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The W205 series Mercedes-Benz C-Class, the fourth-generation entry-level premium sedan to be offered here by 
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Stuart JohnSton

The W205 series Mercedes-Benz C-Class, 
the fourth-generation entry-level premi-
um sedan to be offered here by Mercedes-
Benz South Africa (MBSA), will effec-
tively double the East London plant’s 
annual output when it comes on stream 
in 2014.

Newly appointed CEO of MBSA 
Dr Martin Zimmerman made this an-
nouncement at the launch of the face-
lifted current-generation C-Class held at 
the company’s factory in East London last 
week.

And the ramp up in production will 
mean the creation of 2 500 new jobs, 
mainly in the East London area. Last 
year MBSA produced 52 500 C-Class 
sedans, and daily production figures in 
2014 are due to be raised from the cur-
rent 200 cars a day level to up to 390 
units a day.

In this regard, Daimler-Benz has 
green-stamped an investment of some 
R2.5-billion to achieve the factory up-
grade. Part of this strategy was to cease 
Mitsubishi Triton production recently, so 
that the plant now only produces C-Class 
cars and some truck lines.

“We are committed to ensure that 
the C-Class (production) stays in East 
London for quite some time,” said Dr 
Zimmerman, in one of his first official 
interactions with the country’s motoring 
media. Previously Dr Zimmerman was 
head of Daimler Strategy and Alliances, 
based in Germany.

“But there is no free lunch,” he said, 
perhaps alluding to the fact that his 
predecessor,

Dr Hansgeorg Niefer, had warned 
on the eve of his departure to head up 
Mercedes’ Berlin plant at the end of April, 
that the escalation of wages recently ne-
gotiated in South Africa by NUMSA 
could threaten East London’s global com-
petitiveness as a global C-Class producer.

“The decisions we have taken are 
long-reaching,” added Dr Zimmerman, 
“and we have already started with our re-
construction of the plant to achieve our 
goal.”

Dr Zimmerman’s address was highly 
complimentary to the success of the 
MBSA operation to date. He cited the fact 
that for the third year running, the plant 
has achieved the JD Power gold award for 
plants competing globally.

“That is a tremendous achievement, 
and is a result of our focus on the correct 
systems we have in place here. As an ex-
ample of efficiency, just two weeks after 
we switched to the new face-lift C-Class, 
we are already back at normal production 
levels.”

Dr Zimmerman also praised the 
fact that absenteeism at the MBSA plant 
is one of the lowest of any motor plant in 
the world.

While some sceptics may point 
out that visually the updated (W204) 
C-Class is much the same as the old, Dr 
Zimmerman pointed out that there are 2 
000 new components in the new car. “The 
changes to the new model are so compre-
hensive, that others may have called this 
a new model, a brand-new car. However, 
we are humble enough to stick with the 
term “facelift”.

The new model is distinguished most 
easily from the front by its new “eyelids” 
that give the headlamps a somewhat 
hooded appearance. Other visual chang-
es externally have been made to the front 
bumper, which has a more assertive ap-
pearance, and some models now get LED 
driving lights shaped in a C form, “so that 
other drivers can see what sort of car is 
approaching in the rear-view mirror.”

The tail lights are now full LED 
items, and the interior has been given a 
much more comprehensive makeover.

Particular attention has been paid to 
the touchy-feel quality of the dashboard 
topping, which is less “industrial” and 
more appropriate now to a premium-level 
sedan. The switchgear and instrumenta-
tion have also been subtly changed.

A number of new engines have been 
introduced in the new (sorry, face-lifted) 
model, ranging from the turbocharged 
four-cylinder M231 engine in the C180 
through to the new diesel engine in the 
350CGi which, Mercedes claims, is some 
29 % more efficient.  ■

New C-Class to double production 
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Editor’s Note
This weekend past I attended the monthly meet-
ing of the Piston Ring Club at Modderfontein, 
a few kilometres east of Jo’burg, and was 
pleased to see that the theme of the meeting 
was “Toyota Day”, with many of the company’s 
iconic products displayed in the parade ring in 
front of the kiosk that supplies some of the best 
steak pies this side of the Jukskei River.

Pleased, because in the previous edition 
of AutoLive, we’d urged the company to dig 
deep and return to its roots, both in terms of 
turning out super-high quality durable cars and some with a sporting bent. 

An interested observer at the Piston Ring was Toyota South Africa 
Motors’ CEO, Dr Johan van Zyl, and in the parade-ring area was one of his 
own special cars, a Toyota S800. This was Toyota’s first production sports car, 
introduced way back in 1962 and fitted with twin carburettors, its 34 kW 
twin-cylinder engine was said to urge the little bomb to around 140 km/h.

Just alongside Johan’s car was the Toyota SA museum’s 2000GT, pro-
duced in the late ‘60s and one of the most beautiful cars ever made. This ex-
ample was owned by the wife of the late founder of Toyota SA, Dr Albert 
Wessels. And sharing the parade ring with these two beauties were examples 
of toughies like the Tiara bakkie, the Toyopet pick-up and the Corona which 
established Toyota’s reputation as vehicles you could always depend on. 

It is my belief that companies which ignore their heritage and their roots 
do so at the peril of falling from grace in the eyes of the public. Masters at 
promoting their heritage are companies like Mercedes, Porsche and Ferrari, 
and our visit to Kyalami for the annual Ferrari Day was proof that there are 
millions of people out there who simply know that Ferraris are cool, even if 
they don’t know why.

In this edition of AutoLive we also delve into the history of another iconic 
beauty, the Volvo P1800. Only recently is Volvo returning to its heritage of 
hardy performance punctuated by cars with emotional appeal, and the prod-
uct and the sales figures are better for it.

Ford is another company that is re-establishing its brand by milking its 
race and rally heritage once again, with Fords excelling here in rallying and 
racing after a long gap. Cars and motoring are about passion, and if that is 
present, the final product will be so much better and the overall experience so 
much more rewarding. This applies to cars, associated companies, but most 
importantly, to people.

Stuart Johnston,
Editor
stujohn@autolive.co.za

In this, our fifth edition of AutoLive, 
we are pleased to welcome Bruno 
Lupini to our sales team, alongside 
Kay-Leigh Els. Bruno comes from a 
racing family with deep roots in this 
country, as his grandfather, Gigi, ran 
the top-line Scuderia Lupini team in 
South Africa’s Formula One series 
back in the early 1960s. Gigi, inciden-
tally, was the first South African to 
import a Ferrari to this country.

Bruno has been surrounded by 
cars all his life, and after matricu-
lating from Bryanston High in the 
mid-1980s he worked for the family 
business, Lupini Performance, dyno-
tuning and modifying street cars. His 

other love is in the culinary field, and 
he has run a number of pie-making 
businesses in the past two decades, 
and still indulges in this passion 
today.

More recently he was Advertising 
Sales Manager for Action Publications, 
selling on titles such as Cars in Action, 
Bakkie and Truck Action, and Classic 
Car. He also has writing experi-
ence, so expect to see the odd article 
in AutoLive in the coming months, 
tapped out by Bruno. 

He can be contacted on 
081 354 7212 or via email:  
bruno.lupini@gmail.com

AutoLive expands sales team
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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 industry’s.

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

To hear more call Kay-Leigh Els on 
 072 2626 839 or e-mail her at 

sales@autolive.co.za 

Staff writer

In preparation for the Spring of 2011, 
Thule Car Rack Systems has added 
yet another two methods for trans-
porting bicycles to its line-up, giving 
South African cyclists the most com-
prehensive range of solutions imagi-
nable, rather than taking a one-size-
fits-all approach.

Sourced from the brand’s North 
American division, the revolutionary 
Thule Raceway bicycle racks are light 
and compact, providing an elegantly 
quick and simple rear-mount solu-
tion for cars not fitted with a towbar. 
When not in use, the Raceway and 
Raceway Platform fold away for easy 
storage in the vehicle’s boot or the ga-
rage at home.  

The latter rack is a two-bike car-
rier which allows the wheels to sit in 
a sturdy channel, leaving an upper 

mount to simply hold the bicycles 
upright. The Raceway thee-bike is 
designed for bicycles with a conven-
tional top tube (though an adaptor 
is offered for unusual frame designs) 

with the bikes suspended from a pair 
of horizontal ‘cradle’ arms and held 
steady by anti-sway cages.

Irrespective of which model best 
suits your needs and budget, you’ll 

benefit from features such as the pat-
ented FitDail system which guaran-
tees a perfect fit to the vehicle for both 
the upper and lower mounting arms, 
irrespective of whether you drive 
a hatchback, sedan or SUV, while 
moulded rubber pads protect against 
scratches. 

Once the user has positioned the 
arms to suit the vehicle, the paired 
Sure-Tight ratcheting cables tension 
the rack against the bootlid or tailgate 
to provide secure fastening. This sys-
tem also allows the rack to be locked to 
the vehicle, and the bikes to be locked 
to the rack. As is standard practice 
with the Thule brand, premium ma-
terials are used throughout to ensure 
long life and trouble-free operation.

Raceway and Raceway Platform 
are available from Thule Fitment 
Centres and good bicycle shops for a 
recommended retail price of R2 999 
and R3 499 respectively. ■

Thule presents The Amazing Raceway
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Stuart JohnSton

AutoLive: Dr Zimmerman, when was the decision 
taken to go ahead with the next generation W205 
C-Class?

Dr Zimmerman: The decision was taken last 
autumn, or spring in South Africa, and announced 
in late December last year.

AutoLive: And work has already started to 
build the fourth-generation car here, in two years’ 
time?

Dr Zimmerman: Yes, we will start demolish-
ing part of the plant in August, part of the plant 
itself and the logistics area, to build a new body 
shop area. This will incorporate a lot of new tech-
nology, more robots and so on, installed for qual-
ity reasons.

AutoLive: When will actual production begin?
Dr Zimmerman: We will start production in 

April or May 2014, and we will roughly double pro-
duction. Our initial targets are an annual figure of 
95 000 units.

AutoLive: That’s a huge vote of confidence in 
this plant.

Dr Zimmerman. Yes. As I mentioned in the 
launch presentation, we have a tremendous quality 
rating here, not only internally within the Daimler 
Benz group, but from our customers’ side. This is 
due to good efficiencies, low absenteeism, and good 
discipline, which encourages stability and of course 
all this contributes to quality. The C-Class is also 
very important to South Africa from a sales point 
of view as it contributes about 65 % of our sales 

volumes here, although that will decrease slightly 
with the new B-Class successor.

We want to build a supply base around this, but 
for this you need sufficient volume. My long-term 
concern is that we need a globally-competitive sup-
ply base.

AutoLive: What about locally-sourced com-
po nents?

Dr Zimmerman: That is part of the supply-
base plan. We can source a number of locally-built 
components, such as bumpers, seats, leather.

AutoLive: Your predecessor voiced concerns 
about escalating labour costs here, on the eve of his 
departure back to Germany. Is this still a concern?

Dr Zimmerman: We are facing a labour cost 
increase of 10 per cent times three, in 2011, 2012 
and 2013, and this is hurting our globally competi-
tiveness. We can’t continue that way. Because if you 
compare this to Eastern Europe, let alone China, 
these labour cost increases are not occurring any-
where on this level.

AutoLive: Are you negotiating with NUMSA to 
contain further labour cost increases?

Dr Zimmerman: We are managing expec-
tations, shall we say. It doesn’t mean we won’t 

provide good wages. But if we are not globally 
competitive, we jeopardise the whole viability of 
the plant. The other aspect is flexibility. We need 
to establish flexibility in our workforce. At the mo-
ment we are running at close to full plant capacity. 
But there may be a down turn, as we experienced 
the last couple of years, and we need to adjust our 
workforce deployment in these times, so that we 
don’t lay off workers, because that is the most cost-
ly option for all concerned. We reduce the work-
load in slow times, and increase it when there’s an 
up-turn. That’s the system we have in Germany 
and it works very well.

AutoLive: In doubling the C-Class produc-
tion at the plant, what markets will East London be 
supplying?

Dr Zimmerman: We will supply right-hand 
drive cars all over the world. And also a number 
of European markets and the Middle East. We will 
also supply Japan, which was the case some time 
back. This is a compliment to the South African 
plant, as Japanese customers demand the highest 
quality as far as paint and finish goes.

AutoLive: And what about the American mar-
ket, which East London has been supplying for 
some time now?

Dr Zimmerman: That will be phased out with 
the new model, as we are establishing a C-Class 
plant in the US.

AutoLive: Production figures for C-Class this 
year?

Dr Zimmerman: We are ramping up produc-
tion and we should end on between 54 000 to 55 000 
units. ■

AutoLive Interview
Dr Martin Zimmerman, Mercedes-Benz 
South Africa’s new CEO

Appointed to his new post from May 1 this year to South Africa, 48-year-
old Dr Martin Zimmerman is a qualified engineer in mechanical, nuclear 
and electronic engineering. He has worked extensively within the Daimler 
Benz (DB) group, on the trucking side, and more recently in new business 
development in China. In DB’s commercial division he was responsible for 
technical cross functions and product planning. AutoLive interviewed him 
during a break on the recent C-Class facelift launch in East London.Dr Martin Zimmerman

“The C-Class is also very important 
to South Africa from a sales point 

of view as it contributes about 
65 % of our sales volumes here, 

although that will decrease slightly 
with the new B-Class successor.”
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Stuart JohnSton

This year’s Ferrari Day Kyalami on July 16 was the 34th 
running of an event that has become a must-do number 
amongst petrolheads from all over Gauteng. 

Organised by the Southern Equatorial Ferrari 
Automobile Club, it attracted close to 100 cars from early 
‘70s classics to the latest 458 Italias.

Owners get to drive around the track as they have 
been doing each year since 1978, and the thousands of 
spectators get to gawk and dream. In fact, the event has its 
roots way back in 1967, when the first gathering of SEFAC 
was held at Zoo Lake. Highlights of this year’s event in-
cluded the lappery of Paolo Cavalieri’s Ferrari F40 GTE, a 
le Mans-spec car developing some 600 kW! ■

Ferrari Day Kyalami 2011
Where the legend becomes a reality

continued on next page 

Well-known racer Dick Sorensen with his classic 365 GTB Day-
tona from the early ‘70s.The Beast of beasts, the Le mans-spec F40 GTE

Edward Duff, chief wrench at 
Pablo Clark Racing, doing his 
Ken Tyrell impersonation
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 continued from previous page

Ferrari’s latest and possibly greatest, the 458 Italia, was well in evidence at this year’s Ferrari Day 
at Kyalami, with a number of examples on track

Even moms love Ferraris!

Every young man’s dream – mar-
shalling gets you up close and 
personal with the cars, and you 
get a Ferrari bib

Beauty and the beasts: Pirelli 
and Ferrari are a natural mixThe business-end of Paolo Cavalieri’s Le-Mans-spec F40 GTE

Chief Marshall Mike Chapman hitches a ride in a beautiful late 
‘70s 365 Berlinetta Boxer owned by SEFAC Chairman Giorgio 
CavalieriStarting them young
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Mouthpiece

To advertise in  contact either

Kay-Leigh Els on 072 2626 839 or e‑mail her at sales@autolive.co.za or
Bruno Lupini on 081 354 7212 or email him at bruno.lupini@gmail.com

Staff writer

Wally Cracknell changed his first set of brake shoes 
when he was 10 years old. He helped his father fit 
new brakes to the 20 year old family Chevy, a 1934 
model with a 100 000 miles on the clock.

Just think about that for a minute – a car with 
such high mileage and still in use. “Why not,” says 
Wally. “If a car’s properly looked after it can last for 
a very long time.” Wally says he has had brake dust 
in his blood ever since and has spent some 46 years 
in the vehicle maintenance business. He is affec-
tionately known as Dr Brake in Durban, where he 
has a business specialising in the servicing of steer-
ing, suspension and, of course, brakes.

Wally is very passionate about caring for cars 
and he believes that if car owners and operators 
took more trouble to care for their cars (and bak-
kies, buses and trucks), there would be far more 
roadworthy vehicles on South Africa’s roads and far 
less accidents and fatalities.

There are several things wrong with the current 
laws governing the roadworthiness of vehicles trav-
elling on South Africa’s roads, says Wally.

First, any vehicle under 3.5 tons (this includes 
cars, pickups and minibuses) is only required to 
undergo a roadworthiness inspection when it is 
sold. As a result, there are vehicles that could be 
more than 30 years old and never been required to 
be tested for safety. Most of these vehicles are badly 
maintained – often because they are too expensive 
to fix, with inadequate brakes, steering and numer-
ous undercarriage defects.

“This is not because of a lack of testing stations, 
but because of a total absence of compulsory regular 
roadworthy testing,” says Wally.

On the other hand, any vehicle over 3.5 tons or 
any vehicle used for gain (eg taxis and buses) has to 
be tested once a year.

“This is not enough,” says Wally. “Not so long 
ago the COF (Certificate of Fitness, for which a 
vehicle had to undergo a test every six months) 
was replaced by the annual CRW (Certificate of 
Roadworthiness).

A roadworthy certificate used to be valid for 21 
days. Now it’s valid for six months.

“The people making these decisions have not 
given enough thought in terms of the outcome and 
have created far too many loopholes in the system. 
Fraud and corruption are rife. It is not difficult to 
buy a roadworthy certificate or to have a certificate 
issued without a proper inspection or even without 
the vehicle being tested properly identified,” says 
Wally.

Wally is a founder member and past chair-
man of the National Vehicle Testing Association 
and reckons that this association would control the 
roadworthy process a lot better than is the case at 
present.

“Put the whole process and the responsibil-
ity in the hands of government-approved private 
businesses that specialise in testing vehicles for 
roadworthiness. We know what’s going on in the 
industry. We would be in a position to blacklist bad 
testing stations and would be in the best position 
to apply the standards set by the SABS and police 
the whole process. We would restore more frequent 
mandatory testing and we would place the onus on 
the vehicle owner/operator to ensure that his vehi-
cle was in a roadworthy condition and safe. This 
would take the responsibility away from the used 
car dealer. Used car dealers should buy and sell used 
cars and not be responsible for ensuring that they 
are roadworthy. The temptation to save money and 
cut corners is too great as it affects the amount of 
money they earn on each vehicle sold.

“The rapidly expanding vehicle park is a big 
problem. All these new vehicles coming on to 
the market thanks to easy credit and generous 
terms and conditions offered by dealers are creat-
ing a problem for the future. Five years down the 
line, where are the parts for these vehicles? Even 
now many of these are not always obtainable (of-
ten service parts, particularly on imported ve-
hicles) and, where they are available, they’re too 
expensive.

According to Wally, the answer to the problem 
is to place the responsibility for the testing of vehi-
cles in the hands of private business who, although 
still answerable to the relevant authorities, literally 
guarantee every road user a safe drive. ■

Roadworthy testing needs 
to be put in private hands

Wally Cracknell, SGS Automotive Consultant
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Stuart JohnSton

“I guess people think that in the smaller places 
the deals are going to be better, because we bat-
tle to move stock,” says the 28-year-old, who runs 
Sentra Motors in Church Street, right in the heart of 
Bloemfontein’s motor-town.

Travis maintains Sentra is not necessarily cheap-
er, but his business offers a great buying experience.

One of the reasons he sources stock from all over 
the country, and very rarely in Bloemfontein itself, 
is that as a 28-year-old he’s very-much a cyber-age 
person.

“The internet is the place where I mainly find 
my stock, simply because it saves so much time.

“I use the sites that have cars on their system, 
and I deal through the majors like Barloworld, 
McCarthy and Tradersonline, which is also part of 
the BarloWorld group. Basically, you have to regis-
ter on these sites as a dealer, and then you can bid on 
cars, once you’ve established your credentials.

“I very rarely buy from private sellers, for the 
simple reason that often they have unrealistic views 
of their vehicles, and, I’m afraid, they don’t always 
give an accurate picture of their car’s condition. 
The professional sites give comprehensive details 
of a car’s condition and the estimated refurbishing 
costs, if any, and I just find it saves hours and hours 
of driving around.

“This way, if you put in a realistic bid and it gets 
accepted, the car is yours. If you are outbid, so be 
it. So, typically, I’ll buy up cars in lots of five to 10 
cars, and then arrange a trip through with my trust-
ed drivers to collect them. Or if they are far away, 
I’ll put them on a truck, because then cost-wise it’s 
worth my while.”

Travis, who was named after the famous off-
beat detective in the John D MacDonald novels, has 
been running the dealership for a while now. It was 
started by his late father Clive, and he grew up on 
a farm near Welkom. His dad was a friend of the 
late, famous racing driver Tony Viana, and Travis 

says he has always had motoring and motor racing 
in his veins.

“I also grew up learning Sotho as my first lan-
guage, because I grew up in a farm environment, 
and young Sotho guys were my first friends. In fact 
some of those guys work for me to this day! This 
helps, because a large part of my clientele is black 
African. Part of the reason for this is that we are lo-
cated very close to the Lesotho border.

Sentra motors has nothing to do with the fa-
mous Nissan sedan of the same name, produced 
here in the 1980s and ‘90s. Travis is not quite sure 

why his father named the company after a small 
Nissan, when he started it 32 years ago.

“No, we carry all sorts of stock on our floor, 
ranging from premium-level cars to Chinese mod-
els, to real cheapies.

“Typically, we have between 100 and 120 cars 
on the floor at a time and at the moment we sell be-
tween 35 and 40 cars a month. It’s good to have a 
big variety, because that attracts a wider variety of 
people. We target everyone as customers, from the 
wealthy to the not-so-wealthy.

“Right now Corollas are popular, particularly 
the ’06 to’09 year models. And in Bloemfontein as 
well as elsewhere, Hiluxes have gone crazy. I’m pay-
ing over retail prices now for Hiluxes. But I’ll sell 
much cheaper cars too. Right now the cheapest car 
on the floor is at R20 000.”

And what might that particular car be? “Don’t 
laugh, but it’s a Nissan Sentra.” ■

Coals to Bloemfontein (and back again)
It took a while for Travis Leeuw to explain to AutoLive why he travels to Joburg and even Cape Town to buy stock 
for his used dealership in Bloemfontein, and why his customers sometimes come from the very places he buys 
those cars.

“I also grew up learning Sotho as my 
first language, because I grew up in 

a farm environment, and young Sotho 
guys were my first friends. In fact some 
of those guys work for me to this day! “

Travis Leeuw
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Staff writer

According to Ford, the new Focus is packed with 
dynamic technologies and features that set it apart 
in the C-segment. Its arrival marks the latest evo-
lution of the company’s Kinetic Design language, 
which has already helped ensure the success of 
Ford’s smaller Fiesta range in the B-segment.

Representatives of the The Blue Oval also say 
noise, vibration and harshness (NVH) levels have 
been reduced and that driving dynamics have been 
improved, thanks to increased stiffness of the body 
structure. 

In fact, Ford says the new Focus body shell 
makes use of more high-strength steels than any 
previous model it has ever produced, with 26% of 
the vehicle structure formed using Boron. 

These measures are said to help the Focus meet 
the most stringent crash legislation across world 
markets, while minimising overall vehicle weight. 

Inside, a modern, cockpit-style interior wel-
comes passengers, with the centre console wrap-
ping around the driver, thus providing improved 
access to the vehicle’s major controls.

Passive safety features include a new generation 
of advanced airbag restraint systems with driver 
and front passenger airbags, side front airbags and 
side curtain airbags (only available on the Trend 
and Sport models) for front and rear-seat occupants.

Ford says this next-generation airbag technol-
ogy provides enhanced chest protection through 
the use of a reconfigured curved-shaped tether that 

pulls in the lower section of the airbag. The feature 
is expected to be particularly beneficial for older, 
more injury-prone drivers. 

The company has also promised better steering 
precision and road feedback with significantly im-
proved refinement and ride control, thanks to a new 
feature called Torque Vectoring Control. 

This system is reported to act like a limited-slip 
differential, constantly balancing the distribution of 
torque between the front wheels for reduced under-
steer, improved traction and better turn-in. 

According to Ford, designs for the Control 
Blade Independent rear suspension and the semi-
isolated front sub-frame have been optimised, while 
the new chassis incorporates a completely new 
Electric Power Assisted Steering (EPAS) system. 

Upfront, a three-prong powertrain range is 
claimed to deliver spirited performance, outstand-
ing fuel economy and low Co2 emissions.

New Ford brought into Focus
An intrinsic part of Ford Motor Company of Southern Africa’s product offensive, the new Focus hatch and sedan 
– launched in George last week – may attract buyers looking for a well-equipped, fuel-efficient and safe runabout, 
as well as those originally considering a larger luxury vehicle.

“Ford says this next-generation 
airbag technology provides 
enhanced chest protection 

through the use of a reconfigured 
curved-shaped tether that pulls in 

the lower section of the airbag.” continued on next page 
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An all-new 2.0-litre GDi (Gasoline Direct in-
jection) petrol engine is reported to combine high-
pressure direct injection and twin independent 
variable camshaft timing (Ti-VCT) for enhanced 
performance and fuel efficiency.

For drivers preferring diesel power, a completely 
updated 2.0-litre Duratorq TDCi common rail turbo 
engine is also part of the line-up. Both engines are 
said to offer significant increases in power and torque 
compared to the outgoing model and both are mated 
to a six-speed PowerShift automatic transmission. 

As for the perceived volume-seller, a new 1.6-li-
tre Duratec Ti-VCT engine is used, which replaces 
the previous generation’s 1.8-litre petrol motor. 

The Focus is available in four sedan derivatives 
and four hatch derivatives. Ambiente models fea-
ture the introductory specification levels followed 

by the Trend derivatives with the Sport model fea-
turing the highest level of features and specification.

Despite being the entry into the range, the 
Ambiente models boast impressive safety equip-
ment including ABS brakes with EBD, EBA and 
ESP, as well as dual front and side airbags. 

ISOFIX child seat anchors, manual air condi-
tioning, radio/CD with 6 speakers, USB connector, 
front power windows with driver one touch up/
down functionality are standard features. 

Trend models benefit from the addition of fea-
tures such as 16-inch alloy wheels, curtain airbags, 
steering wheel operated cruise control and audio 
controls, Bluetooth connectivity with voice control, 
driver and passenger one touch up/down power 
windows and rear power windows. 

For customers wishing to further customise 
their Focus, a Trend Option Pack is available on 
2.0-litre Trend derivatives. This pack includes rain 

sensing wipers, auto headlamps, follow-me-home 
lighting, an auto dimming rear view mirror, glo-
bal close functionality on power windows, leather 
steering wheel, 17-inch alloy wheels and a sporty 
rear spoiler on the five-door.

Lastly, the Sport model tops the range with fea-
tures such as sport suspension, a sporty rear spoiler, 
17-inch alloy wheels, 6-way power seats, partial 
leather sports seats, heated front seats, keyless entry 
with Power Start button, dual zone air condition-
ing, 4.2” TFT screen with SONY 9 speaker audio 
system, auto dimming rear-view mirror, auto head-
lamp feature, follow-me-home lighting, rain sens-
ing wipers, global close on power windows as stand-
ard, front and rear 12V power points and branded 
chrome scuff plates. 

Focus customers will further enjoy a 4 year / 
120 000km warranty and 5 year / 90 000km service 
plan. Added piece of mind comes in the way of a 
3year /unlimited km roadside assistance plan while 
service intervals are staggered at 20 000km inter-
vals for both petrol and diesel derivatives. ■

Range and Pricing

Five-door hatch

1.6 Ambiente R208 400

1.6 Trend R226 400

2.0 GDi Trend R241 800

2.0 GDi Sport R266 200

Four-door sedan

1.6 Ambiente R208 400

1.6 Trend  R226 400

2.0 GDi Trend PowerShift Auto R264 300

2.0 TDCi Trend PowerShift Auto R281 100

 continued from previous page
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triStan wiggill

Built on a refurbished assembly line at the organisa-
tion’s Rosslyn plant in Pretoria, Renault’s first local-
ly produced model in more than three decades – the 
Sandero – has been an unmitigated success story. 

Astute readers may recall that before Sandero 
production began, the last locally assembled 
Renault models (produced here during the mid-
‘80s), were the un-loved Renault 9 and 11 series. But 
the scale of those cars production pales in compari-
son to the Sandero.

The result of a R1-billion investment in local 
production by the Renault-Nissan Alliance, the 
keenly-priced hatch has revolutionised the local 
entry-level car market, and provided the impetus 
Renault SA so desperately needed pre-2009. 

Building it here means significant local content, 
with the sourcing of a large number of parts from 
domestic suppliers. In 2009, local content equated 
to 28 per cent of the car’s value (18 commodities), 
and increased to 33 per cent (25 commodities) by 
the end of 2010.

Local content makes it possible to achieve ex-
tremely competitive parts pricing, contributing 
further towards the value proposition the Sandero 
offers – both at the time of purchase, and through-
out the life of the car.

Significantly, local production has also meant 
its keen pricing has been less susceptible to cur-
rency fluctuations than has been the case in the past 
with models imported from France. 

Another benefit is that Renault SA can effec-
tively and quickly adjust production output to meet 

demand, without the associated costs and complex-
ity of international supply constraints.

Incidentally, Renault South Africa reported 
its best sales year-to-date in June 2011 with sales 
in the passenger car sector up 22.5% on June 2010.  
For the period January to June 2011, Renault’s sales 
performance resulted in growth of 23.7%, thus out-
performing the overall passenger car sector (21.4%) 
by 2.3% for the same period.  The revised Sandero 
model range, launched on 10 June this year, con-
tributed significantly to the marque’s positive re-
sults for June, underscoring the fact that Renault’s 
made-in-SA hatchback continues to find favour 
amongst consumers – still hard-pressed by a not yet 
fully recovered economy – in the highly contested 

and competitively priced entry level PC market.  
“June sales of the new Sandero were the best ever 
since this locally produced model was launched in 
early 2009 and I am proud to say that Sandero now 
ranks third in the entry level hatch segment. I am 
pleased to say that its sales went a considerable way 
towards facilitating an increase in Renault’s over-
all PC market share to 3.75% for June,” says Fabien 
Payzan who joined Renault SA as Vice-President of 
Marketing and Communications in March this year.  
“During July, we expect Sandero’s retail sales to con-
tinue their upswing as a result of the full impact of 
the locally produced advertising campaign which 
runs through to the third week of the month,” he 
concludes. ■

Sandero: Renault’s crowning glory
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Renault Sandero Other Renault Models

Period

Q1
2009

Q2 Q4Q3 FY
2010 2011

Q1 Q2 Q4Q3 FY Q1 Q2 YTD

18.2%

44.0% 50.1% 52.4%
45.3%

60.8% 55.5%
45.1% 44.8% 50.3% 53.8%

63.0% 58.4%

Sandero percentage mix of Renault sales

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 brieÞngs, 
event 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

http://www.autolive.co.za
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Stuart JohnSton

Exports

Volkswagen continued to hold sway in June 2011 on the export front, with a 36 
% market share. But its nearest rivals Toyota, BMW and Mercedes, made signifi-
cant gains over their May performances. Toyota exports rose from 5 958 to 6 682, 
BMW’s from 3 089 to 4 185 and Mercedes-Benz from 2 754 to 4 184. Note that big 
rivals Merc and BMW are separated by just one unit for the month of June!

Export Sales For June 2011

Manufacturer Market
2011 
June

2011 % 
Share

2010 
June

2010 % 
Share

Volkswagen Group SA PAS 9 219 36.45% 7 540 36.88%

Volkswagen Group SA Total 9 219 36.45% 7 540 36.88%

Toyota
LCV 5 733 22.67% 3 185 15.58%

PAS 949 3.75% 1 024 5.01%

Toyota Total 6 682 26.42% 4 209 20.58%

BMW Group PAS 4 185 16.55% 4 174 20.41%

BMW Group Total 4 185 16.55% 4 174 20.41%

Mercedes-Benz SA PAS 4 184 16.54% 3 135 15.33%

Mercedes‑Benz SA Total 4 184 16.54% 3 135 15.33%

FMC
PAS 260 1.03% 568 2.78%

LCV 240 0.95% 26 0.13%

FMC Total 500 1.98% 594 2.91%

Nissan
LCV 334 1.32% 522 2.55%

PAS 34 0.13% 5 0.02%

Nissan Total 368 1.45% 527 2.58%

GMSA

PAS 41 0.16% 53 0.26%

LCV 29 0.11% 42 0.21%

HCV 1 0.00% 0.00%

XHV 0.00% 3 0.01%

MCV 0.00% 1 0.00%

GMSA Total 71 0.28% 99 0.48%

Chrysler SA PAS 40 0.16% 10 0.05%

Chrysler SA Total 40 0.16% 10 0.05%

Scania
BUS 9 0.04% 9 0.04%

XHV 5 0.02% 10 0.05%

Scania Total 14 0.06% 19 0.09%

Fiat Group
PAS 12 0.05% 21 0.10%

LCV 0.00% 13 0.06%

Fiat Group Total 12 0.05% 34 0.17%

UD Trucks

MCV 4 0.02% 2 0.01%

HCV 2 0.01% 49 0.24%

XHV 1 0.00% 0.00%

UD Trucks Total 7 0.03% 51 0.25%

Manufacturer Market
2011 
June

2011 % 
Share

2010 
June

2010 % 
Share

Powerstar XHV 4 0.02% 5 0.02%

Powerstar Total 4 0.02% 5 0.02%

MAN

XHV 2 0.01% 1 0.00%

HCV 1 0.00% 0.00%

BUS 0.00% 12 0.06%

MAN Total 3 0.01% 13 0.06%

Volvo Trucks XHV 2 0.01% 0.00%

Volvo Trucks Total 2 0.01% 0.00%

Honda PAS 2 0.01% 0.00%

Honda Total 2 0.01% 0.00%

TATA

HCV 1 0.00% 1 0.00%

MCV 0.00% 3 0.01%

XHV 0.00% 1 0.00%

TATA Total 1 0.00% 5 0.02%

Volvo Cars PAS 0.00% 7 0.03%

Volvo Cars Total 0.00% 7 0.03%

VDL Bus & Coach SA BUS 0.00% 6 0.03%

VDL Bus & Coach SA Total 0.00% 6 0.03%

Porsche PAS 0.00% 2 0.01%

Porsche Total 0.00% 2 0.01%

IVECO
XHV 0.00% 5 0.02%

MCV 0.00% 3 0.01%

IVECO Total 0.00% 8 0.04%

Mahindra LCV 0.00% 3 0.01%

Mahindra Total 0.00% 3 0.01%

Navistar International Trucks SA XHV 0.00% 6 0.03%

Navistar International Trucks SA Total 0.00% 6 0.03%

Grand Total 25 294 20 447

Individual passenger model sales

VW will have taken note that Ford’s Figo 1.4 Ambiente hatch jumped the Polo 
Vivo to move into second place in last month’s individual model best sellers. And 
word has it that Ford would move a lot of more of these if only they could get the 
stock from India! Mercedes-Benz’s 180 CGi Blue Efficiency continued to hold fifth 
spot, while its C200 CGi claimed seventh. A stand-out performance from Merc for 
June with two premium cars in a top 10 otherwise populated by the “affordables”.

 Top 10 Selling Passenger Carsfor June 2011

Derivative Sales

1 Polo Vivo 1.4 Base 5-dr 1 022

2 Figo 1.4 Ambiente 5-dr 813

The Naamsa stats behind the stats
Each mid-month of issue of AutoLive, we bring you the Naamsa stats that few people get to see. In the following 
pages we list the detailed sales statistics for the month of June 2011, and there are numerous stand-out 
performances. The beauty of these segmentations of the monthly sales figures is that they offer a quick glimpse 
into market trends and individual model and category performances. It’s a lot of fun picking out your favourite (and 
least-favourite!) model. While space precludes publishing all the data in its entirety, these are some of the more 
notable sales achievements for the month.

continued on next page 
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Derivative Sales

3 Polo Vivo 1.4 Trendline 5-dr 714

4 Polo 1.4 Comfortline 5-dr MY10 696

5 C180 CGI BlueEFFICIENCY AT 491

6 Sandero 1.6 United 5-dr 469

7 Corolla 1.3 Impact MY10 459

8 C200 CGI BlueEFFICIENCY AT 406

9 Polo 1.6 Comfortline 77kW 5-dr MY10 369

10 Aveo 1.6 L MY11 340

Total 5 779

Share 21.69%

Individual LCV model sales

While Chevrolet’s Corsa 1.4 Base Utility continued to hold sway in the indi-
vidual LCV competition, Nissan’s NP 200 1.6 Base moved into third for June 
behind Ford’s long-serving Bantam. Toyota continued to have a strong presence 
with Hilux, filling fourth, sixth, seventh and 10th spots.

The 10 Top Selling LCV for June 2011

Model Sales

1 Corsa 1.4 Base Utility MY10 PU 852

2 Bantam 1.3i PU MY09 542

3 NP200 1.6 Base PU 417

4 Hilux 2.0 VVT-i PU MY10 378

5 Corsa 1.4 Club Utility MY10 PU 351

6 Hilux 3.0 D-4D Raider 4x4 D-Cab Dsl PU MY09 247

7 Hilux 2.5 D-4D Dsl PU MY10 243

8 NP200 1.6 AC PU 243

9 KB250 c LWB Fleetside Dsl AC PU MY10 237

10 Hilux 2.5 D-4D RB SRX Dsl PU MY10 230

Total 3 740

Share 36.24%

Double Cab sales

 The broad-based Naamsa figures released early in the month don’t split LCV 
sales into double cab passenger-orientated vehicles and single-cabs. Toyota’s 
Hilux still enjoyed a massive lead in June, with VW’s Amarok in second. The 
latter again outsold GM’s Isuzu KB series, Nissan’s Navara, and Ford’s Ranger.

1 Ton Double Cab

2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

Toyota Hilux 897 8.7% 1 213 11.8% -3.1%

VW Amarok 463 4.5% 0 0.0% 4.5%

Isuzu KB 235 2.3% 316 3.1% -0.8%

Nissan Navara 244 2.4% 129 1.3% 1.1%

Ford Ranger 160 1.6% 112 1.1% 0.5%

Nissan NP300 Hardbody 155 1.5% 220 2.1% -0.6%

Mitsubishi Triton 84 0.8% 115 1.1% -0.3%

Mazda BT-50 77 0.7% 108 1.1% -0.3%

Tata Xenon 23 0.2% 28 0.3% 0.0%

VW T5 Transporter 11 0.1% 14 0.1% 0.0%

Mahindra Scorpio 11 0.1% 51 0.5% -0.4%

Mahindra Bolero 4 0.0% 8 0.1% 0.0%

Land Rover Defender 1 0.0% 28 0.3% -0.3%

2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

Tata Telcoline 0 0.0% 5 0.0% 0.0%

Nissan Hardbody 0 0.0% 27 0.3% -0.3%

Total 2 365 22.9% 2 374 23.1% ‑0.2%

Car Sales by category

These figures separate car sales by category, and enable easy comparison be-
tween the various competitors in their “divisions” Light cars in June continued 
to sell over double the amount that the medium car category achieved, while the 
premium-small category remains very strong, indicating the emphasis South 
Africans place on status.

In this category Mercedes-Benz once again just edged out BMW in the tra-
ditional C-Class versus 3 Series battle. 

Composition of Passenger Car Market by Type for June 2011

2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

Entry Cars

Chev Spark 548 52.5% 336 71.5% -18.9%

Toyota Aygo 297 28.5% 0 0.0% 28.5%

Suzuki Alto 118 11.3% 61 13.0% -1.7%

Peugeot 107 30 2.9% 13 2.8% 0.1%

Chana Benni 17 1.6% 10 2.1% -0.5%

Citroen C1 16 1.5% 30 6.4% -4.8%

Renault Twingo 9 0.9% 14 3.0% -2.1%

Smart Fortwo 8 0.8% 6 1.3% -0.5%

Total 1 043 470 121.9%

Light Cars

VW Polo Vivo 2 200 20.9% 1 722 23.5% -2.6%

VW Polo 1 636 15.6% 1 322 18.1% -2.5%

Ford Figo 1 474 14.0% 0 0.0% 14.0%

Renault Sandero 762 7.3% 345 4.7% 2.5%

VW Polo Vivo Sedan 733 7.0% 749 10.2% -3.3%

Chev Aveo 598 5.7% 332 4.5% 1.2%

Ford Fiesta 498 4.7% 690 9.4% -4.7%

VW Polo Sedan 433 4.1% 0 0.0% 4.1%

Toyota Yaris Zen 428 4.1% 0 0.0% 4.1%

Nissan Micra 388 3.7% 14 0.2% 3.5%

Honda Jazz 313 3.0% 273 3.7% -0.8%

Opel Corsa 152 1.4% 151 2.1% -0.6%

Mazda 2 150 1.4% 158 2.2% -0.7%

Suzuki Swift 120 1.1% 114 1.6% -0.4%

Fiat Punto 118 1.1% 114 1.6% -0.4%

Nissan Livina 107 1.0% 246 3.4% -2.3%

Tata B-Line 62 0.6% 47 0.6% -0.1%

Tata Indica Vista 60 0.6% 106 1.4% -0.9%

Peugeot 207 49 0.5% 51 0.7% -0.2%

Citroen C3 40 0.4% 50 0.7% -0.3%

Ford Ikon 38 0.4% 180 2.5% -2.1%

Renault Logan 38 0.4% 96 1.3% -1.0%

VW Cross Polo 28 0.3% 40 0.5% -0.3%

Renault Clio Iii 27 0.3% 53 0.7% -0.5%

Toyota Yaris T3 17 0.2% 194 2.7% -2.5%

Tata Indica 14 0.1% 50 0.7% -0.6%

Fiat Palio Ii 9 0.1% 2 0.0% 0.1%

Citroen C3 Picasso 5 0.0% 15 0.2% -0.2%

Tata Indigo 5 0.0% 11 0.2% -0.1%

 continued from previous page
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2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

Toyota Yaris T1 4 0.0% 176 2.4% -2.4%

VW Citigolf 0 0.0% 5 0.1% -0.1%

Fiat Grande Punto 0 0.0% 7 0.1% -0.1%

Toyota Yaris Ts 0 0.0% 1 0.0% -0.0%

Total 10 506 7 314 43.6%

Medium Cars

Toyota Corolla 1 335 26.9% 1 362 31.3% -4.4%

VW Golf 6 700 14.1% 494 11.3% 2.8%

Chev Cruze 563 11.4% 244 5.6% 5.7%

Nissan Qashqai 363 7.3% 210 4.8% 2.5%

Toyota Auris 269 5.4% 153 3.5% 1.9%

Nissan Tiida 257 5.2% 242 5.6% -0.4%

Chev Optra 183 3.7% 156 3.6% 0.1%

Dodge Caliber 158 3.2% 100 2.3% 0.9%

Mazda 3 155 3.1% 275 6.3% -3.2%

Opel Astra 140 2.8% 4 0.1% 2.7%

Suzuki Sx4 119 2.4% 107 2.5% -0.1%

Renault Megane Iii 100 2.0% 102 2.3% -0.3%

Ford Focus 99 2.0% 217 5.0% -3.0%

Honda Ballade 92 1.9% 0 0.0% 1.9%

VW Jetta 5 86 1.7% 244 5.6% -3.9%

Dodge Journey 54 1.1% 71 1.6% -0.5%

Peugeot 308 53 1.1% 60 1.4% -0.3%

Alfa Giulietta 41 0.8% 0 0.0% 0.8%

Peugeot 3008 40 0.8% 67 1.5% -0.7%

Honda Civic 40 0.8% 134 3.1% -2.3%

Mitsubishi Lancer 27 0.5% 43 1.0% -0.4%

Renault Fluence 26 0.5% 0 0.0% 0.5%

Citroen C4 21 0.4% 23 0.5% -0.1%

Honda Insight 19 0.4% 0 0.0% 0.4%

Subaru XV 6 0.1% 0 0.0% 0.1%

Subaru WRX 5 0.1% 0 0.0% 0.1%

Toyota Prius 3 0.1% 8 0.2% -0.1%

Fiat Bravo 3 0.1% 1 0.0% 0.0%

Fiat Linea 2 0.0% 20 0.5% -0.4%

Subaru Impreza 1 0.0% 14 0.3% -0.3%

Opel Astra OPC 0 0.0% 5 0.1% -0.1%

Total 4 960 4 356 13.9%

Top Line Cars

VW Passat 73 40.1% 13 7.3% 32.8%

Honda Accord 37 20.3% 61 34.3% -13.9%

VW CC 27 14.8% 33 18.5% -3.7%

Mazda 6 21 11.5% 48 27.0% -15.4%

Chev Lumina 19 10.4% 13 7.3% 3.1%

Chrysler Sebring Conv. 3 1.6% 4 2.2% -0.6%

Citroen C5 2 1.1% 6 3.4% -2.3%

Total 182 178 2.2%

Premium Small/Entry Cars

Mercedes C Classes 1 263 30.0% 1 140 29.3% 0.7%

BMW 3 Series 1 114 26.5% 925 23.8% 2.7%

Audi A4 410 9.8% 325 8.4% 1.4%

Audi A1 232 5.5% 0 0.0% 5.5%

BMW 1 Series 211 5.0% 304 7.8% -2.8%

Mini Cooper 136 3.2% 146 3.8% -0.5%

Audi A3 Sportback 127 3.0% 216 5.5% -2.5%

Volvo S60 91 2.2% 0 0.0% 2.2%

2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

Mercedes A Class 87 2.1% 195 5.0% -2.9%

Audi A3 72 1.7% 98 2.5% -0.8%

Fiat 500 69 1.6% 33 0.8% 0.8%

Audi A5 Coupe/Cabriolet 67 1.6% 76 2.0% -0.4%

Lexus IS 51 1.2% 58 1.5% -0.3%

Volvo C30 46 1.1% 84 2.2% -1.1%

VW Scirocco 45 1.1% 50 1.3% -0.2%

Audi A5 Sportback 40 1.0% 76 2.0% -1.0%

Volvo S40 40 1.0% 93 2.4% -1.4%

Citroen DS3 33 0.8% 31 0.8% -0.0%

Audi A7 17 0.4% 0 0.0% 0.4%

Audi A4 Avant 15 0.4% 9 0.2% 0.1%

Volvo V60 15 0.4% 0 0.0% 0.4%

Renault Laguna Coupe 10 0.2% 2 0.1% 0.2%

Alfa Mito 4 0.1% 13 0.3% -0.2%

Volvo V50 2 0.0% 13 0.3% -0.3%

Honda CR-Z 8 0.2% 0 0.0% 0.2%

Subaru Legacy 0 0.0% 5 0.1% -0.1%

Alfa 159 0 0.0% 0 0.0% 0.0%

Saab 9-3 0 0.0% 0 0.0% 0.0%

Total 4 205 3 892 8.0%

Premium Medium Cars

Merc E Classes 293 49.5% 261 43.4% 6.1%

BMW 5 Series 186 31.4% 233 38.7% -7.3%

Audi A6 72 12.2% 41 6.8% 5.4%

Jaguar XF 21 3.5% 37 6.1% -2.6%

Mercedes R Class 8 1.4% 2 0.3% 1.0%

Lexus Gs 7 1.2% 9 1.5% -0.3%

Mercedes CLS 3 0.5% 3 0.5% 0.0%

Volvo S80 2 0.3% 10 1.7% -1.3%

Cadillac CTS 0 0.0% 1 0.2% -0.2%

Chrysler 300C 0 0.0% 5 0.8% -0.8%

Total 592 602 ‑1.7%

Premium Large

Mercedes S Class 15 36.6% 23 41.1% -4.5%

BMW 7 Series 13 31.7% 13 23.2% 8.5%

Jaguar XJ 6 14.6% 10 17.9% -3.2%

Porsche Panamera 3 7.3% 9 16.1% -8.8%

Audi A8 2 4.9% 1 1.8% 3.1%

Lexus LS 2 4.9% 0 0.0% 4.9%

Total 41 56 ‑26.8%

Sports Speciality

Porsche 911 38 21.7% 6 5.5% 16.3%

BMW 6 Series 28 16.0% 1 0.9% 15.1%

Audi TT 21 12.0% 18 16.4% -4.4%

BMW Z4 19 10.9% 12 10.9% -0.1%

Jaguar XK 11 6.3% 8 7.3% -1.0%

Peugeot RCZ 10 5.7% 0 0.0% 5.7%

Nissan 370Z 10 5.7% 14 12.7% -7.0%

Mercedes SLK 8 4.6% 24 21.8% -17.2%

Porsche Cayman 7 4.0% 5 4.5% -0.5%

Porsche Boxter 5 2.9% 5 4.5% -1.7%

Mercedes CL 5 2.9% 0 0.0% 2.9%

Maserati Quattroporte 3 1.7% 1 0.9% 0.8%

Mazda MX-5 2 1.1% 1 0.9% 0.2%

Mercedes SL 2 1.1% 1 0.9% 0.2%
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2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

Nissan GT-R 2 1.1% 4 3.6% -2.5%

Maserati Grancabrio 2 1.1% 2 1.8% -0.7%

Maserati Granturismo 1 0.6% 2 1.8% -1.2%

Audi R8 1 0.6% 2 1.8% -1.2%

Alfa Spider 0 0.0% 1 0.9% -0.9%

Volvo C70 0 0.0% 1 0.9% -0.9%

VW EOS 0 0.0% 1 0.9% -0.9%

Lamborghini Gallardo 0 0.0% 1 0.9% -0.9%

Total 175 110 59.1%

MPV Small

Toyota Avanza 367 73.3% 418 83.1% -9.8%

Fiat Panda 66 13.2% 6 1.2% 12.0%

VW Caddy 44 8.8% 29 5.8% 3.0%

Nissan Grand Livina 24 4.8% 50 9.9% -5.1%

Total 501 503 ‑0.4%

MPV Medium

Mercedes B Class 276 62.2% 95 33.1% 29.1%

Toyota Verso 77 17.3% 84 29.3% -11.9%

Mazda 5 38 8.6% 56 19.5% -11.0%

VW Touran 34 7.7% 23 8.0% -0.4%

Peugeot 5008 10 2.3% 0 0.0% 2.3%

Renault Scenic III 5 1.1% 22 7.7% -6.5%

Renault Grand Scenic III 3 0.7% 6 2.1% -1.4%

Citroen C4 Picasso 1 0.2% 1 0.3% -0.1%

Total 444 287 54.7%

Mpv Large

Mercedes Vito 34 23.6% 62 25.6% -2.0%

Mercedes Viano 30 20.8% 10 4.1% 16.7%

Chrysler Voyager 27 18.8% 39 16.1% 2.6%

VW T5 Caravelle 26 18.1% 36 14.9% 3.2%

VW T5 Kombi 14 9.7% 76 31.4% -21.7%

Mahindra Xylo 13 9.0% 19 7.9% 1.2%

Total 144 242 ‑40.5%

SUV Small

Chev Captiva 359 17.6% 172 10.9% 6.7%

BMW X3 194 9.5% 59 3.7% 5.8%

BMW X1 180 8.8% 168 10.6% -1.8%

Audi Q5 157 7.7% 125 7.9% -0.2%

Jeep Wrangler 128 6.3% 90 5.7% 0.6%

Land Rover Freelander 2 127 6.2% 69 4.4% 1.9%

Honda Crv 112 5.5% 136 8.6% -3.1%

VW Tiguan 108 5.3% 82 5.2% 0.1%

Jeep Patriot 104 5.1% 43 2.7% 2.4%

Mini Cooper 91 4.5% 0 0.0% 4.5%

Nissan X-Trail 88 4.3% 121 7.6% -3.3%

Subaru Forester 80 3.9% 57 3.6% 0.3%

Volvo Xc60 67 3.3% 60 3.8% -0.5%

Toyota RAV 4 53 2.6% 140 8.8% -6.3%

Suzuki Grand Vitara 40 2.0% 25 1.6% 0.4%

Suzuki Jimny 37 1.8% 66 4.2% -2.4%

Jeep Cherokee 33 1.6% 60 3.8% -2.2%

Mitsubishi Outlander 26 1.3% 15 0.9% 0.3%

Renault Koleos 17 0.8% 15 0.9% -0.1%

Subaru Outback 14 0.7% 26 1.6% -1.0%

Mazda CX-7 10 0.5% 38 2.4% -1.9%

2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

Jeep Compass 9 0.4% 0 0.0% 0.4%

Mahindra Thar 9 0.4% 8 0.5% -0.1%

Volvo XC70 0 0.0% 7 0.4% -0.4%

Total 2 043 1 582 29.1%

SUV Medium

Toyota Fortuner 621 39.1% 821 41.7% -2.6%

Land Rover Discovery 4 243 15.3% 171 8.7% 6.6%

BMW X5 146 9.2% 81 4.1% 5.1%

Mercedes M Class 122 7.7% 166 8.4% -0.8%

Toyota Prado 90 5.7% 287 14.6% -8.9%

Mitsubishi Pajero 73 4.6% 98 5.0% -0.4%

Mitsubishi Pajero Sport 60 3.8% 58 2.9% 0.8%

Jeep Grand Cherokee 46 2.9% 24 1.2% 1.7%

VW Touareg 45 2.8% 5 0.3% 2.6%

Nissan Pathfinder 40 2.5% 10 0.5% 2.0%

BMW X6 34 2.1% 24 1.2% 0.9%

Lexus RX 21 1.3% 15 0.8% 0.6%

Ford Everest 15 0.9% 89 4.5% -3.6%

Mahindra Scorpio 14 0.9% 20 1.0% -0.1%

Nissan Murano 10 0.6% 12 0.6% 0.0%

Volvo XC90 6 0.4% 9 0.5% -0.1%

Subaru Tribeca 2 0.1% 1 0.1% 0.1%

Hummer H3 1 0.1% 5 0.3% -0.2%

Land Rover Discovery 3 1 0.1% 0 0.0% 0.1%

Tata Safari 0 0.0% 5 0.3% -0.3%

Land Rover Defender 0 0.0% 69 3.5% -3.5%

Total 1 590 1 970 ‑19.3%

SUV Large

Porsche Cayenne 68 31.5% 8 4.4% 27.1%

Range Rover Sport 59 27.3% 50 27.3% -0.0%

Audi Q7 33 15.3% 22 12.0% 3.3%

Landrover Range Rover 20 9.3% 10 5.5% 3.8%

Mercedes Gl Class 17 7.9% 33 18.0% -10.2%

Lexus Lx 6 2.8% 6 3.3% -0.5%

Toyota Landcruiser 200 5 2.3% 53 29.0% -26.6%

Nissan Patrol Sw 5 2.3% 1 0.5% 1.8%

Mercedes G-Class 3 1.4% 0 0.0% 1.4%

Total 216 183 18.0%

Grand Total 26 642 21 745 22.5%

Entry Cars 1 043 3.9% 470 2.2% 1.8%

Light Cars 10 506 39.4% 7 314 33.6% 5.8%

Medium Cars 4 960 18.6% 4 356 20.0% ‑1.4%

Top Line Cars 182 0.7% 178 0.8% ‑0.1%

Premium Small/Entry Cars 4 205 15.8% 3 892 17.9% ‑2.1%

Premium Medium Cars 592 2.2% 602 2.8% ‑0.5%

Premium Large 41 0.2% 56 0.3% ‑0.1%

Sports Speciality 175 0.7% 110 0.5% 0.2%

MPV Small 501 1.9% 503 2.3% ‑0.4%

MPV Medium 444 1.7% 287 1.3% 0.3%

MPV Large 144 0.5% 242 1.1% ‑0.6%

SUV Small 2 043 7.7% 1 582 7.3% 0.4%

SUV Medium 1 590 6.0% 1 970 9.1% ‑3.1%

SUV Large 216 0.8% 183 0.8% ‑0.0%

Total 26 642 21 745 22.5%

Medium, Heavy and Extra Heavy Commercial Vehicles

For a detailed analysis of this category by Casper Kruger Turn to Page 22.
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AutoLive: Avis was the first car rental company to 
be declared a Carbon Neutral company in 2009. 
What does this mean?

WD: Effectively, being Carbon Neutral means 
that whatever amount of carbon we emit as a com-
pany, we offset through projects that we invest in 
throughout the world. The decision to become 
Carbon Neutral meant that we had to measure 
our emissions. We had to understand what that 
meant. Once we understood that, we had to under-
stand what carbon off-setting is in order to become 
Carbon Neutral. We asked ourselves ‘What are car-
bon credits?’ and ‘What projects can we off-set on?’ 
Then we got hold of a Carbon Neutral company in 
the UK who were working with our parent company 
over there to understand it a bit more. After that we 
decided to off-set our 9 974 tons of Carbon that we 
emit per annum, over a three-year period. Once you 
become Carbon Neutral, you receive an endorse-
ment, which is recognised by the United Nations.

AutoLive: What “Green” strategies have you 
incorporated where maintenance of the rental fleet 
is concerned?

WD: One of our projects was to switch off the 
power we use to dry our cars after the cleaning proc-
ess. Lo and behold, this didn’t affect our productivity, 
yet it saved us over 1 400kW hours of energy per day. 

AutoLive: What is the Avis Green Print? 
WD: The Green Print is our way of putting into 

print our “green” statement. It’s a policy statement 
which explains why we are on this Green journey as 
a company and what it is that we plan to do. It’s kind 
of like a Blueprint of our plans.

AutoLive: You have recently added another hy-
brid vehicle to your rental fleet in the form of the 
Honda Jazz. Are you finding that customers are 
asking to rent hybrid vehicles specifically or has the 
concept been slow to catch on?

WD: Customers always want fuel-efficient ve-
hicles. But I don’t think South African consumers 

are as far down the road as the European public are, 
where this is a bigger issue. We put the Toyota Prius 
in our rental fleet in 2007 (there are 40 Prius’ in the 
Avis fleet currently) just to see what the appetite 
was like from our customers, and to give them the 
opportunity to drive the technology of the future. 
Sadly, people are still unwilling to pay for “green” 
initiatives. Yes we had a number of people who were 
committed to the cause and rented the Prius, but 
not to the extent that we expected.

AutoLive: Avis recently received a Special 
Commendation in the Mail & Guardian’s Greening 
the Future Awards. How did this come about?

WD: We use a lot of water as we prepare and 
wash each and every car for rental at the airports. 
We knew we were using water, but we didn’t realise 
how much, so we started to measure our consump-
tion. It turned out that we used about 250 litres 
of water per car we washed, which is like a small 
bathtub. This gave us quite a fright. We realised 
this was morally wrong and so we decided that we 
needed to recycle. We then got a costing to do this, 
which equated to R2.5-million to recycle water at 
our Durban, Cape Town and Joburg depots. As it 
turns out, the return on that investment is going to 
be three-and-a-half years. We are saving 75 million 
litres, or just over a million rand per year, by recy-
cling 85% of the total water used. We also harvest 
rain water at our three main centres and during the 
rainy season we become water neutral.

AutoLive: What does the Climate Change 
Leadership Award represent?

WD: Lead South Africa and a group of conser-
vation organisations got together and decided to 
recognise the companies that are taking a serious 
stance on environmental matters. They wanted to 
give recognition to these companies. That process 

Exploring Avis’ “green” initiatives 
Autolive recently met with Avis Chief Executive, Wayne Duvenhage, at his 
Isando Johannesburg office to discuss the company’s “Green” initiatives. 
We also took the time to chat about the car rental industry in general 
and probed deeper into the CEO’s recent media statements regarding 
proposed E-tolling in the province.

Wayne Duvenhage

continued on next page 
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began in 2010 and we were invited to show what we 
had done. They then came to see for themselves and 
verified our claims. 

AutoLive: Moving away from environmental 
issues, how is the car rental industry doing in gen-
eral at the moment?

WD: Globally the tourism sector is under pres-
sure. People have less money to celebrate things like 
anniversaries and birthdays. So from an interna-
tional travel point of view, the industry is a little bit 
stifled and under pressure. Locally the businessper-
son is travelling more. The insurance industry and 
the government are giving us a lot of business. All 
in all, it is in a growth phase, coming out of a tough 
2009/2010 which was helped a little bit by the World 
Cup. However, it is a very competitive environment.

AutoLive: How many cars are in the entire Avis 
rental fleet?

WD: On the rental fleet we have around 20 000 
vehicles, which makes us the biggest private pur-
chaser, if you exclude government, in the country. 
We buy about 4% of all new cars sold. The num-
bers increase in summer and decrease in winter, 
although we replace the entire fleet once a year. We 
have our own used car outlets called Zeda Car Sales 
and we also sell to the trade through an online auc-
tion process.

AutoLive: You have recently criticised the 
proposed E-tolling for the Gauteng Freeway 
Improvement Project. How will these tolls affect the 
car rental industry?

WD: Well, it’s a nightmare (laughs). Sadly, the 
authorities did not engage with anybody. They say 
they did, but in reality they did very little. It’s been 

a bane of concern for us, so we went to see them. 
We told them that we are going to have to pass this 
fee on to the renters, and asked them “How are you 
going to interface with us?” and “Are you going to 
give us information on time?” Clearly, not much 
thought was given to it. The challenge is going to be 
to get the bill from all the gantries a rented vehicle 
passes through and attach it to the customer’s bill 
before they take off from the airport. On our side, 
we will have to set up an administrative desk to rec-
oncile their bills with ours. We also have to look out 
for faulty tags and cloned cards etc. It’s a huge cost. 
It’s going to be very difficult for us, but that is not 
why we are criticising tolling. The real issue is the 
funding of the roads. We pay our taxes and it is the 
government’s role to use those taxes to maintain the 
roads and keep the wheels of business and industry 
going. They are meant to manage the road and rail 
infrastructure. If we already pay a fuel levy to do 
this, why are we paying again? It’s double taxation. 
And the reality is, it’s going to cost R2-billion a year 
to manage E-tolling. So over and above paying for 
the roads, we are paying for private companies to 
administer it and profiteer out of it.

AutoLive: What type of cars are the most popu-
lar to rent?

WD: B-segment vehicles with air-conditioning. 
People also frequently ask for cars with an airbag 
and ABS brakes. These types of vehicles make up 
between 50 and 60% of our fleet.

AutoLive: What does the ‘We try harder’ slogan 
mean for customers?

WD: It means they are dealing with a company 
that goes out of its way to make the rental experi-
ence a pleasant one. 

AutoLive: What is the longest period a vehicle 
can be rented for?

WD: Up to 11 months and then you start mov-
ing into the leasing division, which has different 
rules and regulations. But the average length of 
renting is five days. ■
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Recently I decided to give the car I’d been using for 
personal use over the past year a proper wash. 

I didn’t just want the exterior to shine though; 
I wanted the seats, carpets, engine and chassis to be 
clean too. I thought: it must look new, smell new 
and even taste new (I half-jokingly imagined biting 
into the seats to establish this!)

A quick internet search led me to RMI affiliated 
Sparkling Auto Care Centre in Randburg – a fran-
chise carwash and minor vehicle repair business – 
and one of eight such franchises spread throughout 
the country.

Needless to say I requested the Full Valet, which 
takes around four hours to complete, so decided to 
chat to the owner, Lebo Magwa, about the business 
as I waited. 

“We provide a complete vehicle facelift, that’s 
our slogan,” she says. “We repair dents and scratch-
es and fix damage that is classified ‘non-structural, 
and of course, on top of that we perform car valets 
and car wash services. We also do mag wheel and 
windshield repairs and we’ve recently added vehicle 
wrapping to our range of services. It’s almost like a 
spa for a car. We perform complete auto care”. 

So what makes Sparkling Auto Care different? 
“We don’t just wash a car,” explains Magwa. “The 
systems that we use are different and the tools we 

use you won’t find in other car wash businesses. We 
even clean your car with a toothbrush. We pay at-
tention to detail, so every inch of your car will be 
attended to”. 

Apart from the RMI, the franchise is also 
aligned with the South African Motor Body 
Repairers Association and the Motor Industry 
Bargaining Council. It is a South African company 
that is 100% Black and 100% Black Woman owned.

Customers include Jaguar and Subaru in 
Bryanston and McCarthy Land Rover and Volvo 
in Midrand among numerous others, as well as 
insurance companies such as Alexander Forbes, 
Regent and Santam, so I asked how this all came 
about. “I had to go door-to-door and the company 
had to perform demos at various dealerships. We 
opened in August 2008 and word of mouth helped 
us because customers were happy. We have recently 

SA’s Sparkling carwash industry

continued on next page 
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started using a combination of water and water-
less washing products, although the high-pressure 
equipment that we use don’t use that much water 
anyway. On the valet side we use steam, which also 
uses very little water, unlike traditional hand wash 
systems”. 

So how did the business get off the ground? “We 
started a mobile service in 2008. That is one aspect 
that makes us unique. You can either have your car 
repaired here in the workshop or we can come to 
you, depending on the level of damage requiring at-

tention. The workshop you see here was launched 
in 2009”. 

The recent cold weather hasn’t helped the busi-
ness. “In the last few weeks things have been a little 
bit down but overall it’s been good. Regardless of 
the season, we employ 35 people at this branch on a 
permanent basis,” she says proudly. ■

Staff writer

A new range of Castrol engine lubri-
cants has been launched for the ex-
clusive use of franchised car dealers, 
with the full backing of respective 
manufacturers.

“Average engine operating pres-
sures have, in many instances, more 
than doubled over the past decade 
and the variation in these pressures 
has become extreme too. Castrol 
has, therefore, developed a range 
of products to deal with these in-
creased demands, explains Castrol’s 
Johannesburg-based sales director 
for Africa, Graham Noonan.

“In the case of our premium lu-
bricant, EDGE Professional, this has 

extended to the use of our patented 
Fluid Strength Technology, which ac-
tively strengthens the oil as and when 
required. Scientific tests show this 
product is up to 40% stronger than a 
leading competitor in terms of reduc-
ing metal-to-metal contact. 

“Castrol EDGE Professional and 
the other lubricants in this new range, 
Magnatec Professional and GTX 
Professional, have been micro-filtered 
to levels demanded by the manufac-
turers to improve engine efficiency 
and performance in both the short- 
and long-term. In the case of EDGE 
Professional it also has a unique fea-
ture that we have introduced for the 
first time. This is to give the oil a UV 
fluorescent colour signature as a seal 
of authenticity. This will demonstrate 

to the after-sales staff at the dealer-
ship, as well as the customers, that 
they are using the correct oil.”

Castrol has, for years, cooper-
ated with many of the world’s leading 
motor manufacturers to undertake 
lubricant development with them. 
These relationships have grown into 
strategic global partnerships. This in-
cludes supplying both the initial first 
fill lubricants and providing support 
for their after-sales operations.

From launch Castrol EDGE 
Professional will be recommended 
globally by Audi, BMW, Jaguar, Land 
Rover, MINI, SEAT, Skoda, Volvo 
and Volkswagen.

Global research by Castrol has 
revealed that less than 10% of motor-
ists know what brand of lubricant is 

put into their vehicle during routine 
servicing, even though the cost of 
lubricants can amount to as much as 
40% of the total service invoice. ■

Castrol launches new 
engine lubricants range
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Whether you liked or loathed the previous Micra, 
one thing it had in abundance was character. 

But quirkiness didn't sell particularly well, and 
with Nissan desperate to grow its passenger car 
market share to bakkie-like levels, it has had to re-
think – and restyle -its entry-level city car. 

The result is what you see here and, while cer-
tain elements of the outgoing model remain, par-
ticularly at the rear and in the roofline, it is clear 
Nissan has toned things down quite substantially. 

Built on the company's new V (for versatile) 
platform in India, the Micra is slightly longer, wider 
and sits fractionally closer to terra firma than the 
model it replaces. 

It is also said to be more rigid than before, but of 
more importance to Nissan was to reduce its overall 
weight. Thus, extensive revisions and the simplifi-
cation of numerous complex parts has resulted in 
some 35 kg being shed. 

But while the results of these measures are bet-
ter off-the-line acceleration and less-frequent trips 
to the pumps, it’s also the cause of major criticism. 
There is no denying the sense that the car has been 
cheapened in many respects. For example, ride 
quality in general is not what it used to be, and 
can in no way be likened to the new Suzuki Swift 
or latest Polo in terms of refinement or sophistica-
tion. Something similar could be said of the budget-
looking switchgear for the climate control, while 
the orange backlighting appears out-dated when 
viewed against its direct competitors.

This “cheapened” criticism does not extend to 
the way in which the car is put together, however. 
That said, the suspension really struggles to cope 
with more complicated tasks asked of it, such as 
absorbing road bumps and ripples while the wheels 
are turned sharply. This is both disconcerting and 
most unfortunate, especially since we had the top 
of the range model on test, which retails at over 
R143 000.

Being the flagship, it features a punchy four-
cylinder 1.5 litre petrol engine, mated to a five-
speed manual transmission. The engine produces a 
healthy 73kW and 134 Nm and proved to be rather 
sprightly.

But while engine performance is certainly a 
highlight, I was disappointed with the feel of the 
gear-lever as it moved through the gates. Fact is I 
haven’t felt something this notchy since I don’t 
know when. I’m not joking when I say it’s about as 
smooth as a three-day old stubble. 

Another area of concern is in the electric power 
assisted steering, which lacks feel, although this 

criticism is offset somewhat by the tight turning 
circle. 

During the road test we calculated an aver-
age fuel consumption rate of 7.56 litres per 100km 
which, despite its relatively small 41 litre fuel tank, 
should return a range of over 530 km.

The driver’s seat offers height adjustment, while 
the leather covered multifunction steering wheel is 
adjustable for rake. The double glove compartment 
offers a handy out of sight storage option, with various 
other compartments spread throughout the cabin. 

A comprehensive trip computer and audio sys-
tem is fitted, and the car also sports electric win-
dows all round, Bluetooth compatibility and auto 
headlamps and wipers.

By extending the wheelbase by 20 mm, 
rear legroom has also been improved, and 
Nissan must be lauded for giving the Micra 

more-than-adequate-for-most-headroom at the 
back. Elongating the roofline has enhanced overall 
space in the back immensely, but like the Swift, the 
Micra is let down by a rather small boot.

This derivative is further distinguished from 
its lesser brethren by its 15-inch alloy wheels as op-
posed to 14-inch steel items, front fog lamps, col-
our-coded door handles and mirrors and chrome 
detailing on the lower air intakes. 

With regards to pricing, it's alarming to note 
that a service plan remains an added cost option 
(around R5 000), particularly when one considers 
the quality and quantity of its competition.

While Nissan has dialled down the Micra’s 
character to make it more appealing to the main-
stream, its competition have raised the bar and sub-
sequently created the impression that the Micra is 
some way behind the curve. ■

Road review: Nissan Micra 1.5 Tekna

Second Opinion

Stuart JohnSton

Quite frankly I was expecting more from 
the Micra. Its engine didn’t have the punch 
of smaller capacity models out there in the 
market place, and I didn’t feel it was the 
sweetest-revving powerplant I’ve experi-
enced either. Also, it never felt planted in the 
way a quality hatch can feel these days, the 
examples mentioned by Tristan being two 
good ones, while similarly-priced offerings 
from Kia, Ford and Hyundai also feel bet-
ter poised. I would like to try the 1.2-litre 
version, as this car feels more like a R110 – 
R120 000 conveyance in terms of its tactile 
and dynamic feel.
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Dr CaSper Kruger, ViCe preSiDent, 
hino South afriCa

The June market result would have been met with 
considerable satisfaction by vehicle manufactur-
ers, distributors and dealers, and has reawakened 
expectations that the final full-year 2011 outlook 
could still include a substantial measure of year-
on-year growth in total sales volume. It was notable 
that the returns of manufacturers sourcing their 
vehicles from Japan have not shown any significant 
deterioration, in terms of absolute volume, over the 
past three months, which suggests that the supply 
situation has been managed more satisfactorily 

than had originally been feared. However, this does 
not suggest that individual models or variants have 
not been affected or that all products will be freely 
available in the months ahead.

It is also pleasing to report that one significant 
participant in the market, sourcing most of its 
product line-up out of Europe, has recommenced 
sales reporting in June, following an absence of 
four months. This has added welcome volume 
to the total picture, and also enhanced the over-
all integrity of the market data. In terms of seg-
mental “mix”, the market has once again moved 
in favour of the heavier XHCV category, which, 
at the end of the first half of the current year, ac-
counted for 44.2% of the sales total, followed by 
MCV’s at 34.3%, HCV’s at 18.4%, and Buses at 
4.11%. The Bus segment is the only product group 
that has failed to record year-on-year growth, in 
absolute volume terms, compared to its first-half 
2011 performance, but this is fully understandable 

considering the accelerated delivery of passenger-
carrying vehicles immediately ahead of the 2010 
Soccer World Cup.

The current pattern of vehicle deliveries, with 
a clear bias towards heavier, more expensive units, 
confirms that demand levels in the economy are 
healthy, and that the availability of acquisition 
finance remains satisfactory. The broader macro-
economic picture in the South African economy 
suggests some softening of local business confi-
dence, as evidenced by the most recent Kagiso 
Purchasing Managers’ Index, but the most impor-
tant challenge facing the suppliers of trucks, buses 
and vans going forward will be in obtaining the 
optimum balance between the vehicles that they 
can supply, and the requirements of their custom-
ers. As always, clear lines of communication be-
tween manufacturers, importers, dealers and sup-
pliers will be key to achieving the best outcome in 
this regard. ■

Comment: June truck sales performance

“The Bus segment is the only 
product group that has failed to 

record year-on-year growth ...”
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Stuart JohnSton

Unfortunately for the Volvo, Geneva in ’61 hap-
pened to be the first public airing of Jaguar’s E-Type, 
and while the Volvo garnered favourable reaction, 
its scalloped waste-line and flared tail fin-lets 
looked just a little passé when viewed against the cat 
from Coventry, which embodied The Future.

Nevertheless, as time revealed, the P1800 was 
and is a car that is recognised as one of the great 
shapes of the 1960s and this was evident at its 
launch, because there was already some debate as to 
who in fact styled the car.

Initially, the great Italian styling house Ghia 
was supposed to style the car, and this firm did sub-
mit proposals to Volvo management in the late ‘50s 
when the decision to build a sporty car was given 
the go-ahead. Another Italian coachbuilder, Frua, 
was also involved at the design-tender stage, but in 
fact the shape that was accepted for production was 
actually rendered by one Pelle Petterson, the son 
of Volvo’s incumbent engineering chief, Helmer 
Petterson.

Volvo’s head honchos didn’t take kindly to 
anything that smacked of nepotism, and so they 
credited the design to Frua. It was only in 2010 that 
the Swedish company finally admitted that “the en-
gineer’s son” had designed the car which received 
design kudos from a number of quarters, including 
the USA.

It was ironic that while the Jaguar E Type’s 
predatory shape stole much of the Volvo’s thunder, 
it played an inadvertent role in the P1800 becom-
ing a worldwide icon of the 1960s. The producers of 
the television show The Saint wanted an E Type to 
use in its series as the car driven by principal actor 
Roger Moore. But Jaguar said they didn’t need the 
publicity, while Volvo jumped at the chance when 
Moore himself suggested that he “liked the shape 
of the P1800.” The car enjoyed free TV exposure 
around the world for years, and in fact Moore really 
did like the sporty Volvo, so much so that he ended 

up driving one as his personal car for years when he 
was at his home-base in Monte Carlo.

The P1800 not only looked a bit dated on 
launch, it was also not as fast as it looked. Whereas 
the Jag had a triple-carb double overhead cam six, 
the P1800 had a four-cylinder pushrod engine, only 
mildly tuned up from its spec in the bread-and-
butter B18 sedan.

But despite being a modestly fast car, it ended 
up staying in production for 13 years, with a total 
of 47 400 cars being produced as the final one rolled 
off the production line in Gutenberg in 1974.

Most of those cars went to the US, and one of 
its customers took delivery of a brand new 1800S in 
1966. His name was Irv Gordon, and he loved driv-
ing the car so much that he became the man to hold 
the Guinness World Record for covering the most 
distance in a single car.

To date Irv’s record stands at over the 4-mil-
lion kilometre mark, and he is still racking up 
mileage despite being over 70 years old today. 
Remarkably, the car’s original engine has only had 
two full rebuilds in that time, and Irv doesn’t even 
garage the car, despite living close to the sea in New 
York State.

In South Africa, the P1800 was a minor hit, 
despite costing nearly as much as the much more 
powerful E-Type and today the Volvo Club of South 
Africa has over 40 P1800s on its register. The final 
version was, in fact, a sporting estate, known as the 
ES 1800. If you want to look for inspiration for the 
modern C30’s rear end, look back to that final P1800 
rendition.

Elegance, that’s what these cars represent. ■

The Volvo P1800 – Lookin’ Good at 50!
Volvo’s P1800 made its debut 50 years ago at the Geneva Motor Show, although there had been a reaction-
testing preview in 1960 at the far less-glamorous Brussels Show.
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triStan wiggill

At 28 I finally took the plunge and 
bought myself a new car (well, almost 
new). 

I wasn’t nervous or afraid and it 
didn’t hurt (my wallet might disa-
gree). There was no fumbling around 
in the dark and everything went off 
without hitch (sort of). 

Many would ask why a motoring 
journalist would buy an (almost) new 
car. I asked myself the same question. 

Part of the answer lies in simple 
curiosity, the other part in the desire 
to call something my own. And so it 
was that I started my homework. 

In this regard, time spent in the 
motor industry certainly helped. It 
has meant an affinity for small Korean 
cars (to my mind they are well-made, 
well-priced, highly-specced and have 
the longest warranties). 

Being in the industry also meant 
I knew the latest Picanto, would be 
launched this month (as it happened, 
I spotted one driving in the Rosebank 
area on the day I took delivery). 

This meant Kia dealerships would 
be desperately trying to clear old stock 
to make way for the new model, while 
hundreds of Picanto owners traded 
their cars in. Either way, good deals 
were to be had. 

I then searched the internet for 
my nearest Kia dealership, which I 
visited on Saturday morning, thus 
giving myself ample time to view. 
I’ve never believed in rushing things 

when looking at cars, whether new or 
otherwise.

From my recent experience and 
interview with the CEO of TransUnion 
(the company that produces the Auto 
Dealer’s Guide) I was able to find ex-
actly what I was looking for. 

As was explained to me, the most 
important aspects are model year, 
overall condition and mileage (these 
factors will greatly influence the selling 
/ trade-in price later on). 

The car I fancied was a 2010 mod-
el, which I knew would impact posi-
tively on the selling price, given the rate 
of vehicle depreciation (on average 17% 
in the first year, thus making it better to 
buy in the first half of any given year). 

With a 2011 price tag of R99 900, I 
was informed that the selling price was 
R79 900 – a saving of R20 000 or 20%. 
Not bad! 

However, this did not include the 
optional Maintenance Plan (which I 
took as it is more comprehensive than 
a Service Plan and covers perishable 
items like brake pads) or the cut made 
by the dealer (admin fees etc).

The next step was to establish the 
mileage. Checking the Guide again, I 
learnt that anything under 20 000 km 
would be considered very low, thus 
possibly raising the price slightly. 

To my pleasant surprise, the car 
had a paltry 1 300km on the clock (this 
could be considered “delivery mileage” 
in the case of a 2011 model), thus mak-
ing it a brand new car (in 2010 terms). 

Being a year old, it also meant that 
I would not have to pay the mandatory 

emissions tax or any on-the-road li-
censing fees (which can cost as much 
as R3 000 at a dealership!)

After thoroughly inspecting the 
car with the help of the Sales Executive, 
I was led into a back office to complete 
an “Offer to Purchase” form, as the car 
was going to be financed and not paid 
for in cash. 

This form requires basic personal 
information and banking particulars. I 
then left the building having been told 
the document would be sent to various 
vehicle finance lending houses (special 
divisions within the banks). These guys 
would then consider my application 
and either approve or reject it, based on 
my financial standing. 

Of most importance to the banks 
is not how much one earns, but how 
much debt one has. So for example, if 
you earn R50 000 per month, but fur-
nish debt to the tune of R45 000 per 
month, the application would most 
likely be declined, even for a “cheap” 
car like mine.

By Tuesday my application was 
provisionally approved, with Wesbank 
providing the most competitive inter-
est rate. As a first-time car buyer, the 
rate of interest calculated is adjusted 
upwards as I have no track-record when 
it comes to buying cars. Therefore, I am 
considered a bigger risk. 

I decided to forsake a deposit (a 
deposit is not required for vehicles un-
der R250 000) because for every R20 
000 paid in deposit, only R500 would 
come off the repayments. Besides, I 
can pay in additional amounts over 

and above the repayments at any time, 
thereby reducing the rate accordingly. 

I also made sure there was no re-
sidual / balloon payment due at the 
end of the agreed term (60 months, al-
though 36, 48, 54 and 72 months were 
also available). 

News to me was that when fi-
nancing a new car, one has to take 
Comprehensive Cover – you cannot 
opt for Third Party Fire and Theft 
Insurance. This hiccup resulted in 
an hour’s worth of negotiating, but 
a competitive insurance quote at the 
end of it. 

Before driving away in my new 
wheels, lovingly adorned with a Red 
and Gold ribbon and accompanied 
by a bouquet of imported chocolates 
on the passenger seat, no less than 20 
forms were signed or initialled. 

The final few pages requiring 
my signature related to the newly-
introduced Consumer Protection Act, 
which gives me more rights should 
things go wrong. 

As I left the showroom floor, I was 
overcome with pride. Buying a car 
isn’t cheap but the feeling you get is 
priceless! ■

Losing my car-buying virginity …
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