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Auto Live: PFK Electronics is a very 
impressive business with ex-
ports to some 26 countries glob-
ally in the hi-tech fi elds of auto-
motive electronics. How did a 
South African company man-
age to carve such a niche for 
itself in such a globally-compet-
itive market? Are our electronic 
engineers better equipped to 
come up with innovations?

Gary  Stanton: PFK started in 1985, 
it was started by engineers, it 
started with a passion for elec-
tronics in the automotive mar-
ket. Th e company has grown 
over time, and we have worked 
hard to ensure engineering 
stays at the core of the business 
together with the entrepreneur-
ial spirit that started the busi-
ness. A lot of new skills have 
been added to the company, 
new people that share a down-
to-earth passion for making a 
diff erence. We’ve grown into a 
market leader, we’ve become a 
lot more sophisticated as a com-
pany, more sustainable. When 
a company has gone through a 
metamorphosis like ours has, 
you understand what the key 
values of the business are, what 
made it successful, and you 
build on that. I think from the 
point of view of South Africa 
– and I’ve travelled around the 
world because we have so many 
of our products around the 
world – I do believe in South 
Africa we are blessed with an 

entrepreneurial spirit, especial-
ly when compared to some of 
the more industrialised coun-
tries like Australia, the UK and 
America. We supply to those 
countries and yet we are com-
peting with the Chinas of the 
world, and other Asian coun-
tries. I believe we have great 
customer service here, very 
much a like-minded business 
culture and we are very fl ex-
ible in our business approach 
as well, which is perhaps where 
we diff erentiate ourselves from 
the Chinese. We are innovative 
and that helps us keep on be-
ing successful. We are winning 
awards constantly, we recently 
won the KZN Manufacturing 
Award and we are also mak-
ing pretty good profi ts. It’s not 
just the engineers that come up 

with the innovations, it’s a team 
approach.

AL:  You’ve tied all that up in a nice 
neat bundle, getting back to the 
end of a rather lengthy opening 
question. How long have you 
been on board as MD, Gary?

GS:  I’ve been with PFK for 10 
years, I originally joined as 
Financial Director and I’ve 
been Managing Director for 
fi ve years.

AL:  And what is your business 
background?

GS:  I’m a qualifi ed CA, I used to 
work at Deloittes.

AL:  Was that in South Africa? We 
take it you are from the UK?

GS:  I qualifi ed in the UK and came 
over here with Deloittes, spend-
ing a number of years in their 
Durban offi  ce. Th en I joined 
PFK directly from there.

AL:  With such a competitive global 
market PFK has been amaz-
ingly successful, although your 
company is fairly under the 
radar in the eyes of the general 
public. How do you break into, 
and sustain your presence in a 
global market as PFK has done? 
Is it quality of product, reliable 
delivery…?

GS:  First of all it’s relationships. 
We’ve been blessed with some 
key relationships in those world 
markets, we have a very suc-
cessful market in America and 
Russia and we’ve exported for 
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Editor’s Note
Lunch With An Enthusiast
As AutoLive appears on this day, 
Th ursday, July 25, 2013, Toyota 
will be hosting a breakfast media 
conference announcing its plans 
for the 2014 Dakar Rally. A week 
or so ago I had lunch with Richard 
Schilling, who heads up the SA 
Cross Country Championship 
commission for Motorsport South 
Africa. A keen fan of AutoLive, 
not least because he and the editor share a common interest in 
air-cooled VWs (Richard won many off -road races in air-cooled 
bugs, and is also a three-time winner of the Roof of Africa Rally), 
he reckons that our Donaldson Filters-sponsored cross-country 
racing scene is not only world class at the moment, but probably 
the best championship in the world.

Not only, said Richard, do we have a guy like Glynn Hall and 
his team creating off -road racers that compete with the best that 
international factory eff orts can muster, but he reckons our crews 
can cut it with anyone out there. And SA championship events 
regularly draw an entry of 60 cars and more!

Giniel de Villers, of course, proved this in his past two Dakar 
events in the Hall Motorsport-built Toyota Hilux, when he 
claimed two podium fi nishes, and Duncan Vos also scored a top-
10 fi nish on his very fi rst Dakar.

Now, says Richard, 
an announcement will be 
made soon that locally-
built Ford Rangers are 
being readied for Dakar 
2014, so just remem-
ber that you heard it in 
AutoLive fi rst. Th e man 
supervising the build 
job is unsurprisingly be-
lieved to be KZN-based 
long-time Ford man, 
Neil Woolridge.

So, thanks for the 
lunch and the scoop, 
Richard, and keep on 
cruising in your air-
cooled Porsche 356A!

Stuart Johnston,
Editor
stujohn@autolive.co.za

To advertise in  contact

Bruno Lupini on 081 354 7212 or email on bruno.lupini@gmail.com OR
Kieran Rennie on 083 225 9609 or email on chat@kieranrennie.co.za

Arch enthusiast Richard 
Schilling (see The 
Editor’s Lunch with an 
Enthusiast article).

Tips on avoidance and what 
to do in a hijack situation

One of the biggest fears that plague South 
African motorists is the unfortunate in-
cident of being targeted in a hijacking. 
Violent hijacking statistics have however 
shown a decrease over the last few years 
due to increased policing and private se-
curity measures. While this is good news 
for motorists across the country, it is by no 
means a reason to become complacent.

“It is oft en a simple case of a victim 
driving a particular car that an ‘order’ has 
been put out on,” explains Jerry Pierce, 
Operations Manager of Cartrack South 
Africa. “Statistically you are more likely to 
be hijacked during weekdays, especially on 
a Friday, between 16h00 and 20h00 in the 
evening, with hijackers commonly using 
unlicensed fi rearms to commit the crime.”

Most hijackings occur in the victim’s 
driveway. “It all boils down to the driver 
being vigilant and aware of their sur-
roundings,” says Pierce. “Take note of 
vehicles that are following you and pay at-
tention to drivers that are behaving suspi-
ciously. Make sure your driveway is well lit 
and clear of shrubbery and pay attention 
to pedestrians or vehicles that are parked 
close to your home. Never pull into your 
driveway while you wait for your gate to 
open. Don’t leave your keys in your vehicle 
while opening a manual gate and never sit 
in your parked vehicle without being con-
scious of your surroundings. Alarm bells 
should be ringing when your pets do not 
greet you at the gate upon your arrival,” 
he adds.

“If you ever feel uneasy or unsure, 
drive past your driveway and go to your 
nearest police station or a public place 
with a lot of people to avoid becoming a 
statistic. If you subscribe to a private se-
curity company, notify them immediately 
of your concerns and drive to the closest 
patrol car. Many security companies off er 
an escort service for their clients when en-
tering or leaving their premises – make use 
of it,” Pierce advises.

Any parent’s deepest fear is to have 
their child stuck in the crossfi re in the event 
of a hijacking scenario. “In this situation it 
is crucial to remain calm no matter how dif-
fi cult that may sound. Tell the hijackers that 
there is a child or children in the vehicle and 
that you are going to remove them from 
their seats. Do not make eye contact and 
keep your focus on your children and keep-
ing them calm. Always keep your hands vis-
ible and don’t make sudden movements. If, 
for whatever reason, you need to exit your 
vehicle while a small child is still strapped 
to a baby seat, take your car keys with you 
as a ‘bargaining’ tool. Always instruct older 
children to leave the vehicle when you do, 
to get them out of harm’s way,” says Pierce.

Hijackers are however less likely to 
target a victim that has a small child in the 
vehicle as it poses much more of a threat 
to the hijacker. “Parents are exceedingly 
protective of their children and therefore 
more likely to react unpredictably. Th e 
golden rule to remember is that the crimi-
nals are looking for someone that will 
comply with their demands – quietly–with 
minimal resistance,” explains Pierce.

If you are unfortunate enough to fall 
victim to a hijacking incident and you 
manage to come away from it unscathed, 
remember to alert your vehicle tracking 
service provider to aff ord the authorities 
the means to corner the hijackers. Th e 
speed at which you react is absolutely of 
the essence to ensure a successful recovery.

“Do not try and activate a panic but-
ton while you are in a hijacking situation 
as this could anger a hijacker, who is more 
than likely already on edge. Your ultimate 
and only objective is to get away from the 
hijacking physically unscathed, with your 
loved ones. Th e vehicle is of no conse-
quence and can be replaced, lives can how-
ever not. Only once you are out of harm’s 
way, activate your remote panic button or 
contact your vehicle tracking company,” 
says Pierce.

Hijackings Still One of Most Feared Crimes 
among South Africans, says Cartrack

continued on page 5 
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many years into the UK. And once those rela-
tionships are nurtured it’s about quality, prod-
uct, our price and our service. Our customer 
service is top notch. If there are any issues, we 
are on a plane, helping a customer. It’s that 
fl exibility too that makes us successful, it’s 
not a one-size-fi ts-all, which many Chinese 
electronic companies are. We actually tailor a 
solution to a particular customer and we build 
our success on that.

AL:  Can you mention some of your global cus-
tomers? I believe you are very successful with 
Ford, on a global level.

GS:  We have one main Ford contract and that’s lo-
cally. We supply the instrument cluster for the 
Ford Ranger. Th at came about through our 
acquisition of Shurlok. We have a number of 
diff erent OEM contracts.

AL:  Internationally, who do you supply?
GS:  Internationally we supply an array of dif-

ferent customers. On the OEM side we sup-
ply Eaton and Tenneco in the United States, 
Lotus in the UK, Proton in Malaysia, and lo-
cally we supply General Motors, Toyota, VW, 
Nissan and Ford. And then overseas we sup-
ply a lot of our aft ermarket products, immo-
bilisers, alarms and various other automotive 
electronic products.

AL:  How many people does PFK employ? Do you 
have global offi  ces as well?

GS:  About 550 people. Th e majority of people are 
in South Africa, we have offi  ces in Durban, 
Johannesburg, Cape Town and P.E. and a fac-
tory in Pietermaritzburg and Durban, and we 

have sales offi  ces in the UK and in Sweden. 
In addition we appoint distributors in our 
overseas markets that exclusively supply the 
Autowatch range of products.

AL:  You have an impressive array of products that 
you export worldwide. Can you expand on the 
details on some of these?

GS:  We have four divisions. Firstly we have 
Autowatch vehicle security brand, that’s 
where PFK started, vehicle security as in 
alarms and immobilisers and that’s sold into 
the aft ermarket and in South Africa we have 
about a 70 per cent market share. We sell that 
through our fi tment centres of which there 
about 500. Similar products are sold over-
seas as well into the US, Australia, the UK 
and others.
  Th en we started supplying a tracking prod-
uct to a customer in Russia, it’s a stolen vehicle 
recovery product and we sold that for a num-
ber of years. And then about 2 years ago we 
opened up a local division within PFK called 
Autowatch Tracking. We also have our own 
vehicle recovery business in South Africa and 
a very strong fi tment network throughout 
the country. Because we design all our own 
products we are able to release new products 
quickly and tailored towards specifi c custom-
er requirements. We have a battery-powered 
asset tracker which is one of the best in the 
world. We recently launched a new product 
which focuses on the driver-behaviour insur-
ance market which combines with the stolen 
vehicle side of the market so the customer 
gets the best of both worlds, a stolen-vehicle 
recovery unit plus a product that provides 

statistics to the insurance companies, to man-
age their risk and price their premiums appro-
priately. We are really beginning to compete 
with the big tracking players as we design 
and manufacture the hardware and back end 
and customer interfacing soft ware, so from 
a quality and cost point of view we are in a 
strong position.

 continued from page 2

THE LEADING TECHNOLOGY 
BEHIND LEADING BRANDS
Technologically-advanced OEM solutions

PFK Shurlok, a division of PFK Electronics, is a leading OEM supplier with 
expertise in areas including CANBus controllers, security systems and 
telematics systems.

As an OEM specialist, PFK Shurlock focuses on full life-cycle solutions, 
from concept to full production or build-to-print under licence from 

state-of-the-art ISO/TS 16949 approved facility that covers 
8,500 m2 – one of the largest in South Africa.

For more info visit www.pfk.co.za

continued on page 5 

Maritzburg-based PFK Electronics 
currently supplies instrument clusters to 
Ford SA and is seeking similar contracts 
with other OEMS.

www.pfk.co.za
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AL:  In terms of fi tment of aft ermarket tracking 
devices and the like we have heard it said that 
fi tment can cause problems with the sophisti-
cation of a modern car’s electronics.

GS:  We’ve had a relationship with our fi tment 
centres for 25 years so we have a technical 
department that provides extensive training, 
product support and all of our fi tment centres 
approved by Autowatch have properly trained 
staff . We also run random audits on these 
centres. Th ey have all the vehicle specifi c in-
formation we have as well via our web portal.

AL:  So you are saying they are not going to drill 
through a mudguard into the main wiring 
loom, for instance.

GS:  (Laughs) Th ey wouldn’t be one of our fi tters if 
they did that.

AL:  Recently you won awards for your Alcohol 
interlock technology, a wireless alcohol 
breathalyser, (which prevents a driver 
from starting his vehicle if inebriated). 
Is it true you have had OEM approval for 
these products?

GS:  Not specifi cally, that is our third division, 
which is our Alcolock division, We won the 
Gold Award for innovation at Automechanika 
for it this year, and we are very proud of that. 
We provide that product into the commercial 
market for fl eet managers or some countries 
where it is legislated that drivers have to have 
these devices fi tted. And there are other coun-
tries like the United States where we supply 
the device to the Off ender programme. Th at’s 
where guys with drink-driving records have 
to have one of these devices fi tted as they 
drive on probation. Th ey are manufactured 

here in our new ISO TS 16949 accredited 
facility in Pietermaritzburg to the highest 
quality standards.

AL:  What’s the fourth division in your line-up?
GS:  Th at is PFK Shurlok. Th at focuses on the OEM 

market. Whilst most of our products are de-
signed and manufactured by ourselves, a lot 
of the product for OEMs is built under licence 
to various manufactures. Th at’s where we 
supply products like our instrument clusters 
and body control modules. Everything goes 
through our same manufacturing facility in 
Pietermaritzburg, so, everything complies to 
the same high quality standards. Our facil-
ity in Maritzburg is 8 500 square metres. All 
the manufacturing happens in Maritzburg 
now but we still have our production facility 
in Durban that is standing empty at the mo-
ment because we are working on some big 
contracts on the OEM and contract manufac-
turing side and we will use that capacity in the 
near future.

AL:  Can you mention anything regarding these 
contracts?

GS:  We are talking to the likes of BMW, Mercedes-
Benz, Toyota, VW and Nissan. Th ere is a big 
drive towards localisation of components and 
all the OEMs are looking towards produc-
ing electronic modules and instrument clus-
ters and the like locally. And we can possibly 
start supplying them, even designing them 
ourselves, or manufacturing under licence to 
overseas designs.

AL:  What would the turnaround time be on some 
of these products if you are successful?

GS:  Some of them could start as early as next 
year, when we would eff ectively take over 
existing production lines from overseas and 
some of the others could come on line be-
tween 2015 to 2018, so it’s quite a long sales 
pipeline. We are extremely bullish about 
these new business opportunities and it 
provides excellent diversity of earnings for 
the business. ■

 continued from page 4

PFK’s ultra modern international standard plant in Maritzburg.

It is important to be compliant, but observant, 
should you fall victim to a hijacking situation. “It’s 
the smaller details that are essential such as the di-
rection that they came from; the hijacker’s build, 
sex, body movement, clothing, distinctive marks 
and any conversation that may have taken place,” 
explains Pierce.

A major factor contributing to criminals re-
sorting to hijacking is the growing black market for 
vehicle spare parts.

Alarming insurance industry statistics paint a 
concerning picture of under-insurance, or a total 
lack of any insurance, on an estimated 40% of the 10 
million cars on South African roads. Th is statistic is 
signifi cant as it is one of the key drivers behind the 
existence of illegal chop shops and backstreet panel 
beaters that deal in stolen car parts.

“Illegal chop shops and back street panel 
beating is a booming trade, and the reason they 

can fi x vehicles at absolutely cut rate prices is be-
cause they fund their businesses mostly through 
criminally obtained parts. As long as cash-
strapped and irresponsible vehicle owners create 
the demand for these back yard services, criminal 
syndicates will continue to operate and fl ourish,” 
says Pierce.

It’s a vicious circle as innocent people become 
victims of crime in armed robberies and hijack-
ings to fuel the illegal parts trade. “If you have or 
are considering using a back-street operation to re-
pair your vehicle, you have to ask yourself whether 
you are prepared to live with the consequences,” 
warns  Pierce.

Stolen vehicles are even taken cross border due 
to waiting lists. “You can wait up to eight or nine 
months for the delivery of a legitimate vehicle in 
several of our neighbouring countries. Th ere is 
defi nitely a strong correlation between vehicle theft  
rates and the proximity to the border in this specifi c 
instance,” says Pierce.

South Africans need to approach their safety 
and security more holistically, employing stringent 
security checks and measures from their vehicle 
through to their homes and driveways. “While the 
violent hijackings that gripped South Africa a few 
years ago are not as prevalent, vehicle theft  and hi-
jacking stats are still very high and a sobering real-
ity of suburban life. Being super vigilant as well as 
putting in as many stops to prevent crime and safe-
guard yourself and your loved ones is a reality for 
South Africans,” he concludes.

Cartrack has been independently and offi  cially 
audited with a vehicle recovery rate of 95%. Not only 
is this currently one of the highest recovery rates in 
the market by a signifi cant margin, but Cartrack 
is also the only vehicle tracking company in South 
Africa to open its recovery books for offi  cial audit-
ing by an external auditing fi rm.

For more information call Cartrack on 0861 22 
78 72 or go to:

www.cartrack.com ■

 continued from page 3
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Honda’s Graham Eagle says Honda 
is bringing back the sport into its 
production cars.

Auto Live: Honda has been through a diffi  cult 
period in the recent past. But there seems to 
be light at the end of the tunnel and it doesn’t 
seem to be an express train.

Grah am Eagle: Ha ha. Yes, like everyone in 2008 
the market went into decline, up until then 
we’d had quite an aggressive plan in place and 
everything was looking great.
  Th en we had the tsunami in Japan and what 
was strange was it didn’t really aff ect our fac-
tory, it did our R&D centre, yes, but it was bad 
luck on our part that our suppliers were worse 
aff ected than some of the other Japanese 
companies. Japan was consequently forced to 
delay the introduction of the new Civics, and 
this put us out of C-segment cars altogether.
  No sooner had we got through that , just 
aft er we’d launched the Ballade, the Th ailand 
fl oods hit, and Honda was probably alone 
amongst Japanese manufacturers in Th ailand 
forming such a key part of the entire compo-
nent process, cars built for us, the UK and 
so on, so we had this second round of set-
backs. At fi rst I thought we’d only suff er with 
Ballade, but it turned out our CRVs from the 
UK and Civics were also aff ected. Meanwhile 
we’d introduced both Civics and the SA mar-
ket had shown a lot of growth but a lot of that 
growth was coming at the bottom end of the 
market, so we realised we needed a smaller 
car, looked around and found Brio.
  Th at came last year and I could see the 
improvement, fi rst with new Civic, then new 
CRV and of course with Brio, which is in-
cremental because we’ve never played there 
before.

AL:  Obviously Brio gets Honda’s volumes up. How 
important is it in attracting customers to your 
dealerships and possibly to buy up into more 
expensive Hondas?

GE:  It’s been massive for us. We monitor dealer 
traffi  c and we found that quite a few Brios were 
bought by parents for their children just get-
ting into the car scene, and these parents were 
exposed to the Honda range, which possibly in 
the past they may not have looked at. So they 
weren’t just looking at that small entry car for 
the youngster. We’d always said to our dealers 
we had two objectives: volume for the dealers 
and to make them more viable aft er a tough 
time, and to bring in the younger customer, 
which gets them into the Honda brand.

AL:  Presumably the margins on a Brio wouldn’t be 
as big as they are on a CRV, for instance.

GE:  No they aren’t and not on a percentage basis 
either. But with fi rst-time buyers there aren’t 
that many trade-ins, and in the industry at 
the moment a lot of dealer margin goes in 
subsidising the trade-in on an existing buyer. 
What happens is that with people buying cars 
over a 72 month period – and this is general, 
we are not talking specifi cally Honda here – 
those same cars are oft en traded at 36 months, 
and oft en these cars don’t have the residual 
value needed to pay off  what is owing on the 
contract. So the dealer oft en takes a knock on 
the margin to support those trade-ins. With a 
car like Brio there is less pressure to support 
trade-ins.

AL:  In terms of quality are you happy with the 
Brio. I have my opinions and I don’t think it’s 
quite up to the Japanese standards we are used 
to from Honda.

GE:  I think that might be fair, but what you are 
probably referring to is some of the plastics, 
and fi t and fi nish. I am confi dent that it is 
built for tougher conditions in Asia, which 
it will encounter in the emerging mar-
ket here. It was engineered for both India 
and Th ailand. I am confi dent over the test 
of time it will prove to have Honda levels 
of toughness.

AL:  Previously back in 1982 or so, Honda was 
introduced to this country as a sort of baby 
Mercedes for the wives of rich Mercedes 
owners. How diffi  cult has it been to establish 
it as its own brand in its own right here?

GE:  Th at’s an interesting question and one we’ve 
faced for 12, going on 13 years here now. 
Having come on board six months aft er 
Honda set up on its own here, I have to say 
it came with a nice reputation of perceived 
quality, perceived as the second Mercedes in 
the household. I think that Honda, however, 
would never have sustained that image if it 
wasn’t ingrained in the car in the fi rst place, 
that quality. If I look at our research now, the 
Number One reason as to why people buy 
Hondas are reliability, longevity, durability. 
Th ose are real attributes of the car and not just 
marketing hype

AL:  As a motorsport enthusiast yourself, obviously 
driving pleasure plays a big part in your life. 
Does Honda still deliver that factor?

GE:  It does to a degree. Honda right now doesn’t 
have an out-and-out performance car in the 
range and that’s something I’m quite sad 
about. Honda put a lot of eff ort into emissions 
reduction when the weight of the world’s 
opinion swung that way and they are realis-
ing now that some of the sportiness was lost. 
Yes, the cars were nevertheless nice to drive 
they drove well, handled well, but the NSX, 
the 2000, those kind of cars were missing. 
Th e good news is that there are a number of 
programmes in place for sporty derivatives 
right now, and I think the new NSX will be 
quite a ground-breaker, with hybrid technol-
ogy, torque-vector steering and lots of per-
formance. Th ere is a new Type R coming and 
Honda has been open about it, they are deter-
mined to have the fastest front-wheel-drive 
car around the Nurburgring with that car!

AL:  Will these cars be coming to South Africa?
GE:  Yes. All of those I’ve mentioned will be com-

ing to South Africa. Th en of course we have 
the Civic fi ve-door in British Touring Car al-
ready and Honda coming back into Formula 
One in 2015. Th is is all part of a recogni-
tion that Honda needs to get back to those 
core values! ■

Interview – Graham Eagle, Honda Motor 
Southern Africa’s Director of Automobiles
AutoLive spoke to Graham Eagle after the recent Brio Sedan launch
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General Motors South Africa (GMSA), along with 
employees from GM dealer Williams Hunt PE and 
players from the Chevrolet Warriors Cricket Team, 
visited the Esinelitha Day Care Centre in Walmer, 
Port Elizabeth last week to carry out volunteer 
work in support of Nelson Mandela Day and the 67 
Minutes for Madiba campaign.

Th e Esinelitha Day Care Centre, which takes 
care of 71 toddlers in the Walmer Township area 
was adopted in 2012 by General Motors as part of 
the GM Childlife Foundation project, the Centre 
benefi ting from ongoing support and assistance 
from GMSA.

Th e volunteers cleaned up the facility, includ-
ing the toys, books and mattress store rooms. Gift  
packs were also handed over to the children, which 
included much-needed items like stationery and a 
beanie, a fl eecy jersey and a ruck sack for each child, 
along with a guaranteed smile-inducing sweets 
hamper.

“Th e additional help and especially the warm 
clothing from General Motors came as such a sur-
prise and it means all the children can now come 
to the Centre warmly dressed,” said Mama Joyce, 
Founder of the Esinelitha Day Care Centre.

Th e Centre, which was painstakingly built 
from nothing by ‘Mama Joyce’ is widely supported 

by Williams Hunt PE and has already benefi t-
ted from a R55 000 facility upgrade and a month-
ly grant from the GM Childlife Foundation, a 

relationship that will continue to fl ourish going for-
ward according to GMSA Public Relations Offi  cer 
Michelle Wilson. ■

In celebration of Mandela Day, Ford Motor 
Company of Southern Africa (FMCSA) spent its 67 
minutes at the Viva Foundation in Mamelodi East 
on 18 July.

“Th is year, more than ever, we were refl ecting 
on and celebrating Madiba’s vision. He has taught 
us all to look beyond ourselves and give back to 
those in need. As such we spent our 67 minutes 
with the children at the Viva Foundation, a char-
ity close to our hearts,” said FMCSA President and 
CEO, Jeff  Nemeth.

FMCSA employees descended on the Viva 
Foundation for a day of fun fi lled activities with 
the children of the Foundation. Activities such as 
face painting ensured the children were entertained 
throughout the day.

Th e Viva Foundation is a non-profi t organisa-
tion that strives to transform informal settlements 
into stable and economically viable communities. 
Th e Viva Foundation established the Viva Village 
in Mamelodi East’s Alaska Informal Settlement, 

where it provides pre-school facilities; a special 
needs programme for children, literacy, art and 
aft er-school care programmes for children. It also 
runs a feeding scheme that provides more than 
3500 meals to underprivileged families monthly.

“We rely upon the goodness of people, the 
public, and private sector companies in order to 

provide the services upon which we founded the 
Viva Foundation. Ford has been an on-going sup-
porter of the Viva Foundation and once again they 
were eager to support the children by coming out 
to the Foundation in celebration of Mandela Day,” 
the Chairman of the Viva Foundation, Leon Kriel 
commented.

FMCSA has supported the Viva Foundation 
for the past three years and last year donated a 
Ford Ranger to the Foundation. Th e Mamelodi 
community is home to many of FMCSA’s em-
ployees and is thus an important focus area for 
the company.

“It was a privilege to spend Mandela Day 
with the children from the Viva Foundation,” 
added Nemeth. “While these initiatives are a 
small gesture on our part it is a day the children 
relish. We are proud to be associated with excep-
tional work performed by the Viva Foundation 
and look forward to many more days such 
as these.” ■

Ford Motor Company SA got involved with 
some face-painting on Nelson Mandela 
Day at the Viva Children’s Home.

Michelle Wilson, from GMSA, enjoying Mandela Day with Natasha Banda, Mama Joyce 
and Milani Mangali.

Ford Staffers Spend Mandela Day at the Viva Foundation

GM Staffers, Dealers and EP Cricketers 
Do Their Bit on Mandela Day
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ISSUED BY: N.M.W. VERMEULEN, 
DIRECTOR

NAAMSA, the National Association of Automobile 
Manufacturers of South Africa, has submitted the 
following report on business conditions in the 
South African new motor vehicle manufacturing 
Industry and the automotive sector during the sec-
ond quarter of 2013.

1. EMPLOYMENT LEVELS 
AND TRENDS

Th e number of persons employed by the South 
African new vehicle manufacturing industry – 
comprising the major new vehicle manufacturers 
and specialist commercial vehicle and bus manu-
facturers – during the second quarter of 2013 may 
be set out as follows –

INDUSTRY TOTAL

Last pay week April, 2013 30 095

Last pay week May, 2013 29 969

Last pay week June, 2013 29 903

Industry employment levels and trends refl ect em-
ployees on the payroll of vehicle manufacturers.

Aggregate Industry employment as at 30th June, 
2013 totalled 29 903 – refl ecting a decline of 396 
jobs or 1.3% compared to the 30 299 Industry head 
count as at 31st March, 2013.

Employment levels at most of the vehicle man-
ufacturing facilities remained fairly stable.

Employment levels are expected to stabilize at 
current levels and could increase, over the medium 
term, as manufacturers ramp up production for ex-
port markets.

Th e average monthly Industry employment 
number for 2012 was 29 180 (2011: 28 292).

2. NUMBER OF SHIFTS

An increasing number of manufacturers operate 
double shift s in selected areas such as machining, 
press shops, paint shop operations and body shop.

Various manufacturers operate a third produc-
tion shift .

3. AVAILABILITY AND PRICE 
TRENDS OF COMPONENTS 
AND RAW MATERIALS

3.1 COMPONENTS
Imported Components

Th e availability and supply of imported original 
equipment components, during the second quar-
ter of 2013, overall remained satisfactory. Some 
shipment delays, due to construction at Durban 
Harbour, were reported.

Prices of imported components in foreign cur-
rency remained stable but landed costs of com-
ponents were aff ected by exchange rate weakness 
resulting in substantial increases in component 
pricing.

Local Components

During the second quarter of 2013, the avail-
ability and supply of locally produced compo-
nents was reported generally as satisfactory. 
Instances of industrial action at some suppliers did 
compromise supply.

Sustained and relentless focus on global cost 
competitiveness and general cost reduction targets 
continues to pressurise suppliers. Cost pressures – 
mainly labour, energy and transport – continue to 
impact suppliers’ competitiveness.

3.2 RAW MATERIALS
Imported Materials

Th e availability of imported raw materials, where 
applicable, remained satisfactory.

Pricing trends remain a function of exchange 
rate movements and commodity prices.

continued on next page 

NAAMSA Quarterly Review of Business Conditions
New Vehicle Manufacturing Industry / Automotive Sector – 

Quarter Ended 30Th June, 2013

AVERAGE MOTOR VEHICLE ASSEMBLY INDUSTRY CAPACITY UTILISATION LEVELS, BY SECTOR

YEAR
2006

YEAR
2007

YEAR
2008

YEAR
2009

YEAR
2010

YEAR
2011

YEAR
2012

1ST 
QTR
2013

2ND 
QTR
2013

2ND QTR 2013 
RANGE

(HIGH)  (LOW)

Cars 80.1% 67.7% 68.3% 59.4% 77.1% 81.6% 86.5% 78.2% 69.3% 100.0% 12.4%

Light 
Commercials

87.8% 82.7% 73.9% 56.5% 68.4% 73.5% 87.8% 69.1% 92.6% 100.0% 81.8%

Medium 
Commercials

97.9% 91.7% 89.9% 64.6% 77.2% 88.4% 84.3% 64.3% 65.0% 100.0% 5.8%

Heavy 
Commercials

95.1% 95.3% 87.6% 66.1% 77.5% 89.9% 86.9% 64.0% 73.1% 100.0% 22.0%

DETAILS OF ACTUAL INDUSTRY CAPEX FOR 2005 THROUGH 2012, IN 
RAND MILLIONS AND THE UPDATED PROJECTION FOR 2013

CAPITAL 
EXPENDITURE

2005 2006 2007 2008 2009 2010 2011 2012
2013

PROJECTION

Product/Local/
Content/Export 
Investment/ 
Production 
Facilities

2 805.3 5 058.1 2 458.7 2 807.7 2 215.9 3 351.1 3 522.7 3 837.2 4 525.5

Land and 
Buildings

512.1 758.0 382.4 329.1 178.7 441.2 176.4 431.9  301.0

Support 
Infrastructure 
(I.T., R&D, 
Technical, etc.)

258.7 398.8 254.4 153.1 74.1 202.4 203.6 409.2  393.1

TOTAL 3 576.1 6 214.9 3 095.5 3 289.9 2 468.7 3994.7 3 902.7 4 678.3 5 219.6

NAAMSA Director Nico Vermeulen.
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Local Materials

Local raw material price movements were af-
fected by exchange rate and commodity price 
movements.

4. UTILISATION OF PRODUCTION 
CAPACITY: 2006–2013

Average motor vehicle assembly Industry capacity 
utilisation levels, by sector and for the years/quar-
ters indicated, may be illustrated as follows –

Industry average capacity utilisation levels, 
during the second quarter of 2013, refl ect a mixed 
picture with car manufacturing trending lower and 
commercial vehicle production improving. One 
manufacturer reported very low capacity utilisation 
levels, in three sectors, for the quarter which has 
contributed to the lower Industry sectoral capacity 
utilisation fi gures.

5. NEW INVESTMENT/INVESTMENT 
APPROVALS: 2012 ACTUAL AND 
2013 UPDATED PROJECTION

NAAMSA reports the industry’s aggregate capital 
expenditure on an annual basis. Th e aggregated 
data is based on Capital Expenditure details sup-
plied by the seven major vehicle manufacturers 
and two truck producers. Details of actual indus-
try capex for 2005 through 2012, in Rand millions, 
as well as the updated projection for 2013 – are as 
follows –

Th e relatively high levels in capital expendi-
ture in recent years may be attributed in large part 
to Investment Projects by manufacturers in terms 
of the Automotive Production and Development 
Programme (APDP).

6. BUSINESS CONDITIONS AND 
PERFORMANCE INDICATORS

Business Conditions: 
Second quarter, 2013
2013 Second quarter aggregate Industry new car 
sales at 108 420 units recorded an improvement of 
8 164 units or 8.1% compared to the 100 256 new 
cars sold during the corresponding quarter of 2012. 
Aggregate Industry commercial vehicle sales dur-
ing the second quarter of 2013 at 50 058 units re-
corded an increase of 5 573 units or a gain of 12.5% 

compared to the 44 485 units sold during the sec-
ond quarter of 2012.

All sectors registered solid gains during the sec-
ond quarter of 2013 compared to the corresponding 
quarter in 2012. Th e confi guration of public holi-
days during the comparative second quarters would 
account in large part for the percentage diff erences. 
In 2012, the Easter holidays fell during the second 
quarter contributing to a lower base, whilst in 2013 
the holidays occurred at the end of the fi rst quarter 
contributing to a higher second quarter total.

Medium Term Outlook: Domestic Sales
Premised on international developments and the 
sharply lower domestic fi rst quarter gross domestic 
product fi gures, a number of local and international 
institutions have recently lowered economic growth 
forecasts for South Africa with the average projec-
tion for 2013 currently around 2% GDP growth in 
real terms. NAAMSA believes that the downward 
revisions may turn out to be too pessimistic and 
that South Africa’s economic growth performance 
for 2013 will be in excess of 2.0%–probably closer to 
2.4% for the year.

South Africa’s fi rst quarter GDP performance was 
aff ected by statistical distortions arising from the 
confi guration of public holidays. Stronger than ex-
pected wholesale and retail sales for April and May, 
2013 as well as other recent positive economic data 
– lend support to the view that growth could turn 

out better than generally expected. At this stage, 
NAAMSA‘s forecast for 2013 GDP growth remains 
at 2.4%.

Th e medium term outlook for the automotive 
sector will continue to be aff ected by the overall 
performance of the economy and by new vehicle 
pricing pressures as a result of the weaker exchange 
rate and the April, 2013 increase in CO2 vehicle 
emissions taxes on cars and certain categories of 
light commercials. Th is is expected to result in some 
moderation in the rate of growth in sales over the 
balance of the year. However, various factors should 
lend support to the Industry and these include 
the continuing low interest rate environment, low 
debt servicing costs, strong replacement demand, 
the highly competitive trading environment with 
attractive incentives and high tech new model in-
troductions. On the other hand, rising infl ationary 
pressures facing consumers will aff ect consumers’ 
real disposable income and could also impact on 
future vehicle sales.

Over the balance of the year, however, growth 
in domestic sales is expected to moderate.

Export sales
Export sales remain a function of the performance 
and direction of global markets. Vehicle exports 
into Europe remain under pressure as a result of 
the recession and debt crisis in the Euro zone, how-
ever, projected higher exports into Africa, Asia and 
North America and factoring in the contribution of 
various new export programmes – should enable 
the Industry to achieve record production levels 
in 2013. 2013 Aggregate exports were estimated to 
reach about 337 000 vehicles compared to the 277 
893 vehicles exported in 2012.

Despite the recession in the Eurozone, exports 
to Europe are holding up relatively well.

As expected, exports into Africa continue to 
show solid growth, whilst vehicle exports into Asia 
and North America registered strong gains.

Th e standard attached schedule refl ects latest 
projections of Industry sales, production, exports 
and imports. Projections include forecasts for the 
year 2013, 2014 and 2015. Domestic new vehicle 
sales are expected to grow by up to 6.5% in volume 
terms. On the back of growth in Industry new ve-
hicle exports, Industry production is projected to 
register strong growth in 2013 and into 2014. ■

 continued from previous page INDUSTRY DOMESTIC SALES GROWTH: DIRECTION AND EXTENT OF CHANGE (PREVIOUS 
QUARTER’S PERCENTAGE CHANGES ARE REFLECTED IN BRACKETS)

QTR ENDED 30 JUNE 2013 
COMPARED WITH PREVIOUS 
QTR ENDED 31 MARCH 2013

QTR ENDED 30 JUNE 
2013 COMPARED WITH 
CORRESPONDING QTR 
ENDED 30 JUNE 2012

Passenger Cars –4.9% (+2.4%) +8.1% (+3.0%)

Light Commercial vehicles –0.8% (+9.6%) +12.5% (+8.1%)

Medium Commercial vehicles +8.6% (+6.4%) +23.4% (+6.1%)

Heavy Commercial vehicles +22.9% (-5.8%) +6.9% (-1.1%)

CHANGING COMPOSITION OF SA VEHICLE EXPORTS BY MAJOR 
REGIONS: FIRST HALF 2012 VERSUS FIRST HALF 2013

JANUARY – JUNE 2012 JANUARY – JUNE 2013 % CHANGE

Africa 37 684 42 243 12.1%

Europe 42 031 41 062 –2.3%

North America 26 186 37 398 42.8%

Asia  9 385 18 950 101.9%

Australasia 10 162 7 963 –21.6%

South Africa’s fi rst quarter GDP 
performance was affected by 

statistical distortions arising from the 
confi guration of public holidays.
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BY ROGER HOUGHTON

A chance meeting with renowned car designer Peter 
Schreyer provided one of many highlights during a 
recent visit to Hyundai in South Korea. Our group 
of South African motoring journalists was having 
lunch at a restaurant near the Nanyang proving 
ground when a group of people walked in which in-
cluded Schreyer and a number of other Europeans 
along with Korean executives.

We were delighted when he agreed to a short 
interview with the South Africans aft er lunch.

Schreyer (60) started his career with Audi 
in 1978 and worked with that company and later 
Volkswagen until being headhunted by Kia in 
2006. He was promoted to a director of Kia at the 
end of last year – the fi rst non-Korean to be elevat-
ed to this position – and three weeks later he was 
named chief designer of both Hyundai and Kia; a 
daunting challenge.

“We should not have let him go,” Volkswagen’s 
Chairman Ferdinand Piech told Automotive News 
in an interview in November.

Wearing his customary black clothing and the 
signature Philippe Starck “Buddy Holly-style” black 
rimmed spectacles, the renowned German designer 
was quite intimidating with a penetrating stare and, 
in Germanic fashion, was fairly clipped in his re-
plies to questions.

Although he lives most of the time in Germany 
– Hyundai has a design centre in Russelsheim and 
Kia has one in Frankfurt – he said he spends a sub-
stantial amount of his time in Korea too.

He admitted that diff erentiating between the 
Hyundai and Kia products was a tough challenge 
as they both competed in mass markets. He said his 
team had to ensure each brand had its own special 
appeal to customers to grow volume.

Th e designer said there would be an attempt to 
have fewer cars that overlapped in type and func-
tion, although it was diffi  cult to avoid certain simi-
larities as they oft en shared many components, such 
as the powertrains.

One example the designer mentioned was the 
use of chrome highlights on vehicle exteriors these 
days. He said one distinguisher could be using matt 
chrome on some derivatives and bright chrome 
on others.

Schreyer said that there were some distinct 
preferences in certain areas of the world, such as 
the popularity of sedans and SUVs in Korea, bigger 
cars and SUVs in the US, hatchbacks and wagons 
(estates) in Europe, with coupes, cross-overs and 
convertibles having a measure of universal appeal. 

His designers had to take this into account to make 
sure they came up with the cars that customers 
wanted to own.

Schreyer is not alone in facing the dilemma 
of how best to diff erentiate multiple brands in 
one company’s model line-up. Th e Volkswagen 
Group, where he cut his teeth, is one that has 
faced this quandary for many years now, while 
General Motors is another with a similar 
challenge.

Th is is the fi rst time that the Hyundai Kia 
Motors Group has one person responsible for over-
seeing the designs of both brands, but Schreyer evi-
dently has the confi dence and backing of Hyundai’s 
ruling family.

Although Hyundai and Kia have numerous de-
sign centres scattered around the globe the design 

chief says he encourages a certain amount of com-
petition between the various units, but he says that 
in the end they are all part of a team which must 
take joint responsibility for coming up with vehicles 
that have wide appeal.

Earlier, in an interview with Automotive News, 
Schreyer had said: “I think we could probably make 
more diff erentiation so that the cars actually serve 
diff erent purposes. Maybe one is roomier and one is 
sleeker, for example.” He added that the upcoming 
shift  in brand defi nition between Hyundai and Kia 
will be a “dramatic revolution”.

Also in this interview he had said he favoured 
keeping the premium Genesis and top-line Equus 
sedan within the Hyundai family to strengthen the 
overall brand instead of splitting them off  to cre-
ate a stand-alone premium brand such as Lexus 
and Infi niti.

In concluding his interview with the SA jour-
nalists Schreyer said: “Sometimes it is a risk not to 
take a risk!” ■

Meeting Peter Schreyer

Peter Schreyer ambushed by SA journalists in Korea. Directly opposite him is AutoLive’s 
Roger Houghton.

This is the fi rst time that the Hyundai 
Kia Motors Group has one person 

responsible for overseeing the 
designs of both brands, but Schreyer 

evidently has the confi dence and 
backing of Hyundai’s ruling family.

This is the Hyundai I-onic concept of 
2012. It will be interesting to see how 
Hyundai’s design is infl uenced by 
Schreyer’s direction.
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BY STUART JOHNSTON

In South Africa there are three basic markets for 
the manufacturer and sale of tow-bars. Th ere is 
the OEM market where tow-bars are fi tted on the 
production lines at one of our manufacturers. Th en 
there is the OES market, where a car is bought from 
a dealer and the dealer fi ts a tow-bar to a new car. In 
this case a company like Th ule Towing would ap-
proach a company, for example Toyota, and get its 
product approved as a Toyota-approved part, with a 
manufacturer’s approved part number.

And the third market is the aft ermarket, where 
tow-bars are fi tted at fi tment centres or purchased 
from spares outlets for home-fi tment.

Th ule Towing Systems is owned by Th ule in 
Sweden, which also manufactures all manner of 
active lifestyle accessories such as bags, sealed roof 
stowage devices and luggage and much more.

Th e Th ule Towing Systems company with-
in the Th ule group was established in the 
Netherlands, and Mark Gutridge reports directly 
to this company, which in turn reports to the head 
offi  ce in Sweden.

Th ule’s business in a broad sense is “ all about 
the family, and getting out with your family and en-
joying sporting activities,” says Managing Director 
Gutridge. “As far as Th ule Towing here in South 
Africa is concerned, we are not a franchise, but 
purely a manufacturing and design site for Th ule. 
All of our systems, our CAD systems, our NC-
controlled robots are under Th ule direction.

“We do our design and development locally, 
but for the tow-bars available in Europe we only 
manufacture them locally. We were exporting 
back to Th ule at a stage but with the fall-off  in 
the European economy that has fallen away. Th at 
said, looking at the rand-euro exchange rate right 
now, exporting from here doesn’t look to be a 
bad proposition.”

One of Th ule Towing Systems most lucrative 
contracts in South Africa is the OEM contract for 
the Ford Ranger pick-up built in Silverton, near 
Pretoria. Th ule started the homologation pro-
cess for this way back in 2007 and it was only in 
November 2011 that the fi rst tow-bar came off  the 
production line.

“Th ere is a long engineering process that takes 
place, both for OEM and for OES markets. Aft er 
such a quotation is accepted in our case, we then 
start on prototype design. From our perspective, 
some manufacturers give us CAD drawings of their 
cars, others don’t have that.

“Th e local manufacturers here in South Africa 
will always have drawings of their cars available to 
us. Your importers don’t always have that and in 
these cases we do scans of the specifi ed model. We 
have a 3D laser measuring machine here where we 
physically scan an example of the car. Every little 
detail of the rear section is scanned, fi rst the bump-
er, which is then removed, then the next layer of the 
car under the bumper, and so on.

“Th is gives us a clear picture of what may get 
in the way of fi tting a tow-bar and then we design 
our tow-bar mounting system around that. Th e 
problem is that cars are built to tolerances and they 
aren’t all exact, so we try to measure as many cars as 
possible and get a mean value for mounting points.”

To get a tow-bar homologated for an OEM 
contract such as the Ranger one entails the tow-bar 
undergoing homologation in both Australia and in 
Europe. And if even the slightest change in geom-
etry in the two-bar is made, the tow-bar has to be 
re-homologated. Such a change recently took place 
as Th ule realised that the tow-bars could be made 
more cost-eff ectively, as they had essentially been 
over-engineered in the interests of safety. Th e new 
tow-bars are just as safe and eff ective, but cheaper 

to manufacture. Th is is important, as Th ule Towing 
SA is up against competitors from places like 
Th ailand, which also produces the Ranger.

Th e production for the Ford Ranger is obvious-
ly extremely important to Th ule Towing Systems 
here, and the Maritzburg factory is currently ship-
ping 1 020 units to Ford each week.

In the case of tow-bar models that are for OES 
or aft ermarket consumption, South African leg-
islation allows a tow-bar manufacturer to decide 
where the manufacturer is going to mount the tow 
bar. European homologation rules that a manufac-
turer has to use pre-determined mounting points 
and these are actually designed into a car right 
from inception.

“With the South African legislation,” says 
Gutridge, “ it is quite possible to damage a vehicle in 
terms of chassis alignment by mounting it wherever 
you like and we are obviously against this.”

“We work with a lot of German and Japanese 
brands, as OES suppliers. We manufacture for 

Thule Towing Systems SA’s Brian St John-Ward  and Managing Director  Mark Gutridge.

Managing Director Mark Gutridge with 
one of Thule’s purpose-built bicycle 
mounting systems.

continued on next page 

Time Out at Thule Towing
During a recent trip to KZN, 
AutoLive dropped in on Thule 
Towing Systems, the highly 
successful Pietermaritzburg towbar 
manufacturer. The background MD 
Mark Gutridge and his marketing 
chief and General Manager Mark 
St John-Ward provided to tow-bar 
manufacturing and towing proved 
extremely insightful.
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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

WCM can provide services from strategic 
planning, to product launches, media brie ngs, 
event management, eet 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

www.wilkencomm.co.za237 Rigel Avenue Waterkloof Ridge, Pretoria, 0181      Tel  +27 (0)12 460 4448      Fax   +27 (0)12 460 4514

 continued from previous page

Ford, Opel, Isuzu, VW, Nissan Mitsubishi, Toyota, 
Hyundai, and Chevrolet. Th en we manufacture for 
the aft ermarket. Our warehouse contains several 
thousand tow-bars and they basically cover most of 
the other brands.

In terms of some of the other top brands, Th ule 
in Europe does line-fi t business for some Mercedes 
and BMW models, and Th ule in South Africa has 
done work in this respect on the jigging to manu-
facture the products. Th e local team here consists of 
fi ve designers, two engineers, and Brian and Mark 
also get involved. Both men have automotive engi-
neering backgrounds, and Mark worked for Ramsay 
which supplies Toyota with suspension components.

Th e advent of advanced electronic stability 
and ANS systems on cars has meant an increase 
in complexity for towing systems. Many cars have 
towing programmes integrated into their electronic 
control systems.

“In the case of our OEM models, such as we 
produce for Ranger, these vehicles have towing sta-
bility programmes. For those that don’t we supply 
a module that communicate to the car’s stability 
programme that it is towing a weight. In the old 
days we just used to plumb into the car’s wiring sys-
tem Nowadays many cars’ wiring systems use Can 
Bus, which is a signal. Our module then supplies 
the relevant signal. Th ese modern control systems 
are amazing, not only do they adjust the braking 
forces, they even can adjust the cooling systems. We 
achieve this compatibility with our systems and we 
try to push the envelope.”

Brian St John-Ward says that there is basically 
little knowledge as to what is safe or compatible for a 
vehicle when it comes to fi tting a tow-bar. Th ule has 
testing equipment for testing a car both on the car 

and off  the car. But again, requirements locally are 
to merely do a rig test, but the rig is not necessarily 
compatible with the car due for fi tment.

“We’ll never break the rig when we test this 
way,” says Gutridge. “But we don’t test the car, we 
rely on the manufacturer to have a safe mounting 
point. Th is is not a problem when manufacturers 
like ourselves have access to manufacturer specifi -
cations, to mount the tow-bar at a proper location. 
But this is not always the case here when it comes to 
some of the smaller tow-bar manufacturers.”

In fact there is new legislation that has been 
passed regarding tow-bar manufacturers, and from 
now on tow-bars will be randomly audited by a gov-
ernment representative. Every tow-bar manufac-
tured here does have to be tested and approved by 
the SABS according to law.

Th ule Towing Systems has established itself as 
one of the top towing system specialists in the coun-
try. Going forward Th ule will no doubt be tender-
ing on more OEM production, given South Africa’s 
large pick-up market share. ■.

Thule’s sophisticated robotic welding system in action in the Maritzburg factory.

www.wilkencomm.co.za
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BY STUART JOHNSTON.

You know when a car is so good that you begin try-
ing to pick holes in it? Kind of like that guy at school 
who was head boy, captain of the rugby team, the 
chicks all loved him, and you wanted to hate him 
but how could you because he showed you the 
chords to Bob Dylan’s Highway 61?

Yeah, the Jaguar F-Type is that good. Th ere 
has been so much hype you are almost prepar-
ing yourself for a let-down when you fi nally get to 
drive it, but in this case, this truly is the car that has 
taken Jaguar to another level, at least in the sports 
car arena. Possibly as a car-producing company 
too (see AutoLive 48’s interview with the SA MD, 
Kevin Flynn).

Th ere, I’ve said it all in the second paragraph, 
screwed up the punch-line. From the moment I sat 
in the V6 version to the moment I gave the V8 en-
gine a fi nal blip before catching the plane back to 
Jo’burg from Mpumalanga last week, I found my-
self, an avowed Porsche 911 disciple, wondering if 

I would in fact rather buy this Jaguar, this car that 
comes from a company that has been famed in the 
past few decades for producing interesting cars, but 
not necessarily the best cars in its category.

Scrap all that, regards the F-Type, the car that 
has been given this name as a logical successor to 
a device that changed the world of high-powered 
sports cars back in 1961, the E-Type (see page 24 of 
this issue). And like the E-Type, which cost about 
half of what a base-line Ferrari or Bristol cost back 
in 1961, this new Coventry Cat is not only the per-
formance bargain of the decade. It is quite possibly 

the best front-engined sports car in the world right 
now, and that includes off erings from the likes of 
Maserati, Ferrari, and Aston Martin.

Why, you ask? Th e reason is balance. Th ere 
is an innate balance to both the V6 and V8 off er-
ings that makes this car so absolutely driveable 
from the moment you push the start button and 
thunk the gear-lever into Drive and give it some 
veldskoen, some vellie as us South Africans like to 
say, as opposed to wellie, which is an English sim-
ile for squeezing the loud pedal (that last bit being 
American). All of the aforementioned referring to 
the act of depressing the accelerator pedal towards 
the plush-carpeted fl oor.

Th ere is nothing depressing about that sensa-
tion in the Jag. Liberating, indeed, because the 
Jaguar motor responds with such forthright alacri-
ty, and with an exhaust and induction note that is at 
once thrilling and yet reassuring in its refi nement.

Th at appreciation of the importance of sound 
on the part of its design and engineering team 

Kieran Rennie is our new advertising 
sales executive on AutoLive. He joins 
long-serving ad-man Bruno Lupini 
on the team, and together they make 
a formidable front-line squad.

Kieran has been involved in the 
motor industry for almost as long 
as he can remember, his father hav-
ing been a dealer principal at an 
East Rand Mazda dealership some 
years ago.

Kieran also cut his teeth as a 
car salesman during his career, but 
most of his working life he has been 
involved in the music and entertain-
ment business. While making music 
he also found time to build his own 
Lotus 7-based sports car.

“Getting involved in AutoLive 
is like a return to my roots,” says 
Kieran, who will also be doing some 
writing for this publication on an oc-
casional basis.

You can mail Kieran Rennie at:
chat@kieranrennie.co.za, or call 
him on 083 225 9609.

Bruno Lupini, as ever, is reach-
able at: bruno.lupini@gmail.com, or 
on 081 354 7212.

Who should advertise 
in Autolive?

 ■ Companies looking to recruit 
employees for specialist posi-
tions in the motor industry.

 ■ Companies looking for fran-
chisees

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

 ■ Automotive marketing consult-
ants

 ■ Training organisations
 ■ Market research companies
 ■ Business management consult-
ants

 ■ IT companies
 ■ Fleet management companies
 ■ Suppliers of workshop equip-
ment

 ■ Car care companies

 ■ Panel beaters and dent removers
 ■ Auction houses
 ■ Courier companies
 ■ Service providers in the fi nance 
and insurance industry

 ■ Vehicle tracking system suppli-
ers

 ■ Organisers of exhibitions and 
conferences.

 ■ Tyre fi tment centres
 ■ Suppliers of car care products
 ■ Suppliers of automotive re-
placement parts

 ■ Roadworthy testing centres
 ■ Printers
 ■ Accounting fi rms

AutoLive advertising rates are very 
cost eff ective and we are able to 
make up advertisements at reason-
able rates. Th e rate card is available 
under “Advertising” on the AutoLive 
website. ■

www.autolive.co.za

Why You Should Advertise on Autolive

Kieran Rennie
Cell: 083 225 9609 

E-mail: chat@kieranrennie.co.za

Bruno Lupini 
Cell: 081 354 7212 

E-mail: bruno.lupini@gmail.com

Jaguar’s F-Type. Is this the new King of the Hill?

continued on next page 

Not a hint of fl ab on that beautiful rear-end.
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applies to both the V6 Supercharged versions of 
which there are two and the Supercharged V8. Only, 
with the V8, there’s just more of everything, and 
happily in this case, more equals better.

My driving partner for last week’s launch 
through the incomparably appropriate roads of 
Mpumalanga for this event was Adrian Burford, an 
excellent driver and a motoring journalist with dec-
ades of experience. Adrian doesn’t have a blog, he 
doesn’t consider cars to be fashion trinkets. Adrian 
has built race cars, raced them, written about cars 
for a quarter of a century, and understands the nu-
ance of engine vibration and suspension articula-
tion like few in this business of ours.

We sampled the high-horse supercharged V6 
S version fi rst, rated at 280 kW. Initial impressions 
were of a generally well-fi nished cabin, a chunky 
steering wheel of quite large diameter but with a 
sensibly-sized rim circumference, making it relax-
ing on the fi ngers.

Oh yes, and I mentioned earlier thunking the 
gearlever into Drive? Th e F-Type has a gear-lever, no 
elevating gear-selector tower that rises up from the 
console on this one. A lever, and then paddles for 
shift ing the eight-speed ZF automatic (as opposed 
to auto-clutch or dual-clutch manual) transmission 
fi tted to all the F-Types.

Th ere are actually three F-Types on sale: Th e 3,0 
V6, also supercharged, but with a lower spec level 
and delivering 250 kW. Th is model wasn’t available 
for us to test at launch, but it gets you into an F-Type 
for R845 000, which is a very good price, right in 
there with the Porsche Cayman S.

Th e 280 kW 3,0 S, the one we drove fi rst, sells for 
R975 000, and the 5,0-litre V8 sells for R1 355 000. 
Th e cars come with various wheel and trim options, 
and we far preferred the 20-inch black-spoked wheel 
look, as it adds an aura of meanness, purposefulness 
to the Jaguar that it deserves. It looks a bit ordinary 
with the standard spec silver wheel spec.

Th at V6 Supercharged engine was sampled in 
the XJ a month or so back by AutoLive and it’s a su-
perb engine. It has none of the harshness oft en as-
sociated with big-capacity V6s and it revs freely to 
7 000 rpm. What’s more, it delivers some 460 Nm 
of torque, and as the F-Type is a relative lightweight 
for a convertible, weighing just under 1600 kg, the 
car really goes well. Th ere is an electronic sport but-
ton which sharpens up throttle response, induction 
noise and damping, and the eff ects are instantly felt.

Steering response? When we drove the V6 it 
was damp and miserable, with poor visibility in 
Mpumalanga, and I must say that initially I felt the 
steering, which is still hydraulically assisted and 
not electrically assisted, a little light in the straight 
ahead position. It was diffi  cult to really load the car 
up in corners in those conditions, but I must say the 
grip even in the damp was very impressive. So too 
was the body-shell rigidity. Yes, you are aware that 

you are in a convertible with a soft  top, but there is 
nothing that even approaches scuttle shake on this 
car. Th is is due to the ingenious aluminium chassis 
frame that forms the basis of the F-Type. An inter-
esting fact about this structure is that no spot weld-
ing, or indeed welding of any kind is used on the 
chassis-body construction. Rather, the structure is 
pieced together using ultra-high-tech self-piercing 
aluminium rivets. Apparently Jaguar-approved 
body-shops are equipped (with the requisite trained 
staff ) to repair this structure in the event of a struc-
ture-altering whoopsie.

At the end of Day One we were impressed, for 
sure, and looking forward to Day Two when we 
would get to drive the V8. Man, now this car is a rev-
elation! I was tempted to opine that you needed noth-
ing more than the V6, as it accelerates to 100 in 4,3 
seconds, from 80 to 120 in even more impressive 2,5 
seconds, and has a top speed in the 300 km/h region. 
But the minute I felt that acceleration, and heard the 
crackle of the V8 on open-exhaust mode, that was it!

Aah, yes, the V6 and V8 versions have a but-
ton which enables you to dial in a more brutal ex-
haust note to amuse you when you feel like waking 
up the neighbours or driving through the tunnel at 
Hartbeespoort Dam. It sounds like a Gorilla beat-
ing his chest and giving full throat to a desire to 
chomp up any available tribesman in the area!

Yes, it is rude, brash, exultant, unbridled, and at 
the same time joyous and testimony to how a good 
V8 should be designed, as it revs to 6 500 and be-
yond in a fashion that would do justice to an engine 
half its size. What’s more Jaguar electronics boffi  ns 
have designed a fi endish crackle to be emitted on 
throttle overrun, so you back off  on the vellie and it 
sputters and pops as if it’s completing the 23rd hour 
at Le Mans and decelerating for the Porsche Curves.

Hmm, so I fi nally did it. Mentioned the word 
Porsche. Th is car, this V8 version, is the fi rst car 
I have driven since, well, my fi rst stint in a 911 
back before Th e Rinderpest, that has made me se-
riously consider whether I would choose it over 
Stuttgart’s fi nest.

Not only does it have an almost insane amount 
of power for the money, but it has great handling 
prowess, and driver communication levels that rival 
the Porsche and in fact surpass it in some respects. 
Th is I discovered on dry roads that enabled the 

front to be loaded up in bends, in the V8 version. 
It has an extremely quick turn-in, thanks to a very 
quick steering ratio. It has suspension that can ab-
sorb bumps fantastically without defl ecting the car. 
And it has perfect 50-50 weight distribution fore 
and aft , with two people on board, which means its 
balance is always in play.

It almost has too much power for its chassis, but 
not quite. Although I have to say thank goodness for 
traction control because at one point when I pro-
voked it in less than subtle fashion (kind like tick-
ling the Gorilla under his chin) the rear stepped out 
to a point equating to almost 90 degrees to where I 
initially had the car pointed. Quick steering enabled 
me to dial in requisite opposite lock and ESP further 
sorted me, thank you very much, Robert Bosch.

So yes, despite it costing R1 355 000, this is the 
F-Type I would go for, because you are getting a fun 
quotient that is unrivalled by any car right now. 
Th e Porsche 911 I tried earlier this year remains a 
benchmark for me in terms of its all-round excel-
lence and its aura of unburstability. Th e Porsche 
Cayman S I tried two weeks ago is stunning, its level 
of precision brilliant, all aspects of it designed with 
the kind of enthusiasm tempered by diligence that 
represents the best from Porsche.

Harking back to my point at the start of the ar-
ticle, where I mentioned a desire to pick holes in a 
near-perfect set of attributes? Well there are things 
about the Jaguar that I am not crazy about, like the 
fact that the nose of the car and the tail seem as if 
they were designed by two diff erent sets of people. 
Th at the all-important nose, for me, doesn’t come 
together as a fl uid whole the way the tail end does, 
but rather seems to be a collection of in-vogue ele-
ments dotted about the place.

And yes, those dials are a disappointment in an 
artistic sense. I was expecting something E-Type-
like from the instrumentation, something that 
Biggles would have related to. Instead I got speedo 
and rev-counter dials that looked like they’d been 
fi lched from a 1960 Valiant.

But dials be damned, and who cares when the 
disjointed (looking) nose as an entity is apparently 
doing a good job of keeping itself and the rest of the 
car planted tar-wards at speeds that are absolutely 
unprintable.

Th is is the most fun I’ve had in a car since I 
drove a seven-litre Cobra repli-car back in 1985. 
Th is is the Cobra that Prince Charles secretly 
wished he could have ordered up for those days 
when Lady Di was bad-mouthing him to the media.

And now he can do so, because this is not some 
Anglo-Californian snake with chromed nerf bars, 
sidewinder pipes to snag your fawn trousers on and 
vulgar raised-lettered tyres.

Th is has a leaping cat badge on the steering 
wheel, this is British and proud of it.

Jaguar and its new(ish) parent company Tata 
need to be applauded for bringing this car into 
the world. ■

 continued from previous page

F-Type gauges are a bit Valiant-ish for the 
writer’s tastes.
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BY STUART JOHNSTON

Th e Mercedes-Benz A-Class is one of those cars that 
will probably mystify you for a while. It’s looks are 
drop-dead gorgeous, and it has all the performance 
credentials to compete in the increasingly-competi-
tive world of hot hatches.

Hot hatches? Yes, that’s the category the 
A-Class is now in, despite its heritage in the two 
previous generations of a tall, rather city-orientated 
mini-mom’s taxi.

Th is car is targeted at the young or young-at-
heart unashamedly, and in a line-up that encom-
passes a number of diesel and petrol variants, the 
A 250 Sport is the Big Doggy as far as youth ap-
peal is concerned (at least until the full-on AMG 
version arrives).

Th e 250 Sport uses the base two-litre four-cyl-
inder motor with direct petrol injection and turbo-
charger in a fairly pumped-up form to establish its 
Sport credentials. Power is rated at 155 kW at 5 500 
rpm, which is pretty middling hot-hatch fair these 
days. More impressive is the torque, with some 350 
Nm being available from as low as 1 200 rpm. Note 

two facts about those performance fi gures: the fact 
that peak power is at a modest 5 500 rpm, and that 
peak torque is produced so impressively low in the 
rev range.

Th e A 250 Sport is given what Merc terms 
“AMG-tuned” suspension, which means everything 
is stiff ened up on its MacPherson strut front end and 
its all aluminium-located, four-link rear end. Th is 
suspension system is the most contentious aspect of 
the entire car, as it is too stiff  for a lot of the road sur-
faces you’ll probably encounter in your daily South 
African commute. It seems to lack both adequate 
wheel-travel – the wheels ability to move in a vertical 
plane when it encounters bumps – and spring and 
damping compliance. Th us, more road irregularities 
are fed back through the body-shell into the driver’s 
seat and hands than should be the case.

Th is is strange, as Mercedes-Benz is noted for 
its remarkable ride in other models, such as the new 

E-Class update recently sampled by AutoLive. Th at 
car is class-leading in terms of its blend of ride and 
handling, so why has Merc gone so stiff  in it’s youth-
targeted car?

Th e question is clouded further because al-
though it is stiff  in the suspension department, it 
is rather muted in terms of steering feedback to the 
driver, and in the way the engine-gearbox mix deliv-
ers its power. Yes it is quick, with a 0-100 km/h time 
of 6,6 sconds a top speed of 240 km/h. But its engine 
lacks audial charisma. It doesn’t rev much beyond 
6  000 and it goes to the red-line in muted, rather 
dreary fashion. Merc should examine cars like the 
Fiesta ST and the Golf GTi if they want to under-
stand what this far-from-young writer is on about.

So then, the A 250 Sport remains a rather odd 
mix of sensations that don’t gel too easily with its 
drop-dead gorgeous looks. And yet, as you spend 
more time with it, the traditional Merc values begin 
to seep through into your consciousness, like the 
incredible torsional rigidity of the chassis, which 
makes the car feel as if only an earthquake would 
cause even the slightest rattle to enter the cabin.

It’s almost as if there is a confl ict going on with 
this car, representing the old-guard at Merc who 
prize the family values that have made the com-
pany the benchmark in the luxury fi eld, and the 
young turks who want to rattle the cages of the 
establishment.

Still, at R395 479, the pricing is not bad at all. 
Aft er all, it is still a Mercedes! ■

Merc’s sporty-looking A 250 is beautiful 
from any angle.

Mercedes-Benz 
A 250 Sport

BY STUART JOHNSTON

Th e Honda Brio sedan makes sense if you are 
looking for a whole lot more space than the aver-
age compact hatchback provides. Launched a week 
ago, it is likely to signifi cantly increase Honda’s 
share in the entry-level end of the new car market 
here, for those fi rst-time buyers who are aft er the 
peace of mind reputation for reliability that Honda 
has built up not just in South Africa but throughout 
the world.

Th e wheelbase of the sedan has been increased 
by a modest 55 mm to accommodate the new four-
door shape, and the boot tacked on the back off ers 
a very large luggage area of some 405 litres, which 
is amongst the best-in-class. For the rest it’s pretty 
much the same car as the little model which has 
been selling at the rate of about 250 to 300 units a 
month and establishing Honda’s presence in that 
all-important youth market.

Not that there is anything sporty about the 
Brio sedan. It is built in India with aff ordability 
fi rst and foremost in mind, yet off ering what are 
now considered the basics in a car of this class. 
Th is means that both the Trend and Comfort 
models get air-conditioning, power steering, 
ABS brakes with EBD, dual airbags for driver and 
front passenger.

Power is modest at 65 kW and 109 Nm of torque, 
but about what you’d expect from a four-cylinder 
engine displacing just 1,2-litres. Th e 16-valve en-
gine spec is solid rather than revolutionary in terms 
of its spec, and its rated economy doesn’t raise too 
many eyebrows, these fi gures (manual model) being 
6,1 litres per 100 km, and a CO2 level of 147 g/km, 
which again is pretty middling for a small engine 
these days. However Honda management says that 
these fi gures are quite achievable by the average mo-
torist, and not overly optimistic at all.

A short spin in the car at launch revealed 
power steering that seems to be over-assisted 
and thus lacks any sort of real feel in a straight 
line, but is likely to appeal to drivers for whom 
ease of operation far outweighs any sort of car-
to-driver-to-road connectivity. Th e suspension is 
quite good, handling bad road undulations well, 
as befi ts its design parameters, in which the car 
has been tailored for the rough and ready roads of 
Asia rather than the autostrada of Europe. Ideal 
then for our ever-deteriorating roads in South 
Africa, unless you are lucky enough to live in the 
Western Cape, where even the traffi  c lights still 
seem to work!

Talking of traffi  c lights the Brio sedan will 
whisk you away from those to 100 km/h in about 
12,5 seconds, and take you on to a top speed of….
oh, probably about 165 km/h although Honda don’t 
even list one for this car in the launch info. Let’s just 
say it will be adequate.

Prices for the sedan version are generally 
about R9 000 more than the Brio hatch equivalent. 
Th us a Brio Sedan Trend with fi ve-speed manual 
will set you back R128  900, the more luxurious 
Comfort with sound-system, alloy wheels and 
a few more gizmos costs R136  900, and you can 
also get the Comfort Sedan in automatic form 
for R146 900. ■

Honda’s 
Booted Brio

Honda’s Brio gets the boot.
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Snippets

EXPENSIVE SERVICE CENTRE
Toyota has completed a R1-billion training centre 
in Japan aimed at boosting the skills of Toyota me-
chanics at dealerships around the world, according 
to an article in Automotive News.

Th e Tajimi Service Centre will train about 
2 600 mechanics per year at fi rst, and 4 800 a year 
eventually. Th e centre is part of Toyota’s eff orts to 
avoid costly recalls such as those in 2009-10, when 
the company recalled millions of vehicles. Th e facil-
ity includes a test course that simulates 13 driving 
conditions, including bumpy roads, cobblestones 
and wet surfaces

“Customer service is essential to us. We must 
raise the level of our repair and maintenance skills, 
serve the customer from the customer’s viewpoint, 
and communicate thoroughly so that we can pro-
vide service directly to the customer faster and more 
accurately,” said Toyota President Akio Toyoda. ■

CMH CHAIR RESIGNS
Retail motor company Combined Motor Holdings 
(CMH) chairperson Maldwyn Zimmerman will 
resign from his position, with eff ect from the next 
meeting of directors in mid-October.Zimmerman 
has been at the helm of CMH Group, fi rst as CEO 
and later as chairperson, since its inception in 1976.
He advised that he would remain a director of the 
company, but wanted to dedicate more time to per-
sonal and family interests. An announcement re-
garding his successor would be made aft er the next 
meeting of directors. ■

LUXURY BRAND FIGHT
BMW has improved its position as the world’s lead-
ing luxury car brand aft er the fi rst six months of 
2013. Its sales of 804 000 BMWs was 8% better than 
at the same time in 2012 and enabled it to extend 
its lead over Audi to 24  000 units from 11  000 at 
the end of the fi rst fi ve months of 2013. Audi and 
Mercedes-Benz both improved sales by 6% which 
took Audi to 780 500 units and Mercedes-Benz to 
694 000 units.

Adding the sales of BMW’s other brands, Mini 
and Rolls-Royce, took the BMW Group’s total sales 
to 954 6521 units at the end of June.

All three luxury brands have benefi tted from 
buoyant sales in the US and China in the fi rst half of 
2013, while Audi and Mercedes-Benz both say they 
have plans in place to unseat BMW as global luxury 
car leader by the end of the decade. ■

PORSCHE SALES BOOM
Th e sales of Porsche cars in SA grew by 97% in the 
fi rst half of 2013 compared to the situation a year 
ago. Th is was the second highest rate of growth in 
Porsche’s Middle East and Africa region, behind 
Abu Dhabi, which more than doubled sales. Next 
best was Kuwait (up 50%), Qatar (up 41%) and 
Bahrain (up 27%).

Total sales in the region in the fi rst half of the 
year totalled 6 069 new cars, which was more than 
50% up on the 4 012 units shipped in the same pe-
riod in 2012. ■

RIGHT HOOKER MUSTANG
It seems, according to a source in Australia, that 
Ford will make a right hand drive version of 
its iconic Mustang sports car for the fi rst time 
in 2014 when this model celebrates its 50th an-
niversary. Th e new model will be launched at 
the New York Motor Show in April next year. 
It evidently plans to sell 10% of production in 
RHD markets. ■

BMW is on a global high in 2013.

Since its debut in April 1964 the iconic Ford Mustang has only been available in left-
hand-drive. That may well change in 2014, according to an Australian report.
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Snippets

NEW SALES BOSS
Altar Yilmaz has been appointed Porsche sales 
director for the Middle East, Africa and India re-
gion. He has more than 10 years automotive sales 
experience including a spell with Daimler. He will 
be responsible for Porsche sales in 20 countries and 
at 31 dealerships. Th is region improved sales by 
15% between 2011 and 2012 to a record 9171 sales 
last year. ■

DIAMOND FOR CONTI
Continental Tyres SA, based in Port Elizabeth, has 
been presented with a diamond award from PMR 
Africa at its annual event for leaders and achievers 
in the Eastern Cape. Th e company, which employs 
1 700 people and produces 11 000 tyres a day, has 
previously received a global quality award from 
General Motors and an award for productivity 
among Eastern Cape businesses. ■

FORD RALLIES AROUND
Ford, which has seen its Fiesta win the fi rst four 
rounds of the SA rally championship, will spon-
sor the fi ft h event in the eight-round 2013 series, 
in conjunction with its dealers. Th e Ford Dealer 
Rally will start from the company’s Silverton as-
sembly plant on August 16 and fi nish the next day. 
Mark Cronje and Robin Houghton have won three 
rallies to lead the championship, while Ford crew 
Jan Habig and Robert Paisley have won one. Both 
Toyota and VW have shown pace but not consist-
ency this year. ■

AUCTION RECORDS
Two new records were established at the Bonham 
auction of classic cars at the Goodwood Festival 
of Speed last Friday. Firstly the auction, attended 

by more than 1 000 people, saw an individual re-
cord established when a 1954 Mercedes-Benz W196 
Grand Prix car, which had been driven by multiple 
world champion Juan Manuel Fangio, was sold for 
R294m. Th e previous record was the R151m paid 
for a Ferrari 250 Tests Rossa in 2011.

Th e total of R540m obtained for the 60 cars sold 
also represents the highest total for any classic car 
auction in Europe. ■

ANAND MAHINDRA RATES 
IN TOP EXECS LIST
Mahindra Group Chairman, Anand Mahindra, 
was ranked third in the inaugural ‘WorldofCEOs.
com’ ranking of the ‘Top 30 CEOs on Social Media’. 
Th is global ranking recognizes those CEOs who 
are pioneers and early adopters of social media. 
Mr. Mahindra is the only Indian to feature on 
this list.

Th e Top 5 executives on the list include:
 ■ Richard Branson, Chairman, Virgin Group
 ■ Jeff  Weiner, CEO, LinkedIn
 ■ Anand Mahindra, Chairman, Mahindra 
Group

 ■ Eric Schmidt, Executive Chairman, Google
 ■ Marissa Mayer, CEO, Yahoo

Th is is the second global ranking received by Mr. 
Mahindra on social media during 2013. In May, 
his Twitter account was ranked 4th in the ‘Top 25 
CEOs to Follow on Twitter’ listing done by the ‘CEO 
Guru’ blog. ■

OPEL FAN WINS TRIP TO 
GERMAN AUTOBAHN
Mr Jacques Oosthuizen, a Johannesburg based Opel 
fan has won the ultimate prize in Opel’s ‘Wir Leben 
Autobahn’ game, a racing competition held over a 
period of three months on the Opel Facebook Page. 
Oosthuizen and a friend will visit the home of Opel 
and experience a drive on the German Autobahn, 
one of the only roads in the world with no specifi c 
speed limit.

Th e ‘Wir Leben Autobahn’ competition opened 
up with 3704 Opel fans racing for a top leaderboard 
spot in the virtual Opel Astra OPC game on Opel’s 
Facebook Page. Th e top twenty fastest competi-
tors in the game made it through to the fi nal round 
which was held at the Gerotek vehicle test facil-
ity in Pretoria on Saturday 13 July. All the partici-
pants were given fi rst-hand experience of the Opel 
Astra OPC’s dynamic handling, power and agility 
as they faced the fi nal, and real world, test of their 
driving ability. ■

Mark Cronje and Robin Houghton made it four out of four for Ford in this year’s SA Rally 
Championship (see snippet).

On his way to Germany, ja, OPC-mad Jacques Oosthuzien has won an Autobahn 
experience from Opel.
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Working Wheels

BY ROGER HOUGHTON

Hyundai has unveiled right-hand drive versions 
of its new range of Xcient heavy trucks as part of 
its strategy to grow its global commercial vehicle 
sales substantially. Th is means much wider prod-
uct ranges for African countries, including South 
Africa.

Originally the company vision was for Hyundai 
to occupy fi ft h place among the world’s truck and 
bus manufacturers by 2016, but now chairman 
Mong-Koo Chung has set the sights much higher, 
targeting No. 2 position and a volume of 400 000 
units a year by 2020.

Th e new Xcient range was launched at the Seoul 
Motor Show earlier this year and these trucks are 
now going into production in Korea. (Th e name 
Xcient is a combination of “XC”, being the largest 
unit of data measurement, and “effi  cient”).

Th is range replaced the previous Trago models 
and the trucks are claimed to be bigger and better 
in all aspects. Fuel economy is improved by 7%. 
Th e new range took three years to develop and an 
investment of R1.8-billion, while the engineers and 
designers said they took a great deal of feedback 

from heavy truck operators into consideration in 
the development phase.

Two turbo diesel engines are used in the Xcient 
range, a 10l developing 309kW (414hp) of power and 
1  961N.m of torque and the 12.3l Powertech that 
produces 382kW (513hp) of power and 2 500N.m of 
torque. Transmission options include a twin-clutch 
system.

Th e right-hand drive models slated to come 
to Africa are: a 16-ton freighter, 15-ton tipper, 15-
ton mixer and truck-tractors of 60- and 100-ton 
load ability.

Hyundai sold 600 trucks in SA last year; all of 
them were in the medium category being of 2.5-, 
3.5- and 3.6-ton load capacity.

Hyundai and partner Kia are investing heavily 
in research and development for its commercial ve-
hicles division.

On a recent visit to the company’s impressive 
Namyang R&D complex outside Seoul in Korea we 
saw the truck and bus development area with scores 
of vehicles parked behind a high fence. Th is facility 
is populated by more than 10 000 engineers, design-
ers and researchers with facilities that include the 
ability to build prototypes on site.

Th e company is working on many green solu-
tions for its vehicles, including hydrogen fuel cell 
commuter buses. We travelled around the R&D site 
in one of these whispering giants which have wa-
ter as the only emission. Each of these buses cost 
US$10-million and Hyundai has built eight of them 
as test beds.

Th e foundation has been laid and now the 
commercial vehicle industry will watch with in-
terest whether the Korean company which has 
grown its passenger car business spectacularly can 
achieve its heady targets in the global commercial 
vehicle arena. ■

Hyundai Launches Right-Hand Drive 
Heavy Trucks to Increase Sales

The impressive new UNIVERSE bus is 
feasible as an RHD version.

Just 10 months aft er opening its business in 
Centurion, TruckStore, a Mercedes-Benz commer-
cial vehicles “Value Chain” off ering, has established 
itself as the fourth-largest used commercial vehicle 
sales outlet in the Daimler “world”.

TruckStore refurbishes trucks of all shapes 
and sizes, while it has a special relationship with 
the Mercedes-Benz South Africa commercial ve-
hicles dealer network . Customers of vehicle sales 
already concluded come from Kenya, Mozambique, 
Namibia, Botswana, Lesotho, Swaziland, Zambia 
and the Democratic Republic of Congo. General 
Manager Oliver Marte says business has progressed 
as expected, and they are looking at increasing vol-
umes as a goal in 2013. He says that the TruckStore 
warranty has provided additional confi dence to 

customers who might be purchasing a “second 
chance” vehicle for the fi rst time.

Historically, Africa has been the dumping 
ground for excess or cheap retired vehicles from 
Europe and America. Th e advantages for African 
customers purchasing vehicles from TruckStore, 
Marte explains, are that their products are purpose-
built for African markets. Operating conditions 
and legislation in Europe and America diff er from 
those in Africa, so similar model vehicles are de-
signed and reinforced for much more rugged condi-
tions on the continent.

Th e refurbished TrucksStore vehicles can be 
ordered with a comprehensive warranty, depend-
ing on the category of refurbishment ordered by the 
client. ■

TruckStore Used Commercial Vehicle Outlet is Now Fourth-Largest

Intensive rebirthing gets underway at 
TruckStore.
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Th e DAF XF105 ATe (Advanced Transport ef-
fi ciency) has been voted ‘Fleet Truck of the Year’ 
at the prestigious ‘Motor Transport Awards 2013’ 
in London, giving DAF its fi ft h win in the last six 
years. DAF was handed the award at an offi  cial 
ceremony in London, which was attended by 1,600 
leading representatives from the transport sector.

Th e Motor Transport Awards are the UK’s pre-
mier awards for the transport industry and DAF 
has now been a winner on 17 occasions, more than 
four times as many as any other manufacturer in 
the history of the awards, organised by the Motor 
Transport trade magazine.

Th e judging panel of leading transport op-
erators gave the DAF XF105 the thumbs-up be-
cause of its spacious cab, which they described as 
“highly rated by drivers”, “good residual values” 
and particularly the ATe philosophy that delivers 

excellent fuel effi  ciency. Th e jury also commented 
on “DAF’s industry-leading parts and service back-
up, particularly DAF ITS, still rated as the best on 
the market”.

At the awards ceremony, DAF Trucks UK 
Managing Director Ray Ashworth commented: “I 
am delighted that in making this award the jury 
members recognised that the XF105 ATe off ers un-
equalled low cost of ownership and high fuel effi  -
ciency and class leading driver comfort. Th ey also 
commented very favourably on DAF’s outstanding 
in-service support provided by our nationwide net-
work of dedicated dealers, a great accolade for both 
our trucks and our people.”

DAF Trucks NV – a subsidiary of the American 
company PACCAR Inc, one of the world’s largest 
manufacturers of heavy-duty trucks – is a lead-
ing manufacturer of light, medium and heavy duty 

trucks in the EU with a 2012 market share of 16.0% in 
the over 16 tonnes category. DAF manufactures a full 
range of tractors and rigids, off ering the right vehicle 
for every transport application.

Babcock is the sole importer and distributor of 
DAF trucks in the southern African market and the 
recent opening of a new facility in Durban brings 
the number of Babcock-owned and independent 
DAF dealer network representation points around 
South Africa to 23, with a new facility planned for 
Middelburg, Mpumalanga, in the near future.
Issued by: Serendipity Events, Promotions & 
Exhibitions
On behalf of: Babcock International Group
Editorial contact: Loll Th omson (011) 467 2133
Mail to: loll@sepe.co.za
Client contact: Wilna Steyn
Date: 16 July 2013

Working Wheels

DAF XF105 Voted ‘Fleet Truck of the Year 2013’

DAF has taken the Fleet Truck of the Year award in London.

To advertise in  contact

Bruno Lupini on 081 354 7212 or email on bruno.lupini@gmail.com OR
Kieran Rennie on 083 225 9609 or email on chat@kieranrennie.co.za
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South African Vehicle Sales Figures at the End of June 2013

continued on next page 

TOP 5 PASSENGER CAR MARKET BY TYPE FOR JUNE 2013

SEGMENT TYPE 2013 SHARE 2012 SHARE

ENTRY CARS

VW POLO Vivo 
Hatch/Sedan

3 681 11.2% 2 633 8.8%

TOYOTA Etios 1 644 5.0% 2 105 7.0%

FORD Figo 1 184 3.6% 1 367 4.6%

CHEV Spark 484 1.5% 429 1.4%

RENAULT 
Sandero

479 1.5% 603 2.0%

ENTRY CARS TOTAL 8 450 25.8% 7 972 26.6%

SUB-SMALL

VW Polo 2 210 6.8% 1 969 6.6%

FORD Fiesta 685 2.1% 381 1.3%

HONDA Jazz 445 1.4% 220 0.7%

NISSAN Micra 414 1.3% 294 1.0%

VW Polo Sedan 359 1.1% 278 0.9%

SUB-SMALL TOTAL 5 551 17.0% 4 663 15.5%

SMALL

TOYOTA Corolla 1 554 4.7% 853 2.8%

VW Golf 7 572 1.7% 0 0.0%

BMW 1-Series 533 1.6% 528 1.8%

CHEV Cruze 511 1.6% 470 1.6%

MAZDA 3 337 1.0% 121 0.4%

SMALL TOTAL 6 406 19.6% 5 692 19.0%

TOP 5 PASSENGER CAR MARKET BY TYPE FOR JUNE 2013

SEGMENT TYPE 2013 SHARE 2012 SHARE

MEDIUM

MERCEDES 
C-Class

1 274 3.9% 1 143 3.8%

BMW 3-Series 1 194 3.6% 1 280 4.3%

AUDI A4 562 1.7% 416 1.4%

VW Passat 40 0.1% 46 0.2%

VW CC 38 0.1% 33 0.1%

MEDIUM TOTAL 3 214 9.8% 3 136 10.5%

LARGE

BMW 5-Series 165 0.5% 182 0.6%

MERCEDES 
E-Class

118 0.4% 130 0.4%

AUDI A5 
Sportback

87 0.3% 65 0.2%

JAGUAR XF 85 0.3% 73 0.2%

VOLVO S60 72 0.2% 96 0.3%

LARGE TOTAL 722 2.2% 731 2.4%

LUXURY

BMW 6-Series 28 0.1% 26 0.1%

PORSCHE 
Panamera

20 0.1% 25 0.1%

MERCEDES 
CLS

11 0.0% 19 0.1%

BMW 7-Series 11 0.0% 16 0.1%

JAGUAR XJ 8 0.0% 9 0.0%

LUXURY TOTAL 88 0.3% 120 0.4%

Nissan Juke headed up the crossover market with 395 sales in June ahead of its Qashqai stablemate on 389 sales.
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TOP 5 PASSENGER CAR MARKET BY TYPE FOR JUNE 2013

SEGMENT TYPE 2013 SHARE 2012 SHARE

MPV

TOYOTA 
Avanza

321 1.0% 299 1.0%

MERCEDES 
B-Class

185 0.6% 65 0.2%

VW T5 Kombi 122 0.4% 40 0.1%

TOYOTA Innova 83 0.3% 47 0.2%

VW Caddy 39 0.1% 41 0.1%

MPV TOTAL 962 2.9% 849 2.8%

SUV

TOYOTA 
Fortuner

915 2.8% 1 030 3.4%

FORD Kuga 586 1.8% 50 0.2%

VW Tiguan 317 1.0% 215 0.7%

TOYOTA RAV 257 0.8% 74 0.2%

L-R Discovery 4 254 0.8% 253 0.8%

SUV TOTAL 4 896 15.0% 4 712 15.7%

SPORT AND 
EXOTICS

TOYOTA 86 42 0.1% 1 0.0%

PORSCHE 
Boxster

25 0.1% 12 0.0%

PORSCHE 
Cayman

24 0.1% 2 0.0%

MERCEDES 
SLK

23 0.1% 34 0.1%

PORSCHE 911 20 0.1% 23 0.1%

SPORT AND EXOTICS TOTAL 227 0.7% 157 0.5%

CROSSOVER

NISSAN Juke 395 1.2% 268 0.9%

NISSAN 
Qashqai

389 1.2% 291 1.0%

MITSUBISHI 
ASX

202 0.6% 156 0.5%

JEEP Compass 197 0.6% 172 0.6%

AUDI Q3 160 0.5% 124 0.4%

CROSSOVER TOTAL 2 222 6.8% 1 974 6.6%

GRAND TOTAL 32 738 30 006

Figures courtesy of SA Department of Trade and Industry and RGT SMART

 continued from previous page TOP 5 LCV CAR MARKET BY TYPE FOR JUNE 2013

NAAMSA 
STANDARD

TYPE 2013 SHARE 2012 SHARE

SUB ONE-TON

NISSAN NP200 1 682 12.8% 1 530 12.2%

CHEV Utility 1 671 12.7% 1 737 13.8%

CHEV Lumina 
UTE

10 0.1% 17 0.1%

CHEV Corsa 
Utility

1 0.0% 4 0.0%

OPEL Corsa 
Utility

0 0.0% 2 0.0%

SUB ONE-TON TOTAL 3 364 25.6% 3 296 26.2%

ABOVE ONE-TON 
DCAB

TOYOTA Hilux 1 246 9.5% 1 042 8.3%

FORD Ranger 931 7.1% 595 4.7%

ISUZU KB 403 3.1% 317 2.5%

VW Amarok 343 2.6% 326 2.6%

NISSAN NP300 
Hardbody

206 1.6% 125 1.0%

ABOVE ONE-TON DCAB TOTAL 3 594 27.3% 2 730 21.7%

ABOVE ONE-TON 
SCAB

TOYOTA Hilux 1 535 11.7% 1 740 13.8%

ISUZU KB 465 3.5% 836 6.6%

FORD Ranger 440 3.3% 434 3.4%

NISSAN NP300 
Hardbody

394 3.0% 548 4.4%

TOYOTA 
Landcruiser PU

120 0.9% 195 1.5%

ABOVE ONE-TON SCAB TOTAL 3 602 27.4% 4 221 33.5%

ABOVE ONE-TON 
XCAB

TOYOTA Hilux 289 2.2% 285 2.3%

FORD Ranger 256 1.9% 411 3.3%

ISUZU KB 144 1.1% 84 0.7%

MAZDA BT-50 73 0.6% 14 0.1%

NISSAN Navara 26 0.2% 33 0.3%

ABOVE ONE-TON XCAB TOTAL 806 6.1% 858 6.8%

MINIBUS

TOYOTA 
Quantum

872 6.6% 981 7.8%

NISSAN NV200 82 0.6% 0 0.0%

FORD Tourneo 
Custom

78 0.6% 0 0.0%

VW T5 
Transporter 
Cr-Bus

44 0.3% 40 0.3%

VW Caddy 33 0.3% 36 0.3%

MINIBUS TOTAL 1 124 8.5% 1 076 8.6%

PANEL VAN

VW Caddy 235 1.8% 90 0.7%

CHEV Spark 74 0.6% 0 0.0%

NISSAN NV200 71 0.5% 0 0.0%

NISSAN NV350 71 0.5% 0 0.0%

FORD Transit 
Custom

44 0.3% 0 0.0%

PANEL VAN TOTAL 666 5.1% 403 3.2%

GRAND TOTAL 13 156 100.0% 12 584 100.0%

Figures courtesy of SA Department of Trade and Industry and RGT SMART
With 872 Quantum sales in June, Toyota outsold its nearest 
minibus competitor by a factor of 10!
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THE TOP SOUTH AFRICAN HCV / MCV MARKET FOR JUNE 2013
(MEDIUM, HEAVY & EXTRA HEAVY COMMERCIALS, & BUSSES)

MANUFACTURER CATEGORY 2013 SHARE

MERCEDES-BENZ SA

MCV 224 8.2%

HCV 89 3.2%

XHV 399 14.6%

BUS 35 1.3%

MERCEDES-BENZ SA TOTAL 747 27.3%

GMSA

MCV 261 9.5%

HCV 98 3.6%

XHV 41 1.5%

BUS 1 0.0%

GMSA TOTAL 401 14.6%

TOYOTA MCV 209 7.6%

HCV 118 4.3%

XHV 38 1.4%

TOYOTA TOTAL 365 13.3%

UD TRUCKS

MCV 36 1.3%

HCV 110 4.0%

XHV 113 4.1%

UD TRUCKS TOTAL 259 9.5%

MAN

HCV 16 0.6%

XHV 125 4.6%

BUS 35 1.3%

MAN TOTAL 176 6.4%

TATA

MCV 54 2.0%

HCV 46 1.7%

XHV 37 1.4%

BUS 7 0.3%

TATA TOTAL 144 5.3%

VOLVO TRUCKS XHV 129 4.7%

VOLVO TRUCKS TOTAL 129 4.7%

IVECO

MCV 91 3.3%

HCV 5 0.2%

XHV 22 0.8%

BUS 0 0.0%

IVECO TOTAL 118 4.3%

SCANIA
XHV 99 3.6%

BUS 12 0.4%

SCANIA TOTAL 111 4.1%

VOLKSWAGEN GROUP SA MCV 67 2.4%

VOLKSWAGEN GROUP SA TOTAL 67 2.4%

THE TOP SOUTH AFRICAN HCV / MCV MARKET FOR JUNE 2013
(MEDIUM, HEAVY & EXTRA HEAVY COMMERCIALS, & BUSSES)

MANUFACTURER CATEGORY 2013 SHARE

POWERSTAR XHV 53 1.9%

POWERSTAR TOTAL 53 1.9%

PCSA MCV 37 1.4%

PCSA TOTAL 37 1.4%

FAW

MCV 0 0.0%

HCV 9 0.3%

XHV 23 0.8%

FAW TOTAL 32 1.2%

RENAULT TRUCKS XHV 25 0.9%

RENAULT TRUCKS TOTAL 25 0.9%

JMC MCV 23 0.8%

JMC TOTAL 23 0.8%

NC2 TRUCKS SA XHV 20 0.7%

NC2 TRUCKS TOTAL 20 0.7%

BABCOCK
HCV 1 0.0%

XHV 18 0.7%

BABCOCK TOTAL 19 0.7%

FIAT GROUP MCV 7 0.3%

FIAT GROUP TOTAL 7 0.3%

VOLVO BUS BUS 5 0.2%

VOLVO BUS TOTAL 5 0.2%

VDL BUS & COACH SA BUS 1 0.0%

VDL BUS & COACH SA TOTAL 1 0.0%

GRAND TOTAL 2 739 100.0%

Figures courtesy of SA Department of Trade and Industry and RGT SMART

Mercedes sold 113 examples of its Actros in June.



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

Picture Page

Superb mild-custom restoration on a Fairmont GT at the Simply 
Ford day at Boksburg last weekend.

Escort RS2000 at Simply Ford day at Boksburg. These are now 
super-collectible.

Koos Swanepoel’s stunning Talbot recreation will star at Cars in 
the Park at Zwartkops on August 4.

A mom and her daughters out for a stroll at Ferrari Day on July 13.

Rare Escort Mk I wagon, done in sporty Mexico theme.

Dream garage. Just when you think you’ve seen all the Ferraris at 
Ferrari Day, you pop your head into a garage and...
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Hard to imagine an E-Type that repelled women.

BY STUART JOHNSTON

Way back when, the great American magazine Road 
& Track ran a picture of an E-Type Jaguar that had 
been shockingly customised, with a ghastly air-
scoop on the bonnet, ill-considered bits of wheel-
arch fl airs riveted on and a half-assed boot spoiler 
and a vertical Batmobile fi n similarly attached. Th e 
caption ran: “Aft er long aerodynamic deliberation, 
Bob fi nally managed to create an E-Type that actu-
ally repelled women.”

Bob was R&T’s fi ctional klutz who appeared 
regularly on its back page, on occasion as the 
nephew of a man who owned six Buicks, all with 
those chromed tooth smiley grilles, and who was 
purportedly an orthodontist. Th e point about Bob’s 
eff orts at E-Type defacement was that the E-Type 
Jaguar was the sexiest car of the 1960s by a long 
chalk, possibly the sexiest car of all time.

It was an absolute sensation when it launched 
to the world at the 1961 Geneva Motor Show, and 
in fact the show car had been driven from the 
Coventry works overnight, right across Europe, 
by Jaguar’s legendary test driver, Norman Dewis. 
Much was claimed for that car, not least that it could 
do 150 mph.

It is said that only the test vehicle supplied to the 
motoring press at that time in fact managed the 
mythical 150 mph, which equates to 240 km/h in 
today’s terms. Most were good for 138 to 140 mph, 
still an amazing velocity back in 1961. Th at’s about 
220 km/h in metric terms, and next time you are 
on a narrow two-lane back-road, imagine what 
twice the legal speed limit was like back then, on 
tyres that would be considered Marie biscuits by 
today’s standards.

Yes, the E-Type was special. It was also remark-
ably cheap, there is simply no other word to describe 
its asking price of 2 160 pounds, or R4 200, you had 

to shell out almost three times that amount for a 
Ferrari 250 GT with a similar top speed, and argu-
ably inferior build quality.

But whereas the Ferrari’s interior couldn’t 
match up to the plushness of the mass produced 
Jaguar, on the race track it was a diff erent kettle 
of fi sh. Th e Jaguars did manage to win some early 
races, and the lightweight E-Types were very quick 
machines, but very soon they were out-gunned by 
specialised products from the likes of Ferrari and 
AC in the GT class where those cars were thinly 
disguised racers with only a nod to roadworthiness.

Th e Jaguar had to appeal to enthusiasts in the 
American market and it certainly did so. Th e bulk 
of E-Type production was exported to the US, and 
unfortunately the purity of the Series I cars soon 
gave way to more bulk, then a rather ungainly-look-
ing 2-plus-2 version, and later a V12, which was a 
fi ne car, but much more a cruiser than a sports car.

In pure sporting terms, too, the early E was 
not perfect. It had a pretty much nose-heavy at-
titude and a terribly recalcitrant Moss gearbox 
when it was fi rst launched. But all was forgiven 
thanks to that remarkable twin-overhead cam six 
cylinder motor, fi rst in 3,8-litre and later 4,2-litre 

form, which was fi tted with three giant-sized SU 
carburettors, and delivered some 265 horsepower 
( just under 200 kW), a remarkable fi gure for the 
time, and so much torque you could pull away in 
top gear.

Malcolm Sayer is the man credited with rendering 
that amazing shape, which with its long aggressive 
nose made women swoon, while its sensuous fl anks 
made men go at least a little giddy.

I don’t think the current F-Type is nearly as 
good-looking, but in terms of being an epoch-mak-
ing automotive statement it is at least the E-Type’s 
equal. Th ey sold some 72  500 Jaguar E-Types be-
tween 1961 and 1975 and whilst it will be surpris-
ing if the F-Type is kept in production for 14 years, I 
reckon its sales acceptance may come close to fi lling 
the shoes of the E-Type. Th e new car, in dynamic 
terms, is that good! ■

The Shoes of the E-Type

It is said that only the test vehicle 
supplied to the motoring press 

at that time in fact managed the 
mythical 150 mph, which equates 

to 240 km/h in today’s terms.

Malcolm Sayer is the man credited 
with rendering that amazing shape, 

which with its long aggressive 
nose made women swoon, ...
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