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TrisTan Wiggill

As far as Toyota is concerned, it has 
been part of the global strategy for many 
years now to reduce the exposure to the 
strong yen, and as a result it has plants 
all over the world.

“Locally, product like Hilux is vir-
tually yen-free, if you want to use that 
term. It has a very high local content as 
a starting point, and many components 
are sourced from all parts of the world, 
other than Japan. The days of getting a 
box of components from Japan and as-
sembling a product here are a thing of 
the past,” says Glenn Crompton, Toyota 
South Africa’s Vice President of Product 
and Demand Planning.

Cars that are still Japanese-sourced 
by Toyota include the Land Cruiser 
range (but excluding the new FJ) and the 
Yaris. Incidentally, the next-generation 
Yaris, with its SA-launch imminent, will 
be sourced for our market from Toyota’s 
plant in France. 

Suzuki Auto South Africa’s 
Divisional Manager of Finance and 
Admin, Berto van der Lith, says “As an 
importer, the exchange rate is a major 
factor when bringing cars in from ei-
ther Japan (or Hungary or India, in the 
case of Suzuki Auto South Africa). The 
exchange rate fluctuates daily, and in 
the case of the yen strengthening, we 
absorb the extra costs in the business. If 
the strengthening were to continue, we 
and other OEM’s would obviously have 
to adjust retail prices eventually. 

When we buy a vehicle from over-
seas, we are billed the factory building 
them (i.e. SMC in Japan or Maruti in 
India) negotiated asking price. Like any 
business, they will factor in their direct 
manufacturing costs and overheads, 
include their profit margin and present 
us with an invoice.  It is then up to the 
South African distributor, given this 
input price, to be competitive amongst 
the various vehicle models in the mar-
ket. Our price is also subject to a variety 
of other factors, such as import duty. In 
SA import duty is currently 26%, while 
in other countries this is less and zero 
in others. In addition, South Africa also 
started levying a Co2 tax from 1 Sept 
2010 on passenger vehicles. 

“Then there are Service plans, which 
are now almost across the board in SA, 
compared to UK and other countries 
where it is not included in the retail price 
of the vehicle. Local efficiency is another 

issue. An example here is that Transnet 
Port costs are more than any other ma-
jor port in the world. Another example 
is that the bulk of vehicles are trans-
ported via road freight instead of rail 
freight, which should reduce logistical 
costs. Also, SA favours single franchise 
dealerships, so the cost of the vehicle will 
eventually reflect those overheads, while 
SA public transport is virtually non-
existent, meaning most people buy their 
own car. These types of market forces af-
fect pricing.” ■

Yen not so Zen

New Yaris will be sourced from France

“In SA import duty is currently 
26%, while in other countries 

this is less and zero in 
others. In addition, South 

Africa also started levying 
a Co2 tax from 1 Sept 2010 

on passenger vehicles.”
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Editor’s Note
IT’S THE MOTOR 

SHOW SEASON!
In any survey amongst 

readers of motoring publica-
tions “motor shows” always 
rank highly as “must read”. 
Well, we are in for a feast in 
the coming months, with the 
Frankfurt Motor Show kick-
ing off in mid-September, 
and rightly acknowledged 
as still the most important 
show on the planet.

Locally, we have the Castrol Extreme Auto Show, 
which switches venues and is being hosted at the Zwartkops 
Raceway this year on September 23–25. And then in October 
from the 6th to the 16th we have the much awaited return of 
the Johannesburg International Motor Show.

Frankfurt is a giant show, and to do it properly you need 
at least two days. The Castrol Extreme Show will for the first 
time in its eight-year history be held outdoors, and it prom-
ises a much more interactive experience for the hardcore 
petrolhead than before, with lots of the cars being involved 
in mobile exhibitions of speed and power.

And then we have Johannesburg International 
Motorshow, once again organised by the experienced 
team at SA Show Services, that brought us Auto Africa (as 
it was known in the good old days) before being changed 
to JIMS a few shows back.

Traditionally JIMS is held every two years and was 
scheduled for 2010 but then postponed because of the global 
economic downturn.

All indications are that this, our premier show, which 
now enjoys ranking on the global lists of motor shows, is go-
ing to be a cracker. All the major players will be there and 
the lengths they are going to, in order to provide maximum 
impact, is quite mind-boggling. There has been talk that 
some of the major companies’ budgets for JIMS runs into 
well into the eight-figure bracket and whilst naysayers might 
question the value of such mega-spend, the fact remains that 
a motor show buys brand awareness that can’t be bought any 
other way.

“Motor Shows are like having a couple of thousand peo-
ple walking through your showroom floor every hour” said 
one well-known industry executive at the Paris Motor Show 
last year, and the same applies here.

They create a feeling of excitement, buoyancy and opti-
mism for the industry, and starting this issue AutoLive will 
be keeping you abreast of what’s in store for us at all three 
shows mentioned. It’s also a great way to usher in the sum-
mer months. A celebration.

Stuart Johnston,
Editor
stujohn@autolive.co.za

To advertise in  contact

Bruno Lupini on 081 354 7212 or email him at bruno.lupini@gmail.com
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It burst out of a box in the middle of quiet 
forest-land, somewhere near Hartbeespoort 
Dam. Smoke surrounded its arrival, but soon 
dispersed to reveal a car that is undeniably 
distinctive looking.

The Kizashi, says Suzuki, is yet another 
example of its predisposition to “think out of 
the box”, and indeed, for a sedan it is differ-
ent. Whereas other Japanese and Korean of-
ferings (read Sonata) offer a more traditional 
three box look, the Kizashi is more like a two-
and-a-half box with its truncated tail section.

Don’t be fooled by that rear end though. It 
contains a boot with a whopping 461 litres of 
luggage space, more than enough for the av-
erage family of five, and rear passenger room 
is plentiful thanks to a 2.7 metre wheelbase.

We have come to expect superb, fuss-free 
layouts in Suzuki’s interiors, with minimum 
flash and maximum attention to enduring 
quality like perfect cut lines on the panels, 
high quality plastics and leather.

The Kizashi lives up to these expecta-
tions in this new mid-class luxury field, and 
although once again the overall look is a little 
retro, the cabin is pleasing, with workman-
ship at least up to European standards.

The dash has a soft-touch finish, and bells 
and whistle fitment includes electric front seat 
adjustment, USB connection points, a sub-
woofer to beef up the standard fit sound sys-
tem, six airbags, auto rain sensing wipers and 
light activation, and leather seats as standard.

Getting into the car and out is a little 
bit on the snug side, but once you are in, the 
driving position is easily tailored via height 
and reach adjustment for the steering wheel.

Ah, the steering wheel, pivotal to the 
relationship between driver and car. It has 

quite a bit of power assistance making park-
ing easy, but on the move it imparts enough 
feel to maintain a good relationship between 
the front wheels, road surfaces and the driv-
er’s hands and head. For a front-wheel-drive 
largish car it is in fact quite “pointy” and 
nicely reactive.

The suspension is superb, given what 
Suzuki were after, which is a ride that handles 
plenty of undulations and yet responds to de-
cisive reactions on steering and braking input 
when the need arises.

On our launch test drive here was some 
road noise intrusion on very rough-grit tar 
surfaces, but negligible noise on smooth tar. 
Given that Suzuki have specced a very sport-
ing tyre-wheel configuration of 18-inch al-
loys shod with 235/45 rubber, the ride quality 
is actually amazing!

There is only one engine size offered, a 
131 kW version of the 2.4-litre four-cylinder 
used in the Grand Vitara. It’s a free-revving, 
smooth unit with counter-rotating balance 
shafts, but it lacks a bit of mid-range urge in 
the overtaking department. Not seriously, 
but just enough to be vaguely disappointing. 
There again, the solidity of the car means it 
weighs in at close to 1 500 kg, so there is quite 
a lot of car to lug around for a slightly peaky 
four-cylinder mill.

Only two models are offered, the 2.4-litre 
SLX six-speed manual at R295  900 and the 
SLX with CVT ‘box for R310 900.

Our advice is to take the manual, as the 
CVT can become a drone, even when you try 
to change the engine note with the paddles. 
Less sound-sensitive types will love it.

Suzuki says they only expect to move 
about 40 units a month, but we believe they 
could do a lot better than that. After all, the 
name Kizashi means “something wonder-
ful is about to happen”. ■

Suzuki Kizashi boxes clever
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AutoLive, a convenient e-zine delivered twice a 
month, is the best way to keep up to date with news 
and views about all facets pertaining to the South 
African and international motor industry’s.

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

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

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

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

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

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

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

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

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

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

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

Why you should advertise in Autolive

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

The recent “fuel shortage” demonstrated that many 
drivers can drive slower if need be. 

I recall listening to 702 when a motorist phoned 
in to say that the average speed of traffic appeared to 
be substantially slower than usual, and that it was 
probably a result of motorists needing to stretch 
“extra kilometers” from every tank as filling sta-
tions ran dry.

Observing motorists–where and when they 
were able to find a station with the appropriate 
fuel–encouraging attendants to fill their tanks “to 
the brim” proved vaguely amusing. I have seen 
Taxi driver’s place one wheel on a ramp so as to fill 
every air pocket. Does this work? It does, but with 
side effects that many motorists are unaware of.

Rather than re-invent the wheel, I looked 
for information from a credible source and came 
across some useful information from the National 
Association of Automobile Manufacturers of South 
Africa (NAAMSA)–the organisation that looks af-
ter and collates data from vehicle manufacturers–
who have managed to detail, quite succinctly, the 
dangers of overfilling a fuel tank.

Because petrol tends to expand, becoming 
fuel vapour as it is exposed to higher temperatures 

within a vehicle compared to the filling station’s un-
derground storage tanks, a vehicle’s fuel tank has a 
larger actual volume than stated volume.

All modern vehicle fuel tank systems make 
provision for the expansion of fuel and the control 
of fuel vapour, not only to prevent wastage, but also 
to restrict potentially harmful vapour loss into the 
atmosphere. 

The degree of petrol “expansion” varies be-
tween vehicle types, but is typically in the region of 
8 per cent of the stated capacity. In older vehicles, it 
is often possible to overfill the fuel tank by persist-
ent “trickle” filling because these cars have breather 
systems that ultimately vent to atmosphere, and 
not “closed loop” fuel vapour recovery systems as 
found in modern vehicles. Therefore, “trickle” fill-
ing can replace the space purposely set aside for fuel 
expansion.

NAAMSA recommends that fuel filling should 
be terminated at the first automatic pump “shut off” 
to prevent the unnecessary evaporation of fuel dur-
ing prolonged filling. Failure to do so equates to fur-
ther possible waste of fuel as a result of subsequent 
fuel expansion in the tank and vapour emission 
through the fuel tank breather system. 

Unnecessary air pollution, heightened risk of 
vehicle paint damage as a result of inevitable spill-
age and unnecessary delays for motorists at filling 
stations, particularly during peak holiday seasons, 
are other foreseeable bi-products of overfilling. 

So next time the attendant–albeit with good 
intentions – attempts to “top up” your vehicle, tact-
fully decline. ■

Eugene Herbert
Group MD
RAC Driving Solutions

Overfilling provides fuel for thought

Eugene Herbert
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TrisTan Wiggill

Apart from the two-door configuration and more 
steeply raked windscreen and roofline, the fully-
imported coupé isn’t all that different from the se-
dan (it sits 40mm lower), which MBSA admits ap-
peals to an older buyer. 

This is arguably not a bad thing given the suc-
cess the more traditional model enjoys, and the 
recent facelift served only to improve the car, espe-
cially where the interior is concerned.

In C-350 V6 form, the sleek coupé carries a 
R70 000 premium, while standard specification 
remains much the same. At this point I must 
mention that the car picture here is loaded with 
optional extra’s, including AMG styling and 
Dynamic Handling packages, different 18-inch 
wheels(with 225/40/ZR18 profile tyres at the 
front and 255/35/ZR18 at the rear) and an elec-
tric panoramic sunroof. I have to admit these 
extras are very appealing and, given the asking 
price of R590 000 in standard form, what’s an-
other 40k?

In a modern world where large, naturally aspi-
rated engines are on their way out, it was a boon to 

be re-acquainted with an “old school” three-and-a-
half litre “no-nonsense”engine like this. 

It develops a decent 225 kW and 370Nm, and 
thrusts the car along in a very linear fashion. It ap-
pears very well suited to the car, with a pleasant V6 
soundtrack humming away as the revs rise to the 
7 000rpm redline.

More “old fashioned” (if modern trends are 
anything to go by) thinking sees gear changes man-
aged with Mercedes’ ZF-sourced 7G-Tronic ‘box, 
and while rivals BMW, Audi and Porsche have all 
migrated to dual-clutch systems, the C-350 uses a 
single-clutch, torque converter set-up.

Some might bemoan the fact there is no blip 
after downshifts, or that changes are not frightingly 
quick. But, then again, not everybody wants an out-
and-out driver’s car, and Merc has created a good 
balance that will appeal to traditional Mercdrivers 
and slightly younger ones alike. Radical change 
doesn’t appear to be in Merc’s thoughts at any 
stage in this model’s developmentand even the old 
stomp-requiring park brake is preferred to a fancy 
electronic switch.

While the suspension is not particularly stiff 
and the handling not track-focused,the optional 
Dynamic Handling Package firms up the ride 

rather nicely and there is enough feedback to keep 
the driver both involved and happy.

The coupé is a proper 2+2, with four individual 
Sport seats and a dual-tone three-spoke multi-func-
tion steering wheelincluded for added visual appeal. 
It certainly doesn’t need it – the interior is beautiful 
as is–whileits panels and softer plastics than before 
fit together supremely well. In fact, overall build 
quality is nothing short of exceptional.

The white “Piano” trim you see here is anoth-
er option, although the fear of it becoming grubby 
after a while left me with reservations. Seating 
at the rear is very snug, while rear headroom is 
pretty tight as well, although legroom appears to 
be okay. 

With bucket-loads of status and gorgeous looks 
(the Daytime Running Lights merely up its already 
significant road presence further), perceived qual-
ity and likely pampered ownership experience,the 
C-350 coupé is hard not to like. On the face of it, 
buyers looking for a prettier, sportier incarnation 
of the hugely popular W204 platform will be more 
than happy–especially with the news that a C63 
AMG version will roar into view later this year, but 
for now this derivative remains a more than able 
range-topper. ■

C-350 Coupé a modern take on tradition
The launch of the C-Class Coupé at Merc’s impressive Lifestyle Centre in Umhlanga early this Women’s month 
played out a mere fortnight after the facelifted C-Class Sedan and Estate rolled off the internationally lauded East 
London Plant.
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Smith Capital Equipment, one of the country’s most 
established players in the important aerial platform 
market, sees much of its future growth in the truck-
mounted crane sector.

Key to this strategy was securing the equipment 
distribution rights for truck-mounted cranes from 
PM Cranes of Italy in April this year. Distribution 
of these products has now begun, as well as products 
from PM’s aerial platform subsidiary, Oil & Steel.

 PM Cranes is the fourth-largest supplier of 
truck-mounted cranes in the world, and has an ex-
tensive range of cranes to meet all applications. 

“Eskom historically requested a number of 
cranes that Smith Capital was unable to supply,” 
says Cameron Diesel, Smith Capital’s Sales and 
Marketing Manager.

“Now, with our acquisition of the PM Cranes 
products to supplement our very-well utilised 
locally-made products,, we can broaden the range 
of projects that we can participate in with Eskom.” 
Smith Capital also maintains their position as the 
main supplier of Post and Pole drills to Eskom

“Going back over the past four decades, Smith 
Capital’s product range has been relatively limited,” 
says Murray, while stressing that his company is 
nevertheless seen as being at the forefront of the 
Lifting Machine business in South Africa. Since 
Eskom initiated their Live-Line work, Smith Capital 
has been their biggest supplier of insulated aerial 
platforms, from 9 metre all the way up to 60 me-
tre working height. “Through our agreement with 
Oil and Steel we are now able to supplement our 
locally-manufactured range with a line-up of truck 
mounted aerial platforms that pretty much covers 
the spectrum of these devices,” says Smith Capital 
Equipment MD Edward Murray.

“We can now offer both locally-manufactured 
and imported products that compare favourably 

to anything else in the market,” says Johan Prins, 
Smith Capital’s New Market Development Manager. 
Being local manufacturers with decades of expe-
rience in design and engineering has allowed the 
Germiston-based concern to customise equipment, 
“because we understand the market and the specific 
requirements ” adds Prins.

“One of the challenges up in using imported 
products is that the legislation for mounting aeri-
al platforms and cranes onto trucks differs from 
European legislation. The critical areas are those 
pertaining to the amount of rear overhang allowed, 
axle loading and various road ordinances. Because 
of our vast experience in manufacturing cranes 
and aerial platforms locally, we are able to ensure 
that all the platforms are correctly mounted as per 
South African legal requirements, and ensure that 
the imported products are adapted to South African 
conditions.” Says Ed Murray.

Over the past four years, Smith Capital 
Equipment has worked towards ISO compliance 
and last year it was credited with ISO 9001:2008 

certification. Another important part of its business 
is the servicing and maintenance of its aerial plat-
forms and its drilling rigs.

“What puts us ahead as importers is that, be-
cause of our design and fabrication skills we under-
stand the technology of our cranes, platforms and 
drilling rigs, and most importantly, vehicle selec-
tion,” says Cameron Diesel. ■

Smith capital targets truck-mounted crane market
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Gate Hours: 09:00 – 18:00
Entrance: Adults R80 / 6-12 Years R20
Tickets available at Computicket or at gate

JOHANNESBURG EXPO CENTRE, NASREC
8-16 October 2011

(6th & 7th closed to public)

www.jhbmotorshow.co.zawww jhbmotorshhhhowww motor h co za

Endorsed by: Accredited by:

The organisers of the Johannesburg International 
Motor Show are very aware of the fact that the 
Johannesburg Motor Show will be taking place dur-
ing the Rugby World Cup in New Zealand. Exciting 
plans have been announced to ensure a memorable 
time for rugby fans on the two weekends when im-
portant matches will be played – quarterfinals on 
October 8/9 (two matches each day) and semi-finals 
on October 15/16 (one match each day).

In fact it is an excellent opportunity for relation-
ship building as a company can entertain customers 
at the rugby in the morning before spending the rest 
of the day visiting the various display stands.

A Bokke fan village is being set up at the are-
na, with large screen televisions. Neil Andrews, of 
Vodacom Super Saturday fame, will be the host, with 
a panel of experts to give their views on each match. 
There will be braai packs and braai fires available or 
fans can buy tasty food at the fan park restaurant.

Adding more spice to the mixture will be fa-
mous singers Bok van Blerk and Robbie Wessels. 
Add in the dancing of the Bokke Babes and fans will 
have a time to remember, while being able to spend 
the rest of the day walking around Africa’s biggest 
and greatest motoring show. Importantly, there will 
be no admission charge for the rugby fan park as it 
is included in the gate admission price. If that is not 
enough there will be prizes for the fans in the most 
original Bokke attire!

Standard Bank is sponsoring the very popular 
off-road track at Expo Centre for the 11-day dura-
tion of the Johannesburg International Motor Show. 
The track is currently being upgraded by Lionel 
Lewis of the LA Sport off-road specialists and will 
be the ideal location for show visitors to sample 
the latest 4x4 and “soft roader” models on the local 
market. An experienced team from LA Sport will be 
responsible for organising and controlling the driv-
ing on the track.

Local manufacturers and distributors will have 
more than 30 vehicles available for visitors to sam-
ple as passengers with a qualified instructor doing 
the driving.

There is very strong support from the South 
African truck and bus manufacturers and 

distributors for the Johannesburg Truck and Bus 
Show that forms an integral component of the 
Johannesburg International Motor Show. 

All the major brands, with the exception of 
Iveco, will be exhibiting at the show. The truck and 
bus brands that will be housed in Hall 5 are: DAF, 
Hino, Irizar, Isuzu, Kia, Marcopolo, Mercedes-
Benz, Navistar, Peugeot, Powerstar, Scania, Tata, 
UD Trucks and Volkswagen. 

Other truck-related companies that will also be 
accommodated in Hall 5 are: Alcoa, Angelo Kater 
Motor Trimmers, Cummins SA, MCV South Africa 
– De Haans, Travelstar/ Oberaigner Automotive 
SA and TFM Industries. Tata will be in Hall 9, as 
will Jost, while Commercial Auto Glass and Eaton 
Truck Components will be in Hall 10.

The brands exhibiting outdoors will be: MAN 
(in and around the MAN Centre), FAW, certain 
Mercedes-Benz models, Foton, Irizar, VDL Bus 
and Coach and DongFeng. Other truck and bus-
related companies exhibiting outdoors will be: Lift 
and Shift Equipment and Pahltech. This number of 
outdoor exhibitors will grow before the show opens 
as there are ongoing requests for space. Trailers will 
be situated on Terrace 1 and will include displays by 
Afrit and Top Trailers. ■

Motor show organisers making exciting plans for rugby fans
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Endorsed as the only Ferrari calendar produced in 
collaboration with Ferrari Spa of Maranello, Italy, 
the calendar has been in in existence for 27 years 
and shortly the 2012 edition will be available from 
Pablo Clark Racing of Johannesburg.

Gunther also published a book in 2008 entitled 
Ferrari – 25 years of calendar images – and docu-
ments his work with these famous Italian machines 
since 1985. This marvellous book, which is in many 
ways one of the most detailed histories ever pub-
lished of all Ferrari’s cars since 1947, is also available 
here through Pablo Clark Racing.

Gunther started a career in fine art before 
switching to photography in 1976, and his first 
photographic exhibition–on travels in Venice – was 
so successful it ran for eight months in the State 
Museum in Germany.

But his first love was cars. “My parents told 
me my first word was ‘auto’ then ‘mom’ and then 
‘dad’ – and he soon gravitated to photograph-
ing cars, being fascinated by the melding of art 
and technology represented by the great cars of 
the world.

“There is a difference between art and de-
sign,” he says. “Design is partly art, but more com-
munication. Art is a branch of philosophy, as is 

mathematics. You don’t use mathematics to count 
things, only to train your mind.”

Gunther says that his calendars, and especially 
his book, a massive coffee table edition crammed 
full of the most wonderful colour photographs, falls 
under the heading of design.

“My work communicates the Passion of Ferrari, 
and in my book there are words too that commu-
nicate this passion. But each calendar image is 
different to most other types of photographs. The 
calendar photograph is good training for me, be-
cause each person in my target group has to watch 
that one photograph on the wall for 30 days, until 
it is flipped over to the next month. It has to have 
high impact.”

Judging by many of the photographs in his 
book, the pictures also offer an immense amount of 
detail, for the mind to work with over a long period. 
For this reason he avoids the fashionable use of long 
lenses in his work, unlike so many of today’s car 
photographers. 

“Those long lens pictures say hello to the view-
er. My pictures say HELLO!” he explains. “I always 
go for high impact.”

Gunther adds that the motorcar represents an 
archetype in the mind of a young boy.

“It is something archaic. It is the symbol of go-
ing over the horizon, promising liberty, adventure. I 
am very lucky in my era to work with cars, because 

in previous eras this would have been represented 
by weaponry.

“When I see certain young men today, trading 
in their cars for bicycles to get to university, I feel 
they have lost something, they are no longer virile.”

Gunther has been assisted throughout his ca-
reer by his wife, Karin, who he met when he was just 
17-years-old. “No, she doesn’t take many pictures 
herself, she only tells me what’s right and what is 
wrong.”

The 2012 edition of the calendar will soon be 
available and it may just include a picture of a rac-
ing Ferrari F40 photographed by Gunther during 
his visit.

He says the theme he had in mind for this shoot, 
taken at Kyalami, was one of surprise, of coming 
across such a car in an unexpected location. Where 
there is just the car and the viewer, nothing extrane-
ous, “like seeing a mirage of Madonna in the desert.”

The second of Gunther’s “missions” during his 
South African visit was to organise an exhibition of 
his work, probably in the Western Cape, and sched-
uled for between February and March next year. 
AutoLive will keep you posted on details.

For more information on obtaining the official 
Ferrari Calendar and Ferrari, 25 years of Calendar 
Images, contact Denise Wait at Pablo Clark Racing 
on 011  351  1083, or by mail at info@pabloclark.
com ■ 

Ferrari’s official calendar photographer

Gunther Raupp, 59-year-old German photographer extraordinaire, recently visited South Africa with a couple 
of missions in mind. He was hosted here by Pablo Clark Racing, the South African agents for his official Ferrari 
Calendar, of which only 5 000 numbered copies are produced each year.

Gunther Raupp
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We were shuttled from the station straight into 
Alexandra, the sprawling township located due 
north of Jo’burg, and an intriguing trip it was along 
narrow streets to a vibey spot called Joe’s Butchery, 
where a whole bunch of funky, Tonka-Toy-looking 
off-roaders were lined up in the main drag.

The event captured the imagination of the local 
populace as what seemed like four Avanzas for eve-
ry five vehicles cruised past, the occupants quizzing 
us loiterers on the ins-and-outs of the new Toyota 
SUV with serious street-cred detailing. Judging by 
the reaction, Toyota could have sold all 12 of their 
new American-built sports Utes right from the 
sidewalk outside Joe’s.

Fortified with mountains of meat and…
well, more meat… we set off on a route to the 
Hartbeespoort Dam area (a flavour-of-the-month 
for launches, it seems). The on-road ride of the FJ 
impressed, exhibiting only the slightest of side-to-
side oscillations that one expects from these super-
high ground clearance machines, and enjoying 
commendable thrust from its four-litre V6. The 
cruising ability is effortless, and overtaking punch 
is impressive from the 200 kW petrol mill.

When we hit gravel, it was time to test the 
driver “safety nets” installed in this car, all of them 
using ABS technology to some degree or other. 
Deliberately powering into a corner too fast and 
then jerking the steering to provoke a slide saw the 
traction control and corner assist functions kick 
in very quickly and decisively. This kind of vehi-
cle will be driven, on occasion, by people who are 
not used to slippery road surfaces, and with plenty 
power and speed on rear-wheel-driven tap (you 
have to manually select four-wheel-drive), it is a 
no-brainer that all high-powered SUVs should have 

these safety-nets. So, well-done Toyota, and we look 
forward to seeing them on the Fortuner and Hilux 
models waiting in the wings.

After a lunch stop and yet more food provided 
by African Out-Door Adventures (that was so good 
we ate it even though we were still reeling from our 
Joe’s Butchery brunch in Alex), we set out to tackle 
a trail of fairly epic proportions. We were faced with 
very tight twists and turns on steep assents and 
descent, with a surface that ranged from serious-
size-rock-strewn to loose shale – enough to make a 
Hilux draw breath, in other words.

With the FJ Cruiser it was a breeze. We selected 
the manual lever to engage four-wheel-drive low 
range (nice that, I always trust these levers more 
than push-button all-wheel-drive selection), and 
leaving all diff locks alone, proceeded to doddle up 
the trail with absolutely no hassle.

Here the automatic transmission came into 
play, because it enables such a smooth, progres-
sive power delivery at walking pace. It was merely 
a question of point and squeeze and let the gen-
erous axle articulation find traction on whatever 
wheel was best situated. This is probably the sec-
ond-best off-roader I have tried (the best being a 
Range Rover kitted out with off-road tyres), and 
I shouldn’t have been surprised, given that this in 
essence a Prado with short wheelbase and minimal 
overhangs.

Now the feeling of enjoyment of being in a 
funky SUV, and all the head-turning capabilities 
that goes with, it turned to one of huge respect 
for just what it can achieve off road, while retain-
ing such good open-road and even city cruising 
capabilities.

Dislikes? I’m not a huge fan of the rear doors 
which only have handles inside and to open them 
you need to open the front doors. This is a real hassle 

FJ marries Hip-Hop funk
with serious bush-cred
The launch details of Toyota’s FJ 
Cruiser were shrouded in mystery. 
“Meet at Marlboro Station” and all 
will be revealed, was the Toyota 
official invite to media people 
across the country.

continued on next page 

“We were faced with very tight twists 
and turns on steep assents and 

descent, with a surface that ranged 
from serious-size-rock-strewn to 
loose shale – enough to make a 

Hilux draw breath, in other words.”
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if you have a rear passenger that needs to jump out, 
because the front passenger in most cases will feel 
obliged to do the same. And if it’s on the driver’s 
side, that means selecting park, handbrake etc, and 
vacating the command post. Okay it is possible to 
stay put up front, just not convenient.

The FJ comes in four different models – all 
of them fitted with the 24-valve 4.0-litre V6 and 
all with five-speed automatic transmissions, as 
Toyota reckon this is the way to go in serious 
off-roaders. 

Diesel was not an option, as diesels in the 
American market – where the FJ is built – are still 
something that your average American associates 
with heavy commercial vehicles. Toyota explained 
that the modern diesel engines are also very sensi-
tive to fuel quality, and as these vehicles are likely to 
be used in African countries where diesel quality is 
poor, petrol was deemed the way to go.

Prices start at R435  500 for the Base model, 
R450  400 for the Desert model, R451  700 for the 
Trail Cruiser and topping out at R457 300 for the 
Sport. Each model is distinguished by various ex-
ternal trim fixtures as well as colours. For instance, 
the base is offered in six colours, while the Sport 
is only offered in black with chrome detailing and 
leather upholstery. The Trail will only be offered 

in grey metallic, and comes with a roof rack and 
integral driving lamps, a two bar and spare wheel 
cover amongst other add-ons. The FJ Desert Cruiser 
comes with a nudge bar, all weather carpets and a 
few other items and is only on offer in Sandstorm, 
which is like a kind of khaki.

The package includes a 90 000 km/5 year serv-
ice plan and a 3 year/100 000 km warranty. When 
asked why the warranty is not as lengthy as that 

of some competitors, Dr Johan van Zyl, Toyota 
SA’s MD, said “with Toyotas, you don’t need the 
warranty,” which elicited a lot of good-natured 
chuckling and a few serious nods from the media 
assembly. 

Toyota says it is planning on selling 120 FJs 
a month. That figure could be a lot more, when 
serious off-roaders get wind of how good it is in 
the dirt. ■

 continued from previous page

Audi South Africa is proud to announce the open-
ing of the brand’s first Audi Centre terminal con-
cept in the greater Johannesburg area.

The Audi Centre Northcliff opened for trading 
during the month of July 2011 with a showroom 
floor that can accommodate nineteen new vehicles 
including two highlight bays. The Dealership is lo-
cated in a prominent position on BeyersNaude Drive 
in front of the popular Cresta shopping centre pro-
viding high visibility and easy access to customers.

Audi Centre Northcliff is the second single sto-
ry terminal, the first being Audi Centre Somerset 
West that was officially opened on the 24th March 
2011, it employs a double volume concept with a 
mezzanine for offices and a boardroom on the up-
per level. 

Construction of Audi Centre Northcliff com-
menced during September 2010 and took 10 
months to complete. The dealership is owned by the 
Daytona Group.

Transformation of the Audi network com-
menced in December 2009 with the opening of 
Audi Centre Hatfield – the first Audi Terminal 

on the African continent. Audi Centre Northcliff 
completes the terminals being opened in 2011, the 
first terminal set for opening in 2012 is Audi Centre 
Pinetown, followed by the following terminals 

during the rest of the year, Audi Centre Glenvista, 
Audi Centre Rustenburg, Audi Centre Nelspruit, 
Audi Centre Rivonia, Audi Centre East London and 
Audi Centre Pietermaritzburg. ■

Audi Terminal takes off
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Glenn, who has been with the company for 20 
years, worked initially as an accountant and there-
after in overall demand planning, and he has been 
in product-related demand planning for the past 
five years. We asked him about a wide range of 
Toyota-related topics, not least of which is that, 
for the first time in 31 years, Toyota’s position as 
overall vehicle market leader is under threat (from 
Volkswagen SA).

AutoLive: Glenn, for the first time in years 
Toyota has lost its month-on-month overall ve-
hicle market leadership, although your company 
is still ahead in the sales race by some 1 000 units 
in the year-to-date sales race. Could you comment 
on this?

Glenn Crompton: Yes, these have been interest-
ing times, especially the last two months. We antici-
pated the slump in June and July, largely due to sup-
ply problems, and we expect a much better August, 
where we will be close to being back on top for the 
month, and we will definitely hold onto our overall 
position as market leader for the year, 2011.

We have a lot of new product coming. The FJ, 
which has just been launched, will create a lot of 
buzz in the dealerships, a lot of people will want to 
come and see the new vehicle, and then in short or-
der we have Hilux, Fortuner, Yaris a little while lat-
er, and some product which we will launch at JIMS 
(The Johannesburg International Motor Show, to 
be held on October 6-16). So it will be a full-on 
product onslaught which will carry through well 
into 2012. In fact we’ll be at least as busy in the first 
half of 2012 as we will be between now and the end 
of the year.

AutoLive: What does your job involve, in a nuts 
and bolts sense?

GC: My job consists of trying to understand the 
market, being aware of global trends, but in a South 
African context. From a product line-up point of 
view we have pretty-much covered most gaps in 
the market.

But everything starts with the customer. We 
spend a lot of time trying to understand who the 

customer is, what they want. Basically it’s trying to 
predict what is going to happen in the future.

We do a disproportionate amount of research, 
which hopefully results in bringing the right 
product to market, and to create the right kind of 
demand.

AL: So the FJ’s almost an anomaly, in terms of 
your normal way of doing things?

GC: Actually the FJ Cruiser is a pet project of 
mine. When I saw it was available in America four 
or five years ago, I thought that’s the kind of car that 
could change some people’s perceptions of Toyota 
being on the conservative side. But it was only des-
tined for left-hand-drive markets then, pretty much 
America, in fact.

After much lobbying and research we even-
tually got the Toyota product engineers to build 
a right-hand-drive version, with some assistance 
from colleagues in Australia and Japan (also 
right-hand-drive markets). As you have experi-
enced, some customers are going to be very happy 
with it.

AL: Especially if you can emphasise its very 
strong off-road abilities, that it’s not just a cool ur-
ban SUV.

GC: I think the Cruiser heritage will take care 
of that, it will go a long way to giving the FJ longev-
ity, because the Cruiser brand is so well-known.

AL: And it’s well-priced.
GC: I think it will open up the Cruiser brand, 

to a more affordable level. It’s still a high-ish priced 
vehicle, but for what you get…

AL: The FJ is built in America. In terms of the 
tsunami, what products most affected Toyota as far 

as supply is concerned? You mentioned earlier that 
June and July were bad months in terms of getting 
stock, on some models.

GC: The biggest affect, as would be logi-
cal, was on the Japan-sourced vehicles, such as 

Interview: Glenn Crompton, Toyota South Africa’s 

Vice President of Product and Demand Planning
AutoLive tracked down Glenn 
Crompton, Toyota SA’s Vice 
President for Product and 
Demand Planning at the recent 
FJ Cruiser Launch. 

Glenn Crompton

continued on next page 
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the Land Cruiser range. We were heavily hit on 
Quantam too, and on a few more models, such as 
Yaris. But as far as Japan’s ability to recover, we 
genuinely thought that we would be under huge 
pressure within a nine-to-12 month window after 
mid-year.

It was incredible that, through the informa-
tion we received, by June the Japanese plants were 
almost back to full capacity. That speaks volumes 
for the Japanese culture, the nation, and not just 
Toyota, but Nissan, Mazda, Isuzu too. They re-
spond, as a people, to crises in a fantastic way.

AL: They are amazing at product-planning.
GC: I think that’s the key-note to the Japanese 

success. They put in a disproportionate amount of 
planning to everything they do. So when they start 
working, everything just goes so right. As opposed 
to: Oh, oh, we didn’t plan for that to happen!

AL: Obviously the Toyota Just in Time system 
was much to the fore in the recovery.

GC: I think it played a huge part, and for rea-
sons that are not perhaps obvious. Because the Just 
in Time system requires all supply lines to con-
stantly operate, there wasn’t a back-log of stock to 
fall back on after the tsunami hit. So rather than 
trying to keep things trickling along and getting 
to the problem later, it enabled everyone to focus 
one hundred per cent on getting back to normal as 
quickly as possible.

AL: How important is it for Toyota to be 
Number One? It’s over 30 years now since you’ve 
held that position in our overall vehicle market.

GC: I think being Number One is fundamental 
to the psyche of our business. It’s good to be success-
ful; it percolates all the way through from the top to 
the bottom. Our whole business model is based on 
being Number One. It’s also about being able to give 
the customers what they want, being able to supply 
the right volumes at the right price, and all those 
things go together. It’s not just about going rah-rah-
rah. In fact I don’t recall Toyota people really speak-
ing about it much…

AL: That’s probably because you’ve been 
Number One since 1980.

GC: Yeah (laughs).
AL: Dr van Zyl touched on the youth market at 

the FJ launch. Obviously there are plans.
GC: We discontinued Tazz in 2006, and that 

left a huge gap, our plan was to fill it by 2010, but due 
to unforeseen circumstances that didn’t happen. 
Beginning in 2012 we have a huge onslaught with a 
new product aimed at the youth market. Earlier this 
year we launched the Aygo to some scepticism, and 
yet in a major Sunday newspaper it came out third 
in a youth survey on what’s cool, in amongst items 
like Blackberry.

AL: What about performance machinery?
GC: I think it’ll take a little longer, but there are 

some things on the horizon.
AL: We heard you may be launching a per-

formance car of sorts at the Joburg International 
Motor Show.

GC: Well, there’s the FT-86, and locally, yes, 
that may be one our plans… ■

 continued from previous page
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The Automotive Industry 
Development Centre (AIDC) an 
agency of Blue IQ Investment 
Holdings (Pty) Ltd (Blue IQ) will be 
hosting the Automotive Industry 
Conference on Tuesday, 6 and 
Wednesday, 7 September at the 
Birchwood Conference Centre in 
Boksburg, Johannesburg. 

Government and industry 
leaders will discuss and debate 
“Provincial Government and the 
Automotive Industry’s response to 
National Government’s Automotive 
Policies and Incentives”. 

The South African Government 
as well as the Gauteng Provincial 
Government supports and is com-
mitted to the Automotive Industry 
through focused action plans stem-
ming from industrial policy devel-
opment that is aimed at stimulating 
economic growth. 

The revision of the Motor 
Industry Development Program 
(MIDP) to the Automotive Product-
ion Development Program (APDP) 
further enhances support to the in-
dustry and creates the platform for 
increased local component manu-
facturing that will unlock economic 
growth and contribute to enterprise 
development and job creation. 

Main objectives of the confer-
ence will be to:understand the auto-
motive landscape in South Africa as 
defined by APDP and the Industrial 
Policy Action Plan 2 (IPAP2); 
identify global trends in the de-
velopment of the automotive sec-
tor; articulate a development path 
for the local automotive industry 
within this landscape;consolidate 
the objectives of government at 
all levels with respect to the sec-
tor and develop a framework for a 

response by the Gauteng Provincial 
Government and its support agen-
cies for the development of the au-
tomotive sector.

The two-day interactive con-
ference is aimed at key decision-
making representatives from OEMs, 
suppliers, labour and all tiers of 
government who are passionate 
about growing the industry after the 
turbulent years of decline brought 
about by local and global economic 
pressures. 

The outcome of the conference 
will provide delegates with a broad-
ened view to challenge their strategies 
to stimulate growth and prosperity 
that could in turn lead to job creation 
and a competitive advantage over 
other countries.

Benefits of attending the con-
ference include; providing the in-
dustry with relevant opinions on 
critical issues; broadening views on 
Government policies and incentives 
in support of the automotive sec-
tor; broadening views on the role 
of Government implementation 
agencies;the provision of a platform to 
gauge strategic direction;interactive 
exploration of opinions of industry 

and government experts;provision of 
a platform for sponsors and exhibi-
tors to promote their products and 
services and networking by industry 
for Industry.

Organisations needing to attend 
include Government, Automotive 
Vehicle Assemblers and Importers, 
Component Manufacturers, After-
market Component Providers, Log-
istics and other service providers, 
Tertiary Education Institutions and 
Professional Services Companies op-
erating within the Auto Sector. ■

AIDC conference set for September

“The South African 
Government as well as 
the Gauteng Provincial 
Government supports 

and is committed to 
the Automotive Industry 

through focused 
action plans stemming 

from industrial policy 
development that is 
aimed at stimulating 

economic growth.”
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With the change of venue comes a change of date: 
the 2011 Castrol Extreme Auto Show will now take 
place from 23–25 September, whereas traditionally 
it was held in April. 

The revamp of the event comes after exhibi-
tion director and chief organiser, Graeme Ayerst 
of AEC Exhibitions, visited a number of car shows 
in Australia and in the US, and noticed a trend to-
wards more dynamic, “rolling shows”. 

“I have pushed the limits of what I can achieve 
with the Castrol event at the Coca-Cola Dome. It 
is now time to show the static displays in motion. 
I want visitors to enjoy a festival of motoring that 
is representative of motoring through the eras. 
Visitors need to be entertained, there must be ac-
tion all day, while at the same time they must be 
able to view and purchase the latest performance 
products and accessories the industry has to offer,” 
he explains.

The facilities at Zwartkops will be put to good 
use over the weekend, as the 2.4km circuit hosts the 
inaugural Castrol Extreme Power Cruise, a “horse-
power party” for a range of 200 plus cars, including 
Hot Rods, Modified Street Cars, Restored Classics 
and Muscle Cars, before hosting a “no-limits” 
Ultimate Street Car Shootout. Both the skid-pan 
and Go-kart track will also be used for the sole 

purpose of unadulterated entertainment, with the 
smell of burning rubber and sound of big-bore V8’s 
bombarding the senses!

Other big attractions include a host of static 
displays under marquees, Supadrift, which will 
bring out the best in Drift cars, 250cc Supakart 
races, Free-Style Motocross riding, Custom Bike 
displays and Advanced Driving demonstrations. 

Entertainment has been well thought through 
to encourage not only motor enthusiasts but fami-
lies who wish to have an enjoyable day out in a safe 
environment. Kid’s entertainment and good music 
is on offer, as well as a Food Lovers Market incor-
porating wine tasting from some of South Africa’s 
premier wine estates. Every product on display, 
whether it be motoring, food or wine, will be on sale 
to visitors to the show.

The action-packed weekend kicks off with 
a “Horsepower Braai” on Friday, 23 September 

from 15:00pm at Zwartkops Raceway, while both 
Saturday and Sunday’s festivities start at 09:00am 
and conclude at 18:00pm.

Prices are R80 for adults and R40 for teens 
and pensioners. For more information visit 
www.extremeautoshow.co.za or contact Jenelle 
Oosthuizen on 082 924 3776. In the course of the 
next few weeks, we’ll delve deeper into the show’s 
main attractions, starting with details of SA’s first-
ever “Power Cruise”, so watch this space! ■

Castrol Extreme Auto Show in motion
The Castrol Extreme Auto Show, 
now in its 8th year, has moved with 
the times, swapping its traditional 
home – the Dome at Northgate – 
for Zwartkops Raceway, just off the 
R55, in Pretoria West. 
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Avis Rent a Car is adding another feather to its 
conservation cap by sponsoring a car for BirdLife 
South Africa’s Regional Conservation Manager in 
Gauteng/North West, Ernst Retief, for a year.

“Birds frequently pass under the radar of our 
conservation awareness,” comments chief execu-
tive of Avis, Wayne Duvenage. “We tend to take 
birdlife for granted and subconsciously expect 
that they will always populate our skies and bush-
land, but the truth is that we are encroaching on 
their habitat in countless ways and many species, 
both resident and migratory, are already being 
threatened.”

Retief will be using Avis’ air-conditioned 
VW Polo hatchback for a wide range of his de-
manding activities, assessing Important Bird 
Areas in Gauteng and North West provinces, at-
tending meetings and workshops with bird clubs, 
arranging bird monitoring outings, visiting 
Birder Friendly Accommodation Establishments 
and birding routes and travelling to schools to 
give talks to raise awareness of the importance 
of birds. 

“Avis’ help is invaluable in helping me perform 
my work effectively,” comments Retief. “Extensive 
travel is an inescapable part of my daily life since 
many of the areas I visit tend to be quite remote 

from one another. Being able to depend on a reliable 
vehicle makes a significant difference in covering 
these demanding distances.”

Avis first started forging a route for its conser-
vation journey some 40 years ago, and is conscious-
ly seeking out new opportunities to preserve the 
environment. These efforts have been recognised by 

business and industry through numerous awards 
including the top prize for the Corporate Services 
Category at the Climate Change Leadership 
Awards, commendation for our waste and water re-
cycling  in the Green Office Week Awards and run-
ner-up status in the category of Water Care at the 
Mail & Guardian’s Greening the Future Awards. ■

Avis roots for the birds

Ernst Retief, Regional Conservation Manager BLSA, Mark Anderson CEO BLSA, Christa 
Smit, Sustainability Manager Avis Rent a Car.

sTaff WriTer

Helen and John Taylor, an Australian couple known 
for several international fuel economy records, de-
cided to turn their recent holiday in South Africa 
into a record breaking attempt. 

They chose a Toyota Prius for the job, and as-
signed independent technical engineering company 
Aswan Consulting to follow them across the coun-
try and independently certify their record attempt. 
The trip took the couple from Johannesburg’s early 
morning rush hour traffic through towns and cit-
ies such as Springbok, Cape Town, Port Elizabeth, 
Durban, Piet Retief and ultimately back to 
Johannesburg in a route that spanned 4 431.6 km.  

The Taylors first refuel was recorded in Pofadder 
in the Northern Cape, after completing 1 100.2 
km and using 34.368 litres of fuel. For record 
purposes the couple was only allowed to stop at 
pre-determined Shell fuel stations, where the sta-
tion manager was tasked with recording the fuel 

level, unsealing and resealing the fuel tank and 
taking meticulous photo evidence of the process. 
“Our best figure in the Prius is 2.4 ℓ /100 km 
over a 50 km section. We travelled at normal 
speeds, but the road works and constant stop 
and go sections dropped our average speed 
to 53 km/h for the section,” say the Taylors. 
The 2.4 ℓ record translates into an average of 41.66 
km per litre of fuel, which shatters any previous 
fuel consumption records. The same applies to 
the final record fuel consumption figure of 3.148 
ℓ /100km which was certified by the independent 
technical auditor. To achieve this final figure, the 
Taylors used only 139.488 litres of fuel over 4 431.6 
km of all types of road surfaces and environmental 
conditions. ■

Prius sets local fuel record
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The Road Freight Association (RFA) has welcomed 
the reduction in Gauteng toll fee tariffs as approved 
by Cabinet, but added that it still believed the fees to 
be “too expensive”.

“For truck operators to stay in business every 
attempt will have to be made to pass on these costs 
to customers and, ultimately, consumers,” warned 
the association in a statement.

The RFA represents a large percentage of South 
Africa’s truck operators. Using various real-life ex-
amples, the association noted that medium and big 
trucks would end up seeing an 11% increase in costs 
for deliveries made in Gauteng. It also warned of the 
effect of e-tolling on small and medium operators. 
A truck operator picking up a container at City Deep 
and delivering it in Kya-Sands would travel 73 km – 
including the return leg – on the Gauteng Freeway 
Improvement Project (GFIP) network, explained 
the association. These operators were typically small 
and medium operators earning R1 800 a pickup.

“With the profit margin being as low as 2% 
(75c/km) and with the proposed toll fee of R2/km, 
this will lead to the death of already struggling 
small businesses,” noted the RFA. “Small businesses 
can often not leverage the bargaining power of large 
operators, and if they are unable to transfer these 
costs (to their customers), the resultant effect will be 
the closure of small operators.”

The courier industry would also “be hugely af-
fected” by the rollout of e-tolling in Gauteng, stated 
the RFA.

“On average a courier vehicle – bakkie – from 
Isando to areas in and around Johannesburg trav-
els 150 km a day on the e-toll network. Average toll 

costs will amount to R60 a day, which is equivalent 
to a 17% increase in costs.”

“For an operator with a fleet of 100 bak-
kies this would cost approximately R100  000 
per month, which is a huge cash outlay for any 
business.”

It was a misnomer that the savings in mainte-
nance cost as a result of the GFIP roads would out-
weigh the costs of the tolls, added the RFA.

Tolls spell doom says RFA

Component manufacturing project has local firm beaming

sTaff WriTer

Local engineering firm Ramsay has revealed its lat-
est automotive component manufacturing project. 

Geared towards localisation, the project will see 
the company producing 150  000 cross-car beams 
annually for BMW and Ford in South Africa. These 
components were previously produced in Germany 
and Thailand.

Angus Anderson, Ramsay’s financial director, 
says that the new project has a significant localisa-
tion aspect to it that would build skills and develop 
a new technology capability in the country.

The Pietermaritzburg-based firm secured R30-
million in investment capital from the Industrial 
Development Corporation to acquire various tech-
nologies, some of which are being used for the first 

time in the southern hemisphere, such as a map-
vision optimal gauge.

“These technologies do not come cheap and five 
years ago we would not have imagined that such a 
project would be possible,” said Anderson. The loan 
will be paid off in five years, through the capital 

generated by the project, which will create 65 per-
manent jobs over the next two years and will run 
over a seven to 12-year period.

Ramsay technical director Stuart Beaumont 
says the tools for the beams were designed and 
made in-house. Toolmaking is one of South Africa’s 
core drivers in job creation as it is estimated that for 
every new toolmaker trained, 20 downstream jobs 
are created.

Anderson pointed out that South Africa had to 
import about R4.3-billion worth of tooling a year. 
“This money needs to be retained in the South 
African economy, and a lot of testing is being done 
by government to support and build the toolmaking 
industry in the country,” he added.

Ramsay’s toolmaking capabilities were one of 
the factors enabling the company’s strong growth of 
20% over the last seven years. ■Ramsey

continued on next page 

“Average toll costs will amount to 
R60 a day, which is equivalent 

to a 17% increase in costs.”
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sTaff WriTer

Towards the end of February 2010 the Department 
of Trade and Industry revealed that a development 
action plan for the Medium and Heavy Commercial 
Vehicle sector would arrive early in 2011, as a com-
ponent of its IPAP2 (Industrial Policy Action Plan) 
umbrella national programme.

The possible ramifications of this upcoming in-
centive programme are sure to be discussed and de-
bated in networking groups and formal conferences 
and meetings at the Johannesburg Truck and Bus 
Show, which will be held in conjunction with the 2011 
Johannesburg International Motor Show that will 
take place at Expo Centre, Nasrec, from October 6–16.

Locally built trucks and buses were last regu-
lated by the Local Content Programme (LCP) that 
was axed in 1994, and which contained extremely 
stringent requirements for local diesel engine and 
transmission fitment. 

In stark contrast, the current MIDP has exerted 
a minimal influence on trucks and buses, beyond 
the imposition of flat rates of import duty. This 
amounts to 20% for Completely Built Up (CBU) 
vehicles, and zero duty for Completely Knocked 
Down (CKD) components, which category also 
includes Semi-Knocked-Down (SKD) vehicles. 
Imported Medium/Heavy Commercial Vehicle 
tyres are subject to 15% duty.

It is notable that, even in the absence of sub-
stantial incentives, the practice of local assembly 
of truck and bus chassis has continued during the 
term of the MIDP. This has been largely driven by 
the cost inefficiencies of shipping CBU chassis from 
overseas manufacturing plants.

A recent announcement that Indian manufac-
turer Tata Motors will utilise its Rosslyn plant for 
the assembly of medium and heavy commercial ve-
hicles, adds to a long list of companies, including 
Mercedes-Benz, Hino, UD Trucks, MAN, Volvo, 
Scania, Isuzu, Navistar, FAW and Powerstar, that 
carry out local assembly.

Logic dictates that a successful plan should 
generate the employment of a substantial number 
of local people, at appropriate skill levels, and re-
quire sustainable up-front investment. Hopefully 
lessons will have been learned from the era when 
the extremely stringent LCP mandated the com-
pulsory fitment of locally-manufactured Atlantis 
Diesel Engines and ASTAS transmissions to South 
African trucks and buses resulted in the world’s 
most expensive commercial vehicles.

The most appropriate modus operandi would 
capitalize the cost advantages of importing the 
more complicated components from the most ap-
propriate global sources, while encouraging the 
cost-effective local manufacture of generic bulk-
purchase items such as tyres, glass and batteries.

Local added-value activities should also in-
clude the adaptation of these vehicles for operation 

in South Africa, and its export hinterland on the 
African continent.

Ideally, the MHCV plan should seek to create 
a highly flexible regime that can work efficiently 
with the relatively small volumes, in global terms, 
of dissimilar vehicles absorbed by the local market. 
Assembly of heavier trucks and buses having their 
own self-supporting ladder frame chassis is very 
much a “Meccano kit” type of operation requiring 
only basic tools and very little in the way of compli-
cated equipment or fixtures. 

Preparing these units for the marketplace can 
also be a fairly straightforward exercise, with bodies 
being fabricated on the chassis, and loading equip-
ment being fitted directly to the chassis. The flex-
ibility to meet diverse transport tasks can be pro-
vided by a wide variety of locally-executed chassis 
variations, including wheelbases. 

The recent emergence of a trend to locally 
assemble CKD components imported by bus 
manufacturers such as Marcopolo suggests a fur-
ther area of endeavour. While South Africa has 
an established capability to build sophisticated 
truck superstructures such as refuse compac-
tors, it has not been the local practice to offer 
these in a range of sizes and capacities other than 
those for which there is substantial local demand.  
This could mean that potential low-volume markets 
for these specialist vehicles have remained unex-
ploited and underdeveloped. Small mini-compac-
tors and tankers, mounted on MCV-sized chassis 
for example, are manufactured in countries like 
Japan which have extremely narrow streets, and 
these smaller versions could find applications in 
South Africa, such as for use in densely populated 
downtown and beachfront flatland areas. ■

Local content programme for trucks and buses needed

“Not all the routes traveled by trucks are 
well maintained, which results in high mainte-
nance costs once off the toll network. Any savings 
gained from the GFIP will merely offset some of 
these costs.

“The idea of one good road among many bad 
roads cannot alone bring a major change to the 
maintenance costs of trucks.

“Congestion will in all likelihood increase on 
other roads as people and firms may not be willing 
or able to pay for the GFIP.”

The RFA also argued that even if reduced con-
gestion on the GFIP meant that an operator could 
make an additional daily trip, the high costs would 
sterilise this opportunity.

The RFA suggested that a further reduction in 
toll fees was possible if government were to finance 
R1-billion of GFIP costs for each of the following 
two years, after which the financing would reduce 
to R500-million for two years. Following this, the 
toll could increase again.

“In this period Gauteng could increase spend-
ing on public transport, as well as road infrastruc-
ture, so that after four years there would be suitable 
alternative routes and an efficient public transport 
network.”

The RFA also questioned why Gauteng was 
spending R469-million on roads in the 2011/12 fi-
nancial cycle, while KwaZulu-Natal would spend 
R1.98-billion over the same period.

“There must be a very good explanation as to 
why the busiest province with the most vehicles 

spends less than a quarter of the budget allocated by 
a poorer province on road infrastructure.”

The RFA also highlighted the increasing costs 
the truck industry already had to face in recent 
times.

These included a nine-day strike in the freight 
industry earlier this year, a 34% increase in licence 
fees in Gauteng, while cross-border operators had 
seen a 1 000% increase in permit fees. The overall 
cost of business also increased and included escala-
tions in electricity prices, municipal rates and taxes, 
fuel taxes and employment costs.

“Should business not be in a position to afford 
these toll tariffs due to the serious cash constraints, 
truck operators will have no choice but to start look-
ing at retrenchment strategies, downsizing of opera-
tions and ultimately closure,” reported the RFA. ■

 continued from previous page
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By geoff Dalglish

What I am hoping is that more of us will rec-
ognise that our obsession with Bigger, Better 
and More is stripping our beautiful planet of 
resources and reducing much of it to a polluted 
wasteland.

For my part I’ve kicked most of my addic-
tions and gone from petrolhead to pilgrim and 
skidmarks to gentle footsteps. I’ve vowed to walk 
40  075km with a message about treading more 
lightly and sustainably upon the Earth – and I’m 
hoping that the blisters will be worth it. Maybe 
what I’m doing will remind more of us to make 
Earth-friendly choices and ‘Be the change we wish 
to see in the world.’

I also recognise that if it isn’t fun, it’s not sus-
tainable. I’m having fun, enjoying new adventures 
and getting super-fit. I feel like 62 going on 40!

I’m proving to myself – and others I hope–
that there is life after fast cars and a faster life-
style. It is possible to live simply and joyfully with 
a smaller carbon footprint. Shedding unnecessary 

possessions is liberating. There’s a freedom in hav-
ing less to own, insure and worry about. I no longer 
have a car, pay insurance, hire armed response or 
need a gym contract. 

And I’m as widely published as ever but my 
world is no longer about materialism or fashion. 
Advertising agencies and fat-cats in corporate 

boardrooms are not deciding how I should live and 
what I should own.

Recently I’ve sampled life in Findhorn, the in-
ternational community in Scotland with the low-
est recorded ecological footprint in the developed 
world. So I now know how satisfying it is to use 
clean-energy supplied by wind turbines and solar 
panels, eat locally-grown organic vegetables and 
walk, cycle or catch public transport. Yes, believe it 
or not!

Before the start of my walk I briefly joined a car-
sharing scheme and for less than R300 a month, plus 
fuel, had access along with three other drivers to an 
immaculate, low-mileage 1995 Nissan Micra. It was 
cheap and efficient and a far cry from the R1-million 
S-Class test car I drove just before leaving SA. Dare I 
admit that I had more fun in the 16-year-old Micra?

Now I’m on foot and have just notched up 
600km with a walk right across Scotland, with 
much, much bigger walks looming on my horizon 
in coming months. 

What a freedom it is to simply pick up my 
rucksack and start walking. It indulges my love of 
minimalism, whether it is the clever simplicity of 
the plastic ‘Spork’ that replaces a heavier knife, fork 
and spoon in my rucksack or the sheer speed and 
agility of an ultra-lightweight Lotus sports car. Less 
is more.

A pilgrim’s job is to rouse people from their ap-
athy and encourage them to make more informed 
choices. For now that’s enough. ■

Mouthpiece
Putting the brakes on consumption

Geoff Dalglish

Okay, I accept that what I’m doing 
is extreme and I certainly don’t 
advocate total abstinence for all my 
petrolhead friends.
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 However, according to Chris De Kock, Executive 
Head of Sales and Marketing at WesBank, this de-
crease should be seen in the context that the 6.5 
confidence level recorded in the previous quarter 
was the highest in the indicator’s history, driven by 
strong sales growth in the first half of the year.

“The first half of 2011 showcased strong 
growth momentum in the local vehicle sales 
market with passenger sales increasing by 19% 
between January and July. We now expect this 
growth to plateau and remain steady for the re-
mainder of the year.”

De Kock says WesBank remains confident that 
the automotive sector is still on track to record 
double digit growth in 2011.

He explains that threats such as supply con-
straints post the Japanese earthquake in March, 
difficult economic conditions and rising fuel costs 
has had an effect on the local car market as was ex-
pected however a less significant impact on dealer 
confidence levels.

This is reflected in the latest results which 
shows motor dealers are less concerned about the 
impact of fuel costs, with only 13.5% of respond-
ents listing it as a negative factor likely to affect 
future sales, compared with 26.5% in April 2011. 

Stock supply worries post the Japan crisis have 
also dropped from 4.5% in April 2011 to 0.6% in 
the third quarter.

“In fact, 24% of dealers cited the launch of 
new models and stock availability as a key posi-
tive driver of market activity, compared to 10% 
in April 2011. More new models are scheduled to 
launch in the final quarter of 2011 which will have 
a positive effect on dealer activity. This will also 
lead to increased price competition among dealer-
ships as older models are discounted, further driv-
ing sales.”

An increasing number of dealers listed the 
strike activity being experienced in South Africa as 
a negative factor impeding sales, increasing from 
0.6% in April 2011 to 9.2%. However, according to 

De Kock, these results reflect the seasonal nature 
of strike activity in the country.

The latest indicator also revealed future deal-
ership confidence levels in sales activity of 6.8 
and 7.1 for the next three months and six months 
respectively. “These strongly anticipated future 
sales activity levels indicate that the remainder 
of 2011 is likely to continue along the positive 
growth path established so far this year, albeit at 
a slower rate.” 

De Kock warns however that factors such as 
mounting global economic uncertainty, rising un-
employment and growing personal debt will start 
to affect consumer sentiment towards the end of 
the year, while rising interest rate pressure will 
start impeding vehicle sales in 2012.

The WesBank Vehicle sales Confidence Indi-
cator polls over 250 new car dealerships through-
out South Africa on issues such as current and 
expected sales activity levels, as well as factors af-
fecting purchasing decisions amongst buyers. ■

Wesbank vehicle sales confidence 
indicator reflects slower growth 
But industry still on track to record double digit growth in 2011

Results from the latest WesBank Vehicle sales Confidence Indicator for the third quarter of 2011 shows a 
decrease in overall confidence levels in sales activity amongst dealers for the first time this year to 6.1 out of 10 
from the 6.5 recorded in the second quarter of 2011.

Wesbank Vehicle Market Activity Indicator for the 3rd Quarter 2011
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The stats behind the stats

Composition of passenger car 
market by type for July 2011

2011
SALES

2011
% 

SHARE

ENTRY CARS

CHEV SPARK 691 62.1%

TOYOTA AYGO 209 18.8%

SUZUKI ALTO 114 10.2%

CHANA BENNI 47 4.2%

CITROEN C1 19 1.7%

PEUGEOT 107 14 1.3%

SMART FORTWO 10 0.9%

RENAULT TWINGO 9 0.8%

TOTAL 1113

LIGHT CARS

* VW POLO VIVO 2207 21.1%

VW POLO 1669 15.9%

FORD FIGO 1227 11.7%

VW POLO VIVO SEDAN 935 8.9%

RENAULT SANDERO 759 7.2%

FORD FIESTA 507 4.8%

TOYOTA YARIS ZEN 460 4.4%

VW POLO SEDAN 427 4.1%

CHEV AVEO 411 3.9%

NISSAN MICRA 348 3.3%

HONDA JAZZ 273 2.6%

OPEL CORSA 214 2.0%

NISSAN LIVINA 161 1.5%

FIAT PUNTO 149 1.4%

SUZUKI SWIFT 145 1.4%

MAZDA 2 116 1.1%

TATA INDICA VISTA 115 1.1%

PEUGEOT 207 75 0.7%

TATA B-LINE 69 0.7%

FORD IKON 64 0.6%

CITROEN C3 35 0.3%

TOYOTA YARIS T3 30 0.3%

RENAULT CLIO III 24 0.2%

TOYOTA YARIS T1 20 0.2%

VW CROSS POLO 15 0.1%

RENAULT LOGAN 11 0.1%

Composition of passenger car 
market by type for July 2011

2011
SALES

2011
% 

SHARE

TATA INDICA 4 0.0%

CITROEN C3 Picasso 2 0.0%

TATA INDIGO 1 0.0%

VW CITIGOLF 0 0.0%

FIAT GRANDE PUNTO 0 0.0%

TOTAL 10473

MEDIUM CARS

TOYOTA COROLLA 1291 24.8%

VW GOLF 6 739 14.2%

CHEV CRUZE 446 8.6%

CHEV OPTRA 396 7.6%

NISSAN QASHQAI 355 6.8%

NISSAN TIIDA 321 6.2%

TOYOTA AURIS 216 4.2%

FORD FOCUS 193 3.7%

OPEL ASTRA 160 3.1%

MITSUBISHI LANCER 123 2.4%

DODGE CALIBER 116 2.2%

MAZDA 3 113 2.2%

HONDA BALLADE 107 2.1%

SUZUKI SX4 98 1.9%

RENAULT MEGANE III 95 1.8%

VW JETTA 5 75 1.4%

ALFA GIULIETTA 67 1.3%

PEUGEOT 308 59 1.1%

HONDA CIVIC 54 1.0%

RENAULT FLUENCE 48 0.9%

PEUGEOT 3008 37 0.7%

DODGE JOURNEY 31 0.6%

CITROEN C4 26 0.5%

SUBARU WRX 18 0.3%

HONDA INSIGHT 4 0.1%

FIAT LINEA 4 0.1%

TOYOTA PRIUS 3 0.1%

FIAT BRAVO 2 0.0%

SUBARU IMPREZA 0 0.0%

Composition of passenger car 
market by type for July 2011

2011
SALES

2011
% 

SHARE

OPEL ASTRA OPC 0 0.0%

TOTAL 5197

TOP LINE CARS

VW PASSAT 71 39.2%

HONDA ACCORD 40 22.1%

VW CC 36 19.9%

MAZDA 6 18 9.9%

CHEV LUMINA 10 5.5%

CHRYSLER SEBRING 
CONVERTIBLE

3 1.7%

CITROEN C5 3 1.7%

TOTAL 181

PREMIUM SMALL/ENTRY CARS

MERCEDES C CLASS 1431 34.3%

BMW 3 SERIES 924 22.2%

AUDI A4 364 8.7%

BMW 1 SERIES 221 5.3%

AUDI A1 215 5.2%

AUDI A3 Sportback 169 4.1%

MERCEDES A CLASS 109 2.6%

AUDI A3 104 2.5%

FIAT 500 84 2.0%

AUDI A5 Coupe/Cabriolet 80 1.9%

VOLVO S60 81 1.9%

MINI COOPER 70 1.7%

AUDI A5 Sportback 53 1.3%

LEXUS IS 52 1.2%

VW SCIROCCO 48 1.2%

VOLVO C30 39 0.9%

CITROEN DS3 30 0.7%

VOLVO S40 29 0.7%

AUDI A7 18 0.4%

VOLVO V60 15 0.4%

ALFA MiTO 10 0.2%

AUDI A4 AVANT 7 0.2%

MINI COOPER ONE 6 0.1%

Each mid-month issue of AutoLive, we bring you the NAAMSA stats that few people get to see. In the following 
pages we list the detailed sales statistics for the month of July 2011, and there are numerous stand-out 
performances. The beauty of these segmentations of the monthly sales figures is that they offer a quick glimpse 
into market trends and individual model and category performances. It’s a lot of fun picking out your favourite (and 
least-favourite!) model. While space precludes publishing all the data in its entirety, these are some of the more 
notable sales achievements for the month.
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Composition of passenger car 
market by type for July 2011

2011
SALES

2011
% 

SHARE

VOLVO C70 0 0.0%

VW EOS 0 0.0%

LAMBORGHINI 
GALLARDO

0 0.0%

TOTAL 125

MPV SMALL

TOYOTA AVANZA 289 81.9%

VW CADDY 30 8.5%

NISSAN GRAND LIVINA 19 5.4%

FIAT PANDA 14 4.0%

CITROEN DISPATCH 1 0.3%

TOTAL 353

MPV MEDIUM

MERCEDES B CLASS 205 45.4%

CHEV ORLANDO 95 21.0%

TOYOTA VERSO 61 13.5%

MAZDA 5 30 6.6%

VW TOURAN 28 6.2%

RENAULT SCENIC III 13 2.9%

PEUGEOT 5008 10 2.2%

RENAULT GRAND 
SCENIC III

6 1.3%

CITROEN GRAND C4 
PICASSO

3 0.7%

CITROEN C4 PICASSO 1 0.2%

TOTAL 452

MPV LARGE

VW T5 KOMBI 69 36.5%

MERCEDES VITO 41 21.7%

CHRYSLER VOYAGER 32 16.9%

MERCEDES VIANO 24 12.7%

MAHINDRA XYLO 12 6.3%

VW T5 CARAVELLE 11 5.8%

TOTAL 189

SUV SMALL

CHEV CAPTIVA 245 13.1%

BMW X3 169 9.0%

JEEP COMPASS 168 9.0%

AUDI Q5 160 8.6%

BMW X1 159 8.5%

HONDA CRV 126 6.7%

JEEP WRANGLER 124 6.6%

NISSAN X-TRAIL 113 6.0%

VW TIGUAN 106 5.7%

JEEP PATRIOT 73 3.9%

MINI COOPER 69 3.7%

LAND ROVER 
FREELANDER 2

60 3.2%

TOYOTA RAV 4 63 3.4%

SUBARU FORESTER 63 3.4%

VOLVO XC60 44 2.4%

Composition of passenger car 
market by type for July 2011

2011
SALES

2011
% 

SHARE

JEEP CHEROKEE 40 2.1%

SUZUKI GRAND VITARA 26 1.4%

SUBARU OUTBACK 25 1.3%

RENAULT KOLEOS 16 0.9%

SUZUKI JIMNY 10 0.5%

MAZDA CX-7 7 0.4%

MAHINDRA Thar 3 0.2%

MITSUBISHI OUTLANDER 1 0.1%

VOLVO XC70 0 0.0%

TOTAL 1870

SUV MEDIUM

TOYOTA FORTUNER 932 52.3%

LAND ROVER 
DISCOVERY 4

240 13.5%

BMW X5 133 7.5%

TOYOTA PRADO 118 6.6%

MERCEDES M CLASS 94 5.3%

JEEP GRAND CHEROKEE 73 4.1%

VW TOUAREG 52 2.9%

BMW X6 27 1.5%

MITSUBISHI PAJERO 
SPORT

19 1.1%

VOLVO XC90 19 1.1%

MITSUBISHI PAJERO 16 0.9%

LEXUS RX 13 0.7%

FORD EVEREST 12 0.7%

NISSAN PATHFINDER 12 0.7%

NISSAN MURANO 11 0.6%

MAHINDRA SCORPIO 8 0.4%

SUBARU TRIBECA 2 0.1%

TATA SAFARI 1 0.1%

HUMMER H3 0 0.0%

LAND ROVER DEFENDER 0 0.0%

TOTAL 1782

SUV LARGE

PORSCHE CAYENNE 73 31.6%

RANGE ROVER SPORT 56 24.2%

LANDROVER RANGE 
ROVER

29 12.6%

AUDI Q7 25 10.8%

TOYOTA LANDCRUISER 
200

19 8.2%

MERCEDES GL CLASS 17 7.4%

LEXUS LX 5 2.2%

NISSAN PATROL SW 4 1.7%

MERCEDES G-CLASS 3 1.3%

TOTAL 231

GRAND TOTAL 26577

* South Africa’s best selling model in July 2011.

Composition of passenger car 
market by type for July 2011

2011
SALES

2011
% 

SHARE

HONDA CR-Z 4 0.1%

RENAULT Laguna Coupe 3 0.1%

SUBARU LEGACY 2 0.0%

VOLVO V50 1 0.0%

ALFA 159 0 0.0%

TOTAL 4169

PREMIUM MEDIUM CARS

MERC E CLASSES 159 41.1%

BMW 5 SERIES 153 39.5%

JAGUAR XF 29 7.5%

AUDI A6 24 6.2%

MERCEDES CLS 12 3.1%

MERCEDES R CLASS 6 1.6%

VOLVO S80 3 0.8%

LEXUS GS 1 0.3%

CADILLAC CTS 0 0.0%

CHRYSLER 300C 0 0.0%

TOTAL 387

PREMIUM LARGE

BMW 7 SERIES 34 61.8%

MERCEDES S CLASS 14 25.5%

JAGUAR XJ 4 7.3%

PORSCHE PANAMERA 2 3.6%

AUDI A8 1 1.8%

LEXUS LS 0 0.0%

TOTAL 55

SPORTS SPECIALITY

AUDI TT 23 18.4%

BMW Z4 23 18.4%

PEUGEOT RCZ 16 12.8%

BMW 6 SERIES 15 12.0%

PORSCHE 911 14 11.2%

AUDI R8 5 4.0%

PORSCHE BOXTER 5 4.0%

NISSAN GT-R 4 3.2%

NISSAN 370Z 3 2.4%

JAGUAR XK 3 2.4%

MASERATI STRADALE 2 1.6%

MASERATI 
QUATTROPORTE

2 1.6%

MAZDA MX-5 2 1.6%

MERCEDES CL 2 1.6%

MERCEDES SLS 1 0.8%

PORSCHE CAYMAN 1 0.8%

MERCEDES SLK 1 0.8%

MERCEDES SL 1 0.8%

ALFA GT 1 0.8%

MASERATI 
GRANTURISMO

1 0.8%

MASERATI GRANCABRIO 0 0.0%
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Snippets

Nissan Leaf at Joburg Motor Show

Nissan’s mass market zero emissions electric vehicle 
(EV) which has already been rolled out in Europe, 
Japan and North America, will be showcased at 
the 2011 Johannesburg International Motor Show 
at the Nasrec MTN Expo Centre between 6 and 16 
October. 

The first in a series of EV vehicles to be pro-
duced by Nissan, the LEAF is the 2011 World 
Car of the Year and European Car of the Year.  
The company’s GT-R, 370Z and new Micra model, 
as well as the much-anticipated Juke, which will en-
ter the South African market at the end of the year, 
will also make appearances at the show. ■

Dampen the danger!

SecureTech recently embarked on a series of demon-
strations to show the effectiveness of the Recovery 
Safety Lanyard. The blanket is made from eye 
catching orange PVC and carries all the necessary 
safety warnings. In the case of a winch recovery it 
also makes the cable distinguishable, which helps 
to keep bystanders clear. After filling the pocket 
situated on the base of the blanket with sand, the 
cable, strap or rope is then fed through the Recovery 
Blanket. In the vent of a failure the weighted blan-
ket is adequate to dampen the cable, rope or strap, 
thereby negating possible impact! ■

Ford focuses on crash tests

Ford’s safety engineers in the U.S. and Germany 
have crash-tested the new Ford Focus more than 
12  000 times in real and virtual worlds, to evalu-
ate innovative new technologies designed to protect 
occupants in crashes. Despite this number, physical 
vehicle crash tests have been significantly reduced 
as simulations become more realistic.

“Developing the new Focus to meet global safe-
ty standards has resulted in improved crash per-
formance to help protect occupants in crashes,” said 
Matt Niesluchowski, Focus safety manager. “Ford’s 
safety team had a head start in working together 
around the world, which helped tremendously in 
ensuring the all-new Focus meets or exceeds a com-
plex web of global safety regulations.” ■

Audi R8 GT at expo centre

Audi South Africa will feature the Limited Edition 
R8 GT as one of the centrepieces of its display at the 
Johannesburg Motor Show, which takes place at the 
Expo Centre, Nasrec, from October 6-16. The GT 
is more dynamic, lighter, more powerful and faster 
than the standard R8. The output of its 5.2-litre V10 
engine has been increased to 412 kW, while vehicle 
mass has been reduced by 100kg. It accelerates from 
0-100km/h in 3.6 seconds and is capable of reaching 
a top speed of 320 km/h. 

Global production has been limited to 333 units, 
with seven examples allocated to South Africa. All 
have been pre-sold at a price of R2 620 000. ■

Stretched A8 on display

Audi South Africa is to launch two long-wheel-
base derivatives of its A8 luxury sedan at the 
Johannesburg Motor Show taking place in October.

Known as the A8 L, it will be available in two 
derivatives. Customers can choose between the 
powerful 4.2 TDI twin-turbo V8 diesel and the new 
6.3-litre W12 FSI petrol engine. 

With an overall length of 5.267 metres, the 
newcomer is 130mm longer than the regular ver-
sion. Its wheelbase has been increased by the same 
amount to 3  122mm. Overall width remains un-
changed at 1 949mm; while the height has increased 
slightly (by 2mm) to 1 462mm. ■

Peugeot innovation at 
Johannesburg Motor Show

Peugeot’s petrol-electric hybrid HR1 urban concept 
car targets active young city dwellers by blending 
together city runabout coupé and SUV proper-
ties. It is set to wow visitors at the Johannesburg 
International Motor Show taking place at the Expo 
Centre, Nasrec from 6 – 16 October.

With a turbocharged three-cylinder 1.2 litre 
petrol engine developing 82kW, driving the front 
wheels and a 27kW electric motor powering the 
rear wheels, the HR1 can be driven in zero emis-
sion mode at low speed or with both power sources 
working together to provide the benefit of four-
wheel drive. Combined fuel consumption of 3.48 
litres /100 km and Co2 emissions of 80 g/km are 
noteworthy eco-credentials. ■
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Component manufacturer’s 
earnings up

Automotive component manufacturer Metair saw a 
considerable rise in half-year earnings, but said that 
it expected volumes from the original equipment 
(OE) sector to taper off in the second half of the year.

The JSE-listed company reported headline 
earnings of R181-million, or 128c a share, compared 
with R126-million, or 89c a share the previous year.

The group’s turnover grew by 11.7% to just over 
R2-billion and earnings before interest, tax, depre-
ciation and amortisation of R322-million were re-
ported for the period.

Metair said that its balance sheet remained 
strong and that working capital management con-
tinued to be a key focus area. Net cash and cash 
equivalents on hand amounted to R245-million. ■

Hamburg’s futuristic buses updated

The buses of the future are already up and running 
in Hamburg – ultra-quiet and with zero emissions. 

Now, with improved fuel-cell components 
and hybridisation with lithium-ion batteries, the 
new Citaro FuelCELL Hybrid boasts a reduction 
of almost 50 percent in hydrogen consumption 
compared to previous generations. As a result, the 
number of tanks on fuel cell buses deployed in earli-
er trials has been reduced from nine to seven. These 
tanks store 35 kg of hydrogen in all. The fuel cell bus 
has a range of around 250 kilometres, while its drive 
system is said to be virtually maintenance-free with 
a very long service life. ■

Golf BlueMotion travels 
1 941km without refuelling 

A Volkswagen Golf 1.6 TDI BlueMotion has set a 
new South African record for the distance travelled 
by a passenger car without refuelling.

The car travelled a distance of 1 941 kilometres 
from the South African and Zimbabwean border 
gate in Beit Bridge to Cape Town in two and half 
days.

It achieved a fuel consumption figure of 3.29 li-
tres per 100km. The amount of fuel used was meas-
ured at 63.8 litres.

The brainchild of the challenge, Rodney Kinsey 
said: “The performance of the Golf BlueMotion 
during the challenge was fantastic. It drove as if it 
was specially built for this epic journey.” ■

Land Rover signals final drive

Land Rover has signalled the final stages of its prep-
arations for Rugby World Cup 2011 by handing over 
a special fleet of vehicles to the tournament in an 
Official Vehicle handover ceremony at Eden Park 
Stadium, Auckland. 

As official vehicle of Rugby World Cup 2011, 
Land Rover has provided 30 vehicles to organisers 
and officials. The fleet is made up of Range Rover 
Sports and Land Rover Discoveries and they will 
be used throughout the Tournament by RWCL and 
RNZ 2011. The vehicles have been specially custom-
ised with RWC 2011 branding, number plates and 
commemorative badging to celebrate the associa-
tion throughout New Zealand. ■

Kia awarded environmental 
certificates

Kia Motors Corporation has been awarded three 
environmental certificates by TÜV Nord, an inde-
pendent technical inspection organization, in rec-
ognition of the strong eco-credentials of its three 
newest models.

The low tailpipe emissions of the new Kia 
Picanto, Rio and Optima, and the advanced man-
ufacturing processes used in their production 

resulted in all three models being certified accord-
ing to the ISO 14040 Life Cycle Assessment (LCA).

The LCA inspection examines the environmen-
tal impact of both the car and its overall manufac-
turing process throughout the course of its lifetime, 
taking into account factors such as choice of materi-
als, engine exhaust emissions and recycling. ■

Idols personalise Fiesta

Ford Motor Company South Africa recently wit-
nessed the ecstatic Top 9 South African Idols final-
ists personalise the Fiesta 1.6 Sport, which the lucky 
Idols winner will eventually drive away with. 

Just a week after the Top 10 prize handover 
where the Idols received customised luggage, be-
cause even Idols have baggage, the aspiring Top 9 
Idols got together with Ford to design their ideal 
Fiesta exterior using computer aided design. From 
Dave van Vuuren’s chilli orange design to Dene 
Foster’s sassy pink and Phaksy Mngomezulu’s white 
car with gold stars, this year’s winner will definitely 
be driving away with a looker. ■

Renault donates Sandero 

Renault South Africa has donated a Renault 
Sandero to the Ekurhuleni West College for Further 
Education & Training for use by students enrolled 
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in the Engineering and Related Design faculty of its 
Tembisa Campus. 

Jennifer Stephen, Vice President of Human 
Resources at Renault said that skills development 
was critical to the success of the nation. “The stu-
dents seated here today have their sights set on a ca-
reer in the automotive sector and Renault is delight-
ed to be partnering with EWC for a second time. We 
believe that it is vital for business to partner with 
educational institutions.” ■

Geely exports expected 
to double in 2011

Geely’s annual sales volume for cars sold to overseas 
buyers is expected to reach 40 000 to 50 000 units in 
2011, about twice as many as that of last year, Gui 
Yuesheng, executive president of the Geely Holding 
Group, has disclosed at a shareholders meeting.

The Chinese car maker exported 20 555 vehi-
cles in 2010. At present, Geely cars are mainly ex-
ported to developing nations like Russia and other 
Asian countries, as well as Australia and South 
Africa, but by utilising its current platform, the 
company is seriously considering potential expan-
sion into the American and European markets, ac-
cording to Gui. ■

Mitsubishi Triton facelifted 

Mitsubishi pick-ups are entering a new era in South 
Africa with the introduction of a range of face-lifted 
Triton one-tonners. All of the new Tritons are im-
ported as fully built-up units and not assembled 
locally, as has been the case in the past. The new 
range has a significantly different appearance to its 
predecessors with a new grille, headlights and front 
bumper as well as a new-look step bumper at the 
rear and restyled alloy wheels on all models. 

There are five models in the latest range–three 
Double Cabs and two Clubcabs -each with the op-
tion of two- or four-wheel drive. The single cab 
model is expected in the second quarter of 2012. ■

Berry Willis Passes On 

Flags at the BMW South Africa Head Office in 
Midrand and its Rosslyn Plant in Pretoria will fly 
at half-mast this week as the company mourns the 
passing of Berry Willis. A long-standing BMW 
Dealer Council Chairman, he passed away on 22 
August 2011 at the age of 72.

Berry was an integral part of BMW South 
Africa for more than 30 years, having started his ca-
reer as a Dealer Development Manager in 1978, and 
was well known for his forthrightness, diplomacy 
and incredible sense of humour. 

Apart from successfully fulfilling various roles 
within the Sales and Marketing Division at BMW 
South Africa, Berry was also highly successful with-
in the BMW Dealer Network. ■

Lexus reveals new GS 350 

Completely redesigned, inside and out, the fourth-
generation GS features the brand’s evolving design 
philosophy, and will lead the rest of the Lexus line-
up in an entirely new direction of driving dynamics.

It boasts a new aerodynamic body; a completely 
new platform with a wider stance and stiffer struc-
ture; a transmission with quicker shifts; more dis-
tinctive engine and exhaust notes; and better seat 
support. Its track, wider by almost two inches, 
works in combination with a revised suspension 
design to assure a more solid stance and superior 
cornering performance. 

Power comes from a 3.5-litre V6 petrol engine, 
reported to produce 228 kW for a claimed 0-100 
km/h sprint time of 5.7 seconds. ■

Castrol Winterberg enduro wraps up

The 36th Castrol Winterberg Enduro, sponsored by 
Castrol for the 33rd time, not only saw a change in 
the route for the 230-odd competitors, but also lots 
of action and activities for spectators. 
It formed the fifth and penultimate round of the 
2011 Liquorland SA National Enduro Motorcycle 
Championship, with competitors travelling from all 
over South Africa to the Hankey area near Jeffreys 
Bay in the Eastern Cape to participate.

This year Kiwi Chris Birch added his name 
to the long list of winners, which includes Aflie 
Cox who has won this event 10 times in the past. ■
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sTuarT JohnsTon

I think it’s true that the classic cars you tend to get 
involved with, usually in the second half of your life, 
are an attempt to recreate that magic, when you first 
realised that all cars are cool, but some are cooler 
than others.

When you are young you are super-fussy. 
I mean, remember that girl in Grade 2 that you 
thought was a bit of a lemon because she had a 
mole on her cheek, and she turned out to be South 
Africa’s answer to Elle McPherson?

As you get older, you tend to appreciate at-
tributes that weren’t up for consideration when you 
were racing around on your bicycle, making brrrrm 
noises and trying to see who could take the corner 
between the rockery and the wheelbarrow with the 
rear-wheel hung out the furthest.

It’s a sad day when you opt for the “sensible” 
Korean, Japanese or German econ-hatch instead 
of that all-wheel-drive, turbocharged, chipped, 
lowered, loud-exhausted object of your dreams a 
few years back. The one you saw parked outside the 

dealership workshop quite regularly on your way 
home from extra maths lessons, which had all the 
gear you’d read about in the latest issue of Gimp My 
Ride, or whatever car mags that were a must-read in 
your formative era.

All this came back to me when I introduced 
a youngish man to my favourite monthly outing, 
the Piston Ring meet, which happens on the third 
Sunday of each month out Modderfontein Way, 
about 10 km due east of Joburg central (end of 
commercial).

I was slavering over DKWs and Volvos and 
Mini Cooper Ss and Camaros and Chevy pick-ups, 
and he was going, ummm, yeah, hmmm, until he 

saw a mint Opel Kadett 16V two-litre, more com-
monly known in 1990 or so as the Superboss.

This was the car he dreamed about, tore pic-
tures of it out of the magazines and press-stuck 
them to his cupboard door, tuned in on a Saturday 
when they still ran live TV coverage of Group N 
production car races, with Roger McCleery tell-
ing you how upset the BMW boys were going to be 
because Mike Briggs had taken pole position in his 
humble little Opel.

I didn’t bore this younger man with stories of 
how I had tested the first Superboss for a national 
magazine back then, and how we battled to do the 
in-gear acceleration roll-on tests in the higher ra-
tios, because the car simply wouldn’t pick up onto 
the cam, as we used to say then: or, hit the sweet spot 
in the power-band.

That wild camshaft fitted to the Superboss 
made it idle in a blapp-blapp-blapp fashion, which 
was cool for cruising slowly past pavement cafés and 
such (actually, I can’t remember if there were that 
many pavement cafes around in 1990), showing off 
in other words, to the guys who knew!

Charcoal five-spoke alloys and 50-series rub-
ber, a big exhaust, a deeper nose spoiler and those 
all important red 16V stickers made the car one to 
be feared by all but the most potent BMW 325iS 
“Shadowlines”. If you saw one of those, the game 
was on!

Ironically, probably 90 per cent of the young 
men who knew every ignition timing and fuelling 
“address”on its ECU could only afford the base 
1.3-litre Kadett Cub, which was 1990’s equivalent of 
a Spark (well, sort of). 

But it’s these sorts of cars that draw youngsters 
into a showroom, and make them brand fans for 
life, even if they can’t afford them. Unless you are an 
oke like me, who ended up buying the cars that fired 
me up when I was full-time in short pants, a couple 
of decades down the line. Those are my Sunday cars. 
And as for my daily-driver wheels, I have to admit 
I opt for reliability, low maintenance, fuel miserli-
ness, all those things that used to irritate me about 
my dad. ■

Remembering the “boss”
People who know me understand that I spend a lot of my time hanging out at old-car shows. This started 
happening when I realised that I couldn’t afford the latest Porsche 911, or any Porsche for that matter, and instead 
settled for a small German sporty machine that came into production a year after I was born.

“This was the car he dreamed 
about, tore pictures of it out of 

the magazines and press-stuck 
them to his cupboard door, tuned 

in on a Saturday when they still 
ran live TV coverage of Group 

N production car races, ...”

Comments? Complaints? Suggestions? 
E-mail stujohn@autolive.co.za
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