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BY STUART JOHNSTON

Following its reveal in two diff erent 
countries a week ago – in Istanbul, 
Turkey and Santa Monica, California 
(USA) – Toyota Motors South Africa 
confi rmed this week that its plant at 
Prospecton, outside Durban on the 
KZN south coast, will be building 
the new Corolla here.

Initially there was speculation 
amongst industry-watchers that 
Corolla production would be shift ed 
to one of Toyota’s other plants to free 
up capacity for increased produc-
tion of the very successful Hilux and 
Fortuner lines.

“We will continue to build both 
passenger and light commercial lines 
at our South African plant, and this 
includes the next generation Corolla,” 
confi rmed Toyota SA Motors’ Vice 
President for Marketing, Glenn 
Crompton, this week.

Pilot production is due to ramp 
up in the second half of 2013 in 
Durban, as Toyota SA plans an “early 
2014” launch of the new car, the 11th 
generation of the nameplate that 
globally has sold just under 40 mil-
lion examples since it was launched 
in 1966.

Th e new car will be vital for 
Toyota SA to retain its overall leader-
ship in the South African new-vehicle 
market, which it has enjoyed for the 
past 33 years. In 2011 Volkswagen SA 
on a number of individual months 
actually surpassed Toyota in monthly 
total vehicle sales.

Toyota consolidated its Number 
One position in 2012, (it also regained 
its global market leadership, follow-
ing the Tsunami-induced production 
stoppages in 2011) but this year, in 
South Africa, Volkswagen has again 
been running Toyota very close.

For instance in April 2013, 
VWSA sold just 554 units less than 
Toyota’s total of 9896 overall sales, 
and in May, Toyota sold 10  370 to 
VW’s 9644, a gap of 726 units.

Furthermore, Toyota’s overall 
leadership has been on the back of 
its continued impressive Hilux sales, 
which in May accounted for some 
3 076 units. In the passenger division, 

VWSA has enjoyed overall leadership 
for a number of years now, and last 
month it sold 8  782 passenger cars 
compared to second-placed Toyota’s 
5 494 passenger cars.

Th e Corolla sedan model has, in 
the past few years, faced severe chal-
lenges on showroom fl oors from 
similar-specced and priced models 
from Hyundai with its Elantra and 
Kia, which has just launched the new 
Cerato. Nevertheless, Corolla remains 
the country’s best-selling sedan and 
continues to notch respectable sales. 
In May, combined Corolla and Auris 
( hatch version of the Corolla) totalled 
an impressive 1 458 units.

Corolla continues to play a role 
in Toyota SA Motors’ export pro-
gramme, and in fact both left -hand-
drive and right-hand-driver models 
are exported to various countries 
from the Durban harbour. ■
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High Hopes for New Corolla 
Due Here in Early 2014

Will this SA-built model 
be the way back to 
passenger car leadership 
for Toyota SA Motors?

Toyota’s new Corolla, due here next year.
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Editor’s Note
Each fortnight (or so) prepping 
the editorial content for AutoLive 
I’m always astounded at the diver-
sity of activities that fall under the 
umbrella of the motor industry.

Running through this 46th 
edition’s stories I’ve found myself 
learning about paint application, 
new apps for smart phones, the 
history of industry fi gures such as 
Ray Levin, the background to the 
launch of the new Corolla and much, much more.

Th e controversy over e-tolling continues to rage, (see the arti-
cle accompanying this editorial comment) and I remain in awe of 
the dedication shown by Wayne Duvenhage and his OUTA team 
in opposing what almost the entire population of South Africa 
feels is a government-perpetrated scam.

It was quite astounding to receive a press release from Sanral’s 
communications manager, Vusi Mona, headed “Sanral welcomes 
OUTA’s support” a week ago in which it stated the toll-roading 
company was pleased that OUTA “did not oppose the improve-
ment of the country’s national roads.”

Th e sarcastic tone of the release was in fact juvenile in its 
delivery, with the rider that Sanral was not responsible for the 
situation, but rather that it was a government decision. And that 
“should OUTA wish to bring about policy changes, it would have 
to enter the political fi eld.”

It has been AutoLive’s policy to let the daily press run with 
the toll-road issue, as anything prepared for these pages too far in 
advance would be subject to change too easily.

In fact, in receiving this Sanral release, I found myself accept-
ing with a heavy heart the fact that tolling is going to happen, 
whatever chaos ensues from the installation of such a sophisti-
cated system.

To be administered, presumably, by a similar level of staff  
acumen which cannot get traffi  c lights operating in our city, 
something that never seemed to be a problem of any magnitude 
in the not-too-distant past. Not to mention accurate billing for 
water, rates and electricity.

Prozac, anyone?

Stuart Johnston,
Editor
stujohn@autolive.co.za

To advertise in  contact

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

I am not a member of OUTA or its com-
mittee, but in my personal capacity as a 
long-time opponent of e-tolling, I wish to 
make a few remarks on the utterances of 
SANRAL PR chief, Vusi Mona, with re-
gards the legal process. He has repeatedly 
misinformed the public in this regard, 
and I cannot allow what he has said to go 
unchallenged.

For the record, and to correct Mona’s 
mistaken impression, the legal process 
to halt e-tolling did NOT stop with the 
ConCourt pronouncement of August 2012. 
It is common cause that the ConCourt 
case was merely on the issue of separation 
of powers and the state’s administrative 
right to make policy. It was not related to 
the merits of the case and this was

SANRAL has now lost four court cas-
es in its attempts to force e-tolling upon an 
unwilling public. Here’s hoping the SCA 
case will be the fi ft h and fi nal one.

Th e following are excerpts from 
OUTA’s June 5 press statement, in which 
it appeals for public donations to fi ght 
the good fi ght.

Th e next step in OUTA’s legal case is at 
the Supreme Court of Appeal (SCA), which 
has been set for 25 and 26 September this 
year. Court papers will now need to be ur-
gently prepared, to argue our very winnable 
case at the second highest court in the land.

To date, OUTA is almost R3 million 
behind in payments and as a result of this 

situation, we have been notifi ed by our at-
torney that our future appeal costs – es-
timated at slightly over R1million – will 
have to be paid by 21st June, if we are to 
have this important public interest matter 
represented in the SCA.

Th is is a public interest matter and 
every rand raised is spent on the legal and 
administration costs of the campaign. 
Th e directors and members of OUTA 
receive no payment for their time and 
eff ort put into this case. In this regard, 
OUTA extends its sincere appreciation to 
approximately 240 businesses and 7,780 
citizens and families for raising the R8,4 
million achieved to date. However, we 
will have come so close and yet be so far 
from our goal, if we are unable to raise 
the required R1 million, to give this ex-
tremely strong case a fair chance in the 
appeal court.

With millions of citizens and thou-
sands of businesses having saved signifi -
cant sums of money over the past year as 
a result of OUTA’s interdict against eTolls, 
we appeal in earnest to society to contrib-
ute a small part of their savings to OUTA, 
by donating anonymously through 
OUTA’s confi dential on line funding pro-
cess at www.outa.co.za. By contributing, 
no matter how little, people and busi-
nesses are able to express their opposition 
to eTolls and become active citizens on 
this matter. ■

Rob Handfi eld-Jones 
Comments on E-tolling
I am not a member of OUTA or its committee, but in my 
personal capacity as a long-time opponent of e-tolling, I 
wish to make a few remarks on the utterances of SANRAL 
PR chief, Vusi Mona, with regards the legal process. He has 
repeatedly misinformed the public in this regard, and I cannot 
allow what he has said to go unchallenged.
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Toyota’s all-time best-selling light car range was 
introduced in 1966, and as of June 2013, a global 
total of 39,7 ,million examples have been sold. 
In South Africa the Corolla nameplate was in-
troduced here in mid-1975, this being the third-
generation model as far as global production is 
concerned, and it very soon became a class-leader 
here in terms of sales.

In 1982, the Corolla became South Africa’s 
best-selling car overall, and to date sales of the 
Corolla in SA are approaching the one-mil-
lion mark. For many years it enjoyed overall 

market leadership in South Africa in the passen-
ger division.

At the end of 1984 the fi ft h generation front-
wheel-drive Corolla (the third-gen car in terms 
of South African production) replaced the rear-
wheel-drive sales-leader, and although there was 
concern that Toyota’s customers were not con-
vinced about front-wheel-drive, this proved to be 
unfounded. Corolla continued to lead the sales 
race overall with this model and in the sedan 
division it has enjoyed continuous market lead-
ership, although the shift  to smaller and lighter 
hatchbacks in new-car buying trends has meant 
that for some years now it has not been the overall 
market leader. ■

ATTENTION ALL FITMENT CENTRES
Are you a MONROE EXPERT?
Apply today and reap the benefits of being an
AUTHORISED MONROE SAFETY CENTRE.

www.monroe.co.za

“In terms of our position in the SA passenger 
market, I think it’s fair to point out, although I 
don’t generally like to discuss our competitors, 
that the sales fi gures as reported by RGT Smart 
for VWSA include a substantial Audi component. 
So yes, while Volkswagen is still ahead, the gap 
isn’t as large as it might appear, brand for brand.

“We believe that our plans going forward 
with new Corolla will give us a renewed one-up-
manship . Locally produced vehicles enjoy good 
volumes and the new Corolla will put us on the 

right track. We are committed to making Corolla 
brand number one again in the near future. It 
may be premature to state, now, that Corolla will 
be number one next year, but that is defi nitely 
our goal.”

Crompton says that the new styling of the 
11th generation Corolla is a delicate balance be-
tween being modern and sophisticated, but still 
enjoying an appeal to the family man.

“I think the new car will have a wider appeal 
than the current model. Th e styling changes are 
not limited to the new exterior look. Th e interior 
has been radically improved I think overall the 
new Corolla will tick most of the boxes.”

Crompton says that the new interior has 
a much improved “feel-good” appearance in 
terms of sort-touch fi nishes. “Across the board 
we have addressed a number of issues on the 
current model.”

As far as the engine-line-up is concerned, 

Crompton won’t be drawn too much on specif-
ics, rather stating that “we will cover all aspects 
of engine requirements.”

Concerning the likelihood of Toyota intro-
ducing a range of smaller-capacity turbo petrol 
engines to put it in line with its competitors from 
Europe, Crompton said he believes “this is a 
Toyota strategy for the future, but I don’t want to 
confi rm or deny that such engines will be in the 
new Corolla at this stage.”

As far as medium-term volumes are con-
cerned, Crompton says Toyota will be targeting 
volumes in the 1  500 units per month range. 
Crompton added that in the smaller classes, 
where Volkswagen enjoys the bulk of its sales 
volumes with its Polo and Polo Vivo, Toyota’s 
Etios continues to impress, with customer de-
mand building all the time. Currently the Etios 
is the third-best-selling range behind the two 
VW products. ■

New Corolla as it appeared in SA 
in 1975.

Glenn Crompton, Toyota SA Motors’ 
Vice President for Marketing.

Aiming for Number One
Glenn Crompton, Toyota’s Vice President for Marketing in South Africa, 

on the New Corolla, and on Toyota’s Position in the SA Passenger Market

Corolla’s Time-line
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People

Ford Motor Company South Africa’s 
President and CEO Jeff Nemeth 
was a strong presence at the launch of 
the new Fiesta ST, the second perfor-
mance model launch by Ford in the 
past year, and following the impres-
sively competent Focus ST. Nemeth 
grew up in South Bend, Indiana, 
USA, the home of the Studebaker 
Corporation until its untimely de-
mise in the 1960s.

Very much alive and still enjoy-
ing life to the full was Jeff ’s father 
Frank (77), who was on a visit to 
South Africa and joined his son for 
a day of fun at the Red Star Raceway 
near Witbank.

“I coached football and volley-
ball at one of the local high schools, 
and one of my charges was Jeff . He 
was a pretty useful quarterback,” 
said Frank.

During lulls in the Fiesta action 
on track, Jeff  Nemeth took the oppor-
tunity to put in some quick lappery 
in his South African company car – a 

potent 224 kW Fiesta RS hatch that 
isn’t available in America.

Kelvin van der Linde, the 
young racer from the Van der Linde 
racing dynasty from Randburg that 
includes grandfather Hennie, a 
multiple Wesbank Modifi ed champ 
in the ‘70s and ‘80s, father Shawn 
(multiple production car and single-
seater champ from the ‘90s) and un-
cle Etienne (a single seater champ 
and production car champ who is 
still racing very competitively), has 
been setting the race tracks alight 
in Germany.

Running in the Scirocco R-Cup, 
a curtain-raiser to the prestigious 
DTM series, Kelvin scored two wins 
at the Red Bull track in Spielberg, 
Austria, to lead the championship 
aft er three rounds! It is the 16-year-
old’s fi rst season racing in Europe. 
Another South African doing well 
is girl-racer Jordan Pepper, who 
achieved a podium at Spielberg in the 
fi rst race. ■

Andile Dlamini, Volkswagen Brand Public Relations Manager, 
completed his fi rst Comrades Marathon on May 31 with fi ve 
minutes to go before the cut-off! Hearty congratulations!

Charmaine Lemao has been 
appointed Nissan’s new HR 
Director.

Egmont Sippel of Rapport 
was once again named SA’s 
Top Motoring Journalist. He 
is fl anked by Derek Leach of 
Toyota Financial Services and 
Christo Valentyn of the SA 
Guild of Motoring Journalists.

Jeff and Frank Nemeth.

Kelvin van der Linde is fl anked by Jordan Pepper, left, and 
Michelle Gatting.

www.monroe.co.za
mailto:hcombrinck@tenneco.com


Subscribe for free @
www.autolive.co.za Page 6

Heinrich posed the question of whether the fl edg-
ling company should get into the truck side of the 
business as well, and his new recruit to the busi-
ness, Andre Walters, was given the task of setting 
up a truck business. Today his title in the busi-
ness is Marketing and New business development 
Manager at SAC Trucks.

Andre, who has a background in motor engi-
neering (his father ran a well-known concern in 
Pretoria, E Dommise Engineering and Andre did 
his machinist trade there) had joined SAC Diesel a 
year earlier.

“We started the truck side at our old premises 
in Allandale Road. We started from scratch, it was 
all new to us. Pieter de Weerdt built a truck dyno for 
us, which was and still is pretty unique, and the idea 
was to do truck tuning. So we started researching 
the truck business.

“One day Hein and I visited a yard which had a 
large number of Volvo trucks, most of them in need 
of repair, and Hein told the owner that we “could 
fi x these things for you”. Knowing, of course, pretty 
much zip about them at that time. But we knew the 
motor business.

“So the guy said, okay, take one of them, fi x it, and 
we’ll take it from there. So that’s how we really 
started, which led to an arrangement with Volvo 
South Africa Second-hand Trucks, refurbishing 
and fi xing older trucks, whatever was necessary, to 
sell their second-hand trucks. We had an on and off  
relationship with Volvo trucks for a while, and busi-
ness was growing. About 10 years ago we moved to 
our current premises in Highway Business Park, 
just off  the N1, in Roohuiskraal Centurion.

“Th is raised the question, man, how are we 
going to generate enough business to utilise these 
massive new premises?”

At that stage SAC also had the diesel light ve-
hicle side of the business operating in Highway 
Business Park, but the truck side quickly grew 

too big and the bakkie side moved to new prem-
ises across the road. Th e SAC Truck group still own 
the bakkie and car side of things, which runs very 
successfully, having expanded to fi ne-tune petrol-
engined vehicles recently. Th ere is also a branch in 
Boksburg.

Th e truck side expanded quickly, the fi rm hav-
ing taken on Paulo Fernandes, a man with extensive 
Volvo experience, as a director. Today SAC Trucks 
has branches in Centurion (the Highway Business 
Park head offi  ce and warehouse) Durban, Cape 
Town, Middelburg and Klerksdorp.

“Prior to this expansion, when we were starting 
out, parts became the big issue,” explains Walters. 
“Parts are too expensive from the OE guys and in 
the aft ermarket, you get a lot of sub-standard items. 
So we needed to get a good quality supplier. We 
carried on specialising in our Volvo refurbishment 
and repair business, and because of our needs, we 
looked around for fi rst class aft ermarket parts.

“Th at’s when we met up with Diesel Technic or DT 
Spares, which is based in Kirchdorf, Germany.”

Th e Diesel Technic company is massive, with 
more than 500 employees in 28 countries around 
the globe, and supplies parts to over 140 countries 
globally. It’s parts are recognised internationally 
as being of superb quality and for many ranges of 
trucks. In fact, says Andre, in South Africa many 
truck operators specify the “blue box” parts, be-
cause that is how the DT Parts are packaged, in a 
blue box.

“Because we are one of their biggest custom-
ers, we get our parts directly from the head offi  ce 
in Germany, although some of our parts come 

In the early days, SAC Trucks established 
a unique reputation thanks to its one-off 
truck dyno.

SAC Trucks’ Andre Walters, with a line of the re-conditioned gearboxes his company 
supplies.

SAC Trucks Now Supplies Parts for Five Major Brands – 
Volvo, Scania, Mercedes-Benz, MAN and DAF

continued on next page 

“This raised the question, man, 
how are we going to generate 

enough business to utilise these 
massive new premises?”

“Parts are too expensive from the 
OE guys and in the aftermarket, 

you get a lot of sub-standard 
items. So we needed to get 

a good quality supplier.”

SAC Trucks was established 13 
years ago in 2000, an off-shoot of 
SAC Diesel, established in 1998 as 
a tuning business for diesel-engined 
pick-ups, by Heinrich Lategan.
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through their Dubai agency. Th ey visit us here 
two or three   times a year and we oft en travel to 
Germany to keep abreast with developments.”

Th is arrangement led to SAC Trucks expand-
ing its operation to include other brands beyond its 
traditional Volvo specialisation. “We started with 
the Volvo parts in 2003, and then in 2008 we started 
with Scania, and we were comfortable just doing 
those two Scandinavian trucks. Th en DT came to 
us two years ago, saying, guys, what about MAN, 
Mercedes-Benz, and DAF? So now we supply parts 
for all those brands too.” explains Walters.

Today SAC Trucks hold a multi-million stock 
of DT parts. But it has many other strings to its bow 
besides the parts business.

Th is includes the importation of second-hand 
truck parts from Europe, as well as complete en-
gines and gearboxes, which are either sold as is 
or with a six-month guarantee, or refurbished in 
SAC’s workshops, in which case the engines have a 
12-month guarantee.

We have a procurement division run by Neels 
Nel, who basically travels all over Europe sourcing 
these parts. We fi nd trucks that are stripped, good 
trucks, which are stripped aft er a couple of years 
use. Th ese suppliers give us a six-month warranty. 
Th e ones that need work done we re-build.

“We also came to be involved with the repair 
of injectors. Th e injectors are always an issue with 
big diesel engines. In the early days you could only 
buy the replacement injectors from the OE suppli-
ers. Other concerns could test injectors but not fi x 
them. We were the fi rst company sourcing nozzles, 
and later on solenoids became available, but no-one 

could service the inside of the injectors. We then 
established our precision engineering division for 
this, machining to tolerances of about one micron, 
which is very, very fi ne.

“Having the truck dyno and the workshop, we 
can test parts, and this has led to our excellent re-
lationship with DT, and also sets us apart from the 

normal spares shop. Our workshop has 21 bays, and 
we have a two week waiting list for servicing. We 
also sell complete second-hand trucks.

“But our big news lately has been our expan-
sion into supplying parts for so many ranges, Volvo 
Scania, Mercedes-Benz, MAN and DAF and we 
have 6 000 line items in stock. We have a vast cus-
tomer base, totalling well over 1 000, and some of 
these operators have over 100 trucks running.

“We like to think of ourselves as a one-stop 
truck shop. And you have to realise that a truck is 
not like a passenger car, it has to keep rolling be-
cause when it’s not operating it’s losing money, but 
when it’s rolling it is earning money.” ■

 continued from previous page

SAC Trucks range of famous blue box DT spares now numbers 6 000 line items.

“We also came to be involved 
with the repair of injectors. The 

injectors are always an issue 
with big diesel engines.
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BY STUART JOHNSTON

Auto Live: Ray, you were in right at the beginning 
of Kia in South Africa. How did that come 
about?

Ray  Levin: Well, I started Kia, 15 years ago, here. 
I was working with an international com-
pany, where we were selling the Asia Combi 
Bus and Asia in those days was owned by the 
Kia Corporation and my mandate was to se-
cure the Kia distribution for South Africa. 
However, things didn’t pan out for the com-
pany I represented, because Kia went through 
an insolvency in 1998, and a lot of things hap-
pened – you can read it in my book which I’ll 
fi nish aft er I retire – but I managed to get the 
South African distribution in 1997 and I sold it 
out to the Imperial Group. So I am the origina-
tor of Kia here.

AL:  What made you believe in the brand then? 
Th ey had a bit of a cartoon-like image in those 
days.

RL:  I’m not sure if I agree with your cartoon im-
agery, maybe cheap and nasty (chuckles). But 
yes, prior to Kia SA being established, I’d been 
to Korea for a good few years previously and 
had visited the Kia factory on numerous oc-
casions and when one saw the enormity of 
the factory in Seoul, there was just no ways it 
would not succeed, it was just too big, the fac-
tory produced 600 000 cars a year then. More 
than double our entire industry then. And 
it had the backing of Ford at the time. Th en 
Hyundai arrived and bought out the group.

AL:  So all of a sudden you were allied with 
Hyundai and AMH?

RL:  Well, at that stage AMH didn’t have the 
Hyundai franchise, it was still with Billy 
Rautenbach. And then we know what hap-
pened to that scenario (Billy Rautenbach got 
into trouble with the SA authorities for tax 
evasion with his Wheels for Africa group 
and lost the Hyundai franchise). Th en KMC 
asked me if I would allow AMH to take 
over the Hyundai franchise and that’s how 
AMH acquired the Hyundai. I’m part of the 
AMH executive.

AL:  What sort of feeling have you had regards Kia, 
the way it has progressed as a product?

RL:  I think from 1998 until 2006, nothing 
changed too much, and then Peter Schreyer 
was brought on board to change the look of 
Kia. Slowly we have seen this designer’s infl u-
ence take over and we have started to build 
pretty cars. But at the same time we have an 
R&D centre in Namyang Korea, and there are 
in excess of 10 000 people that work there (Kia 
shares this with parent company Hyundai). 
For instance, if you go into the crash test facil-
ity, I think there are over 100 diff erent dum-
mies representing diff erent population types 
in the world. And it just gets better and better 
every time I visit there.

AL:  Th ere seems to have been a strong European 
infl uence in engineering too, as well as the ob-
vious design and styling infl uences.

RL:  Kia now is an international company, so we 
have another R&D centre in Germany, an-
other in the US. Our R&D centre in Germany 
is mainly staff ed by Europeans so it is a multi-
cultural operation now.

AL:  We visited the Hyundai plant in the Czech 
Republic recently and you obviously share a  
lot of components.

RL:  I think that’s what makes Kia such a success. 
What diff erentiates us with Hyundai, I like 
to say, is that we are young and dynamic, and 
Hyundai is, well ….
  We are defi nitely positioned in two direc-
tions. We are targeting people that are young 
at heart.

AL:  Th ere is a diff erent feel to the cars despite the 
shared componentry. Would you go along 
with that?

RL:  Defi nitely diff erent feels to the two brands. 
We are able to do things diff erently and that’s 
what makes the brands special. I don’t think 
we both would have grown at the levels we had 
if they weren’t diff erent. And both good.

AL:  Nevertheless you are selling about 40 per cent 
of what Hyundai sells in this country. Why 
is that?

RL:  I would love to grow our market share, but 
unfortunately due to capacity restraints we 
are unable to do so. And it will be like that for 
the next two years, they are building to 100 per 
cent capacity at the moment.
  Within the next two years an additional 
factory will come on stream which will supply 

our markets in Middle East and Africa and 
enable us to gain market share.
  I am not sure where the new factory is, we 
haven’t been told yet, but if I were to hazard 
a guess I would say it would be in Indonesia, 
somewhere like that.

AL:  Do you source product from your Slovakian 
plant?

RL:  Unfortunately not at the moment, they don’t 
have capacity to supply us. We would love to 
get more stock, we have had customers on 
six-to-eight month waiting lists, and I am 
constantly amazed they will hang in that long 
waiting for our products.
  Sportage was launched during the World 
Cup in 2010 and the demand, still, has not 
abated. It is unprecedented, certainly in my 
experience in the motor industry.

AL:  How many dealers do you have at present?
RL:  At the moment we have 68. We won’t be grow-

ing this, despite the demand, we rather want to 
focus on increasing throughput with our ex-
isting dealers, making them more profi table. 
And we are working on our aft er-sales opera-
tions, and we have seen incredible growth.
  We used to have 150 cars a day through 
our network on our service and maintenance 
plans, we now have 300 a day. So the brand has 
grown dramatically.

AL:  In terms of sales reporting, no change on your 
non-specifi c reporting?

RL:  We do report, RGT report them aggregated. It 
was our strategy from day One, it was better to 
keep them guessing.

AL:  We want to know.
RL:  You as motoring journalists might be inter-

ested,. We have been able to grow from zero 
to fi ve per cent market share, and we haven’t 
reported our numbers. So, it’s good to keep 
our opposition guessing. ■

The Power To Surprise – Kia’s 
South African CEO, Ray Levin

Kia’s CEO, Ray Levin relaxing at an 
Umhlanga hotel on the Cerato launch.

AutoLive caught up with Kia’s CEO Ray Levin at the recent Cerato sedan 
launch. We touched on the amazing rise to power of Kia in this market in 
the past decade-and-a-bit.
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“On average”, says Patrick Busschau, 
Automotive Business director at 
Ipsos, “the 2013 passenger car pur-
chasing experience survey has pro-
duced the highest and closest scores 
we have seen.

“Th ere have been signifi cant ad-
vances in technology and other pro-
cesses that have not only made the 
consumer experience more pleasant, 
but have also contributed to improve-
ments in the product itself.”

It seems that, at least in terms of 
processes, Audi is still getting it right, 
as it has done for the past few years 
in the Ipsos survey, which measures 
customer satisfaction in purchasing 
and servicing in the motor industry.

Not all of SA’s major players take 
part in the survey for various reasons, 
but a good sample of the major play-
ers buy into this concept of an inde-
pendent survey, as they feel it is good 
to measure themselves against com-
petitors on a direct basis.

In the passenger car “divi-
sion Audi led both purchasing and 

servicing lists, with Volkswagen and 
Chevrolet swopping second and third 
places in the two categories.

Other gold category winners 
were Chevrolet and Lexus.

In the LCV division, Chevrolet 
took gold awards in both purchas-
ing and servicing, while the overall 
winner in purchasing was Isuzu, with 
Volkswagen top scoring in the servic-
ing survey.

More about the survey

Th ese rankings are based on Ipsos’s 
Competitive Customer Experience 
(CCE) which has been conducted in 
South Africa for the past 21 years. 
Th e survey was conducted over a 12 
month period between January and 
December 2012 and is part of a study 
that measures the perceptions of 
more than 22 000 passenger and light 
commercial vehicles.

Th e questionnaire covers all 
elements of both the sales and ser-
vice process, from the appearance 
and staff  at the dealership itself to 

the fi nancing or pricing aspects of 
the sale or service and then to the 
post-sale or post-service follow up. 
Complaint resolution is also a key 
part of the questionnaire for custom-
ers who do report problems.

Not all the brands are included in 
the survey for various reasons. Th is 
could be because the manufacturer 
chooses not to participate or because 
the sample that has been achieved 
is too small. Another reason some 
manufacturers do not get published is 
due to the length of participation in 
the study – a full year of participation 
is required before a brand can be in-
cluded in the rankings.

Th e Ipsos survey represents ap-
proximately 83% of all new vehicles 
sold in the PC market and 98% of the 
LCV market.

About Ipsos

Ipsos is the second largest global sur-
vey-based market research company, 
owned and managed by research pro-
fessionals that assess market potential 

and interpret market trends for over 
5,000 worldwide clients to develop 
and test emergent or existing prod-
ucts or services, build brands, test ad-
vertising and study audience respons-
es to various media, and, measure 
public opinion on issues and reputa-
tion. With 16  500 employees work-
ing in wholly owned operations in 84 
countries, Ipsos conducts advertising, 
customer loyalty, marketing, media, 
and public aff airs research, as well as 
forecasting, modeling, and consult-
ing and a full line of custom, syndi-
cated, omnibus, panel, and online re-
search products and services in over 
100 countries. Founded in 1975 by 
Jean-Marc Lech and Didier Truchot, 
Ipsos has been publicly traded since 
1999. In 2008, Ipsos’ revenues totaled 
€979.3 million. Listed on Eurolist 
by NYSE–Euronext Paris, Ipsos is 
part of the SBF 120 and the Mid-100 
Index and is eligible to the Deferred 
Settlement System. Visit www.ipsos.
com to learn more about Ipsos off er-
ings and capabilities. ■

PASSENGER VEHICLE 
PURCHASING

SALES  SCORE

Audi 95,6

Volkswagen 95,4

Chevrolet 95,2

Toyota 94,4

Mercedes-Benz 93,8

Opel 93,2

Renault 92,8

Volvo 92,7

Lexus 92,6

Nissan 92,2

Mazda 91,6

Ford 90,4

Peugeot 87,0

PASSENGER VEHICLE SERVICING

SALES SCORE

Audi 89,9

Chevrolet 89,5

Volkswagen 88,8

Lexus 88,2

Mercedes-Benz 87,2

Nissan 86,4

Toyota 85,7

Opel 85,4

Mitsubishi 83,4

Renault 82,4

Mazda 81,6

Ford 78,3

Volvo 78,1

Peugeot 77,7

Citroen 75,2

LIGHT COMMERCIAL VEHICLE PURCHASING

SALES SCORE

Isuzu 93,7

Toyota 93,4

Chevrolet 92,6

Nissan 92,5

Volkswagen 92,5

LIGHT COMMERCIAL VEHICLE SERVICING

SALES SCORE

Volkswagen 88,0

Toyota 87,8

Isuzu 87,5

Nissan 86,8

Chevrolet 86,3

Mazda 84,3

Ford 81,4

Mitsubishi 81,2

Ipsos Quality Awards Sees Audi (Again) 
and Chevrolet as the Big Winners
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BY ROGER HOUGHTON

Th is brand building strategy is being showcased 
in South Africa in the form of the world’s fi rst 
Hyundai Brand Centre that forms part of the new 
Hyundai Automotive SA head offi  ce which will be 
completed this month. Hyundai Motor Company 
will contribute R1-million to the cost of the Brand 
Centre as part of its global roll-out of this new im-
age-building concept.

Th e Brand Centre will be located in the en-
trance foyer of the new Hyundai SA head offi  ce in 
Bedfordview. Th e staff  will start moving into the 
new building from June 14 but the offi  cial opening 
of the R130-million investment will be in August. 
Th e new facility, located near the Van Buuren off -
ramp on the N3 in Bedfordview, will also include a 
national training centre.

In addition, as a further contribution to the 
global brand building strategy the Hyundai Genesis 
luxury car will be launched in SA next year as right 
hand drive versions will be produced from the be-
ginning of 2014.

It was hoped to exhibit it at the Johannesburg 
International Motor Show in October, but now the 

international launch will take place only at the time 
of the Detroit Motor Show.

Hyundai, which only started making motor 
vehicles in 1974 when it launched the Mitsubishi-
powered Pony, already has 15 manufacturing plants 
outside Korea and last year made and sold 4.4-million 
vehicles, with 57% of them assembled outside Korea.

Th e fi rst plant to make Hyundai vehicles outside 
Korea was located in Turkey and started produc-
tion in 1997, so the massive global expansion pro-
gramme has been carried out in an amazingly short 
period of time. Th ere are no plans to manufacture 
Hyundai vehicles on the African continent other 
than at the existing CKD assembly plant in Egypt.

Hyundai is very aware of ensuring that it is not 
too dependent on one or a few regions for its sales, 
but rather wants to be well-represented worldwide, 
hence the wide spread of manufacturing plants.

Now, as it completes its third manufacturing 

facility in China and a state-of-the-art factory 
builds up to full production in Brazil the focus 
moves away from increasing production to concen-
trating on improving product quality and customer 
care. In addition another priority in 2013 is the 
brand building mentioned earlier.

Senior Hyundai executives say they do not 
want to fall into the trap of chasing volume at the 
expense of quality and then pay the price with 
image-damaging vehicle recalls. Th is is what hap-
pened to Toyota as it increased production in the 
late 1990’s and fi rst half of the 2000’s in its quest to 
overtake General Motors as global motor industry 
leader. It achieved the goal in 2008 but continues to 
pay with costly recalls.

Th e company wants to be seen as “Simple, Creative 
and Caring”. Meanwhile its styling, now under the 
control of former Audi and Volkswagen design 
guru, Peter Schreyer, will continue under its “fl u-
idic sculpture in motion” theme as fi rst seen on the 
latest Sonata.

A major thrust in terms of Hyundai powertrain 
technology for the future is the universal challenge 
of downsizing to improve fuel economy and reduce 
harmful emissions.

Th e executive responsible for product planning, 
TS Kim, said at the media conference in Seoul that it 
was developing a range of turbocharged engines of 
1-litre, 1.4-litre, 1.6-litre and 2-litre capacity, with 
the 1-litre power unit having been unveiled at the 
Geneva Motor Show earlier this year.

In terms of new segments to be tackled by the 
burgeoning Korean automotive giant one is believed 
to be a compact SUV and related six-seater MPV 
which would be seen as ideal to gain market share 
in a country such as India where the similar-sized 
Suzuki-based Maruti Swift  is the market leader.

Th en, of course there is the question of a pick-
up truck and here all the Hyundai executives 
would admit is that such a model is “being inves-
tigated seriously” but it has to fall into line with 
other priorities, particularly maximising available 
production capacity. ■

Hyundai Consolidates and Builds Brand Image
Hyundai, the growing automotive giant from South Korea, intends consolidating its worldwide operations this 
year. Instead of ramping up production the strategy now is to build the Hyundai image into one of being a modern 
premium brand; it ranked 7th, just behind Ford, among global automotive brands in the 2012 Interbrand survey 
based on brand value and showed a 24% improvement year-on-year.

Hyundai Grandeur (Azera) coming off the assembly line at Hyundai’s Asan plant.

There are no plans to manufacture 
Hyundai vehicles on the African 

continent other than at the existing 
CKD assembly plant in Egypt.

... the focus moves away 
from increasing production to 

concentrating on improving product 
quality and customer care.
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Wilken Communication Management was 
established in 1997 with the major focus of 
its operations being the South African 
motor industry.

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

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

simplifyingCOMMUNICATIONS

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

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

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

TransUnion’s Andrew van der Watt, Carla 
Gilmour and George Palmer at the roll out 
of the Car Value app.

George Palmer, TransUnion’s Director of Business 
Development at TransUnion Auto, is very bullish 
about his company’s new smart-phone app for the 
non dealers, in other words, the average used-car 
buyer or seller.

“What we did with our dealer’s application 
launched last year was that we took the dealer’s 
guide and the HPI (vehicle status) reports and we 
combined them into one application. Th rough the 
app you get the values for trade and retail, you get 
the adjustments for mileage and condition and you 
get the adjustment for factory-fi tted options.

“Th e fi rst app that we launched was very dealer-
focussed but we found that a lot of consumers also 
wanted this application for their smart phones. It 
has, in fact, always been available to the man in the 
street, via our website.

“But the man or woman in the street oft en 
doesn’t have time to do all that. So we needed to take 

the same functionality and the same delivery chan-
nel and deliver it to the man in the street. Obviously 
he has diff erent consumption values, hence our 
new application called Car Value, which is now in 
the market.”

It’s been in various locations, such as the 
I-stores, for approximately three months while we 
let consumers use and experience it. And now we 
are ready to tell the world about it.

“Th e diff erence with Car Value is that it is a pre-
paid application. Whereas with our dealer app we 
would invoice each month. With this app we allow 
private users to register on-line at no cost. In fact 
the fi rst time someone registers they get one free 
valuation. Th ereaft er you can buy a verifi cation re-
port, buy a valuation report, all those things, and it 
is delivered to your I-phone, your Android phone, 
your Blackberry and your Nokia Windows phones. 
We cover those four smart phone ranges.”

And if you happen to have an Ericksen or other 
non-compatible phone, or your phone is inoperable 
for some reason, you can access this information by 
logging onto the website, at www.carvalue.co.za, 
and if you are registered you can then access an 
evaluation at the same cost as you would if using 
a phone.

In fact, accessing Car Value via a computer is 
useful if someone needs to make print-outs of the 
down-loaded information.

Cost? A single report costs R10, six reports 
cost R50 and 12 reports cost R100. Th is is ideal, feels 
TransUnion, for the person planning to attend an 
auction, or someone who has done some shopping 
around and has narrowed down his or her used-car 

search to fi ve or six diff erent examples. For a cost, 
then of R50, with the vital information downloada-
ble onto a phone on the spot, this information could 
be worth a lot of money when it comes to actually 
fi nalising the transaction. ■

Car Value is Transunion’s New App for “Man 
Or Woman in the Street” Used-Car Buyers

This is how the Car Value app will appear 
on your phone.

www.wilkencomm.co.za
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Chemspec is one of the top-four largest paint com-
panies in South Africa and has beern trading in 
South Africa since1957, doing business across the 
whole spectrum of coatings.

Hannes Kloppers is the head of the company’s 
automotive division, and the big news in his de-
partment is that Chemspec is rolling out a national 
road-show for its exciting new product from its 
Fikkens brand.

“We have a number of automotive brands, 
Specrylic + being our strong over-the-counter 
brand, and the other one is Metalux, which is our 
own SA-developed body-shop brand which is com-
peting in the value sector of the automotive market, 
with no OE approval. But it has a lifetime warranty.

“Our premium brand is a product we get from 
the Dutch company, AkzoNobel, called Sikkens. 
And it is in the Sikkens range that we are launching 
an all-new technology water-borne paint.”

Th e new product will signifi cantly reduce the 
painting time between coats in the paint-shop, says 
Klopppers.

“Th ere are some problems peculiar to water-
borne paints historically. In particular, they are 
quite diffi  cult to apply and they take long to dry. 
Th at situation applies across all the brands available.

“Th e new Sikkens water-borne is called 
AutoWave2.0 and its main characteristics are ease 
of application and a very, very short process time. 
So the two main problems that body-shops have 
with water-borne paints is in eff ect solved.

“It dries almost as quickly as a solvent-based 
paint”, says Kloppers. “Typically the spec on water-
borne materials is a two and a half coat application, 
with a fl ash off  necessary between coats. So nor-
mally your process time before you can apply a clear 
coat is about 25 minutes. Th e new Sikkens product 
takes less than eight minutes to fl ash off .

To demonstrate this new technology, Kloppers 
and his team will be doing a road show with the new 

product, targeted in the main at the aft ermarket, 
although Chemspec will also be looking at OM-
approved body-shops.

Th e dates for the AutoWave 2.0 road show are: 
Port Elizabeth on June 26, then East London on 
June 27. Th e next phase is in Durban on July 10, 
followed by Cape Town on July 17, Johannesburg 
on July 24, Bloemfontein on July 31. Th e road 
show fi nishes up in Polokwane on August 7

Chemspec says anyone who would like to attend 
is welcome, they can e-mail or call Carmen Landy 
on carmen@chemspecpaint.com or 0115429300. ■

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

Sikkens’ new quick-drying water-borne 
paint will increase paintshop traffi c..

The racy new AutoWave 2.0 logo.

New Sikkens Paint Will Signifi cantly Reduce Paint Application Time
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BY STUART JOHNSTON

In previous eras you simply opened the bonnet, 
checked out the multiple carbs or lack thereof, and 
you had a handle on what to expect. With the new 
Ford Fiesta ST, rival to the class-leading Polo GTi, 
there’s plastic under there like every other new mo-
tor.. But the hot styling cues are present with a roof 
spoiler, a lower diff user type eff ort at the rear, fattish 
exhaust, and 17-inch alloys with 205/40 rubber.

Th e grille is blacked out, which makes it look 
a little on the gaping-guppie side of things for 
my tastes, but those who are up on the whole su-
percar thing will tell you it reminds them of an 
Aston Martin.

So, how does it go, how does it feel? Pulling out 
of the launch venue near the OR Tambo airport, we 
traversed some bumpy city streets and I have to say 
that, despite Ford declaring they went for a ride mix 
of minimal body roll and some comfort, I have to 
say it is a bit on the jiggleystiff  side. Th e small rip-
ples feed back too much into the cabin, even for a 
sporty hatch.

In the go department, the engine is well-pro-
fi led. Th e numbers are right in there with the Polo 
GTi, with maximum power of 134 kW, and 240 Nm 
of torque. Th e EcoBoost engine is said to be remark-
ably fuel effi  cient, with a combined cycle fi gure of 
5,9 litres/100 claimed and CO2 of 138 g/km, which 
means you only pay about R2 000 on carbon tax.

Plant your foot and power is pretty good, with 
a fl at torque curve, although it tapers off  a bit too 
much at the 6 000 rpm mark.. Ford claim a 0-100 

km/h time of 6,9 seconds and I have to say it felt 
more like a 7,5 second car to me , that being a sea 
level estimate. At the Reef you are looking at more 
like 8,0 seconds. Yes, I know the Fiesta engine is tur-
bocharged, but you still lose some fi ve per cent of 
power up here in Jo’burg.

Th e Fiesta is targeted fi rmly at the youth mar-
ket, which means it’s a three-door example, and this 
is mmmm… okay, but I wonder whether punters 
wouldn’t have preferred a fi ve-door. VW certainly 
think so, as their Polo GTi has rear passenger doors.

Okay, so on bumpy roads the ST is a little reactive 
in terms of ride quality, but not in terms of stability. 
It tracks very straight and true, and should do so 
all the way up to its claimed top speed of 220 km/h.

Th e electrically assisted power steering is very 
quick in terms of response time and has nice con-
nectivity, to coin a phrase, between the steering 
wheel and the front tyres, which also deliver the 
power to the tarmac.

We had a chance to explore just how well the 
car puts its power down at the Red Star Race Track, 
just off  the N12 highway near Witbank. A circuit 
designed for motorcycle usage, it is quite a long 
lap, and in the Fiesta an expert driver would prob-
ably get down to the 2:30 mark. Lots of late-apex, 

long-duration turns, and if you get one wrong you 
are off  line for the next that immediately follows.

Th e Fiesta is fi tted with the Torque Vectoring 
system used on its bigger brother Focus ST, and this 
is a system that brakes a front wheel that is losing 
traction slightly, to transfer torque back to the one 
that has more bite and thus enhance your drive 
through and out of the bends.

On the Red Star track this worked well, but of 
course you could still scrub a lot of time off  by go-
ing into a corner too hot. Impressive was the wide 
torque band of the 1,6-litre turbo petrol engine, and 
we pretty much used only third and fourth gears all 
the way around the track.

Th e car has nice engine induction sound, al-
though the exhaust note is quite muted from out-
side, which is probably good for the neighbours if 
you are one of those early risers.

It is well equipped, with LED day time run-
ning lights, the Sony SYNCH infotainment system 
which allows voice command operation of various 
functions, and the MyKey system which allows the 
owner of the car to set maximum speed limits on 
the car to prevent other drivers from going too fast 
when they borrow the thing.

Th e best part is perhaps the price. It costs 
R254 500, and this includes a four-year /60 000 km 
service plan(the Polo GTi’s costs extra). And the Polo 
GTi is listed at some R30  000 more, which makes 
this Fiesta look very attractive, even if it would be 
a lot more useable with fi ve doors instead of three.

A good car, well made and with a very attrac-
tive performance and visual package. Th ey should 
sell a lot of them. ■

Fiesta ST is Seriously Affordable Fun!
In the modern age, it’s really diffi cult to know if the car you are climbing into is seriously performance orientated or 
merely a dressed up version of the cooking model.

High-speed parking was one of the tests Ford put journalists 
through at the launch of the new Fiesta ST. Ford’s new Fietsa ST is funky and quick.

At the Reef you are looking at more 
like 8,0 seconds. Yes, I know the 

Fiesta engine is turbocharged, but 
you still lose some fi ve per cent 

of power up here in Jo’burg.
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Isuzu’s KB is The Real Deal

BY STUART JOHNSTON

At the launch of the 2013 Isuzu KB I was a bit per-
turbed that perhaps General Motors SA had under-
estimated the new-generation Pick-Up market.

Th e new bakkie has to go up against some se-
rious competition from the likes of everybody’s 
fl avour-of-the-month, the Ford Ranger (and its me-
chanically identical Mazda BT counterpart).

Th en there is the ultimate in bakkie sophistica-
tion from Volkswagen, the Amarok, which has such 
a car-like ride, yet allied to real off -road acumen, 
that the competition must be scratching its head in 
this regard. And of course, there’s the Hilux, which 
continues to confound everyone by being the best-
selling vehicle in South Africa, let alone merely in 
the LCV market.

But GMSA knows its market, and the new 
Isuzu has got off  to a solid sales start. Th e model 
I received recently was the interesting Extended 
Cab 300 D-TEQ LX 4X2, which utilises the 130 
kW version of the big three-litre turbo-diesel en-
gine which is in fact a carry over from the previ-
ous-gen KB.

Th e excellent feature of this extended cab 
model is that there are in fact a pair of rear doors 
which hinge open once you’ve opened the front 
doors and tug a little lever nestling beside the door 
jam. Th ere is rudimentary accommodation for 

three people, or in the case of our test model, two 
extra people and a large storage bin which could 
be used for cold beer and coke if you slung in some 
ice blocks, or tools, or whatever else you needed to 
keep cool or safe.

Th e most telling item of conservatism is the gearbox 
on the new KB, as GMSA have seen fi t to retain a 
fi ve-speed manual ‘box rather than go for the six-
speed option that many others are opting for in the 
interests of saving fuel.

Okay, fuel saving is all very well, but I have to 
say that in general highway driving at the speed 
limit, the fi ve-speed makes sense. Allied to the well-
chosen fi nal drive ratios is the impressive 380 Nm of 
torque on tap at this speed, which means you almost 
never have to worry about changing down a ratio 
once you are in top gear.

Th e ride on both tar and dirt has always been 
an Isuzu strong point and I’m happy to say that this 
is still the case with new-generation KB. It is not 
quite in the sophisticated realm of the Amarok, but 
it is good.

Th is 4X2 version is no doubt very competent on 
more serious off -road terrain too, although I didn’t 
have the chance to venture out of Th e City during 
my test period. But on the launch we were astound-
ed at how good the 4X4 versions were in hard-core 
off -road situations. Obviously, though, the lack of 
low range and an extra pair of driven wheels on this 
model would be limiting, but as a compromise, the 
LX 4X2 is great.

Th e cabin fi tments are still not quite as classy 
as they could be in terms of plastic fi nish, but the fi t 
was good on this test model. Fuel consumption is 
also very good on this diesel model, and I averaged 
9,2 litres/100 km in easy-going mixed conditions.

Isuzu has a very loyal following in the SA 
market, and this new pick-up remains a very good 
all-rounder that will continue to appeal to its fan 
base. Excluding the good quality canopy fi tted as 
an extra, it costs R359 400, and comes with a fi ve-
year/120 warranty, a fi ve-year/90  000 km service 
plan and 20 000 km service intervals. ■

Range Rover’s Provocative 
Evoque Diesel

BY STUART JOHNSTON

Provocative? Well, thought-provoking at any rate. I 
am still in two minds about the Evoque, although 
having spent a week with one recently, the 2,2-litre 
diesel model, I have to say that I continue to be im-
pressed at what a superb piece of engineering the 
car is, never mind the concept.

Th e build quality is absolutely superb, the cabin 
fi tments are fi rst-class, and the décor is right out of 
Habitat magazine, or whatever literature high-style 
junkies are perusing these days.

But it is the mechanical side of the Evoque that 
most impresses. Th e diesel engine is so refi ned that 
you have to check the rev-counter to ensure that 
it is not in fact a petrol unit. Th is engine produces 
140 kW from its 2 179 cm3, and 420 Nm of torque. 
Th ose fi gures make the diesel Evoque just a whisker 
slower in the zero to 100 km/h dash than the 177 
kW petrol version, and at the fuel pumps you can 
expect sub 8 litres/100 economy.

Interestingly, the two diesel models on offer are 
priced pretty much on a par with the petrol vari-
ants, and in fact are marginally less-expensive! 

The pricing for the SD4 in five-door form is 
R603  400 for the Prestige model and R609  700 
for the Dynamic. All Evoques, incidentally, use 
a six-speed automatic transmission and all our 
(SA) models are all-wheel-drive, although there 
if a front-wheel-driver available in Europe.

So, why do I say its provocative? Well, con-
trary to most other people I have canvassed on 
the subject, I think it looks funny, squashed. On 
a practical level, I feel you aren’t getting airy, 
spacy cabin benefi ts of a typical SUV, that you 
may as well drive a hot hatch. A very expensive 
hot hatch!

And the thing is too wide! Take a look at 
how wide an Evoque is next time you see one on 
the highway. It’s just a smidgen under two me-
tres wide with the wing mirrors extended, which 
makes parking it in underground malls or tight 
airport bays a challenge. And yet it doesn’t of-
fer, say, accommodation for six people, but more 
like four-plus one! And lastly, for just 70 k more, 
you could get yourself into a proper 4X4, the 
Discovery 4….

Style before function, that remains my take on 
this Range Rover. But I seem to be a voice in the 
wilderness. ■

Allied to the well-chosen fi nal drive 
ratios is the impressive 380 Nm of 
torque on tap at this speed, which 

means you almost never have to 
worry about changing down a 
ratio once you are in top gear.

This engine produces 140 kW 
from its 2 179 cm3, and 420 Nm 

of torque. Those fi gures make 
the diesel Evoque just a whisker 

slower in the zero to 100 km/h dash 
than the 177 kW petrol version, 
and at the fuel pumps you can 

expect sub 8 litres/100 economy.
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BY KIERAN RENNIE

With almost every second sentence in any conver-
sation regarding the motor car being about fuel 
economy, it came as no surprise when Peugeot SA 
sent out invitations for a mini economy run. Th e 
claim: Our little cub can match the fuel economy 
specs on the info-sheet. Th e car: Th e Peugeot 208 

1.2 Active. Th e canvas: 150-odd kms in and around 
the Hartebeespoort Dam area. Th e cast: A mottled, 
mistrustful congregation of motoring journos.

Sitting behind the small, sporty wheel of my 
charge (a 60kw, 175km/h sub-compact hatch), I’m 
confused. Th is is a competition, a race even. With 
the winning journalist being awarded not only 
bragging rights, but being loaned the good looking 
little runabout for three months. But there can be 
no engine revving, not even engine idling. Th ere 
can be no wheel-spinning drag starts, not even 
air-con spinning to cool the comfortable, well-ap-
pointed cabin. Th ere can be no pre rev-limiter snap 
shift s on the gear lever. No four wheel drift ing. And 
no wing mirror-mashing, diving down the inside, 
last-of-the-late-breakers passing maneuvers into 
the fi nal corner. No, for this race I’d need patience, 
guile, focus and a feathery touch on the (not so) loud 
pedal linked to the perky, growling little 3 cylinder 
1.2 litre engine.

Fact No 1: Th is car is economical. Very. Even 
if I were to drive it in the manner my I-learned-to-
drive-in-a-3.0L-Cortina-on-the-East-Rand genetic 
coding would tempt me to do, I would still probably 
have averaged around 7 litres/100km. I was however 
trying to win this thing. And to win it, I’d need to be 
quick and consumption conscious. I think the ex-
perts call it hyper-miling: a tough to attain combi-
nation of composure and momentum conservation.

Fact No 2: I am no expert in this fi eld. Trying 
desperately to keep the real-time consumption 
numbers on the ergonomic touch screen multi-me-
dia system (standard in the 208 Active) from rolling 
up past 10 litres/100km, while trying to overtake 
a 22-wheel pantechnicon, can seriously test one’s 
nerve. I’ve chosen not to detail the one terrifying 

moment when I thought I might be about to put the 
Peugeot’s 5 star Euro NCAP rating to the test, for 
fear of self incrimination. Added to the challenges 
of being on time at check-points while still using as 
little fuel as possible, were the clues waiting for an-
swers in the route map book.

Fact No 3: I neither know, nor do I want to 
know what kind of massage you’d be able to receive 
at Tan Saarie’s Skinner en Spa at the 20.6km mark.

With the dust settled, the 208 had lived up to 
its challenge amiably with three of the teams either 
matching or bettering the manufacturer’s fi gures. 
And remember, this was a real world test where 
the drivers were not expert hyper-milers; they were 
concerned about time penalties for being late...or 
they were from Kempton Park.

Ultimately fuel fans, I didn’t win. Close, but no 
free car. However, even with my decision to sacrifi ce 
outright fuel consumption fi gures for punctuality, 
I still achieved an impressive 5.5 litres/100km, but 
that along with my answers and time penalties was 
only good enough for second place overall. Th e or-
ganisers of the event didn’t seem too interested in 
the fact that I could have sworn I saw the winning 
team in conference with Lance Armstrong before 
the event. C’est la vie, say the French folks.

Th is is a very good car. At R177 200 it’s not be-
ing given away (there is a lower spec option at R159 
500), but it does (as do all new Peugeots) come with 
a 3 year/100  000km full maintenance plan which 
sweetens the champagne somewhat. It’s not a pock-
et-rocket by any stretch (we await the launch of the 
147kw 208 GTi early July) but it’s safe, super frugal, 
feature packed and spacious considering its dimen-
sions. But most of all, much like the day organised 
by Peugeot SA, surprisingly fun. ■

BY STUART JOHNSTON

At the launch of the new Kia Cerato, Kia SA’s CEO 
Ray Levin cued up pics of the car’s ancestors on his 
AV presentation, and it is indeed hard to believe 
that Kia has made such strides in the last decade, 
notably since styling chief Peter Schreyer took over.

Talk about the high-school nerd turning into a 
princess just before the graduation ball!

Th e new Cerato is seriously good-looking, and 
it has a fi ne blend of masculinity at the front end 
and feline grace in profi le. So dudes and dudettes 
are both going to feel cool in the car.

It’s available in two 1,6-litre models and three 
2,0-litre models, all petrol-fueled. Pricing starts at 
R219 995 and peaks at R289 995 for the range-top-
ping 2,0-litre Automatic in SX trim.

Th e car overcomes one of the chief criticisms 
we have had with Kia models over the recent past 
and that is a lack of steering feel. Th is one, still using 

electric assist, has good steering feel in a straight 
line and in cornering. Yay!

I didn’t enjoy the automatic gearbox too much, 
fi nding it too reactive on the 2,0-litre auto model. 
In other words, just tickle the throttle and it drops 
down two gears instead of one.

Other than that, fi t and fi nish is now approach-
ing German levels of competence, although the 
interior styling is still just a tad contrived for my 
tastes. But nevertheless, lots of fun.

Th e next step for Kia and its sister company 
Hyundai will be to introduce smaller capacity tur-
bocharged engines, a-la Fiat, Alfa, VW, Opel and 
the likes, and enjoy better consumption and power 
that is near to coastal levels when the cars are driven 
at Reef altitudes, where the bulk of our new car mar-
ket is located. (See Ray Levin interview elsewhere in 
this issue). ■

Kia’s Cerato Is Yet Another Looker From This Korean Brand

Kia’s easy-on-the-eye Cerato.

All the leaves were brown(ish) but Rennie 
was thinking green on the Peugeot eco-run.

Easy Does It
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GIMME AN F-TYPE… 
A JAGUAR F-TYPE, 
TO BE PRECISE
South African car enthusiasts will get their fi rst 
chance to view the all-new Jaguar F-TYPE when it 
makes a star appearance at the Top Gear Festival on 
15–16 June.

Jaguar’s fi rst all-new sportscar for 50 years, 
the new car is said to draw heavily on the her-
itage of the Jaguar E Type, launched in 1961. It 
comes with a supercharged V6 in two power var-
iants or a range-topping supercharged V8, good 
for 364 kW.

Th e plan is for Top Gear’s Stig to show the car’s 
paces around the Durban street circuit. ■

BMW ROCKS! 
BMW proved far and away the favourite motor 
vehicle brand in a recent survey of young people 
in South Africa between the ages of 8-23. Not only 
was it well ahead of arch-rivals Mercedes-Benz 
and Audi in the motor vehicle category of the 
Sunday Times’ Generation Next survey, but also 
ranked as runner-up – behind Blackberry – in 
the overall brand category, ahead of Apple, Coca-
Cola and McDonalds. Mercedes-Benz ranked 10th 
overall.

In the car category the other seven brands 
that made it onto the top 10 list were: Range Rover, 
Volkswagen (VW), Jeep, MINI, Land Rover, 
Hummer and Toyota.

Th e top 10 in the ultra luxury vehicle category 
included: Lamborghini, Bugatti, Ferrari, Aston 
Martin, Rolls-Royce, Porsche, Bentley, Lotus.

Th e survey involved interviewing 5 500 young 
people between the ages of 8-23 in six provinces 
of SA. ■

EXPERIENCE COUNTS
Th e average age of the six people on the podium 
at the end of the Toyota Gauteng Dealer Rally on 
Saturday was 52, proving that experience still 
counts for a lot in a technical sport such as motor 
rallying. Th e event was won by Jan Habig/Robert 
Paisley (Ford Fiesta), from Johnny Gemmell/
Carolyn Swan (Toyota Yaris) and Enzo Kuun/
Douglas Judd (Volkswagen Polo). ■

GWM AIMS HIGH
Great Wall Motors, of China, has been set a target 
by its billionaire chairman of displacing Jeep as 
the world’s best-selling SUV brand in three to four 
years. Th e chairman has given the go-ahead to build 
a new research centre 160km from Beijing and to 
increase the number of engineers by 40% to more 
than 10  000 to realise his aim for GWM’s Haval 
SUV brand.

Last year GWM sold 279 956 SUVs compared 
to 316 000 SUVs sold by Land Rover and Jeep’s sales 
of 701  626 units. GWM currently sells its SUVs 
in emerging markets, but will have to expand to 
Europe and the US to achieve its goal, according to 
an article in Automotive News. ■

VOLVO GIVES ELECTRIC 
MOTORING A BOOST
Volvo, in conjunction with German electronics 
group Siemens, will be rolling out a fl eet of electric 
cars that can accelerate to 70 km/h in 5,9 seconds 
and be re-charged in just one and a half hours.

From mid-2013, leasing customers can drive 
the new electric C30, which have an all-elelctric 
power ouput of 89 kW. And a quick 10-minute plug-
in can add 20 km of extra range in “quick charge” 
situations. ■

EXPENSIVE FAILURES!
Th e SA Police Service has admitted that it has spent 
more than R27-million over the last three years 
in driver training for those members who do not 
have a driver’s licence, despite a valid licence evi-
dently being a basic requirement when you apply to 
join up!

It has been admitted that 1  466 recruits did not 
have licences. Th e Police Minister Nathi Mthetwa 
said 620 were trained but only 306 managed to pass 
the driving test. Last year’s training costs amount-
ed to R18.4-million alone. It has been pointed out 
that at a total cost to train each member of R5 286 
and multiplying this sum by 620 people adds up to 
“only” R3.8-m.

According to the report in Th e Star SAPS have 
scrapped 59  187 vehicles worth R54-million since 
2002. ■

208 ON A ROLL
Peugeot’s 208 is achieving major sales growth: Th e 
stylish hatch recorded 201 sales in May, up 13,6 
percent on April 2013 levels, and 46,7 percent more 
than in March this year. Th e sales fi gures are ad-
mittedly coming off  a low base, but the May total 
sees the Peugeot out-performing other “style” rivals 
like the Mazda 2, the Fiat 500 and the Mini in basic 
hatchback form.

In a special economy run for journalists (see 
Kieran Rennie’s report in this issue) the 1,2-litre 
three-cylinder version of the Peugeot 208 recorded 
a winning 3,382 litres/100 km, over the 150 km 
route north of Johannesburg. Drivers were Stuart 
Moir of Autodealer and Tanyaradzwa Nyamajiyah 
of Th e New Age. ■

The road to Durbs. Jaguar will show its all-new F Type sports car at the Top Gear festival 
in Durban this weekend.

Volvo’s quick-charge for its electric model 
takes just one and a half hours.

It has been admitted that 1 466 
recruits did not have licences.
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Ford Motor Company’s ultra-fuel ef-
fi cient and spirited 1.0-litre EcoBoost 
petrol engine has been named the 
overall 2013 International Engine of 
the Year, marking the second straight 
year Ford’s acclaimed three-cylinder 
engine has captured the award.

The 1.0-litre EcoBoost – which 
combines direct fuel injection, turbo-
charging and variable valve timing to 
lower fuel consumption without sac-
rifi cing power – received the highest 
score in the history of the awards. The 
engine also won the “Best Engine 
Under 1.0-litre” category at the an-
nual awards presented by Engine 
Technology International magazine.

Ford also confi rmed plans to 
double production of the engine at its 

Cologne (Germany) Engine Plant to 
more than 1,000 engines a day from 
mid-August to meet demand.

“With a technology as mature 
as the internal combustion engine, 
it’s very rare to achieve a true break-
through, but that is exactly what the 
team accomplished with this engine,” 
said Joe Bakaj, Ford vice president, 
Global Powertrain. “You have to drive 
it to believe a small three-cylinder en-
gine can deliver such performance 
and fuel economy.” 

A panel of 87 automotive jour-
nalists from 35 countries around 
the world judged the awards on 

Snippets

ROLLS-ROYCE GETS 
BEHIND BLOODHOUND
Rolls-Royce PLC last week announced its support 
for the Bloodhound Project, an international edu-
cation built around the attempt to break the 1,000 
mph World Land Speed Record. Engine maker 
Rolls-Royce is using the project to promote engi-
neering in schools as a way to encourage children 
to enlist.

Rolls-Royce – which has a long association 
with breaking speed records on land, sea and in 
the air – is providing the supercar with an EJ200 

jet engine, the type of Rolls power plant typically 
found in a Eurofi ghter-Typhoon. In its normal role 
this engine can generate 20,000 lbs of 90 kN thrust, 
which is used to power the twin-engine combat 
aircraft . Driver Andy Green intends to make the 

record-breaking attempt with the Bloodhound su-
personic car at a desert site in Hakskeen Pan in the 
Northern Cape of South Africa. ■

STAR WARS
Th e Alfa Romeo Disco Volante by Touring, seen 
earlier this year at the 2013 Geneva Motor Show, dis-
tinguished itself at the recent Lake Como Concours 
in the “Concept Cars & Prototypes” class. Based on 
the 8C Competizione, this is the fi rst hand-built, 
new-gen Disco Volante example, inspired by the 
car of the 1950s. Another two examples of this 290 
km/h supercar are planned, the car being built only 
on request (and no doubt a fat deposit!). ■

AMAZING PROGRESS
Th e amazing progress made by Wesbank-linked 
Toyota Financial Services (TFS) in the 13 years 
since its formation in May 2000 was revealed in an 
address by the sales and marketing general man-
ager, Derek Leach, at the SA Guild of Motoring 
Journalists’ recent Motor Journalist of the year 
competition awards function, which was sponsored 
by TFS.

Th e company wrote 1  362 transactions worth 
R91m in its fi rst month of trading and in May 2013 
it wrote 4  300 transactions worth almost R1bn. 
During its comparatively short history TFS has 
facilitated more than half a million Toyota, Lexus, 
Hino and Automark purchases and one out of every 

The updated Alfa Romeo Disco Volante, inspired by the 1950s version. The name 
means fl ying saucer in Italian.

Ford’s EcoBoost Petrol Engine Wins Engine of the Year for the Second Straight Year

continued on next page 
Two-time winner. Ford’s amazing three-cylinder EcoBoost petrol 
engine.

Rolls-Royce ... is providing the 
supercar with an EJ200 jet engine, 

... In its normal role this engine 
can generate 20,000 lbs of 

90 kN thrust, which is used to power 
the twin-engine combat aircraft.



Subscribe for free @
www.autolive.co.za Page 18

Snippets

three Toyotas retailed is now fi nanced by TFS.
Th e make-up of its customers has also changed 

radically and last month less than 40% were white 
and one out of three was a woman.

Th e company now has loan assets worth 
R22bn and the SA operation is the ninth biggest 
TFS business in the world as well as being the larg-
est manufacturer-linked fi nance house in South 
Africa, due to Toyota SA’s 34 years of market 
leadership. ■

SASOL’S BIG BILL
Sasol says it will spend R11.7bn to upgrade its op-
erations to produce the clean fuel required in SA by 
July 2017. Sasol has a joint venture with Total in the 
Natref refi nery in the Free State and its Sasol synfu-
els plants in Secunda.

Th e SA Petroleum Industry Association has 
estimated it will cost the SA petroleum industry at 
least R40bn to meet the government’s target. ■

CHRYSLER CHALLENGES 
US GOVERNMENT
Chrysler has refused to recall 2,7-million Jeep 
Grand Cherokee and Liberty SUVs for a fi x 
related to the fuel system which has result-
ed in 51 fi re deaths. Th is challenge to the US 
Government’s road traffi  c safety agency could 
have far-reaching repercussions for the motor 
industry in general.

Last year the agency ordered the recall of 
9.4-million vehicles in the US while the manu-
facturers and distributors themselves recalled 

a further 6.8-million units for safety or quality 
related fi xes. ■

LOYAL FORD OWNERS
Ford has retained its crown as having the most loyal 
owners in the US, with 65% making a repeat pur-
chase of this brand of vehicle. Toyota was second on 
59%, with Honda third on 57%. Th e brand to show 
the biggest improvement was Porsche, which went 
up by 9.5% to 42.1%. ■

drivability, performance, economy, 
refi nement and the successful appli-
cation of advanced engine technolo-
gy. Ford is one of three car makers to 
record back-to-back victories in the 
15-year history of the awards.

Fiat is best “green” 
engine maker
The innovative Fiat 0.9 TwinAir Turbo 
bi-fuel methane-powered engine re-
ceived the ‘Best Green Engine of the 
Year 2013’ title, one of the twelve cate-
gories of the prestigious ‘International 
Engine of the Year Awards’.

Launched last year for the fi rst 
time in the new Fiat Panda, this in-
novative two-cylinder engine com-
bines the environmental benefi ts of 
methane fuel supply with the use-
able power thanks to Turbo TwinAir 
technology. This is demonstrated 

by its maximum power 59 kW (80 
HP) at 5,500 r/min and a maximum 
torque of 140 Nm at just 2,500 r/min. 
As for emissions, the new Fiat Panda 
TwinAir Turbo Natural Power produc-
es 86 g/km of CO2, a level among 
the lowest on the market, and uses 
just 3.1 kg of methane every 100 km 
(combined cycle).

And the best 2,5-litre 
engine is…
The Audi 2,5-litre TFSI, as fi tted to 
the Audi TT RS Coupe and Roadster 
in the SA market. The fi ve-cylinder 
engine (strangely, Audi SA doesn’t 
mention this confi guration in its re-
lease on the award, other than to 
record that it sounds like a Group B 
rally car.) retains the award that it has 
won for the past three years!

The Audi TT RS plus Coupé and 
Roadster models have a displace-
ment of 2,480 cc and reach a power 

output of 265 kW between 5,500 and 
6,700 rpm. Peak torque is 465 Nm 
between 1,650 and 5,400 rpm, and 
the car accelerates from 0 to 100 

km/h in 4.1 seconds (Roadster: 4.2 
seconds). A top speed of 280 km/h 
is optionally available. ■

 continued from previous page

Fiat’s methane-fueled Twin Turbo, which powers its tiddler model 
Panda, was voted Best Green Engine of the Year.

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

Chrysler has refused to recall 
2,7-million Jeep Grand Cherokee 
and Liberty SUVs for a fi x related 

to the fuel system which has 
resulted in 51 fi re deaths.
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Working Wheels

BY ROGER HOUGHTON

Scania is very serious about strengthening its po-
sition in Africa. Th is signal was given clearly with 
the recent visit of the company president, Martin 
Lundstedt, and four of his senior executives to 
South Africa, Mozambique and Kenya.

Th e Swedish manufacturer of premium trucks 
and buses has had a sales, parts and service opera-
tion in Tanzania for 40 years and dominates that 
country’s heavy truck market with an 80% share,

Now the strategy is to set up its own organisa-
tion with partners in Mozambique (in Beira to start 
with) and Kenya. In both cases Scania has been 
represented by independent distributors up to now. 
Th e new Beira facility is due to be operational in the 
fourth quarter of 2013.

Scania has a good reputation in Africa and be-
sides being market leader in Tanzania it also sets the 
pace in its sector in Botswana and Namibia.

At present Scania’s largest markets are in Latin 
America – particularly Argentina and Brazil–while 
another rugged country, Russia, takes the second 
largest volume of sales, with the United Kingdom 
ranked third in terms of annual sales.

However, its South African operation remains 
a key to future success on the continent and this re-
gion will remain a major area of focus and ongoing 
investment.

Besides the concentration on sub-Saharan 
Africa Scania also markets and sells its trucks and 
buses into North Africa and the Middle East, be-
sides now looking at expansion into West African 
countries where there are many mining operations. 
Th ese regions are controlled from Scania’s head of-
fi ce in Sweden.

Lundstedt (46), a qualifi ed industrial engineer 
who joined Scania in 1992 and who was appointed 
to his current position last year, says there will be 
ongoing investment in developing the Scania busi-
ness in Africa in the future.

He says that a major factor will be the growing 
involvement of major logistical companies in Africa 
as effi  cient and cost-eff ective logistical support is vi-
tal for economic growth.

“Th ese companies require the level of sophis-
tication and driver aids found in Scania trucks to 
operate cost-effi  ciently and besides having properly 
trained drivers they are also in a position to do prop-
er servicing and maintenance on their trucks and 
buses, so we see no reason for developing trucks with 
‘simplifi ed technology’ specifi cally for the African 
market,” said Lundstedt in an exclusive interview.

Th e genial Scania chief executive said that his 
company did not have any manufacturing opera-
tions in China, but serviced this market with built-
up units. He explained that China was another 
country where he saw demand increasing for pre-
mium trucks like Scania as the major global logis-
tics companies established their businesses in this 
high-growth country where improving logistics 
was a prime focus point to increase productivity 
and cut costs.

“Our trucks and buses are designed to be ro-
bust to ensure top levels in terms of quality, dura-
bility and reliability, so they do not need any spe-
cial strengthening or adaptation to handle African 
roads. Another area we do not skimp on is safety,” 
he added.

Lundstedt added that Scania had a vast range of 
trucks and buses from which to choose the models 
best suited to any application and they were particu-
larly strong in mining transport, which would play 
an important role in growing business in Africa; 
Scania SA established a separate mining division 
two years ago so as better to serve this important and 
growing segment of the extra-heavy truck market.

Th e friendly Swede said that the fact that 
Scania was now a subsidiary of the Volkswagen 
Group was another big plus. Scania had distributed 
Volkswagen products in Sweden in the 1940’s and 
the relationship grew until the German company 
bought shares in Scania in 2000 and increased this 
to a majority shareholding in 2008, with 100 000 
people and institutions also having shares in 
the company.

Looking to the future Lundstedt said that re-
fi ning diesel engines to increase effi  ciency, reduce 
fuel consumption and harmful emissions was still 
the way forward for truck and bus motive power, 
but Scania was looking at diesel-electric hybrids but 
only for certain applications in urban areas includ-
ing refuse removal and bus transport

“We are in business for the long haul and are 
looking forward to extending our involvement in 
the truck and bus business in this growth region,” 
concluded Lundstedt. ■

Scania Out to Strengthen Position in Africa

Scania President Mark Lundstedt.

Scania at the recent Nampo show. The 
thrust into Africa continues.



Subscribe for free @
www.autolive.co.za Page 20

TOTAL MARKET

YTD 2013 268 210

YTD 2012 228 070

Increase of 7.5% between YTD 2013 and YTD 2012

MAY 2013 53 997

APRIL 2013 50 950

MAY 2012 50 247

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

PASSENGER CAR MARKET

YTD 2013 185 336

YTD 2012 175 028

Increase of 5.9% between YTD 2013 and YTD 2012

MAY 2013 37 019

APRIL 2013 34 346

MAY 2012 34 827

Increase of 6.3% between sales in May 2013 and May 2012

LIGHT COMMERCIAL VEHICLE MARKET

YTD 2013 70 810

YTD 2012 63 138

Increase of 12.2% between YTD 2013 and YTD 2012

MAY 2013 14 301

APRIL 2013 14 059

MAY 2012 12 876

Increase of 11,1% between sales in May 2013 and May 2012

OVERALL TRUCK AND BUS MARKET

YTD 2013 12 064

YTD 2011 11 362

Increase of 6.2% YTD 2013 and YTD 2012

MAY 2013 2 677

APRIL 2013 2 545

MAY 2012 2 544

Increase of 5.2% between sales in May 2013 and May 2012

TOTAL VEHICLE EXPORTS

YTD 2013 123 517

YTD 2012 98 381

South African Vehicle Sales Figures at the End of May 2013

Sales of new vehicles in South Africa continue to 
show growth over the corresponding period for 
2012 despite fears that the economic slowdown 
and fall in the rand would impact on sales. Th is 
is not the case and the year-to-date total for the 
overall market at 268 210 units is 7.5% ahead of the 
fi gure of 249 528 units aft er the fi rst fi ve months 
of 2012.

Sales for the month of May 2013 were also 7.5% 
up on sales for the same month last year. Th e fi gure 
of 53 997 reported sales in May 2013 was made up 
of 91% dealer sales, 4% sales to the vehicle rental in-
dustry, 4% to the industry’s corporate fl eets and 1% 
to the government,

Industry exports of built-up vehicles during 
May 2013, at 26 325 units was an improvement of 

16.5% on exports in the corresponding month last 
year and on a year-to-date basis the growth on ex-
ports now stands at 25.5%.

Th is momentum in exports is expected to 
continue for the rest of the year, with a substan-
tial increase expected in the light commercial seg-
ment now than both Ford’s Ranger and GM’s new 
Isuzu KB are in full production and both targeting 
exports for growth. Last month Ford sold 1  621 
Rangers locally and exported 3  088 units while 
1 364 Isuzu KB’s were sold in SA and 127 exported.

Th e outlook for the automotive sector for the 
balance of the year looks less promising than at 
the beginning of 2013 according to NAAMSA. 
Domestically, expectations of lower 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 diffi  cult 
trading environment.

However, the lower interest rate environment 
should continue to lend some support to the domes-
tic market. Other positive factors include replace-
ment demand, the highly competitive trading en-
vironment, ongoing attractive incentives and high 
technology new model introductions.
* Th ese retail sales fi gures were supplied by RGT 
SMART, the independent provider of South African 
new vehicle sales information to the Department 
of Trade and Industry (dti) and the automotive 
industry. ■

continued on next page 

Vehicle Sales in SA Continue to Show Growth

Last month AutoLive incorrectly reported that Nissan’s NP 200 
was the light bakkie sales leader. In fact it only managed the top 
slot on occasion. Chevrolet’s Utility continues to be the market 
leader in this fi eld.
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Thanks in part to 371 Brio sales, Honda moved into eighth 
position in May 2013.

Increase of 25.5% between YTD 2013 and YTD 2012

MAY 2013 26 325

APRIL 2013 24 940

MAY 2012 22 597

Increase of 16,5% between exports in May 2013 and May 2012

PASSENGER CAR EXPORTS (YTD)

2013 68 598

2012 52 489

Increase of 30.7% between YTD 2013 and YTD 2012

LIGHT COMMERCIAL VEHICLE EXPORTS (YTD)

2013 54 390

2011 45 512

Increase of 19.5% between YTD 2013 and YTD 2012

TRUCK AND BUS EXPORTS (YTD)

2013 529

2012 380

Increase of 39.2% between total 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 MAY 2013 BY MAJOR SEGMENT AS FOLLOWS:

Small Cars (Cubic Capacity 1 400cc or less) 2 888

Medium Cars (Cubic Capacity 1 400cc – 2 500cc) 1 568

Large Cars (Cubic Capacity 2 500cc or greater) 75

4X4 Recreational/SUV 567

Light Commercial Vehicles 757

Medium Commercial Vehicles 39

TOTAL 5 894

In addition, GWM (Great Wall Motors) reported an aggregate sales fi gure for May 
2013 of 593 units, which is not included in these fi gures.

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

 continued from previous page TOTAL VEHICLES BY MANUFACTURER FOR MAY 2013

RSA EXPORT

TOYOTA 10 370 7 718

VOLKSWAGEN GROUP SA 9 644 3 993

GMSA 5 956 200

FMC 5 450 3 109

NISSAN 3 529 1 552

MERCEDES-BENZ SA 2 544 3 687

BMW GROUP 2 489 5 928

HONDA 1 112 55

RENAULT 1 094 0

CHRYSLER SA 786 0

TATA 698 0

JAGUAR LAND ROVER 613 0

PCSA 555 0

SUZUKI AUTO 444 0

MITSUBISHI MOTORS SA 411 0

UD TRUCKS 363 12

MAHINDRA 353 0

FIAT GROUP 288 0

PORSCHE 263 0

VOLVO CARS 221 0

VOLVO TRUCKS 183 1

MAN 170 35

SCANIA 150 14

SUBARU 101 0

JMC 81 0

IVECO 76 7

POWERSTAR 55 11

FAW 36 2

NC2 TRUCKS SA 28 1

RENAULT TRUCKS 16 0

FERRARI 13 0

BABCOCK 5 0

MASERATI 3 0

VDL BUS & COACH SA 2 0

VOLVO BUS 1 0

SUB TOTAL 48 103 26 325

AMH & AAD 5 894 0

INDUSTRY TOTAL 53 997 26 325

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

TOYOTA 5 494 617 4 568 7 101 175 0 116 0 17 0 0 0

VOLKSWAGEN GROUP SA 8 782 3 993 800 0 62 0 0 0 0 0 0 0

GMSA 2 275 53 3 311 147 227 0 99 0 43 0 1 0

FMC 3 556 0 1 894 3 109 0 0 0 0 0 0 0 0

NISSAN 1 375 25 2 154 1 527 0 0 0 0 0 0 0 0

MERCEDES-BENZ SA 1 881 3 687 20 0 236 0 43 0 357 0 7 0

BMW GROUP 2 489 5 928 0 0 0 0 0 0 0 0 0 0

HONDA 1 112 55 0 0 0 0 0 0 0 0 0 0

RENAULT 1 071 0 23 0 0 0 0 0 0 0 0 0

CHRYSLER SA 786 0 0 0 0 0 0 0 0 0 0 0

TATA 374 0 191 0 56 0 31 0 38 0 8 0

JAGUAR LAND ROVER 570 0 43 0 0 0 0 0 0 0 0 0

PCSA 519 0 24 0 12 0 0 0 0 0 0 0

SUZUKI AUTO 444 0 0 0 0 0 0 0 0 0 0 0

MITSUBISHI MOTORS SA 267 0 144 0 0 0 0 0 0 0 0 0

UD TRUCKS 0 0 0 0 70 5 169 6 124 1 0 0

MAHINDRA 115 0 238 0 0 0 0 0 0 0 0 0

FIAT GROUP 210 0 71 0 7 0 0 0 0 0 0 0

PORSCHE 263 0 0 0 0 0 0 0 0 0 0 0

VOLVO CARS 221 0 0 0 0 0 0 0 0 0 0 0

VOLVO TRUCKS 0 0 0 0 0 0 0 0 183 1 0 0

MAN 0 0 0 0 0 0 11 0 137 34 22 1

SCANIA 0 0 0 0 0 0 0 0 134 9 16 5

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

JMC 0 0 63 0 18 0 0 0 0 0 0 0

IVECO 0 0 0 0 58 1 6 2 11 2 1 2

POWERSTAR 0 0 0 0 0 0 0 0 55 11 0 0

FAW 0 0 0 0 1 0 8 2 27 0 0 0

NC2 TRUCKS SA 0 0 0 0 0 0 0 0 28 1 0 0

RENAULT TRUCKS 0 0 0 0 0 0 0 0 16 0 0 0

FERRARI 13 0 0 0 0 0 0 0 0 0 0 0

BABCOCK 0 0 0 0 0 0 0 0 5 0 0 0

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

VDL BUS & COACH SA 0 0 0 0 0 0 0 0 0 0 2 0

VOLVO BUS 0 0 0 0 0 0 0 0 0 0 1 0

SUB TOTAL 31 921 14 358 13 544 11 884 922 6 483 10 1 175 59 58 8

AMH & AAD 5 098 0 757 0 39 0 0 0 0 0 0 0

INDUSTRY TOTAL 37 019 14 358 14 301 11 884 961 6 483 10 1 175 59 58 8

Figures courtesy of SA Department of Trade and Industry and RGT SMART
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Dust and dry mielies. Giniel de Villiers drove to fourth place in the 
Toyota Dealer Rally in Gauteng.

Rare late-’30s Railton made it to the Muriel Brand Show in Brakpan. One of the all-time classic Ferraris, a Dino 246 Spider.

Take a guess what car Esther Cloete drives ...
The Ferrari Concours was held at the Monte Casino piazza in the 
last weekend in May.

The Porsche Carrera Abarth, of which a reported 16 were built. 
One example in South Africa was owned by journalist Jan Els, 
now better-known as the organiser of Kalahari Speed Week.
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BY STUART JOHNSTON

Th e caller, a sweet lady, said sorry but the insurers, 
aft er-all, weren’t willing to take the risk of letting 
sweaty-palmed journalists thrash the Ferrari, any 
Ferrari, around the track. Instead we’d have to con-
tent ourselves with being chauff eured around by 
one of the pilotas from Maranello.

Viglietti Motors, Ferrari’s SA distributors, 
were profuse in their apologies and understanding. 
Should we not want to pitch, they would under-
stand, for aft er all, motoring journalists are in the 
business of driving cars, not being passengers.

Or, are they? My feeling was, I’d probably learn 
a lot more about the Ferrari FF from the left -hand 
front seat, because this dude would have spent 
countless hours exploring the car’s limits.

So come Monday June 3 we sat through a pres-
entation by Marco Jacoboni, a bona fi de Corsa 
Pilota Instructor, who explained the prowess of 
the two GT cars parked in pit lane, the V8-engined 
California and the all-wheel-drive V12 FF.

Actually, said Marco, that all-wheel-drive tag 
was misleading because most of its life the FF was 
in eff ect a rear-wheel-drive car, the Ferrari system 
only supplying torque to the front wheels when the 

rears were losing traction. But to prove that the sys-
tem had real-world merit “they had driven the car in 
thick snow and on ice.” So yes, if you owned week-
end retreat on a farm in the Van Reenen’s district, 
you could confi dently take your FF there in the 
middle of winter and have a good chance of extract-
ing it, come Monday morning for that quick blast 
back to Jo’burg or Durbs.

Th ere has been more media activity around 
Ferrari in South Africa in the past three months 
than in the past three decades, in my experience. I 
wrote my fi rst story on a Ferrari, a 365 Berlinetta 
Boxer, way back in 1981, when I was given a ride 
in an example owned by Richard Sterne, a South 
African Formula Ford champion and the father 
of the guy who is currently a star on the world 
golfi ng tour.

Since that time I’ve had brief stints behind the 
wheel of a 246 Dino, a 1960s 330 GT, a 348, a 355 and 
a 360, a 550 Maranello, and been a passenger in a Le 
Mans-spec F40. But to get a test car out of the old re-
gime at Vigliettis was almost impossible unless one 
of them road shotgun with you. I could understand 
that. Most of the cars were customer-owned cars. 
How do you explain to a customer that some journo 
has hit a speed bump in your 458 on the way to the 
pub, and that these things, well, happen?

Anyway, so here we were, Marco having taken 
me for a warm-up lap around Kyalami explain-
ing the workings of the seven-speed dual-clutch 
transmission, and then, on his fi rst fl yer blasting 
deep into Turn One in the FF, without braking! He 
only braked in the apex, just a fraction of a second 
before he turned in and we were already into the 
right-hander. Th e car instantly change direction as 
he came off  the clamps, instead of plowing straight 
on as I half-expected. Th en he was hard on the gas 
through the following left -hander, and the big, 1 800 
kg four-seater simply dug in and changed direction 
as if it was a mid-engined racing car half the weight.

Marco had obviously been around Kyalami be-
fore, in fact he’d raced here on occasion, as he still 
competes in FIA GT races in a Ferrari. For me, this 
experience impressed in the way Ferrari have man-
aged to endow such a large heavy car with such im-
peccable manners in terms of braking and turning 
in. A similar passenger experience in a Mercedes 
SLR a few years ago with Klaus Ludwig at the helm, 
left  me with the impression that the Merc supercar 
was way too heavy, that this Ferrari was as nimble as 
a ballet dancer by comparison.

Th en lo and behold, it was my turn! Yes, 
Ferrari’s media department had received word 
from “someone” that us journos could have one lap 
driving the car as long as we behaved ourselves and 
listened to our pilota and when he said brake, we 
did in fact brake. Cool, so I would have something 
to tell the grand kids.

Aah man, he made us tap off  so early! But that 
was okay, because you could jiggle the steering, feel 
the bite from the front wheels, climb on the brakes a 
bit harder than necessary just to get a feel of things.

Only on the pit straight, exiting the left -hander 
leading on in second gear, did he say okay, send 
it. So I did. And yes, 6 262 cm3 of Maranello V12 
under full throttle feels very special. I would take a 
V12 Ferrari every time over a V8, because this is a 
“proper” Ferrari sound.

Proper performance too. Zero to 100 in 3,7 sec-
onds, 0–200 in 11 seconds and a top speed of 335 
km/h. Hey is that right?

Noh, noh No! said Marco. A-brake now. 
BRAKE! ■

Driving a Ferrari FF

Stuart Johnston and Ferrari Pilota Marco Jacobini.
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