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Auto Live: Jeff , you took over the 
CEO position at the RMI in 
2001. How did your appoint-
ment come about?

Jeff  Osborne: I was an RMI mem-
ber myself, having run a couple 
of Zenex service stations in the 
Randburg area. As an aside I pi-
oneered the opening of the very 
fi rst convenience store at a ser-
vice station at my Beyers Naude 
operation in Randpark. What 
was interesting was that within 
six months of opening that fi rst 
shop, my fuel volume had gone 
up by 20 per cent.

AL:  Now the big chains are moving 
in, the likes of Woolworths and 
so on.

JO:  I think the oil companies are 
positioning themselves for a de-
regulated fuel industry. I hope it 
doesn’t happen. We need regu-
lated forecourt service here. It 
has been estimated that there 
are about 60 000 fuel pump at-
tendants out there, and that 
probably feeds half a million 
people. And regulation makes 
pricing predictable.

AL:  Did you decide to sell up the ser-
vice stations?

JO:  I had a good relationship with 
Zenex and it was about to be 
taken over by Engen, and I felt it 
was a good time to sell up. I also 
had the agency for Autoglym, 
the car polish, which I ran with 
my son, Brian. I had already 
served as the national direc-
tor for the Fuel Association, 
and I was then approached by 

Derek Dixon to assist in run-
ning the fuel association on a 
fi xed term contract. Derek was 
on a short term contract as CEO 
to establish the newly-formed 
RMI, which had been formed 
in 1999 as an amalgamation 
between the Motor Industries 
Federation (MIF) and the 
South African Motor Industries 
Employers Association.
  Derek then told me, aft er I 
joined in October 1999, that 
part of his contract was to ap-
point a permanent CEO, and I 
applied, and got the job.

AL:  Now this new job must have 
entailed getting to grips with a 
whole new scenario for you at 
the time.

JO:  It did. It’s a very strategic job. 
Th e RMI has 14 diff erent sectors 
within the retail end of the mo-
tor business. And our primary 
function is to collectively rep-
resent the interests of the retail-
ers within the motor industry. 
When it comes to legislation, 
lobbying the government, and 
so on, negotiating with labour, a 
code of conduct for each associ-
ation within the RMI collective.
  One of the things I have fo-
cused on strongly is, yes, this 
is a member-centric organisa-
tion. However, if you think 
about everything we do for the 
motor retailers, the ultimate 
benefi ciary of all of that activ-
ity is in fact the consumer. I 
developed that mindset from 
the beginning to also focus on 

the consumer in a dedicated 
manner.
  So we embarked upon a drive 
to convey to the consumer that 
yes, this may be an industry 
which doesn’t always have the 
best reputation, but there are 
7  500 motor traders out there 
(RMI members) who are dif-
ferent! Th ey distinguish them-
selves by voluntarily belonging 
to an organisation that self-
regulates, sets standards, has 
a code of conduct. Th at has a 
recourse mechanism, a dedi-
cated complaints resolution de-
partment, within our six offi  ces 
around the country. And we 
handle about 6 500 complaints 
a year and our resolution rate is 
about 95 per cent.

AL:  Your drive to build that trust 
seems to have worked. By 
chance we asked a friend of ours 
who runs a small workshop 
whether he was an RMI mem-
ber and his reply was: “You have 
to be, in my business.” Implying 
that it set him apart from the so-
called backyard mechanic level.

JO:  Predominantly, our members 
are small, with 20 employees 
or less. So your friend is typi-
cal of our membership. In this 
business you are selling peace of 
mind to the consumer, services 
and benefi ts to the members. 
But I became obsessed with the 
value of brand, and our logo 
played a big part. I advertised 

Jeff Osborne Interview –The CEO of the Retail 
Motor Industry Organisation retires on June 30
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Editor’s Note
A LESSON FROM LE MANS

Th is past weekend’s Le Mans 
24-hour endurance race was a les-
son for anyone who has an inter-
est in motor racing. It show-cased 
exactly what is wrong with just 
about every other form of motor 
racing in the world today.

I realised this as I was work-
ing on the lap-top on Saturday 
night, with the sound of the cars 
still blaring out of my TV set, even though the commentators 
were taking a break.

Th e thing that I miss most in modern motor racing is a diver-
sity of sounds. At Le Mans we had the muted rumble of the win-
ning Audi V6 diesels, the scream of the Toyota petrol V8s (with 
hybrid assist), the searing soul-sounds of the Porsche 911s in the 
GT class, the harsher V8 grumbles of the Corvettes and the even 
rattier ripping sounds of the Vipers .

Th at contrasting sound of the high-revving Toyotas as 
they chased the low-revving Audis added to the tension of the 
drama that played out over 24 hours. And the television work 
was superb.

Here in South Africa we actually enjoyed complete 25-
hour coverage of the race, although there were periods when 
there was no commentary. Th e commentators were great, 
with decades of experience under-pinning the main anchor 
man’s opinions.

Even better was the superb array of camera angles on tap for 
use by the producer for the entire 24 hours. Cutting from in-car 
shots to pit stops to dices up and down the fi eld constantly, the 
director responsible for shot selection deserves a medal.

Th en there is the mixture of car shapes taking part, which re-
minds those of us who are old enough to remember why we loved 
the great Nine Hour events at the old Kyalami so much.

Th e speed diff erential between the LMP1 cars like the Audis 
and Toyotas and the slowest of the LMP2 prototypes and GT cars 
is immense and requires great discipline and skill from all the 
drivers throughout the race. Th is skill was not always evident 
and resulted in some heart-stopping moments for the leading 
cars, including the second-placed Toyota V8 Hybrid!

Of course, the chronically unpredictable weather played its 
part in making this a nail-biter right to the end. And then there 
was the sadness of Danish driver Allan Simonsen losing his life 
just a few laps into the race when his Aston Martin clouted the 
barriers hard. It didn’t seem to be such a severe crash, the car 
survived the impact well, but obviously the shock of impact was 
passed through to the unfortunate driver’s body in some manner. 
Yes, motor racing always has been, and remains, dangerous. If it 
was easy, the Girl Guides would be doing it.

Stuart Johnston,
Editor
stujohn@autolive.co.za

To advertise in 
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Bruno Lupini on 081 354 7212 or email on 
bruno.lupini@gmail.com OR

Kieran Rennie on 083 225 9609 or email 
on chat@kieranrennie.co.za

What do a mountain climber, a 
model, a handful of radio and 
club DJ’s, a house music band 
and two Afrikaans music bands, 
a stylist, a TV presenter, a former 
winner of South African Idols and 
a socialite all have in common?

Th ey have all publically 
pledged to always drive sober by 
participating in Drive Dry, a na-
tional responsible drinking cam-
paign designed by brandhouse, 
South Africa’s leading total 
beverage company.

Celebrities who have made 
the pledge so far include Alex 
Harris, Die Heuwels, DJ Olwee, 
DJ Roxxi, DJ S’bu, DJ Euphonik, 
DJ Snoop, Eda Rose, Francois 
van Coke, Heinz Winckler, 
J-Something from Micasa, 
Leigh Toselli, Mika Stefano, Ms 
Cosmo, Sias du Plessis, Smack 
Afrika, Sureshnie Rider and 
Vanessa Haywood.

“Th ese celebrities have gra-
ciously used their infl uence to 
speak to consumers of all ages and 
hopefully make them think twice 
before endangering their own 
lives and the lives of others. We 
would like to thank them for their 
support,” says Michael Mabasa, 
Corporate Relations Director for 
brandhouse, the company that is orchestrating the campaign.

Drive Dry calls on all South Africans to visit the Drive Dry website and make a public 
pledge to drink responsibly. Th e application links to actual Facebook events and off ers 
consumers two options–to pledge to either “drink and not drive” or “drive and not drink”. 
So, go to:

 ■ Drive Dry website – www.drivedry.co.za
 ■ Drive Dry Facebook – www.facebook.com/Drivedry

And do your bit for road safety and the community. ■

Drive Dry Day

FireShot Screen Capture #128 - ‘Drive Dry’ - 
www.drivedry.co.za.
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A Ghost that Stops Thieves in Their Tracks

 

 

For more info visit www.pfk.co.za

Autowatch Tracking is a division of PFK Electronics, an award winning company, known for producing world-class vehicle electronic solutions. The 
revolutionary Ghost Wireless Immobiliser is a tiny but powerful device that is nearly impossible to find once installed, and capable of stopping a stolen 
vehicle in its tracks.

The Ghost is just one of a number of devices in PFK’s Autowatch Tracking range. The range includes products focussed on vehicle and asset tracking, 
stolen vehicle recovery, fleet management and insurance telematics (mileage monitoring and driver behaviour profiling).

 continued from page 2

on radio, I have gone to the media with 
every given opportunity, basically with 
the message to the consumer, that if you 
want a diff erent experience, deal with an 
RMI member.

AL:  Where did you advertise this message, in 
what areas of the media?

JO:  Radio stations, predominantly. Th e mes-
sage being, with myself doing the voice 
over, seek out an RMI accredited member. 
Obviously this created an imperative to the 
motor trader to not only belong to the RMI, 
but to brand his premises. You drive around 
most motor-towns now, somewhere you are 
going to see an RMI logo. It stands along-
side the RMI logo. And my challenge was 
to do this without a budget. Th e idea was 
to spread the word. Compete with the AA 
brand in the minds of the consumer.
  What happened along the way is that the 
RMI, with myself fronting it, started to be-
come recognised as a voice representing the 
motor industry. I became, to an extent, the 
industry spokesperson for our sector of the 
motor industry. Th e idea behind that was 
not to promote myself, per se, but to create 
an awareness of the RMI. Because we didn’t 
have money to do formal advertising.

AL:  So membership increased as well, 
presumably.

JO:  Yes, we’ve shown steady growth. In 2008 
aft er the economic slump, for the fi rst year 
we saw membership numbers shrink by half 
a per cent. Th e following year we recovered 
by half a per cent and we’ve seen moderate 
growth ever since. I think it’s interesting 
that in a period of cutting costs drastically, 

our members still see RMI membership as a 
business benefi t.

AL:  How much are membership fees?
JO:  We charge R5 000 a year, which is absolute-

ly phenomenal for what we do.
AL:  Do you provide your members with legal 

representation if necessary?
JO:  Yes, we have a product called RMI4 Law 

where there is a 24/7 legal advisory service. 
We have RMI4 Sure, for members insur-
ing their businesses. Th e beauty of this is 
that members who insure with us become 
share-holders, and aft er the fi rst three years, 
depending on the performance you get a 
dividend payout. Some of our members got 
huge pay-outs, up to R80  000. Of course, 
for us, it has brought good revenue into the 
RMI reserves.

AL:  Going forward, can you give us a bit of 
background on your successor?

JO:  Jakkie Olivier. He has been with us 21 years, 
always on the labour side, he held the title 
of Executive Director, labour. He has been, 
over the last seven years or so, eff ectively my 
Number Two. I had to take compulsory re-
tirement as I’m now 65.
  Jakkie was a youngster, relatively speak-
ing, when he joined us. He knows the 

industry, he has the right credentials and 
the right experience to take over the helm.
  Th ere’s a staff  of 80 people around the 
country. And I believe in a team eff ort, you 
are getting so much input. I always joke 
that I am not the boss, I have 7 500 bosses! 
But seriously, Jakkie will do well, he will 
continue to have the benefi t of the same 
support base that I have enjoyed, namely 
the staff  and the offi  ce bearers of 14 our dif-
ferent associations, members of the RMI 
business chamber, who selfl essly out there 
give up their business time.

AL:  So what’s next for Jeff  Osborne personally. 
You have a great interest in classic cars, you 
own about 10 of them. Some lovely exam-
ples, including a Rolls-Royce from the ‘50s 
and some Jaguars.

JO:  Yes, I have always loved cars, my fi rst word, 
apparently, was “car” and my father taught 
me to work on them from a young age, 
and I still work on them. I also have my 
own horse, and I ride every Saturday. But, 
businesswise I have been approached to 
run a new dedicated, electronic classifi ed 
advertising product for the South African 
used car market, by Gumtree/e-Bay. It’s 
very exciting. ■

From next week, Jeff should fi nd more time to play with his beloved classic cars.
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People

General Motors Appoints 
New Leadership Team for 
Africa Operations

General Motors has announced a number of ap-
pointments which are geared at strengthening the 
company’s operations in Africa:

GM South Africa Vice 
President of Operations

Ian Nicholls has been appointed as GM South 
Africa Vice President of Operations and in this 
new role he will have overall country leadership re-
sponsibility for South Africa. Th is will incorporate 
responsibility for manufacturing, purchasing, qual-
ity, planning, sales and marketing and aft er sales 
operations of the company in South Africa.

Nicholls has been with the company since 1990 
and during his time has occupied various roles 
within Planning, Sales and Marketing, Materials 
Management and new business development.

Vice President and Chief 
Financial Offi cer, GM Africa

Michael Sacke has been appointed as Vice President 
and Chief Financial Offi  cer for GM Africa and in 
this role he will be responsible for the fi nancial op-
erations of the company on the continent

Sacke has been with the company since 1997 
and during this time has occupied various roles 
with the company’s Legal and Finance departments.

Vice President Engineering, 
GM Africa

Wendle Roberts has been appointed as Vice 
President of Engineering for GM Africa responsible 
for the company’s engineering activities on the con-
tinent. A major focus will be ensuring that vehicles 
are engineered and validated to meet the varying 
conditions of Africa markets.

Roberts has been with the company for over 
34 years and has worked in various areas includ-
ing Product Engineering and Programme Planning 
and has also worked at Adam Opel AG as a 
Liaison Engineer.

Vice President Human 
Resources, GM Africa

Chris Th exton has been appointed as Vice President 
of Human Resources for GM Africa and overall 
assumes responsibility for the company’s Human 
Resources operations on the continent.

Th exton joined the company as a Graduate in 
Training over 23 years ago and has worked in vari-
ous roles within the Human Resources Department.

Manager of Communications, 
GM Africa

Denise van Huyssteen has been appointed as 
Manager of Communications for GM Africa, as-
suming responsibility for the company’s corporate, 
product and internal communications activities 
across the continent.

She joined the company’s Communications 
Department in 2000 and over the past two years has 
also been responsible for Communications for Sub-
Saharan Africa markets.

Chief Information Offi cer, GM Africa

Sean Gaskin has been appointed as Chief 
Information Offi  cer for GM Africa with responsi-
bility for IT operations of the company’s manufac-
turing and distribution sites on the continent.

He has been with the company for fi ve years 
and during this time has occupied various roles 
within the IT Department.

All the above appointments are eff ective immediate-
ly and will be based at the company’s headquarters 
in Port Elizabeth, South Africa. All the positions 

indicated above also report directly to Mario A. 
Spangenberg, President of General Motors Africa.

“Th ese changes will position General Motors 
eff orts to drive further effi  ciencies and to im-
prove the overall eff ectiveness of our operations 
in Africa,” emphasised Mario A Spangenberg, 
President and MD of GM Africa. “We are mov-
ing into the next phase of our growth plans which 
are geared at growing our sales volumes across 
the continent.”

General Motors has vehicle assembly opera-
tions in South Africa, Egypt and Kenya and has over 
310 dealer and distributor outlets located across the 
continent. Last year the company sold over 180 000 
vehicles in Africa through its Chevrolet, Isuzu, and 
Opel brands.

Audi’s Duerheimer out, Hackenberg 
in, to head development of all 
VW brands

Volkswagen Group this week named Ulrich 
Hackenberg as Audi’s Head of Technical 
Development, replacing Wolfgang Duerheimer 
who will apparently move to another position 
within the VW Group.

VW AG reported in a statement that 
Hackenberg will also be promoted to Head of 
Technical Development for all VW Group brands. 
Since 2007, the 63-year-old has been development 
chief for the core VW brand, which has won many 
plaudits, including the European Car of the Year ti-
tle for the new Golf 7.

New Renault PR Head in South Africa

Viviene Ward will take over as head of Renault 
Press Relations in South Africa as from July 1. She 
replaces the excellent Danielle Melville, who moves 
to take up a position as Public Relations Director at 
the Nelson Mandela Foundation. ■

Wendle Roberts – VP of Engineering for 
GM Africa.

Ian Nicholls, GMSA VP Operations.

Mercedes-Benz Driving Dynamics 
Clint Weston and Mercedes-Benz SA 
Managing Director Dr Martin Zimmerman 
at the recent E-Class facelift launch.
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WITH STUART JOHNSTON

Auto Live: Th e fi rst time most of the general mo-
toring media came to be aware of Indy Oil was 
with your involvement in motor racing. Tell 
us what the sport has done for you.

Trev or Pothecary: In year one, two and three 
it was really just about creating the exposure. 
And the last couple of years have been about 
the performance factor, the real benefi ts that 
using our product brings. And probably none 
of us gave any consideration to this factor in 
the beginning, because you are just another 
brand in the pot doing the same things the 
others are doing.
  When you have drivers in the game who 
have been in motor racing for a long period 
of time, and they start getting the results that 
they are getting and telling other people, this 
brings a whole new level and energy and re-
focus to what you are doing. So the technical 
component we are bringing to the table is re-
ally starting to work.
  Th is has resulted in our realising that the 
real nuts and bolts of why we have been in 
motorsport have been the performance factor.
  You know, SXR is a unique product, it’s not 
something that, say, has been designed by en-
gineers working for BMW or Mercedes, it is 
a pucker Indy Oil product. And when Johan 
Fourie says he gets 4 kW on the dyno, and 
Graeme Nathan says the same thing (these 
two drivers both race under the Indy Oil ban-
ner in the Bridgestone Production Car cham-
pionship), then you are achieving something. 

When Franco di Matteo (V8 racer) says his 
car runs eight degrees cooler, that’s gold for 
us.
  I think if we came to work and we were just 
funnelling product to make a bit of profi t, and 
then everyone goes home, that wouldn’t really 
excite me.
  Of course, we are promoting the brand in 
various ways and we are obviously putting a 
lot of money back in. We have a strategy of 
where we want to be in three, fi ve years’ time.

AL:  Where are you now, and where do you want to 
be, in three or fi ve years’ time?

TP:  I think if I can give you a snapshot of the 
lubes industry as a whole. About 90 per cent 
of the lubes industry is still controlled by the 
big brands and 10 per cent is fought over by 
anything between 80 and 100 small brands, 
independents.

AL:  Where does Castrol fi t into that mix?
TP:  Castrol is one of the big brands. Th ey were 

market leaders, talking pre-2004. Th e SA mar-
ket is about 600 million litres, and that encom-
passes everything, franchised, non-franchised 
workshops, retail, transport plant-hire and on 
and on. Castrol commanded a big portion of 
that, about 89 million litres of that market, 
they were close to 20 per cent overall, and had 
30 per cent of that market.

  But where we focus is in all those markets. 
But there are certain markets that are showing 
lots of propensity to grow and our eff orts are all 
centred around that.
  We currently concentrate on retail and non-
franchised workshops and we have a specifi c 
plan to get into the OEM market. With our 
involvement with VW on the race track we’ve 
focussed on those barriers to entry in the OE 
arena. You can imagine that is not an easy task.
  I think the corporate side is diffi  cult, but the 
dealers on the ground, they want the ‘rands and 
cents’ advantage and they want the availability 
and service. And with the bigger oil companies, 

the way they have re-structured in some cases, 
that doesn’t always lend itself to great service.
  Th e reason why Indy Oil is around is that we 
are fl exible, we are adaptable, we listen to what 
our customers tell us.

AL:  Quick delivery is obviously very important.
TP:  Yes. Th ere are three pillars that we focus on. 

One is the technical ability of our product. 
Th at’s all about ISO and OE approval so that 
our sales force can go and tick the boxes when 
they are sitting in front of the customer.
  And then it’s about availability of product, 
and then the third pillar is about pricing.

Questions About Indy Oil

Where is the oil produced?
“Th ere is a plant in Durban, that in a single shift  can 
produce about 650 tons of blended product. So we 
have good capability. We have ISO 9001/2008 as a 
quality management system. It allows the customer 
to know we are working on a regulated environ-
ment. Th e way we manufacturer 15W40 today is the 
way we do it tomorrow.

What are the differences between, say 
between 15W40 oils manufactured by dif-
ferent oil companies?
“It depends on the recipe, like baking a cake. About 
80 to 85 per cent are base oils and the balance is 
additives that deal with oxidation, anti-foam, anti-
rust, wear. It’s critical you use the right base oils.

“For instance, the base oils that come out of 
some of our refi neries in Durban, you can get any-
thing between a 90 to a 95 VI or Viscosity Index, 

continued on next page 

The Rising Tide of Indy Oil
Interview with Owner/Managing 

Director Trevor Pothecary

Ex Castrol man Pothecary started the Indy 
Oil brand 13 years ago. It’s been a long 
hard haul in the minor leagues.

Hard-charging Graeme Nathan in his 
Indy Oil Golf GTi presses on after a 
typical altercation with his great rival Gary 
Formato in the Ford Focus.

About 90 per cent of the lubes 
industry is still controlled by the big 

brands and 10 per cent is fought 
over by anything between 80 and 
100 small brands, independents.
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which is good. Basically that’s the ability of the base 
oil not to break down under heat. Its ability to resist 
oxidation is high.

If you compare our base oils with some that 
are being brought into the country at the moment, 
these have anything between 82 to 88 VI.

So our Group One oils are amongst the best in 
the world but our base oil market, in some cases, 
has moved to Group Two, Group Th ree. Th ese are 
the base oils that are used in all the new generation 
engines by the OEs.
Th e base oil has become more and more intricate.

We purchase all our products ex-Europe. We 
have traders in Europe that pull product from wher-
ever we need it. Our standards are, we don’t touch 
anything with a VI below 95. Th en we add our own 
additives.

Assisting us are two technical fundis. Th ese are 
Ranjith Ramikison, and the other is a former VW 
power-train expert called John Fitton.

We have two technology partners, one of them 
being Umongo, which is Chevron’s trading arm 
here. When we need to develop products say, for 
VW’s 502-505 spec, that’s who we use, and then 
send our product to VW for approval. We’ve got 
502-505 approval already for a 10W40, a petrol 
spec oil. We are in the process of getting the diesel 
spec oil approved for VW, it’s a 5W30. It’s a mas-
sive break-through for us. We have Mercedes-Benz 
approval on our 15W40 CI4, we also have Volvo 
approval on some of our oils, we have Cummins, 
Renault, Mack.

When I say we are building a brand, sustaina-
bility, these are the things you have to have in place.”

About Trevor Pothecary, MD 
and owner of Indy Oil

“I was a sales representative for Castrol in the 
Western Cape in the 1980s and 1990s. I was then 
promoted to National Development Manager for 
Castrol in their commercial market division, trans-
port and plant hire.

Th at’s where it all began for me. Indy Oil start-
ed off  with a bakkie and an invoice book. My wife 
had an unfortunate incident in Jo’burg with an in-
truder and she was uncompromising, she was going 
back to Cape Town. I had to follow, and there wasn’t 
an opening for me with Castrol in Cape Town.

So I gravitated back to what I knew and I had a 
good personal relationship in undeveloped areas in 
Cape Town. I was in survival mode. Th en the bak-
kie got written off  in the second month, so we had to 
borrow one, the normal quagmire.

We traded, we got hit with serious bad debt. 
At that point we bought oil and sold oil. In 1995 we 
were technically insolvent and in 1996 some of the 

Castrol guys broke away to form Penzoil and they 
gave us the distribution rights for the Western Cape.

But we needed to be in control of what we 
were doing. Penzoil were around for two years and 
they spent huge money on television and racing 
car sponsorship. Th en we began negotiating with 
Repsol, which is a huge company in Europe. We 
got the distribution rights for Repsol for Southern 
Africa and then in 1998, 1999, the rand value plum-
meted. We were basically out of business.

Th en a guy called Simon Ferguson, the brains 
behind Whetstone Industrial Holdings, decided to 
buy us, using Repsol as an acquisition. Th en they 
ditched the company.

It was a hell of a business lesson to me. Anyway 
about four fi ve months later we bought the busi-
ness back, and I decided we are making our own 
product, and that’s when Indy Oil started, in the 
year 2000.”
Auto Live: Does Indy Oil stand for Independent 

Oil?
Trev or Pothecary: “Yes. And you are the fi rst 

guy to get that right; everyone else thinks it 
has something to do with the Indy 500 race, 
or India, whatever. Anyway, the last 13 years 
has been putting all the right building blocks 
in place. We employ over 100 people today. If 
we keep on tracking the way we are this year 
we’ll do about R110-million turnover. We will 
sell about six million litres of oil. So, yes, it’s 
becoming serious now.
  And yet, we haven’t even scratched the 
surface yet. Indy Oil, as an independent 
brand, probably owns about one per cent 
of that 10 per spent space fi ght over by the 
independents. ■

 continued from previous page

Veteran Ben Morgenrood in his Indy Oil-
sponsored Mustang is the pace-setter in 
the V8 national racing series.

www.transunion.co.za
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Hyundai’s Sonata – which led the way for the brand’s “fl uidic design” in its pas-
senger range in South Africa – has received a more powerful and fuel-effi  cient 
engine and a fresh appearance, taking the refi nement of the fl agship sedan in the 
local Hyundai range to a higher level.

Th e new 2,4 litre Gasoline Direct Injection (GDI) engine in the Hyundai 
Sonata 2.4 GDI Elite automatic not only raises the maximum power output sub-
stantially from 131 kW to 148 kW, but also forms a smooth and fuel-effi  cient 
drivetrain match with the automatic six-speed gearbox.

With a fresh new grille, front bumper, headlights and fog lights add-
ed on the front, new wheels and exterior side-mirrors and reworked rear 
lights, the Sonata proudly retains its place as the fl agship sedan of Hyundai 
Automotive SA’s passenger car range in South Africa. Several product en-
hancements – among others a new sound system with a touch-screen display 
in the centre console – have been added in the interior of the new Sonata 
2.4 GDI Elite.

“Th e Sonata was already a very elegant, well-designed sedan that was the 
choice of many buyers who were looking for a modern premium motoring 
package at a very competitive price. Th e new engine and subtle changes to its 
exterior looks, coupled with the changes on the extensive list of specifi cations, 
has enhanced this excellent off er of Hyundai in South Africa even more. It is 
important to note that this new Sonata is not a facelift  – the designers has merely 
added some very sensible ‘product enhancements’ on the exterior as well as the 
interior,” says Stanley Anderson, marketing director of Hyundai Automotive 
South Africa.

Hyundai has tackled the premium sedan segment in South Africa in 2010 
with the sixth generation Sonata – a product that is upmarket without stray-
ing from the company’s core focus on superb value. Th e trade mark “Fluidic 
Sculpture” design language created a sedan with graceful curves and lines, and 
aesthetically pleasing to the eye. Th e Sonata also delivers a spacious and open 
cabin environment for outstanding occupant comfort and enjoyment. Its fi nish 
in high-quality tactile materials and its ergonomical layout of instruments fi ts 
its modern premium status. ■

Two weeks ago, Infi niti, the luxury performance automotive brand from 
Japan, offi  cially opened its fourth South African centre in Cape Town. Th e all 
new Infi niti dealership show-cases the entire Infi niti model range plus equip-
ment variants–the sleek Infi niti G Coupé and Cabrio, the compact and elegant 
EX SUV, the ultimate performance FX SUV (the best-selling Infi niti model in 
Europe) and the elegant Infi niti M sedan.

Fift y guests attended the offi  cial opening ceremony of Infi niti Cape Town on 
the evening of 11 June 2013. Guests were treated to an evening of fi ne food and 
entertainment by Kurt Schoonraad. Th e evening event was presented by Alec 
Combrink, Dealer Principal for Infi niti Centre, Cape Town.

We have already opened four Infi niti Centre’s to date, Melrose in 
Johannesburg, Hatfi eld in Pretoria, Durban located in the Pinetown area and 
we are very happy to be launching our fi rst store in the Western Cape region, 
and look forward to a very successful venture”, says George Stegmann, General 
Manager Infi niti South Africa. We further plan to expand on the Infi niti Centre 
network adding another six Infi niti Centre’s and ending at the target of ten 
Infi niti Centre’s by 2019. ■

News

Festivities galore at Cape Town’s new Infi niti Centre in mid-June.

New 2,4-litre diesel mill for the Sonata.

Infi niti Gets Grounded In The Cape

Advanced, More Powerful 2.4 GDI Engine 
and Fresh Looks for Hyundai Sonata
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Wilken Communication Management was 
established in 1997 with the major focus of 
its operations being the South African 
motor industry.

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

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

simplifyingCOMMUNICATIONS

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

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

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

News

Lexus  600 LS Hyrbid luxurious, yet eco-conscious.

Toyota also confi rmed as most valuable 
automotive brand in the world

Toyota has confi rmed its consistent environmental 
leadership by being named the world’s Best Global 
Green Brand for the third year running.

More than 10 000 consumers surveyed around 
the world recognised Toyota for committing to sus-
tainable environmental leadership and having in-
vested in innovative vehicles such as the pioneering 
Toyota Prius. Th ey also appreciated the company’s 
various programs designed to reduce greenhouse 
emissions, water and energy consumption through-
out its operations.

Th e 2013 Best Global Green Brands report, 
compiled by international brand consultancy 
Interbrand, determines the gap between a com-
pany’s environmental performances and its actual 
environmental practices. 

Sales of Toyota and Lexus hybrid vehicles 
worldwide now stand at 5.22 million, resulting in 
an estimated reduction of some 35 million tonnes 
of CO2. Globally, Toyota is currently in the process 
of a product launch cycle that will introduce new or 
updated hybrid models.

South African customers can choose from six 
Toyota and Lexus hybrid models including the 

Yaris, Auris, Prius, Lexus CT 200h, GS 450h and 
the RX 450h. 

In 2015 Toyota plans to commercialise its 
hydrogen fuel-cell hybrid vehicle, featuring next-
generation powertrain technology and approach-
ing what the company considers the ultimate 
eco-car. Th e company’s commitment towards 
sustainable operations and environmental leader-
ship also permeates throughout the entire product 
life cycle.

Last month, Toyota was named the world’s most 
valuable automotive brand in the BrandZ™ Top 100 
Most Valuable Global Brands 2013 report. ■

Toyota Named Best Global Green Brand

www.wilkencomm.co.za
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Ben van Rooyen, Executive Head of 
Autowatch.

AutoL ive: On a personal note, how long have you 
been with PFK?

Ben v an Rooyen: I joined the company in 
2009, when PFK decided to introduce 
Tracking to the South African Market. I’ve 
been involved in Vehicle Recovery since 
the mid 80’s and the Tracking market since 
the mid 90’s.

AL:  How big is the vehicle tracking market in 
South Africa?

BvR:  It’s a fairly big market. Th ere are over 100 
tracking companies actively trading in 
South Africa. You still have the Big-Five 
tracking companies that stand out and we 
aren’t one of those yet. Th ese are Tracker, 
Netstar, Mix Telematics, Cartrack and 
C-Track. Th ey make up about 80 per cent of 
the market and I estimate they do between 
them about 30  000 tracking installations a 
month collectively.

AL:  I presume that Autowatch Tracking is mak-
ing inroads into this market?

BvR:  Oh yes. I will be comfortable with about 20 
per cent of that specifi c market but need to 
settle for slightly less than 10 per cent of the 
SVR | FMS market, which will give us ap-
proximately 3  000 units a month. We are 
getting there!

AL:  What does a unit sale actually entail? Fitting 
a device and providing a tracking back-up 
system?

BvR:  Once a unit is sold we off er a whole cycle of 
services, the Call Centre which deals with 
the initial registrations; scheduling of fi t-
ments; the actual Fitment; Daily Health 
Checks; 24|7 Customer Service Centre; 24/7 
Technical Support and ultimately allowing, 
in the case of certain products, the customer 
to view his vehicle on our Web Soft ware. 
Th is is followed by the 24/7 service from 
PFK Recovery Services that monitor excep-
tion alarms and respond to the recovery of a 
vehicle in the case of a theft  or hi-jack emer-
gency situation. Some of the bigger Tracking 
companies fi t the older traditional RF track-
ing devices which doesn’t allow access to any 
Web Soft ware–this works well as far as sales 
are concerned, but the same recovery suc-
cesses are questionable.

AL:  Regards monitoring, we believe you are 
also targeting fl eet management with your 
system.

BvR:  We give our customers soft ware where it is 
possible to view the vehicle’s movements all 
the time and allow them to manage their 
fl eets accordingly. We also off er an exclu-
sive pro-active fl eet management monitor-
ing service to a commercial insurer, i-Truck 
that is making huge inroads in South Africa. 
Most of our systems include RF | GSM | GPS 
technology which allow for various options 
when locating the vehicle. We allow our 
customers to view their vehicles on the Web 
Soft ware with GPS technology.

AL:  So is this one of the new products you are in-
troducing to the market?

BvR:  No, it’s has been around for some time. Our 
latest release that’s available is our Profi ler 
unit. We have an exclusive relationship with 
a UK-based company, MyDrive Solutions, 
who provide us with an algorithm that has 
been developed over the past 5 to 6 years in 
conjunction with the help of ROSPA (the 
Royal Society of Prevention of Accidents in 
the UK), that allows us to profi le the driv-
ing abilities of drivers accurately. With 
this algorithm, using our device fi tted to 
the vehicle, we are in a position to provide 
Insurance Companies with data that allows 
them to manage or calculate their risk ef-
fectively. Th e algorithm ultimately allows a 
fi nal Expert Drive Score based on per second 
data provided by our device.

AL:  Th at’s fantastic from a fl eet operator’s point 
of view. Monitoring aspects like speeding etc.

BvR:  We prefer to refer to speed as pace as it 
is a more appropriate use of speed than 
the actual over speeding exceptions. Five 
critical factors used in the algorithm are 

Pace, Anticipation, Consistency, Calmness 
(Aggression) and Smoothness. We are very 
excited about this off ering.

AL:  Are you targeting heavy commercial markets 
with this?

BvR:  Currently our focus is the consumer markets 
through insurance companies, where the in-
surance company uses the solution to reduce 
their risk. When we provide them the data, 
they can analyse that data, correlate it with 
the claims history and adjust their premi-
ums accordingly. “Good” drivers should be 
rewarded with lower premiums or savings 
on their annual premiums and “bad” driv-
ers might be penalised or guided to improve 
their driving. We are in a process of formal-
ising a similar solution for the heavy com-
mercial market.

AL:  It could be daunting for the driver, or re-
warding. In fact, all drivers should drive as if 
they are being monitored.

BvR:  It is as if Big Brother is suddenly watching 
you and drivers realise that this could af-
fect their insurance premium. At the end of 
the day, it benefi ts everyone. If you have a 
device fi tted you are going to attempt to im-
prove your driving. We’ll have a call centre 
where drivers or fl eet owners can question 
why they are being penalised or why cer-
tain aspects of their driver score is aff ected 
and we can assist in improving or guiding 
them to become a better driver. We can 
identify in which area they are not doing so 
well and provide them with pointers to im-
prove in that area. Our relationship with the 
Advanced Driving Institute in South Africa 
also allows us to refer drivers to them, where 

Interview – Ben van Rooyen
Executive Head of Autowatch Tracking
Autowatch Tracking is a division of Durban-based PFK Electronics and 
has been introducing their Tracking Products into the South African 
market since 2009. AutoLive interviewed its Executive Head man 
recently, Ben van Rooyen.

continued on next page 

We give our customers software 
where it is possible to view the 

vehicle’s movements all the 
time and allow them to manage 

their fl eets accordingly.
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they will be assisted to improve their driving 
or ultimately, undergo an advance driving 
course to become a better driver.

AL:  Th is is a massive amount of data that you will 
be processing. Did you need to increase your 
data-capturing capability signifi cantly?

BvR:  Absolutely. We’ve invested heavily in this 
area; it’s a constant per second stream of 
information. Although we store the data, 
the algorithm uses 90 days worth of data to 
calculate your Expert Driver Score and ob-
viously the more kilometres done in this 90 
day period allows a more complete profi le on 
a driver.

AL:  Is this unique to Autowatch?
BvR:  It is to an extent. Th ere are a few other play-

ers introducing diff erent driving behaviour 
solutions, but it’s mostly only based on ex-
ception data, such as harsh braking, corner-
ing, acceleration, etc. We believe this could 
never be as successful as a complete per sec-
ond profi le of a specifi c driving style.

AL:  Any clients that are interested, that you can 
mention?

BvR:  We have been very fortunate in this regard. 
I haven’t met with an Insurer that hasn’t 
shown interest and I can’t see how they can 
ignore this. We are running demos with var-
ious insurers and currently rolling out with 
three prominent Insurance Companies in 

South Africa and about to roll out with two 
more Insurance Companies. Although I be-
lieve this might be publicly known, I would 
rather not divulge the information without 
their prior approval.

AL:  I have heard that a big potential headache in 
the Vehicle tracking business is the skill level 
of fi tters for the systems. What steps does 
Autowatch take to ensure the devices are 
properly fi tted?

BVR:  We have been very fortunate to have had 
relationships with 580 Fitment Centres na-
tionally due to our 28 years of VSS business 
in South Africa. Many of these are VESA 
Approved Fitment Centres and those that 
are not, we train, police-clear and attempt 
to polygraph regularly. We’ve also started 
a new initiative to introduce Mobile Fitters 
on motorcycles for the convenience of the 
customers and these Mobile Fitters are also 
trained internally and regularly updated 
with the latest vehicle wiring diagrams that 
will allow them to attend to fi tments profes-
sionally and effi  ciently.

AL:  Gary Stanton has mentioned expansions in 
this fi eld. What direction would this expan-
sion involve, regarding new devices, or sys-
tems, operators, etc?

BVR:  Obviously our Profi ler is one of these latest 
releases as well as our Informer (Wireless 
Asset Tracking device) and we are really 
looking forward to the release of our Video 

Fleet Management System towards the 
end of 2013, not to mention the successes 
we had with our alcohol ignition interlock 
systems in the export markets that we now 
intend to actively introduce into the South 
African market, alongside our Tracking 
solutions.

AL:  Why should I choose Autowatch above an-
other system? It is my perception that brand 
awareness is not that high compared to other 
players. Am I correct in this?

BVR:  Companies such as Tracker predominantly 
focus on their brand and do this very suc-
cessfully. However, at Autowatch Tracking 
we’ve decided to focus on products that of-
fer the diff erentiating factor and I attribute 
our successes in the South African Market 
to specifi cally to that. Products such as our 
“Ghost” wireless immobiliser has made a 
huge diff erence in the market and we are 
proud to confi rm a 100% vehicle recovery 
statistic with vehicles fi tted with this device. 
I believe the Profi ler is one of a kind and 
have no doubt that it holds huge benefi ts for 
Insurers in South Africa. Th e fact that we are 
one of two OEM-approved manufacturing 
facilities in South Africa; ensuring extreme-
ly reliable products being fi tted to custom-
ers’ vehicles. Th is cannot be ignored and it 
is valued by all major insurance companies 
and corporate companies that we deal with 
in South Africa. ■

 continued from previous page

Precision is key to Autowatch’s tracking module, manufactured locally in conjunction with holding company PFK, a leader in the 
automotive electronics fi eld..
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Kieran Rennie is our new advertising 
sales executive on AutoLive. He joins 
long-serving ad-man Bruno Lupini 
on the team, and together they make 
a formidable front-line squad.

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

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

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

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

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

Who should advertise 
in Autolive?

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

 ■ Companies looking for fran-
chisees

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

 ■ Automotive marketing consult-
ants

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

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

 ■ Car care companies

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

 ■ Vehicle tracking system suppli-
ers

 ■ Organisers of exhibitions and 
conferences.

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

 ■ Roadworthy testing centres
 ■ Printers
 ■ Accounting fi rms

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

www.autolive.co.za

Why You Should Advertise on Autolive

Kieran Rennie
Cell: 083 225 9609 

E-mail: chat@kieranrennie.co.za

Bruno Lupini 
Cell: 081 354 7212 

E-mail: bruno.lupini@gmail.com

Auto Live: Jurgen, you have been intimately in-
volved with engine integration for the face-
lift ed Mercedes-Benz E-Class, which has been 
revised quite radically as far as engines are 
concerned.

Jurg en Dassler: Yes, there are several depart-
ments or teams in vehicle testing responsi-
ble for various aspects of the car, say the sus-
pension, or the transmission. To integrate 
a power-train in a new body, this requires 
a special team. If there is a power-train in 
an S-Class, for instance, and you need to 
adapt it for an E-Class, due to the size of 
the car, the stiff ness of the body, and the 
space availability in the body, you have to 
adapt this power-train, in areas such as ex-
haust systems, engine and gearbox mounts, 
in a specifi c way. You want to fulfi l the 

character of the car. Th at is the main issue 
of our department.
  For example, if you are handed the key to 
an E-Class, and you drive for 30 minutes, you 
must feel you are in an E-Class. And you can-
not really describe this with values. Th is is 
your own experience, with noise, vibration, 
harshness.

AL: Ride quality?
JD:  Yes, ride quality, reaction to throttle change, 

the behaviour in the seat, so to speak. And 
to defi ne this character, that is the job of our 
department. My team is responsible for the 
whole power-train, from the engine to the 
wheels, and also includes cooling systems and 
the exhaust system.

Interview: Jurgen Dassler, Manager of 
Power-train Integration Testing for C and 
E-Class at Mercedes-Benz in Stuattgart

continued on next page 
Special E-Class visitor from Germany for 
the E-Class launch, Jurgen Dassler.



Subscribe for free @
www.autolive.co.za Page 13

AL:  To me, this E-Class has a very unusual char-
acter in that it feels more nimble than its size.

JD:  Yes, well we also did changes to the suspension 
and mounts of the chassis, to make it more ag-
ile, but not to reduce comfort. Th is in fact was 
the main target with the new E-Class.

AL:  So that was the target with the facelift ?
JD:  One of the targets. We have many new elec-

tronic safety and comfort systems in the car. 
Th e safety systems are in a way, like an endur-
ance test. It’s good to know you have it, but 
hopefully you do not need it. And there are 
other assistant systems, like Distronic Plus, 
which you can choose for yourself. Also, for 
instance, the advanced parking assist, and the 
advanced LED light high-beam systems.
  Th e advanced high beam system is quite 
amazing. Th ey were not available on the cars 
at the launch but they will be available on new 
models to be sold here.
  With this system, you drive the car on high 
beam at night all the time and the car in front 
of you is masked out, so as not to dazzle that 
car. And yet on both sides of that car you still 
have the high beam. Th e scanner in the sys-
tem recognises the distance away, and the size 
of the car ahead, and cuts out that section of 
light beam. And also, if that car drives around 
a curve, that mask will follow the car ahead, 
and “drive around the curve”.

AL:  With the diff erent architecture of cars in your 
range, how do you adapt the various engines 
scheduled for that car, in this case the E-Class, 
to ensure that the character remains of the 
particular model?

JD:  For example, using the new V6 bi-turbo en-
gine. Th is is an engine that is developed not 
only for the C-Class or the E-Class, it also goes 
into other models. We fi t this engine to one of 
the models for which it is intended, at an early 
pre-production stage, and we just drive the car 
and feel what happens with the car. Do we have 
noises, do we have certain vibrations? Th at 
sort of thing. And then you get a target from 

the marketing department defi ning the char-
acter of the car. Should it be more comfortable, 
should it be more sporty, those types of things. 
Th ese are the descriptions of the character, and 
you have to fi nd the technical set-up to fulfi l 
the character. So we go onto the test track and 
think about the car, how to develop this char-
acter and then we present this to other mem-
bers of the development team, management. 
Th ere is a main target for a facelift , and several 
departments are working towards that target, 
and we have to integrate the results of our vari-
ous areas of responsibility in one car.

AL:  With the new E-Class, was one of your targets 
being to make the ride soft er, more compliant? 
What was the overall character targeted?

JD:  Th e overall character target was more dynam-
ic, but not to reduce the comfort. And also to 
adapt the new engines like the V6 bi-turbo 
and the new M274 two-litre petrol engine 
to suit the E-Class. Th e former engine was a 
1,8-litre engine.

AL:  Th at new petrol engine is still a small engine 
for a big car. Does that bring its own special 
challenges as far as your team is concerned?

JD:  No. I think it belongs to the strategy of 
Mercedes-Benz to reduce the fuel consump-
tion and to down-size. It is amazing how well 
such a small engine behaves in a big car.

AL:  What were the targets, specifi cally, for the 
new M274 engine fi tted to the face-lift ed 
E-Class, just launched by Mercedes-Benz in 
South Africa?

JD:  Yes, one of the targets of Mercedes generally 
is to drive in a relaxed way. If you achieve the 
peak torque at lower revolutions, it’s more 
comfortable to drive on the streets, the car is 
not so nervous.

AL:  Th e power of that two-litre engine is 
impressive:

JD:  Yes, 155 kW for the E 250 and 135 for the E 
200 model. And with the E 200 we have 300 
NM of torque, also available from as low as 
1 200 rpm. By comparison, the previous turbo 
engine’s torque peak was 2 000 rpm. I think 
if you had to compare this engine to an older 
car, with no turbocharger, you would probably 
need a high capacity engine with about 3,5-li-
tres, six-cylinders, to nearly have the same 

torque, and then that torque peak would only 
be achieved at 3 500 to 4 000 rpm.

AL:  Regarding engine down-sizing, obviously fuel 
consumption is the target. Th ere have been 
some amazing advances in the effi  ciencies of 
engines in recent years.

JD:  Yes. Th e main factors behind the improve-
ment in effi  ciency particularly are the petrol 
injection systems, featuring multiple injec-
tions per cycle and multi-spark ignition. Th e 
new injection systems allow fi ve injections per 
intake stroke on each cylinder for the best pos-
sible mixture formation.
  An interesting aspect of the new stop-start 
system is that the new crankshaft  sensor can 
recognise the various positions of each cylin-
der when the engine is stopped. Th e re-start 
then selects the cylinder in the most suitable 
position for fi rst ignition. Th e compression 
raised from 9,3:1 to 10,0:1.

AL:  It is amazing how high compression ratios can 
be in turbo engines today. In the old days of 
analogue fuel and ignition systems, the com-
pression ratios needed to be about 8,0:1.

JD:  Yes, that is all due to the fi ne control of the 
combustion. In Europe, where we have bet-
ter quality fuel, we have additional systems, 
involving recirculation of the exhaust gases. 
Th is system, together with very concentrated 
mixture achievable with direct injection, 
means that combustible fuel is only injected 
in very close proximity to the spark plugs. In 
the out-lying space within the combustion 
chamber volume there is eff ectively clean 
air. With this re-circulation technology, and 
concentrated combustible fuel in the area of 
the spark plug, you reduce fuel consumption. 
But you don’t have that exhaust gas recircu-
lation system here, because of your lower-
grade fuels. In Germany, with the E 250 en-
gine (155 kW two litre petrol turbo) we have 
an emission 135 grams, here, with that same 
engine but better fuel we have an emission of 
150 grams.

AL:  We noticed that the E250 engine was quite 
noisy on idle.

JD:  Yes, on idle only. Th at is a property of the very 
forceful injection system. We recognise that, 
and it is good that the engine delivers its pow-
er now, and the next phase will be to develop 
a quieter injection system. But when you are 
driving the car the engine is very quiet. ■

 continued from previous page

The new generation of Mercedes-Benz 
power-trains are remarkably fuel-effi cient.

... I think if you had to compare 
this engine to an older car, with no 
turbocharger, you would probably 
need a high capacity engine with 

about 3,5-litres, six-cylinders, to 
nearly have the same torque, ...

“The advanced high beam system 
is quite amazing. They were 

not available on the cars at the 
launch but they will be available 
on new models to be sold here.

With this system, you drive the car 
on high beam at night all the time 

and the car in front of you is masked 
out, so as not to dazzle that car. 

And yet on both sides of that car 
you still have the high beam.
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BY STUART JOHNSTON

My lasting impression of the new Mercedes-Benz 
E-Class facelift  launch in the Western Cape last 
week is the amazing acumen of the base model in 
the range, the E 200. Here is a car, a large fi ve-seater 
sedan that weighs some 1 650 kg, and is powered by 
a petrol-fueled 1 991 cc four-cylinder motor.

Th at confi guration should make it a sluggard 
of note, at least until it is up into cruising range. 
Small engines and big bodies also make for a bad 
fuel economy mix, Especially as this car (and all the 
other models in the E-Class range) only comes with 
an automatic gearbox.

But, thanks to the amazing development in 
petrol engines in the past few years, not to mention 
parallel development strides in automatic transmis-
sion effi  ciency, this car can accelerate from 0–100 
km/h in 7,9 seconds. Th at, my friends, is heading 
towards a serious performance car sprint time! 
What’s more, its EU rated fuel consumption is just 
5,8 litres/100 km, which means in the real world it’s 
going to return as fi gure of probably 7,5 litres/100. 
And while it’s doing that, its rated CO2 emission is 
just 150 grams per km, which means your pollution 
tax on this car is just over R3 000. Not a train-smash 
when the base price of this new base Mercedes is…. 
ummm… R541 000, or, no, make that R565 128 if 
you factor in the most modest of its maintenance 
plans on off er.

But it’s not merely the strong sprinting ability of 
the E 200, or its 233 km/h top speed, that is the most 
impressive bit about this face-lift ed car. What really 

makes it stands out is its integration, its all-round 
ability in any situation.

Th ere is a fl uidity to its steering system as well 
as an almost perfect amount of feedback through 
the steering wheel as it loads up in a bend that 
makes this car rewarding to drive in both city-crawl 
situations, high-speed sweeps on country roads 
or tight bends in mountain passes. Th e same goes 
for the amazing suspension control of that heft y 
body weight.

Th e new engine powering this car is a two-litre 
turbocharged petrol unit with multi-phase direct 
injection. In the 200 model it is profi led to develop 
135 kW at 5 500 rpm, while in the E 250 model it de-
livers 155 kW. Torque peak on the 200 is 300 Nm at 
a low, low 1 200 rpm, and this is key to its absolutely 
un-fl ustered nature.

Of course, this E 200 is just the starting point in the 
range, which features a total of four petrol engines, 
two diesel models and a diesel hybrid, launched for 
the fi rst time here. Th is hybrid, incidentally, has a 
rated consumption of just 4,1 litres/100 km, and 
CO2 of 107 grams/km

Also interesting engine is the new bi-turbo V6 
petrol engine fi tted in the new E 400, which pro-
duces a very serious 245 kW. Th en there is the E 500 

with its beautiful V8 motor, and the rude, raucous 
E 63 AMG, which is one of the most monstrous se-
dans on the planet.

Th ere are various body styles in the range, 
ranging from coupes to cabriolets to the estate (not 
present on the launch.)

Such was the number of variants on off er that 
we never got to drive the hybrid. But all the mod-
els evinced the superb mix of ride quality and road 
holding that the E-Class is already renowned for. To 
my mind, this is the best car in its class, proving that 
when it comes to building big cars, Mercedes-Benz 
still has no peers.

Th e E 400 pricing starts at R736  000 before 
you’ve added in the maintenance plan component 
or any extras, and the E 63 AMG runs to over 
R1,4-million.

Th e new E-Class cars are crammed with tech-
nology including a new pedestrian-detection sys-
tem as an optional development of its standard-fi t 
Distronic-based safety package that automatically 
brakes the car if a pedestrian or cyclist wanders 
into your path, at speeds of up to 50 km/h. In fact, 
says Mercedes, the camera and sensor installa-
tions incorporated on the new E-Class means that 
you have eff ectively a 360 degree fi eld of vision in 
the car.

As for pricing on this system as well as all the 
other options, I’m afraid we don’t have the space to 
list everything on off er. Spend a few hours at your 
Merc dealer and you’ll be amazed at just what lies 
under the skin of the new facelift  model. Oh yes, 
and there are two new “faces” on off er. But, again, 
your dealer will tell you about that. ■

Essence of elegance. The new E-Class.
A special pedestrian-detection system can be ordered on the 
new E-Class.

E-Class Facelift is More than Skin-Deep
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In fact, says Mercedes, the 
camera and sensor installations 

incorporated on the new E-Class 
means that you have effectively a 

360 degree fi eld of vision in the car.
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Maserati has always intrigued as a car manufac-
turer. What’s more, it is a world-championship 
winning marque, Argentinian Juan Manuel Fangio 
having driven a Maserati 250F to the Formula One 
World Championship in 1957.

Th e company has had its ups and downs 
throughout its history that is now just one year shy 
of a century, and in 2005 it was transferred by own-
ers Fiat as a division within its Ferrari stable to a 
standalone division once again with a much more 
defi ned identity.

Here in South Africa its history goes back some 
years, with Maserati racing cars having been prom-
inent in the 1930s and indeed, up until the early 
1960s. A number of the famous 3500 GTs found 
their way here in the 1960s, as did a few examples 
of the fi rst four-door model, known simply as the 
Quattroporte.

In the mid-1980s various Maserati models were 
available here in very limited numbers, namely the 
fast but not reliable BiTurbo coupe, and the next-
gen Quattroporte, with a glorious V8 motor. Since 
the late 1990s, Viglietti Motors has been importing 

Maseratis here, starting with the excellent twin-
turbo 3200 GT.

Th e Quattroporte name surfaced here again 
about fi ve years ago, and since then this four-door 
Maserati has carved itself a small niche as a beau-
tiful, and yet fi nancially viable alternative to the 
most expensive large sedan models from Mercedes, 
BMW, Bentley and the like.

Th e latest variation, launched at Kyalami Castle 

two weeks ago, is larger (it really has generous rear 
head and leg-room now) and yet lighter. It is also the 
fastest four-door sedan in the world, according to 
its makers, with a top speed of 307 km/h, this being 
some 20 km/h faster than its predecessor.

Its 3,8-litre turbo V8 motor accelerates it to 100 
in 4,7 seconds. No prices were announced at the 
launch, but expect the windscreen sticker to read 
somewhere in the region of R2-million. ■

BY STUART JOHNSTON

Th e two-wheel-drive, small-engined diesel ver-
sion of the Qashqai makes lots of sense. I drove one 
down to KZN recently and averaged an excellent 6,3 
litres per 100 km.

Th e smaller-capacity diesel Qashqai boasts 78 
kW and 2409 Nm of torque, and three up with lots 
of luggage it proved totally unfl ustered on the long 
haul. I liked the fact that even at very low revs there 
is no gaping hole in the turbocharged powerband 
– as affl  icts some small-engined diesels) and the 
fact that with six-speeds to tis manual transmission 

there was still plenty of torque at the national speed 
limit, so shift ing out of sixth was rarely necessary, 
except to overtake.

I found the seats a little oddly shaped for my 
lanky body, there being perhaps a bit too much 
in the way of lower lumbar padding in the back-
rest. Other than that, the drive was relaxed, there 
were plenty of stash spaces for cool and hot drinks 
and the lights were reasonable, if not particularly 
impressive.

Th is is a very attractive package at some 
R290 900, and although the basic Qashqai package 
has been with us some three years now, one is re-
minded what a good all-rounder it is. ■

Nissan Qashqai 1,5 dCi Acenta

Gorgeous. Maserati’s new Quattroporte (four door).

Qashqai 1,5 diesel makes good sense.

The New Maserati Four-Door. Ah, but 
“Quattroporte” Sounds So Much More Sexy

... this four-door Maserati has 
carved itself a small niche as a 

beautiful, and yet fi nancially viable 
alternative to the most expensive 

large sedan models from Mercedes, 
BMW, Bentley and the like.



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

To advertise in  contact

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

BY STUART JOHNSTON

Discussing the T4 fi rst, it has a useful power peak 
of 135 kW, more so when you realise that the motor 
only displaces 1,6 litres. It nevertheless has impres-
sive torque for such a small petrol engine of 240 Nm. 
It is profi led towards driving of the eff ortless kind, 
especially when fi tted with the six-speed automatic 
gearbox, although Volvo also has a manual model 
available with this engine. Running with the auto-
matic ‘box seems to make the torque surge constant 
no matter what the position of your throttle foot.

Th is car is available in two levels of trim in T4 
confi guration, these being the Excel level, which 
is mid-range in the V40 line-up and the top of the 
range Elite trim.

Th e fuel consumption of the T4 is excellent, be-
ing in the mid-six-litre bracket with sensible driv-
ing, although this can rise to around 8,5 litres/100 
when punching it around the suburbs. Yet, given 
the car’s un-fl urried profi le, that’s not how you 

tend to drive it. It is still a Volvo, but being a sporty 
one you drive it sensibly. Hmm. Better make that 
briskly. Th e neat thing is that it looks so diff erent 
and feels so diff erent. Hmmm. Brisk. Th at sums up 
the T4.

Now then. Th e engine fi tted to the T5 has been 
around for a good couple of years now, and it’s one of 
those engine you either love or….really, really love.

It’s the same in-line fi ve-cylinder motor that 
Ford used during its Volvo ownership years, except 

that now under Geely it has been further developed 
and power is up to 187 kW. Th is means it’s good for 
a 6,5 second 0-100 km/h time. Right up there with 
the hottest of hatches despite being fi tted with the 
six-speed Geartronic automatic gearbox. It also 
has the latest energy saving gizmos, but don’t ex-
pect fuel consumption to be much better than 10,5 
litres/100 km, unless you are a really disciplined 
driver, in which case you may as well have opted for 
the diesel in any event.

Th e T5 in Excel spec off ers leather upholstery, 
cruise control, rain sensor, power adjustable driver’s 
seat with memory function and rear park assist. It 
also has auto-folding power door mirrors with 
ground lighting, front tread plates and chrome ex-
terior trim around the side windows.

Th e Elite version of the Volvo V40 off ers power 
adjustable driver and passenger seats, an active TFT 
crystal driver’s instrument display, illuminated 
gearshift  knob, LED daytime running lights, active 
bi-xenon lights with headlight cleaning system, a 
high performance multimedia audio system with 
a 7” colour display screen, bluetooth, a 3-spoke 
leather steering wheel with chrome décor and high 
version interior lights package.

In both cars I drove the build quality was su-
perb, the ride a good mixture of grip and compli-
ance, and the controls oh so easy to use. Wish that 
some other manufacturers took a leaf out of Volvo’s 
book in making minor controls like fresh air, sound 
and the like so intuitive to use. Th ere’s a 335 litre 
boot on tap, and decent legroom at the rear, and 
those special lighting eff ects are a hoot to play with 
on the instrument panelling and on other parts of 
the cockpit.

 ■ Prices are R332 600 T4 Excel, R346 500 for 
the T4 Elite and R373 700 for the T5 Excel. 
Service intervals are every 20  000 km and 
warranty is fi ve year/100 000 km, as is the 
inclusive maintenance plan. Now, why don’t 
other manufacturers make life this simple, 
by making the warranty time-distance limits 
coincide with the maintenance plan? ■

Volvo’s Tasty V40 T4 and Tantalising T5
We recently had the chance to spend time with Volvo’s exceptional V40 in both T4 direct-injection four-cylinder 
petrol and T5 turbo-petrol variants. The two cars are quite similar, and yet quite different in character.

Neat set of large diameter rims gives the T4 presence.

Clean styling a Volvo feature.
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BY KIERAN RENNIE

With over 350 million viewers world-
wide, making it one of the most 
watched factual television show in 
history, Top Gear made waves in 
Durban again this year. Held over 
the weekend of the 15th and 16th 
of June, motoring mayhem drifted 
into the magnifi cent Moses Mabida 
stadium.

The enigmatic Stig shrieked his 
way round the street circuit in an 
Infi nity Red Bull F1 car. Know this: 
No home theatre system comes 
vaguely close to the sight and sound 
of the world’s fastest track race car in 
full fl ight. It’s a strange combination 
of hypnosis and serotonin overdose 
(without the humiliation or legal rami-
fi cations). Another highlight was the 
Franschhoek Motor Museum’s trib-
ute to Le Mans: Fourteen iconic race 

cars with the sharp end of the dis-
play being a genuine Le Mans 1955 
Jaguar D-Type. If you have to ask its 
value, you’re missing the point.

Mercedes Benz AMG’s stand 
was, as expected, a pit-stop for many 
show goers with the 265KW A45 
AMG possibly dropping most jaws. 
The world’s most powerful 2.0L pro-
duction engine rasped and popped to 
life turning grown posers into gushing 
gigglers.

For me, it was the outdoor 
(street track) events like round fi ve 
of the Bridgestone Production Car 
Championship; timed “Power Laps”; 
“Grudge Match” shootouts; and drift 
car competitions which made the 
event worthwhile, and not the Top 
Gear show itself. Why they didn’t 
guide the street circuit into the sta-
dium, and therefore the track ac-
tion into the show itself, is beyond 
me. I mean....how hard can it be? 

Motorcycle sidecars playing polo 
and super-cars preening slowly 
around the track left me a little 
fl at. Perhaps if the cords on Sasha 
Martinengo’s car-bungie stunt were 
a lot longer or a little weaker, we 
may have had something to really 
get our attention.

Overall, it was a successful 
weekend both for the organisers as 
well as for the city of Durban. And for 
car-crazed South Africans, probably 
money well spent. I can’t help feeling 
however, that like James May’s hair, 
the TG show itself is in need of a bit 
of a make-over. ■

Snippets

The 245 kW version of the Mercedes A-Class was a Durban hit, 
'n' all.

RECORD GROWTH
Automechanika Dubai 2013 has reported another 
record breaking event, having welcomed more than 
24,000 trade visitors from around 130 countries, a 
16% on 2012. Th e rapidly growing fair – 25% larger 
in terms of net space occupied – featured 1482 ex-
hibitors from 58 countries and is now a confi rmed 
stalwart on the international automotive trade 
fair calendar.

“Driven by the strength of the Automechanika 
brand worldwide, the Dubai edition has fi rmly es-
tablished itself as a must attend event for anyone 
interested in doing business within the automo-
tive aft ermarket in the Middle East and wider re-
gion,” said Mr. Ahmed Pauwels, CEO, Epoc Messe 
Frankfurt, organiser of Automechanika Dubai.

Saudi Arabia, Iran, Pakistan and India were 
the largest visiting countries aft er the UAE to 
Automechanika Dubai 2013. With approximately 
130 visiting countries, the show’s reach is unpar-
alleled for the automotive aft ermarket. During 
the fair, exhibitors reported on the key role which 
Automechanika Dubai plays in their business.

Exhibitors were also extremely optimistic at 
the response from trade buyers at the show and re-
ported on positive business transactions, leads and 

new business enquiries. Furthermore, there was a 
positive vibe concerning the quality and diversity of 
trade visitors that passed by the participants’ stands 
throughout the three day fair.

Automechanika Dubai is divided into four 
distinct product sections for the convenience of 
visitors and exhibitors. Th ese are Parts & Systems 
which take up approximately 69% of the exhibi-
tion, Tyres & Batteries, occupying about 16% of 
the show fl oor and Repair & Maintenance and 
Accessories & Tuning which occupy a further 14% 
between them.

Th e next edition of Automechanika Dubai 
will take place from June 3 to 5, 2014 at the Dubai 
International Convention Centre. ■

EXCLUSIVITY
Ferrari is cutting the production of its iconic sports 
cars to enhance exclusivity, in stark contrast to the 
strategies of the three leading luxury car manufac-
turers, Mercedes-Benz, BMW and Audi who are all 
chasing volume as they try to be top of their market 
segment, where BMW currently leads from Audi, 
with Mercedes-Benz third.

Ferrari plans to cut its planned volume for 

2013 by 400 units to about 6 900 cars. Ferrari says 
it doesn’t want to slow income growth, but rather to 
sell buyers of their exotic supercars more than just 
a car. Chairman Luca Montezemola says he aims 
to at least match last year’s profi t of US$450million 
by increasing licensing revenue and adding more 
lucrative, personalised add-ons to the cars such as 
cashmere seats and carbon-fi bre liners for the lug-
gage compartment. Personalised items for Ferraris 
already add almost R400  000 to the cost of a 
typical Ferrari. ■

CHRYSLER BACKS DOWN
Chrysler has backed down in its challenge to the 
National Highway Traffi  c Safety Administration in 
the US regarding its call to recall a huge number of 
Jeep Grand Cherokee and Liberty SUVs.

Chrysler still claims its analysis of the fi res in 
51 of these vehicles has shown the company is not 
liable, but it has now agreed to conduct a voluntary 
campaign to check the vehicles in question. In addi-
tion to a visual inspection of the vehicles Chrysler 
will, if necessary, provide an upgrade to the rear 
structure of the vehicles to better manage crash 
forces in low speed impacts. ■

Top Gear Gears Down
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Snippets

PAY UP!
How times change. Years ago, when green cars were 
under development–mainly petrol-electric hybrids 
and some all-electric models – governments were 
eager to provide incentives, mainly in the form of 
rebates on the purchase price as well as special city 
parking and highway driving privileges. Now the 
costs, not only of the incentives, but also the fact 
that the drivers of these cars pay little or no tax on 
fuel is starting to bite.

Some states in the US are now putting a green 
tax in place to make up for the lost fuel tax, as these 
taxes are the major source of funding for build-
ing and maintaining roads and bridges and other 
transport-related infrastructure. Virginia and 
Washington State are already levying these taxes 
with at least four more states looking to follow the 
same course.

An Arizona state senator used a familiar phrase 
for South Africans when he said: “Th e intent is that 
the people who use the roads pay for them.”

Here in SA the companies selling hybrids 

– mainly Toyota, Honda and BMW – have not 
been able to drum up any incentives, while Nissan 
is now looking for support for its all-electric Leaf, 
which is due to be launched at the Johannesburg 
International Motor show in October. It will be in-
teresting to see if it succeeds in getting government 
assistance where the others have failed. ■

NEW TOYOTA CHAIRMAN
Toyota Motor Corporation will now have a very 
qualifi ed and successful product engineer as its 
chairman of the board when Takeshi Uchiyamada, 
known as the father of the Prius hybrid, takes over 
the reigns from Fujio Cho, who becomes honorary 
chairman. Cho, who was appointed chairman in 
June 2006, studied law before joining Toyota where 
his career was mainly in the areas of logistics, pro-
duction control and manufacturing.

Uchiyamada, a motoring enthusiast, says he 
wants the sports car his company is developing 
jointly with BMW to be a mid-size vehicle so it does 

not compete with its own 86 sports model. He says 
he envisages it as being a successor to the Supra 
which went out of production in 1999 aft er a 20-year 
run. However, the new chairman says that in the end 
it will be up to the specifi c project engineers as to the 
direction they follow as they inject new spark into 
the world automotive leader’s product line-up. ■

SMALLER INDY ENGINES
Th e engines used in the Indycars racing in the US 
have been downsized without sacrifi cing perfor-
mance in the same way engines of production cars 
are shrinking in size. Th e engines used in this year’s 
Indy 500 were all turbocharged 2.2-litre V6s made 
by Honda and Chevrolet. Th ey used a mixture 
of petrol an ethanol (the so-called E-85 fuel sold 
in the US to pump out 640hp, which is similar to 
that produced by the Viper sports car which has an 
8.4-litre V10 normally aspirated engine! In 2000 
the engines in Indycars displaced 4-litre for similar 
performance. ■

Ford Motor Company of Southern Africa’ has been 
instrumental in creating an “incubation centre” a 
key component of a training and development plan, 
jointly conceived by FMCSA and the Automotive 
Industrial Development Corporation (AIDC).

Th e four-year training and development plan is 
designed to enhance the overall skills and knowl-
edge base of automotive workers in Silverton, re-
sulting in a globally competitive workforce. Over 
recent years the programme has seen the fl edg-
ling businesses that form the Supplier Incubation 
Facility being subcontracted by multi-national 
suppliers, who mentor the team and provide strict 
quality control in line with global standards.

Th e 7,200 sqm Supplier Incubation Facility was cre-
ated as a joint initiative between Ford, the Gauteng 
Provincial Government and Tier 1 Suppliers who 
directly supply FMCSA.

Five entrepreneurs were selected and are now 
housed at the facility, enabling them to supply the 
Ford production line. ■

Entrepreneurs Get “Incubated” in Silverton

... multi-national suppliers, who mentor 
the team and provide strict quality 

control in line with global standards.

Go-getting entrepreneurs take a break from “incubation”.
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Working Wheels

General Motors South Africa (GMSA) has added 
two new “working wheels ” model derivatives to its 
already comprehensive all-new Isuzu KB range. Th e 
new models focus on increasing the value for money 
for the fl eet or small-business end of the single-cab 
bakkie market.

Supplementing the existing value-oriented 
common-rail engine Isuzu KB 250 D-TEQ Base 
and Fleetside models, the low pressure turbo engine 
KB 250 Base Single Cab and KB 250 Fleetside Single 
Cab additions should further enhance appeal to 
volume or fl eet buyers specifi cally, where low run-
ning costs play a substantial role in the buying pro-
cess. Th is well- tested 2.5L low pressure turbo diesel 
engine has been carried forward from the previous 
generation Isuzu KB. Th ese new models carry with 
them low sticker prices, placing them at the aff ord-
able end of the single cab one-ton bakkie segment.

Th e engine produces 58 kW of power at 3 800 
rpm and a decent amount of torque – 170 Nm at just 
1 800 rpm – which allows for effi  cient driving char-
acteristics as well as sturdy pulling power especially 
when loaded. Th e new KB 250 low pressure turbo 
diesel models average 7.8-litres per 100 km on the 
combined cycle. 

Th e new Isuzu KB 250 Single Cab models retail 
for R197 200 (Base) and R214 100 (Fleetside) includ-
ing VAT and come standard with a 5-year/ 90 000 
km service plan and a 3-year/ 120 000 km warranty.

 ■ Th ere are also three new LX double cab 
models that are newly-announced, for the 
more leisure-focussed end of the pick-up 
spectrum. ■

Two New “Fleet-Focused” Isuzu KB Variants

Isuzu’s new working wheels KB pick-up.

Scania’s impressive Euro-6 compliant new truck.

Scania has delivered the fi rst gas truck complying 
with the Euro 6 emission legislation to a customer. 
Bring Logistics is a major Nordic player with a de-
clared ambition of off ering its customers the latest 
environmental solutions.

“We are keen to give our customers access to 
the latest in environmental technology. Euro 6 
is the new standard we are off ering our custom-
ers, entering into force from next year,” says Arne 
Karlsson, President of Bring Frigo Åkeri AB. “Th e 
new distribution truck from Scania has impressive 
performance and, running on biogas, the emissions 
are very low of both harmful substances and CO2.”

Scania’s gas engines are designed to provide the 
same performance as a diesel engine. Power ratings 
for Euro 6 are 280 and 340 hp. Th e torque ratings of 
1,350 and 1,600 Nm are what makes these engines 
stand out as exceptional in the industry. ■

Scania Delivers World’s First Euro 6 Gas Truck
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TOP 5 PASSENGER CAR MARKET BY TYPE FOR MAY 2013

SEGMENT TYPE 2013 SHARE 2012 SHARE

ENTRY CARS

VW POLO Vivo 
Hatch/Sedan

2 645 8.3% 2 789 9.7%

TOYOTA Etios 1 507 4.7% 1 315 4.6%

FORD Figo 1 247 3.9% 1 107 3.9%

CHEV Spark 464 1.5% 495 1.7%

RENAULT 
Sandero

461 1.4% 518 1.8%

ENTRY CARS TOTAL 7 438 23.3% 7 166 25.0%

SUB-SMALL

VW Polo 2 292 7.2% 1 825 6.4%

FORD Fiesta 829 2.6% 598 2.1%

RENAULT 
Clio IV

461 1.4% 0 0.0%

NISSAN Micra 422 1.3% 418 1.5%

CHEV Aveo 357 1.1% 512 1.8%

SUB-SMALL TOTAL 5 829 18.3% 5 266 18.4%

SMALL

TOYOTA Corolla 1309 4.1% 697 2.4%

VW Golf 7 572 1.8% 0 0.0%

CHEV Cruze 546 1.7% 468 1.6%

MAZDA 3 515 1.6% 138 0.5%

BMW 1-Series 487 1.5% 542 1.9%

SMALL TOTAL 6 295 19.7% 5 098 17.8%

MEDIUM

BMW 3-Series 1 119 3.5% 859 3.0%

MERCEDES 
C-Class

985 3.1% 1 039 3.6%

AUDI A4 530 1.7% 354 1.2%

VW Passat 33 0.1% 42 0.1%

VW CC 30 0.1% 47 0.2%

MEDIUM TOTAL 2 791 8.7% 2 582 9.0%

LARGE

BMW 5-Series 119 0.4% 225 0.8%

MERCEDES 
E-Class

94 0.3% 139 0.5%

AUDI A5 
Sportback

92 0.3% 50 0.2%

AUDI A5 
Coupe/Cabriolet

78 0.2% 88 0.3%

AUDI A6 72 0.2% 66 0.2%

LARGE TOTAL 597 1.9% 781 2.7%

LUXURY

BMW 6-Series 35 0.1% 17 0.1%

MERCEDES 
CLS

24 0.1% 14 0.0%

PORSCHE 
Panamera

16 0.1% 15 0.1%

BMW 7-Series 13 0.0% 10 0.0%

AUDI A8 10 0.0% 7 0.0%

LUXURY TOTAL 110 0.3% 86 0.3%

TOP 5 PASSENGER CAR MARKET BY TYPE FOR MAY 2013

SEGMENT TYPE 2013 SHARE 2012 SHARE

MPV

TOYOTA Avanza 420 1.3% 353 1.2%

MERCEDES 
A-Class

223 0.7% 190 0.7%

MERCEDES 
B-Class

176 0.6% 61 0.2%

VW T5 Kombi 88 0.3% 53 0.2%

TOYOTA Innova 63 0.2% 37 0.1%

MPV TOTAL 1 233 3.9% 1 055 3.7%

SUV

TOYOTA 
Fortuner

940 2.9% 1021 3.6%

CHEV 
Trailblazer

413 1.3% 0 0.0%

TOYOTA RAV 406 1.3% 80 0.3%

FORD Kuga 404 1.3% 59 0.2%

VW Tiguan 367 1.1% 298 1.0%

SUV TOTAL 5 284 16.6% 4 152 14.5%

SPORT AND 
EXOTICS

TOYOTA 86 61 0.2% 0 0.0%

PORSCHE 
Cayman

48 0.2% 0 0.0%

PORSCHE 
Boxster

44 0.1% 0 0.0%

MERCEDES 
SLK

43 0.1% 36 0.1%

PORSCHE 911 35 0.1% 23 0.1%

SPORT AND EXOTICS TOTAL 318 1.0% 138 0.5%

CROSSOVER

NISSAN Juke 336 1.1% 298 1.0%

NISSAN 
Qashqai

263 0.8% 242 0.8%

JEEP Compass 217 0.7% 150 0.5%

MITSUBISHI 
ASX

181 0.6% 154 0.5%

AUDI Q5 170 0.5% 159 0.6%

CROSSOVER TOTAL 2 030 6.4% 2 327 8.1%

GRAND TOTAL 31 925 28 651

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

South African Vehicle Sales Figures at the End of May 2013

Renault’s Clio IV did well in May with 461 sales for a place in the 
top-fi ve sub-small category.
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TOP 5 LCV CAR MARKET BY TYPE FOR MAY 2013

NAAMSA 
STANDARD

TYPE 2013 SHARE 2012 SHARE

SUB ONE-TON

CHEV Utility 1 853 13.7% 1 891 15.4%

NISSAN NP200 1 476 10.9% 1 852 15.1%

CHEV Lumina 
UTE

11 0.1% 8 0.1%

CHANA Star 0 0.0% 4 0.0%

CHANA Maxi 0 0.0% 1 0.0%

SUB ONE-TON TOTAL 3 340 24.7% 3 768 30.8%

ABOVE ONE-TON 
DCAB

TOYOTA Hilux 1 177 8.7% 750 6.1%

FORD Ranger 866 6.4% 731 6.0%

ISUZU KB 456 3.4% 247 2.0%

VW Amarok 364 2.7% 114 0.9%

NISSAN Navara 121 0.9% 89 0.7%

ABOVE ONE-TON DCAB TOTAL 3 431 25.4% 2 306 18.8%

ABOVE ONE-TON 
SCAB

TOYOTA Hilux 1 592 11.8% 1 545 12.6%

ISUZU KB 717 5.3% 797 6.5%

FORD Ranger 520 3.8% 403 3.3%

NISSAN NP300 
Hardbody

431 3.2% 402 3.3%

TOYOTA 
Landcruiser PU

169 1.2% 217 1.8%

ABOVE ONE-TON SCAB TOTAL 4 128 30.5% 3 808 31.1%

TOP 5 LCV CAR MARKET BY TYPE FOR MAY 2013

NAAMSA 
STANDARD

TYPE 2013 SHARE 2012 SHARE

ABOVE ONE-TON 
XCAB

TOYOTA Hilux 307 2.3% 318 2.6%

FORD Ranger 241 1.8% 481 3.9%

ISUZU KB 191 1.4% 84 0.7%

MAZDA BT-50 83 0.6% 29 0.2%

NISSAN Navara 14 0.1% 19 0.2%

ABOVE ONE-TON XCAB TOTAL 851 6.3% 941 7.7%

MINIBUS

TOYOTA 
Quantum

1 150 8.5% 1 039 8.5%

VW Caddy 91 0.7% 47 0.4%

FORD Tourneo 
Custom

60 0.4% 0 0.0%

VW T5 
Transporter 
Cr-Bus

35 0.3% 24 0.2%

MERCEDES 
Vito

3 0.0% 6 0.0%

MINIBUS TOTAL 1 343 9.9% 1 126 9.2%

PANEL VAN

VW Caddy 91 0.7% 136 1.1%

CHEV Spark 74 0.5% 0 0.0%

TOYOTA 
Quantum

60 0.4% 63 0.5%

FIAT Fiorino 54 0.4% 0 0.0%

FORD Transit 
Custom

38 0.3% 0 0.0%

PANEL VAN TOTAL 441 3.3% 295 2.4%

GRAND TOTAL 13 534 100.0% 12 244 100.0%

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

Toyota’s 86 was the top-selling sports car in May with 61 sales.
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THE TOP SOUTH AFRICAN HCV / MCV MARKET FOR MAY 2013
(MEDIUM, HEAVY & EXTRA HEAVY COMMERCIALS, & BUSSES)

MANUFACTURER CATEGORY 2013 SHARE

MERCEDES-BENZ SA

MCV 236 8.9%

HCV 43 1.6%

XHV 357 13.5%

BUS 7 0.3%

MERCEDES-BENZ SA TOTAL 643 24.3%

GMSA

MCV 224 8.5%

HCV 96 3.6%

XHV 43 1.6%

BUS 1 0.0%

GMSA TOTAL 364 13.8%

UD TRUCKS

MCV 70 2.6%

HCV 169 6.4%

XHV 123 4.7%

UD TRUCKS TOTAL 362 13.7%

TOYOTA

MCV 175 6.6%

HCV 116 4.4%

XHV 17 0.6%

TOYOTA TOTAL 308 11.7%

VOLVO TRUCKS XHV 183 6.9%

VOLVO TRUCKS TOTAL 183 6.9%

MAN

HCV 12 0.5%

XHV 137 5.2%

BUS 22 0.8%

MAN TOTAL 171 6.5%

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

MANUFACTURER CATEGORY 2013 SHARE

SCANIA
XHV 134 5.1%

BUS 16 0.6%

SCANIA TOTAL 150 5.7%

TATA

MCV 56 2.1%

HCV 30 1.1%

XHV 37 1.4%

BUS 8 0.3%

TATA TOTAL 131 5.0%

IVECO

MCV 58 2.2%

HCV 6

XHV 11 0.4%

BUS 1 0.0%

IVECO TOTAL 76 2.9%

VOLKSWAGEN GROUP SA MCV 62 2.3%

VOLKSWAGEN GROUP SA TOTAL 62 2.3%

POWERSTAR XHV 55 2.1%

POWERSTAR TOTAL 55 2.1%

FAW

MCV 1 0.0%

HCV 8 0.3%

XHV 27 1.0%

FAW TOTAL 36 1.4%

NC2 TRUCKS SA XHV 28 1.1%

NC2 TRUCKS TOTAL 28 1.1%

PCSA MCV 24 0.9%

PCSA TOTAL 24 0.9%

JMC MCV 18 0.7%

JMC TOTAL 18 0.7%

RENAULT TRUCKS XHV 16 0.6%

RENAULT TRUCKS TOTAL 16 0.6%

FIAT GROUP MCV 7 0.3%

FIAT GROUP TOTAL 7 0.3%

BABCOCK XHV 5 0.2%

BABCOCK TOTAL 5 0.2%

VDL BUS & COACH SA BUS 2 0.1%

VDL BUS & COACH SA TOTAL 2 0.1%

VOLVO BUS BUS 1 0.0%

VOLVO BUS TOTAL 1 0.0%

GRAND TOTAL 2 642 100.0%

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

 TOP 5 SELLING PASSENGER CARS FOR MAY 2013

TYPE 2013 2013 SHARE

VW Polo Vivo 2 645 8.3%

VW Polo 2 292 7.2%

TOYOTA Etios 1 507 4.7%

TOYOTA Corolla 1 309 4.1%

FORD Figo 1 247 3.9%

TOTAL 31 925

 TOP 5 SELLING LCV CARS FOR MAY 2013

TYPE 2013 2013 SHARE

TOYOTA Hilux 3 076 22.7%

CHEV Utility 1 853 13.7%

FORD Ranger 1 627 12.0%

NISSAN NP200 1 476 10.9%

ISUZU KB 1 364 10.1%

TOTAL 13 534

Figures courtesy of SA Department of Trade and Industry and RGT SMART.
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Spot the difference. A rotary engine fi tted to a Mk I Ford Escort. 
Cars like this will abound at The Classic Car Show at Nasrec on 
July 7.

Anthony Taylor and Denis Murphey winning the Toyota Desert 
Race at the weekend. It was the duo’s second consecutive win in 
the 2013 national off-road racing championships.

This Sunday past was International Beetle Day. This example, 
owned by Alan Poulter, will be on show at The Classic Car Show, 
winter edition, at Nasrec on July 7.

Ian Groat’s immaculate Matchless G50 will be a star attraction at 
the 1000 Bikes show in Germiston on July 7.

The brutal-looking Audi R18 e-tron on its way to a 12th Audi 
victory in the Le Mans 24 Hour at the weekend. Drivers were Loic 
Duval, Allan McNish and Tom Kristensen.

Renault legends. An A110 Alpine and an R8 1300 Gordini..
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BY STUART JOHNSTON

Th e request from Monroe was an intriguing one. 
Present yourself at Gerotek testing facility with a 
guest in tow, preferably aged between 18 and 22. I 
had one that fi tted the profi le perfectly. Th e daugh-
ter of the brother of my girlfriend’s daughter’s hus-
band. Family, you understand.

Now, Rene Vidjak was the perfect subject. She’d 
only been driving about 18 months, and in a pow-
erful enough car, a Citroen DS3 with the 1,6-litre 
turbo engine. Her father, Davor, is a highly-skilled 
surgeon, and had actually ordered the less-powerful 
model for Rene, but due to availability issues she 
ended up with a hot turbo as her fi rst car.

She loves her car, saying with a delightful smile 
and a roll of her eyes that it’s “really, really fast”, but 
she’s cautious by nature, and not prone to really ex-
ploiting the limits of her hot little hatch.

So, Rene was the ideal subject for Monroe’s new 
driving course aimed specifi cally at teaching young 
drivers how to deal with a loss of traction in tricky 
dry-to-damp situations, how a car behaves when 
it does lose traction, and, most important in my 
mind, the eff ect that speed has in logarithmically 
increasing stopping distances.

Th e course is overseen by Vic Rich and his 
team of instructors, and Monroe are rolling it 
out in various centres country-wide, right now. 
In aid of increasing driver awareness, and also, of 
course, promoting their good-quality brand of 
shock-absorbers.

Rene, being an attractive young lady, was al-
most instantaneously chaperoned by a couple of 
young male course attendees, so I left  her to it, re-
locating to Gerotek’s hospitality area to bash out 
some AutoLive copy on my laptop, and gleaned her 
impressions of the experience on the trip back home 
to Th e Big Smoke, aft er what for her was a fun-fi lled 
and highly edifying day.

“Th e fi rst thing I want to do is book all my 
friends on this course,” she said. “It was defi nitely a 
lot of fun. Parts of it were scary, like when we were 
on the aquaplaning module, but on the other hand 
I was in the car with a professional so you assume 
nothing would go horribly wrong.

“Before today, I wouldn’t know if you should 
brake before hitting the pool of water, do you brake 
in the water, there’s so much you don’t think of 
when you’re driving.”

Rene also found the instruction on how to 
adjust the seat for a controllable driving position 

totally illuminating. Like most young people, be-
fore the course she tended to sit too far away from 
the steering wheel. Probably a hangover from older 
drivers who watched too many old-school racing 
movies from the ‘60s and ‘70s.

On the skid-pad test, where the youngsters 
were taught to cope with both understeer (front-
wheel-skid) and oversteer (rear-wheel-skid) situa-
tions, I rode in the back seat while Rene was at the 
helm, with the instructor up front. I was impressed 
with how she quickly began to sense when the tyres 
were starting to regain traction, and how she antici-
pated this by un-winding the opposite lock (correc-
tive) steering applied before the car snapped back in 
the other direction. Get them young, while learning 
speed is high and reactions are quick!

“Th ere was an element of nervousness, and be-
cause your colleagues are watching during one of 
the manoeuvres you want to do everything right. 
On the other hand, it’s good to get it wrong in that 
safe environment, because then you learn what you 
are doing wrong.”

Such insights from someone like that are heart-
ening. Th e whole experience for me emphasised 
once again how necessary the teaching of car-con-
trol skills are, and how they should be part of the 
driving licence test, rather than learning how to 
pull of on a hill while using the handbrake!

Having said that, I would say that there is room 
for improvement in most driving courses I have at-
tended on increasing driver awareness, protective 
and defensive driving, and anticipation of situations 
that could and do occur due to other people’s mis-
takes, and how to apply a safe measure of margin 
for error to accommodate the unexpected. Such as, 
drive in the left  lane, pass right, and keep a follow-
ing distance twice as big as everyone seems to think 
is appropriate.

Anyway, well done to Rene and all her fellow 
future-expert drivers, and well done to Monroe 
for this initiative. And may the awareness of their 
highly-rated brand of shock absorbers increase! ■

Rene Vidjak, the ideal candidate for Monroe’s new youth-orientated advanced 
driving course.

You’re safe in the hands of a Monroe 
driving instructor.
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