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THE HEAT IS ON

Hello Etios, so long Tazz!
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By Stuart JohnSton

Since Tazz’s withdrawal of what was 
essentially a 1988 model constantly 
freshened up with cosmetic changes 
over a period of 18 years, the sub-B 
segment has grown to become the big-
gest model segment in the country. 
Volkswagen was quick to take advan-
tage of this gap, first with its (now dis-
continued) Citi Golf range, and more 
recently with the Polo Vivo, another 
car that is essentially a reincarnation of 
a previous model.

Ford too has had great success with 
its Figo, which, again, is a revamp of the 
previous-generation Fiesta. What the 
new Etios has going for it is that it is a 
brand new model, only introduced 18 
months ago in India. However, being 
earmarked for “developing countries”, 
the car has a somewhat retro feel to it, 
and a short drive during last week’s 
launch revealed it to feel and behave 
pretty much like a Corolla of perhaps a 
generation ago. This is not necessarily 
a negative, as the overall feeling of the 
car is one of Toyota-like dependability, 
while not exactly being exciting in any 
area other than its ability to handle poor 
road surfaces.

The pricing is keen, with the Etios 
kicking off at R115  800, probably good 
enough for Toyota to reach its very 

ambitious targets for this model. 
Indeed, sales of between 1  500 and 
1  700 are projected, and these are, ac-
cording to Toyota South Africa Motors 
Vice President of Product and Demand 
Planning Glenn Crompton, “based on 
demand that we have already received 
from our dealer network.”

Volkswagen South Africa has en-
joyed leadership in the passenger car 
market for some years now, thanks to 
the success of both its Polo Vivo and 
Polo models, which are produced at its 
Uitenhage factory.

Globally, Volkswagen has stated 
that it wants to be the World’s number 
one carmaker (in sales terms) by 2018. 
Last year VWSA enjoyed a few months 
as overall market leader here, but in the 
end Toyota retained its Number One 
slot that it has held for over three dec-
ades. This year the fight is much clos-
er, so for Toyota the new car couldn’t 
have come at a better time. In the first 
four months of this year Toyota led 
VWSA in overall vehicle sales by just 
538 units!

Volkswagen are well aware of the 
challenge the Etios represents, and last 
Sunday the company carried a wrap-
around advert in the Sunday Times’ 
Lifestyle section stressing that the VW 
Polo Vivo was South Africa’s best-selling 
car with prices starting at R106 100.

In an interview with Toyota South 
Africa Motors’ Vice President of Sales 
and Marketing, Calvyn Hamman, 
AutoLive posed the question of just 
how important market leadership is to 
Toyota SA.
Q:  We are talking Etios. How impor-

tant is this model for Toyota in 
South Africa?

CH:  For many years Tazz was an im-
portant model for South Africa, 
but we could not stretch produc-
tion of the model any further. So 
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Taking the Fight to VW
The launch last week of the Toyota Etios marks Toyota’s long-awaited re-entry into the 
lucrative sub-B segment of South Africa’s new market, since the run-out of the Tazz 
in 2006.

Calvyn Hamman, Toyota SA’s 
Senior Vice President, Sales and 
Marketing.
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Editor’s Note
There are so many facets to mo-
toring and the motor industry 
that deserve our attention. First 
and foremost there is the motor 
vehicle itself. A wonderful inven-
tion that dates back, officially, 
to 1886, but there were earlier 
steam-driven devices that prob-
ably qualify under the heading of 
“ motorised personal mobility”.

I recently had to give a speech 
at a British Car Day, organised by the Pretoria Old Motor Club, 
and in researching facts for my 15 minutes of fame I discovered 
that the second car on South African soil was British, pretty much 
a four-wheeled bicycle powered by a single cylinder engine and 
manufactured by Royal Enfield, a name well known to motor-
cycling fans. For the record, the first car in SA, as many of you 
readers will know, was a Benz Velo, which thundered around the 
Berea Park soccer field in Pretoria in January 1897

In fact there are still Royal Enfield motorcycles being manu-
factured in India, which brings me to the global interconnectivity 
of the motor industry now, in 2012.

Last issue we reported on the partnership between the Indian 
company Mahindra & Mahindra and the Korean enterprise, 
SsangYong, two relatively young companies making global in-
roads from regions that were not at all industrialised 100 or so 
years ago.

These companies from “emerging” regions are producing 
cars and commercial vehicles that improve radically from one 
model cycle to the next. Quite naturally there is a lot of technol-
ogy “acquisition” on the part of the new motor-makers from the 
established players. You only have to visit an international motor 
show to see how blatant the Chinese are in their idea-mongering. 
While other media people are framing shots of exotic new mod-
els or prototypes with industry heads or pretty girls posing next 
to them, the Chinese “reporters” are zooming in for close-ups of 
door hinges and wheel-arch retainer clips!

The fastest growing motor markets in the world right now are 
India and China, and it will be fascinating to see just when the 
manufacturers from these countries start becoming innovators 
rather than increasingly skilled imitators.

No doubt these new players have already learned from the 
business mistakes that have reduced the British motor industry 
to a shadow of its former greatness. After all, Indian-owned Tata 
is funding two great British brand names, Jaguar and Land Rover 
to the benefit of all concerned, while Chinese-owned Geely has 
rescued the great brand name of MG.

Stuart Johnston,
Editor
stujohn@autolive.co.za

Planned investments by local vehicle and 
component manufacturers under the 
Automotive Investment Scheme, which is a 
major facet of the Automotive Production 
and Development Programme, which 
comes into force on January 1, 2013, had 
already reached R12-billion at the end 
of February.

This information is revealed in 
NAAMSA’s quarterly review of business 
conditions in the local vehicle manufac-
turing industry for the period January-
March 2012. It is made up of R8,7-billion 
for investments by vehicle manufacturers 
and 3,3-billion by the local automotive 
component industry.

Expenditure by the seven major vehi-
cle manufacturers and two truck produc-
ers planned for 2012 currently stands at 
just over R5-billion, which is the highest 
amount since the record investment of 
R6,2-billion in the boom year of 2006.

The automotive industry’s contri-
bution to SA’s Gross Domestic Product 
(GDP) is estimated at 6,8% for 2011, com-
pared to 6,2% for 2010 and a record 7,35% 
in 2006.

Employment in the vehicle manufac-
turing industry grew by 509 employees in 
the first quarter of the year, bringing the 
total to 28  656 people, which equated to 

an increase of 1,8% over the number at the 
end of 2011.

Production capacity utilisation in all 
sectors remained close to record levels in 
the first quarter of 2012. On the other hand, 
sales in all sectors registered significantly 
slower growth during the first quarter of 
2012 compared to the corresponding period 
in 2012. Total new car sales of 110 719 units 
was 10% up on the situation a year ago, 
while commercial vehicle sales of 46  024 
units was only 347 units or 0,8% up on the 
figure at the end of the first quarter of 2011.

NAAMSA’s latest quarterly review 
also gives details of global vehicle produc-
tion in 2011, which reached 80 092  840 
units, which represents an increase of 
2,5-million vehicles (2,3%) over the 2010 
figure. In contrast vehicle production in 
SA rose to 532 545 units last year, com-
pared to 472  049 units in 2010, which 
was an increase of 12,8%. However, this 
amounted to only 0,66% of global vehicle 
production, which is down on the high 
point of 0,80% in 2008.

Last year the SA motor industry ex-
ported 272  457 vehicles to 80 countries 
worldwide, with Europe and Africa repre-
senting the major destinations with 97 882 
vehicles or 35,9% going to the Eurozone 
and 67 442 vehicles or 24,8% of total ex-
ports destined for African countries. 
Growth in exports to Africa last year was 
thus 58,6%, compared to an increase of 
only 7,9% into Europe.

The director of NAAMSA, Nico 
Vermeulen, said in the quarterly report that 
new vehicle sales in SA in 2012 will remain 
a function of the performance of the overall 
economy, with current projected growth of 
7,5%. Likewise export volumes will be de-
termined by the performance and direc-
tion of the global markets, which will see a 
softening in exports to Europe with higher 
export volumes to countries in Africa. 
Light commercial vehicle shipments are 
expected to register strong growth. ■

Planned Investments Under New 
Government Scheme Now At R12-Billion

NAAMSA’s Managing Director, 
Nico Vermeulen.
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AutoLive is the best way to keep up to date with 
news and views about the South African and inter-
national motor industry in all its sectors as a con-
venient e-zine delivered twice a month.

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

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

 ■ McCarthy Motor Group.
 ■ Unitrans’ Toyota dealers

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

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

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

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

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

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

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

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

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

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

Why you should advertise in Autolive

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

The string of spectacular awards, rave reviews and 
competitor-test results earned around the world by 
new Eagle F1 Asymmetric 2 tyres are a successful 
confirmation of Goodyear’s global mission: to de-
liver the highest quality products to consumers.

Leading motoring media have been unanimous 
in praise for the tyre and the market-driven, inno-
vative Goodyear technology it utilises.

 ■ In AUSTRALIA – Eagle F1 Asymmetric 2 was 
awarded the Gold Medal in the latest Motor 
Magazine tyre test, cementing its position as 
Australia’s ultimate performance road tyre.

   The accolade meant a hat-trick of wins in this 
authoritative test, as the tyre’s predecessor, 
the original Eagle F1 Asymmetric, earned the 
award in the previous two years. In bench-
mark testing against nine competitor prod-
ucts at Eastern Creek Raceway, Sydney, the 
new tyres were put through their paces in 
four separate challenges: figure eight road cir-
cuit, wet skidpan, dry slalom and emergency 
braking. The Eagle F1 Asymmetric 2 was the 
clear leader in three of the four categories, an 
accurate representation of the tyre’s ability to 

perform at the highest standards when faced 
with a range of tough conditions.

 ■ In MALAYSIA – Auto Express named the tyre 
the Best Buy 2011 award. 

   The judges were looking for the best over-
all tyre on the market, and the Goodyear 
received high marks in the majority of cat-
egories. They were especially impressed by 
the tyre’s superior performance in dry con-
ditions, when, the publication reported, 
“it turns sharply and hangs on well”. Other 
rave reviews from Malaysian car clubs and 
automotive journalists included: “The Eagle 
F1 Asymmetric 2 is smooth and silent. It 
has excellent grip, especially on those cor-
ners.” – Elias Ismail, Civic 8 Gen Car Club; 
and “Goodyear has taken the Asymmetric 2 
and further improved on certain aspects for 
it to stay ahead of the pack. The Asymmetric 
2 sports Goodyear’s new ActiveBraking 
Technology which allows for shorter braking 
by up to three metres in wet conditions and 
two metres in dry conditions.” — Danny Tan, 
Paul Tan’s Automotive News, Malaysia. 

 ■ In CHINA – Goodyear topped the charts 
when two of the country’s leading auto 
magazines revealed the winners of their 
annual product awards. Eagle F1 Asymmetric 
2 won Auto Magazine’s highest honour, the 
title of Best Product of the Year. Goodyear’s 
Assurance Fuel Max was also named Best Car 
Tyre of the Year by China Auto News. The 
publication also applauded the company’s 
all-round customer offerings as it named 
Goodyear one of China’s ‘Auto Parts Top 100 
Foreign Companies’.

 ■ In SPAIN – Goodyear currently boasts two 
‘Tyres of the Year’ titles. Eagle F1 Asymmetric 2 
beat eight competitors to be named Tyre of the 
Year 2012 in the touring car category by leading 
industry magazine Neumáticos y Mecánica 
Rápida. The tyre’s brilliant performance in wet 
and dry braking was what cemented its title – 
thanks especially to Goodyear’s ActiveBraking 
Technology. Goodyear’s EfficientGrip SUV 
also earned the title of Best 4x4/SUV Tyre – 
thanks to its fuel-saving ability and low carbon 
dioxide emissions. ■

Global Plaudits for Goodyear’s New Eagle F1 A2 Tyre

http://www.autolive.co.za
mailto:www.autolive.co.za?subject=
mailto:sales%40autolive.co.za?subject=
mailto:sales%40autolive.co.za?subject=
mailto:bruno.lupini%40gmail.com?subject=


Subscribe for free @
www.autolive.co.za Page 5

in 2006 we discontinued it. The competition 
was very quick to react and actually that seg-
ment, the B-entry segment, grew quicker than 
we thought it would. So we had to come back 
and the Etios is our opportunity to come back 
in the sub-B segment with an affordable car 
for our people.

Q:  Did the Tazz ever outsell the Corolla?
CH:  Some months it did outsell the Corolla, but of 

course over time sales declined and up until 
this month we had no offering in that seg-
ment. For us it’s a mass-production model, it 
will be a big seller, we are looking at around 1 
500 to 1 700 a month.

Q:  That’s a massive injection to your overall 
market sales figures. How important is it for 
Toyota to retain market leadership in the over-
all vehicle sales race in South Africa?

CH:  It is important for us. But more important for 
us is that we give customers what they want 
and we haven’t been doing that in terms of 
passenger vehicles. But, to stay Number One, 
we believe we can do it, and therefore the 
Etios will play an important role in boosting 
our numbers

Q:  How did Toyota SA come about choosing the 
Etios in the world-wide Toyota range?

CH:  Etios is built in India in a brand new factory, 
a state of the art facility, and the quality is ex-
ceptional. All the vehicles are built to Toyota 
Japan specifications, but the reason why we 
chose the Etios is that it was designed as an 
entry-level vehicle and it had to be spacious, 
tough and reliable and that is what we needed 
in South Africa.

Q:  When you say tough and reliable, do you think 
it’s more suited, in a way, to our roads with 
potholes etc?

CH:  It was designed for developing markets like 
India and South Africa and Brazil and we 
even went further to make these vehicles re-
ally robust.

Q:  What sort of specifications did you suggest?
CH:  Well, we strengthened some of the suspension 

parts, we did some work on the damping and 
the steering gear to make it really driveable in 
challenging conditions.

Q:  So that was a specific South African input. 
This is quite new, because in the past Toyota 
Japan has been quite conservative in allowing 
changes to be made to product.

CH:  Yes, I think the changes were improvements, 
and my view is that Toyota will make those 
improvements and pass them on to other 
markets. Of course it added some cost but we 
wanted the right vehicle for South African 
conditions.

Q:  Were any of those development tests done in 
South Africa at your Eston facility?

CH:  No the development work was all done in 
India, they have a similar test track and we 
sent engineers there, there were also engineers 
from Japan, and they all worked together to 
achieve the finished product.

Q:  Just how basic is the Etios?
A:  Well it has power steering and air-condition-

ing and airbags and ABS brakes. Those are the 
absolute basics. I tried the air-conditioning in 
hot conditions on the launch and I was im-
pressed as to how efficient the air-condition-
ing was, and how the motor still pulls strongly 
with the air-con on.

   We wanted a base car without bells and 
whistles but those items I’ve listed are the basic 
requirements.

Q:  In pricing the car, what other cars did you 
aim at?

CH:  It is aimed at the sub-B segment, just above 
the Aygo which is our smallest car. We use 
a 1500 cc engine with 66 kW and plenty of 
torque. It is aimed at the Ford Figo and the 
Volkswagen Vivo.

Q:  Can you attract the youth market with this 
car?

CH:  We look at the youth market. Students and 
other young people like lots of company 
in their cars and you need to have a vehicle 
which is able to carry passengers and luggage, 
and this car can do it.

Q:  In terms of volume, those are big numbers 
you are projecting. Can India supply those 
sorts of volumes.

CH:  Yes, India can supply those sorts of volumes, 
they are committed to 20 000 units per an-
num for South Africa.

Q:  Final question. Are you confident that you 
will retain overall market leadership, and if 
possible regain passenger leadership?

CH:  We are never arrogant about these things. 
Yes, we aim to keep our market leadership. 
In terms of passenger, I would say we defi-
nitely want to grow our position. We lost our 
number one position there, but definitely we 
will make an effort to claw it back. ■

 continued from page 2

AutoLive’s Roger Houghton compiled the follow-
ing illuminating table on the battle for market 
supremacy.

FOUR MONTH: 
2012 TOTAL

2011 TOTAL

Toyota 35 664 37 268

VW 35 126 31 861

Gap is now only 538 units in Toyota’s favour. A 
year ago if was 5 407 units

Passenger cars

Toyota 17 562 18 721

VW 31 517 29 111

Gap is now 13 955 in VW’s favour A year ago it 
was 10 390

Light commercial vehciles

Toyota 16 971 17 370

VW 3 327 2 469

Gap is now 13 644 in Toyota’s favour. A year 
ago it was 14 901.

Big player here for VW should have been Amarok, 
but sales disappointing.

FOUR MONTH: 
2012 TOTAL

2011 TOTAL

Hilux 12 088 12 123

Amarok 2 309 1 688

SALES IN APRIL TOTAL

Double Cab

Hilux 863

Ranger 847

Isuzu KB 228

Navara 160

NP300 112

Amarok 95

Single cab

Hilux 1 550

Isuzu KB 610

Ranger 475

NP300 472

Amarok 263

Toyota vs VWSA: Retail Sales In First Four Months 

Etios is built in India in a brand new 
factory, a state of the art facility, 

and the quality is exceptional. All 
the vehicles are built to Toyota 

Japan specifications ...

... the reason why we chose the 
Etios is that it was designed as an 
entry-level vehicle and it had to be 

spacious, tough and reliable and that 
is what we needed in South Africa.

It is aimed at the sub-B 
segment, just above the Aygo 

which is our smallest car. 
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By roger houghton

Speaking during an interview in Johannesburg last 
week, the president of Honda Motor Europe and 
CEO for Europe, Middle/Near East and Africa, 

Manabu Nishimae, said that the demand for hybrid 
vehciles in Europe had dropped off after the global 
economic meltdown of 2008/9, while the demand 
for fuel efficient, low emission diesel engines had 
grown strongly.

This has resulted in Honda developing a high 
efficiency 1,6-litre diesel which will be offered in the 
recently-launched five-door Civic hatchback and 
the upcoming new CR-V SUV. This power unit is 
part of the Earth Dreams family of engines, which 
will replace all Honda’s current petrol engine range 
over a period of three years. It believed that the 
range will ultimately cover the following capacities: 
660cm3, 1,3, 1,5-, 1,8-, 2,0-, 2,4- and 3,5-litres and 
the objective is to make these the most fuel efficient 
and lowest emission engines in the world in each 
capacity segment.

Up until now Honda has made only one diesel 
engine, a 2,2-litre.

The visiting executive, who came to SA for the 
launch of the Civic hatch, said the new 1,6-litre 
turbo diesel was already the lightest, most fuel ef-
ficient and lowest emission engine in its class. These 
engines are being made at Honda’s highly efficient 
plant at Swindon in the United Kingdom.

This development by Honda is in contrast to the 
strategy of Toyota, which has chosen to buy small 
diesel engines from BMW for its passenger cars in 
Europe instead of developing its own power units.

President Nishimae said that all the effort be-
ing put into Honda’s Earth Dreams engine pro-
gramme was not at the expense of its other power 
train development, which included petrol-electric 
hybrids, plug-in hybrids, pure electric vehicles and 
fuel cell power.

In fact, he said that the electric Jazz (known as 
the Fit in some markets), which is already on sale in 
Japan, will enter the US market soon.

“The fuel cell power unit is the real answer to 
cutting emissions, but this programme will take a 
very long time – 20-30 years possibly – to become 

a reality as it needs a comprehensive fuelling in-
frastructure to be put in place before it is a practi-
cal alternative to other power sources,” explained 
Nishimae.

He went on to say that the strong yen remained 
a major stumbling block for the Japanese motor in-
dustry and most of these manufacturers are look-
ing to move more and more production offshore. 
Honda, he said, was in a better position than most 
to transfer production to another site due to its flex-
ible manufacturing system, which allowed a loca-
tion change to be undertaken in a period of only 
six months.

Nowadays less than 30% of Honda’s production 
(about 800 000 units) takes place in Japan and these 
units are bound mainly for the domestic market. 
Offshore production takes place in 27 factories in 
17 countries.

Honda sold 3,1-million vehicles in its last finan-
cial year, which was down on the 3,5-million sold 
in the previous financial year, but most disturbingly 
profit fell by 60%. It must be remembered that in 
March last year, Japan was devastated by a massive 
earthquake and tsunami which played havoc with 
vehicle production for many months. Many of the 
Japanese motor makers were also affected by floods 
that hit Thailand last October.

Production capacity has now been restored and 
almost a million cars were sold in the first quarter 
of 2012, with a sales forecast for the current finan-
cial year of 4,3-million units, which will put a strain 
on the current total global production capacity of 
4,7-million units, but should lead to a strong finan-
cial turnaround. ■ 

Honda Looking to Small 
Capacity Diesels for Europe

Strong demand for the increasing number of small capacity diesel engines 
now available in Europe for passenger cars has not gone unnoticed by 
Honda, the engineering-driven Japanese motor manufacturer. 

Profile

... the strong yen remained a major 
stumbling block for the Japanese 
motor industry and most of these 

manufacturers are looking to move 
more and more production offshore. 

Manabu Nishimae, the President of 
Honda Motor Europe and CEO for Europe, 
Middle/Near East and Africa, who visited 
SA for the launch of the new Honda 
Civic 5-door. He joined Honda in 1977 
working in the engineering department. 
His first senior appointment came in 1999 
when he was appointed Vice President 
of American Honda . He was appointed 
to his current position in March last year, 
just before the earthquake and tsunami 
devastated Japan and impacted severely 
on the ability of the Japanese motor 
industry to produce vehicles. He says 
production capacity is once again in 
full swing.
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Didier Gerard, now 56, says his family were always 
Citroen people, his father having owned a Light 15 
as early as 1942! After that came a succession of 
DS saloons, the first series fitted with a hydraulic 
suspension system that stunned the world when it 
debuted in 1955.

After studying for a business degree in Amiens, 
Dider took a succession of jobs before going to work 
for Citroen 1981. Married to Martine, his first job 
was to look after a number of Citroen-owned deal-
erships and later he also ran several dealerships in 
France. He later became Citroen’s area manager for 
Eastern France.

“In the year 2 000 everything changed,” he says. 
“I went first to China and by 2003 I was managing 
director for Citroen China. After that I went to 
Croatia, then Romania, and finally I came here to 
South Africa. I’ve been Managing Director here for 
the past nine months.”
Q:  What was working in Romania and Croatia 

like?
DG:  Romanian people are very friendly and the 

seaside is nice too. Croatia is nicer, visually, as 
a country, it’s beautiful with all those islands. 
I was there four years and we did quite well, 
It’s an area known for favouring German cars 
and yet we achieved 10 per cent market share.

Q:  You’ve been here for nine months. Do you 
think Citroen has made progress here during 
this time?

DG:  Yes. You know there is a long history of the 
brand in South Africa and we were previously 
represented by an importer. And we decided 
two years ago to take over. Citroen South 
Africa is very young and we are improving 
regularly. You know we import all the Citroen 
range now.

   We run a complete range, the DS range and 
the C range, and also a wonderful range of 
LCVs.

Q:  And how is your market share? Is it growing?
DG:  Yes, we are improving all the time but we’ve 

yet to reach our goal. Our goal is to reach be-
tween 1,5 and 2 per cent market share very 
soon. The main point is we are expanding our 
dealership coverage.

Q:  We believe you have, what, 13 or 15 dealers at 
present?

DG:  We have 15 and it’s not enough. We plan to 
increase our number of dealers to 25 by the 
end of the year.

Q:  Are their many applications for dealerships?
DG:  Yes. The point is not to find dealers, but pro-

fessional independents. We are not looking 

to deal with big groups, because we believe 
our brand needs personalised attention. Big 
groups are working with 10, 15 brands, so 
what does it mean to have one more? I want 
committed dealers, those who are interested 
in our brand. This is the first criterion for me.

   I want to have dealers who have a link with 
the brand, and are fully committed. And our 
two new dealers, one in Centurion and one in 
the West Rand, fit that criteria. I need that di-
rect communication with the dealers.

Q:  Servicing, spares, there has been an issue with 
French cars generally. Where does Citroen 
stand on this now?

DG:  Everybody knows Citroen has not got parts in 
South Africa! Well, that has changed because 
I can take you to our parts warehouse now, 
which measures 8  000 square metres, and 
where we have 95 per cent parts availability 
for our models sold here.

Q:  And if a part isn’t available, what is the ship-
ping time?

DG:  Seven days. In the time of the importers rep-
resenting Citroen here, parts were rare and 
they were expensive. No, we have parts and 
the prices are very reasonable.

   I was very pleased to a see a parts price 
comparison for Citroen C1, Peugeot 107 and 
Toyota Aygo (they all use the same mechani-
cals and basic platform). And Citroen was the 
least expensive.

Q:  Perceptions take a long time to change. Have 
you got an advertising campaign to address 
this issue.

DG:  No. I don’t want to advertise on that sub-
ject. I like to advertise my products. We are 

currently running a big campaign on the 
DS line.

Q:  Does the DS halo rub off on the rest of the 
brand?

DG:  We are selling two completely ranges. We 
have the C range which is a classic Citroen 
range, and the DS which is for people who 
want something different. There are differ-
ent clients, not the same type of client, for the 
two ranges.

Q:  You could argue that when you get up to the 
DS5, it is a family car.

DG:  I would not say it is a family car. It is still a 
car for people who like to take pleasure in 
their driving.

Q:  And yet, the DS5 is not a performance car. 
What would you say it is?

DG:  I would say it is for people who would like 
to have a difference. You can see the differ-
ence, you can touch the difference, feel the 
difference.

Q:  What about your smaller ranges?
DG:  C1 has just been refreshed. It is quite substan-

tially different in terms of appearance. We 
push forward the DS5 in order for people to 
change their entire feeling about Citroen as 
a brand. We are very different. How can you 
emerge in a South African market with so 
many brands? You must be different.

Q:  Are all your cars built in France?
DG:  No. All over the world. For instance, C1 is 

built in eastern Europe, C3 is built in France, 
so is C4. DS3 is built in France and so is DS4 
and DS5.

Q:  You were quite keen on motorsport during 
your time in Europe. Any chance of Citroen 
entering rallying here?

DG:  I think I have mentioned this to you before, I 
met Sebastian Loeb when he was still compet-
ing in the junior formula in rallying in east-
ern France when I was the regional manger. 
A super person.

   Then I was also involved in running a five-
driver junior team in Romania, known as a 
Citroen Challenge, where they ran in the na-
tional championship.

   We have considered rallying here – we 
think about all possibilities – but to do it, we 
would have to have a proper organisation, 
do it properly. We would not do it merely 
to compete.

Q:  Last question. How long will your stay in 
South Africa be?

DG:  As long as I can! ■

INTERVIEW – Didier Gerard, Managing 
Director of Citroen South Africa

Didier Gerard, MD of Citroen SA.
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The 15th annual Rally to Read national educational 
upliftment campaign is under way and will take 
10 weekend rallies to remote rural areas in eight 
regions of South Africa. Almost 2 000 people will 
be in the convoys of 4x4 vehicles that deliver educa-
tional material to these places of learning.

The first 2012 rally took place in the Western 
Cape (Ceres Valley) and Limpopo (Soutpansberg/
Louis Trichardt area) at the beginning of the 
month. The various rallies will deliver much-need 
educational material to 152 schools, which will 
in turn benefit more than 35 000 learners and 
in excess of 1 200 teachers. This year there will 
be one event in each of eight regions of SA, with 
an additional rally in each of Mpumalanga and 
KwaZulu-Natal.

The rallies, which enjoy the full support of the 
various education departments in the regions take 
place weekly until the first weekend in June. Each 
event is of two or three day’s duration. Two of the 
areas to benefit this year will be new, while five will 
be visited for a second time and three will benefit 
for a third year.

Once again more than 100 sponsors will be 
supporting these events, which will see convoys of 
four-wheel drive vehicles transporting hundreds 
of sponsors, journalists and guests to some of the 
country’s most remote areas.

The target for 2012 is to raise R6,6-million and 
the good news is that this target has been exceeded 
already. These funds are used to purchase books as 
well as other educational materials for the learners 
and to provide teacher training.

This year the Telkom Foundation is partner-
ing Rally to Read and will be promoting a Grade R 
literacy and numeracy programme at participating 
schools. This is an initiative that is set to continue 
until at least 2014.

Rally to Read started in 1998 as a joint ven-
ture between the McCarthy retail motor group, the 
Financial Mail weekly magazine and the READ 
Educational Trust. This ground-breaking literacy 
development programme has grown amazingly 
over the past 14 years and has already resulted in 
R50-million being invested in the project.

McCarthy, through its parent, Bidvest, re-
mains a key supporter, both in terms of encourag-
ing its employees to get involved – more than 2 00 
work hours are expended by these people outside 
of Saturday and Sundays – besides supporting the 
project directly on a financial basis.

Many of the countrywide network of McCarthy 
dealerships are involved in individual outreach pro-
grammes as well as supplying many of the 4x4 vehi-
cles required for transport the people delivering the 
educational materials.

“The impact that Rally to Read has had on 
numerous rural communities around South 
Africa is enormous,” commented the project co-
ordinator, Iris Francis, who is also the Group 
Internal Communications and CSI Manager at the 
McCarthy Group.

“The programme involves delivering a great 
deal of the reading material required for the learn-
ers as well as training for the educators. An impor-
tant component of Rally to Read is that we don’t just 
want corporates to sponsor the programme, but 

rather to get involved personally in the delivery of 
the reading material to the communities. They can 
then see for themselves the effect it has on these peo-
ple. It is a life changing experience for all involved.”

For more information about becoming part 
of this very worthy CSI project or sponsoring a set 
of library boxes, please contact the national Rally 
to Read coordinator, Iris Francis on 031-268-9298 
or rally@mccarthy.co.za. The website, www.ral-
lytoread.co.za and the blog Rally2read.blogspot.
com are good sources of further information. ■

Rally to Read is Rockin’ and Rollin’

Thousands of youngsters in remote regions have benefitted from this wonderful 
programme.

Rally to Read rallyists often use their own vehicles for this annual event which has 
changed young people’s lives.
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By Stuart JohnSton

Q:  David, how did Rally to Read come about?
DF:  Originally the Human Sciences Research 

Council approached McCarthy when they 
needed to do some educational work in the 
Zululand land. McCarthy lent them vehicles 
and after McCarthy had seen the report they 
thought, let’s do something about this. They 
sent half a dozen people into Zululand with 
about R100 000 worth of books. They brought 
us in the following year.

Q:  When you say us, do you mean Financial Mail?
DF:  Yes. Brand Pretorius, who headed up 

McCarthy then, needed a national business 
magazine involved to publicise the project, and 
he and I had known each other a long time. He 
needed us on board to get the message out, to 
get businesses to sponsor the project.

Q:  Have you been involved ever since?
DF:  Yes, I’ve been involved since 1999.
Q:  How many books have been handed out in 

total?
DF:  Golly, in terms of books I couldn’t tell you. 

Over the years, take this year alone, we’ve 
raised R7,5-million, of which two-thirds goes 
on books and one third goes on teacher train-
ing. In total this year we will be spending 
about R10-million. So I suppose if you look 
over the years we’ve probably spent about R80-
million on books and teacher training.

Q:  And how is everything co-ordinated?

DF:  Well, the co-ordination is done by a lady called 
Iris Francis at McCarthy, which is now part of 
Bidvest. She is the CSI person at McCarthy, 
she is at the centre of it. I help out and there 
a couple of people at the Read Educational 
Trust, our third partner who actually do all 
the teacher training. Between the three or-
ganisations we make it happen.

Q:  Which kids do you target? How old are they?
FM:  It’s specifically primary schools. One of the 

facts that came out of that original HSRC re-
port was that the typical high school student 
in the rural areas had a reading age of a seven-
year-old. By the time they entered high school 
at the age of 14 or 15, they couldn’t read the 
high school books. We targeted the primary 
schools, and this year we’ve gone for what 
they call Grade R, which is just below primary 
school, so we are giving them an easier step up 
into primary school.

Q:  And you’ve trained the teachers as well?
DF:  That’s a critical part of it. Each year the train-

ers will go into a set of schools and they will 
give them 53 days of training. A lot of the 
teachers are utterly de-motivated, there are no 
teaching materials, no desks, no petrol, no pa-
pers. The stuff we are dealing with are reading 
books. We go in for three years and each year 
we take in more advanced materials. And so 
we need to retrain the teachers for all the stuff 
that they are doing, we have science material 
going in and there’s a lot of stuff the teachers 
aren’t familiar with and we make sure that 
they can use this so that they can impart that 
knowledge to the kids.

Q:  David, what about follow-up? Presumably 
you’ve gone back into some of the areas you 
started with long ago.

DF:  We’ve had some independent educators go 
into some of the schools we’ve been working 

with and said, tell us what we are doing wrong. 
And they say that in the first year there’s a 
huge leap in the reading and writing skills and 
by the time our three-year programme is over, 
that seven-year gap I talked about earlier is al-
most breached. It’s not just about reading and 
writing, it’s about self confidence.

   When we go into some schools the first year 
they are totally dysfunctional, the kids will be 
insular, and you’ll go back and by the third 
year, the kids become chirpy, full of them-
selves, they become like normal kids.

Q:  What a lovely, heart=warming project to be 
involved in.

DF:  Ah, it’s fabulous.
Q:  Anyone you’d like to mention that’s been key-

note in making this happen?
DF:  There were two people responsible at the out-

set. One is Brand Pretorius, and although 
he’s left McCarthy a few years ago, he’s still 
involved with the rally, one of our ambas-
sadors. And the other person is a lady called 
Pamela Richardson who worked at McCarthy 
at the time it was launched, and although she’s 
moved to another company she still remains 
thoroughly involved, helping Iris out when 
she can.

Q:  Do you use various types of vehicles sourced 
through the McCarthy Group, to distribute 
these books?

DF:  A lot of people bring their own vehicles. Of the 
10 rallies this year, we’ve got 1 700 people and 
160 companies involved. If they don’t have a 
4X4 McCarthy will try to provide one. Most 
people bring their own.

   We shouldn’t forget it’s a rally, a gathering, 
we have lots of people who’ve never used their 
vehicles off road. So we have experienced peo-
ple leading the groups, and it’s not just educa-
tion, you have a lot of fun. ■

David Furlonger.

INTERVIEW with 
David Furlonger

David Furlonger is Editor-At-Large at Financial Mail, the original media 
partner of the Rally to Read scheme. He has been heavily involved in the 
project since it started in 1998, and AutoLive caught up with him just 
before he was heading once again “ for the hills”.

People
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Early last week The Mercedes-Benz South Africa 
(MBSA) Trade Test Centre officially launched the 
first decentralised accredited facility of its kind in 
the Eastern Cape egion.

MBSA have invested in excess of R3 million 
into the establishment of the centre, with further in-
vestment planned in 2012 for equipment upgrades.

Vice president for human resources at MBSA, 
Johann Evertse, says the centre will save local busi-
nesses the expense of sending their trade candidates 
to other areas for testing. “The centre is a resource 
for practical advice and support, and provides a 
testing service for designated formal artisan quali-
fications”, he adds.

The trade test facility augments the capabili-
ties of the MBSA Technical Training Centre, which 
also celebrated a noteworthy 30 years in existence in 
2011, when the groundbreaking for the Trade Test 
Centre took place.

Created in 1981 during a time when racial 
segregation was strictly enforced by government, 

MBSA made the decision, based on principle 
and a commitment to equal education for all, 
that the Technical Training Centre would be a 
multiracial facility.

“It was this courage and foresight of leadership 
at the time that still underpins the value system 
that MBSA practises today”, said Johann Evertse. 
“Subsequently the Centre has evolved into a facili-
tator for wider employment in the Border Kei re-
gion, and provides much needed training relief in 
this area”.

Over 9  000 people have received training at 
the centre in its 30-year history, including more 
than 2 000 apprentices. In addition, multi-skilling 
of more than 4 000 people and managerial training 
for 600 people has taken place.

The testing centre currently accommodates 
millwright and automotive electrician trades and 
will in future also incorporate electricians. The first 
trade test took place in February 2012, with the first 
successful candidate hailing from Queenstown.

The training centre has increased its instruc-
tor complement to cater for the trade testing, and 
as a result can accommodate approximately 100 full 
time trainees per annum.

Privacy and integrity of the testing proc-
ess is ensured through the design of the testing 
areas, and normal apprentice training does not 
take place at the facility when trade tests are being 
undertaken.

MBSA anticipates that the demand for high-
quality technical training facilities in the Eastern 
Cape will continue to grow and future expansion of 
the centre is under consideration. ■ 

Mercedes-Benz South Continues a Legacy 
of Learning at its Trade Test Centre

Youngsters honing their technical skills at 
the Mercedes-Benz Training Centre.

Volkswagen Group South Africa has partnered 
with Volkswagen’s National Union of Metalworkers 
of South Africa (NUMSA) to launch the John 
Gomomo Bursary Fund.
The funding for this bursary scheme comes from 
the Work Security Fund which provides training 
to retrenched employees and unemployed persons. 
The fund also provides scholarships and bursaries 
as well as adult based education (ABE) traning.

The fund was named after John Gomomo, who 
worked as a machine tool setter at the Volkswagen 
Group South Africa manufacturing factory in 
Uitenhage. John also served as COSATU president 
and later a Member of Parliament until his death.

The Volkswagen Group South Africa‘s John 
Gomomo Bursary Fund was launched last year and 
provides bursaries to deserving candidates.

“Volkswagen has always been, is and will 
always be a people’s company. It is therefore 
only fitting that one of the icons that worked for 
Volkswagen is recognised by having his name re-
membered through this bursary fund jointly set up 
with NUMSA in his memory,” said Matt Gennrich, 
General Manager: Communications at Volkswagen 
Group South Africa.

“Uitenhage, the home of Volkswagen, grapples 
with high numbers of unemployment. As the larg-
est auto-manufacturer in the province, Volkswagen 
has, as one of its objectives, to be a company with 

meaning and impact. Volkswagen along with 
NUMSA does this through initiatives like the John 
Gomomo Bursary Fund,” added Gennrich.

The John Gomomo Bursary Fund is open to 
unemployed individuals studying or wanting to 
study full time towards a formal tertiary qualifica-
tion related to the automotive industry.

Ettienne Pike, a third year logistics student 
at the Nelson Mandela Metropolitan University, 
is one of the recipients of the bursary. “I am very 
grateful to the fund as I would not have made 
this far without its support. Many of us do not 
have financial resources to pay for our own stud-
ies.” said Pike.

The Work Security Fund also provides produc-
tion based training for unemployed, young and 
disabled people. The training, which last for a year, 
is conducted at Volkswagen’s manufacturing plant 
in Uitenhage.

Simphiwe Sowazi, deputy chairperson of the 
Volkswagen’s NUMSA said: “The majority of young 
people matriculate and some graduate from insti-
tutions of higher learning. The reality however, is 
that most of them are not absorbed by the corporate 
world into formal employment. As a result, they 
become redundant and unproductive. The fund en-
sures that it prepares and educates them to under-
stand the automotive industry in general.”

Sowazi added: “This contributes towards work 
security, employment promotion and human re-
source development of our people.”

The Fund has trained more than 1000 peo-
ple. The training simulates real work situations on 
Volkswagen‘s production line and upon completion 
all the participants receive a certificate which they 
can use for job applications.

Fort Hare Graduate, Lumko Nicholas of 
KwaLanga has also benefitted from the training 
provided through the Fund.

Nicholas commented: “I gained spot welding 
and door fitment skills after training at Volkswagen. 
The salary I received from the fund helped me to 
settle my outstanding university fees.” ■

Volkswagen Partners with NUMSA to Launch John Gomomo Bursary Fund 

NUMSA and VWSA have joined forces in 
an important training programme.
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By roger houghton

Associated Motor Holdings CEO and Imperial ex-
ecutive director, Manny de Canha, was typically 
bullish at the media announcement, pronouncing 
that rentals could build up over time to increase 
overall car sales in SA by 5% a year.

Ariva, which will be offered through 280 deal-
erships in the Imperial stable, is targeting custom-
ers previously declined vehicle finance from banks. 
De Canha said finance approvals were now running 
at only 44%, compared to 60% in 2006, with first 
time applicants having a success rate of only 25%.

De Canha said that the Imperial Group was 
now responsible for selling 20% of the vehicles in 
SA and had many choices in the entry level market, 
which made comparatively low cost rental a reality 
for people entering the car market for the first time.

This rental initiative falls outside the National 
Credit Act as the customer never owns the vehicle 
which made vehicle repossession much quicker as 
no debt counselling was involved. (De Canha said 
that R500m was currently tied up in debt counsel-
ling under the NCA).

The managing director of Imperial’s finance 
arm, Liquidcapital, David Smith, said the rental 
cost includes insurance, roadside assistance, acci-
dent management and maintenance (a Lite option 
of servicing without full maintenance is also avail-
able) and the rental amount – paid by monthly debit 
order – stays unchanged for the full period of the 
rental. The vehicles are all fitted with a sophisticated 
Matrix tracking system. Accident excess is R2 400. .

The rental agreement can be cancelled at any 
time on payment of 10% of the outstanding rental 

cost and forfeiture of the deposit (one month’s rent-
al), while a R4 000 cash back payment is made at 
the end of the rental period of the customer wants 
to rent another car. There is a limit of 25 000km a 
year on usage with penalties payable if one goes over 
this limit.

An example quoted was the rental of a R100 000 
Kia Picanto that would cost R2 861pm, compared to 
R3 463 a month if buying in monthly instalments 
over the same period. The Lite service option on a 
Chery QQ3 would bring the monthly rental figure 
down to R1 959.

JD Group CEO Grattan Kirk said his compa-
ny was looking at ways to diversify some its busi-
ness out of the furniture market and Ariva was 
seen as a good option. (He said the ultimate plan 
would see furniture making up only 50% of the JD 
Group business).

When Kirk was asked why Ariva had been 
launched with the Imperial Group instead of the 
Unitrans Group, which is in the Steinhoff/JD Group 
stable, the CEO said negotiations with Imperial were 
already well advanced when Steinhoff obtained the 
Unitrans business, which has 84 dealerships. “This 
programme can be rolled out to Unitrans in the fu-
ture”, added the executive.

A total of 160 rental contracts had been signed 
at the time of the Ariva launch on May 3 and 
LiquidCapital’s David Smith expects the number to 
rise to at least 200 contracts by the end of the month.

“Interest in the product has increased substan-
tially since the press launch both from customers 
and dealers which just reaffirms our belief that this 
is a product that is going to change how people look 
at financing/driving motor vehicles,” commented 
David Smith. ■

Long Term Car Rental Gets a Big Push
Long term car rental has had limited 
take up in South Africa to date, 
unlike some markets, such as the 
United States, where it is a fairly 
common option. However, a 50:50 
joint venture between Imperial and 
the JD Group has established a 
tool, Ariva, to promote a 54-month 
full maintenance rental option on a 
new car or a 36-month period on 
a used vehicle up to a year old and 
with less than 30 000km on the 
odometer that can change all that 
in SA.

LiquidCapital’s David Smith.

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 12

Mazda’s is aiming to reduce its global fuel consump-
tion performance on its model range by 30 per cent 
by 2015. The company says its SKYACTIV technol-
ogy will feature in all of Mazda’s upcoming new 
models from 2012. The CX-5 is the first Mazda to 
feature the entire suite of SKYACTIV Technology 
using a ‘clean sheet’ approach where engineers were 
given the freedom to design the technology from 
the ground up.

Mazda reckons that internal combustion en-
gines will still account for a high percentage of 
power-trains even as far ahead as 2020. In com-
mercializing the rotary engine and through other 
remarkable technical achievements, Mazda has a 
reputation for plugging away at a problem. Now, it 
says, the challenge is achieving ideal combustion in 
a conventional reciprocating engine and already, 

with its SKYACTIV new-generation petrol engine, 
Mazda has attained a world best: a compression ra-
tio of 13.0:1, which the company says has resulted in 
a 15 per cewnt increase in fuel efficiency, thanks to 
much improved torque.

The company has also introduced new trans-
mission technology. One of these is a lightweight 
six-speed manual gearbox designed for “wrist-flick” 
changes with reduced internal friction.

It has also developed a six-speed automatic 
transmission offering a wider lock-up band that is 
said to provide slip-free power transmission simi-
lar to that of a dual-clutch transmission. Economy 
is said to improve by seven per cent with this new 
auto’box.

On the chassis front, Mazda has also been on a 
weight-watchers drive.

Computer-aided engineering and new welding 
processes have enabled Mazda to develop lighter 
chassis by optimizing steel and material thick-
nesses. Not only are the new chassis lighter, but 
outstanding crash performance was also achieved.

Mazda’s CX-5 due for launch here soon, is the 
first production model featuring the full range of 
SKYACTIV TECHNOLOGY. ■

To advertise in  contact

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

A senior Toyota South Africa Motors staffer has de-
nied that the Corolla Axio, pictured in a recent edi-
tion of the Australian web-based e-zine, GoAuto, is 
in fact the new Corolla that will be coming to South 
Africa to replace the current model.

“I can tell you, I’ve visited Toyota in Japan 
many times, and very recently at that, and there 
is no way that this is ‘the new Corolla’,” said the 
Toyota insider.

“I saw the article in GoAuto and I can tell you I 
can’t recall seeing that model. And I have seen many 
of the products that Toytoa Japan has lined up for 
global markets.”

Nevertheless, the e-zine claims that the car, 
badged as the Corolla Axios “could provide clues” 
as to the appearance of the next Corolla, due to 
appear in Australia for the first time in October. 
The article also mentions Toyota lodging a design 

approval document, a requirement in that country 
before a new model can be launched.

The Axios is apparently a Japan-only model at 
present, and some versions of the car feature a gar-
ish chrome grille with overtones of American cars 
like the small Cadillac.

A similar version with a more familiar “smi-
ley” grille has also been photographed. The current 
Corolla built here was launched in South Africa 
in the third quarter of 2007, some four-and-a-half 
years ago. And with Japanese model-life cycles 
shorter than cars built in Europe, the replacement 
for the current Corolla is not far off.

Toyota’s international design chief, Dezi 
Nagaya, recently went on record that Toyota’s cars 
were too humdrum. “Toyotas are like runway mod-
els, you can’t tell one from the other,” he said. “We 
need superstars.”

Presumably the Axio was designed well before 
Nagaya took over the design helm last year, as the 
car shows obvious styling cues seen in the current 
Corolla and Auris. ■ 

Is This the New Corolla? Toyota SA Says: No Way!

Toyota’s new “dometsic”, badged as the Corolla Axio.

Mazda’s new SKYACTIV automatic 
transmission with wide-band lock-up 
capability.

Mazda’s SKYACTIV Technology to 
Be Introduced in SA on the CX5
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By Stuart JohnSton

Citroen has a slogan for its DS range known as 
“Dare to Surprise, Always Attract”. It’s quite a sur-
prising mission statement for a Gallic company, 
given that the French as a nation are known for their 
subtle approach.

Take their movies for instance. Even before the 
opening title credits have rolled you are often won-
dering about six or seven different nuances of plot 
that may or not lead somewhere, and by the time 
you are heading for the exit you are still trying to 
discover if there was resolution to a conflict that 
may or may not have existed.

Okay, that’s a movie of an evening, but a car is 
for the foreseeable future if you happen to sign up 
for one. And with the DS range, of which the DS5 
is the third rendition on sale here, you are getting 
a sense of style that at times strays towards the 
Hollywood end of the spectrum.

That’s not to say that it’s in any way bad, just 
pretty much in-ya-face. The swoopy-sweep of roof 
epitomises the dramatic approach of this new car, 
and it is topped off by an extended roof spoiler that 
adds a futuristic rather than overtly sporty look to 
the car. The same goes for the other detailing of the 
DS5. The boomerang tail lights, the slanted head-
lights, and the contrasting body colours accented by 
polished metal all add up to a lot of fun.

The same goes for the interior, with a wrap-
around dash and a centre console embellished with 
a kind of “brushed carbon” detailing that is quite 
overt. Notable is a heads-up display on the wind-
screen which is quite useful for fast cruising.

There is plenty of hi-tech equipment as stand-
ard. These include hill-start assist, an electric park-
ing brake, a reversing camera on the Sport models 
and cornering-swivel headlights.

A very strange lane departure warning system 
is part of an optional “Club Pack” which includes 
special upholstery and a Denon audio system, as 
well as automatic high-beam assist. The lane de-
parture device doesn’t vibrate the steering wheel, 
but rather astoundingly massages the driver’s but-
tocks! When you are drifting over the left yellow 

road edge line your left buttock will get a prod, and 
your right one get’s a similar jolt if you stray over 
the centre line. At first I thought there was some-
thing wrong with the seat! Actually, I think the 
idea is a bummer, man.

Detailed “watch-strap” stitching trims the 
seats and dashboard, and LED lighting provides 
eye-catching cabin illumination in various hues. 
Another sexy feature is the three-section sunroof, 
divided into what Citroen describes as “three wells 
of light”, each of which can be opened or covered to 
suit the occupants.

Engine choices are two petrol variants of the fa-
miliar 1598 cc four cylinder engine also as employed 
by Peugeot and BMW in its Mini. The petrol units 
are both turbocharged, the THP 155 version pro-
ducing 115 kW, while the THP 200 is good for a sol-
id 147 kW. The less-powerful model is available with 
a six-speed automatic, while the 200 comes with a 
six-speed manual. The third engine is a two-litre 
HDi which comes with a six-speed automatic only.

The car is beautifully-built, and the body shell 
seems nice and rigid. The ride on the various mod-
els ranges from firm to too firm in the case of the 
THP 200. The handling is good, although the steer-
ing is a bit disconnected, but the overall effect is 
very classy, especially with the THP 200.

There is enough urge with this car to satisfy 
sporty motorists, and I think it will appeal to mo-
torists who want an alternative to the ubiquitous 
Golf GTi or Audi benchmark cars in this class.

Prices range from R344  900 for the THP 155 
Automatic to R399 900 for the HDI 160 Sport Auto. 
My choice would be the THP Manual Style, which 
costs a competitive R374 900. ■

Citroen’s Halo Model

Hey good-looking! – Citroen’s high-style DS5.

Power of attraction. Citroen’s in-ya-face 
cockpit.
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By Stuart JohnSton

Well that’s the way I feel about Hyundai’s Multicab. 
I was impressed at the launch at the beginning of 
the year and now, after spending a week with this 
most practical of conveyances, I have to say I’d seri-
ously consider buying one, given that I had the ask-
ing price of R339 900.

Yes, there is the alternative petrol version for 
R279  900, but given that this is a seriously large 
chunk of metal, weighing in fully topped up with 
fluids at over 2 100 kg, it needs the torque provided 
by the 2,5-litre turbodiesel.
Choosing the diesel means that you must opt for 
the five-speed automatic transmission too. Rather 
curiously, Hyundai offers the petrol only with a 
five-speed manual gearbox, and the diesel with 
the automatic ‘box. Presumably, the thinking 
is that the cheaper petrol version will appeal to 
small businesses and the like, while the 2,5 VGTi 
diesel model will be used by families whose life-
style needs plenty of luggage toting ability, and 

hence the diesel and hassle-free auto option makes 
more sense.

In fact, that’s the way I feel too. The match of 
392 Nm of torque and 125 kW coupled to that trans-
mission means you are never left wishing for more 
in the way of urge. I suspect if you loaded up the 
petrol version’s capacious luggage area with heavy-
weight goods, the fact that the petrol model has ap-
preciably less torque -227 Nm – would mean you’d 
be stirring that gear lever to keep things moving at 
reasonable pace.

So, the diesel model was the test vehicle and 
straight away I enjoyed doing things with it as if it 
was an old friend; loading up heavy music equip-
ment in the back for a trip to Pretoria was an ab-
solute breeze, whereas in a normal sedan or hatch-
back it would have required careful planning and 
packing. The Multicab’s load area measures over 1, 
5 metres in length, the luggage area measures 2 500 
litres, and it has a payload rating of 1 100 kg, so you 
are unlikely to run out of space or overstress the 
rear suspension.

The engine is fuss-free and has sufficient urge to 
keep you moving at 120 to 140 km/h whenever you 
are on the freeway without thinking about things. 
In fact, in urban areas you have to work hard at 
keeping your speed down because, being so high up 
in the cabin gives you a sense of remoteness from 
the world outside. Things are just soooo relaxed up 
there on that three-seater bench.

Rear passengers each have a sliding door to ac-
cess the capacious three-people rear bench seat, and 

there are safety belts for six people, and airbags for 
two people up front.

Other safety items include ABS brakes and ESP, 
and so this vehicle meets most people’s basic safety 
requirements.

The controls are basic and fuss-free, another as-
pect I liked about the H1 Multicab. Air-con is pow-
erful enough to cool the rear passengers down too. 
The only strange aspect of the standard-fit sound 
system I didn’t enjoy was there was no provision 
for compact disc playing. Yes, there is MP3 com-
patibility, but surely the age of compact discs isn’t 
already over?

There is a solidity on the road that is extremely 
satisfying in this vehicle. I did find that in certain 
parking situations, though, it’s overall length of 
5,125 metres makes it a bit lengthy for some under-
ground mall parking situations.

Overall, I averaged about 10,8 litres/100 km, 
which is in line with the 9,8 litres/100 that Hyundai 
claim for the 2,5-litre diesel model.

Yes, this would be a keeper, particularly if you 
are not too concerned with image and want to op-
erate under the radar. It has no glamorous cache 
such as you’d get with an SUV or even a more 
conventional MPV. But man, it’s so nice having so 
much passenger space, and so much luggage space 
all for a reasonable price, and with realistic fuel 
consumption.

And yes, there’s Hyundai’s excellent five 
year/150 000 km warranty and a five year/90  000 
km service plan that comes with the package. ■

The H1 MultiCab’s a Keeper
You know that expression where 
you introduce a potential life-
partner to your friends and family, 
and someone you respect takes 
you aside and says “hey buddy, this 
one’s a keeper”?

2,5 litres of turbodiesel and 2 500 litres of luggage space maes the H1 Multicab a winner.
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Perhaps it was the effect of the colour scheme of the 
test car – white with a black sun roof detailing – but 
I often had to catch myself from thinking I was in a 
smaller C-Class.

This feeling of sleek agility is inherent in the 
new E-Class range as a whole, of course, thanks to 
a front-end that is beautifully styled with its slant-
eyed headlights. And so subtle is the AMG-specific 
body-styling that it actually enhances this feeling of 
aero efficiency rather than brute, bludgeoning force.

The AMG sill panels and AMG-specific 19-inch 
alloy wheels also emphasise the car’s road-hugging 
nature, and the whole effect is one of a svelte mis-
sile, despite the fact that this is a V8 machine with 
a length of over 4,8 metres, and that it weighs well 
over 1 800 kg.

Yet although the overall effect is not too in your 
face, such is the effect of AMG’s marketing presence 
in this country – South Africa is one of AMG’s top 
markets in terms of models-sold-per-vehicle popu-
lation – that the E63 remains an attention-getter no 
matter what part of the ‘burbs or the byways it is 
a-prowling.

And prowling is what this car does so well. That 
V8 motor has one of the best induction-exhaust 
sound tracks this side of a Nascar stocker, and it’s so 
much fun burbling along in cruise mode and then 

tickling the throttle whereupon there’s a cackling 
crackle from the big tailpipes and the tail threatens 
to snap sideways yet again.

It has to be said right here and now that with-
out traction control this car would be almost un-
driveable on a daily basis. I live in an old established 
Jo’burg suburb where the tarmac on the streets 
is worn slick by years of use and weathering, and 
the slightest provocation on the accelerator pedal 
kicked in the traction control.

This is not surprising considering that 700 Nm 
of torque comes into play at full throttle between 
1 750 rpm and 5 000 rpm. And if you stay on the 
throttle hard, you are looking at 386 kW (410 kW 
and 800 NM if you opt for the AMG performance 
package, which adds R82 000 to the price).

That’s right, the performance upgrade, as peo-
ple tend to term these tweaks these days, costs the 
same as an entry-level car. There again, the asking 
price of the E63 AMG is R1 257 000, and if you have 
that sort of money to indulge yourself in what is es-
sentially an exercise in extreme excess, you may be 
tempted to say “why not?”

Excessive the E63 certainly is in terms of its 
performance. Yet such is Mercedes-Benz’s expe-
rience in these matters that it manages to retain 
a sense of sensibleness too. It’s cabin is trimmed 
smartly but unostentatiously, with just a few pol-
ished metal highlights denoting its specialness and 
blending well with muted tones of black-on-black. 
The steering wheel is a delight to behold and use, 
with its squared-off edgings at the upper and lower 
parts of rim circumference. There are paddle shifts 
behind the wheel which you can use when you want 
the seven-speed SPEEDSHIFT MCT gearbox to act 
like a manual. Me, I pretty much stuck to straight 
Drive mode.

The one negative I have about the car is that the 
ride is too firm for South African conditions. It is 
better than the bumpiness of the C63, for instance, 
but I feel, given that there is an electronic adjust-
ment for the suspension damping on this model, the 
“comfort” mode could have been a tad softer.

On the plus side, the handling of the car is su-
perb, with fantastic grip levels complemented by an 
ease of operation that makes twirling it around park-
ing lots or hauling hard through mountain passes 
equally satisfying. The steering loads up nicely when 
pressing on, and talking of the steering, it has that 
typical Benz ability to effortlessly slip into parking 
places thanks to steering geometry that crank the 
front wheels over and enable a tight turning circle.

This is a supercar for the family man, to use 
an overworked phrase. And key to that is the mag-
nificent new twin turbo V8 engine which has to be 
AMG’s finest effort yet. The motor features all man-
ner of hi-tech beneath its stylish shrouds, includ-
ing an aluminium crankcase, stop-start technol-
ogy that helps consumption levels stay down in the 
12,0 litre /.100 km region ( the official claim is 9,8 
litres/100) and shove up the posterior that is rearly 
equalled by any other car on the road.

It is a fantastic car, and yet it looks so… 
innocent? ■

Perhaps the most intriguing aspect of the Mercedes-Benz E63 AMG 
sedan is its ability to not only behave like a much smaller car on the move, 
but it actually looks smaller than it is.

A Brute in Black Tie

Mighty mill. Twin turbo power means 386 kW with an option of 405!

Merc’s barn-storming E63 – a CEO on 
steroids.

And key to that is the magnificent 
new twin turbo V8 engine which 

has to be AMG’s finest effort yet.
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Snippets

NO JAG SUV, BUT WHAT 
ABOUT A LAND ROVER CAR?

Earlier this year, Jaguar’s design director Ian 
Callum poured cold water on a persistent rumour 
that Jaguar was considering introducing an SUV, 
saying that Jaguar would leave SUVs to its logical 
partner Land Rover, arguably the creators of the 
world’s first SUV back in 1948.

However, this past week AutoLive interviewed 
a source with very close ties to Jaguar Land Rover 
who claimed that not only is a Jaguar SUV on the 
cards, but that Land Rover would be producing a 
sedan in the not too distant future! The source, who 
had visited the Jaguar-Land Rover factory, claimed 
to have seen prototypes of just such vehicles. ■

FERRARI BACKFIRE
A Ferrari publicity stunt to celebrate the brand’s 20th 
year in China has raised the ire of local inhabitants 
and resulted in an apology from the Italian supercar 

maker. A dealership took a 458 Italia Ferrari to the 
top of a 600-year old wall dating back to the Ming 
dynasty and the drive was filmed doing donuts. 
Cleaners are battling to remove the resultant black 
rubber marks from the historic surface. ■

BRAND NISSAN
Nissan has commenced its first ever global brand-
ing exercise. This follows an Interbrand survey of 
the world’s top 100 brands. Nissan placed only 90th, 
while the highest placed motor manufacturer was 
Toyota at No. 11.

ASTRA TO UK
GM’s European unit, Opel/Vauxhall, will build 
the next-generation Astra compact in Britain and 
Poland starting in 2015 after workers at its factory 
in Ellesmere Port, northwest England, overwhelm-
ingly agreed to a new labour deal, leaving Opel’s 
plant in Bochum, Germany, in danger of closure.

Opel/Vauxhall said today it would invest 
300 million Euros ($381 million) in both plants, 
where assembly of the new Astra will start 
in 2015. It is almost certain that one of GM’s 
German plants will now be closed, probably the 
plant in Bochum.

RE-RIGGED KOLEOS 
NOW ON SALE

The new 2012 Renault Koleos now in South Africa 
boasts a redesigned front end with slimmer head-
lights and a more muscular front bumper with 
sculpted recesses for the front fog lights. More 
streamlined door mirrors are also featured, in-
corporating LED indicators, while in the cabin, 
a selection of new upholstery and trim materials, 
including high-grade leather as standard, enhances 
the overall refinement. The dashboard has also un-
dergone improvements with the introduction of a 
modern, more stylish instrument panel. ■

Renault’s revamped Koleos.

http://www.autolive.co.za


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

Snippets

FUEL ECONOMY RULES

As the fuel price rises to sky-high levels, motor-
ists are changing their shopping patterns. That’s 
according to Darryl Jacobson, managing director 
of Burchmore’s, who says that the fuel price has 
had a number of direct influences on business at 
Burchmore’s.

“We have seen drastic changes in buying pat-
terns,” he reveals. “It is clear that the fuel price is top 
of mind for all car buyers.”

The first impact is the most obvious: buyers 
are more concerned with consumption than ever 
before. “Typically, customers focused on buying a 
car that looked good; a vehicle that came with all 
the bells and whistles. Customers still desire these 
traits in a vehicle, but now they are carefully con-
sidering fuel consumption too. They are also ask-
ing about emissions – because a car that emits lower 
quantities of carbon dioxide is typically more fuel 
efficient,” he points out.

Because of the perceived economy of diesel-
powered vehicles, these are more in demand. 
“Automotive experts will confirm that this is no 
longer necessarily the case – some petrol-powered 
engines are extremely economical. But many mo-
torists, especially more mature buyers, believe that 
diesel-powered cars are more economical,” says 
Jacobson.

Smaller cars are also becoming more desirable 
– because they are not perceived to be gas guzzlers. 
And there is a greater demand for hybrids than ever 
before. “We have noticed particular demand for the 
Honda CR-Z because, while it’s a hybrid it is also 
a stunning looking vehicle,” Jacobson reveals. “The 
moment we get one on the floor (which, alas, isn’t 
nearly often enough) it is snapped up.” ■

GM AND FACEBOOK
General Motors says it will stop placing paid ad-
vertisements on Facebook as the company does not 
believe they are effective. However, it will still make 
use of pages Facebook pages for marketing pur-
poses. GM was spending about US$10m a year on 
advertising on Facebook.

Meanwhile Ford says it is going to accelerate 
its presence on Facebook, including an increase 
in advertising. The company says it spends be-
tween 20-25% of its total advertising budget on 
social media. ■

NUMSA WANTS 
NATIONALISATION

Irvin Jim, secretary general of the National Union 
of Metalworkers of SA (Numsa), which is the un-
ion involved with many aspects of the motor in-
dustry, including vehicle manufacture, is calling 
for wholesale nationalisation without compensa-
tion. Speaking at the University of Johannesburg 
last week he called for nationalisation of mines, 
telecommunications, the banking sector, petro-
chemical industry, land, food and food chains “and 
so on.” ■

THE REINCARNATION 
OF THE LAST BEETLE

Volkswagen has resurrected the last Beetle ever 
built in its manufacturing plant in Uitenhage. The 
Beetle was practically destroyed in a vehicle carrier 

accident in 2006, but a new body-shell has brought 
the car back to life.

The metallic bronze Beetle represents the 
last of 288 353 Beetles built in Uitenhage from 31 
August 1951 to 18 January 1979. It was never used 
and lived in the Volkswagen museum – now the 
AutoPavilion. It only had 200km on the clock when 
the accident happened on its way from a show in 
Cape Town in November 2006. The vehicle carrier 
overturned and nine of the AutoPavilion’s best his-
toric cars were destroyed.

Explains Johan Wagner, Manager of 
Volkswagen’s AutoPavillion: “All the mechanicals 
and most of the interior from the original car could 
still be used. They were then transferred to another 
body of the same era. The original car was loaded 
with luxury features not found on any of the models 
which preceded it. It was built with most of the lux-
ury features of the higher specification and limited 
edition 1600’s like the Fun Bug, Lux Bug, Jeans Bug 
and Snug Bug.” ■

Now it’s been re-bodied using as many original salvaged parts as possible.

The last SA-built Beetle was written off in a 
transporter crash a few years ago.

Darryl Jacobson, MD of Burchmore’s.
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The new Hyundai HD series, consisting of the 
HD65 and HD72 with a maximum gross vehicle 
weight of 6 500 kg and 7200 kg respectively, offer a 
number of new useful features.

These include new multi-focus reflection tech-
nology headlights, giving the new HD a fresh look, 
a cab that now has greater tilting ability for easier 
servicing, semi-floating cab suspension for a more 
comfortable ride, and more efficient ventilation sys-
tems in the cab.

Other upgrades include the location of the 
radiator reservoir on the inside of the front wheel-
arch for easier access, and a lockable toolbox fixed 
to the chassis.

Prices are R293 900 for the HD 65 and R323 900 
for the HD 72. ■

Working Wheels

Hino South Africa has been rated the leading brand 
in the overall local truck market for the third suc-
cessive year. This was announced at the annual 
awards function of the PMR Africa magazine held 
in Johannesburg recently.

The survey was conducted by means of telephon-
ic interviews with a random national sample of 180 
respondents from January to March 2012. Those in-
terviewed included fleet owners, fleet managers, fleet 
controllers and transport managers in the private 
and public sectors, as well as trucking journalists.

The respondents rated the various commercial 
vehicle manufacturers and distributors across 28 
attributes covering the vehicles themselves as well 
as after-market service. The people interviewed 
were also asked to list the make, as well as type and 
number of vehicles they operated in their own fleets.

The results are based on perceptions of the 
respondents with ratings from 1 to 5 on each at-
tribute. Hino scored an average of 4,27 points in 
the combined category (trucks above and below 10 
tons) and was rewarded with a Diamond Arrow.

Hino also came out top in the category for 
trucks below 10 tons with its 300 Series and Dyna 
range, scoring an average of 4,23 points and quali-
fying for another Diamond Arrow. The brand was 
rated third in the large truck category with an aver-
age score of 4,21 and qualified for a Silver Arrow. ■

Scania South Africa used the Nampo Harvest Day 
Show, which was held in Bothaville from May 15-18, 
to launch its new, global engine platforms for the 5- 
and 6-cylinder in-line power units as well as its new 
design global transmission used in trucks and buses 
sold locally.

The company also took the opportunity to intro-
duce its new managing director, Steve Wager, to the 

trucking media and customers at this popular annu-
al event which targets the farming community. The 
show was also attended by the other senior executives 
from Sweden who serve on the board of Scania SA.

Wager stressed in his address on the Scania 
stand that his company remained very commit-
ted to South Africa and that its involvement ex-
tended far behind just doing business her, but also 
to extensive training programmes and community 
involvement.

He said that promoting road safety in the local 
trucking fraternity was a major focus point. Wager 
explained that in the United Kingdom the deaths on 
the roads had decreased to about 1 900 a year, while 
in South Africa this number of people were killed 
on our roads every six weeks.

He added that the company is aiming to open one 
new dealership a year and next year a new site will be 
opened in Durban as the company worked to increase 
its footprint with new and well-equipped outlets. ■

Hyundai’s New 
HD Series

Scania Launches New Engine 
Design at Nampo Show

Scania showed its commitment to the 
SA market with this impressive display at 
Nampo last week.

Hyundai’s impressive HD series of medium trucks was launched last week.

Hino Rated Top in SA Truck 
Survey for Third Year

... promoting road safety in 
the local trucking fraternity 

was a major focus point.
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THE 10 TOP SELLING L.C.V FOR APRIL 2012

MODEL SALES

1) Nissan NP200 1.6 AC Safety PU 468

2) Toyota Hilux 2.0 VVT-i PU MY11 434

3) Chevrolet Utility 1.4 AC Base MY12 PU 409

4) Nissan NP200 1.6 Base PU 406

5) Chevrolet Utility 1.4 Base MY12 PU 392

6) Toyota Quantum 2.7 Sesfikile 15-S Bus MY10 390

7) Nissan NP200 1.6 AC PU 340

8) Toyota Hilux 2.5 D-4D Dsl PU MY11 316

9) Chevrolet Utility 1.4 Club MY12 PU 287

10) Isuzu KB250 c LWB Fleetside Dsl AC PU MY10 261

TOTAL 3 703
SHARE 7.75%

TOP 10 SELLING PASSENGER CARS FOR APRIL 2012

DERIVATIVE SALES

1) VW Polo Vivo 1.4 Base 5-dr 1 020

2) VW Polo 1.4 Comfortline 5-dr MY10 783

3) Ford Figo 1.4 Ambiente 5-dr 716

4) VW Polo Vivo 1.4 Trendline 5-dr 355

5) Chevrolet Spark 1.2 5-dr MY11.5 318

6) BMW 320d MY12 AT 287

7) Chevrolet Aveo 1.6 L MY11 275

8) Ford Fiesta 1.4 Ambiente 5-dr MY10 255

9) Toyota Fortuner 3.0 D-4D RB Dsl MY11 219

10) Mercedes-Benz C180 BlueEFFICIENCY MY11 217

TOTAL 4 445
SHARE 3.91%

EXPORT SALES FOR APRIL 2012

Manufacturer Market 2012
2012% 
Share

2011
2011% 
Share

TOYOTA
LCV 5 752 32.6% 4 693 23.7%

PAS 1 184 6.7% 1 381 7.0%

TOYOTA Total 6 936 39.3% 6 074 30.6%

MERCEDES-BENZ 
SA

PAS 3 490 19.8% 3 249 16.4%

MERCEDES-BENZ 
SA Total

3 490 19.8% 3 249 16.4%

VOLKSWAGEN 
GROUP SA

PAS 2 266 12.8% 5 876 29.6%

VOLKSWAGEN 
GROUP SA Total

2 266 12.8% 5 876 29.6%

BMW GROUP PAS 2 066 11.7% 2 538 12.8%

BMW GROUP Total 2 066 11.7% 2 538 12.8%

FMC
LCV 1 555 8.8% 332 1.7%

PAS 0 0.0% 866 4.4%

FMC Total 1 555 8.8% 1 198 6.0%

NISSAN
LCV 1073 6.1% 545 2.7%

PAS 1 0.0% 30 0.2%

NISSAN Total 1074 6.1% 575 2.9%

GMSA

PAS 42 0.2% 32 0.2%

LCV 67 0.4% 93 0.5%

MCV 3 0.0% 0 0.0%

HCV 2 0.0% 2 0.0%

XHV 1 0.0% 0 0.0%
GMSA Total 115 0.7% 127 0.6%

HONDA PAS 57 0.3% 31 0.2%

HONDA Total 57 0.3% 31 0.2%

CHRYSLER SA PAS 36 0.2% 20 0.1%

CHRYSLER SA Total 36 0.2% 20 0.1%

SCANIA
BUS 11 0.1% 6 0.0%

XHV 20 0.1% 5 0.0%

SCANIA Total 31 0.2% 11 0.1%

EXPORT SALES FOR APRIL 2012

Manufacturer Market 2012
2012% 
Share

2011
2011% 
Share

MAHINDRA
PAS 2 0.0% 0 0.0%

LCV 6 0.0% 0 0.0%

MAHINDRA Total 8 0.0% 0 0.0%

TATA
LCV 0 0.0% 2 0.0%

XHV 7 0.0% 0 0.0%

TATA Total 7 0.0% 2 0.0%

UD TRUCKS

HCV 1 0.0% 4 0.0%

MCV 4 0.0% 19 0.1%

XHV 0 0.0% 5 0.0%

UD TRUCKS Total 5 0.0% 28 0.1%

MAN

BUS 1 0.0% 0 0.0%

HCV 2 0.0% 0 0.0%

XHV 1 0.0% 0 0.0%

MAN Total 4 0.0% 0 0.0%

VOLVO CARS PAS 1 0.0% 0 0.0%

VOLVO CARS Total 1 0.0% 0 0.0%

PORSCHE XHV 1 0.0% 0 0.0%

PORSCHE Total 1 0.0% 0 0.0%

IVECO XHV 1 0.0% 0 0.0%

IVECO Total 1 0.0% 0 0.0%

POWERSTAR XHV 1 0.0% 70 0.4%

POWERSTAR Total 1 0.0% 70 0.4%

VOLVO TRUCKS XHV 0 0.0% 8 0.0%

VOLVO TRUCKS 
Total

0 0.0% 8 0.0%

FIAT GROUP PAS 0 0.0% 21 0.1%

FIAT GROUP Total 0 0.0% 21 0.1%
Grand Total 17 654 100.0% 19 828 100.0%
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COMPOSITION OF PASSENGER CAR 
MARKET BY TYPE FOR APRIL 2012

2012 2012 2011 2011 YOY

SALES
% 

SHARE
SALES

% 
SHARE

% Var

ENTRY CARS

CHEV SPARK 460 56.8% 481 53.6% 3.2%

TOYOTA AYGO 158 19.5% 203 22.6% -3.1%

SUZUKI ALTO 77 9.5% 140 15.6% -6.1%

PEUGEOT 107 47 5.8% 18 2.0% 3.8%

RENAULT 
TWINGO

23 2.8% 5 0.6% 2.3%

CITROEN C1 18 2.2% 26 2.9% -0.7%

CHANA BENNI 14 1.7% 10 1.1% 0.6%

SMART FORTWO 13 1.6% 15 1.7% -0.1%

TOTAL 810 898 -9.8%
LIGHT CARS

VW POLO VIVO 1 799 20.2% 1 586 17.9% 2.3%

VW POLO 1 365 15.3% 1 846 20.8% -5.5%

FORD FIGO 977 11.0% 754 8.5% 2.5%

TOYOTA YARIS 570 6.4% 655 7.4% -1.0%

RENAULT 
SANDERO

496 5.6% 334 3.8% 1.8%

CHEV AVEO 471 5.3% 965 10.9% -5.6%

VW POLO VIVO 
SEDAN

457 5.1% 635 7.2% -2.0%

FORD FIESTA 442 5.0% 423 4.8% 0.2%

VW POLO SEDAN 316 3.5% 48 0.5% 3.0%

CHEV SONIC 310 3.5% 0 0.0% 3.5%

NISSAN JUKE 245 2.7% 0 0.0% 2.7%

OPEL CORSA 213 2.4% 159 1.8% 0.6%

NISSAN MICRA 212 2.4% 249 2.8% -0.4%

HONDA JAZZ 157 1.8% 150 1.7% 0.1%

NISSAN LIVINA 144 1.6% 115 1.3% 0.3%

TATA B-LINE 127 1.4% 46 0.5% 0.9%

SUZUKI SWIFT 107 1.2% 135 1.5% -0.3%

FIAT PUNTO 103 1.2% 51 0.6% 0.6%

TATA INDICA 
VISTA

85 1.0% 61 0.7% 0.3%

VW CROSS POLO 85 1.0% 61 0.7% 0.3%

RENAULT CLIO III 68 0.8% 89 1.0% -0.2%

PEUGEOT 207 65 0.7% 57 0.6% 0.1%

FORD IKON 40 0.4% 58 0.7% -0.2%

CITROEN C3 33 0.4% 45 0.5% -0.1%

MAZDA 2 12 0.1% 124 1.4% -1.3%

CITROEN C3 
Picasso

8 0.1% 2 0.0% 0.1%

TATA INDICA 3 0.0% 16 0.2% -0.1%

TATA INDIGO 2 0.0% 2 0.0% 0.0%

RENAULT LOGAN 0 0.0% 197 2.2% -2.2%

FIAT PALIO II 0 0.0% 16 0.2% -0.2%

TOTAL 8 912 8 879 0.4%
MEDIUM CARS
TOYOTA 
COROLLA

860 22.7% 932 21.6% 1.1%

VW GOLF 6 519 13.7% 464 10.8% 3.0%

COMPOSITION OF PASSENGER CAR 
MARKET BY TYPE FOR APRIL 2012

2012 2012 2011 2011 YOY

SALES
% 

SHARE
SALES

% 
SHARE
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VW JETTA 6 353 9.3% 0 0.0% 9.3%

CHEV CRUZE 298 7.9% 765 17.7% -9.8%

NISSAN QASHQAI 252 6.7% 228 5.3% 1.4%

FORD FOCUS 234 6.2% 151 3.5% 2.7%

MAZDA 3 165 4.4% 140 3.2% 1.1%

DODGE CALIBER 159 4.2% 133 3.1% 1.1%

TOYOTA AURIS 129 3.4% 153 3.5% -0.1%

HONDA CIVIC 114 3.0% 131 3.0% 0.0%

NISSAN TIIDA 111 2.9% 83 1.9% 1.0%

RENAULT 
MEGANE III

93 2.5% 119 2.8% -0.3%

DODGE JOURNEY 90 2.4% 49 1.1% 1.2%

OPEL ASTRA 75 2.0% 182 4.2% -2.2%

SUZUKI SX4 54 1.4% 62 1.4% 0.0%

RENAULT 
FLUENCE

45 1.2% 41 1.0% 0.2%

OPEL ASTRA GTC 40 1.1% 0 0.0% 1.1%

ALFA GIULIETTA 38 1.0% 53 1.2% -0.2%

CITROEN C4 34 0.9% 16 0.4% 0.5%

PEUGEOT 308 33 0.9% 50 1.2% -0.3%

HONDA BALLADE 26 0.7% 202 4.7% -4.0%

CHEV OPTRA 17 0.4% 78 1.8% -1.4%

PEUGEOT 3008 16 0.4% 28 0.6% -0.2%

SUBARU XV 13 0.3% 27 0.6% -0.3%

TOYOTA PRIUS 6 0.2% 5 0.1% 0.0%

SUBARU WRX 4 0.1% 13 0.3% -0.2%

FIAT BRAVO 2 0.1% 1 0.0% 0.0%

FIAT LINEA 1 0.0% 14 0.3% -0.3%

OPEL ASTRA OPC 0 0.0% 1 0.0% 0.0%

HONDA INSIGHT 0 0.0% 4 0.1% -0.1%

MITSUBISHI 
LANCER

0 0.0% 14 0.3% -0.3%

VW JETTA 5 0 0.0% 176 4.1% -4.1%

TOTAL 3 781 4 315 -12.4%
TOP LINE CARS

VW PASSAT 36 23.7% 75 49.7% -26.0%

VW CC 29 19.1% 41 27.2% -8.1%

HONDA ACCORD 28 18.4% 2 1.3% 17.1%

PEUGEOT 508 19 12.5% 0 0.0% 12.5%

SUZUKI KIZASHI 19 12.5% 0 0.0% 12.5%

MAZDA 6 9 5.9% 17 11.3% -5.3%

CHEV LUMINA 9 5.9% 11 7.3% -1.4%

CITROEN C5 3 2.0% 2 1.3% 0.6%

PEUGEOT 407 0 0.0% 1 0.7% -0.7%
CHRYSLER 
SEBRING 
CONVERTIBLE

0 0.0% 2 1.3% -1.3%

TOTAL 152 151 0.7%
PREMIUM SMALL/ENTRY CARS
MERCEDES C 
CLASS

889 24.2% 734 22.2% 2.0%

BMW 3 SERIES 796 21.7% 917 27.7% -6.0%

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 21

COMPOSITION OF PASSENGER CAR 
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BMW 1 SERIES 440 12.0% 188 5.7% 6.3%

AUDI A4 369 10.0% 362 10.9% -0.9%

AUDI A3 
Sportback

164 4.5% 116 3.5% 1.0%

FIAT 500 126 3.4% 45 1.4% 2.1%

MERCEDES A 
CLASS

98 2.7% 84 2.5% 0.1%

MINI COOPER 97 2.6% 158 4.8% -2.1%

AUDI A1 87 2.4% 209 6.3% -3.9%

VOLVO S60 63 1.7% 73 2.2% -0.5%

AUDI A3 59 1.6% 71 2.1% -0.5%

AUDI A5 Coupe/
Cabriolet

58 1.6% 53 1.6% 0.0%

MINI COOPER 
ONE

55 1.5% 0 0.0% 1.5%

AUDI A5 
Sportback

53 1.4% 44 1.3% 0.1%

LEXUS IS 41 1.1% 43 1.3% -0.2%

VOLVO S40 38 1.0% 30 0.9% 0.1%

VW SCIROCCO 34 0.9% 50 1.5% -0.6%

VOLVO C30 30 0.8% 36 1.1% -0.3%

AUDI A1 Sportback 28 0.8% 0 0.0% 0.8%

CITROEN DS5 25 0.7% 0 0.0% 0.7%

ALFA MiTO 19 0.5% 11 0.3% 0.2%

CITROEN DS3 17 0.5% 21 0.6% -0.2%

AUDI A4 AVANT 15 0.4% 14 0.4% 0.0%

LEXUS CT 13 0.4% 0 0.0% 0.4%

ALFA 159 12 0.3% 0 0.0% 0.3%

AUDI A7 12 0.3% 18 0.5% -0.2%

CITROEN DS4 10 0.3% 0 0.0% 0.3%

ABARTH 500 10 0.3% 0 0.0% 0.3%

VOLVO V60 8 0.2% 11 0.3% -0.1%

HONDA CR-Z 4 0.1% 14 0.4% -0.3%

VOLVO V50 4 0.1% 2 0.1% 0.0%

SUBARU LEGACY 0 0.0% 1 0.0% 0.0%

RENAULT Laguna 
Coupe

0 0.0% 5 0.2% -0.2%

TOTAL 3 674 3 310 11.0%
PREMIUM MEDIUM CARS

MERC E CLASSES 216 46.8% 214 52.5% -5.7%

BMW 5 SERIES 149 32.3% 152 37.3% -5.0%

JAGUAR XF 46 10.0% 25 6.1% 3.8%

AUDI A6 41 8.9% 10 2.5% 6.4%
MERCEDES R 
CLASS

5 1.1% 4 1.0% 0.1%

MERCEDES CLS 4 0.9% 0 0.0% 0.9%

VOLVO S80 1 0.2% 1 0.2% 0.0%

LEXUS GS 0 0.0% 2 0.5% -0.5%

TOTAL 462 408 13.2%

PREMIUM LARGE

PORSCHE 
PANAMERA

24 38.7% 11 17.2% 21.5%

BMW 7 SERIES 17 27.4% 22 34.4% -7.0%

COMPOSITION OF PASSENGER CAR 
MARKET BY TYPE FOR APRIL 2012

2012 2012 2011 2011 YOY
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MERCEDES S 
CLASS

13 21.0% 12 18.8% 2.2%

AUDI A8 6 9.7% 11 17.2% -7.5%
JAGUAR XJ 2 3.2% 7 10.9% -7.7%
LEXUS LS 0 0.0% 1 1.6% -1.6%
TOTAL 62 64 -3.1%
SPORTS SPECIALITY
PORSCHE 911 30 22.6% 20 20.0% 2.6%
BMW 6 SERIES 22 16.5% 0 0.0% 16.5%

BMW Z4 14 10.5% 8 8.0% 2.5%

AUDI TT 13 9.8% 11 11.0% -1.2%

MERCEDES SLK 12 9.0% 3 3.0% 6.0%

PEUGEOT RCZ 9 6.8% 4 4.0% 2.8%

VOLVO C70 7 5.3% 0 0.0% 5.3%

MERCEDES SLS 6 4.5% 8 8.0% -3.5%

JAGUAR XK 4 3.0% 4 4.0% -1.0%
PORSCHE 
CAYMAN

3 2.3% 6 6.0% -3.7%

NISSAN 370Z 2 1.5% 3 3.0% -1.5%

MERCEDES CL 2 1.5% 2 2.0% -0.5%

MAZDA MX-5 2 1.5% 6 6.0% -4.5%
MASERATI 
GRANCABRIO

2 1.5% 5 5.0% -3.5%

MERCEDES SL 2 1.5% 2 2.0% -0.5%

NISSAN GT-R 1 0.8% 11 11.0% -10.2%

ALFA GT 1 0.8% 0 0.0% 0.8%
MASERATI 
GRANTURISMO

1 0.8% 1 1.0% -0.2%

AUDI R8 0 0.0% 1 1.0% -1.0%
PORSCHE 
BOXTER

0 0.0% 5 5.0% -5.0%

TOTAL 133 100 33.0%
MPV SMALL

TOYOTA AVANZA 333 73.8% 273 76.9% -3.1%

OPEL MERIVA 49 10.9% 0 0.0% 10.9%

VW CADDY 40 8.9% 36 10.1% -1.3%
NISSAN GRAND 
LIVINA

17 3.8% 14 3.9% -0.2%

FIAT PANDA 11 2.4% 32 9.0% -6.6%
CITROEN 
DISPATCH

1 0.2% 0 0.0% 0.2%

TOTAL 451 355 27.0%
MPV MEDIUM
MERCEDES B 
CLASS

176 46.0% 186 54.5% -8.6%

CHEV ORLANDO 59 15.4% 0 0.0% 15.4%

MAZDA 5 46 12.0% 36 10.6% 1.5%

TOYOTA VERSO 37 9.7% 45 13.2% -3.5%

VW TOURAN 31 8.1% 30 8.8% -0.7%

PEUGEOT 5008 26 6.8% 28 8.2% -1.4%
RENAULT SCENIC 
III

6 1.6% 7 2.1% -0.5%

CITROEN GRAND 
C4 PICASSO

1 0.3% 2 0.6% -0.3%

RENAULT GRAND 
SCENIC III

1 0.3% 7 2.1% -1.8%

CITROEN C4 
PICASSO

0 0.0% 0 0.0% 0.0%

TOTAL 383 341 12.3%
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COMPOSITION OF PASSENGER CAR 
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MPV LARGE
TOYOTA INNOVA 35 22.0% 0 0.0% 22.0%
CHRYSLER 
VOYAGER

34 21.4% 71 29.6% -8.2%

VW T5 KOMBI 28 17.6% 99 41.3% -23.6%
MERCEDES VITO 23 14.5% 13 5.4% 9.0%
MERCEDES 
VIANO

20 12.6% 20 8.3% 4.2%

VW T5 
CARAVELLE

12 7.5% 33 13.8% -6.2%

MAHINDRA XYLO 7 4.4% 4 1.7% 2.7%
TOTAL 159 240 -33.8%
SUV SMALL
L-R RANGE 
ROVER EVOQUE

214 9.2% 0 0.0% 9.2%

VW TIGUAN 189 8.1% 101 6.8% 1.3%
CHEV CAPTIVA 173 7.4% 30 2.0% 5.4%
BMW X3 144 6.2% 122 8.2% -2.0%
AUDI Q5 125 5.4% 149 10.1% -4.7%
BMW X1 123 5.3% 161 10.9% -5.6%
NISSAN X-TRAIL 122 5.2% 122 8.2% -3.0%
TOYOTA FJ 
CRUISER

115 4.9% 0 0.0% 4.9%

JEEP WRANGLER 103 4.4% 104 7.0% -2.6%
JEEP COMPASS 99 4.3% 0 0.0% 4.3%
MAHINDRA XUV 93 4.0% 0 0.0% 4.0%
TOYOTA RAV 4 91 3.9% 123 8.3% -4.4%
MITSUBISHI ASX 85 3.7% 0 0.0% 3.7%
HONDA CRV 73 3.1% 64 4.3% -1.2%
LAND ROVER 
FREELANDER 2

69 3.0% 89 6.0% -3.0%

SUZUKI JIMNY 66 2.8% 56 3.8% -0.9%
MINI COOPER 58 2.5% 50 3.4% -0.9%
FORD KUGA 58 2.5% 0 0.0% 2.5%
AUDI Q3 58 2.5% 0 0.0% 2.5%
JEEP PATRIOT 55 2.4% 58 3.9% -1.5%
SUBARU 
FORESTER

46 2.0% 78 5.3% -3.3%

JEEP CHEROKEE 44 1.9% 31 2.1% -0.2%
VOLVO XC60 35 1.5% 49 3.3% -1.8%
MAZDA CX-7 32 1.4% 18 1.2% 0.2%
SUZUKI GRAND 
VITARA

26 1.1% 29 2.0% -0.8%

RENAULT KOLEOS 9 0.4% 20 1.4% -1.0%
SUBARU 
OUTBACK

9 0.4% 15 1.0% -0.6%

MITSUBISHI 
OUTLANDER

7 0.3% 5 0.3% 0.0%

MAHINDRA THAR 2 0.1% 3 0.2% -0.1%
VOLVO XC70 1 0.0% 4 0.3% -0.2%
TOTAL 2 324 1 481 56.9%
SUV MEDIUM
TOYOTA 
FORTUNER

855 51.1% 740 47.4% 3.7%

JEEP GRAND 
CHEROKEE

163 9.7% 43 2.8% 7.0%

LAND ROVER 
DISCOVERY 4

133 7.9% 172 11.0% -3.1%

TOYOTA PRADO 120 7.2% 118 7.6% -0.4%
BMW X5 115 6.9% 113 7.2% -0.4%

COMPOSITION OF PASSENGER CAR 
MARKET BY TYPE FOR APRIL 2012

2012 2012 2011 2011 YOY
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MERCEDES M 
CLASS

91 5.4% 75 4.8% 0.6%

VW TOUAREG 39 2.3% 50 3.2% -0.9%
BMW X6 37 2.2% 25 1.6% 0.6%
MITSUBISHI 
PAJERO SPORT

25 1.5% 58 3.7% -2.2%

FORD EVEREST 21 1.3% 28 1.8% -0.5%
MITSUBISHI 
PAJERO

17 1.0% 72 4.6% -3.6%

VOLVO XC90 16 1.0% 4 0.3% 0.7%
NISSAN 
PATHFINDER

14 0.8% 22 1.4% -0.6%

NISSAN MURANO 11 0.7% 2 0.1% 0.5%
LEXUS RX 6 0.4% 25 1.6% -1.2%
SSANGYONG 
KORANDO

5 0.3% 0 0.0% 0.3%

MAHINDRA 
SCORPIO

4 0.2% 10 0.6% -0.4%

SUBARU TRIBECA 1 0.1% 1 0.1% 0.0%
TATA SAFARI 0 0.0% 1 0.1% -0.1%
HUMMER H3 0 0.0% 1 0.1% -0.1%
TOTAL 1 673 1 560 7.2%
SUV LARGE
AUDI Q7 41 21.7% 28 12.7% 9.0%
RANGE ROVER 
SPORT

33 17.5% 40 18.1% -0.6%

PORSCHE 
CAYENNE

33 17.5% 77 34.8% -17.4%

TOYOTA 
LANDCRUISER 
200

33 17.5% 15 6.8% 10.7%

MERCEDES GL 
CLASS

19 10.1% 21 9.5% 0.6%

LANDROVER 
RANGE ROVER

13 6.9% 10 4.5% 2.4%

MERCEDES 
G-CLASS

12 6.3% 16 7.2% -0.9%

NISSAN PATROL 
SW

4 2.1% 4 1.8% 0.3%

LEXUS LX 1 0.5% 10 4.5% -4.0%
TOTAL 189 221 -14.5%
GRAND TOTAL 23 165 22 323 3.8%

ENTRY CARS 810 3.5% 898 4.0% -0.5%
LIGHT CARS 8 912 38.5% 8 879 39.8% -1.3%
MEDIUM CARS 3 781 16.3% 4 315 19.3% -3.0%
TOP LINE CARS 152 0.7% 151 0.7% 0.0%
PREMIUM SMALL/
ENTRY CARS

3 674 15.9% 3 310 14.8% 1.0%

PREMIUM MEDIUM 
CARS

462 2.0% 408 1.8% 0.2%

PREMIUM LARGE 62 0.3% 64 0.3% 0.0%
SPORTS 
SPECIALITY

133 0.6% 100 0.4% 0.1%

MPV SMALL 451 1.9% 355 1.6% 0.4%
MPV MEDIUM 383 1.7% 341 1.5% 0.1%
MPV LARGE 159 0.7% 240 1.1% -0.4%
SUV SMALL 2 324 10.0% 1 481 6.6% 3.4%
SUV MEDIUM 1 673 7.2% 1 560 7.0% 0.2%
SUV LARGE 189 0.8% 221 1.0% -0.2%
TOTAL 23 165 22 323 3.8%

http://www.autolive.co.za


Subscribe for free @
www.autolive.co.za Page 23

Andersson, who headed up the multiple world 
championship-winning Toyota Team Europe 
(TTE) in 1973 and then set up Toyota Formula 1 
from its start up in 2001 and continued with this 
fledgling operation until his retirement in 2003, was 
killed in a classic rally accident near Oudtshoorn, 
South Africa on June 11, 2008. (At that time he had 
just bought Kwelanga Lodge outside George on the 
Garden Route).

The entry list was full with the maximum per-
mitted 165 rally crews long before entries closed..
This event is one of the most popular classic rallies 
in the world. Virtually all the competitors are from 
Scandinavia – Sweden, Norway and Finland.

The entry includes three famous Finns, four-
time world champion Juha Kankkunen, world 
champion Hannu Mikkola and current star Mikko 
Hirvonen. They will all drive former TTE Toyotas – 
Kankkunen and Hirvonen in Celicas and Mikkola 
in a replica of the Corolla Levin he drove to Toyota’s 
first world championship rally win in the 1000 
Lakes Rally in Finland in 1975.

Bjorn Waldegaard, 1979 world rally champion, 
who is still very successful in historic rallying, will 
drive a Porsche on the event.

Ove Andersson’s sons, Fredrik and Roger will 
participate in the regularity section of this event for 
cars manufacture red prior to 1981. Fredrik, who 
formerly worked for Renault F1, will drive a 1975 
Corolla and Roger a 1973 Celica GT. Tina Thorner, 
who co-drove for Colin McRae and Giniel de 
Villiers on the Dakar Rally, will navigate for Roger 
Andersson.

The field is made up of an amazing array of pre-
1981 cars, with many of them being Swedish-made 
SAABs and Volvos, together with Lotus Cortinas, 
Mini-Coopers, Opels, Porsches, an Aston Martin 
DB4 and even a sprinkling of British MGs.

Many of the rally cars linked to Ove 
Andersson during his period with TTE and Toyota 
Motorsport (TMG )from 1973–2001 will be dis-
played at the rally headquarters during the period 
of the rally. ■

Rallyists Pay Tribute to Memory of Ove Andersson
Rallyists in Europe are going to pay tribute to the memory of Ove “The Pope” Andersson during this year’s Rally of 
the Midnight Sun, which takes place in Sweden from July 18–21.

Ove Andersson when he headed up the 
Toyota F1 team.

Ove Andersson and Arnie Hertz winning the 1975 Safari Rally in a Peugeot 504.

Andersson and Hertz on the 1977 Total Rally in SA.

The entry includes three famous 
Finns, four-time world champion 

Juha Kankkunen, world champion 
Hannu Mikkola and current star 

Mikko Hirvonen. They will all 
drive former TTE Toyotas ...
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Comments? Complaints? Suggestions? 
E-mail stujohn@autolive.co.za

By Stuart JohnSton

“What is it with you guys huh?” The dude asking 
the question was anything but a dude in the old-
American sense, wherein a “dude” was someone in 
a three-piece suit with a watch chain, slinky low-cut 
shoes, and somewhat derided because he didn’t fit 
the dress code of scuffed cowboy boots, checked 
shirt, Levi jeans and three-day-old stubble.

This dude had the stubble, a droopy moustache, 
and even a sun-baked curled-brimmed hat adorned 
with feathers and other kinds of objects-de-grunge, 
and what’s more he had a mouth.

He prattled on about the price he’d just 
achieved “at 6.30 am” for this ’48 Chevy barn find, 
which related back to his original question as to 
why it was attracting so much attention. Somebody 
offered up the fact that it was a coupe, which was 
largely true because most ’48 Chevs in South Africa 
were of the four-door variety.

I also think the fact it was covered in decades-
old dust, that the windows were yellowed-out, and 
that the car was generally so scruffily authentic had 
more to do with the interest than anything else.

The Chevy looked like it had just been dragged 
from a barn, and the dude said he’d been forced to 
get rid of a wasp’s nest in the boot before he dragged 
it out. That was impressive, down-on-the-farm an-
ecdotal stuff, man, but he spoiled it slightly by men-
tioning that a whole bunch of rats had run out into 
the fields of khaki-bos or whatever, that surrounded 
the Chevy’s previous resting place before he’d put 
air into the tyres.

A word similar to “bull-duster” formed in my 
mind then, so we sauntered off to visit our Hudson 
buddies who were busy installing themselves in 
the back seat of a maroon-coloured Hornet (the 
car, not the wasp), as they always do at around 11 

am on Piston Ring Sunday, proceeding thereafter 
to pour themselves cokes a slightly paler shade of 
dark brown, leaving the front seat open for visitors 
to come a-calling.

Cliffie and Rene are chilled people, and full of 
useful information about the doings surrounding 
obscure brands of American automobilia still to be 
found out on the East Rand.

They told me the Hudson they were sitting in 
(their own Terraplane was back home in the ga-
rage) was for sale for about R30 000, which seemed 
like a very good price. And that the purveyor was 
old droopy moustache back there, still prattling 
on about how he’d barely un-loaded the Chevy 
Coupe before it fetched a price equitable to both 
the previous owner, the new owner and himself as 
the middleman.

As our Hudson hosts contented themselves 
in slurping up some of their keenly anticipated 
Sunday heart-warmers, more conversation drifted 
back about what needed to be done to the Chevy, 
and how much work it needed to make it acceptable.

Acceptable to whom, I wondered. Hell, that 
Chevy was just perfect the way it was. More and 
more I’m thinking that old cars, cosmetically 

speaking, need to be left the way they are. This 
Chevy looked like a living old photograph with se-
pia tones manifesting under the dappled shade pro-
vided by the blue gum trees. Each and every crack 
in the paint told a story. Just get the engine work-
ing, put in new suspension bushings, steering joints 
and brake linings, replace the windscreen glass so 
you can actually see where you are going, and fire 
her up.

It was like a rolling manuscript, offering up 
secrets untold that would be lost forever as soon as 
the restoration process began. On the other hand, it 
would look really nice with a new coat of paint and 
what remained of the chrome buffed up.

Aah well. That’s what makes the Piston Ring 
monthly meetings so interesting. All sorts of cars, 
all sorts of people, all sorts of ideas on how old cars 
should be appreciated and cared for. It happens 
on the third Sunday morning of every month in 
Modderfontein, east of Jo’burg. Just follow the old 
cars and strange-looking dudes. ■

Apparently the rats ran for cover as the old Chevy was dragged from its resting place.

The Chevy looked like it had just 
been dragged from a barn, and 
the dude said he’d been forced 
to get rid of a wasp’s nest in the 

boot before he dragged it out.

Each and every crack in 
the paint told a story.
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