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By RogeR HougHton

The Motor Industry Staff Association 
(MISA), which is a registered trade un-
ion organising office-, stores-, sales-, 
clerical staff, apprentices/learners and 
qualified journeyman, is putting a great 
deal of focus on youth unemployment in 
many of its current activities.

This initiative is taking a number 
of forms, from bursaries to information 
sessions, Adopt-a-School and the Girl/
Boy-Child at Work Day.

“We are delighted that now, three 
years down the line with our bursary 
programme we have been able to award 
50 bursaries for 2012, after providing 18 
bursaries in 2010 and 28 in 2011,” said 
the MISA CEO, Dana de Villiers.

“Bursaries of R10 000 each are awarded 
for tertiary study to the children of 
MISA members, who have been with the 
organisation for at least five years. Most 
of these students are studying courses 
that involve mathematics, science and 
engineering; although there are no 
strings attached that say the students 

must take up employment in the motor 
industry.

“We rather see our bursary pro-
gramme as helping with the uplifting of 
young people to make them contributors 
to the overall growth of the economy. So 
far this year the results achieved by our 
bursars have been very heartening.”

The information sharing event for 
learners was a joint venture, Youth Rally, 
organised by the Federation of Unions 
of SA (FEDUSA) and MISA, as an affili-
ate union. The keynote speaker was the 
Minister of the Presidency for National 
Planning, Trevor Manuel. He was joined 
by the director of the International 
Labour Organisation’s Pretoria office, 
Vic van Vuuren.

They addressed 600 learners at 
Hoërskool Die Burger, in Johannesburg, 
which MISA “adopted” earlier this year 
in response to the Adopt-a-School initi-
ative included in the New Growth Path’s 
Basic Education Accord.

The National Development Plan 
(NDP), in its attempts to chart a vision 
for 2030 identifies central challenges to 
reduce inequality and eliminate poverty, 
with the two most critical challenges be-
ing that too few people in SA have work 
and the fact that quality of education 
available to the majority of the popula-
tion is poor.

MISA Women’s Forum National Co-
ordinator, Martlé Keyter, who also 
serves as FEDUSA vice president for 
gender, says: “These two challenges af-
fect the youth of our country most dra-
matically. With a lack of adequate edu-
cation and training, paired with a lack of 
entry-level jobs, our young learners face 
a bleak future. This will in turn impact 
the economic and social landscape of SA 
radically, and determine the nature of 
every South African’s future.”

The ILO’s Vic van Vuuren stressed 
the importance of learners choosing a 
career that is in demand and cited the 
shortage of artisans in SA as an exam-
ple. “We had to ‘import’ artisans in the 
build up to the 2010 Football World Cup 
in South Africa,” he noted. “My advice 
to learners is to qualify themselves in 
areas where there is a scarcity of skills. 
Do proper research and be creative.” ■

MISA Putting Focus On Youth

MISA CEO Dana de Villiers.

“We rather see our bursary 
programme as helping 

with the uplifting of young 
people to make them 

contributors to the overall 
growth of the economy. 

So far this year the results 
achieved by our bursars 

have been very heartening.”

the two most critical 
challenges being that 
too few people in SA 

have work and the fact 
that quality of education 

available to the majority of 
the population is poor.
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Editor’s Note
RECENTLY a colleague from 
RAC Driving Solutions, Eugene 
Herbert, sent us a very interest-
ing article he’d published on the 
increasing role that SATNAV sys-
tems play in accidents.

The study on SATNAV’s ef-
fect on driving habits noted that 
the more complex the instruc-
tions that were received, the faster 
and more erratically people drove.

They used the term “information overload” in the article, and 
this applies to all aspects of our daily life.

The wonders of interconnectivity are being soured by the 
amount of information overload that this creates. And, what’s 
more, interconnectivity no longer gives you a commercial advan-
tage, it’s a must have, and so are all the ensuing upgrades that you 
are forced to buy into, as over-communication dominates our lives.

The same goes for cars. The cars I enjoy the most are the ones 
with the least complicated dashboards, which is one of the things 
I particularly enjoyed about the Volvos reviewed in this issue.

There are a minimum of knobs and dials to attend to, and 
hence you keep your attention on the road. I was never a fan of 
the i-Drive introduced by BMW, and later systems devised by 
Mercedes and Audi. The devices demand too much attention and 
some of them incorporate simple functions like changing airflow 
within the cabin, which means you have to take your attention 
away from the road and scroll down on a computer “mouse”.

Good cars are not defined by the number of features they 
present, although, marketers and sales people will tell me I’m 
wrong. Indeed, the complexity of modern cars is often making it 
impossible to repair them economically, after they’ve reached an 
age of seven or eight-years-old.

Which means, as we are forced to do with our computers, we 
are locked into constantly up-grading them, even when we don’t 
really want to. Good for the manufacturers, perhaps, but what 
about the repair industry, and the consumers?

Stuart Johnston,
Editor
stujohn@autolive.co.za

If Google, I-Phone and my bones are to be believed, we are due for a run of 26 degree 
weather in Jo’burg this weekend. What luck, then for the organisers of the combined Boat, 
Outdoor and Motorcycle Show at Nasrec Expo Centre, which starts tomorrow and ends 
on Sunday.

The idea of combining Boating and Bikes is a winner in our book, and adding a touch 
of hard-core Outdoor stuff, along the lines of off-road trailers, tents, sleeping bags, Swiss 
Army knives and, err, maybe even mosquito repellent, is icing on an already tasty cake. 
This pictorial will whet your appetite, so to speak. ■

The Great Bike, Boat 
and Outdoor Expo

Driving Miss Crazy - the awesome Tige RZR.

The Atlantis 38, imported by 
Broderick Marine, yours for a cool 
R5,8-million.

Honda’s VFR 1200X in cross-over, 
full-adventure trim.
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MAzDA CX-5 WINS 
EUrOPEAN AUTO BILD 
DESIGN AWArD 2012
Mazda’s CX-5 has been chosen as the most beautiful 
car in the SUV, Van and All-Wheel category, by the 
readers of the mass-circulation German motoring 
magazine, Auto Bild.

About 200,000 readers from Auto Bild sub-
sidiary publications in 15 countries voted on which 
European car has the best design in various catego-
ries. With 17.8 percent of the votes, the Mazda CX-5 
beat the Audi A6 Allroad (second place with 10.8 
percent) and the Audi Q3 (third place with 9.9 per-
cent) – to take home the European design trophy 
in its segment. Readers from the Czech Republic, 
Turkey, Georgia and Spain voted the Mazda CX-5 
as their most attractive new car in its category. 
German readers voted the new compact third be-
hind the Mercedes ML and the Audi A6 Allroad. ■

WHAT STEErS 
CONSUMErS TO A CAr-
PUrCHASE DECISION?
Newspapers “play an important role in the consum-
er decision making process involved with purchas-
ing a new car”, according to research commissioned 
by Ads24.

However, the research result cannot said to be 
“independent”. It should be noted that Ads24 is the 

national sales and marketing division for Media24 
Newspapers.

The research project’s Automotive category was 
comprised of a sample of 196 respondents across all 
ethnic groups.

It focused specifically on 4x4/SUV car brands. 
The top of mind automotive brands included 
Toyota, Nissan and Land Rover in the 4x4/SUV 
category.

In the automotive category the role of news-
papers in a newspaper/television mix was “ par-
ticularly effective in the Introduction, Information, 
Comparison and Persuasion phases of the Media 
Path to Persuasion. “

While the internet’s role in this sector is signifi-
cant at the Comparison and Persuasion phases the 
overall results showed a close relationship between 
the respondents interviewed and their relationship 
with newspapers. ■

PHANTOM CAr SALES
Phantom car sales to dealers and car manufactur-
ers are buoying up sales in Germany, where the 
economic woes are creating havoc with new car 
sales. This country is bucking the trend of falling 
sales with year to date growth of 0,7% compared to 
a 20% decline in Italy and a 14% fall in France, with 
predictions that sales in the European Union will 
fall to the lowest level since 1995.

But the German market is not as strong 
as it seems, with a total of 479  385 so-called 

self-registrations recorded in the first half of 2012 – 
an 11% jump over the situation a year previously. In 
June alone 87 454 vehicles were registered to deal-
ers and car makers, representing 29% of the market 
that month, according to data from German auto 
dealer group ZDK.

Dealers and manufacturers get rid of these self-
registered cars by selling them as zero kilometre 
used cars at discounts of up to 20%. This is an in-
dication of the need to slash prices to sell cars. ■

rIOT-HIT PLANT rEOPENS
Maruti Suzuki India, reopened its factory near 
New Delhi which has been closed for more than 
a month after a deadly riot forced the company to 
stop production of two of its best selling models, 
the Swift hatch and DZire sedan. The company lost 
US$12,2m during the closure.

Restoring normality is seen as a major chal-
lenge as managers have fresh memories of being 
beaten by workers. The policy of using contract 
workers has been discontinued. The state where the 
plant is located has deployed 500 armed policemen 
in the vicinity of the factory and the company has 
set up a private security force of about 100 people in 
the plant itself. ■

HABIG TO COMPETE 
IN WrC – AGAIN!
Evergreen multiple SA Rally champ Jan Habig is 
funding his own trip to compete in the Whales 
Rally of Great Britain on September 13-16.

The Basil reef Ford Fiesta pilot will compete as 
a member of the M-Sport WRC team, running in 
Basil Read colours.

Habig competed in the 1994 Network Q rally as 
a self-sponsored driver in a car he prepared himself. 
He is currently lying third in the SA rally champi-
onship, but will have to miss the next round here, 
due to his WRC sortie. ■

Snippets

Mazda’s CX-5 is the fairest in all of Europe, according to Auto Bild’s readers.

Jan Habig hanging it out in his Basil Read 
Fiesta. Photograph by motorpics.co.za.
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VOLVO S60 EArNS TOP 
rESULT IN SEVErE 
OFFSET CrASH TEST
Volvo Car Corporation’s leadership in vehicle safety 
is once again highlighted by the Insurance Institute 
for Highway Safety (IIHS). In the latest report the 
Volvo S60 is one out of only two cars to earn the best 
rating in IIHS’s new offset frontal crash test.

In the new test, 25 percent of the car’s front 
end on the driver’s side strikes a rigid barrier at 40 
mph (64 km/h), with a Hybrid III dummy belted 
into the driver seat. The test is designed to replicate 
what happens when the front corner of a car col-
lides with another vehicle or an object like a tree or 
utility pole.

“The relatively small overlap is a very severe 
crash situation and we are very pleased with the 
test result. Our aim is to build cars that help pro-
tect the occupants in most crash situations that oc-
cur in real-life traffic. This test confirms that our 
safety systems work as intended also when a small 
part of the front is involved in the collision,” says 
Thomas Broberg, Senior Safety Advisor at Volvo 
Car Corporation. ■

SEVErAL TOP rESULTS
Volvo Car Corporation’s dedication to vehicle and 
occupant safety has been recognized in several re-
cent studies.

Last year, no less than five Volvo models – the 
Volvo C30, Volvo S60, Volvo S80, Volvo XC60 and 
Volvo XC90 – earned a Top Safety Pick. Volvo was 
the only European luxury brand with five models 
awarded in the 2011 IIHS report.

The XC60 was also the only SUV crossover with 
an IIHS Top Safety Pick and an overall 5 star U.S. 
NCAP rating. In the 2010 test, the XC60 received 5 
stars in all individual crash tests, including 5 stars for 
the driver and 5 stars for the passenger in the frontal 
collision as well as 5 stars in both side tests. ■

ANOTHEr CAr MAKEr 
TO LEAVE F1?
Mercedes-Benz is considering a partial withdrawal 
from Formula 1 at the end of 2013, the French week-
ly Auto Hebdo is reporting.

The Stuttgart carmaker, still yet to agree a new 
Concorde Agreement deal with Bernie Ecclestone, 
reportedly could then field only a ‘semi-official’ 
team from 2014. Mercedes would however continue 
to supply customer engines, as it does currently to 
McLaren and Force India, whilst its ‘semi-official’ 

works team might be known as ‘AMG F1’, Auto 
Hebdo said. AMG is Mercedes’ high-performance 
arm.

The magazine speculated that Brackley based 
AMG F1, currently known as Mercedes AMG, 
would continue to be run by team boss Ross Brawn, 
with Michael Schumacher in the cockpit.But 
Mercedes would focus more strongly on engineer-
ing than team ownership and management, Auto 
Hebdo said.

This would leave only specialist companies 
Ferrari and McLaren as motor manufacturers 
with their own F1 teams. In the recent past Honda, 
Toyota, BMW and Renault have all withdrawn from 
team ownership.

It is likely F1’s only engine suppliers in 2014 will 
be Mercedes, Renault and Ferrari, meaning they all 
could take on more customers for the new turbo-
charged 1 600cc V6 rules.

Reasons cited for Mercedes’ rumoured change 
of direction are the Gerhard Gribkowsky corruption 
scandal involving F1’s chief executive Ecclestone, 
and the latter’s push for Mercedes to make a long-
term pledge to the sport. Another reason mentioned 
is Mercedes’ lack of success with its full works team 
since 2010, despite Nico Rosberg’s breakthrough 
win from pole in Shanghai this year. ■

SPArKS FLY!
Cologne-based Toyota Motorsport (TMG) has made 
another step forward for electric vehicles by setting 
a new electric record at the Pikes Peak International 
Hill Climb in Colorado, United States. Using the 
TMG EV P002 race car, powered by a high-per-
formance TMG electric powertrain, driver Fumio 
Nutahara set a time of 10 min 15.380 sec to establish 
a new record for electric vehicles on the 20km public 
road, which is closed for the annual hill climb.

After setting a new electric lap record at the 
Nürburgring Nordschleife in August 2011, TMG’s 
electric powertrains have now set new standards 
on two of the toughest venues in motorsport. 
Nutahara’s time not only broke the previous elec-
tric record (12min 20.084sec) by more than two 
minutes, it gave him sixth place overall to cap an 
impressive debut at Pikes Peak.

Based on a Radical chassis, the TMG EV P002 
has a top speed of 240km/h in Pikes Peak configu-
ration, with combined maximum power of 350kW 
from its two axial flux motors. ■

NEW CHAIrMAN
Anand Mahindra, Vice Chairman and Managing 
Director of Mahindra & Mahindra Ltd., was 

appointed Chairman of the Mahindra Group, at the 
company’s recent Board meeting which in Mumbai. 
He assumes the mantle of Chairman from Keshub 
Mahindra who has retired after 48 years at the 
helm of the Mahindra Group. Keshub Mahindra 
will continue to guide the company as Chairman 
Emeritus on the request of the Board.

Under Anand Mahindra’s stewardship, the 
USD 15.4 billion group has evolved into a socially 
and environmentally responsible global federation 
of companies. Mahindra is present across the auto-
motive spectrum, from two-wheelers, three-wheel-
ers, commercial vehicles, SUVs and MPVs to se-
dans, tractors, and even powerboats and aircraft. In 
addition, the Group’s diversified nature of business 
spans many frontiers – automotive components, fi-
nance, insurance, IT, retail, real estate, hospitality, 
logistics and after-market to name a few. ■

TOP MOTOr BrAND
Toyota has again come out as the top motoring 
brand in SA according to the annual Sunday Times 
Top Brands Survey 2012. The survey is commis-
sioned by Avusa Media and conducted by TNS. 
More than 400 of South Africa’s most influential 
senior business people were interviewed, as well as 
3 500 consumers over the age of 18.

The survey evaluated overall brand familiar-
ity, user experience, non-user perception, and ac-
tual brand presence in the South African market. 
The combined results of these aspects delivered the 
winning brands in 38 consumer categories, and 13 
business sector categories. ■

F1 rACING MAGAzINE 
TO QUIT SA – AGAIN!
The Publisher of F1 Racing Magazine in South 
Africa has apologised to subscribers for the closure 
of the title in South Africa, and offered to refund 
all subscription moneys paid to the publishing 
company.

Mohammed Khan, CEO and Publisher of 3i 
Publishing, which published F1 Racing here, said 
that the support from advertisers was not what was 
envisaged, hence the premature closure of the title.

This is in fact that second time that F1 Racing 
has been launched here, and failed. In 2001, a Cape 
Town company called Strobe Communications 
gained the lifting rights to the British publication 
in South Africa, and published content under the 
title SA Motorsport, incorporating F1 Racing. The 
magazine closed after less than a year in existence, 
after the liquidation of Strobe Communications. ■

Snippets
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By StuaRt JoHnSton

AutoLive recently had the opportu-
nity to test two of Volvo’s Polestar 
models on a back-to-back basis. This 
is not to say we are making a direct 
comparison between the two here, as 
the one is the C30 with R-Design and 
Polestar software upgrades, and the 
other is the stunningly beautiful V60 
T6 AWD wagon, two very different 
cars operating in two different realms 
of the market.

Yet, assessing them one after the 
other makes for an interesting com-
parison, as in just what has happened 
to Volvo design and engineering in 
the past few years.

The C30 hatchback was launched 
some years back now, in March 2007 
in this country, and that’s now five 
years down the track, quite a long 
time considering that the likes of 
Volkswagen, Opel and others have all 
refreshed their “hot-hatch” offerings 
since then, and are in effect a genera-
tion ahead.

The V60, the wagon version of the 
stylish S60, has only been around for 
some 18 months, and yes, it still feels 
fresh and is, to my mind, probably 
one of the most beautiful cars on our 
roads today.

Volvo has given both of these 
ranges a bit of a refresher. By in-
troducing the so-called Polestar 
versions, incorporating as well the 
R-Design body upgrades, Volvo deal-
ers now have something to shout 
about afresh.

The C30 T5 Polestar uses 
the well-proven Volvo five-cylinder 
turbocharged motor launched in the 
C30 soon after the base models broke 

cover here, and it’s an engine that has 
also achieved some cult status as fit-
ted to the Ford Focus ST.

It has a lovely engine note, and 
in the Polestar version it is a bit more 
vocal. Power has gone up from 169 
kW to 184 kW. The R-Design package 
consists of beautiful 18-inch alloys, 
and front bumper and grille, as well 
as suspension lowered by 10 mm.

We had the automatic version, 
which is not as involving as it should 
be in terms of responsiveness. I also 
found the car’s idling speed set high, 
and slotting it into a tight parking 
spot invited damage to that wonder-
ful R-Design grille (with tiny Polestar 
badge) as one worked the brake pedal 
and throttle jerkily.

The lower ride height also means 
you must be careful over ramps, as it 
is easy to scrape the underbody.

I am predisposed to like the 
C30, especially this very stylish-and-
quickish version, mainly because 
its style harkens back to one of my 
all-time favourite cars, the Volvo (P) 
1800 ES of the early ‘70s. But I can’t 
say that I ever got to grips with this 
2012 model car. Yes, it still has a won-
derful engine note, and yes, it’ll accel-
erate to 100 km/h in around 7,5 sec-
onds, but five years down the track, 
the steering feels really lifeless.

I love the styling on the rear 
hatch lid, and the unadorned cabin 
with a bare minimum of knobs and 
buttons, but the chassis itself feels 
inert, despite the stiffening up of the 
suspension. It has neither the supple-
ness of the best in this class (Golf GTi) 
or the crispness of the second best, 
the Renault Megane RS. At R370 00, 
it’s too expensive.

The V60 T6 Polestar, with the 
R-Design kit, is, on the other hand, a 
very special machine. Yes, once again 
Volvo doesn’t exactly lavish you with 
a wide range of standard equipment, 
but this is a solid car in typical Volvo 

tradition that has an integrated per-
sonality all it own, and it all hangs 
together.

The Polestar version, thanks 
to computer remapping and some 
induction tweaking, delivers quite 
a punch from its straight-six trans-
versely-mounted turbocharged petrol 
engine.

With the ECU upgrade, power 
rises to close to 250 kW, which gives 
mid six-second zero to 100 sprinting 
time and a top speed of 260 km/h 
(apparently). I never did get to a pri-
vate closed hermetically sealed road 
where I could try the top speed claim, 
but judging by the way the V60 builds 
from 100 to 160 in a few scant sec-
onds, I have no doubt it will muscle 
its way to that velocity with contemp-
tuous ease.

The feedback from the steering 
on the V60 is meaty and reassuring, 
indicating just how far Volvo’s chas-
sis engineers have come since the 
launch of the C30. The car is by no 
means lively, but it has firm spring 
and damper rates that offer excellent 
body-roll control, and enough com-
pliance even on the 235/40 series R18 
rubber cladding those stylish black-
and-polished metal alloy rims. And 
with all-wheel-drive, its direction sta-
bility at very high speeds is faultless.

It’s not cheap at R522  000 (this 
includes the Polestar upgrade) but it 
is a very classy estate, and one of the 
most exciting of its type available here 
from any manufacturer.

Nice one Volvo, and here’s hop-
ing that the next-gen C30 adds a little 
more tactile feedback to this mix. ■

Polestar Expedition

One of the most stylish cars on our roads, the V60 wagon with 
R-Design trim.

The C30 Polestar remains a bit of an obscure experience.

Volvo has given both 
of these ranges a 
bit of a refresher.
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Recently I have been inundated with requests 
from Brokers and Mitigation consultants to com-
ment on the relevance of smooth or bald tyres in 
an accident. It seems that the knee-jerk reaction 
for most claims managers and assessors alike is 
to reject an accident claim when they realise that 
their client’s vehicle is not roadworthy because of 
smooth tyres.

Although this is not strictly wrong, the Ombud 
for short term insurance office however wants in-
surers to ask a very simple question – is the rejec-
tion relevant? In other words, did the smooth tyres 
contribute to the accident?

The question sounds simple enough. It is in fact 
somewhat more complex than it may seem.

To understand traction, one must first under-
stand tyre motion and friction.

When a vehicle is moving and the tyres are ro-
tating without any braking force, there is no rela-
tive movement between the tyre and the road. This 
is maybe easier to visualise when thinking of the 
track of a military tank. When looking at a moving 
tank, the section of track making contact with the 
ground is actually stationary while the top part of 
the track moves at twice the speed of the tank. The 

same principal applies to a round tyre, it’s just not 
easily observed.

Tyre design is quite a complicated field because 
of all the factors to consider.

The tread depth and pattern is specially de-
signed to disperse water from between the contact 

area of the tyre surface and the road surface. The 
grooves allow water to be pressed out and create 
contact between the high points on the tyre surface 
and the road surface.

On a wet road, the tread depth of a tyre is the most 
important factor in maintaining friction. On a dry 
hard road surface however, the tread has no effect 
on the traction. In fact, in some instances a greater 
tyre-road interface area will contribute to a higher 
friction force. For bald tyres on a dry hard surface, 
it is possible that a higher sliding force will be gener-
ated. The difference is however slight.

For higher speeds, the difference becomes more 
noticeable, which is why Formula 1 cars have spe-
cial tyres for wet conditions and smooth or slick 
tyres for dry conditions. The two tyre designs are 
necessary to obtain the highest possible traction 
force in the prevailing conditions.

 ■ When trying to ascertain whether a worn 
tyre contributed to an accident, ask the 
following questions:

 ■ Was the road wet or dry?

Is a Tyre The Obvious Culprit Because It’s Smooth?
Walter Pretorius studied accident investigation and reconstruction at the CSIR as well as at the Northwestern 
University in Chicago USA. He has been involved in more than 1200 motor accident investigations in the last 15 
years. He is a qualified expert witness and is currently investigating accident causes for various attorneys and 
brokers in large liability matters. He is partner in a Krugersdorp-based company, called Crash Data Forensics. In 
this article, Walter discusses the relevance of smooth or bald tyres in some of the accidents he has investigated.

continued on next page 

Walter Pretoria, forensic accident 
investigator.

On a wet road, the tread depth of a 
tyre is the most important factor in 
maintaining friction. On a dry hard 

road surface however, the tread 
has no effect on the traction.

When a vehicle is moving and the 
tyres are rotating without any braking 
force, there is no relative movement 

between the tyre and the road.

Are you a Rainmaker ?
We are expanding our foot print and have vacancies in the West 
Rand and Jhb South.

Master Technicians, Working Foreman and apprentices required. 
Specialists in Suzuki and GWM will be given preference.

Sales Positions for our pre-owned franchise: iPop Vehicle Sales, 
Sales Managers and Sales Executives 
  only candidates with an average going rate of 

10 units plus per month will be considered.
  Candidates who demonstrate excellence and 

enthusiasm will be given preference.

Meyer Benjamin : (011) 210 1300 
Email CV to : meyer@ipopsa.com
  We are driven by our commitment to achieve 

results for our clients, our team and our firm.
  We win through teamwork and trust; 

respecting individual opinions and diversities.
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 ■ Did one of the worn/illegal tyres experience 
failure (burst)

 ■ Did the accident happen on a tar road or on 
gravel?

 ■ Did the vehicle in question lose control 
before or after impact?

 ■ Did impact cause the tyre in question to lock 
up?

These questions form the basis of whether the 
smooth tyre caused the accident or not.

In a lot of accident descriptions I come across, 
the driver states that he/she was driving around a 
bend when the vehicle started skidding or losing 
control. The road surface was dry but the vehicle 
started slipping. If the vehicle’s tyres are illegal, the 
insurer would normally want to reject the claim.

The fact is that in such an instance, even a 
new tyre would not have prevented the accident. 
If all other factors stay the same, the accident was 
caused by excessive speed. When a vehicle is driv-
ing through a left hand bend for instance, the cen-
trifugal force is pushing the vehicle to the right. If 
the vehicle travels fast enough, the centrifugal force 
exceeds the traction force and the vehicle starts to 
sideslip. The speed at which a vehicle starts to side-
slip is known as critical velocity and is calculated 
with the following equation:

v=grµ
Where v = Velocity
g = Gravity

r = The radius of the bend
µ= Friction coefficient of the road surface

Tread depth does not affect the velocity needed for 
the vehicle to lose control on a dry tar surface.

The photos above are from an actual claim 
where the assessor commented that the tyre was il-
legal and that this was a major factor in the cause 
of the accident. What actually happened is that the 
tyre was pushed back against the vehicle body due 

to the force of impact and the irregular tyre wear 
was caused by the tyre scraping along part of the 
vehicle body. The tyre was legal prior to impact.

It is important for insurers to first understand 
how the accident happened and what the prevail-
ing road conditions were before deciding whether a 
smooth tyre caused an accident.

For further information Walter Pretorius can 
be contacted on walter@crashdata.co.za ■

 continued from previous page

A mudguard edge that has effectively destroyed the inner tread area of the tyre.

The tyre’s tread area, or lack of it in places, tells a story.
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By StuaRt JoHnSton

The range consists of an i20 Fluid six-speed manual, 
an i20 four-speed automatic, and an i20 Glide six-
speed manual.

Alert readers will have noted that the six-speed 
manual gearbox is new, replacing the previously-
used five-speed gearbox.

The 1,4-litre engine is competitive in this mar-
ket in terms of power output, delivering 73 kW at 
5 600 rpm and 136 Nm of torque. It’s no firebrand, 
but it is a sweet unit and with the tall sixth-gear on 
offer, the power-train as a whole is profiled to give 
excellent highway cruising economy.

Hyundai claims a figure in the low six litres per 100 
km overall for the car, and that figure in general 
usage is likely to be around the 7,5 to 7,8 litres/100 
mark in the real world including commuting, 
which, again, is competitive.

The whole package is competitive, but what 
strikes one, as one sits in the i20 for the first time 
is that it is no longer necessary to make any excuses 
for it, as in, well, it’s a new kid on the block, and the 
company is learning the ropes.

Hyundai has learned the ropes, as its market 
share increase in Europe shows. In 2012 in the first 
half of 2012, its share is up 16 per cent, whereas the 
market itself is six per cent down. This is indeed an 
impressive performance.

Here in South Africa, the B-segment of cars is 
the fastest-growing segment of all. It accounts for 
some 5 000 new car sales a month. “Volkswagen, at 
the moment, is the segment leader by a long way, 
with over 35 per cent,” says Hyundai SA’s market-
ing director, Stanley Anderson. “We are second 
in that segment with 17,5 per cent, about half of 
what Volkswagen sells with its Polo. And third, a 

long way behind, is Nissan, with 8 per cent with 
its  Micra.”

That 17,5 per cent of share, given a total of some 
5 000 units a month, works out at about 870 units 
a month. And presumably that will grow with the 
launch of the new improved model.

It’s a calculated risk, dropping the 1,6-litre ver-
sion and sticking to just the 1,4-litre. But Hyundai, 
probably rightly so, have sussed that in this end of 
the market a 1,4 is more than adequate enough, 
given our current motoring restrictions with the 
ever-present spectre of speed traps.

More important is spec, and here the new i20 
has been improved. The first two models (the Fluid 
six-speed manual and Fluid four-speed automatic) 
have driver and passenger airbags, while the most 
expensive Glide model has six airbags.

Prices are as follows: 1,4 Fluid Manual: 
R164 900; 1,4 Fluid Automatic: R174 900. 1,4 Glide 
Manual: R176 900.

All cars now have Blue Tooth connectivity and 
rear park sensors, and the Glide gets 16-inch alloys 
as standard. The Glide also gets individually adjust-
able climate control, instead of the straight air-con 
fitted as standard on the other models.

The visual changes to the i20 circa 2012 are 
the more prominent hexagonal shape to the grille, 
to bring it more in line with other members of the 
Hyundai small-car family, new headlights and 
bumper up front, and new tail lights and bumper 
at the rear.

Inside the centre console-control-pod has been 
restyled with less of a bling look, and it looks more 
fitting with the overall classier look of the car. There 
is also more use of softish-touch finishes, not yet as 
convincing as those of VW on the Polo, but not bad, 
nevertheless.

The handling is okay, being a little nervy when 
pushed hard at high speeds, and a bit of rear-wheel-
steer when doing harsh lane changes, but there’s 
nothing to be concerned about. There is ABS braking 
on hand, of course, and generally the stability is good.

The engine sings away quite merrily, and is able 
to pull its sixth gear in highway cruising situations, 
although some down-changing will be necessary on 
some climbs.

The steering feel is not bad, while not outstand-
ing. And the other controls, gear-change, clutch ac-
tion etc, are suitably light.

Anderson says that Hyundai is not launching 
any more new models this year, although early next 
year the Sante Fe SUV will be coming, as well as the 
much-awaited sporty Veloster.

“We need a performance model, to hook the 
youngsters when they are young. This is where a 
company like Volkswagen has done its job well. VW 
will hook the youngster with a GTi, even though he 
settles for a Polo. But when he’s big, he’ll want to 
come back for that GTi. That’s what we are lacking at 
Hyundai at the moment. But the Veloster is coming.”

Anderson wouldn’t be drawn on Hyundai re-
leasing its sales figures retrospectively up until 2010, 
or indicate whether this would be a softening on 
Hyundai’s part to start quoting sales break-downs 
each month.

However, he did confirm that the company 
had grown its market share with all the models it 
had launched recently. At one point on the launch, 
he confided that he saw “no reason why Hyundai 
shouldn’t be Number One in passenger sales in 
South Africa, in five years’ time.” ■

The New i20 Hatch, and a Few Insightful 
Facts from Hyundai’s Stanley Anderson

Hyundai SA’s Marketing Director Stanley 
Anderson.

The i20 makeover has been very effective, 
with the front-end really funky.

The new Hyundai 120 is not really all new, but it is quite a bit different from 
the model it replaces. For starters, the car is now only available with a 
1,4-litre naturally-aspirated (non turbo) motor, across the range.

Hyundai claims a figure in the low 
six litres per 100 km overall for 

the car, and that figure in general 
usage is likely to be around the 
7,5 to 7,8 litres/100 mark in the 

real world including commuting, 
which, again, is competitive.
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Wilken Communication Management was 
established in 1997 with the major focus of 
itÕs operations being the South African 
motor industry.
 
Over the years it has developed into a one-
stop communication and marketing service 
provider specialising in this industry.
 
It is staffed by some of the most 
experienced people in the marketing and 
communications environment of the South 
African motor industry.

simplifyingCOMMUNICATIONS

237 Rigel Avenue Waterkloof Ridge, Pretoria, 0181      Tel  (012) 460 4448      Fax   (012) 460 4514 www.wilkencomm.co.za

 
WCM can provide services from strategic 
planning, to product launches, media brieÞngs, 
event management, ßeet vehicle management, 
and ongoing public relations campaigns. It also 
has a publishing arm which can produce 
newsletters, magazines and coffee table 
books.
 
For more information contact: Jacques Wilken 
- jwilken@mweb.co.za

Harnessed under the overall project title of Mach 
18, this is a 10-year programme that is already bear-
ing fruit as the long-time dominant automaker in 
Western Europe has already become the top-sell-
ing manufacturer in the high growth markets of 
China and Brazil while accelerating its pace in the 
US market.

An article in a recent edition of Fortune maga-
zine chronicles the way in which the VW Group 
has grown in all aspects of its operations, from the 
number of brands in its stable to huge increases 
in production and sales volumes together with a 
strong financial performance.

Only a few companies have held the coveted 
No. 1 spot in the global automotive world in more 
than a century and Volkswagen is determined to get 
to the top of the pile.

It started with Ford which was buoyed by the 
amazing success of its Model T – the world’s first 
true mass production car. Ford relinquished the 
crown to rival General Motors, with its multitude 
of brands, in 1931.

The “General” went on to hold the title for 77 
consecutive years until 2007, after which Japanese 
giant Toyota assumed the dominant industry posi-
tion, only to be knocked off the perch when Japan 
and Thailand were hit very hard by natural disasters 
in 2011.

Now Toyota, which was founded in 1933, is 
back at the head of the pack at the halfway mark in 
2012, with GM and Volkswagen in hot pursuit.

It is interesting to note that GM, which now 
consists of only eight brands – Alpheon (a South 
Korean nameplate), Buick, Chevrolet, Cadillac, 
GMC, Vauxhall (UK only), Opel and Holden 
(Australia only) – has shed 33 brands during its long 
history, having been founded as a holding company 
for Buick on September 16, 1908.

One of the discarded brands was the SA-only 
Ranger, which was based on the Opel Rekord 
and marketed locally from 1968 – 1976, with a 
Springbok head as its badge.

Over the years GM has also discarded three 
subsidiaries – Frigidaire, Lotus and SAAB – and cut 
or reduced links with subsidiaries such as Fiat, Fuji 
Heavy Industries (Subaru), Isuzu and Suzuki, while 
latterly it has taken a small share in Peugeot.

Toyota, by comparison, has remained very 
much “Japan Incorporated” with only four subsidi-
ary brands – Lexus, Scion, Daihatsu and Hino. It 
also has affiliations with US company Tesla (10% 
share) as well as Japanese vehicle makers Subaru 

(16,5%) and Isuzu (5,9%), besides a 5% stake 
in Yamaha.

Now we have the Volkswagen Group, which is 
enthusiastically using acquisitions to pave its road to 
market leadership. Founded in 1937, with its main-
stream product being the ubiquitous Beetle, the 
Volkswagen Group now has 11 brands in its ambit: 
Volkswagen, Audi, Porsche, Skoda, SEAT, Bentley, 
Lamborghini, Bugatti, MAN, Scania and Ducati.

It is also reported to be once again in talks with 
the Malaysian motor company Proton. Rumours 
are even circulating that it would not be out of the 
question for GM’s financially embattled Opel sub-
sidiary – and its UK-only brand, Vauxhall – to be 
swallowed up by the German giant, which now 
operates in 153 countries on five continents. The 
VW Group currently has 94 production plants 
worldwide with more under construction or in the 
planning stage.

Already the VW Group is represented in all 
conceivable segments of the vehicle market, from 
top-end luxury cars and sports cars to every other 
passenger car category as well as holding majority 
shares in leading truck makers MAN and Scania, 
while even the prestigious Ducati motorcycle com-
pany has been taken aboard. Adding to the com-
plexity there are 245 individual models making up 
its car and truck brands.

The group has immense technological re-
sources, with more than 35  000 engineers among 
its 500 000 employees, and a stable ownership base, 
with 20% of its shares owned by the province of 
Lower Saxony in Germany.

According to Fortune magazine in the past 
the company was seen to be lacking in direc-
tion, focus and urgency. As recently as 2007 it 
had a pre-tax profit margin of only 6% on sales of 

continued on next page 

VW Executing 
a Carefully 

Laid Plan for 
Domination

Germans are known for being 
thorough and the way the 
Volkswagen Group is tackling its 
target of becoming the leader 
among global motor manufacturers 
by 2018 is yet another example 
of that nation’s attribute of 
careful planning and forethought 
before action.
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6,2-million vehicles and the company was seen to 
be stagnating.

It was then that Martin Winterkorn, a demand-
ing engineer, was appointed CEO and chairman of 
the board of management of the Volkswagen Group, 
replacing Bernd Pischetsrieder on January 1, 2007.

He immediately set stretch targets such as 
annual sales of more than 10 million vehicles and 
a pre-tax profit above 8% by 2018. He wants the 
Volkswagen Group to be not only the most profit-
able motor manufacturer in the world, but also 
the world’s “most fascinating and sustainable” 
one.

However, the amazing revival in the fortunes of 
the German giant is largely due to the vision of one 
man and its execution by another.

The visionary is Ferdinand Piëch, the VW 
Group’s chief executive from 1993 to 2002 and now 

chairman of the supervisory board. The grandson 
of the founder of Porsche is now 75 years old – 
the same age as Volkswagen itself – but he is still 
putting his stamp on the company which began 
with the birth of the Beetle that was designed by his 
grandfather, Ferdinand Porsche.

What is impressive about the new-look VW is 
its ability to maintain brand identity while achiev-
ing economies of scale with extensive component 
sharing.. The key is to build different models us-
ing many of the same components without the 
customer noticing.

The company’s work on so-called “platform-
sharing” began in 1993 under Piëch when he was 
able to convince the engineers they had to learn 
to create economies among cars of similar vehi-
cle class, despite the fact that the bodies would be 
different and the resultant cars would be sold as 
Volkswagens, Audis, Skodas and SEATs.

Under Winterkorn VW has refined its modular 

strategy. First there was the modular longitudinal 
matrix (MLB) for large cars, which spawned 16 new 
vehicles. Next comes the modular transverse matrix 
(MQB) which will be used for 40 small cars .It can 
be adapted to accommodate a wide range of wheel-
bases, track widths and wheel sizes to give designers 
more flexibility.

When the integration of MQB is complete it 
will underpin more than seven million units across 
VW’s brands, providing unequalled scale and price 
advantages. The company expects this standardisa-
tion to cut product development costs by 20%, com-
ponent costs by another 20% and production time 
by 30%, which could add up to annual savings of 
R25-billion.

Toyota and General Motors are certainly not 
going to take the Volkswagen Group’s carefully 
planned advance on global market leadership lying 
down and we are set to see a true battle of the auto-
motive titans! ■

To advertise in  contact

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

 continued from previous page

VW’s new Up shares the stage with luminaries Lamborghini, Bugatti and Bentley – all part of the VW family.
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I am writing not of the magnificent 
5,0-litre V8 engine, or the gazillion-
speaker Bose sound system, or lane-
change or collision avoidance warn-
ing systems, or the effects of the 
standard-fit rear-steer mechanism.

No, I’m talking about the sur-
round view television camera, which 
enables you to see where the heck that 
gigantic nose is placed!

For some reason I was only ac-
tivating the camera when reversing, 
and then it was useful. But judging 
how far that nose is from a valance-
crunching curb using mere human 
sensory mechanisms is almost im-
possible from behind the wheel, 
peering over the wheel arch bulges. 
Once activated, though, the sur-
round camera, with an overhead 
option, makes parking the monster 
SUV a breeze.

Monster SUV? It’s a pity that 
Infiniti didn’t see fit to give this ve-
hicle a name like Godzilla, or Attila, 
or some moniker similarly associated 
with one that takes no prisoners.

Because to me the FX50 has a 
monstrous aspect to it, as well as 
a film-noir style that evokes olde 
Hollywood, when crime-fighters 
were square-jawed and saved the city 
from disaster, gaining the plump-
lipped adoration of the curly-haired 
heroine.

You think I’m running away with 
the imagery a bit? Well, judging by 
the attention garnered by the FX50 
as it was parked in my driveway, you 
could make a Hollywood action epic 
starring just the FX50, without any 
big-name human stars, and it would 
still cut it at the box-office.

It’s that long nose that does it. Here is 
the first SUV that really looks like a 
sports car, with its cabin-to-the-rear 
profile. It’s the most overtly sporting 
SUV we’ve seen on our roads yet, and 
the fact that it is fairly dripping with 
boulevard bling doesn’t hurt its visual 
impact a jot.

Do I like the styling? Well, I felt 
it was a bit too extrovert for my own 
nature, I prefer a set of dusted metal 
alloys and a brushed metal, or maybe 
a matt-black grille to make my own 
particular mark on the automotive 
lot. But the fact that everyone else I 
spoke to was knocked out by the sheer 
presence of it, finally made me feel 

more comfortable climbing up and 
into the high-mounted cockpit.

That Infiniti FX is not that long, 
in fact it measures just over 4,8 me-
tres, but it is over two metres tall. It 
is also one heavy machine, weighing 
in at over 2 000 kg in FX50 V8 guise.

But that 5,0-litre motor is good 
for 287 kW, so I can almost but not 
quite believe the 0-100 km/h claims 
of 5,8 seconds. It felt more like a low 
seven-second or high six-second car 
up here on the Reef.

What astounded me regarding 
the Infiniti is its overall composure. I 
drove it far too fast over an undulat-
ing road that would have had lesser 
machines’ spring-and-damper units 
topping out on the rises and bot-
toming out on the descents, but the 
Infiniti seemed somehow to keep all 
four wheels planted to tarmac with 
narry a protest.

It features constantly adjustable 
damping as standard, while the rear-
wheel steer is also standard on this 
range-topping V8 model.

The build-quality of the body and 
its interior fitments is also top drawer, 
as is the sound-deadening material 
used. You have to listen hard to hear 
that V8 working its way through the 
seven-speed automatic ‘box but when 
you recognise the pitch, it is indeed a 
pelasant sound.

Infiniti is Nissan’s luxury brand, 
as Lexus is to Toyota. And like the 
Lexus, the Infinit’s forte is refine-
ment. It represents top-drawer engi-
neering in almost every aspect of the 
vehicle, other than well, the overall 
design. Here, I’m afraid, function 
takes a back-seat to form. I still feel 
that with such a big car, the size of 
the boot is ridiculously small. The 
press material states a capacity of 
just over 400 litres, but it doesn’t 
look like it.

All in all though, it will make a big 
statement for Infiniti here, and that’s 
what the brand needs to establish 
itself. It is as refined and compe-
tent as any of the Big Three German 
SUVs around, in some respects more 
so, and feels more wieldy than its 
Lexus rival.

The price is R856 000 and for that 
you get more equipment than you’ll 
be able to use on any given day, as well 
as looks that…. hmm, I’m still kind of 
getting used to them. ■

Infiniti’s Outlandish SUV
The most important piece of equipment on the Infiniti FX50 eluded me for most of my test period with this almost 
shockingly extrovert SUV from an almost unknown brand in South Africa.

Infiniti’s Godzilla.

It’s the most overtly 
sporting SUV we’ve seen 

on our roads yet, and 
the fact that it is fairly 

dripping with boulevard 
bling doesn’t hurt its 

visual impact a jot.

Aah, the top right button on the keypad, the one for the camera!

Infiniti is Nissan’s luxury 
brand, as Lexus is to 

Toyota. ... It represents 
top-drawer engineering 
in almost every aspect 

of the vehicle, ...

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 13

By RogeR HougHton

I have a soft spot for Mazda, having been in-
volved with the brand in my days at Sigma Motor 
Corporation in the 1970’s and ‘80’s, but now one 
has to wonder where this Japanese brand is going in 
South Africa. Other than in those heady days when 
the RWD 323 hatch arrived here in 1977 and was at 
one stage the top-selling model in SA, the brand has 
been very much a niche player locally.

This is not true in many other markets though 
and in Australia the Mazda3 was the overall top 
seller last year and is currently fighting for suprem-
acy in this market with the Toyota Hilux. Despite 
reasonable sales in some markets Mazda is facing 
tough times financially after four straight years 
of losses.

Now that Ford has sold off all but a 3,5% share 
in the embattled Japanese manufacturer, after hav-
ing held up to 33,4% of the shares in the past, the 
Japanese company no longer has the marketing 
muscle it enjoyed in the Ford era.

Although Ford is continuing joint sales and 
marketing with Mazda in certain markets, includ-
ing SA, and the two companies have joint manufac-
turing ventures one fears these arrangement will be 
watered down as time passes .This means Mazda 
may be forced to go it alone or find another partner, 

with its fuel-saving SkyActiv technology making it 
a fairly attractive proposition.

This brings me to the recent launch of the BT-
50 one-ton bakkie in Northern KZN. I first met the 
new one-tonner when it was displayed as a full-scale 
clay model at the Mazda HQ in Hiroshima, Japan, 
in October 2010. Now I have seen it in the metal and 
driven it.

However, what I cannot understand is that 
a model range that was touted very much as be-
ing aimed at the recreational market; “designed 
to appeal to those with adventure in mind ” is 
now trying to be all things to all people with a 
comprehensive 17- model range in three body 
styles – single cab, double cab and Freestyle 
extended cab.

The previous range had 15 models and one 
would have thought the Mazda product planners 
would have slimmed it down further to focus on 
models with special appeal to those with an active, 
outdoor lifestyle and to keep the BT-50 away from 
the markets served by the increasingly popular Ford 
Ranger, which is very much the same vehicle as the 
BT-50 under the skin.

Ford CEO Jeff Nemeth said at the BT-50 launch 
that the model range had been firmed up several 
years ago, during the planning stage but said it 
could be changed in the future, depending on de-
mand for the various derivatives.

However, he did stress the importance of the 
Mazda one-tonner in assisting with economies of 
scale in the manufacturing of the BT-50 alongside 
the Ranger in Silverton and building Puma diesel 
engines in Port Elizabeth.

Unfortunately the Mazda volumes will be lim-
ited as this range will not be exported outside the 
SA Customs Union, unlike the Ranger, which is 
shipped to a host of international destinations and 
finding high acceptance.

Now it remains to be seen how many buyers go 
for the Mazda’s “smiling face” in preference to the 
rugged good looks of the Ford Ranger.

In terms of the driving experience our launch 
route was in fairly flat terrain alongside the Indian 
Ocean coast and the off-road sections were not re-
ally challenging, being mainly loose sand.

However, I was impressed with the ride com-
fort on rough gravel roads and the low NVH levels 
achieved for a large bakkie. Equipment and comfort 
levels were impressive too. The five-cylinder 3,2-li-
tre Puma turbo diesel is a gem and well matched to 
the six-speed gearbox. Prices range from R190 330 
for a single cab petrol to R462 210 for the diesel au-
tomatic double cab 4x4.

We wait to see how the public accepts this lat-
est new model in the highly competitive SA bakkie 
market and how the Ford/Mazda dealers balance 
the sales act. ■

River-crossing Mazda. Author Roger Houghton and Graham Erasmus stay dry in the BT-50.

Where is Mazda Headed?
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By RogeR HougHton

There is a growing need for the convergence of all 
possible information to enable the best decision 
to be made when buying a used vehicle, accord-
ing to the CEO of TransUnion Auto Information 
Solutions, Mike von Höne. The reason is that buy-
ing, selling, insuring or financing a used motor 
vehicle can be risky as there are numerous factors 
that can influence the value of the unit or impact 
negatively on the transaction

“Every business decision has to be made quick-
ly and accurately in today’s environment of tough 
economic conditions and a highly competitive 
market,” said the TransUnion CEO. “In the case 
of selling used vehicles this means having fast and 
convenient access to every possible piece of infor-
mation about every individual vehicle in an appro-
priate format.

“Convergence will be the next wave in informa-
tion intelligence. In line with TransUnion’s com-
mitment to innovation that serves the increasingly 
competitive vehicle market the company expects to 
announce the availability of its first converged and 
consolidated motor vehicle business intelligence re-
ports in the near future.”

Mike von Höne continued by saying: “Knowing 
that all vehicles of a particular make and model have 
a certain trade and retail value is useful, but what if 
the particular vehicle that you are considering was 
involved in a serious accident at some point in its 
history? What if the odometer has been tampered 

with to make it appear as if the vehicle’s mileage is 
lower than is being claimed?

“It’s also vitally important to be assured of the 
vehicle’s ‘legal’ status. You want to be sure that the 
vehicle is not being sought by the SAPS or that it 
may be a cloned vehicle. This will reduce the risk 
of the vehicle being confiscated by the authorities 
or becoming the subject of an ownership dispute,” 
von Höne added.

TransUnion Auto Information Systems has 
already gone a long way down that road with its 
Verification Reports, which confirm an individual 
vehicle’s main identifiers (registration, VIN and 
engine numbers) and make, model, variant, colour 
and year of manufacture; as well as its financial and 
accident claim history; police interest; International 
Vehicle Identification Desk (IVID) status; mileage 
and microdot history.

“By consolidating the information used to pre-
pare our verification reports with our valuation 
data, and by delivering this to the industry where 
and when they want it in a format that is easy to 
use and understand, we will be able to provide the 
motoring and associated industries with invaluable 
intelligence on which to base sound business deci-
sions,” added von Höne.

“TransUnion is the ideal company to provide 
this convergence offering as it has built its reputa-
tion as the trusted source in vehicle risk intelligence 
over many decades, producing vehicle values as a 
trusted industry partner for 50 years and vehicle 
verification reports for the past 30 of those years,” 
added the CEO.

Traditionally, dealers, insurers and financiers 
have relied on a single piece of information – the 
TransUnion Auto Dealers’ Guide – to calculate 
a fair market-related value for each vehicle. The 
Guide provides the trade and retail values for every 
make, model, variant and age of vehicle based on 
data supplied by thousands of motor dealers as well 
as the major vehicle financing institutions.

Subscribers to the Auto Dealers’ Guides are then 
able to use tables provided by TransUnion to manu-
ally adjust the value of a vehicle based on its mileage, 
condition and factory-fitted optional extras.

■■ TransUnion■ Auto■ Information■ Solutions 
is South Africa’s leading provider of 
information solutions for the automotive 
industry. The company was established in 
2005 following the merger of motorONLINE 
(est. 2000), TransUnion HPI (est. 1997) 
and TransUnion Mead & McGrouther 
(est. 1960). For more information contact 
the CEO, Mike von Höne, at 011 214 6330.  
www.transunion.co.za ■

Growing Importance of Convergence 
of Information when Buying Used

Trans Union’s CEO, Mike von Höne.

By RogeR HougHton

The managing director of Imperial’s finance arm, 
Liquid Capital, David Smith, says he is satisfied 
with the progress being made with his company’s 
new venture, Ariva long term rental, which was 
launched in May.

“The concept is new to many South Africans 
and we have signed 300 deals so far, with a target 
of 1 800 contracts for our next financial year, which 

ends on June 30, 2013,” explained the enthusiastic 
chief executive.

What is interesting is that not only are other 
finance houses looking at this long term rental 
business model – some have already implemented 
something similar – but there have also been ap-
proaches to Ariva from independent dealers selling 
vehicles which are not in the Imperial stable but 
want to use the Ariva offering.

Imperial And JD Group’s Ariva 
Long Term rental Making Progress

continued on next page Liquid Capital’s MD, David Smith.
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AutoLive is the best way to keep up to date with 
news and views about the South African and inter-
national motor industry in all its sectors as a con-
venient e-zine delivered twice a month.

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

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

 ■ McCarthy Motor Group.
 ■ Unitrans’ Toyota dealers

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

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

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

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

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

 ■ Companies looking for franchisees
 ■ Companies looking for dealers for new 
vehicle brands or to expand an existing 
dealer network.

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

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

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

AutoLive advertising rates are very cost ef-
fective and we are able to make up advertise-
ments at reasonable rates. The rate card is avail-
able under “Advertising” on the AutoLive website,  
www.autolive.co.za ■

Why you should advertise in Autolive

To■hear■more■call■Bruno■Lupini■on■081-354-7212■
or■e-mail■him■at■sales@autolive.co.za■or■bruno.
lupini@gmail.com

“We are quite happy to accommodate inde-
pendent dealers as long as they abide by the terms 
of the Ariva agreement. We are also looking at 
doing business with corporates who want to as-
sist their employees to drive new, reliable cars,” 
explained Smith during an interview in his offices 
in Edenvale.

The Ariva proposition was fairly low profile as it 
was bedded in, but now advertising and promotion-
al programmes have started on radio and websites, 
which resulted in the telemarketers obtaining more 
than 1 500 leads in only two weeks.

Ariva, which is offered through 280 dealerships 
in the Imperial stable, targets people previously de-
clined vehicle loans by the finance houses. Approval 
rates for vehicle loans are currently running at be-
tween 60–65% and Ariva offers an alternative trans-
port solution to about 15% of the people who have 
their credit applications rejected. Applications for 
an Ariva rental can be made confidentially on the 
company website, www.ariva.co.za or through an 
Ariva accredited dealer.

The rental initiative falls outside the National 
Credit Act as the customer never owns the vehicle.

“However, we, at Liquid Capital, are very 
supportive of the NCA ethos of discouraging 
reckless lending and our approach to credit-
worthiness is not necessarily less stringent, but 
rather ‘different’,” added Smith. “We use a varia-
tion on the JD Group’s well-proven creditworthi-
ness scorecard which we have adapted to suit the 
motor business.

“Affordability is the key and we evaluate an appli-
cant’s budget carefully to ensure he or she will be 
able to pay the rental for a 54-month period. The 
agreement can be cancelled at any time on payment 

of 10% of the outstanding rental cost, if the custom-
er’s financial situation changes for the worse during 
the rental period,” added the Liquid Capital manag-
ing director.

The reasons that the Ariva product can be of-
fered at attractive rates is that the cars are all in-
sured, fitted with tracking devices and backed by 
service or maintenance plans, while the fact that the 
agreement is outside the NCA means that cars can 
be repossessed quickly as debt-counselling is not re-
quired. This all helps to keep down costs.

“We also have roadside assistance, our own 
panel of tow trucks and panel beaters, so we can 
keep tabs on our cars at all times, which mitigates 
our risk,” added Smith.

Besides offering and administering the new 
Ariva long term rental product Smith explained 
that Liquid Capital and its linked Imperial compa-
nies such as Regent Insurance, can provide the full 
range of insurance and other products such as ex-
tended warranties, tyre and rim cover, service and 
maintenance plans.

“Being an in-house service provider gives us 
the opportunity of allowing Imperial dealers to 
make highly competitive offerings to customers 
buying new or used vehicles,” concluded Smith. ■

 continued from previous page

“Affordability is the key and we 
evaluate an applicant’s budget 

carefully to ensure he or she will be 
able to pay the rental for a 54-month 

period. The agreement can be 
cancelled at any time on payment 

of 10% of the outstanding rental 
cost, if the customer’s financial 
situation changes for the worse 

during the rental period,” ...
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People

X-Trail pits experts against 
novices in Lesotho

Nissan X-Trail 2,0 dCi 4X2 manual models were 
used in a unique “adventure-stunt” that started 
on August 16. Two teams embarked on a circum-
navigation of Lesotho’s borders, crewed by teams of 
vastly differing driving experience levels.

A “novice” team was given driving tips which 
aimed to reduce fuel consumption while driving 
normally – as one would in the everyday environ-
ment. Ideal conditions and expert driving techniques 
were then explored by the “expert” team – fronted by 
economy run champion Willie Nel – who did every-
thing in their power to use as little fuel as possible.

The official urban-highway cycle figure for the 
X-Trail is rated at just 6.5-litres per 100 km with car-
bon emissions of just 171 g/km. So the teams had 
their work cut out to match that figure over rough 
terrain.

The 1000 km-plus route saw the teams depart 
from Harrismith in the Free State on August 16 and 
head anti-clockwise around Lesotho, with pit stops 
in Rhodes and Matatiele and a drive over the high-
est mountain pass in South Africa – Naude’s Nek in 
the Eastern Cape – before returning to Harrismith 
on August 16.

Those enthusiasts really keen to see how their 
teams were doing could follow the epic on Twitter.

Well-known faces in the teams included those 
of Willie Nel, who apart from many successes in the 
Total Economy Run, is also famous as the man who 
drove the equivalent distance to the moon and back, 
in an Opel Rekord, some years back. Another was 
the attractive adventure lady, Ashley Hayden.

Sewells ADM graduation

A large group of leaders and top executives from 
the retail automotive sector attended a dinner 
function in Sandton last week to mark the gradua-
tion of 12 more motor businessmen and women to 
emerge from the latest South African Sewells Group 
Advanced Dealer Management (ADM) programme.

Sewells Group – a global consulting and out-
sourcing firm which specialises in the automotive 
retail industry with core operations in South Africa, 
Australia/New Zealand, India, China, Thailand 
and Indonesia – has for six years run two separate 
annual ADM programmes out of South Africa and 
Australia producing a total of around 25 potential 
dealer principles a year.

Sewells is advanced in the process of re-estab-
lishing ADM’s relationship with the Melbourne 
University which will allow course followers to add 
post graduate certification to their achievements 
here. The University will also contribute and deliver 
around two to three days of course content typically 
including inputs on leadership, culture manage-
ment and change management. 

Delegates who enter the ADM programme can 
literally learn all the elements of what it takes to be-
come a motor dealer principal – the top person in 
the large, dynamic and intricate businesses serving 
South Africa’s motoring customers.

*Guest speaker at the function was Jeff■
Osborne,■ CEO■ of■ the Retail■ Motor Industry■
(RMI) who gave an overview of current South 
African industry trends.

The successful graduates recognised at the ban-
quet were:

Clayton Lennox (Brand Manager Land Rover 
& Jaguar East Rand); Lilian Wasserfal (independ-
ent); Salvador Duzentos (Deputy Corporate GM, 
Toyota de Angola); Simon Mwiti (National Sales 
Manager, Toyota Kenya Ltd.); Nic Bottari, (Nic 
Bottari Toyota); Emerson Santos (National Service 
Manager, Toyota de Angola); Peter McNaughton 
(Group Parts Manager, Kelston Motor Group); 
Gilbert Mfuya (Corporate Affairs Manager, Toyota 
Zambia Ltd.); Eric Calverley (Service Manager, 
Grand Central Motors, Super Group); Suzan du 
Preez (Parts Sales Manager, Honda Bedfordview); 
Brett Nel (Divisional Business Manager, Super 
Group); and Theuhan van Dyk (Preowned Manager, 
Northwest Nissan, Roodepoort.)

Two of these received additional special awards: 
Gilbert Mfuya for achieving the best performance 
overall in all courses, and Eric Calverley for the best 
business plan produced. ■

Gilbert Mfuya, from Toyota Ltd. Toyota 
Zambia, received a special award for 
achieving the best performance overall 
in all courses of the latest Sewells 
Group Advanced Dealer Management 
(ADM) course.

Eric Calverley, service manager Grand 
Central Motors, Midrand, received a 
special award for a compiling the best 
business plan as part of the latest Sewells 
Group Advanced Dealer Management 
(ADM) course.

Ashley Hayden and Willie Nel, with the X-Trail heading for Lesotho.  
•  After completing the rough 1 000 km route, the “novices” returned 7,06 

litres/100 km, while the “experts” came home using just 6,41 litres/100 km.
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The competition was the 28th of its kind, run every 
two years by the UICR (International Union of 
Professional Drivers), and held between August 7 
and 10 at Sun City in the North West Province.

Co-sponsors included Scania – the provid-
er of vehicles used in the competition – Engen 
and Eskom, while the Road Traffic Management 
Corporation (RTMC) in conjunction with the 
Department of Transport and the North West 
Department of Human Settlements, Safety and 
Liaison, hosted the event.

Participants from 15 countries competed for 
top honours in five categories: light delivery vehicle, 
rigid trucks over 12 tons, bus, semi truck and trailer 
and articulated truck. Southern African drivers 
– from South Africa, Namibia, Lesotho, Malawi, 
Tanzania, Botswana and Zimbabwe – participated 
alongside their European counterparts, and held 
their ground in the face of stiff competition.

South African drivers obtained medals in 
the categories of Rigid (1st), Bus (1st and 3rd), Rigid 
Truck and Trailer (3rd), Light Delivery Vehicle (1st) 

and Articulated Economical Driving (3rd). Finland’s 
Toni Kuosman was crowned the overall individual 
champion, but South Africa performed exception-
ally well in the championship team categories and 
was named the overall country champion.

With August nominated as Women’s Month, 
it was appropriate that the third placed winner in 
the bus category was a woman, Lettah Mokutswane 
from Putco. She was elated by her win, saying: “I 
never thought I stood a chance, but as I progressed 
through the contest, I became confident. This 
means a lot to me, my company and, most of all, to 
the women of South Africa.”

The championship consisted of a practical driving 
competition, a theoretical assessment, a pre-trip/
load inspection assessment and an economical 
driving assessment. The practical driving com-
petition included 15 individual tests designed to 
assess each driver’s ability to manoeuvre a vehicle 
as precisely as possible over, through and around a 
number of challenging obstacles.

“Crashes involving heavy goods vehicles are 
costly in terms of loss of life, damage to property 

Working Wheels

SA is Best 
in the World

UICr World Drivers’ Championship

The bus category on trial at the WDC at Sun City.

World Drivers Champs put pedal to mettle at Sun City. continued on next page 

When the dust settled following 
the recent UICR World Drivers’ 
Championship, hosted for the first 
time on African soil, South Africa’s 
team of commercial vehicle drivers 
walked away with 10 medals 
and was named as the overall 
country champion.

With August nominated as Women’s 
Month, it was appropriate that the 

third placed winner in the bus 
category was a woman, Lettah 

Mokutswane from Putco.
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Working Wheels

and reduced productivity,” said Collins Letsoalo, 
Acting CEO of the RTMC. “South Africa’s par-
ticipation and excellent results demonstrate con-
clusively that investment in effective and efficient 
training not only produces world-beating results, 
but will also have a positive impact on an operator’s 
bottom line.”

The President of the UICR, Ludwig Buchel, 
was also thrilled by South Africa’s high standard of 
hosting the contest. “The next competition will be 
hosted by Poland in 2014 and South Africa has re-
ally raised the bar. It’s going to be extremely difficult 
for Poland and others to maintain the standard of 
the competition, the awards’ function and the relat-
ed events which were truly memorable,” he said. ■

 continued from previous page South African participants obtained 
medals in the following categories:

Position Category Name

1st Rigid Vishnu Naidoo

3rd Bus
Lettah 
Mokutswane

1st Bus Simon Motsepe

3rd
Rigid Truck 
and Trailer

Ismail Khan

1st
Light delivery 
vehicle

Solomon Ntuli

3rd
Articulated 
economical 
driving

Jacques 
Schreiber

South Africa won the following 
championship team categories 
and was thus named the 
overall country champion:

Position Category

1st Rigid

1st Bus

2nd Rigid Truck and Four Wheel Trailer

1st Light Delivery Vehicle 

Mazda South Africa recently handed over 60 fleece 
blankets to the Ubombo Drop-In Centre. Mazda 
staff and members of the media visited the Ubombo 
Drop-In Centre to deliver the blankets while in the 
area for the launch of the all-new Mazda BT-50.

Based in Jozini in northern KwaZulu Natal, 
the Centre aims to improve orphans and vulner-
able children’s access to quality, integrated care 
and support. Many of the children at the Centre 
are victims of the ongoing impact of the HIV/
AIDS epidemic.

The Centre aims to care and support the chil-
dren as well as the surrounding communities 
through sustainable socio-economic empowerment 
programmes. Such initiatives include voluntary 
HIV/AIDS testing and counselling, skills empow-
erment for child-headed households and a drugs 
awareness programme. The Centre also runs feed-
ing schemes and a food parcel distribution pro-
gramme and offers home-based care for the criti-
cally ill.

“We were delighted to visit the Ubombo Drop-
In Centre and witness the important work they are 
doing in their community,” said Mazda Marketing 

Manager, Doreen Mashinini. “They provide and 
invaluable service that insures vulnerable children 
and orphans are cared for, fed and upskilled. We 
hope the blankets we have delivered will keep the 
young children warm for the remaining winter.”

Mazda was visiting the area to introduce media 
to the all-new Mazda BT-50. The newly introduced 
pick-up offers stylish looks, a dynamic driving ex-
perience, tremendous functionality and advanced 
safety features. ■

Mazda Delivers Blankets To Vulnerable Children

Mazda’s top management team on a blanket mission.
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TOP PASSENGEr MANUFACTUrEr rETAIL SALES FOr JULY 2012 

MANUFACTUrEr TYPE 2012 Share 2011 Share

VOLKSWAGEN 
GrOUP SA

VW Polo Vivo 2 620 10.0% 2 207 10.1%

VW Polo 2 058 7.8% 1 669 7.7%

VW Polo Vivo 
Sedan

829 3.2% 935 4.3%

VW Golf 6 497 1.9% 739 3.4%

AUDI A4 417 1.6% 364 1.7%

VOLKSWAGEN GROUP SA Total 6 421 24.4% 5 914 27.2%

TOYOTA

TOYOTA Etios 1 753 6.7% 0 0.0%

TOYOTA 
Corolla

1 372 5.2% 1291 5.9%

TOYOTA 
Fortuner

982 3.7% 932 4.3%

TOYOTA Yaris 621 2.4% 510 2.3%

TOYOTA 
Avanza

331 1.3% 289 1.3%

TOYOTA Total 5 059 19.2% 3 022 13.9%

GMSA

CHEV Cruze 764 2.9% 446 2.0%

CHEV Aveo 638 2.4% 411 1.9%

CHEV Spark 519 2.0% 691 3.2%

CHEV Sonic 503 1.9% 0 0.0%

CHEV Captiva 229 0.9% 245 1.1%

GMSA Total 2 653 10.1% 1 793 8.2%

FMC

FORD Figo 1 176 4.5% 1 227 5.6%

FORD Fiesta 526 2.0% 507 2.3%

FORD Focus 408 1.6% 193 0.9%

FORD Ikon 144 0.5% 64 0.3%

MAZDA 3 102 0.4% 113 0.5%

FMC Total 2 356 9.0% 2 104 9.7%

BMW GrOUP

BMW 3-Series 1 041 4.0% 924 4.2%

BMW 1-Series 444 1.7% 221 1.0%

BMW X3 203 0.8% 169 0.8%

BMW 5-Series 149 0.6% 153 0.7%

MINI Cooper 130 0.5% 139 0.6%

BMW GROUP Total 1 967 7.5% 1 606 7.4%

MErCEDES-BENz 
SA

MERCEDES 
C-Class

1214 4.6% 1431 6.6%

MERCEDES 
E-Class

185 0.7% 159 0.7%

MERCEDES 
B-Class

178 0.7% 205 0.9%

MERCEDES 
A-Class

109 0.4% 109 0.5%

MERCEDES 
M-Class

101 0.4% 94 0.4%

MERCEDES-BENZ SA Total 1787 6.8% 1998 9.2%

South African Vehicle Sales Figures at the End Of July 2012
Disclaimer:
*  For the time being, as a result of a global directive by Daimler AG (Germany), Mercedes-Benz South Africa (Pty) Ltd will only report aggregated Passenger and 

Commercial sales data.
Please note the disaggregated MBSA volumes are estimates based on historical trends and forecasting techniques.
Source: NAAMSA www.naamsa.co.za.
RGT SMART is the independent provider of the new vehicle sales information to NAAMSA and AutoLive. For more information on the RGT SMART
product line view www.rgtsmart.co.za.

TOP PASSENGEr MANUFACTUrEr rETAIL SALES FOr JULY 2012 

MANUFACTUrEr TYPE 2012 Share 2011 Share

NISSAN

NISSAN Tiida 423 1.6% 321 1.5%

NISSAN 
Qashqai

359 1.4% 355 1.6%

NISSAN Juke 287 1.1% 0 0.0%

NISSAN Micra 264 1.0% 348 1.6%

NISSAN Livina 208 0.8% 161 0.7%

NISSAN Total 1541 5.9% 1185 5.4%

rENAULT

rENAULT 
Sandero

589 2.2% 759 3.5%

RENAULT 
Clio III

123 0.5% 24 0.1%

RENAULT 
Megane III

81 0.3% 95 0.4%

RENAULT 
Koleos

49 0.2% 16 0.1%

RENAULT 
Fluence

24 0.1% 48 0.2%

RENAULT Total 866 3.3% 942 4.3%

CHrYSLEr SA

JEEP Compass 184 0.7% 168 0.8%

JEEP Grand 
Cherokee

165 0.6% 73 0.3%

JEEP Wrangler 126 0.5% 124 0.6%

JEEP Patriot 78 0.3% 73 0.3%

DODGE 
Journey

76 0.3% 31 0.1%

CHRYSLER SA Total 629 2.4% 469 2.2%

HONDA

HONDA Jazz 227 0.9% 273 1.3%

HONDA CR-V 164 0.6% 126 0.6%

HONDA Civic 163 0.6% 54 0.2%

HONDA 
Ballade

55 0.2% 107 0.5%

HONDA Accord 36 0.1% 40 0.2%

HONDA Total 645 2.5% 600 2.8%

PCSA

PEUGEOT 207 50 0.2% 75 0.3%

PEUGEOT 107 45 0.2% 14 0.1%

CITROEN DS3 39 0.1% 30 0.1%

PEUGEOT 308 37 0.1% 59 0.3%

PEUGEOT 
3008

30 0.1% 37 0.2%

PCSA Total 201 0.8% 215 1.0%

JAGUAr LAND 
rOVEr

L-R Range 
Rover Evoque

225 0.9% 0 0.0%

L-R Discovery 4 172 0.7% 240 1.1%

L-R Freelander 2 76 0.3% 60 0.3%

JAGUAR XF 43 0.2% 29 0.1%

L-R Range 
Rover Sport

30 0.1% 56 0.3%

JAGUAR LAND ROVER Total 546 2.1% 385 1.8%
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TOP PASSENGEr MANUFACTUrEr rETAIL SALES FOr JULY 2012 

MANUFACTUrEr TYPE 2012 Share 2011 Share

SUzUKI

SUZUKI Swift 113 0.4% 145 0.7%

SUZUKI Jimny 71 0.3% 10 0.0%

SUZUKI SX4 61 0.2% 98 0.4%

SUZUKI Alto 42 0.2% 114 0.5%

SUZUKI Grand 
Vitara

23 0.1% 26 0.1%

SUZUKI Total 310 1.2% 393 1.8%

FIAT GrOUP

FIAT 500 80 0.3% 84 0.4%

FIAT Punto 78 0.3% 149 0.7%

ALFA Giulietta 58 0.2% 67 0.3%

ALFA 159 33 0.1% 0 0.0%

FIAT Panda 22 0.1% 14 0.1%

FIAT GROUP Total 271 1.0% 314 1.4%

MITSUBISHI 
MOTOrS SA

MITSUBISHI 
ASX

174 0.7% 0 0.0%

MITSUBISHI 
Pajero

47 0.2% 16 0.1%

MITSUBISHI 
Pajero Sport

33 0.1% 19 0.1%

MITSUBISHI 
Outlander

15 0.1% 1 0.0%

MITSUBISHI 
Lancer

12 0.0% 123 0.6%

MITSUBISHI MOTORS SA Total 281 1.1% 159 0.7%

TATA

TATA B-Line 174 0.7% 69 0.3%

TATA Indica 
Vista

77 0.3% 115 0.5%

TATA Indigo 2 0.0% 1 0.0%

TATA Safari 0 0.0% 1 0.0%

TATA Indica 0 0.0% 4 0.0%

TATA Total 253 1.0% 190 0.9%

VOLVO CArS

VOLVO S60 66 0.3% 81 0.4%

VOLVO XC60 44 0.2% 44 0.2%

VOLVO C30 28 0.1% 39 0.2%

VOLVO S40 26 0.1% 29 0.1%

VOLVO XC90 22 0.1% 19 0.1%

VOLVO CARS Total 186 0.7% 212 1.0%

POrSCHE

PORSCHE 
Cayenne

121 0.5% 73 0.3%

PORSCHE 911 18 0.1% 14 0.1%

PORSCHE 
Panamera

11 0.0% 2 0.0%

PORSCHE 
Boxster

10 0.0% 5 0.0%

PORSCHE 
Cayman

0 0.0% 1 0.0%

PORSCHE Total 160 0.6% 95 0.4%

MAHINDrA

MAHINDRA 
XUV

84 0.3% 0 0.0%

MAHINDRA 
Xylo

12 0.0% 12 0.1%

SSANGYONG 
Korando

4 0.0% 0 0.0%

MAHINDRA 
Thar

2 0.0% 3 0.0%

MAHINDRA 
Scorpio

2 0.0% 8 0.0%

MAHINDRA Total 104 0.4% 23 0.1%

TOP PASSENGEr MANUFACTUrEr rETAIL SALES FOr JULY 2012 

MANUFACTUrEr TYPE 2012 Share 2011 Share

SUBArU

SUBARU XV 24 0.1% 0 0.0%

SUBARU 
Forester

19 0.1% 63 0.3%

SUBARU 
Outback

9 0.0% 25 0.1%

SUBARU WRX 7 0.0% 18 0.1%

SUBARU 
Legacy

1 0.0% 2 0.0%

SUBARU Total 60 0.2% 108 0.5%

MASErATI

MASERATI 
GranCabrio

3 0.0% 0 0.0%

MASERATI 
Quattroporte

2 0.0% 2 0.0%

MASERATI 
GranTurismo

1 0.0% 1 0.0%

MASERATI MC 
Stradale

0 0.0% 2 0.0%

MASERATI Total 6 0.0% 5 0.0%

CHANGAN SA CHANA Benni 0 0.0% 47 0.2%

CHANGAN SA Total 0 0.0% 47 0.2%

GRAND TOTAL 26 302 100.0% 21 779 100.0%

 TOP LCV MANUFACTUrEr rETAIL SALES FOr JULY 2012 

Manufacturer Type Total Share Total Share

TOYOTA
TOYOTA

TOYOTA Hilux 2781 21.8% 2519 23.6%

TOYOTA 
Quantum

1201 9.4% 651 6.1%

TOYOTA 
Landcruiser PU

231 1.8% 82 0.8%

TOYOTA 
Avanza

28 0.2% 37 0.3%

TOYOTA 
Landcruiser SW

27 0.2% 29 0.3%

TOYOTA Total 4 268 33.4% 3318 31.1%

GMSA

CHEV Utility 1 746 13.7% 0 0.0%

ISUZU KB 1 352 10.6% 808 7.6%

CHEV Lumina 
UTE

26 0.2% 20 0.2%

OPEL Vivaro 9 0.1% 8 0.1%

CHEV Corsa 
Utility

1 0.0% 1588 14.9%

GMSA Total 3 134 24.5% 2 424 22.7%

NISSAN

NISSAN NP200 1 359 10.6% 1 245 11.7%

NISSAN NP300 
Hardbody

954 7.5% 678 6.4%

NISSAN Navara 120 0.9% 226 2.1%

NISSAN 
Hardbody

1 0.0% 2 0.0%

NISSAN Patrol 
PU

1 0.0% 0 0.0%

NISSAN Total 2 435 19.1% 2 151 20.2%

FMC

FORD Ranger 1582 12.4% 556 5.2%

MAZDA BT-50 12 0.1% 219 2.1%

FORD Bantam 0 0.0% 606 5.7%

FMC Total 1 594 12.5% 1 381 12.9%

VOLKSWAGEN 
GrOUP SA

VW Amarok 477 3.7% 696 6.5%

VW Caddy 153 1.2% 108 1.0%

Figures courtesy of NAAMSA / RGT SMART
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THE TOP SOUTH AFrICAN HCV / MCV MArKET FOr JULY 2012
(MEDIUM, HEAVY & EXTrA HEAVY COMMErCIALS, & BUSSES)

MANUFACTUrEr CATEGOrY 2012 JULY SHArE

MErCEDES-BENz 
SA

MCV 196 8.3%

HCV 62 2.6%

XHV 354 14.9%

BUS 13 0.5%

MERCEDES-BENZ SA Total 625 26.3%

TOYOTA

MCV 195 8.2%

HCV 74 3.1%

XHV 22 0.9%

TOYOTA Total 291 12.3%

UD TrUCKS

MCV 70 2.9%

HCV 151 6.4%

XHV 65 2.7%

UD TRUCKS Total 286 12.0%

GMSA

MCV 134 5.6%

HCV 117 4.9%

XHV 15 0.6%

BUS 1 0.0%

GMSA Total 267 11.2%

MAN

HCV 13 0.5%

XHV 203 8.5%

BUS 41 1.7%

MAN Total 257 10.8%

TATA

MCV 62 2.6%

HCV 42 1.8%

XHV 24 1.0%

BUS 7 0.3%

TATA Total 135 5.7%

VOLVO TrUCKS
XHV 108 4.5%

BUS 0 0.0%

VOLVO TRUCKS Total 108 4.5%

SCANIA
XHV 94 4.0%

BUS 10 0.4%

SCANIA Total 104 4.4%

NAVISTAr 
INTErNATIONAL 
TrUCKS SA

XHV 85 3.6%

NAVISTAR INTERNATIONAL TRUCKS 
SA Total

85 3.6%

IVECO

MCV 36 1.5%

HCV 7 0.3%

XHV 27 1.1%

BUS 0 0.0%

IVECO Total 70 2.9%

POWErSTAr XHV 42 1.8%

POWERSTAR Total 42 1.8%

VOLKSWAGEN 
GrOUP SA

MCV 29 1.2%

VOLKSWAGEN GROUP SA Total 29 1.2%

FIAT GrOUP MCV 27 1.1%

FIAT GROUP Total 27 1.1%

rENAULT TrUCKS XHV 27 1.1%

RENAULT TRUCKS Total 27 1.1%

PCSA MCV 17 0.7%

PCSA Total 17 0.7%

BABCOCK XHV 4 0.2%

BABCOCK Total 4 0.2%

VDL BUS & COACH 
SA

BUS 1 0.0%

VDL BUS & COACH SA Total 1 0.0%

GRAND TOTAL 2 375 100.0%

 TOP LCV MANUFACTUrEr rETAIL SALES FOr JULY 2012 

Manufacturer Type Total Share Total Share

VOLKSWAGEN 
GrOUP SA

VW T5 
Transporter 
Cr-Bus

23 0.2% 58 0.5%

VW T5 
Transporter PU

22 0.2% 18 0.2%

VW T5 
Transporter 
P-Van

16 0.1% 12 0.1%

VOLKSWAGEN 
GROUP SA Total

691 5.4% 892 8.4%

MAHINDrA

MAHINDRA 
Scorpio Pik-Up

164 1.3% 68 0.6%

MAHINDRA 
Bolero

37 0.3% 53 0.5%

MAHINDRA 
Genio

11 0.1% 0 0.0%

MAHINDRA 
Xylo

3 0.0% 2 0.0%

SSANGYONG 
Actyon Sports

2 0.0% 0 0.0%

MAHINDRA Total 217 1.7% 123 1.2%

TATA

TATA Xenon 143 1.1% 68 0.6%

TATA Worker 15 0.1% 21 0.2%

TATA Telcoline 1 0.0% 4 0.0%

TATA Total 159 1.2% 93 0.9%

FIAT GrOUP

FIAT Fiorino 42 0.3% 0 0.0%

FIAT Doblo 
Cargo

22 0.2% 0 0.0%

FIAT Ducato 11 0.1% 0 0.0%

FIAT Strada 0 0.0% 50 0.5%

FIAT GROUP Total 75 0.6% 50 0.5%

MITSUBISHI 
MOTOrS SA

MITSUBISHI 
Triton

54 0.4% 60 0.6%

MITSUBISHI 
MOTORS SA Total

54 0.4% 60 0.6%

JAGUAr LAND 
rOVEr

L-R Defender 52 0.4% 61 0.6%

JAGUAR LAND 
ROVER Total

52 0.4% 61 0.6%

MErCEDES-BENz 
SA

MERCEDES 
Vito

40 0.3% 34 0.3%

MERCEDES-BENZ 
SA Total

40 0.3% 34 0.3%

rENAULT
RENAULT Trafic 21 0.2% 0 0.0%

RENAULT 
Kangoo

10 0.1% 19 0.2%

RENAULT Total 31 0.2% 19 0.2%

PCSA

PEUGEOT 
Partner

11 0.1% 7 0.1%

CITROEN 
Berlingo

11 0.1% 4 0.0%

PEUGEOT 
Expert

3 0.0% 3 0.0%

PEUGEOT 
Expert Tepee

2 0.0% 14 0.1%

CITROEN Relay 1 0.0% 0 0.0%

PCSA Total 28 0.2% 28 0.3%

CHANGAN SA

CHANGAN 
Star 2

0 0.0% 0 0.0%

CHANA Star 0 0.0% 31 0.3%

CHANA Maxi 0 0.0% 0 0.0%

CHANA 
Rainbow

0 0.0% 1 0.0%

CHANGAN SA Total 0 0.0% 32 0.3%

GRAND TOTAL 12 778 100.0% 10 666 100.0%

Figures courtesy of NAAMSA / RGT SMART Figures courtesy of NAAMSA / RGT SMART
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By StuaRt JoHnSton

The Backdraft is one of the finest Cobra replicas 
in the world. Devised by Tony Martin, the South 
African racing driver who won the 1984 Daytona 
24-Hour race in a March Porsche, aided and abetted 
by one Sarel van der Merwe and Graham Duxbury, 
the Durban-built Backdraft is not a kit car, but a 
hand-crafted, fully-assembled sports car.

It uses modern multi-link suspension at the 
rear, and modern wishbone suspension up-front, 
as well as hugely powerful AP Brakes. It sits on 
beautiful wheels styled along the lines of the origi-
nal Halibrand rims made famous on the original 
Cobras and GT4-0s back in the 1960s.

Demand for the car has been amazing, and 
Backdraft currently produces between 10 and 15 
cars a month. The car has been in continuous pro-
duction for over a decade and raced to victory both 
here in historic racing, as well as in America, by 
Tony Martin himself (he’s still a mean racing driver 
at the age of 62) and Backdraft’s American partner, 
Reg Dodd.

This past weekend, Backdraft took their stock 
new-model Lexus V8-engined roadster, fitted slicks 
and a chin spoiler, and came second in a two-hour 
sports car race at Phakisa, in the company of dozens 
of full-blown racers.

AutoLive caught up with Hampton’s MD Gavin 

Green, to find out how the partnership is working 
out for the Randburg classic and exotic car business:
AL:  How did the tie up between Hamptons and 

Backdraft come about? Did you want a halo 
brand for your dealership?

GG:  Ja, well, firstly it’s a South African-built car. 
We specialise in unique motor vehicles, clas-
sic cars, and exotic cars, and Backdraft is right 
up there with the best of them. The Backdraft 
brand is recognised world-wide as being one 
of the best replica machines of all time. So I 
was quite keen to get it on board. And being 
just down the road in Durban it makes things 
easy in terms of spares supply, orders, war-
ranties. We can keep the costs down and give 
the customer value for money.

AL:  You are in the business of passion. How does 
the car measure up to the stuff you drive off 
your showroom floor?

GG:  My passion for this car is growing daily. I’m 
heaving a special 5,0-litre Backdraft Coyote 
model built for myself. It should be ready in 
a couple of weeks.

AL:  What’s different about the Coyote model?
GG:  It’s the same car the customer can buy, except 

I’ve gone for the vented body, and it’s got the 
5,0-litre Mustang injected motor. The car 

can be built any way you want it to be built. 
Backdraft has their standard production-line 
cars, but you can spec it, for instance you can 
have double roll-over bars, you can have dif-
ferent rims, you can have a wild engine with 
dual carbs instead of fuel-injection. But if you 
deviate from stock it does push the price.

AL:  What do the prices range from?
GG:  We have the so-called baby Backdraft model, 

it has a 4,0-litre Lexus V8 motor, and this one 
sells for R395 000. The standard 5,0-litre one 
comes in at R495 000.

GG:   These are proper production cars, built on 
a production line, built in a proper factory. 
It comes with a one-year warranty. It has a 
TransUnion code, which means the banks 
will recognise it as a finance-worthy vehicle. 
The nice thing about us having the agency for 
Gauteng is that we can control the retail mar-
ket. We can control the re-sale values too, so 
you won’t buy a car for R500 000 and then it’s 
worth R200 000 in a year’s time.

GG:   We can keep the re-sale values strong on 
these vehicles, and keep the customers happy 
with their purchase.

Backdraft and Hampton’s – a Meeting of Passions

Hamptons, the Randburg classic car dealership, has been thriving under 
its present ownership for the past four years. BackDraft, the Cobra-
lookalike sports car building company, has been shipping its sports cars 
to all parts of the world since 2001. And a few months ago, Hamptons 
became the Gauteng agents for Backdraft.

continued on next page 

Backdraft’s b-class, C300 outside Hamptons.

Gavin Green

Demand for the car has been 
amazing, and Backdraft 

currently produces between 
10 and 15 cars a month.
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AL:  We believe re-sale values are strong for the 
Backdrafts.

GG:  At the moment there is as big a demand for 
used as new. At the moment you can pick 
up a very nice three-year-old Backdraft for 
R350  000. And three years ago, that was 
what the car sold for as new. Yes, those 
older ones don’t have all the new spec, 
but the latest changes aren’t so significant 
that they make your three-year-old car 
redundant.

AL:  How does the bodywork hold up?
GG:  It depends how the guys have used or abused 

them. Overall, the guys who buy these type 
of cars tend to look after them, it’s their third 
toy, they drive them on weekends.

AL:  Can these cars can handle track-days as well 
in standard spec?

GG:  The nice thing is, if you are going to use your 
car on the track, there is a track spec available 
from the factory, bigger radiator, oil coolers, 
etc, so you can spec the car to handle the extra 
abuse.

AL:  And brakes?
GG:  You’re running AP brakes, those are designed 

to handle track-days. Like any car you have to 
keep the car serviced and looked after. That 
car was derived from a track car, going right 
back to the ‘60s, so, no problem.

AL:  Initially these cars were built only for export. 
When did that change?

GG:  That was Tony’s philosophy, then they started 
selling one or two locally, and eventually de-
mand just grew and grew. Then I stepped in 
and we wanted to talk about a distributorship 
and marketing, and the demand has been un-
believable in the past two months.

AL:   What does having the Backdraft agency do for 
your through-traffic, for your exotic and clas-
sic side of the business?

GG:  It puts Hamptons on the map. Having 
Backdraft as a brand name makes us more 
prominent in the market.

AL:  The classic car business in general, what has 
happened with Hamptons and the market 
since you took over four years ago?

GG:  Our main market is the classic car end of 
things, and we’ve seen some cars double in 
value over the past 24 months. Where people 
said it would never happen, it’s happening, 
and it’s happening world-wide, not just in 
South Africa.

AL:  Is this happening only at the top end of the 
market, or all the way from top to bottom?

GG:  It has a lot to do with the car, the rarity value, 
whether it’s been restored or not, original-
ity. If the normal guy saw some un-restored 
cars he’d say this is junk, scrap it. But yet a 
completely rusted Ferrari, a rare one, sold for 
5-million dollars the other day. In my opin-
ion an original tatty car is worth more than 
a restored car. But other guys want totally re-
stored cars. Both views are correct.

GG:   We have an E-type here that has increased 
in value by R250 000 in the past four years, it’s 
totally original.

GG:   There are a lot of new faces coming into the 
market, and you find your Mercedes-Benz, 
Porsche, Ferrari, Jaguar, those four brands 
are really powerful.

AL:  Any hot tips for people wanting to get into the 
market?

GG:  I believe in the next 12 months there’s going 
to be a big run on cars from the ‘80s. Lower-
end and upper-end. You’ll find cars like Alfa 
GTV 3,0-litres, 333i BMWs, XR8s, M5s, those 
type of vehicles are going to have a big jump. 
These guys who own them now are sitting on 
a pot of gold. ■

 continued from previous page

Backdraft production has been underway for over a decade in Durban at the rate of 10-
15 cars a month.

Backdrafty’s new hard-top model, fashioned after le Mans Cobra from 1964.

Where people said it would 
never happen, it’s happening, 

and it’s happening world-wide, 
not just in South Africa.
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Comments? Complaints? Suggestions? 
E-mail stujohn@autolive.co.za

By StuaRt JoHnSton

The Type 3 came in three types (this is getting con-
fusing isn’t it?), the Notchback, which is a sedan, the 
Squareback, which is the variant or station wagon, 
and the Fastback.

I didn’t have any money, but hold on a second. 
I’d bought an old non-runner hump-backed Volvo 
a while back and ever since it had sat in a store at 
Zwartkops Raceway, because that’s where I found 
it, and I’d never gotten around to hauling it away. 
Zwartkops owner Peter du Toit had in fact starting 
making errrm uuurmm, noises re the old Volvo and 
the parking space I was taking up, so I phoned him 
and asked him if he wanted to buy it. Peter sounded 
grumpy, because he already has many dozens of 
cars, but he said okay, send me your bank details, 
and don’t worry about the papers, it’ll be turned 
into a race car.

So now I had the cash, and I told Rueben the 
Type 3 was as good as mine, I’d come see it the 
next day.

Except what happened was, Adam Ford, he of 

Friday Night Talk Radio 702 car-advice fame, hap-
pened to be standing within ear-shot and he said, 
gee, my neighbour has a Kombi on his plot he want-
ed to get ride of.

So, on the way to seeing the Type 3, me and 
my girlfriend popped in at Adam’s small-holding 
in Midrand, snuck through the door to his neigh-
bour’s small-holding, and, man, the Kombi was so 
good, I just had to have it too.

It’s what they call a Bay Window Kombi, 
which is the second generation of the Type 2 (aah, 
that confusion again, let me explain). The original 
Kombi, which suddenly has become a world-wide 
cult vehicle, has a split screen and was produced be-
tween 1950 and 1967.

My Bay-Window has a single screen which 
extends outwards like a house’s bay window, more 
rounded edges, is slightly bigger, and looks like a 
loaf of bread. This was built between late ’67 and 
late 1979.

So, after drooling over the Kombi, we popped 
off to Reuben’s and collected the Type 3 (the car 
went onto two cylinders the first time we tested 
it, but now it runs perfectly, much smoother than 

a Beetle). The Kombi’s extraction from its place of 
rest wasn’t so easy.

It had been standing under a carport for at least 
three years, maybe more, and the tyres were flat at 
the front and perished on the sidewalls.

Old Adam, when he isn’t talking, runs a work-
shop in Wynberg and knows his oats when it comes 
to resuscitating an old car. Points and condenser 
were changed to provide spark, much use was made 
of jumper leads, and we ran a five-litre bottle of juice 
with a hose directly into the fuel pump, because the 
tank had that vrot old petrol smell about it.

Anyway, it chugged into life after a couple of 
hours of coaxing, and apart from one of the tyres 
exploding due to sidewalls that had perished be-
yond the point of return, we took it for a short drive 
and it runs like a bus. Which is what it is.

Man, there’s nothing to beat this feeling of buy-
ing new old-cars and planning what you are going 
to do to them, and where you are going to source the 
bits that are missing and ….

The only trouble now is: Where in the name 
of the Body Corporate am I going to park all these 
things? ■

I accidentally bought two old cars the other day. What happened was, I was on a launch, and a fellow scribe, 
Rueben van Niekerk, told me he had a Type 3 for sale. A Squareback. Now for those of you who don’t know what 
the hell I’m talking about, a Type 3 is a Volkswagen, the third type the factory ever made after the Type 1 (the 
original Beetle) and the Type 2, the original split-window Kombi.
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