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STUART JOHNSTON

Th e new Foton Tunland 4X4 Double Cab is a game-
changer. Its ride and performance is comparable to the 
best from Japan and elsewhere right now, at a price that 
seriously undercuts the opposition. Th is initial impression 
aft er the launch early last week includes the overall shape 
–very Hilux-like – the ride, which is exceptional on rut-
ted dirt roads, and the high speed precision on tar roads. 
It uses a Cummins ISF diesel engine which has plenty of 
torque (360 Nm), giving it loads of low-down grunt, and a 
top speed of indicated 170 km/h is easily achievable (max 
power output is 120 kW).

But it’s the overall impression of solidity that is going 
to make this vehicle a huge hit. It’s our prediction that mid-
October 2012 will be remembered as the time when our 
perceptions of Chinese vehicles underwent a seismic shift .
For this issue, we interviewed Foton’s SA Managing 
Director Brett Soso, as well as Beiqi Foton Motor 
Company’s Vice President for Engineering and Tunland 
Project leader, Robin Wu.

Robin Wu

AL:  What is your position at Bequi Foton Motor 
Company?

RW:  I’m the Vice President responsible for all engineering 
and product engineering.

AL:  What does the automotive business of Foton entail?
RW:  Our main business is generated by automotive busi-

ness, heavy duty trucks, medium duty, light duty, 
pick-up, SUV, MPV. We don’t have passenger cars.

AL:  Would you say that this is your most important mod-
el that you’ve launched so far?

RW:  It is, yeah. We started this project fi ve years ago. 
Early in 2008 I sent a group of people here to do mar-
ket research. We found out that here in South Africa 
is a very good market for pick-up, because all the 
biggest names for pick-ups are here. We also identi-
fi ed Th ailand, Middle East, Brazil, Argentina, Chile, 
and Russia, those are the markets we researched in. 
From the beginning the positioning of this product 
was global, so we did global research, and also global 
product development.

RW:   We took a look at all the vehicles, saw what was 
good in each of them, and then came up with our 
own concept.

AL:  Is this not diffi  cult, because you have to project 
ahead? You can’t then come out with a 2008 vehicle.

RW:  Yes and no. Yes, because in 2008 we didn’t know 
what, say, Toyota would be doing in 2012, so for 
that aspect the answer is yes. But no, however, if you 
do some projections, such as emissions, safety, fuel 
economy, customer requirements based on global 
economics. Th at’s why we took almost two years to 
arrive only with the concept with this vehicle.

RW:   We did a lot of product benchmarking and then 
we took three years for the engineering develop-
ment. So now, the product is ready.

AL:  What about the engineering aspect, of looking fur-
ther ahead. Your background is in engineering, 
I believe.

RW:  Yes, my background is in engineering and I person-
ally oversaw this project from day one. Although 
I’m responsible for all the Foton product from an 
engineering perspective. Th ere was a lot of decision-
making, such as should we go for the most advanced 
product, or the cheapest? Th ere was a lot of debate 
about quality, cost, the timing of the launch. We 
came up with a balance of all those aspects. On 
top of that, we have to think about our customer 

The Best Chinese Vehicle We’ve Driven to Date

Robin Wu.
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Editor’s Note
SOME THOUGHTS ON 

CARS AND DRIVING AND 
WHO BUILDS THEM

I’ve driven two vehicles in 
the past fortnight that really im-
pressed me, the Volvo V40, which 
excited me as a driver because of 
its responses to driver inputs were 
so well-confi gured, and the new 
Foton Tunland, pretty much for 
the same reasons.

Th e Volvo is a latest-generation hatch, and Volvo’s engineers 
(with Chinese Geely funding) are now enabling a dynamism to 
accompany solidity in today’s highly-competitive hatchback mar-
ket (Th e French, sadly, seem to have forgotten what they once 
knew about making a car supple yet still extremely controllable. 
Soft en up those spring rates, guys!).

Th e Tunland, despite its Hilux-like looks, is a ground-up 
Chinese development, and having driven it briefl y, I can say 
that it feels like a 2012 bakkie, not a perfectly-preserved 2008 
model. Delving into Tunland Project Chief Robin Wu’s back-
ground, it was intriguing that he received his engineering 
degree in Michigan, and that he has worked for the likes of 
General Motors, TWR the component manufacturer (pistons, 
etc) and Ford.

Wu revealed that for the Tunland project, a number of en-
gineers from Europe were employed in the development phase, 
and the sophistication of this team shows in every aspect of 
the Tunland.

Th is is a vehicle intended for global “consumption”, and it 
behaves as such. It would be as happy on the Autobahn as it is 
trundling up Bobbejaan’s Pass in the Lesotho mountains. An 
aspect I noted on the car was that it was fi tted only with a fi ve-
speed gearbox, and yet this did not feel like short-changing it in 
any way.

So, the Chinese strategy follows that of the Koreans, but at 
an accelerated pace. It is no accident that the likes of Hyundai 
and Kia are producing such good-looking vehicles these days, as 
their design chiefs are European, bringing with them all the ar-
tistic sophistication that “the old world” bestows on its citizens. 
Th e Tunland is merely the fi rst Chinese vehicle, no doubt of many 
to come, that needs to make no apologies for its specifi cation or 
dynamic ability.

Remember, too that the Japanese drew heavily on European 
and American talent when they were getting their motor industry 
up to speed in the 1950s. By the late ‘60s we were saying, gee those 
Japanese cars aren’t bad. By the ‘70s we were lauding them as be-
ing indestructible!

Stuart Johnston,
Editor
stujohn@autolive.co.za

Th e ITS World Congress in Vienna is the premier international exhibition for devices, 
technologies and services associated with intelligent traffi  c systems. Th is year’s exhibition 
hosts a total of 300 exhibitors. Th e exhibition at the ITS World Congress in 2012 has the 
motto “smarter on the way”, and it has attracted all the key companies and innovators in 
this area. Th e exhibitors cover all aspects of traffi  c systems including complex information 
and communication systems, advanced navigation and payment systems through to the 
areas of safety, ecology and electromobility.

Th e BMW Group is presenting innovations from BMW ConnectedDrive at the 
ITS World Congress under the motto “BMW Urban Mobility”. BMW ConnectedDrive 
is the BMW Group’s defi nition of Intelligent Traffi  c Systems (ITS), because BMW 
ConnectedDrive provides the occupants of the vehicle and the vehicle itself with an intel-
ligent network to connect them with the outside world. Th is network off ers customers 
more safety, comfort and infotainment whether it is through driver assistance systems, 
navigation options or personalized entertainment. Th e network permits innovations for 
urban mobility that make interaction with city traffi  c even safer, more effi  cient and more 
convenient. Th e BMW Group stand presents App and vehicle-based routing functions, 
safety systems and solutions for mobility on two wheels.

Intermodal routing using the mobility assistant, with DriveNow & Co.

Going about your business quickly and smoothly in a densely populated city is a big chal-
lenge. How can I get to my destination on time? Will there be any free parking spaces 
when I arrive? Where is the nearest charging point for my electric car? Will I be quicker 
with Park+Ride? Th e Mobility Assistant from the BMW Group will provide all the an-
swers to these questions in future. It is currently being tested in Berlin as an iPhone ap-
plication. Th is service is going to provide individual, intermodal navigation. When you 
enter a destination, the mobility assistant will display various routes to allow you to 
reach this destination cost-eff ectively and quickly – whether you are travelling by car, 
using suburban public transport or combining the two modes of travel. “Th e Mobility 
Assistant is an initial step towards the reality of actual intermodal traffi  c use. Th e objec-
tive is to ensure mobility over a range of diff erent modes of transport. Th is is empowering 
the BMW Group to support mobility sustainably and tailored to individual needs,” ac-
cording to Martin Hauschild, Head of Traffi  c Technology and Traffi  c Management at the 
BMW Group. For example, all drivers with BMW cars equipped with ConnectedDrive 
encompassing RTTI (Real Time Traffi  c Information) are in a position to obtain the latest 
information about traffi  c conditions on the road. Th is new service is updated every three 
minutes and shows the current rates of traffi  c fl ow on the roads in fi ve stages (gridlocked, 
congested, heavy traffi  c, slow-moving traffi  c, fl owing normally).

Th e concept of intermodal routing is optimally enhanced by the DriveNow package 
available in Munich, Düsseldorf, Berlin and San Francisco. Th is Premium Car Sharing 
with BMW and MINI automobiles is independent of car-hire stations. Th is service is now 
available in four cities and is proving to be extremely popular. You can get mobile aft er 
completing a simple registration process. If you need a car, the DriveNow App displays the 
nearest DriveNow vehicle in the vicinity. Aft er you have fi nished your journey, you can 
simply park the vehicle at your destination and another driver will be able to use it from 
that location. ■

BMW’s Drive for Connectivity

Personalised navigation is just one of BMW’s connesctivity aims.
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 continued from page 2

perception. Who are our customers? What 
will be our competitive positioning? So we 
still position ourselves to be able to compete 
with everyone in this segment.

AL:  Th ere are a number of Chinese pick ups that 
South Africans have been exposed to, that are 
based on previous-generation products from 
other sources. But this seems to be very much 
a current generation vehicle.

RW:  Exactly. Th e key for that was the benchmark-
ing process. If you are only benchmarking 
current product, you’ll only get the previous-
generation. But you have to project. If we stud-
ied Toyota, for instance, we not only studied 
the pick-ups, we also studied the car, to get 
an idea of the complete technology, where it 
is going. We followed all those products from 
so many manufacturers, at motor shows, on 
websites, magazines, and lots of future tech-
nology is available. If we only do reverse-engi-
neering, it’s always one step behind.

AL:  I drove this pick-up briefl y on dirt roads and 
tar, and I was very impressed with the ride-
quality over smaller bumps and ripples. Was 
this a goal?

RW:  Firstly, the suspension at the front is inde-
pendent double wishbone. And at the back is 
a coil and a leaf spring, combined. Because we 
have to consider the loading capacity, to give 
it a big loading capacity and towing. It can 
tow up to two and a half tons. From a technol-
ogy standpoint, it is complicated, and we had 
assistance from engineers in other countries, 
such as USA and Japan, Europe.

AL:  Is your use of a Cummins diesel a fi rst in this 
product, or has Foton used Cummins before 
on other product?

RW:  For this 2,8-litre engine, we use it in China 
for light duty trucks, we also have a 3,8-litre. 
Th is engine is on Euro IV emission stand-
ards, and we already have Euro V and we are 
working on Euro VI.

AL:  I found the pick-up to have low-geared steer-
ing but yet it had accuracy on the highway. 
How was this achieved? Is it a variable ratio?

RW:  Th e manoeuvrability was important, because 
it has to do all kinds of work on all kinds of 
roads. For the steering, I knew South Africa 
and other countries have nice freeways as 
well as bad roads. So you have to be stable. 
By the same token on bad roads, the control 
ability is also important. I believe we man-
aged both, we developed our own technology. 
For the steering system alone we obtained 
several patents just for this technology. And 
in the chassis system we obtained 45 patents, 
steering, suspension, driveline, including the 
clutch. Th ese are Chinese patents but we are 
going to apply some of them as global patents.

RW:   For instance, the steering looks like a tradi-
tional technology, and confi guration wise it’s 
nothing new, it’s rack and pinion, but when 
you get down to all the parameters, all the 
damping, the linkages, that’s our know-how.

AL:  Some of the pick-ups on our market have ESP, 
traction control. Did you consider that for 
your Tunland Double Cab?

RW:  We did consider it, but traction control is not 
a standard for all trucks, ABS and EBD is the 
current standard. We do have the function but 
it is not on this one yet. We will have much 
more product coming, including single cab. 
We will also have cruise control coming. But 
this car is not meant to be the top in every cat-
egory for this segment. I don’t think we should 
put every technology in there to increase our 
cost, it would be the wrong decision. We want 
to compete with everybody, but with the right 
pricing strategy, so we have to balance that.

RW:   Little by little, as we build up our name 
brand, we will increase our positioning.

AL:  Th ere is a very solid feel to the body. Was 
this down to intensive stress analysis in the 
design?

RW:  No. I think the NVH was the big thing for 
this development. Th e architecture for this 
vehicle is from ground zero. Even though we 
did a lot of benchmarking, this car is unlike 
any other single vehicle. So we ensured that 
the stiff ness of the body, chassis, driveline 
system, they all had to match so there were no 
rattles and squeaks.

AL:  I would imagine that philosophy then also ex-
tends to how the car is produced, how easily it 
is assembled.

RW:  Yes, this truck is made in Beijing in a brand 
new plant and that was confi gured for the 
truck, all the systems.

AL:  What sort of volumes are you looking at for 
the Tunland?

RW:  Th e fi rst target is to get up to 50 000 a year, 
globally, as our fi rst step.

Brett Soso, Foton Automobile 
Distributors, South Africa

“Th e Foton team came out here four years ago to 
understand what consumers want out of a double 
cab bakkie. We went through all the diff erent mod-
els. It’s been a big project, a well-thought-through 
project, and I’ve been very impressed.

“Th is is state of the art, Cummins diesel en-
gine, Getrag gearbox, Dana diff s, all made in China 
under licence. Cummins is in a joint venture with 
Fotron. Th ey’ve got some really good partners on 
board and one of the key things Foton looked at, in 
order to build a global product ,they needed to have 
state of the art components.

“We’ve done extensive testing here in South 
Africa and it is really capable off -road.

As regards pricing, we compete with the main 
stream brands, Nissan, Toyota, Volkswagen and so 
on. (Prices for the vehicles are R334950 for the basic 
model and R354 950 for the luxury model).

“We have gone through the product carefully. 
We have a Euro 4 engine in the car. We made a deci-
sion, though, to make it compatible with 500 ppm 
diesel, so we have service intervals of 10  000 km. 
We decided that as 50 ppm is not readily available 
across the country, in our target market for 4X4s 
we have reduced the service intervals to 10 000km, 
and we’ll change that to 20 000 km when the better 
grade fuel is more widespread.

“We launch 4X4 now, in January we launch 
4X2, and in second half of 2013 we will be launch-
ing the single cab version of the Tunland.

“Robin Wu is Vice President for Automotive 
Engineering of Beiqi Foton Motor Company, and 
the man in charge of the Tunland Project.

“He has a Master’s degree in engineering 
from the Wayne State University in Detroit, as 
well as an MBA, he has worked for GM, TRW, 
Bosch and Ford. He has 6  000 engineers under 
his direction.

“From a Foton SA point of view it’s a big launch 
for us. We did Bobbejaan’s Pass in the Tunland, and 
that’s one of the most extreme off -road tests you can 
do in South Africa.

“We looked at our market in this Double Cab 
4X4 diesel segment, where Toyota is doing about 
130 units a month. We reckon our potential is for 
about 40 and 50 units, and that would equal the 
likes of Nissan. We have a R50 000 price advantage 
on Nissan and R100 000 on the top Toyota.

“Th ere are two models, the Comfort, and the 
Luxury model which has a few extras, such as the 
roll bar and tonneau cover, leather seats and rear de-
mister, heated wing mirrors an extra speaker on the 
sound system, a one-touch driver’s window opera-
tion. Th e Luxury model costs R20 000 more. And 
we will off er various accessories such as side bars, 
rock sliders, and a bull bar.” ■

Tunland launch. Brett Soso, Foton SA’s MD.
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AL:  Bram, what is your view on Volvo in general, 
as the company stands right now?

BvdR:  I think it’s increasingly positive. If you 
look at our kitchen, what is actually in it, 
and what has come out of it, like the V40, 
I think that from a product perspective 
it’s really promising. I think also from a 
strategic point of view it is promising, set-
ting up an industry in China, being very 
consistent.

AL:  How has the S60 and V60 done for Volvo?
BvdR:  Th e S60 has done pretty well. Th e typi-

cal V60 market place is not really a South 
African thing. I fi nd that a pity, because 
it is a sports wagon, rather than a wagon. 
Personally I like the looks of the V60 very 
much, possibly due to my European back-
ground. Th ing is, I need a customer to say 
yes to that proposition. Th e XC60 has been 
a huge success, it has been for a number 
of years now, that car started the change 
for Volvo.

AL:  South Africans have an SUV fetish. Do you 
need a cross-over model?

BvdR:  Well, we’ve just presented the stylish V40, 
and we’ll present the V40 Cross Country 
somewhere in February-March. It will be a 
good fi t in this market place.

AL:  Do you think, since you have been running 
Volvo Cars here in South Africa, that it has 
made inroads, back to where it should be, in 
the market place?

BvdR:  We are roughly back to where we were, 
compared to 2008, 2009. We suff er a bit 
due the fact that too few people consider 
us to test drive one of our products before 
making a purchase decision. If you haven’t 
tested us, have you weighed up what’s in 

the market place? So, there’s still a bit of 
an image issue and we are working hard to 
improve that.

AL:  What do you need to do to change that?
BvdR:  First of all we have to compete in a very 

specifi c premium segment. We have to get 
feet on the fl oor, and secondly, people to 
drive our cars. We have to create that desir-
ability and we have these attractive prod-
ucts now, V40 and S60, and the product is 
proving who we are now.

AL:  Th ere seems to be far more of a driver feel, and 
interface between driver and car, than there 
was previously and I’m thinking of the C30, 
which I drove recently, and which lacked that 
feel. Would you agree?

BvdR:  I think that C30, when it arrived, was kind 
of a unique car in terms of looks.

AL:  What I’m getting at, has there been an eff ort 
to draw the driver in more with the latest 
models?

BvdR:  I do agree, that car development is an 
evolving thing. We are far away now from 
cars that are rugged, stiff . From an inter-
national development point of view, it’s 
tough to please everybody. What’s good for 
the US is diff erent to what’s good for South 
Africa, in terms of chassis, engineering and 
so on. But we fi nd a way to do it, to reach 
that optimum.

AL:  As far as the company’s future goes, is there 
more stability now?

BvdR:  Well, we have never been unstable. But 
there has been a new owner in place for a 
couple of years now, and it’s been fantastic 
under Geely, they protect our image. Th e 
second thing is, interference from the new 
owner is unheard of, it’s separate, lots of 
respect. And to be very honest, if you mix 
brands, you lose value.

AL:  In launching the S60 and V60, you alluded 
quite strongly to that car’s sportiness. Would 
you say the V40 takes this sporting aspect a 
step further?

BvdR:  We have, for the past fi ve or six years, being 
trying hard to add new values to our brand. 
Such as fun behind the steering wheel. But 
of course, we never walk away from safety, 
because that’s a core value for Volvo. But 
there are other values, like comfort, seats. 
A quality feel. All these things enhance 
what we stand for.

AL:  Of course the safety aspect on the new V40 
is huge.

BvdR:  Yes, but even the safety pack has become 
more dynamic. We have always been 
strong in passive safety, now we are strong 
in active safety. And the proof is in the 
NCAP safety rating in Europe, it’s the best 
car ever tested! So, we take pride in that.

AL:  In South Africa, what are your plans as far as 
market share goes?

BvdR:  We want io live up to a market share close 
to fi ve per cent of premium segment, and 
that’s not revolution, but evolution. So we 
will defi nitely grow. V40 will play a huge 
role in terms of growth. And as I said, 
what we have in the kitchen still is excit-
ing. Th ere will be a day when the XC90 
will have a successor and that car will play 
a signifi cant role in a specifi c premium 
segment.

AL:  Have you targeted specifi c models for the 
South African mix?

BdvR:  Well, once the S80 replacement becomes 
available we will give it a try, but we won’t 
probably dominate there. I think the best 
opportunities for us are those segments 
where we can really compete, like V40, 
S60 and V60 and XC60. Th ose ranges will 
play the signifi cant role for now. In years 
to come there will be the XC90 and ad-
ditional products that will create their 
own volumes.

AL:  Your number of dealerships in South Africa 
now?

BvdR:  We are looking at 23 professional dealer-
ships. I think we are a little too small still, 
and we are looking at a business model 
that’s looking at the service side of the 
business as well. Maybe, in the smaller cen-
tres, a combination of used cars and new 
Volvos. We will be doing some research on 
implementing that.

BvdR:   I am very proud of what our dealer body 
has achieved to date. We have some bril-
liant examples of team building amongst 
our dealerships. It’s looking very healthy, 
I am very proud of our operations in 
Bedfordview, Boksburg, Vic and Gerhard 
Campher in Auckland Park, Jo’burg, 
Bloemfontein and Nelspruit. And also 
Cape Town is doing well. It’s really motiva-
tional for our whole crew. ■

Time Out with Bram Van Der Reep, Volvo 
Car South Africa’s Managing Director

AutoLive caught up with Bram van der Reep at the launch of the excellent 
V40 in Knysna, two weeks ago.

Bram van der Reep, Volvo Cars SA’s MD.
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People

New Tata Africa executives, 
one of them a big surprise!

Tata has appointed two senior executives to as it 
signals its intention to change up a gear in its SA op-
eration. Both attended the launch of the Tata Super 
Ace last week.

Th e media were surprised to see that a sen-
ior motor executive, known to many of them, had 
changed teams. Th at person is Xavier Gobille, 
who was managing director of Renault SA and vice-
president – Renault Anglo Africa from January 
2008 until he was succeeded by Susumu Uchikoshi 
on August 1 this year. He is credited with playing 
a major role in the much improved fortunes of 
Renault in this country.

Th e Frenchman, who is a “petrolhead” and 
former racing driver, is now executive direc-
tor – automotive and allied distribution for Tata 
Africa. He will report to another new appointee, 
the managing director designate of Tata Africa, 
Thamsanqa (Thami) Mbele, formerly General 
Electric’s president and CEO for its Southern 
African operations and previously with Eskom 
and Sasol, will take over as managing director 
from Raman Dhawan in November 2013. In the 
interim both Mbele and Gobille will be mentored 
by Dhawan.

Jaguar Land Rover SA appoints 
new national sales manager

Jaguar Land Rover South Africa (JLRSA) has ap-
pointed Robin van Rensburg as its new national 
sales manager. 

Van Rensburg joins Jaguar Land Rover from 
BMW where he was National Sales Operations 
Manager. His experience has extended across vari-
ous brands in the motor industry, including Mobil.

Van Rensburg is a keen golfer and fi tness fa-
natic. He is married with two children, a son who 
shares his passion for golf and all things motoring, 
and a daughter who follows her mother’s affi  nity for 
horse riding.

Sloman is media returnee at 
Chrysler SA (Pty) Ltd. and Fiat 
Group Automobiles South Africa

Following a two-and-a-half year assignment at 
Chrysler International in Stuttgart Germany, 
Richard Sloman has returned to Chrysler South 
Africa (Pty) Ltd and Fiat Group Automobiles South 
Africa in the position of Media Relations Manager.

Richard will take responsibility for all Media 
Relations for the Chrysler Group vehicles as well as 
those of the Fiat Group locally from Cleona Sacks 
who will return to her previous role as Events and 
Promotions Manager from the 1st October 2012. 

Th e operations of Chrysler South Africa (Pty) 
Ltd and Fiat Group Automobiles South Africa, un-
der the management of CEO / Managing Director 
Trent Barcroft , will be consolidated in a new offi  ce 
campus in Midrand from November 2012. 

Sameerah Bhabha is new 
Audi PR person

Sameerah Bhabha is the new Press Public 
Relations Manager for Audi South Africa. Sameerah 
replaces Nicole August who has taken up a new po-
sition in Audi Product Planning, responsible for C 
and D-segment planning.

Th e appointment of Sameerah is eff ective 1 
October 2012 and she will be responsible for all 
Press Public Relations matters relating to the Audi 
brand. Th is includes motoring press and public 
relations lifestyle public relations, motorsport, the 
Audi Ambassador programme as well as assuming 
responsibility for the Audi customer magazine.

continued on next page 

Xavier Gobille, now with Tata SA.

Jaguar’s Robin van Rensburg.

Chrysler-Fiat’s Richard Sloman returns 
to SA.

Sameerah Bhaba.
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A new Corporate Communications 
Manager at Nissan

Nissan South Africa (Nissan SA) has appointed 
Dudu Mwelase as general manager of corporate 

communications. Mwelase will be responsible for 
internal communications, brand communications 
and public relations.

Previously acting group executive for stake-
holder relations and provinces at the South African 
Broadcasting Corporation (SABC), Mwelase has 
also held positions of director corporate commu-
nications at the Gauteng Department of Housing 
and chief operations offi  cer at public relations 
agency, Zanenza Communications.

Lategan expands his vision

Derek Lategan’s African Outdoor Group 
has taken ownership of two media companies, 
Roadworks and Motorpics, in order to off er a fully 
integrated service to his group’s motor company 
clients.

Says Lategan: “Th e acquisition of Motorpics 
and Roadworks fi ts with our vision of being able 
to off er the PR and marketing departments of 
automotive and leisure lifestyle brands a fully-
integrated support service. Our mission statement 
is to make a brand’s marketing eff orts as eff ective 
as possible, while simultaneously enabling me-
dia to have access to a company’s products and 
related information such as media releases and 
photography.”

New Volvo CEO

Volvo has appointed Hakan Samuelsson, the 
former head of German truck maker MAN, as its 
new CEO. Samuelsson, 61, replaces Stefan Jacoby, 

54, who suff ered a mild stroke last month. Th e 
board’s vice chairman said Jacoby’s health was not 
the reason for the decision and the board wanted a 
new CEO to take the company “into a new phase.” 
Th e new CEO faces the task of turning around fl ag-
ging sales and accelerating Volvo’s push into the 
home market of its Chinese owner, the Zhejiang 
Geely Holding Group. ■

Wilken Communication Management was 
established in 1997 with the major focus of 
it’s operations being the South African 
motor industry.

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

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

simplifyingCOMMUNICATIONS

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

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

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

People

 continued from previous page

Dudu Mwelase, Nissan’s new Corporate 
Communications Manager.

AOG’s Lategan has good reason to be 
happy.
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Whether for the newcomer to the vehicle sales industry, the experienced salesperson or the dealership 
principal with a well-established business, Winning Ways in Vehicle Sales is a HIGHLY PRACTICAL 
HANDBOOK that provides a wealth of hands-on information to catapult any auto sales business from 
good to great. 

The author encourages the salesperson to grow his own business within the bigger busi-
ness – the dealership environment – and also addresses aspects such as the salesperson’s 
personal well-being and interpersonal relationships as key elements to his success. deal.  
 

The book covers the full sales process – offering STEP-BY-STEP GUIDELINES, industry-proven 
methods and useful tips that will take the salesperson from ‘How can I help you?’ to closing 
the deal.  

R190,00 excl vat & postage 

Whether for the newcomer to the vehicle sales industry, the experienced salesperson or the deal-
ership principal with a well-established business, Winning Ways in Vehicle Sales is a HIGHLY 
PRACTICAL HANDBOOK that provides a wealth of hands-on information to catapult any auto 
sales business from good to great.

The author encourages the salesperson to grow his own business within the bigger 
 business – the dealership environment – and also addresses aspects such as the 
salesperson’s personal well-being and interpersonal relationships as key elements to 
his success. deal. 

The book covers the full sales process – offering STEP-BY-STEP GUIDELINES, industry-proven 
methods and useful tips that will take the salesperson from ‘How can I help you?’ to closing the 
deal.

BY ROGER HOUGHTON

Besides the design and manufacture of these bakkies 
taking place at the Hallspeed facility in Midrand, 
Gauteng, the experienced Team Overdrive, of 
Belgium, has started making Hilux off -road rac-
ing bakkies under licence. Th ey manufacture the 
chassis and Hallspeed supplies all the other compo-
nents. Th e fi rst two Belgian-built Hiluxes took part 
in the Morocco Rally last week in preparation for 
the Dakar.

Glyn Hall’s Hallspeed operation, which oper-
ates Toyota SA’s motor sport programme, will fi eld 
the same crews as this year ,being the winners of the 
2009 Dakar Rally, Giniel de Villiers, of Stellenbosch, 
and Dirk von Zitzewitz, of Germany, in an uprated 
new racing bakkie, while the Gauteng pairing of 
Duncan Vos and Rob Howie. Will drive the Hilux 
used by Giniel last year. Th ese crews placed a very 
creditable third and 10th overall

Th e other Hiluxes will be run by Team 
Overdrive for a number of private competitors.

Th ere have been many changes to the bakkies 
following the baptism by fi re in the 2012 Dakar 
Rally and Glyn Hall is confi dent they will be even 
more competitive, particularly as one of the rule 
change for 2013 will ensure that only production-
based engines are used. (Th e Hiluxes used a 4,6-li-
tre V8 production engine this year and now have a 
more powerful 5-litre power unit for the 2013 race).

Since Toyota’s announcement on July 20 that 
Toyota Motorsport, in partnership with Imperial 

Toyota, Duxbury Netgear, South African Airways, 
Innovation Group and Toyota Financial Services, 
would return to South America to contest the 2013, 
2014 and 2015 editions of this famous motor sport 
adventure, the pressure has been on at the Toyota 
Imperial South Africa Team’s workshops.

“It’s been a very busy period for the lads,” ad-
mitted team principal Glyn Hall. “With new Dakar 
rules for 2013 and the ongoing need to develop and 
improve our racing vehicles, we’ve had to come up 

with a better Dakar contender while at the same 
time continuing with our national champion-ship 
off  road and rally campaigns.

“So we’ve been preparing and racing three 
Auris rally cars and two Hilux off -road bak-
kies, while designing an evolution version of the 
Dakar Hilux and building it alongside our other 
vehicles. We’re also designing and building a 
new contender for the 2013 South African rally 
championship.” ■

Eight SA-Designed Hiluxes to Race in Dakar Rally 2012
There will be no fewer than eight SA-designed Toyota Hiluxes taking part in the Dakar Rally, which starts in Peru 
on January 5, 2013, and fi nishes in Santiago, Chile, on January 20.

2013 Dakar Hilux has striking new livery.

mailto: pine@icon.co.za
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Mercedes-Benz group of companies in South 
Africa (MBSA) were proud participants during 
the sod turning ceremony of the Boysen Group 
at the East London Industrial Zone (ELIDZ) 
Automotive Park last week. Th e German-based ex-
haust technology experts are the second new inter-
national company to set up shop locally to supply 
MBSA’s next generation W205 C-Class production 
from 2014.

Boysen develops and manufactures exhaust 
manifolds, catalytic converter silencers and exhaust 
systems. Th e awarding of the W205 supply contract 
to Boysen opens opportunities for their expansion 
into South Africa, with consequent investment and 
job creation benefi ts for the country. 

One of the key goals for MBSA, who previ-
ously announced a R2.5 billion investment into 
new technologies, facilities and skills development 
for the W205, is to stimulate sustainable job crea-
tion over and above the opportunities that the com-
pany already creates for the approximately 2 500 
strong workforce at its manufacturing plant in East 

London. As a global leader in its sector, Boysen’s 
presence at the ELIDZ will result in the transfer of 
cutting edge technology and know-how to the local 
component manufacturing community.

Vice president for manufacturing at MBSA, 
Arno van der Merwe, says: “We have taken a con-
scious decision during the planning phases of the 
W205 project to work with partners such as the 
ELIDZ to bring global supply leaders to the country, 
in support of government’s drive for content locali-
sation, skills development and job creation.” 

CEO and president of MBSA, Dr Martin 
Zimmermann, reaffi  rmed the company’s com-
mitment to the sustainable growth of the automo-
tive industry when he spoke at the annual South 
African Automotive Week event held in Port 
Elizabeth this week. “As the largest contributor 
to the country’s GDP, leaders in the automotive 
manufacturing sector and government have a great 
responsibility to the nation to look critically at both 
the stumbling blocks that impede us and the op-
portunities for expansion,” he says.

Earlier this year, the fi rst new international sup-
plier to MBSA’s W205, RG Brose, took up residence 
at the ELIDZ with an investment of R80 million. 
Construction of their new premises commenced in 
May 2012. Th ey will supply seat structures and door 
modules to the W205. Th ree more international 
suppliers are expected to come on board in terms 
of local production or assembly, and discussions are 
underway with a few more.

“In addition to the benefi t to the economy of 
the country, having world-class component suppli-
ers right on our doorstep holds signifi cant advan-
tages for our Just-in-Sequence production model, 
such as improved effi  ciency and logistics, ” van der 
Merwe adds. 

MBSA are one of four Daimler AG plants 
worldwide that will be building the next generation 
C-Class. Th e company’s investment signals its con-
fi dence in the country to continue building award-
winning, world-class cars.

“Th is is a win-win situation for everyone in-
volved,” van der Merwe says. ■

Localisation in the Motor Industry 
Receives Investment Boost

A historic sod-turning in East London.
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BY ROGER HOUGHTON

Having recently experienced an original air-cooled, 
fl at four Beetle dating back to 1959 and the latest, 
21st Century Beetle it is amazing to realise how a 
company that only started commercial production 
of its iconic Beetle in 1945 has risen to be a strong 
challenger for dominance in the vehicle manufac-
turing world in the 21st century.

It was interesting that a British Army offi  cer 
and engineer, Major Ivan Hirst, was responsible for 
getting the Wolfsburg plant back in operation aft er 
World War II.

Th e Volkswagen factory came under British 
control in 1945 and it was to be dismantled and 
shipped to Britain. Th ankfully for Volkswagen, no 
British car manufacturer was interested in the fac-
tory; “the vehicle does not meet the fundamental 
technical requirement of a motor-car … it is quite 
unattractive to the average buyer … to build the car 
commercially would be a completely uneconomic 
enterprise” were some of the comments.

It was then that Major Hirst got the plant back 
in production, originally making cars for the British 
Army. It is now history that Volkswagen went on to 
survive these perilous post-war times and became 
part of the German economic recovery

In contrast to current world No. 1, Toyota, 
which has based its sales success mainly on one 
product line – Toyota – with comparatively minor 
contributions from luxury division Lexus and sub-
sidiaries Daihatsu and Hino, the Volkswagen Group 
is growing in size due to a raft  of acquisitions.

Currently there are 12 brands in the stable and 
now there is talk of a low priced economy car sub-
brand by 2015, while it seems the group is still han-
kering aft er Fiat-owned Alfa Romeo.

Th is multi-brand strategy is the same as was 
used by former world champion General Motors, 

which was originally a conglomerate of a host of 
brands and still consists of several marques today.

VWSA’s managing director David Powels said 
at the 21st Century Beetle launch in Cape Town that 
there are now 240 models in the VW Group’s fam-
ily of 12 brands, which is made up of Volkswagen, 
Audi, SEAT, Skoda, Bentley, Bugatti, Lamborghini 
and Porsche cars, Ducati motorcycles, Volkswagen 
Commercial Vehicles and truck and bus makers 
Scania and MAN.

Production is very global and by the end of the 
year there will be 100 manufacturing plants. Last 
year the group’s facilities produced 8  494  000 ve-
hicles, operating at an average production rate of 
34 500 vehicles per working day. Total employment 
is now 518 000 people.

Global vehicle sales grew by 8,7% in the fi rst 
eight months of 2012, while the VW Group’s sales 
increased by 10,2%, growing in all its markets ex-
cept Western Europe.

South Africa ranked 16th in terms of its 64  645 
sales within the global Volkswagen Group at the 
end of August 2012, while its market share of 
22,4% is one of the highest. China is now the big-
gest market for the group, followed by Germany, 
Brazil, the US and UK. Highest penetration is 
33,6% in Germany.

Powels said that he was particularly proud of 
the manner in which Volkswagen and Audi had 
been able to increase their share of the SA market 
from 17,4% in 1994 to 22,8% in 2012 because this 

was a period during which competition had been 
ratcheted up immensely as the number of brands 
competing for domestic market share in this 18-
year period grew from 17 to 65.

Looking at the total domestic market Powels 
says the VW forecast for passenger car sales in 
2012 has now been lift ed to 440 000 units and the 
prediction for 2013 is 460 000 units. He added that 
his company’s forecast for 2012 sales of passen-
ger cars, LCVs and MCVs (the segments in which 
Volkswagen and Audi compete) was 606 870, with 
VW’s target being to sell 109  269 units in these 
three categories.

Th e MD said that a good indicator of the 
healthy state of vehicle sales this year was that the 
daily selling rate of passenger cars in September 
had reached 1 659 units, which was the highest rate 
since the heady days of August 2006.

Powels went on to add that on a year-to-date 
basis dealer sales were up 15% at 269  372 units, 
while single units (sales of the motor companies to 
their own fl eets) had risen by 6% to 16  398 units. 
In contrast rental fl eet sales were down 6%, but at 
35 717 units this total still represented 15% of the 
total vehicle market. Government sales were down 
2% below the fi gure for the same period in 2011.

VW sees substantial growth in exports rising 
from a projected 281 000 this year to 361 300 units 
in 2013 as Mercedes-Benz, BMWS and Ford ramp 
up their volumes.

In closing Powels gave an interesting break-
down of sales in the various categories of the pas-
senger car market on a year-to-date basis. He said 
the AOO segment (micro minis such as the Kia 
Picanto) accounted for 7,8% of the market, with AO 
(mini cars like the Polo) being the largest segment 
at 42,5%, A segment (compacts like the Golf/Jetta) 
accounted for 30,5%, B segment running at 14,4%, 
C segment at 4,1% and the premium D category ac-
counting for only 0,6% of the market. ■

Amazing Rise from Ravages of War

FROM THIS Early split window Beetles lined up outside the factory at 
Wolfsburg.

TO THIS Lamborghini glamour – just one of the VW 
Group’s crown jewels today.

South Africa’s market share of 
22,4% is one of the highest. China 

is now the biggest market for 
the group, followed by Germany, 

Brazil, the US and UK. Highest 
penetration is 33,6% in Germany.
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BY ROGER HOUGHTON

Volkswagen’s latest reincarnation of its iconic 
Beetle has just arrived in SA. It is known as the 21st 
Century Beetle to distinguish it from the somewhat 
unsuccessful previous attempt to go back to the past 
with the New Beetle which was launched in Europe 
in 1997 and locally in 2000.

Th e reborn 2012 version is based on the plat-
form and running gear of the Golf/Jetta 6, which 
means that it is bang up to date in the technology 
stakes.

Th e latest model, which I had the opportu-
nity of driving at the local media introduction in 
Cape Town, is a much larger and more sophisti-
cated car than its forebears, with front-mounted, 
high tech forced injection petrol engines that give 
spirited performance. Styling is more masculine 
than was the case with the New Beetle, which 
even went so far as having a fl ower (artifi cial) in a 
dash-mounted vase!

We were able to make a direct comparison as 
regards performance of old and new as our meet-
ing with the 21st Century Beetle was delayed until 
we had driven in air-cooled original models owned 

by Beetle enthusiasts. (Roger McCleery and I were 
passengers in a rare 1959 convertible for the drive 
from Cape Town Airport to the Asara wine estate 
in Stellenbosch).

Th e Beetle, which debuted in Germany in 1938 
and arrived in SA in 1951, provided the foundation 
for a company which is now well on track to be-
coming the No. 1 motor company in the world. Th e 
Beetle, with 21,5-million sold, is the second most 
popular car of all time, behind the Toyota Corolla.

A total of 288 353 of these icons were produced 
in SA up to the discontinuation of this model range 
here in 1979. Th e Beetle was the best-seller for 11 
of the 28 years it was on the local market, with the 
best year’s sales having been in 1973 when 21 034 
of these “Cars for the People” were delivered to 
customers.

Th ere are two models currently in the 21st 
Century Beetle line-up, the Design with a 1,2-li-
tre, 77kW TSi power unit, and the Sport, compete 
with large “tea tray” rear spoiler, which is fi tted 
with a 1,4-litre TSi engine that develops 118kW 
with the assistance of a turbocharger/supercharger 
combination. Both have six-speed gearboxes. A 
Sport with a 7-speed DSG transmission will arrive 
next month.

Th e interior is spacious and there is substan-
tial luggage compartment, making the new model 
very practical for everyday use. Th e dashboard is a 
modern take on the original – even down to some 
painted surfaces – and what is of particularly inter-
est is that the team responsible for the design of the 
interior of the 21st Century Beetle is led by a South 
African, Oona Scheepers! She also oversaw the ex-
terior body colour selection where there is a choice 
of 10 hues.

VWSA sees the new arrival as a competitor in 
the niche market for cool, retro cars in the mould 
of the Mini and Fiat 500. It will be interesting to see 
what the take up is by the News Café set.

However, going back to the future in what is the 
most recognisable body style in automotive history 
comes at a price. Base prices for the two models are 
R235 400 for the Design and R296 600 for the Sport.

However, in true German car maker fashion 
there are always plenty of “add ons.” In the case of 
the Design model I drove the options – metallic 
paint, panoramic sunroof, keyless entry, Bluetooth, 
“technology package” (tyre pressure monitor and 
park distance control with rear camera), Xenon 
headlights and “media interface” (media-in with 
iPod adaptor) – lift ed the price considerably. 
Similar options on the Sport boosted that price to a 
heady R327 250! ■

Back to the Future

Latest Beetle has a much racier profi le.

Looking like an ‘80s Porsche Turbo, the 21st Century Beetle has already been rendered 
in potent R form in Germany.
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BY STUART JOHNSTON

Volvo’s turnaround, for me, began with the XC60, 
extended through the launch of the S60 and V60 
ranges, and has now born full fruit with the im-
portant V40. Some people have been having diffi  -
culty in categorising the car – is it a hatch or is it a 
wagon – but for me it’s a hatch, with an extra bit of 
loading space.

It behaves like a hatchback, and a sporty one at 
that. Volvo has taken its rock-solid reputation for 
building… errrm, solid cars, and added a degree of 
driver satisfaction through sporty chassis dynamics 
that just seem to improve with every model.

I recently had a chance to drive a C30 deriva-
tive, a car designed and confi gured in an earlier 
think-tank, and quite frankly it’s road-surface-to-
driver connectivity was lacking, there was a general 
feel of numbness about the way the steering and the 
chassis behaved.

Now with the V40, Volvo has again added ex-
cellent tactile responses through the thick-rimmed 
steering wheel for this important, volume-selling 
model. Th e V40 is available with a standard suspen-
sion set-up, or a sporting set-up that lowers the car 
by 10 mm. I personally would go for the more com-
pliant set-up, because even with the slightly higher 
ride-height the car still looks extremely stylish, and 
the more compliant suspension provides enough 
grip for even a very press-on driving style.

Aiding the car’s dynamic abilities is a system 
called corner-vectoring, which brakes the inside 
front wheel during hard cornering with the traction 
limits being approached, helping the car turn-in 
more crisply. Th is system is available on other cars 
too, but it works well with the Volvo.

Th e other aspect that is impressive is the engine 
range of 1,6-litre Turbo petrol engines, these being 
available in 110 and 132 kW form, and the impres-
sive new 1,6-litre turbo-diesel, which emits just 
94g/100 km of CO2, a fi gure that was unthinkable 
just a few years ago for a 1,6-litre.

At the other end of the scale, there is the T5 
version, still to be launched next year, using the 
fi ve-cylinder motor from previous Volvo incarna-
tions, and pumping out some 187 kW. Th e visually 
exciting R Design version will also be available from 
March 2013.

Th e new V40 scored the highest marks in its 
NCAP safety test ever recorded. Part of this was 
due to the fact the new V40 is fi tted with a pe-
destrian airbag that pops out area between the 
bonnet and windscreen, to protect both pedestri-
ans and passengers should such an unfortunate 
collision occur.

Th ere is also lane-keeping aid, with automatic 
steering correction should the driver wander over 
the white or yellow line, and park assist. Th us the 
V40 has many safety features previously only avail-
able on much more premium-priced cars.

Cosmetically, I think this is one of the nicest-
looking Volvo in decades. According to the design 
team, the profi le uses the “kick” in the rear fl anks 
made famous on the P1800, still the most beautiful 
Volvo ever built, and this gives the car tremendous 
personality towards its rear end. Th e tail light clus-
ters and hatch lid are strikingly integrated, giving 
the V40 a very distinctive rear end.

Th e interior is typically Volvo, in that it is stylis-
tically uncluttered, yet still off ers up all the features 
that today’s techno-orientated customers desire. 
Th at’s a diffi  cult act to achieve and Volvo gets it 
right once again.

Pricing starts at R281 200 for the Manual ver-
sion in basic, Essential trim, while the D2 manual 
with the new frugal 1,6-litre diesel engine is also 
well priced at R283  200. Th e T4 manual pricing 
starts at R316 800, while the D3 Geartronic pricing 
starts at R339 800. ■

Volvo’s V40 Deserves to Succeed

Pedestrian airbag a world fi rst for 
Volvo’s V40.

Rear three-quarter view of the V40 is simply stunning.
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BY PRITESH RUTHEN

Ingolstadt’s latest trio of S models arrived in South 
Africa last week, with the introduction of the new 
Audi S6 sedan, S7 Sportback and S8 sedan set to do 
battle with BMW and Mercedes-Benz for a humble 
slice of pie in the performance luxury car segment 
of the local market.

Based on Audi’s current range of A-series mod-
els, the latest S models feature several cosmetic, 
mechanical and structural additions to its arsenal. 
Boasting some of the strongest performance fi gures 
in its segment, while aff ording reasonable everyday 
practicality, the new range Audi S models also com-
bine the all the latest in Audi’s engineering portfolio 
to create a range of cars that that drive more like 
super sports car than regular family cars.

In the new S6 and S7 Sportback, Audi’s new 
twin-turbocharged 4.0 litre TFSI engine produces 
309kW of power and 550Nm of torque between 
1400 and 5200rpm, while in the big-daddy S8 the 
power is dialled up to 382kW and peak torque 
jumps to 650Nm.

Mated to an eight speed automatic transmis-
sion as standard, and featuring Audi’s legendary 
quattro all-wheel drive system, the near two-ton S8 
manages to accelerate from a standstill to 100km/h 
in just 4.2 seconds, which is as fast is a V8-powered 

Audi R8 supercar, and on to an electronically lim-
ited top speed of 250km/h.

While this rapid pace, power and torque will 
come in quite handy when overtaking slower mov-
ing vehicles or enjoying a blast down your favourite 
stretch of tarmac, the S8 impresses mostly with its 
eagerness to turn, brake and accelerate more like a 
supercar than a luxury sedan.

Jumping into an S6 immediately feels snug and 
sportier than the S8, which is excellent considering 
it’s also a large car if compared to a similar BMW 5 
Series or Mercedes-Benz E-Class.

According to Audi, the new S6 accelerates from 
zero to 100 km/h in 4.6 seconds and on to an elec-
tronically limited top speed of 250km/h, while the 
more sharply raked S7 Sportback will achieve the 
same sprint in just 4.7 seconds. Th e S7 Sportback is 
also limited to 250km/h.

If driven with a bit of restraint, Audi claims 
that the S6 and the S7 Sportback will each aver-
age 9.6 litres of fuel per 100 km, while the S8 
is said to consume just 10.2 litres per 100km 
thanks its integrated cylinder-on-demand system, 
which switches off  four of the eight cylinders in 
cruising situations.

While all the S cars that Audi launched last 
week arguably push the boundaries of performance 
and fuel-effi  ciency in the luxury segment, its their 
overall packaging and interior appointments that 

eventually set them apart from both the standard 
models in their range as well as many of their com-
petitor’s hot models.

Th anks to the introduction of the new high per-
formance V8 engine, the cars perform well within, 
and sometimes even better than its competitors’ 
limit’s in the performance stakes and with only 
a few models in each body style coming to South 
Africa you can be certain that these will go a long 
way in satisfying the most demanding drivers 
out there.

Prices start at R834 600 for the S6 and extend 
to R1 219 500 for the S8 and all cars are sold with 
a fi ve-year/100 000km maintenance plan. If fast 
Audi’s get your heart racing, these latest additions 
to the S range will get your blood fl owing like no 
other S models have done before.
Prices:
Audi S6 R834 600
Audi S7 Sportback R919 600
Audi S8 R1 219 500 ■

Audi Unleashes Latest-
generation S Models in SA

Brutal front-end appearance is an S6 
hallmark.

The S7 features distinctive sloped-backed rear styling.Audi’s new S8 is blisteringly quick.
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Th e aft er-sales service business is proving once 
again what an important role it plays in the well 
being of the motor industry in general and deal-
ers in particular, as car sales slow in diffi  cult eco-
nomic times in many markets, particularly in 
Western Europe.

A recent study commissioned by 
Automechanika and presented at the recent trade 
fair for the automotive aft ermarket in Frankfurt 
has shown that the service business remains an area 
of operations for OEMs, dealers and independents 
with steady margins and high revenues that are re-
silient even in times of crisis.

”Th e high level of uncertainty in the new and 
used car markets with falling margins for new cars 
and the diffi  cult task of trying to make a used car 
operation profi table means the service business is 
the vital ingredient to keep a company and its deal-
ers afl oat in these times,” commented the person 
who headed up this research of the automotive serv-
ice market in Germany, Prof. Dr. Charles McKay, a 
director of the MoVe! Institute.

Nevertheless from 2004 to 2010 the number 
of repair procedures in German motor workshops 
have fallen over 11%, due largely to the achieve-
ments of the vehicle manufacturers in reducing 
running costs, extending service intervals and im-
proving the quality of vehicles themselves as well as 
the individual components.

Even though spending rose nominally by 2,8% 
in same period the infl ation-adjusted real-term 
spend fell by 7,3%, but it is still far better than the 

situation regarding returns from selling new and 
used vehicles.

“Th e relevant stability of the service market 
can be seen by the fact that it was able to survive 
the critical years of 2008 and 2009 reasonably well. 
In fact some companies that have been proac-
tive in this area are better off  now than before the 
market downturn,” added the Scot who speaks 
impeccable German.

He said that this was the case for both fran-
chised dealers and independent operators. Th e 
survey showed that over the past few years the 
independent market has managed to close the 
gap on the OEM and authorised repair shops 
in Germany in terms of the quality of service 
provided. Multi-branded or multi-franchise of-
ferings are now common to both players in the 
German market.

OEM-authorised players are constantly ex-
panding their off erings by acquiring new fran-
chises, while the independent garages are doing 
likewise by organising themselves under branded 
structures. Appreciable diff erences are hardly 
noticeable, apart from the lack of up-to-date OE-
soft ware that at times can fl aw the quality of serv-
ices at the independents when it comes to in-car 
soft ware solutions.

“Th e battle for customers has become more vig-
orous and – given the overall vehicle market decline 
in many markets – will continue for years to come,” 
said Prof. McKay.

“Th e search for new, profi table business areas 
and further cost cutting measures has begun. Th e 
aim is to off er new services besides the usual repair 
and maintenance off erings. Th ere is also a search 
for services that can be off ered free as a way to at-
tract new customers – or to fi nd new services for 
which clients will be willing to pay.”

Th e Automechanika-commissioned research 
in Germany showed that the market is splitting in 
two, with a growing gap between rich and poor.

On the one hand there is a loss of purchasing 
power, resulting in a decline of willingness to pay 

by many private customers among the younger 
generation. Th ese customers tend to choose the 
cheapest options and merely expect to see the min-
imum repair and maintenance standards reached.

On the other hand the survey found there 
is a growing segment of customers willing to 
pay for services that go beyond necessary repair 
and maintenance. Th ese are what are referred 
to as typical business customers, but also in-
clude the growing segment of mature custom-
ers who appreciate special attention and a quick 
turnaround time.

Prof. McKay added that diff erent retail for-
mats are merging, particularly those involving the 
Internet and real-time dealerships. He said that 
alongside the traditional brick and mortar automo-
tive sales and service facilities there are now virtual 
sales outlets as well as companies using online sites 
to promote service and maintenance, oft en with 
special off ers.

It is therefore essential for all companies in-
volved in automotive aft er-sales service and main-
tenance to be in a position to meet the competitive 
online challenges and to achieve a diff erentiated 
market approach towards customers.

Th ese various trends are leading to changes in 
the service market and these changes can be seen 
either as threats or opportunities..

“Whoever wants to prevail in this divided mar-
ket can choose to follow either one or the other seg-
ment. Or one can decide to cater for both segments 
by off ering an online channel over and above the 
existing real-time sales and service facilities,” con-
tinued Prof. McKay.

“Regardless of which model is chosen success 
will depend on the quality standards and degree of 
customer relationship achieved. Th is again depends 
on not only doing all the right things, but – more 
importantly – doing things right! Whoever man-
ages to establish several business models in parallel 
will turn out to be the winner in the market – both 
today and in the years to come,” concluded the 
German-based researcher. ■

Service Business Vital for Motor 
Business in Times of Crises

continued on next page 

Dr Charles McKay.

Elsewhere in AutoLive 33, there is an ad for a new 
self-help book for car dealers and sales people, a 
publication that is believed to be a fi rst of its kind 
in this country. As a backgrounder, the author, Dr 
Pine Pienaar, explains why he decided to write and 
publish the book.

Th e reasons why I wrote the book are as follows:
 ■ Th e staff  turnover in the Auto retail business 
is very high. Many inexperienced people 
from other disciplines are recruited to fi ll 
constantly appearing vacancies. Most of these 
people have no idea about the science of selling 

and have no idea what to do. Th is book covers 
the training materials that we as consultants 
use to train sales executives. Unlike training 
material, it is fully written out and not only 

Why I Wrote “Winning Ways In Vehicle Sales”
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AutoLive is enjoying having our two new sales team 
members on board. Angelina Michael and Estelle 
van Staden joined our long-serving sales executive 
Bruno Lupini, a month ago, and they bring a wealth 
of experience in the sales, marketing and PR fi elds 
to our mix.

Angelina and Estelle met some 18 years ago in 
hospital aft er each giving birth to their respective 
sons, and decided there and then that they would 
work together! Since that time, aft er working to-
gether for Sue Jowell PR & Communications, they’ve 
run a company called FVS Marketing and PR which 
has an impressive clientele, ranging from property 
to hotel to automotive interests. Angelina has also 
worked specifi cally on motoring titles in the past for 
Media24 on special projects for Rapport, City Press 
and Finweek.

“We are proud to be associated with AutoLive, 
and look forward to taking this exciting on-line 
publication to the next level,” says Estelle.

Th eir contact details are:
Angelina Michael 
E-mail on angelinamichael53@gmail.com
Cell Number: 083 228 6866
Estelle van Staden
E Mail on estellevs@telkomsa.net
Cell Number: 083 267 1669
Still very much on board is Bruno Lupini, 

who has been involved for over a decade in auto-
motive publications, and whose family has deep 
connections with motoring and motorsport going 

back three generations. Bruno’s contact details re-
main bruno.lupini@gmail.com and cell number 
081 354 7212.

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

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

 ■ Automotive marketing consultants
 ■ Training organisations
 ■ Market research companies
 ■ Business management consultants
 ■ IT companies
 ■ Fleet management companies
 ■ Suppliers of workshop equipment
 ■ Car care companies

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

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

AutoLive advertising rates are very cost eff ec-
tive and we are able to make up advertisements 
at reasonable rates. Th e rate card is available 
under “Advertising” on the AutoLive website, 
www.autolive.co.za. ■

Estelle van Staden 
Cell: 083 267 1669 

E-mail: estellevs@telkomsa.net

Bruno Lupini 
Cell: 081 354 7212 

E-mail: bruno.lupini@gmail.com

Autolive’s Dynamic Sales Team

Angelina Michael 
Cell: 083 228 6866 

E-mail: angelinamichael53@gmail.com

bullet points that the trainer uses to talk the 
newcomers through. Th erefore newcomers 
will largely benefi t when they have mastered 
the knowledge in this book prior to starting 
on the showroom fl oor.

 ■ Th e Dealer principles and Sales managers 
mostly do not know what is covered in the 
latest sales training and therefore do not 
fully comprehend what new initiatives can 
be expected from sales executives. Th is book 
catches this shortcoming.

 ■ Sales training becomes complicated when 
it is stretched over a number of follow-up 
sessions because the trainer always have 
newcomers and sales executives who missed 
out of the fi rst session, together with the 
group who did attend the fi rst session. 
Th e trainer is then caught between either 
pushing ahead to the next level and leaves 
the new trainees behind or bore the fi rst 
group by fi rst trying to catch up with the 

new group. If the new trainees (whether by 
being newly appointed or by absenteeism 
from the fi rst training session) could read up 
to the point where the formal training was 
left  off , then everybody in the group could 
end that day on the new higher level. Th is 
will make training much more eff ective and 
less stressful for the trainer. Th e DP will also 
get more training value for his money.

 ■ Th e smaller retailers do not always have a 

formal trainer for their sales executives. Th e 
Sales Manager must then do what he can to 
educate his staff  in sales. Th is book is written 
in easily understandable text that can be 
used by anybody to train sales people. Th e 
lady who did the editing said she could also 
now sell a car aft er reading it.

 ■ Th e book also addresses issues that are of 
value to the Dealer Principal, the technical 
team and even F&I. Th ere are good ideas on 
how to display vehicles better and how to 
attract more customers to the showroom.

 ■ Th e book even has legal value as sales 
executives cannot claim ignorance, should 
the need for disciplinary action arise.

 ■ Aft er reading this book and implementing 
the principles, the sales executive will also 
be able to evaluate himself as there is a list of 
characteristic of successful and unsuccessful 
sales executives.

I feel honored to provide my Colleagues in the retail 
business with a tool of real value. Price of the book 
is R190 excluding VAT and postage. ■

 continued from previous page

Dr Pine Pienaar.
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Snippets

MAHINDRA”S XUV500 
PRODUCTION UPPED
Production of the Mahindra XUV500 SUV has in-
creased to over 5 000 units a month to meet increas-
ing demand, aft er being launched 12 months ago.

More than 35 000 of these vehicles are running 
on Indian roads, which equates to a 60% share of 
that country’s high-end SUV segment. In South 
Africa 1 015 of these SUVs have been retailed fol-
lowing its launch just before the 2011 Johannesburg 
Motor Show.

Th e XUV500 was designed in-house at the 
Mahindra Research Valley in Chennai. It had one 
of the most ambitious launches of any new vehicle 
in India and in its domestic market there is still an 
order book for 14 000 units .

Th e XUV500 is being exported to South Africa 
and Australia, and plans are afoot to market it 
in Europe. ■

OPEL TIE-UP WITH 
PEUGEOT/CITROEN?
General Motors is apparently mulling the possi-
bility of a tie-up between its European subsidiary, 
Opel, which is haemorrhaging fi nancially and the 
French company PSA Peugeot/Citroën. Th is would 
initially involve purchasing and manufacturing 
with the companies remaining rivals in the market. 
Both companies are looking at ways of cutting their 
growing fi nancial losses and this would make the 
combination the second largest motor company in 
Europe aft er Volkswagen.

According to Automotive News these negotia-
tions are occurring 93 years aft er GM fi rst consid-
ered a tie-up with a French motor company.

In 1919, GM founder Billy Durant thought 
of securing a European production base for his 
company. Andre Citroen was interested in selling 
his company, so Durant sent a handful of execu-
tives to France to negotiate a half-interest. Alfred 
Sloan, one of the executives sent over, told the story 
in his landmark autobiography, My Years with 
General Motors.
To do the deal, the GM men decided that either 
Sloan or another top executive – a guy by the name 
of Walter Chrysler – would have to move to Paris to 
run the company. Neither wanted the assignment, 
so the sale never happened.

A decade later GM bought Adam Opel in 
Germany, and in the 1970s Citroen joined with 
Peugeot. Now all of those European brands could 
fi nally come together.

Sloan succeeded Durant as the GM chief, and 
Walter Chrysler went his own way. In his famous 
book, Sloan wrote: “I sometimes wonder just how 
diff erent the history of the industry would have 
been if either Mr. Chrysler or I had off ered to oper-
ate Citroen for General Motors.” ■

GEELY TOPS IN JD 
POWER CUSTOMER 
SATISFACTION SURVEY
Chinese automotive giant Geely, which took 
over Swedish car maker Volvo in 2010, has come 
out tops in three out of four JD Power customer 

satisfaction survey divisions in its home country.
According to the recent 2012 China Customer 

Service Index (CSI) Study report released by J.D. 
Power Asia Pacifi c Inc., overall customer satisfac-
tion for aft er-sales service with authorised dealers 
in China climbed steadily over the last six years and 
remained stable for 2012.

Geely SA, with 34 dealers in South Africa 
and expanding, markets the MK, LC and LC X 
locally. ■

MORE GEELY NEWS
According to a release from Geely SA, the com-
pany recently open its own R&D department in 
Midrand, to assist in developing Geely products for 
South African use. Internationally, Geely will soon 
be assisting its acquisition company Volvo, to devel-
op a new Volvo mini car to compete against luxury 
car makers such as BMW with its MINI. ■

HONDA MOTOR SA TO ASSIST 
NEW KENYAN DEALERSHIP
Honda East Africa announced in Nairobi recently 
that Honda Motor Company is continuing its ex-
pansion into sub-Saharan Africa with the estab-
lishment of a new Honda automotive facility in the 
Kenyan capital.

Th e move will mark the return of the Honda 
automobile brand to the East African country aft er 
a seven-year hiatus.

Honda Motor Southern Africa (HSAF), based in 
Johannesburg, South Africa, will provide wide-
ranging support for the new venture as far as prod-
uct and parts supply, staff  training and operating 
systems are concerned..

Addressing the media in Nairobi, Graham 
Eagle, HSAF director of sales and marketing com-
mented, “We are delighted to bring Honda cars 
back to Kenya aft er such a long absence. Our return 
to Kenya is an important step in our strategy of ex-
pansion, which has already seen the opening of our 
Honda East Africa representative offi  ce in Nairobi.”

Th e dealership will be operated in partnership 
with TransAfrica Motors (TAM), a Dubai-based 
industrial conglomerate with a wide range of inter-
ests, including four commercial vehicle dealerships 
in Kenya. TAM will run the Honda dealership as a 
separate division within the company. ■

Mahindra has increased production on its XUV500 to meet demand, especially in India.

“We are delighted to bring 
Honda cars back to Kenya 

after such a long absence.”
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SUB-BRAND FOR VW?
It is rumoured that the Volkswagen Group, which 
already consists of 12 brands, could launch a low 
cost sub-brand by 2015 to take on Renault’s Dacia 
and Nissan’s Datsun in developing markets, includ-
ing some European countries. ■

PRIUS SALES SOAR
Toyota’s expanded Prius hybrid lineup has surged 
past the Honda Accord and Civic and Toyota 
Camry, to become the best-selling vehicle line this 
year in California, the biggest U.S. auto market. 
Ford Motor Co.’s F-Series pickup, followed by the 
Camry, is the perennial U.S. sales leader among 
light vehicles.

Toyota, the world’s largest seller of petrol-
electric cars sold 46 380 Prius models to California 
consumers this year through September. In 2011 
the Honda Civic was the top-selling car and light 
vehicle in California, with retail registrations of 37 
475, followed by the Honda Accord, 36 619; Toyota 
Camry, 36 461; and Prius, 34129. ■

VOLKSWAGEN VERY 
GREEN IN SA
Volkswagen Group South Africa was awarded the 
top accolade at the WasteCon 2012 Gala Event, 
which took place in East London on 10 October 2012.

Volkswagen added to their green creden-
tials when they received fi rst place in the Large 
Organisations Category in the Department of 
Economic Development, Environmental Aff airs 
and Tourism (DEDEAT) and Institute of Waste 
Management of Southern Africa’s (IWMSA) Top 
Green Organisation Awards.

General Motors of South Africa and Mercedes 
Benz South Africa, were placed second and third 
respectively.

Th e gala award event, which formed part of 
WasteCon 2012, is the largest and most comprehen-
sive waste management conference in South Africa.

Th e competition focuses on organisations’ ex-
cellence and innovative practices in managing and 
improving air quality, biodiversity, climate change, 
energy effi  ciency, water usage and waste issues. ■

BMW A WINNER IN THE 
ASK AFRIKA ORANGE 
INDEX® AWARDS
Johannesburg. BMW South Africa has won the 
Automotive Industry category of the Ask Afrika 
Index® Awards 2012. Th e company was also voted 
second overall across 18 industries for service excel-
lence, the overall winners being Woolworths.

Th is year, over 15  430 face-to-face and tele-
phonic interviews were conducted with the general 
public over a six month period. Th e measurement 
compared service levels across various industries 
and included 111 brands.

Th e Ask Afrika Orange Index® survey has been 
run for the past 12 years in South Africa. ■

AURIS HSD IS THE GREEN 
CHOICE OF SA WOMEN

Th e Auris Hybrid Synergy Drive has been voted the 
best green car in the 2012 Woman On Wheels Car 
of the Year awards.

Woman on Wheels, commonly known 
as WOW, is a female-based motoring supple-
ment edited by Charleen Clarke, and inserted in 
Cosmopolitan, Marie Claire, House and Leisure and 
O, Th e Oprah Magazine. ■

NEW HOME FOR CHRYSLER 
SA (PTY) LTD. AND FIAT 
GROUP AUTOMOBILES 
SOUTH AFRICA
Following the announcement in July that current 
CEO/ Managing Director of Chrysler South Africa, 
Trent Barcroft , will also become CEO of Fiat Group 
Automobiles South Africa, the two companies will 
be joining forces in a new offi  ce campus in Midrand 
with eff ect from 1st November 2012.

Th e move sees the two companies housed un-
der the same roof for the fi rst time here, owner-
ship of which rests with Fiat Group Automobiles 
Spa. following the acquisition of a 58.5% share in 
Chrysler Group LLC. A management executive of 
9 persons oversees the combined operations of the 
two separate business entities. 

All sales and aft er-sales operations will be per-
formed from this offi  ce and upon completion of the 
move nearly 100 staff  members will fi ll the 2,600m2 
fl agship location. ■

SUBARU’S BOOSTER
Subaru is developing a turbocharged direct-injec-
tion version of its familiar horizontally opposed, 
2.0-liter four-cylinder engine. One use for the 2.0T 
will be the recently launched rear-wheel-drive BRZ 
sports, which is very similar to the Toyota 86 which 
was launched in SA recently, according to a report 
in Automotive News.

Th e engine uses a single twin-scroll turbo-
charger and straight direct-injection developed 
in-house, rather than the DI/port-injection system 
engineered with Toyota for the current normally 
aspirated BRZ and Toyota 86. Tuned for the BRZ, 
the turbo could generate 186kW and 340N.m of 
torque. Th at would be a signifi cant increase in out-
put compared with the 2.0-litre boxer in the 2013 
BRZ, which makes 150kW and 204N.m of torque. 
Th e BRZ turbo likely will debut as a 2014 model. ■

Green winners: Tom du Plessis, Director of Production at Volkswagen Group South 
Africa (centre) with Simon Lelaka, Environmental Specialist and Zelda Lourens-Strydom, 
Occupational Health, Safety and Environmental Manager.

Auris HSD is a favourite Green choice 
among women.



Subscribe for free @
www.autolive.co.za Page 18

Working Wheels

BY ROGER HOUGHTON

Tata Motors, the largest motor manufacturer in 
India, has launched what it claims is the “cheapest 
one-ton diesel bakkie” in SA, the Super Ace. Th e 
base DLS model is priced at R109  995 as an “in-
troductory off er,” while the DLE derivative costs 
R116 995.

Th e newcomer to the Tata line-up in SA, the 
forward-control, turbo-diesel powered Super Ace, 
is a niche model, but it appears to have potential in 
a number of markets. Its low purchase price, low 
running cost – it comes with a 3-year 60 000km full 
maintenance plan – and large load box make it ideal 
for many transporters who need to carry volume 
items that are not too heavy.

Tata is pitching it as an “ideal vehicle for intra-
city and last-mile distribution applications”. It has 
compact exterior dimensions , being 4,34m long 
and 1,56m wide, with a turning radius of only 
5,1m. Th e load box is the longest in the one-ton 
category at 2,63m and the area of the cargo deck is 
3,8m2. Th e vehicle is rated to carry a full 1 000kg 
payload.

Th e three-way dropside load body, with a load-
ing height of only 60 cm (next best on the local 
market is 72cm) the Super Ace is easy to load and 
in many cases the driver can do the loading and un-
loading himself or herself.

Th e engine and transmission are all designed 
in-house by Tata Motors. Th e 4-cylinder turbo in-
tercooled diesel power unit of 1,4-litres develops 
52kW of power and peak torque is 135N.m. Claimed 
fuel economy is 7,2l/100km on the combined cycle. 
Maximum gradeability is 39%.

Prototypes of the Super Ace underwent ex-
tensive pre-launch evaluation in SA, both at the 

Gerotek test track and on public roads. On occa-
sions the vehicle was overloaded to 1,2-tons during 
these tests.

Tata Motors’ CEO in SA, Phonnie Cilliers, was 
selective in his price comparisons of one-ton diesel 
bakkies. He compared the price of the Super Ace 
to Japanese and Korean rivals and neglected the 
Chinese products, where, for instance, JMC has a 
“conventional” one-tonner with a 2,8-litre diesel 
engine selling at R139 880.

However, at this stage the only other compact, 
forward control one-tonner on the local market is 
the Daihatsu Gran Max, with a 1-litre petrol engine, 
which costs R134 995. Cilliers says this model sells 

80-100 a month (detailed fi gures are not reported to 
NAAMSA) and he believes the Tata Super Ace can 
sell more than 100 units a month.

Th e distribution of Tata pick-ups in SA started 
in 2004 through Accordian Investments, a subsidi-
ary of Associated Motor Holdings (AMH), which 
currently operates the franchise through a net-
work of 47 full dealers and a further 18 Tata “touch 
points” in the form of service outlets, thus ensuring 
good national coverage for the brand.

Tata Motors’ current portfolio in SA comprises 
20 commercial vehicle models and three passenger 
car models. It already has a local vehicle parc of 
more than 65 000 vehicles. ■

Tata Launches Low Priced One-Tonner

Tata's super-cheap one-tonner, the Super Ace.

Hino Motors of Japan has set up a joint venture with 
a Malaysian company, MBM Resources Berhad 
(MBMR), to build a truck manufacturing plant 
in that country. MBMR is Hino’s local partner in 
Malaysia and holds a 42% share in Hino’s sales sub-
sidiary, Hino Motors (Malaysia).

Th is is the latest example of Hino’s intention 

to continue expanding its manufacturing capacity 
and extending its global footprint. Th is is in line 
with Hino’s strategy of increasing its sales by 73% 
between 2011 and 2015.

Hino will hold a 58% share in the new manufac-
turing plant with the remainder of the equity held 
by MBMR. Th e plant will have an initial production 

capacity of 10  000 units a year. Construction is 
scheduled to begin in February 2013 and produc-
tion start up will be at the beginning of 2014.

Malaysia is Hino’s third largest market in Asia 
and is recognised as key market in that region aft er 
Indonesia and Th ailand. Th e new plant will supply 
the Malaysian domestic market as well as strength-
ening Hino’s business base in Asia as an export hub.

Last year Malaysia ranked third among Hino’s 
global markets with 6 034 units sold. Hino SA was 
ranked ninth with sales of 3 103 units. ■

Hino Production to Start in Malaysia
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Working Wheels

Th e new Mercedes-Benz Actros has won two more 
prestigious design awards: the German Design 
Award 2013 in the “Transportation and Public 
Space” category and the “Focus in Gold 2012” award 
from the Design Centre Stuttgart. Following the 
“red dot” design award from the Design Zentrum 
Nordrhein-Westfalen, the new Actros has now re-
ceived three important awards for its design.

Mercedes-Benz commercial vehicle design di-
rector Kai Sieber: “We are incredibly proud of how 
perfectly form follows function in the new Actros. 
Th at’s why we naturally are very pleased about this 
special recognition in the form of these coveted in-
ternational design awards”.

Th e German Design Award is conferred by a 
30-member jury from the Design Council. Th is 
year the panel of judges evaluated some 1500 

submissions in ten categories and declared the 
new Actros the winner in the “Transportation and 
Public Space” category. Evaluation criteria were de-
sign quality, level of innovation, brand value, func-
tionality, ergonomics and environmental compat-
ibility. Th e offi  cial award ceremony of the German 
Design Award will be held at the “Ambiente” trade 
fair in Frankfurt in February 2013.

Th e Design Center Stuttgart has been organ-
ising the design product of the year competition 
since 1962. Sponsored by the German state Baden-
Württemberg, the institution is the oldest of its kind 
and the only state-run design centre in Germany.

The Actros model series has been built in 
Wörth, Germany since autumn 2011. It is cur-
rently not available to South African markets. ■

Mercedes’ Actros presents a stunning frontal visage.

More Design Awards 
for Merc’s Actros
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TOP 5 PASSENGER CAR MARKET BY TYPE FOR SEPTEMBER 2012

SEGMENT TYPE
SEP 
2012

SHARE
SEP 
2011

SHARE

ENTRY CARS

VW Polo Vivo 2 587 7.8% 2 550 8.1%

TOYOTA Etios 1 736 5.3% 0 0.0%

FORD Figo 1 179 3.6% 1 456 4.6%

CHEV Spark 1 011 3.1% 1 069 3.4%

VW Polo Vivo Sedan 799 2.4% 1 129 3.6%

ENTRY CARS TOTAL 8 965 27.1% 8 068 25.6%

SUB-SMALL

VW Polo 2 117 6.4% 2002 6.3%

CHEV Sonic 725 2.2% 0 0.0%

CHEV Aveo 670 2.0% 1074 3.4%

TOYOTA Yaris 655 2.0% 435 1.4%

HONDA Jazz 542 1.6% 444 1.4%

SUB-SMALL TOTAL 6 046 18.3% 5 999 19.0%

SMALL

TOYOTA Corolla 1 383 4.2% 2 057 6.5%

CHEV Cruze 626 1.9% 710 2.2%

VW Golf 6 608 1.8% 579 1.8%

BMW 1-Series 391 1.2% 228 0.7%

NISSAN Tiida 389 1.2% 290 0.9%

SMALL TOTAL 6 053 18.3% 6 568 20.8%

MEDIUM

MERCEDES 
C-Class

1 334 4.0% 1 612 5.1%

BMW 3-Series 1 226 3.7% 1 137 3.6%

AUDI A4 665 2.0% 346 1.1%

LEXUS IS 70 0.2% 53 0.2%

VW Passat 45 0.1% 49 0.2%

MEDIUM TOTAL 3 557 10.8% 3 474 11.0%

LARGE

MERCEDES 
E-Class

209 0.6% 196 0.6%

BMW 5-Series 110 0.3% 182 0.6%

VOLVO S60 105 0.3% 77 0.2%

AUDI A5 Sportback 77 0.2% 45 0.1%

AUDI A6 70 0.2% 43 0.1%

LARGE TOTAL 781 2.4% 646 2.0%

TOP 5 PASSENGER CAR MARKET BY TYPE FOR SEPTEMBER 2012

SEGMENT TYPE
SEP 
2012

SHARE
SEP 
2011

SHARE

LUXURY

MERCEDES CLS 26 0.1% 45 0.1%

BMW 6-Series 18 0.1% 16 0.1%

MERCEDES 
S-Class

16 0.0% 22 0.1%

BMW 7-Series 14 0.0% 24 0.1%

PORSCHE 
Panamera

10 0.0% 8 0.0%

LUXURY TOTAL 106 0.3% 127 0.4%

MPV

TOYOTA Avanza 389 1.2% 472 1.5%

MERCEDES 
B-Class

169 0.5% 171 0.5%

MERCEDES 
A-Class

144 0.4% 176 0.6%

TOYOTA Innova 73 0.2% 11 0.0%

TOYOTA Verso 61 0.2% 83 0.3%

MPV TOTAL 1 198 3.6% 1269 4.0%

SUV

TOYOTA Fortuner 967 2.9% 1010 3.2%

CHEV Captiva 230 0.7% 280 0.9%

L-R Discovery 4 222 0.7% 216 0.7%

VW Tiguan 218 0.7% 70 0.2%

JEEP Grand 
Cherokee

184 0.6% 101 0.3%

SUV TOTAL 4 060 12.3% 3 737 11.8%

SPORT AND 
EXOTICS

TOYOTA 86 111 0.3% 0 0.0%

MERCEDES SLK 42 0.1% 66 0.2%

AUDI TT 19 0.1% 24 0.1%

PEUGEOT RCZ 12 0.0% 19 0.1%

SUBARU BRZ 9 0.0% 0 0.0%

SPORT AND EXOTICS TOTAL 237 0.7% 171 0.5%

CROSSOVER

NISSAN Juke 382 1.2% 0 0.0%

NISSAN Qashqai 321 1.0% 347 1.1%

L-R Range Rover 
Evoque

192 0.6% 0 0.0%

JEEP Compass 191 0.6% 84 0.3%

AUDI Q3 147 0.4% 0 0.0%

CROSSOVER TOTAL 2 035 6.2% 1 503 4.8%

GRAND TOTAL 33 038 31 562

Figures courtesy of NAAMSA / RGT SMART

South African Vehicle Sales Figures at the End of September 2012
Disclaimer:
*  For the time being, as a result of a global directive by Daimler AG (Germany), Mercedes-Benz South Africa (Pty) Ltd will only report aggregated Passenger and 

Commercial sales data.
Please note the disaggregated MBSA volumes are estimates based on historical trends and forecasting techniques.
Source: NAAMSA www.naamsa.co.za.
RGT SMART is the independent provider of the new vehicle sales information to NAAMSA and AutoLive. For more information on the RGT SMART
product line view www.rgtsmart.co.za.
Please note that the totals now refl ect sales for the WHOLE segment and not just the top fi ve sellers which are listed.
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TOP 5 LCV MANUFACTURER RETAIL SALES FOR SEPTEMBER 2012 

MANUFACTURER TYPE TOTAL SHARE TOTAL SHARE

TOYOTA

TOYOTA Hilux 2 813 22.8% 3 521 26.4%

TOYOTA 
Quantum

1 161 9.4% 947 7.1%

TOYOTA 
Landcruiser PU

201 1.6% 328 2.5%

TOYOTA 
Avanza

24 0.2% 38 0.3%

TOYOTA 
Landcruiser SW

17 0.1% 43 0.3%

TOYOTA TOTAL 4 216 34.2% 4 877 36.6%

GMSA

CHEV Utility 1 411 11.4% 0 0.0%

ISUZU KB 1 158 9.4% 1 266 9.5%

CHEV Lumina 
UTE

16 0.1% 18 0.1%

OPEL Vivaro 8 0.1% 21 0.2%

CHEV Corsa 
Utility

5 0.0% 1 553 11.7%

GMSA TOTAL 2 598 21.1% 2 867 21.5%

NISSAN

NISSAN NP200 1385 11.2% 1 266 9.5%

NISSAN NP300 
Hardbody

960 7.8% 728 5.5%

NISSAN Navara 191 1.5% 350 2.6%

NISSAN 
Hardbody

44 0.4% 0 0.0%

NISSAN Patrol 
PU

1 0.0% 13 0.1%

NISSAN TOTAL 2 581 20.9% 2 357 17.7%

FMC

FORD Ranger 1 273 10.3% 630 4.7%

MAZDA BT-50 257 2.1% 492 3.7%

FORD Bantam 0 0.0% 798 6.0%

FMC TOTAL 1 530 12.4% 1 920 14.4%

VOLKSWAGEN 
GROUP SA

VW Amarok 484 3.9% 594 4.5%

VW Caddy 135 1.1% 108 0.8%

VW T5 
Transporter 
Cr-Bus

30 0.2% 83 0.6%

VW T5 
Transporter PU

23 0.2% 23 0.2%

VW T5 
Transporter 
P-Van

20 0.2% 5 0.0%

VOLKSWAGEN GROUP SA TOTAL 692 5.6% 813 6.1%

MAHINDRA

MAHINDRA 
Scorpio Pik-Up

172 1.4% 74 0.6%

MAHINDRA 
Bolero

40 0.3% 42 0.3%

MAHINDRA 
Genio

19 0.2% 0 0.0%

SSANGYONG 
Actyon Sports

1 0.0% 0 0.0%

MAHINDRA 
Xylo

1 0.0% 4 0.0%

MAHINDRA TOTAL 233 1.9% 120 0.9%

TOP 5 LCV MANUFACTURER RETAIL SALES FOR SEPTEMBER 2012 

MANUFACTURER TYPE TOTAL SHARE TOTAL SHARE

TATA

TATA Xenon 124 1.0% 95 0.7%

TATA Worker 18 0.1% 16 0.1%

TATA Telcoline 0 0.0% 1 0.0%

TATA TOTAL 142 1.2% 112 0.8%

MITSUBISHI 
MOTORS SA

MITSUBISHI 
Triton

113 0.9% 76 0.6%

MITSUBISHI MOTORS SA TOTAL 113 0.9% 76 0.6%

JAGUAR LAND 
ROVER

L-R Defender 82 0.7% 32 0.2%

JAGUAR LAND ROVER TOTAL 82 0.7% 32 0.2%

FIAT GROUP

FIAT Fiorino 32 0.3% 0 0.0%

FIAT Doblo 
Cargo

11 0.1% 0 0.0%

FIAT Strada 0 0.0% 32 0.2%

FIAT Ducato 0 0.0% 1 0.0%

FIAT GROUP TOTAL 43 0.3% 33 0.2%

MERCEDES-
BENZ SA

MERCEDES 
Vito

41 0.3% 56 0.4%

MERCEDES-BENZ SA TOTAL 41 0.3% 56 0.4%

RENAULT

RENAULT 
Kangoo

28 0.2% 7 0.1%

RENAULT Trafi c 9 0.1% 0 0.0%

RENAULT TOTAL 37 0.3% 7 0.1%

PCSA

PEUGEOT 
Partner

13 0.1% 7 0.1%

PEUGEOT 
Expert Tepee

6 0.0% 2 0.0%

CITROEN 
Berlingo

6 0.0% 10 0.1%

PEUGEOT 
Expert

5 0.0% 3 0.0%

CITROEN Relay 2 0.0% 1 0.0%

PCSA TOTAL 32 0.3% 23 0.2%

CHANA CHANA Star 0 0.0% 31 0.2%

CHANGAN SA TOTAL 0 0.0% 31 0.2%

GRAND TOTAL 12 340 100.0% 13 324 100.0%

Figures courtesy of NAAMSA / RGT SMART

 TOP 5 SELLING 
LCV OVERALL FOR 
SEPTEMBER 2012

TYPE SEP

TOYOTA Hilux 2 813

CHEV Utility 1 411

NISSAN NP200 1 385

FORD Ranger 1 273

TOYOTA Quantum 1 161

8 043

TOP 5 SELLING PASSENGER 
CARS OVERALL FOR 

SEPTEMBER 2012

TYPE SEP

VW Polo Vivo 2 587

VW Polo 2 117

TOYOTA Etios 1 736

TOYOTA Corolla 1 383

MERCEDES C-Class 1 334

9 157

Figures courtesy of NAAMSA / RGT SMART
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TOP 5 LCV CAR MARKET BY TYPE FOR SEPTEMBER 2012

NAAMSA STANDARD TYPE 2012 SHARE 2011 SHARE

SUB ONE-TON

CHEV Utility 1 411 11.4% 0 0.0%

NISSAN NP200 1 385 11.2% 1 266 9.5%

CHEV Lumina UTE 16 0.1% 18 0.1%

CHEV Corsa Utility 5 0.0% 1 553 11.7%

FORD Bantam 0 0.0% 798 6.0%

SUB ONE-TON TOTAL 2 817 22.8% 3 690 27.7%

ABOVE ONE-TON DCAB

TOYOTA Hilux 1 084 8.8% 1 353 10.2%

FORD Ranger 674 5.5% 115 0.9%

NISSAN NP300 Hardbody 493 4.0% 159 1.2%

VW Amarok 346 2.8% 359 2.7%

ISUZU KB 319 2.6% 451 3.4%

ABOVE ONE-TON DCAB TOTAL 3 577 29.0% 2 996 22.5%

ABOVE ONE-TON SCAB

TOYOTA Hilux 1 466 11.9% 1 783 13.4%

ISUZU KB 749 6.1% 704 5.3%

NISSAN NP300 Hardbody 467 3.8% 569 4.3%

FORD Ranger 240 1.9% 413 3.1%

TOYOTA Landcruiser PU 201 1.6% 328 2.5%

ABOVE ONE-TON SCAB TOTAL 3 599 29.2% 4 507 33.8%

ABOVE ONE-TON XCAB

FORD Ranger 359 2.9% 102 0.8%

TOYOTA Hilux 263 2.1% 385 2.9%

ISUZU KB 90 0.7% 111 0.8%

MAZDA BT-50 75 0.6% 132 1.0%

NISSAN Navara 18 0.1% 77 0.6%

ABOVE ONE-TON XCAB TOTAL 815 6.6% 826 6.2%

MINIBUS

TOYOTA Quantum 1042 8.4% 891 6.7%

VW Caddy 35 0.3% 26 0.2%

VW T5 Transporter Cr-Bus 30 0.2% 83 0.6%

MERCEDES Vito 8 0.1% 10 0.1%

PEUGEOT Expert Tepee 6 0.0% 2 0.0%

MINIBUS TOTAL 1 126 9.1% 1 031 7.7%

PANEL VAN

TOYOTA Quantum 119 1.0% 56 0.4%

VW Caddy 100 0.8% 82 0.6%

MERCEDES Vito 33 0.3% 46 0.3%

FIAT Fiorino 32 0.3% 0 0.0%

RENAULT Kangoo 28 0.2% 7 0.1%

PANEL VAN TOTAL 406 3.3% 274 2.1%

GRAND TOTAL 12 340 100.0% 13 324 100.0%

Figures courtesy of NAAMSA / RGT SMART
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Trawling through AutoLive’s picture fi les, we were intrigued by a number of exceptional and odd-ball cars that 
grabbed our attention. We’re sure there are a lot more out there somewhere!

Motoring Oddballs

The Type 41 Bugatti Royale is one of the biggest cars ever made at 6,4 metres long, 
and weighing 3 175 kg. Just six were made between 1927 and 1933 and they are worth 
about 30-million US dollars each.

Celebrating 50 years of Cortina is this home-grown SUV, using a Mk I body.

Toll booths could be a problem in this door-less Eagle, a ‘70s 
Beetle-based kit car.

This grumpy-looking little car was actually 
built in South Africa for a short spell in the 
1950s. It is a Fuldamobil S4, designed by 
a German freelance journalist!

World War Two Beetle, with four-wheel-
drive, as built by the Wolfsburg factory in 
the early 1940s.

Lamborghini was way ahead of Mercedes, 
BMW and Porsche in producing an 
SUV. This V12-engined LM002 is from 
around 1988.
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Back Page

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

BY STUART JOHNSTON

It was code-named the Archbishop, when develop-
ment began in 1960 on an all-new Ford in what we 
would probably categorise as the C-Segment, these 
days. Except, Ford’s stroke of genius regarding the 
new car when it was launched in late September 
1962, is that it was generally off ered at B-Segment 
prices (depending on the level of spec ordered).

Indeed. Paging through my back issue of Car, 
the November 1962 edition lists the two-door 
Cortina, launched in October, as costing R1  365, 
just R50 more than a Volkswagen 1200 Beetle, and 
R53 more than Morris Minor four-door.

A four-door version, costing very little more, 
followed soon aft erwards, as did a 1500 Super ver-
sion the following year. And late in 1963, the  Cortina 
GT changed the way us South Africans viewed 
Fords forever, as here was an aff ordable family fi ve-
seater that made the spine tingle, even though it was 
still a quite basic car, albeit with lowered suspension 
to go with its 1500 motor “hotted up” by the factory 
with a twin-choke Weber carb, a high-lift  camshaft , 
and a branch exhaust. But inside it had extra gauges, 

including (gasp) a rev counter, and a short, stubby 
remote gear-change to go with its bucket seats. You 
could see customers grow horns as they tried out the 
slippery vinyl upholstery for size.

Ford wasn’t the fi rst company to off er a factory 
“hot rod” but it marketed the modifi ed Ford bet-
ter than anyone at the time, and the halo-product 
GT rubbed off  on all other Cortinas, and continued 
to do so for the next two decades, when the Mk V 
version was fi nally replaced by the Sierra at the end 
of 1983.

Ford backed up its performance image with a 
concerted motorsport programme that saw it im-
port two Lotus Cortinas for Koos Swanepeol and 
Basil van Rooyen, and a thundering Nascar-spec 
V8 Galaxie for Bobby Olthoff . Swanepoel was the 
1964 SA saloon car Champion, Olthoff  won the ti-
tle in his Galaxie in 1965, and Van Rooyen took the 
championship in a Ford Mustang in 1966.

Ford shift ed its motorsport emphasis to the 
Ford Escort in 1968, a car that would go on to domi-
nate rallying in this country until the early 1980s. 
But by then, the Mk II version of the Cortina, a 
boxy, bland-looking car by comparison to the Mk I, 
had established its own following and Jo’burg tuner 

Basil Green immortalised the car by slotting in a V6 
motor from the Mk IV Zodiac, fi iting Rostyle rims 
and painting a stripe around its nose, and calling 
it a Perana. Green managed to do a deal with this 
home-grown performance car whereby it was avail-
able off  the showroom fl oor of all Ford dealerships! 
Try getting that homologated in these days of serv-
ice plans, fi ve-year warranties and the like.

By the time the third generation Cortina ar-
rived in the early 1970s, Ford itself had taken note 
of it potential for higher performance, and soon a 
2,5-litre V6 version of this car was available from 
the factory, along with much more mundane ver-
sions off ered with a 1600 cc Kent engine, a two-litre 
Cologne ohc motor, and the rather dodgy V4 motor 
that was designed for the Ford Transit, and should 
have remained there.

Th e later renditions saw the famous 3,0-litre 
versions being seen (once again) as an extremely 
aff ordable family performance car, and in its fi -
nal guise they were called XR6s. For competition 
purposes in the early ‘80s, Ford homologated an 
Interceptor version, available in red, which featured 
triple twin-choke Webers as standard and a hot 
cam, as well as special Ronel alloy wheels, striping, 
and matt-black detailing. A standard 3,0litre ver-
sion with hot looks was the TF version, which came 
with the cool rims, and Ford Motorsport detailing 
and striping on a white colour scheme.

World-wide some 4,5-million Cortinas were 
sold, and here in South Africa the car was the 
number one seller on many occasions. Th e Sierra 
was never the success that the Cortina was, both 
internationally and here, and never seemed to be 
built as well as that family Ford, which was noted 
for its toughness.

On Sunday, October 28, the Ford Cortina Club 
of SA will be hosting a special celebration of half 
a century of Cortina, at Th e Classic Car Show be-
ing held at Nasrec Expo Centre, south of Jo’burg. 
Incidentally, the Cortina’s name comes from a ski 
resort in the Italian Alps, and quite why it was ap-
plied to a British car, few people seem to recall. ■

Fifty Years Ago, the Ford Cortina was Launched

Basil Green’s fi rst Perana, the V6-powered Cortina based on the Mk II version. Note the 
bumble-bee nose stripe and the chromed Rostyle rims.
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