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By RogeR HougHton

The current mini credit 
boom being enjoyed by the 
South African economy is 
to be of a fairly short dura-
tion – six to nine months 
– according to leading 
economist George Glynos, 
of Econometrix Treasury 
Management (ETM). He was 
speaking at a media briefing 
organised by Transunion 
Auto Information Solutions 
in Midrand recently.

Transunion Automotive, 
in conjunction with ETM 
has jointly developed a very 
interesting consumer credit 
index which tracks a wide 
variety of factors and it is in-
teresting to see how closely it 
follows trends in NAAMSA’s 
new vehicle sales graph.

This is the tool that 
Glynos used to highlight 
economic trends in the past 
and that helped lead him to 
his conclusions of a probable 
economic slowdown in SA 
from mid 2013.

Glynos said the qual-
ity of growth being enjoyed 
currently was unlikely to be 
sustained in the longer term 
and pointed to mid-2013 as a 
danger period in terms of the 
beginning of an economic 

downturn. He said economic 
sustainability depended to 
a great extent on high pro-
ductivity and this was not 
the case in South Africa 
at present and the present 
mini-boom was being led 
by finance houses extending 
credit.

However, he said the 
coming wave of inflation, 
fuelled by increases in the 
prices of fuel, electricity and 
water as well as the e-tolling 
are going to eat into house-
hold funding and deplete the 
amount of money for buy-
ing new capital items such 
as cars.

Glynos explained that 
the global economic and fi-
nancial playing fields had 
changed dramatically since 
the melt-down of 2008 and 
governments were now 
directly involved. in mon-
etary matters, not least of 
all to fulfil political prom-
ises. This was particularly 
the case in the European 
Union as stronger countries 
tried to prop up the weaker 
members.

“The economies of 
Japan, the United Kingdom 
and the United States have 
not recovered from the glo-
bal crunch and are in a far 
worse position than before 

the crises of 2008, while 
Germany has its own set 
of problems as it still has to 
recapitalise its banks,” ex-
plained the economist.

“Japan, a country that 
used to enjoy huge trade 
surpluses, is now in a deficit 
situation, which is very wor-
rying. It is not only a major 
global economy but also a se-
rious player in the global mo-
tor industry, where the big 
Japanese motor companies 
are all battling to be globally 
competitive due to the strong 
yen.

“All that is happening 
is that the central banks are 

continuing to give monetary 
support with no sign of a 
turnaround to signal a recov-
ery. The equivalent of 15 tril-
lion dollars has been printed 
in the past two years and this 
has done nothing more than 
paper over the cracks,” said 
the MD and Chief Economist 
of ETM.

“South Africa is certain-
ly not an island in the current 
word and is certain to be af-
fected by changing global 
economic circumstances, as 
well as having its own chal-
lenges such as rising inflation 
and comparatively low pro-
ductivity,” said Glynos. ■

Current Mini-Boom Expected to be of Short 
Duration According to Leading Economist

Leading economist George Glynos of Econometrix 
Treasury Management (ETM).

http://www.autolive.co.za
mailto:stujohn%40autolive.co.za?subject=
mailto:houghtonr%40mwebbiz.co.za?subject=
mailto:bruno.lupini%40gmail.com?subject=
http://www.autolive.co.za
mailto:danie%40marketingss.co.za?subject=
http://www.nags.co.za


Subscribe for free @
www.autolive.co.za Page 3

To advertise in  contact

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

Editor’s Note
By the time the next edition of 
AutoLive reaches you we will know 
whether those Magic Kingdom-like 
structures that adorn Gauteng’s 
freeway system will be operation-
al, and adding yet more financial 
burden to the bulk of this coun-
try’s motorists. Not content with 
two massive hikes in fuel prices in 
the past few months, we are brac-
ing ourselves for an additional cost 
of 30c per kilometre to be added to the so called privilege of using 
a motorway system that, one suspects, was upgraded largely to im-
press, rather than serve the needs of the people who live here.

It was hardly a coincidence that the highway improvement 
scheme was set to be finished in time for the World Cup of just 
under two years ago. It’s great when lane closures aren’t in place 
to finish the job some two years later. But is it great enough to 
warrant an additional 30 c a kilometre? Take an average commute 
for the people who live in Pretoria but work in Jo’burg. At a con-
servative 100 km daily commute to and from work for the bulk of 
those people on the N1 and M1, that translates to around R660 a 
month. So the proposed monthly cap of R550 will be a formality.

With an increase from around R10 a litre to the R11 a litre 
mark in two recent fuel price hikes, and given an average fuel con-
sumption of around 10 litres/100 km, that means in fuel bills and 
toll costs, the extra cost masterminded by our government for the 
Pretoria- Jo’burg commuters amounts to around R770 in total. 
Not a bad little haul for the so-called government of this so-called 
democracy.

If any government with a sophisticated electorate had tried to 
foist this kind of system with all the hallmarks of incompetence 
and corruption for which our rulers are becoming world famous, 
it would be out on its ear, come next election time.

Sadly here, it seems the ANC will be content to push things 
to the very brink of revolution before it acknowledges any kind 
of accountability. As one Randburg resident opined in a SAPA-
conducted street survey published on Page 7 of this edition, “if 
they can’t even sort out electricity bills, why should I trust them 
to manage the toll billing correctly?”

Like that man from Douglasdale, I’d be tempted to take my 
chances too, at least for now. But if that R1,70 a kilometre “penalty 
charge” (laughable at sounds), does come into being, then like all 
the rest, I’ll soon be scurrying off to get my tollgate tag.

Stuart Johnston,
Editor
stujohn@autolive.co.za

Infiniti, the luxury automotive marque 
from Japan, last week announced that it 
will once again sell its range of sedans, 
coupes and cross-overs in South Africa 
from June 2012. 

Already a competitive contender in 
countries around the world, the –re-intro-
duction of Nissan’s luxury performance‘ 
brand to South Africa is unique to the 
African continent.

Although Nissan issued a statement 
this week that this would be the first time 
Infiniti would be introduced here, it is 
true that in the early 1990s Nissan sold a 
handful of Infiniti Q45s here, although the 
brand disappeared soon after its introduc-
tion and only about 20 examples were sold. 
The big problem was that the Inifiniti was 
subject to prohibitive import taxes which 
set its price at R360 000, which was very 
firmly in Merc S-Class territory then.

Some 18 years later, Nissan SA 
Managing Director Mike Whitfield is de-
lighted by this latest development: “We are 
thrilled to be bringing Infiniti to South 
Africa” says Whitfield, “and we are confi-
dent that it will be as successful here as it is 
in many other regions around the world.”

Infiniti is the luxury automotive brand 
from Japan with a model line-up of sedans, 
coupes, SUVs and crossovers featuring ex-
hilarating performance, emotive design 
and cutting-edge technology. Initially, the 
Infiniti model range for South Africa will 
comprise the highly distinctive Infiniti 

FX performance SUV, EX luxury com-
pact SUV, the Sporty G Coupe, the spir-
ited G Cabriolet and the unique Infiniti M 
luxury sedan.

Infiniti enthusiasts will be able to 
purchase and service their vehicles at 
Infiniti Centres in Gauteng, KwaZulu-
Natal and the Western Cape. The first 
centres will open in Hatfield, Pretoria 
and Melrose Arch, Johannesburg in 
mid-2012, followed by Durban and Cape 
Town, which will open in the fourth 
quarter of this year.

Continued Whitfield: “Infiniti’ de-
livers a unique combination of peace of 
mind, hospitality and driving pleasure. 
Our tagline, ‘Inspired Performance’ illus-
trates that Infiniti cars are so much more 
than machines that move you from one 
place to another. Infiniti has an emotional, 
inspirational appeal, offering a very per-
sonal style of modern luxury for people in-
spired by originality and design who seek 
enriching experiences.”

In South Africa, Infiniti will be 
strengthened by a financial division: 
Infiniti Financial Services, which will fo-
cus on vehicle finance in the luxury market 
and offer innovative products and services 
to both companies and individuals.

The South Africa Infiniti introduc-
tion follows those in Indonesia, Panama 
Malaysia and Singapore last year  , while 
this year will see Infiniti expanding into 
Chile and Australia. ■

Return of Infiniti

Inifiniti’s luxury SUV is a quality looker.
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AutoLive, a convenient e-zine delivered twice a 
month, is the best way to keep up to date with news 
and views about all facets pertaining to the South 
African and international motor industries.

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

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

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

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

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

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

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

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

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

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

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

Why you should advertise in Autolive

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

The Chairman of the Volkswagen Group South 
Africa, Hubert Waltl, turned the first sod at the site 
of the new loveLife Youth Centre in KwaNobuhle, 
Uitenhage.

The R20 million loveLife Youth Centre aims to 
make a meaningful impact in the lives of the youth 
of the Uitenhage area. It will offeryouth specialised 
counselling services and also provide support to 
teenagers and parents. Additionally, it will have out-
reach programmes covering nearly 20 000 young 
people annually in the 20 surrounding schools.

The centre is Volkswagen South Africa’s 2010 
World Cup legacy project and is funded through 
a donation from Volkswagen AG.It will be man-
aged by loveLife. The centre is scheduled to open on 
World AIDS Day, 1 December 2012.

At the sod-turning, Volkswagen Group South 
Africa MD, David Powels said: “Volkswagen Group 
South Africa and Volkswagen AG believe the centre 
will have a meaningful impact on the community of 
KwaNobuhle and the surrounding areas for future 
generations.”

About loveLife: loveLife programmes are 
in partnership with more than 200 community-
based non-government organisation, 5 600 schools 

and 500 government clinics spread across South 
Africa. loveLife has established 19 Youth Centres 
nationwide. A loveLife Youth Centre is a multi-
purpose centre for young people offering access 
to HIV/Aids testing and counselling. It facilitates 
access to appropriate medication. In addition it 

provides recreation and sports programmes as 
well as life skills and educational support to the 
youth of South Africa. The Youth Centres provide 
career guidance, public speaking and the promo-
tion of a healthy and positive lifestyle to future 
generations. ■

From left to right: David Powels, Managing Director of Volkswagen South Africa, Lazola 
Ndlaziwana, Chairperson of NUMSA Shop Steward Council, Hubert Waltl, Chairman 
of Volskwagen Group South Africa, Zanuxolo Wayile, Executive Mayor of the Nelson 
Mandela Bay Metropolitan Council, Ward Councillor Nomsa Booi, Grace Matlhape, CEO 
of loveLife Trust, and Mpho Makawana, Chairman of loveLife Trust.

VW SA’s Sod-turning for New loveLife Youth Centre in KwaNobuhle
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By RogeR HougHton

The used vehicle market enjoyed growth of approxi-
mately 10-12% in the first quarter of 2012, according 
to Mike von Höne, CEO of vehicle risk intelligence 
company TransUnion Auto Information Solutions. 
He was speaking at his company’s bi-annual auto-
motive trends forum in Midrand recently, with the 
audience made up of motor and associated industry 
representatives.

“Looking at first quarter numbers 2012 has 
started in a very positive fashion for new and used 
vehicle sales,” said Von Höne. “The growth in used 
vehicle sales compares favourably with increased 
new vehicle volumes of around 7% at the end of 
February.”

The company bases its used vehicle sales data 
on a combination of used vehicle financial registra-
tions obtained from SA’s leading vehicle finance 
houses, verification of enquiry volumes and the 
growing number of subscriptions to TransUnion 
Auto Dealers’ Guide.

Meanwhile the rate of decline of used vehi-
cle prices, which had been quite marked in the 

last quarter of 2011, appears to have slowed in 
the first three months of this year, with dealer re-
turns to TransUnion showing dealers achieving 
stronger prices.

New vehicle price inflation, which had ex-
perienced its first significant increase in the last 
two quarters of 2011, is expected to remain rela-
tively low in 2012. Given continued Rand strength 
TransUnion does not anticipate further significant 
new vehicle price increases in 2012, while manufac-
turers will continue to offer attractive deals to sup-
port consumer demand.

Von Höne said the average ratio of new to used 
vehicles financed had remained relatively stable in 
2011 at around one new vehicle for every 1,77 used 

vehicles financed, but the ratio had changed to one 
new vehicle for every 1,95 used vehicles financed in 
the past four months.

“Market sentiment is steady and volumes are 
improving with around 40 000 to 45 000 used vehicle 
contracts being signed each month,” said Von Höne.

“Looking ahead we expect growth of about 
8–10% in both the new and used vehicle markets 
as the result of continued recovery in consumer 
financial health and increased bank appetites to 
lend money, together with a low interest rate envi-
ronment and renewed customer interest driven by 
ongoing replacement demand.”

However, Von Höne cautioned that this sce-
nario could change given the uncertainty and vola-
tility in the global market and rising cost pressures 
in SA, together with a downward revision of GDP 
growth to 2,7%.. (See separate article on the opin-
ion of George Glynos, MD and Chief Economist of 
Econometrix Treasury Management, on the future 
economic situation globally and in SA.). ■

Strong Growth in Used Car Sales

Used sales strong, according to Mike Von Höne.

Meanwhile the rate of decline of 
used vehicle prices, which had been 

quite marked in the last quarter of 
2011, appears to have slowed in the 

first three months of this year, with 
dealer returns to TransUnion showing 

dealers achieving stronger prices.

“Looking ahead we expect growth 
of about 8–10% in both the new 

and used vehicle markets ...”
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Q:  Before Easter you said you were hoping for a 
quiet long weekend. How did it pan out?

PH:  Well, I guess we did get lucky, if you want to use 
that sort of terminology. We had two fatalities 
in the area we patrol, which is the second low-
est figure I’ve experienced in the past 29 years. 
But that is still two lives lost too many.

Q:  What was the traffic volume like?
PH:  Traffic volumes were unusually low and there 

were a number of reasons for that. Chief 
amongst these was the fact that the school 
holidays ran before Easter, so lots of people 
went down a week or more earlier, so we didn’t 
have the normal build-up we have between 
Thursday lunch-time and Friday mid-day, 
with people heading down to the coast.

PH:   The kind of volumes we normally experience 
are 3  000 vehicles per hour passing through 
our base point at the top of Van Reenen’s. This 
year, the peak we had was around 1 740 vehi-
cles per hour.

PH:   Then, on the return trip, we found a lot of 
the people who went away for the school holi-
days left for Jo’burg on the Sunday, rather than 
enduring the big rush home on the Monday. 
But things were a little heavier on Monday, the 
peak being 2 400 vehicles an hour.

Q:  So it was a quiet time on that first Thursday?
PH:  It was, but not for a good reason. We had a 

truck with a chemical tanker catch fire and 
burn out on the Jo’burg side on the N3, and 
both incoming and outgoing traffic was closed 
down for over five hours.

PH:   What happened, a wheel bearing on the 
tanker-trailer had seized, overheated and set 
one of the tyre on fire. The truck driver man-
aged to unhook the horse and drive that to 
safety, but he didn’t have sufficient fire extin-
guishers to deal with the tanker fire, and it 
completely burnt out. The blaze was amazingly 
intense.

PH:   People were stuck solid, with the stationary 
vehicles backed up for some 20 km! Of course, 
frustration levels increase dramatically with a 
delay like this, so we had a number of bumper 
bashings, which we sorted by towing the vehi-
cles out of the way.

PH:   To establish a route past the fire the authori-
ties eventually cut holes through a farmer’s 
fence either side of the tanker and directed the 
traffic past, but only light traffic, as the trucks 
couldn’t go through on the dirt.

Q:  What does a hold-up like that do to driving 
standards?

PH:  Oh, people take chances after that. Many of 
them have fixed plans to be at a certain place 
by a certain time and they aren’t going to 
meet those deadlines. We had people turning 
around and going via Newcastle.

Q:  What were driving standards generally like?
PH:  We noticed many people driving without 

front number plates, so they could speed with-
out the cameras picking them up. In fact this 
seems to have become standard procedure for 
many of our so-called drivers. I had trucks 
and taxis doing over 150 in an 80 zone, which 
I measured with a GPS and a video camera in 
my car.

PH:   A lot of the regular drivers seem to know 
when the traffic officers have a shift change and 
it’s good to speed, as we noticed the pace of lots 
of cars picking up during this period.

Q:  Presumably these are the regulars on the 
route?

PH:  I would say so, yes. Conversely the ordinary 
family drivers seem to have improved, the 
standards of courtesy and sticking to the speed 
limit was quite good.

Q:  What about truck drivers?
PH:  Sadly, things can still improve a great deal. One 

of the problems we face at the moment is that 
there’s a huge delay at the Durban Harbour for 
the collection of containers. We have a situa-
tion where truck drivers are forced to queue for 
three to four days at the harbour in order to col-
lect their loads. And they have to shift forward 
in the queue every hour or so, which means 
they don’t get proper sleep for four days. Then 
you have these drivers finally collecting their 
loads and driving straight back for Jo’burg in 
a fatigued state. There are some plans afoot to 
solve the situation and I hope they work.

Q:  What’s next for the Community Medical 
Services crew?

PH:  This long weekend coming up in a week’s time. 
In effect it’s a four-day weekend, if people take 
the Monday off, and in fact we are thinking 
this might be the “real” Easter weekend. We’ll 
be there on the pass from Thursday, returning 
the following Wednesday. So keep your fingers 
crossed. ■

Van Reenen’s Report-Back
In AutoLive 20 we interviewed Philip Hull of Community Medical Services 
on his Van Reenen’s Project, which has been on-going for the past 
29 years. This issue we follow up on the weekend he and his group of 
volunteers experienced at the top of the notorious pass, halfway between 
Jo’burg and Durban.

A burning chemical tanker caused delays for up to five hours on the N3 over Easter.

We have a situation where truck 
drivers are forced to queue for 

three to four days ... they have to 
shift forward in the queue every 

hour or so, which means they don’t 
get proper sleep for four days.
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Road safety specialist and long-time opponent of 
the Gauteng Freeway Improvement Project tolls, 
Rob Handfield – Jones, has reacted with shock to 
the published e-toll tariffs, calling them “extortion” 
and “economic terrorism”.

“According to the tariffs published by 
SANRAL, a so-called ‘alternate user’, being some-
one who isn’t registered with SANRAL [currently 
over 90% of Gauteng motorists], will have to pay up 
to three times more to use the GFIP roads than a 
registered user,” he said. “The Minister of Transport 
has shown himself to be entirely out of touch by 
approving these outrageous rates in the face of 
overwhelming public opposition to e-tolling. It is 
outright extortion. It is economic terrorism. It is 
SANRAL telling citizens: capitulate and register 
with us or we will bankrupt you.”

Handfield – Jones, who was one of the first to 
alert the public to the financial hardship that await-
ed them if the GFIP e-tolling system went ahead, 
urged motorists not to fit e-tags and to register their 
support for the court challenge to the system by 
visiting the Opposition to Urban Tolling Alliance 
website at www.outa.co.za.

“The story of e-tolling is the story of the laws 
that SANRAL has broken, flouted or re-written 
to suit its agenda,” he commented. “Few of their 
actions meet the standards of inclusiveness our 
democracy demands. The result is a R30 billion 
scandal which rivals the arms deal in deceit and 
under-handedness,” he concluded.

Meanwhile, SAPA (The SA PRESS ASSOCIA-
TION) reports that last Thursday, Gauteng’s e-toll 
registration outlets were virtually empty with few 
people no-one registering for e-tags, despite the 
looming April 30 deadline, when the tolls are due 
to go live.

The bright orange e-toll registration outlets, 
operated by the SA National Roads Agency Ltd, are 
in shopping malls and alongside highways across 
Gauteng for motorists to register for discount toll 
fees.

Yet, despite being staffed with three to five 
cashiers and a branch supervisor, outlets had no 
customers. At one, a cashier was painting her nails 
while another was reading a magazine.

Some outlets also had self-help computers for 
those who didn’t need direct help, flat screen televi-
sions sets and comfortable chairs in anticipation of 
the queues.

At Maponya mall in Soweto, human resources 
consultant Tshepo Tsotetsi was the only registration 
in an hour.

He said: “I registered my wife and myself with a 
heavy heart. I don’t want to break the law and I use 
the highways all the time getting around for work.

At Cresta centre in Randburg, the e-toll outlet 
was empty, despite three cashiers waiting for cus-
tomers. Businessman Tertius Barnardt, who uses 
the post office next door daily, said he had never 
seen anyone inside.

“Yesterday I took a pamphlet from a woman 
handing them out at a traffic light,” he said, “she was 
so delighted and surprised that I was even prepared 
to take one.”

Barnardt said he was still unsure if he would 
register.

“In Gauteng, we are up to our necks in fees and 
taxes,” he said

“Where is the money for this going to go?”
Lwando Malotana, a training consultant 

from Randpark Ridge, said he was hoping the 
whole project would be scrapped before he had to 
register.

“I watched what happened with the national 
strike in March and I have been following the de-
bate with interest,” he said, referring to the pro-
test against e-tolling by trade union federation 
Cosatu.

“I will wait and see and maybe register just be-
fore the tolls go online.”

San Ridge Square in Midrand was busy on 
Thursday, the parking area full, but the e-toll 
outlet empty. This area would be heavily affected 
by the e-tolls on the N1, which links the area 
with Johannesburg and Pretoria. At this e-toll 

outlet, five staff chatted with each other to pass 
the time.

“Maybe it’s time people started using public 
transport.”

Stephen Maupi, a credit controller for a cell-
phone company, said he commuted from Randburg 
to his office in Midrand, and constantly moved 
around Gauteng visiting stores.

“In South Africa these things are proposed 
and then we just have to pay. I would like to know 
more about this Austrian company that has been 
involved with the e-tolls and where the money from 
all of this is going to go.”

Michael Mafagane, a maintenance worker 
commuting weekly from Pretoria to Midrand, said 
he welcomed the move to exempt public transport 
from e-tolls.

“There are a lot of cars with just one person in 
them driving on this highway. This is one way of 
cutting down the traffic on our roads.”

At Benmore shopping centre, three cashiers 
watched the clock until going-home time. The mall 
was busy but nobody was at the e-toll outlet.

Douglasdale retiree Robin James had no inten-
tion of registering for the e-toll.

“If the authorities can’t get an electricity bill 
right, why would I give them access to my bank ac-
count for the e-toll?” he asked.

“No, we have had enough. Sanral can send me a 
bill – if they can find me.” – Sapa ■

E-Toll Tariffs ‘Economic Terrorism’

At the Rand Easter Show, which ended this past Sunday, the e-tag stand was one of the 
quietest of all, despite fantastic crowds at other parts of the 10-day event.
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Hyundai, which was a little known South Korean 
vehicle manufacturer in most regions of the world 
until about 20 years ago when it started to expand 
internationally, is truly on a march now. Together 
with its affiliate, Kia, it is now the fifth largest motor 
manufacturer in the world and has been the fastest 
growing automotive brand in the world for the past 
two years.

The Hyundai Motor Group sold 6,5m vehicles 
last year, made up of about 4m Hyundai’s and 2,5m 
Kia’s. This put it into fifth place on the global ta-
ble, behind General Motors (9,02m),. Volkswagen 
Group (8,16m), Renault-Nissan alliance (8,03m) 
and Toyota (7,9m).

It is not only in terms of unit sales that the 
Hyundai Group is accelerating the pace. It is also 
faring very well in the all-important brand value 
rankings. Here it is in ninth position, but impor-
tantly its brand value is growing much faster than 
the Japanese rivals on which it currently focuses 
much of its attention, being Toyota and Honda.

Toyota is still the world leader in brand value, 
followed very closely by Mercedes-Benz and BMW. 
Honda is fourth, ahead of Volkswagen, Ford, Audi 
and Hyundai, with Porsche and Nissan filling 10th 
and 11th positions. However, what is impressive 

is that Hyundai grew its brand value by 15% be-
tween 2009 and 2010 and by a further 20% in the 
following year.

In contrast Toyota’s brand value dropped 8% 
in 2010 to a negative 16% and recovered by 20% in 
2011, but this only took it to 5% positive growth as 
it refocused from the brand value damage caused 
by its massive vehicle recalls and the effects of the 
tsunami and earthquake in Japan and the floods in 
Thailand. Honda’s brand value did not drop as far 
as Toyota’s in percentage terms but hardly improved 
between 2010 and 2011.

The Korean group is also doing well finan-
cially, with a 10,4% operating margin last year, 
which was the highest among the global top 5 and 
only surpassed by the 11,7% margin of luxury car 
maker BMW.

Hyundai’s success is coming from the in-
troduction of a spate of stylish models at afford-
able prices, helped by hard-working Koreans and a 
cheaper currency.

It is now investing heavily to improve design 
and create a luxury halo around the brand al-
though customers are not queuing up to pay more 
because it’s a Hyundai or Kia. In its bid to develop 
a range of stylish cars Hyundai poached ex.-BMW 

designer Christopher Chapman to head its US de-
sign centre, while Kia hired Peter Schreyer, a former 
Volkswagen/Audi designer.

A senior executive says it wants to shed the im-
age that Hyundai makes cheap cars and wants to be 
viewed as a premium car brand. For instance, the 
Korean firm recently stocked its main local dealer-
ships with premium foreign cars from Mercedes-
Benz, BMW and Lexus so customers could test 
drive and compare directly with Hyundai’s cars and 
its much-improved levels of quality.

Hyundai chairman Chung Mong-Koo is cred-
ited with leading the quality transformation since 
he took over in 2000. He has also learned from 
Toyota that it can be costly to chase volume without 
ensuring quality levels keep pace. Chung report-
edly said Hyundai does not need to build more 
than 8m vehicles a year saying the focus must be on 
qualitative growth.

Hyundai is very quick to respond to any 
quality glitches using a 24/7 “quality situation 
room” so ensuring it does not suffer the reputa-
tional damage Toyota experienced when it was 
slow to respond to huge numbers of safety is-
sues in the US in 2009/2010. In fact, Hyundai has 
passed Toyota on a JD Power ranking of initial 
quality with fewer problems per 100 cars than the 
Japanese giant.

Hyundai, ,which was established only 45 years 
ago, is very advanced in terms of manufacturing 
technologies and operates the largest single, inte-
grated plant in the world in Ulsan. It has the capac-
ity to build 1,6-million vehicles annually.

The company is now looking to move its cus-
tomer service levels levels even higher and has its 
dealers going to top-line hotels and designer shops 
to see the pampering expected by demanding cus-
tomers in the top end of the market. This is being 
done so they can extend these actions and attitudes 
to the people working in the dealerships.

Yes, Hyundai has certainly moved on since its 
early days when the Accent small car was called 
the “Accident” and the boxy 7-seater Trajet people 
mover was nicknamed the “Tragic” by detractors of 
the brand.

In South Africa, Hyundai has been selling 
cars (and later commercial vehicles) since 1994. In 
2012 it won the coveted South African Motoring 
Journalists Car of the Year title with its Elantra in-
troduced in mid-2011. In the passenger car market 
it is challenging Toyota for the second position in 
sales, behind long-time passenger-market leader 
Volkswagen. ■

Hyundai Group on the Quick March
A Special Report

On a premium quest. Hyundai recently revealed these teaser pics of its up-coming 
Santa Fe SUV.
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Q:  Rob, How long have you been modifying cars?
RG:  I started when I was about 10 years old, when 

I pulled half of the exhaust off my mother’s 
Mazda 323, just to make it sound better.

Q:  What was the first supercharged conversion 
you did?

RG:  That was in the mid-to-late 1980s. It was a 
Toyota 4-Y four-cylinder, in a Hilux bakkie

Q:  Why supercharging rather than turbo?
RG:  The biggest thing, especially then, was heat 

build-up, and getting flanges to seal on turbo 
cars. You didn’t have those problems with a 
supercharger. And there were oil return prob-
lems with turbos; they’d often run dry of oil 
and wreck the internals.

Q:  What cars did you start out with in volume.?
RG:  We had a kit for the M50 BMW six-cylinder 

motor, and we fitted them to the Z3s and the 
M3 E36 series Beemers.

Q:  You’ve gone into electronic tuning and ex-
haust tuning as well.

RG:  Ja, prior to the supercharging, we manufac-
tured exhausts ourselves, did microchip tun-
ing, but we had limited information. Later on 
it has developed to where we use the Uni-Q 
piggy-back system. We also gas-flowed a lot of 
cylinder heads.

Q:  What sort of volumes have you done, in the 
supercharging field?

RG:  It runs into many hundreds.
Q:  Has the market turned, in that less people are 

modifying vehicles? I believe RGMotorsport 
has a strong servicing division as well at your 
Strydom Park headquarters.

RG:  We’ve always had a strong servicing division 
and we are concentrating on that more than 
ever.

Q:  You’ve guys have always been busy.
RG:  We are fortunate in that we are always fully 

booked. As far as aftermarket performance 
work goes, it is tougher, there’s more competi-
tion, and I think people think more carefully 
about modifying a vehicle with the increase in 
fuel prices.

RG:   Regarding supercharging, if you drive the 
car as you would when it was non- super-
charged, you can actually get an improvement 
in fuel consumption. But most people use the 
extra performance.

Q:  Is concentrating on SUVS like the FJ Cruiser a 
new departure for RGM? You made your repu-
tation on hot BMW M3s and the like, as well 
as the Nissan 350Z.

RG:  The FJ is one of the Big Five as far as SUVs are 
concerned for us. We did many Navara con-
versions, and Toyota was fair. And we are do-
ing more Toyotas. But there is an off-the-shelf 
TRD supercharged conversion for Toyotas.

Q:  So what makes RGMotorsport kits special?
RG:  What makes us special is that we offer a two-

year/100 000 km warranty on the kit. We also 
have full support and back-up as far as spares 
are concerned.

Q:  What sort of volumes are you doing right 
now?

RG:  We have a few FJ Cruisers lined up for our 
conversion. We’ve done six supercharged kits 
for the V8-enginedM3, and we have had an ap-
proach from a country abroad to supply kits 
for the FJ. And we’ve just completed a kit for 
the C63 Mercedes V8, with just short of 900 
Nm of torque and 600 kW.

RG:   Today we also have a bolt-on low-cost con-
version that is suitable for all the older BMWs, 
E46 series 320, 323, 325 and 330i models. 
There’s no lowering of the compression ratio, 
and we will come in at slightly under 300 kW, 
and with a complete package we will come in 
at around R75 000.

RG:   It’s a beautiful kit, it has the latest technol-
ogy regarding liquid charge intercooling, we 
haven’t dropped our quality. ■

The State of Tune
Rob Green has been in the tuning business for over a quarter of a century, 
along with his brother Steve, and for most of those years he’s concentrated 
on supercharging. We asked him how the modification business has 
changed over the years and just how healthy the tuning business is 
right now.

Rob Green with one of his many 
supercharged conversions, in this case an 
unlikely Lexus IS250.

Rob Green converted six V8-engined E90 Series M3s like this one. They would 
wheelspin into fourth gear at over 200 km/h!
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To advertise in  contact

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

For an investment of just under R90  000, 
RGMotorsport will work some supercharged magic 
on the recently-introduced Toyota FJ Cruiser.

A claimed increase in power to 330 kW from 
the 4,0 litre V6 means some seriously sporty per-
formance for the big, 1 90 kg kilogram FJ.

The zero to 100 time drops to 7,17 seconds at 
Reef altitude, thanks to a supercharged ppower to 
weight ratio of 170 kW per tonne. And top speed, 
academic though it is for a vehicle like this, is a 
tested 233 km/h.

The RGM objective is to enhance performance 
without compromise. So, the makers claim, the FJ 
is free of any spluttering, surging, hunting and gen-
eral misbehaviour. In fact, apart from a hum from 
the belt-driven supercharger at idle, you wouldn’t 
know it is non-standard in any way. However, on 

the throttle, that hum turns to a determined whine 
and the exhaust note rises to let you know that the 
horses have been let loose.

While the conversion is a bolt-on, thorough 
research and development (from initial CAD de-
sign to foam and superwood mock-ups) is part of 
the process resulting in an underbonnet layout 
which is almost of factory fit and finish levels. 
Randburg’s super-tuner has also been able to call 
on vast experience with this 200 kW dual VVT 
version of the 4.0-litre V6 petrol engine as used in 
the Prado and also in Fortuner and Hilux (in sin-
gle VVT form) to come up with the same level of 
long-term durability. For example, the conversion 
incorporates a dedicated cooling system which 
lowers the intake temperature significantly via an 
air to water intercooler. This ‘chargecooler’ is the 

secret to making consistent horsepower irrespec-
tive of operating conditions.

Each engine is fitted with the acclaimed 
Unichip piggyback computer, enabling a skilled op-
erator to tailor the engine’s electronics on a rolling 
road dynamometer for the best mix of performance 
and fuel efficiency.

A complete Supercharged conversion to an FJ 
Cruiser costs R89 000, including a comprehensive 
six month and 20  000 km warranty (upgradeable 
to three years/100  000 km). However, the conver-
sion cost will be significantly lower if the customer 
already has a RGM Stage One fitted, as a number 
of components – specifically the big-bore stain-
less steel exhaust and Unichip – will already be 
in place. ■

Turning an FJ Cruiser into a Bruiser

Near factory level of underbonnet neatness is a hallmark of RGM Supercharged conversions.
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By StuaRt JoHnSton

In fact, the Diva has some attributes that appeal to 
my stereotypical male orientation, chief amongst 
these being the snortingly vocal induction system 
on the 1,5-litre four-cylinder motor.

Plant your right foot carpet-wards (I only 
remembered about the much-vaunted “heel 
protection” on the Diva-specific mats when re-
searching the details for this piece) and you are 
rewarded with a snarl quite reminiscent of an old 
Cortina GT 1,5-litre engine equipped with Weber 
side-draught carbs.

In fact the power output at 77 kW is about what 
a very highly-tuned old Ford pre-crossflow modi-
fied motor could manage. The difference is that the 
Terios does this with 140 Nm of torque, and the 
ability to sip fuel at a rate of under 9,0 litres/100 km 
is about 50 per cent better than what a hot old gen-
eration motor could manage.

The secret to this is variable valve timing, a 
multi-valve cylinder head, and of course sophisti-
cated fuel and ignition management.

Price-wise, the stock Terios 4X2 weighs in at 
R229  995, while the Diva costs R244  995. So for 
your extra R16-k, the most substantial bit of kit you 
get is an in-built navigation system with a reverse 
camera, and judging by what the “premium” boyos 
charge for these options, this alone makes the Diva 
worth the extra bucks.

As for being the car that women want, there is a 
lot going for it in this regard. The Diva stitching on 
the seats apart, women love the elevated seating po-
sition, and the short wheelbase of the stock model, 
which makes this car so manoeuvrable. And men 
like it too, for exactly the same reasons.

Men will not enjoy the slight vagueness regards 
steering accuracy and body-roll control, but they 
will enjoy the fact that the car is rear wheel-drive, 
which means on dirt road the odd power slide can 
be indulged.

Another standard feature that both sexes will 
appreciate is that the fifth (luggage compartment) 
door is hinged on the right side, swinging open lat-
erally, and this makes loading really easy, despite 
the fact that the spare wheel is located on the door.

The boot is really big for a car of this size, and in 
the Diva, a “boot organiser” bag is included, which 
is a sort of hard-back extra heavy duty Woollies 
shopping bag that resides in the luggage area. 
There’s another Diva-specific junk organiser hung 
on the backrest of the driver’s seat to contain those 
items that roll around inside a car and can drive 
you crazy.

It’s a fact that this Diva-spec model costs a little 
more than the seven-seat 4X2 model, but I prefer 
this model, as it looks so much cuter. I like the hon-
esty of the Daihatsu package, and the feeling of reli-
ability you get with it.

So, yes, women will want this car, and I didn’t 
mind taking it out at night, when those Diva decals 
were less visible. ■

Driving the Car that Women Want
I’m not sure whether it was coincidence or not but a week after publishing the story on the car that women want, 
Daihatsu offered me a test drive in the Terios Diva. I remember being offered a pink Vespa for test back in the 
1980s and being really embarrassed about it, but I have to say that the delivered Diva, with pearl-white paint that 
included colour-coded bumpers and discreet Diva decals, was not as testosterone-quenching an exercise as I 
had feared.

A trio of Bulls Babes Divas with Daihatsu’s namesake.
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The new Authentique version of 
Renault’s stylish Fluence range weighs 
in with a seriously competitive price. 
At R189 900 it is just R4 000 pricier 
than the budget Toyota Corolla 1,3 
Impact, and offers an 81 kW 1,6-litre 
engine against the Toyota’s 74 kW 
1300 motor.

Compared to models in its own 
stable, the Authentic is R15  000 
cheaper than the next model up the 
pecking order, the Expression, and 
doesn’t lose out much in the way of 
substantial equipment.

Deleted from the Authentique’s 
spec are the Tom Tom navigation sys-
tem, and front fog lamps, while 15-
inch steel wheels and plastic hubcaps 
replace the 16-inch alloys enjoyed by 
the Expression.

The Authentique comes with 
six airbags, air-con, a basic-spec au-
dio system, electric window lifts, 
and most of the other niceties you’d 

expect as standard in a C-segment 
sedan.

It boasts respectable perform-
ance with a sea-level 0-100 km/h time 

of 11,7 seconds and a 185 km/h top 
speed, these being pretty average for 
the class, but good value in a car of 
this size for this little money.

Most impressive is the five-
year/150 000 km warranty and five-
year/100 000 km service plan, which 
are included in the price. ■

New Budget Renault Fluence

Budget Fluence identified by its steel wheels and plastic caps.

At a press conference hosted by Bridgestone 
Corporation and the New York International 
Auto Show, the Mercedes-Benz S 250 CDI 
BlueEFFICIENCY was declared the 2012 World 
Green Car.

The Mercedes-Benz S 250 CDI BlueEFFI-
CIENCY was chosen from an initial entry list of 
23 new vehicles from all over the world, then one 
of the three finalists: the Mercedes-Benz S 250 CDI 
BlueEFFICIENCY.

This is the second time in World Green Car 
history that a Mercedes-Benz technology has won 
this prestigious honour. The Mercedes-Benz E 320 
BlueTEC technology was the 2007 World Green Car 
winner.

The world’s most economical luxury saloon 
– the new S  250 CDI BlueEFFICIENCY – has an 
output of 150 kW and achieves a fuel consump-
tion of only 5.7 litres per 100 kilometres (NEDC), 
corresponding to CO2 emissions of 149 grams per 
kilometre. ■

Mercedes-Benz S 250 CDI BlueFFICIENCY 
Declared 2012 World Green Car

Small-engined S-Class wins Green award.
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The engine in the new Mercedes-Benz SLK 55 AMG 
is a technological marvel that combines the muscle 
and grunt of a naturally-aspirated big-bore 5,5-li-
tre V8 with consumption and CO2 emissions that 
would have been respectable for a two-litre four-
cylinder engine just a few years ago.

The EC combined figures of 8,4 litres/100 km 
(probably a realistic 10 to 11 litres/100 overall) and 
195 g/km were achieved with some very advanced 
techniques that enable AMG to justify their use of 
a large capacity V8 in a world where engine down-
sizing, in conjunction with turbocharging is seen as 
the way forward.

Cylinder shut off is key to the car’s dual-world 
abilities that sees it capable of a zero to 100 time in 
the mid-four-second range, and a top speed of 285 
km/h (when optioned with the special “Driver’s 
Package, otherwise it is limited to 250 km/h)

When operating on small to partial throttle 
openings, the engine operates as a four-cylinder. 
This is no new thing (the Chrysler Hemi of a few 
years back is a case in point) but the AMG technol-
ogy is much more sophisticated.

Up to 3  600 rpm on small throttle openings, 
cylinders 2,3,5 and 8 are closed down. This is done 

by shutting off oil supply to the hydraulically oper-
ated valve-opening mechanism.

In addition, both fuel supply and ignition is cut 
on these cylinders, but to ensure proper lubrication, 
an additional oil supply keeps these cylinders lubricat-
ed when they are not part of the combustion process.

AMG claims a reactivation time from four to 
right cylinders of just 30 milliseconds when the throt-
tle is cracked open and the driver wants to boogie.

Other hi-tech aspects of the engine include 
continually variable cam-timing which can vary 

the amount of valve-opening lift through a 40 
degree range. The engine also operates on a com-
pression ratio of 12,6:1, extremely high by current 
standards, which also accounts for its high output 
of 310 kW and 540 Nm from a naturally-aspirated 
configuration.

There are numerous technological advances in 
the ears of handling and transmission too on this 
super car, which sells for R975 000, excluding that 
Driver Pack which costs R25 000 but enables a 30 
km/h increase in top speed. ■

Super Hi-Tech Engine for Merc SLK AMG 55

Stunning looks – the SLK 55 AMG.

Merc SLK Engine is ultra-tech.
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By StuaRt JoHnSton

I’ve always had a soft spot for Subarus, like most 
petrol-heads and motoring writers. The cars are 
so left-of-mainstream, with their boxer engines, 
quirky styling and focus on mechanical excellence 
rather than easy-to-engineer add-ons such as I-pod 
connectivity.

Now, along comes the cross-over model 
XV, and suddenly this new Scooby seems to tick 
all the boxes that the Koreans are attending to, 
while still providing the quintessential Subaru 
experience.

Launched here just over a month ago, the new 
car has an interior heading for the plush category, 
rather than the workmanlike cabins we have be-
come used to.

Inside, it’s a soft-touch from the dashboard to 
the armrest window-sill cappings to the console lid, 
and while the interior is in no way cutting edge, it’s 
as if Subaru spent a lot of its R&D money on the 
cabin this time, rather than beefing up the driveline 
to an even more indestructible level.

The interior is also augmented by an eye-catch-
ing 3D information display on the top of the dash 
that is easy to read and controllable by a steering-
wheel-mounted paddle.

Impressive is a standard-fit reversing camera. 
The XV is quite a sizeable car to reverse and the 
camera with its trajectory path highlights makes 
this easy. Also worth pointing out in the fiddly-
parking department, important in a car like this 
often driven by women who spend lots of their time 
in cramped underground shopping mall parking, is 
that the cross-over SUV enjoys a turning circle that 
is very small for its size.

And this car is large in practical areas. The XV 
has rear leg room that puts it up there with the best 
in its class. On the other hand, the luggage capacity 
is not all that impressive, at 310 litres, but it will suf-
fice for most needs.

The XV’s styling is closer to soft-roader main-
stream than preceding Subaru models, but it still 
has trade-mark chunky DNA. While the profile is 
more contemporary in a flowing fashion, the rear 
end is nice and chunky to set it part from the crowd. 
The wheels are 17-inchers, not to my styling taste 
exactly, but they make the car stand out in the park-
ing lot. The front end is quite aggressive, which goes 
with the fact that this car on gravel roads is still 
wonderfully accomplished.

The engine is a new variation of the traditional 
horizontally-opposed four cylinder design, and it 
is wonderfully smooth. While it lacks a bit in the 
low-down torque department, it revs beautifully 

smoothly. Gearing is tall, so if you are in cruise 
mode you let the revs wind up gently on a lightly 
throttle and get into sixth as soon as possible. Drive 
it like this and you can achieve extremely low con-
sumption figures.

We averaged 8,2 litres/100 in our test, which 
included some dirt road sliding about.

Max power is 110 kW, and torque peak is 196 
Nm at 4 200 rpm. So, mommy is going to have to 
learn to work the gearbox a bit when she wants to 
punch it. The gearbox is a bit of a disappointment 
in its rather sloppy-yet-notchy feel, but it does 
the job.

The FB series engine has been freshened with 
friction-reducing internal elements, such as lighter 
pistons and connecting rods. In fact, driving care-
fully you can get the consumption figures down in 
the seven-litres-per-100 bracket on the highway, 
as the car is geared extremely tall, with the engine 
ticking over at under 3 000 at the 120 km/h limit.

This is not an off-roader, but drive the XV down 
a piece of poor quality dirt road and you’ll discover 
that, with 220 mm of ground clearance and seri-
ously sorted spring-damper units, it rates up there 
with the top SUVs.

A very welcome addition to the range, the XV, 
and well priced at R329  000 (the Sat-NAV was a 
R10 000 extra). ■

Subaru’s Class Act

Subaru’s cross-over model XV.

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 15

WEB SURFERS
A survey by the University of Michigan has shown 
that more young adults in the US would rather surf 
the Web than cruise around in a car. This trend is 
apparent in other countries too, including Canada, 
UK, Germany, Japan, Sweden, Norway and South 
Korea where there is a decrease in young drivers 
and an increase in older drivers on the roads.

A third of the licensed drivers in the US were 
under the age of 30 in 1983, comapred with 22% 
now, according to the study. The research also 
showed that about 94% of Americans in their 20’s 
had a licence in 1983 compared with about 84% 
in 2008.

One of the reasons is that it was necessary to 
have a car to interact with friends years ago. Now, 
with Internet and social networking this is no 
longer necessary. ■

NEW VW MOTOR SPORT BOSS
Volkswagen has recruited Jose Capito from Ford in 
the US to oversee its motor sport programme that 
will include a world rally championship challenge 
next year.

Capito had joined Ford in the US in .2001 
and was responsible for its global performance 
vehicle business and motorsport strategy. Capito 
was also a former chief operating officer of the 
Sauber F1 team and replaces Kris Nissen, a former 
Danish racing driver, as head of VW Motorsport 
on May 1.

Nissen was engulfed in a sex scandal during the 
2011 Dakar Rally. He was accused of having sexu-
ally harassed several women involved in the sport 
over the years, including Tina Thorner, of Sweden, 
who had been a co-driver for SA’s Giniel de Villiers 
on several occasions, including the 2006 Dakar 

when they came second in a VW Touareg, which 
was the highest placing by a diesel car on this event 
at the time. ■

VWSA LOSES ExPORT 
VOLUME

Volkswagen SA expects a big drop in its built-up 
vehicle exports this year due to production capacity 
availability in Europe and declining demand due to 
the economic slump.

The coma pony expects to export 51  000 
cars in 2012 comapred to 81  560 units in 2011. 
The Uitenhage plant no longer produces left-
hand drive models, only RHD Polos and Cross 
Polos. ■

TOYOTA SPEEDS UP
Toyota Motor Corporation has announced plans 
to speed up new model introductions and cut costs 
by using more common components.. Under the 
strategy, called the Toyota New Global Architecture 
(TNGA) the company will develop multiple 
models simultaneously to boost the number of 
common parts.

There will also be greater authority for the chief 
engineers and the number of executives involved 
in the design review processes will be slashed from 
the previous 80 to 10 people to eliminate layers of 
decision making. “Toyota’s problem was that it had 
too many filters,” said the recently appointed chief 
designer Tokuo Fukuichi.

Toyota says it will start the new TNGA proc-
ess with three front wheel drive vehicle platforms 
which will cover about half the number of models it 
produces. The company says the NS4 plug-in hybrid 
concept car displayed at the Detroit Motor Show 
gives a hint of the new design direction. ■

WHITE IS SAFEST
Safety experts say white should be the colour of 
choice when buying a car, while dealers say black, 
silver or dark blue cars have better resale value.

A German testing agency said black cars are 
the least visible, even in bright sunshine, followed 
by popular colours such as anthracite and grey. A 
Swedish study said black cars were 12% more like-
ly to be involved in an accident than a white one. 
Bright and vibrant shades of white and yellow are 
the best for visibility.

A New Zealand study showed drivers of brown 
cars were at the highest risk of sustaining an injury 
in a car crash. ■

Snippets

Youngsters prefer this type of driving experience to the real thing.

White, red and black.
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Snippets

DISASTROUS CRASH
A crash while testing at the Paul Ricard circuit in 
France last week has proved disastrous for Toyota’s 
preparations for the Le Mans 24 hour race in June. 
There is no spare TS030 petrol-electric hybrid racer 
at present and the damage is too severe for the car to 
be repaired for the team’s planned debut in the first 
round of the world endurance championship at Spa-
Francorchamps in Belgium in May. ■

MAzDA SQUEEzED
Mazda, Japan’s only unprofitable vehicle maker, 
may be forced to sell assets such as its baseball and 
soccer teams, as well as a hospital and tracts of land 
as it tries to recover from the economic downturn 
and the split from Ford, which had been its partner 
for 30 years.

Last year its shares tumbled 42% and it recently 
issued US$1,8bn in new stock to raise cash. One of 
its problems is that most of its vehicles are made in 
Japan, where the strong Yen is making it very diffi-
cult to be competitive. In addition, most of its over-
seas manufacturing operations were linked to Ford 
and now it has to go it alone.

Currently there do not seem to be any suitors 
for the struggling company, which has been loss-
making for the last four years. ■

PEOPLE
Alan Wheeler, the Non-Circuit Sporting Manager 
at Motorsport South Africa (MSA) left the employ 
of MSA with immediate effect on April 16. He had 
been with MSA for the past seven years. This is the 
latest shake-up in the organisation of MSA, which 
has seen the recent resignations of its CEO, Francois 
Pretorius, and its chairman Dr. George Nyabadza.

One new appointment has been made so far 
and that is Steve Miller as chairman. Apart from 
being a very rapid supercharged Mini racer in 
Historic events, Miller has extensive experience in 
marketing and communications, listing Ogilvy, 
Tiger Brands, and SABMiller on his CV

George Stegmann has been appointed General 
Manager of Infiniti SA. He has had a long career 
in the local motor industry, including holding 
the position of Personnel Director at Delta Motor 
Corporation following the withdrawal from SA of 
General Motors in 1986.

Vinola Pillay has been appointed Senior 
Manager for Marketing and Communications at 
Infiniti SA. She has worked previously in Marketing 
Communications at Mercedes-Benz SA (1997 – 
2005) and subsequently as Marketing Manager at 
Kia SA.

Bob Jones, one of the best known people 
on the SA trucking scene has started a new ca-
reer as a specialist sales consultant at Unitrans 
Hino, focusing on the 700-Series models. He 
is based at Hino East Rand. Jones was formerly 

managing director and chief commercial officer 
of International Trucks SA and subsequently 
GM – Sales and Marketing at NC2 (the new 
name for International) before retiring from that 
company. ■

Steve Miller, MSA’s new board chairman, relaxing at a hillclimb in Franschhoek.

George Stegmann going for the premium badge at Nissan.
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Working Wheels

The Road Freight Industry has voiced its concerns 
over the proposed E Toll programme due to start on 
30 April. As of 13 April, there are still serious con-
cerns relating to the implementation of these tolls, 
as well as a myriad of other factors including reg-
istration, collection and dispute processes and the 
basic dissatisfaction regarding the ratio between 
cost to collect, debt servicing, maintenance and op-
erational issues as portions of the toll to be levied.

However, the RFA has not organised a mass 
blockage of various interchanges in the Gauteng 

freeway network. The Association has been unsuc-
cessful in determining the origin of the messages cir-
culating through various electronic media and has 
also noted that its members have not been involved 
in, or are intending to, block routes in Gauteng.

Should such an action be envisaged, the 
Association would timeously inform the general 
public and related affected role players.

The Association cannot rule out the probability 
that this may be a hoax.

Enquiries should be forwarded to Gavin Kelly 
spokesperson for the Road Freight Association 
(RFA). Tel 011 974-4399 or e-mail gkelly@rfa.co.za.

First established in 1975, the Road Freight 
Association (RFA) is a membership-based organisa-
tion representing the interests of transport operators 
in the road freight industry. The organisation’s mis-
sion statement is “To be the Voice of the road freight 
industry”. It is a facilitating body which influences 
the state of the industry, rates, upkeep of the road 
infrastructure, road safety, freight security, driver 
training, cross-border transport, development 
funding for emerging operators, education, health, 
the fuel price, law enforcement, labour relations and 
many other issues related to road freight transport. 
For more information, visit www.rfa.co.za. ■

New Nissan one-ton bakkie: Nissan SA will in-
troduce a new one-ton bakkie in 2014 that will 
replace the current Hardbody and Navara ranges. 
The company is now waiting to hear from its par-
ent company how many units will be built at the 
Rosslyn plant.

Africa is seen as an important market for this 
vehicle and Nissan SA CEO Mike Whitfield, says he 
is hoping for annual production volume in the re-
gion of 100 000 units, which compares with 54 000 
units assembled last year. (The plant currently as-
sembles the top-selling Nissan NP200 half-ton 
pick-up, NP300 one-ton pick-up (Hardbody) and 
the Renault Sandero).

Whitfield says production of 100  000 units 
a year could result in a two-shift operation at the 
factory and the employment of an additional 800 
workers.

He said the factors that were considered when 
allocating production to a particular plant were: 

cost competitiveness – particularly in terms of 
components – flexibility of the labour force, lo-
gistics costs and the scope of parts localisation 
possibilities.

Nissan has also announced that it intends re-
entering the minibus taxi market next year and 
is also going to introduce a small panel van to its 
range. ■

RFA Comment on Proposed Mass Shutdown

Nissan’s good-looking Navara, due for 2014 replacement.

Navara Replacement Coming

The organisation stresses it has 
NOT organized mass blockages of 
Gauteng’s highway system.

Should such an action be envisaged, 
the Association would timeously 

inform the general public and 
related affected role players.

... production of 100 000 units a year 
could result in a two-shift operation 
at the factory and the employment 

of an additional 800 workers.
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Working Wheels

Hino Shelly Beach, which was established as 
Halfway Truck Centre in 2006, is part of the 
growing Halfway Group, which includes Hino 
Honeydew, a long established member of the Hino 
family in South Africa. 

The big news came in 2009 when Hino Shelly 
Beach was established in custom-built premises 
in 2009. The operation is comparatively small, but 
the team is dedicated and focused and delivering 
the best customer care in the industry. This has 
now been recognised with the presentation of the 
Customer Experience award for 2011 by Hino SA.

The dealership team, headed up by Patrick 
Arthur, is always looking at innovative ways to fur-
ther lift the bar in terms of customer service. One 
of these was to build a van body on a four-ton Hino 
truck and equip it is a mobile workshop, with gener-
ator, compressor, computers, lubricants and special 
tools so that on-site servicing can be carried out.

“In addition we are able to service vehicles on 
Saturdays, Sundays and in the evenings to fit in with 
customer schedules and limit the effect of down-
time,” added Patrick Arthur.

“Another tool we use to measure customer 
experience is the use of a very efficient call centre, 
Infinity Call Solutions, who call our customers after 
each transaction to provide feedback to our depart-
mental managers to take remedial action immedi-
ately if it should be necessary and also to provide 
feedback at our weekly meetings.”

Hino Shelly Beach, in line with the other deal-
erships in the Halfway Group, also plays a signifi-
cant role in community activities These include 
sponsorship of the Midmar Mile swimming mara-
thon, exhibiting at the successful Lions Club show 
in Port Shepstone and sponsoring personalised tog 
bags and bottled water for the Port Shepstone High 
School’s under 15 rugby team.

“We are very proud of the progress we have 
made in a comparatively short time and treasure 
the band of happy customers with which we already 
do business. Now we want to grow our business in 
respect of all the disciplines, being sales, parts and 
service to become an even bigger player in the Hino 
dealer network,” said a proud Patrick Arthur. ■

Hino Shelly Beach sponsored the Port Shepstone under 15A rugby team with tog bags 
and bottled water. Seen with the team, standing on the left in the back row are: sales 
manager Mike Williams and dealer principal Patrick Arthur, while the rugby team’s 
coach, Linathi Mdlozini, is wearing the blue jersey in the front row.

Hino Shelly Beach has come out 
top as the provider of the greatest 
customer experience according to 
an evaluation by Hino SA. This is a 
comparative newcomer to the Hino 
network but has certainly made its 
mark as a caring company, not only 
in terms of its customers, but also 
its wide-ranging involvement with 
the local community.

Hino Shelly Beach Provides Top Customer Experience

Hino Shelly Beach’s south coast premises.
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THE 10 TOP SELLING L.C.V FOR MARCH 2012

# MODEL SALES

1) NP200 1.6 Base PU 816

2) Quantum 2.7 Sesfikile 15-S Bus MY10 702

3) Utility 1.4 AC Base MY12 PU 566

4) Hilux 2.0 VVT-i PU MY11 518

5) NP200 1.6 AC PU 476

6) Utility 1.4 Base MY12 PU 464

7) Utility 1.4 Club MY12 PU 374

8) KB250 c LWB Fleetside Dsl AC PU MY10 332

9) Hilux 2.5 D-4D RB SRX Dsl PU MY11 331

10) Hilux 2.5 D-4D Dsl PU MY11 329

TOTAL 4,908
SHARE 13.19%

 TOP 10 SELLING PASSENGER CARS FOR MARCH 2012

# DERIVATIVE SALES

1) Polo Vivo 1.4 Base 5-dr 1 117

2) Figo 1.4 Ambiente 5-dr 994

3) Polo 1.4 Comfortline 5-dr MY10 858

4) Polo Vivo 1.4 Trendline 5-dr 627

5) Aveo 1.6 L MY11 475

6) Corolla 1.6 Professional MY10 437

7) 320d MY12 AT 402

8) Corolla 1.3 Professional MY10 378

9) Polo 1.6 Comfortline 77kW 5-dr MY10 368

10) Corolla 1.6 Advanced MY10 341

TOTAL 5,997
SHARE 6.64%

ExPORT SALES FOR MARCH 2012

Manufacturer Market 2012
2012% 
Share

2011
2011% 
Share

TOYOTA
LCV 6 310 26.3% 8 181 27.2%

PAS 1 115 4.7% 1 987 6.6%

TOYOTA Total 7 425 31.0% 10 168 33.9%

VOLKSWAGEN 
GROUP SA

PAS 5 319 22.2% 7 713 25.7%

VOLKSWAGEN 
GROUP SA Total

5 319 22.2% 7 713 25.7%

MERCEDES-BENZ 
SA

PAS 3 731 15.6% 4 009 13.4%

MERCEDES-BENZ 
SA Total

3 731 15.6% 4 009 13.4%

NISSAN
LCV 3 206 13.4% 2 014 6.7%

PAS 2 0.0% 46 0.2%

NISSAN Total 3 208 13.4% 2 060 6.9%

FMC
LCV 2 383 9.9% 491 1.6%

PAS 0.0% 826 2.8%

FMC Total 2 383 9.9% 1 317 4.4%

BMW GROUP PAS 1 526 6.4% 4 466 14.9%

BMW GROUP Total 1 526 6.4% 4 466 14.9%

GMSA

LCV 139 0.6% 155 0.5%

MCV 4 0.0% 0.0%

PAS 57 0.2% 48 0.2%

GMSA Total 200 0.8% 203 0.7%

HONDA PAS 48 0.2% 31 0.1%

HONDA Total 48 0.2% 31 0.1%

CHRYSLER SA PAS 37 0.2% 20 0.1%

CHRYSLER SA Total 37 0.2% 20 0.1%

ExPORT SALES FOR MARCH 2012

Manufacturer Market 2012
2012% 
Share

2011
2011% 
Share

SCANIA
BUS 7 0.0% 5 0.0%

XHV 24 0.1% 1 0.0%

SCANIA Total 31 0.1% 6 0.0%

UD TRUCKS

HCV 12 0.1% 16 0.1%

MCV 10 0.0% 6 0.0%

XHV 0.0% 3 0.0%

UD TRUCKS Total 22 0.1% 25 0.1%

TATA
MCV 2 0.0% 0.0%

XHV 8 0.0% 0.0%

TATA Total 10 0.0% 0.0%

MAN XHV 8 0.0% 2 0.0%

MAN Total 8 0.0% 2 0.0%

VOLVO CARS PAS 7 0.0% 0.0%

VOLVO CARS Total 7 0.0% 0.0%

VOLVO TRUCKS XHV 5 0.0% 2 0.0%

VOLVO TRUCKS 
Total

5 0.0% 2 0.0%

IVECO
HCV 3 0.0% 1 0.0%

MCV 0.0% 2 0.0%

IVECO Total 3 0.0% 3 0.0%

FIAT GROUP PAS 3 0.0% 0.0%

FIAT GROUP Total 3 0.0% 0.0%

POWERSTAR XHV 2 0.0% 1 0.0%

POWERSTAR Total 2 0.0% 1 0.0%
Grand Total 23 968 100.0% 30 026 100.0%

http://www.autolive.co.za


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

COMPOSITION OF PASSENGER CAR MARKET 
BY TYPE FOR YTD MARCH 2012

2012 2011 YOY

SALES
% 

SHARE
SALES

% 
SHARE

% Var

ENTRY CARS
TOYOTA AYGO 416 40.0% 0 0.0% 40.0%
CHEV SPARK 388 37.3% 585 72.5% -35.2%
SUZUKI ALTO 122 11.7% 148 18.3% -6.6%
PEUGEOT 107 51 4.9% 13 1.6% 3.3%
CITROEN C1 24 2.3% 26 3.2% -0.9%
RENAULT 
TWINGO

15 1.4% 8 1.0% 0.5%

CHANA BENNI 14 1.3% 16 2.0% -0.6%
SMART FORTWO 10 1.0% 11 1.4% -0.4%
TOTAL 1 040 807 28.9%
LIGHT CARS

VW POLO VIVO 2 289 18.9% 2 144 18.7% 0.2%

VW POLO 1 771 14.7% 1 770 15.5% -0.8%

FORD FIGO 1 313 10.9% 1 204 10.5% 0.4%

TOYOTA YARIS 820 6.8% 1 471 12.8% -6.1%

CHEV AVEO 800 6.6% 894 7.8% -1.2%
VW POLO VIVO 
SEDAN

557 4.6% 624 5.4% -0.8%

VW POLO SEDAN 480 4.0% 0 0.0% 4.0%

HONDA JAZZ 477 3.9% 308 2.7% 1.3%
RENAULT 
SANDERO

473 3.9% 475 4.1% -0.2%

CHEV SONIC 455 3.8% 0 0.0% 3.8%

NISSAN MICRA 414 3.4% 392 3.4% 0.0%

NISSAN JUKE 389 3.2% 0 0.0% 3.2%

FORD FIESTA 344 2.8% 547 4.8% -1.9%

NISSAN LIVINA 240 2.0% 232 2.0% -0.0%

MAZDA 2 184 1.5% 228 2.0% -0.5%

OPEL CORSA 136 1.1% 201 1.8% -0.6%
TATA INDICA 
VISTA

133 1.1% 78 0.7% 0.4%

SUZUKI SWIFT 131 1.1% 102 0.9% 0.2%

FORD IKON 128 1.1% 79 0.7% 0.4%

FIAT PUNTO 121 1.0% 82 0.7% 0.3%

PEUGEOT 207 115 1.0% 99 0.9% 0.1%

VW CROSS POLO 104 0.9% 53 0.5% 0.4%

RENAULT CLIO III 80 0.7% 80 0.7% -0.0%

TATA B-LINE 78 0.6% 83 0.7% -0.1%
CITROEN C3 34 0.3% 59 0.5% -0.2%
CITROEN C3 
Picasso

7 0.1% 8 0.1% -0.0%

TATA INDICA 5 0.0% 26 0.2% -0.2%
TATA INDIGO 2 0.0% 12 0.1% -0.1%
RENAULT LOGAN 0 0.0% 178 1.6% -1.6%
FIAT PALIO II 0 0.0% 22 0.2% -0.2%
TOTAL 12 080 11 451 5.5%
MEDIUM CARS
TOYOTA 
COROLLA

1 925 32.0% 1 984 31.3% 0.7%

VW GOLF 6 734 12.2% 481 7.6% 4.6%

NISSAN QASHQAI 518 8.6% 373 5.9% 2.7%

CHEV CRUZE 474 7.9% 725 11.4% -3.6%

VW JETTA 6 404 6.7% 0 0.0% 6.7%

FORD FOCUS 256 4.2% 208 3.3% 1.0%

CHEV OPTRA 241 4.0% 79 1.2% 2.8%

MAZDA 3 221 3.7% 241 3.8% -0.1%

HONDA CIVIC 176 2.9% 130 2.1% 0.9%

COMPOSITION OF PASSENGER CAR MARKET 
BY TYPE FOR YTD MARCH 2012

2012 2011 YOY

SALES
% 

SHARE
SALES

% 
SHARE

% Var

RENAULT 
MEGANE III

153 2.5% 122 1.9% 0.6%

TOYOTA AURIS 142 2.4% 470 7.4% -5.1%

DODGE CALIBER 106 1.8% 132 2.1% -0.3%

SUZUKI SX4 91 1.5% 192 3.0% -1.5%

NISSAN TIIDA 84 1.4% 68 1.1% 0.3%
RENAULT 
FLUENCE

74 1.2% 58 0.9% 0.3%

OPEL ASTRA 73 1.2% 162 2.6% -1.3%

HONDA BALLADE 71 1.2% 200 3.2% -2.0%

DODGE JOURNEY 63 1.0% 59 0.9% 0.1%

PEUGEOT 308 49 0.8% 69 1.1% -0.3%

CITROEN C4 42 0.7% 23 0.4% 0.3%

ALFA GIULIETTA 39 0.6% 44 0.7% -0.0%

PEUGEOT 3008 36 0.6% 71 1.1% -0.5%

FIAT LINEA 31 0.5% 57 0.9% -0.4%

SUBARU XV 14 0.2% 7 0.1% 0.1%

HONDA INSIGHT 5 0.1% 19 0.3% -0.2%

SUBARU WRX 2 0.0% 18 0.3% -0.3%

FIAT BRAVO 1 0.0% 6 0.1% -0.1%

TOYOTA PRIUS 0 0.0% 8 0.1% -0.1%
MITSUBISHI 
LANCER

0 0.0% 29 0.5% -0.5%

VW JETTA 5 0 0.0% 305 4.8% -4.8%

SUBARU IMPREZA 0 0.0% 1 0.0% -0.0%
TOTAL 6 025 6 341 -5.0%
TOP LINE CARS

HONDA ACCORD 135 35.3% 286 61.2% -25.9%

MAZDA 6 67 17.5% 32 6.9% 10.7%

VW CC 62 16.2% 55 11.8% 4.5%

VW PASSAT 57 14.9% 83 17.8% -2.9%

PEUGEOT 508 46 12.0% 0 0.0% 12.0%

SUZUKI KIZASHI 8 2.1% 0 0.0% 2.1%

CHEV LUMINA 6 1.6% 6 1.3% 0.3%

CITROEN C5 1 0.3% 2 0.4% -0.2%
CHRYSLER 
SEBRING 
CONVERTIBLE

0 0.0% 3 0.6% -0.6%

TOTAL 382 467 -18.2%

Corolla sales were hugely impressive in March, seeing it claim 
the second overall passenger slot behind the Polo Vivo, and 
outselling the Polo!
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COMPOSITION OF PASSENGER CAR MARKET 
BY TYPE FOR YTD MARCH 2012

2012 2011 YOY

SALES
% 

SHARE
SALES

% 
SHARE

% Var

PREMIUM SMALL/ENTRY CARS
MERCEDES C 
CLASS

1 174 25.3% 1342 28.4% -3.1%

BMW 3 SERIES 943 20.3% 1169 24.7% -4.4%
BMW 1 SERIES 690 14.9% 244 5.2% 9.7%
AUDI A4 468 10.1% 473 10.0% 0.1%
AUDI A3 
Sportback

164 3.5% 161 3.4% 0.1%

AUDI A1 147 3.2% 299 6.3% -3.2%
MINI COOPER 125 2.7% 203 4.3% -1.6%
MERCEDES A 
CLASS

106 2.3% 100 2.1% 0.2%

AUDI A5 
Sportback

99 2.1% 64 1.4% 0.8%

FIAT 500 82 1.8% 57 1.2% 0.6%
AUDI A3 81 1.7% 84 1.8% -0.0%
MINI COOPER 
ONE

77 1.7% 0 0.0% 1.7%

AUDI A5 Coupe/
Cabriolet

71 1.5% 59 1.2% 0.3%

LEXUS IS 65 1.4% 78 1.6% -0.2%
VOLVO S60 64 1.4% 89 1.9% -0.5%
VOLVO S40 50 1.1% 59 1.2% -0.2%
VW SCIROCCO 45 1.0% 39 0.8% 0.1%
VOLVO C30 32 0.7% 69 1.5% -0.8%
AUDI A4 AVANT 27 0.6% 15 0.3% 0.3%
ALFA MiTO 19 0.4% 16 0.3% 0.1%
CITROEN DS4 17 0.4% 0 0.0% 0.4%
LEXUS CT 17 0.4% 0 0.0% 0.4%
ALFA 159 16 0.3% 0 0.0% 0.3%
VOLVO V60 12 0.3% 23 0.5% -0.2%
ABARTH 500 9 0.2% 0 0.0% 0.2%
AUDI A7 8 0.2% 36 0.8% -0.6%
HONDA CR-Z 3 0.1% 8 0.2% -0.1%
VOLVO V50 2 0.0% 6 0.1% -0.1%
CITROEN DS3 26 0.6% 30 0.6% -0.1%
SUBARU LEGACY 0 0.0% 4 0.1% -0.1%
RENAULT Laguna 
Coupe

0 0.0% 1 0.0% -0.0%

TOTAL 4639 4728 -1.9%
PREMIUM MEDIUM CARS

MERC E CLASSES 252 37.8% 314 49.8% -11.9%

BMW 5 SERIES 213 32.0% 226 35.8% -3.8%

JAGUAR XF 127 19.1% 39 6.2% 12.9%

AUDI A6 58 8.7% 26 4.1% 4.6%
MERCEDES R 
CLASS

8 1.2% 10 1.6% -0.4%

MERCEDES CLS 7 1.1% 0 0.0% 1.1%

LEXUS GS 1 0.2% 8 1.3% -1.1%

VOLVO S80 0 0.0% 4 0.6% -0.6%

CADILLAC CTS 0 0.0% 2 0.3% -0.3%

CHRYSLER 300C 0 0.0% 2 0.3% -0.3%
TOTAL 666 631 5.5%
PREMIUM LARGE
BMW 7 SERIES 27 30.0% 28 35.4% -5.4%
PORSCHE 
PANAMERA

18 20.0% 16 20.3% -0.3%

MERCEDES S 
CLASS

17 18.9% 19 24.1% -5.2%

COMPOSITION OF PASSENGER CAR MARKET 
BY TYPE FOR YTD MARCH 2012

2012 2011 YOY

SALES
% 

SHARE
SALES

% 
SHARE

% Var

JAGUAR XJ 12 13.3% 5 6.3% 7.0%
AUDI A8 11 12.2% 9 11.4% 0.8%
LEXUS LS 5 5.6% 2 2.5% 3.0%
TOTAL 90 79 13.9%
SPORTS SPECIALITY

PORSCHE 911 70 25.7% 21 12.5% 13.2%

BMW 6 SERIES 29 10.7% 8 4.8% 5.9%

AUDI TT 27 9.9% 32 19.0% -9.1%

BMW Z4 25 9.2% 19 11.3% -2.1%

PEUGEOT RCZ 24 8.8% 5 3.0% 5.8%

MERCEDES SLK 21 7.7% 21 12.5% -4.8%

JAGUAR XK 14 5.1% 3 1.8% 3.4%

NISSAN GT-R 11 4.0% 4 2.4% 1.7%

VOLVO C70 10 3.7% 2 1.2% 2.5%

MERCEDES SLS 9 3.3% 14 8.3% -5.0%

NISSAN 370Z 8 2.9% 4 2.4% 0.6%

MERCEDES CL 4 1.5% 7 4.2% -2.7%

MAZDA MX-5 4 1.5% 6 3.6% -2.1%
MASERATI 
GRANCABRIO

4 1.5% 2 1.2% 0.3%

PORSCHE 
CAYMAN

3 1.1% 3 1.8% -0.7%

AUDI R8 3 1.1% 2 1.2% -0.1%

MERCEDES SL 3 1.1% 4 2.4% -1.3%
MASERATI 
QUATTROPORTE

1 0.4% 0 0.0% 0.4%

ALFA GT 1 0.4% 2 1.2% -0.8%
MASERATI MC 
STRADALE

1 0.4% 0 0.0% 0.4%

MASERATI 
GRANTURISMO

0 0.0% 1 0.6% -0.6%

PORSCHE 
BOXTER

0 0.0% 8 4.8% -4.8%

TOTAL 272 168 61.9%
MPV SMALL

TOYOTA AVANZA 384 69.8% 331 73.7% -3.9%

FIAT PANDA 70 12.7% 28 6.2% 6.5%

VW CADDY 53 9.6% 53 11.8% -2.2%
NISSAN GRAND 
LIVINA

43 7.8% 37 8.2% -0.4%

CITROEN 
DISPATCH

0 0.0% 0 0.0% 0.0%

TOTAL 550 449 22.5%

MPV MEDIUM

MERCEDES B 
CLASS

174 39.5% 201 44.5% -4.9%

CHEV ORLANDO 100 22.7% 0 0.0% 22.7%
MAZDA 5 46 10.5% 52 11.5% -1.0%
TOYOTA VERSO 46 10.5% 122 27.0% -16.5%
VW TOURAN 34 7.7% 38 8.4% -0.7%
PEUGEOT 5008 23 5.2% 18 4.0% 1.2%
RENAULT SCENIC III 13 3.0% 14 3.1% -0.1%
CITROEN GRAND 
C4 PICASSO

3 0.7% 0 0.0% 0.7%

CITROEN C4 
PICASSO

1 0.2% 0 0.0% 0.2%

RENAULT GRAND 
SCENIC III

0 0.0% 7 1.5% -1.5%

TOTAL 440 452 -2.7%
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COMPOSITION OF PASSENGER CAR MARKET 
BY TYPE FOR YTD MARCH 2012

2012 2011 YOY

SALES
% 

SHARE
SALES

% 
SHARE

% Var

MPV LARGE

TOYOTA INNOVA 56 23.5% 0 0.0% 23.5%

CHRYSLER 
VOYAGER

56 23.5% 57 23.8% -0.2%

MERCEDES VITO 53 22.3% 88 36.7% -14.4%

VW T5 KOMBI 29 12.2% 36 15.0% -2.8%

MERCEDES 
VIANO

20 8.4% 20 8.3% 0.1%

VW T5 
CARAVELLE

16 6.7% 24 10.0% -3.3%

MAHINDRA XYLO 8 3.4% 15 6.3% -2.9%

TOTAL 238 240 -0.8%
SUV SMALL

NISSAN X-TRAIL 278 9.8% 374 18.3% -8.5%

CHEV CAPTIVA 252 8.9% 94 4.6% 4.3%

BMW X3 219 7.7% 98 4.8% 2.9%

BMW X1 189 6.6% 193 9.4% -2.8%

VW TIGUAN 183 6.4% 87 4.3% 2.2%

L-R RANGE 
ROVER EVOQUE

152 5.3% 0 0.0% 5.3%

TOYOTA FJ 
CRUISER

151 5.3% 0 0.0% 5.3%

AUDI Q5 141 5.0% 141 6.9% -1.9%

MAHINDRA XUV 121 4.3% 0 0.0% 4.3%

TOYOTA RAV 4 117 4.1% 145 7.1% -3.0%

JEEP WRANGLER 116 4.1% 119 5.8% -1.7%

JEEP COMPASS 103 3.6% 0 0.0% 3.6%

HONDA CRV 100 3.5% 132 6.5% -2.9%

SUZUKI JIMNY 82 2.9% 90 4.4% -1.5%

MITSUBISHI ASX 74 2.6% 0 0.0% 2.6%

MINI COOPER 72 2.5% 66 3.2% -0.7%

JEEP CHEROKEE 72 2.5% 45 2.2% 0.3%

FORD KUGA 69 2.4% 0 0.0% 2.4%

JEEP PATRIOT 60 2.1% 65 3.2% -1.1%

SUBARU 
FORESTER

59 2.1% 75 3.7% -1.6%

LAND ROVER 
FREELANDER 2

56 2.0% 116 5.7% -3.7%

VOLVO XC60 55 1.9% 101 4.9% -3.0%

MAZDA CX-7 42 1.5% 25 1.2% 0.3%

SUZUKI GRAND 
VITARA

21 0.7% 35 1.7% -1.0%

RENAULT KOLEOS 18 0.6% 13 0.6% -0.0%

SUBARU 
OUTBACK

16 0.6% 19 0.9% -0.4%

AUDI Q3 11 0.4% 0 0.0% 0.4%

MITSUBISHI 
OUTLANDER

8 0.3% 6 0.3% -0.0%

MAHINDRA THAR 5 0.2% 5 0.2% -0.1%

VOLVO XC70 1 0.0% 2 0.1% -0.1%

TOTAL 2 843 2 046 39.0%
SUV MEDIUM
TOYOTA 
FORTUNER

1 072 46.3% 983 44.6% 1.7%

LAND ROVER 
DISCOVERY 4

308 13.3% 216 9.8% 3.5%

JEEP GRAND 
CHEROKEE

177 7.7% 111 5.0% 2.6%

COMPOSITION OF PASSENGER CAR MARKET 
BY TYPE FOR YTD MARCH 2012

2012 2011 YOY

SALES
% 

SHARE
SALES

% 
SHARE

% Var

TOYOTA PRADO 135 5.8% 314 14.2% -8.4%

BMW X5 131 5.7% 110 5.0% 0.7%
MERCEDES M 
CLASS

114 4.9% 119 5.4% -0.5%

VW TOUAREG 61 2.6% 64 2.9% -0.3%

FORD EVEREST 57 2.5% 128 5.8% -3.3%
MITSUBISHI 
PAJERO

53 2.3% 55 2.5% -0.2%

MITSUBISHI 
PAJERO SPORT

46 2.0% 14 0.6% 1.4%

BMW X6 44 1.9% 25 1.1% 0.8%

LEXUS RX 38 1.6% 22 1.0% 0.6%
NISSAN 
PATHFINDER

27 1.2% 18 0.8% 0.4%

VOLVO XC90 20 0.9% 9 0.4% 0.5%

NISSAN MURANO 15 0.6% 3 0.1% 0.5%
MAHINDRA 
SCORPIO

15 0.6% 10 0.5% 0.2%

SUBARU TRIBECA 0 0.0% 0 0.0% 0.0%

TATA SAFARI 0 0.0% 3 0.1% -0.1%

HUMMER H3 0 0.0% 0 0.0% 0.0%
TOTAL 2 313 2 204 4.9%
SUV LARGE
RANGE ROVER 
SPORT

127 43.5% 127 38.5% 5.0%

AUDI Q7 44 15.1% 35 10.6% 4.5%
PORSCHE 
CAYENNE

32 11.0% 29 8.8% 2.2%

TOYOTA 
LANDCRUISER 200

28 9.6% 33 10.0% -0.4%

LEXUS LX 17 5.8% 21 6.4% -0.5%
MERCEDES GL 
CLASS

16 5.5% 16 4.8% 0.6%

LANDROVER 
RANGE ROVER

13 4.5% 25 7.6% -3.1%

NISSAN PATROL 
SW

9 3.1% 44 13.3% -10.3%

MERCEDES 
G-CLASS

6 2.1% 0 0.0% 2.1%

TOTAL 292 330 -11.5%
GRAND TOTAL 31 870 30 393 4.9%

ENTRY CARS 1 040 3.3% 807 2.7% 0.6%
LIGHT CARS 12 080 37.9% 11 451 37.7% 0.2%
MEDIUM CARS 6 025 18.9% 6 341 20.9% -2.0%
TOP LINE CARS 382 1.2% 467 1.5% -0.3%
PREMIUM SMALL/
ENTRY CARS

4 639 14.6% 4 728 15.6% -1.0%

PREMIUM MEDIUM 
CARS

666 2.1% 631 2.1% 0.0%

PREMIUM LARGE 90 0.3% 79 0.3% 0.0%
SPORTS 
SPECIALITY

272 0.9% 168 0.6% 0.3%

MPV SMALL 550 1.7% 449 1.5% 0.2%
MPV MEDIUM 440 1.4% 452 1.5% -0.1%
MPV LARGE 238 0.7% 240 0.8% -0.0%
SUV SMALL 2 843 8.9% 2 046 6.7% 2.2%
SUV MEDIUM 2 313 7.3% 2 204 7.3% 0.0%
SUV LARGE 292 0.9% 330 1.1% -0.2%
TOTAL 3 1870 30393 4.9%
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There was plenty to keep petrol-heads happy at the Rand Easter Show which ran from April 6 to 15. In the past 
the Rand Show was one of the main motoring attractions in South Africa, and this year a special Festival of 
Motoring paid tribute to the cars of yesterday, as well as muscle cars and hot rods. And the side shows provided 
a few priceless photo-ops too.

Petrol-Head Action at the Rand Easter Show

Crazy guys Enrico Schoeman and Andre de Kock lit up the 
parking lot at the Rand Easter Show.

This ‘67 GTO is owned by the crew at Rolling Thunder in Jo’burg.

Eddy Rust’s awesome oval Beetle 
was a huge hit in Hall 5.

A BDA Escort, just like Sarel drove at the peak of his rallying 
career. This one is owned by Laurie Steyn.

This SA-built GS Moon buggy looked good value at  
under R120 000.

The Bulls Babes livened up 
Hall five.

Just what Dad needs – a Hemi Gas Braai.
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By StuaRt JoHSnton

It was good seeing the grumpy old/naughty young 
man again, and also seeing his enthusiasm for 
cars come alight, as I took him on a guided tour 
through the Festival of Motoring hall at the Rand 
Easter Show, which I organised in conjunction with 
well-known motoring media personality, Hendrik 
Verwoerd.

Sarel has always been forthright in his opin-
ions, and he was just the same walking through this 
display of cars. If he said a Ford coupe from the era 
between 1949 and 1953 was from the mid-1940s, it 
would take more than a mere motoring journal-
ist’s opinion to dissuade him. He’s always been 
that way, which is why his career has been such a 
colourful one, and which is why his book makes 
compelling reading.

The book contains plenty of spice, and, yes, 
there is a whole chapter devoted to the women in 
his life, of which there have been plenty. Author 
Steve Smith said he included this chapter because he 
wanted to give a complete picture of the man, and 
although Sarel doesn’t go into graphic details about 
his love life, there is enough intrigue in this chapter 
to set tongues wagging amongst the motorsport in-
dustry for the next decade or so.

The same with his views on motorsport. Sarel 
says straight-out that Motorsport South Africa has 
built itself an empire more interested in taking li-
censing fees than administering the sport with 
any intelligence. It is this writer’s opinion that he 
is largely right in this matter, given the sorry state 
of decision-making that is carried out in various 
sectors, particularly the karting sector, where I am 
involved as a publicist for the Rotax Max Challenge 
series.

Getting back to the book, when Sarel runs 
through his career you get an idea of the enormous 
scope of his achievements, and when he lays claim 
to being the most successful motor-sportsman this 
country has produced in terms of results, it’s diffi-
cult to argue with him.

His wonderful achievements at Le Mans, in 
winning so many SA rally championships, in win-
ning races in the IMSA GT series in America, make 
for fascinating reading. I really enjoyed the fact that 
the book is so accurate too, which again speaks vol-
umes for the passion that Sarel still has for his cho-
sen field. His memory on races and rallies decades 
back is incredible.

I was lucky enough to be at Le Mans in 1988 
when Sarel was chosen by the factory Porsche team 
to drive one of three Shell-backed 962s. I saw first 
hand how difficult it was for those drivers to cope 
with speed differentials of up to 100 km/h at night, 
when, say, a car like Sarel was driving was capable of 
just under 400 km/h in race trim (he clocked over 
400 in practice) and there were two of the C2 catego-
ry cars “dawdling along” at 290 passing one another.

Throw in the factor of mist, of which there was 
plenty that year, and you have a recipe for serious 
tension on the famous Mulsanne straight.

I also saw how respected a driver our man was 
internationally, that year. Drivers like Derek Bell, 
Mario Andretti and the likes would come over and 
greet him, rather than the other way around.

He’s still awesomely quick in historic racing, 
driving cars like Ford Galaxies and still as competi-
tive in spirit as ever. As he points out, he has raced 
against three generations of the Van der Linde fam-
ily, namely grandfather Hennie, son Shaun and 
grandson Sheldon. His competitive career is head-
ing for its 44th year, and he’s still the icon in South 
African motorsport. ■

Supervan 
and I

This week past I interviewed Sarel 
van der Merwe for Ignition TV (due 
to be broadcast the first weekend 
in May) to discuss the publication 
of his autobiography just launched, 
entitled SuperVan & I.

Sarel van der Merwe with the Editor in an interview.
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