster adornment.

The best place to view the new GTi is from behind the wheel.

Still The King Of Hot Hatches – VW’S New GTi
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BY STUART JOHNSTON

Is this the best sports car in the world right now? 
Or supercar, for that matter? Having recently been 
treated to drives in the Porsche Carrera 911 and the 
Ferrari FF, I found myself asking this question as I 
threaded the Porsche Cayman S PDK through an 
old leafy suburb of Jo’burg, with a road surface typi-
cal of pre-property-boom Joeys in that the streets 
are rubble-free, but made challenging by 100-year-
old tree roots, bulging the tarmac from beneath.

Not the ideal test track to put the Cayman 
through its paces? In some respects not, in others, 
it is the very real-world type of situation that driv-
ers of Porsches fi nd themselves in, every day, in 
Jo’burg. And believe me, there are plenty Porsche 
drivers out there.

Just before preparing this article for publica-
tion, I noticed that in the fi rst half of 2013 alone, 
Porsche had shipped 81 500 new cars to delighted 
customers around the world – an increase of 18 per 
cent compared to the corresponding period in 2012. 
And in South Africa in June, sales of all Porsches 
totalled 199, pretty much an average month for this 
specialist car manufacturer! Of that total, some 49 
of them were from the Cayman-Boxter range, and I 
have to say I am envious of those guys…

An interesting fact Porsche Centre’s Christo 
Kruger imparted just before I set forth in the 
Cayman test car from the group’s Sandton 

headquarters, was that of all the new Cayman’s 
ordered so far here, only one of them was a man-
ual model, the rest all being of the PDK or Double-
Clutch-semi-automatic variety. I personally fi nd 
that a little sad, as I believe a car as involving as this 
deserves the additional driver-interface of a manual 
gearlever and a manual clutch pedal.

Th ere again, of all the double-clutch transmis-
sions out there, and of course the full fl uid-drive 
sports automatics, the Porsche PDK system re-
mains the best I have sampled, because it off ers 
the most positive shift ing, the best gear-holding 
characteristics (when you need it) and great down-
shift  blipping of the throttle that is appropriate, 
never showy.

Anyway, getting back to that leafy bumpy sub-
urb mentioned earlier. As I turned right into a side 
street, even more bumpy, I fl oored the throttle just 
for a few seconds, which meant the Cayman S, with 
all 239 kW and 370 Nm of torque at my disposal, 
accelerated to, oh, probably a jail-sentence speed 
in the space of a second or so. And yet, and this is 
the point I wanted to make, the composure of the 
car was never disturbed. Rather than being unset-
tled by the bumps and my bullish throttle pedal 
approach, the car simply dealt with them, always 
keeping all four-wheels on the tarmac, never divert-
ing from its chosen, straight-ahead path.

In that moment I developed even more respect 
for Porsche engineers than I normally harbour, and 
in my mind there are no better engineers anywhere 

on the planet than those working in Stuttgart-
Zuff enhausen, Weisach, and wherever else Porsche 
boffi  ns do their development work.

Part of the secret to this Cayman’s prowess is 
the increase in wheelbase by about 60 mm, which 
settles the car more, as well as accommodating 
taller drivers more easily. Th e other parts are secrets 
known to Porsche in the fi elds of steering and sus-
pension geometry, damping and spring rates, and 
the marrying of all that to specifi c wheel sizings.

Th e standard wheels for the Cayman are of 18 
or 19 inch diameter, but an option are tasty 20-inch 
alloys wrapped with fat, 35-aspect-ratio Pirelli rub-
ber. Th ese were fi tted to the test car, making that ride 
quality I mentioned earlier even more remarkable.

Amazingly, although the new Cayman is larger 
than the previous model, it is also some 30 kg light-
er, the Porsche people having made extensive use of 
lightweight materials in certain areas, including us-
ing aluminium for the boot lid, which features that 
cool pop-up spoiler (you can let it rise up automati-
cally or extend it yourself to show off  when you see a 
pretty girl walking by).

Yes, sports cars are useful for attracting the 
attentions of members of the opposite sex, but it 
is remarkable how many women drive Porsches 
these days. Or actually, not so remarkable, as these 
cars are a piece of cake to drive in traffi  c or fast on 
mountain passes.

And the Cayman is plenty fast enough, espe-
cially in S form. Th e S model is priced at R838 00, 
some R160  000 more than the standard Cayman, 
and while that may seem like a lot extra, in this 
writer’s opinion it is worth it. For the money you get 
a 3,4-litre engine instead of a 2,7-litre, about37 more 
kW and over 100 Nm more torque, and that to me is 
where the big diff erence lies. At the Reef’s altitude, 
you need that extra grunt. And in any event, this car 
is one of the bargains of the century, as it gives you 
a true supercar feel and an interior fi nish that on 
this new model has been vastly upgraded, a 0-100 
time of 4,7 seconds at the coast, and a top speed of 
above 280 km/h.

It sounds amazingly rorty when you hit the 
sport button, which opens up a fl ap in the induc-
tion system for more noise, it’s steering has that tra-
ditional Porsche kick that keeps you in touch with 
every nuance of road surface and….

Well. I would buy one if I had the money. I have 
always held the opinion that the Porsche 911, any 
911, is the best car on the planet. Th at may still be 
true, but this Cayman comes so close, at such a good 
price, and it looks so impressive, that this, for me, is 
the car I more realistically lust aft er. ■

Porsche Cayman S PDK. Is This 
the Best Sports Car in the World?

No fancy sunset hued, perfectly-lit PR-type shots needed here. Porsche Cayman S in 
typical everyday parking lot habitat.
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HATFIELD IN DOWN-
TOWN JO’BURG IS THE 
TOP VW DEALER
Hatfi eld Volkswagen Braamfontein was recently an-
nounced as the top performing Volkswagen dealer-
ship in 2012 at the gala dinner in Johannesburg. Th e 
annual awards ceremony recognises best perform-
ers in the diff erent categories in the Volkswagen 
dealer network. Addressing the dealers, David 
Powels, Managing Director of the Volkswagen 
Group South Africa said: “Your sustained eff orts 
and dedication has helped Volkswagen Group 
South Africa to achieve a leadership position in the 
South African passenger car market for the past 
three years. At the same time, you ensured that Polo 
and Polo Vivo were the best-selling passenger cars 
in South Africa.”

Powels added: “We want to convey our sincerest 
gratitude for your partnership and belief in the 
Volkswagen brand by investing in new facilities and 
supporting our strategies. You have helped us to 
make Volkswagen the most desirable franchise in 
South Africa.”

Hatfi eld Volkswagen Braamfontein delivered 
outstanding results across all disciplines of its 
business in 2012. Th e dealership is located in the 
heartbeat of the Johannesburg CBD and has eagerly 
participated in the rejuvenation of the city cen-
tre’s business district. Th e dealership now services 
a large customer base that works and lives in the 
city centre. ■

TRAILERS ON SHOW
Afrit, the family-run, Rosslyn-based trailer manu-
facturer staged its own exhibition in Ekurhuleni 
last week with a display of 65 trailers which in-
cluded 15 diff erent derivatives which demon-
strated the company’s ability to deliver products 
to suit specifi c customer requirement. Afrit is 
currently one of the leading trailer manufactur-
ers in Southern Africa with a market share of 
approximately 25%. ■

BIG EXPORT CONTRACT 
FOR GM SOUTH AFRICA
General Motors South Africa, in partnership with 
component manufacturer Tenneco SA, has been 
awarded a R6 billion contract to export catalytic 
converters to North America. Th e catalytic convert-
ers, which will be manufactured at Tenneco South 
Africa’s Clean Air Plant in Port Elizabeth, will be 
supplied for GM’s next-generation V-6 engines 
which will be used for vehicles built and sold in 
North America from 2015 through 2022. ■

HONDA RECALL
Honda SA is embarking on a proactive recall of 
more than 20 000 Jazz cars sold in SA between 2002 
and 2008 to replace a master power window switch. 
Liquid leaking onto this switch could cause smoke 
and in the worst situation a fi re. ■

Snippets

Chris Beukes, Dealer Principal of Hatfi eld VW with Mike Glendenning, Marketing Director 
at VWSA ( left) and David Powels, Managing Director  of VWSA.

Johnny Saldanha GMIO Vice President Global Purchasing and Supply Chain, Gary J. 
Keen Country and Plant Manager Tenneco South Africa, and John Astbury GMSA Vice 
President Global Purchasing and Supply Chain.

 “We want to convey our sincerest 
gratitude for your partnership and 

belief in the Volkswagen brand 
by investing in new facilities and 

supporting our strategies. ”
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Snippets

JAGUAR LAND ROVER 
ON A CHINESE ROLL
Amid model changeovers and all-new product 
launches in the increasingly competitive China 
market, Jaguar Land Rover witnessed healthy sales 
of 42,155 units in the fi rst six months of the year, 
a growth of 16% year-on-year. Jaguar Land Rover 
successfully expanded its customer base in China 
this year, thanks to new and refreshed products, 
cutting edge technology, and a number of expe-
riential brand campaigns. Th e British automaker 
also got closer to customers through building new 
infrastructure as well as growing its dealer network 
by 31% year-on-year, particularly in tier three and 
four cities. By mid-year, it had a total of 170 dealer 
outlets, 120 of which were operational.

“Having maintained double-digit growth this year 
thus far, we at Jaguar Land Rover have full confi -
dence in sustainably growing our business here in 
China,” said Bob Grace, President of Jaguar Land 
Rover China. “In line with Jaguar Land Rover’s 
‘customer fi rst’ philosophy, our primary focus in 
China is to cater to the needs of customers – be it 
our products, customer service, or other initiatives, 

we shall endeavor to add value to our customers’ ex-
perience of the Jaguar Land Rover brand.” 

With its new ALIVE campaign, Jaguar grew 
85% in the fi rst six months of the year, as sales 
surged to 7,933 units, a fi gure that already surpasses 
its 2012 whole-year deliveries. Faced with the chal-
lenge of changing over to the new generation Range 
Rover and Range Rover Sport, Land Rover still 
posted steady growth in the fi rst half of the year, 
retailing 34,222 vehicles. Sales were driven by the 
65-year-old premium SUV maker’s rich model line-
up, complemented by enhancing its operational ef-
fi ciency in various regions by opening a new offi  ce 
in Guangzhou this June. ■

JOINING FORCES
GM and Honda have announced a joint venture to 
develop hydrogen fuel cell cars which they aim to 
start producing at the end of the decade as a major 
step forward in eco-friendly automotive technol-
ogy. GM and Honda are placed fi rst and second 
respectively in the number of automotive green 
energy patents lodged between 2002 and 2012, with 
GM having been involved with the development of 
fuel cell cars since the 1960’s. ■

TOP CONCEPT CAR
Th e Hyundai HCD-14 Genesis Coupe has been 
judged the most important concept car unveiled 
in 2013 in terms of indicating the way automo-
tive design and technology is expected to develop 

in the future. It was highly rated for its state-of-
art features and the enhanced driving experience 
it provides.

Th is is the second time Hyundai has been 
top rated in this US-based competition which has 
been taking place for the past 12 years. In 2008 the 
Genesis Coupe was voted the best production pre-
view concept car of the year. ■

DATSUN GLIMMER
Nissan has released some sketches of its fi rst new 
Datsun car in more than 30 years and announced 
that the world premiere will take place in India 
on July 15. It will go on sale in 2014 and is aimed 
at emerging markets such as South Africa, India, 
Russia and Indonesia as an aff ordable purchase 
for young people or those buying a new car for the 
fi rst time. ■

Wilken Communication Management was 
established in 1997 with the major focus of 
its operations being the South African 
motor industry.

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

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

simplifyingCOMMUNICATIONS

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

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

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

Memories of the 1200 GX! After a three 
decade break, the Datsun name is due to 
return here at the end of 2014.

With its new ALIVE campaign, Jaguar 
grew 85% in the fi rst six months of 
the year, as sales surged to 7,933 

units, a fi gure that already surpasses 
its 2012 whole-year deliveries.

www.wilkencomm.co.za
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Hino, the only Japanese truck manufacturer to take 
on the challenge of the gruelling annual Dakar 
Rally, is involved with an accelerated performance 
enhancement programme for its two four-wheel 
drive 500-Series trucks which will take part in the 
2014 event in South America.

Th e very experienced Team Sugawara will 
once again be responsible for the Hino entries in 
the race which has seen them score numerous cat-
egory wins (engines under 10-litres) while build-
ing up an amazing and unequalled record of 23 
consecutive fi nishes.

Th e 2014 Dakar Rally will start in Rosario, 
Argentina, on January 5 and fi nish in Valparaiso, 
a Chilean resort town on January 18. Th e motorcy-
cles and quads will have a two-day detour through 
Bolivia while the cars and trucks traverse the 
Andes Mountains.

Next year marks the culmination of Hino’s 
three-year plan to get into the leading overall rank-
ings and many changes are being made to the trucks 

to further improve performance. Th is will include 
more powerful engines and refi ned braking and 
suspension systems. Th e modifi cations are being 
carried out at Hino Engineering’s factory which 
specialises in customising production trucks to 
meet specifi c customer requirements.

Yoshimasa Sugawara and his second son 
Teruhito will again drive the team’s trucks. Th e fa-
ther, who is now 72, will be entering his 23rd Dakar 
Rally, while his son, who scored his fi ft h consecu-
tive win in the under 10-litre category last year, 
will drive the team’s lead truck. His father’s Hino 
will be a virtual test bed for performance-enhanc-
ing new technologies and components not tried in 
previous races.

Th e same co-drivers will be used as for the 
2013 rally, namely Hiroyuki Sugiura paired with 
Teruhito and Katsumi Hamura with Yoshimasa, 
who is also the team’s director.

Th e team will have the opportunity of test-
ing all the latest changes when it competes in the 

Mongolia Rally next month. Th ere will then be 
enough time for fi ne-tuning before the trucks are 
shipped to Argentina.

Next year the team will also have a new support 
truck in the form of a Hino 700 Series ZS model 
which is popular on construction sites and in min-
ing operations in countries outside Japan.

Some of the support team technicians will again 
be selected from Hino dealerships in Japan, which 
has proved a very eff ective motivational programme 
for the dealers as their technicians strive to go on 
this prestigious event with Hino Team Sugawara. ■

Hino’s Dakar Race Trucks are undergoing 
an extensive development programme 
for 2014.

Nissan’s new NV 200 van was a strong hit in June.

Working Wheels

Nissan’s new NV200/350 range of vans played a big 
role in the company’s increased market share here 
in June.

Nissan South Africa ended the fi rst half of the 
calendar year on a high note, selling 4 273 vehicles 
of all kinds in June, increasing volume by 744 units 
or 21 percent compared to May thanks not only to 
the introduction of the NV200/350 van ranges, but 
strong sales across the board. Nissan South Africa’s 
market share was 9.1 percent, versus 7.6 percent 
in May.

Th e new NV notched up 224 sales, just over two 
thirds of that fi gure going to the smaller NV200. Th e 
NP200 enjoyed a very strong month too, with 1 682 
sales to make it the best-selling half-tonner locally, 
while the NP300 Hardbody one-tonner workhorse 
showed an increase over May, as did the perenni-
ally popular Navara, continuing to impress despite 
a host of newer rivals in the double cab sector. ■

Vans Played a Big Role Nissan’s June Sales

Hino Cranks Up Development Programme for 2014 Dakar Rally

This will include more powerful 
engines and refi ned braking 

and suspension systems. Yoshimasa Sugawara and his 
second son Teruhito will again 

drive the team’s trucks.
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Th e new, upgraded Mercedes-Benz Sprinters are 
rolling off  the assembly lines in Mercedes’ plants in 
Dusseldorf and Ludwigsfelde, and they are sched-
uled for a South African launch at the Johannrsburg 
International Motor Show in October. Th e new 
Sprinters underwent over eight million kms of test 
drives, and Mercedes-Benz spent over 25 million 
Euros on development of the new vans.

As a result, Mercedes-Benz Vans is writing a 
new chapter in the successful Sprinter story and 
claims to be setting benchmarks for the van sector. 

Th e new Sprinter features fi ve new safety and as-
sistance systems, including three van premieres. It 
is the fi rst van to have engines that meet the future 
Euro VI emissions standard, and its impressive fuel 
consumption values (as low as 6.3 liters per 100 km) 
make it currently the best vehicle in its class when it 
comes to fuel effi  ciency. 

Nicolette Lambrechts, Brand Manager for Vans 
at Mercedes-Benz South Africa (MBSA) says: “We 
are indeed all excited in the Daimler AG network 
with the production of the Sprinter. Th ere was a lot 

of hard work and planning globally that has now 
seen the assembly kick-off .”

Lambrechts elaborates that new Mercedes-Benz 
Sprinter Euro 4 and 5 engines will be launched 
to the South African market at the Johannesburg 
International Motor Show in October. “We are 
confi dent that the indomitable Sprinter will con-
tinue to cement its market leadership position in 
the large vans segment. It is a fantastic product 
that enjoys good support in the market. We are 
however not immediately able to launch the Euro 
6 engine due to inadequate availability of cleaner 
fuels. ” 

The history of the Sprinter

Since the Mercedes-Benz Sprinter made its de-
but in 1995, the van has made a name for itself all 
over the world. Sales have totalled over 2,5-million 
units globally. It was the fi rst van to off er ABS brak-
ing in 1995, as well as ESP in 2002. Today the van 
is being sold in thousands of variants in around 
130 countries. In South Africa, the Sprinter enjoys 
a lot of support in the segments it plays in which 
include, taxis, ambulances and freight operations 
amongst many. ■

Working Wheels

To advertise in  contact

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

The new Mercedes-Benz Sprinter rolls off 
the assembly line in Germany.

Nicolette Lambrechts, Brand Manager for 
Mercedes-Benz vans in SA.

The New Mercedes-Benz Sprinter 
Rolls Off the Assembly Line  and JIMS 
Launch in October is Planned For SA

It is the fi rst van to have engines that 
meet the future Euro VI emissions 
standard, and its impressive fuel 

consumption values (as low as 6.3 
liters per 100 km) make it currently 
the best vehicle in its class when 

it comes to fuel effi ciency. 
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TOTAL MARKET

YTD 2013 321 770

YTD 2012 301 400

Increase of 6.8% between YTD 2013 and YTD 2012

JUNE 2013 53 562

MAY 2013 53 995

JUNE 2012 51 872

Increase of 3.3% between sales in June 2013 and June 2012

PASSENGER CAR MARKET

YTD 2013 222 397

YTD 2012 210 941

Increase of 5.4% between YTD 2013 and YTD 2012

JUNE 2013 37 057

MAY 2013 37 023

JUNE 2012 35 913

Increase of 3.2% between sales in June 2013 and June 2012

LIGHT COMMERCIAL VEHICLE MARKET

YTD 2013 65 219

YTD 2012 57 727

Increase of 10.4% between YTD 2013 and YTD 2012

JUNE 2013 13 729

MAY 2013 14 291

JUNE 2012 13 424

Increase of 2.3% between sales in June 2013 and June 2012

OVERALL TRUCK AND BUS MARKET

YTD 2013 14 844

YTD 2012 13 897

Increase of 6.8% YTD 2013 and YTD 2012

JUNE 2013 2 776

MAY 2013 2 681

JUNE 2012 2 535

Increase of 9.5% between sales in June 2013 and June 2012

TOTAL VEHICLE EXPORTS

YTD 2013 147 644

YTD 2012 125 448

South African Vehicle Sales Figures at the End of June 2013

continued on next page 
Ferrari sold 10 cars in June, fi ve of which were the beautiful 
F12berlinetta.

Vehicles sales in South Africa continue to register 
modest growth over 2012 with June sales showing 
an increase of 3,3%, and overall year-to-date fi gures 
up 6.8%, which is in line with most industry predic-
tions. But export sales had registered a surprising 
decline falling by 10.6% in volume terms although 
the Industry remained on target for new vehicle 
export growth of around 15%, in volume terms, 
for 2013.

However, there was a change in the over-
all market leadership table for the month, with 
Volkswagen edging out Toyota: 10  620 to 10  087 
units which was a margin of 533 units, but on a 
year-to-date basis Toyota, the SA market leader for 
the past 32 years, still has a healthy lead of 3  638 
units over Volkswagen.

Toyota was way in front of the opposition on 
the export front, shipping 6 482 units compared to 
4 791 units for BMW, 4 013 for Mercedes-Benz and 
3 595 for Volkswagen.

Overall, out of the total reported Industry sales 
of 53 562 vehicles, 45 467 units or 84.9% represented 
dealer sales, 8.0% represented sales to the vehicle 
rental Industry, 4.5 % to Industry corporate fl eets 
and 2.6% to government.

As was indicated previously, the outlook for 
the automotive sector for the balance of the year 
looks less promising than at the beginning of 2013. 
Domestically, expectations of subdued GDP growth 
and above-infl ation new vehicle price increases – as 
a result of the sharply weaker exchange rate and 
the April 2013 increase in CO2 vehicle emission 

taxes on new cars and certain categories of new 
light commercials – will contribute to a more dif-
fi cult trading environment.

However, the lower interest rate environment 
should continue to lend some support to the do-
mestic market. Other positive factors include re-
placement demand, the highly competitive trad-
ing environment, ongoing attractive incentives 
and high technology new model introductions. 
Over the medium term, pre-emptive buying by 
consumers to avoid expected increases in prices 
of new motor vehicles, as a result of the weaker 
Rand, could lend additional support. Moreover, 
over the next four months replacement demand 
by car rental companies should also contribute 
positively. ■

Volkswagen Slips Past Toyota in June Vehicle Sales
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Increase of 17.7% between YTD 2012 and YTD 2011

JUNE 2013 24 203

MAY 2013 26 249

JUNE 2012 27 067

Decrease of 10.6% between exports in June 2013 and June 2012

PASSENGER CAR EXPORTS (YTD)

2013 81 787

2012 67 180

Increase of 21.7% between YTD 2013 and YTD 2012

LIGHT COMMERCIAL VEHICLE EXPORTS (YTD)

2013 65 219

2012 57 727

Increase of 13% between YTD 2013 and YTD 2012

TRUCK AND BUS EXPORTS (YTD)

2013 638

2012 541

Increase of 17.9% between YTD 2013 and YTD 2012

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

ASSOCIATED MOTOR HOLDINGS AND AMALGAMATED 
AUTOMOBILE DISTRIBUTORS DISCLOSE AGGREGATE SALES 

FOR JUNE 2013 BY MAJOR SEGMENT AS FOLLOWS

Small Cars (Cubic Capacity 1 400cc or less) 2 356

Medium Cars (Cubic Capacity 1 400cc – 2 500cc) 1 465

Large Cars (Cubic Capacity 2 500cc or greater)  48

4X4 Recreational/SUV  444

Light Commercial Vehicles 547

Medium Commercial Vehicles 40

TOTAL 4 900

In addition, GWM (Great Wall Motors) reported an aggregate sales fi gure for June 
2013 of 511 units, which is not included in these fi gures.

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

Honda’s Jazz continues its solid sales record with 445 units in 
June.

 continued from previous page TOTAL VEHICLES BY MANUFACTURER FOR JUNE 2013

RSA EXPORT

VOLKSWAGEN GROUP SA 10 620 3 595

TOYOTA 10 087 6 462

FMC 5 186 3 466

GMSA 5 111 156

NISSAN 4 273 1 487

MERCEDES-BENZ SA 2 839 4 013

BMW GROUP 2 792 4 791

HONDA 1 090 11

RENAULT 983 0

JAGUAR LAND ROVER 824 0

CHRYSLER SA 629 64

TATA 603 1

PCSA 549 0

FIAT GROUP 404 8

SUZUKI AUTO 394 0

MITSUBISHI MOTORS SA 387 49

MAHINDRA 291 0

VOLVO CARS 260 0

UD TRUCKS 259 1

PORSCHE 199 1

MAN 179 36

VOLVO TRUCKS 129 3

IVECO 118 23

SCANIA 111 30

SUBARU 101 0

JMC 74 0

POWERSTAR 53 2

FAW 32 0

RENAULT TRUCKS 25 2

NC2 TRUCKS SA 20 0

BABCOCK 19 2

FERRARI 10 0

MASERATI 5 0

VOLVO BUS 5 0

VDL BUS & COACH SA 1 0

SUB TOTAL 48 662 24 203

AMH & AAD 4 900 0

INDUSTRY TOTAL 53 562 24 203

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

PASSENGER
LIGHTCV
<3 501KG

MEDIUMCV
3 501-8 500KG

HEAVYCV
8 501-1 500KG

EXTRA HEAVYCV
>16 500KG

BUS
>8 500KG

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

VOLKSWAGEN GROUP SA 9 782 3 595 771 0 67 0 0 0 0 0 0 0

TOYOTA 5 514 610 4 208 5 852 209 0 118 0 38 0 0 0

FMC 3 264 0 1 922 3 466 0 0 0 0 0 0 0 0

GMSA 1 931 56 2 778 99 262 1 98 0 41 0 1 0

NISSAN 1 573 35 2 700 1 452 0 0 0 0 0 0 0 0

MERCEDES-BENZ SA 2 067 4 013 25 0 224 0 89 0 399 0 35 0

BMW GROUP 2 792 4 791 0 0 0 0 0 0 0 0 0 0

HONDA 1 090 11 0 0 0 0 0 0 0 0 0 0

RENAULT 976 0 7 0 0 0 0 0 0 0 0 0

JAGUAR LAND ROVER 705 0 119 0 0 0 0 0 0 0 0 0

CHRYSLER SA 629 64 0 0 0 0 0 0 0 0 0 0

TATA 270 0 185 0 55 1 49 0 37 0 7 0

PCSA 481 0 41 0 27 0 0 0 0 0 0 0

FIAT GROUP 352 7 45 0 7 1 0 0 0 0 0 0

SUZUKI AUTO 394 0 0 0 0 0 0 0 0 0 0 0

MITSUBISHI MOTORS SA 258 6 129 43 0 0 0 0 0 0 0 0

MAHINDRA 91 0 200 0 0 0 0 0 0 0 0 0

VOLVO CARS 260 0 0 0 0 0 0 0 0 0 0 0

UD TRUCKS 0 0 0 0 36 0 110 0 113 1 0 0

PORSCHE 199 1 0 0 0 0 0 0 0 0 0 0

MAN 0 0 0 0 0 0 18 1 126 27 35 8

VOLVO TRUCKS 0 0 0 0 0 0 0 0 129 3 0 0

IVECO 0 0 0 0 91 23 5 0 22 0 0 0

SCANIA 0 0 0 0 0 0 0 0 99 19 12 11

SUBARU 101 0 0 0 0 0 0 0 0 0 0 0

JMC 0 0 52 0 22 0 0 0 0 0 0 0

POWERSTAR 0 0 0 0 0 0 0 0 53 2 0 0

FAW 0 0 0 0 0 0 9 0 23 0 0 0

RENAULT TRUCKS 0 0 0 0 0 0 0 0 25 2 0 0

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

BABCOCK 0 0 0 0 0 0 1 0 18 2 0 0

FERRARI 10 0 0 0 0 0 0 0 0 0 0 0

MASERATI 5 0 0 0 0 0 0 0 0 0 0 0

VOLVO BUS 0 0 0 0 0 0 0 0 0 0 5 0

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

SUB TOTAL 32 744 13 189 13 182 10 912 1 000 26 497 1 1 143 56 96 19

AMH & AAD 4 313 0 547 0 40 0 0 0 0 0 0 0

INDUSTRY TOTAL 37 057 13 189 13 729 10 912 1 040 26 497 1 1 143 56 96 19

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

The art of expansion-box construction, as witnessed at last 
weekend’s 1000 Bikes show in Germiston.

Cool couch. Top marks if you recognised the base as the rear 
end of a ‘57 Chevy.

This rather staid-looking Kreidler Florett was the fastest 50 cc 
bike on sale in the early 1970s.

Long wheel-base Vespa, built for extra... uuh... weirdness.

Optimistic price of over R100 000 asked for this 1967 Beetle at 
last Sunday’s Classic Car Show at Nasrec.

This 1959 Dodge is still used as a daily driver in the Rosettenville 
area of old Jo’burg.
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BY ROGER HOUGHTON

Th ere must be gold in rusty old cars and trac-
tors judging by the number of punters that turned 
up at the Sylviavale Heritage Motor Museum in 
Vanderbijlpark on June 29 for an auction of clas-
sic and vintage cars, trucks, pick-ups, tractors 
and boats.

Auctioneer Shannon Winterstein, of WH 
Auctioneers, managed to extract acceptable bids 
for all but fi ve of the 70 lots put under the ham-
mer. Th ese included three fairly modern cars, be-
ing a Peugeot 404, 1972 Citroën DS20 and a Rover 
3-litre sedan.

For the rest there were mainly takers, including 
buyers for some very decrepit and rusty cars, trucks 
and tractors.

Th e money raised is to be used to upgrade the 
museum, which has many exhibits, but needs a 
good going-over to make it more attractive to visi-
tors. (It is currently only open to visitors by pre-ar-
rangement – Phone Siggi at +27(0)82-492-5241). ■

Back Page

Two of the vehicles in good condition at the auction were the 
1923 Ford Model T sold for R145 000 and the very well restored 
Wolsley 1500, which only brought in R40 000.

This 1946 Triumph Roadster 1800 with dicky seat was sold for R115 000.

This 1927 Lanz tractor is believed to be the only one of its type in 
SA. It was in good condition and went tor R102 500.

There Must be Gold 
in All That Rust!
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