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Auto Live: You have identifi ed 
three challenges that you face 
as General Motors’ new MD: 
these being labour costs, elec-
tricity costs, and obviously port 
charges are also a big one. And 
you also mentioned education. 
Would you say that, regarding 
education, the industry collec-
tively has to get involved? Are 
there any programs that you 
plan to institute?

Mari o Spangenberg: Well, as you 
know, I have just arrived and 
I’m evaluating the situation. 
Certainly, we as an industry, 
the automotive industry and 
GM in particular, have already 
put many programs in place 
that have to do with educat-
ing our labour force. But what 
I speak about , the long range 
of the challenges I foresee for 
South Africa, I think special-
ized education on all levels and 
all aspects is something that the 
country should help and work 
on, because it’s the future, not 
only for South Africa, it’s the 
future for the globe. Th e young 
generations across the world are 
the future leaders of tomorrow 
and if we don’t as human beings, 
provide them the education that 
is necessary, to understand the 
complexities of the worlds as 
they live in today, then we are 
not doing our job.

   I’m looking at this as an op-
portunity not as a challenge, 
not as a critique, but I think 

education is one battle- Issue. 
Equally and more importantly, 
we are going to be an indus-
try that wants to compete on 
a global basis. You know, our 
cost has to be competitive, 
and geographically speaking 
we are at the end of the earth, 
or the world. So if we want to 
explore into Africa and into 
other places, we have to have a 
cost structure that permits us 
to compete with vehicles com-
ing from Europe, vehicles that 
are coming from Asia or from 
India, where the labour costs 
are very low, where the logis-
tics costs are very reasonable, 
so we need to get our electricity 
under control, we have to get 
our labour costs under control, 
we have to get our quote costs 
under control. Not only under 
control, but more competitive 
than those others, to overcome 
the distances that we want to 
send our products.

AL:  Obviously localization of a lot 
of components, that you don’t 
want to be importing, is a cost 
issue.

MS:  In order to make that happen, 
we have to have a good supply 
industry that has volume that 
permits us also to have enough 
units produced, to bring that 
cost per unit down and again be 
competitive. You know, there are 
many things that are integrated 
here, but the location of South 
Africa is a natural location into 

Africa. We’re focusing now with 
our new KB model, to build 
right hand drive, left  hand drive 
vehicles, as you know. I think 
there are 14 right hand drive 
markets in Africa and 38 Left  
hand drives. So just by build-
ing for those, we are increasing 
the opportunities and then we’ll 
have to see if we can get enough 
of our costs in line to make this 
an ongoing proposition.

AL:  Do you see any further expan-
sion, beyond Africa for some-
thing like the KB, are there 
some manufacturers happy to 
sell these pick-ups elsewhere in 
the world?

MS:  No, frankly speaking, our 
sandbox is Africa. So currently 
it is sub-Saharan and South 

We Need to Get Cost-Competitive: General Motor Africa’s 
New President and Managing Director Mario Spangenberg

Into Africa. GM Africa’s new 
chief Mario Spangenberg.
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Editor’s Note
Th e dispute between Mercedes-
Benz reporting its monthly sales 
fi gures in detail and NAAMSA, 
which has been a long-running 
one that fi rst occurred over a year 
ago, has been resolved. In future, 
RGT/ Smart, in conjunction with 
the Department of Trade and 
Industry, will release all detailed 
sales fi gures for each month. Th e 
DTI involvement presumably sat-
isfi es Mercedes-Benz global management that the released fi gures 
for the South African new vehicle market are completely above 
board, as they involve a department of the South African govern-
ment rather than an industry body.

Of course, this means that each month we will no longer be 
getting NAAMSA fi gures, as such, NAAMSA of course being 
the National Association of Automobile Manufacturers in South 
Africa. Since I started in motoring journalism in the late 1970s, 
I have been receiving NAAMSA fi gures, and what this did was 
keep me in touch with the most important national body in the 
motor industry on a monthly basis.

For many motoring journalists who write only about new 
cars and new car launches, this is the only contact they ever have 
with NAAMSA. But it is, or was, an important one, as it kept the 
NAAMSA name top of mind.

Presumably this new directive, (which will still see RGT/
Smart compile the fi gures as it has done for many years for 
NAAMSA), will not change the way sales fi gures are dissemi-
nated appreciably. However, one of the results of this new involve-
ment with the DTI may mean that players such AMH, which has 
only reported overall sales fi gures for its group each month, may 
now have to fall in line and report itemised sales fi gures detailing 
each and every model. Just as the rest of the industry has been 
doing for decades.

I have never understood the under-the-radar approach that 
AMH has taken regarding its sales fi gures, which aff ect, nota-
bly, the highly successful Hyundai and Kia brands here. Surely 
the free publicity a successful manufacturer garners each month 
from sales fi gures being published all over the country outweighs 
any slight “competitive advantage” a manufacturer may enjoy in 
keeping its rivals from seeing exactly what they have been up to?

Stuart Johnston,
Editor
stujohn@autolive.co.za

To advertise in  contact

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

Th e following is a press release issued by OUTA.
Th e rubber stamping of the Transport and Related Matters bill in parliament on in 

early March was not surprising, as this matter has become a purely one sided party politi-
cal issue. Virtually every other party opposed the bill in parliament, with the ANC simply 
using its majority to ram-rail the bill through the system.

What the authorities are ignoring is the fact that an overwhelming majority of society 
has rejected e-Tolling. Without the support and trust of society, cumbersome and inef-
fi cient systems of this nature run the risk of failure, as has been the case in many parts of 
the world.

It is a shocking reality that the eToll launch is nearing two years aft er its planned 
initial launch date of April 2011. One would have expected all the regulatory and system 
requirements would have been in place at that time, yet, the Department of Transport and 
SANRAL keep blaming OUTA for their delay in launching their irrational and expensive 
plan. In September 2012, the Constitutional Court set aside the temporary interdict so 
that SANRAL could get on with the implementation of e-Tolls, which they said would 
commence within a few weeks of the ruling. Six months have now passed!

OUTA is confi dent of its challenge to have the current e-Toll plan declared illegal in 
the Supreme Court of appeal toward the latter part of 2013. Until then, should the authori-
ties ram laws and the system into being, they will have to contend with the consequences 
of a backlash and rejection of the system from society and the possibility of the system 
being ruled as unlawful later on.

We believe that the authorities are blinkered on this matter and continue to refuse to 
see the logic of using more effi  cient revenue collection methods. Had a decision been taken 
to add 10c to the fuel levy back in 2006, when the GFIP plan was hatched, they would have 
raised over R11bn to date for the upgrade. Combine this with the R5,7bn put into the plan 
by Treasury last year and virtually the entire capital cost of the road upgrade would have 
been collected by now. Th is has been a tragic waste of time and eff ort by our public serv-
ants, whose role is to protect society from wasteful expenditure and not to place such an 
unnecessary burden on its citizens. ■

OUTA is Not Surprised 
by e-Toll Bill

Off topic. AutoLive was impressed by the crowds following the Total Rally 
in KZN. See pages 23 and 24 for more on the subject.
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Africa, by integrating all of Africa into one, 
we will certainly look at opportunities to go 
into certain North African markets as well.

AL:  You mentioned plant capacity potential of 100 
thousand, is that one of your ambitions to get 
to that full potential?

MS:  No, that is our installed capacity today (of the 
plant).

AL:  OK, But you are not producing that amount, 
so is that one of your ambitions to make use of 
that full capacity?

MS:  It is every auto motive manufacturer am-
bition to fully utilize its installed capacity. 
How’s that for a diplomatic answer!!

AL:  What do you think are your chances of reach-
ing that within your tenure?

MS:  Look, if we can stabilize about 50 000 units in 
the next couple of years, I’d be happy to see 
that happen, depending on market growth 
opportunity and our being able to prove to 
the corporation that we are a worthwhile can-
didate. It will always be our pursuit to try and 
grow that number, but is it a tough challenge 
today? Yes, it is.

AL:  in terms of KB have you seen the new model?
MS:  Absolutely, I’ve driven it!
AL:  What are your impressions?
MS:  It’s a fabulous vehicle, it is everything you 

need for Africa. Robust, very durable, great 
capacity for loading, a great towing capac-
ity, low fuel economy, meaning low fuel con-
sumption. We believe it will be exactly the 
type of vehicle the African consumer would 
like. Th e current KB has been extremely suc-
cessful and we are very confi dent that this 
new model will be even more successful.

AL:  Having seen many plants around the world, 
what is your initial impression of our Port 
Elizabeth plant?

MS:  It’s actually a CKD Operation, which means 
completely knocked-on components, a lot of 
components are brought in and mainly used 
for assembly. As such it is extremely advanced, 
it has a lot of built- in technology, and brand 
new investments have been done into paint 
shop refurbishment. It is highly modern for 
a CKD assembly, certainly much more ad-
vanced than our operation up in North Africa. 
So I’m quite favorably impressed with it.

AL:  Don’t you do your own pressings???
MS:  No, a lot of the body parts are brought in.
SJ:  Your impressions of General Motors here as an 

organisation?
MS:  Th ere is a message I’d like to leave you with. 

General Motors has a vision for Africa, the 
BRIC countries that everyone is talking 
about, that have been in the papers for the last 
fi ve years. Th ey’ve already exploded. China 
is on an incredible growth path and exceed-
ing all expectations. India, you have 1.2 bil-
lion people roughly, that’s a market that’s 

exploding, and will continue to explode and 
all the main factories are there. Same thing 
for Russia, same thing for South America, 
Brazil in particular.

MS:   So, What is the next frontier? And Captain 
Kirk would say – Africa.

MS:   So we as GM have decided that this fron-
tier, while encountering some challenges 
along the way is the next big frontier and we 
want to be ready to set the guide lines to be a 
strong competitor and grow in Africa with all 
the synergies we can fi nd.

SJ:  Is South Africa ideally placed to take advan-
tage of that?

MS:  South Africa is the hub from which we plan 
to expand as a growth-strategy. We hope that 
within the entire government, and with our 
colleagues in the industry, we all manage to 
create enough awareness of this industry, 
to let it grow and to let it bear the fruits of 
something that will be a huge market down 
the road. Frankly speaking, there are other 
countries that are vying for this market, when 
I say this, I mean the African market, Nigeria 
is growing, Morocco is starting to grow an 
industry. And so, it will be a competitive en-
vironment, to grow from South Africa. Th e 
start is from here, because the conditions are 
given. So it’s up to us, everybody combined to 
take advantage of the ground work that has 
been laid and expand upon it. If we get our 
cost competitiveness under control, then we’ll 
certainly have those successes. And if we cant, 
I think that the South African itself will still 
always warrant an industry that will supply 
an even growth opportunity within South 
Africa, so we’ll try both approaches and see 
how we go. ■

 continued from page 2

Impressive line-up of sixth-gen Isuzu’s at 
launch this week.
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Auto Live: Wendell, ride and handling. Was that 
the major focus on the all new Isuzu down in 
Port Elizabeth, in the development phase?

Wen dell Roberts: Yes, that was a major focus, 
one of the key activities. Th e fi ft h generation 
KB is very much renowned for its ride com-
fort and we wanted to carry that over. It took 
extensive testing and benchmarking against 
competitors to come up with the fi nal package. 
And of course you need good load-carrying 
capability, off -road capability as well as driv-
ing comfort on tar. Unladen and laden. So it 
was a challenge.

AL:  You said it took many kilometres of testing to 
come up with the fi nal formula.

WR:  Yes. But before getting into that aspect, we 
realised towing was a big customer demand, 
and we came up with class-leading towing 
capabilities for the new KB, as well as fuel 
consumption. We particularly concentrated 
our economy development on the Crew Cab 
model, because the government decided a few 
years ago to impose CO2 tax on the Crew Cab 
model. We are class-leading as far as the 3,0 
litre version is concerned and we are excited 
about that.

 We started our programme about three 
years ago, importing a version that is built 
in Th ailand, and we converted this to lo-
cal specifi cation. We had a total of 34 ve-
hicles that we imported, covering a dis-
tance of around 800  000 km on those 34 

Wendell Roberts, Vice President for Product Engineering of 
GMSA, talked to AutoLive About the Sixth-Generation Isuzu

Wendell Roberts, GMSA’s engineering chief.

Serious off-road capabilities on offer with the new 4X4 versions of Isuzu.continued on next page 

... we realised towing was a big 
customer demand, and we came 

up with class-leading towing 
capabilities for the new KB, as 

well as fuel consumption.

www.battery.co.za
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vehicles. We then started pilot production 
and covered a further 500  000 km, before 
going into production proper. Th ese were 
under very harsh conditions. So we logged 
a total of about 1,3-million km in our 
test programme.

AL:  What are typical South African requirements 
that have been built into the vehicle?

WR:  Typically at the start of any project, we put 
our requirements into the global data base. 
And then the team comes back to us, telling 
us what they can and can’t do. So for the local 
market, we developed a rear axle with a diff  
lock, which was all done in South Africa. We 
developed drive-away locking, for our secu-
rity requirements here. Th e towing capacity 
was our project, the tow-bar integrated with 
the rear bumper to improve departure an-
gles was done in South Africa, and the load 
box uses increased thickness, and we do the 
pressings locally for that.

 Th en rear park assist was also done locally, 
although using a supplier in Korea, and then 
the ultra sonic alarm system was also done 
locally.

AL:  What are some of the secrets of the excellent 
dirt ride capabilities?

WR:  A lot of the secrets are in shock absorber tun-
ing. Th e vehicle as it comes from overseas is 
very good, so we just had to do some fi ne tun-
ing. Th e basic design is done in Japan.

AL:  What is the local content?
WR:  Th e local content is between 30 and 40 per 

cent at the moment. Typical items that are 
localised are glass, exhaust systems, induc-
tion systems, some air-conditioning com-
ponents. Seats, and carpets. Th e load box is 
pressed locally.
  We are building right-hand-drive and 
left -hand-drive models for export into 

sub-Saharan Africa, so we had to look at 
specifi c engine and power-train options with 
those countries in mind.

 So while we have, at the top of our local 
range, the three-litre diesel with 130 kW 
on tap, for the export countries we have a 

lower-pressure diesel engine, to compensate 
for the poorer-quality fuels available in some 
of those countries. Incidentally, all our diesel 
engine options to be sold here are still able to 
run on 500 ppm fuel.

AL:  What about driver assistance systems?
WR:  We have ABS, and six airbags on high spec 

models. We don’t have traction control but 
we have a diff  lock. We did a lot of bench-
marking, and we understand that there 
will be a requirement to introduce ESP 
going forward. ■

THE LINE-UP

The all new Isuzu KB pick-up will be available in a total of six petrol models. The petrol line-up con-
sists of four single cabs and two double cabs, powered by the new 2,4-litre four cylinder DOHC en-
gine. Pricing starts at just over R192 000 for the long wheelbase single cab, and the top of the range 
single cab petrol model at just over R230 000. The two petrol double cab models sell for R271 000 
for the 4X2 model and R333 400 for the 4X4x model.

In the diesel line-up there are two entry-level, low pressure models coming in July. The cur-
rently available 2,5-litre D-TEQ diesel models range from R201 00 for the base long-wheel base 
single cab to just under R268 000 for the 4X4 LE version. The three-litre diesel single cab models 
sell for R273 400 for the 4X2 version and R317 800 for the 4X4 version.

The extended cab, or Crew Cab range sell for between R255 000 for the 4X2 2,5-litre model, 
ranging up to R361 600 for the three-litre 4X4 model.

In the double cab range, the 2,5-litre D-TEQ 4X2 starts at R318 500, with the 4X4 version of the 
2,5-litre selling at R336 800. There are three, 3,0-litre D-TEQ double cabs, starting R360 000 for the 
4X2 manual transmission LX, R371 400 for the4X2 automatic transmission LX, and R407 300 for the 
top of the range 4X4 LX-spec double cab.

INITIAL LAUNCH IMPRESSIONS

The sixth-generation KB is good looking in a subtle way, less brash than, say, the new Ranger. Its 
interior has class-leading passenger entry on the double cab models and excellent rear leg room. 
The interior is subtle rather than bling-laden. Some of the plastic quality could be improved, we feel. 
The off-road capabilities are quite superb in the 4X4 models as a stringent test proved. On bumpy 
gravel it is even better than the previous model, which means it is right up there with the class lead-
ers, thanks to a new coil-spring double wishbone front suspension. Power outputs are solid rather 
than spectacular. The overall impression is of a bakkie that will become a much-loved member of 
the family very quickly. Impressively, the top diesel 4X4 models have a best-in-class towing capacity 
of 3 500 kg!

So for the local market, we developed 
a rear axle with a diff lock, which 

was all done in South Africa.

Typical items that are localised 
are glass, exhaust systems, 

induction systems, some air-
conditioning components.

 continued from previous page
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Notable market growth among BRIC countries 
and other emerging markets is a predominant 
trend in this year’s survey according to nearly 86 
percent of respondents to a recent KPMG report, 
Managing a Multidimensional Business Model, 
which is based on a survey of 200 auto executives 
from 31 countries. 

In fact, an average of nearly 6 out of 10 respond-
ents say they will increase their investments in the 
BRICs which are expected to account for nearly 50 
percent of all global vehicle sales by 2018. China is 
the fi rst choice for investment, followed by India, 
Russia and Brazil. “South Africa has for the fi rst 
time also been highlighted as an investment desti-
nation” said Gavin Maile, KPMG’s Africa Head of 
Automotive. “Th is is a direct result of the govern-
ment’s commitment to retain, support and grow the 
existing manufacturers and component suppliers 
operating in the country via the new Automotive 
Production and Development Programme”.

Not only are BRIC countries expected to see a 
surge in vehicle sales but BRIC automakers are set-
ting their sights on exports to new markets in the 
next three to fi ve years. Th e biggest growth oppor-
tunities are in Eastern Europe and Southeast Asia. 
“Th is situation is similar in South Africa, where 
there is an export focus as the number of vehicles 
manufactured cannot be absorbed within the local, 
or African, market,” said Maile.

In addition to exports, it is anticipated that 
BRICs will build production hubs close to Western 
markets. In the Americas, 39 percent expect Mexico 
to become a production hub and for the European 
market, 70 percent favour Eastern Europe. 

“Given the opportunities of Eastern Europe 
as a hub combined with strong local growth po-
tential, it can be expected that this region will 
increase in importance as an automotive player 
in the near future”, said Mathieu Meyer, KPMG’s 
Global Head of Automotive and a partner of the 
German fi rm.

Countering Overcapacity

As the OEM race to conquer the high-growth 
emerging markets picks up sales and production 
declines remain a concern, especially in Western 
Europe where a sizable proportion of respondents 
expect sales and production to decrease in Spain, 
Italy, France and the UK. Th e US seems to have 
managed the turnaround as over 40 percent of re-
spondents expect that vehicle sales will either re-
main steady or increase.

A majority of respondents for the BRIC coun-
tries as well as Indonesia, Malaysia, Mexico and 
South Africa predict an upward sales trend. 

To counter dips in sales and output, automak-
ers are looking ahead at ways to manage capac-
ity. Twenty-fi ve percent see industry consolida-
tion, joint ventures or alliances as an appropriate 
solution. However, approaches diff er widely among 
various countries and regions with no common so-
lution identifi ed to date. 

In terms of which automakers are expected to 
fare well in market share over the fi ve-year period, 
just two come from the West – Volkswagen and 
BMW, with VW expected to be the top-ranking 
leader according to 81 percent of respondents. Four 
Chinese manufacturers are among the top 10. US 
top automaker Ford slid down the ranking from 
eighth in the KPMG 2012 global auto survey to 14th 
this year, just above General Motors (GM), whose 
market share is expected to increase according to 44 
percent of respondents. 

Urbanisation: ‘Mobility-as-a-Service’ 
(MaaS) a Likelihood for Cities

Th e rapid growth and increasing congestion of 
urban areas, coupled with changing consumer 
thinking on car ownership in cities, is giving rise 
to a keen interest in mobility solutions as new forms 
of transport. 

Over two-thirds of respondents envision new 
alternative solutions to single vehicle ownership, 
such as vehicle-sharing or pay-per-use. Over half of 
respondents believe that on-demand mobility will 
account for between six and 15 percent of market 
share over single vehicle ownership by 2025. 

“Th e South African environment, especially in 
the larger cities, is starting to see an increased in-
terest in alternative forms of transport and diff erent 
MaaS options to connect to one’s fi nal destination, 
in light of increasing fuel prices and the potential 
for increased tolling,” said Maile.

For traditional OEMs, MaaS remains some-
what of a gray area. Half of the respondents expect 
that the leading role for new mobility services will 
not be in the hands of the OEMs, but provide a great 
opportunity for new players, according to 46 per-
cent of the respondents. Success in MaaS will be a 
value proposition based on functionality and ease 
of use, and a majority says that brand will play a big 
role in this space. 

Emerging Markets are the Key to Global Automotive Success, According to 
the Latest KPMG Auto Survey of the World’s Top Motor Company Executives

continued on next page 

Gavin Maile, KPMG Africa’s head of 
automotive research.

www.battery.co.za
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Increased driving restrictions to manage traf-
fi c fl ow and protect cyclists and pedestrians in con-
gested urban areas will dramatically aff ect vehicle 
design say 83 percent of respondents. Smaller ve-
hicles mean lighter materials such as carbon fi ber, 
titanium and plastics. Forty-three percent of re-
spondents expect that these types of materials will 
be in mass production within fi ve to 10 years. 

Ashleigh Raine-Botha, KPMG Africa’s 
Automotive Industry Research Manager, pre-
sented a detailed view of the recent survey on future 
mobility to attendees at the recent KPMG breakfast 
in Woodmead, Johannesburg:

If we have a look at the top consumer purchase 
issue, it appears that present decisions are driven 
largely by fi nancial factors, rather than a desire to be 
Green. Participants in the survey rate fuel effi  ciency 
as the number one priority for consumers over the 
next fi ve years. And that refl ects the rising cost of 
fi lling up a tank. It is of growing importance that 
from last year’s survey, environmental friendliness 
only rates in fourth place, and the importance of 
enhanced vehicle life span has also jumped in sig-
nifi cance from two years ago. Consumers are tight-
ening their belts.

In terms of vehicle styling it is interesting to 
note the declining importance in this category from 
two years ago from 76% to 64%. Also interesting is 
that 83% of the respondents of the BRIC nations 
rate comfort to be a very important factor. 

 Consumers are again concerned about their 
wallets, 90% saying the cost of batteries, and their 
charging, plays a major role in their purchase de-
cision. Of the various electric technologies, plug-in 
hybrids are thought to have the greatest potential by 
2018 jumping ahead of conventional hybrids from 
last year’s survey. Th e big question now is, would 
the infrastructure be available for the plug-in. Th e 
charging points are few and far between, and it’s 
doubtful at this point whether any government can 
fi nance the building of such a network in the cur-
rent economic conditions. Especially in developing 
markets, but also in mature markets.

Despite the RMD investments that are being 
poured into fuel cell technology, only 17% of the 

respondents feel that these cars can take the lead, 
which is a decline from last years survey.

And only 1/10th of all participants in the survey 
think that battery electric vehicles will be the next 
big thing. Which again focuses the attention on 
auto makers and government strategies. As custom-
ers currently feel that they are unwilling to spend 
their hard-earned cash on these vehicles.

Looking at respective vehicle demand increases 
by 2018 its not surprising that most growth is ex-
pected in the developing market and despite tech-
nology fears over environmental issues and high 
fuel prices, many of the buyers in the emerging 
market are still craving the bigger vehicle.

In the mature markets the opposite is true, in 
that customers are now down – sizing to smaller, 
more fuel effi  cient vehicles, and in the BRIC mar-
kets, with the basic cost limitations, there is still a 
large portion of consumers opting for basic cars.

Th e automotive industry has been shaped by 
a number of forces. Th e focus still remains on en-
vironmental pressures which are leading to more 
effi  cient engines, either by electric mobility, and im-
provement in internal combustion engine technol-
ogy. Th e other forces of change include growing ur-
ban innovation, changing customer behavior, and 
growth and globalization. Th e question now, how-
ever, is: what is the route to success, and how does 
the industry overcome a number of challenges?

 Th e initial excitement about the potential of 
electric mobility according to the survey has sub-
sided somewhat. Th e majority of the respondents 
believe that internal combustion engine(ICE) 
downsizing off er the best chance of fuel effi  ciency 
in the next decade.

Th e investment strategies mirror this thinking, 
with ICE and plug-in hybrids, receiving consider-
ably more R&D investment dollars than fuel-cell 
or battery alternatives. Having said that, however, 
the OEMs and suppliers are still continuing to de-
velop a range of available technologies. Th e major-
ity of the auto makers in the Triad countries (North 
America, Europe, Japan and Korea) acknowledge 
that it would be well over six years before the elec-
tric vehicle overtakes the internal combustion en-
gine as the cleanest, most effi  cient technology. And 
the trend is similar in the BRIC countries.

Despite being more expensive, fuel cell technol-
ogy has the potential to enhance premium vehicles 
as the driving distance is further and the charging 
time is shorter.

Interestingly, 79% of executives believe that 
government subsidies are critical and are needed if 
electric vehicles are to become aff ordable.

Moving on to growing urbanization, the survey 
suggests that in the future, more city dwellers will 
choose not to own a car, preferring to access vehi-
cles and other forms of transport, through mobility 
services. And the OEMs are switched on to these 
changes and behavior, because they see the mobility, 
as a service, as an important new revenue strength.

Although mobility as a service is a concept that 
is very diff erent to what the OEMs are accustomed 
to, there are a number of ways to achieve profi table 
margins from these new business models.

Two thirds believe that mobility services could 
be a profi table solution for the overcrowded cities of 
emerging markets.

Automotive executives say the single most im-
portant value proposition for mobility services are 
the functionality and ease of use. Followed by the 
option of having a vehicle picked up and dropped 
off . Executives also recognize that mobility is still 
a section of the brand with 77% reporting that 
brand reputation can help the service to become 
more  successful. ■

 continued from previous page

Ashleigh Raine Botha.

www.battery.co.za
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Th ese cars will be unique, not just in their electric 
drive trains, but in that they will be series-produced 
carbon-fi bre-bodied cars, although the battery 
components will be used in a strong, but deforma-
ble aluminium structure, located low down beneath 
the fl oorpan, in the interests of protecting the bat-
tery should a collision occur.

AutoLive attended a fascinating seminar on the 
subject in Cape Town recently, hosted by BMW SA, 
and we will be bringing you an in-depth feature on 
the subject in our next edition, AutoLive 41.

At the event, BMW gave us the opportunity to 
drive an electrically powered Mini, the Mini E and 
a 1 Series coupe, known as the Active E, powered by 
an electric powertrain.

Th e Mini was the earlier development, and the 
contrast between the two cars was quite strong. Th e 
Mini had very aggressive electro-braking, as soon 
as the driver lift ed off  the throttle. Th e torque was 
also very impressive, very aggressive, one might 
say. It is interesting that the Mini was much heavier 
than the 1-Series electric car. You could feel this in 
the handling responses.

Th e development of the 1 Series Active E sees 
it being some 500 Kg lighter than the Mini E. Th e 
engine used is also less powerful (it doesn’t need all 
that extra power, as it is so much lighter).

And obviously lots of this technology will be 
used in the new i3 and i8 when they launch to (lim-
ited) markets later this year. What struck the writer 
about the cars was that they are quite exciting to 
drive, mainly because of their surge of torque from 
zero rpm. Whether I could live with the constant, 
faint engine note, I couldn’t say.

I complained about the brakes on the 1 Series 
electric car, these seeming to lack some servo as-
sistance, which puzzled the technicians on hand. 
What transpired was that the media people who 
had driven the cars before us had made almost ex-
clusive use of the electric motor regenerative brak-
ing, and had hardly used the conventional braking 
system, so the brakes had not been bedded in!

An impressive diplay from BMW, also demon-
strating how good they can make the ride of these 
cars even with such a heavy battery mass. Th e fact 
that the 1 Series car weighed some 500 kg less than 
the Mini was quite extraordinary, given that it rep-
resents just a couple more years of development.

See the next edition of AutoLive, when we’ll 
bring you a full feature on e-mobility as BMW 
sees it.

BMW ActiveE is the BMW Group’s second 
electric prototype. With a power output of 125 kW 
and maximum torque of 250 Nm, the car acceler-
ates from 0 to 100 km/h in 9 seconds, demonstrat-
ing the typical driver-orientated characteristics of a 
BMW, and as is typical of electric vehicles, maxi-
mum torque from a standstill. At the same time, 
newly conceived lithium-ion energy storage units 
facilitate a vehicle range of around 160 kilometres 
(100 miles) in everyday operation. Th e vehicle mass 
of the Active E is currently 1 815kg. ■

BMW’s Electric Cars are Just Around the Corner
In a few months from now BMW 
will be globally launching it’s i 
sub-brand, which is a whole new 
approach to future mobility. The i3 
and i8 models will be two vehicles 
encapsulating BMW’s thinking 
about personalised transport, the 
one being a city-orientated vehicle 
and the other being a performance-
orientated vehicle.

BMW 1-series based Active E weighs just 1 800kg.

Neat charging pack for electric Mini.

www.battery.co.za
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Goch & Cooper Auto Services in Brackenfell, took 
top honours at the AA Quality Assured (AAQA) 
Awards by taking the title of General Repairer of 
the year.

AAQA is the Automobile Association’s 
unique and exclusive accreditation programme for 
Automotive related service providers. It aims to 
uplift  standards in the motor industry while recog-
nizing businesses that are committed to the highest 
level of customer service.

“It’s fantastic and such an honour to win such a 
prestigious award. In business you’ve got to always 
be on your toes at all times and give value to the 
customer. It’s the fi rst time we win an AAQA award 
and are truly honoured,” said Karen & Deon Goch.

Businesses are judged regionally on the results 
achieved on both their facility audits and Customer 
Satisfaction Response Survey during the year. Th e 
AAQA awards breed a healthy sense of competition 

with all entries striving to become the regional 
business of the year in their specifi c area.

Th e AAQA programme was established in 1993 
aft er regular contact with AA members indicated 
that poor workmanship and service with regard to 
motor vehicle repairs was a major source of custom-
er dissatisfaction. Th e AA received a multitude of 
requests from motorists to recommend high quality 
businesses and hence the AAQA awards recognize 
those businesses who meet their customer’s needs.

“AA Quality Assured businesses adhere to the 
strict standards set by the AA, and we are commit-
ted to ensuring that consumers have the benefi t 
of dealing with reputable and respected business 
in their area. Goch & Cooper has been giving the 
Brackenfell and surrounding areas, great ser-
vice and deserve this honour and recognition,” 
says Midge van der Walt, Manager AA Quality 
Assured. ■

Goch & Cooper Auto Services, Cape 
Town, Wins Top Honours at Aaqa Awards

WesBank has announced its sponsorship of the 
Johannesburg International Motor Show (JIMS), 
which is held every two years. 

Th e next event, which will take place at the 
Johannesburg Expo Centre (Nasrec), will be held 
between 16 and 27 October 2013. WesBank has se-
cured the platinum sponsorship for JIMS for 2013 
and 2015 as well as the fi rst right of refusal for the 
2017 event. 

Chris De Kock, Executive Head of Sales and 
Marketing at WesBank, said that WesBank is the 
preferred fi nance partner of choice of most of the 
Original Equipment Manufacturers (OEMs). “It 
makes business sense for WesBank, the biggest 

fi nancier of motor cars in Africa, to be associated 
with the biggest motor show in Africa.” 

“Commenting on the sponsorship agree-
ment, Nico Vermeulen, Director of the National 
Association of Automobile Manufacturers of South 
Africa, said that NAAMSA was delighted and proud 
to have Wesbank as the lead sponsor to the automo-
tive industry and Johannesburg Expo Centre for 
the premier and largest internationally accredited 
motor show in the southern hemisphere. Th e well-
established synergy between the South African au-
tomotive industry and Wesbank made the choice of 
lead sponsor a natural decision”

Th e Johannesburg International Motor Show 

sets the stage for OEMs, dealers, consumers, fl eet 
owners and various suppliers to the industry to 
come together to showcase their products, as well 
as the latest innovations at what will be the pre-
mier event on the calendar of the South African 
Automobile industry in 2013. ■

Wesbank to Sponsor Johannesburg 
International Motor Show

NAAMSA’s Nico Vermeulen.

Deon Goch (Director), Midge van der Walt 
of AAQA and Karen Goch (Director).

www.battery.co.za
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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

237 Rigel Avenue Waterkloof Ridge, Pretoria, 0181      Tel  (012) 460 4448      Fax   (012) 460 4514 www.wilkencomm.co.za

WCM can provide services from strategic 
planning, to product launches, media briefings, 
event management, fleet 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

BY STUART JOHNSTON

Porsche’s beautiful Boxster was a somewhat surpris-
ing winner in the 2013 Car of the Year competition, 
announced at a gala function hosted by Wesbank 
at the Sandton Convention Centre last Wednesday.

An emotional Toby Venter, MD of Porsche 
Centres South Africa, said that in all the years he 
had attended the banquet, he had never expected 
a Porsche to even be named as a fi nalist. To have 
won at its fi rst inclusion as a fi nalist, he said, was 
just “overwhelming.”

Venter praised the “courage” of the SA Guild 
of Motoring Journalists jury for naming the car as 
the winner, in a competition that included a diverse 
range of car types on the SA market.

Th e Porsche’s win was unexpected as it is, by 
dint of its price category and its two-seater fun ap-
plication, a very niche vehicle. However the guild’s 
jury felt that it was suffi  ciently excellent in its own 
category, populated by some very strong contenders 
from the likes of BMW, Mercedes, Audi and Nissan, 
to deserve the ultimate COTY accolade.

Each of the 29 jury members were allocated a 
total of 50 votes to distribute amongst the 12 fi nal-
ists. AutoLive’s jury member, Stuart Johnston, scored 
the Boxster second amongst the 12 fi nalists, behind 
his personal choice, the BMW 320i Automatic.

Th e BMW and Mercedes entries were penal-
ised in a controversial and unfortunate decision by 
the jury for submitting tests cars that had optional 
extras fi tted, some of which aff ected the dynamics 
of the cars on test. Th is eff ectively ruled the BMW, 
particularly , out as a potential winner.

All the jury members’ points allocations can be 
viewed by visiting www.sagmj.org.za

Th e offi  cial collective SAGMJ points tally was 
as follows:

 ■ Porsche Boxster – 221 votes 
 ■ Range Rover Evoque Si4 Dynamic 5-door – 
181 votes 

 ■ Toyota 86 High Spec 6MT – 177 votes 
 ■ Kia Rio 1.4 TEC Hatch Manual – 144 votes 
 ■ Lexus GS 350 EX – 143 votes 
 ■ Hyundai i30 1.8 Executive – 106 votes 
 ■ BMW 320i Automatic – 104 votes 
 ■ Nissan Juke 1.6 DIG-T Tekna (with Leather) 
– 79 votes 

 ■ Opel Meriva 1.4T Cosmo – 67 votes 
 ■ Ford Ranger 3.2 XLT 4X4 Double-cab Auto 
– 56 votes 

 ■ Toyota Yaris 1.5 HSD Xs – 47 votes 
 ■ Mercedes-Benz B180 CDI BlueEFFICIENCY 
7G-DCT – 35 votes

Previous Car of the Year Winners, as chosen by the 
SA Guild of Motoring Journalists:
1986 Toyota Corolla Twin Cam
1987 Mercedes-Benz 260E
1988 BMW 735i
1989 Toyota Corolla GLi Executive
1990 BMW 525i
1991 Opel Monza 160 GSi
1992 Nissan Maxima 300 SE
1993 BMW 316i
1994 Opel Kadett 140
1995 Opel Astra 160iS
1996 Audi A4 1.8
1997 BMW 528i
1998 Ford Fiesta Fun
1999 Alfa Romeo 156 T-Spark
2000 Renault Clio 1.4 RT
2001 BMW 320d
2002 Audi A4 1.9 TDI
2003 Volkswagen Polo TDI
2004 Renault Mégane 1.9 dCi
2005 Volvo S40 2.4i
2006 Audi A3 Sportback 2.0T
2007 Honda Civic 1.8 VXi Sedan
2008 Mazda2 1.5 Individual
2009 Honda Accord 2.4 Executive
2010 Volkswagen Golf 6 1.4 TSI
2011  BMW 530d and 2003 Volkswagen Polo 1.6 

TDI
2012 Hyundai Elantra 1.8 GLS Executive ■

Porsche Boxster is the 2013 Car of the Year

Porsche stalwarts Jessica Baker, Christo 
Kruger and MD of Porsche Centres SA 
Toby Venter, with the winning Boxster.

www.wilkencomm.co.za
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Riley predicts that the LCV market, however, is 
likely to perform a little better. “Th ere is some 
activity in the SME market and LCVs remain a 
popular passenger alternative and we see LCVs 
growing by 3%. In the commercial market, which 
includes all medium, heavy, extra heavy and bus-
es, we see some reasonable activity in the medium 
and heavy categories with little growth in the ex-
tra heavies and buses, with 4% growth overall in 
commercial vehicles.

“Th is means that total vehicles are predicted 
to grow by 14 594, which is an overall increase of 
2.4% to just under 640 000 vehicles. I would like to 
have said 7% or 8% but we just can’t fi nd the rea-
sons why that would materialise. Th is number will 
provide a very healthy living for all of the industry 
participants but I think we will see some evidence of 
intense competition,” says Riley.

Riley believes that when looking at prospects 
for 2013, the strength of the economy is unlikely 
to provide much stimulus to vehicle sales. “Our 
view is that GDP will be sub-trend at a tepid 2.2% 
for the year. While this is hardly a number to get 
excited about, we should remember that it remains 
positive and is far better than most of the fi gures 
coming out of Europe. For the customer, once 
again there is real value, good service standards 
and a vast menu to choose from when purchasing 
a new vehicle.”

He says WesBank expects CPI to breach the 6% 
level at some point, but on average to remain slight-
ly below the high end of the South African Reserve 
Bank-imposed target of between 3% and 6%. 

“Aft er a number of years of sub-CPI vehicle 
price increases, we believe that we will be looking at 
increases this year of at least CPI. We also predict a 
fair amount of rand volatility - currently it is hover-
ing around the $9.00 mark but the risks are pointing 
to further weakening. On the positive side, we don’t 

see any upward movement in interest rates for the 
foreseeable future.”

Riley says benign GDP growth would suggest 
that the Reserve Bank should cut rates to stimulate 
growth: “However, we think this unlikely, as bond 
yields need to remain appealing to continue to at-
tract the necessary capital to fund the current ac-
count defi cit.”

He equates the performance of the motor in-
dustry and the general South African economy to 
comparisons between Asia and Europe: “Off  a high 
base we managed signifi cant growth last year com-
paring well to the rest of the world. Exports were 
solid last year but are set for a quantum leap in 2013 
as new markets open up in Africa, alongside the tra-
ditional European trading partners.”

Riley believes that growth must be more muted al-
though January certainly surprised on the upside. 
“In WesBank’s 45 years of trading this is the fi rst 
time we have exceeded the preceding December’s 
new business performance in January. February 
brought us back to earth refl ecting a 1.6% growth 
year on year. Th e accumulated growth stands at 
7.6% but which way will it go from here?” 

Riley comments that the recently published 
WesBank Vehicle sales Confi dence Indicator 
(WVsCI) confi rms that dealers are optimistic, at 

confi dence levels of 6.5 and over 7.0 (out of 10) for 
both a current and also a three- and six-month for-
ward looking basis. He says he regards this as an 
indication that dealers are more optimistic than 
WesBank for the year ahead. 

“Applications remain buoyant, although to 
counterbalance this, there is some pressure on af-
fordability. Th e contract periods have been extend-
ed to the maximum and the settlement period is 
unlikely to speed up, given the lack of equity in the 
assets for the fi rst four years of a contract. New car 
buyers are likely to fi nd the late model used vehicles 
a reasonable alternative with used cars depreciated 
and priced at the most competitive levels they have 
been in years. 

“I believe that the industry is in something 
of a sweet spot, which will not be challenged this 
year but we cannot outgrow the GDP of the coun-
try indefi nitely. If we do, it will come from an ar-
tifi cial stimulus such as excessive stock, a pricing 
war or irresponsible lending, none of which are 
sustainable.” ■

Passenger Car Sales to Rise Just 2% 
in 2013 – WesBank CEO

The passenger car vehicle market is expected to grow by just 2% in 
the current year, according to WesBank CEO, Brian Riley, who gave his 
predictions for the year ahead at the WesBank Car of the Year event in 
Sandton just over a week ago (Wednesday 6 March).

Brian Riley, Wesbank CEO.

“In WesBank’s 45 years of trading this 
is the fi rst time we have exceeded the 
preceding December’s new business 

performance in January. February 
brought us back to earth refl ecting 

a 1.6% growth year on year. The 
accumulated growth stands at 7.6% 
but which way will it go from here?”

To advertise in  contact

Bruno Lupini on 081 354 7212 or email him at bruno.lupini@gmail.com
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Th e SsangYong Motor Company of Korea is set-
ting ambitious sales and growth targets now that it 
has the full backing of its new owner, Mahindra & 
Mahindra, the US$15,9-billion international busi-
ness group based in Mumbai, India. 

Last year, despite the continuing Euro crises 
and the challenging uncertainties of the global 
economy, SsangYong achieved sales of more than 
120 000 units, which was a 6,8% improvement over 
2011, said the vice president for sales and market-
ing, Johng-Sik Choi, addressing the media during a 
recent visit to South Africa.

“Our 2013 target has been set much more ag-
gressively and we aim to sell at least 150 000 vehicles 

this year, which will give us growth of 25%,” said 
Choi. “Th en, as we extend our model range and dis-
tribution network our plan is to sell 310 000 vehicles 
by 2016, with the major focus on the premium SUV 
segment where we have extensive experience and 
expertise. 

“We see the total of 310  000 vehicles split 
198  000 for overseas markets and 112  000 for the 
Korean domestic market, emphasizing the growing 
importance we are placing on exports,” added Choi.

Th e SsangYong executive said that the strategy 
is to expand the global sales network from the pre-
sent 100 countries to 110 by 2016. Africa is seen as 
an important key to this growth with the target of 

increasing the number of distributors on the conti-
nent from 21 to 26 and doubling sales volume from 
the 4 800 units sold in 2012 to 10 000 units by 2016.

Choi added that the directors of SsangYong 
recently approved an investment programme of 
R700-million for capital projects, such as increas-
ing production capacity, and product development. 
Th is amount was paid into SsangYong by Mahindra 
and is very signifi cant as it refl ects the Indian-based 
company’s commitment to ensuring SsangYong 
achieves its long-awaited turnaround by making a 
direct cash investment.

Auto Live:  What is your personal career experi-
ence at SsangYong?

Johng- Sik Choi: Th is will be the fourth year I 
have been with SsangYong. I spent 27 years 
at Hyundai. During that time I spent about 
10 years in Canada and United States. It 
was diffi  cult for Hyundai, at fi rst, as the 
product portfolio and quality was not 
great. So Hyundai needed a very strong 
brand campaign to set it on track.

AL:  What is the current situation at SsangYong?
JSC:  Currently this year our production will be 

between 140 and 150 000 units but we have 
a product capacity of 240  000 units. So we 
need 100 000 units annually to operate the 
plant to its potential. 
  Th is plant was designed for SUV products, 
but since then oil prices have increased be-
cause of high fuel prices. And the European 
market is now focussing on low CO2. So 
now we are focussing on the development of 
low CO2 SUV and good fuel economy, and 

the smaller side of the SUV market, which 
will be our XV1 model (shown in prototype 
recently).
  If we have a good engine and a good trans-
mission we may expand our portfolio to 
the larger segment. Th at is a 1,6-litre turbo-
diesel, and the petrol is the 1,6-litre gasoline 
engine.
  We are considering to develop a 2,4-litre 
turbo petrol engine, as a replacement for the 
Rexton.

AL:  Do you see Africa as one of your major expan-
sion markets.

JSC:  Basically, Mahindra sells in the Indian mar-
ket. We will supply the Rexton for India as a 
CKD kit. We are doing a feasibility study in 
Egypt for a CKD plant.

AL:  Th ere is talk about a CKD plant operation in 
South Africa?

JSC:  South Africa is a good market, but I under-
stand the total market here is 300  000 for 
SUV and pick-ups combined. We should 

attain a one percent market share, which 
will be 3 000 units annually. Th at’s the initial 
goal. Right now the eastern part of Africa, 
the western part of Africa and the central 
region is almost vacant now. So Mahindra 
South Africa will be a base-camp for us to 
expand. Th ere is no decision on a plant 
as yet. ■

Interview: Mr Johng-Sik Choi, Executive Vice 
President of SsangYong Motor Company

Last week, Mr Johng-Sik Choi paid a visit to South Africa to gain fi rst-
hand knowledge of the alliance between SsangYong and Mahindra in 
South Africa, an arrangement that was announced last year and has paid 
dividends for both companies here in terms of market share. AutoLive 
was able to interview the experienced Korean motor man at a golf estate 
near Pretoria.

Johng-Sik Choi, SsangYong International 
VP for Sales and Marketing.

Ssangyong Setting Ambitious Targets 
Under Mahindra Ownership

continued on next page 
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Bruno Lupini is our go-to man when it comes to 
advertising in AutoLive. Bruno has been involved 
for over a decade in automotive publications, and he 
comes from a family that has deep connections with 
motoring and motorsport going back three genera-
tions. Bruno’s contact details are: 
E-mail: bruno.lupini@gmail.com 
Cell number: 081 354 7212

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

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

 ■ Automotive marketing consultants
 ■ Training organisations
 ■ Market research companies
 ■ Business management consultants

 ■ IT companies 
 ■ Fleet management companies
 ■ Suppliers of workshop equipment
 ■ Car care companies
 ■ Panel beaters and dent removers
 ■ Auction houses
 ■ Courier companies
 ■ Service providers in the fi nance and 
insurance industry

 ■ Vehicle tracking system suppliers
 ■ Organisers of exhibitions and conferences.
 ■ Tyre fi tment centres
 ■ Suppliers of car care products
 ■ Suppliers of automotive replacement parts
 ■ Roadworthy testing centres
 ■ Printers
 ■ Accounting fi rms

AutoLive advertising rates are very cost eff ec-
tive and we are able to make up advertisements 

at reasonable rates. Th e rate card is available 
under “Advertising” on the AutoLive website, 
www.autolive.co.za ■

Bruno Lupini 
Cell: 081 354 7212 

E-mail: bruno.lupini@gmail.com

Autolive Ad Sales

 continued from previous page

Th e sales growth in 2012 was driven by the 
launch of new products such as the much-revised 
Korando, Actyon Sports and Rexton W in both 
domestic and overseas markets. Th e Korando in 
particular has become a star in the SsangYong line-
up with the introduction of a low emission petrol 
engine assisting in boosting the sales of this model 
to 50 000 units.

Th e Actyon Sports, which SsangYong sees as 
a premium sports utility truck (SUT), is not only 
maintaining an upward sales trend in Korea, but 

strong orders are coming in from countries in Latin 
America, the Middle East and Asia.

Th e Rexton W was launched in India in the last 
quarter of 2012 and proved an instant hit, winning 
the prestigious Premium SUV of the Year – 2012 
award.

According to Choi the fi rst step towards the 
ambitious sales growth target for this year has been 
the successful launch of the new Rodius, which ar-
rives in South Africa later this year. 

Th is spacious model, which can seat as many 
as 11 people, is seen as embodying SsangYong’s de-
sign philosophy of Premium, Robust and Speciality, 

with a strong leaning towards having the appear-
ance of an SUV rather than an MPV People-carrier. 
Interestingly the international television advertise-
ment was shot driving along the scenic Chapman’s 
Peak road in Cape Town. 

Th e future product plan involves the introduc-
tion of four new models by 2016.

“Th e XIV concept, which has been displayed in 
various forms at the Frankfurt, Geneva and Paris 
Motor Shows will evolve into SsangYong’s crosso-
ver utility vehicle (CUV) for launch early in 2015,” 
explained Choi.

 “Th e next concept that will give further point-
ers to our styling and vehicle feature plans for the 
future is the SIV-1 mid-size premium CUV, which 
was displayed at the recent Geneva Motor Show. 
Th en we will display a concept for a full-size SUV 
at the Seoul Motor Show in Korea at the end of 
March,” added SsangYong’s senior sales and mar-
keting executive.

“SsangYong and Mahindra will continue to de-
velop long-term visions together by maximising the 
synergies of working closer together, particularly 
in terms of platform sharing, component sourcing, 
new product and technology projects and global 
market development.

“Th e entire SsangYong team is driven by a chal-
lenging spirit and is working tirelessly to transform 
the company into one that provides competitive 
products and world class customer service,” con-
cluded Choi. ■SSangYong’s SIV concept vehicle.
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BY STUART JOHNSTON

A chance to run the new Golf 7 down to KZN for 
the Total Rally was too good an opportunity to 
miss. Up and away at 4 am guaranteed a traffi  c-free 
run from Randburg, and a chance to explore the 
excellent Light Assist option, which at R1 000, au-
tomatically dips the beams if it detects that you are 
running up against on-coming headlights or even 
bearing down on tail lights and potentially irritat-
ing the guy up ahead. Great system, and over-ride-
able if you are intent on seeing where you are going 
on some of those particularly bleak sections of the 
N3 before dawn.

Th e model I was driving was the 2,0 TDi, fi tted 
with the 110 kW diesel, and six-speed DSG gearbox. 
Other options included the Panoramic sunroof 
which I feel is an absolute waste of R8 000 in sunny 
SA where you want to keep the sunlight out, and the 
Climatronic air-con system, at another R3 500. I 
reckon normal air-con is fi ne.

Th e base price of this model is R334 800, and 
that is a lot of loot for a Golf, but what a Golf!

Th e car is a logical evolution of previous genera-
tions, in that it still feels like a Golf, and carries over 
many of the traits of the previous model. Yet it is 
based on an all-new platform, and the suspension is 
even more sophisticatedly engineered than before, 
with a ride and steering accuracy that is superb. 
Th e steering is probably the best electrical-assist 

system on off er right now, regards weigthing, feel 
and lightness.

Th is is a car that is just a notch away from the 
likes of BMW’s 3-Series in terms of overall so-
phistication, and as I have commented many time 
recently, that car that hails from further south in 
Germany is my choice for Car of the Year.

Th e VW engine is a fantastic blend of fuel fru-
gality and power. It is all too easy to run it up to 180 
km/h without even thinking that you are speeding, 
a speed where this car feels absolutely natural, given 
it was designed for Germany’s autobahns.

Keeping it down to an indicated 130 km/h on 
the run down to KZN meant that I achieved su-
perb fi gures of 5,2 litres/100 km for the long haul. 
And even when following the rally and pressing 

on a bit between stages, and then driving the 
car back to Jo’burg the following day, I achieved 
5,5 litres/100.

Th ose are fi gures that were attained driving 
normally without being too concerned about con-
sumption. Okay the long distance is fl attering, but 
I have to remark that my average computed speed 
on the downward run was 115 km/h, and my aver-
age speed on the way back up, which included stop-
start running from stage to stage was 112 km/h. You 
don’t get those sorts of average speed fi gures easily, 
or by hanging about on certain “open” sections of 
the N3.

Th e seats come in for mention as being ex-
tremely comfortable. I never adjusted the driver’s 
seat once, and that is saying something aft er spend-
ing some eight hours behind the wheel each day 
(this time including, of course, following the rally 
up the coast).

Th e boot is large for a hatchback, and accepted a 
lot of heavy luggage that included scuba gear, with-
out aff ecting the car’s handling.

I love the super-quality wood trim in the cock-
pit, and the subtle interplays between various high-
quality plastics and mouldings. It comes with a 
three year/120 km warranty, a fi ve-year/90 000 km 
service plan and 15  000 km service intervals, not 
great back-up fi gures compared to some if its rivals, 
but it’s a great car. And that’s what counts. Small 
wonder it has just been voted Europe’s Car of the 
Year for 2013. ■

New Golf 7 Superb on KZN Haul

The 2,0 TDi model achieved an incredible 5,2 litres per 100 km on the trip down to Durbs.

Golf interior is simply a superb execution 
of style and workmanship..
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Snippets

OOH LA LA
Th e La Ferrari is the Maranello company’s signa-
ture endorsement of hybrid technology. Th e hybrid 
technology used, known as HY-KERS, sees the lim-
ited-production Ferrari model (just 499 units will 
be built) return low emissions for a supercar, of 330 
g/km. Yet it can accelerate from 0–100 km/h in sev-
en seconds, and has a top speed of over 350 km/h. 
It marries a 6,3-litre petrol V12 and a high-powered 
electric motor to produce a total of 675 kW and 900 
Nm of torque. It was launched at the Geneva Motor 
Show last week. ■

VAN ZYL TO FOCUS ON 
TOYOTA’S AFRICAN BUSINESS
Th e President and CEO of Toyota SA, Dr Johan 
van Zyl, who has been heading up Toyota Motor 

Corporation’s operations in the Middle East, Africa 
and Latin America will focus solely on the African 
market in future following arguably the biggest 
senior management shake-up and restructuring 
in the company’s history, according to an article in 
Automotive News.

President Akio Toyoda (56) has removed the rem-
nants of the top managerial structure he inher-
ited when he took control of the company in 2009 
and has named four non-Japanese CEOs to lead 

operations in North America (Jim Lentz), South 
America (Steve St. Angelo), Europe (Didier Leroy) 
and Africa (Johan van Zyl). Another non-Japa-
nese, Mark Templin, will head up the new Lexus 
International Division, while Mark Hogan, for-
merly of General Motors, becomes the fi rst foreign 
director on the board of Toyota since 2007.

In addition, Takeshi Uchiyamada, who is re-
ferred to as the “father of the Prius” succeeds Fujio 
Cho as chairman. Cho commented that “Toyota 
has opened up more and become fully global” with 
these changes.

Th e shake-up shows Toyoda is determined 
to keep the company his grandfather founded 
in its position of global leadership as it faces in-
creased competition, especially from the ambitious 
Volkswagen Group. Th ere will evidently be a great-
er focus on emerging markets, which includes the 
African continent.

La Ferrari hybrid does 0–200 in seven seconds, and enjoys a top speed of 350 kmh-plus.

President Akio Toyoda (56) has ... 
named four non-Japanese CEOs 

to lead operations in North America 
(Jim Lentz), South America (Steve 
St. Angelo), Europe (Didier Leroy) 

and Africa (Johan van Zyl).
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Snippets

All the changes which were announced on 
March 6 become eff ective on April 1. ■

AMH COULD REPRESENT 
MORE BRANDS
Associated Motor Holdings (AMH) could expand 
the range of vehicle brands it represents in SA, ac-
cording to an article by Roy Cokayne in Business 
Report recently.

Manny de Canha, the CEO of AMH, which 
already manages the local distribution of Hyundai, 
Kia, Tata, Daihatsu, Proton, Chery, Foton, Renault 
and FAW cars and LCVs, said it would not launch 
any new brands itself but believed opportunities 
could arise when some of the brands on the local 
market already and selling low volumes reassess 
their operations. Th is could result in them decid-
ing to use an existing importer operating multi-
franchise outlets doing the distribution rather than 
going it alone.

De Canha was speaking at the time of the an-
nouncement by Hubert Brody, group chief execu-
tive of Imperial Holdings, that the group’s operating 
profi t in the six months to December had grown by 
13% to R1,32-billion with a 17% growth in revenue 
to R15,84-bilion. ■

BRAND’S TOP SELLER
Brand Pretorius’ recently published book on lead-
ership, In the driving seat – my leadership journey 
is proving a hot seller, even surpassing the much-
vaunted “Grey Books” in many bookshops! A 
reprint of the English version has been ordered 
already. ■

JMC TO TAKE ON CHANA IN SA
It now appears that JMC South Africa, which cur-
rently off ers a range of pick-ups and medium trucks, 
will take on the Chana franchise in SA. Chana has 
had a chequered time in SA aft er being one of the 
fi rst Chinese brands to arrive in the country. Most 
recently it went into liquidation aft er having an-
nounced at the 2011 Johannesburg Motor Show that 
it planned to launch a host of new products. ■

CARS TO BE INTERNET 
HOTSPOTS
General Motors is laying a high stakes bet on the 
future of vehicle connectivity with plans to make 
each of its cars an internet hotspot with a high-
speed broadband connection.

According to an article in Automotive News Th e 
General will team up with AT & T to equip most 
of its 2015 models in the US and Canada with 4G 
broadband, the fasted internet connection now 
available. Eventually it is the company’s intention to 
make this a global off ering.

Most in-car devices currently need a linked 
Smartphone to get internet content so now GM 
wants to make drivers of its cars independent of 
outside devices. ■

CAR SEATS MADE FROM 
WOOD, FLAX AND MAIZE
An increasing number of motor vehicle components 
are being made from easily recyclable raw materials, 
including wood, fl ax, maize and recycled plastic. 
Th is trend is accelerating as the EU Directive on 
the Environmentally Friendly Disposal of End-of-
life Vehicles is due for implementation in 2015. Th is 
decrees that 95% by weight of a vehicle must be suit-
able for recycling. Every component is being scruti-
nised to ensure suitability for recycling.

Sales by textile companies to the motor manu-
facturers amount to 22% of the technical textiles 
market. Th erefore the car makers are working with 
the textile companies to develop innovative materi-
als for tomorrow’s cars. Th is will include the use of 
wood, fl ax, maize and recycled plastic for car seats 
and roof linings. 

BMW has paid particular attention to resource-
friendly fi bres when developing the new BMW i3. 
In addition to the extensive use of natural fi bres and 
naturally-dyed leather, plastics made from recycled 
materials or renewable raw materials account for 
25% of the interior by weight.

A range of these items will be displayed at 
Techtextil, an international trade fair for techni-
cal textiles and non-wovens in Frankfurt from 
June 11–13. ■

HARD-HITTING ANTI-
BOOZE CAMPAIGN
South Africa’s leading total beverage company, 
brandhouse, last week launched a hard-hitting 
social media activism campaign, a fi rst for the 
industry, designed to change behaviour amongst 
South African youth with regard to drinking 
and driving.

Th e social-media campaign is the 2013 edition 
of brandhouse’s award winning media initiative 
against drinking and driving, Drive Dry. Launched 
to a group of media and celebrities at Th e Women’s 
Jail at Constitution Hill in Johannesburg, the cam-
paign is expected to gain momentum in social me-
dia circles well ahead of the Easter weekend – high 
risk period for road accidents. ■

A happy Brand Pretorius pictured at the 
recent COTY banquet.

To advertise in  contact

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

General Motors is laying a high 
stakes bet on the future of vehicle 

connectivity with plans to make each 
of its cars an internet hotspot ...
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Start-up longhaul trucking operation, Lantic 
Logistics, established in mid-2012, recently pur-
chased 20 new MAN TGS WW 26.480 BLS truck-
tractors to augment its existing fl eet compris-
ing seven derivatives from fi ve competitor truck 
manufacturers. 

Th e Gauteng-based fl eet, owned by prominent 
property developer Faan Hartzer and co-directed 
by his son, Willem Hartzer, Leon Meintjies (fi nan-
cial) and Chris Dreyer (operations), secured haul-
age contracts receded by erstwhile fl eet, Coalmec, 
to transport chrome and other ore from the mining 
belt in North West Province to Richards Bay.

“Th e poor capacity of South Africa’s rail infra-
structure to service overland logistics requirements 
has made the longhaul truck transport industry an 
attractive proposition for entrepreneurs. In a mat-
ter of a few months, Lantic Logistics has grown 
to the extent where we’ve had to almost double 
the size of our fl eet with new trucks and trailers,” 
states Hartzer.

Following extensive comparative testing be-
tween various truck models, Lantic Logistics de-
ployed a demo MAN TGS WW 26.480 into the 
fl eet, supplied by MAN’s fl agship Centurion dealer-
ship under the stewardship of MAN Centurion fl eet 
sales manager, Henk Dique.

“Our primary concern was to keep our fuel 
consumption as low as possible. Aft er clocking up 

just over 14  000km in six weeks, the MAN TGS 
WW 26.480 demo model outperformed its ri-
vals, eff ectively slicing 10% off  our diesel bill,” 
explains Dreyer.

Th e outstanding fuel economy of the TGS 
WW has earned it a solid reputation in the long-
haul industry, supported by its class-leading four-
year/600 000km driveline warranty. “Th ese two 
factors allow us to keep our operating costs down 
while enjoying a healthy degree of cost-predictabil-
ity,” says Meintjies.

Th e TGS WW 26.480 BLS is MAN Truck & 
Bus SA’s fl agship on-highway derivative with a 
driveline optimised for local conditions. Equipped 
with a 480hp MAN D26 common-rail diesel engine 
which displaces 2300Nm of torque between 1050 – 
1400rpm, the 6 x 4 TGS 26.480 has the necessary 
grunt to handle the mountainous topography that 
characterises any Highveld-to-coast route. 

Full-standing headroom, air-sprung seats 
and air-conditioning make the air-sprung double 
sleeper cab with orthopaedic bunks a plush and 
easy-to-drive workhorse, adds Hartzer. MAN’s 
TipMatic automated manual transmission with 
intarder, air suspension and hypoid rear axles 
bring additional ergonomic and effi  ciency benefi ts 
to the operation.

According to Mike Macdonald, MAN Truck 
& Bus SA management board member and Centre 

North leader, “our engineers have done extensive 
product development on the TGS WW range 
since its launch in 2010 and the 26.480 has the 
ideal power-to-weight ratio for longhaul operators 
carrying loads in excess of 34 tons. Its suitability 
for this type of application is underscored by the 
fact that it can carry 35 tons with a fuel econo-
my of 2.1km per litre, unmatched in the market 
thus far.”

MAN Centurion will provide on-site servic-
ing of the 11 units, saving Lantic Logistics fuel and 
driver time, while optimising vehicle up-time by 
servicing the trucks at night and over weekends, 
adds Macdonald.

With a guaranteed buyback and a Full 
Maintenance Contract on the new trucks currently 
under negotiation between the principals, Hartzer 
is confi dent his fl eet will grow exponentially in the 
next couple of years.

“We use customised fl at-deck drop-side tip-
per trailers from SA Truck Bodies that allow us 
to carry bulk ore down to Richards Bay, Maputo 
and Beira harbours and transport break-bulk 
back up to the Highveld, ensuring our profi t-
ability. We have the fl exibility and MAN has 
proven its worth in being just as fl exible, mak-
ing sure we have the product and the back-up 
we need to succeed in this industry,” concludes 
Hartzer. ■

Massive MAN Purchase from Long-haul 
Operators Lantic

Working Wheels

MAN, that’s impressive!.
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Working Wheels

Hino, the leading truck manufacturer in Japan, 
is increasing the pace of its sales growth globally 
and set a record last year, selling 154 795 units, 
which was more than 27% up on the 2011 fi gure. 
Th e 2012 total was made up of 112 333 units sold 
in export markets and 42 462 units sold in Japan.
Th is was the seventh consecutive year that more 
Hino vehicles were sold outside Japan than in the 
domestic market and underlines the global aspira-
tions of the company, which is part of the Toyota 
Group, the current global automotive leader in 
terms of sales and production.

Total Hino sales in South Africa last year 
totalled a record 3 295 units and placed the com-
pany ninth on the ranking list of Hino’s export 
destinations, behind Indonesia, Th ailand, the US, 
Malaysia, Taiwan, China, Australia and Ecuador. 
Hino SA has been in ninth position since 2010.
New sales records were set in 10 of Hino’s 13 top 
export destinations in 2012, showing the increasing 
popularity of these trucks and buses. 

Although sales in the US are comparatively 
small in a massive market the Hino range, which 
now includes the cab-over 300-Series, is increasing 
its share and this was Hino’s third highest volume 
export market in 2012 aft er the US being only sixth 
at the end of 2011. 

Hino also won the medium duty category in the 
American Truck Dealers’ Association’s 2013 Truck 
of the Year competition. Th e Japanese manufactur-
er has been very successful in this annual contest, 
winning its category on each occasion it has had an 
entrant in the four-year-old event.

Hino Motors of Japan recently set up a 

joint venture with a Malaysian company, MBM 
Resources Berhad (MBMR), to build a truck man-
ufacturing plant in that country. Th is is the latest 
example of Hino’s intention to continue expanding 
its manufacturing capacity and extending its global 
footprint and is in line with Hino’s strategy of in-
creasing its sales by 73% between 2011 and 2015. 
Construction began last month and production 
start up will be at the beginning of 2014. 

Malaysia is Hino’s third largest market in Asia 
and is recognised as key market in that region aft er 

Indonesia and Th ailand. Th e new plant will supply 
the Malaysian domestic market as well as strength-
ening Hino’s business base in Asia as an export hub.

Africa is also seen as having great potential 
for Hino and Hino total sales have increased from 
some 4 000 units in 2010 to close to 6 000 units in 
2012 throughout the Africa continent. Th e ma-
jor focus is currently on increasing sales in South 
Africa through developing additional models to 
meet the increasingly demanding requirements of 
customers. ■

Hino on the Move as Sales Rise Globally

Hino, which had a most successful 2012, kicked off 2013 in fi ne fashion with another amazing 

display of reliability in the Dakar Rally. Not only did Hino notch up a 22nd consecutive fi nish, but 

also won the class for trucks with engines of less than 10 litres capacity for the 13th time in the 14 

years it has been contested. This photograph was taken while two 500-Series trucks were being 

serviced on the rest day, halfway through the gruelling rally.

Th e Toyota Hilux sold 3  500 units (all models) in 
February, marking it once again as the best-selling 
vehicle of any type in South Africa. Th e second 
best model-range seller was Volkswagen’s Polo 
Vivo, which, with 2 742 sales, led the passenger car 
sales race.

Th e Toyota Hilux led a light commercial ve-
hicle resurgence in February to push sales growth 
for the month past the comparable month in 2012. 
Toyota South Africa Motors retailed 11 207 vehicles 

in February and exported a further 8 305 units to 
markets in Europe and Africa.

Volkswagen, which does not have a strong 
LCV or commercial vehicle line-up, again 
won the passenger division but placed second 
overall behind Toyota with 8  516 units, and 
5 862 exports.

From this month, (March) the Hilux will again 
face a new challenger with the launch of the new 
Isuzu KB pick-up from General Motors. ■

Hilux Again the Best-selling Vehicle in SA

Sales of the Hilux range topped 3 500 
units in February.
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It seems the quick start out of the sales blocks for the 
SA motor industry in January may have fl attered to 
deceive, as the pace slowed in February, although 
the overall market volume was still 1,5% up on the 
fi gure for February 2012.

Th e big news in February was another excellent 
showing in the export of built-up vehicles with the 
27 653 units shipped refl ecting a gain of 22. % com-
pared to the 22 554 vehicles exported in February 
last year. 

More good news is that discussions between 
Mercedes-Benz SA (Pty) Ltd, Daimler AG, the 
Department of Trade and Industry and other stake-
holders have been concluded with the result that in 
future vehicle sales fi gures will be submitted to the 
Department of Trade and Industry (DTI – a gov-
ernment agency – and not NAAMSA, which sat-
isfi es Daimler’s concerns to prevent any threat of 
anti-trust action.

In future the SA automotive industry monthly 
new vehicle sales and export data will be compiled, 
verifi ed and administered by RGT SMART, aft er 
which the data will be published on the DTI web-
site. Subsequently it will be circulated. 

RGT SMART is in the process of updating the 
vehicle database with actual Mercedes-Benz sales 
data backdated to December 2011 when the com-
pany stopped detailed reporting to NAAMSA. In 
future the monthly sales fi gures will be circulated 
on the fi rst working day of each month. In the 
meantime the actual MBSA fi gures for February 
have been released.

Overall, out of the total detailed (disaggre-
gated) reported Industry sales of 51 046 vehicles 
(excluding Mercedes-Benz South Africa), 85.6% or 
43 672 units represented dealer sales, 6.6% repre-
sented sales to the vehicle rental Industry, 3.8% to 
government and 4.0% to Industry corporate fl eets. 
(MBSA had not released these details at the time of 
going online).

Taking account of the daily selling rate, the 
new car market had performed reasonably well 
in February, 2013 and at 36 666 units refl ected an 

improvement of 304 units or 0.8% compared to the 
36 362 new cars sold in February last year which 
had benefi ted from one additional selling day. 

Exchange rate weakness probably contributed 
to pre-emptive buying by consumers to avoid high-
er expected new vehicle prices. Th e daily selling rate 
of new cars during February, 2013 was similar to 
that during the previous month (January, 2013) and 
was 5% stronger compared to the corresponding 
month last year.

Sales of new light commercial vehicles, bakkies 
and mini buses at 14 183 units during February, 
2013 refl ected an increase of 629 units or 4.6% com-
pared to the 13 554 light commercial vehicles sold 
during the corresponding month last year. 

Sales of vehicles in the medium and heavy 
truck segments of the Industry at 905 and 1  327 
units respectively, had recorded a decline of 73 units 
or -7.5%, in the case of medium commercial vehi-
cles, and a decline of 38 units or -2.4%, in the case 
of heavy trucks and buses, compared to the corre-
sponding month last year. 

Toyota continued to lead the way in overall 
vehicles sales in February, with 11  027 units sold, 
compared to 9  100 for Volkswagen. Th is put the 
market leader 1 635 units ahead of Volkswagen on a 
year-to-date basis. However the Volkswagen Group 
was way ahead in passenger car sales with 8  516 
units sold compared to 5 676 for Toyota. Th e VW 
Vivo was the top selling model with 2 742 sales. 

Toyota led the way in the LCV market and the 
Hilux with 3  500 units sold, was the top-selling 

commercial vehicle. Hino was the leader in me-
dium commercial vehicle sales, with UD Trucks 
setting the pace in the heavy truck market, while 
MAN dominated both the extra-heavy truck and 
bus segments.

Th e overall near term outlook for the automo-
tive sector remained reasonably positive. 

Factors that should continue to support domes-
tic sales included the low interest rate environment, 
replacement demand, and the highly competitive 
trading environment with attractive incentives, low 
debt servicing costs, high technology new model 
introductions and above average demand by car 
rental companies. 

However, rising infl ationary pressures would 
limit growth in real disposable income which to-
gether with generally anticipated rising new vehicle 
prices as a result of the weaker exchange rate and 
the impending increase in CO2 vehicle emissions 
tax – could result in further moderation in the 
rate of growth in sales over the balance of the year. 
Industry production, largely as a result of higher 
new vehicle exports, should register strong growth 
in 2013. 

With the release of Mercedes Benz data via 
the dti last week RGT SMART have uploaded the 
actual vehicle sales fi gures; replacing the estimates 
previously provided. RGT SMART have also issued 
a complete update of the February Sales release pub-
lished earlier last week.

“A full understanding of the performance and 
impact of the motor sector is vital for all role play-
ers, as this industry is one of the most important 
economic contributors to our national economy. 
As RGT SMART has been entrusted with collat-
ing and analysing the motor industry sales statis-
tics for almost 30 years, it is logical that this con-
tinues into the future,” says Paul De Vantier, RGT 
SMART CEO. ■

RGT SMART is the independent provider of the 
South African new vehicle sales information to the dti and 
the automotive industry. For more information on the 
RGT SMART product line view: www.rgtsmart.co.za.

Sales Momentum Slowed in February

Mercedes’ C-Class sold an offi cially-
verifi ed 965 units in February 2013.

South African Vehicle Sales Figures at the End of February 2013

TOTAL MARKET

Year-to-date 2013 108 168

Year-to-date 2012 100 521

Increase of 7,6% between year-to-date 2013 and year-to-date 2012

FEBRUARY 2013 53 179

JANUARY 2013 54 948

FEBRUARY 2012 52 388

Increase of 1,5% between sales in February 2013 and February 2012

PASSENGER CAR MARKET

Year-to-date 2013 76 358

Year-to-date 2012 71 679

Increase of 6,5% between year-to-date 2013 and year-to-date 2012

continued on next page 
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FEBRUARY 2013 36 666

JANUARY 2013 39 692

FEBRUARY 2012 36 362

Increase of 0,8% between sales in February 2013 and February 2012

LIGHT COMMERCIAL VEHICLE MARKET

Year-to-date 2013 27 498

Year-to-date 2012 24 650

Increase of 11,6% between year-to-date 2013 and year-to-date 2012

FEBRUARY 2013 14 183 

JANUARY 2013 13 315 

FEBRUARY 2012 13 554

Increase of 4,6% between sales in February 2013 and February 2012

OVERALL TRUCK AND BUS MARKET

Year-to-date 2013 4 271

Year-to-date 2012 4 182

Increase of 2,1% between year-to-date 2013 and year-to-date 2012

FEBRUARY 2013 2 230

JANUARY 2013 1 941

FEBRUARY 2012 2 472

Increase of 4,6% between sales in February 2013 and February 2012

TOTAL VEHICLE EXPORTS

Year-to-date 2013 45 044

Year-to-date 2012 34 159

Increase of 31,9% between year-to-date 2013 and year-to-date 2012

FEBRUARY 2013 27 653

JANUARY 2013 17 391

FEBRUARY 2012 22 554

Increase of 22,6% between exports in February 2013 and February 2012

PASSENGER CAR EXPORTS 

Year-to-date 2013 26 724

Year-to-date 2012 19 648

Increase of 36% between year-to-date 2013 and year-to-date of 2012

LIGHT COMMERCIAL VEHICLE EXPORTS 

Year-to-date 2013 18 075

Year-to-date 2012 14 404 

Increase of 25,5% between year-to-date 2013 and year-to-date of 2012

TRUCK AND BUS EXPORTS 

Year-to-date 2013 245

Year-to-date 2012 107

Increase of 229% between year-to-date 2013 and year-to-date 2012 

NOTE: This data includes fi gures for Associated Motor Holdings (AMH), 
which is split according to sub-segments and not by individual brand 
or model.

THE FIGURES REPORTED BY AMH FOR FEBRUARY 2013 ARE:

Small cars (1 400cc or less) 3 243

Medium cars (1 400 – 2 500cc) 2 029

Large Cars (over 2 500cc) 99

4x4 Recreational vehicles (SUV) 613

Light commercial vehicles 878

Medium commercial vehicles 42

TOTAL 6 904

In addition GWM (Great Wall Motors) reported an aggregate sales fi gure 
for passenger cars and commercial vehicles in February 2013 of 714 units, 
which is not included in these fi gures.

Figures courtesy of the Department of Trade and Industry and RGT/Smart.

TOTAL VEHICLES BY MANUFACTURER FOR FEBRUARY 2013

RSA EXPORT

TOYOTA 11 027 8 305

VOLKSWAGEN GROUP SA 9 100 5 862

NISSAN 4 703 2 087

FMC 4 556 1 742

GMSA 4 545 118

BMW GROUP 2 423 5 137

MERCEDES-BENZ SA 2 174 4 236

HONDA 1 325 20

JAGUAR LANDROVER 824 0

CHRYSLER SA 810 35

RENAULT 662 3

TATA 658 31

PCSA 479 0

SUZUKI AUTO 462 0

FIAT GROUP 452 2

MITSUBISHI MOTORS SA 412 0

MAHINDRA 337 0

UD TRUCKS 248 4

VOLVO CARS 211 0

MAN 161 45

PORSCHE 150 1

VOLVO TRUCKS 116 2

IVECO 110 3

SCANIA 108 2

SUBARU 90 1

POWERSTAR 37 16

NC2 TRUCKS SA 34 1

FAW 29 0

VDL BUS & COACH SA 10 0

BABCOCK 9 0

MASERATI 6 0

RENAULT TRUCKS 5 0

VOLVO BUS 2 0

SUB TOTAL 46 275 27 653

AMH & AAD 6 904

INDUSTRY TOTAL 53 179 27 653

Figures courtesy of the Department of Trade and Industry and RGT/Smart.

 continued from previous page



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

MARKET TOTALS BY MANUFACTURER FOR FEBRUARY 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 5 676 1 159 5 012 7 146 225 0 90 0 24 0 0 0

VOLKSWAGEN GROUP SA 8 516 5 862 519 0 65 0 0 0 0 0 0 0

NISSAN 2 438 11 2 265 2 076 0 0 0 0 0 0 0 0

FMC 2 481 0 2 075 1 742 0 0 0 0 0 0 0 0

GMSA 1 618 59 2 623 38 179 11 95 9 30 0 0 1

BMW GROUP 2 423 5 137 0 0 0 0 0 0 0 0 0 0

MERCEDES-BENZ SA 1 574 4 236 30 0 227 0 58 0 277 0 8 0

HONDA 1 325 20 0 0 0 0 0 0 0 0 0 0

JAGUAR LANDROVER 751 0 73 0 0 0 0 0 0 0 0 0

CHRYSLER SA 810 35 0 0 0 0 0 0 0 0 0 0

RENAULT 602 2 60 1 0 0 0 0 0 0 0 0

TATA 335 0 205 0 39 25 49 0 14 6 16 0

PCSA 433 0 35 0 11 0 0 0 0 0 0 0

SUZUKI AUTO 462 0 0 0 0 0 0 0 0 0 0 0

FIAT GROUP 388 1 52 0 12 1 0 0 0 0 0 0

MITSUBISHI MOTORS SA 265 0 147 0 0 0 0 0 0 0 0 0

MAHINDRA 128 0 209 0 0 0 0 0 0 0 0 0

UD TRUCKS 0 0 0 0 42 1 111 0 95 3 0 0

VOLVO CARS 211 0 0 0 0 0 0 0 0 0 0 0

MAN 0 0 0 0 0 0 10 0 108 43 43 2

PORSCHE 150 1 0 0 0 0 0 0 0 0 0 0

VOLVO TRUCKS 0 0 0 0 0 0 0 0 116 2 0 0

IVECO 0 0 0 0 62 1 2 2 44 0 2 0

SCANIA 0 0 0 0 0 0 0 0 91 1 17 1

SUBARU 90 1 0 0 0 0 0 0 0 0 0 0

POWERSTAR 0 0 0 0 0 0 0 0 37 16 0 0

NC2 TRUCKS SA 0 0 0 0 0 0 0 0 34 1 0 0

FAW 0 0 0 0 1 0 7 0 21 0 0 0

VDL BUS AND COACH SA 0 0 0 0 0 0 0 0 0 0 10 0

BABCOCK 0 0 0 0 0 0 1 0 8 0 0 0

MASERATI 6 0 0 0 0 0 0 0 0 0 0 0

RENAULT TRUCKS 0 0 0 0 0 0 0 0 5 0 0 0

VOLVO BUSQ0 0 0 0 0 0 0 0 0 0 0 2 0

SUB TOTAL 30 682 16 524 13 305 11 003 863 39 423 11 904 72 98 4

AMH & AAD 5 984 0 878 0 42 0 0 0 0 0 0 0

INDUSTRY TOTAL 36 666 16 524 14 183 11 003 905 39 423 11 904 72 98 4

Figures courtesy of the Department of Trade and Industry and RGT/Smart.
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Triumph fans Belinda and Bill Flynn at The Classic Car Show 10 
days ago at Nasrec.

This chassis and BMW six-cylinder running gear form the basis of 
an excellent Austin Healy replica created byWoodley Healey SA 
of Somerset West.

Hard on the clamps. Rally winners Mark Cronje and Robin 
Houghton braking after a super long straight in KZN.

Sheepish grin. Hergen Fekken and his re-jigged VW after an 
earlier off at last weekend’s Total Rally.

Indeed, Hergen is all of that.

All shook up. Uh, huh, mmm, baby. Elvis repli-man 
Charl van Tonder at The Classic Car Show 10 days ago.

This past fortnight AutoLive was privileged to attend 
two great events, some 600 km apart in this lovely 
country of ours. Proving that petrolheadonism is alive 
and truly kicking across the nation.

The Classic Car Show and the Total Rally
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BY STUART JOHNSTON

For the second year in a row, Volkswagen invited a 
bunch of media people to the sugar-cane fi elds of 
KZN to celebrate the start of the 2013 Rally season, 
sponsored once again by Sasol. And Sasol are the 
VW team’s main sponsors this season, although the 
championship opener is known as the Total Rally, 
Total also sponsoring a team of semi-works Toyotas 
in this year’s championship.

Volkswagen had high hopes for its thoroughly 
re-worked Polos for this season, and pre-season 
testing had indicated the cars would be on the pace. 
However, some 600 metres into the very fi rst stage, 
Hergen Fekken and Pierre Arries went off  in quite 
a big way. Th e personable Fekken was contrite, ex-
plaining how his rally ended so abruptly.

“Me and Pierre were having intercom prob-
lems, with the system cutting out intermittently. He 
gave the instruction to slow, I didn’t hear anything, 
kept my foot in it, and we went off  in quite a big way. 
I was still playing myself in, being a touch rusty 
aft er the long holiday break, so I guess I wasn’t at 
my sharpest.”

Th at was bad, but on the bright side, Enzo Kuun 
and Guy Hodgson were setting great times in the 
fi rst three stages, just a second slower than lead-
ers Mark Cronje and Robin Houghton in the Ford 
Racing Fiesta, now enjoying more Ford support for 
this season.

Matt Gennrich, VWSA’s PR chief, and Mike 
Rowe, head of VWSA’s Motorsport division, were in 
conversation at the end of Stage Th ree, when they 
both looked up to see their second great hope for 
the rally, tumbling through the air and proceeding 
to comprehensively re-model itself just aft er the fl y-
ing fi nish.

“What happened,” explained Matt, “there was 
a bump right before the fl ying fi nish line which no-
one else had picked up. It fl ipped the rear of the car 
up and Enzo and Guy were pointing straight down 
at something like 160 km/h on dirt. Th e car dug in 
and tumbled, shooting many metres up into the air. 
It was really hairy.”

Enzo’s helmet was crushed against the roll-
cage, while Guy’s safety harness did some serious 
squeezing in some sensitive areas, but the integrity 
of the roll cage and protective gear saw both driver 

and navigator emerge somewhat groggily from the 
wrecked car.

Th ey were both sent to hospital for various 
scans and examinations and pronounced okay.

Th e next day, VW’s new signing Henk Lategan, 
who had been having a good fi rst run in his S2000 
spec car, unfortunately clouted a bridge. Th e VW 
fl ag was thus left  to Gugu Zulu and Carl Peskin to 
fl y, which they did admirably, placing second in the 
S2000 C class for older machines and fi nishing an 
eventual fi ft h overall.

 Th e only other bright spot in the rally for 
VW was that Hergen’s car was repaired and he 
was able to rejoin the rally on Day Two under 
Super Rally rules, scoring a few points and setting 
some impressive stage times right on the pace of 
the winners, Cronje and Houghton. Gennrich 
had his “race-face” on when he pronounced that 
VW will be right there with the front runners 
this season.

Arch rivals Toyota also had their woes with 
their brand-new Yaris cars, completed just days be-
fore the event. Johnny Gemmel’s new Yaris stopped 
on Stage Four, causing a road block that saw the 
stage having to be cancelled, and a small fi re caus-
ing some serious damage to hydraulics and the like. 
Johnny’s car was also repaired for the Super Rally 
category on Saturday, and he too was impressive, 
winning the fi nal stage around the old drive-in in 
Durban at the fi nish.

Leeroy Poulter was looking at a third place (be-
hind the Cronje Ford and the second Ford Fiesta of 
Jan Habbig), saying that the car was so new it was 
like learning something diff erent on each and every 
stage, but he picked up power steering problems, 
and was pipped to a podium by the consistent Team 
Total S2000 C entry of JP Damseaux.

Th e prognosis is that rallying remains the most 
competitive arena of top fl ight motorsport in South 
Africa, with serious manufacturer support, and 
world-class machinery taking part. Th e standard of 
driving is right up there to international levels, and 
the cars are too. Long may it continue, with support 
from the likes of Total, Sasol and the manufacturers 
involved. And of course, those privateer teams that 
are the lifeblood of the sport.

Th e next Sasol Rally Championship round is 
the Sasol Rally in Mpumalanga on April 19 to 20. ■

The Ups and Downs of Rallying

VW’s star crew Kuun and Hodgson unfortunately fl ew even higher a few minutes later in 
the KZN cane fi elds.
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