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Disclaimer

While reasonable 
precautions have been 

taken to ensure the 
accuracy of the advice 

and information given to 
readers, neither the Editor, 

the Proprietors, nor the 
publishers can accept 

any responsibility for any 
damages or injury which 

may arise therefrom.

A man with over 40 years of experi-
ence in the automotive business, all of 
them with General Motors, Lee’s mes-
sage to delegates at the conference was 
one of encouragement but also warn-
ing, as he outlined the huge potential 
of our country and motor industry, but 
also identified key threats to our global 
competitiveness.

Lee’s address also put our industry 
into a global perspective when he point-
ed out that in the first eight months of 
2011 in South Africa, General Motors 
sold fewer cars than it sold in one week in 
China, another of the so-called “emerg-
ing” markets for which he is responsible.

While stressing that General Motors 
has a history that goes back in South 

Africa almost 100 years, and that he is 
very proud of his South African team, 
which grew the company’s Chevrolet 
brand here by 180 per cent in the past 
five years, Lee stressed that it is his job 
to evaluate projects that pay back in the 
best possible way.

“We have a big project in South 
Africa and that project will compete 
for capital dollars within our company 
against projects in all the emerging mar-
kets as well. There is no free lunch. We 
have to be competitive in South Africa”, 
said Lee.

To be successful in the emerging 
markets, governments must establish 
clear and stable rules for investment and 
expansion, and here Lee acknowledged 
that the South African government was 
doing a good job with programmes like 
the MIDP and APDP.

“But you cannot rule out the col-
laboration of labour as well. It has to be a 
three-legged stool.” Lee voiced concerns 
about strikes and increasing labour costs 
that had particularly affected produc-
tion continuity here last year. He said 
GM would like to see government ad-
dress the labour issue.

SA Has Huge Potential, But 
There Is No Free Lunch

continued on page 5 

The keynote speaker at the 2011 Car Conference, held at the Johannesburg International 
Motor Show eight days ago, was Tim Lee, President of General Motors International 
Operations.

A key player in GM’s South African plans is the new Chevrolet Utlity, 
which made its debut at JIMS.
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Editor’s Note
THE MOTOR SHOW TRULY WAS 
WORLD CLASS

For one reason and another I spent a 
major part of last week at the Johannesburg 
International Motor Show. In my book this 
was the best motor show we’ve ever had in 
South Africa and fully endorses the organ-
isers’ claims that this is now one of the top-
10 shows in the world.

I was glad to come back again and 
again to the show after the two media days 
because that is a launch circus so packed with detail that you don’t get a 
chance to stop, look around and actually take in what you are saying. As a 
journalist, if you only attend those two days you miss out on a huge portion 
of the show, and indeed what is actually happening in the motor industry 
at large.

I have to hand it to SA Show Services – Pula Dippenaar, Philip Otto and 
the rest of the Show Services team – for providing a spectacle that encapsu-
lates all that we love about motoring, the motor industry, and yes, cars and 
big, bad trucks.

The displays by the major stake-holders were awesome. We had BMW’s 
i8 concept vehicle, Mercedes-Benz’s A-Class concept, Toyota’s announce-
ment that Giniel de Villiers and Duncan Vos would compete in South 
African vehicles in the next Dakar, Audi’s stunning line-up of new models 
and a TT-like concept……..

We had the amazing Chevrolet concept car as well as GM’s booth 
where one could see a factory robot assembling a Chevrolet Utility – man 
there was some wonderful stuff! And yes, I loved having my picture taken 
with Asimo, the robot at the Honda stand that can even serve you a cup 
of tea.

Outside of the halls we had off-roading and drifting up at the top end of 
the show grounds, and the stuff motorsport officials in this country would 
do well to check out an afternoon of drifting and see what really turns on car 
enthusiasts – tyre smoke, noise and drivers and cars that are patently on the 
edge of control, but having fun doing it. Catch a wake up, MSA!

I was involved with organising a bunch of classic cars, hot rods, su-
perkarts and racing machines for something called the Sasol Theatre of 
Motoring in the main arena where they normally have horses jumping 
over poles and hay bales at Rand Show time. My partner in crime was my 
long-time friend and former colleague at the Cartorque TV show Hendrik 
Verwoerd. We had a ball, sharing the stage with rugby icons like Ray Mordt, 
Danie Gerber, TV presenter Neil Andrews and the limber Bokke Babes. We 
have some good ideas for the next one, with a bit of Rock and Roll mu-
sic high on the agenda to fill in the spaces between the V8 roar of around 
30-something Cobras.

The truck display was huge at the show, and there were boats, bikes and 
aftermarket specialists that all did good business, I am told.

I’d like to pay tribute to the stellar work on the media liaison handled 
by my friend and colleague Roger Houghton and his wife Meg Houghton. 
What Roger doesn’t know about the industry and the motoring media, pret-
ty much isn’t worth knowing.

We look forward to October 2013. 

Stuart Johnston,
Editor
stujohn@autolive.co.za

To advertise in 
 contact

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

Letter to The Editor
Hi Stuart
I much enjoy reading Autolive and congratulations on a publication that con-
tains so much of interest especially to people who spent their careers in the 
Motor Industry as I did.

This month I particularly enjoyed reading your editorial and agree totally 
with what you said about Datsun and Nissan. They certainly did lose identi-
ty and I think this was also in part due to their strange and forever changing 
names – remember the Pulsar/Ulcer, Langley, and others. You probably already 
know that the early Datsun pick-ups and the Bluebird sedans were assembled by 
Motor Assemblies in Durban. Bluebirds were assembled from 1962 to 1965 and 
a total of 2182 came off the line before assembly operations were transferred to 
their own plant. You will also no doubt recall the tremendous rally successes 
Ewold van Bergen and Rex Wakeley-Smith had with Bluebirds.

Your Volvo 122S would in all likelihood have been assembled by Motor 
Assemblies, and if you have still got the car and care to let me know the Motor 
Assemblies Job Number (on a small black and silver plate on the bulkhead), I 
will be able to confirm the month and year your car was built.

Incidentally, Motor Assemblies had several ‘firsts’. It was the first plant out-
side Sweden to assemble Volvo cars and trucks. It was the first plant to assemble 
Lancias outside Italy. It also built the first Mazdas in South Africa.

One of my treasured memories was when I started working at Motor 
Assemblies in the late 50’s and MGA’s and TR3’s shared the same assembly line. 
How I drooled over those cars!
Kind regards and best wishes.

Colin Downie

Hi Colin. It really means a lot to us here at AutoLive to receive such praise from a 
man of your stature in the industry. And yes, I’ll definitely dig under the bonnet of 
my old 122S to find that job number!
Kind regards

Stuart Johnston

The Editor with a more intelligent life form.
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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 

National Auto Glass, our very first advertiser, had 
a vibrant stand in Hall 10 at the Johannesburg 
International Motor Show. We caught up with MD 
Keith Luyt on the final day of the show.

Q: We see you’ve been raising public aware-
ness of your product, not only with your advertising 
campaign in AutoLive but here at the show.

Keith Luyt: Yes, the reason for coming on the 
show was to get National Auto Glass top of mind 
in the man and woman on the street. Because that’s 
our end customer. We want the average person to 
know National Auto Glass in the same way they 
know about our competition.

Q: Chatting to your staff on the show stand it 
seems you had a lot of traffic through here.

KL: Yes. And we’ve been handing out license 
disc holders which are always handy, we’ve had our 
ball-drop video (a heavy metal ball crashes onto a 
windscreen and the screen doesn’t break) we have a 
game related to windscreen breakage, so yes, aware-
ness is up.

Q: Sales at the show?
KL: No sales at the show, we work through our 

distributors.
Q: How is AutoLive working for you?
KL: Good. We see it in our sales, we see it in our 

market penetration, it reaches the market we want 
to be in, that being the insured windscreen replace-
ment market.

Q: Has the screen business been picking up for 
you in general?

KL: Yes, we are going into high season now for 
windscreen replacement. I think the general in-
creased awareness of National Auto Glass is starting 
to pull through for us. We are not reinventing the 
wheel, we’re sticking to our core business. ■

National Auto Glass Raises Its Profile

Keith Luyt of National Auto Glass at JIMS.

JIMS 2011 final weekend.
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Another area that needed to be addressed was 
development of a world-class supply chain.

“We like to build where we sell, and buy where 
we build,” he said, referring to using locally-made 
components wherever possible.

“There is still work to be done to build a glo-
bally-competitive supply base. Supplies in this 
country need to close the quality and cost gap, and 
here it currently runs at between 20 to 30 per cent, 
per-component.

Another huge cause for concern was the sup-
ply and cost of electricity and clean water, vital 
elements for continuous production in a manu-
facturing plant. He also raised concerns about 
our road and rail transportation systems and 
infrastructure.

“To become a winner South Africa has to cre-
ate an environment that encourages the world’s au-
tomakers to invest and expand. There has to be an 
establishment of a collaboration between govern-
ment, companies like GM and labour that will help 
and support this environment.”

Lee did stress, though, that the country has 
the potential to be the “engine of growth” in sub-
Saharan Africa.

Giving insight into GM’s global operations as 
a whole Lee noted that last year China produced 
18,4 million vehicles, a world record for a country’s 
production, and that in 2011 that figure was set to 
be surpassed, with the figure likely to be close to 
20 million units. General Motors, with its partners 
in China SAIC and FAW, sold 2,3-million units in 
China in 2010, and this number would grow to 2,5 
million this year.

It was sobering to consider that in 1998, when 
GM started production in China, its first sales year 
recorded just 30 000 units.

Another interesting fact about the Chinese mar-
ket is that 85 per cent of all cars sold are cash deals.

“It shows the tremendous savings propensity 
these people have, and the willingness to spend 
money on the right value proposition,” he said

The ratio of motor vehicles to population num-
bers was another subject that Lee touched upon. For 
instance, in South Africa, between the year 2000 
and 2010, the vehicles-per-1000 people ratio grew 
from 7/1 000 people to 9/1 000 people.

During that same period in China, the ratio 
grew from 2/1 000 to 14/1 000 people.

This compares to developed countries like the 
USA, where the vehicle-per-population ratio is 
812/1 000, and Australia, where it is 717/1 000. ■

 continued from page 2

Few motorists are aware of how critical tyre pres-
sure are to safety as well as the comfort levels of 
their cars. Yet many motorists –including top-class 
competition drivers – rely on suspect information 
from cheap and often inaccurate gauges to inflate 
those four safety-critical items (the wheels on each 
corner of our vehicles) that have such a vital role to 
play in our daily lives.

That’s the view of Richard Leeke of Automotive 
Technology Specialists, a company which has been 
supplying the motorsport fraternity with a wide va-
riety of performance and safety-orientated equip-
ment since 1981, and has been a supplier to the rec-
reational 4x4 market for almost as long.

“It really is a case of Penny-wise-Pound-
foolish,” says Leeke, a multiple champion in rally 
and off-road motorsport. “We’ve seen gauges being 
used by experienced motorsport competitors, driv-
ing trick competition machinery, which have an 
error of up to 20 percent. When you’re running on 
slick racing tyres which perform at their optimum 
in a narrow pressure band, that discrepancy equates 
to a massive error and will have a marked effect on 
the tyres’ grip.

“Top rally and race drivers can sense a pres-
sure change of just 5 kpa (1/20th of a Bar) and 
will use such fine-tuning to extract the most from 
their tyres for a given set of conditions, but in 
my opinion this kind of measuring precision is 
at least as important for road vehicles. Imagine if 
the tyres on your boat trailer or caravan were un-
derinflated by 20 percent – it could spell disaster 

and could ruin your holiday just a few kilometres 
from home.” 

Cheap gauges wear out quickly because a con-
ventional analogue gauge’s accuracy is determined 
by a gearset which rotates a needle based on the 
pressure detected. This abrupt and intense blast of 
pressure on a pair of relatively small gears (their size 
is simply a factor of the size of the face of the gauge, 
so a small gauge equals small gears) causes rapid 
wear leading to increased inaccuracy.

However all Longacre gauges – the leading 
American brand stocked by ATS – use liquid glyc-
erine inside the body of the instrument to modulate 
the force from the air pressure as it enters the gauge. 
If the tyre is at 3 Bar that’s the pressure which will 
act directly on the mechanism, unless it is glycer-
ine-damped in which case the impact of the air 
pressure on the gauge internals will be greatly re-
duced. Longacre gauges further boast an oversized 
dial, which means more robust components with 
bigger gears and larger teeth, which translates into 
less wear and tear and a gauge which holds its cali-
bration infinitely longer.

Another advantage of a big dial face is that it 
is also easier to read. Leeke says car owners who 
are serious about knowing their exact tyre pres-
sures (forecourt gauges are notoriously inaccurate) 
should look for a gauge like the Longacre 50475 
with its wide spacing and markings at frequent in-
tervals, which will enable more accurate measure-
ment and therefore immediate detection of a slow 
leak. Other useful features of a quality brand like 
Longacre is the “Hold Pressure” function so that 
the pressure measurement remains locked for easy 
viewing until the gauge is reset, and the “Bleed Air” 
button which allows you to dribble off tiny volumes 
of air and reduce pressure without removing the 
gauge from the tyre.

It is clear that Longacre’s engineers and design-
ers carefully analysed market needs when they con-
ceptualised the 50475. It is in stock at ATS for R495 
excluding VAT. ■

As the Holiday Season Approaches – 
Keep the Pressure Up

“Top rally and race drivers can 
sense a pressure change of 
just 5 kpa (1/20th of a Bar) .”
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By RogeR HougHton

Some “reality-checking” figures were presented at 
the conference. At present the local industry pro-
duces less than 1% of the world’s vehicles – 0,61% in 
2010 to be exact. Although production improved by 
26% in 2010 over 2009 to 472 000 units, it was still 

almost insignificant in the light of global produc-
tion of 77,9-million vehicles.

However what is important is that major 
growth has taken place in terms of exporting fully-
built up vehicles. The total last year was 239  465 
and it is expected to reach a record high of about 
300 000 units this year.

The value of overall automotive exports (ve-
hicles and components) has grown substantially 
since 1995, when exports were worth only R4,2-
billion. Last year this had grown to R69,5-billion 
and amounted to 11,9% of total exports from 
South Africa.

However, several of the speakers, including 
the president of General Motors’ International 
Operations, Tim Lee, the president of NAAMSA 
and CEO of the Volkswagen Group SA, David 
Powels, and the president of NAACAM and CEO 
of the PG Group, Stewart Jennings, highlighted a 
number of major stumbling blocks that were out of 
their control.

Among these were labour rates, strikes, the 
high costs of electricity and water as well as high 
costs related to the operations of Portnet and 
Transnet. When viewed in the context of global 

Motor Industry Faces a Long 
Haul Leading up to 2020

The South African automotive industry faces a number of tough challenges 
if it is to meet the government’s stated objective of more than doubling 
output to 1,2-million vehicles per annum by 2020. This became evident 
from a number of presentations made at the CAR Conference, which took 
place last week ( October 12) at the Johannesburg International Motor 
Show, held to much acclaim by industry and public alike at Expo Centre, 
Nasrec, south west of Johannesburg.

continued on next page 
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competitiveness, especially in the BRIC and Asian 
countries these were serious inhibitors to building 
and growing a sustainable industry.

In terms of labour rates it was pointed out that 
a junior worker in an SA assembly plant was paid 
the same rate of pay as a teacher, while artisans in 
SA are paid seven times more than an artisan in 
Thailand.

David Powels pointed out that South Africa 
fared very poorly in terms of days lost to strikes. 
Last year 20,6 million days were lost due to labour 
disputes and when this figure is linked in to the 
country’s GDP then the strike record is one of the 
worst in the world.

“For instance, industrial action resulted in us 
being unable to ship vehicles built in Uitenhage to 
Japan for three weeks, which was a great embarrass-
ment,” related the Volkswagen senior executive.

Powels also pointed out that electricity costs 
had rocketed by 160% between 2007 and 2011, 
while CPI has risen by only 25% in the same period. 
Water costs have also risen, while Stewart Jennings 
says SA’s ports are the most expensive in the world 
while port and rail inefficiencies cause congestion. 

He said that the strong Rand has eroded competi-
tiveness and cost jobs.

“Decisions on vehicle build contracts and com-
ponent production are made globally, mainly based 
on price,” explained the NAACAM president.

“The South African automotive manufacturing 
and component supply industry, along with other 
manufacturers, are facing a very tough period, ex-
acerbated by the global nature of the sector,” con-
tinued Jennings.

“It is important for the authorities to address 
the barriers to competiveness as well as infra-
structure investment and to provide temporary 
relief where appropriate and to facilitate improved 
productivity and skills development. We need a 
more competitive and stable currency and then 
the industry itself will be able to improve its own 
competitiveness.”

On the positive side there was gratitude 
from the senior executives for a stable and con-
sistent government policy for the automotive 

industry, which will see the successful Motor 
Industry Development Programme (MIDP), which 
began in 1995, being phased out at the end of next 
year and replaced by the Automotive Production 
and Development Programme (APDP), which is 
due to run until 2020.

Between 2000 and 2011 vehicle production in 
SA had soared by 59% compared to 35% for the glo-
bal industry, while vehicle exports were up by 343% 
and component exports had increased by 186%.

They said that the MIDP had been beneficial 
in many aspects including increasing employment 
and rationalising locally-made models, but it had 
resulted in a huge inflow of imported vehicles, 
which had increased competition substantially,

There was general support for the APDP, al-
though both vehicle and component makers are 
hoping the regulations will be tweaked somewhat 
before the programme is implemented.

General Motors’ Tim Lee concluded by saying 
that the emerging markets are now the driving force 
in the global automotive industry and this situa-
tion has created new opportunities. He said he sees 
winners being those companies that capitalise on 
opportunities and offer quality products and new 
technology. ■

 continued from previous page

The SA industry needs to up its local content to be globally competitive  and this includes the production of sophisticated items such 
as dashboards and associated componentry.

“Decisions on vehicle build contracts 
and component production are made 

globally, mainly based on price.”

http://www.autolive.co.za
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By RogeR HougHton

Levine, who is now sales and marketing director 
for McLaren Cars, used his extensive experience 
from countries all over the world to put a number 
of alternatives on the table in many of the aspects he 
discussed and then left it up to his listeners to decide 
which strategy they favoured.

He started out with a number of alternatives 
for a dealer network, using the Audi solution in 
England with which to begin. What happened here 
is that an original countrywide network of 115 deal-
erships was trimmed down to 34 marketing areas, 
each with a hub, a number of full service dealers 
(called spokes), a pre-delivery centre, an authorised 
body repairer and a used car disposal operation.

“This is working very well and enables us to 
have meetings with only 34 people, one from each 
market area, instead of getting more than 100 indi-
vidual dealers together. This is not only more effi-
cient, but has also resulted in much higher financial 
returns,” explained the enthusiastic motor man.

Next he showed examples of three types of 
showrooms – a classic multi-storey Audi “palace” in 
West London, Penske Automotive’s massive Longo 
Toyota sales lot in Los Angeles, which is open from 
08:00 to 22:00 364 days a year, and then a bou-
tique multi-franchise operation, The Collection, 
in Miami.

Levine moved next to the changing channels of 
sales and marketing, many of them using social net-
working sites, such as Twitter and the like. He said 
that this is where South Africa had to move, but first 
it was essential that the cost of internet access was 
slashed to international levels and the band width 
increased.

The innovative marketing executive, who is 
currently rolling out the McLaren MP4-12C super-
car worldwide, gave an example of how a customer 
for his new “baby” is able to fully specify the su-
percar and then gets a code which is passed on to a 
dealer to have the car manufactured to meet his or 
her requirements.

Levine then gave examples of how the automo-
tive dealers were often lagging behind other retail 

sectors in terms of managing the purchase tun-
nel. He said this was a big opportunity to improve 
efficiencies.

The final section of Levine’s thought-provoking 
address centred on after-sales and he showed how 
sophisticated IT systems now permit predictive 
marketing of servicing based on a customer’s usage 
history. He also stressed the importance of ongoing 
customer surveys to ensure a dealer was meeting 
the increasingly demanding needs of customers.

The benefits of using the latest technologies 
in terms of the entire servicing process were also 
highlighted.

This was certainly a presentation that provided 
food for thought by those in the local motor indus-
try and it was interesting how Levine left it up to 
each person in the large audience to make up his or 
her own mind on most aspects of his presentation.

 ■ Greg Levine’s PowerPoint presentation – 
along with those of the other speakers at the 
CAR conference – are on the web site www.
jhbmotorshow.co.za ■

Greg Levine, who was formerly with Fiat and Audi in South Africa and 
now resides in England, gave delegates to the CAR Conference at the 
Johannesburg International Motor Show plenty of food for thought in 
a lively and absorbing presentation titled “Adapting sales & marketing 
strategies in a changing automotive market.”

Sa-born Marketer Provides 
Food For Thought

Greg Levine.

The super-dealership in West London, as mentioned by SA’s Greg Levine in this interview.

“This is working very well and 
enables us to have meetings with 

only 34 people, one from each 
market area, instead of getting more 
than 100 individual dealers together. 

This is not only more efficient, 
but has also resulted in much 

higher financial returns,” explained 
the enthusiastic motor man.
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By StuaRt JoHnSton

Glancing through the list some interesting facts 
emerged.

 ■ This is the very first time in the competition’s 
history – which goes back a quarter of a 
century – where a two-seater sports car has 
made the list of finalists.

 ■ The line up also reflects a drop-off in the 
favouring of diesel models, as only two of 
the 10 finalists run without the aid of spark 
ignition.

 ■ There is a strong trend back towards sedans. 
No less than five of the 10 finalists are 
sedans.

 ■ There is a nice price-range spread ranging 
from the sub-R120  000 Picanto to the 
R734  000-plus Mercedes-Benz SLK, the 
competition’s first two-seater finalist.

 ■ There are no SUV finalists this year. This 
doesn’t reflect any sort of market trend, as 
SUVs are still flying out the showrooms, 
but rather that within the time-frame of 
eligible cars (launched between late 2010 
and September 2011) the Guild of Motoring 
Journalists apparently decided that no 
particularly significant new models were 
launched in this category.

 ■ It is important to note that the winner 
will be the car in the Guild’s view which 
represents the best proposition in the class 
in which it competes. Thus, a Kia Picanto 
will not be judged, for instance, on whether 
it can handle in the same way as a Mercedes 
SLK.

 ■ Presumably the jury chosen by the guild to 
assess all this will come up with a worthy 
winner. The test days for the competition 
where the 10 finalists will be put through 
their paces will be in early 2012, and the 
winner will be announced at a gala Wesbank 
dinner (the principle sponsors of the 
competition) in March 2012.

AutoLive’s Quick Guide to the Finalsts (in alpha-
betical order) ■ continued on next page 

2012 Car of the Year:
Finalists Sussed out at JIMS
A nice round figure of 10 finalists for the 2012 Car of the Year competition were announced by the SA Guild of 
Motoring Journalists on the first evening of the Johannesburg International Motor Show.

Alfa Romeo Giulietta 1,4 125 kW MultiAir 
Distinction. What an unwieldy name for 
a very wieldy car. The 125 MultiAir motor 
remains a technological breakthrough 
and with this car Alfa deserves to crack 
a much bigger market share. It’s well-
priced too.

Audi A6 3,0T TDI Quattro S tronic. I 
haven’t driven the car, but all reports indi-
cate it is right up there with the best in its 
category. Audi is building some superb 
cars, but apart from their A7 sportback, 
I feel they have lost the plot styling-wise. 
Nevertheless, in the assessments, this is 
going to score highly.

Citroen DS4 THP 200 Sport. I haven’t 
driven the DS4 but I have driven the more 
standard C4, also launched in 2011. This 
is the sportier version. I like what Citroen 
is doing with their cars, and I though 
last year’s DS3 was a very worthy COTY 
contender. But in some areas, I find the 
company can improve things, such as in 
ride quality and steering feel.

Ford Focus 2,0 TCDi Trend Sedan Power-
shift. A strong contender which, again, I 
have yet to drive. But having driven all pre-
vious Focus models (and rated the first as 
a possible COTY winner way back when) 
I know the car will be well-built, have a 
superb suspension system, and perhaps 
just lose out a tad on perceived quality 
(plastics, trim and the like). An interesting 
choice by the Guild.

http://www.autolive.co.za
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 continued from previous page

Hyundai Elantra 1,8 GLS. I really liked 
this car on the launch, because it offers 
a degree of excitement in a class where 
this factor is generally lacking. Having 
now driven it up in Jo’burg (in Auto form) 
my one criticism is that it doesn’t feel as 
“planted” as some of its competitors. It is, 
however, very nimble with a sweet-revving 
motor, and well-priced.

Kia Picanto 1,2 EX. The cheapest car in 
the competition and one that offers good 
perceived quality and chunky, funky styl-
ing. Again, I have yet to drive it, but I have 
driven its predecessor extensively and 
that was brilliant. A definite contender for 
top honours.

Mercedes-Benz SLK 350 BlueEFFICIENCY. 
Why does Merc use capital letters to 
denote some of its technologies? We know 
they will all be worthy, they’ve been doing 
that for 125 years. I for one am delighted 
this car made the finals. It has a chassis 
hewn from solid billet metal, and is the most 
dynamically-pleasing SLK ever, with styling 
that has not a touch of girlishness or frivolity 
about it. But they should have chosen the 
cheaper turbocharged 200 version, espe-
cially as the test days are run at altitude.

Peugeot 5008 2,0 HDi Active manual. The 
same applies for Peugeot as my remarks 
on the DS4. I haven’t driven this one yet, 
but I think the French do MPVs (both cross 
overs and full-sized ones) better than 
anyone else. Funky styling alone makes it 
a worthy contender.

Suzuki Kizashi 2,4 Manual. My bet for the 
title. Watching people on the arena field at 
JIMS checking the finalists out throughout 
show-week, this was the car on every-
one’s lips. People always seem to be 
surprised at how good Suzukis are. They 
shouldn’t be.

Volkswagen Jetta 1,4 TS 118 kW. This is 
an excellent car, as just about all VWs are, 
and well-priced too. But for me, it lacks 
just that little bit of an excitement factor to 
deserve the award which, after all should 
denote a car that makes you really perk 
up and take notice.

Gate Hours: 09:00 – 18:00
Entrance: Adults R80 / 6-12 Years R20
Tickets available at Computicket or at gate

JOHANNESBURG EXPO CENTRE, NASREC
8-16 October 2011

(6th & 7th closed to public)

www.jhbmotorshow.co.zawww jhbmotorshhhhowww motor h co za
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Slightly larger than its predecessor (by 93 mm), 
the new Beemer boasts more headroom and leg-
room and yet, thanks to BMW’s fixation on pairing 
weight wherever possible it is lighter, being up to 45 
kg less hefty, depending on the model variant.

In Germany it has been launched with what 
can only be described as a performance-orientated 
engine line-up. The petrol models are the 328i and 
335i, both very potent machines, and the diesel mod-
els are two variants of the 320d. Additional models 
will be added to the range in the first quarter of 2012 
in Europe, and presumably we will still see smaller 
four-cylinder petrol engine options here too.

European prices at the launch last week ranged 
from about R380 000 for the 320d to R480 000 for 
the 335i.

The new car has much sleeker styling than ever 
before, with unadorned, smooth flanks being a key 
feature, as well as a very rounded, less prominent 
nose. In short, it’s a scaled-down version of the 
5 Series which launched here in 2010, but its pro-
portions are perhaps even more suited to the new 
clean look as there is less sheet metal between the 
wheel arches.

The interior is an evolution of the new “ar-
chitectural theme devised by BMW for its last 

few model launches (in other model ranges) 
and the clean-is-mean look has never been so 
strongly stated.

It goes without saying that this will be a driver’s 
car par excellence, as, quite frankly, nobody does 
a sporty small sedan as well as BMW. There will 
be plenty of new-tech to keep salesmen and cus-
tomers happy, in the fields of infotainment, safety 
and comfort.

This will be the sixth-generation 3 Series to be 
launched, the first making its debut in 1975. Only a 
few of those first-gen 3s ever made it to South Africa 
as special imports (there was over 100 per cent 

import duty in those days) and the first 3 Series to 
make its mark here was the E30 series launched in 
the early 1980s.

The long life span of each generation (between 
six and seven years) has ensured that each model 
has won a special place in the hearts of many gen-
erations of enthusiasts over the years. Most owners 
can quote model series numbers, starting with the 
E30, the E36, the E46 and concluding, until now, 
with the E90 model series numbers. This new, 2012 
version of the 3 Series will break that “E” tradition 
as it will be known as the F30. These are factory se-
ries designations and have no official place in the 
traditional marketing of the cars.

At the German launch, BMW pointed out that 
there have been more than 12 million 3 Series cars 
sold since 1975, and that the outgoing E90 model, 
produced since 2005, has notched up over 2,8 mil-
lion sales globally.

Locally, the 3 Series has been vying with the 
Mercedes-Benz C-Class for top spot in the pre-
mium entry sedan segment. In September the out-
going model sold over 800 units, and just after the 
world-wide launch of the new car, local BMW deal-
ers have been offering special “run-out” deals on the 
current 3 Series. ■

New 3 Series Hits The Spot
We’ve been waiting a long time to see it in its unadorned production form, but finally the new 3 Series, BMW’s 
mainstay product, has been launched in Munich. And the sleek, svelte-looking premium-level sedan is on track to 
be launched here in South Africa in March 2012.

BMW New 3 Series.

BMW New 3 Series interior.
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“Our members” said Jeff Osborne, CEO of the 
Retail Motor Industry organisation, “are where the 
rubber meets the road.”

The point Osborne was making – at the recent 
Car Conference held at the Johannesburg Motor 
Show -was that the challenges facing the retail sec-
tor are myriad in today’s motoring environment.

These changes were listed and addressed in an 
intriguing presentation to the conference attended 
by some 400 delegates.

“The technological advances in motor vehicles 
in the past decade have been mind-blowing, and I 
speak as a technical person myself,” said Osborne, 
who initially trained as motor technician. Acting as 
CEO of the RMI for the past decade, Osborne com-
pares the technological advances to be at least the 
equal of those evidenced in the communications 
industry.

“A car is literally a computer on wheels today,” 
says Osborne, and this has brought about chal-
lenges to many of the aftermarket repairers, who 
don’t have access to all the sophisticated equipment 
needed to keep a car on the road once its warranty 
has expired.

“The aftermarket repairers in South Africa 
don’t have dispensation to obtain this technology, 
unlike in Europe and elsewhere in the world.” This 
was an important factor as South Africa has an 
ageing car-park, and impacts on the ultimate road-
worthiness of vehicles, in some cases.

On the subject of roadworthiness, Osborne 
points out that this is also one of the few coun-
tries in the world where, once a car has been sold 
with a roadworthy certificate, it is not required 
to be re-tested until it changes hands again. This 
was an area where the RMI has been working, 
along with organisations like the Automobile 
Association, to have the legislation changed. He 
told conference delegates that as early as next 
year some new legislation, which requires vehi-
cles to have regular roadworthy tests in much the 
way that Britain has its MOT tests, may well be 
legislated.

Another roadworthy certification legislation 
that the RMI has challenged recently has been one 
where roadworthy certificates were only valid for 
14 days after issue. This presented used car dealers 
with some logistical nightmares, and the RMI has 

been successful in negotiations to get that period 
extended to a more realistic period of 60 days.

As far as a skills shortage is concerned, the 
RMI is concerned that so few young South Africans 
are seeing the field of car repair as a valued career. 
Osborne pointed out that 15 years ago there were 
some 20  000 intentioned apprentices in the field 
of motor technology, and this has now dropped to 
5 000 in 2010.

“We have been working very hard with educa-
tors to change the perception of car repair as hav-
ing a “grease monkey” image. We are on a drive 
to re-attract career-seekers while they are still at a 
young age.”

Other points that Osborne addressed during 
his presentation were that there are some 40 pieces 
of new legislation that now affect motor retailers, 
and that this has had a cost impact as more people 
need to be employed to deal with this complexity.

This particularly applied to the Credit 
Protection Act. The RMI has been assisting its mem-
bers to align with the act. This will take the form of 
compiling a code of practice for the motor industry 
that will become an addendum to the act. ■

Dealing With Change In The Retail Sector

Jeff Osborne at Car Conference 2011.
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“South Africa cannot remain behind the global 
technology curve, which is increasingly focuss-
ing on low or zero emissions vehicles,” said the 
Department of Trade and Industry (DTI) deputy 
director general, Nimrod Zalk, when addressing 
delegates at the CAR Conference, which was held at 
the Johannesburg International Motor Show earlier 
this week.

“In this context the development of a South 
African electric vehicle provides significant im-
petus for a strategic entry by our country into the 
emerging electric vehicle space.

“Work is underway to finalise an electric vehi-
cle position paper for cabinet consideration,” con-
tinued Zalk.

“It will include proposals on the creation of a 
legislative and regulatory environment to allow for 
the operation of electric vehicles, relative testing 
infrastructure, local manufacturing for domestic 
and global markets, the initiation of a charging in-
frastructure and public educational campaigns on 
electric vehicles.

“The key principle behind this position paper 

is that South Africa should not simply become a 
passive importer of electric vehicle technology – as 
has occurred with a range of other technologies in 
the recent past – but rather that the country plays 
a key role in the production of electric vehicles and 
related technologies and componentry,” explained 
Zalk.

The DTI deputy director-general said during 
an interview after his presentation that transi-
tional support was being considered for certain 
components which were seen as vulnerable under 
the Automotive Production and Development 
Programme (APDP) which comes into force on 
January 1, 2013. These items include catalytic 
converters and leather products such as seat 
covers.

Zalk’s comments came in the light of concerns 
being raised about the ability of certain members of 
the component manufacturing industry to remain 
internationally viable as a result of the lower export 
incentives offered under the APDP, when compared 
to the current situation under the Motor Industry 
Development Programme (MIDP).

He added that the proposed transitional period 
would run from January 2013 for a limited period of 
“a couple of years”, but he said that the DTI would 
expect “something in return” from these compo-
nent makers.

“There would be a set of corresponding obliga-
tions to make sure these sectors raised their com-
petitiveness. We don’t want to see any sectors that 
are no more competitive three years from the start 
of the APDP than they are now. We want commit-
ments from these manufacturers,” said Zalk.

“One of these commitments the DTI would 
like to see, for example, was that the ceramic wa-
fer inside a catalytic converter was produced lo-
cally and no longer imported and then simply 
coated and canned locally. We want to see invest-
ment in substrate manufacturing in South Africa,” 
concluded Zalk.

Catalytic converters are South Africa’s biggest 
automotive component export segment, at 44% of 
all components exported in 2009 by value. They are 
used in the exhaust systems of vehicles to reduce 
harmful emissions. The industry beneficiates South 
Africa’s abundant platinum-group metals resource. 
Last year, R11,9-billion worth of catalytic convert-
ers was exported to the European Union alone. ■

“SA Must Keep Abreast of Technology”: DTI Executive

Vehicles that partially drive themselves will be 
available by the middle of the decade with more 
sophisticated self-driving systems by the end of the 
decade, General Motors Vice President of Global 
Research and Development Alan Taub says.

These advances in autonomous vehicle tech-
nology are built on leading-edge advanced active 
safety systems, Taub told the Intelligent Transport 
Systems World Congress in Orlando last week.

Sensors, radars, portable communication de-
vices, GPS and cameras are the tools that supply 
critical information to the driver and the auto-
mobile’s computer system. Combined with digital 
maps, the same technologies will allow the driver to 
let the vehicle concentrate on driving while he does 
something else.

“The technologies we’re developing will pro-
vide an added convenience by partially or even 
completely taking over the driving duties,” Taub 
said. “The primary goal, though, is safety. Future 

generation safety systems will eliminate the crash 
altogether by interceding on behalf of drivers before 
they’re even aware of a hazardous situation.”

Advanced safety systems under development 
will provide the foundation for autonomous driv-
ing including:

 ■ An industry-first crash avoidance system 
available on the 2012 GMC Terrain uses a 
camera to help drivers avoid front-end and 
lane departure crashes. The system uses a 
high-resolution digital camera mounted 
on the windshield ahead of the rearview 
mirror to look for shapes of vehicles and lane 
markings, alerting the driver to possible 

collisions and lane departures.
 ■ Vehicle-to-vehicle and vehicle-to-infrastruc-
ture communication systems gather informa-
tion from other vehicles, roadways and traffic 
signals to warn drivers about possible hazards 
ahead, including slowed or stalled vehicles, 
hard-braking drivers, slippery roads, sharp 
curves and upcoming stop signs and intersec-
tions. These systems, on display this week at 
the ITS World Congress, can be embedded in 
the vehicle or be added as applications to port-
able devices/smartphones that connect wire-
lessly to the vehicle.

 ■ The EN-V urban mobility concept com-
bines GPS with vehicle-to-vehicle commu-
nications and distance-sensing technologies 
to enable autonomous driving. The EN-V’s 
capabilities being demonstrated at the ITS 
World Congress includes pedestrian detec-
tion, collision avoidance, platooning and 
automated parking and retrieval, where the 
EN-V drops off its driver, parks itself and 
then returns to pick up the driver via com-
mands from a smartphone. ■

“Driver-less” Vehicles 

Could be Ready by 2019

The Electric Revolution
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The Electric Revolution

Addressing the 2011 Car Conference at the 
Johannesburg International Motor Show, Pierre 
Loing, Nissan International’s vice president prod-
uct planning and zero emission business unit, said 
that the success of the multiple award-winning 
Nissan LEAF has paved the way for greater accept-
ance of EV technology – a necessity, given the threat 
to our planet’s survival from global warming.

”There is a determination from governments, 
businesses and individuals across the world to re-
duce CO2 emissions as well as their dependence on 
fossil energies,” Loing said, especially with an ex-
panding global population and increased demand 
for motorisation. 

Many countries have already introduced penal-
ties for exceeding CO2 emission limits in an effort 
to curb the 10% of total emissions for which the au-
tomotive industry is responsible.

South Africa, which is preparing to beef up its 
climate policy, is poised to join a growing list of 
countries taking delivery of the Nissan LEAF, the 

first in a planned line-up of mass-produced 100% 
EVs. Close to 100 partnerships have already been 
signed with governments, private companies and 
other organisations in Europe, Japan and North 
America to ensure the successful adoption of EVs.

Apart from the many advantages of the ve-
hicle itself – including competitive safety and 

performance features, as well as advanced battery 
technology and low running costs – a key focus in 
attracting customers is charging infrastructure and 
access to charging points. Nissan is ensuring their 
provision through partnerships with so-called elec-
tric mobility operators.

Together with Alliance partner Renault, and a 
combined four billion euro investment in EV and 
battery development, Nissan aims to put 1.5 mil-
lion EVs on the world’s roads worldwide by the end 
of fiscal year 2016, with a vision that EVs comprise 
10% of total new vehicles sales by 2020.

“We recognise that EVs will not appeal to eve-
ryone,” concedes Loing. “They are ideal for regular 
short distance travel and this is the market we are 
targeting,” he said. Of the 61.8 million vehicles sold 
globally in 2009, an estimated 10 million are used 
primarily in urban areas with relatively short driv-
ing distances. “The average EV range of around 160 
km on a single charge is, therefore, sufficient for 
most daily trips.”

Loing believes that South Africa, which is to 
host the Climate Change Conference in Durban in 
November, is ready to embrace the EV and is ex-
cited at the prospect of bringing the Nissan LEAF to 
African shores. ■

SA Poised for introduction Nissan Electric Vehicle

Nissan believes that the time has 
arrived for electric vehicle mobility in 
South Africa. 

Pierre Loing of Nissan.

Nissan Leaf.
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Mouthpiece
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By BRuno Lupini

I have always had an affinity for driving; my first so-
journ behind the wheel was at the age of 5, driving a 
forklift in the dusty yard of the family construction 
business during school holidays. This progressed 
to a three-speed dumper and then to a Massey 
Fergusson tractor. By the age of 6 I was learning the 
finer skills of drifting, in a Ford Ranchero borrowed 
from our unsuspecting builder on the remote sand 
roads of my parents’ farm near Pelindaba, ably in-
structed by my twelve year old brother Michele. As 
I recall our first lesson ended with the most part of 
an afternoon devoted to extracting the aforemen-
tioned vehicle from dense bush after I over cooked 
it in a corner.

Growing up in a car-mad family was also part of 
my life, and the collection of cars I grew up around 
never ceased to stir me. From my dad’s collection of 
vintage cars that included a 1928 Dodge, 1935 Ford 
V8 and 1935 Auburn, the latter being the vehicle I 
got married in 21 years ago when I still had jet black 
hair and less forehead. As I grew older the cars con-
tinued to collect, the impressive 1957 all aluminium 
bodied Fiat Zagato that was rebuilt and raced in a 
commemorative Mille Miglia and more recently a 
Dodge Charger a’la Dukes of Hazard added to the 
throng, not to mention a series of race cars and oth-
ers I fail to mention.

Yet, through all of this only one car left an in-
delible mark in my memory and it stems from my 
earliest childhood – my Grandfather Gigi’s Ferrari 
275 GTB. Nothing will ever compare to this iconic 
vehicle. I remember as a child, whenever we’d visit 
Gigi’s house I’d sneak away and open the wooden 
garage doors to catch a glimpse of the GTB. Hell, 
what a car. From the ever-shining spoked rims, 

the beautiful designed cabin, long swooping nose 
and that grille. Open the door and the whiff of the 
pure leather, a scent I’ll never forget. The wooden 
steering wheel rim, red stitched interior and when 
you closed the door it shut with a solid thunk. 
Everything about the Ferrari was pure testosterone, 
from the whir of the abominable starter motor to 
the igniting 12-cylinder engine- this was a hallowed 
car to be revered.

Nothing beat the crackle of the mighty Colombo 
V12 through the twin exhausts and although I 
only passengered in the car on a few occasions, it 
will never be forgotten. Gigi loved his Ferrari, and 
drove it to the max. I remember the conversations I 
had with the owner of Harlequins in Bellville a few 
years back when I lived in Cape Town, a great res-
taurant I frequented often and he never grew tired 

of regaling his favourite story of Gigi calling him at 
eight o’clock in the morning from Jo’burg and re-
serving his parking right outside the front door for 
5 pm the same day. True to his word, at 5 pm sharp 
Gigi and his wife Adrianna would pull up outside 
in the 275, a 9 hour trip from Jo’burg to Cape Town 
in the early ‘70s when the road was nothing like the 
N1 today. Do the maths, even by today’s standards 
it would be hard to beat.

Now, some forty years later I still have that 
scent of the red leather interior locked in my mem-
ory, I’ve never smelt it since even though I check 
most of the modern Ferraris I see. And these days, 
the closest I get to that kind horsepower is the one 
and a half horses in my stables, well a horse and 
a pony but the aroma of the leather saddles don’t 
come close. ■

Diesel, Dust and the Scent of Fine Leather
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Now, some three decades later, MBSA has con-
firmed that about R25 -million of its R2,5-billion 
investment in the East London plant (announced 
at the end of 2010) will be used for building op-
erations, technology training and project planning 
work. So the keen trainees at the Tech Centre can 
look forward to an even brighter and more expan-
sive future.

Back in 1981 the company’s progressive com-
mitment at the time read: “...our employee practices 
are based on equal opportunity of employment; 
equal remuneration and advancement based on 
merit and skill; equal eligibility for all benefits and 
facilities; enhancement of skills through training; 
freedom of association and the right to collective 
bargaining in every sphere of employment.”

Thirty years on, the MBSA Technical Training 
Centre can proudly claim a significant contribution 
to not only affording opportunities for people who 
would otherwise not have received technical train-
ing, but also to alleviating the shortage of qualified 
artisans in the Eastern Cape.

Leo Borman (90-year old retiree) who was 
the managing director of the MBSA East London 
manufacturing plant at the time, recalls, “During 
the first few years, groups of trainees who had 

completed their courses with us were sent to the 
government trade test centre in Pretoria to obtain 
their Government Certificate. Our people were 
amazed that our centre’s standard of the equip-
ment was state-of-the-art and way beyond local 
standards. Certainly then already MBSA was in the 
world-class league. All our trainees qualified easily 
for their certificates.”

A legacy in specialised 
training and education

Dr Martin Zimmermann, CEO of MBSA, explains. 
“We’re very proud of the legacy of our East London 
Technical Training Centre, now in its 30th year. 
We’ve trained 9,429 Artisans to date, at times doing 
so against pressures for racial segregation.”

While the Technical Training Centre was 
started specifically to fulfil MBSA’s own require-
ments for technical staff, it enabled MBSA to pro-
vide artisan training for black South Africans, for 
whom study opportunities were non-existent in 
the formal institutions of the day. It was this cour-
age and foresight of leadership at the time that has 
underpinned the value system that MBSA practises 
today. Subsequently the Centre has evolved into a 
facilitator for wider employment in the Border Kei 

region, and thereby provides much needed training 
relief in this area.

Some of the current trainees shared their 
thoughts on this opportunity:

 ■ Phiwokuhle George – Mechatronics Appren-
tice from Sunnyridge in East London: “I was 
a single mom when I started at the MBSA 
Training Centre. It has given me the chance 
to study and to find future opportunities.”

 ■ Thembeka Mfengu – Millwright apprentice 
from Peddie in the rural areas of the Eastern 
Cape: “I studied a Mechanical Engineering 
Diploma, however this did not open 
doors for me. The Training Centre is now 
providing me with the practical skills I will 
need to work in this industry”.

 ■ Phumelele Manjezi – Apprentice Automotive 
Electrician from Fort Grey: “The MBSA 
Training Centre has taught me the skills 
to be able to fix up cars and I can now see 
a brighter future ahead for me. I can plan 
ahead, and I have the ability and strength to 
face life’s challenges.”

This year the centre will be qualifying a new an-
nual record of apprentices – 52 newly-skilled 
people will enter the workplace. Given the deci-
sion by parent company, Daimler AG, to build the 
next-generation Mercedes-Benz C-Class model in 
South Africa as well as at three other international 
plants, it is likely that most, if not all of these ap-
prentices, will find employment in MBSA’s East 
London plant. ■

Mercedes-Benz SA’s Tech Centre 
Celebrates its 30th
“An investment … in and for its people,” was the crux of a statement 
issued at the time of the inauguration of the East London-based 
Mercedes-Benz South Africa (MBSA) Technical Training Centre in 1981.

Goodhope Ncapo, today a senior divisional manager in the main plant, chats to a group of young apprentices at the Mercedes-Benz 
South Africa Technical Training Centre, where he trained  some 30 years ago.
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COMPOSITION OF PASSENGER CAR MARKET 
BY TYPE FOR SEPTEMBER 2011

2011
SALES

2011
% 

SHARE

2010
SALES

2010
% 

SHARE

YOY
% Var

ENTRY CARS

CHEV SPARK 1 069 71.4% 1 390 88.0% -16.6%

TOYOTA AYGO 162 10.8% 0 0.0% 10.8%

CITROEN C1 87 5.8% 34 2.2% 3.7%

SUZUKI ALTO 74 4.9% 80 5.1% -0.1%

CHANA BENNI 53 3.5% 21 1.3% 2.2%

PEUGEOT 107 37 2.5% 23 1.5% 1.0%

SMART FORTWO 11 0.7% 15 0.9% -0.2%

RENAULT TWINGO 4 0.3% 16 1.0% -0.7%

TOTAL 1 497 1 579 -5.2%
LIGHT CARS
VW POLO VIVO 2 550 19.9% 1 255 16.1% 3.8%

VW POLO 2 002 15.6% 410 5.3% 10.4%

FORD FIGO 1 456 11.4% 798 10.2% 1.1%
VW POLO VIVO 
SEDAN

1 129 8.8% 684 8.8% 0.0%

CHEV AVEO 1 074 8.4% 631 8.1% 0.3%

RENAULT SANDERO 789 6.2% 378 4.8% 1.3%

FORD FIESTA 631 4.9% 607 7.8% -2.9%

NISSAN MICRA 500 3.9% 4 0.1% 3.9%

HONDA JAZZ 444 3.5% 313 4.0% -0.5%

VW POLO SEDAN 431 3.4% 0 0.0% 3.4%

TOYOTA YARIS ZEN 405 3.2% 0 0.0% 3.2%

OPEL CORSA 270 2.1% 370 4.7% -2.6%

NISSAN LIVINA 167 1.3% 130 1.7% -0.4%

MAZDA 2 148 1.2% 207 2.7% -1.5%

FIAT PUNTO 130 1.0% 87 1.1% -0.1%

FORD IKON 109 0.9% 103 1.3% -0.5%

SUZUKI SWIFT 107 0.8% 148 1.9% -1.1%

VW CROSS POLO 95 0.7% 37 0.5% 0.3%

PEUGEOT 207 91 0.7% 105 1.3% -0.6%

TATA INDICA VISTA 79 0.6% 102 1.3% -0.7%

TATA B-LINE 61 0.5% 70 0.9% -0.4%

RENAULT CLIO III 51 0.4% 128 1.6% -1.2%

CITROEN C3 40 0.3% 37 0.5% -0.2%

TOYOTA YARIS T3 30 0.2% 387 5.0% -4.7%

CITROEN C3 Picasso 10 0.1% 12 0.2% -0.1%

RENAULT LOGAN 7 0.1% 301 3.9% -3.8%

TATA INDICA 5 0.0% 37 0.5% -0.4%

TATA INDIGO 1 0.0% 2 0.0% -0.0%

FIAT PALIO II 0 0.0% 25 0.3% -0.3%

COMPOSITION OF PASSENGER CAR MARKET 
BY TYPE FOR SEPTEMBER 2011

2011
SALES

2011
% 

SHARE

2010
SALES

2010
% 

SHARE

YOY
% Var

TOYOTA YARIS T1 0 0.0% 406 5.2% -5.2%
FIAT GRANDE 
PUNTO

0 0.0% 25 0.3% -0.3%

TOTAL 12 812 7 799 64.3%
MEDIUM CARS
TOYOTA COROLLA 2 057 34.4% 1 455 28.5% 5.9%

CHEV CRUZE 710 11.9% 530 10.4% 1.5%

VW GOLF 6 579 9.7% 396 7.8% 1.9%

FORD FOCUS 414 6.9% 241 4.7% 2.2%

NISSAN QASHQAI 347 5.8% 213 4.2% 1.6%

NISSAN TIIDA 290 4.8% 464 9.1% -4.2%

VW JETTA 6 231 3.9% 0 0.0% 3.9%

CHEV OPTRA 214 3.6% 204 4.0% -0.4%

TOYOTA AURIS 160 2.7% 182 3.6% -0.9%

RENAULT MEGANE III 142 2.4% 198 3.9% -1.5%

DODGE CALIBER 140 2.3% 114 2.2% 0.1%

OPEL ASTRA 135 2.3% 0 0.0% 2.3%

MAZDA 3 125 2.1% 243 4.8% -2.7%

HONDA BALLADE 71 1.2% 0 0.0% 1.2%

SUZUKI SX4 68 1.1% 122 2.4% -1.3%

RENAULT FLUENCE 51 0.9% 0 0.0% 0.9%

ALFA GIULIETTA 40 0.7% 0 0.0% 0.7%

PEUGEOT 3008 39 0.7% 29 0.6% 0.1%

PEUGEOT 308 30 0.5% 37 0.7% -0.2%

DODGE JOURNEY 28 0.5% 36 0.7% -0.2%

FIAT LINEA 28 0.5% 8 0.2% 0.3%

HONDA CIVIC 21 0.4% 217 4.2% -3.9%

VW JETTA 5 20 0.3% 345 6.8% -6.4%

CITROEN C4 20 0.3% 9 0.2% 0.2%

SUBARU WRX 8 0.1% 11 0.2% -0.1%

HONDA INSIGHT 6 0.1% 0 0.0% 0.1%

FIAT BRAVO 7 0.1% 6 0.1% -0.0%

TOYOTA PRIUS 3 0.1% 9 0.2% -0.1%

MITSUBISHI LANCER 2 0.0% 16 0.3% -0.3%

SUBARU XV 1 0.0% 0 0.0% 0.0%

VW BEETLE 0 0.0% 1 0.0% -0.0%

SUBARU IMPREZA 0 0.0% 15 0.3% -0.3%

OPEL ASTRA OPC 0 0.0% 6 0.1% -0.1%
TOTAL 5 987 5 107 17.2%

The Stats Behind The Stats
In our mid-month edition of AutoLive we present the NAAMSA stats that very few people get to see, provided 
exclusively by an industry insider.

The following pages list the detailed sales statistics for September 2011 in key categories and once again some of the individual model performances are noteworthy.
This dissection of the various segments offers an insightful probe into market trends exhibited by individual model performances. While space restrictions prevent 
us from publishing the lists in their entirety, what follows makes for some fun and interesting reading. And for those of us in the industry, knowing precisely what 
your opposition is up to is always useful.
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TOP LINE CARS
HONDA ACCORD 55 25.3% 59 33.1% -7.8%

VW PASSAT 49 22.6% 18 10.1% 12.5%

VW CC 27 12.4% 47 26.4% -14.0%

SUZUKI KIZASHI 24 11.1% 0 0.0% 11.1%

MAZDA 6 22 10.1% 32 18.0% -7.8%

PEUGEOT 508 19 8.8% 0 0.0% 8.8%

CHEV LUMINA 19 8.8% 10 5.6% 3.1%

CITROEN C5 2 0.9% 7 3.9% -3.0%
CHRYSLER SEBRING 
CONVERTIBLE

0 0.0% 5 2.8% -2.8%

TOTAL 217 178 21.9%
PREMIUM SMALL/ENTRY CARS
MERCEDES C CLASS 1 612 35.2% 1 214 31.2% 4.1%

BMW 3 SERIES 1 137 24.8% 735 18.9% 6.0%

AUDI A4 346 7.6% 494 12.7% -5.1%

BMW 1 SERIES 228 5.0% 326 8.4% -3.4%

MERCEDES A CLASS 176 3.8% 212 5.4% -1.6%

AUDI A1 123 2.7% 0 0.0% 2.7%

AUDI A3 Sportback 118 2.6% 142 3.6% -1.1%

AUDI A3 84 1.8% 155 4.0% -2.1%

VOLVO S60 77 1.7% 10 0.3% 1.4%

VOLVO S40 75 1.6% 70 1.8% -0.2%

VW SCIROCCO 74 1.6% 61 1.6% 0.1%

MINI COOPER ONE 72 1.6% 0 0.0% 1.6%

MINI COOPER 69 1.5% 158 4.1% -2.5%

FIAT 500 63 1.4% 34 0.9% 0.5%

VOLVO C30 56 1.2% 22 0.6% 0.7%

LEXUS IS 53 1.2% 61 1.6% -0.4%

AUDI A5 Sportback 45 1.0% 41 1.1% -0.1%
AUDI A5 Coupe/
Cabriolet

41 0.9% 59 1.5% -0.6%

CITROEN DS3 34 0.7% 23 0.6% 0.2%

LEXUS CT 27 0.6% 0 0.0% 0.6%

VOLVO V60 17 0.4% 0 0.0% 0.4%

AUDI A4 AVANT 13 0.3% 19 0.5% -0.2%

AUDI A7 10 0.2% 0 0.0% 0.2%

HONDA CR-Z 9 0.2% 24 0.6% -0.4%

CITROEN DS4 8 0.2% 0 0.0% 0.2%

ALFA MiTO 3 0.1% 16 0.4% -0.3%

SUBARU LEGACY 3 0.1% 15 0.4% -0.3%

VOLVO V50 2 0.0% 5 0.1% -0.1%
RENAULT Laguna 
Coupe

1 0.0% 0 0.0% 0.0%

ALFA 159 1 0.0% 0 0.0% 0.0%
TOTAL 4 577 3 896 17.5%
PREMIUM MEDIUM CARS
MERC E CLASSES 196 38.4% 248 49.7% -11.3%

BMW 5 SERIES 182 35.6% 144 28.9% 6.8%

MERCEDES CLS 45 8.8% 6 1.2% 7.6%

AUDI A6 43 8.4% 29 5.8% 2.6%

JAGUAR XF 32 6.3% 45 9.0% -2.8%

MERCEDES R CLASS 8 1.6% 0 0.0% 1.6%

LEXUS GS 3 0.6% 13 2.6% -2.0%

VOLVO S80 2 0.4% 7 1.4% -1.0%

COMPOSITION OF PASSENGER CAR MARKET 
BY TYPE FOR SEPTEMBER 2011
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CADILLAC CTS 0 0.0% 5 1.0% -1.0%
CHRYSLER 300C 0 0.0% 2 0.4% -0.4%
TOTAL 511 499 2.4%
PREMIUM LARGE
BMW 7 SERIES 24 39.3% 12 18.5% 20.9%
MERCEDES S CLASS 22 36.1% 19 29.2% 6.8%
PORSCHE 
PANAMERA

8 13.1% 14 21.5% -8.4%

AUDI A8 5 8.2% 8 12.3% -4.1%
JAGUAR XJ 1 1.6% 12 18.5% -16.8%
LEXUS LS 1 1.6% 0 0.0% 1.6%
TOTAL 61 65 -6.2%
SPORTS SPECIALITY
MERCEDES SLK 66 33.8% 9 7.5% 26.3%
AUDI TT 24 12.3% 18 15.0% -2.7%
PEUGEOT RCZ 19 9.7% 17 14.2% -4.4%
BMW 6 SERIES 16 8.2% 1 0.8% 7.4%
NISSAN GT-R 14 7.2% 2 1.7% 5.5%
PORSCHE 911 9 4.6% 6 5.0% -0.4%
BMW Z4 8 4.1% 10 8.3% -4.2%
PORSCHE CAYMAN 6 3.1% 2 1.7% 1.4%
AUDI R8 6 3.1% 6 5.0% -1.9%
PORSCHE BOXTER 5 2.6% 3 2.5% 0.1%
VOLVO C70 4 2.1% 6 5.0% -2.9%
JAGUAR XK 3 1.5% 12 10.0% -8.5%
MASERATI 
GRANCABRIO

3 1.5% 2 1.7% -0.1%

MASERATI 
GRANTURISMO

3 1.5% 1 0.8% 0.7%

MASERATI 
QUATTROPORTE

2 1.0% 0 0.0% 1.0%

MAZDA MX-5 2 1.0% 3 2.5% -1.5%
NISSAN 370Z 2 1.0% 3 2.5% -1.5%
MERCEDES CL 1 0.5% 0 0.0% 0.5%
MASERATI 
STRADALE

1 0.5% 0 0.0% 0.5%

ALFA GT 1 0.5% 3 2.5% -2.0%
MERCEDES SLS 0 0.0% 11 9.2% -9.2%
MERCEDES SL 0 0.0% 1 0.8% -0.8%
VW EOS 0 0.0% 4 3.3% -3.3%
TOTAL 195 120 62.5%
MPV SMALL
TOYOTA AVANZA 472 86.4% 254 70.4% 16.1%
FIAT PANDA 30 5.5% 37 10.2% -4.8%
VW CADDY 28 5.1% 34 9.4% -4.3%
NISSAN GRAND 
LIVINA

16 2.9% 36 10.0% -7.0%

CITROEN DISPATCH 0 0.0% 0 0.0% 0.0%
TOTAL 546 361 51.2%
MPV MEDIUM

MERCEDES B CLASS 171 35.5% 148 40.2% -4.7%

CHEV ORLANDO 135 28.0% 0 0.0% 28.0%

TOYOTA VERSO 83 17.2% 114 31.0% -13.8%

MAZDA 5 44 9.1% 54 14.7% -5.5%

VW TOURAN 23 4.8% 9 2.4% 2.3%

PEUGEOT 5008 15 3.1% 0 0.0% 3.1%

 continued from previous page
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RENAULT GRAND 
SCENIC III

3 0.6% 11 3.0% -2.4%

CITROEN GRAND C4 
PICASSO

3 0.6% 0 0.0% 0.6%

CITROEN C4 
PICASSO

3 0.6% 0 0.0% 0.6%

RENAULT SCENIC III 2 0.4% 32 8.7% -8.3%

TOTAL 482 368 31.0%
MPV LARGE

VW T5 KOMBI 82 37.4% 82 41.6% -4.2%

CHRYSLER VOYAGER 46 21.0% 49 24.9% -3.9%

MERCEDES VITO 44 20.1% 26 13.2% 6.9%

VW T5 CARAVELLE 21 9.6% 12 6.1% 3.5%

MERCEDES VIANO 15 6.8% 5 2.5% 4.3%

MAHINDRA XYLO 11 5.0% 23 11.7% -6.7%

TOTAL 219 197 11.2%
SUV SMALL

CHEV CAPTIVA 280 13.3% 213 13.1% 0.1%

BMW X1 222 10.5% 169 10.4% 0.1%

JEEP WRANGLER 162 7.7% 109 6.7% 1.0%

AUDI Q5 160 7.6% 82 5.1% 2.5%

TOYOTA RAV 4 145 6.9% 137 8.5% -1.6%

BMW X3 132 6.3% 46 2.8% 3.4%

NISSAN X-TRAIL 124 5.9% 144 8.9% -3.0%

JEEP PATRIOT 96 4.6% 76 4.7% -0.1%

JEEP COMPASS 84 4.0% 0 0.0% 4.0%

SUZUKI JIMNY 81 3.8% 87 5.4% -1.5%

MITSUBISHI ASX 76 3.6% 0 0.0% 3.6%

LAND ROVER 
FREELANDER 2

72 3.4% 91 5.6% -2.2%

VW TIGUAN 70 3.3% 75 4.6% -1.3%

HONDA CRV 69 3.3% 87 5.4% -2.1%

MINI COOPER 68 3.2% 0 0.0% 3.2%

SUBARU FORESTER 65 3.1% 47 2.9% 0.2%

VOLVO XC60 61 2.9% 66 4.1% -1.2%

JEEP CHEROKEE 37 1.8% 33 2.0% -0.3%

SUZUKI GRAND 
VITARA

33 1.6% 39 2.4% -0.8%

RENAULT KOLEOS 30 1.4% 40 2.5% -1.0%

MAZDA CX-7 15 0.7% 5 0.3% 0.4%

SUBARU OUTBACK 13 0.6% 31 1.9% -1.3%

MAHINDRA Thar 6 0.3% 14 0.9% -0.6%

MITSUBISHI 
OUTLANDER

4 0.2% 26 1.6% -1.4%

VOLVO XC70 3 0.1% 3 0.2% -0.0%

TOTAL 2 108 1620 30.1%
SUV MEDIUM
TOYOTA FORTUNER 1 021 47.4% 677 40.9% 6.6%
TOYOTA FJ CRUISER 223 10.4% 0 0.0% 10.4%
LAND ROVER 
DISCOVERY 4

216 10.0% 175 10.6% -0.5%

BMW X5 137 6.4% 136 8.2% -1.8%
JEEP GRAND 
CHEROKEE

101 4.7% 15 0.9% 3.8%
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TOYOTA PRADO 100 4.6% 180 10.9% -6.2%

FORD EVEREST 85 3.9% 75 4.5% -0.6%

MERCEDES M CLASS 72 3.3% 139 8.4% -5.0%

MITSUBISHI PAJERO 
SPORT

43 2.0% 65 3.9% -1.9%

VW TOUAREG 43 2.0% 3 0.2% 1.8%

BMW X6 29 1.3% 47 2.8% -1.5%

MITSUBISHI PAJERO 28 1.3% 48 2.9% -1.6%

MAHINDRA 
SCORPIO

18 0.8% 27 1.6% -0.8%

LEXUS RX 15 0.7% 15 0.9% -0.2%

NISSAN PATHFINDER 12 0.6% 21 1.3% -0.7%

VOLVO XC90 7 0.3% 7 0.4% -0.1%

NISSAN MURANO 3 0.1% 5 0.3% -0.2%

SUBARU TRIBECA 0 0.0% 3 0.2% -0.2%

TATA SAFARI 0 0.0% 7 0.4% -0.4%

HUMMER H3 0 0.0% 4 0.2% -0.2%

LAND ROVER 
DEFENDER

0 0.0% 8 0.5% -0.5%

TOTAL 2 153 1 657 29.9%
SUV LARGE
RANGE ROVER 
SPORT

66 33.5% 62 28.3% 5.2%

TOYOTA 
LANDCRUISER 200

34 17.3% 33 15.1% 2.2%

PORSCHE CAYENNE 31 15.7% 36 16.4% -0.7%

AUDI Q7 22 11.2% 30 13.7% -2.5%

MERCEDES GL 
CLASS

17 8.6% 25 11.4% -2.8%

LANDROVER RANGE 
ROVER

14 7.1% 15 6.8% 0.3%

LEXUS LX 8 4.1% 12 5.5% -1.4%

MERCEDES 
G-CLASS

4 2.0% 0 0.0% 2.0%

NISSAN PATROL SW 1 0.5% 6 2.7% -2.2%

TOTAL 197 219 -10.0%
GRAND TOTAL 31 562 23 665 33.4%

ENTRY CARS 1 497 4.7% 1 579 6.7% -1.9%

LIGHT CARS 12 812 40.6% 7 799 33.0% 7.6%

MEDIUM CARS 5 987 19.0% 5 107 21.6% -2.6%

TOP LINE CARS 217 0.7% 178 0.8% -0.1%

PREMIUM SMALL/
ENTRY CARS

4 577 14.5% 3 896 16.5% -2.0%

PREMIUM MEDIUM 
CARS

511 1.6% 499 2.1% -0.5%

PREMIUM LARGE 61 0.2% 65 0.3% -0.1%

SPORTS SPECIALITY 195 0.6% 120 0.5% 0.1%

MPV SMALL 546 1.7% 361 1.5% 0.2%

MPV MEDIUM 482 1.5% 368 1.6% -0.0%

MPV LARGE 219 0.7% 197 0.8% -0.1%

SUV SMALL 2 108 6.7% 1 620 6.8% -0.2%

SUV MEDIUM 2 153 6.8% 1 657 7.0% -0.2%

SUV LARGE 197 0.6% 219 0.9% -0.3%

TOTAL 31 562 23 665 33.4%
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INDIVIDUAL MODEL PERFORMANCES

TOP 10 SELLING PASSENGER CARS FOR SEPTEMBER 2011

DERIVATIVE SALES

1) Polo Vivo 1.4 Base 5-dr 1,162

2) Figo 1.4 Ambiente 5-dr 1,029

3)  Corolla 1.3 Professional MY10 1,028

4)  Polo Vivo 1.4 Trendline 5-dr 890

5)  Polo 1.4 Comfortline 5-dr MY10 819

6)  C180 BlueEFFICIENCY MY11 634

7) Spark 1.2 5-dr MY11.5 536

8) Cruze 1.6 L 473

9) C200 BlueEFFICIENCY MY11 468

10)  Corolla 1.6 Professional MY10 428
TOTAL 7,467
SHARE 23.66%

 continued from previous page

THE 10 TOP SELLING L.C.V  FOR SEPTEMBER 2011

MODEL SALES

1) Corsa 1.4 Base Utility MY10 PU 1028

2) Quantum 2.7 Sesfikile 15-S Bus MY10 609

3) Bantam 1.3i PU MY09 511

4) NP200 1.6 Base PU 475

5) NP200 1.6 AC PU 419

6) KB250 c LWB Fleetside Dsl AC PU MY10 376

7) Hilux 2.0 VVT-i PU MY11 367

8) Corsa 1.4 Club Utility MY10 PU 356

9) Hilux 2.5 D-4D Dsl PU MY11 352

10) Hilux 2.5 D-4D RB SRX Dsl PU MY11 331
TOTAL 4,824
SHARE 36.21%

Industry Sales Performances 1983 to September 2011 YTD

YEAR PASSENGER LCV MCV HCV TOTAL

1983 272822 113979 4179 14159 405139

1984 268751 117275 6362 13422 405810

1985 204322 85261 5314 10430 305327

1986 174453 78935 4449 6839 264676

1987 200824 96346 4738 7242 309150

1988 230500 112197 5611 9576 357884

1989 221342 117135 4280 9664 352421

1990 209603 112516 4786 7869 334774

1991 197736 100405 4127 5807 308075

1992 182908 92429 3278 5413 284028

1993 193666 96534 2928 4942 298070

1994 191979 102186 3360 5598 303123

1995 236584 128397 4139 7664 376784

1996 249838 129575 5457 8110 392980

1997 239693 114348 5632 7118 366791

1998 203822 99078 5094 6417 314411

1999 189370 96169 4668 5574 295781

2000 224122 105235 5162 6563 341082

2001 239060 115146 5383 7310 366899

2002 231602 104747 5666 8039 350054

2003 247259 104884 6116 10211 368470

2004 301151 127629 8636 12178 449594

2005 376845 160723 12243 15163 564974

2006 426813 186664 14246 18834 646557

2007 384431 191218 15164 21895 612708

2008 295064 159288 12130 22529 489011

2009 224705 110122 7229 11705 353761

2011 YTD SEP 248404 102416 6661 13308 370789

2011 SEP 31562 13324 819 1672 47377
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Snippets
TOYOTA STILL LEADS THE WAY 
AMONG MOTOR BRANDS

Toyota has retained its position at the top of the 
table of the world’s leading automotive brands, 
despite the bad publicity resulting from the many 
recalls and the impact on supply caused by the tsu-
nami and earthquake that hit Japan in March.

In fact Toyota improved its position by 6% on 
its brand value in 2010, lifting it to US$27,764-bn. 
This is according to an annual report produced 
by leading consultancy Interbrand. Toyota forged 
ahead by focusing on safety and quality, modifying 
its leadership structure and capitalising on its world 
renowned environmental efforts, which secured it 
Interbrand’s overall “Best Global Green Brand” in 
July, ahead of 3M and Siemens.

Toyota placed it 11th overall in the recent survey, 
just ahead of Mercedes-Benz US$27,445-bn), with 
the top seven brands overall retaining their 2010 
positions in the order: Coca-Cola, IBM, Microsoft, 
Google, General Electric, McDonalds and Intel. 
The biggest mover was Apple which moved up nine 
places to eighth.

Interbrand based its rankings on overall brand 
value, financial performance, the role of the brand 
on purchase decisions and the strength of the brand 
in securing earnings for a company. Toyota’s ability 
to adapt to ever changing conditions in an uncer-
tain market also puts it ahead of its competition

The overall brand value rankings of other lead-
ing automotive brands were: 15th BMW (US$24,554-
bn), 19th Honda (US$19,431-bn), 47th Volkswagen 
(US4,657-bn) and 50th Ford (US$7,483-bn). ■

NEW CAR PRICE RISE IN SA SLOWS

New car prices in South Africa rose 1,8% year-on-
year in the third quarter of 2011, which was the 
lowest increase in five years according to the latest 
TransUnion Auto Information Solutions vehicle 
pricing index. However this could all change with 
the recent weakness of the rand. ■

BMW HEADS FOR LUXURY 
CROWN IN US

BMW seems assured of overtaking Lexus as the 
most popular brand in the United States in 2011 af-
ter the Japanese nameplate had held this title for the 
past 11 years. Lexus has been battling with supply 
problems this year due to the effects on production 
in Japan following the earthquake and tsunami on 
March 11.

BMW sales have risen by 13% this year to a 
year-to-date total of 177 679 units for the first nine 
months of the year. Mercedes-Benz is in second 
spot with 170 058 sales, reflecting a 6,5% rise over 
the same period in 2010. Lexus has shed 16% and its 
sales for the period stand at 135 647. ■

TOYOTA GETS TOUGH

Toyota Motor Corporation, in Japan, is apparently 
getting tough with its domestic component suppli-
ers. They have to slash prices or face being replaced 
by overseas rivals as the yen’s value continues to 
appreciate. (Toyota loses US$443-million in oper-
ating profit for every one yen appreciation against 
the dollar).

TMC evidently told its local partsmakers it is 
looking to increase procurement in emerging mar-
kets in cases where domestic producers can’t match 
offshore prices. Some of these prices would result in 
Japanese makers cutting prices in half!

Carlos Ghosn, CEO of Toyota rival Nissan, says 
Japan faces a “hollowing out” of its industrial base 
should the government fail to take steps to counter 
the yen’s rise.” ■

“SLUMP COULD BE WORSE 
THAN RECESSION”

Fiat-Chrysler CEO Sergio Marchionne fears poor 
handling of the sovereign debt crisis in Europe 
could push it into a slump that is even more drastic 
than a “classic recession”. However, he does not see 

Europe’s troubles causing a global chain reaction. 
However he believes European car makers could 
weather the worst of the storm by following the key 
steps taken in the 2008/9 global economic down-
turn – protecting cash reserves, cutting inventories 
and boosting labour flexibility. He reckons this 
could enable them to survive a recession for about 
12 months. ■

GMSA TO BUILD R200m HQ

General Motors SA will build a new head office in 
Port Elizabeth on the site of its planned consolidat-
ed manufacturing plant in Struandale for R200m. 
This would provide a centralised administrative of-
fice once the Struandale and Kempston Road facili-
ties were consolidated in 2013. The company’s mar-
keting operations will continue to be located in the 
current offices in Woodmead on the N1. ■

TOYOTA TAKING PAIN

The earthquake that crippled Japan in March may 
cost Toyota Motor Corporation less than the rising 
yen. Operating profit for the world’s top carmaker 
will be cut by 250 billion yen ($3.3 billion) in the 
year ending March 31 because of the currency’s ad-
vance, based on the average estimate of five analysts 
surveyed by Bloomberg. The natural disaster may 
cost 160 billion yen, Toyota said in August.

“There is pent-up demand and with produc-
tion back to normal, Toyota can quickly make up 
for the reduction in output due to the quake,” Issei 
Takahashi, a Tokyo-based auto analyst at Credit 
Suisse Group. “It’s more of the reality of the strong 
yen that Toyota needs to tackle.”

Toyota produces two out of five vehicles in 
Japan, making it more vulnerable to the yen than 
Nissan Motor Co. and Honda Motor Co. The cur-
rency’s climb, to a postwar high against the dollar 
in August and the strongest in a decade versus the 
euro last month, is an added headwind for Toyota, 
which was outsold by General Motors Co. and 
Volkswagen AG in the first six months of the year.

“We are struggling,” Toyota’s Chief Financial 
Officer Satoshi Ozawa said Oct. 10 at the automak-
er’s factory in Ovar, Portugal. “We are facing a dif-
ficult time. We have to reduce our production costs 
to compensate for the currency situation.” That 
may involve shifting manufacturing from Japan “to 
some extent,” he said. ■
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BMW SALES BOOMING 

BMW stayed on course to remain the world’s top-
selling premium automaker after global sales of the 
company’s core brand rose 9.3 percent to 128,446 
units in September.

The rise puts BMW ahead of competitors 
Audi, whose sales grew 17 percent to 120,200 in 
September and Mercedes-Benz, whose sales rose 2 
percent to 120,982 in the same period.

“At the end of the third quarter we find our-
selves well on course to deliver our target of more 
than 1.6 million vehicles in 2011 and to remain the 
clear number one among premium manufactur-
ers once again this year,” BMW’s head of sales Ian 
Robertson said in a statement Monday.

Overall sales of BMW Group vehicles includ-
ing the Mini and Rolls-Royce brands grew 16 per-
cent in the first nine months of the year to 1.23 
million units. ■

PININFARINA STOPS  
MAKING CARS

Pininfarina is closing down its car manufacturing 
activities and will concentrate on its design and en-
gineering operations.

Pininfarina, which has designed almost every 
Ferrari sports car since the early 1950s, said it had 
started lay-off procedures for the 127 workers in the 
production sector. It said the lay-offs would cost 
€2.9 million.

“Unfortunately we have to stop our production 
activities, given the way the car market is going, so 
we will focus on design and engineering in future,” 
a Pininfarina spokesman said.

The company had announced in March it was 
selling its stake in a car production joint venture 
with Volvo Cars. French billionaire Vincent Bollore 
has said he is interested in acquiring a stake in 
Pininfarina, which is being sold by the family own-
er as part of a debt restructuring agreed with banks 
in December 2008. ■

ACTRESS WINS NISSAN 
MICRA AT MOTOR SHOW

Phumla Mahlangu, a 26-year-old theatre ac-
tress from Daveyton, was the delighted winner of 
a Nissan Micra when the draw was made at the 
Johannesburg International Motor Show today 

(Sunday, October 16). There were eight finalists 
in the competition arranged by the Citizen news-
paper in conjunction with the organisers of the 
motor show.

Ms Mahlangu, who has been driving a half-ton 
bakkie until now, was presented with her car by 
Janico Dannhauser, the Micra Product, Manager 
at Nissan SA, and Joey McCall-Peat, the company’s 
event and sponsorship manager.

The winners of the other two competi-
tions with cars as prizes, arranged in conjunc-
tion with The Star and Beeld newspapers, will be 
drawn later. ■

THE NEW INNOVA – TOYOTA’S 
FAMILY-PACK MOTORING IDEA

Toyota’s Innova is another of its “affordable MPV” 
vehicles which have been so successful here in the 
past.  One thinks of the Venture, based on an Asian 
people-carrier vehicle and engineered here in South 
Africa for the early 1990s. However, Toyota call 
this one an Innovative International Multipurpose 
Vehicle (IMV).

Designed to seat between seven and eight peo-
ple, it is just over 4,5 metres in length, is powered 
by a 2,7-litre four-cylinder petrol engine, which 

should ensure Highveld-compatible power for this 
people-carrier.

Pricing is set to start at just under R250 000. ■

CITROEN’S STAND

Citroen’s DS3 Racing was a huge hit at JIMS, at-
tracting thousands of visitors to this stand. The col-
our schemer really hit the spot, and it is good news 
that Citroen SA managed to secure 10 examples for 
sale to local enthusiasts.

This eye-catching little street-racer under-
pinned a stand that showcases some major new 
models for the French Automaker including the 
new DS5 which will be launched here next year.

The C4 and DS4 have already been favourably 
received, while some new vans and MPVs launched 
recently have given Citroen a much more expansive 
product line-up. ■

Actress Phumla Mahlangu seen with the 
Nissan Micra she won in a competition 
organised by The Citizen newspaper 
in conjunction with the Johannesburg 
International Motor show. On the right is 
Janico Dannhauser, the Micra Product 
Manager at Nissan SA. || Date:17 October 
2011| Pic:164802| Size:260x170.

Toyota’s budget Innova – set to win lots 
of friends.

Street-racing version of the Citroen DS3.
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This is apparent to anyone driving around the free-
ways and suburbs of Jo’burg, Cape Town, Durban 
and Port Elizabeth. The number on our roads 
is growing every day, and it has to be said, at the 
expense of the conventional sedans, hatches and 
the like.

The reason for this in the writers’ opinion is 
that people feel more secure and in some cases, 
superior to their fellow road users in an SUV. And 
in many situations, mainly in traffic jams, it is far 
better to be in a vehicle where you can see over the 
roofs of other vehicles. You know what’s happening 
up ahead, can see where the cause of the jam-up lies, 
and this makes you feel better.

Another reason for owning an SUV is one of 
living space. If you have children, you know full 
well that the more space they have inside a vehicle, 
to wriggle around or play games or punch and tickle 
their siblings, the better the atmosphere inside the 
vehicle is.

As for security, it’s a fact that women drivers 
in particular feel better in SUVS, notably at traffic 
lights and other major junctions where they are so 

often hustled by street-people peddling pamphlets, 
sunglasses or simply begging a hand-out. A woman 
does not like to feel exposed and vulnerable in these 
circumstances which, sadly are a reality of our mo-
toring experience in so many of our big cities.

Nowadays, in a conventional car you can feel 
hemmed in, oppressed, even depressed as these big 
SUV bullies tower over you. Often the only solution 
seems to be that if you can’t beat ‘em, join ‘em.

The downsides of these SUVS, which are in re-
ality not sporty at all in comparison to a conven-
tional car, are numerous, though.

Firstly, they cost much more than a sedan 
equivalent.

They weigh more, which makes them less 
fuel-efficient.

They are much more difficult to park than a se-
dan, particularly in shopping mall undercover park-
ing, where the bay spaces are never over-generous.

They are fundamentally less stable than sedan, 
because they have a much higher centre of gravity 
than a sedan equivalent. Being heavier, they are also 
more difficult to stop from high speeds.

It is a myth that they are better over dirt roads 
than a conventional sedan, unless they are fitted 
with part-time all-wheel-drive. Most of them have 
ground clearances no better than a sedan.

Because they use large-size wheels and tyres, 
tyre replacement costs are generally much higher 
than those for a sedan equivalent.

And although they have all this bulk about 
them, generally you can’t fit more people into an 
SUV than you can in a sedan. Five-seaters are the 
norm for both types.
My personal preference for cars of the family vari-
ety is the sedan-based wagon. It’s a huge mystery 
to me that more wagons aren’t sold in this country. 
Here you get sedan agility and fuel efficiency with 
the potential to load as much luggage as you would 
in a normal sedan.

In fact, if these things had been invented now, 
they’d probably be the next major fad in automobile 
design. Pity that most people associate wagons and 
estates with tired travelling salesmen and dowdy 
practicality. In reality, they are much sportier than 
any so-called sports utility vehicle. ■

Let’s Hear It For The Station Wagon
During the launch of the Mahindra XUV 500 a few weeks back, one of the Indian company executives remarked 
that after studying the South African market, it was noticed that that the SUV sector was the only one to show 
growth during the “meltdown” of the global economy in 2009.
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