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By Stuart JohnSton

After the recent launch of the new LC 
Cross model in early June, we caught up 
with him for an exclusive interview. So 
what has he been up to for the past six 
months or so?

“Late last year I sold out of GWM, 
in terms of shares and a directorship 
and I helped Teresita van Gaalen in an 
advisory capacity at Changan. I’ve also 
been on board in an advisory capacity at 
Geely for the past couple of months.

“Peter Azzie and Rayhaan Hassim 
(the principle shareholders of the 
Hallmark Motor Group, which owns 
Geely distributorship in this country 
and has 35 motor dealerships of varying 
brands throughout South Africa) asked 
me to get more involved, and hence my 
appointment as MD of Geely SA.

“I think it’s an interesting re-
lationship as I have a motor retail 
business in Midrand, and so I’m very 
much retail-orientated. This is a pre-
mium used car business, although I 
have had new-car franchises for vari-
ous brands, including Citroen and 
Renault and Subaru.

The advantage for Geely, as I see it, 
is that I’m really a retail guy at heart. I 
understand the dealer’s pain, and I used 
that word, pain, because at the moment 
there is pressure on margins, pressure 
on facilities, there’s pressure on rentals.

“The problem today is that to es-
tablish a dealership you can’t just set up 
some shade-netting on the side of the 
road. There have to be certain standards 
and no matter how low the rental is, you 
just can’t do it below a certain number. 
And the same applies to our existing 
Geely dealers right now.

“The MK is on run-out now, so we 
have only the LC, the little car, and the 
new LC Cross, which is the funky, high-
er-ride-height version of the same car. 
The LC is definitely a ladies market car, 
while the LC Cross’s market is broader.

“You take those low-cost cars, and 
even if there’s a decent margin on those 
cars, how many do you need to sell to 
cover the overheads of a small dealership 
running at R300- or R400 000?

“So, we have lot of work to do there, 
to offer our dealers more product, so 
they have better absorption on the new 
car side. And you have a double wham-
my effect because your car-park is tiny, 

so you don’t get much workshop and 
spares business.

“At Geely, our investment in our 
dealerships is low at the moment, but 
obviously as you mature you try and 
elevate your guys. I did the same thing 
in my previous life at GWM. You up the 
game slowly.

“Most of our dealers are strong on 
the used car side, and I would say it’s 
almost a prerequisite, at this stage of 
the game we bolt onto that business. 
Established mature brands do it the oth-
er way around.”

Does this not have a bad effect, in 
that a guy comes in looking for a Geely 
and ends up with a well-used BMW, say, 
for similar money?

“Well, it does! But you know, hope-
fully that works for the dealer at the end 
of the day and I know, from our point of 
view we’d like people to be buying only 
our cars. At this stage of the game, mak-
ing the dealer viable is probably my most 
important issue. Then we need to get our 
volume up by, Number One, offering a 
product at the right price.”

What about parts back-up?

Scoop

He cut his teeth with the Koreans, he did it at GWM, and now he heads up Geely. A media 
release is set to go out today that Henri Meistre has been appointed Managing Director of 
Geely South Africa. And those who know the 44-year-old’s track record should take note 
that Geely is set to become a meaningful player in the South African car market.
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Editor’s Note
THE FASCINATING DIESEL-
PETROL BATTLE
There’s lots and lots of discussion 
about engines in this issue of the 
mag, and to us it seems that petrol 
engines are making a comeback. 
Elsewhere you’ll read about the 
Mazda CX-5, which was returned 
to Ford-Mazda’s test car fleet four 
days ago, and how it achieved an 
impressive 7,4 litres/100 km from 
a petrol engine in real-life, highway-and-suburban driving.

The roads we traversed in the ‘burbs include plenty of stop-
start up-hills too, situations that generally send the consumption 
metre soaring, so the figure was particularly impressive.

In a piece on the recently-announced Engine of the Year 
award, you can read how Ford’s tiny one-litre three-cylinder 
petrol engine gives diesel economy without the clatter and vibes 
associated with a diesel. It develops over 70 kW, thanks to a turbo-
charger that spins up to 248 000 rpm, and, interestingly, an iron 
block (aluminium is the now almost universal material of choice 
these days) because it warms up much more quickly than an alloy 
block and thus improves start-up-phase emissions and improves 
fuel consumption.

And in our story on the Federal Mogul Group we investigate 
how exciting modern engine technology has become.

The Mazda CX-5 petrol motor that we get here has a 13,0:1 
compression ratio, but the European version has a 14,0:1 com-
pression (thanks to their higher-octane fuel availability) , figures 
that would have destroyed pistons in a petrol motor only a few 
years ago. Indeed, compression ratios have been increasing stead-
ily on petrol motors recently.

Diesels, interestingly have had their compression ratios being 
decreased in recent years. In times gone by, compression ratios in 
the region of 18:1 or even 20:1 were common, hence that explo-
sive clatter common to the breed. Mazda now reckons the ideal 
compression ratio is somewhere around the 15:1 mark, and such 
engines allow a diesel to rev higher. Indeed, this company’s diesel 
revs to around the 5 500 rpm mark, something that wasn’t possible 
since, well, forever! Most diesels still only rev to the 4 500 mark, 
a limit that has something to do with the weightier internals of a 
diesel (the force of combustion is much higher, so the parts need to 
be stronger) and perhaps the relatively low volatility of diesel fuel.

Even if you don’t give a fig about the reasons behind the tech-
nology, you’ll be interested to see that in Merc’s new M-Class 
range, the V6 petrol and diesel models have performance that is 
extremely close, and that the petrol V6’s consumption figures are 
only about 12 per cent greater than the diesel.

Considering that diesel models are generally more expen-
sive than their petrol equivalents, but that diesel fuel is generally 
cheaper than petrol, making a choice between the two is more 
involving than ever.

Stuart Johnston,
Editor
stujohn@autolive.co.za

We’ve just gone through the winter sol-
stice and with icy weather dominating the 
headlines and more on the way, Nissan 
South Africa’s employees’ annual blanket 
drive was warmly welcomed on behalf of 
under-privileged communities who stand 
to benefit from this heartfelt gesture.

As well as the staff’s generous contri-
bution, Nissan SA has donated an addi-
tional 700 blankets for the neediest people 
in the vicinity of the company’s Rosslyn-
based manufacturing plant.

Nissan SA’s corporate and general af-
fairs director Wonga Mesatywa today of-
ficially handed over the blankets to institu-
tions located in surrounding areas. They are 
Hupsoo Community Upliftment, Mohau 
Centre of Hope, Direlang Community 
Project, Oliver’s House, Lesolang Rethomile 
Haven, Phumulani Project, Korwe Multi-
purpose Centre and Keitumetse Early 
Learning Centre.

“In these cold winter months, we need 
to think of those less fortunate among us,” 
said Mesatywa. “Nissan SA takes its cor-
porate responsibility seriously and we’re 

committed to making a positive input to 
the communities around us.”

“We appreciate the blankets from the 
employees and management of Nissan SA 
as it makes us feel we are not forgotten,” said 
Nelly Mailula, representing Keitumetse 
Early learning Centre in Winterveldt.

Maureen Mothiba of Klipgat’s Lesolang 
Rethomile Haven echoed her colleague’s 
sentiments. “It’s important for us to know 
that Nissan SA cares. They make cars, but 
they also make our lives better.”

Nissan’s winter relief project is part of 
the company’s corporate social responsi-
bility programme aimed at building com-
munity relations and making a difference 
to people’s lives. ■

Wonga Mesatywa, Nissan SA’s corporate and general affairs director, (2nd 
row from back, 3rd from right) with beneficiary representatives.

Nissan’s Blanket Drive Warms 
Rosslyn Hearts (And Bodies)

“Nissan SA takes its corporate 
responsibility seriously and 
we’re committed to making 

a positive input to the 
communities around us.”
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AutoLive is the best way to keep up to date with 
news and views about the South African and inter-
national motor industry in all its sectors as a con-
venient e-zine delivered twice a month.

 ■ Importantly, the concept has been embraced 
by the organised SA motor industry 
and the mailing list already includes the 
membership of:

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

 ■ McCarthy Motor Group.
 ■ Unitrans’ Toyota dealers

This is in addition to another comprehensive 
list of people operating in the industry and we are 
currently negotiating for further meaningful lists in 
the industry. The publication has been running for 
a year now and there has been an excellent response 
from the industry – including many senior execu-
tives and industry leaders.

AutoLive certainly has great potential as a 
source of up-to-date news on this very important 
sector of the national economy and is thus a power-
ful advertising medium to a target group.

This means advertisers who are suppliers or 
service providers to all facets of the SA motor 

industry are seen by a focussed target market. In 
addition, the e-zine format cuts time in getting 
your message across, compared to a magazine, 
for instance.

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 
vehicle brands or to expand an existing 
dealer network.

 ■ Automotive marketing consultants
 ■ Training organisations
 ■ Market research companies
 ■ Business management consultants
 ■ IT companies
 ■ Fleet management companies
 ■ Suppliers of workshop equipment
 ■ Car care companies
 ■ Panel beaters and dent removers
 ■ Auction houses
 ■ Courier companies
 ■ Service providers in the finance and 
insurance 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 ef-
fective and we are able to make up advertise-
ments at reasonable rates. The rate card is avail-
able under “Advertising” on the AutoLive website,  
www.autolive.co.za ■

Why you should advertise in Autolive

To hear more call Bruno Lupini on 
 0821-354-7212 or e-mail him at sales@autolive.
co.za or bruno.lupini@gmail.com

Goodyear has again been recognized as one of 
America’s most reputable companies by Forbes 
magazine.

Goodyear ranked 26th on the magazine’s sev-
enth annual ranking of corporate reputation in the 
United States, up from its 38th place ranking in 
2011. Goodyear is the only tyre maker on the list and 
the highest-ranked company in the automotive in-
dustry. The full list is available on www.forbes.com.

The list is based on the results of the Reputation 
Institute’s U.S. Reputation Pulse consumer survey, 
which was conducted in the first quarter of 2012. The 
survey measures the overall trust, esteem, admira-
tion and good feelings more than 10 000 consumers 
hold toward 150 of the country’s largest companies.

Scores are based on RI’s seven dimensions of 
reputation: products/services, innovation, govern-
ance, workplace, citizenship, leadership and finan-
cial performance. RI said the 2012 survey indicates 
that perceptions of the enterprise (workplace, gov-
ernance, citizenship, financial performance and 
leadership) were more important than product 
perceptions (products/services and innovation) in 
driving consumer behaviors.

“This recognition is particularly significant as 
it goes beyond the value consumers place on our 
brands and innovative products,” said Chairman 
Rich Kramer.

“It reflects the public’s perception of the goals 

and shared values articulated in The Goodyear 
Mission that guides our associates every day. The 
survey shows that consumers continue to recognize 
that the Goodyear brand stands for great citizen-
ship in addition to great tyres.” ■

Goodyear Advances on List of America’s Most Reputable Companies
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“We bought into a company called Parts 
Support, they deal in Chinese parts, they don’t 
just do Geely, and they’ve been in the business for 
some time. Guy by the name of Dicky Marais who is 
shrewd, sharp, and he used to be at Mercedes-Benz 
for many years.

“The part of our business which is the strongest 
at the moment is in facts the parts stock and supply. 
Workshop facilities, the investment from a dealer’s 
point of view is quite low in terms of Geely specif-
ics – you have to have the normal stuff like lifts and 
tools – but our specific requirements really centre 
on diagnostic tools.”

What’s the way forward?
“MK is on run-out. We have the LC in the 

R80 000 to mid-R90 000 bracket, then the new LC 
Cross which starts at R92  000 and runs through 
to R105 000. Then we have the little SC5 five-door 
hatch. which is a kind of Polo Vivo, Ford Figo 
competitor, slightly bigger, perhaps, which will be 
launched by the end of the year. The first prototype 
is on the water, and homologation for SA is due to 
start soon.

“Then early next year we have a sedan that is the 
size of a Jetta, called the SC7, it’s the first Chinese 
car to get a European NCAP four-star rating, so I’m 
sure the Volvo ownership is starting to bare fruit.

“The Volvo ownership is not something I’m 
going to hide, and Geely is also in the UK through 
ownership of a large London taxi company. I even 
heard a rumour that the current XC90 platform 
will be going to Geely for their use as a platform go-
ing forward. And we have our first SUV, called the 
GX7, which was launched at the Beijing Motor Show 
earlier this year. Size-wise it is close to a Sorento or 
Santa Fe and it’s very masculine, very well finished. 
That will be here hopefully by the end of 2013.

“We don’t have pricing as yet, obviously, but we 
sat recently to strategise where our brand should be, 

relative to the likes of GWM, which does have more 
brand value than us, let’s be honest, the Japanese, 
the Koreans.

And I’d like to see that we are 15-to-20 per cent 
cheaper than the next-best guys, the Koreans. That’s 
not going to always be possible.

“We have some problems. For instance, 1 000 cc 
cars imported from Europe right now are duty-free, 
whereas we have to pay the full duty. So those are 
the kind of things we have to tackle. We hope we 
have the price advantage, but it costs money to give 
warranties, to give the service, to build the brand.

“We have 37 dealers and we have another four 
that we’ve appointed. We’d like to add bigger and 
better operations as we move forward, and I think 
for a brand like ours we’d like to peak at around 50 
to give the coverage, a proper footprint.

“As far as volumes are concerned, we’d like to 
peak at 250 units a month with LC Cross, then you 
are giving your spread of dealers 10 cars a month. 
Obviously we also add the DFSK bakkie range un-
der our banner, most of our dealers have that as 
well, to give them a little extra in terms of numbers. 
And on our wish-list we’d like have a proper bakkie, 
a single and double-cab model and we are putting 
pressure on Geely for this.”

Getting back to his “past life” how does Meistre 
ascribe the success of GWM, which is the most suc-
cessful Chinese brand here?

“The foundation was laid down properly. When 
we launched GWM here we made it clear we were 
not here to sell 100 000 units a year, we wanted to 
build a brand. The product was just fair, they were 
old-generation but we supported it, and we com-
pletely over-catered in terms of parts, we didn’t 
want problems there and we didn’t have problems. 
And if there was a problem, we supplied courtesy 
cars to our customers, something I negotiated with 
the Chinese, and of which I am particularly proud.

“I think the marketing was regular, we didn’t 
tail off on that, there are 70 dealers now, which 

means there is confidence. The volumes from year 
one were there, we were already doing 1 200 to 1 300 
units a month, over the four models. It was fairly 
reliable, not without problems, but it’s about how 
quickly you react to those problems. Our overheads 
were kept in check, and we had good people.

“I think from a Geely point of view we have 
a harder job to do, because GWM wasn’t a failed 
brand, and it was launched at the right time be-
fore the market crashed. Geely was a victim of the 
crunch in 2008 and it’s now a completely new com-
pany with different backers.

“It’s a huge challenge. I was involved with Billie 
Rautenbach in the early Hyundai days, Daewoo, 
and Changan. The reason I’m sitting here is that I’ve 
done my homework on the future. This has a seri-
ously good potential!

“Geely International is enormous. It is the first 
privately owned Chinese company to be exposed 
from an ownership point of view to a very serious 
European brand. Technology transfers are taking 
place and the benefits of speeding up the proc-
ess to another level are huge. So I believe, long-
term, Geely stands a better chance than any other 
Chinese brand here.

“I also think that from the point of view of our 
operation here, it’s so important that the share-
holders are motor retailers. So often wholesalers 
come in and try to dump cars their way with no 
understanding of what it’s like on the dealer’s side 
of the fence.

“From a product point of view I believe Geely 
is at the top of the pile. And with the company add-
ing Australia, the UK and Indonesia to their op-
erations, the game changes in terms of right-hand-
drive availability.”

And what about the cars appearance?
“I think the Koreans have set an example for 

everyone, in getting in the European designers to 
style their cars. If they look good, the customers 
will come.” ■

 continued from page 2

The bring it On tag-line of the new LC Cross gives notice of a concerted, funky marketing stratgey for Geely.
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Giving the keynote address at the launch of 
Automechanika Johannesburg 2013 recently (May 
30), the humorous Landman gave the guests in a 
packed ballroom at the Wanderers Club plenty of 
food for thought.

He said that unfortunately too much focus is 
placed on interpreting short term occurrences and 
their possible effect on the economy. Landman 
quoted the retired editor of the Economist, Bill 
Emmot, who said: “The journalist is constantly at 
risk of over-interpreting the short-term and under-
rating the longer term trends….. What is needed is 
a longer view”. 

This is the viewpoint taken by Landman and he 
had plenty of evidence to back up his stance.

The jovial analyst said the South African econ-
omy had tripped only twice since 1994 and both 
times, in 1998 and 2009, this had been due to global 
forces and that SA had recovered far quicker and 
better than many other global economies following 
the 2009 recession. He cited an average growth rate 
of 3.3% in the 16 years from 1995 to 2010, whereas 
average growth for the previous 16 years had been 
only 1.55%.

Landman admitted that there were many fac-
tors pushing down the rate of growth in South 
Africa, which included: the global economic envi-
ronment, political confusion, strikes, inequality, 
crime, health and education concerns, some inef-
fective public sector institutions – especially local 
government – and tensions in the agricultural and 
mining sectors concerning transition.

On the other hand there are strong forces push-
ing growth upwards. These include increasing in-
vestments in infrastructure development which 
has moved from 4% of GDP in 2000 to a projected 
7.9% in the current cycle to 2014, an average annual 
improvement of 3% in productivity, increasing re-
lations with the BRICS nations and other African 
countries, as well as the benefits flowing from 
strong private sector institutions.

Based on this scenario the experienced analyst 
predicts an average annual growth rate of 3.25% go-
ing forward. However, he cautioned that this was 
also dependent on strengthening the glue that holds 
together the social capital of South African, with 
social capital including individual and community 
values and trust.

Landman gave very interesting insights into 
two other areas that concern many South Africans, 
being unemployment and corruption.

Although admitting that unemployment re-
mained a major challenge he explained that al-
though there had been retrenchments in the first 
quarter of 2012 the total number of people in SA 
who are employed was still more than 300  000 
above the total at the end of March 2011.

On the question of corruption he said that this 
was very much part and parcel of a country emerg-
ing from a dictatorship in whatever form. On this 
front SA fared very well when compared to its fel-
low BRICS members, having the lowest corruption 

rating among Russia, India, China and Brazil in two 
of three surveys conducted recently.

Landman said the country also benefitted 
from a number of independent institutions, includ-
ing the media, courts, Reserve Bank, business and 
trade unions, while there was also a good balance of 
forces between “left of centre” and “right of centre”

The audience was particularly impressed by 
a graphic showing how per capita income had de-
clined by 11% in the 19 years between 1974 and 1993 
and then grown by 32% in the next 18 years.

The period between 1981, when the gold price 
hit the equivalent in today’s money of US$2 250 
an ounce, and 2006 when per capita income again 
reached the high point achieved in 1981 is seen as 
the “25 lost years.” Currently the country is busy 
catching up on those lost years.

Landman said that taking the long view he 
believed the per capita growth rate could continue 
into the future and the next 32% improvement 
would take an even shorter time than the previous 
18-year period.

In closing, the genial analyst, whose recent 
studies include completing a course at Oxford 
University on the BRICS countries, said that what 
is important for all South Africans is to realise they 
must live with ambiguity and not get caught up by 
negative short term occurrences, but rather take the 
long view, which was a bright view. ■

JP Landman, top economist.

SA Economy is Seen as Very 
Robust when Taking The Long View
The South African economy is very robust and the country is in an excellent position for continued growth, 
according to renowned local political-economic analyst JP Landman.

Although admitting that 
unemployment remained a major 

challenge he explained that although 
there had been retrenchments in the 
first quarter of 2012 the total number 

of people in SA who are employed 
was still more than 300 000 above 
the total at the end of March 2011.

Landman said the country also 
benefitted from a number of 

independent institutions, including 
the media, courts, Reserve Bank, 

business and trade unions, 
while there was also a good 

balance of forces between “left 
of centre” and “right of centre”

In closing, the genial analyst, ... 
said that what is important for all 
South Africans is to realise they 

must live with ambiguity and 
not get caught up by negative 

short term occurrences, ...
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Goodyear Wrangler HP
All-Weather
The intelligent, self-adapting tyre with Goodyear’s 
innovative SmartTRED Weather Reactive Technology. 
Adapts to surface contact under varying conditions - 
on any road, in any weather.

By roger houghton

Federal-Mogul puts it very clearly by stating: 
“Specifying the right components, from new and 
during repair, has never been more critical.”

This is one of the important lessons that came 
from a conference, Advanced Technologies for 
Cleaner Engines, organised by the Federal-Mogul 
Corporation in Nürnberg, Germany, last week. 
I was fortunate to be one of a group of about 50 
motoring and technical journalists invited to join 
a number of Federal-Mogul’s European staff to at-
tend the very informative event.

I also subsequently went on visits to three of 
Federal-Mogul’s manufacturing plants in Germany, 
seeing pistons being made in Nürnberg, piston rings 
in Burscheid and bearings and bushes in Wiesbaden. 
All these plants focus on providing components to 
the German OE manufacturers, such as Daimler, 
BMW, Audi, Volkswagen and MAN.

Plants in other regions, including South Africa, 
are used for the shorter production runs required 
for the myriad of aftermarket parts made and mar-
keted by Federal-Mogul worldwide.

As well as operating some of the most respected 
automotive aftermarket brands – including AE, 
Champion, Glyco, Goetze, Nüral and Payen – 
Federal-Mogul is one of the world’s leading suppli-
ers of powertrain components and other advanced 
systems for all types of vehicles.

In fact Federal-Mogul’s revenue is derived 
about 50:50 from OEMs and the aftermarket, with 

the economic environment having an effect on 
which side of the business is the most revenue bear-
ing at any one time.

The company, which was founded in Detroit 
in 1899 and is now headquartered in Southfield, 
Michigan in the US, has grown to a thriving busi-
ness turning US$6,9-billion a year. It employs 
45 000 people in 34 countries worldwide. This ex-
tensive global reach, with 106 manufacturing and 
21 distribution sites, is backed up by 18 global-
networking technology centres in North America, 
Europe and Asia.

Besides being involved in all aspects of the au-
tomotive industry the company also has extensive 
interests in aerospace, energy, heavy duty, indus-
trial, marine, power generation and railways.

The company says that because it works closely 
with many of the world’s leading engine and vehicle 
developers it is very close to the latest technologies 
and the techniques required for their maintenance 
and repair.

Engine technology is changing faster now 
than at any time in the last 100 years, according to 
Federal-Mogul executives speaking at the recent 

conference. Not since the introduction of electric 
ignition and starter motors has the pace of develop-
ment introduced so many new sub-systems and so 
many new approaches to engine development. The 
result is dramatic reductions in fuel consumption 
and emissions, all achieved alongside increasing re-
liability and durability.

Admittedly many of the changes in technology 
have been driven by government regulations re-
garding improving fuel economy, cutting emissions 
and even banning the use of harmful materials such 
as lead and asbestos. But this regulatory pressure 
has occurred as an additional spur to advances in 
the automotive sphere driven by the manufacturers 
themselves and the good news is that the progress 
continues to accelerate.

The latest major trend is downsizing, particu-
larly in terms of engine capacity. This not only has 
the effect of making huge steps forward in improv-
ing fuel efficiency and cutting noxious emissions, 
but it also brings with it savings in weight and space 
as four cylinder engines can now offer levels of per-
formance that previously required a power unit 
with six or more cylinders.

However, downsizing has a major downside 
and that is the increased loads it places on engine 
components with accompanying sharp rises in 
pressures and temperatures.

Nowadays the major component manufactur-
ers are not only parts suppliers, but also partner 
with the vehicle manufacturers in terms of product 

continued on page 9 

New Engine Technology Makes  
Top Quality Servicing Vital

The importance of using the highest quality replacement parts and filters, as well as using only manufacturer-
approved lubricants has been highlighted as critical when servicing, maintaining and repairing the latest high 
technology engines which have resulted from downsizing to curb fuel consumption and emissions.

Not since the introduction of electric 
ignition and starter motors has the 
pace of development introduced 

so many new sub-systems 
and so many new approaches 

to engine development.
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The ‘Silver Arrow’ racing cars date back to the 
1930’s when they dominated the legendary racing 
circuits of Europe. With the introduction of the 
Auto Union (Audi) challenger, Mercedes stripped 
the paint from their racing cars in order to reduce 
weight and remain competitive. The Auto Unions 
that raced in the ‘30s were similarly finished in bare 
aluminium bodywork, and thus, for a short time, 
both Mercedes and Audi were united by the cars’ 
nickname that they were given by the press, namely, 
the Silver Arrows.

Now, in 2012, The ‘Audi Silver Arrow Awards’ 
scheme sets the standard by which all Audi 
Dealerships are measured, and there are no links 
to Mercedes-Benz at all, other than that Audi is no 
doubt hungry for conquest sales from its Stuttgart 
rivals. The business pillars that are evaluated dur-
ing this process are New and Pre-owned vehicle 
sales, Customer Delight, Parts Sales, Audi Financial 
Services and Dealer Operating Standards. 

In mid-May, Audi Centre Pinetown was an-
nounced as the Audi Dealer of the Year for 2011 at a 
prestigious gala dinner at the Sandton Convention 
Centre on the 18th May 2012.

Audi Centre Pinetown has managed to attain 
this achievement despite new building construc-
tion taking place at their Main Road premises in 
Pinetown in preparation for their new terminal 
building opening in September 2012.

“Audi South Africa is very pleased with the level 
of engagement of the entire Audi Dealer network in 
the Silver Arrow Awards programme. We are proud 
to announce Audi Centre Pinetown as the Dealer 
of the Year. Ken Pearsall and his team have shown 
great commitment to the Audi brand in the past 
year.” says Ryan Searle, Head of Audi South Africa.

The award for the Dealer Group of the Year was 
won by the Hatfield Motor Group under the lead-
ership of Brad Kaftel, who by the end of 2012 will 
be the proud owner of two Audi centre terminals, 
namely, Audi Centre Hatfield in Pretoria and Audi 
Centre Rivonia in Johannesburg.

 ■ Talking about modern-day Silver Arrows, it 
must have pleased Audi personnel all over 
the world immensely, to score the world’s 
first major race victory with a diesel-hybrid 
car, at last weekend’s Le Mans 24_hour 
Endurance Race. It was Audi’s 11th Le Mans 
victory. ■

Audi ‘s Silver Arrow Awards
(For Dealers, not Racing Drivers)
To enthusiasts, the term Silver Arrows normally refers to cars that raced in Grands Prix of the 1930s. And indeed, 
the name is more often associated with Mercedes than it is with the four-ringed marque, today known as Audi. 
However, in 2012, The ‘Audi Silver Arrow Awards’ is an incentive awards programme that recognises outstanding 
performance in the company’s South African Audi Dealer Network.

(Left to right) Ryan Searle – Head of Audi South Africa
David Powels – MD: Volkswagen Group
Brad Kaftel – Group MD: Hatfield Motor Group
Mike Glendinning – Sales and Marketing Director: Volkswagen 
Group
Hassen Salie – Manager: Dealer Development

(Left to right) Ryan Searle – Head of Audi South Africa
David Powels – MD: Volkswagen Group
Ken Pearsall – Dealer Principal: Audi Centre Pinetown
Mike Glendinning – Sales and Marketing Director: Volkswagen 
Group
Hassen Salie – Manager: Dealer Development

Audi Centre Pinetown has managed 
to attain this achievement despite 
new building construction taking 

place at their Main Road premises 
in Pinetown in preparation for 

their new terminal building 
opening in September 2012.
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Wilken Communication Management was 
established in 1997 with the major focus of 
itÕs 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, ßeet vehicle management, 
and ongoing public relations campaigns. It also 
has a publishing arm which can produce 
newsletters, magazines and coffee table 
books.
 
For more information contact: Jacques Wilken 
- jwilken@mweb.co.za

development – either in terms of individual com-
ponents or systems or complete sub-assemblies. 
This is a very necessary progression given the rate 
of technological change, the high cost of research 
and development and the necessity to maximise 
skilled manpower.

The company sees its short term contribu-
tions to improving fuel economy and emission 
reduction coming in the form of direct solutions 
for reducing friction, cutting component weight 
and enhancing combustion efficiency through im-
proved ignition.

Then there are what Federal-Mogul sees as 
“enabling solutions” when the company’s engineers 
work with engine designers to implement new strat-
egies by allowing higher compression temperatures 
that increase efficiency or by allowing the use of 
alternative types of fuel, such as compressed natu-
ral gas (CNG) and biofuel using ethanol; neither of 
these fuel types offer the same level of cooling for 
the engine internals as petrol or diesel fuel so other 
solutions are needed.

Tackling “enabling solutions” requires a very 
close relationship between the engine designers 
and the suppliers of components or systems such 
as Federal-Mogul. Besides speeding up the devel-
opment process these cooperative programmes are 
giving all parties a thorough understanding of the 
challenges being faced now and in the future and 
how they can jointly help solve them.

The major driving force for the latest raft of 
engine technology programmes is that of reducing 
harmful CO2 emissions. Current Federal-Mogul 
products that are playing a role in this quest are 
the latest pistons and rings (4,4% saving on petrol 
engines and 2,5% saving on diesels), bearings (2,0% 
and 1,5% respectively), seals and gaskets (0,5% in 

each case) and ignition products (2,4% in the case 
of petrol engines). This equates to a 9,3% saving in 
petrol engines and 4,5% for diesel power units.

The contributors to these relatively substantial 
improvements are a range of new materials and a 
variety of coatings for components such as bear-
ings, seals, pistons and piston rings. In addition 
the size of bearing surfaces has been diminished 
and the related design changes in many instanc-
es requiring intricate – and costly – machining 
processes.

The increasing high stresses and very tight 
tolerances encountered in the downsized power 
units have made the motor manufacturers demand 
100% inspection of many critical components and 
presence of dust or any other contamination is 
totally taboo.

The immensity of Federal-Mogul’s contribu-
tion is magnified when one considers that compo-
nent making is far from being a “one size fits all” 
type of operation. Instead it has to supply specialised 
components for each of its increasingly demanding 

customers, while they also require components in a 
wide variety of sizes to suit the different engine ca-
pacities as well as meeting other, differing require-
ments depending on the vehicle manufacturer.

Federal-Mogul’s innovative expertise has won 
numerous awards over the years, with the latest 
being the 2012 Automotive News PACE award for 
its innovative two-dimensional ultrasonic testing 
process for raised gallery diesel engine pistons. This 
was the 10th PACE award won by Federal-Mogul 
over the years.

Its hybrid cylinder liner technology, which 
provides a reliable, cost-effective and long-term 
performance solution for high performance en-
gines, with the benefit of low oil consumption, was 
also a finalist in the 18th year of this prestigious 
US competition.

The challenges posed by these rising stand-
ards are resulting in huge progress being made 
in the realm of production engineering, with in-
creased automation and many innovative in-house 
developments.

Most impressive was the largely automated pis-
ton ring casting line presently being commissioned 
at the Buscheid foundry, which is both highly effi-
cient and far less labour intensive, as well as being 
safer. It will be supplemental to the existing time-
honoured system which still uses a fair amount of 
manual labour transporting the glowing ladles of 
molten metal to the moulds.

There is also growing automation in the 
Wiesbaden bearing plant, including a new auto-
mated electroplating facility.

 ■ The good news is that AutoLive, in 
conjunction with Federal-Mogul SA, will 
be publishing further technical information 
about these important technological 
developments in each of the two editions of 
AutoLive to be published during July. ■

 continued from page 7

A cutaway view of a high performance 
BMW turbo diesel engine showing the 
special pistons made by Federal-Mogul in 
its Nurnberg plant.
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Mercedes-Benz was first out the blocks with the so-
called soft-roader SUV type of family wagon in lux-
ury spec. Sure, there were offerings from Jeep and 
Range Rover and the Japanese long before this, but 
the Stuttgart-based inventors of the motor car were 
the first to spec an on-off-roader that was designed 
to be very much “on”, with only occasional forays 
into the rough stuff.

That was back in 1997 and since then world-
wide sales approach the 1,3-million mark, de-
spite the first examples being slated for indifferent 
“American levels” of quality (The M-Class is built 
in Alabama, US).

The third-generation M-Class has just reached 
our shores, and the big thrust with the new range 
has been a radical improvement in fuel efficiency. 
Spearheading this new approach is the first four-
cylinder M-Class in the model’s 15-year history. 
This takes the form of the new ML 250 BlueTEC 
4Matic, which uses a 2,1-litre four-cylinder turbo-
diesel, rated at 150 kW and 500 Nm of torque, with 
claimed NEDC fuel consumption figures of just 
7,4-litres/100 km.

At launch, this new four-cylinder model 
is joined by two 350 models, a 2  987 cc turbo-
diesel V6 tagged the ML350 BlueTEC 4MATIC, 
and a 3,5-litre petrol model known as the ML 
350BlueEFFICIENCY. So, as a quick guide, if your 

Merc model has TEC in its name it’s a diesel, and if 
it’s a petrol model it is tagged EFFICIENCY.

Sometimes on new model launches the only 
way to tell whether you’ve bagged a petrol or die-
sel model is to look at the rev-counter and see if the 
red-line starts at around the 4 500 to 5 000 rev range 
(which means it’s a diesel) or at the 6 000-plus mark, 
which means it’s a petrol model.

It’s not that us journos are so jaded, it’s just that, 
especially in automatic form, it’s at first hard to tell 
the power delivery differences these days. This was 
certainly true of the 350 BlueTEC model AutoLive 
sampled on the launch, which had such a quiet, 
clatter-free engine note, and such negligible turbo 
lag, that it was easy to imagine that there was a par-
ticularly torquey petrol motor up front.

In fact, performance figures claimed by 
Mercedes-Benz are very close for the petrol and 
diesel variants of the ML 350. The diesel version 
boasts a 7,4-second 0-100 and 224 km/h, and 
7,4-litres/100 km, with CO2 levels of 189g/km.

The petrol ML 350 in fact is slightly slower 
to 100 km/h at 7,6 seconds but has a higher top 

speed of 235 km/h, a rated consumption of 8,8 
litres/100 km. Again these figures seem to be get-
ting closer together in terms of performance and 
fuel consumption, and the new petrol V6 is claimed 
to be some 25 per cent more fuel-efficient than its 
predecessor!

King of the efficiency class is the new four-cyl-
inder disel ML250. It boasts consumption (NEDC 
figures, not to be confused with real-world fuel 
consumption, which tend to be about consider-
ably heavier than these ideal test figures in all car 
models) of 6,4-litres/100. Acceleration is more than 
adequate, with 9,0 seconds to 100 km/h, and just 
165 g/km of CO2, with a top speed just topping the 
200 km/h mark.

Driving the new M-Class, one is struck by how 
much perceived quality has improved since that 
first soft-roader that arrived in South Africa in the 
late 1990s. Handling is excellent for a large SUV 
weighing some 2  100 kg, and the styling makes 
the new vehicle look smaller, thanks to a sloping 
rear roof line, and the trade-mark shovel-nose 
front-end that is now much closer to modern Merc 
design DNA.

Prices are:
 ■ ML 250BlueTEC 4MATIC R683 500
 ■ ML 350 BlueTEC 4MATIC R778 000
 ■ ML 350 BlueEFFICIENCY R752 000. ■

MERC’S M-Class Just Got Mightier

So, as a quick guide, if your 
Merc model has TEC in its 

name it’s a diesel ...
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By Stuart JohnSton

With the responsibility of keeping these projects 
alive and cooking (okay, so, very few trophy-wives 
can actually cook) you need a breath of fresh air with 
minimal complications. Such a car is the Trophy, 
which is a mere snip at R409 900. You can strap on 
those bright yellow safety belts to go with the Sirius 
Yellow colour scheme that is likely to be on every 
Trophy-aspirant’s shopping list, although colours 
like Glacier White, Etoile Black and Cassiopeia 
Grey are options too (how do these culture-coach-
es come up with these crazy colour names?). And 
feel…..carefree?

Is the star Sirius yellow? I thought it would be 
like a blindingly bright shade of white if you could 
actually find it, but that doesn’t matter too much 
once you’ve experienced the kind of refreshing, 
non-toxic rush that is all to easy to discover in the 
Trophy.

Turbo boost on this Renault has been upped to 
2,5 bar, which is heading for serious street-racer ter-
ritory, and may even impress the cousins that live 
south of the mullet curtain (that’s north if you are 
a Capetonian).

What that upped boost means is that, no matter 
what gear you are in, you can flatten the pleasure 
pedal and experience mid-range overtaking like 
you are aboard a superbike. Well almost.

I am impressed by the fact that this Trophy, 
now rated at 195 kW (up from the Megane Cup’s 

mere 184) can accelerate from standstill to 100 in 
6,0 seconds. And that its top speed is now rated at 
254 km/h, which makes it the quickest hot-hatch 
you can buy.

But mostly I’m impressed with its torque 
spread, which comes in from about 2 800 rpm and 
builds all the way to 5  500, at which point maxi-
mum power is reached.

You can rev it to six-something, but you can 
just as well hit the next gear for a seemingly effort-
less haul up into licence-revoked, do-not-collect 
200 territory.

Renault saw fit to equip the Trophy with a lim-
ited slip differential and yes, it will tug you around 
the road in zigiddy-zag fashion if you aren’t paying 
attention when pedal is to the metal, but that is the 
other impressive thing about this Trophy. It has a 
handling package that is superb.

Part of this credit must go to the Trophy-specific 
Bridgestone Potenza REO50A asymmetrical rubber 
fitted to those mean STEEV 19-inch wheels, painted 
a gloss black with red detailing that needs a careful 
parking technique if they are not to be damaged by 
the merest hint of a ridge in your driveway.

The grip is tenacious, and when the front wheels 
do break into gentle understeer there is an ESP sys-
tem that is programmable by the driver for different 
levels of intervention. The back end can get nicely 
squirmy too if you turn it in on a trailing throttle.

With those yellow safety belts emblazoned 
across your chest like a diagonal lightening bolt, 
you’ll find the Ricaro sports seats, specific to the 
Trophy with their special stitching, to be support-
ive in a way that either your trophy wife or your 
mistress isn’t (if neither are supportive, you need 
to check out the balance between residuals and bal-
loon payments that each of them represent). Those 
seats hold you in place snugly enough to feel that 
squared-off, leather covered steering wheel (also 

with trademark contrasting stitching) move and 
buck in your hands as the car scrabbles for traction 
as you exit your favourite roundabout on the way to 
your attorney’s office.

Rear seat access on the Trophy is unimportant, 
because no-one is going to use that space behind the 
front-mounted Recaros. It isn’t even good for toss-
ing in your laptop or gym bag, because Recaros are 
for sitting in and experiencing pleasure of the me-
chanical kind, not for folding up or shifting forward 
to allow your granny or your neighbour’s kids into 
your inner sanctum.

Ja, that’s what this car is, an inner-sanctum for 
the kind of dude who has it all, and needs to escape 
from it all every now-and –again. Sure, the young 
wannabees will try and convince the finance houses 
that they can make the payments if they cut down 
on Johnny Walker Black during the week. But they 
should stick to their GTis and Imprezas with over-
size aerofoils and boilermaker exhausts and after-
market boosters that go squeak-chitter-chitter be-
tween gear changes.

This Trophy is for the boykies that already have 
it made and are looking for something more sensi-
ble than a Gallardo, something that doesn’t attract 
so much attention.

Although, damn, I noticed the okes at the 
Supercar Day couldn’t keep their eyes off that Sirius 
Yellow colour scheme. Maybe I’ll get the mistress 
one in less-obtrusive Cassie-something-Grey, 
which of course I’ll use too, during those overnight-
ers at the gated townhouse in Province B. ■

Renault’s 
Trophy Car

Renault Megane RS Trophy.

The Renault Megane RS Trophy 
265, hereafter known as the Trophy, 
may be the kind of accessory you 
need after you’ve signed up for 
the 458 Italia to use on weekend 
blasts, the trophy wife you show off 
at glittering social functions, and 
the mistress you keep stashed in 
a gated townhouse complex in a 
province easily reachable by Bell 
Jet Ranger.

Ja, that’s what this car is, an inner-
sanctum for the kind of dude who 

has it all, and needs to escape 
from it all every now-and –again.
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By Stuart JohnSton

Happily, for those of us who love an engine that 
sounds like an engine – i.e it delivers feedback to the 
driver of a sensory, “soulful” kind – we should be 
happy that Mazda has embraced the internal com-
bustion engine in its basic form as the way forward 
for at least the next decade or so.

Mazda has a name for this thinking, called 
SKYACTIV and it encompasses not just its engine 
programme, but also applies to all sorts of as-
pects of car production, such as safety and weight 
reduction.

Indeed, in launching the new CX-5, Mazda 
makes quite a bit of noise about the fact that this 
new cross-over SUV is the first vehicle here to incor-
porate the full Monty of SKYACTIV technologies.

Personally, I think the term is irritating, partic-
ularly as it is spelled in a weird fashion. I never liked 
Zoom-Zoom much either. But if such a strategy tag-
line focuses and motivates its staff, well, cool, then. 
Just don’t lay it on us like a skin rash, please.

In sampling the CX-5 I wanted to see whether 
all the excitement regarding its new-tech engine 
was at all justified. And I’m happy to say that it is.

Using a naturally-aspirated two-litre four-cyl-
inder engine in a heavy-ish vehicle like the CX-5, 
the company has managed to achieve near-diesel 
consumption levels, while using an engine that 
still revs up nicely to 6 500 with a nice punch above 
5  000 revs, and still manages a decent dollop of 
torque at low revs.

Mazda claims a possible fuel consumption level 
of 6,8-litres/100 km, and indeed I achieved 6,3 li-
tres/100 during pure highway driving on a trip from 
Jo’burg to Pretoria and back. But most impressive 
was the overall consumption figure of combined 
highway and urban of 7,4 litres/100. This kind of 
figure would not embarrass a diesel, and it is far su-
perior to most of its competitors which run in the 
9,0 to 10,0-litre/00 range.

The trick to this engine is its much higher-than-
average compression ratio. Whereas a normal petrol 
engine today uses a compression ratio of between 
10:1 to 11.0 compression, the Mazda SKYACTIV 
petrol engine runs a 13,0:1 compression. It achieves 

this by a careful mix of a very efficient four-into-
two-into-one exhaust manifold, direct injection 
into the cylinders that use multi-phase fuel spray-
ing, and pistons that have a big recess or cavity in 
the centre of the crown, presumably to direct com-
bustion into one area, and thus alleviate the pos-
sibility of the air-fuel mixture igniting before it is 
spark-ignited – something that engine hop-up boys 
know occurs all too easily when you simply shave 
a few millimetres of the cylinder head to increase 
the compression, without attending to factors like 
ignition timing, exhaust temperature, and camshaft 
(valve) timing.

Yes, apart from finely managing the air/fuel 
induction side of things thanks to the wonders of 
modern electronics, Mazda has also introduced a 
wide degree of camshaft timing variation, depend-
ing on engine revs and throttle demand. In fact the 
intake valves stay open much longer on low throttle 
demand, low rev phases, thus reducing the effective 
cylinder pressure until it is really needed.

In fact, the afore-mentioned are all tricks that 
builders of race-car engines have known for some 
time, but it has taken Mazda’s out-the-box thinking 
to re-apply them in terms of getting the maximum 
punch for the minimum amount of fuel used.

As for the rest of the car, it impresses with its 
build quality – the best I have yet seen from Mazda. 
It is still reassuringly user-friendly in terms of 
equipment and control operation, and the fact that 
the overall weight has been kept down to just over 
1  400 kg for the basic model we had on test (the 
Active 6-speed manual model) means that it be-
haves in an agile fashion in braking and cornering.

The CX-5 comes in three models, the Active 
Manual at R 309  000, the Dynamic Automatic 
at R336  900 and the Individual Automatic at 
R386 500. Those prices include a 5-year/90 000 km 
service plan and a four-year/120 000 km warranty. 
Service intervals are at 15 000 km.

The CX-5 is a little on the pricey side of things, 
considering that the Active model comes with cloth 
seats and steel wheels (the picture used here shows 
the Individual model with fancier alloys). But it is 
really good-looking, it’s spacious, and it sips fuel 
like a tea-totaller. I like it. ■

Mazda’s CX-5 – Reaching for the Sky

Mazda’s CX - Nice shape, amazing fuel economy.

Mazda is one of those companies that has always located its think tank somewhere in the outer reaches 
of the automotive stratosphere. One only has to look at its dogged pursuit of the rotary engine when other 
manufacturers gave up three or four decades ago, to realise that when Mazda gets the bit between its teeth its 
like a bull terrier; it’ll make it work no matter what.

But most impressive was the overall 
consumption figure of combined 

highway and urban of 7,4 litres/100.

... it behaves in an agile fashion 
in braking and cornering.
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Ford Motor Company’s new 1.0-li-
tre EcoBoost engine – which was 
launched in the Focus in Europe ear-
lier this year, was last week named as 
the 2012 “International Engine of the 
Year.”

The small, high-tech 3-cylin-
der engine also hauled in two other 
awards – “Best New Engine” and 
“Best Engine Under 1.0-litre” – in 
the awards presented by Engine 
Technology International magazine, 
and based on votes cast by 76 jour-
nalists from 35 countries around the 
world.

The win was a first for Ford in 
what has become an increasingly 
pretigeous competition..

“We set the bar incredibly high 
when we set out to design this en-
gine,” said Joe Bakaj, Ford vice presi-
dent, Global Powertrain. “We wanted 
to deliver eye-popping fuel economy, 
surprising performance, quietness 
and refinement – and all from a very 
small, 3-cylinder engine.”

“The team responded to this 
seemingly impossible challenge with 
some really exciting innovation,” 
added Bakaj. “The result is a game-
changer for petrol engines globally.”

The 1.0-litre EcoBoost uses low-
inertia turbos to deliver power quick-
ly when the throttle is opened from 
low RPM and deliver high power at 
speeds of up to 248,000 RPM.

Other innovations include:
 ■ An exhaust manifold, cast into 
the cylinder head, lowers the 
temperature of exhaust gases to 
enable the optimum fuel-to-air 
ratio across a wider rev band

 ■ A cast iron block warms the 
engine more quickly than a 
conventional aluminium block 
to cut by 50 percent the amount 
of “warm-up” energy required, 
and cut fuel consumption

 ■ Two main engine drive belts 
are immersed in oil to deliver 

a quieter, more efficient engine
 ■ Offsetting the engine config-
uration by deliberately “un-
balancing” the flywheel and 
pulley instead of adding energy-
draining balancer shafts.

The 1.0-litre EcoBoost debuted 
this year on the Focus in Europe and 
will be offered next in C-MAX and 
B-MAX later this year. The 1.0-litre 
EcoBoost will be made available in 
Ford models in the U.S. and in Asia 
Pacific and Africa next year.

The new Focus 1.0-litre EcoBoost 
100 PS delivers best-in-class fuel ef-
ficiency of 4.8 l/100 km (58.9 mpg)* 
and CO2 emissions of 109 g/km. The 
125 PS model returns 5.0 l/100 km 
(56.5 mpg) with CO2 emissions of 
114 g/km.

In its first full month of sales 
across Europe, more than 4,700 
customers ordered a Focus 1.0-litre 
EcoBoost, accounting nearly a quar-
ter of all Ford Focus cars ordered 
in Ford’s 19 traditional European 
markets.

Ford of Europe plans to triple an-
nual production of vehicles equipped 
with efficient technologies.

“If downsizing is the way ahead, 
there is currently no better exam-
ple than this. Same power as the 
naturally aspirated 1.6-litre engine 
it replaces, and much punchier to 
drive,” said UK-based journalist 
John Simister.

“With good torque at the very 
low end, this high-tech three-cyl-
inder turbo gives the driving per-
formance of a small turbo diesel, but 
without noise and vibrations,” said 
Christophe Congrega of French-
based L’Automobile Magazine.

BMW, which traditionally has 
done extremely well in this competi-
tion, will be happy to win three cat-
egories and enjoy sharing a fourth 
category with its 1,6-litre engine de-
veloped jointly with Peugeot-Citroen. 

This engine is used in South Africa 
in the Mini Cooper S and Citoren 
DS3 ranges.

BMW scored a victory with its 
new two-litre turbo petrol motor 
which currently powers the new 328i 
model in this country.

BMW’s TwinScroll Turbo straight- 
six petrol engine won the three-litre 
category, an engine that is familiar to 
owners of the 135i, M-Coupe and Z4 
35iS models here.

And the V8 engine in the M3 also 
gained another victory in the four-
litre category.

Audi won the 2,5-litre category 
with its five-cylinder motor used in 
the Audi TTRS and RS3 Sportback.

Ferrari were winners of the per-
formance category with its gorgeous-
ly turned-out 4,5-litre V8 used in 

the 458 Italia models, while General 
Motors won the Green category with 
its range-extender motor used in the 
Volt and Ampera models. Volkswagen 
took the one-litre-to 1,4-litre category 
with its Tsi Twincharger engine, a 
motor that has featured often in these 
awards and used in Golf, Polo and 
Touran models here. ■

Ford’s 1.0-Litre Triple Wins the 
‘International Engine of the Year’ Title

BMW Scoop Most Category Awards

Ford won the overall 2012 Engine of the Year award with its three-
cylinder petrol turbo, displacing just less than one-litre.

BMW won three categories 
and shared one with its jointly-
developed (with Peugeot 
Citroen) 1,6-litre Turbo.
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Established in 1991, Baseline Civil Contractors is a 
medium-sized civil engineering company based in 
Blackheath, Industria, Cape Town. The organisa-
tion deploys a fleet of 28 trucks to assist in its many 
projects, including general earthworks, Eskom sub-
station construction, construction of infrastructure 
for township developments, road rehabilitation, 
new road building and concrete structures.

The Baseline fleet comprises half a dozen truck 
brands used in diverse applications including tip-
pers, mixers, water tankers and crane carriers, as 
well as abnormal-load trucks to ferry heavy earth-
moving equipment to and from site.

“Following the Soccer World Cup in 2010, 
we’ve seen a marked decline in infrastructure de-
velopment by government in the Western Cape and 

a sharp increase in contracts to resurface and reha-
bilitation of roads,” says Johan van Deventer, direc-
tor, Baseline Civil Contractors.

“To service these road projects meant procur-
ing more tipper trucks and MAN beat the compe-
tition hands down with an excellent quote on four 
new MAN CLA tippers,” adds van Deventer. “We 
have subsequently added another CLA tipper and 
two CLA flat-decks to the fleet and it’s our inten-
tion to standardise our tipper fleet with MAN 
derivatives.”

The Baseline tippers from MAN include four 
6x4 10 cubic-metre CLA 26.280 BB models and 
one six cubic-metre 6x4 26.280 BB derivative. 
The two flat-decks are 4x2 MAN CLA 15.220 BB 
freight carriers.

Apart from general construction, earthworks 
and supply of aggregates for road resurfacing, the 
tippers are equipped with rear-mounted hooks 
enabling them to work with chip-spreaders in 
road resurfacing projects. This procedure im-
proves road repair turnaround times and cost 
efficiencies. ■

MAN CLA Helps Build Western Cape with Baseline

The MAN CLA tipper feeds a ‘chip-spreader’ during a road resurfacing project.

Peugeot South Africa has announced a series of up-
grades to its commercial vehicle range. The updates 
apply to the Partner, Expert and Boxer ranges, and 
depending on model, vary from fresher exterior 

styling and redesigned exterior elements to techni-
cal improvements.

The update is expected to give further mo-
mentum to surging Peugeot commercial vehicle 

sales, which have shown significant growth since 
last year.

“Our total sales of commercial vehicles in 2011 
grew by 40 percent, compared to 2010 levels, and 
we are expecting a further 40 percent sales in-
crease for 2012,” says Francis Harnie, managing 
director of Peugeot SA.

Harnie says the applications offered by 
Peugeot’s commercial vehicle range suit a variety 
of user profiles, from entrepreneurs to small busi-
nesses, medium enterprises and large companies.

“The updates have been designed to further 
improve our commercial vehicle offering. They 
follow on our earlier announcement that our 
vehicles are now covered by a class-leading five-
year/100 000 km service plan.

“The service plan, together with our three-
year warranty, emphasises Peugeot SA’s com-
mitment to its customers, and our confidence in 
the quality and longevity of the Peugeot product 
range,” Harnie concluded. ■

Upgrades for Peugeot’s Commercials

... and it’s our intention to  
standardise our tipper fleet 

with MAN derivatives.”

Peugeot’s up-graded Partner.
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The pairing, who set the current record at 73,5 me-
tres with a Kawasaki engined Australian Sidecar 
in Vaalwater last year, will return to the Limpopo 
Province town in August.

This time they will tackle a tunnel of 85 metres.
Schoeman (55) and De Kock (58) have conduct-

ed a testing programme at the  recent Rand Easter 
Show, running the 1270cc machine through a series 
of 25-metre tunnels.

They recently conducted one final test run in 
the parking lot of the Brakpan Carnival Mall.

The run took place in conjunction with a full 
programme of Youth and Fathers Day festivities at 
the venue, with spectator admission free, gratis and 
for nothing.

“After catching fire properly on two occasions, 
we have a healthy respect for this venture, and we 
have found some valuable partners to help make it 
successful and kind of safe,” said Schoeman.

The East Rand Khalanga Engineering Projects 
company will construct the tunnel, comprising 
steel frames, triple layer cardboard and a rich mix-
ture of petrol and diesel.

“Khalanga’s engineers count among the coun-
try’s best, and they have devised a safer way to con-
struct the tunnel than we used previously. Their in-
volvement has given us the impetus and confidence 
to plan a further world record attempt, and we are 
tremendously grateful to them,” Schoeman added.

The Kawasaki has been fine tuned by the 
Kempton Park KCR Motorcycles concern, to make 
sure it does not develop problems at some life-
threatening part of a run.

The First Race company in Johannesburg have 
supplied the riders with brand new fire retardent 
racing suits and underwear, after their   previous 
suits suffered fire damage at the Rand Show.

The motorcycle has been painted pink, as part 
of a cancer awareness project, and Saturday’s run 
will be done in conjunction with a charity  project 
at the Carnival Mall.

The project, run by the mall and East Rand 
Stereo 93,9s, will encourage patrons to donate blan-
kets or tinned food for the less privileged.

To view previous fire tunnel runs by Schoeman 
and De Kock, go to www.facebook.com/firestunt, or 
on YouTube: A Firestunt News or Enrico Daredevil. ■

To advertise in  contact

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

Gauteng Stuntmen’s Quest to 
Remain the World Record Holders

Venerable Gauteng stuntmen Enrico Schoeman and André de Kock have resumed their quest to remain the world 
record holders for riding a motorcycle through a fire tunnel.

“... and we have found some 
valuable partners to help make it 

successful and kind of safe,”

The motorcycle has been 
painted pink, as part of a 

cancer awareness project ...
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Three motor dealers – South Africa’s best in small, 
medium and large categories – were recognised 
for their global best practice performances at the 
Sewells Group Businessman of the Year (BotY) 
banquet in Gauteng last night (Thursday 7th June 
2012).

They are:
 ■ Large category: Johan Coetzee Land Rover 
East Rand 

 ■ Medium category: Schalk Fourie NTT 
Toyota Mokopane

 ■ Small category: Bertus van Vuuren New 
Vaal Motors Bethlehem

Fifteen finalists (five from each category) re-
ceived special certificates prior to the final an-
nouncement at the industry banquet, an event spon-
sored by WesBank and supported by the National 
Automobile Dealers’ Association since its inception 
in 1998. A special ‘Most Improved Performance 
Group’ award was won by Jaen van Aardt of Datnis 
Nissan King William’s Town. 

Tania Barlow, managing director of Sewells Group 
South Africa, said the ‘BotY’ awards had become 
symbolic of the ultimate in excellence in automotive 
retailing.

‘Our finalists – especially the winners – have 
shown their ability in providing exemplary service 
to their motoring customers in every aspect of their 
businesses. They continually prove that to succeed 
in a highly competitive environment and against 
the background of a testing economy, one has to be 

able to meet and exceed the highest expectations of 
everyone’s motoring needs.

‘These fine businessmen do that continually and 
reach outstanding levels of delivery across the five 
traditional departments (new cars, used cars, work-
shops and F&I – financial services). Each year these 
finalists and the companies they run show proof that 
that can equal and even better the best in the world.’

She said an innovation in the BotY last year 
was to introduce a stratified selection procedure to 
nominate dealers from each of three categories – 
large, medium and small.

‘We’ve continued that practice this year to give 
equal and fair opportunity to dealers of all sizes 
throughout South Africa.’ ■

Sewells ‘Businessman Of The Year’
Three Recognised for Global Best Practice Performances

The winners’ group at last night’s Sewells Businessman of the Year banquet included 
(from left) John Templeton, of Sewells; Derik Scorer, Chairman of NADA; Brian Riley, 
MD of WesBank; Jaen van Aardt, of Datnis Nissan King William’s Town (Most Improved 
PG Dealer); Tania Barlow, MD of Sewells Group SA; Johan Coetzee, Land Rover East 
Rand, winner Large Dealer category; and Schalk Fourie, NTT Toyota Mokopane, winner 
Medium Dealer category.

Having spent the past five years as Chief Executive 
of Avis Rent a Car and 23 years in total with the 
company Wayne Duvenage says “I have decided it 
is time for a move and venture into new opportuni-
ties, a decision I have been contemplating for sev-
eral months now”.

In answer to the question whether his involve-
ment with the Opposition to Urban Tolling Alliance 
(OUTA) and the e-Tolling case has had anything to 
do his decision to resign from Avis, Duvenage’s re-
sponse is short and clear “absolutely not”.

He goes on to say that “the Avis senior man-
agement and executive team has been extremely 
supportive of the role I have played in the e-Tolling 
matter and in no way was this a factor in my de-
cision to resign. The decision to move on was my 
choice alone and my relationship with the Avis 

team remains extremely positive and strong”. 
Duvenage’s last day of employment with Avis will 
be 31 July 2012.

When asked where this development leaves 

him in relation to OUTA’s legal challenge of e-Toll-
ing, Duvenage replied “My immediate future will 
entail a continued and heightened focus on the case. 
Because the e-Tolling case is not a full time occupa-
tion of my time, I will be able to remain committed 
to this matter whilst also working on new business 
opportunities.”

Duvenage says he will remain as Chairperson of 
OUTA and aims to see this case through to the end. 
“We are at an important stage in our case to halt e-
Tolling” says Duvenage. “Of late there has been a lot 
of ‘consultative’ positioning on Government’s be-
half. The reality is that nothing has changed, figures 
being bandied about are changing all the time and 
their ‘user pays’ principal being espoused is very 
flawed. We remain adamant that e-Tolling is a most 
irrational decision and must be stopped.” ■

Wayne Duvenage Resigns as CE at Avis Rent a Car

Wayne Duvenage – on the move.

People

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 17

Absa Vehicle and Commercial Asset Finance 
(AVCAF) recently paid tribute to top support-
ing dealers and suppliers at the 23rd Golden 
Partner Awards Banquet held at Montecasino, 
Johannesburg last month.

The Absa Golden Partner Awards remains 
one of South Africa’s premier financial institution 
award programmes. Within the spectrum of the 
country’s motor dealer network: Executive, Mega, 
Large, Medium and Small categories, 30 dealerships 
were honoured for their exceptional achievements 
as well as four commercial suppliers.

The most coveted of these awards was the Absa 
Dealer of the Year which was presented to the fol-
lowing Dealer Principals:

 ■ Noel Allchin – Port Shepstone: Absa 
Franchised Dealer of the Year

 ■ Farouk Dangor – Speedy Car Sales 
Klerksdorp: Absa Executive Dealer of the 
Year

 ■ Thys van Rooyen – Thys Auto Upington: 
Absa Non-Franchised Dealer of the Year

Selection of the Absa Dealer of the Year award 
is conducted in accordance with the programme 
rules, based on each dealerships performance with-
in their respective category.

“This ceremony is about honouring our dealers 
and suppliers’ outstanding performance, unsur-
passed support and commitment. Every year we 
give due recognition and celebrate the partnership 
we have with them as our prime partners, “said 
Wessel Steffens, newly appointed Head of AVCAF.

The event was attended by the South African 
motor, aviation and earth moving industry leaders 
who represented various vehicle manufactures, im-
porters, distributors as well as motor dealer groups.

The Absa Golden Partner Award is compli-
mented by a Mediterranean Cruise which its part-
ners will embark on later this year. ■

Top 
Performing 
Dealers 
Shine at the 
Absa Golden 
Partner 
Awards

(Left to right) Wessel Steffens – Head AVCAF, Noel Allchin – Port Shepstone: Absa 
Franchised Dealer of the Year, Louis Zeuner, Deputy Group CE, and Arrie Rautenbach – 
Head: Retail Markets.

(Left to right) Wessel Steffens – Head AVCAF, Farouk Dangor – Speedy Car Sales 
Klerksdorp: Absa Executive Dealer of the Year, Louis Zeuner, Deputy Group CE, and 
Arrie Rautenbach – Head: Retail.

(Left to right) Wessel Steffens – Head AVCAF, Thys van Rooyen – Thys Auto Upington: 
Absa Non-Franchised Dealer of the Year, Louis Zeuner, Deputy Group CE, and Arrie 
Rautenbach – Head: Retail.
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GM MOVES IN ON 
SUB SAHARA

General Motors will be launching eight new prod-
ucts in key markets in Sub-Saharan Africa during 
the course of this year, says Rita Kavashe, Exports 
Director for General Motors Sub-Saharan Africa 
and Managing Director of General Motors East 
Africa Operations.

Key upcoming launches from the company’s 
Chevrolet stable include the Aveo, Sonic, the Cruze 
hatchback and the Chevrolet Utility. “In addition to 
this, from the end of this year we will be launching 
the exciting new Trailblazer. This is a true Chevrolet 
Sports Utility Vehicle which offers great styling, im-
pressive ride and handling, outstanding comfort 
and excellent towing capability.”

“It is not just about providing our customers 
with new products, it is about ensuring that the 
necessary aftersales support is in place, to guarantee 
peace of mind for all of our customers. This is the 
General Motors Difference. General Motors strives 
to ensure that every single customer is looked after 
for the entire lifespan of any General Motors prod-
uct that they purchase.” ■

TOYOTA AIMS AT 
YOUNGSTERS

Toyota has displayed a small, concept electric car 
aimed at attracting young Japanese drivers to the 
brand at a time when it seems a car is no longer cov-
eted as a status symbol. The car, called the Toyota 
Carmatte, is 2,5m long and has a top speed of about 
40km/h. it has a central driving seat and a parent 
can get in the back where he or she has a brake and 
steering wheel if things get out of hand.

It is not road legal and Toyota sees it being 
used for driver training on private ground such as 
karting tracks. ■

LOTUS BOSS FIRED
Dany Bahar, who was involved in marketing at Red 
Bull and Ferrari before joining unprofitable British 
sports car maker Lotus in 2010, has been fired by the 
company’s new owners, DRB-HICOM, of Malaysia. 
The sacking followed investigations of unspecified 
concerns over his conduct. DRB-HICOM acquired 
Proton, the Malaysian car maker and parent of 
Group Lotus in January.

Bahar had set out very ambitious new model 
plans for Lotus in a bid to broaden the brand’s ap-
peal. Six concept cars were shown at the 2010 Paris 
Motor Show. Bahar had also got the company in-
volved in Formula 1 racing and as an engine suppli-
er for IndyCar in the US with power units developed 
and made by Cosworth. Aslam Farkullah (51) has 
been appointed the new CEO of Group Lotus. ■

ELECTRIC SAAB
A consortium of Chinese and Japanese business-
men is buying the remaining assets of SAAB in 
Sweden with the aim of building electric cars there, 
using the platform of the 9-3 model. ■

1000 BIKES SHOW
The largest annual classic motorcycle show in 
South Africa, the 1000 Bikes Show, organised by 

the Classic Motorcycle Club, will take place on the 
grounds of the Germiston High School on June 30/
July 1. More than 400 classics are expected to be on 
display with hundreds more motorcycles being rid-
den to the show by visitors. ■

US BACKLASH
The US is considering action against automotive 
parts imports from China, according to an arti-
cle in Automotive News. Earlier this year, as the 
U.S. presidential election approached, the United 
Steelworkers Union and related groups began press-
ing President Barack Obama to take steps to stop 
what they described as a flood of automotive parts 
imports from China.

They have asked the Obama administration to 
consider either filing a World Trade Organisation 
(WTO) case against alleged Chinese government 
subsidies or to launch a Commerce Department 
investigation that could lead to U.S. anti-dumping 
or countervailing duties on a variety of Chinese 
automotive parts. ■

ALUMINIUM DEMAND
The global demand for aluminium is expected 
to soar as more and more vehicle manufacturers 
uses this metal to lighten their cars. It is expected 
that the use of aluminium in the US will treble 
between now and 2015. The situation is spurring 
aluminium manufacturers to invest heavily in 
increased capacity. ■

Snippets

GM’s Rita Kavashe.

The Day of 1 000 bikes draws near. Yipeee!
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Disclaimer:
*  For the time being, as a result of a global directive by Daimler AG (Germany), 

Mercedes-Benz South Africa (Pty) Ltd will only report aggregated Passenger 
and Commercial sales data.

Please note the disaggregated MBSA volumes are estimates based on 

historical trends and forecasting techniques.
Source: NAAMSA www.naamsa.co.za

RGT SMART is the independent provider of the new vehicle sales informa-
tion to NAAMSA and AutoLive. For more information on the RGT SMART 
product line view www.rgtsmart.co.za.

The Top-Selling Five Individual Models 
in All Six Sales Categories for May 2012

Market Manufacturer Make Model
2012 
May

PAS
VOLKSWAGEN 
GROUP SA

VOLKSWAGEN
Polo Vivo 1.4 
Base 5-dr

1 032

PAS
VOLKSWAGEN 
GROUP SA

VOLKSWAGEN
Polo 1.4 
Comfortline 5-dr 
MY10

953

PAS FMC FORD
Figo 1.4 
Ambiente 5-dr

873

PAS
VOLKSWAGEN 
GROUP SA

VOLKSWAGEN
Polo Vivo 1.4 
Trendline 5-dr

734

PAS TOYOTA TOYOTA Etios 1.5 Xs 5-dr 667

Market Manufacturer Make Model
2012 
May

LCV NISSAN NISSAN
NP200 1.6 Base 
PU

771

LCV GMSA CHEVROLET
Utility 1.4 Base 
MY12 PU

657

LCV TOYOTA TOYOTA
Quantum 2.7 
Sesfikile 16-s 
Bus MY12

538

LCV GMSA CHEVROLET
Utility 1.4 AC 
Base MY12 PU

525

LCV NISSAN NISSAN
NP200 1.6 AC 
PU

522

Market Manufacturer Make Model
2012 
May

MCV GMSA ISUZU
NMR 250T 4x2 
F-C

53

MCV
VOLKSWAGEN 
GROUP SA

VOLKSWAGEN
Crafter 50 GP 
2.0 TDi LWB 
P-Van

46

MCV
* MERCEDES-
BENZ SA

MERCEDES
Sprinter 416 2.7 
4.6T 4x2 P-Van

39

MCV TOYOTA TOYOTA
150 4-093 4x2 
F-C

39

MCV TOYOTA HINO
Hino 300 814 
LWB 4x2 FC 
MY12

35

*  Estimated model sales according to aggregated figures only supplied by 
RGT SMART.

Market Manufacturer Make Model
2012 
May

HCV TOYOTA HINO
Hino 500 1626 
4x2 LWB F-C

46

HCV UD TRUCKS UD TRUCKS UD 80C 4x2 F-C 45

HCV UD TRUCKS UD TRUCKS UD 90B 4x2 F-C 27

HCV GMSA ISUZU
FTR 850 4x2 
F-C MY10

24

HCV
* MERCEDES-
BENZ SA

FUSO
FK 13-240 LWB 
4x2 F-C

23

*  Estimated model sales according to aggregated figures only supplied by 
RGT SMART.

Market Manufacturer Make Model
2012 
May

XHV
* MERCEDES-
BENZ SA

FREIGHTLINER
Argosy 90 
Cummins 500 
6x4 T-T

68

XHV UD TRUCKS UD TRUCKS
GW 26 410 AMT 
6x4 T-T

46

XHV VOLVO TRUCKS VOLVO
FMX13I 400 6x4 
S/R SC T-T

46

XHV VOLVO TRUCKS VOLVO
FH13I 440 S/R 
SC 6x4 T-T

42

XHV IVECO IVECO
Stralis 
AT440S43TY/PT 
SC 6x2 T-T

40

*  Estimated model sales according to aggregated figures only supplied by 
RGT SMART.

Market Manufacturer Make Model
2012 
May

BUS MAN VOLKSWAGEN
17.210OD FE 
4x2 Bus

19

BUS SCANIA SCANIA
KUB230 4x2 
Bus

17

BUS MAN MAN
18.240 BB FOC 
F-Eng 4x2 Bus

14

BUS SCANIA SCANIA
F94HB F-Eng 
162kW 4x2 Bus

13

BUS TATA TATA
LPO 918 4x2 
Bus

11
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COMPOSITION OF PASSENGER CAR 
MARKET BY TYPE FOR MAY 2012

2012 2012 2011 2011 YOY

SALES
%

SHARE
SALES

%
SHARE

% Var

ENTRY CARS
CHEV SPARK 495 56.7% 387 42.2% 14.5%
TOYOTA AYGO 165 18.9% 357 39.0% -20.1%
SUZUKI ALTO 89 10.2% 117 12.8% -2.6%
PEUGEOT 107 86 9.9% 15 1.6% 8.2%
CITROEN C1 22 2.5% 15 1.6% 0.9%
* SMART FORTWO 10 1.1% 10 1.1% 0.1%
CHANA BENNI 5 0.6% 14 1.5% -1.0%
RENAULT TWINGO 1 0.1% 1 0.1% 0.0%
TOTAL 873 916 -4.7%
LIGHT CARS
VW POLO VIVO 2 187 18.1% 2 036 21.6% -3.5%
VW POLO 1 825 15.1% 1 561 16.6% -1.5%
TOYOTA ETIOS 1 315 10.9% 0 0.0% 10.9%
FORD FIGO 1 107 9.2% 1 128 12.0% -2.8%
TOYOTA YARIS 618 5.1% 622 6.6% -1.5%
VW POLO VIVO 
SEDAN

602 5.0% 511 5.4% -0.4%

FORD FIESTA 598 5.0% 475 5.0% -0.1%
RENAULT 
SANDERO

518 4.3% 503 5.3% -1.1%

CHEV AVEO 512 4.2% 347 3.7% 0.6%
NISSAN MICRA 418 3.5% 646 6.9% -3.4%
VW POLO SEDAN 400 3.3% 322 3.4% -0.1%
NISSAN JUKE 298 2.5% 0 0.0% 2.5%
CHEV SONIC 296 2.5% 0 0.0% 2.5%
HONDA JAZZ 194 1.6% 192 2.0% -0.4%
FIAT PUNTO 166 1.4% 109 1.2% 0.2%
OPEL CORSA 142 1.2% 156 1.7% -0.5%
SUZUKI SWIFT 134 1.1% 127 1.3% -0.2%
NISSAN LIVINA 126 1.0% 71 0.8% 0.3%
TATA B-LINE 125 1.0% 78 0.8% 0.2%
VW CROSS POLO 118 1.0% 52 0.6% 0.4%
PEUGEOT 207 116 1.0% 81 0.9% 0.1%
TATA INDICA VISTA 94 0.8% 73 0.8% 0.0%
RENAULT CLIO III 60 0.5% 24 0.3% 0.2%
FORD IKON 43 0.4% 28 0.3% 0.1%
MAZDA 2 32 0.3% 157 1.7% -1.4%
CITROEN C3 24 0.2% 69 0.7% -0.5%
TATA INDICA 4 0.0% 6 0.1% -0.0%
CITROEN C3 
Picasso

2 0.0% 6 0.1% -0.0%

TATA INDIGO 1 0.0% 2 0.0% -0.0%
RENAULT LOGAN 0 0.0% 19 0.2% -0.2%
FIAT PALIO II 0 0.0% 8 0.1% -0.1%
TOTAL 12 075 9 409 28.3%
MEDIUM CARS
TOYOTA COROLLA 697 16.5% 839 19.3% -2.7%
VW GOLF 6 624 14.8% 580 13.3% 1.5%
CHEV CRUZE 468 11.1% 691 15.9% -4.8%
VW JETTA 6 457 10.8% 0 0.0% 10.8%
FORD FOCUS 301 7.1% 133 3.1% 4.1%
NISSAN QASHQAI 242 5.7% 315 7.2% -1.5%
HONDA CIVIC 168 4.0% 22 0.5% 3.5%
DODGE CALIBER 157 3.7% 189 4.3% -0.6%
MAZDA 3 138 3.3% 180 4.1% -0.9%
RENAULT MEGANE 
III

119 2.8% 97 2.2% 0.6%

COMPOSITION OF PASSENGER CAR 
MARKET BY TYPE FOR MAY 2012

2012 2012 2011 2011 YOY

SALES
%

SHARE
SALES

%
SHARE

% Var

TOYOTA AURIS 118 2.8% 190 4.4% -1.6%
OPEL ASTRA 104 2.5% 122 2.8% -0.3%
DODGE JOURNEY 103 2.4% 47 1.1% 1.4%
NISSAN TIIDA 88 2.1% 25 0.6% 1.5%
RENAULT 
FLUENCE

84 2.0% 33 0.8% 1.2%

SUZUKI SX4 75 1.8% 113 2.6% -0.8%
CHEV OPTRA 68 1.6% 281 6.4% -4.8%
ALFA GIULIETTA 43 1.0% 78 1.8% -0.8%
PEUGEOT 3008 33 0.8% 23 0.5% 0.3%
OPEL ASTRA GTC 30 0.7% 0 0.0% 0.7%
PEUGEOT 308 27 0.6% 41 0.9% -0.3%
CITROEN C4 18 0.4% 20 0.5% -0.0%
SUBARU XV 17 0.4% 5 0.1% 0.3%
HONDA BALLADE 12 0.3% 154 3.5% -3.2%
CITROEN DS5 9 0.2% 0 0.0% 0.2%
HONDA INSIGHT 7 0.2% 4 0.1% 0.1%
FIAT BRAVO 5 0.1% 3 0.1% 0.0%
SUBARU WRX 4 0.1% 12 0.3% -0.2%
TOYOTA PRIUS 2 0.0% 3 0.1% -0.0%
FIAT LINEA 2 0.0% 19 0.4% -0.4%
MITSUBISHI 
LANCER

0 0.0% 10 0.2% -0.2%

VW JETTA 5 0 0.0% 129 3.0% -3.0%
TOTAL 4 220 4 358 -3.2%
TOP LINE CARS
VW CC 47 25.1% 34 17.4% 7.7%
VW PASSAT 42 22.5% 93 47.7% -25.2%
HONDA ACCORD 32 17.1% 15 7.7% 9.4%
PEUGEOT 508 25 13.4% 0 0.0% 13.4%
SUZUKI KIZASHI 20 10.7% 0 0.0% 10.7%
MAZDA 6 11 5.9% 35 17.9% -12.1%
CHEV LUMINA 10 5.3% 11 5.6% -0.3%
CITROEN C5 0 0.0% 4 2.1% -2.1%
CHRYSLER 
SEBRING 
CONVERTIBLE

0 0.0% 3 1.5% -1.5%

TOTAL 187 195 -4.1%
PREMIUM SMALL/ENTRY CARS
* MERCEDES C 
CLASS

1 031 25.5% 968 25.4% 0.1%

BMW 3 SERIES 859 21.3% 888 23.3% -2.0%
BMW 1 SERIES 542 13.4% 167 4.4% 9.0%
AUDI A4 354 8.8% 442 11.6% -2.8%
AUDI A3 Sportback 151 3.7% 200 5.2% -1.5%
MINI COOPER 104 2.6% 150 3.9% -1.4%
AUDI A1 Sportback 101 2.5% 0 0.0% 2.5%
FIAT 500 100 2.5% 73 1.9% 0.6%
*  MERCEDES A 

CLASS
100 2.5% 75 2.0% 0.5%

VOLVO S60 88 2.2% 118 3.1% -0.9%
AUDI A5 Coupe/
Cabriolet

88 2.2% 50 1.3% 0.9%

LEXUS IS 69 1.7% 35 0.9% 0.8%
AUDI A1 60 1.5% 237 6.2% -4.7%
VW SCIROCCO 59 1.5% 36 0.9% 0.5%

*  Estimated model sales according to aggregated figures only supplied by 

RGT SMART.
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MINI COOPER ONE 54 1.3% 0 0.0% 1.3%
AUDI A5 Sportback 50 1.2% 66 1.7% -0.5%
AUDI A3 46 1.1% 82 2.2% -1.0%
VOLVO S40 39 1.0% 58 1.5% -0.6%
CITROEN DS3 26 0.6% 24 0.6% 0.0%
VOLVO C30 22 0.5% 76 2.0% -1.4%
VOLVO V60 18 0.4% 26 0.7% -0.2%
LEXUS CT 16 0.4% 0 0.0% 0.4%
ALFA MiTO 14 0.3% 12 0.3% 0.0%
AUDI A7 14 0.3% 9 0.2% 0.1%
AUDI A4 AVANT 11 0.3% 11 0.3% -0.0%
ABARTH 500 7 0.2% 0 0.0% 0.2%
ALFA 159 6 0.1% 0 0.0% 0.1%
CITROEN DS4 5 0.1% 0 0.0% 0.1%
VOLVO V50 2 0.0% 3 0.1% -0.0%
HONDA CR-Z 1 0.0% 2 0.1% -0.0%
SUBARU LEGACY 1 0.0% 1 0.0% -0.0%
RENAULT Laguna 
Coupe

0 0.0% 3 0.1% -0.1%

TOTAL 4 038 3 812 5.9%
PREMIUM MEDIUM CARS
* MERC E CLASSES 247 38.4% 253 49.0% -10.7%
BMW 5 SERIES 225 34.9% 205 39.7% -4.8%
AUDI A6 66 10.2% 19 3.7% 6.6%
JAGUAR XF 52 8.1% 26 5.0% 3.0%
LEXUS GS 41 6.4% 5 1.0% 5.4%
* MERCEDES R 
CLASS

7 1.1% 8 1.6% -0.5%

* MERCEDES CLS 6 0.9% 0 0.0% 0.9%
VOLVO S80 0 0.0% 0 0.0% 0.0%
TOTAL 644 516 24.8%
PREMIUM LARGE
* MERCEDES S 
CLASS

30 46.2% 18 34.6% 11.5%

PORSCHE 
PANAMERA

15 23.1% 8 15.4% 7.7%

BMW 7 SERIES 10 15.4% 14 26.9% -11.5%
AUDI A8 7 10.8% 4 7.7% 3.1%
JAGUAR XJ 3 4.6% 5 9.6% -5.0%
LEXUS LS 0 0.0% 3 5.8% -5.8%
TOTAL 65 52 25.0%
SPORTS SPECIALITY
AUDI TT 24 15.4% 23 14.4% 1.0%
PORSCHE 911 23 14.7% 4 2.5% 12.2%
* MERCEDES SLK 23 14.7% 20 12.5% 2.2%
PEUGEOT RCZ 20 12.8% 23 14.4% -1.6%
BMW 6 SERIES 17 10.9% 29 18.1% -7.2%
BMW Z4 11 7.1% 14 8.8% -1.7%
VOLVO C70 6 3.8% 1 0.6% 3.2%
NISSAN GT-R 5 3.2% 8 5.0% -1.8%
* MERCEDES SLS 4 2.6% 3 1.9% 0.7%
JAGUAR XK 3 1.9% 6 3.8% -1.8%
MAZDA MX-5 3 1.9% 0 0.0% 1.9%
* MERCEDES SL 3 1.9% 1 0.6% 1.3%
AUDI R8 3 1.9% 2 1.3% 0.7%
MASERATI 
QUATTROPORTE

3 1.9% 0 0.0% 1.9%

NISSAN 370Z 2 1.3% 7 4.4% -3.1%
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* MERCEDES CL 2 1.3% 1 0.6% 0.7%
MASERATI 
GRANCABRIO

2 1.3% 3 1.9% -0.6%

MASERATI 
GRANTURISMO

2 1.3% 4 2.5% -1.2%

PORSCHE 
CAYMAN

0 0.0% 5 3.1% -3.1%

ALFA GT 0 0.0% 1 0.6% -0.6%
LEXUS LFA 0 0.0% 1 0.6% -0.6%
PORSCHE BOXTER 0 0.0% 4 2.5% -2.5%
TOTAL 156 160 -2.5%
MPV SMALL
TOYOTA AVANZA 353 73.4% 256 75.3% -1.9%
OPEL MERIVA 39 8.1% 0 0.0% 8.1%
VW CADDY 39 8.1% 68 20.0% -11.9%
FIAT PANDA 34 7.1% 7 2.1% 5.0%
NISSAN GRAND 
LIVINA

16 3.3% 9 2.6% 0.7%

CITROEN 
DISPATCH

0 0.0% 0 0.0% 0.0%

TOTAL 481 340 41.5%
MPV MEDIUM
* MERCEDES B 
CLASS

198 45.0% 238 61.2% -16.2%

CHEV ORLANDO 86 19.5% 0 0.0% 19.5%
VW TOURAN 48 10.9% 36 9.3% 1.7%
MAZDA 5 39 8.9% 40 10.3% -1.4%
TOYOTA VERSO 26 5.9% 50 12.9% -6.9%
RENAULT SCENIC 
III

20 4.5% 8 2.1% 2.5%

PEUGEOT 5008 13 3.0% 14 3.6% -0.6%
RENAULT GRAND 
SCENIC III

9 2.0% 1 0.3% 1.8%

CITROEN GRAND 
C4 PICASSO

1 0.2% 0 0.0% 0.2%

CITROEN C4 
PICASSO

0 0.0% 2 0.5% -0.5%

TOTAL 440 389 13.1%
MPV LARGE
VW T5 KOMBI 53 27.6% 71 32.6% -5.0%
TOYOTA INNOVA 37 19.3% 0 0.0% 19.3%
* MERCEDES VITO 29 15.1% 25 11.5% 3.6%
CHRYSLER 
VOYAGER

26 13.5% 51 23.4% -9.9%

* MERCEDES 
VIANO

25 13.0% 27 12.4% 0.6%

VW T5 CARAVELLE 14 7.3% 32 14.7% -7.4%
MAHINDRA XYLO 8 4.2% 12 5.5% -1.3%
TOTAL 192 218 -11.9%
SUV SMALL
VW TIGUAN 298 9.9% 88 4.9% 5.0%
CHEV CAPTIVA 220 7.3% 215 11.9% -4.6%
AUDI Q3 213 7.0% 0 0.0% 7.0%
BMW X3 184 6.1% 255 14.1% -8.0%
BMW X1 164 5.4% 193 10.7% -5.2%
L-R RANGE ROVER 
EVOQUE

160 5.3% 0 0.0% 5.3%

*  Estimated model sales according to aggregated figures only supplied by 

RGT SMART.
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AUDI Q5 159 5.3% 132 7.3% -2.0%
MITSUBISHI ASX 154 5.1% 0 0.0% 5.1%
JEEP COMPASS 150 5.0% 0 0.0% 5.0%
HONDA CRV 144 4.8% 89 4.9% -0.2%
TOYOTA FJ 
CRUISER

137 4.5% 0 0.0% 4.5%

JEEP WRANGLER 105 3.5% 117 6.5% -3.0%
MAHINDRA XUV 103 3.4% 0 0.0% 3.4%
TOYOTA RAV 4 80 2.6% 85 4.7% -2.1%
MINI COOPER 78 2.6% 76 4.2% -1.6%
LAND ROVER 
FREELANDER 2

77 2.5% 69 3.8% -1.3%

SUZUKI JIMNY 77 2.5% 59 3.3% -0.7%
NISSAN X-TRAIL 70 2.3% 120 6.6% -4.3%
VOLVO XC60 62 2.1% 40 2.2% -0.2%
FORD KUGA 59 2.0% 0 0.0% 2.0%
PEUGEOT 4008 57 1.9% 0 0.0% 1.9%
JEEP CHEROKEE 53 1.8% 34 1.9% -0.1%
JEEP PATRIOT 48 1.6% 75 4.1% -2.6%
CITROEN C4 
AIRCROSS

47 1.6% 0 0.0% 1.6%

RENAULT KOLEOS 39 1.3% 29 1.6% -0.3%
MAZDA CX-7 29 1.0% 7 0.4% 0.6%
SUBARU 
FORESTER

25 0.8% 65 3.6% -2.8%

SUZUKI GRAND 
VITARA

17 0.6% 28 1.5% -1.0%

SUBARU OUTBACK 8 0.3% 25 1.4% -1.1%
MITSUBISHI 
OUTLANDER

3 0.1% 1 0.1% 0.0%

MAHINDRA THAR 1 0.0% 4 0.2% -0.2%
VOLVO XC70 1 0.0% 2 0.1% -0.1%
TOTAL 3 022 1 808 67.1%
SUV MEDIUM
TOYOTA 
FORTUNER

1 021 50.6% 758 41.1% 9.5%

LAND ROVER 
DISCOVERY 4

217 10.7% 266 14.4% -3.7%

JEEP GRAND 
CHEROKEE

155 7.7% 25 1.4% 6.3%

TOYOTA PRADO 153 7.6% 129 7.0% 0.6%
BMW X5 118 5.8% 175 9.5% -3.6%
* MERCEDES M 
CLASS

110 5.4% 140 7.6% -2.1%

MITSUBISHI 
PAJERO

50 2.5% 64 3.5% -1.0%

VW TOUAREG 47 2.3% 96 5.2% -2.9%
BMW X6 45 2.2% 35 1.9% 0.3%
MITSUBISHI 
PAJERO SPORT

35 1.7% 64 3.5% -1.7%

NISSAN 
PATHFINDER

22 1.1% 22 1.2% -0.1%

VOLVO XC90 20 1.0% 3 0.2% 0.8%
FORD EVEREST 12 0.6% 28 1.5% -0.9%
NISSAN MURANO 7 0.3% 7 0.4% -0.0%
MAHINDRA 
SCORPIO

4 0.2% 13 0.7% -0.5%

SSANGYONG 
KORANDO

3 0.1% 0 0.0% 0.1%

LEXUS RX 0 0.0% 15 0.8% -0.8%
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SUBARU TRIBECA 0 0.0% 2 0.1% -0.1%
TATA SAFARI 0 0.0% 3 0.2% -0.2%
HUMMER H3 0 0.0% 1 0.1% -0.1%
TOTAL 2 019 1 846 9.4%
SUV LARGE

AUDI Q7 53 22.2% 30 13.1% 9.1%

RANGE ROVER 
SPORT

47 19.7% 50 21.8% -2.2%

TOYOTA 
LANDCRUISER 200

39 16.3% 10 4.4% 12.0%

PORSCHE 
CAYENNE

34 14.2% 55 24.0% -9.8%

* MERCEDES GL 
CLASS

21 8.8% 24 10.5% -1.7%

LEXUS LX 20 8.4% 11 4.8% 3.6%

LANDROVER 
RANGE ROVER

11 4.6% 38 16.6% -12.0%

* MERCEDES 
G-CLASS

9 3.8% 11 4.8% -1.0%

NISSAN PATROL 
SW

5 2.1% 0 0.0% 2.1%

TOTAL 239 229 4.4%
GRAND TOTAL 28 651 24 248 18.2%
ENTRY CARS 873 3.0% 916 3.8% -0.7%
LIGHT CARS 12 075 42.1% 9 409 38.8% 3.3%
MEDIUM CARS 4 220 14.7% 4 358 18.0% -3.2%
TOP LINE CARS 187 0.7% 195 0.8% -0.2%
PREMIUM SMALL/
ENTRY CARS

4 038 14.1% 3 812 15.7% -1.6%

PREMIUM MEDIUM 
CARS

644 2.2% 516 2.1% 0.1%

PREMIUM LARGE 65 0.2% 52 0.2% 0.0%
SPORTS 
SPECIALITY

156 0.5% 160 0.7% -0.1%

MPV SMALL 481 1.7% 340 1.4% 0.3%
MPV MEDIUM 440 1.5% 389 1.6% -0.1%
MPV LARGE 192 0.7% 218 0.9% -0.2%
SUV SMALL 3 022 10.5% 1 808 7.5% 3.1%
SUV MEDIUM 2 019 7.0% 1 846 7.6% -0.6%
SUV LARGE 239 0.8% 229 0.9% -0.1%
TOTAL 28 651 24 248 18.2%

*  Estimated model sales according to aggregated figures only supplied by 

RGT SMART.

Toyota’s Fortuner still continues to notch up oustanding sales, 
with 1021 units being recorded in May 2012.
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The car in question is a Ferrari 275 GTB4. At one 
stage in the car’s life-time, it was turned into a top-
less model, presumably after McQueen sold it on, 
as a media release from Ferrari said that this oc-
curred sometime “during the 1980s”. McQueen 
died in 1980.

The current owner has returned the car to 
Ferrari Classique, the division of the Maranello 
firm that restores old Ferraris to original factory 
spec. Ferrari Classique will only authenticate a 
Ferrari if it conforms to the original spec in which 
it left the factory, so this was doubtless one of the 
current owner’s priorities.

However, there are pictures in existence, of a so-
called NART Spyder owned by McQueen, taken by 
his son Chad. Apparently the NART Spyder was one 
of 10 built, NART standing for the North American 
Racing Team, which raced Ferraris internationally 
in the ‘60s and ‘70s under the guidance of its owner, 
Luigi Chinetti. Presumably the current owner has 
carefully checked whether the conversion on his 

McQueen Ferrari was done after the actor’s death 
in 1980, as one would feel that a car remaining in 
the exact state as it was during McQueen ownership 
would be worth a pretty packet.

Steve McQueen made the leap from hum-drum 
Hollywood actor to megastar status in the 1963 
classic, The Great Escape, in which his character 
famously leaped a motorcycle over a high fence to 
escape a Nazi prison. The stunt was actually per-
formed by Steve’s great friend, Bud Ekins

Not that McQueen would have shied away from 
doing it, as he had already begun racing motorcy-
cles in the early 1950s. The fact is that the laconic, 
weed-smoking McQueen was a car and motorcycle 
nut of note, well before it became fashionable for 
Hollywood stars to amass great warehouses full 
of machinery.

He was an excellent motorcycle racer and a 
racing driver. He featured famously in one of the 
best motorcycling movies ever made, 1971’s On 
Any Sunday, directed by Bruce Brown. And he was 
a member of the US team for the International Six 

Day Trial, an event that mixed enduro with foot-up 
trials skills. A few years later he made his own epic 
racing movie, Le Mans.

Le Mans is famous for a few things. It has some 
of the best motor racing footage ever shot, and also 
the worst script, if indeed it has a script at all. As I 
recall, the first dialogue in the movie occurs some 
20 minutes in.

It also has some awesome footage of McQueen 
driving to Le Mans in a Porsche 911. And the feature 
is rather sadly known to many South Africans as the 
movie in which English racing driver David Piper 
lost his leg in a horror crash. Piper, of course, was a 
multiple winner of our Rand Daily Mail Nine Hour 
endurance race held each November at Kyalami.

In real life, McQueen scored some notable rac-
ing successes, including a second place at the World 
Championship round Sebring 12 Hour in 1970. 
He co-drove a Porsche 908 three litre car with his 
friend the late Peter Revson (killed in a Grand Prix 
practice shunt at Kyalami in 1974), to finish just 23 
seconds behind a five-litre Ferrari 512S driven by, 
among others, Mario Andretti.

Apart from this Ferrari 274 GTB4, McQueen 
owned a Porsche Speedster, a Ferrari 250 GT Luso, 
a Jaguar XK-SS and a Porsche 911 Turbo. And in 
his final years, he lived in a hangar at an airport, 
surrounded by dozens of his favourite motorcycles 
and cars.

*Recently a Ferrari GTO, once driven by motor 
racing hero Stirling Moss, fetched a record auction 
price of $35-miilion. ■

The King of Cool’s Car Gets Re-cooped
One of Steve McQueen’s many 
exotic cars that he owned during 
his life time has been sent back 
home, so to speak, for a “return 
to modesty”. 

Steve McQueen.

This Ferrari 275 GTB4 belonged to Steve McQueen. It was previously converted to a Spyder GTS model.

Ferrari Classique will only 
authenticate a Ferrari if it conforms 
to the original spec in which it left 
the factory, so this was doubtless 

one of the current owner’s priorities.

Le Mans is famous for ... some of 
the best motor racing footage ever 

shot, and also the worst script ...
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Barn finds? It’s a term that keeps old-car enthusiasts 
awake at night, fantasising about the lost Cord or 
Hupmobile or ex-Jim Clark Lotus Cortina that just 
has to be out there, somewhere.

This past week, I called an old school friend 
to find out what-was-up, and after discussing the 
usual boy’s stuff, our talk turned to cars owned by 
famous people.

My mate, Greg, said he knew where there was 
a Bentley that was once owned by David Nivan, the 
actor who wrote a wonderful book about his days of 
wine and women in Hollywood called The Moon’s 
a Balloon.

Old Greg said, why didn’t I pull in that very 
lunch-time and we could take a drive to Ertjiesvlakte 
or whatever, some obscure spot about 20 km outside 
Jo’burg, and go check if it was still there?

So, having nothing better to do than write up 
road impressions on the latest econo-mobile from 
China (or India), I weighed up my options and said 
I’d see him in the time it took him to finish his sarmie.

I have to tell you, we never did find that ac-
tor’s car. But the sights that greeted both of us as we 
drove to the end of the aloe-lined driveway made us 
forget all about it anyway: shiny Jaguar Mk IIs and 
E-Types glimmering in the pale winter sun, and off 
to our right a field that contained a Simca Vedette 
(a kind of French muscle car with a Ford V8 motor 
from the late ‘50s), a few sorry-looking DKW two 
strokes, a mouldering old Karmann Ghia, Mk VII 
Jags and…..and…

We toured the barn that housed this collector’s 

restoration projects, and they numbered rare Rolls-
Royces, obscure BMWs, not one but two Bentley 
Continental Coupes, a Maserati Quattroporte, an 
Adenauer Mercedes 300, and many, many more. Off 
to one corner, a handy-looking gent was toiling on a 
Jaguar XK140, one of three housed in his section of 
the barn that he rented.
Out the back was a sprightly-looking white-haired 
man, cursing the vagaries of a Mercedes 600’s hy-
draulic system, and elsewhere were examples of 
Aston Martin’s last Lagonda exercise, the one with 
a nose that looks like it came from an Italian men’s 
shoe factory.

The owner of some of these cars – he was a bit 
vague about who actually owned what, for reasons 
of not attracting envy, greed, and avarice from the 
wrong sorts – then took us on a tour of his show-
room-condition cars.

And taking pride of place was one of the most 
interesting BMWs ever made.

It was a dark blue 745i, a rare manual model, 
and it belonged to a certain Bernd Pischetsrieder, 
the man who was in charge of production at BMW’s 
Rosslyn plant back in the early 1980s, when this 
monster-luxury road-burner was conceived.

Pischetsrieder went on to head up both BMW 
and Volkswagen AG world-wide, as well as truck-
ing giant Scania, in a trailblazing but sometimes 
controversial career.

The car we no gazed at was a collaboration 
 between Pischetsrieder, Eberhard von Koerber (MD 
of BMW SA at that time) and one Paul Rosche. 

Rosche was a legend at BMW Motorsport in Munich 
even then, being responsible for the amazing turbo-
charged 1,5-litre Grand Prix engines that made close 
to 1  100 kW in qualifying trim, and took Nelson 
Piquet to the 1983 World Championship. Rosche also 
masterminded the race programmes for the BMW 
M1 Procar sports car series (which pitted Grand Prix 
drivers against each other as a warm-up to the GP 
proper back then) and was one of the men behind the 
amazing success of the BMW CSL Batmobile in the 
European Touring Car Championships.

With this calibre of people involved it was no 
wonder that the South African version of the BMW 
745i made it the fastest four-seater of its type in the 
world and one of the world’s best cars of that period!

BMW rated it with a top speed of 240 km/h, 
with a zero to 100 time of 6,5 seconds.

It was much quicker than the German version 
of the 745i, which ran a turbocharged version of the 
3 453 cc straight six. Our South African car ran a 
de-tuned version of the 24-valve M1 engine, still 
rated at 213 kW.

Of course, one of the crazy ideas behind the 
introduction of this great hulking luxury perform-
ance car was to race it, and indeed, the late Tony 
Viana campaigned them, not only in Group One 
(near standard) racing, but also ran a wildly-modi-
fied one in the early rendition of the Wesbank series.

Both these cars still exist – one is still raced by 
Paolo Cavalieri, and the modified one is nearing the 
end of a complete nut-and-bolt restoration at the 
hands of master-restorer Nick Sheward.

Another interesting fact about the 745i was 
that it was the first production BMW to use South 
African leather, and it was the fore-runner of an 
amazingly successful leather export programme 
that still exists today.

As a footnote, the current owner of this road car 
bumped into Bernd Pischetsrieder at a motor show 
not too long ago, and he took Bernd aside and told 
him he owned the 745i that once belonged to him.

“Ah so, the blue one?” asked the great man, his 
eyes widening and twinkling with the memories of 
one of his pet motor industry projects. Yes indeed, 
the blue one. It is said that just over 250 examples of 
the 745i were made, less than 20 in five-speed man-
ual form. And this is the most famous road-going 
one of all. ■

The Aladdin’s Cave
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