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Audi has been gaining an amazing momentum, both internationally and locally, setting new sales records, winning 
Le Mans and introducing some impressive new cars, including the A6 this week. See our lead story on Page 2 and 
a follow-up interview with SA Sales and Marketing GM Ryan Searle on Page 5.
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The list of achievements Audi has racked 
up, both in South Africa and a on a world-
wide basis should send a lot of industry 
analysts pouring over sales charts, cus-
tomer surveys and model-mix strategies 
to see just where Audi is getting it right.

On top of all this, Audi scored a no-
table 10th win at Le Mans 11 days ago, in 
one of the most closely-fought finishes 
the race has hosted since the heyday of 
Sports Car racing in the 1960s.

Some of the successes 
Audi has had in 2011

In March the company celebrated a record 
result for the fiscal year from March 2010 
to end of February, 2011. Revenue totalled 
35.4 billion Euros (about R339-billion) 
and operating profits totalled 3.34 billion 
Euros (R32-billion).

Audi broke the million-vehicle pro-
duction mark in the 2011 fiscal year. It 
delivered an impressive 1 092 421 cars, 
estate cars and SUVs globally.

Inroads into the Chinese market 
continue to be very impressive. In the 
first five months of 2011 Audi delivered 
113 041 units.

The company is on track interna-
tionally to deliver 1.2 million cars in 
2011, all of them in the so-called “pre-
mium-brand” category.

Locally Audi has enjoyed an equal-
ly impressive 2011 to date. It kicked off 
in January with its best sales figures in 
the company history here, with 1  870 
units sold. And in May, its combined 
total of models in the lucrative entry-
premium sector saw it finish ahead of 
both Mercedes-Benz and BMW, with 
its A4 model selling a respectable 442 
units.

This week Audi launches the A6, the 
latest in a series of successful launches 
for Audi in 2011. While sales in the 
Premium medium sector aren’t huge, 
Audi can expect to increase its share 
here substantially.

At Le Mans, the smart money was 
on Peugeot beating its German rivals in 
2011, especially after Audi lost two of 
its team cars through accidents before 
the halfway point. But the sole surviv-
ing R18 TDI held on to beat the Peugeot 
908 HDI by just 13.420 seconds after 24 
hours of racing on June 12, 2011.

For some expansive answers to 
questions we put to Audi’s General 
Manager of Sales and Marketing, Ryan 
Searle, turn to page 5. ■
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Four Rings on a roll

Audi’s launch of its A6 model in South Africa this week 
could be seen as a celebration for the outstanding year the 
Ingolstadt-based firm has enjoyed in 2011.
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Editor’s Note

In this third edition of AutoLive, we 
cover a diverse range of activities 
in the South African motor indus-
try. Our lead story on Audi surfing 
the crest of a wave, in all manner of 
regions and endeavours, is comple-
mented by news and interviews in 
fields of motoring that are not often 
given much media exposure.

Chief amongst these are the 
interviews detailing behind-the-
scenes workings of Synovate, the market research company, and 
TransUnion’s used car dealer price guide, known as “The Book.” 

And as for the intriguing interview with used-car dealer Farouk 
Dangour, well, unless you are in the game, who would guess that 
Klerksdorp is the home of arguably the most successful used car 
dealership in the country?

Another “behind-the-scenes” aspect of this edition of AutoLive 
is our in-depth sales analysis, which again enjoys very limited ex-
posure. Dissecting the Naamsa figures in its various sales catego-
ries produces some surprises that are hardly ever touched upon 
in the news reports and media releases issued at the beginning of 
each month.

Finally, a thank you to those readers who wrote in after the 
publication of our second edition on June 9. Again, it was gratify-
ing to see diverse responses from people in high profile positions, 
as well as very niche positions in the motor trade, such as the pro-
prietor of a firm specialising in the restoration of classic cars.

We hope you enjoy this third edition just as much.

Stuart Johnston,
Editor
stujohn@autolive.co.za
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Trucks & Heavy Equipment was established 
more than three years ago as a one-stop 
source of news, comment and opinion 
for all those involved in the business of 
trucking and transport as well as providing 
information on equipment used in the 
related areas of heavy construction, 
materials handling and logistics.

The bi-monthly publication has found a 
solid niche in the market and the average 
Controlled Free Distribution for July to 
December 2010, according to the ABC, was 
7 451 copies.

For more  
information contact:
Pierre Sanson (Editor) 
psanson@mwebbiz.co.za 
083-635-0114

John Stanton (Advertising)
johns@stanport.co.za 
083-225-9690
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Hi there, 
Good luck with a great product, just what the motor industry needs! Attached herewith 

a picture I took of a Merc GLK between Clarens and Fouriesburg in the Eastern Freestate. 
The pic was taken about two months ago, and it was the only one of a bunch of five similar 
cars that was not camouflaged. The others had the badges and other prominent features 
covered with black tape. All cars had German registration plates. Maybe MBAG tested the 
car for possible local distribution? 

Kind regards,
Adriaan Pienaar, Gauteng

Dear Adriaan, thanks for the interest, and good quality pic! We contacted MBSA about 
your detective work and they were a bit vague about what the GLK could be doing here, but 
pointed out that it is a left-hand-drive model only at the moment, built mainly for the North 
American market and introduced there last year.

Officially there are no plans to launch it here (pity) but we have heard speculation that a 
right hand drive version may be produced in around three years’ time – Ed. 

One tough‑looking Merc spotted!
An alert AutoLive reader sent the following e-mail and 
accompanying pic to us just before deadline.

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 4

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

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

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

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

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

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

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

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

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

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

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

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

Why you should advertise in Autolive

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

sales@autolive.co.za 

Staff writer

Francois Walters, production manag-
er at the Mercedes-Benz South Africa 
plant, has been named Daimler’s 
Laureate of Quality Excellence 2011 
in the production category.  

As one of only three recipients 
for this award amongst over 200 000 
employees worldwide, this is an excep-
tional achievement for South Africa. 
The Daimler global Quality Excellence 
Award, instituted this year, is made in 
only three categories namely: sales and 
marketing, production and after-sales. 
It aims to specifically recognise those 
employees who are not employed in 
quality management, but who con-
tributed greatly to improving quality 
in their areas of operations. 

The award is limited to em-
ployees up to a middle management 
level only, thus excluding senior and 

executive management. Nominations 
were submitted by peers or colleagues 
working in quality management 
processes, while judging was done by 
a jury of executive employees work-
ing in quality management.

Francois Walters joined MBSA 
thirty years ago as a blue-collar work-
er on the production line and suc-
cessively worked his way to his cur-
rent position as shop-floor manager 
level in the Mercedes-Benz C-Class 

production line, which includes 
stations from mechanical fitment 
through to final finish stages. 

Dr Zetsche in handing over the 
award read the following citation: 
“Based on his experience in produc-
tion during the past three decades 
Francois Walters holds an all-em-
bracing quality ethos. Day-to-day he 
checks quality standards; follows up 
personally on corrective measures; 
and courageously interferes wherever 
quality is affected. It is to employees 
like him that MBSA and Daimler 
owes the achievement of the 2010 
J.D. Power and Associates Platinum 
Award. Amongst his colleagues 
Francois Walters is regarded an ‘icon 
of quality’.”

A special certificate and trophy 
were handed over to Walters and 
two other recipients at a prize-giving 
ceremony in Germany on 30 May 
2011.  ■

South African receives international award

Francois Walters (left) and Dr Dieter Zetsche (right)

http://www.autolive.co.za
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AutoLive: Ryan, this has been a stunning start to 
2011 in terms of South African sales. How has this 
come about, in terms of model planning, dealer-
ships, etc? 

RS: This can be attributed to more aggressive 
planning, which began in early 2010. South Africa 
has also worked very hard at bringing new product 
to the South African consumer so that the Audi 
brand can match similar competitor model ranges. 
Audi South Africa has also worked very hard at de-
lighting customers and this is reflected in the latest 
Synovate customer research results where Audi is 
ranked number one in South Africa.

The South African dealer network was given the 
plans for 2011 well in advance and Audi dealers have 
accordingly been able to plan ahead with better un-
derstanding for the opportunities that lie ahead. 

Audi South Africa has tasked a number of 
dealers in strategic locations to invest in the new 
Terminal Dealership facilities and they have re-
sponded with passion and fundamental belief in 
the brand. Examples are Audi Centre Hatfield in 
Pretoria / Audi Centre Somerset West in the Cape 
/ Audi Centre Northcliff in Johannesburg and Audi 
Centre Pinetown in Kwa-Zulu Natal. These dealer-
ships reflect the Audi vision and we have another 
eight such projects coming out of the ground in 2012. 

AutoLive: You have launched some exciting 
models recently, specifically the A1 and the A8. 
What more is in store for Audi fans in terms of new 
models? 

RS: Audi launches the new Audi A6 in June 
/ July 2011 and we cannot meet the demand. The 
limited edition Audi RS3 is en route to South Africa 
for fourth quarter 2011 (order books are bulging 
at dealers) and later this year we showcase the new 
long wheelbase A8 at the Johannesburg Motor Show. 
In 2012 we deliver the new Audi Q3 to the market 
– again – this is a further example of how Audi will 
continue to meet competitor offerings head-on. 

AutoLive: A comment on worldwide sales, par-
ticularly with reference to China, please. 

RS: Audi has delivered 535 000 cars worldwide 
in the period January – May 2011. This is 17.5% vol-
ume growth year on year. All four regions in the 
World (Europe/ America/Asia and Rest) have con-
tributed to this success. China has delivered 113 041 
units May YTD (up 24 590 units and 27.8%). 

AutoLive: Audi recently won a thrilling Le 
Mans for the tenth time, but this was the closest yet. 
What was it like being at the race?

RS: It was a true privilege to attend Le Mans last 
weekend. It is one of the three biggest race events 
on the world calendar and Le Mans was alive with 
activity. An experience that will live with me for-
ever – the sheer scale of the event can only truly be 
appreciated when it is live and in your face. 

AutoLive: Future plans in SA: More dealerships 
perhaps? More thrust to take on BMW’s 3 Series 
and Merc’s C-Class in terms of sales volumes? 

RS: The dealer network is a very important 
component of the future planning in South Africa. 
We have 21 Audi Centres and 23 dual dealers in 
South Africa at present. We are currently in a phase 
of moving dual dealers to Audi Centres so that in 
2012 Audi will have a greater number of Centres 
versus dual dealers. We believe in a healthy and 
profitable network – we are evaluating open points 
and areas of strategic importance, but at present 
we want better quality throughput via our current 
network foot print. The BMW 3 Series / Mercedes 
C Class and Audi A4 are the bread and butter for 
the three premium German brands. Audi wants to 
prove itself by delighting customers at every oppor-
tunity – if we can do this on a consistent basis we are 
positive that the sales volumes will follow. ■

Q&A With Ryan Searle
Audi’s General Manager of Sales and Marketing in SA

Ryan Searle

http://www.autolive.co.za
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The son of a humble hawker, Farouk had start-up 
capital of just R300, borrowed from his dad, when he 
launched Speedy Den back in 1974. He bought two 
sets of mag wheels, sold them at a profit, and ploughed 
the money back into the business to buy more stock. 
The young 19-year-old soon expanded into other ac-
cessories and the used car dealers in Klerksdorp be-
gan sending their cars to the young Farouk to dress 
their cars up to gain a competitive advantage.

“Those first two sets of mags were Tiger wheels,” 
says Farouk, “with an aluminium centre bolted to a 
steel rim, and you had to protect the tubes from get-
ting cut by the bolts, by fitting a gaiter, made from 
an old cut-up tube.

“After a while people asked me why I didn’t sell 
cars myself, and so I set up in premises registered in 
a white guy’s name, because in those days Indians 
weren’t allowed to trade in the area. The first two 
years were very tough, there were no Indian dealers 
in the trade and we couldn’t get banks to finance the 
deals. Then two years later, after the banks realised 
I was going to take a share of the market, they came 
to the party.”

Since those make-or-break days, Speedy Car 
Sales in Anderson Street, Klerksdorp, has con-

sistently won the Absa Golden Dealer award for 
the past 22 years, and Farouk Dangor has been 
named Klerksdorp’s Businessman of the Year. His 
name in the trade is known right across the coun-
try, and Speedy has its own car transporter to de-
liver cars anywhere in South Africa.

Married to Shameema, he has four children, 
Bilal (28), Zeenat (24), Mohammed (23) and 
Tasneem (17). And while he describes Shameema 
as “totally supportive”, the rest of his family are 
car-mad. Mohammed, particularly, is very keen 
to follow his father’s example of tacking to the 
race-tracks – Farouk was a highly successful rac-
ing driver in the late ‘80s and early ‘90s – and he 
says his youngest daughter has already decided 
what colour Golf GTI she wants when she gets her 
licence…

Farouk has owned a number of exotic cars him-
self, and his favourites are the Nissan Skyline GTR 
R34, his current R35 GTR, and his all-time favour-
ite, a Ferrari 458 Italia. He also still owns his clas-
sic Touring Car-spec BMW M3, which is currently 
undergoing restoration. 

AutoLive spoke to Farouk after a recent tel-
evision studio recording, where Farouk appeared 
(along with the writer) on an episode of Ignition.

AutoLive: Farouk, those awards seem to keep 
on coming, don’t they?

FD: Yes, apart from the Golden Dealer awards, 
last year Absa named us their Top Executive Dealer, 

Dealership profile: Speedy Car Sales, Klerksdorp
Farouk Dangor’s story of success in the motor business is one that will 
inspire anyone who’s starting out in business on a shoestring budget. 

“After a while people asked me 
why I didn’t sell cars myself, and 

so I set up in premises registered 
in a white guy’s name, because 

in those days Indians weren’t 
allowed to trade in the area.”

Farouk Dangor continued on next page 

http://www.autolive.co.za
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a competition that encompasses both franchised 
and non- franchised dealers countrywide, so that 
was a big one for us.

AutoLive: What’s your recipe for success?
FD: Firstly, you’ve got to work very hard, you 

must have a passion for what you are doing, and you 
must be dedicated to buying and selling good qual-
ity stock. I’m very fussy about what I sell, I won’t 
trade a car that I don’t approve of, so I don’t have to 
sell it again. You don’t have to give bargains to eve-
ryone, but you have to give people a good deal where 
they walk out and feel they were treated fairly. And 
they must be able to trust you. You must make your 
customer feel fussed.

AutoLive: That doesn’t always happen at new or 
used car dealers.

FD: I have a nice story about how you don’t 
judge a book by its cover. About 12 years ago a guy 
came into our place in short pants and no shoes 
in the middle of winter, a diamond digger from 
Bloemhof. He looked at a 540i BMW and I came 
on the floor and asked him if I could help him. He 
asked me to show him the car inside, then he want-
ed a test drive, and then he wanted to know the best 
price I could offer him.

After we’d done all that he said fine, he’s taking 
the car, and I asked him if he needed finance and he 
said no he’d pay cash. So I asked if he needed to go 
to the bank and he said no, went to his bakkie, came 
back with a big bag and counted out R250 000 cash. 
Then he said he wanted the car for 10 minutes, as 
he wanted to show the car to someone. I said sure, 
it’s your car.

He came back, saying he took it to the BMW 
dealership to show them his new car, because they 
didn’t even want to allow him to sit in their car, be-
cause of the way he was dressed. So these are the 
things you learn with time, never make snap judge-
ments about customers.

AutoLive: What about looking after existing 
customers?

FD: If you make a customer feel good, you don’t 
mind spending money at that place. My wife often 
asks me why I’ll spend R200 more on a pair of shoes 
from a certain shop, and I tell her at the cheaper 
place I don’t enjoy having people make me feel 
they’re doing me a favour by giving me a discount. 
You don’t have to be the cheapest, it’s about making 
people feel good.

AutoLive: What about after-sales service?
FD: We have a customer relationships depart-

ment, but every complaint comes through to me, 
and I make sure we deal with it in a fair way. Certain 
items are warranty items, others like wheel align-
ment aren’t. Sometimes we help customers with 
non-warranty items, although we make them un-
derstand why they are excluded.

AutoLive: Presumably you have good customer 
retention, then.

FD: It’s massive. I have customers from my 
mag wheel days. There’s a specific family from 
Danielskuil near Kuruman, the old man came 
down to have a set of mag wheels fitted and his four 
sons were in the car. When the sons climbed back 
in, the wheels were catching on the mudguards, so 
we rolled the wheel arch lips out nice and neatly 
with a steel pipe. Coeni Burger is his name. He 
was so impressed – his family, all his sons and 
their children – still come to me for cars, and they 
are now all in different provinces. I’ve got a lot of 
those.

We also make sure that the banks get involved 
in offering a good deal too. We negotiate good inter-
est rates, because that way those customers are back 
in the market six months earlier than they would 
have been.

AutoLive: What about preventing a customer 
from getting in over his head, financially speaking?

FD: I’m personally involved on the floor every 
day. I’ll go over and introduce myself to custom-
ers. I have a fancy office, but I have another one on 
the floor where I can be directly involved with my 
sales staff. I need to advise my customers on what 
they need, also the type of car they need. And of 
course we need the right balance of stock for our 
particular client base in our area. My policy is: I’d 
rather have smaller margins, but a very big client 
base.

AutoLive: Presumably that helps when the 
market is down?

FD: Two years ago, when the recession was in 
full swing, we never had a drop-off in business. 

AutoLive: You deal in the high-end of the mar-
ket, rather than cheapies. What are the reasons for 
this?

FD: It’s the area we operate in. We range from 
around the R70  000 region right up to the R2.5-
million mark. The 4X4 markets are big now. In the 

old days the farmers used to have separate vehicles 
for everyday and weekend use. Nowadays they com-
bine those into one vehicle, and often it’s an expen-
sive SUV. As a non-franchised dealer we sell every 
single brand on the market, so our sales people have 
to be very well-informed.

AutoLive: You have a national client base. How 
did this develop?

FD: Largely through my racing. I started in 
oval tracks in the 1980s and the late Tony Viana in-
vited me to help test one of the team’s BMWs at the 
old Welkom track. I did well, and I switched to the 
big circuits. Tony knew me through buying wheels 
from me. My racing progressed from there.

AutoLive: You ended up racing some really so-
phisticated cars, BMW M3s and Vauxhall Vectras.

FD: Yes, Touring Cars eventually. Racing was 
live on TV in those days, and Roger McCleery used 
to call me Farouk Dangerous Dangor, not because 
I was dangerous behind the wheel, it just sounded 
good to him. I was always very fussy about how our 
team looked, how well they were turned out, be-
cause as an Indian we were natural outsiders in the 
sport in those days. I didn’t realise how much of a 
spin-off that would have for me later in life, there 
are still customers who tell me they remember us 
from then, and that I autographed posters for them. 
They remember the cars well turned out, and they 
expect the same from our showrooms.

AutoLive: How do you service far away clients?
FD: We have our own transporter. People love 

the fact that they can have their car delivered in a 
far-off place the next day. With customers closer to 
Klerksdorp, we are proud of the fact we can do the 
entire deal within a couple of hours. The guy can 
drive away with his car right away, we organise in-
surance, finance, we organise licensing, a full tank 
of fuel. We are in-house evaluators; we value the 
trade-ins on the spot.

I always wanted my side of the business to be as 
easy as buying sweets. When I used to go to the old 
Portuguese café as a kid, I wanted to eat my sweets 
straight away. It can be done with cars; it just takes a 
bit of planning from the dealer’s side.

AutoLive: What about warranties?
FD: Most of our cars are quite new so they are 

still under factory warranty. In the case of three-
year-old cars and slightly older, we sell good after-
market warranties from people like Motorite and 
MBi.

AutoLive: Your favourite car of all time?
FD: As far as supercars go, definitely my Ferrari 

458 Italia. This is my fourth Ferrari. For an afford-
able supercar, the Nissan GTR, great value for 
money. And then my baby, the Escort Cosworth, 
which I’ve had for 16 years, it now has 400 kW on 
the wheels, and it looks and goes like new. When 
Jeremy Clarkson was here a year ago he went crazy 
over it and I later had a call from an Arab buyer in 
Dubai offering me a R1-million for it. But I told him, 
this one’s not for sale. ■

 continued from previous page

“Racing was live on TV in those days, 
and Roger McCleery used to call 

me Farouk Dangerous Dangor, not 
because I was dangerous behind the 

wheel, it just sounded good to him.”

Farouk and Mohammed Dangor

http://www.autolive.co.za
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triStan wiggill

The four piece architectural firm has, in the past, 
consulted with Honda South Africa and project 
specific architects to ensure that the expectations 
from Honda Japan regarding showroom design and 
process were met.

Autolive met with Anton Jansen van Vuuren 
(AJVV) and Adrian Whines (AW) at their Melville, 

Johannesburg office to uncover the art, techniques 
and requirements of good car dealership design.

Autolive: Anton, there is a belief that because 
car dealerships are designed to meet very specific 
needs that, should the dealership close for any rea-
son, the building cannot be used for any other pur-
pose other than to sell cars. Is this accurate?

AJVV: With the older type of car dealerships, 
yes. Their location, layout and design were very 
car-specific. However, that’s not to say you won’t be 
able to convert it into something else. Today’s car 
dealerships are a lot different – they have become 
lifestyle centres and family destinations. These days 
you will find car dealerships opening in places not 
normally associated with this sort of retail offering. 
The building itself also lends itself to be utilised for 
different applications.

Autolive: What is the “Honda retail paradigm”?
AJVV: Honda Japan has a vision that its prod-

ucts must become the next alternative to the luxury 
European brands. Hence it has introduced a com-
plete new design ethos for the brand – the Honda 
retail paradigm. 

Autolive: How did Brand DNA secure the con-
tract to build Honda SA dealerships?

AW: Honda did not hear about us, we were con-
tacted by a guy named Tertius from TRE in Cape 
Town. Tertius was already involved with a project 
for Honda and asked if we could help with the in-
terior design, signage and branding. We accepted 
and Honda was subsequently impressed. We then 
put together a manual for Honda which created a 

Understanding car dealership architecture
Brand DNA Architects has previously worked as Honda South Africa’s showroom brand architects. The company looked 
after the application of the Honda retail paradigm and the showroom’s interior and exterior branding requirements.

Anton Jansen van Vuuren and 
Adrian Whines

continued on next page 
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South African spec, since Honda was implementing 
purely European design standards at the time.

Autolive: How does car dealership design / 
architecture differ from other building design / 
architecture?

AJVV: Well, it’s a unique space. First of all the 
products that need to be displayed are rather big. 
Products need to be clearly visible to the public 
eye at all times. The building needs to be well-lit 
and circulation needs to work very well for both 
humans and vehicles. Apart from that, it has to 
perform certain tasks. There needs to be space to 
demonstrate a vehicle, to hand it over to the new 
owner and then there is the workshop with all its 
unique functions and space requirements. All of 
this needs to be housed under one roof and has to 
work seamlessly.

Autolive: What specific details did Honda pro-
vide in the brief in order for the dealership to match 
its corporate / brand image?

AJVV: Honda introduced European specifica-
tions, which we were tasked with interpreting into 
our local environment. This meant looking for and 
finding local materials, fittings and finishes. In 
terms of the actual design layout, South Africa has a 
very different way of dealing with new car sales and 
vehicle servicing compared to Europe. This made 
it a real challenge to implement the Euro thinking 
into the South African market.

AW: In this country the servicing area of a deal-
ership is completely separated from the showroom 
where new cars are bought. In Europe, this is not 
the case – they want customers to walk through the 
showroom so that they can see new models. In this 
way, it is possible to entice customers who are hav-
ing their cars serviced to buy a new car. Generally, 
in South Africa, we want to drop our car off and 
get it serviced as quickly as possible. It’s a different 
philosophy.

Autolive: Is there space and scope to be creative 
in car dealership design or is it very limited and / or 
structured?

AJVV: Yes, you can be somewhat creative. It 
is possible to get innovative with the finishes and 
fittings. Having said that, there is no point in de-
signing weird and wonderful buildings that have no 
connection to the brand you are designing for. The 
brand and its values always need to be respected.

Autolive: Eco-friendly buildings (those that 
save energy or reduce consumption) are becom-
ing more important. Is this the case with car deal-
erships too and, if so, what design elements and 
materials do you incorporate in order to be more 
eco-friendly?

AJVV: Yes indeed. Legislation is slowly chang-
ing and forcing architects and designers to design 
more environmentally responsible buildings. We 
consider this in all finishes and fittings. We specify 
“green” products as far as we can. Lighting is one of 

the biggest contenders in the race to get a building 
energy efficient. 

One needs to understand that an eco-friendly 
building is more than just about the “green” prod-
ucts used to build the space. There are a lot of fac-
tors to consider. The green building council have 
specific criteria to get a building green-star rated. 

Autolive: What elements make a good design 
good when it comes to car dealership design?

AJVV: The question we need to ask ourselves 
is: If we take down the signage and remove the 
logos, will customers still recognise the building as 
a Honda showroom? If they can, then we know we 
have done our job correctly. 

Autolive: Why should someone considering 
building a car dealership approach Brand DNA?

AJVV: We understand the workings of a car 
dealership. We know what dealer principles want 
and we also understand the demands of a retail 
environment. We consider both the customer and 

the dealer principle in terms of their unique wants 
and needs. We consider how people access certain 
points within the dealership and so on. At the end 
of the day a dealership is also a business, which re-
lies on its ability to make money, so it is also our aim 
to increase foot traffic through aesthetics and good 
design. We have experience in this.

AW: We understand the language of a car deal-
ership. We know how to match the look and feel of 
the premises to the look and feel of the products on 
display and to the look and feel of the brand. We 
understand that it’s about creating an experience 
for people who visit the showrooms so that they 
take away something when they visit. And we are 
also aware that it’s about the non-tangible stuff 
which must speak the same language. Also, the 
real secret of developing a strong brand is through 
consistency. ■

 continued from previous page

“Honda introduced European 
specifications, which we were 

tasked with interpreting into our local 
environment. This meant looking 

for and finding local materials, 
fittings and finishes. In terms of the 

actual design layout, South Africa 
has a very different way of dealing 

with new car sales and vehicle 
servicing compared to Europe. 
This made it a real challenge to 

implement the Euro thinking into 
the South African market.”
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Staff writer

Peugeot dealers in and around Gauteng now re-
ceive four parts deliveries a day, meaning cars 
can be repaired or serviced with minimal delay, 
says Peugeot South Africa.

This has been made possible by Peugeot 
South Africa and its delivery partner, UTI 
Distribution. The French carmaker says it 
is also a result of improved efficiencies at its 
Linbro Park parts warehouse, home to about 
R35-million worth of parts. 

A totally integrated storage, identification 
and picking system, based on best-practices 
from France, allows for rapid retrieval of parts, 
while a ‘satellite’ UTI office enables the hando-
ver to be executed with minimal red tape and 
associated delays, says Peugeot.

Buy-in from dealers is an integral part of 
ensuring the system works – they are required 
to adhere to strict cut-off times. For example, if 
their order is fired through to the parts ware-
house by 4pm, they will receive their parts in 
the course of the night, delivered to a locked 
‘drop-box’ at the dealership and guaranteed to 
be ready and waiting when the workshop opens. 
If the order is placed after 4pm, it will be proc-
essed first thing in the morning (the warehouse 
is staffed from 6am to 6pm) and the dealer will 
receive his parts in the first day-time delivery; 
which means by 10am.

“If a part isn’t in stock locally, we can have it 
at the dealership between five and seven work-
ing days after ordering it from France. We can 
also track it day by day from the moment our 
order is placed – this is especially relevant when 
it comes to the less common maintenance items 
and also body repair parts destined for our net-
work of approved panel shops,” says Peugeot 
Citroen SA’ Parts Manager, Peter Devereux.

While Gauteng dealers enjoy an advantage 
in parts delivery, Peugeot outlets around the 
country – and neighbouring territories – also 
benefit from speedier processing.

Marius Viljoen, Key Account Manager 
at UTI Distribution, says that there are three 
co-branded vehicles dedicated to the Gauteng 
Peugeot dealers’ ‘milk-run’, resulting in an 
unprecedented delivery frequency – no other 
brand delivers parts to their dealerships four 
times in a 24-hour period as a matter of course. 
The economies of scale the company enjoys also 
enables UTI to undertake overnight delivery 
anywhere in South Africa, with a guaranteed 
turnaround time of no more than 24 hours from 
when the order was placed, it is claimed. ■

Peugeot announces new parts delivery deal
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triStan wiggill

AutoLive: Michael, there is a widely held view 
within the motor trade that the TransUnion Auto 
Dealer’s Guide (formerly the Mead & McGrouther 
Auto Dealer’s Guide) does not make provision for 
optional extras fitted to new cars at dealer level.

MvH: The TransUnion Auto Dealers’ Guide 
does make provision for extensive optional extras 
that may be added to vehicles by the consumer. 
Taking the vehicle used in the article (the cur-
rent generation BMW 530d) into account, our 
Guide makes provision for up to fourteen differ-
ent optional extra codes that may be added to the 
base price of this vehicle, thus adjusting the Trade 
or Retail price accordingly. These optional extras 
codes and their respective values are based on the 
original list price of that optional extra and they are 
depreciated utilising the straight line method over a 
ten year period. These optional extra codes are in-
cluded for every vehicle contained within the Auto 
Dealers’ Guide for which optional extras apply. This 
information is included in the back fly cover of the 
printed version of our Guides and we explain clearly 
how to adjust the base price for such added extras. 
In addition, this information is also supplied as part 
of our electronic information to the finance houses 
and the insurance industry.

AutoLive: How are trade and retail prices of ve-
hicles calculated?

MvH: Every month we collect about 40  000 
dealer returns from between 1 500 and 2 000 deal-
ers. They send data to us and we collect it in vari-
ous formats – some of them still send us faxes! But 
we generally collect this information from dealers 
who have extracted the relevant detail directly out 
of their  dealer management system.  

AutoLive: Please explain how and why the in-
formation in the Guide is linked to the banks and 
various financial service providers? 

MvH: The banks buy the valuations informa-
tion from us, except unlike with the dealers, which 
generally take it in the printed guide format, the in-
surers and the finance institutions take it in an elec-
tronic form. They build that into their own systems 
and then they use it to decide, if it’s a finance house, 
what the equity value is in the deal. They need to 
work this out because they are not going to lend you 
R500 000 to buy a R100 000 car. 

AutoLive: Can you explain to us how vehicle 
depreciation is calculated and why some brands de-
preciate faster than others?

MvH: I must stress that vehicle depreciation is 
not driven by us. It’s driven by what’s happening 
in the market. You must remember this is a guide, 
it is not a Bible. It’s based on market information 
that is sent to us. The guide is a reflection of what 

is happening in the market. It is never our inten-
tion to create something that leads the market. The 
level of depreciation on any particular vehicle is 
based on what is being returned to us. The rate of 
depreciation is based on many things. One of them 
is based around the brand’s perception.  It’s vital 
that the dealers and the manufacturers put good 
product into the market and the dealer looks after 
and supports that brand appropriately in terms of 
customer ownership experience. Factors  such as 
the initial price of the car, the general specification 
level of the car, how easily the car is serviced; how 
quickly you can get it serviced; and how quickly you 
can get a part replaced if it’s damaged all contrib-
ute. Generally, higher volume units will depreciate 
slower than low-volume cars as the dealers know 
that high volume new vehicle sales will in all likeli-
hood mean that the vehicle will also sell well as a 
pre-owned unit and they are thus fairly safe in hav-
ing such vehicles on their showroom floor.  Final 
price paid by a dealer for your trade is is also  a func-
tion of supply and demand. It also depends on stock 

Transunion CEO sets the record straight
After the story “Getting ripped off is optional” was published in the 2nd 
issue of AutoLive, we were contacted by Michael von Höne (MvH), Chief 
Executive Officer at TransUnion Auto Information Solutions. He asked that 
we set the record straight, as the views expressed in the article were not 
entirely correct. AutoLive visited the TransUnion CEO at his office in Corlett 
Drive, Johannesburg last week.

Michael von Höne

“The TransUnion Auto Dealers’ Guide 
does make provision for extensive 

optional extras that may be added to 
vehicles by the consumer. Taking the 
vehicle used in the article (the current 
generation BMW 530d) into account, 
our Guide makes provision for up to 

fourteen different optional extra codes 
that may be added to the base price 

of this vehicle, thus adjusting the 
Trade or Retail price accordingly.”

continued on next page 
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levels at dealer level, so if a dealer has, say, five BMW 
320is on his floor, he probably doesn’t need another 
one, therefore he will offer a lower price.

AutoLive: If the values of cars are set primarily 
by dealers, what happens in the case where there 
are only one or two dealerships, as is the case with 
Porsche SA?

MvH: In the second-hand Porsche market, 
there are other dealers besides Porsche. I don’t 
want to say Porsche controls the price, but they 
definitely have a large influence over the price 
because they probably buy 70 or 80% of the used 
Porsches that are out there in the market. This is 
why we have to collect information from many 
other sources, like Investment Cars, in order to get 
an accurate market value.  It is in their interest to 
send us information because the more informa-
tion we have on which to base our calculations, the 
more representative it’s going to be. But there is no 
obligation to do this.

AutoLive:  Is it possible for the information 
contained in the Guide to be vastly different to what 
cars are bought and sold for? In other words, can 
cars be over or under valued somehow?  

MvH: As I explained earlier, the values in the 
guide are representative of what has been happen-
ing in the market over the past month or two, but 
it’s only an average. The guide contains informa-
tion pertaining to a highest and lowest price paid 
and traded for a specific vehicle in the market. A 
car will fetch a higher price if it is low mileage, fit-
ted with options, and in good condition. The op-
posite applies to vehicles in poor condition with 
high mileage and no options.  But we utilise aver-
ages so we will calculate average mileage for cer-
tain vehicles of a certain year and decide on aver-
age condition.

AutoLive: Is the information in the Guide 
available to the public?

MvH: It is - anybody can buy it. The issue tra-
ditionally has been that, as a consumer, you gener-
ally only want this information when you want to 
sell your vehicle or get it valued when renewing 
your insurance. You can buy a subscription for 
R2 000 a year, but we won’t just sell you one guide 
for the month. You can as a consumer go to the 
TransUnion website and buy a once-off valuation 
on your vehicle. It costs 15 or R20, I can’t remember 
exactly, and you pay with a credit card.

AutoLive:  New cars are launched all the time, 
how often is the Guide updated?

MvH:  We print a new Guide every month. In 
terms of new vehicles, every time a manufacturer 
wants to launch a vehicle they phone us and say 
‘well, this is the vehicle we are launching’. Then a 
code is created, with an in-depth description of the 
vehicle. They supply us with all sorts of information, 
including the price, and then we send that informa-
tion to the insurers and the banks. This is all done 

through electronic means, which we sell to finan-
ciers. The Guide itself is updated regularly, on aver-
age we add between 30 and 50 vehicles a month. It’s 
a full time job.

AutoLive:  Does the Guide calculate trade and 
retail values of commercial vehicles, bikes and 
things like quad bikes?

MvH: We have 5 guides in the market, they are 
the Auto Dealers’ Guide which covers all passen-
ger vehicles up to an including ten years old. The 
Commercial Vehicle Dealers’ Guide covers light, 
medium and heavy commercials up to and includ-
ing ten years old. The COTY Guide covers cars and 
commercials over 10 years old and up to 25 years 
old. And finally we also produce a Motor Cycle 
Dealers’ Guide and and Agricultural Machinery 
Dealer’s Guide. 

AutoLive: When did TransUnion take over the 
publishing rights/duties from Mead & McGrouther 
(M&M)?

MvH: M&M was bought by TransUnion in 
2003. Auto Information Solutions is an amalga-
mation of three businesses: M&M, HPI and Motor 
Online. Essentially they all had very similar clients, 
but very different products. These businesses were 
all bought by TransUnion and put together, in or-
der to allow us to utilise the combined data assets 
to enhance our product offering in the market. 
We want TransUnion to be viewed as the industry 
standard in vehicle risk intelligence. Every time 
anyone wants to buy, sell, finance or insure a vehicle 
we want to supply them the information that allows 
them to make the best possible decision in relation 
to that transaction.

AutoLive: Apart from the Guide, what other 
duties or roles does TransUnion play within the SA 
motor industry?

MvH: The other big one is the verifications 
products, the HPI products. Between them, these 
two products, the valuations product and the 

verifications product, that’s probably about 70% 
-80% of our revenue. The verifications product is 
predominantly bought by dealers at the time of 
trading a vehicle in. 

AutoLive: With the global shift to more eco-
friendly business practices, is TransUnion consid-
ering an electronic version of the guide as opposed 
to printing hard copies?

MvH: Yes, it is in our product development 
environment at the moment and it will probably 
be ready by the end of the year. The new product  
will be an application available on your Smartphone 
and we look forward to testing it with industry par-
ticipants in the coming months. We will continue 
to print the Guide as well. We are lucky to be the 
industry standard for this information,  however, 
we can’t rest on our laurels and we have to bring 
new things to the Guide all the time to ensure that 
we remain a trusted independent industry partner. 
For example, we are looking at providing informa-
tion on vehicles at a regional level in the electronic 
version simply because the printed Guide will get 
too voluminous to contain this type of additional 
information. ■

 continued from previous page
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Stuart JohnSton

Richard Rice started with this organisation some 15 
years ago, and specialised in automotive research 
surveys. The company was absorbed into the inter-
national Synovate group seven years ago, and today 
is one of the 60 global divisions of Synovate, the 
world’s fourth-largest marketing research company.

“We are the biggest contributor to Synovate’s 
automotive research globally,” says Rice, who 
spends much of his time travelling to the company’s 
branches in India, the Middle East, Germany and 
Australia establishing good research models for the 
group in those countries, and elsewhere.

“You’ll find that South Africa has some of the 
most sophisticated research models in terms of 
automotive dealers, anywhere in the world. And, 
somehow, in South Africa, our dealers simply ‘get 
it!’ They buy into our programme in a big way.”

South African dealers come intensely under the 
spotlight in Synovate’s sales and service surveys, 
while the manufacturers are judged in the quality 
surveys. So what makes the Synovate surveys par-
ticularly relevant, when there are other companies 
also judging vehicle quality and service?

“The difference with our surveys is that they are 
done in personal interviews with customers, from 

lists that are supplied to us by the motor manufac-
turers,” explains Rice. “This is in contrast to other 
surveys, which are done via questionnaires that are 
sent out.

“We also structure our survey time windows 
very specifically. Our sales performance surveys 
are done between 10 and 30 days after the transac-
tion. This is important, because people’s percep-
tions change with the passage of time, and there is a 
different message that can be relayed a few months 
down the road.

“With the product quality surveys, these are 
done within 90 days of purchase. Again, this is 
important because after that period, driving hab-
its and the like can come into the picture, as far as 
faults are concerned.

“The advantage of the personal interviewing 
model is that we are 100 percent sure that we are 
speaking to the customer, and not someone who 
has been delegated to fill out the form. Also, our 

sampling is more representative, as we have found 
that with questionnaires, people often only fill them 
out if they are annoyed about something. Although 
I have to say, this depends very much on the brand.

“With an enthusiasts’ brand, like Subaru, for 
instance, these owners will respond to just about 
anything connected to their cars, they seem to love 
them so much!”

After the publication of the most recent Synovate 
awards, on May 30, 2011, there was comment about 
the fact that some manufacturers which had previ-
ously been involved in the research surveys had 
elected not to participate. A specific case in point 
was BMW, a company that had done very well in past 
Synovate research studies.

“BMW took a short-term position that it would 
withdraw, and I’m hoping that this will change very 
soon,” says Rice.

“It had nothing to do with their performance 
in the surveys, quite the contrary, but BMW, like 
many companies, conduct their own customer sur-
veys and they were concerned that there was not 
sufficient alignment with the methodology we use 
and their own.”

Rice points out that when some manufactur-
ers withdrew from the Synovate surveys in the past 
they received more bad publicity from the with-
drawal than they did for poor performance in the 
Survey.

“This was the case with Renault, and we are 
delighted that under their new management team 
they are back, and performing very well.” ■

Interview: Richard Rice
Group Sales and Marketing Director of Synovate

Synovate’s South African arm goes back over two decades with the 
establishment of Pro-active Insight, subsequently known as the Centre for 
Pro-active Marketing Research. 

“You’ll find that South Africa has 
some of the most sophisticated 

research models in terms of 
automotive dealers, anywhere in 

the world. And, somehow, in South 
Africa, our dealers simply ‘get it!’”

“The advantage of the personal 
interviewing model is that we 
are 100 percent sure that we 

are speaking to the customer, 
and not someone who has been 

delegated to fill out the form.”

Richard Rice
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By Stuart JohnSton

Well, Volkswagen has answered the call with its 
new Scirocco R, all 188 kW and 350Nm of it.

It’s not always a truism that more power is bet-
ter, it depends how that power is managed and, with 
a wide torque band, subtle rear roof spoiler, R badg-
es and bigger-diameter alloys, the R struts it stuff as 
a now almost-perfectly balanced package.

Engine

Rather than just upping the boost of the stock 
155kW model, the engine is in fact all-new for 
Scirocco R and is, for all practical purposes, identi-
cal to the potent Audi power-plant in the S3.

Its designation is EA113, and compared to the 
stock GTI-spec motor, it has been beefed up from 
base with a stronger block, meatier pistons and con-
rods, a redesigned alloy head, and higher-pressure 
injectors to cope with higher turbo boost levels. It has 
a power band very similar to the standard engine, it’s 
just that there is more of it right through the range.

Gearbox

There’s a choice of two transmissions, and while 
the DSG “clutch-less” ‘box is one of the best of its 
type, we would choose the manual every time. 

Corporations spend huge amounts on “relation-
ship-building” exercises both internally and with 
their clients. Why spend more (R14 500) for the 
DSG when it dilutes the driver-to-car interface? 
Rather revel in that synchronised movement of 
well-weighted clutch and fluid gear lever action as 
applied by you, the driver, in a car of this type.

Running Gear

There are a couple of things that make the R expe-
rience such a warmer, more immediate blast be-
sides the power increase. The wheels are bigger in 
diameter (19 inch and fitted with serious 235/45 
rubber), the brakes have been up-rated (check out 
the gloss-black callipers poking through the wheel 
spokes), the suspension has been re-jigged with 
tighter bushings and up-rated spring-damper units 
and the brake-assisted XDS differential slip system 
has been fitted.

This system, complimentary to the (standard) 
mechanical limited slip diff, brakes a front driven 
wheel when it loses traction, thus keeping the front 
wheels rotating evenly at all times. It works a treat in 
blasting out of tight corners and pays dividends in a 
straight line too, on indifferent surfaces. 

Optional is the Dynamic Chassis Control sys-
tem, which allows variable damper, steering and ac-
celerator responses to be selected.

Appearance

The Scirocco is one of those love-it or hate-it shapes, 
and personally I, um…love it depending on the 
mood I’m in. It looks awkward from the straight-on 
rear view, chunky and eccentrically cute from other 
angles. The R styling package helps, particularly the 
big wheels, in giving it a “serious” look.

Conclusion

Quite apart from the power upgrades (0-100 km/h 
now in under 6.0 seconds, 250 km/h top speed), this 
is now a superb car, because it enjoys VW’s amaz-
ing build quality to go with such a well-thought 
out driver package. The feeling is that it’ll only 
sell at around 20 units or so a month, because it is 
very niche.

My feeling, given its competitors, is that the 
price of R403 355 (manual) and R417 855 (DSG) 
makes it an excellent buy. ■

Scirocco blows hot
VW’s Scirocco is named after a desert wind and while the current body 
shape, launched a year ago, has had a reasonable reception in style-
conscious circles, some power-mongers felt it needed more than 155kW in 
order to bend branches instead of rustling mere leaves in its segment… 
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Exports

Having already said there are surprises, it probably comes as no great news to 
know that right now, Volkswagen is leading the export race. With 9 408 units 
exported in May, the company sent nearly 36% more vehicles (all of them pas-
senger cars) than its nearest rival. Toyota, with 5958 (the bulk of them LCVs) is 
in second place, while BMW was next up with its 3 Series on 3 089, followed by 
Mercedes-Benz’s C-Class on 2 574.

Export Sales for May 2011

Manufacturer Market
2011 
May

2011 % 
Share

2010  
May

2010 % 
Share

Volkswagen Group SA PAS 9 408 42.7% 7 860 33%

Volkswagen Group SA Total 9 408 42.7% 7 860 33%

Toyota
PAS 1 021 4.6% 1734 7%

LCV 4 937 22.4% 4 289 18%

Toyota Total 5 958 27.1% 6 023 25%

Bmw Group PAS 3 089 14.0% 4492 19%

Bmw Group Total 3 089 14.0% 4 492 19%

Mercedes-Benz SA PAS 2 574 11.7% 4 674 19%

Mercedes-Benz SA Total 2 574 11.7% 4 674 19%

FMC
PAS 91 0.4% 592 2%

LCV 349 1.6% 2 0%

FMC Total 440 2.0% 594 2%

Nissan
PAS 1 0.0% 15 0%

LCV 426 1.9% 297 1%

Nissan Total 427 1.9% 312 1%

GMSA

PAS 15 0.1% 19 0%

LCV 43 0.2% 87 0%

HCV 1 0.0% 3 0%

GMSA Total 59 0.3% 109 0%

Chrysler SA PAS 24 0.1% 10 0%

Chrysler SA Total 24 0.1% 10 0%

Honda PAS 23 0.1% 0%

Honda Total 23 0.1% 0%

UD Trucks HCV 10 0.0% 0%

UD Trucks Total 10 0.0% 0%

FIAT Group
PAS 6 0.0% 43 0%

LCV 2 0.0% 6 0%

FIAT Group Total 8 0.0% 49 0%

Grand Total 22 020 100.0% 24 123 100%

Individual passenger model sales

The interesting aspect of this list is seeing how some manufacturers get the speci-
fication of a particular model spot on. The top two places are taken by low-priced 
Polo Vivos, and third place by the base Polo MY2010. Ford does well with its 
frugal Figo 1.4 Ambient five-door, but the envy of everyone must be Mercedes-
Benz, claiming fifth spot with its much pricier C180 CGi Blue Efficiency AT. 
Another surprise top-tenner is Toyota with its (also relatively high-priced) 
Fortuner 3.0 D-4D DSi AT.

 Top 10 Selling Passenger Cars for May 2011

Derivative Sales

1 Polo Vivo 1.4 Base 5-dr 691

2 Polo Vivo 1.4 Trendline 5-dr 681

3 Polo 1.4 Comfortline 5-dr MY10 644

4 Figo 1.4 Ambiente 5-dr 516

5 C180 CGI BlueEFFICIENCY AT 452

6 Polo Vivo 1.4 Blueline 5-dr 389

7 Polo 1.6 Comfortline 77kW 5-dr MY10 375

8 Figo 1.4 Trend 5-dr 354

9 Micra 1.2 Visia+ 5-dr No Radio 352

10 Fortuner 3.0 D-4D Dsl MY10 AT 332

Total 4 786

Share 19.74%

Individual LCV model sales

Chevrolet’s Corsa 1.4 Base Utility rules the roost in the individual LCV model 
sales race, some way ahead of Ford’s ageing Bantam 1.3i Pick Up and Toyota’s 
Hilux 2.0 VVTi Pick Up. Nissan’s NP200 also fills a couple of slots in the indi-
vidual top-10 for LCVs.

The 10 Top Selling LCV for May 2011

Model Sales

1 Corsa 1.4 Base Utility MY10 PU 755

2 Bantam 1.3i PU MY09 458

3 Hilux 2.0 VVT-i PU MY10 364

4 Quantum 2.7 Sesfikile 15-s Bus 343

5 NP200 1.6 Base PU 336

6 Hilux 2.5 D-4D RB SRX Dsl PU MY10 312

7 Corsa 1.4 Club Utility MY10 PU 298

8 NP200 1.6 AC PU 287

9 Hilux 3.0 D-4D Raider 4x4 D-Cab Dsl PU MY09 227

10 Hilux 3.0 D-4D RB Raider D-Cab Dsl PU MY10 212

Total 3 592

Share 36.38%

Blow‑by‑blow Naamsa stats
Stuart JohnSton

In each mid-month of issue of AutoLive, we bring you Naamsa stats that few people get to see. In the following 
pages we list the detailed sales stats for the month of May and, as usual within these stats, there are many 
surprises. The beauty of these segmentations is that they offer a quick insight into market trends and individual 
model and category performances. Comparing apples with apples, as it were ... While space precludes publishing 
all the data in its entirety, we highlight some of the more notable sales achievements for the month.
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Double‑cab sales 

Toyota’s Hilux remains king here, but in second place is VW’s interloper, the 
Amarok (see Road Review on page 19.) It, rather surprisingly, pips GM’s Isuzu 
KB series, Nissan’s Navara, and Ford’s Ranger. 

1 Ton Double Cab

2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

Toyota Hilux 868 8.8% 1 378 13.2% -4.4%

VW Amarok 379 3.8% 0 0.0% 3.8%

Isuzu KB 298 3.0% 288 2.8% 0.3%

Nissan Navara 200 2.0% 105 1.0% 1.0%

Ford Ranger 134 1.4% 105 1.0% 0.4%

Mitsubishi Triton 131 1.3% 137 1.3% 0.0%

Nissan NP300 Hardbody 72 0.7% 182 1.7% -1.0%

Mazda BT-50 71 0.7% 112 1.1% -0.4%

Tata Xenon 19 0.2% 32 0.3% -0.1%

VW T5 Transporter 13 0.1% 12 0.1% 0.0%

Mahindra Scorpio 9 0.1% 21 0.2% -0.1%

L-R Defender 7 0.1% 22 0.2% -0.1%

Mahindra Bolero 1 0.0% 2 0.0% 0.0%

Tata Telcoline 1 0.0% 1 0.0% 0.0%

Nissan Hardbody 0 0.0% 8 0.1% -0.1%

Total 2 203 22.3% 2 405 23.0% ‑0.7%

Car sales by category

These figures separate car sales by category, and enable easy comparison be-
tween the various competitors in their “divisions” without necessitating trawl-
ing through the general Naamsa lists. It is interesting to note the big swing to-
wards light cars, selling double the amount of cars in the medium car category. 
We note, with interest, that the “entry” division is still in its infancy in this mar-
ket, with relatively small overall numbers.

A category that is often forgotten, the “top line”, is populated by cars that 
were once considered the mainstay of family sedans, but which have largely been 
overshadowed by the swing to MPVs, SUVs and, to an extent, luxury-equipped 
hatchbacks. 

It is quite sad to see that such fine cars as Honda’s Accord, VW’s Passat and 
Mazda’s 6, could only muster 143 sales between them.

Audi’s performance in the premium “entry” segment is deceptive. Mercedes’ 
C-Class and BMW’s 3 Series are once again the top dogs, but when one takes all 
of Audi’s offerings in this category – more than any other manufacturer – its 
sales add up to more than either Merc or BMW! Small wonder that Audi is such 
a profitable brand worldwide right now…-

Passenger Car Market by Type for May 2011 for YTD June 2000

2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

Entry Cars

Chev Spark 387 42.2% 171 58.6% -16.3%

Toyota Aygo 357 39.0% 0 0.0% 39.0%

Suzuki Alto 117 12.8% 54 18.5% -5.7%

Citroen C1 15 1.6% 22 7.5% -5.9%

Peugeot 107 15 1.6% 11 3.8% -2.1%

Chana Benni 14 1.5% 2 0.7% 0.8%

Smart Fortwo 10 1.1% 4 1.4% -0.3%

Renault Twingo 1 0.1% 28 9.6% -9.5%

Total 916 292 213.7%

Passenger Car Market by Type for May 2011 for YTD June 2000

2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

Light Cars

VW Polo Vivo 2 036 21.6% 1 933 27.8% -6.2%

VW Polo 1 561 16.6% 1 117 16.1% 0.5%

Ford Figo 1 128 12.0% 0 0.0% 12.0%

Nissan Micra 646 6.9% 22 0.3% 6.5%

Toyota Yaris Zen 611 6.5% 0 0.0% 6.5%

VW Polo Vivo Sedan 511 5.4% 613 8.8% -3.4%

Renault Sandero 503 5.3% 318 4.6% 0.8%

Ford Fiesta 475 5.0% 461 6.6% -1.6%

Chev Aveo 347 3.7% 348 5.0% -1.3%

VW Polo Sedan 322 3.4% 0 0.0% 3.4%

Honda Jazz 192 2.0% 330 4.8% -2.7%

Mazda 2 157 1.7% 213 3.1% -1.4%

Opel Corsa 156 1.7% 190 2.7% -1.1%

Suzuki Swift 127 1.3% 78 1.1% 0.2%

Fiat Punto 109 1.2% 103 1.5% -0.3%

Peugeot 207 81 0.9% 62 0.9% 0.0%

Tata B-Line 78 0.8% 103 1.5% -0.7%

Tata Indica Vista 73 0.8% 49 0.7% 0.1%

Nissan Livina 71 0.8% 237 3.4% -2.7%

Citroen C3 69 0.7% 36 0.5% 0.2%

VW Cross Polo 52 0.6% 6 0.1% 0.5%

Ford Ikon 28 0.3% 102 1.5% -1.2%

Renault Clio III 24 0.3% 41 0.6% -0.3%

Renault Logan 19 0.2% 57 0.8% -0.6%

Toyota Yaris T3 9 0.1% 197 2.8% -2.7%

Fiat Palio II 8 0.1% 0 0.0% 0.1%

Tata Indica 6 0.1% 48 0.7% -0.6%

Citroen C3 Picasso 6 0.1% 11 0.2% -0.1%

Toyota Yaris T1 2 0.0% 234 3.4% -3.3%

Tata Indigo 2 0.0% 4 0.1% 0.0%

VW Citigolf 0 0.0% 18 0.3% -0.3%

Fiat Grande Punto 0 0.0% 12 0.2% -0.2%

VW Polo Classic 0 0.0% 1 0.0% 0.0%

Total 9 409 6 944 35.5%

Medium Cars

Toyota Corolla 839 19.3% 1 171 29.0% -9.7%

Chev Cruze 691 15.9% 270 6.7% 9.2%

VW Golf 6 580 13.3% 527 13.1% 0.3%

Nissan Qashqai 315 7.2% 196 4.9% 2.4%

Chev Optra 281 6.4% 31 0.8% 5.7%

Toyota Auris 190 4.4% 149 3.7% 0.7%

Dodge Caliber 189 4.3% 51 1.3% 3.1%

Mazda 3 180 4.1% 315 7.8% -3.7%

Honda Ballade 154 3.5% 0 0.0% 3.5%

Ford Focus 133 3.1% 151 3.7% -0.7%

VW Jetta 5 129 3.0% 247 6.1% -3.2%

Opel Astra 122 2.8% 3 0.1% 2.7%

Suzuki SX4 113 2.6% 135 3.3% -0.8%

Renault Megane III 97 2.2% 92 2.3% -0.1%

Alfa Giulietta 78 1.8% 0 0.0% 1.8%

Peugeot 308 41 0.9% 28 0.7% 0.2%

 continued from previous page
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Passenger Car Market by Type for May 2011 for YTD June 2000

2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

Dodge Journey 47 1.1% 92 2.3% -1.2%

Renault Fluence 33 0.8% 0 0.0% 0.8%

Nissan Tiida 25 0.6% 303 7.5% -6.9%

Peugeot 3008 23 0.5% 64 1.6% -1.1%

Honda Civic 22 0.5% 98 2.4% -1.9%

Citroen C4 20 0.5% 8 0.2% 0.3%

Fiat Linea 19 0.4% 10 0.2% 0.2%

Mitsubishi Lancer 10 0.2% 44 1.1% -0.9%

Subaru WRX 12 0.3% 0 0.0% 0.3%

Subaru XV 5 0.1% 0 0.0% 0.1%

Honda Insight 4 0.1% 0 0.0% 0.1%

Toyota Prius 3 0.1% 8 0.2% -0.1%

Fiat Bravo 3 0.1% 1 0.0% 0.0%

Opel Astra Opc 0 0.0% 4 0.1% -0.1%

Subaru Impreza 0 0.0% 39 1.0% -1.0%

Renault Megane II 0 0.0% 1 0.0% 0.0%

Total 4 358 4 038 7.9%

Top Line Cars

VW Passat 93 47.7% 7 4.0% 43.7%

Mazda 6 35 17.9% 39 22.3% -4.3%

VW CC 34 17.4% 18 10.3% 7.2%

Honda Accord 15 7.7% 77 44.0% -36.3%

Chev Lumina 11 5.6% 19 10.9% -5.2%

Citroen C5 4 2.1% 7 4.0% -1.9%

Chrysler Sebring Convert. 3 1.5% 5 2.9% -1.3%

Peugeot 407 0 0.0% 3 1.7% -1.7%

Total 195 175 11.4%

Premium Small/Entry Cars

Mercedes C Classes 968 25.4% 1 127 29.5% -4.2%

BMW 3 Series 888 23.3% 844 22.1% 1.2%

Audi A4 442 11.6% 351 9.2% 2.4%

Audi A1 237 6.2% 0 0.0% 6.2%

Audi A3 Sportback 200 5.2% 247 6.5% -1.2%

BMW 1 Series 167 4.4% 288 7.6% -3.2%

Mini Cooper 150 3.9% 148 3.9% 0.1%

Volvo S60 118 3.1% 0 0.0% 3.1%

Audi A3 82 2.2% 92 2.4% -0.3%

Volvo C30 76 2.0% 66 1.7% 0.3%

Mercedes A Class 75 2.0% 153 4.0% -2.0%

Fiat 500 73 1.9% 25 0.7% 1.3%

Audi A5 Sportback 66 1.7% 61 1.6% 0.1%

Volvo S40 58 1.5% 108 2.8% -1.3%

Audi A5 Coupe/Cabriolet 50 1.3% 58 1.5% -0.2%

VW Scirocco 36 0.9% 47 1.2% -0.3%

Lexus IS 35 0.9% 74 1.9% -1.0%

Volvo V60 26 0.7% 0 0.0% 0.7%

Citroen DS3 24 0.6% 35 0.9% -0.3%

Alfa Mito 12 0.3% 31 0.8% -0.5%

Audi A4 Avant 11 0.3% 14 0.4% -0.1%

Audi A7 9 0.2% 0 0.0% 0.2%

Renault Laguna Coupe 3 0.1% 5 0.1% -0.1%

Passenger Car Market by Type for May 2011 for YTD June 2000

2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

Volvo V50 3 0.1% 16 0.4% -0.3%

Honda CR-Z 2 0.1% 0 0.0% 0.1%

Subaru Legacy 1 0.0% 22 0.6% -0.6%

Alfa 159 0 0.0% 1 0.0% 0.0%

Saab 9-3 0 0.0% 1 0.0% 0.0%

Total 3 812 3 814 -0.1%

Premium Medium Cars

Merc E Classes 253 49.0% 231 35.4% 13.6%

BMW 5 Series 205 39.7% 310 47.5% -7.8%

Jaguar XF 26 5.0% 43 6.6% -1.6%

Audi A6 Avant 12 2.3% 0 0.0% 2.3%

Mercedes R Class 8 1.6% 2 0.3% 1.2%

Audi A6 7 1.4% 40 6.1% -4.8%

Lexus GS 5 1.0% 3 0.5% 0.5%

Volvo S80 0 0.0% 6 0.9% -0.9%

Cadillac CTS 0 0.0% 2 0.3% -0.3%

Chrysler 300C 0 0.0% 14 2.1% -2.1%

Mercedes CLS 0 0.0% 1 0.2% -0.2%

Total 516 652 -20.9%

Premium Large

Mercedes S Class 18 34.6% 14 29.2% 5.4%

BMW 7 Series 14 26.9% 20 41.7% -14.7%

Porsche Panamera 8 15.4% 7 14.6% 0.8%

Jaguar XJ 5 9.6% 5 10.4% -0.8%

Audi A8 4 7.7% 1 2.1% 5.6%

Lexus LS 3 5.8% 1 2.1% 3.7%

Total 52 48 8.3%

Sports Speciality

BMW 6 Series 29 18.1% 3 2.4% 15.7%

Audi TT 23 14.4% 21 16.9% -2.6%

Peugeot RCZ 23 14.4% 0 0.0% 14.4%

Mercedes SLK 20 12.5% 13 10.5% 2.0%

BMW Z4 14 8.8% 22 17.7% -9.0%

Nissan GT-R 8 5.0% 13 10.5% -5.5%

Nissan 370Z 7 4.4% 16 12.9% -8.5%

Jaguar XK 6 3.8% 4 3.2% 0.5%

Porsche Cayman 5 3.1% 0 0.0% 3.1%

Porsche 911 4 2.5% 6 4.8% -2.3%

Porsche Boxter 4 2.5% 8 6.5% -4.0%

Maserati Granturismo 4 2.5% 3 2.4% 0.1%

Maserati Grancabrio 3 1.9% 2 1.6% 0.3%

Mercedes SLS 3 1.9% 0 0.0% 1.9%

Audi R8 2 1.3% 3 2.4% -1.2%

Mercedes CL 1 0.6% 0 0.0% 0.6%

Mercedes SL 1 0.6% 5 4.0% -3.4%

Alfa GT 1 0.6% 0 0.0% 0.6%

Volvo C70 1 0.6% 3 2.4% -1.8%

Lexus Lfa 1 0.6% 0 0.0% 0.6%

VW EOS 0 0.0% 1 0.8% -0.8%

Lamborghini Gallardo 0 0.0% 1 0.8% -0.8%

Total 160 124 29.0%
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Passenger Car Market by Type for May 2011 for YTD June 2000

2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

MPV Small

Toyota Avanza 256 75.3% 213 67.0% 8.3%

VW Caddy 68 20.0% 35 11.0% 9.0%

Nissan Grand Livina 9 2.6% 57 17.9% -15.3%

Fiat Panda 7 2.1% 13 4.1% -2.0%

Total 340 318 6.9%

MPV Medium

Mercedes B Class 238 61.2% 92 29.3% 31.9%

Toyota Verso 50 12.9% 84 26.8% -13.9%

Mazda 5 40 10.3% 66 21.0% -10.7%

VW Touran 36 9.3% 21 6.7% 2.6%

Peugeot 5008 14 3.6% 0 0.0% 3.6%

Renault Scenic III 8 2.1% 28 8.9% -6.9%

Citroen C4 Picasso 2 0.5% 3 1.0% -0.4%

Renault Grand Scenic III 1 0.3% 18 5.7% -5.5%

Fiat Multipla 0 0.0% 1 0.3% -0.3%

Opel Zafira 0 0.0% 1 0.3% -0.3%

Total 389 314 23.9%

MPV Large

VW T5 Kombi 71 32.6% 59 35.5% -3.0%

Chrysler Voyager 51 23.4% 10 6.0% 17.4%

VW T5 Caravelle 32 14.7% 27 16.3% -1.6%

Mercedes Viano 27 12.4% 14 8.4% 4.0%

Mercedes Vito 25 11.5% 31 18.7% -7.2%

Mahindra Xylo 12 5.5% 25 15.1% -9.6%

Total 218 166 31.3%

SUV Small

BMW X3 255 14.1% 57 3.3% 10.8%

Chev Captiva 215 11.9% 135 7.9% 4.0%

BMW X1 193 10.7% 159 9.3% 1.4%

Audi Q5 132 7.3% 106 6.2% 1.1%

Nissan X-Trail 120 6.6% 153 8.9% -2.3%

Jeep Wrangler 117 6.5% 123 7.2% -0.7%

Honda Crv 89 4.9% 141 8.2% -3.3%

VW Tiguan 88 4.9% 98 5.7% -0.8%

Toyota Rav 4 85 4.7% 121 7.0% -2.3%

Mini Cooper 76 4.2% 0 0.0% 4.2%

Jeep Patriot 75 4.1% 50 2.9% 1.2%

Land Rover Freelander 2 69 3.8% 104 6.1% -2.2%

Subaru Forester 65 3.6% 116 6.8% -3.2%

Suzuki Jimny 59 3.3% 73 4.3% -1.0%

Volvo XC60 40 2.2% 79 4.6% -2.4%

Jeep Cherokee 34 1.9% 47 2.7% -0.9%

Renault Koleos 29 1.6% 21 1.2% 0.4%

Suzuki Grand Vitara 28 1.5% 35 2.0% -0.5%

Subaru Outback 25 1.4% 28 1.6% -0.2%

Mazda CX-7 7 0.4% 27 1.6% -1.2%

Mahindra Thar 4 0.2% 16 0.9% -0.7%

Volvo XC70 2 0.1% 0 0.0% 0.1%

Mitsubishi Outlander 1 0.1% 28 1.6% -1.6%

Total 1 808 1 717 5.3%

Passenger Car Market by Type for May 2011 for YTD June 2000

2011
Sales

2011
% Share

2010
Sales

2010
% Share

Yoy
% Var

SUV Medium

Toyota Fortuner 758 41.1% 813 40.5% 0.5%

Land Rover Discovery 4 266 14.4% 166 8.3% 6.1%

BMW X5 175 9.5% 60 3.0% 6.5%

Mercedes M Class 140 7.6% 154 7.7% -0.1%

Toyota Prado 129 7.0% 372 18.5% -11.6%

VW Touareg 96 5.2% 9 0.4% 4.8%

Mitsubishi Pajero 64 3.5% 53 2.6% 0.8%

Mitsubishi Pajero Sport 64 3.5% 51 2.5% 0.9%

BMW X6 35 1.9% 14 0.7% 1.2%

Ford Everest 28 1.5% 108 5.4% -3.9%

Jeep Grand Cherokee 25 1.4% 60 3.0% -1.6%

Nissan Pathfinder 22 1.2% 16 0.8% 0.4%

Lexus RX 15 0.8% 19 0.9% -0.1%

Mahindra Scorpio 13 0.7% 26 1.3% -0.6%

Nissan Murano 7 0.4% 19 0.9% -0.6%

Volvo XC90 3 0.2% 5 0.2% -0.1%

Tata Safari 3 0.2% 6 0.3% -0.1%

Subaru Tribeca 2 0.1% 4 0.2% -0.1%

Hummer H3 1 0.1% 12 0.6% -0.5%

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

Land Rover Defender 0 0.0% 38 1.9% -1.9%

Total 1 846 2 006 -8.0%

SUV Large

Porsche Cayenne 55 24.0% 2 1.1% 22.9%

Range Rover Sport 50 21.8% 54 30.3% -8.5%

Landrover Range Rover 38 16.6% 16 9.0% 7.6%

Audi Q7 30 13.1% 30 16.9% -3.8%

Mercedes GL Class 24 10.5% 29 16.3% -5.8%

Mercedes G-Class 11 4.8% 0 0.0% 4.8%

Toyota Landcruiser 200 10 4.4% 30 16.9% -12.5%

Lexus LX 11 4.8% 11 6.2% -1.4%

Nissan Patrol SW 0 0.0% 6 3.4% -3.4%

Total 229 178 28.7%

Grand Total 24 248 20 786 16.7%

Entry Cars 916 3.8% 292 1.4% 2.4%

Light Cars 9 409 38.8% 6 944 33.4% 5.4%

Medium Cars 4 358 18.0% 4 038 19.4% -1.5%

Top Line Cars 195 0.8% 175 0.8% 0.0%

Premium Small/Entry Cars 3 812 15.7% 3 814 18.3% -2.6%

Premium Medium Cars 516 2.1% 652 3.1% -1.0%

Premium Large 52 0.2% 48 0.2% 0.0%

Sports Speciality 160 0.7% 124 0.6% 0.1%

MPV Small 340 1.4% 318 1.5% -0.1%

MPV Medium 389 1.6% 314 1.5% 0.1%

MPV Large 218 0.9% 166 0.8% 0.1%

SUV Small 1 808 7.5% 1717 8.3% -0.8%

SUV Medium 1 846 7.6% 2 006 9.7% -2.0%

SUV Large 229 0.9% 178 0.9% 0.1%

Total 24 248 20 786 16.7%

Medium, Heavy and Extra Heavy Commercial Vehicles

For a detailed analysis of this category by Casper Kruger Turn to Page 26 ■
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By Stuart JohnSton

With the launch of the single cab Amarok immi-
nent, we thought it would establish a nice bench-
mark to test the Double Cab BiTDi version from a 
brand that seems to cause hackles to rise amongst 
traditional bakkie brand owners.

The BiTDi nomenclature means it has VW’s 
twin-turbo version of its 2.0-litre four-cylinder die-
sel engine, whereas the pick-up, we understand, will 
only be available in single-turbo 90kW form, the 
engine fitted at present to the Trendline D/C ver-
sions of the Amarok.

The Amarok was launched late in 2010, and 
since then its sales performance has been impres-
sive. Monthly sales have ranged between 334 units 
in April to a high of 492 units in February. While 
these figures won’t trouble salesmen taking orders 
for Toyota’s king-of-the koppies Hilux, this year it 
has consistently outsold pick-ups such as Mazda’s 

BT-50 and Nissan’s Navara, and come close to 
Ford’s Ranger on occasion.

The sales figures are all the more impressive 
considering there are still only four Amarok models 
available, these being Double Cab 4X2 versions in 
Trendline and Highline versions, and the same trim 
variants in the 4X4 (FourMotion) spec.

My remark earlier in the article about raising 
hackles is not a figment of my fingers on the key-
board. Pulling out of the driveway in a Florida 
suburb, a passing Hilux driver literally scowled 
at the VW, and the rugged-looking bakkie drew 
sceptical looks from other pick-up drivers. It seems 
that seven months after launch, these vehicles are 

sufficiently rare to cause a stir, drawing responses of 
a distinctly emotional nature.

Two‑litre motor

The biggest cause for scepticism amongst trad-bak-
kie owners has been the VW’s adherence to its two-
litre turbodiesel formula, with apparently no plans 
to bring in more beefy 2.5-litre or 3.0-litre variants, 
which would make them more mechanically com-
patible with the general opposition.

The fact is that the twin-turbo 2.0 engine is 
extremely impressive in terms of its output. It pro-
duces 120kW at 4 000rpm and 400Nm of torque 
between 1 500 and 2 000rpm. Those engine charac-
teristics enable it to accelerate with Toyota’s 3.0-litre 
diesel Raider DC, for instance, and run to a similar 
top speed (in the 170km/h region).

The Amarok is fitted with a six-speed gearbox, 
and consequently first gear is too short in terms of 

Road review: VW Amarok Double‑Cab

continued on next page 

With the launch of the single cab Amarok imminent, we thought it would establish a nice benchmark to test the 
Double Cab BiTDi version from a brand that seems to cause hackles to rise amongst traditional bakkie brand owners.

“The fact is that the twin-turbo 2.0 
engine is extremely impressive in 

terms of its output. It produces 120kW 
at 4 000rpm and 400Nm of torque 

between 1 500 and 2 000rpm.”
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range. You find yourself having to shift to second 
almost as soon as you’ve pulled away, but once you 
are in the higher gears it is a really relaxed ride, 
engine-wise.

The dividends of the two-litre package show up 
at the fuel pumps. On open road cruising, where we 
battled to keep the Amarok to the 120km/h limit 
because it feels so relaxed and stable at that speed, 
we returned figures below the 8.0-litres/100km 
mark which, for a 4X4 DC, is exceptional.

Incidentally, VWSA specified the Amarok for 
local sale here without its particulate filters used in 

more “sophisticated” markets, which means it is 
happy to accept 500 ppm diesel – handy for those 
trips into the nether regions where the diesel quality 
sometimes resembles that of paraffin!

Reliability

Until the Amarok has been around for five years or 
so, there is no way of gauging how reliable this new-
comer will be. The test unit we tried had 25 000km-
plus on its clock and felt like a new vehicle. While 
most people would reckon that a 25  000km vehi-
cle should feel new, bear in mind that this one had 
been in VWSA’s test fleet and hammered since 
new by a succession of motoring scribblers intent 

on practising their 0-100km/h times, and scrab-
bling over serious boulders. One of our staffers 
complained that the transmission felt “clunky” but 
I thought it felt like a bakkie’s transmission, and it 
never bugged me.

Off‑road ability

I tried the Amarok’s off-road ability only in limited 
circumstances. Those in the know say it lacks a bit 
in terms of its approach and departure angles com-
pared to the rugged class-leading Hilux, mainly be-
cause the spare wheel is located too low beneath the 
loadbed. But it has excellent traction, and the con-
venience of push-button four-wheel-drive, low ratio 
and diff lock selection. It will live with most of the 
serious players over rough terrain.

The only negative in terms of the two-litre en-
gine is that it is prone to stalling right at the bot-
tom of the rev range at parking speeds, until you get 
used to it. But in low range, it has more than enough 
grunt.

As a car

The Amarok’s big strength is that, as a car, it is more 
carlike than any of the pick-ups launched here to 
date, and that includes Isuzu’s very refined KB se-
ries. It has traction control and ESP corner assist, the 
first to be launched here with the complete package 
of stability aids, and in fact, with that sharp ramp up 
onto the powerband, it needs them turned on at all 
times. It has a fantastic ride, and a cabin that is big 
on space and huge on comfort, thanks to its ability to 
isolate the occupant from the big bad world outside.

Prices for the 4X4 models are R364 000 for 
the Trendline 90kW version and R390 000 for 
the 120kW Highline. It will be interesting to see 
what sort of impact the single cab Amarok makes, 
given that the D/C’s attributes are mainly of the 
car-like variety. And, given that scepticism I saw 
in the heartland of civilisation from rival bak-
kie owners, let alone the agricultural bastions of 
bakkiedom. ■

To advertise in  call Kay‑Leigh Els on 
072 2626 839 or e‑mail her at sales@autolive.co.za
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“The Amarok’s big strength is that, as 
a car, it is more carlike than any of the 

pick-ups launched here to date, and 
that includes Isuzu’s very refined KB 

series. It has traction control and ESP 
corner assist, the first to be launched 

here with the complete package of 
stability aids, and in fact, with that 

sharp ramp up onto the powerband, 
it needs them turned on at all times.”
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TRISTAN WIGGILL

While the Golf is around R7 000 cheaper, leather 
seating, which comes standard in the Giullietta and 
which is sumptuously finished with red stitching, is 
an additional R10 000 in the Golf. However, it must 
also be said that, for R259 000, one could sacrifice 
overall vehicle dimensions and opt for the scintil-
lating new Polo GTI, even if it is aimed at a slightly 
younger buyer we presume.

As is, this particular Alfa costs R284 000, once 
the mandatory emissions tax contribution has been 
made and, like the Golf, is front-wheel drive.

MultiAir

Under the bonnet lies a transversely-mounted four-
cylinder motor, positioned in such a way as to give 
the impression Alfa considered the practical tasks 
of servicing this car. For example, the turbo is lo-
cated at the front, rather than up against the fire-
wall, and this has created lots of spanner space for 
“grease monkeys”.

As I mentioned earlier, the engine is a 1.4-litre 
petrol turbo. Alfa Romeo claims that this car has 
a top speed of 218km/h and will do nought to one 
hundred in around 7.8 seconds. It certainly has 
Zing, but overall I’d describe the performance as 

punchy and exciting, if not trail blazingly hot. A 
GTI this is not. 

Once Dynamic mode has been chosen from 
the DNA selector (positioned ahead and to the right 
of the gear lever) various parameters change – the 
engine, steering and chassis seem to tighten up and 
the Giullietta takes on a slightly more evil alter ego. 

Mashing the accelerator into the footwell has the 
front wheels chirping, the steering wheel tugging 
slightly from side-to-side and the dump valve hiss-
ing under the bonnet…

Combined fuel consumption is said to be 
around 5.8-litres in the glossy sales brochure, but I 
was much closer to 9.5-litres during my stint with 
the car. Then again, this will vary largely on the 
manner in which the car is driven – I never ven-
tured onto the highway – and frequently blasted 
around the ‘burbs.

Power is managed through a very slick shifting 
six-speed manual gearbox.

Desire

 Being an Alfa, sexy styling is almost a given. In 
this comparison, the Italian marque easily out-
desires the comparatively staid looking Veedub. 
However, I thought it could do with bigger wheels 
(it is equipped with 17-inch rims as standard) and 
the gap between wheel and wheel arch is a wee bit 
too big for my liking (nothing which can’t be fixed 
later on).

Apart from the neatly sculpted sheet metal, I 
also appreciated the aesthetic contribution from the 
LED head and taillight clusters, although the prac-
tical side of me wondered how much the repair bill 
would be should one become tangled in a squabble 
over tarmac with another road user…

Space

The boot, which can also be opened by depressing 
the Alfa Romeo badge on the bootlid, is claimed to 

AutoLive was recently handed the key fob to a 1.4-litre, 125 Kw Multi Air 
Distinctive Alfa Romeo Giullietta. The Giullietta is a premium C-segment 
hatch that compares most similarly to the more conservative 118kW 
Volkswagen Golf 1.4 TSI in Highline trim.

Road review: Alfa Romeo Giullietta 

continued on next page 
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offer 350-litres of storage space, which is pretty gen-
erous. It’s deep, too, although this may have some-
thing to do with Alfa’s decision to stow a space saver 
spare wheel here as opposed to a full-sized alloy.

The cabin itself is spacious enough, although 
there is almost no space between seat and door 
panel where seat back rest adjustments are made. 

The clutch pedal is awkwardly positioned and 
there is no footrest to speak of. In addition, the 
centre armrest interferes with the normal op-
eration of the strangely-angled handbrake when 
down, so it’s best to stow it upright for shorter 
stints behind the wheel. Speaking of which, I felt 
the steering wheel rim could have been slightly 
meatier to match the sporty character of the car, 
especially once in Dynamic mode.

Die hard

With good looks and a dynamic, sporty ride, the 
Giullietta makes for an intriguing dilemma: does 
one overlook history and reputation and go purely 
with one’s heart, or does one play it safe? Does the 
comfort of better resale values, a massive dealer-
ship network and a well-documented ownership 

experience mean more than standing out from the 
crowd? Moreover, is there still a place for romance?

Alfa’s Giullietta is a bit like, I imagine, dating 
a model – friends and onlookers will envy you, but 
will have no knowledge of the day-to-day reality of 
such a love affair. 

History tells us that, becoming committed to 
such a beauty could well become a taxing experi-
ence for mind, body – and wallet – and yet, some-
how, therein lies the appeal…

That being said, the Giullietta comes standard 
with a significant five year/150 000km factory war-
ranty, six year/90 000km service plan and 30 000km 
service intervals, all of which indicate both Alfa’s 
confidence in its product, and the realisation that 
it has to look after its customers well after the initial 
“love buzz” is over. ■

 continued from previous page
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sporty ride, the Giullietta makes for 
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Staff writer

Modern cars like Porsche Panameras and Cayennes 
are built using a host of different materials. 
Aluminium, magnesium, carbon fibre and plastic 
are the order of the day. While this concoction may 
have the desired effect in terms of dynamic ability 
and weight savings, the complex blend of materials 
means repair work requires specialised equipment 
and skilled hands to fix. 

For example, to avoid bi-metallic corrosion (a 
process caused when two dissimilar metals are in 
direct contact with one another), dedicated alu-
minium repair bays, where vehicles which employ 
a variety of material finishes can be isolated, have to 
be used to prevent corrosion.

All repair equipment, including hand tools, are 
assigned to a single dedicated bay, thus avoiding 
even the smallest level of “contamination”, while 
powerful extraction fans filter out fine airborne 
metal particles, leaving the enclosed work area 
“contaminant free.” 

Specialised jigs ensure that, where necessary, 
chassis are properly aligned, and that panels fit 
perfectly. Specific techniques are also employed 
to ensure the structural integrity of repairs, while 

approved quality paint ensures proper adhesion to 
varied surfaces. 

Complex repair work like this is carried out al-
most daily at the Porsche Centre in Johannesburg. ■

STAFF WRITER

The fifth generation M5 from Munich-based BMW 
boasts the world premiere of the newly developed 
BMW M high-performance V8 engine. 

The high-revving 4.4-litre engine features twin 
scroll, twin turbo technology, a cross-bank exhaust 
manifold, petrol direct injection and fully variable 
valve control – the result of which is a claimed co-
lossal 412kW at 6 000 – 7 000 rpm and maximum 
torque of 680Nm available from 1 500 rpm.

BMW says this engine represents a significant-
ly improved balance between performance and 
fuel consumption over the previous V10 E60 M5. 
Acceleration from 0 -100 km/h is said to be 4.4 sec-
onds, with 0-200 km/h completed in 13.0 seconds. 
Top speed is claimed to be 250 km/h (or 305 km/h 
with the M Driver’s Package fitted). Being BMW, 
power transfer naturally goes to the 19-inch as 
standard rear wheels, this time via the seven-speed 
M Double Clutch Transmission. 

The new BMW M5 goes on sale in South Africa 
in the last quarter of 2011. ■

BMW M5 breaks new ground

Mixed materials make for intricate repairs
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Staff writer

Lexus South Africa will enter a completely new market segment for the luxury 
brand in August when it launches the CT 200h. 

The premium hatchback becomes the first full hybrid vehicle to be launched 
at the heart of the small luxury car segment. It is hoped this latest offering will 
allow a completely new set of younger customers to enter the world of Lexus. 

To this end, Lexus’ first five-door hatch’s size, luxury packaging and ultra-
low fuel consumption are intended to address key preferences of a young and 
highly discerning customer base. 

The company says the CT 200h has been developed specifically to deliver 
superior handling and a rewarding drive. It is built on a new platform, and has 
been given the lowest possible centre of gravity. It also features a high-rigidity 
lightweight bodyshell, according to the maker. 

A full hybrid, it can run on its petrol engine or electric motor alone, or with 
both working in combination. The system comprises an Atkinson cycle 1.8-litre 
VVT-i petrol engine and a powerful electric motor that in combination deliver 
100kW of total system output. 

The Lexus CT 200h has been engineered to perform in two different driv-
ing “moods”: Relaxing or Dynamic, supported by four selectable driving modes: 
NORMAL, EV, ECO and SPORT. ■

Lexus hatch on its way

MINI Coupé – 
new pics revealed

Staff writer

MINI has released more pictures of its first ever 
two-seater, which can be ordered with the most 
powerful petrol engines in the brand’s arsenal. 

Engine outputs range from 90kW in the MINI 
Cooper Coupé to 135 kW in the MINI Cooper S 
Coupé, before peaking at 155 kW in the MINI John 
Cooper Works Coupé.

The MINI Coupé goes on sale in South Africa 
in the last quarter of 2011. ■
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Staff writer

Two versions of a superb new coffee table type book 
on the history of the original Kyalami racetrack can 
now be ordered directly from Aquarius Publishing.

The book will initially be available in a leather-
bound, individually numbered, limited edition, 
aimed primarily at the serious collector, followed by 
the standard version later this year. 

The book will be an ideal gift for motorsport 
enthusiasts, especially those who have many fond 
memories of times spent at the original circuit, their 
families, friends and business colleagues, involved 
in the motoring and motor sport industries. 

Kyalami was researched and written over a 25-
year period by Capetonian, André Loubser, a long-
standing member of the SA Guild of Motoring 
Journalists and contributor to UK motoring 
magazines. 

The end result is a magnificent 400 page book 
on the definitive history of the original circuit. The 
book contains over 1 100 photos, many of which 
have never before been published. 

Initially, 750 special, leather-bound editions 
will be sold. The rich, brown covers will have the 
wording embossed in gold foil and purchasers will 
have their names digitally printed on the covers 

with a number of their choice on a first-come-first-
served basis, from 1 to 750. 

Names of the purchasers of the first 750 copies 
will go into a draw, the first prize, to the value of R70 
000, being a trip for two to this year’s Italian Grand 
Prix, spending money, and a visit to the Ferrari fac-
tory and museum. There will be a second prize of 
R20 000 cash and a third prize of R10 000 cash. 

A brass stamped, gold plated, commemorative 
coin will be included with the special edition. Price 
of the special edition is R1495, including VAT but 
excluding postage. 

Standard copies will be printed next, and mar-
keted at a lower price thanks to the generosity of 
sponsors. An 80 minute CD with various footages 
and the prize giving speeches at a lunch at Francis 
Tucker’s home on the Sunday following the 1975 SA 
Grand Prix is included in both versions. Speakers 
include Jody Scheckter, Jackie Stewart, Graham Hill 
and Patrick Depailler.

For sales enquiries and for an order forms see 
the website: www.aquariuspublishing.co.za, or con-
tact Allan at allan@aquariuspublishing.co.za, cell/
mobile 083 437 5592 or fax 086 721 6670. ■

Kyalami … in your living room

Staff writer

Priced at R104 900, the new 1.4 Ambiance intro-
duces the Sandero to the crucial sub-R120 000 price 
bracket. It is expected to account for just over half 
of Sandero sales. 

It is fitted with ABS brakes (assisted by elec-
tronic brake force distribution), as well as both driv-
er and front passenger airbags. Remote central door 
locking with selective unlocking, air-conditioning 
and power steering, a height-adjustable driver’s seat, 
engine immobiliser and 14-inch wheels with 185/70 
R14 tyres are also provided.

Renault has also consolidated the 1.6-litre 
Sandero range from the three previous derivatives 
(United, Cup and League) into one, in the form of 
the new 1.6 Dynamique.

At R124 900, it adds 15-inch alloy wheels, front 
electric windows, a four-speaker CD receiver with 
MP3 compatibility and a USB port, a split-folding 
rear seat, white instrument dials with chrome satin 
surrounds and a wide array of storage compart-
ments and binnacles.

Finally, at R149 900, the Sandero Stepway is 
distinguished from the Dynamique by a 20 mm 
increase in ride height, 16-inch alloy wheels, front 
fog lamps, black/satin chrome roof bars and rugged 
front and rear bumpers in a combination of black 
and body-colour highlights.

There are also satin chrome finishes for the 
door mirrors and handles, front and rear skid plates 
and the exhaust outlet. Stepway scuff plates and 

a leather-trimmed steering wheel rounds off the 
specification.

All Renaults are sold with a five-year/150 000 
km mechanical warranty and five-year/150 000 km 
roadside assistance plan. The 1.6 Dynamique and 
Stepway models boast a three-year 45 000 km serv-
ice plan with 15 000 km intervals. An optional serv-
ice plan can be specifically tailored and purchased 
at any stage. ■

Renault revises Sandero range
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Dr CaSper Kruger

“The positive May market result was encourag-
ing, and confirms that domestic demand levels for 
trucks, vans and buses continue to be persistent. 
With the notable exception of one day lost for mu-
nicipal elections, however, last month contained 
almost a full quota of productive time, and this 
would have led to rational expectations of a con-
siderably improved market performance compared 
to that experienced one month earlier. In the event, 
the market did turn out to be stronger, and was no 
doubt buoyed by the final delivery of some units still 
in the delivery pipeline at the end of the short April 
month. However the margin of growth realised 
did not do full justice to at least one extra week of 

productivity in the supply chain, which indicates an 
early manifestation of constraint in the availability 
of new vehicles”.

“It has become evident that some operators are 
understandably protecting their interests by buying 
up the available stock from dealers, manufacturers 
and importers. This is particularly important where 
specific models and variants are required, as the ex-
act supply situation going forward has become dif-
ficult to predict. This most recent period has worked 
in favour of those purchasers with cash resources 
and strong balance sheets, who were able to move 
quickly into the acquisition process. Smaller op-
erators may well have found themselves less able to 
take advantage of short-term product availability, 
and now face the prospect of delaying purchases 
until the supply situation normalises”.

Kruger concludes: “The next two or three months 
are likely to be the most critical in determining the final 
outcome for the 2011 Truck Market. As the supply situ-
ation eases, and manufacturers come back on stream, 
it will be necessary to rebuild the supply chain, which 
can be a protracted process. This market is notoriously 
demanding in terms of the product mix that it requires, 
and suppliers will be challenged to ensure that appro-
priate models and variants are available when needed 
by their customers. To repeat an important point made 
in last month’s review, this makes ongoing communi-
cation between purchasers and suppliers of critical im-
portance, so that the most appropriate indents can be 
placed on overseas source plants. This dialogue should 
also be extended to bodybuilders and the suppliers of 
special equipment, who also need to plan stocking lev-
els and work flows as the year rolls out. ”  ■

Staff writer

Mitsubishi Fuso has become the No. 2 Japanese brand 
in the light truck segment in Russia. Furthermore, 
the distribution network for Fuso trucks in Russia 
was continuously expanded last year and now num-
bers 50 locations throughout the country. 

Russia’s neighbour, Mongolia, is also consid-
ered to be a growth market, and Fuso has had a 
presence there since mid-May. The move takes the 
company a step closer to achieving its strategic goal 
of international expansion into key markets with 
growth potential.

Fuso will initially offer the Canter light-
duty truck and Fighter medium-duty truck 
in Mongolia. The trucks are being exported 
from Japan and sold through the dealer 
network of Mongolian Star Melchers Co., 
Ltd. (MSM), which is headquartered in the 
Mongolian capital of Ulaanbaatar.

Last year, MFTBC entered a number of 
new markets, including Russia, Pakistan, 
Cambodia, and Laos. As a result, Fuso is 
now active in more than 150 markets world-
wide. The company will continue its expan-
sion activities in 2011 and will enter new 
markets during the course of the year.  ■

Conquering Russia…at a Canter

Comment: May truck market
Dr Casper Kruger
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Comments? Complaints? Suggestions? 
E‑mail stujohn@autolive.co.za

Stuart JohnSton

Being something of a wheel junkie myself, we had a 
good old chat about how those original “mags” were 
made by the original Tiger Speed Equipment Den 
in Fordsburg, and the manner in which they were 
actually made. Tiger hit on the idea of buying up 
old wheels from American cars like Chevrolets and 
Fords and Pontiacs, which came in 14-inch and 15-
inch sizings, and importantly, with rims wider than 
those of British and European cars. The Tiger proc-
ess involved cutting out the centres, and casting an 
attractive aluminium spoked centre section, which 
was then bolted to the rim.

And I do mean bolted! Those bolts were huge, 
with heads measuring around 13 or 14 mm and 
protruded into the rim to such a degree that if you 
bought a set, you were advised to cut up an old inner 

tube for use as a gaiter, otherwise the bolt heads 
would shred your inner tubes super…er…quick!

It just so happens I recently sold a set of five-
spoke Tiger mags (they weren’t called alloys then, as 
the “mag” term came from the magnesium wheels 
used in American racing at that time) dating right 
back to the mid-‘60s. 

I acquired this set last year as part of a pack-
age deal when I bought a ’66 Volvo 122S I’m cur-
rently having restored. I took them along to my lo-
cal wheel fitment centre in Florida, and indeed, the 
tyre jockey recommended I try running them as a 
tubeless set-up, because of those huge protruding 
bolts into the wheel-o-tyre cavity. We did that, and 
remarkably for “mags” made over 40 years ago, they 
sealed perfectly without tubes.

There are two aspects to this story that can 
serve as inspiration to would-be-entrepreneurs 
starting out in the motor business. The one is the 

national, and international success since enjoyed by 
Tiger Wheels, and the other is Farouk’s build- up 
of a business to the point where his showroom in 
Klerksdorp today represents an investment of well 
over R20-million. Never mind the stock on the 
floor!

Both these firms started from an extremely 
modest base, but they were ahead of the curve, as 
far as car fashion went.

Me, I’m still behind the curve, especially as far 
as wheel taste is concerned. Although many Volvo 
122S owners today still lust after those Tiger mags 
for their classics, I prefer the welded wide-rim look, 
which is what enthusiasts went for in the pre-mag 
days.

I found just two specialists still doing this work 
today in my area, namely Vaal Piet in Vanderbijlpark 
and De Villiers Tyres in Pretoria North. In the Cape, 
the only guy still doing it is, apparently, veteran hot-
rodder Chris Walters. Basically, these guys cut the 
centre from the rim, cut the rim vertically and weld 
in a rolled section of steel, in generally one, one-
and-a-half or two-inch widths. The trick is to do it 
accurately, so the finished wide rim still runs true.

I think it’s great that there are still guys doing 
traditional work like this, for a diminishing market, 
but one that is still very much alive. My point with 
my Volvo is that I want to keep it period looking, 
but with a slightly retro “hot” look, which in today’s 
parlance would be a “cool” look. Nothing spoils a 
classic car’s looks more than modern alloys, in my 
opinion, and as for those Tigers, I always felt they 
were too “American” looking for a Swedish car.

Incidentally, getting back to Farouk, as we bade 
farewell in Jo’burg last week, his driver picked him 
up from Rosebank with a load of alloy wheels he’d 
just collected from a courier firm. They were for 
Farouk’s personal Nissan GTR, 20-inch in diam-
eter, and with a price tag of around R50 000 for the 
four rims. As some wise person once said, every-
thing changes, and everything stays the same. ■

The value of wheels
Interviewing Farouk Dangor (see pages 6 and 7), it was fascinating to learn 
that he started his amazing premium-used-car business in Klerksdorp 
by borrowing R300 from his dad and buying two sets of mag wheels in 
Fordsburg, which he then hauled back to his home town and sold them 
at a profit.

“There are two aspects to this story that 
can serve as inspiration to would-be-

entrepreneurs starting out in the motor 
business. The one is the national, and 

international success since enjoyed 
by Tiger Wheels, and the other is 
Farouk’s build- up of a business 
to the point where his showroom 

in Klerksdorp today represents an 
investment of well over R20-million.”
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