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We’ve also heard strong rumours that 
Nissan will be re-entering the motor-
sport fray in a big way in 2012, probably 
in the off-road championship. These fac-
tors indicate that Nissan are targeting 
the youth market once again, realising 
that while cars like Tiidas and Livinas 
are all very well for solid sensible citi-
zens and fleet owners, there is nothing 
like building brand awareness amongst 
the youth and thus winning brand fans 
for life.

Ironically, just a few weeks before 
the funky new Nissan launch, AutoLive 
had criticised Nissan for presenting a 
“boring” passenger car line-up for sale 
here in South Africa. So, does this mean 
there is a quiet revolution taking place in 
Rosslyn?

With all this mind, we spoke to 
Nissan South Africa’s Director of 
Marketing, Johan Kleynhans about 
what the success of Juke means, and 
what we can expect in 2012.

AutoLive: Johan, at the launch of 
the Juke, we felt that your sales predic-
tions for 400 Jukes a month were quite 
optimistic, and you replied that they 
were based on what has happened in 
global markets so far. What has been the 
reception to Juke here?

Johan Kleynhans: Obviously the 
stats aren’t in yet for November, but 
in October we out-did our prediction, 

selling 457 units despite only having had 
the car on sale for the last two weeks of 
the month. At this stage I’d say our pre-
dictions are spot on.

AL: What makes Juke such a 
winner?

JK: It’s totally new, it’s innovative, 
challenges the conventional. When 
something which is so unique also deliv-
ers on expectations of performance and 
drivability, then you know you are onto 
a good wicket.

AL: What about those looks. They 
are quite controversial.

JK: Hmm, Not for me, personally. 
I like the looks a lot. It is unusual, and 
again, people aren’t that used to seeing 
B-segment cross-overs.

AL: What has dealer feedback been 
like?

JK: They can’t get enough of 
them, literally. I just wish we could get 
more because we’d sell them, I have 
no doubt.

AL: Styling-wise it makes a very 
strong statement. Can we expect more 
of this type of car from Nissan in 2012? 
Something that’s definitely not boring?

JK: The point I’d like to make is 
that in South Africa, just over 60 per 
cent of the new vehicle market consists 
of passenger vehicles and the rest are 
commercials, LCVs and heavy commer-
cials. Traditionally Nissan has been very 
strong on the LCV side, in fact our mix 
is the opposite, as it made up of around 
60 percent commercials and 40 per cent 
passenger. Regarding our passenger 
cars, we’ve e had some very lovely cars 
in recent times. But because they aren’t 
mainstream models, they aren’t top 
of mind.

AL: Are you referring to the 
Murano, and the like?

Nissan’s Quiet Revolution

continued on page 5 

Gazing to the future: Johan 
Kleynhans, Marketing Director of 
Nissan South Africa.

The Launch of the Nissan Juke in mid-October has had customer’s rattling the doors of 
Nissan dealerships all over the country. One Gauteng-based dealer told AutoLive that 
he was amazed at the response to the little cross-over, saying he couldn’t get enough of 
them, and that he reckoned he could sell twice his allocation if only he could get the stock.
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Editor’s Note
The press release that announced the de-
mise of the Ford Bantam was, I have to 
say, a sad tribute on behalf of Ford Motor 
Company SA to a little vehicle that has been 
a mainstay for Ford for 28 years. When one 
compares the send off that Nissan gave its 
little half tonner 1400 a few years back, and 
the fact that Volkswagen gave its Citi Golf 
not only a round-the-country tour but a 
whole book dedicated to its South African 
evolution, I have to say that Ford missed a 
party trick with this one.

The big reason, though, is that nothing is replacing the Bantam as far as 
Ford is concerned. Speaking to a Ford spokesperson, she said that every ef-
fort had been made to continue the Bantam line, but in the massive switch-
over to global Ranger production at Silverton, there was simply no way of 
keeping the Bantam on cost-effectively.

The sad fact for dealers, however, is that the demise of Bantam leaves a 
huge gap in the market for the likes of General Motors and Nissan (and yes, 
the non reporters with their cab-forward light pick-up) to fill, and we have 
no doubt they will fill it with alacrity. In October the Bantam sold 765 units, 
and its sales have been hovering between 600 and 1 000 units since its launch.

What must have been even bigger salt in the wounds for Ford dealers 
is that Ranger’s ramp up locally has been affected by the recent floods in 
Taiwan. The delay in sourcing certain components needed for local produc-
tion from Taiwan has meant serious cuts in Ranger production, although 
the good news is that things are back up to full steam ahead at Silverton 
now, according to the Ford spokesperson.

In the mean time, Ford fans can take solace that the Figo, imported 
from India, has been such a huge hit here. As far as a small pick-up replace-
ment is concerned, there is indeed a Bantam lookalike that is produced in 
Brazil and called the Courier ( a name Ford SA used for its larger one-ton-
ner a number of years ago). This little Brazilian Ford looks remarkably like 
our Bantam, as it is also Fiesta-based, but ironically the two vehicles were 
produced by two engineering teams working totally independently of one 
another. No plans for its introduction here, though.

From an industry engineering perspective, the globalisation of our 
plants means the end of an era where our teams of engineers produced 
amazing SA-specific vehicles that were tailor-made for local conditions. The 
Nissan 1400 was produced and improved here for decades after it was dis-
continued in Japan, for instance, and so was the Golf I-based Citi Golf after 
German production ceased in 1984. The Ford Bantam, as you will read in 
our special tribute on page 8, was a wholly South African-led initiative and 
as Rudi Geggus, project leader on that original 1983 vehicle remarked to us 
this week, the ‘70s, ‘80s and ‘90s were a wonderful time for local automotive 
engineers because of the freedom they had in developing vehicles without 
too much red tape.

But all this is not to criticise Ford for its global decision, because that 
is the way motor plants in South Africa will survive, due to economies of 
scale. Produce one, two or three product lines for the world market, and 
import the rest of the model line-up. On a macro level, the creation of jobs 
on a massive scale far outweighs the shortfalls in a few market segments that 
may be experienced in the short term.

Stuart Johnston,
Editor
stujohn@autolive.co.za

By RogeR HougHton

Capital expenditure by the SA motor 
industry in 2011 is on track to be the 
second highest in history, according 
to the quarterly review of business 
conditions published at the begin-
ning of November by NAAMSA.

It is estimated that total expendi-
ture by local vehicle manufacturers 
on new products, local content, ex-
port investment, production equip-
ment, land and buildings as well as 
the required support infrastructure 
will reach R 4,45-billion at the end of 
the year.

The current record of R6,21-
billion was set in 2006 at the height 
of the industry’s post-1994 growth 
phase. The figure for 2010 was R3,99-
billion, after a disappointing R2,47-
billion in 2009 due to the impact of 
the global financial and economic 
crisis and the subsequent deferral of 
various investment projects.

The increase in capital ex-
penditure during 2010 and 2011 is 
probably due in large part to invest-
ment projects by manufacturers as 
they gear up for the Automotive 
Production and Development 
Programme that comes into force at 
the beginning of 2013.

Industry average production ca-
pacity utilisation levels during the 
third quarter of 2011 held up well 
despite the impact of industrial ac-
tion on some segments of the supplier 
industry during this period as well 
as component shortages due to the 
earthquake and tsunami in Japan on 
March 11.

Following signs of a slowdown in 
growth in the new car, light and me-
dium commercial vehicle sectors dur-
ing the second quarter of 2011 there 
was a strong recovery during August 
and September and the quarter ended 
with most operations back to normal 
production levels and retail vehicle 
supply improving.

The high levels of domestic sales 
and vehicle production during the 
third quarter and balance of 2011 
should contribute positively to the 
country’s GDP. Over the medium 
term domestic sales should continue 
to grow, but probably at a slower rate, 
in line with the SA economy, while 
the direction of the global economy 
and thus demand for export vehicles, 
remains uncertain.

NAAMSA’s forecast for 2011 
vehicle sales is 573 500 units sold in 
SA and 281 units exported from a 
total domestic production of 551 000 
units. ■

Capital Expenditure By Motor  
Industry At Near-Record Level
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AutoLive, a convenient e-zine delivered twice a 
month, is the best way to keep up to date with news 
and views about all facets pertaining to the South 
African and international motor industries.

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

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

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

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

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

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

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

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

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

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

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

Why you should advertise in Autolive

Bruno Lupini can be contacted on 081 354 7212 
or via email at bruno.lupini@gmail.com 

Mazda Motor Corporation’s SKYACTIV-G 1.3 
engine has been named “technology of the year 
by the Automotive Researchers and Journalists 
Conference of Japan (RJC).

The engine operates with the highest compres-
sion ratio of any production petrol engine in his-
tory, running a 14,0:1 c.r to achieve amazing new 
levels of efficiency. Typically, engines today run 
on a compression ratio of between 9,0 and 11,5:1. 
Raising the compression ratio increases power, 
but also brings with it some serious obstacles to 
overcome.

Chief amongst these obstacles is a phenomenon 
called “knock”, which is the premature combus-
tion of the compressed fuel/air intake charge, due 
to high temperatures. This phenomenon produces a 
rattling or “knocking” noise that can be heard when 
standing next to the car or even from the passenger 
compartment. Power loss is the result of this knock-
ing, and eventual damage to the pistons can occur.

Mazda introduced various technologies to 
lower the combustion chamber temperatures. One 
of them centred around more effectively scavenging 
exhaust gases from the combustion chamber before 

the fresh charge of fuel was introduced on the inlet 
stroke. They did this with careful design work on 
special, lengthy four-into-two-into-one exhaust 
manifolding.

This gave rise to a problem that so reduced ex-
haust gas temperature that it was not heating up the 
exhaust catalyst to “clean” emissions properly.

To solve this problem, it was necessary to in-
troduce an ignition retardation system that in-
creased exhaust gas temperatures immediately after 
start-up.

But to stabilise combustion with such ignition 
timing retardation, special pistons were designed 
with cavities in their crowns, to be used alongside 
a super-stratified fuel injection system, using multi-
hole injectors.

Currently the SKYACTIV-G 1,3-litre engine is 
used in the Mazda2 in Japan, and these technolo-
gies will be introduced in Europe in the Mazda CX5 
cross-over vehicle next year. Benefits of the new en-
gine are decreased fuel consumption and emissions 
and outstanding performance for small capacity 
engines. ■

Mazda’s Amazing High Compression Petrol Engine Honoured

Mazda’s super-high-compression petrol 
motor.

“Mazda introduced various 
technologies to lower the combustion 

chamber temperatures.”
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011 234 5425 - thelma@changan.co.za - jp@changan.co.za

FOR RENT AT CHANGAN
Complete wing (236m²) of prime office space for rent.
Situated in Sunninghill, Sandton, on the corner of Witkoppen Road and Wall 
street, at the Rivonia Road off-ramp off the N1.

visit us at www.changan.co.za

JK: Indeed, if you look at the Murano, the 370Z 
Coupe and convertible, those are beautiful cars. In 
fact the 370Z convertible is one of the most attrac-
tive convertibles out there, top up or down. Then 
you have the GTR, and the Qashqai, very appealing, 
but they aren’t mainstream.

AL: So you think we are making our judge-
ments based on the likes of, say, Tiida?

JK: Maybe. But we will have lots more repre-
sentation in the passenger market going forward. 
In fact we will grow our representation, which cur-
rently stands at about 55 per cent, to 80 per cent, 
on the passenger side. And any potential market 
share growth that we are planning has to come 
from new product. There will be, in the future, a 
new C-Segment sedan, and a B-segment hatch in 
the future.

AL: Will we see this happen as early as 2012?
JK: probably a bit longer than that. I wouldn’t 

like to be too specific on this at this stage.
AL: You mentioned a mainstream model that’s 

in the pipeline.

JK: There’s a new B platform worldwide in the 
Nissan stable right now, and the Micra is the first 
offering on that platform, so that is the first of these, 
which we have here. There will be a sedan to come, 
as well as a cross-over on this platform. Incidentally, 
Nissan global plans are to produce over a million 
vehicles annually off this single platform, which is 
some achievement.

AL: You are talking about introducing the Leaf, 
quite soon. Are South African’s ready for a plug-in 
vehicle?

JK: Yes, in 2013. I think South Africans are 
ready for two reasons: One is that there is a grow-
ing sense of environmental awareness here. Just this 
week we are hosting a global environmental confer-
ence in Durban.

The second thing is the way you look at an elec-
tric car. I’m sure you weren’t being derogatory refer-
ring to it as a plug-in, and one should realise that 
with the Leaf you are getting a car with C-Segment 
specification and the performance of a V6. It’s a 
lot more special than most people’s perceptions 
would be.

AL: What sort of pricing do you have in mind?

JK: I am sure there will be some governmental 
incentives for the car, such as a reduction in taxes, 
as this has happened in other countries. So we will 
be talking to Government about this leading up 
to 2013. You are probably looking at a price of an 
upper-level B-segment hatch.

AL: Are you happy with the way Nissan has 
been performing in the market place?

JK: Yes, we’ve grown our market share in a 
market that we are expecting to continue growing 
in 2012. We have about a 40 per cent share of the 
light LCV market, thanks to the NP200. X-Trail has 
been an excellent performer in its segment for a long 
time. But, as stated before, we want to expand our 
market coverage and our offering.

AL: Finally what does Nissan’s image say, in 
your opinion right now?

JK: It’s a very reliable vehicle, as shown by 
our strong fleet and government sales. Qashqai, 
Murano and Juke are setting up a theme for us in 
the passenger segment. As far is Juke is concerned, 
some 80 per cent of its sales will be conquest sales, 
from people who’ve never been in a Nissan before. 
So this is where we’ll be focussing, to take’s Nissan’s 
brand up-market. ■

 continued from page 2

Nissan can produce very sexy cars indeed. This the highly futuristic  Esflow, while a second rendition of the concept was show in 
Toyko last week.

http://www.autolive.co.za
http://www.changan.co.za
mailto:thelma%40changan.co.za?subject=
mailto:jp%40changan.co.za?subject=
http://www.changan.co.za


Subscribe for free @
www.autolive.co.za Page 6

Toyota says it has gone for a masculine look for its 
new-shaped Yaris, and we would agree, for the rath-
er soft, pointy appearance has been replaced with a 
far chunkier looking little city buggy.

Designer Dezi Nagaya says it has a “keen” 
appearance, and by this we guess he means able 
and willing to step up to the plate. And it has a 
job to do for Toyota, as the previous Yaris has not 
exactly set the sales arena alight when one com-
pares its sales of under 400 last month (okay, it is 
in run-out phase) to that of segment leader Polo 
Vivo at 3 400.

The new car gets a choice of 14 or 16-inch 
wheels to flesh out its fuller wheel arches, and in-
side the big change has been to move the instru-
ment from the centre to ahead of the driver, which 
is where they should be (Mini enthusiasts, take 

note). There’s more soft-touch material used too. 
The Yaris comes in both three-door and five-door 
body configurations

Engine variants consist of the three-cylinder 
1,0 litre VVT-I engine, which is good for 55 kW, 
and an all-new 1,3-litre Dual VVT-I petrol four-
cylinder, which is a long-stroke unit that produces 
a competitive 73 kW. Safety is of high priority, and 
depending on the model you order you can have up 
to seven airbags in this econo-car.

Prices range from R124 000 to R200 600 for the 
most expensive 1,3 five-door. ■

The common-and-pavement-café Mini is not exactly 
noted for being over-endowed with interior space. 
So why not do away with the rear seat all together? 
This was probably the rationale in creating the Mini 
Coupe, a pure two-seater, for those who put style way 
above any other consideration in their motoring lives.

The most surprising thing about the new Mini 
Coupe, launched a week or so ago, is that roof-line 
excluded, it is virtually dimensionally identical to 
the stock Mini Cooper or S variants.

This is in fact the fifth body shell variant on 
the new (post 2002) Mini theme, the others being 

the stock Mini two-door, the Mini convertible, the 
elongated Mini Clubman with estate car aspira-
tions, and the Mini Countryman, which is a four-
door version that is generally seen to be a cross-over 
SUV type thingy, and is larger than the other Minis 
in virtually all respects.

Mini’s marketers are keen to point out that 
this is also the first (new) Mini to adapt a three-box 
structure, i.e with bonnet, passenger compartment 
and boot in three distinct segments. The others are 
two-box hatch structures. However, strictly speak-
ing, the first Mini to be fitted with a boot was way 

back in the 1960s, when you could by a BMC-built 
(original) Mini with a boot known as a Mk III. The 
first booted originals, in fact, launched as Riley Elf 
and Wolseley Hornet variants, with different grilles 
to the original.

Whether you like the looks of the Coupe is 
entirely a matter of taste. Few people would call its 
proportions elegant, but it does have a funky cheek 
that will appeal to the more audacious members of 
our society. And those who know and love the Mini 
for its outstanding handling characteristics and 
driver interaction will want one because as a pure 
two-seater it promises an even purer relationship 
between car and driver.

For the rest it’s pretty much a Mini, which 
means four-cylinder 1,6-litre engines in non-turbo 
90 kW spec, turbocharged 135 kW spec and in the 
potent John Cooper 155 kW state of tune, You can 
have a 90 kW version in automatic or manual, but 
the other models rely on the lovely six-speed man-
ual ‘box that makes a Mini feel so tight and trusty 
(along with its sensational steering feel).

Oh, as there’s no rear seating, you get a boot 
that now measures a respectable 290 litres

Prices start at R264  000 for the base Mini 
Coupe and extend to a hefty R369 00 for the John 
Cooper works version. And of course you can 
spend plenty more by specifying a whole host of 
options. ■

Just Launched

Toyota’s Yaris

A Mini For Serious Agoraphobics

Mini Coupe.

Toyota Yaris

“The new car gets a choice of 
14 or 16-inch wheels to flesh 

out its fuller wheel arches.”
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Toyota has reinvented its Auris image with two 
variants that cater to opposite poles of the motoring 
public’s emotional compass.

On the one hand there is the new TRD, with 
a supercharged version of its 1,6-litre petrol en-
gine that hikes power from 97 kW to 132 kW, and 

torque from 160 Nm to 203 Nm. The new TRD 
does the 0–100 sprint in 9,0 seconds, while still 
retaining realistic economy figures of a claimed 
7,5 litres/100 km, and 180 g/km of emissions. 
Pricing has yet to be confirmed for the new sport-
ster, which resurrects the TRD (Toyota Racing 

Development) badge here after a hiatus of nearly 
three decades.

As for the green one, essentially the Auris now 
gets Prius running gear in the form of Toyota’s proven 
Hybrid Synergy Drive, which mates a powerful elec-
tric motor to a moderately-powered but very “clean” 
Atkinson-cycle petrol engine, through the use of 
a constantly variable transmission. Toyota’s Kerry 
Roodt pointed out at launch that in essence this 
power train has been proven over a distance totalling 
some 60 billion km by its Prius customers worldwide.

Fuel consumption is claimed at an astonishing 
3,8 litres/100 km, which in our experience is likely 
to translate to a real-world figure of around 5,3 li-
tres/100 km, still very impressive.

At a starting price of R267 200, the Auris with 
Hybrid Synergy Drive makes good green sense. ■

Peugeot know how to make elegant cars and none 
more so than its larger variants, where the design-
ers can give air to their sweep of line and flow. Such 
is the new 508, the French company’s new entrant 
in the C-sedan segment here. Says Francis Harnie, 
new MD of Peugeot South Africa:

“We are thrilled to be able to offer the 508 to 
our SA customers. The car epitomises our resolve to 
provide the SA motorist with cars that delight and 
surprise on every level.”

A new front-end look is the most noticeable fea-
ture of the 508, with a single grille rendered in what 
Peugeot calls “floating style”, with typical cats-eye-
like headlamps giving the car a trad Peugeot look 
that has been in evidence for a couple of decades 
now. The rear end styling is ultra-clean, having been 
designed as a single form. The range consists of four 
models, an Active 1,6 THP manual, a 2,0 HDi man-
ual, a 1,6 THP auto and the flagship GT 2,2 HDI 
Auto. Prices range from R283 700 to R409 900. ■

Just Launched
Peugeot’s ode to elegance

Toyota blows hot and green
Peugeot 508 Allure.

Toyota’s Auris TRD.

“The new TRD does the 0–100 
sprint in 9,0 seconds.”
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While Ford, rather surprisingly, didn’t release to-
tal production figures for the three generations of 
Bantams that have been built in both Port Elizabeth 
and in Silverton, AutoLive estimates that well in ex-
cess of 200 000 of the little half-tonners have been 
running around the country for decades.

The first generation Bantam was based on the 
MK III Ford Escort, and initially used the pushrod 
Kent engine in 1,3 litre form. Like the Cortina pick-
up of that era, which used engines ranging from 
1600 cc fours to 3,0-litre V6s, the Ford Bantam was 
designed in-house by a team under the then direc-
tor of Engineering, Derek Morris, and led by Rudi 
Geggus, who was chief engineer on the project.

“Those were wonderful days for us engineers, 
in a sense,” says Geggus today, who worked at Ford 
from 1965 until his retirement in 2002.

“Because of the trade isolation, enforced upon 
us by the government’s policies, we were able to 
be incredibly innovative, which is not the case for 
engineers working in our South African motor 
companies today. That was the first South African 
vehicle designed here using finite stress analysis 
computer programming, which in itself makes 
the Bantam an historical vehicle. And we took our 
time designing that vehicle, so that it was extremely 
rigid in all respects,” says Geggus. “We never had a 
structural failure on one of those Bantams, as far as 
I am aware.”

When the bright little Bantam made its ap-
pearance in July 1983, Car Magazine noted that 
Ford SA had in fact been considering a half-ton 
pick-up since the mid’70s, but instead decided to 
concentrate on the Cortina-based one-tonner until 

the front-wheel-drive Escort made its debut around 
1978.

This way of thinking for a bakkie was uncon-
ventional in the extreme back in 1983, and Rudi 
Geggus said that an inordinate amount of work was 
put into making sure that the front-wheels loaded 
up correctly for traction, especially under load. 
The engineering team apparently had considered a 
separate chassis design at some stage, but eventu-
ally settled for the unitary body for lightness, which 
made production much easier. By 1982 the first 
(disguised) prototypes were running around South 
Africa logging some 300  000 km over all sorts of 
roads. However, Geggus notes today that if a vehicle 
could stand up to the rigors of Ford’s own test track 

The Last Of Its Kind
Last week, on November 17, 2011, to be precise, Ford South Africa bade a quiet farewell to one of its mainstay 
models that has been around for close to three decades. Yes, the last Bantam pick-up rolled off the line, 28 years 
after the first all-South African-designed Bantam surfaced in mid-1983.

The last Bantam.

continued on next page 
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outside PE it could handle anything South African 
roads could throw at it.

The little Bantam was remarkably swift for its 
engine size and for the time. It logged a top speed of 
151 km/h, thanks to a twin-choke Weber carb fitted 
to the “S” version of the 1 297 cc pushrod engine, 
despite being only rated at 48 kW. Remember this 
was in the days well before five-speed gearboxes 
were considered normal, and at maximum speed 
the bakkie was pulling close to 6  000 revs in top 
gear. The price was R6 605, about the monthly rental 
on a modest two-bed-roomed flat today

The face-lifted original Bantam of the mid1980s 
was pretty much based on the original, although it 
had a revised nose treatment and new dashboard, 
courtesy of the European Ford Escort. The big 
change was to the mechanicals, as the Kent engine 
made way for the Ford CVH overhead cam unit. 
Another change starting in the mid-1980s was 
that you could order a Bantam badged as a Mazda 
Rustler, with slight restyling to delineate between 
the two brands, as Ford and Mazda had joined forc-
es, with most of the production (apart from engines) 
moving up from PE to Pretoria.

We had to wait until early 1994 before sec-
ond-generation Bantam arrived. And even then, it 
wasn’t all new. What Ford’s engineers essentially 
did was graft on the nose of the Mazda 323 sedan 
to the original loadbox, with an all new roof and 
outer side panels formed to give the whole vehicle 
line continuity. The interior was now truly car-
like, especially in the top-of-the range 1600i Best 
of all, the top model used the fuel-injected 77 kW 
Mazda-based engine to give the Bantam truly hot-
hatch like performance. It accelerated to 100 in 11,5 
seconds and had a top speed of close to 180 km/h. 

Project chief Chris Ellis claimed at the time that this 
was the toughest little bakkie on the market, after it 
had been subjected to rigorous tests at the Pretoria 
University’s “hydro-pulse” machine, four days of 
which equated to 250 000 km of rough road usage. 
Price in 1994 had risen to R47 310, which illustrates 
the shocking rate of inflation South Africans had to 
endure in the period between the mid-1980s and the 
mid-‘90s.

Chris Ellis, who started his career with Ford 
at Dagenham in 1965, was also Chief programme 
Engineer on the final rendition of the Bantam, 
which was launched in 2003 and the one that was 
perhaps the most impressive example of South 
African, boer-maak-a-plan engineering of all.

“It came off the Fiesta base,” said Chris “but 
what complicated out programme was that to 

contain costs we needed to carry across as much 
tooling as possible from the previous, Mazda 
323-based vehicle. I also took a lot of time going 
through any quality and warranty issues we’d had 
with previous Bantams to design that out of the 
product. There weren’t any major issues, but I’m 
referring to things like corrosion, where you can 
always improve on any vehicle.

“We carried over the engines that were already 
installed into the Mazda-based second-generation 
Bantam, these being the RoCam engines, the sin-
gle-overhead cam units produced locally, in 1400 
and 1600 form.

“We did a lot of homologation work on the 
third generation, crash-testing, and they were all 
quite successful. This hadn’t been necessary in the 
previous generations, but we were keen on export-
ing that model. Another unique feature of the final 
model is that it featured one single pressing from 
behind the front wings to the taillights, including 
the A and B Pillar and this gave the body immense 
rigidity. It was some 30 per cent stiffer than the 
previous model. Another design feature we were 
proud of was that slot in the rear wings to enable 
you to put your foot in and hop into the bakkie sec-
tion easily. That was Lewis Booth’s inspiration. We 
argued a lot about that, and eventually everybody 
else copied us.”

A fitting tribute to the Bantam is that in the pe-
nultimate month of it being on sale here (October) 
it still notched 675 sales, placing it just behind the 
much newer Nissan NP200, and the class-leading 
Chev Utility. ■

 continued from previous page

Bantam Third-generation Clay Model.

1983 Ford Bantam Bakkie.

“The little Bantam was remarkably 
swift for its engine size and 
for the time. It logged a top 

speed of 151 km/h, ... despite 
being only rated at 48 kW.” 
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BMW has been going on about its EfficientDynamics 
programme for some time now, the in-house phi-
losophy applied to its entire product line-up that 
maximises efficiency but never at the expense of 
performance. It utilises all sorts of clever ways to 
improve fuel consumption, such as water pumps 
and alternators that only operate when needed, re-
generative braking, and various friction-reducing 
engine internals, as well as super-efficient combus-
tion technologies.

The success of this programme was brought 
home to me recently when tooling the 640i con-
vertible through to Pretoria from Florida along the 
N1, and the back again during mid-day, week-day 
traffic.

The propensity for our traffic police to mount 
cameras under just about every traffic bridge in 
varying sequences meant I was sticking pretty 
rigorously to the speed limit, and it was really in-
teresting to see the fuel consumption read outs for 
the trips to and from P Town. On the out-bound 
trip (downhill) the read-out was 7,2 litres/100 and 
on the return trip, which included s bit of fussing 
around in traffic-clogged Randburg, it was 8,2 li-
tres/100. So then, an average consumption for the 
trip of 7,5 litres/100 km in a car that accelerates to 
100 in under six seconds, runs up to its 250 km/h 

top speed at the briefest whiff of un-restricted open 
road (okay, that would have to be in Germany, 
right?) and looks like it costs a million bucks 
(which it pretty much does).

That is seriously impressive stuff, and must 
make the owners of these fine style statements very 
happy indeed. So many cars in this league gobble 
up fuel like teenagers gobbling up airtime bundles, 
and yet this 640i, even in city-suburban usage can 
return figures in the sub-12 litres/100 km ballpark. 
An overall highway-urban consumption figure of 
around 10,1 litres/100 is pretty sensational for a car 
that looks, well, extremely sensational.

What’s more, in 640i form it has an engine that 
has been voted one of the best in the past decade, the 
marvellous 3,0-litre straight-six that first appeared 
in the 335i here in twin turbo form, but has now 
been reworked, using a single twin-scroll turbo set-
up that is effectively two turbos in one. Each scroll 
deals with the exhaust gases from three of the six 
cylinders, thus reducing exhaust gas pressure and 
efficiencies. And the power, at some 235 kW, is actu-
ally up on the earlier generation mill.

In practise, the 640i isn’t much slower than 
the V8, Twin-turbo-engined 650i. I remember at 
the launch of the car seven months ago chatting to 
my young journalist driving partner about wheth-
er we’d opt for the V8 or the six, and whereas he 
opined that the V8 sound added a special dimen-
sion to the car, I reckoned that the six-cylinder vari-
ant has a lot going for it. It feels more wieldy in some 
situations, as it is some 100 kg lighter than the V8, 
and its engine revs and build power with such alac-
rity that there will be very few occasions where you 
will miss the V8’s grunt.

During my week with the car I spent an inordi-
nate amount of time cruising the leafier suburbs of 
Jo’burg with the top down at around sunset. In the 
SA summer at least, this is the time when you can 
enjoy a convertible to its fullest, especially once the 

traffic has died down. Easing through the likes of 
Emmarentia, Westcliff, Saxonwold, and other areas 
where you are surrounded by the types of mansions 
befitting of such a car, the refinement of this vehicle 
shows itself in so many ways.

Its suspension is firm but thanks to its elec-
tronic interfacing, known as FlexRay, it is not upset 
by poor road surfaces. Its ground clearance is not 
so low as to be caught out by speed bumps unless 
you are really dozing off. And it has a build integrity 
that the builders of many so-called exotics would 
be proud of in their steel-roofed models, let alone 
a convertible.

Ah, that’s right, scuttle shake. That bugbear 
of so many topless cars where the windscreen and 
dash starts jiggling as soon as you lower the top. 
So solid is this car that I forgot completely to look 
out for it, thanks to the inordinate reinforcing in its 
windscreen frame. And the top mechanism works 
wonderfully and locates with absolute precision 
every time.

I was fortunate to try this car on some back 
roads at the aforementioned launch at super high 
speed, and for me this is one of the revelations of 
the 6 Series. It handles like a supercar, with a de-
gree of precision and agility that makes nonsense of 
its large exterior dimensions. This is indeed a true 
Gran Turismo with capabilities right up there with 
the best from Porsche, Maserati, Aston Martin et al, 
and in a way it’s a pity that the 6 Series is so much 
more common than these “exotics”, because it de-
serves to be rated in the same sort of gloss magazine 
“shoot-outs”.

It has a degree of fit and finish that is exemplary, 
and in a real world sense it is a true four-seater too. 
And now for the best part: the price. This car weighs 
in at R914 558 (okay that’s the absolute base price) 
which means you save over R230 000 compared to 
the base-priced 650 version.

It’s a no-brainer, huh? ■

Svelte 6 Series Is A Winner In 640 Form

BMW 6 series.
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By RogeR HougHton

Since then there have been a number of major hap-
penings in the world, from tsunamis and earth-
quakes to the deaths of Osama bin Laden and 
Muammar Gadaffi, as well as huge upheavals in all 
aspects of the automotive industry.

But it certainly did not take long for the dark 
clouds over GM to clear and the sun to start shining 
brightly again.

The bankruptcy allowed the company to 
shuffle off 100 years of accumulated obligations 
and brought in a new senior management team 
which included a number of outsiders; something 
that would have been unheard of in the era of the 
“old GM.”

GM is now headed up by chairman and CEO 
Dan Akerson, who was previously a private equity 
investor with the Carlyle Group and no fewer than 
six of his 14 direct reports have been with the com-
pany for less than 24 months.

The company earned $5,4-billion in the first 
half of 2011, which was more than the $2,2-billion 
of 2010 and has regained its global leadership po-
sition as Toyota sagged under a raft of problems 
from recalls to the effects of an earthquake and 
tsunami that hit Japan on March 11. (GM over-
took Ford for the No. 1 spot in 1931 and held the 
title for 76 years before being ousted by Toyota 
in 2008).

The backwash of the bankruptcy was massive, 
but has virtually been swept under the carpet as the 
phoenix has risen from the ashes.

The aftermath included the loss of about 20 000 
direct jobs at GM as well as another further 100 000 
jobs at the 2 000 of the 6 000 dealers that were can-
celled., while a dozen manufacturing plants were 
also closed. In addition about 650  000 retirees 
suffered cutbacks in their health insurance, while 
four brands – Pontiac, Saturn, Hummer and Saab 
were ditched.

The immensity of this drastic surgery and the 
short time frame in which it took place was amaz-
ing, but it certainly has worked wonders for a brand 
that seemed mired in bureaucracy and debt.

The US Government still owns 27% of the 
stock after paying a bailout of $50-billion and will 
make a big loss if it sells off in the near future as 
the relisted GM stock is not faring well despite a 
good financial performance. It seems though that 
the shares will be sold off sooner rather than later 
so there is no carryover into the 2010 presidential 
election year.

However, one wonders about the future for this 
American giant as it seems to be moving its focus 
more and more towards China, to the possible det-
riment of its domestic buyers, who are in fact share-
holders in the company due to the government bail-
out in 2009.

An article in Fortune puts it very succinctly: 
“The cars GM sells in the US are increasingly influ-
enced by customers 7 100 miles away, the residents 
of the People’s Republic of China.” For instance, the 
interior of the popular Buick LaCrosse was executed 
in GM’s Shanghai design studio.

However, it seems that fresh thinking is seeping 
into the important sections of GM such as market-
ing and product development, while red tape has 
been slashed.

The growing popularity of the Chevrolet 
brand worldwide is a major factor in GM’s recov-
ery. The 3,6-million Chevrolets sold in the first 
nine months of 2011 is seen as an indicator of an 
all-time annual sales record for this brand, which 
was founded by Louis Chevrolet and William 
Durant in 1911 and absorbed into the GM family 
in 1918.

Times have changed though and most 
Chevrolets are now made in South Korea and no 

longer in the United States, while its Colorado one-
ton pick-up is sourced from Thailand.

One area where there has been a measure of 
indecision is in the realm of its European opera-
tions. GM’s enthusiasm for this regional operation 
seems to run hot and cold; the Opel brand is still the 
kingpin, but it faces competition from its in-house 
rival Chevrolet brand, which is enjoying substantial 
growth worldwide.

After rumours and counter-rumours about 
GM’s European unit being sold it has remained 
with its long-standing parent. Now it seems it is 
aiming for rejuvenation.

The company claims next year will see its larg-
est-ever product offensive in what will be the 150th 
anniversary of the founding of the Opel brand. 
It is reported that at least six new models will be 
launched in 2012 which will maintain Opel’s posi-
tion as GM’s second best-selling brand globally af-
ter Chevrolet. Opel aims to sell 1,2-million vehicles 
in 2012 which would translate into a 6,2% share of 
the European market.

It is also looking at more exports with 
South Africa continuing as one of the destina-
tions along with Israel, Australia, Brazil, Chile, 
Argentina and China, with the potential of India 
under scrutiny.

Importantly for the future of General Motors 
it is a time for change – radical change. The old 
matrix system of management is gone. “Its over-
lapping functional and geographical assignments 
diffused responsibility,” said CEO Akerson as 
he led his company out of the darkness and into 
the sunlight. ■

General Motors – Back From The Brink
It is difficult to imagine that it is 
already more than two years since 
the once-mighty General Motors 
filed for Chapter 11 bankruptcy as 
it collapsed spectacularly due to 
the devastating effects of the global 
meltdown. 

Chevrolet’s concept car was a show-stopper at JIMS a month ago.
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The dates have been set for Automechanika South 
Africa 2013. The event will be held at Expo Centre, 
Nasrec, from May 8-11, which is later than the 
two previous trade fairs in Johannesburg that 
were staged in March. The theme in 2013 will be 
Metropolis of Mobility.

“We are delighted to have concluded our 
third biennial agreement with Messe Frankfurt, 
of Germany, to stage this prestigious international 
trade show for the automotive aftermarket,” said 
Exhibition Manager, Philip Otto of Johannesburg-
based Dogan Exhibitions and Events.

“Dogan has had the rights for Automechanika 
South Africa since 2008 and staged events in 2009 
and 2011. We are very happy that the agreement is 
now being extended into the future as the first two 
shows are usually a growth phase for all concerned, 
especially when the event is such a well-established 
international brand as Automechanika, which was 
founded in Frankfurt in 1971.

“We, at Dogan, are also particularly proud 
that Automechanika SA 2011 was judged the Best 
Trade Show in South Africa with a floor space 

of over 12 000m2 at the recent awards function of 
the Exhibition and Events Association of South 
Africa or EXSA as it is more commonly known,” 
added Philip Otto, who is also the Show Director of 
Automechanika SA.

Besides the overall award for Automechanika 
SA itself there were a number of honours from the 
EXSA judges for exhibitor stands at this trade fair. 
These included the stands of Mercedes-Benz SA, 
the Motor Industry Staff Association (MISA), BASF 
and Bosch.

The second staging at the Johannesburg Expo 
Centre of Automechanika South Africa in March 
this year drew high praise from exhibitors and 
visitors alike. The show attracted positive growth in 
numbers of exhibitors and visitors.

The number of exhibitors jumped from 412 
in 2009 – 170 local and 242 foreign – to 551 this 
year – 169 local and 382 foreign from 25 countries. 
There were official pavilions from China, France, 
Germany, India, Italy, Singapore, Spain, Taiwan 
and Turkey.

The number of trade visitors also increased, 
moving up from 8 200 in 2009 to 9 026 this year, 
which was a 10% improvement.

The inaugural Automechanika SA, which was 
held in 2009, was the most successful inaugural 
event in the history of this automotive aftermarket 
trade fair.

“In our eyes, South African is a long-term market 
and also a very valuable market. It was a well-thought-
out, strategic decision to launch an Automechanika 
event there, so I am particularly pleased that the 
EXSA judges consider Automechanika South Africa 
the best trade show in the country with more than 
12  000m2 of floor space to have been staged this 
year,” commented the Messe Frankfurt board mem-
ber responsible for Automechanika brand manage-
ment, Michael Johannes.

“This important award also justifies our faith 
in contacting Dogan as our partners in organising 
Automechanika South Africa. This is a company 
with considerable depth in terms of exhibition and 
conference organising skills and we look forward 
to a mutually beneficial relationship as we build 
on our success going forward,” said the Germany-
based senior executive.

Automechanika is the leading international 
meeting place for the global and local automotive 
sector. As the world’s biggest trade fair for the auto-
motive aftermarket, the Automechanika spotlights 
innovations and solutions in the fields of parts, 
systems, tuning, workshop equipment, bodywork 
& paintwork, car wash, IT & management and the 
latest automobile services.

Automechanika is one of the most success-
ful trade fair brands of Messe Frankfurt and has 
a worldwide presence. It offers exhibitors access to 
new markets and brings them into contact with new 
national and regional visitor groups. Added value – 
with each international Automechanika show that 
is staged the profile and awareness of this trade fair 
brand is increased.

As a consequence, even more visitors from 
these different countries come to the premier event 
in Frankfurt, with the next show to be staged at this 
venue scheduled for 11-16 September 2012. ■

Dates Set For Automechanika 
South Africa 2013

The Motor Industry Staff Association’s winning display at Auto Mechanika 2011.
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By StuaRt JoHnSton

Motorheads Diary 2012

If you are looking for a Christmas gift for someone 
in your life whose a noted petrolhead, then you 
should look no further than the Motorheads Diary 
for 2012. A handy A5-sized diary, ideal for the brief-
case or desktop, its crammed full of motoring facts 
and figures, as well as offering enough space to jot 
down appointments, birthdays and the like.

Motorheads is now in its sixth edition and it’s 
been a great success for its creator, Heide-Marie von 
der Au. A noted VW Beetle fanatic, Heide had the 
idea for this book when she was watching racing at 
Kyalami, and someone had asked her whether she 
was going to a VW meet the following day.

The light bulb that flashed in her head was to 
produce a diary listing all important motoring 
events of the year enabling petrol- sorry – motor-
heads to plan their lives accordingly.

As it has done since inception, the book/di-
ary also includes an interesting motoring fact for 
all 366 days of the year (that’s right, 2012 is a Leap 
Year) and some of these are fascinating. They range 
from obscure historical titbits about Jowett Jupiters 
and the like to the birthdays of local motoring per-
sonalities, and there’s lots more to intrigue you in 
Motorheads too.

There are many articles by top journalists on 
all sorts of subjects, and pages of fun pictures and 
lists of motorsport champions and.... well, you get 
the idea

The diary has tables enabling you to convert 
kilowatts to horsepower, torque from kW to foot/
pounds, and much much more, including school 
holidays, public holiday and an incredibly compre-
hensive list of car clubs and motoring associations 
in South Africa.

The book seems to get fatter each year, mainly 
due to increasing advertising support. But the ad-
verts, too, make for a handy reference when search-
ing for that elusive component that makes your mo-
toring life easier.

It is available at selected bookshops, or via a 
very reliable mail service that tracks each delivery. 
For more info go to www.motorheads.co.za, or e-
mail Heide on hm@motorheads.co.za, or call her 
on 083 455 7684.

50 Years By Your Side

Our own esteemed business manager Roger 
Houghton is the author of this book, which he penned 
in collaboration with other well-known and equally 
experienced industry figures, including journalist 
Teddy Knoetze, who did the production, Francois 
Loubser, the former Vice President of Toyota SA 
Marketing, and Flip Wilken, veteran Public Relations 
chief of Toyota in the ‘80s and ‘90s and currently 
CEO of AutoLive’s publishing company, WCM.

With those kind of credentials, it had to be a 
winner, not to mention the fact that Roger spent just 
under two decades as a key figure in Toyota’ SA’s 
communications department.

The book charts the formation of the compa-
ny in 1961 by the late Dr Albert Wessels, who first 
looked at importing Panhard motorcars before a 
business trip to Japan – Dr Wessels was then in the 
textile business – convinced him that Toyota was 
the motor vehicle agency he wanted.

From the modest importation of the first half-
dozen-or-so Toyopet Stout pick-ups to a South 
African vehicle market leadership it gained in the 
1980s and has never relinquished, this book an-
swers most of the questions you might ask about 
one of the country’s most successful businesses 
in history.

It is peppered with fine historical photographs 
and facts concerning the cars, pick-ups, trucks and 
people that have made Toyota South Africa what it 
is today. Roger’s writing style is direct and strong on 
facts, low on frivolity – much like the company he 
describes in the book’s 156 pages.

At present you have to know someone inside 
the “Toyota family” to get a copy, but that may 
change as word leaks out about just what an impor-
tant piece of motoring history it is. ■

Book Reviews

Our own Roger Houghton penned 50 Years By Your Side.
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Multiple award-winning journalist Egmont Sippel 
added further accolades to his already long list 
when he was adjudged Motoring Journalist of the 
Year for the fifth time in the six years that the SA 
Guild of Motoring Journalists SAGMJ) has held its 
Motoring Journalist of the Year (MJOY) competi-
tion since 2001.

Organised by the SAGMJ and sponsored by 
Total SA, the MJOY competition sets out to recog-
nise high quality work produced by members of the 
organisation.

Sippel, who retired recently from the Rapport 
Sunday newspaper where he was motoring editor 
for many years and still writes a weekly column for 
them, is now also Editor at Large of Cars in Action 
magazine.

.Besides his overall accolade in the MJOY 
competition Sippel was also the winner in three 
categories: Motorsport – Magazines, Motorsport 
– Newspapers and Motoring – Newspapers as well 
as being runner-up to Ray Leathern in Motoring 
– Magazines.

”One should not attempt to define a gift,” noted 
the judges on Sippel’s ongoing success. “One is ei-
ther inexplicably gifted or you’re not. Egmont Sippel 
is a gifted writer. Why? He combines attributes 
that rescue him from mundane wordplay. He loves 
words, metaphor and myth and projects this love 
onto a field he clearly enjoys.”

As detailed in the previous issue of AutoLive, 
Sippel was honoured recently by the Federasie van 
Afrikaanse Kultuurverenigings (FAK) for his con-
tribution to Afrikaans journalism

Independent photographer Inga Hendriks 
scored  her second consecutive win as Photographer 
of the Year. “This photographer’s keen eye, wonder-
ful understanding of light and attention to detail, 
which is consistently displayed on all her work, gave 
her the edge to come out ahead of a fiercely competi-
tive group of outstanding photographers,” noted 
the judges.

*AutoLive’s General Manager, Roger Houghton, 
was presented with a Lifetime Achievement Award 
by the SAGMJ for his never ending work in the field of 

motoring journalism. As a PR practitioner within the 
industry, as the industry representative on the Guild 
Committee for 25 years, and as a practicing journal-
ist reporting on industry matters, Roger’s substantial 
contribution to motoring journalism over the years 
has impacted positively on more than one generation 
of South African motoring journalists.

Editor’s Note* The Editor is one of those jour-
nalists whose journalistic life has been impacted 
upon positively by the esteemed Mr Houghton over 
a period of many decades. His influence continues 
to be enormous, and what Roger doesn’t know about 

the motor industry is generally not worth knowing. 
One of his outstanding achievements in 2011 was 
the publication of his book on 50 years of Toyota’s 
presence in South Africa, entitled “50 Years By Your 
Side” (see previous page for our review).

Getting back to the MJOY competition, oth-
er winners were: Lance Branquinho (Motoring 
– Internet and Motorsport –Internet), Hannes 
Visser (Motoring – Television and Motorsport – 
Television), Roger McCleery (Motoring – Radio), 
Andrew Leopold (Steve Dlamini award) and 
Volkswagen (Best public relations service). ■

Motor Writers’ Guild Rewards Its Star Members

Egmont Sippel, Motoring Journalist of the Year, with Inga Hendriks, Photographer of the Year.

Roger Houghton , with SAGMJ Chairman Danie van Jaarsveld, with his Life Time 
Achievement Award.

Ray Leathern, Magazine Journalist of the 
Year, pictured “hamming it up” in down-
town Jo’burg at a recent launch.
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Volkswagen South Africa has announced a sponsor-
ship of two vehicles to the Dyer Island Conservation 
Trust.

Dyer Island is a 20 hectare nature reserve in 
Gansbaai and is managed by CapeNature. It is a 
rich breeding ground for birds, most significantly 
the endangered African penguin and, according-
ly, is classified an important bird area by Birdlife 

International. Dyer Island’s surrounding waters 
are home to African penguins, great white sharks, 
seals, dolphins and whales – the “Marine Big 5”.

Wilfred Chivell founded the Trust in 2006 
when, together with CapeNature, they started a 
penguin housing project to address the issue of the 
lack of breeding habitat for this species. Past exten-
sive guano scraping removed the African penguins’ 

natural breeding habitat and left them exposed to 
predators and other elements.

Chivell designed a unique penguin home, mod-
elled on their natural burrows. His design has been 
lauded nationally and internationally and is now 
used extensively at other colonies.

The two sponsored vehicles, a Touareg with 
BlueMotion Technology and a Polo BlueMotion 
will assist DICT with beach rescues, transporting 
researchers and volunteers, and the general run-
ning of the organisation.

“Our sponsorship of the Dyer Island 
Conservation Trust forms part of our Think Blue 
initiative by which we try to implement small 
changes that will make big differences in the future. 
This is our small contribution to the ecological sus-
tainability of our Marine Big 5. As Volkswagen, we 
hope our sponsorship will generate public aware-
ness that will lead to more funding that can be 
used to support the work of the DICT,” said Mike 
Glendinning, Director of Sales and Marketing at 
Volkswagen Group South Africa. ■

Volkswagen Provides Wheels To Conserve ‘Marine Big 5

Mandy Lovell, Bridgestone South Africa’s public re-
lations manager, and Winnie Theron, admin man-
ager at Bridgestone’s Cape Town regional office, 
recently joined an education and outreach camp or-
ganised by the Cape Leopard Trust in partnership 
with Cape Nature in the Western Cape’s beautiful 
Cederberg Mountains for Grade 7 learners from 
Elizabethfontein School.

“We wanted to experience the educational pro-
gramme and see for ourselves the important work 
and dedicated efforts of the Cape Leopard Trust’s 
Quinton and Elizabeth Martins,’ said Lovell.

“Our support of the Cape Leopard Trust is an 
integral component of our corporate social invest-
ment umbrella and Bridgestone’s global One Team, 
One Planet initiative,” explained Lovell.

Quinton Martins, project manager of the 
Cape Leopard Trust, comments: “Despite the 
adverse road conditions, we have had excellent 

performance from our Bridgestone tyres. We are 
very grateful to Bridgestone for their support, 
which comes from a company with a shared inter-
est in educating young people about nature and the 

environment and encouraging them to care about 
what happens to it.”

For more information on the Trust, visit their 
website www.capeleopard.org.za ■

Bridgestone Supports Cape Leopard Trust

The Elizabethfontein School Grade 7 class learning all about the Leopard Trust.

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


Subscribe for free @
www.autolive.co.za Page 16

STOP PRESS: FORD’S NEW 
KUGA BREAKS COVER

Just before we went to press with this edition of 
AutoLive came the news that Ford has released its 
all-wheel-drive cross-over, the Kuga.

It comes in just the one version (although there 
are two differing trim levels), featuring a turbo-
charged Duratec petrol engine. For a force-fed 
engine displacing some 2,5-litres the max power 
output of 147 kW is not that impressive – VW’s 
turbo makes 155 from two-litres in GTi form – but 
it boasts a healthy 320 Nm of torque available from 
as low as 1 600 revs.

The engine is mated to a five-speed automatic 
transmission and “intelligent” all-wheel-drive, 
which means it operates as a front-wheel-drive car 
until it detects slip on the rear wheels, in which case 
torque is transferred to the needy wheels. This sys-
tem, used by many a-w-d cross-overs, offers the best 
compromise between traction on slippery roads ( i.e 
gravel) and economy for travelling long distances 
on good tar roads.

The Kuga is priced at R375 000 for the standard 
version and R395  000 for the “Titanium” version. 
The price includes an impressive four-year war-
ranty, four-year/80 000 service plan and roadside 
assist, with service intervals being at 20 000 km. Its 
pricing puts it up against the likes of the more ex-
pensive versions of Nissan’s X-Trail and the lower 
priced Toyota Fortune versions. ■

VWSA CUTS UTILITY BILLS

The Volkswagen Group SA cut the electricity us-
age at its Uitenhage plant by an incredible 42% 
between 2009 and 2010, with a further 13% reduc-
tion achieved between 2010 and 2011. This is part of 
the German brand’s international Think Blue pro-
gramme for its environmental initiatives.

VWSA currently uses only 0.85 MWh to pro-
duce one car, comapred to 1,71MWh in 2009. This 
has been achieved by energy efficient lighting, a 
plant-wide switch-off campaign and the optimised 
use of compressors.

Water usage at the plant has also dropped, go-
ing down 52% between 2009 and 2010 and a fur-
ther 30% between 2010 and 2011. The plant cur-
rently uses 4 kilolitres to produce one car, down 
from 12 kilolitres in 2009. Among the initiatives 

that assisted was the recycling of body shop cool-
ing water.

Waste at the Uitenhage plant dropped 14% 
from 2009 to 2010 and has fallen another 39% be-
tween 2010 and 2011. Waste produced per car has 
dropped from 42kg in 2009 to 22kg in 2011. ■

ANOTHER MOTORING 
MAGAZINE?

It seems the overtraded magazine market in SA is to 
get yet another motoring magazine next year. The 
new publication, to be called Legends Wheels SA is 
aimed at the premium car segment with the first is-
sue scheduled for the first quarter of 2012. The edi-
tor in chief is “a renowned journalist with 30 years 
experience, rated one of the top three journalists in 
South Africa” and is a partner in the magazine with 
publisher Colin Howell. ■

MUSICAL CHAIRS

There have been some musical chairs among sen-
ior executives in the local truck industry: Kevin 
Usher, long-time dealer principal at Unitrans’ Hino 
East Rand, has moved to the Imperial Toyota camp 
as general sales manager at Hino Pretoria North, 
while Frans Cloete has moved across from CEO of 

Powerstar to head up Unitrans’ Hino franchise op-
erations. George Jin is the new CEO of Powerstar. ■

MCCARTHY HOT SEAT

It seems the appointment of a CEO for Bidvest Auto 
(McCarthy) is imminent judging by the rumours 
circulating. There has been a vacancy at the helm 
of this large retail group since the retirement of 
Graham Damp when he turned 63 in July. ■

FIAT-CHRYSLER JEEP

Chrysler Group will invest $1.7 billion to develop 
and build the next generation of its Jeep sport-
utility vehicle to debut in 2013. The Jeep SUV will 
be built on a broader platform based on the Alfa 
Romeo Giulietta, a car built by Fiat that will also 
underpin one of Chrysler’s forthcoming car and 
sedan ranges.

This joint platform is the lynchpin of the next 
stage of Chrysler’s turnaround plan, which hinges 
on fusing Fiat and Chrysler operations to lower 
costs and expand the companies’ reach around the 
world. Chrysler’s Jeep plant in Toledo, which cur-
rently builds the Jeep Liberty and Dodge Nitro, will 
build the first Jeep SUV off this platform, which will 
be exported globally, by 2013. ■

Snippets

Ford’s new Kuga.
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BURCHMORE’S GOES LARGE 
IN RE-BRANDING OPERATION

One of South Africa’s leading used car dealerships 
and auctioneers, Burchmore’s, has undergone a 
complete makeover! The company has opted to 
change its branding across the country, giving its 
outlets a bold, fresh new look.

And the customers have given the rebranded 
outlets the thumbs up. “The feedback that we have 
received thus far has been overwhelmingly posi-
tive. Our investment is already paying dividends!” 
notes Darryl Jacobson, managing director of 
Burchmore’s.

According to Jacobson, the company is enjoy-
ing a successful year, thanks to the continued sup-
port of trade customers and a significant growth 
in the number of private buyers and sellers. “More 
and more buyers and sellers have come to realise 
that auctions offer one of the best methods of buy-
ing and selling vehicles. And, when they decide to 
buy or sell on auction, Burchmore’s is the obvious 
choice, in that it has become a recognised brand. 
Being part of Bidvest has also added huge credibility 
to our business,” he explains.

From the seller’s point of view, Burchmore’s 
offers an invaluable service in that it converts a 
car into instant cash. Burchmore’s offers buyers a 
number of important advantages too. “Our cars can 
be bought with total peace of mind because buy-
ers know that they are unencumbered. In addition, 
they are offered a huge selection. Plus, of course, 
there is the important fact that Burchmore’s offers 
the used car buyer access to wholesale prices,” ex-
plains Jacobson.

Customers are in awe with the new branding, 
commenting saying that it looks extremely inviting. 
“Our clients have pointed out that no other motor 
dealership around the country has done this. The 
rebranding has seen a number of first-time visitors 
enter our megastores. We are also attracting more 
and more families and female customers,” says 
Jacobson.

Key to the success of the rebranding exercise 
was the decision to incorporate the use of people. 
“This is a people’s business – we have demonstrated 
this via the use of large and colourful photographs 
of people on all our stores’ facades,” Jacobson 
points out.

It is already paying dividends. “We are thrilled 
at the number of private buyers and sellers that are 
now entering our doors. Burchmore’s has long been 
recognised as an excellent option when it comes 
to disposing of a vehicle – the auction house is a 
popular choice for both companies and individuals. 
However, we are a substantial increase in private 
sellers – and I am convinced that our rebranding 
has played a key role,” he notes.

The company focused on making the centres 
look as inviting and user-friendly as possible. “Some 
people still fear the auction process – they see it as 
intimidating. We aimed to counter this impression 
via the photographs of happy, contented clients. We 
also offer clients the opportunity to buy a car off the 
floor from one of our professional salespeople seven 
days a week. The great news is that customers still 
enjoy wholesale prices! Naturally, trade-ins are wel-
come and finance is available on the spot,” Jacobson 
elaborates.

Burchmore’s Car Auctions sells and auctions 
vehicles from its auction centres in Johannesburg, 
Durban and Cape Town. ■

NEW ANNUAL PRODUCTION 
RECORD FOR UITENHAGE

Volkswagen Group South Africa (VWSA) last week 
surpassed the previous annual production record at 
its Uitenhage plant, in the Eastern Cape.

The company has built 128 535 Polo Vivos, New 
Polos and Cross Polos year-to-date. This is signifi-
cantly more than the previous total of 128 123 vehi-
cles built in the 12 months of 2006.

The current record production year comes as 
VWSA celebrates its 60th year in the country.

To-date, 2 902 549 vehicles have rolled off the 
company’s production lines since the first Beetle 
was completed on August 31, 1951. ■

“MADE IN JAPAN” BRAND 
UNDER PRESSURE

The once very valuable and lucrative “Made in 
Japan” brand is under threat as more and more of 
the country’s major companies look to move pro-
duction overseas to escape the negative impact on 
competiveness caused by the continuing strength 
of the yen.

A recent survey showed that 46% of large man-
ufacturers said they would move offshore if the yen 
stays around 76 to the dollar for a six month period. 
The yen is currently being blamed for the virtual 
“collapse” of the Japanese motor industry, with 
Toyota’s profit for the first half of its financial year 
(to September 30) tumbling by 72%, mainly due to 
the strong currency.

Other big names in Japan, including Mazda, 
Sony, Honda and Canon all reported earnings hit 
hard by the strong yen. Panasonic, which recent-
ly forecast its biggest financial loss in history, is 
moving its procurement operation from Osaka to 
Singapore.

The Japanese Prime Minister says he fears a 
“hollowing out” of the Japanese industries with a 
consequent loss of jobs. ■

JAGUAR/LAND ROVER 
REVENUE ROCKETS

Third quarter revenue for the UK-based Jaguar/
Land Rover Group rocketed by 30,3% to €34bn on 
the Range Rover Evoque (more than 8 000 units 
sold since launch) and the 2,2-litre diesel Jaguar XF. 
By contrast its Tata parent company saw its third 
quarter profit and revenue both fall by about 15% 
due to slow vehicle sales in India and soaring raw 
material costs. ■
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Hino will be aiming for its 21st consecutive finish 
in this gruelling rally-raid which will start in the 
Argentinean coastal resort of Mar del Plata and fin-
ish in Lima, Peru, after passing through Chile, with 
a rest day in Copiapo, the town made famous by 
the rescue last year of miners trapped by a cave-in 
accident.

The two specially prepared four-wheel 
drive Hino 500 trucks will face up to a field 
dominated by Mercedes-Benz and MAN (16 
entries each). The remainder of the entries 
are: Ginaf and DAF (9 entries each), Iveco (6), 
Kamaz and Tatra (5 each), Renault (3), Liaz 
and MAZ (2 each).

Hino Team Sugawara have built a spe-
cial racing truck for Teruhito Sugawara (39) 
and his co-driver Seiichi Suzuki (50) which 

will compete against the so-called “monster 
trucks” in the battle for overall victory. This 
is the first all-new racing truck in eight years 
since the last renewal in 2004.

Previously Hino has concentrated on winning 
the class for series production trucks with engines 
of less than 10-litres capacity, but now the target has 
been set much higher. 

The latest truck features a new chassis; the 
engine has been moved backwards and locat-
ed lower in the chassis to improve weigh dis-
tribution, while brakes and the cooling sys-
tem have been improved. A shorter cab and 
a load area covered by a lightweight tarpaulin 
contribute to the latest truck weighing 250kg 
less than its predecessor.

The second Hino, to be driven by Teruhito 
Sugawara’s 70-year old father, Yoshimasa, 
is basically the same one that Teruhito used 
to score his third successive under 10-litre 
class victory in January this year. However, 
it has also been lightened by 200kg and has 
improved cooling as this is an area of per-
formance that is extremely important given 
the fine dust of the sand dunes and very high 
temperatures encountered.

Yoshimasa Sugawara is the most experienced 
Dakar competitor in the world, having competed in 
28 of these races from 1983 to 2011, excluding 2008 

when the race was cancelled due to the threat of 
terrorism.His co-driver this year will be Hiroyuki 
Sugiura (27).

Winning the Dakar will not be uncharted 
territory for the leading Japanese truck manufac-
turer though as it was the first and until now the 
only manufacturer to have made a clean sweep of 
the first three places in this famous event, which is 
now being staged for the 34th time. This success was 
achieved by Hino in 1997 when the rally-raid went 
from Dakar to Agades and back to Dakar.

The 2012 Dakar Rally will mark the fourth time 
that the event has been staged in South America 
following the threat of terrorist attacks causing the 
cancellation of the 2008 Dakar, which was sched-
uled to be run in Africa.

During the 15 days of the race the contest-
ants will cover a route of more than 9 000km. 
It will include five racing stages in Argentina, 
a crossing of the Andes Mountains, five stag-
es in Chile, including crossing the Atacama 
Desert, before a rest day in Chile on January 
8. Then, for the first time the famous endur-
ance rally-raid enters Peru for four racing 
stages and a ceremonial finish in Lima. ■

Hino Gears Up For 2012 Dakar
Hino Team Sugawara faces a very 

tough challenge in the fight for honours 

in the truck category of the 2012 

Dakar Rally which takes place in South 

America from January 1-15. The entry 

limit of 75 trucks was reached two 

months before the closing date of 

November 1.

Hino “raid” vehicles in full Dakar regalia.

“The 2012 Dakar Rally will mark 
the fourth time that the event has 
been staged in South America.”
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COMPOSITION OF PASSENGER CAR MARKET BY 
TYPE FOR OCTOBER 2011 FOR YTD JUNE 2000

2011 
SALES

2011
% 

SHARE

2010
SALES

2010
% 

SHARE

YOY
% Var

ENTRY CARS

CHEV SPARK 553 58.0% 1 418 83.3% -25.3%

TOYOTA AYGO 158 16.6% 0 0.0% 16.6%

SUZUKI ALTO 114 11.9% 169 9.9% 2.0%

CITROEN C1 43 4.5% 57 3.3% 1.2%

PEUGEOT 107 41 4.3% 36 2.1% 2.2%

CHANA BENNI 37 3.9% 4 0.2% 3.6%

SMART FORTWO 4 0.4% 4 0.2% 0.2%

RENAULT TWINGO 4 0.4% 14 0.8% -0.4%

TOTAL 954 1 702 -43.9%

LIGHT CARS

VW POLO VIVO 2 443 20.0% 1 844 20.8% -0.8%

VW POLO 1 708 14.0% 596 6.7% 7.2%

FORD FIGO 1 310 10.7% 604 6.8% 3.9%

CHEV AVEO 1 239 10.1% 796 9.0% 1.2%

VW POLO VIVO SEDAN 921 7.5% 732 8.2% -0.7%

RENAULT SANDERO 546 4.5% 389 4.4% 0.1%

FORD FIESTA 537 4.4% 807 9.1% -4.7%

VW POLO SEDAN 526 4.3% 0 0.0% 4.3%

NISSAN JUKE 457 3.7% 0 0.0% 3.7%

NISSAN MICRA 389 3.2% 7 0.1% 3.1%

HONDA JAZZ 365 3.0% 280 3.2% -0.2%

TOYOTA YARIS 332 2.7% 795 9.0% -6.2%

NISSAN LIVINA 246 2.0% 111 1.3% 0.8%

OPEL CORSA 238 1.9% 229 2.6% -0.6%

MAZDA 2 164 1.3% 333 3.8% -2.4%

FIAT PUNTO 111 0.9% 165 1.9% -1.0%

SUZUKI SWIFT 132 1.1% 140 1.6% -0.5%

VW CROSS POLO 103 0.8% 127 1.4% -0.6%

PEUGEOT 207 99 0.8% 144 1.6% -0.8%

CITROEN C3 80 0.7% 86 1.0% -0.3%

TATA INDICA VISTA 79 0.6% 119 1.3% -0.7%

TATA B-LINE 79 0.6% 76 0.9% -0.2%

FORD IKON 78 0.6% 104 1.2% -0.5%

RENAULT CLIO III 29 0.2% 218 2.5% -2.2%

RENAULT LOGAN 11 0.1% 103 1.2% -1.1%

TATA INDICA 6 0.0% 36 0.4% -0.4%

CITROEN C3 Picasso 5 0.0% 17 0.2% -0.2%

COMPOSITION OF PASSENGER CAR MARKET BY 
TYPE FOR OCTOBER 2011 FOR YTD JUNE 2000

2011 
SALES

2011
% 

SHARE

2010
SALES

2010
% 

SHARE

YOY
% Var

FIAT PALIO II 5 0.0% 13 0.1% -0.1%

TATA INDIGO 0 0.0% 1 0.0% -0.0%

FIAT GRANDE PUNTO 0 0.0% 4 0.0% -0.0%

TOTAL 12 238 8 876 37.9%

MEDIUM CARS

TOYOTA COROLLA 1 747 31.3% 1 701 31.0% 0.3%

CHEV CRUZE 539 9.7% 493 9.0% 0.7%

VW GOLF 6 524 9.4% 510 9.3% 0.1%

NISSAN TIIDA 518 9.3% 670 12.2% -2.9%

VW JETTA 6 415 7.4% 0 0.0% 7.4%

FORD FOCUS 339 6.1% 343 6.3% -0.2%

NISSAN QASHQAI 282 5.1% 183 3.3% 1.7%

CHEV OPTRA 200 3.6% 67 1.2% 2.4%

DODGE CALIBER 134 2.4% 122 2.2% 0.2%

RENAULT MEGANE III 107 1.9% 178 3.2% -1.3%

MAZDA 3 89 1.6% 190 3.5% -1.9%

SUZUKI SX4 88 1.6% 108 2.0% -0.4%

OPEL ASTRA 83 1.5% 55 1.0% 0.5%

TOYOTA AURIS 81 1.5% 204 3.7% -2.3%

HONDA BALLADE 81 1.5% 0 0.0% 1.5%

RENAULT FLUENCE 79 1.4% 0 0.0% 1.4%

HONDA CIVIC 61 1.1% 90 1.6% -0.5%

ALFA GIULIETTA 54 1.0% 0 0.0% 1.0%

PEUGEOT 308 40 0.7% 40 0.7% -0.0%

PEUGEOT 3008 36 0.6% 32 0.6% 0.1%

FIAT LINEA 26 0.5% 6 0.1% 0.4%

CITROEN C4 15 0.3% 15 0.3% -0.0%

DODGE JOURNEY 13 0.2% 66 1.2% -1.0%

SUBARU WRX 6 0.1% 55 1.0% -0.9%

FIAT BRAVO 5 0.1% 5 0.1% -0.0%

MITSUBISHI LANCER 4 0.1% 33 0.6% -0.5%

SUBARU IMPREZA 4 0.1% 11 0.2% -0.1%

HONDA INSIGHT 2 0.0% 2 0.0% -0.0%

VW JETTA 5 1 0.0% 294 5.4% -5.3%

SUBARU XV 1 0.0% 0 0.0% 0.0%

NAAMSA Car Sales and Market Figures
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COMPOSITION OF PASSENGER CAR MARKET BY 
TYPE FOR OCTOBER 2011 FOR YTD JUNE 2000

2011 
SALES

2011
% 

SHARE

2010
SALES

2010
% 

SHARE

YOY
% Var

TOYOTA PRIUS 0 0.0% 5 0.1% -0.1%

OPEL ASTRA OPC 0 0.0% 2 0.0% -0.0%

TOTAL 5 574 5 480 1.7%

TOP LINE CARS

HONDA ACCORD 58 27.1% 108 55.1% -28.0%

VW PASSAT 50 23.4% 8 4.1% 19.3%

VW CC 33 15.4% 42 21.4% -6.0%

PEUGEOT 508 23 10.7% 0 0.0% 10.7%

SUZUKI KIZASHI 20 9.3% 0 0.0% 9.3%

MAZDA 6 19 8.9% 32 16.3% -7.4%

CHEV LUMINA 8 3.7% 4 2.0% 1.7%

CITROEN C5 3 1.4% 1 0.5% 0.9%

CHRYSLER SEBRING 
CONVERTIBLE

0 0.0% 1 0.5% -0.5%

TOTAL 214 196 9.2%

PREMIUM SMALL/ENTRY CARS

BMW 3 SERIES 1 402 31.5% 886 23.8% 7.7%

MERCEDES C CLASS 1 138 25.6% 1162 31.2% -5.7%

AUDI A4 384 8.6% 381 10.2% -1.6%

BMW 1 SERIES 259 5.8% 306 8.2% -2.4%

AUDI A3 Sportback 251 5.6% 152 4.1% 1.5%

MERCEDES A CLASS 125 2.8% 97 2.6% 0.2%

AUDI A1 118 2.6% 0 0.0% 2.6%

MINI COOPER 100 2.2% 130 3.5% -1.2%

AUDI A3 87 2.0% 114 3.1% -1.1%

FIAT 500 83 1.9% 34 0.9% 0.9%

VOLVO S60 72 1.6% 73 2.0% -0.3%

VW SCIROCCO 64 1.4% 51 1.4% 0.1%

MINI COOPER ONE 62 1.4% 0 0.0% 1.4%

AUDI A5 Sportback 49 1.1% 56 1.5% -0.4%

AUDI A5 Coupe/
Cabriolet

41 0.9% 55 1.5% -0.6%

LEXUS IS 40 0.9% 53 1.4% -0.5%

CITROEN DS3 35 0.8% 24 0.6% 0.1%

VOLVO C30 23 0.5% 17 0.5% 0.1%

VOLVO V60 18 0.4% 0 0.0% 0.4%

CITROEN DS4 18 0.4% 0 0.0% 0.4%

ALFA 159 18 0.4% 0 0.0% 0.4%

LEXUS CT 15 0.3% 0 0.0% 0.3%

SUBARU LEGACY 12 0.3% 20 0.5% -0.3%

AUDI A4 AVANT 10 0.2% 20 0.5% -0.3%

AUDI A7 10 0.2% 0 0.0% 0.2%

VOLVO S40 9 0.2% 49 1.3% -1.1%

HONDA CR-Z 5 0.1% 15 0.4% -0.3%

ALFA MiTO 5 0.1% 15 0.4% -0.3%

COMPOSITION OF PASSENGER CAR MARKET BY 
TYPE FOR OCTOBER 2011 FOR YTD JUNE 2000

2011 
SALES

2011
% 

SHARE

2010
SALES

2010
% 

SHARE

YOY
% Var

VOLVO V50 0 0.0% 9 0.2% -0.2%

RENAULT Laguna 
Coupe

0 0.0% 0 0.0% 0.0%

TOTAL 4 453 3 719 19.7%

PREMIUM MEDIUM CARS

BMW 5 SERIES 197 39.6% 149 36.3% 3.3%

MERC E CLASSES 178 35.8% 157 38.3% -2.5%

MERCEDES CLS 40 8.0% 4 1.0% 7.1%

JAGUAR XF 35 7.0% 56 13.7% -6.6%

AUDI A6 33 6.6% 25 6.1% 0.5%

LEXUS GS 8 1.6% 3 0.7% 0.9%

MERCEDES R CLASS 6 1.2% 11 2.7% -1.5%

VOLVO S80 0 0.0% 1 0.2% -0.2%

CADILLAC CTS 0 0.0% 0 0.0% 0.0%

CHRYSLER 300C 0 0.0% 4 1.0% -1.0%

TOTAL 497 410 21.2%

PREMIUM LARGE

MERCEDES S CLASS 13 35.1% 9 18.8% 16.4%

BMW 7 SERIES 8 21.6% 16 33.3% -11.7%

PORSCHE PANAMERA 5 13.5% 10 20.8% -7.3%

AUDI A8 4 10.8% 3 6.3% 4.6%

JAGUAR XJ 4 10.8% 5 10.4% 0.4%

LEXUS LS 3 8.1% 5 10.4% -2.3%

TOTAL 37 48 -22.9%

SPORTS SPECIALITY

MERCEDES SLK 36 26.9% 7 6.5% 20.3%

BMW 6 SERIES 19 14.2% 0 0.0% 14.2%

AUDI TT 18 13.4% 21 19.6% -6.2%

PEUGEOT RCZ 11 8.2% 0 0.0% 8.2%

JAGUAR XK 10 7.5% 8 7.5% -0.0%

BMW Z4 7 5.2% 13 12.1% -6.9%

PORSCHE CAYMAN 7 5.2% 1 0.9% 4.3%

AUDI R8 5 3.7% 1 0.9% 2.8%

PORSCHE 911 5 3.7% 10 9.3% -5.6%

MAZDA MX-5 3 2.2% 5 4.7% -2.4%

NISSAN GT-R 2 1.5% 2 1.9% -0.4%

VOLVO C70 2 1.5% 2 1.9% -0.4%

MASERATI 
GRANCABRIO

2 1.5% 2 1.9% -0.4%

NISSAN 370Z 2 1.5% 1 0.9% 0.6%

PORSCHE BOXTER 1 0.7% 6 5.6% -4.9%

MASERATI 
QUATTROPORTE

1 0.7% 4 3.7% -3.0%

MASERATI STRADALE 1 0.7% 0 0.0% 0.7%

MERCEDES SLS 1 0.7% 9 8.4% -7.7%

MERCEDES SL 1 0.7% 3 2.8% -2.1%

MERCEDES CL 0 0.0% 2 1.9% -1.9%
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COMPOSITION OF PASSENGER CAR MARKET BY 
TYPE FOR OCTOBER 2011 FOR YTD JUNE 2000

2011 
SALES

2011
% 

SHARE

2010
SALES

2010
% 

SHARE

YOY
% Var

ALFA GT 0 0.0% 3 2.8% -2.8%

ALFA SPIDER 0 0.0% 2 1.9% -1.9%

LAMBORGHINI 
MURCIELAGO

0 0.0% 1 0.9% -0.9%

VW EOS 0 0.0% 4 3.7% -3.7%

TOTAL 134 107 25.2%

MPV SMALL

TOYOTA AVANZA 271 75.5% 308 79.6% -4.1%

NISSAN GRAND LIVINA 39 10.9% 37 9.6% 1.3%

VW CADDY 34 9.5% 36 9.3% 0.2%

FIAT PANDA 15 4.2% 6 1.6% 2.6%

TOTAL 359 387 -7.2%

MPV MEDIUM

MERCEDES B CLASS 126 35.1% 57 22.6% 12.5%

CHEV ORLANDO 124 34.5% 0 0.0% 34.5%

TOYOTA VERSO 35 9.7% 94 37.3% -27.6%

MAZDA 5 26 7.2% 48 19.0% -11.8%

VW TOURAN 23 6.4% 13 5.2% 1.2%

PEUGEOT 5008 8 2.2% 0 0.0% 2.2%

CITROEN GRAND C4 
PICASSO

7 1.9% 0 0.0% 1.9%

RENAULT SCENIC III 4 1.1% 30 11.9% -10.8%

RENAULT GRAND 
SCENIC III

3 0.8% 10 4.0% -3.1%

CITROEN C4 PICASSO 3 0.8% 0 0.0% 0.8%

TOTAL 359 252 42.5%

MPV LARGE

CHRYSLER VOYAGER 64 28.2% 34 16.1% 12.1%

MERCEDES VITO 51 22.5% 46 21.8% 0.7%

VW T5 KOMBI 31 13.7% 89 42.2% -28.5%

TOYOTA INNOVA 27 11.9% 0 0.0% 11.9%

VW T5 CARAVELLE 22 9.7% 19 9.0% 0.7%

MERCEDES VIANO 22 9.7% 8 3.8% 5.9%

MAHINDRA XYLO 10 4.4% 15 7.1% -2.7%

TOTAL 227 211 7.6%

SUV SMALL

CHEV CAPTIVA 281 12.7% 86 5.9% 6.8%

BMW X1 274 12.4% 110 7.5% 4.8%

L-R RANGE ROVER 
EVOQUE

205 9.3% 0 0.0% 9.3%

VW TIGUAN 184 8.3% 79 5.4% 2.9%

JEEP WRANGLER 176 7.9% 105 7.2% 0.8%

BMW X3 146 6.6% 59 4.0% 2.6%

AUDI Q5 132 6.0% 99 6.8% -0.8%

TOYOTA RAV 4 118 5.3% 126 8.6% -3.3%

MITSUBISHI ASX 91 4.1% 0 0.0% 4.1%

JEEP PATRIOT 76 3.4% 85 5.8% -2.4%

COMPOSITION OF PASSENGER CAR MARKET BY 
TYPE FOR OCTOBER 2011 FOR YTD JUNE 2000

2011 
SALES

2011
% 

SHARE

2010
SALES

2010
% 

SHARE

YOY
% Var

HONDA CRV 76 3.4% 132 9.0% -5.6%

NISSAN X-TRAIL 67 3.0% 111 7.6% -4.6%

MINI COOPER 64 2.9% 13 0.9% 2.0%

SUZUKI JIMNY 60 2.7% 73 5.0% -2.3%

SUBARU FORESTER 45 2.0% 86 5.9% -3.9%

RENAULT KOLEOS 43 1.9% 21 1.4% 0.5%

LAND ROVER 
FREELANDER 2

34 1.5% 93 6.4% -4.8%

JEEP CHEROKEE 31 1.4% 26 1.8% -0.4%

SUZUKI GRAND 
VITARA

30 1.4% 27 1.8% -0.5%

VOLVO XC60 26 1.2% 55 3.8% -2.6%

SUBARU OUTBACK 18 0.8% 27 1.8% -1.0%

JEEP COMPASS 14 0.6% 0 0.0% 0.6%

MAZDA CX-7 13 0.6% 17 1.2% -0.6%

MAHINDRA XUV 6 0.3% 0 0.0% 0.3%

MAHINDRA THAR 2 0.1% 12 0.8% -0.7%

MITSUBISHI 
OUTLANDER

2 0.1% 17 1.2% -1.1%

VOLVO XC70 1 0.0% 2 0.1% -0.1%

TOTAL 2 215 1 461 51.6%

SUV MEDIUM

TOYOTA FORTUNER 1 049 48.2% 698 42.1% 6.0%

TOYOTA FJ CRUISER 301 13.8% 0 0.0% 13.8%

LAND ROVER 
DISCOVERY 4

149 6.8% 117 7.1% -0.2%

MERCEDES M CLASS 133 6.1% 65 3.9% 2.2%

FORD EVEREST 118 5.4% 53 3.2% 2.2%

TOYOTA PRADO 95 4.4% 170 10.3% -5.9%

BMW X5 92 4.2% 183 11.1% -6.8%

JEEP GRAND 
CHEROKEE

73 3.4% 17 1.0% 2.3%

VW TOUAREG 42 1.9% 62 3.7% -1.8%

NISSAN MURANO 22 1.0% 13 0.8% 0.2%

BMW X6 21 1.0% 70 4.2% -3.3%

NISSAN PATHFINDER 19 0.9% 20 1.2% -0.3%

MITSUBISHI PAJERO 
SPORT

15 0.7% 84 5.1% -4.4%

MITSUBISHI PAJERO 15 0.7% 52 3.1% -2.5%

LEXUS RX 15 0.7% 18 1.1% -0.4%

VOLVO XC90 10 0.5% 9 0.5% -0.1%

SUBARU TRIBECA 5 0.2% 2 0.1% 0.1%

MAHINDRA SCORPIO 3 0.1% 10 0.6% -0.5%

TATA SAFARI 1 0.0% 9 0.5% -0.5%

HUMMER H3 0 0.0% 2 0.1% -0.1%

LAND ROVER 
DEFENDER

0 0.0% 2 0.1% -0.1%

TOTAL 2 178 1 656 31.5%
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COMPOSITION OF PASSENGER CAR MARKET BY 
TYPE FOR OCTOBER 2011 FOR YTD JUNE 2000

2011 
SALES

2011
% 

SHARE

2010
SALES

2010
% 

SHARE

YOY
% Var

SUV LARGE

PORSCHE CAYENNE 84 34.4% 38 19.8% 14.6%

RANGE ROVER SPORT 39 16.0% 47 24.5% -8.5%

AUDI Q7 36 14.8% 36 18.8% -4.0%

TOYOTA 
LANDCRUISER 200

27 11.1% 27 14.1% -3.0%

MERCEDES GL CLASS 18 7.4% 18 9.4% -2.0%

LANDROVER RANGE 
ROVER

17 7.0% 14 7.3% -0.3%

LEXUS LX 10 4.1% 8 4.2% -0.1%

MERCEDES G-CLASS 8 3.3% 0 0.0% 3.3%

NISSAN PATROL SW 5 2.0% 4 2.1% -0.0%

TOTAL 244 192 27.1%

GRAND TOTAL 29 683 24 697 20.2%

ENTRY CARS 954 3.2% 17 02 6.9% -3.7%

LIGHT CARS 12 238 41.2% 8 876 35.9% 5.3%

MEDIUM CARS 5 574 18.8% 5 480 22.2% -3.4%

TOP LINE CARS 214 0.7% 196 0.8% -0.1%

PREMIUM SMALL/
ENTRY CARS

4 453 15.0% 3719 15.1% -0.1%

PREMIUM MEDIUM 
CARS

497 1.7% 410 1.7% 0.0%

PREMIUM LARGE 37 0.1% 48 0.2% -0.1%

SPORTS SPECIALITY 134 0.5% 107 0.4% 0.0%

MPV SMALL 359 1.2% 387 1.6% -0.4%

MPV MEDIUM 359 1.2% 252 1.0% 0.2%

MPV LARGE 227 0.8% 211 0.9% -0.1%

SUV SMALL 2 215 7.5% 1 461 5.9% 1.5%

SUV MEDIUM 2 178 7.3% 1 656 6.7% 0.6%

SUV LARGE 244 0.8% 192 0.8% 0.0%

TOTAL 29 683 24 697 20.2%
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THE 10 TOP SELLING L.C.V FOR OCTOBER 2011

MODEL SALES

1) Corsa 1.4 Base Utility MY10 PU 1 214

2) Quantum 2.7 Sesfikile 15-S Bus MY10 669

3) Bantam 1.3i PU MY09 431

4) NP200 1.6 Base PU 371

5) Hilux 2.0 VVT-i PU MY11 339

6) Corsa 1.4 Club Utility MY10 PU 332

7) KB250 c LWB Fleetside Dsl AC PU MY10 306

8) BT-50 2.6 4x4 LOW PU 297

9) Hilux 2.5 D-4D Dsl PU MY11 290

10) Hilux 2.5 D-4D RB SRX Dsl PU MY11 269

TOTAL 4,518

SHARE 36.30%

TOP 10 SELLING PASSENGER CARS FOR OCTOBER 2011

DERIVATIVE SALES

1) Polo Vivo 1.4 Base 5-dr 1,240

2) Figo 1.4 Ambiente 5-dr 921

3) Corolla 1.3 Professional MY10 826

4) Polo Vivo 1.4 Trendline 5-dr 736

5) Polo 1.4 Comfortline 5-dr MY10 652

6) Aveo 1.6 L MY11 579

7) C180 BlueEFFICIENCY MY11 503

8) 320i MY09 448

9) Polo 1.6 Comfortline 77kW 5-dr MY10 417

10) 320i MY09 AT 341

TOTAL 6,663

SHARE 22.45%

TOP 10 SELLING PASSENGER CARS FOR OCTOBER 2011

PASSENGER LCV MCV HCV TOTAL

1983 272 822 113 979 4179 14 159 405 139

1984 268 751 117 275 6 362 13 422 405 810

1985 204 322 85 261 5 314 10 430 305 327

1986 174 453 78 935 4 449 6 839 264 676

1987 200 824 96346 4 738 7 242 309 150

1988 230 500 112 197 5 611 9 576 357 884

1989 221 342 117 135 4 280 9664 352 421

1990 209 603 112 516 4 786 7 869 334 774

1991 197 736 100 405 4 127 5 807 308 075

1992 182 908 92 429 3 278 5 413 284 028

1993 193 666 96534 2 928 4 942 298 070

1994 191 979 102 186 3 360 5 598 303 123

1995 236 584 128 397 4 139 7 664 376 784

1996 249 838 129 575 5 457 8 110 392 980

1997 239 693 114 348 5 632 7 118 366 791

1998 203 822 99 078 5 094 6 417 314 411

1999 189 370 96 169 4 668 5 574 295 781

2000 224 122 105 235 5 162 6 563 341 082

2001 239 060 115 146 5 383 7 310 366 899

2002 231 602 104747 5 666 8 039 350 054

2003 247 259 104884 6116 10 211 368 470

2004 301 151 127 629 8636 12 178 449 594

2005 376 845 160 723 12 243 15 163 564 974

2006 426 813 186 664 14 246 18 834 646 557

2007 384 431 191 218 15 164 21 895 612 708

2008 295 064 159288 12 130 22 529 489 011

2009 224 705 110122 72 29 11 705 353 761

2011 YTD OCT 278 087 114 862 7 443 14 991 415 383

2011 OCT 29 683 12 446 782 1 683 47 377

http://www.autolive.co.za


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

TOP 10 SELLING PASSENGER CARS FOR OCTOBER 2011

Manufacturer PAS LCV MCV HCV
Grand 
Total

TOYOTA 43 735 41 155 1 600 1 199 87 689

VOLKSWAGEN 
GROUP SA

76 293 7 115 677 84 085

GMSA 28 586 26 124 11 67 1 137 57 014

FMC 26 569 15 760 42 329

NISSAN 13 538 19 060 32 598

MERCEDES-BENZ 
SA

21 309 410 1 889 4 158 27 766

BMW GROUP 22 168 22 168

RENAULT 8 908 99 9 007

HONDA 6 784 6 784

CHRYSLER SA 5 914 5 914

JAGUAR LAND 
ROVER

4 595 545 5 140

SUZUKI AUTO 4 514 4 514

PCSA 3 923 227 193 4 343

TATA 1 612 1 036 608 510 3 766

FIAT GROUP 2 982 467 65 3 514

UD TRUCKS 726 2 061 2 787

MITSUBISHI 
MOTORS SA

1 336 1 447 2 783
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TOP 10 SELLING PASSENGER CARS FOR OCTOBER 2011

Manufacturer PAS LCV MCV HCV
Grand 
Total

VOLVO CARS 2 597 2 597

MAN 1 890 1 890

MAHINDRA 318 1115 1 433

VOLVO TRUCKS 1 367 1 367

SCANIA 1 128 1 128

SUBARU 1 127 1 127

PORSCHE 961 961

IVECO 518 242 760

NAVISTAR 
INTERNATIONAL 
TRUCKS SA

748 748

CHANGAN SA 259 302 561

RENAULT TRUCKS 253 253

POWERSTAR 162 162

BABCOCK 113 113

MASERATI 59 59

VDL BUS & COACH 
SA

23 23

Grand Total 278 087 114 862 7 443 14 991 415 383

Commercial vehicle manufacturer Fuso, a member 
of the Daimler group, has introduced a heavy-duty 
hybrid truck in Japan. The new vehicle concept will 
have its show premiere at the Tokyo Motor Show 
from 30 November to 11 December 2012. First tests 
of the Super Great HEV have demonstrated signifi-
cant fuel efficiency improvements over convention-
al diesel-only vehicles.

The hybrid heavy-duty truck development is a 
further milestone in the development efforts of the 
Global Hybrid Center (GHC) located in Kawasaki. 
The development centre synchronises and controls 
Daimler Trucks’ global hybrid activities.

“We want to be leaders in green technologies,” 
said Dr. Albert Kirchmann, Fuso President and 
CEO, on the occasion of the product presentation. 

“Our development of a long-haul hybrid truck rep-
resents a significant expansion of our hybrid activi-
ties and shows our focus on bringing cost-effective, 
low-emission commercial vehicles for a wide spec-
trum of applications. We will continue to promote 
advanced technologies to reduce emissions and in-
crease fuel efficiency.”

Andreas Renschler, member of the Daimler 
Board of Management responsible for Commercial 
Vehicles, adds: “Fuso’s activities in the area of alter-
native drive systems are an important component of 
our global commitment to environment-conscious, 

sustainable transport solutions. Daimler Trucks is 
very well prepared for future requirements with its 
current green product portfolio.”

Heavy-duty hybrid setup

The newly developed hybrid heavy-duty truck is 
based on the technology of the Canter Eco Hybrid, 
around 1200 units of which have been sold since 
it was introduced in 2006 and which has proved 
itself in numerous applications worldwide. The 
Fuso Super Great HEV now being presented fea-
tures a conventional diesel engine; electric motor/
generator; lithium(Li)-ion battery; and related 
control software. It utilises a parallel hybrid sys-
tem. That means power to drive the vehicle comes 
from the vehicle’s electric motor, the diesel engine 
or both. Fuel efficiency and emissions reduction are 
achieved by using them singly or in combination 
with each other according to driving conditions. 
When slowing down or braking, the electric motor 
functions as a generator to brake the vehicle. The 
generator converts brake energy into electric energy 
and returns it to the lithium-ion battery. ■

Fuso Goes To 
Market With Heavy 
Duty Hybrid

Fuso’s full hybrid hauler.
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Comments? Complaints? Suggestions? 
E-mail stujohn@autolive.co.za

I was at the 70th birthday party of a very famous 
figure in South African motor racing, one Roger 
Taylor, of Krugersdorp. I’ve known Roger for over 
30 years and apart from having one of the best 
minds I’ve ever encountered (and not just when it 
comes to mechanical stuff) he’s also one of the fun-
niest guys I’ve ever met.

So when his wife Christine asked me to give 
a little speech at his party, recounting some of the 
amusing things that have happened around Roger 
over the years, I had lots of material to draw on.

Roger has built engines for the likes of F1 
teams, and his engine modifying and suspension 
set-up acument have helped countless racers to vic-
tory, including the likes of Basil van Rooyen, Ian 
Scheckter, Roy Klomfass, Ben Mogenrood

The amazing thing about Roger is that he’s 
STILL probably the best race engineer in the coun-
try, and currently he is bending metal to his will on 
Ben Morgenrood’s Wesbank V8 racer. Ben is well 
in his 60s too, so what you have here is a situation 
where the youngsters are up against two guys with 
a combined race-craft experience of over 90 years! 
There is no substitute for experience, except maybe 
youth and lightening reflexes, so the battles between 
Ben and the young guns in these 450 kW racers all 
season have been epic.

Roger says that they’ve only just begin to 
understand the car properly, and that next sea-
son they are going to blow the youngsters off. 
Incidentally they are already right on the pace 
with the top teams. Ben’s approach to Roger’s is 
the polar opposite – measured and considered, 
whereas as Roger goes into intuition mode as soon 
as he turns his attentions to a race car. Roger says 
Ben’s a late bloomer, and like a dog with a bone, he 
won’t give up. For 65 he’s amazingly fit, looks 10 
years younger, and still drives as if he’s around 30 
years of age.

So what are the funny things I said about Roger? 
Well, I recounted a trip that a friend of mine (and 
himself a very accomplished racer) Neil Stephen, 
and I made as passengers in a 1969 Ford Escort 
with a V8 engine that Roger had suitably massaged. 
Neil and I were in Roger’s workshop and had been 
mocking the car’s scruffy appearance, so Roger put 
us into a position where we had to accept a ride in 
it, with its owner Hans driving, or else be seen to be 
downright rude..

Neil still recalls to this day that his right eye-
lid started ticking uncontrollably as the speedo 
went off the clock, while still in third gear, and 
then his other eyelid started ticking in time to the 
wavering speedo needle, as it reappeared on the 
other side of the fuel gauge and started its second 
revolution around the dial. I calculated later that 
50 mph flat-out in fourth on its second revolution 
equated to about 260 km/h, and Roger confirmed 
this, saying that Hans had never been beaten by a 
Porsche Turbo on a top end dice, and any Porsche 
Turbo would do 260 plus in those days.. Of course, 
(arr-hem) we would never condone this sort of 
behaviour today, but rest assured that it still hap-
pens, and if you survive, well, you talk about it 30 
years later.

The funny part regarding Roger was the fact 
that he’d set us up, and the sly grin on his face as we 
emerged ashen from the car.

Roger’s wise-cracks are legendary in the racing 
world – one of his most famous is the one that goes 
“if it was easy, the girl guides would be doing it” 
used normally in times of adversity.

For me his best line was after a potentially hor-
rific accident involving Shaun van der Linde (Roger 
is a big mate of Shaun’s father Hennie, another rac-
ing legend) and Nic de Waal, a hot shoe racer, but 
not known for his considered approach to overtak-
ing. Shaun’s car went about 15 metres up in the air 
before crashing earthwards at the Zwartkops track.

Roger rushed down and after ascertaining that 
Shaun was okay, he asked a track marshal how Nic 
was doing, who replied that Nic had been taken 
away for a brain scan.

Roger’s reply was instantaneous and cut to 
the chase, as he saw the situation: “They should 
have given him a brain scan before he got in the 
bloody car!” ■

The Power Of Experience
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