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Mark Fetherston who was project 
leader for the new Mercedes-Benz 
A-Class, was in South Africa for the 
Mercedes-Benz A-Class two weeks 
ago. He says he’s always wanted to 
come to South Africa, as he is “ob-
sessed with nature and sharks in 
particular.” AutoLive was lucky 
enough to spend part of the launch 
ride-and-drive with Mark in one of 
the new A-Class hatchbacks. During 
the pleasant hour or so we spent with 
this personable young designer we 
also learned that he is learning to 
play the guitar, loves Johnny Cash, 
and he owns a couple of classic cars 
including an early ‘80s Porsche 911, 
the wide-bodied model with the 
3,2-litre motor. Suffi  ce to say we got 
on rather well.
Auto Live: Mark, you are relatively 

young to head up a major pro-
ject like the A-Class. Tell us 
about your career to date.

Mark  Fetherston: Yeah, age is a 
sensitive question, it was my 

birthday on Sunday and I’m 
36. I started in car design when 
I was 22. I’d graduated from 
Coventry University and my 
fi rst job was with Mercedes-
Benz, and I was at least nine or 
10 years younger than anyone 
else in the design department.

AL:  So you’ve spent your entire de-
sign career at Mercedes?

MF:  Yeah, pretty much. I had a 
brief period with Volkswagen 
in 2004. Aft er that Mercedes 
asked me back and I’ve been 
there ever since.

AL:  What was your fi rst break at 
Mercedes-Benz?

MF:  Th e fi rst break I had was de-
signing the fi rst B-Class. I was 
working under Peter Pfeiff er at 
the time and he sort of men-
tored me and liked my style and 
from that time on I was sort of 
working on full-sized models, 
such as the previous M-Class. 
And the ball started rolling, 

getting experience in 3-D. I 
worked on quite a few cars from 
that moment on.

My biggest break was doing 
the SLS. Th at’s the car that I’m 
most proud of. I mean, I don’t 
have children or a family yet, 
but that is my child, if you like. 
I have such a personal connec-
tion to that car. It was a genu-
inely personal project, it died 
and then it came alive again, 
there was big competition inter-
nally, of course, every designer 
wanted to do it. I was lucky in 
that they went for my concept.

AL:  You managed to get a lot of the 
original 300 SL from the ‘50s 
into that car.

MF:  Yeah. We did loads of proposals. 
Th e idea was not to be too retro 
and literally copy the original 
300, just clean up the lines, but 
also not to do something too 
diff erent. It’s a Mercedes, and 
you’ve got to keep the current 
customers, you’ve got to respect 
the brand identity of the car, 
and freshen it up! It’s still got to 
be something new, something 
that people have never seen be-
fore, but in 20 or 30 years’ time 
it’s still got to look good. So my 
approach was, less is more, with 
good proportions, I mean an 
attractive woman doesn’t need 
lots of make-up.
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One of Mark Fetherston’s early sketches for the A-Class.
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Editor’s Note
USED CAR PRICES ON THE 
WANE. THAT’S GOOD!

Elsewhere in this issue there’s 
a story from TransUnion on 
prices decreasing in the used car 
fi eld. Th at’s excellent. Th at’s as 
it should be. Countless overseas 
visitors have remarked to me that 
our used car prices are way above 
what they are anywhere else in the 
world. Th e thing is, a car’s price is 
regulated by what someone is prepared to pay for it, and if there 
are plenty of people willing to pay high prices for a used car, then 
those prices will remain high.

Models that particularly spring to mind in this respect are 
used Toyotas and Hondas, which enjoy a terrifi c reputation 
for reliability, and by that I mean reliability well beyond the 
200 000 km mark.

In fact, any car that is reliable in a pure mechanical sense to 
100 000 km is something of a major achievement, and in this re-
spect modern cars are way ahead of their forerunners, and should 
be appreciated.

I’m a great collector –hoarder of old magazines, and reading 
the letters columns from the 1960s, ‘70s and ‘80s in my old edi-
tions of Car and Technicar, one is struck by just how much trouble 
so many then-new cars gave, even in their fi rst year of service,

One such letter I read recently was from an Opel six-cylinder 
coupe owner who was considering fi tting a V8 engine, as he’d 
had suff ered many broken piston rings, while an owner of a 1970 
Triumph 1500, writing in 1974, had replaced four exhaust mani-
folds, two CV joints, suff ered a transmission which had no syn-
chro on fi rst and refused to select second gear, and had the fi nal 
insult of a broken connecting rod, which seized and “wrecked the 
entire crankcase at just 80 kmh!”

Th at kind of nonsense hardly ever happens anymore, and if 
it does, it’s oft en still covered by a warranty, as the best warranty 
deals these days extend to fi ve years and over!

Stuart Johnston,
Editor
stujohn@autolive.co.za

To advertise in  contact

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

BY ROGER HOUGHTON

Th e economic growth forecast for sub-Saharan Africa is seen as being positive for the next 
three years according to a World Bank survey and this is resulting in South African-based 
companies accelerating the rate in which they are attacking export markets in this region. 
Th is includes many motor and related companies.

Th e World Bank expects the economies of the region to expand at an average of 5% a 
year between 2013 and 2015, having expanded by 4.7% in 2012. It was said that this fi gure 
would have been 5.8% if the region’s largest economy, South Africa, had not been included 
in the calculation as its rate of growth last year was disappointingly low. .

Th e recent Reuters Africa Investment Summit, held in Johannesburg, provided the 
ideal platform for some more of these announcements, including further details from 
Toyota, which recently announced that Dr van Zyl, the president and CEO of Toyota SA 
and CEO of Africa would in future concentrate his eff orts on the African continent to 
grow Toyota business.

Speaking at the Summit Dr van Zyl said private growth in Africa was reducing the 
company’s previous dependence on government business for the bulk of its sales.

Th e Japanese company, which has a presence in all 54 African countries aft er entering 
South Sudan last year, expects the East and West African vehicle markets to grow by 5% 
this year said the Africa CEO.

Th e world’s top-selling vehicle manufacturer sold 237  000 vehicles on the African 
continent in 2012, which equated to a 14% share of all new vehicles sold.

However, Van Zyl admitted that it faces growing competition from Chinese and 
Indian rivals like Chery Automobile and Tata Motors as they arguably have more experi-
ence building and marketing vehicles in emerging markets.

However, Van Zyl said Toyota was also building vehicles in these two countries and 
the Indian-built Etios is aimed at cost-conscious buyers. It already sells more than 2 000 
Etios sedans and hatchbacks each month with Toyota’s reputation for quality and durabil-
ity proving a powerful marketing tool.

Toyota’s Africa CEO added that some people still tend to think you can sell inferior 
products in Africa, but this is a huge mistake. “Th e consumer in Africa is as much aware 
of quality as buyers anywhere else in the world.”

According to the newly appointed CEO of General Motors South Africa, who also has 
responsibility for the African continent, Mario Spangenberg, his company expects total 
vehicle sales in Africa’s to rise by nearly 20% over the next two years to hit the two-million 
mark as the continent’s growing middle class trades up from motorcycles and used vehi-
cles to buying new models.

Speaking at the Reuters Summit Spangenberg said that General Motors sold 180 000 
vehicles in Africa last year, which is a 10% share and puts it in second place behind Toyota. 
However, he added that of GM’s sales 100 000 were sold in North Africa and 70 000 in 
South Africa, leaving only about 10 000 sales in the rest of the continent. Th is is where the 
company sees a big growth potential.

Spangenberg mentioned Nigeria as a major target as this was a country where GM was 
not represented currently.

Th e company’s major weapon in its fi ght for increased sales will be the new Isuzu KB 
one-ton pick-up which has gone into production in South Africa recently. ■

SA Companies Accelerating 
Export Pace Into Africa
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AL:  It wasn’t nearly as fussy as the SLR.
MF:  No, no, that was done before I came to Merc, 

but the idea was to return to roots. So that was 
my biggest break and aft er that I became team 
leader of exterior design, so I have a team of 
eight designers reporting to me. So we work 
on many of the projects.

AL:  What came next?
MF:  We did the concept A-Class, that was done by 

myself. And then this car was a team project, 
the design of this new (production) A-Class 
was not the work of just one designer, it was 
a team eff ort and I was the lead guy to carry 
it through into one, workable product. So this 
car and the new CLA coupe, these were recent 
projects. Th is car we are driving in now was 
certainly a mixture of diff erent designs, and 
the project was led by myself.

AL:  Th is is Merc’s fi rst hatch-back. How did you 
set about integrating a Mercedes essence into 
this car? Traditional Mercedes values. It obvi-
ously had to also appeal to young people.

(At this point in the interview, by complete co-
incidence, driving along towards Constantia Nek, 
we come upon a Mercedes-Benz SLS, the car Mark 
had said just minutes earlier was the achievement 
he is most proud of. He still gets goose-bumps to-
day, when he sees one out on the road!).
MF:  Wow. It’s a strange feeling. Yes, I still get 

goose-bumps. I tell you, there was one mo-
ment when I nearly cried when that car was 
released at the Frankfurt Motor Show. Th ey 
didn’t put me on stage and I was in the audi-
ence. Th ere was Lewis Hamilton in the front 
row, and he’s a hero of mine because I love 
Formula One, and he took his phone out and 
took a picture of this car that I designed!

Seeing it now is also awesome. Okay, back 
to the A-Class. Th e brief was to do something 
unexpected and new and, you know, as expe-
rienced designers, you sort of automatically 
draw a Mercedes, it’s what you’ve done thou-
sands of times. And when we showed our 
proposals for this car, our models and sketch-
es, the feedback was: no, this too predictable, 
this too normal, let’s make something more 
expressive. So in the end we ended up with  
cars unlike anything we’d seen before, in 
terms of design proposals. So Mercedes val-
ues, at that point, weren’t a priority. Th e pri-
ority was to create something really diff erent.

Of course once the design process had 
progressed, we needed to answer that ques-
tion ourselves: why is it a Mercedes? So it 
was our job to keep the character, keep this 
very provocative, polarising design, but we’ve 
got to introduce some Mercedes ingredients. 
And one of the things, as I explained during 
a walk around of the car, is the volume. Th e 

way the car has a fullness to it. Yes, it has con-
cave and concave surfaces, which other car 
companies also have, so why is it a Mercedes? 
For me it’s that volume, that strength, the 
muscle, the strong shoulder, the volume 
within the wheelbase.

Take away all the lines, the negative and 
positive surfaces and you’ve still got a strong 
volume. Th e face of the car is what everybody 
recognises, so it’s the grille, the centre star.

AL:  Th at face, that shovel-type square nose is very 
much carried through in all models now, 
it seems.

MF:  When we did the SLS, when the car was intro-
duced it got such a positive reaction, we said 
in the future, when we want to introduce a car 
with a more sporty character, then we want to 
use the SLS as an inspiration.

AL:  Also that squared-off  nature of the nose.
MF:  Th e nose is more upright, yeah. And that gives 

the car more confi dence, and you can lower 
the grille. You see it on this car, you’ll see it on 
the CLA, you’ll see it on future cars.

AL:  What about the dynamics and the suspension, 
the power-train? Th e design obviously has to 
accept all the stuff  that goes into a car.

MF:  Yeah, the design process is a kind of a compro-
mise between all the diff erent departments. 
Recently, say in the last two years at Mercedes, 
there has been a much stronger push for de-
sign, design is a priority. It’s a very exciting 
time to be part of Mercedes. Because our cars 
are starting to make people look twice when 
they drive by.

Th e process itself is a compromise. 
Aerodynamics are more and more important 
on our cars, this car is the most aerodynamic 
in its segment, a 0.27 drag co-effi  cient for a 
hatchback is class-leading. We have to work 
with the aerodynamicist in the wind tunnel, 
so the designer will go in there with these 

scientists and they’ll say they need this, this 
and this, and it’s the designer’s responsibility 
not to lose the character of design, the look of 
the car. We ended up with a car that doesn’t 
look visually compromised, although under-
neath there a lot of aerodynamic tweaks to 
get it to make those sort of low drag fi gures.

In terms of engineering, we worked hard 
to get the roof as low as possible, I pushed 
hard for a low, small rear screen. We wanted 
to attract new customers to the brand, people 
that perhaps weren’t interested in the brand 
before. And so far, the reaction has been 
stunning. Sales are very god in Europe, peo-
ple talk to you about it.

As far as the process of design goes, it’s not 
just creating a pretty car. Th e designer has to 
work with all the diff erent departments in 
a car company and that’s the diffi  cult part. 
One of the biggest challenges was giving the 
car crash protection and yet still give it this 
sleek look.

So, every single millimetre is analysed. 
It’s meeting upon meeting to get to the fi nal 
product.

AL:  In terms of designing a four-to-fi ve passenger 
car like this, you mentioned that it is easier to 
design a sports car or a supercar, than a car 
like the new A-Class which has to cater to the 
needs of a much wider audience. We men-
tioned this recently when we voted for the 
BMW 3-Sries as our Car of the Year here, but 
the jury as a body chose the Porsche Boxster.

MF:  Yeah. Th e 3-Series from BMW, say, and 
the Mercedes-Benz C-Class are the hardest 
types of cars to design of all. Because, pro-
portionally, they are the most normal. You 
can’t cheat on these cars, and this includes 
the A-Class, with super big wheels. Th ese are 
passenger cars. Whereas a sports car you can 
really be a lot more emotional. ■

 continued from page 2

Passionate. Fetherstone describes A-Class essence.
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UD Trucks Southern Africa awarded its top achiev-
ers during its Annual Dealer Conference held in 
Cape Town from 15 to 17 March.

Walking away with the top honours of Dealer 
of the Year was McCarthy Commercial Vehicles 
Alrode based in Alberton, Gauteng. Th e Best 
Medium Dealer award went to Produkta Trucks 
from Nelspruit and Best Export Dealer award to 
Duly Trucks of Zimbabwe.

“As a manufacturer, we at UD Trucks are ex-
tremely privileged that we don’t just have a dealer 
network through which we merely retail our 
trucks. We have a network of extremely knowl-
edgeable and experienced transport experts, who 
are also our business partners in every sense,” said 
Jacques Carelse, managing director of UD Trucks 
Southern Africa.

He said that during the company’s history of 
more than fi ve decades in South Africa, it has been 
the professionalism, passion and dependability of 
the people who have been part of the UD Trucks 
family, that has carried the brand to reach multiple 
milestones and successes over the years.

“I know that UD Trucks has a dealer network 
that not only understands the business, but is com-
mitted to making this brand more and more suc-
cessful, now and into the future,” said Carelse.

UD Trucks Southern Africa’s dealer network 
have to adhere to stringent quality standards, and 
are continuously measured across all disciplines, 
from parts to sales, service and admin, to bring cus-
tomers only the best service and aft er sales support.

In a highly competitive market, the company 
believes the key diff erentiator is the level of ser-
vice provided to customers, no matter the size of 
their fl eet.

“We and our dealer network are commit-
ted to reducing downtime on customers’ vehicles 
through various strategies that include a high level 
of parts availability and off ering support during 
breakdowns when our customers need it most,” 
said Carelse.

UD Trucks dealers across the southern African re-
gion remain committed to providing their custom-
ers with innovative transport solutions and service 

off erings, built on trust, in-depth industry knowl-
edge and a strong technical skills set.

Carelse said that, ultimately, it is about going 
the extra mile for their customers.

“We believe that these awards are also a re-
fl ection of our dedication to bring our custom-
ers Ultimately Dependable products and services. 
Customer relations are vital focus area in our or-
ganisation, and we place great value on building 
lasting relationships with all our fl eet owners,” 
said Carelse.

As part of this commitment to its customers, 
UD Trucks’ extensive dealer network has invested 
more than R100 million in the upgrade and estab-
lishment of facilities around the southern African 
region, with new key dealerships opening in 
Rustenburg and Pretoria during 2013.

Another key focus area for the company is 
training.

Over the past three years, UD Trucks Southern 
Africa has invested more than R9 million in the 
training of staff  and members of the community. 
Th e company is currently training 180 students in 
a variety of fi elds, including diesel mechanics, sales 
and parts consultants, service advisors, industrial 
and mechanical engineering, as well as a number 
of experiential learners in HR, marketing, fi nance 
and IT.

“In order to provide customers with a level of 
service that adheres to stringent world standards, 
staff  in our dealer network are constantly trained 
and empowered to stay abreast of the latest devel-
opments within the industry. Th e training enables 
staff  to solve problems faster and assist customers 
in fi nding the right solution in the shortest space of 
time,” concluded Carelse. ■

Ford Motor Company of Southern Africa (FMCSA) 
has recognised its top dealer’s in its annual Dealer of 
the Year (DOTY) competition. 

Dealers are divided into the six categories 
based on their market share and sales volumes. 
Dealers are then assessed on three distinct areas, 
namely: customer view point, sales performance 
and profi tability.

Lazarus Motor Company from Centurion 
emerged as the winner in Category A, followed by 
Allen Joss from Annlin Pretoria East in Category 
B, Eastern Cape Motors Northend Port Elizabeth 

in Category C, Fed Auto Newcastle in Category D, 
Supreme Auto Vryburg in Category E and Kampena 
Motors from Citrusdal in the Cape in Category F. 
Lastly Ritchie Group was named the winner in the 
Dealer Group Category.

“We would like to congratulate all of this 
year’s award recipients,” said Dean Stoneley Vice 
President: Marketing, Sales and Service. “A tremen-
dous eff ort was required by all involved to meet the 
targets we set out and we were pleased to see our 
dealers rising to the occasion.” ■

UD Trucks Award Top Dealers

Ford’s Dealers of the Year

McCarthy Commercial Vehicles Alrode, 
was recently named the UD Trucks 
Dealer of the Year. Here, dealer principal, 
Fernando de Sousa (middle) is presented 
with the award by Marle Visagie, senior 
manager retail development at UD Trucks, 
and managing director, Jacques Carelse.

Allan Kirkland of Fed Auto Newcastle, with 
Jeff Nemeth, President and CEO of Ford 
Motor Company SA and Dean Stoneley, 
Vice President of Sales, Marketing and 
Service in SA.

... it has been the professionalism, 
passion and dependability of the 

people who have been part of the 
UD Trucks family, that has carried the 

brand to reach multiple milestones 
and successes over the years.
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Wilken Communication Management was 
established in 1997 with the major focus of 
its operations being the South African 
motor industry.

Over the years it has developed into a one-
stop communication and marketing service 
provider specialising in this industry.

It is staffed by some of the most 
experienced people in the marketing and 
communications environment of the South 
African motor industry.

simplifyingCOMMUNICATIONS

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

WCM can provide services from strategic 
planning, to product launches, media briefings, 
event management, fleet vehicle management, 
and ongoing public relations campaigns. It also 
has a publishing arm which can produce 
newsletters, magazines and coffee table 
books.

For more information contact: Jacques Wilken 
- jwilken@mweb.co.za

The A-Class is an Excellent Car But,
Does Mercedes REALLY Understand the Youth-Orientated Hatch Market?

BY STUART JOHNSTON

Elsewhere in AutoLive, you’ll read an in-depth in-
terview with the design chief of the new Mercedes 
A-Class, which is generally accepted to be one of the 
most beautiful volume production cars on the plan-
et right now. At the launch of the new car, I posed 
a question to the assembled throng of Merc staff ers 
and media, aft er an impressive presentation by the 
car’s young design chief in a funky courtyard in the 
funkiest section of funky ol’ Cape Town: What’s go-
ing to happen to all the old Aunties who liked the 
previous A-Class?

Merc’s South African CEO Dr Martin 
Zimmermann, dressed in a stylish and casual golf 
shirt (that’s golf with a lower-case g, you under-
stand) sort of sniff ed politely and replied by way 
of answer that his daughter had just taken over the 
reigns of the previous-gen A-Class and she was hap-
py with it. And she is only 21 years-old.

Now that’s all very well and good, Good Doctor 
Zimmermann, but analysing that reply, it’s likely 
that, as he has been with the company for many 
years, his daughter has grown up on a motoring 
diet (albeit as a passenger) of A-Classes, B-Classes, 
C-Classes, E-Classes and S-Classes, all cars that 
have never before had the word “funk” or “cool” 

readily associated with them, at least not in their 
normal, non-AMG forms.

Whilst the new-gen A-Class styling is an abso-
lute knock-out, and it’s quality looks to be all present 
and correct, there are still some questions worth 
asking about the car regarding it’s intrinsic appeal 
to the sub-30-something year-old youth-market.

Th e fact is, the new A-Class is really 
Mercedes-Benz’s fi rst foray into the arena of ur-
ban cool, and impregnated in that great-looking 
confl uence of sheet-metal, plastic and rubber, 
there remain some hangovers from over a cen-
tury of producing cars almost exclusively for the 
old-moneyed gentry.

 Aah, Mercs. Th ey are for the guys who’ve “made 
it” both socially and fi nancially, and are already 
chilled about the whole conspicuous consumption 
thing, and don’t really give a hoot whether their cars 
represent the pinnacle of automotive excellence in 
every dynamic department or not. Th ey simply 
know that Mercs are great products and have been 
since 1886.

But Mercedes-Benz, like every other automo-
tive company on earth, knows that the serious buy-
ing action takes place in the 25- to-35-year-old age 
group, and in fact realised this way back in the mid-
‘90s when it launched the four-eyed E-Class.

Th e four-eyed E-Class wasn’t really that sporty, 
but it was a nod towards a spring-in-the-step di-
rection, and this was followed up by a plethora of 
AMG-derivatives of various Merc models that 

continued on page 12 

Stunning-looking A-Class was a natural for this parking spot on trendy Camps Bay Drive.

www.wilkencomm.co.za
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Th e TransUnion Vehicle Pricing Index (VPI) for the 
fi rst quarter of 2013 indicated that used passenger 
vehicle price infl ation slipped further into negative 
territory to -1.4%, a signifi cant drop from the 3.6% 
rise in price infl ation in the same period last year.

Th is contrasted with Q1 new car price infl ation, 
which continued to climb steadily at 2.4%, slightly 
up from 2.1% in Q4 2012.

Issued quarterly, the VPI is calculated from data 
received by vehicle risk intelligence company 
TransUnion on vehicle fi nancing registrations 
from South Africa’s major banks and vehicle fi -
nance houses. Th e VPI also includes monthly sales 
returns from thousands of dealers throughout 
the country.

Used Car Prices Dropping – TransUnion
New cars fi nding increasing favour 
over used, says TransUnion’s
Mike Von Höne.

ANNUAL NEW CAR PRICE INFLATION (Y/Y % CHANGE)–BASE YEAR = 2008

YEAR INDEX JAN –MAR APR–JUN JUL–SEP OCT–DEC

ANNUAL 
VPI

(JAN–DEC)

2000

Index Number 62.7 65.8 69.0 72.2 67.4

y/y % Change 12.3% 10.0% 9.4% 9.2% 10.2%

2001

Index Number 68.7 72.4 74.5 77.1 73.2

y/y % Change 9.6% 10.1% 8.0% 6.9% 8.6%

2002

Index Number 75.9 83.7 86.5 89.5 83.9

y/y % Change 10.5% 15.5% 16.1% 16.0% 14.5%

2003

Index Number 87.6 90.6 91.6 92.1 90.5

y/y % Change 15.5% 8.3% 5.8% 3.0% 8.1%

2004

Index Number 89.4 91.2 92 92.4 91.2

y/y % Change 2.0% 0.6% 0.5% 0.3% 0.9%

2005

Index Number 89.6 91.4 92.1 92.4 91.4

y/y % Change 0.2% 0.2% 0.1% 0.0% 0.1%

2006

Index Number 89.7 91.6 92.5 93.2 91.7

y/y % Change 0.2% 0.3% 0.5% 0.8% 0.4%

2007

Index Number 92.5 95.2 96.1 96.2 95.0

y/y % Change 3.1% 3.9% 3.9% 3.3% 3.5%

2008

Index Number 96.0 99.3 101.6 103.1 100.0

y/y % Change 3.8% 4.3% 5.8% 7.1% 5.3%

2009

Index Number 106.8 110.5 112.8 112.0 111.5

y/y % Change 11.3% 11.3% 11.0% 8.7% 10.6%

2010 Index Number 114.7 114.8 116.2 116.9 115.7

y/y % Change 7.4% 3.9% 3% 4.3% 4.7%

2011 Index Number 118.6 118.4 120.5 117.6 118.8

y/y % Change 3.4% 3.1% 3.8% 0.7% 2.72%

2012 Index Number 121.4 121.2 123.1 120.1 121.5

y/y % Change 2.3% 2.4% 2.1% 2.1% 2.2%

2013 Index Number 124.3

y/y % Change 2.4%

A basket of new cars was selected by determining their sales volumes in the market. If a car is discontinued, it will 
be replaced by its new model in the market.continued on next page 

TransUnion Auto Senior Vice President 
Mike von Höne.

Issued quarterly, the VPI is calculated 
from data received by vehicle risk 
intelligence company TransUnion 
on vehicle fi nancing registrations 
from South Africa’s major banks 

and vehicle fi nance houses.
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“Despite the widening gap between new and 
used passenger vehicle prices, there has been little 
relief for used market dealers as new vehicles con-
tinue to fi nd increasing favour with consumers,” 
said TransUnion Auto Senior Vice President Mike 
von Höne.

Th is trend is evident from TransUnion’s used vehi-
cle fi nancial registration statistics, which are based 
on data received from South Africa’s leading vehicle 
fi nancing institutions, verifi cation enquiry volumes 
and dealer sales returns.

Th is shows that the ratio of new vehicles to used 
passenger vehicles fi nanced is narrowing. From an 
average ratio of 1.79 used cars for every new car fi -
nanced in 2012, the used to new ratio dropped to 
1.48 in February this year – its lowest level in more 
than four years.

“Th e result is that used dealers are buying and sell-
ing used units at ever lower prices – an indication 
that used car price defl ation is likely to continue for 
the next few months. Nevertheless, the used market 
did experience positive overall growth in the fi rst 
few months of this year.
“Given the weakening of the Rand – which could 
result in a slight acceleration of new vehicle price 
infl ation – along with fuel price hikes and the in-
evitable introduction of toll fees for Gauteng motor-
ists–it’s possible that the pendulum will once again 
swing back in favour of used vehicles in the current 
year,” von Höne added. ■

 continued from previous page
ANNUAL USED CAR PRICE INFLATION (Y/Y % CHANGE) - BASE YEAR = 2008

YEAR INDEX JAN -MAR APR - JUN JUL -SEP OCT - DEC

ANNUAL 
VPI 

(JAN 
- DEC)

2000 Index Number 72.4 73.8 74.3 74.1 73.7

y/y % Change 7.0% 10.3% 12.5% 12.9% 10.7%

2001 Index Number 81.2 81.1 80.9 80.4 80.9

y/y % Change 12.1% 9.8% 9.0% 8.4% 9.8%

2002 Index Number 86.2 88.0 88.7 89.1 88.0

y/y % Change 6.3% 8.6% 9.6% 10.8% 8.8%

2003 Index Number 98.6 99.2 99.2 98.1 98.8

y/y % Change 14.4% 12.7% 11.9% 10.2% 12.3%

2004 Index Number 104.8 104.3 104 100.9 103.5

y/y % Change 6.2% 5.1% 4.8% 2.8% 4.7%

2005 Index Number 104.9 103.3 101.5 98.3 102.0

y/y % Change 0.1% -0.9% -2.4% -2.5% -1.4%

2006 Index Number 101.5 99.7 98.6 97.0 99.2

y/y % Change -3.2% -3.5% -2.9% -1.4% -2.8%

2007 Index Number 100.8 99.7 99.2 97.7 99.4

y/y % Change -0.7% 0.0% 0.6% 0.8% 0.2%

2008 Index Number 102.6 100.7 99.5 97.2 100.0

y/y % Change 1.8% 1.0% 0.3% -0.6% 0.6%

2009 Index Number 101.5 100.0 98.9 96.6 99.2

y/y % Change -1.1% -0.7% -0.6% -0.6% -0.8%

2010 Index Number 106.0 105.6 103.1 99.5 103.6

y/y % Change 4.5% 5.6% 4.3% 3.1% 4.4%

2011 Index Number 110.1 109.9 104.9 103.5 107.08

y/y % Change 3.8% 4% 1.8% 4% 3.4%

2012 Index Number 113.97 113 107.3 103.4 109.4

y/y % Change 3.6% 2.9% 2.3% -0.1% 2.2%

2013 Index Number 112.4

y/y % Change -1.4%

A basket of used cars were selected by taking the previous year models of all new cars selected in the new basket.

“Despite the widening gap between 
new and used passenger vehicle 
prices, there has been little relief 
for used market dealers as new 

vehicles continue to fi nd increasing 
favour with consumers,”

“The result is that used dealers 
are buying and selling used 
units at ever lower prices ...

The gates are closing on used-car prices, 
says TransUnion.
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Automechanika Johannesburg, which takes 
place at Johannesburg Expo Centre, Nasrec 
from May 9–11, continues to attract strong sup-
port from leading industry players. Over 600 ex-
hibitors from 22 countries have confi rmed their 
participation for the show which houses over 
20,000sqm of exhibit area. Buyers and industry 
professionals will have the opportunity to dis-
cover the latest technologies and solutions in the 
automotive aft ermarket. 

Top Line-up of Mini Conferences 

Th is Motor Industry Aft ermarket Focus features a 
quality programme of mini-conferences, according 
to the organisers, catering to eight sectors of the re-
tail and automotive aft ermarket. Th is programme 
is designed to provide business leaders with an op-
portunity to update themselves on the latest trends 
and technologies in their sector.

Dr Azar Jammine of Econometrix, JP Landman, 
Political and Trend Analyst, and Warren Espinoza, 
CEO of the MIDAS Group, are a sampling of indus-
try thought-leaders at the mini-conferences. Th is 
programme has been structured to address time 
constraints with mostly half-day events.

Conference Schedule

Wednesday 8 May 
Th e Fuel Dealers Conference, sponsored by ABSA 
Bank, addresses Burning Issues in the Retail 
Fuel Sector with special emphasis on the fi nan-
cial and regulatory issues aff ecting fuel retailers. 
Attendance, say the organisers, is essential for busi-
nesses in the retail fuel sector.

Th e ERA Conference theme is Pitfalls In 
Modern Engine Rebuilding Operations And How 
To Avoid Th em with Professor At von Wielligh ad-
vising engine remanufacturers how best to avoid 
these pitfalls.

Attendance at the SAVABA Conference is said 
to be crucial for the vehicle and body building in-
dustry. Th e focus is on the relationships between the 
Association and its members with the Departments 
of Trade and Industry, Transport, the National 
Regulator for Compulsory Standards and the vehi-
cle manufacturing sector OEM’s.

Th e SAMBRA Conference focus is on current 
issues in the motor body repair industry, with em-
phasis on the launch of the all-new VDQ training 
programme for estimators in the collision repair 
and insurance industries

Thursday 9 May 
Th e MISA Industry Breakfast features popu-
lar independent political and trend analyst JP 
Landman as he breaks down complex economic 
and political trends.

Members of the Road Freight Association are 
invited to a networking breakfast at Automechanika 
Johannesburg.

Th e NAACAM APDP Workshop provides 
representatives of OEM’s, component manufac-
turers, government and labour with an overview 
of the Automotive Production and Development 
Programme. Roger Pitot, Director of NAACAM, 
and Professor Justin Barnes of B&M Analysts will 
provide an overview and statistics of the fi rst quar-
ter’s implementation of the APDP programme.

SABOA will host a meeting of its members 
and Bus Operators can take this opportunity to 
visit the show fl oor at the same time to view the lat-
est parts and services on off er for the commercial 
vehicle market.

Friday 10 May 
Attendance at the Retail Industry Conference is 
said to be essential for business owners and man-
agers in the retail industry, featuring an economic 
overview (with special reference to the retail motor 
sector) by renowned economist Dr. Azar Jammine, 
Chief Economist at Econometrix; an industry 
overview and profi tability presentation by Warren 
Espinoza, CEO of the MIDAS Group and a view on 
what lies ahead on the labour front on the eve of ne-
gotiations for a new collective agreement, by Jakkie 
Olivier, Executive Director and CEO Designate of 
the RMI.

Th e theme of the Workshop Sector Conference 
is Dealing with Change and Planning for 
Profi tability and features an address on balancing 
supply and demand by Malcolm Perrie, Managing 
Director of Parts Incorporated and a look at the 

Future of e-mobility, by Carel Oberholzer of ABB 
South Africa. Th is is a crucially important event for 
business owners and managers in the automotive 
workshop sector.

Th e Truck Competence Conference looks at 
the latest technologies for trucks and buses and 
how these developments aff ect aft ermarket ser-
vicing and repairs as well as other topics aff ecting 
running costs.

Th e Logistics Conference looks at Logistics 
As Th e Lifeblood Of A Nation with Frank Beeton 
of Econometrix speaking on Trucks for Africa – 
tough trucks for tough terrain. A highlight of this 
conference will be the discussion by Glyn Hall of 
Toyota Motorsport who describes Th e Logistical 
Challenges at the Dakar Rally.

A Truly Global Event
Th e 22 countries represented at the show are South 
Africa, Australia, Bangladesh, China, Egypt, 
France, Germany, Hong Kong, India, Indonesia, 
Italy, Malaysia, Pakistan, Peru, South Korea, 
Spain, Taiwan, Turkey, United Arab Emirates, 
United Kingdom, Ukraine, and the United States 
of America

Local supporting bodies include the fol-
lowing: Automotive Industry Export Council 
(AIEC), Aluminium Federation of South Africa 
(AFSA), Fuel Retailers Association (FRA), National 
Association of Component & Allied Manufacturers 
(NAACAM), National Association of Automobile 
Manufacturers of South Africa (NAAMSA), 
Plastics SA, South African Petroleum Industry 
Association (SAPRIA), Retail Motor Industry 
Organisation (RMI) and the South African Bus 
Operators Association (SABOA). 

International supporters include the fol-
lowing: Automotive Aftermarket Suppliers 
Association (USA), Automotive Parts Re-
manufacturers Association, Federal Association of 
the Manufacturers and Importers of Automobile 
Service Equipment (Germany), European Garage 
Equipment Association (Belgium), Heavy 
Duty Manufacturers Alliance (USA), Motor 
Equipment Manufacturers Association (USA), 
Overseas Automotive Council (USA), and the 
German Federation for Motor Trades and Repairs 
(Germany).

In addition to increased international inter-
est, Automechanika Johannesburg has also at-
tracted record support from local and international 
industry bodies. 

Automechanika Johannesburg is one of 12 
Automechanika fairs held in Europe, Asia, North 
America, South America and Africa. 

For more information and conference registra-
tion visit www.automechanikasa.co.za ■

Automechanika Johannesburg Attracts Record Support

Dr Azar Jammine of Econometrix, a 
key speaker at Automechanika 2013 
at Nasrec.
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Ten products from dozens of entries have been se-
lected as fi nalists in Automechanika Johannesburg’s 
Innovation Awards competition. Gold, silver and 
bronze certifi cates will be handed to the entrants 
of the top three products at the offi  cial opening 
of this trade fair for the automotive aft ermarket, 
which will take place at Expo Centre, Nasrec, on the 
morning of Wednesday, May 8.

Th e products – perceived to be representative 
of pioneering automotive technology in a variety of 
original equipment (OE) or aft ermarket categories 
– will be on display at the Innovation Awards stand 
at Automechanika for the four-day duration of the 
show, from May 8–11.

Th e fi nalists were chosen by a seven-member 
jury of automotive experts who, in their evaluation 
of the products entered, used criteria that took into 
account design characteristics, standards of engi-
neering, benchmark features, professed quality and 
functionality, user benefi ts, environmental impact 
and value for money.

Th e winners will be decided in a second round 
of judging which will see each of the items physi-
cally examined. Certifi cates of commendation will 
be presented to representatives of the manufactur-
ing or distributing companies of the remaining 
products aft er the top three have received their 
certifi cates.

In the running for top honours are:
 ■ Autowatch’s Alcolock WAB 740 (Automotive 
Systems / Parts & Accessories)

 ■ Hella’s Power Beam 1000 (Parts & 
Accessories)

 ■ Hunter’s Hawkeye Elite Alignment System 
(Repair & Maintenance)

 ■ Hunter’s Quick Check Alignment Audit 
System (Repair & Maintenance)

 ■ Hunter’s Road Force Touch GSP9700 
Diagnostic Balancer (Repair & Maintenance)

 ■ KTR’s JBT-1 Starter Motor & Alternator 
Computerised Universal Tester (Repair & 
Maintenance)

 ■ Qualitone Soft ware Solutions’ Fuel Cop Fuel 
Protection System (Parts & Accessories)

 ■ Supreme Springs’ Cobra Coil Over Kit (Parts 
& Accessories / Tuning)

 ■ Tracker’s Connected Car System (OE 

Products & Services / Automotive Systems)
 ■ Willard’s IQ Battery (Automotive Systems / 
Parts & Accessories)

Th e convenor of the selection process is experienced 
industrial and technical editor Wynter Murdoch, 
while the jury which selected the items com-
prises Dr Richard Beän, Chief Technical Advisor 
of the United Nations Industrial Development 
Organisation; independent automotive technician 
Chris Crookes; John Ellmore, Chairman of the 
RMI’s Editorial Sub-Comittee; David Furlonger, 
Editor-at-Large of the Financial Mail; Dr Norman 
Lamprecht, Executive Manager of NAAMSA; 
Jeff  Osborne, CEO of the RMI; and Roger Pitot, 
Executive Director of NAACAM. ■

10 Finalists Selected for Innovation 
Awards at Automechanika Johannesburg

Supreme Springs’ coil-over kit is an Innovations fi nalist.

www.transunion.co.za
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BY ROGER HOUGHTON

AutoLive has recently featured a number of South 
Africans who are making a name for themselves in 
the global automotive industry.

Port Elizabeth-born Brian Gush is another 
one. He is not only the Motorsport Director at 
Bentley Motors in England, which is owned by the 
Volkswagen Group, but he is also responsible for the 
powertrain and chassis development of all Bentleys.

Brian studied mechanical engineering in Cape 
Town and is a Chartered Engineer, and a Fellow of 
the British Institution of Mechanical Engineers.

He entered the motor industry in South Africa 
with Mercedes-Benz and then moved to Ford. 
In both cases he was involved in powertrain and 
chassis engineering, while at Ford he also spent 
some time as a member of Bernie Marriner’s mo-
torsport team. He then moved to the Production 
Engineering team at Volkswagen SA in 1986, where 
he was also a Board Member of Volkswagen/Audi 
Motor Sport.

Th e next career move was to Volkswagen’s 
headquarters in Wolfsburg where he had responsi-
bility for Volkswagen Group engineering activities 
in China before transferring to Bentley in the UK at 
the end of 1999.

He established the Bentley Motorsport 
Department the next year and headed up the team 
for a three-year programme to take Bentley back to 
Le Mans where it had achieved great success before 
the Second World War.

Th e day Bentley won Le Mans in 2003 was a 
day no-one who witnessed it will forget. It might 
be argued that the same can be said for any team 
that wins this most gruelling of motor races, but 
Team Bentley is not just any team and this was 
not just any win. Th e win came 73 years aft er the 
last Bentley victory in this long-distance epic, in 
1930. Th e marque had also won in 1924, 1927, 1928 
and 1929.

Designing a car and building a team into a unit 
capable of winning this most gruelling of motor 
races takes time, money and dedication. Among 
Bentley people, the will to race again at Le Mans 
never went away, but it was only when the company 
passed into the hands of the VW Group in 1998 that 
the way was provided too.

And so, at 16:00 on Sunday, June 15, 2003, two 
Bentley Speed 8s came fi rst and second at Le Mans, 
83 years almost to the day since two Speed Sixes had 
done no less. Importantly, the only component of 
the Bentley 8s were the engines, which came from 
Audi. Th e rest was all designed and engineered by 
Bentley. And the winning team was headed up by 
a South African!

Th is year Bentley will unleash some of its fast-
est and most powerful cars at this year’s Goodwood 
Festival of Speed in July. Th e fl ying Bentleys include 
the 616 bhp (625   PS) and 202 mph (325 km/h) 
Continental GT Speed Convertible (the world’s fast-
est four seat convertible) and two of Bentley’s 2003 
Le Mans-winning Speed 8 race cars, 10 years aft er 
the famous victory.

Away from the famous hill climb, 2013 will 
see Bentley’s biggest ever exhibition presence at 
Goodwood, including the opportunity to see the 
new Flying Spur; the fastest, most powerful luxury 
sedan in Bentley’s history.

As mentioned earlier, during Brian Gush’s ten-
ure at Bentley, Brian has overseen the powertrain 
and chassis developments of all the production 
Bentleys, including the Continental range and the 
new Mulsanne which is powered by a re-engineered 
version of the classic 6,25-litre V8 engine.

His motorsport team also broke the world 
ice speed record at 330.6km/h with a roadgoing 
Continental GT convertible running on standard 
winter tyres and using bio fuel.

Now the team is hard at work designing a new 
Continental GT3 which is due to begin racing to-
wards the end of 2013 with Le Mans participation 
a possibility in the future. Th e car is being built 

by Malcolm Wilson’s M-Sport company which 
has previously been focussed largely on rallying. 
However, Brian believes the well-equipped facility 
is ideal to work with a small team like Bentley where 
the project will enjoy prime focus.

An avid motorcyclist, Brian has competed in 
two-wheel motor sport since his early teens. Th is 
interest saw him in South Africa to take part in 
the historic centenary JD Rally for classic motor-
cycles. Th e three-day event, which attracted an 
entry of almost 200 riders, took competitors from 
Johannesburg to Durban.

He rode a 1931 BSA H32/9 550 loaned by Ian 
Holmes, chairman of the Vintage and Veteran Club. 
He fi nished 96th overall aft er picking up plenty of 
penalties on the Saturday, but said he very much en-
joyed the experience.

Brian is married with two children and lives in 
Cheshire in the UK. ■

Another South African Holding Major Position

Brian Gush and vintage Beeza on the 
recent JD Rally.

Bentley’s beautiful Le Mans winner. Picture by Danie van Jaarsveld.
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Bruno Lupini is our go-to man when it comes to 
advertising in AutoLive. Bruno has been involved 
for over a decade in automotive publications, and he 
comes from a family that has deep connections with 
motoring and motorsport going back three genera-
tions. Bruno’s contact details are: 
E-mail: bruno.lupini@gmail.com 
Cell number: 081 354 7212

Who should advertise in Autolive?
 ■ 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 fi nance and 
insurance industry

 ■ Vehicle tracking system suppliers
 ■ Organisers of exhibitions and conferences.
 ■ Tyre fi tment centres
 ■ Suppliers of car care products
 ■ Suppliers of automotive replacement parts
 ■ Roadworthy testing centres
 ■ Printers
 ■ Accounting fi rms

AutoLive advertising rates are very cost eff ec-
tive and we are able to make up advertisements 

at reasonable rates. Th e rate card is available 
under “Advertising” on the AutoLive website, 
www.autolive.co.za ■

Bruno Lupini 
Cell: 081 354 7212 

E-mail: bruno.lupini@gmail.com

Autolive Ad Sales

defi nitely gave a sporty rub-off  to the entire marque. 
As an aside, AMG’s market penetration in South 
Africa is one of the highest anywhere in the world.

But, and it’s a big but: Does Mercedes-Benz re-
ally know how to build a hot-hatch or at least a vi-
brant hatchback with youth appeal? 

I’m not convinced aft er brief stints in the new 1,6 
diesel and 1,6-litre turbo petrol variants at the 
launch (I never got a shot at the two-litre turbo 
250 for logistic reasons). And it’s not because they 
are bad cars, they are very good cars, excellent in 
many respects, but are they up there with the likes 
of Audi and BMW, and perhaps more pertinently, 
Golf off erings?

Th e new A-Class has that hewn from elemen-
tal-iron-ore quality that is common to all Benzs 
in terms of chassis rigidity, and that is a huge plus. 
Th ey have a very good level of steering feel, at least 
as far as my driving tastes are concerned. Th e steer-
ing may not be lightening-fast, but it off ers real feed-
back from road surfaces, rather than the artifi cial 
loading that makes some modern Audi steering 

systems terrible, or the slight vagueness that sur-
prisingly affl  icts some models in that benchmark 
sporty brand’s line up, namely the ones bearing a 
BMW propeller logo.

Th ose are the good A-Class aspects, dynami-
cally-speaking. Th e bad aspects are that the engine’s 
are all good and smooth in typical Merc fashion 
but they are more likely to appeal to previous-gen 
A-Class adherents than the white-knuckled youth 
elements. Th ey are not involving enough on a senso-
ry-feedback level. I am sure the more powerful 250 
version will deliver good punch, but apparently (ac-
cording to journalists whom I rate, who have driven 
it) it has a ride that is far too stiff , and this is where 
I think Merc have miscalculated what really turns 
people on in this realm of instant gratifi cation.

Yes, hot-shots in their hot-hatches like fi rm 
suspension, but the ability to limit body-roll must 
be allied with an element of compliance that ena-
bles the tyres to maintain contact with the road, 
and not feed bumps and ripples back into the cabin. 
BMW has got it so right with its 3-Series and if 
you have experienced the new Golf 7, you wonder 
why Mercedes didn’t adapt similar geometry and 
spring-damper settings.

Th e fact is, the AMG versions of, say, the 
C-Class, also have this unfortunate tendency to-
wards overly stiff  suspension. Th ere seems to be 
somebody in an advisory position on Merc’s board, 
re the youth market, that believes stiff er-than-stiff  
equals excellence, whereas personally I think the 
soft er-sprung Merc “cooking” models are more 

sporty in a supple, subtle way, because they denote 
conceptual excellence.

All this, of course, doesn’t mean that the new 
A-Class will fail to sell.

At prices ranging from R275 000 for the A180 
petrol to R355 000 for the A220 CDi, the car is aimed 
right in the heart of the premium-hatch market.

Stylistically it’s an absolute knock-out. It’s just that, 
looks aside, I believe Mercedes-management has to 
start producing cars that have a whole new set of 
dynamics, regarding engines that really talk to you, 
in the way that, say a Ford Focus ST motor talks to 
you. And they aren’t going to be achieving a youth-
ful, vibrant feel across the range by simply speccing 
rock-hard rides and upping the turbo boost in their 
AMG off erings.

As for old Aunty who loves her previous-gen 
A-Class, well, there’s the B-Class of course, when 
it’s time for an up-grade. And that car, too, interest-
ingly, has a ride that is perhaps on the stiff  side. ■

* Th e writer owns a 1985 Mercedes-Benz 200 
as his daily driver, for those who are interested, 
his third Mercedes-Benz.

 continued from page 6

The new A-Class has that hewn 
from elemental-iron-ore quality 

that is common to all Benzs 
in terms of chassis rigidity, 

and that is a huge plus. 

The bad aspects are that the 
engine’s are all good and smooth 

in typical Merc fashion but they are 
more likely to appeal to previous-
gen A-Class adherents than the 
white-knuckled youth elements.
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Motorsport Snippets

AFRICA’S FASTEST CARS 
AND DRIVERS TO BATTLE 
HEAD-TO-HEAD!
Inaugural Dezzi Raceway Invitational 
Challenge to set KZN alight
Set to take place on 18 and 19 May 2013 in Port 
Shepstone, Kwa-Zulu Natal, the inaugural Dezzi 
Raceway Invitational Challenge – the brainchild of 
Dez Gutzeit who built the world-class racing facility 
originally for personal enjoyment – will see some of 
South Africa’s best drivers and fastest cars compete 
head-to-head in a fl ying start, time attack scenario. 
Th e 2.9-kilometre track, which is based on a runway 
and features numerous technical corners, has been 
built to FIA standards and boasts a full pit complex, 
club house and safe spectator viewing points.

Together with support from other Hillclimb 
favourites like Wilhelm Baard of Global GT-R in 
Hatfi eld, Pretoria, the new racing event has massive 
potential and hopes to appeal to the high concen-
tration of racing fans in KZN, providing a massive 
opportunity for motorsport in the region. Th ere has 
also been keen interest from the wider motorsport 
community and like the Knysna Hillclimb, this has 
potential to become a national event.

Baard, who won the Knysna Hillclimb in 2011, 
says he was pleasantly surprised by the track and 
has high hopes for the inaugural challenge. “Not 
only has Dez created a fantastic new location for 
motorsport in South Africa and Kwa-Zulu Natal 
specifi cally – where motorsport has dwindled in 
years of late – but the concept is a brilliant idea for 
all parties involved. We decided to run the event at 
the same time as what the 2013 Knysna Hillclimb 
would have taken place as the competitors had al-
ready prepared their cars for Knysna and had al-
ready made plans to travel and take off  work in most 
cases. Motorsport is well known as being an expen-
sive hobby to undertake and this way our friends 
and rivals are still able to exploit their hard work 
and well-prepared machines in an all-new and very 
exciting environment.”

Dez Gutzeit, whose son Jade won the Knysna 
Hillclimb in 2012, comments: “Running on an in-
vitational basis at fi rst, we have selected the top 25 
cars and drivers in the country, largely pooled from 
the Knysna Hillclimb fraternity, to battle it out on 
the track at a professional and safe racing event.”

Gutzeit goes on to say that the new racing 
environment also opens the playing fi eld for a 
host of other cars and drivers. Where the Knysna 
Hillclimb’s environment tended to favour the 
Nissan GT-Rs thanks to its twisty track where the 
Japanese supercar’s superior grip levels worked 
in its favour, the new event evens things out for 

other cars as well, specifi cally for the low-slung 
bona fi de race cars which couldn’t compete on the 
rough and uneven surface in Knysna. Th is makes 
the competition even fi ercer and more exciting for 
the spectators.

“We wanted to do something great for South 
African motorsport and the Dezzi Raceway 
Invitational Challenge is sure to create a stir. It 
will be the quintessential petrolhead event of 
2013 and we hope it goes on to become an an-
nual highlight going forward. Th e Challenge has 
very humble beginnings with massive potential,” 
concludes Gutzeit. ■

KELVIN VAN DER LINDE STUNS 
GERMANY IN VW SCIROCCO 
R-CUP OFFICIAL TEST

Reigning South African Volkswagen Cup champion 
Kelvin van der Linde has got his international mo-
tor sport career off  to a fast start by emerging as the 
fastest driver aft er a two-day test at the Oschersleben 
circuit in Germany in preparation for the 2013 

Volkswagen Scirocco R-Cup Championship.
Th e 16-year-old Dainfern, Johannesburg resi-

dent, who made South African motor racing history 
last year by becoming the youngest-ever winner of 
a senior circuit racing national championship, im-
pressed the series organisers and the other competi-
tors with his pace and maturity.

Th e rising star of South African motor racing, 
who is the second youngest among the 18 young 
drivers from around the world who will be contest-
ing the six-round nine-race series in Europe, was 
immediately on the pace despite the fact that it was 
his fi rst visit to the 3,6-kilometre circuit and his fi rst 
experience of the left -hand drive 285 bhp sports 
coupe. He earned his place in the series by winning 
the South African VW Cup championship and will 
drive a black Scirocco carrying the South African 
fl ag and the number 20.

Th is is the third VW Scirocco R-Cup, which is 
a curtain-raiser to the DTM, the German Touring 
Car championship, and is the successor to the VW 
Cup series that fi rst ran in 1976 with the original 
VW Scirocco.

“I was quite surprised at how quickly I got to 
grips with the Scirocco R,” said the grade 11 pupil 
from Dainfern College. “Aft er the fi rst few laps I felt 
completely at home in it. It’s similar in performance 
to the Class T VW Golf GTi I drove for Ferodo in 
the opening round of this year’s South African 
production car championship. Th at experience has 
proved to be very useful.

“Th is is a great opportunity for me and could 
be the launch pad for an international racing career. 
We are a support race to the DTM, the most suc-
cessful and respected of all the international tour-
ing car championships, and the DTM teams keep a 
close eye on the VW Scirocco R-Cup drivers.”

Kelvin van der Linde is a third-generation SA 
champion, following in the wheel-tracks of grand-
father Hennie (Saloon champ in ‘70s and ‘80s) and 
father Shaun (Touring car and single-seater champ 
in the ‘90s). ■

Jade Gutzeit blasts off the line in Knysna. Now he will be on home turf for the Challenge 
in late May.

Kelvin van der Linde.
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BY STUART JOHNSTON

Renault has taken something of a bold gamble by 
launching its all-new Clio 4 available only with its 
new one-litre, three-cylinder, turbocharged petrol 
engine. Th e thing is, the new motor produces 66 
kW, and a real, honest-to-goodness 60-plus- kW 
at Reef altitudes, thanks to its turbocharged design 
which sees forced-induction engines at Jo’burg lose 
only fi ve per cent of their rated sea-level power, 
whereas as atmospheric-reliant engines lose some-
thing in the order of 17 per cent power and torque.

Torque is good on the new, eye-catching little 
Clio, which has a design that is excellent in many 
respects. Th e small engine produces 135 Nm of 
torque, and its rated fuel consumption is just 4,5-li-
tres/100 km, with CO2 emissions of a remarkable 
105g/km.

It seems as if Renault has identifi ed that this 
end of the equipment is far more important than 
outright performance, as long as that performance 
is adequate. Th us the new Clio comes with a raft  of 
stand-fi t equipment.

Th e new Clio is available in three models. 
Th ese are the Authentique at R149 900, the Turbo 
Expression at R169 900 and the Turbo Dynamique 
at R179 900.

However, it should be noted that getting an 
Authentique with air-conditioning, which is a 
given in this market, will up the price to R159 900.

All three derivatives use the new, small engine, 
and they also all are fi tted with new sound system 

as standard, known as Renault Bass Refl ex, which 
gives plenty of boom-boom resonance if that’s what 
blows your ears back. Th e upper two versions of 
the car are the only models in its class, the medi-
um hatch segment, to have navigation as standard. 
Th is system is part of the integrated MEDIA NAV 
system.

Other high-end equipment includes cruise con-
trol and speed limiter, hands-free telephone opera-
tion and hill start assist.

In the dynamic and safety fi elds, the cars all 
come standard with ABS, brake-assist, ESP, LED 
running lights and six airbags.

I was pleasantly surprised as to the user-friend-
liness of the little three-cylinder motor. It has that 
familiar growl-grumble of a triple which I really 
enjoy, but none of the low-frequency vibration oft en 
associated with triples.

Th e fi rst gear ratio, in common with other tri-
ples in this league, seems long, and requires some 
sliding of the clutch to make sure the engine is all 
boosted up, but performance is good. It is possible 
to see post 170 km/h read-outs on the speedo, given 
a long enough straight-to-slight-downhill road.

Th e gear-change is fl uid and the ride is good, 
and it is cool to see that Renault haven’t gone the 
overly-fi rm route with this ride that many other 
French manufacturers seem to have followed. In 
fact the Clio’s ride subtlety has always been one of 
its strong points in my book.

Th e quality of interior fi tments–panels, plastic 
coverings and the like – is very good too, and this 
car feels really solid. As for the looks, I like the style, 

but I would get rid of those silly black tear-drop de-
tails on the fl anks, which for me look cheap rather 
than funky.

Renault, of course, has plenty of experience in 
turbo-charging, having been the fi rst in Formula 
One to run a turbo engine, way back in 1977. Key 
to the small engine in the Clio’s response has been 
a low-inertia turbo with a very quick spool-up time, 
so that 90 per cent of its 135 Nm is available from as 
low as 1 650 rpm, which is really impressive.

A lot of attention has been paid to internal 
lightness and low friction on the engine.

I could easily live with the performance of 
this car, given that it is likely to return diesel-like 
consumption fi gures in the low fi ve-litres per 100 
region in real-world driving. It also comes with 
an impressive 5-year/150 000 km warranty, and a 
3-year/45 000 km service plan (not as impressive as 
some competitors). ■

New Eco-Clio Approach 
Should be a Winner

Renault’s new impressive three-cylinder 
one-litre turbo engine.

Renault’s new eco-focussed Clio 4.
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BY STUART JOHNSTON

Of course, the Veloster’s unique-in-this-market 
feature is the fact that on the passenger-side it has 
a third door, quite cleverly concealed as such until 
you spot the cut-line, as the handle is situated in the 
black window-surround section, a-la various Alfas 
of the past decade. What is not that apparent un-
til it’s pointed out to you is that the B-pillar on the 
left  side is further forward, which means that the 
left  door is shorter than the right door. All to facili-
tate ingress into the rear compartment, which pro-
vides reasonable accommodation for two full-sized 
adults, although your head ends up under the glass 
area at the back, which I didn’t appreciate. Th e rear 
glass area is large, the front section being tinted. It 
would have been cool (er) if Hyundai had provided 
some sort of screen that could be pulled forward to 
provide more shade.

Other than that, the interior contains some re-
ally good-quality plastic textures and an interesting 
styling theme for the dials and centre console that 
Hyundai said was inspired by a superbike.

Th e console is meant to resemble a superbike’s 
tank and the fresh air ducts were styled aft er perusal 
of your typical superbike exhaust ends. It’s a good 
idea, as these items are examples of super-cool de-
sign and this car is meant to appeal to those who 
appreciate such things. It’s just kind of strange that 

Hyundai would admit such a close association to 
another design object, but, this is aft er all the era of 
high-style, so it’s all rather refreshing.

Th e car itself is not that diff erent from a cook-
ing Hyundai i30. It is fi tted with the direct injection 
version of Hyundai’s 1,6-litre four-cylinder motor, 
and the engine is not bad, if lacking just a little on 
low-to-mid-range torque at Reef Altitude. Yes, we 
have all become spoiled with small-capacity turbo-
off erings from the likes of VW, Ford, Renault, Fiat 
and Alfa, and it is time that Hyundai addressed this 
trend, because in Gauteng, where normally-aspirat-
ed cars lose up to 17 per cent of their coastal power, 
turbo cars are the way to go. As far as emissions are 
concerned too.

Apparently a turbo version is on the way. But it will 
be performance-orientated, and hence pricier, when 
it gets here, probably around the third quarter.

I didn’t like the dual-clutch transmission much, 
as the changes are not nearly up to the standards of 
a good DSG ‘box from VW or Audi. Th e Hyundai 
Dual Clutch Transmission version (DCT) costs 
R17 000 more than the standard six-speed manual, 
and what the system needs is some paddle shift ers 
to make it more eff ortless. Otherwise you tend to 
drive it as an auto, with associated throttle lag.

Th e manual one is much more involving and the 
gear-change mechanism is good, fl uid and positive.

Th e engine revs up nice and smoothly, and 
is good for a 9,7 second 0–100 km/h sprint at sea 
level. Th e DCT version is slower at 10,3 seconds, 
and has a a top speed of 200, one km/h slower than 
the six-speed manual. Interestingly, Hyundai claim 
slightly better emissions for the DCT, this being 
rated at 161 g/km, as opposed to the 163 g/km for 
the manual.

I found the electrically-assisted power steering 
pretty accurate, so generally it is a nice fl uid, sporty 
conveyance. Th e only aspect that disappointed me 
was the rear beam-axle suspension, which didn’t cope 
well with mid-corner bumps in a fast sweep, there be-
ing far more defl ection (tail kick) than I would have 
expected from an otherwise sorted package.

Nice one, Hyundai, and well-priced as usu-
al. Th e manual costs R259  900 and comes with 
the Hyundai 5-year/150  000 km warranty and a 
5-year/90 000 km service plan, with service inter-
vals at 15 000 km. ■

Hyundai’s Veloster a Move in the Super-Cool Direction
It’s a fun car, the Veloster. The styling manages to look chunky and sleek at the same time, and that’s not an easy 
act to pull off. The front end is particularly potent, and it has all sorts of interesting angles and cut-outs and lines 
that somehow hang together with the rest of the car.

The Veloster from its most interesting side, showing the rear-door cut-out.
Veloster has this whole Superbike styling 
theme going on in the interior.

It is fi tted with the direct injection 
version of Hyundai’s 1,6-litre four-
cylinder motor, and the engine is 

not bad, ...Yes, we have all become 
spoiled with small-capacity turbo-

offerings from the likes of VW, Ford, 
Renault, Fiat and Alfa, and it is time 

that Hyundai addressed this trend, ...
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FOCUS IS WORLD’S 
NO. 1 NAMEPLATE
Th e Ford Focus has been ranked the world’s top-
selling nameplate in the world in 2012 accord-
ing to Polk’s global new vehicle registrations, 
with 1  020  410 of these cars sold worldwide. 
Ford’s Fiesta came out as the world’s most popu-
lar sub-compact and sixth overall with sales of 
723 130 units.

Toyota is taking issue with this claim, saying 
its Corolla model range, which includes many de-
rivatives sold under diff erent model names, was the 
top seller. ■

NUMSA TALKS
Th e central bargaining negotiations around the 
wage and employment conditions in the motor in-
dustry seem headed for a rough road judging by re-
ports in the media. Th e National Bargaining Forum 
(NBF), of the motor manufacturing sector, and the 
Motor Industry Bargaining Council (MIBCO) of 
the retail sector will be hoping to again negotiate 
three-year deals.

Th e major union representing the workers is 
the National Union of Metalworkers of SA (Numsa) 
is the second largest Cosatu affi  liate, but its repre-
sentation in the motor industry equates to only 
34% of the total workforce of 196 012 people, with 
Numsa representing 67 859 workers.

Th is will make negotiations diffi  cult for Numsa 
as a minority representative and they are now try-
ing to recruit more members.

According to an article in Business Day, Numsa 
realises it will have to negotiate in a “gloomy” eco-
nomic environment and general secretary Irvin 
Jim has cautioned workers against unrealistic 
wage demands.

Jim said workers had to demand a “living 
wage” but at the same time should not put forward 
demands of 400% as contained in their suggestions 
already made to the union. However, Jim added that 
employers must approach the table in the spirit of 
“sharing wealth” with workers.

Numsa has now announced it will demand a 
20% across-the-board pay rise in the motor assem-
bly, tyre manufacturing, iron, steel and base metals 
manufacturing sectors. Th e trade union says in-
creases must be based on actual rates of pay and not 
minimums. Irvin Jim added that agreements will 
be negotiated for one year only and not the current 
three-year term.

Th e union wants a minimum wage of R6 000 
a month and an increase of R30 per hour for those 
earning above R6 000, with the R6 000 minimum 
wage to be achieved by 2016. ■

NC2 TO RESTRUCTURE
NC2, the company that assembles and markets 
Navistar International trucks in SA has announced 
it intends to restructure its SA operation in a large 
newspaper advertisement.

Th e company says details of the process, which 
is due to be announced within the next few weeks, 
could include “moving towards contractual as-
sembly” and MD Paul Henning says the workers 
at its assembly plant in Apex and parts distribution 
centre have been notifi ed of “potential changes to 
its  operations.” ■

THE GENERAL’S NEW 
PARTS PLAN
General Motors (GM) recently introduced a new 
business model for the new Isuzu Pick-up for its 
Parts Dealers in Sub-Saharan Africa (SSA) at its 
R250 million PDC, which boasts over 144 000 dif-
ferent part numbers, servicing key markets in Sub-
Saharan Africa.

Up until recently GM’s operations in South 
Africa exported Isuzu parts to four countries in 
Sub-Saharan Africa, which included Zambia, 
Zimbabwe, Malawi and Mozambique. Th e com-
pany’s customer base has now increased to 25 coun-
tries across the SSA region.

“We’ve been planning for the last 18 months 
to make this happen in the most effi  cient way 
with the objective of off ering extreme cus-
tomer service and support,” said Brian Hunter, 
GM South Africa General Manager for Parts 
Marketing Sales. ■

Snippets

Focus is no 1 global nameplate, according to survey.

The Aftersales Support team who operate from GM’s Parts Distribution Centre (from left 
to right): Louis Maritz, National Service Manager; Ross Johnston, Parts and Accessories 
Marketing Manager; Kevin Ackerberg, Business Manager for Sub-Saharan Africa; and 
Brian Hunter, General Manager for Parts Marketing Sales.
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TOYOTA’S YEN ADVANTAGE
Th e fact that the Japanese yen has fallen 16% against 
the US dollar since October last year has given 
Toyota and the other Japanese manufacturers a fi -
nancial gain on every car sold, which can be used to 
cut prices, boost advertising or improve their prod-
ucts, which is upsetting the Detroit 3.

Toyota not only raised its profi t forecast by 10% for 
the fi scal year, which ended on March 31, which 
would be double that of the previous fi nancial year, 
but is also investing heavily in product development. 
It is understood that Toyota will replace 60% of its 
product range by 2014 and can ensure more lavish 
interiors and levels of standard equipment. ■

NEW LEXUS TAGLINE
Lexus, Toyota’s luxury car brand, is making a big 
push to attract younger, upwardly-mobile buyers 
with a new marketing campaign. Th e new tagline 
is “Amazing in Motion”: and was launched at a big 
party in New York attended by Toyota president 

Akio Toyoda. Th e programme included the use of 
3m tall puppets and was aimed at pitching Lexus as 
avant-garde and aspirational. ■

GEELYS GRAB A FAMILY’S 
IMAGINATION
An Mpumalanga family are the proud owners of 
no less than four Geelys. Hendrik Breytenbach and 
his in-laws the Steenkamps have been Geely devo-
tees following son-in-law Henk Steenkamp’s fi rst 
purchase of a car bearing the Chinese nameplate 
in 2008. Henk’s son and daughter are also Geely 
owners, as is his wife Marcia. “Mr Breytenbach and 
the Steenkamp family are living proof of what Geely 
stands for in this country – good quality cars at an 
aff ordable price,” said Henri Meistre, managing 
Director of Geely SA, in reply to the news. Meistre 
then gave the go-ahead for a press release to be is-
sued on this home-spun platteland saga. ■

DRASTIC CHANGE 
IN DIRECTION
Who would have thought that conservative 
Toyota Motor Corporation would choose 3m pup-
pets to promote its luxury Lexus brand? But this 
is what is happening as the restructured Lexus 
marketing team rolls out its new promotional 

and advertising programme under the tagline 
“Amazing in Motion.”

Th e sub-theme of the evening’s partying was 
“Design Matters” which focussed on the attempt to 
spice up the appearance of the Lexus models with 
the huge, so-called “spindle” grille with its exagger-
ated hourglass shape.

Th is party links into the Intersect by Lexus 
galleries that will open in Tokyo, Dubai and New 
York later in the year and which use art and so-
cial meeting places to attract younger potential 
customers. ■

SA GETS MINE-
PROTECTED TRUCK
Denel Mechem has developed a multi-purpose 
truck fi tted with a mine-protected cab that com-
plies with the protection requirements of the North 
Atlantic Treaty Organisation (NATO) according to 
Engineering News.

Africa is the ideal operating area for these vehi-
cles, which are built, somewhat surprisingly not the 
chassis and drivetrains of the usual suppliers of to 
the armed forces, but rather on hardware supplied 
by Chinese manufacturer Powerstar. However, 
when one realises that Mechem is part of the State-
owned Denel defence industrial group and with 
SA’s links to BRICS partner China then the choice 
is not so unexpected. ■

Snippets

To advertise in  contact

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

Geelys for the whole family.

The fact that the Japanese yen 
has fallen 16% against the US 
dollar since October last year 

has given Toyota and the other 
Japanese manufacturers a fi nancial 

gain on every car sold, ...
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Goodyear is launching a new wheel loader tyre 
for heavy applications, which will be shown at the 
Bauma 2013 construction vehicles and equipment 
exhibition in Munich, Germany, on Stand 213 in 
Hall A6, from 15 to 21 April 2013. A new port tyre 
will also make its premiere at Bauma. 

Amongst the many benefi ts the new Goodyear 
RT-5D wheel loader tyre off ers in comparison to 
its predecessor , is 25% more carrying capacity, 
greater comfort and more powerful traction. Th is 
new addition to Goodyear’s Off  Th e Road (OTR) 
tyre range is a level 250 (L5) traction tyre for severe 
conditions such as in quarries, diffi  cult industrial 
applications and recycling as well as in open and 
underground mines. 

Goodyear RT-5D Technology 

Th e Goodyear RT-5D features Hi-Stability Carcass 
Technology, which combines reinforcements in 
the bead area, on the carcass breakers and at the 
ply turn-up. Th is results in enhanced productiv-
ity performance, greater protection for the side-
walls in aggressive environments and minimized 
defl ection. Th e additional 25% load-carrying 
capacity per cycle means increased productivity 
and therefore profi tability. Th e new tyre also gives 
more comfort.

Th e innovative CAD-developed tread design 
also delivers a high level of protection against 

impact and shocks, as well as its powerful traction 
performance and longevity, particularly in tough 
environments such as quarrying. Th e wide and sol-
id non-directional tread further enables the trans-
port of heavy loads such as blocks. Compared to the 
RT-5C, vibrations on hard surfaces are reduced by 
30% for far greater comfort.

Th e new RT-5D wheel loader tyre replaces its 
predecessor the RT-5C, which was a popular 
choice with operators for many years. Th e RT-5D 
in size 29.5R25 is already approved as original 
equipment fi tment on Volvo L220G and L250G 
wheel loaders. ■

Ford’s Ranger line-up has been expanded with the 
addition of two new Single Cab derivatives powered 
by Ford’s 3.2-litre diesel powertrain. Th e 3.2 TDCi 
models will be available in either 4x2 or 4x4 guise 
with both off ered in XLS specifi cation and mated to 
a 6-speed manual transmission.

Th e 3.2-litre Duratorq TDCi fi ve-cylinder 
diesel engine off ers a substantial 470Nm of torque 
and power rated at 147kW. Th e impressive per-
formance does not come at the expense of frugal-
ity with both models utilising only 9.3l/100km 
of fuel on a combined cycle route. Emissions are 
measured at 245g/100km on both the 4x2 and 
4x4 models.* 

Th e Ranger also off ers notable towing ca-
pabilities with the 4x4 model able to tow up to 3 
350kg when fi tted with the range topping diesel 
engine. Both derivatives can achieve a maximum 
of 800 millimetres wade depth level while main-
taining a steady speed of not more than 7km 
per hour. For more information and guidelines 

on driving through water please refer to the 
Ranger Owners’ Manual before attempting such 
driving conditions. 

Th e high beltline and raised rails of the load 
box ensure a load box volume of 1.82 cubic metres. 
Pockets above the wheel wells and along the side of 
the box allow owners to use timber inserts to carry 
full sheets of plasterboard or plywood. 

“Th e Ranger has been designed to cater to a 
wide spectrum of customers,” says Gavin Golightly, 
Ford Marketing Manager. “Both fl eet buyers and 
small business owners will now be able to take ad-
vantage of the greater selection of models on off er 
while enjoying the quality, fuel effi  ciency, safety and 
smart technology that have made the Ranger such 
a popular choice with South African consumers.” 

All Ranger derivatives except the base units 
come with a 5 year / 90 000km service plan and a 
comprehensive 4 year / 120 000km warranty with 
service intervals of 15 000kms. Customers will also 
benefi t from 3 years of roadside assistance and a 5 
year corrosion warranty as part of the Ford Ranger 
package. Additionally, Ranger 4x4 customers re-
ceive free off -road driver training. ■

* Fuel consumption is per Australian Design 
Rule 81/12. Note that the actual consumption will 
depend on many factors, including the driver’s 
driving habits, prevailing conditions and the ve-
hicle’s equipment, condition and use.

Working Wheels

Goodyear World Premiere for New Wheel 
Loader Tyre at BAUMA 2013.

The 3,2-litre diesel motor was high on 
Ranger single-cab customer’s wish-lists.

Potent 3,2-litre Engine for Single-Cab Ranger

Goodyear Launches New Earth-Shaking Tyre

The innovative CAD-developed 
tread design also delivers a 

high level of protection against 
impact and shocks, as well as 

its powerful traction performance 
and longevity, particularly in tough 

environments such as quarrying. 
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Speak to a consultant today for asset 
finance and fleet management solutions.

Trying to  
minimise fleet costs? 
Let’s talk business.

Authorised financial services and registered credit provider (NCRCP15).
The Standard Bank of South Africa Limited (Reg.No.1962/000738/06). SBSA 85505-04/11

Terms and conditions apply. Visit www.standardbank.co.za/business

http://bs.serving-sys.com/BurstingPipe/adServer.bs?cn=tf&c=20&mc=click&pli=6757918&PluID=0&ord=[timestamp]
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TOP 5 PASSENGER MANUFACTURER RETAIL SALES FOR MARCH 2013 

MANUFACTURER TYPE 2013 SHARE 2012 SHARE

VOLKSWAGEN SA

VW POLO Vivo 
Hatch/Sedan

2 939 9.2% 2846 8.9%

VW Polo 2 162 6.8% 1771 5.6%

AUDI A4 549 1.7% 468 1.5%

VW Golf 7 405 1.3% 0 0.0%

VW Tiguan 324 1.0% 183 0.6%

VOLKSWAGEN GROUP SA TOTAL 8 561 26.9% 8239 25.8%

TOYOTA

TOYOTA Etios 1 736 5.5% 0 0.0%

TOYOTA Corolla 1 003 3.1% 1925 6.0%

TOYOTA 
Fortuner

993 3.1% 1072 3.4%

TOYOTA 
Avanza

417 1.3% 384 1.2%

TOYOTA Yaris 348 1.1% 820 2.6%

TOYOTA TOTAL 5 143 16.1% 5435 17.0%

FMC

FORD Figo 1 109 3.5% 1313 4.1%

FORD Fiesta 784 2.5% 344 1.1%

FORD Focus 464 1.5% 256 0.8%

FORD Kuga 286 0.9% 69 0.2%

FORD Everest 58 0.2% 57 0.2%

FMC TOTAL 2 834 8.9% 2 731 8.6%

BMW GROUP

BMW 3-Series 1401 4.4% 943 3.0%

BMW 1-Series 484 1.5% 690 2.2%

BMW X3 186 0.6% 219 0.7%

BMW 5-Series 161 0.5% 213 0.7%

MINI Hatch 141 0.4% 168 0.5%

BMW GROUP TOTAL 2815 8.8% 2784 8.7%

MERCEDES-BENZ 
SA

MERCEDES 
C-Class

1415 4.4% 1158 3.6%

MERCEDES 
M-Class

193 0.6% 82 0.3%

MERCEDES 
B-Class

149 0.5% 77 0.2%

MERCEDES 
E-Class

123 0.4% 231 0.7%

MERCEDES 
Vito

64 0.2% 47 0.1%

MERCEDES-BENZ SA TOTAL 2 157 6.8% 2 023 6.3%

GMSA

CHEV Spark 400 1.3% 388 1.2%

CHEV Cruze 382 1.2% 474 1.5%

CHEV Aveo 322 1.0% 800 2.5%

CHEV 
Trailblazer

256 0.8% 0 0.0%

CHEV Sonic 199 0.6% 455 1.4%

GMSA TOTAL 1 860 5.8% 2 925 9.2%

NISSAN

NISSAN Juke 769 2.4% 389 1.2%

NISSAN 
Qashqai

405 1.3% 518 1.6%

NISSAN X-Trail 245 0.8% 278 0.9%

NISSAN Livina 132 0.4% 240 0.8%

NISSAN Tiida 82 0.3% 84 0.3%

NISSAN TOTAL 1 827 5.7% 2 036 6.4%

HONDA

HONDA Jazz 392 1.2% 477 1.5%

HONDA Brio 344 1.1% 0 0.0%

HONDA Civic 262 0.8% 176 0.6%

HONDA CR-V 181 0.6% 100 0.3%

HONDA 
Ballade

156 0.5% 71 0.2%

HONDA TOTAL 1 400 4.4% 967 3.0%

JAGUAR LAND 
ROVER

L-R Discovery 4 394 1.2% 308 1.0%

L-R Range 
Rover Evoque

371 1.2% 152 0.5%

JAGUAR XF 194 0.6% 127 0.4%

TOP 5 PASSENGER MANUFACTURER RETAIL SALES FOR MARCH 2013 

MANUFACTURER TYPE 2013 SHARE 2012 SHARE

JAGUAR LAND 
ROVER

L-R Freelander 
2

150 0.5% 56 0.2%

L-R Range 
Rover Sport

52 0.2% 127 0.4%

JAGUAR LAND ROVER TOTAL 1 212 3.8% 809 2.5%

CHRYSLER SA

JEEP Grand 
Cherokee

239 0.8% 177 0.6%

JEEP Compass 239 0.8% 103 0.3%

JEEP Wrangler 155 0.5% 116 0.4%

DODGE 
Journey

98 0.3% 63 0.2%

JEEP Patriot 55 0.2% 60 0.2%

CHRYSLER SA TOTAL 876 2.8% 753 2.4%

RENAULT

RENAULT 
Sandero

390 1.2% 473 1.5%

RENAULT 
Megane III

124 0.4% 153 0.5%

RENAULT 
Fluence

33 0.1% 74 0.2%

RENAULT 
Clio III

23 0.1% 80 0.3%

RENAULT 
Koleos

22 0.1% 18 0.1%

RENAULT TOTAL 608 1.9% 826 2.6%

PCSA

PEUGEOT 208 137 0.4% 0 0.0%

PEUGEOT 107 86 0.3% 51 0.2%

PEUGEOT 207 63 0.2% 115 0.4%

CITROEN DS3 36 0.1% 26 0.1%

PEUGEOT 4008 32 0.1% 0 0.0%

PCSA TOTAL 494 1.6% 499 1.6%

FIAT GROUP

FIAT Punto 220 0.7% 121 0.4%

FIAT 500 95 0.3% 82 0.3%

ALFA Giulietta 44 0.1% 39 0.1%

ABARTH 500 15 0.0% 9 0.0%

FIAT Qubo 14 0.0% 0 0.0%

FIAT GROUP TOTAL 403 1.3% 389 1.2%

TATA

TATA B-Line 203 0.6% 78 0.2%

TATA Indica 
Vista

70 0.2% 133 0.4%

TATA Manza 37 0.1% 0 0.0%

TATA Indica 21 0.1% 5 0.0%

TATA Indigo 0 0.0% 2 0.0%

TATA TOTAL 331 1.0% 218 0.7%

SUZUKI

SUZUKI Alto 82 0.3% 122 0.4%

SUZUKI Swift 79 0.2% 131 0.4%

SUZUKI Jimny 75 0.2% 82 0.3%

SUZUKI SX4 46 0.1% 91 0.3%

SUZUKI Grand 
Vitara

21 0.1% 21 0.1%

SUZUKI TOTAL 314 1.0% 455 1.4%

MITSUBISHI 
MOTORS

MITSUBISHI 
ASX

202 0.6% 74 0.2%

MITSUBISHI 
Pajero

50 0.2% 53 0.2%

MITSUBISHI 
Pajero Sport

22 0.1% 46 0.1%

MITSUBISHI 
Outlander

12 0.0% 8 0.0%

MITSUBISHI 
Lancer

4 0.0% 0 0.0%

MITSUBISHI MOTORS SA TOTAL 290 0.9% 181 0.6%

South African Vehicle Sales Figures at the End of March 2013

continued on next page 
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TOP 5 PASSENGER MANUFACTURER RETAIL SALES FOR MARCH 2013 

MANUFACTURER TYPE 2013 SHARE 2012 SHARE

VOLVO CARS

VOLVO V40 72 0.2% 0 0.0%

VOLVO V40 CC 42 0.1% 0 0.0%

VOLVO C30 40 0.1% 32 0.1%

VOLVO XC60 36 0.1% 55 0.2%

VOLVO S60 36 0.1% 64 0.2%

VOLVO CARS TOTAL 272 0.9% 246 0.8%

PORSCHE

PORSCHE 
Cayenne

82 0.3% 32 0.1%

PORSCHE 
Boxster

62 0.2% 0 0.0%

PORSCHE 911 48 0.2% 70 0.2%

PORSCHE 
Panamera

12 0.0% 18 0.1%

PORSCHE 
Cayman

0 0.0% 3 0.0%

PORSCHE TOTAL 204 0.6% 123 0.4%

MAHINDRA

MAHINDRA 
XUV

95 0.3% 121 0.4%

SSANGYONG 
Korando

23 0.1% 0 0.0%

MAHINDRA 
Xylo

11 0.0% 8 0.0%

MAHINDRA 
Scorpio

10 0.0% 15 0.0%

MAHINDRA 
Thar

0 0.0% 5 0.0%

MAHINDRA TOTAL 139 0.4% 149 0.5%

SUBARU

SUBARU 
Forester

60 0.2% 59 0.2%

SUBARU BRZ 21 0.1% 0 0.0%

SUBARU XV 11 0.0% 14 0.0%

SUBARU 
Outback

6 0.0% 16 0.1%

SUBARU WRX 2 0.0% 2 0.0%

SUBARU TOTAL 100 0.3% 91 0.3%

MASERATI

MASERATI 
GranCabrio

4 0.0% 4 0.0%

MASERATI 
GranTurismo

3 0.0% 1 0.0%

MASERATI 
Quattroporte

1 0.0% 1 0.0%

MASERATI TOTAL 8 0.0% 6 0.0%

CHANGAN SA CHANA Benni 0 0.0% 14 0.0%

CHANGAN SA TOTAL 0 0.0% 14 0.0%

GRAND TOTAL 31 848 100.0% 31 899 100.0%

Figures courtesy of the Department of Trade and Industry and RGT SMART.

 continued from previous page

 TOP 5 LCV MANUFACTURER RETAIL SALES FOR MARCH 2013 

MANUFACTURER TYPE 2013 SHARE 2012 SHARE

TOYOTA

TOYOTA Hilux 3 637 25.9% 3189 23.0%
TOYOTA 
Quantum

1142 8.1% 1038 7.5%

TOYOTA 
Landcruiser PU

195 1.4% 287 2.1%

TOYOTA 
Landcruiser SW

17 0.1% 33 0.2%

TOYOTA 
Avanza

16 0.1% 43 0.3%

TOYOTA TOTAL 5 007 35.6% 4 590 33.1%

NISSAN

NISSAN NP200 1 712 12.2% 1 829 13.2%
NISSAN NP300 
Hardbody

754 5.4% 775 5.6%

NISSAN Navara 382 2.7% 287 2.1%
NISSAN 
Hardbody

33 0.2% 3 0.0%

NISSAN Patrol 
PU

1 0.0% 6 0.0%

NISSAN TOTAL 2 882 20.5% 2 900 20.9%

 TOP 5 LCV MANUFACTURER RETAIL SALES FOR MARCH 2013 

MANUFACTURER TYPE 2013 SHARE 2012 SHARE

GMSA

CHEV Utility 1 464 10.4% 1 699 12.2%
ISUZU KB 897 6.4% 1171 8.4%
CHEV Spark 16 0.1% 0 0.0%
OPEL Vivaro 15 0.1% 24 0.2%
CHEV Lumina 
UTE

12 0.1% 22 0.2%

GMSA TOTAL 2 405 17.1% 2 925 21.1%

FMC

FORD Ranger 1 819 12.9% 1 806 13.0%
MAZDA BT-50 211 1.5% 62 0.4%
FORD Transit 139 1.0% 0 0.0%
FORD Bantam 0 0.0% 24 0.2%

FMC TOTAL 2 169 15.4% 1 892 13.6%

VOLKSWAGEN 
GROUP SA

VW Amarok 510 3.6% 632 4.6%
VW Caddy 123 0.9% 136 1.0%
VW T5 
Transporter PU

29 0.2% 34 0.2%

VW T5 
Transporter 
Cr-Bus

20 0.1% 22 0.2%

VW T5 
Transporter 
P-Van

16 0.1% 20 0.1%

VOLKSWAGEN GROUP SA TOTAL 698 5.0% 844 6.1%

MAHINDRA

MAHINDRA 
Scorpio Pik-Up

139 1.0% 163 1.2%

MAHINDRA 
Bolero

64 0.5% 67 0.5%

MAHINDRA 
Genio

25 0.2% 19 0.1%

SSANGYONG 
Actyon Sports

5 0.0% 0 0.0%

MAHINDRA 
Xylo

0 0.0% 3 0.0%

MAHINDRA TOTAL 233 1.7% 252 1.8%

TATA
TATA Xenon 105 0.7% 96 0.7%
TATA Super Ace 98 0.7% 0 0.0%
TATA Worker 24 0.2% 30 0.2%

TATA TOTAL 227 1.6% 126 0.9%
MITSUBISHI 
MOTORS SA

MITSUBISHI 
Triton

150 1.1% 74 0.5%

MITSUBISHI MOTORS SA TOTAL 150 1.1% 74 0.5%
JAGUAR LAND 
ROVER

L-R Defender 72 0.5% 80 0.6%

JAGUAR LAND ROVER TOTAL 72 0.5% 80 0.6%
MERCEDES-BENZ 
SA

MERCEDES 
Vito

69 0.5% 52 0.4%

MERCEDES-BENZ SA TOTAL 69 0.5% 52 0.4%

FIAT GROUP

FIAT Fiorino 43 0.3% 0 0.0%
FIAT Doblo 
Cargo

11 0.1% 5 0.0%

FIAT Ducato 2 0.0% 1 0.0%
FIAT Strada 0 0.0% 1 0.0%

FIAT GROUP TOTAL 56 0.4% 7 0.1%

PCSA

PEUGEOT 
Partner

19 0.1% 37 0.3%

PEUGEOT 
Expert

9 0.1% 7 0.1%

CITROEN 
Berlingo

8 0.1% 3 0.0%

PEUGEOT 
Expert Tepee

1 0.0% 6 0.0%

CITROEN Relay 0 0.0% 2 0.0%
PCSA TOTAL 37 0.3% 55 0.4%

JMC
JMC Carrying 15 0.1% 0 0.0%
JMC Boarding 14 0.1% 0 0.0%

JMC TOTAL 29 0.2% 0 0.0%

RENAULT
RENAULT 
Kangoo

17 0.1% 31 0.2%

RENAULT Trafi c 5 0.0% 8 0.1%
RENAULT TOTAL 22 0.2% 39 0.3%

CHANA
CHANGAN 
Star 2

0 0.0% 32 0.2%

CHANA Star 0 0.0% 7 0.1%
CHANGAN SA TOTAL 0 0.0% 39 0.3%
GRAND TOTAL 14 056 100.0% 13 875 100.0%

Figures courtesy of the Department of Trade and Industry and RGT SMART.
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TOP 5 LCV CAR MARKET BY TYPE FOR MARCH 2013
NAAMSA 

STANDARD
TYPE 2013 SHARE 2012 SHARE

SUB 
ONE-TON

NISSAN 
NP200

1 712 12.2% 1 829 13.2%

CHEV Utility 1 464 10.4% 1 699 12.2%

CHEV Lumina 
UTE

12 0.1% 22 0.2%

CHEV Corsa 
Utility

1 0.0% 9 0.1%

CHANA Star 0 0.0% 2 0.0%

SUB ONE-TON TOTAL 3 189 22.7% 3 618 26.1%

ABOVE ONE-
TON DCAB

TOYOTA Hilux 1 217 8.7% 871 6.3%

FORD Ranger 922 6.6% 946 6.8%

VW Amarok 362 2.6% 281 2.0%

ISUZU KB 295 2.1% 348 2.5%

NISSAN 
Navara

267 1.9% 254 1.8%

ABOVE ONE-TON DCAB 
TOTAL

3 583 25.5% 3127 22.5%

ABOVE ONE-
TON SCAB

TOYOTA Hilux 1991 14.2% 1991 14.3%

NISSAN 
NP300 
Hardbody

579 4.1% 608 4.4%

FORD Ranger 558 4.0% 351 2.5%

ISUZU KB 533 3.8% 753 5.4%

VW Amarok 148 1.1% 351 2.5%

ABOVE ONE-TON SCAB 
TOTAL

4 568 32.5% 4 703 33.9%

An excellent March for Cayenne sales helped Porsche to a total of 204 units!

TOP 5 LCV CAR MARKET BY TYPE FOR MARCH 2013
NAAMSA 

STANDARD
TYPE 2013 SHARE 2012 SHARE

ABOVE ONE-
TON XCAB

TOYOTA Hilux 429 3.1% 327 2.4%

FORD Ranger 339 2.4% 509 3.7%

NISSAN 
Navara

115 0.8% 33 0.2%

MAZDA BT-50 74 0.5% 27 0.2%

ISUZU KB 69 0.5% 70 0.5%

ABOVE ONE-TON XCAB 
TOTAL

1 042 7.4% 984 7.1%

MINIBUS

TOYOTA 
Quantum

1 040 7.4% 975 7.0%

FORD Transit 44 0.3% 0 0.0%

VW Caddy 32 0.2% 36 0.3%

MERCEDES 
Vito

28 0.2% 7 0.1%

VW T5 
Transporter 
Cr-Bus

20 0.1% 22 0.2%

MINIBUS TOTAL 1 167 8.3% 1 066 7.7%

PANEL VAN

TOYOTA 
Quantum

102 0.7% 63 0.5%

FORD Transit 95 0.7% 0 0.0%

VW Caddy 91 0.6% 100 0.7%

FIAT Fiorino 43 0.3% 0 0.0%

MERCEDES 
Vito

41 0.3% 45 0.3%

PANEL VAN TOTAL 507 3.6% 377 2.7%

GRAND TOTAL 14 056 100.0% 13 875 100.0%

Figures courtesy of the Department of Trade and Industry and RGT SMART.
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Britain’s Matthew Wilson, son of the great Malcolm Wilson, and 
Chris Patterson fi nished second in last weekend’s Sasol Rally, as 
invitational drivers in their Ford Fiesta.

Picture Page

Beauty and the beast. This XK120 is in Hamptons after a full 
restoration, so think seriously into seven fi gures if you are lusting 
after it. The beast is that yellow Cobra thingie on the left.

Inside the Snakepit. The immaculate car in the foreground 
is a Backdraft, the others are various projects being sorted 
for customers. The expression on the little guy’s face says it all.

The great Jo Siffert-Kurt Ahrens Porsche 917, which fi nished 
second at Kyalami in the 1970 9-Hour in these colours. A weekend project for the not-easily-daunted.
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BY STUART JOHNSTON

Th is Sunday past I popped in at Hamptons, the 
used-exotic and classic car dealership in Randburg 
that is making the whole classic car thing work as a 
business, rather than a starry-eyed hobby.

Hamptons was celebrating the fact that Th e 
Snake Pit, the workshop run in Johannesburg 
to service the needs of Backdraft  Racing Cobra 
replicas, has now moved into a courtyard on 
the Hamptons property, under the leadership of 
Paul de Klerk, who has a lifetime of experience 
in the refurbishment of V8 cars, spray-painting, 
and, it has to be said, building excellent client 
relationships.

Hamptons is the offi  cial Jo’burg agent for these 
lovely Cobra replicas, built by Durban motorsport 
legend Tony Martin, and if you want to see just how 
revered they are world-wide, especially in the US, 
just go to You Tube.

Th e Cobra Club turned out for the celebra-
tion of steak and eggs, burgers and coff ee, and as 
these burbling, snorting, grumbling beasts pulled 
into the alleyway, and lined the side streets, I re-
membered back to a time when I wrote what was 
the very fi rst story on the very fi rst Cobra replica 
built here by a company called Rich Industries in 
Port Elizabeth.

In late 1985, some guy in Jo’burg had read my 
story, published in Car Magazine in mid-1984, and 
he off ered me the chance to spend a week with his 
fully-imported Cobra replica that he was planning 
to market here.

Th is was quite amazing, considering I was a 
young wild-eyed biker-turned car journo, who just 
happened to write a good story on the Cobra be-
cause I’d actually seen the late Bobby Olthoff  race 
one at Kyalami in 1965, a real one!

Anyway, this chap, whose name now eludes me, 
loaned me the car and I entertained myself and my 
buddies all week roaring around Pretoria. It had a 
genuine 427 side-oiler Ford V8 fi tted to it, just like 
the genuine ones, and it was the best thing we’d ever 
seen or driven.

I have two mates who remember trips in that 
car all too well. One was John Montanari, one of 

the most fuel-impregnated petrol-heads it has ever 
been my pleasure to know. John is a Lotus 7 man 
nowadays, having raced one for Roger Pearce to 
huge success back in the late 1980s, and his current 
road-going version is one of the most period-correct 
examples in the country.

He remembers being in the passenger seat of 
that seven-litre Cobra replica as it began to squirm 
sideways in a long winding sweep on the Pretoria 
Witbank Highway, and me playing with the throttle 
to keep the thing pointing in the right direction, at 
over 200 km/h. Th at is faith, man, and a lack of ap-
preciation of what can go wrong, especially in other 
people’s kit cars. Also, this was a Friday morning, 
for goodness sakes!

I then popped in at a Waltloo workshop (near 
the current Ford plant) to show it to my bud, Ed 
Murray, he of kart-racing fame who happened to be 
building a very early Kit Car Centre Cobra at the 
time, and we went snorting and tarmac-ripping off  
towards Th e Willows.

On the way back, on Simon Vermooten Road 
at a stoplight, I was gurgling at the pleasure of it all, 
in synch with the side-pipe utterings from Cobra, 
when I heard a screeching sound from behind. A 
glance in the dashboard-mounted rear-view mirror 

produced an image of a ratty Mini bearing down on 
us in a full-blooded, out-of-control slide!

Luckily I had the Cobra in gear, so I wound 
on steering lock and dumped the clutch, whipping 
the snake off  the roadway just as the Mini came 
screeching past us with about a millimetre to spare.

Next thing it whacked into the traffi  c light pole 
and rolled onto its roof. And, next thing, two okes 
dressed only in their underpants emerged, looking 
as if their worst nightmare had become a reality.

It had, and it was about to get worse. A few 
seconds later a Datsun SSS, with requisite louvres, 
fur on the dashboard and bargain-bin chromed 
steel “mags”: screeched to a stop. Up front were two 
dudes that made the average Blue Bulls supporter 
look undernourished and frail. And behind them 
were two women who managed to look frightened 
and seriously miff ed at the same-time.

Th e giants emerged from the Triple S and 
strode purposefully towards the Mini and its evac-
uees. Th e women began to look more worried. Th e 
okes in their under-rods began to quiver.

Me and Ed, we got the hell out of there.
Enough excitement already on a Friday morn-

ing, when we all should have been busying ourselves 
with earning a living. ■

Cobras and Other Snakes

In search of snake-bite serum.
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