
 

By Stuart Johnston 

eneral Motors South Africa (GMSA) 

is to invest R1-billion over the next 

two years in a massive production 

expansion programme that will see the 

company build three model lines at its Port 

Elizabeth plant. 
The ambitious programme will also see 

GMSA expand its export drive into sub-

Saharan Africa with a potential reach of 41 

markets. 

AutoLive caught up with GMSA’s Ian 

Nicholls, Vice president for Planning for Sub-

Saharan Africa, on the Captiva launch in the 

North Western Cape. 

AL: What export reach does GMSA have at 

the moment? 

Ian Nicholls: At the moment we have an 

agreement to export right-hand-drive models 

of the current Isuzu KB series to what we call 

the South East African region, which is made 

up of Zimbabwe, Zambia, Mozambique, 

Malawi and Mauritius. 

AL: But that’s about to change when the 

new Isuzu KB range is launched at the end of 

2012, we believe. 

IN: Yes, we have been successful in 

negotiating the right to build both left- and 

right-hand-drive variants of the Isuzu KB line 

for distribution throughout Sub-Saharan 

Africa. Initially this will open up the lucrative 

markets in Kenya, Angola, Nigeria and 

Ghana. Potentially, this will give us access to 

a total of 41 markets with our next-generation 

Isuzu. 

AL: You currently build the KB Series, as 

well as the small Chevrolet pick-up, 

previously known here as the Corsa. The  

small pick-up is due for replacement soon. 

IN: Yes, the new generation Chevrolet 

three-quarter ton pick-up comes on stream 

here in the third quarter of 2011, and this is 

being built here in South Africa. The current 

Chevrolet small pick-up is still being built but 

it is being phased out. 

AL: And there is a third model line 

scheduled for production at your Struandale 

plant, we believe. 

IN: Yes, the new Hot Spark, the M300 

series, will also go into production in Port 

Elizabeth, from the end of this year. 

AL: What does this expansion programme 

mean in terms of job creation? 

IN: In total, as far as General Motors is 

concerned it will mean 500 new jobs will be 

created at our plant. Already, 300 new jobs 

have been created since the programme has 

been put in place. But when one takes into 

account the spin-offs of job creation amongst 

our suppliers, I have seen a multiplier factor of 

up to six being factored, so the benefits to the 

region (Eastern Cape) are far reaching and 

significant. 

AL: Recently the heads of both Mercedes 

and BMW’s South African operations have 

been sounding warnings that the wage 

increases negotiated by NUMSA could very 

easily make our South Africans plants 

uncompetitive. Do you echo this sentiment? 
IN: I think the competitiveness of the 

South African motor industry is a challenge 

for all of us, and it is not just restricted to 

wage increases. Against us, we have our 
distance from the large global markets, the 

fact that we produce vehicles in relatively 

small volumes, and we have some of the 

highest port charges anywhere. Material  

logistics are another concern for all of us. 

AL: What about local content: Is there a 

drive to increase local content, using South 

African component suppliers? 

IN: Again, it’s a question of volume. The 

more volume you have, the more feasible it 

becomes to use local suppliers, because then 

the numbers make it worthwhile for local 

suppliers to tool up for components. Right 

now the current Isuzu KB has a local content 

of 40 percent, and the Chevrolet utility pick-

up a bit less than that. But as we grow our 

volumes, we will increase this figure. 

AL: Will this bring you into line with the 

new APDP guidelines in terms of local 

content? 

IN: There aren’t any local content 

minimum requirements at present. What we 

are working towards is the APDP requirement 

that each local manufacturer produces a 

minimum of 50 000 vehicles annually by 

2013. 

AL: Are you confident that GMSA will 

achieve this figure? 

IN: Oh yes. 

AL: The new model lines will make up for 

the loss of Hummer production suffered by 

General Motors towards the end of 2009. 

IN: Yes. The economic down turn was a 

painful correction. 

AL: Moving beyond locally produced 
vehicles, GM has some very exciting products 

to be introduced in the next 12 months. 

Continued next page    
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Continued from previous page 

IN: Yes. Moving beyond Captiva, 

introduced now in May we have the Orlando 

in July, the Chev Utility in the third quarter, 

the locally-produced new-generation Chev 

Spark in the fourth quarter of 2011. Moving 

into 2012 we have the new generation of the 

Aveo in both body styles, then the hatchback 

version of the Cruze. And towards the end of 

2012 the next generation of Isuzu KB. And 

then we have some Opel surprises, which 

we’ll be springing on the market as well. 

AL: What sort of Opel surprises? 

IN: (Laughs). If you look at the history of 

the Opel brand in South Africa, we’ve 

supplemented the Corsa with the Astra. The 

whole idea is to have as broad a spread of GM 

product as possible, to cover as many of the 

bases as possible.  

 

Ian Nicholls, now 49, was educated at Alexander Road High in Port Elizabeth 

and achieved a B-Com degree at the University of Port Elizabeth, before being articled 

to Deloitte and Touche, qualifying as a CA in the late 1980s. 

He joined what was then Delta Motor Corporation 21 years ago (now it is 

once again known as General Motors South Africa) leaving Deloitte and Touche 

“to gain experience”. He worked in the finance division and then set up a 

subsidiary company within the GM family to manufacture catalytic converters, 

which he ran for three years. The company, precision Exhaust Systems won the 

GM global supplier award for catalytic converters for seven years in a row. 

Nicholls then moved back to GMSA to be responsible for purchasing in the 

PE plant. When Delta was being re-integrated into the General Motors family, 

he moved to Germany for three years to study global purchasing. In 2001 he 

returned to South Africa to work in the sales and marketing department in 

Johannesburg, and moved back to PE to take responsibility for product 

planning. 

In 2007 he moved to the US where he was global segment director for pick-up 

trucks and then came back to his current assignment, the Vice President for Planning 

for Sub-Saharan Africa. 

“It was a very exciting time to be in the US, when the wheels started to fall off 

the industry. As stressful as it was there was still the opportunity to learn, to 

understand just what it takes to survive when you are under that much pressure. 

“You don’t have that kind of change in the industry every year – thank 

goodness. The US industry went from just over 18-million units to 11,5 million 

units in a year. If you consider that we were in Chapter 11 bankruptcy through 

June and July in 2009 and in 2010 returned to a year of full profitability, that was 

a remarkable recovery. 

“Sure, the company and the government took a lot of criticism, but if you look 

at the number of jobs it ultimately secured, it was probably one of the bravest 

decisions the US administration has had to make.” 

Spark III being readied for 

production in PE, with visiting 

Korean engineers on hand  

While reasonable precautions have been taken to ensure the accuracy of the advice and information given to readers, neither the 
Editor, the Proprietors, nor the Publishers can accept any responsibility for any damages or injury which may arise therefrom. 
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A Big Welcome to AutoLive, the electronic magazine that keeps you in touch with the South African Motor Industry. Twice a month AutoLive 

will keep you up to date with the news behind the scenes - stories that often don‟t make it into the popular media, as well as investigating the 

various aspects of the big news-breakers. 

    The concept of AutoLive is a simple one: it caters for everyone working in the motor industry in South Africa, or indeed in industry-related 

fields. So we‟ll bring you the big news on what the major manufacturers and importers are up to, but also the finer details of what‟s happening 

in the component and aftermarket fields, trade unions, financial services and, interestingly to everyone, the sales fields. 

Especially exciting for the publishing team is that our readership includes members of the RMI, MISA, NAACAM and McCarthy Group, as 

well as many other leading industry people.  

    In this first edition you‟ll notice a number of pages devoted to a complete breakdown of the April Naamsa sales figures. We‟ll run this 

detailed analysis in our second edition of each month. In the first edition (the next AutoLive appears on June 9) of each month we‟ll bring you a 

less-detailed, but still comprehensive summary of the latest overall sales figures for the previous month, an important barometer of how our 

industry is shaping up. 

    We are proud to have experts on the trucking industry on our staff, and again, the trucking business is not only interesting in a technical 

sense, but is an accurate indicator of the South African economy as a whole.  

 Overseas news is also a big feature of our publication, and we‟ll be covering industry trends across the globe, including, of course the vast 

strides the Chinese industry is making at what seems to be an incremental rate. 

We have to admit it, though. The staffers at AutoLive are died-in-the wool petrol heads at heart, like just about everyone else working in the 

motor industry. So yes, we‟ll be covering new model releases, and getting to drive them too, so that we can keep you abreast of what‟s good 

and what‟s not. 

We are extremely proud of the fact that, from this very first edition, we have a mailing list of over 13,500 which makes AutoLive an extremely 

attractive advertising proposition straight out the blocks. We hope to be hearing from you out there on anything and everything to do with our 

new e-zine, and the industry at large. 

 

Stuart Johnston, Editor 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Meet the AutoLive team 

Editor Stuart Johnston has been a motoring 

journalist since the late 1970s and has worked on 

major publications around the country, including 

Pretoria News, Car and Drive Magazine. He’s been 

around cars and car-related happenings for as 

long as he can remember, with a keen interest in 

automotive technology. 
 

Last but not least the doyen of 

motor industry news, Roger 

Houghton. His industry career 

dates back to the 1960s and for 

many years he was the public 

relations “face” for Toyota South 

Africa. He has written about the 

motor industry here for over two 

decades, and as General Manager of AutoLive, he 

brings a mix of experience, knowledge and enthusiasm 

unmatched in this country. 
 

 

Deputy Editor Tristan Wiggill brings an excellent 

incisive writing style to AutoLive and a no-

nonsense approach to industry and motor-

related matters. He spent a number of years as 

journalist on the weekly  motoring supplement, 

AutoDealer. 

 
 

Kay-Leigh Els is the vibrant person you’ll love to 

speak to if you are interested in advertising on 

AutoLive. Our Sales Executive has spent a number 

of years in the sales fields of both the motoring 

and publishing industries. 

 

  

 

Christine Marincowitz manages the production 

and distribution of the e-zine and is the 

www.autolive.co.za webmaster. She is passionate 

about digital communications and can be found 

behind her keyboard in the wee hours of the 

morning. 
 

What they’re saying about AutoLive: 

In the build-up to AutoLive’s roll out we sent 

out a dummy edition to a wide range of 

industry insiders. This is what they had to say: 
 

Gary Farrell, CEO of Inspectacar: 

“This looks awesome.” 

Graham Eagle, Sales & Marketing Director, Honda SA: 

“Exactly what the industry needs.” 

Richard Mingfield, Toyota Dealer Network: 

“Brilliant! Well done!” 

Andile Dlamini, VW Brand Public Relations Manager: 

“Great design and story mix.” 

Piet van Wyk de Vries, former head Toyota SA Trucks:  

“Toe ek begin lees kon ek nie stop nie.” 

 

http://www.autolive.co.za/
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By Stuart Johnston 

The high wage increases facing the South 

African motor industry could lead to 

significant job losses in the R45-billion 

automotive component manufacturing 

industry, according to the National 

Association of Automotive Component and 

allied Manufacturers (NAACAM). 

The organisation‟s Executive Director 

Roger Pitot points out that labour makes up a 

much larger percentage of overall production 

costs for component manufacturers, than it 

does for vehicle manufacturers - in some cases 

being as high as 30 percent of the company‟s 

costs. 

“The Unions need to start realising that 

irresponsible wage demands will result in job 

losses,” said Pitot. 

NAACAM‟s warning follows on similar 

messages of concern expressed in the past 

month by the South African heads of two of 

the top German car manufacturers with major 

export programmes, BMW and Mercedes-

Benz. 

BMW South Africa‟s Managing Director 

Bodo Donauer pointed out recently that the 

wage increases negotiated in 2010 by the 

National Union of Metal Workers (NUMSA)  

will mean that labour costs across the motor 

industry would effectively rise by 30 per cent. 

Ominously, Donauer stressed the fact that 

“there are a lot of suppliers in the world.”  

Mercedes-Benz‟s out-going CEO for its 

South African operation, Hansgeorg Niefer, 

said the wage increases were a threat if they 

remained higher than the inflation rate, as this 

was not the case in major competitor 

countries. 

NAACAM‟s Pitot said that despite several 

meetings last year, where his organisation 

explained the global nature of the industry and 

how critical it was to become more cost-

competitive “it seems NUMSA totally ignored 

our input.” 

The number of people employed in the 

vehicle and component manufacturing 

industry was estimated at 64 000 people in 

2010, although this figure is rising due to the 

accelerated economy and resulting increase in 

motor vehicle sales. 

NAACAM has a membership of some 

43 500 people employed by 190 national 

member companies and associated members 

in the fields of logistic, financial services and 

IT. It is estimated that annual sales of products 

produced by the component and motor-

associated companies totalled R42-billion in 

2010. Nearly 40 percent of this figure (R17,-

billion) is ascribed as sales to vehicle 

manufacturers. 

In the longer term, Pitot says that the 1, 2-

million target for annual vehicle production, 

set by the Automotive Production and 

Development Programme for 2020 is vital to 

SA‟s viability as a motor manufacturing 

country. “Only by achieving volumes in 

excess of 100 000 per model can we become 

globally competitive.” 

Apart from lower wage demands, 

NAACAM points out that the industry needs 

other favourable factors to be implemented. 

These include more affordable electricity, 

more competitions for monopolies such as 

Arcelo Mittal and Transnet.  

The strong value of the Rand is also 

challenging to the component industry, as it 

renders imported components much cheaper 

and jeopardises exports, which are in many 

cases utilised by component manufacturers to 

justify investment in expensive manufacturing 

machinery.  

On a positive note, Pitot says NAACAM 

welcomes the trend of South African motor 

manufacturers in producing fewer model line 

ups. “It is much better to produce 100 000 

pieces for one model than it is to produces a 

fraction of those for three or four models.” 

LLooccaall  ccoommppoonneenntt  mmaannuuffaaccttuurreerrss  uunnddeerr  tthhrreeaatt,,  dduuee  ttoo  hheeffttyy  wwaaggee  bbiillllss  

RRooggeerr  PPiittoott  
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By Roger Houghton 

The South African motor industry needs 

a domestic market of 750 000 vehicles 

annually by 2020 to support the planned 

manufacturing target of 1,2-million vehicles 

which is the vision of  both NAAMSA and 

the government. 

This means the ratio of vehicle ownership 

in SA must increase over time from the 

current 130 vehicles per 1 000 people to about 

170 vehicles per 1 000. This is the view of the 

recently retired former CEO of the McCarthy 

Group, Brand Pretorius. He was addressing 

the topic “The state of the motor industry and 

pre-requisites for a sustainable future,” at a 

recent conference organised by the 

Automotive Industry Development Council 

(AIDC). 

Pretorius said this high level of growth will 

contribute to the motor industry boosting 

employment and acting as an engine for 

economic growth in line with the national 

economic strategy, which views the motor 

industry as “a strategically important national 

asset”. 

However, he said that there is a long road 

to walk before these volumes become a 

reality. Added to the volume challenge is the 

need to deliver quality returns to shareholders 

and to retain the confidence of international 

investors, as the vehicle makers alone have 

invested more than R34-bn in SA since the 

year 2000. 
“Firstly we have to become a more 

respected member of the international 

automotive industry as a producer of world 
class quality products at competitive prices, 

with consistency of supply, a high level of 
expertise, adaptability and the ability to 

respond rapidly to changing circumstances,” 
added Pretorius 

He said that there are many pre-requisites 

for sustainable successes in the future. Here he 

listed a stable political and social environment 

that will lead to an economy with sustainable 

growth in the range of at least 4 - 6% per annum 

which will result in an increase, in real terms,

of disposable income which is required to 

grow the domestic vehicle market to 750 000 

units a year in less than a decade.  

“This rate of growth will require an 

infrastructure that can cope with the increased 

business and this means that energy supply, 

ports, terminals, road and rail networks all 

require urgent attention, although the R10,3-

bn investment in roads this year is 

appreciated”, explained the experienced 

industry commentator. 

“The Golden Triangle of a common vision 

between government, management and labour 

is a vital component in developing a truly 

sustainable motor industry in South Africa,” 

continued Pretorius. “It must be an important 

component of the Industrial Policy Action 

Plan 2 (IPAP 2).” 
“We also need a regulatory environment 

that is conducive to growth in both domestic 
sales and exports. This is where we have 
benefitted from the MIDP since 1995 and now 
have the APDP, which comes into effect in 
2013 and runs until 2019. These programmes 
are crucial to the vision of a sustainable and 
viable motor industry. Above all the 
government and its agencies need to be 
predicable and transparent in the way they 
manage these policies. 

“Unfortunately we already have some negatives. 

One of these is the rigid labour legislation and 

another is a shortcoming in the APDP which 

offers limited incentives in relative terms, to 

component manufacturers. We must also arrest 

the ongoing rising labour costs, which are 

running at a higher rate than inflation, while 

frequent strikes are also a major negative. 

“Not only are labour costs high, but we also 

need to make a disproportionate investment in 

the development of our human capital. It is 

vital that we encourage apprenticeships to 

build a stock of hands-on technical skills, 

because the current feeder system is 

inadequate,” explained Pretorius. 

He also stressed the importance of developing 

effective, inspirational leaders as these people 

are the single most important advantage in 

every world class organisation. 

Switching to the vehicle manufacturers 

themselves Pretorius said they must offer 

more affordable vehicles as this is the key that 

will deliver sustainable growth to the price 

sensitive local market. He said that marketing 

is also changing radically and it is no longer a 

“market place” but a “market space” where 

social networks and the internet in general 

play an increasingly important role. This 

approach applies not only to the vehicles 

themselves, but also to after-sales service. 

Pretorius said it was important that 

meaningful progress is made in the 

sustainability imperatives such as quality 

governance in line with King III, the new 

companies and consumer acts as well as 

transformation in line with Codes of Good 

Practice, social upliftment and community 

involvement and the protection of the 

environment. 

“Our industry can and will play an 

increasingly important role in bringing about a 

“better life for all”. It already contributes 

about 6,2% to GDP, employs almost 340 000 

people, making it the third biggest employer 

in the country, is the biggest source of foreign 

direct investment and is No. 1 in the local 

manufacturing sector. 

“I am certainly facing the future with 

confidence and excitement,” concluded 

Pretorius. 
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Motor Industry authority, Brand Pretorius 
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AutoLive chats to  

Bram van der Reep 

By Stuart Johnston 

Like its fellow Swedish car company 

Saab, Volvo has seen some turbulent times 

in the past few decades, having been taken 

over by Ford in the 90s and then in 2009, 

by Chinese automaker Geely.  

Far from suffering under from a loss of 

identity, however, Volvo emerged stronger 

than ever under American ownership and sets 

seem to do the same under Chinese “rule”. 

The launch of the new S60 and V60 range 

has been a welcome image boost for Volvo, 

with the company targeting a younger 

clientele as Mercedes-Benz realised it needed 

to do in the mid-„90s. 

The “naughty” image Volvo has adapted 

for the S60 is attracted showroom floor 

movement, (although volumes are still 

modest) while there are hints that Volvo might 

enter a high-volume segment of the market in 

the next 18 months. 

We spoke to the MD of the South African 

operation, Bram van der Reep. 
 

AL: How much interaction is there between 

Volvo and Geely, the Chinese owners of 

Volvo? 

VDR: At board level, obviously there is 

strategising between the two brands. But 

Volvo operates as a completely separate 

entity, something which makes me very 

happy. Geely and Volvo understand that those 

brands have to be separated long-term. 

AL: You‟ve launched the S60 and V60 series 

with a strong performance image, something 

that has been missing from Volvo since the 

late 1990s. How has this been working in 

terms of sales? 

VDR: We‟re in a growth mode again after 

a really difficult 2009 and part of 2010, and 

we are happy. The S60 is such a good fit in 

the premium sedan market and we are proving 

the car to be apace with the leading German 

brands in this segment. The styling is there 

and the performance dynamics are in the car. 

AL: There has been a big thrust from 

Volvo to get driver involvement back into the 

feel of the car. 

VDR: You‟re right, it‟s something we 

started with the XC60. 

AL: Have you seen this message getting 

across, in terms of sales? 

VDR: We see the S60 picking up. There 

are much more feet on the showroom floor. 

But not enough test drives as yet. We have 

to underline our specific statements more 

intensively in this very challenging market. 

AL: What about re-sale values? 

VDR: We have seen a nice upswing in used 

values on our cars, very much comparable to 

the brands we‟d like to compare ourselves 

with. The even better news is that with our 

higher residuals, it contributes to our new-car 

sales. 

AL: How many dealers does Volvo have in 

South Africa? 

VDR: We have 24 dealers, including the 

areas of Namibia and Botswana. We are 

looking at the potential in the metropolitan 

area, but we see potential, especially in the  

south of Jo‟burg. 

AL: Any even more exciting models in the 

pipeline? 

VDR: Yes, we do have, although I‟m not 

prepared to give details at this stage. We‟re 

confident of a very exciting introduction in the 

next 18 months. That will also be very positive 

for us, in terms of volume, but also entering that 

specific segment. 

AL: Does this have anything to do with the 

new large car Volvo unveiled in concept form 

at the Shanghai Motor Show? 

VDR: Well, that was very specific for the 

Chinese market, very clever to do that, 

because there is a demand for that sort of long 

wheelbase car there. Our S80 in an enlarged 

version is very much entering the question. 

It‟s good to see the direction, in terms of 

styling, where we want to go to. 
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By Jeff Osborne, 
CEO, Retail Motor Industry 

Ever since the Broad-Based Black 

Economic Empowerment Act was gazetted 

in February 2007, the RMI has received an 

increasing number of enquiries relating to 

the BB-BEE status of its members. Among 

these potential clients are fleet owners, 

insurance companies and corporate entities, 

and these requests for BB-BEE status 

confirmation now occur on a daily basis. 

In response, the RMI is establishing a 

National Quick-Reference Register of RMI-

associated enterprises which meet BB-BEE 

requirements. This will lead to improved 

administrative efficiencies and simultaneously 

present members with additional marketing 

and business opportunities. 

I‟d like to stress that participation in the 

project is free and entirely voluntary, but I 

strongly urge members to join as the benefits 

will be numerous. 

Firstly, being listed in the register will give 

RMI members the edge over non-member 

businesses which are unable to take advantage 

of the public platforms at our disposal, such as 

Automobil, the RMI website and association 

newsletters. 

RMI members will be able to promote their  

BB-BEE compliance through these powerful 

communication channels, as well as the 

organisation‟s road shows, associational 

meetings, BB-BEE seminars, informational 

forums and Thethani, the voice of customer 

care consultants. 

Secondly, the Register is aimed at 

reinforcing credibility within the marketplace 

with respect to potential customers, who may 

be hesitant to establish business relationships 

with companies which are dragging their feet 

in the vital transformation process. 

Purely for these reasons, joining the BB-

BEE Register makes good sense. But there are 

deeper issues involved too. 

The stimulation of economic growth and 

enterprise development was one of the primary 

motivating factors behind the establishment of 

Broad Based Black Economic Empowerment, 

and these are aims which the RMI fully supports. 

A strong, coherent and effective voice of 

business is vital in ensuring that the broad-based 

strategy meets its objectives. 

In the RMI‟s case, establishing the BB-

BEE Quick Reference Register will set an 

example that will be beneficial not only for 

our members, but for other sectors of the 

economy to emulate. 

 

To assist its members to participate  

in the BB-BEE Quick Reference 

Registry, the RMI published a fax-

back registration form that lists 

members BEE compliance. 

This was printed in the RMI’s official 

publication, Automobil, in the  

May 2011 edition. 

For further information, members 

can contact the RMI4BEE helpline 

on 0861 764 233 

  



 

2288  MMaayy  22001111,,  PPaaggee  8  

By Stuart Johnston 

The South African motor industry has to 

take responsibility for a programme 

enabling its employees to achieve required 

skill levels for ever-increasing technology in 

the workplace. This is the view of Dana de 

Villiers, CEO of The Motor Industry Staff 

Association (MISA). 

“When we talk about skills shortages, 

particularly at technical level, we might have 

enough qualified technicians, but there is a 

lacking in the required skills sets at the top 

level of technology required in maintaining 

and repairing the increasingly complex 

vehicles of today,” says De Villiers. 

“The focus has to shift to creating a skills 

pipeline that is fed from the bottom to the top. 

But the place to start is not at the bottom, but 

higher up .The problem in the field of training 

in the broad South African sense, is that we 

are too caught up in training un-employed 

people, with the view that once a basic set of 

skills is achieved, those people will find jobs. 

“This is not happening, because there 

simply aren‟t enough jobs. My view is as 

follows: At artisan level, those with 

potential should be identified and trained to 

become master artisans. This will in turn 

make space for people with potential, one or 

two levels below, who can then be trained 

as entry-level artisans. And so you feed the 

pipeline. 

“Your general workers can move up to be 

trained as repair shop assistants and that again 

opens up opportunities for unemployed people.” 

to enter the fields of IT than the motor 

industry, because of perceived status issues. 

“Ironically,” says De Villiers, “today‟s 

modern workshops are choc-a-block with 

computers. I would love to create a mobile 

model of a modern workshop, and transport it 

with an 18-wheeler to out-lying regions so that 

kids can see what working on motor vehicles 

entails in the modern environment.” 

MISA‟s statistics gleaned from its 

membership indicate that some 65% of motor 

technicians are under the age of 39, which De 

Villiers believes is a “big positive” that needs 

to be built upon. With the impressive strides in 

economic activity made in 2010 and the early 

part of 2011, he believes the time is ripe to 

have a big recruitment drive within the industry.  

 “When I point out to industry employers the 

massive growth in sales volumes over the past 

15 months, I usually get the reply that we 

must remember that these figures are coming 

off a very low base. 

“My reply to this is that, while this is true, 

the industry is operating off a lower 

employment base. There were massive 

retrenchments in the last part of 2008 and 

2009 and while production volumes have 

increased dramatically, we haven‟t seen the 

same levels of employment increases. 

“In other words, the employers are doing 

much more business, but with the same 

amount of staff members. Which of course 

means, those that are employed are expected 

to do more work for the same remuneration.”

At this year‟s Automechanika exhibition, 

De Villiers took note of a presentation made 

by Robert Bosch, which highlighted the fact 

that young people today were much more keen  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

We need to create a training 

pipe-line from bottom to top, 

but ironically the place to start is 

somewhere in the middle. 

Which of course means that 

those currently employed are 

expected to do more work for 

the same remuneration. 

About MISA 

 The Motor Industry Staff Association is a trade union that currently has a membership of 34 600 members. MISA 

represents the interests of staff employed in the motor industry in clerical, sales, stores, management, qualified 

artisans and semi-qualified technical positions. 

 MISA’s roots go back to 1929 when the SA Motor Union was formed, which only represented technical staff. In 

1948, MISA was formed to look after the interests of clerical and sales staff in the motor industry, and in 2003 

MISA merged with the technically orientated Motor Industry Employees Union. 

 MISA member benefits include compensation from a benefit and funeral fund, retrenchment benefit fund, a disability 

benefit fund, maternity benefits, and legal representation at disciplinary hearings, arbitration and labour court. 

 MISA headquarters are in Northcliff, Johannesburg, and there are additional offices in Durban, Port Elizabeth, 

Bloemfontein and Cape Town.  
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By Tristan Wiggill 

How non-approved accessories 

unseat safety 
 

When car-buying customers are not 

satisfied with the range of manufacturer-

approved options available at dealer level, 

often because of comparatively high prices, 

they have the option of finding and fitting 

cheaper alternatives elsewhere.  

Many of these items are neither 

manufacturer approved nor SABS (South 

African Bureau of Standards) tested. 

Manufacturers deem these extras “not within 

specification” which means not up to scratch, 

un-documented and largely unknown. It also 

means customers can unwittingly compromise 

their vehicle‟s rated level of safety and render 

their manufacturers‟ warranties null and void.  

A popular accessory that‟s given little 

thought or attention to is the fitment of a 

leather interior. If a customer wants his or her 

vehicle to be equipped with a full leather interior, 

but the particular model is not available from the 

dealer with leather as standard, the vehicle is 

supposed to be sent to an approved, contracted 

upholsterer at an agreed cost to the buyer.  

The cost is higher than at a non-approved 

upholsterer because they use the best materials 

available and do not compromise in any aspect 

of their business.  But how do you know that 

your car is going to an approved fitment 

facility? Can the dealer prove this with the 

correct documentation and certificates? I‟m 

told there are unscrupulous fitment centres - and 

dealers - that purchase substandard materials 

which approved suppliers have rejected. Car 

seats are then covered in what you think is high-

quality hide, but is in fact nothing more than 

dressed up vinyl, patched together with inferior, 

discarded off-cuts. 

In this way, dishonest dealers make a 

handsome profit and the buyer is none the 

wiser - until a burning cigarette falls onto the 

seats, burns right through and damages the 

seating area. Or worse, the seat ignites and 

burns rapidly after an impact - with you 

trapped inside. By contrast, approved leather 

fitment centres develop and use fire-retardant 

materials, ensuring this type of thing is 

avoided.  

Non-approved leather suppliers are also 

seldom airbag compliant, meaning dealers run 

the tremendous risk of incorrect removal and 

re-installation of airbags, modules and 

sensors. Complex airbag wiring harnesses can 

be damaged or cut fairly easily. Worse, who‟s 

to say seat sensors don‟t get removed and then 

not reinstalled? Imagine the lawsuits and 

claims levelled against a dealer and/or 

manufacturer if airbags failed to deploy or did 

so incorrectly and a life was lost as a result… 

In the event of an airbag deploying in a smash, 

most non-approved suppliers claim to have airbag 

insurance.  But are they able to verify this if need 

be?  Do they have a manufacturer-approved 

facility that uses documented seams (special 

airbag seams) or certificates for proof of testing?   

By not being in compliance with 

manufacturing standards, non-approved 

upholsterers do not comply with a manufacturer‟s 

strict selection criteria. The procedures of its 

manufacturing are thus not documented and, 

therefore, warranties by manufacturers and in 

some cases dealers, simply cannot be verified. 

In the US, a well-known brand discovered 

that the occupant sensing system that 

determines when the front passenger airbag 

should be turned on or off was engineered 

only for the original cloth interior and not for 

aftermarket leather. But because leather had 

been equipped to hundreds of their vehicles by 

a car rental company before being resold, the 

maker had no choice but to buy back the 

vehicles, so serious were the potential risks. 

All of these scenarios can be avoided by 

asking the dealer to prove the credentials of 

the companies they partner with. If this cannot 

be done, you have the right to spend your 

money elsewhere.  

 

  

The correct stitching for airbag deployment is essential. Original Equipment 

leather is always preferable in cars with seat-located airbags. 
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By Stuart Johnston 

Making motorsport work for 

your company  

Visit the posh, vaguely colonial-looking 

two-story premises of Motorite in Sunninghill, 

and you’ll be struck by the fact that in the 

entrance hall, the legend “Motorite Racing” 

takes a prominent position on a wall 

displaying the various companies that make 

up the Motorite empire. 

And an empire it is, considering that by 

some informed estimates its business is worth 

some R800-million a year. 

Motorite sells insurance for motor vehicles. 

Not accident cover, but mechanical 

warranties, service and maintenance plans. It 

deals through big corporations – 

manufacturers, finance houses and the like – 

as well as dealerships and smaller workshops. 

Warranties, service and maintenance plans for 

new and used vehicles is what it‟s about for 

Motorite, and yet to the man on the street, it‟s 

a name that has no immediate brand value. 

Unless you‟re a motorsport fan, that is. For 

the past seven years or so, Motorite Racing 

has been highly successful in both off-road 

racing and rallying. In 2009, its star driver and 

indeed the boss-man of Motorite‟s racing 

division, Evan Hutchinson won the South 

African off-road championship. 

“We have ploughed many, many millions 

of rand into racing,” admits Hutchison. All 

well and good, and spectators across the 

country are grateful there are firms like 

Motorite willing to do so. But how does the 

company reap some returns from such a heavy 

promotional outlay? 

“We create relationships through our 

racing, it‟s as simple as that” says Hutchison. 

“Although we don‟t deal with the man in 

the street, when one of our sales people visit a 

workshop or a finance house and tells them 

who we are, they say “oh, yeah, I‟ve heard of 

you guys‟. 

“Normally it‟s not directly, but through a 

friend of a colleague who happens to be a 

motorsport fan, that sort of thing. So there‟s a 

foot in the door, we have credibility. 

“The other more important aspect is 

relationship building, with new clients yes, but 

most importantly with existing clients. And 

we use the Off-road racing car in a very 

strategised way for this purpose. 

“Before every race meeting, on a Thursday 

before the race starts, I go testing with my car, 

a shake-down run, because we completely re-

build the car after each and every race 

meeting, it‟s stripped down to every last nut 

and bolt. 

“Instead of just me and a few mechanics 

going out to a piece of veld outside Jo‟burg, 

we arrange a corporate day for clients to 

coincide with a race meeting in a specific part 

of the country. 

“So if we‟re racing in, say, KwaZuluNatal, 

we‟ll contact the area rep well in advance and 

he lets his important clients know that we‟ll be 

there from early morning to sundown, and that 

this will be a once in a lifetime chance to 

experience a top-level, mega-horsepower  off-

road racing car. 

“The guys arrive, they are given caps, T 

Shirts, a quick briefing by myself on what off-

road racing‟s all about and what it takes to 

drive one of these cars, and then as the day 

unfolds and we work the car through its paces, 

the guys take turns to ride with me as co-

driver. 

“It‟s a life-changing experience for them, 

they‟ll never forget it, and for ever after, when 

it comes to warranties and so-on, Motorite is 

going to be top of mind. We do that in all the 

places we race, and that‟s in all parts of the 

country, so it‟s like a road show for our brand. 

And of course, the guys nine-times out of 10 

come to the race the following two days and 

cheer us on as part of our team. 

“We take that idea further at various points 

in the season, when we have road shows for  

big clients, the Wes banks, the BarloWorld 

Uni-Trans level of customers. 

“Here we really go to town, and we plan it 

well in advance, so that the bigger firms even run 

internal competitions to see who gets to go in the 

car. We hire a videographer to film the entire 

day, we do a mini-interview with each guy as he 

gets into and out-of the car, and we send that to 

him so he has a memory to keep forever. 

He gets the full cap, T-shirt, collar shirt and 

jacket treatment. 

“I have my own chef for the team, who has 

been catering for me for years. He lays on a 

proper lunch, drinks are served in glasses, and 

sometimes we even have some form of other 

entertainment laid on, out there in the bush. 

“One thing we are attentive to is that on  

these corporate events, the day belongs to the 

client, not us. So they often have some sort of 

business-orientated presentation or discussion 

of their own prior to getting in the car, so it‟s 

team-building for them 
“When the guys come to the race proper, 

once again we make them feel part of our 

team, and if they‟ve been in the car they have 

good idea what we are going through in the 

race. So, say we have a problem on the 

prologue day on the Friday, we‟ll discuss it 

with our guests, and tell them how we are 

going to fix it. 

“So the next day those guys are standing 

there watching us fight through from the back 

of the field, and now they are with us all the 

way. And at the finish line they are shouting 

and cheering just like the mechanics. 

“It‟s so different from the guy who attends 

his first off-road race and stands by a road or 

river crossing and doesn‟t really know what‟s 

going except there‟s a bunch of cars going by. 

“It‟s in the details, and what surprises me is 

how few teams are doing it. I even sub-

contracted my chef to do catering for Toyota 

for two years, during the time I was rallying 

one of their cars, because for some reason they 

weren‟t doing it themselves. 

For us, it‟s not just about putting a sticker 

on a car, it‟s a whole brand-building exercise.”  

 

Evan Hutchison 
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European carmakers and 

luxury brands hog Shanghai 

spotlight 

By Tristan Wiggill 

While European carmakers were once 

second-tier exhibitors at the Shanghai auto 

show, this year they took centre stage, 

debuting more than a dozen production 

and concept cars.  

China, now officially the world‟s largest car 

market, continues to grow faster than any other 

global region, thereby strengthening its 

importance to European, and global, carmakers.  

German carmakers Volkswagen, BMW, 

Audi and Porsche attended with brand new 

profiles, while Bugatti and SEAT, under VW, 

made their first appearances.  

The Volkswagen Group sells more cars in 

China than in Germany and, not surprisingly, 

used the Shanghai stage to unveil crucial 

models such the Audi Q3 compact SUV, as 

well the third-generation Beetle. 

BMW set its own record with a 4000 

square meter booth and brand new booth 

design as well as exhibits. The rakish new 

BMW 6-series coupe debuted, while the 

world's largest premium car brand chose a 

(nominally) communist country to unveil its 

fastest 5-series model ever, the concept which 

previews the next M5. 

France is still the biggest market for Citroen,  

but the French automaker invited about 100 

journalists from all over the world to Shanghai to 

see it unveil the third model in its near-premium 

sub-brand, the DS5.  

 Even Renault, which is not selling cars in was  

China in significant numbers yet, decided it time 

to showcase its entire line-up, including the Dezir 

concept. 

While the theme of this year‟s show was 

“Innovation for Tomorrow” reflecting a new 

technology revolution and numerous low 

carbon technologies, the growing demand for 

luxury and super luxury cars was markedly 

evident. On the very first day of the show, 

luxury carmakers witnessed revved-up interest 

as their vehicles received a heartening 

response. 

With a rising number of Chinese youth 

wishing for an individual and opulent 

lifestyle, the country currently holds huge 

potential for the development of a vast ultra-

luxury car sector. China is now home to 

nearly a million millionaires, says the Hurun 

Wealth Report 2011, a figure that is up 9.7% 

over 2009.  

"Chinese consumers love to show off their 

wealth by having unique luxury products or 

getting them one step ahead of the others," 

said Zhong Shi, a Beijing-based auto analyst, 

adding the prosperity driving China's luxury 

car market was set to continue. 

"China is one of the top markets for 

Lamborghini's biggest market this year, after  

its sales nearly tripled year-on-year in 2010. 

Italian sports car brand Ferrari anticipates 

China to overtake other countries and become 

its second-biggest market from its current fifth 

position, and sees huge potential. In 2010, it 

delivered around 300 of its cars to consumers 

on the Chinese mainland, a record number for 

the company and an increase of nearly 50% 

compared to 2009. 
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By Roger Houghton 

Retail vehicle sales figures for the first four 

months of 2011 are an encouraging 19% up on 

the figures for the same period a year ago, 

despite the loss of many sales days in April 

due to the high number and configuration of 

public holidays. Overall sales by the industry 

for the period amounted to 186 284 vehicles, 

with April itself showing an 8% improvement 

in sales. 

Dealer sales remained strong in April, 

accounting for 33 541 units or 87% of the 

volume, compared to 5,8% to industry 

corporate fleet sales, 5,5% to car rental and 

only 1,7% to the government. 

According to NAAMSA the higher sales of 

new cars over the past 16 months reflected a 

strong recovery in the consumption side of the 

SA economy, driven by the 6,5% decline in 

interest rates since December 2008. There is 

also speculation that concerns about the 

availability of Japanese products, affected by 

natural disasters in Japan, may also have 

contributed to some pre-emptive buying in April. 

The light commercial vehicle market showed 

a slight decrease in April, compared to the  

same month in 2010, but LCV sales for the 

first four months are still 10,2% up on the 

situation a year ago. 

The total truck and bus market looks 

healthy at a 20,5% improvement on a year-on- 

year basis., with the medium category 

recovering well to grow 26,5%, while heavy 

trucks sales were up 19,8% and extra-heavies 

increased by a substantial 47,4%. 

The low volume large bus market has fallen 

by more than 50% after the growth spurt 

around the Football World Cup last year. 

Exports were strong with an increase of  

37% year-on-year for the first four months of 

the year and the total for 2011 could reach 

300 000 units this year. 

Expectations of higher growth in the global 

and local economies in 2011 should support a 

further improvement in the motor vehicles 

sales. However, over the short to medium term 

the supply of components and built-up vehicles 

from Japan is expected to slow as that country‟s 

infrastructure is repaired after the earthquake 

and tsunamis that ravaged it in March. 

 

 

 

 

 

 

 

 

 

 

 

 

  

Extra-heavy truck sales have increased by 41 % YTD compared to the first 

four months of 2010. 
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By Tristan Wiggill 

South Africa's most popular 

cars and LCV's in April, by 

derivative 

When it comes to SA‟s favourite cars, 

Volkswagen has a tight grip on the trophies. 

In fact, the three best selling cars in April are 

all VW‟s, with the new Polo and rebadged 

Polo Vivo dominating the sales charts. 

Chevrolet performed well with its Aveo and 

Cruze, while Toyota‟s ever popular Corolla 

and Fortuner models also made a top ten 

appearance. 

 

 

  

Chevrolet Corsa SA's best selling LCV in April 
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By Tristan Wiggill 

During the Toyota Aygo‟s South African 

launch in April, we sat down with Calvyn 

Hamman, Senior Vice President: Sales and 

Marketing at Toyota South Africa. We asked 

him what he thinks is driving the move 

towards smaller, more affordable cars around 

the world.  

AutoLive: Tell us about the A-segment 

and its importance to Toyota, both in South 

Africa and globally. 

“I don‟t really want to answer on a global 

level because markets differ the world over.  

Tastes differ, needs differ and incomes differ 

from country to country. But I think globally  

there is a down-buying trend towards smaller 

vehicles, and to smaller engine sizes. There is 

a need, and a desire, to become more eco-

friendly. Fuel-efficiency is becoming more 

important due to the price of oil  

“In South Africa we have not been in this 

market for a long time. And of course, the 

importance of this market, as you saw in the  

graphs earlier, is now significant. The A-

segment now has enough volume and so, we 

have to be present. In fact, we received quite a 

lot of criticism for not being properly 

represented in this segment. 

Furthermore, if you want young people to 

buy Toyotas and to stay with Toyota for their 

rest of their lives, you have to offer something 

a person wants as a first-time buyer. Of 

course, the hope is that, later on, they then 

move onto bigger Toyota models. I think, 

personally, when people buy cars, in many 

instances they stay with those brands for the 

rest of their lives. So it is important to have 

young people in our cars. It also gives us a more 

youthful image. This market targets the young - 

and the young at heart”. 

Evidence of the importance of this market 

can be seen in the April new car sales figures 

as reported by Naamsa.  

In a month that is traditionally bad for car 

sales, due to the number of public holidays, 

the entry-level or A-segment contributed 898 

units of the 22 323passenger cars sold overall. 

Light cars, commonly referred to as B-segment 

vehicles, is by far South Africa‟s preferred 

category in which to buy, with Naamsa reporting 

sales of 8 879 units for the month. 

Toyota's Aygo had a strong performance 

in its debut month. See Page 12 for our 

detailed Naamsa Analysis. 

By Stuart Johnston 

Teresita van Gaalen, the woman who led 

Korean manufacturer Hyundai‟s insurgence 

into this country in the late 1990s, and did a 

similar job for the Japanese-built Subaru 

brand when she took over the helm there in 

2000, has typically big plans for Chinese-

owned Chana. 

Speaking to AutoLive soon after being 

appointed chief executive of Chana South 

Africa, Van Gaalen , also known as “The Iron 

lady of the SA Motor Industry”, said that a 

new sedan and a new SUV from Chana are 

definitely in the “immediate model planning 

strategy” for the next 18 to 24 months.   

“And we plan to introduce an improved and 

more powerful version of our small hatchback, 

the Benni, as soon as possible. Of course, 

there are possibilities of variants on the 

existing Rainbow and Maxi-Star platforms as 

well,” indicating that a passenger-orientated 

MPV is also on the cards. 

Ms van Gaalen was until recently contracted 

in a far-reaching strategic role to the large

Commercial Motors group in Botswana which 

lists Honda Auto and Honda Wing, Tata and 

MAN trucks and buses under its banner. 

She also serves on the JSE listed Wescoal 

Holdings Board as Independent Non-

Executive Director.  

The reputation as the „Iron Lady‟ of the 

motor industry was earned while playing a 

leading part in the team that took Hyundai 

from inception to 10 per cent of the local 

market in just five years in the mid-90s.  Her 

hands-on customer-interfacing approach and 

the introduction of one-on-one marketing 

revolutionised the industry.   

Barloworld head-hunted Van Gaalen to 

head up Subaru, in 2000 - a brand and vehicle 

range that had only a minor presence in this 

country at the time.  Applying the lessons she 

learned at Hyundai, Subaru enjoyed 

phenomenal growth, going from a money-

losing-concern to one of South Africa‟s top 

five fastest growing automotive brands in the 

next eight years.  

In taking up the new challenge Ms van 

Gaalen says “the Chana brand is to undergo a  

metamorphosis after it went through a baptism 

of fire in South Africa following a strong 

entry. The operation was hard hit by the 

recession bringing it to a grinding halt.” 

With the aim of revitalising Chana, one of  

Van Gaalen‟s early moves have been to 

appoint Henri Meistre, who steered rival 

Chinese brand GWM to some success in 

South Africa until recently, as a consulting 

executive to the Chana South Africa. In the 

short term, Van Gaalen says, the company will 

consolidate its Gauteng operations and continue 

to sell product through its 19 existing 

dealerships. However expansion into other parts 

of southern Africa is a “medium term” strategy.  
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Targeting the youth market is easy: think "fun"and "cheap  

Toyota’s Aygo fits the bill 
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By Tristan Wiggill 

Mitsubishi's Triton has looks that 

defy the tougher-is-better bakkie 

ethos. Economies of scale negate its 

effectiveness as a locally-produced 

vehicle in 2011. 

The Mitsubishi Triton production line in 

East London will cease to produce the 1-ton 

bakkie at the end of June 2011 as the plant 

makes way for increased Mercedes-Benz C-

Class production.  

In addition, Imperial Holdings (IMH) have 

been appointed new distributors of Mitsubishi 

Motors in South Africa, taking over the 

responsibility from Mercedes-Benz South 

Africa (MBSA) on 1 July 2011. MBSA has 

been South Africa‟s Mitsubishi distributor for 

16 years. 

The distribution will be held by IMH, under 

the chairmanship of Osman Arbee, who is also 

the chairman of the Automotive Retail 

Division of IMH. With just 117 Tritons sold 

last month, according to NAAMSA, the 

bakkie was Mitsubishi‟s best-selling vehicle in 

the country for April. Yet volumes are still 

comparatively low. “The Triton production 

line has been a low volume one, producing 1 

785 units in 2010. Employees on this 

production line will be absorbed into other 

manufacturing lines in the plant, explains 

Annelise van der Laan of Mercedes-Benz 

South Africa. 

“With regard to the local production of 

Mitsubishi Triton, MBSA regularly

reviews efficiencies at its East London 

production plant, where it builds the C-Class, 

commercial vehicles and bus chassis and 

assembles Freightliner and Mitsubishi FUSO 

trucks. 

 “Daimler AG, the parent company of 

MBSA, has allocated R2bn for the upgrade of 

the C-Class production facility, of which 10% 

will be used this year to commence plant and 

equipment changes related to the introduction 

of the next generation C-Class. 

“MBSA needs to substantially increase its 

local production volumes to qualify for 

incentives under government‟s Automotive 

Production and Development Plan (APDP) 

from 2013”, concludes Van der Laan. 

“The agreement with Mitsubishi Motors 

will allow Imperial Holdings to import and 

wholesale Mitsubishi Motors products such as 

the Triton, Pajero, Pajero Sport, Outlander and 

Lancer models. The future importation of the  

Triton bakkie will not adversely affect its 

availability or pricing”, says Arbee. 

 In cases where Mitsubishi and Mercedes 

share dealership facilities, sharing will 

continue for a period of three years, before  

Mitsubishi will have the option of moving 

to new standalone premises. Component 

suppliers for the Triton in East London will 

continue to produce components for a period 

of 10 years, as per an agreement with 

Imperial. 

 “Customers can rest assured that they will 

continue to enjoy superior products, and 

experience the level of service and customer 

support to which they have been accustomed 

in the past, as there will be a seamless 

transition of the required support processes. 

We are confident that prospective and existing 

customers will enjoy and benefit from the 

superb market focus for which Imperial 

Holdings is renowned,” Arbee concluded. 
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By Tristan Wiggill 

Smorgasbord 

Until now South African motorists have 

had but one helping in a three-part Micra 

smorgasbord - the somewhat quirky third 

generation - a car whose bug-eyed styling 

proved to be an acquired taste.  

But now, with Nissan determined to grow 

its SA passenger car market share to a double-

digit percentage by 2015, it has returned from 

the kitchen with something instantly more 

palatable: generation four. 

Built in India, Thailand, China and Mexico, 

the new Micra is Nissan‟s way of curbing 

world small car hunger. It is the first car to be 

built on an all-new V (for Versatile) platform, 

which Nissan will use to build two other cars 

(a sedan and an MPV) at a later stage.  

Diet 

The company says this new platform has 

been designed to reduce weight and increase 

the overall rigidity of the cars that roll off it, in 

the interests of lower fuel consumption and 

improved driving dynamics. So it comes as no 

surprise to learn that, while slightly larger and 

wider than last time around, the new car is 

actually 36kg lighter.  

Other changes bring about an increase in 

rear knee room (+4mm) and boot space (up 

from 229 litres to 265 litres), while the fitment 

of wider wheels (now 5.5j) and a longer 

suspension stroke have been implemented in 

the interests of improved ride comfort.  
Weight reduction has become a recurring 

theme at car launch business presentations, 
with the Micra‟s Cape Town event no 
different. And so it was that Nissan 
representatives explained how its engineers 
adopted a simplification of parts approach 
with the fourth Micra.  

Reducing the Micra‟s weight needed a well 

thought-out scientific process, better design and 

fewer moving parts. Even at production and 

manufacturing level, Nissan‟s engineers have 

implemented strategies that reduce weight, 

simplify processes or save time, such as body 

panels that require less welding and less 

stamping. 

The Micras for our market are shipped to us 

from the sub-continent, a sprawling third 

world country whose popularity as a car 

manufacturing hub is growing by the day. 

Both the forthcoming Toyota Etios and the 

Ford Figo are also built here, and with the 

arrival of the Micra, South Africa is becoming 

a sizeable destination for affordable Indian car 

exports.  

Demand 

Right now, the world - particularly the 

developing world - has an almost insatiable 

need for affordable mobility. So to keep 

running costs down, Nissan has 

simultaneously developed a new fuel sipping 

1.2-litre three-cylinder petrol engine to go 

with its new platform. The 12-valve unit 

incorporates valve timing control, exhaust gas 

recirculation and high tumble pistons with a 

high compression ratio, to achieve some pretty 

frugal results - a claimed 5.2l/100km 

consumption rate and a Co2 emissions rating 

of 124g/km. 
While this is an achievement worthy of 

praise, I found the 1.2 derivative to be a harsh, 
unrefined, guttural experience overall, and I 
was disappointed in both the gear shift feel 
and ride quality in general. The engine note is 
not particularly pleasant and even though it 
easily outmuscles the 1-litre 3-cylinder engine 
in the Toyota Aygo, I can‟t see myself picking 
it over the Toyota, especially when one factors 

in the Aygo‟s standard four year Service Plan 
(all Micra service plans, no matter the 
derivative, cost upwards of R4 800).  

Variety 

Thankfully, for the SA market, Nissan has 

also made a 1.5-litre petrol model available 

for those who find 56kW and 104Nm 

insufficient, and is continuing to offer a 1.5 

dCI-powered version as well, although we 

didn‟t get a chance to drive this one during the 

launch.  

The 1.5-litre petrol is, in my opinion, a 

better car in most respects than the 1.2. Even 

so, I feel it falls short of the mark set by the 

recently revised Suzuki Swift, which, as a 

package, offers the driver more in the way of 

refinement, sophistication and handling.   

The new Micra is available in a choice of 

seven colours, in either Visia or Accenta trim. 

Pricing starts at R108 400 for the 1.2 and 

culminates at R143 400 for the 1.5 dci. 

 

 

 

  

Media movers and shakers 

Following on former Car Editor John Bentley’s move to Cars in Action two months ago, another top post has been filled by a 

former Ramsay Media staffer. Wendy Robinson has been appointed publisher of both Cars in Action and its sister title, Bakkie 

&Truck. “In John Bentley and Wendy Robinson we have among the very best motoring media people in the business to lead us 

into a most exciting new era” said Cars in Action CEO Michele Lupini. 

Former motoring journalist Deon Sonnekus has been appointed General Manager of Corporate Communications at Hyundai 

Automotive SA. Sonnekus, a former motoring editor at Beeld and sub-editor at Wiel magazine has spent time “On the other side 

of the PR fence” during a lengthy stint as Volvo’s media liaison manager. Hyundai’s Director of Marketing Stanley Anderson says 

he believes Sonnekus will add significantly to the Hyundai SA marketing team. 
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By Stuart Johnston 

 It seems fashionable to be somewhat 

flummoxed at any connection between Volvo 

and motoring of the sporting kind. Indeed, 

even the Volvo Cars South Africa PR team at 

Kyalami on a crisp autumn day a few weeks 

back, seemed at pains to stress that this was 

not the norm for this solid (some may say stolid) 

purveyor of life and limb behind the wheel. 

This admission got me thinking: don‟t 

make too many excuses! For there are those of 

us who remember Arnold Chatz, Jan Hettema, 

Dave Clapham, Frank Wingels, Peter 

Markham, Spencer Schultz and Fanie Els who 

thrashed Volvos to an inch of their lives at this 

very venue, subsequently earning a reputation 

for reliability and great pace not so long ago. 

In fact, a Volvo 122S was first saloon car 

home in the classic Nine Hour endurance race 

on two occasions in the 1960s, while as late as 

1981, a 10-year-old Volvo 164 finished an 

amazing 6th overall in the  Kyalami Nine 

Hour, with the first four places filled by three 

Porsches and a Lancia! 

Volvos (new ones at any rate) disappeared 

from the South African scene in the mid-1970s 

and only reappeared in the late „90s. While in 

Europe Volvo campaigned turbocharged wagons 

and sedans to great effect in Touring Car races, 

here there was no motorsport presence, and 

while potent S40 and 850 turbo models were 

admired for their rapidity, their chassis 

behaviour always left much to be desired. 

Now, in 2011, with an increasingly 

cocooned cabin environment being the norm, 

more and more carmakers are realising that 

feedback through the steering wheel is more 

important than forward thrust in keeping 

enthusiastic drivers emotionally connected. 

Happily, Volvo has realised this too, first with 

its XC60 (an SUV, funnily enough) and now 

with its stylish S60 and V60 range of cars and 

wagons. 

The advent of the niche R Design model, 

with tasteful styling licks that include racy 

anthracite alloy wheels, a bold black grille, a 

diffuser underneath the rear bumper and twin 

tailpipes, gave Volvo the idea to rent the 

Kyalami race track, and plug home this driver 

connectedness to the country‟s motoring media. 

On hand were a number of T5 and T6 

variants, including the R Design with its 

transverse straight-six petrol turbo engine 

delivering 224 kW at 5600 rpm and 440 Nm 

of torque between 2 100 and 4 200 rpm. 

To contain this punch it has an excellent 

all-wheel-drive system, traction control and 

anti-skid intervention (which was turned off as 

soon as possible by the hotter of the journo hot 

shots) stiffer springs than the stock S60, and re-

calibration of suspension bushings and dampers.  

However, the T6 variants are only available 

in automatic (6-speed Geartronic) form which, 

in this writer‟s opinion, still doesn‟t match a 

good manual for performance driving. 

It‟s not an ideal track car as it is big, 

weighing some 1 750 Kg in all-wheel-drive 

T6 form, and the brakes took some 

punishment with a soft pedal the result by the 

time I got to drive, late in the afternoon. But 

the feedback from the steering was excellent, 

the car stable under acceleration and braking, 

and the engine noise stirring enough. 

Personally I found the S60 (and V60) more 

satisfying when driven as a very quick road 

car, but the point had been made that Volvo 

can now hold its own against its rivals from 

Audi, BMW and Mercedes-Benz. 

Volvo‟s whole marketing campaign, since the 

S60 launch last October, is that this is now a 

driver‟s car. Priced at R489 300 against the 

likes of BMW‟s 330i, for instance, (R486 368) 

it looks a very viable alternative, offering the 

additional safety factor of all-wheel drive and 

an appearance quite different to its rivals. 

Where it falls short (and this applies to the 

wagon too) is in luggage space - a case of 

style winning out over function. 

It will be interesting to see if Volvo, now 

under Geely ownership, continues to target the 

youth market with future models, while still 

retaining its deserved reputation for being one 

of the safest car brands on the planet.   

Indeed, the 122S was the first car sold here to 

come standard with seatbelts, back in the late 

1950s. Ironically, the enthusiasts of the day 

valued the belts most for the fact that they held 

the driver in place while cornering at the limit! 

 

 

 

   

Read interview with Volvo Cars South Africa 
MD Bram van der Reep on Page 6 

 

Sharpened up R-Design at 

speed 

The classic 122S 



 

2288  MMaayy  22001111,,  PPaaggee  18  

By Stuart Johnston 

And that’s not merely a funky, alliterative 

headline. The freshened Captiva grabs you by 

the elbow, if not by more delicate body parts, 

from the moment you spot its deep-spoilered 

nose. This prominent design feature reduces 

ground clearance a smidgeon but, visually 

speaking, it gives the mid-2011 Captiva a 

gravitas the original version lacked. 

The look is dramatised further by the dual 

aperture grille with black mesh and a proud-

standing Chevy bowtie logo on the cross bar. 

Dynamically too, the Captiva has more 

ground-hugging ability. Stiffer springs (up 10%), 

and a thicker front anti-roll bar has reduced 

body-roll in fast cornering, a fact journalists were 

immediately made aware of at the Upington 

airfield where the launch was held.  

Traversing a plotted cone course at high 

speed on one of the world‟s longest runways 

showed the Captiva to have modest lean 

angles and a fair degree of grip in an 

environment where it was all but impossible to 

trash one of these smart new SUVs. 

Smart inside they are too, and only in 

places a little too smart. I didn‟t like the silver 

finishing on the sides of the console that 

much, feeling it would age a bit quickly, but 

the textures of the new seat coverings are nice, 

and the dash covering is quite acceptable.  

Practical things like cup-holders have been 

relocated for less drink spillage on bumpy 

roads (remember when we all used to prattle 

on about cup-holders?) and there is MP3 plus 

blue-tooth connectivity in the eight-speaker 

sound system, which swallows six CDs and 

has an RDS radio display. 

The Captiva is a seven-seater, and we were 

impressed at how easily the third-row seat 

backs snap down and pop up when required to 

do so, plus the leg space is okay-ish at the 

back too. 

One is tempted to say this is American 

practicality for you, except that the Captiva is 

built in Incheon, in the north-western part of 

South Korea, with GMSA keen to stress that 

the Captiva is very much a global design, 

rather than being tailored to any one region. 

While the interior build quality is good, in 

engineering design perhaps it falls short in a 

few areas. We noticed console lid rattles on two 

of the cars in our launch fleet after traversing 

badly rippled dirt roads, and one car developed a 

rattle somewhere beneath the console which was 

impossible to cure via the tested “banging and 

thumping” method on the move. 

Performance is good in all four models, which 

range from the (123 kW) 2.4 LT front-wheel-

drive, available in manual and auto (both six-

speeders), an all-wheel drive 2.4 LT only 

available in manual, and the range-topping  

(190 kW) LTZ using the three-litre V6, 

available only in all-wheel-drive auto form. 

The LTZ gets a few extra goodies over the 

well-specced LTs, like side airbags to 

complement the dual front and curtain bags. 

Another LTZ car-spotter tag is the fitment of 

19-inch alloys against the 18-inchers on the 

LTs.  

Oh, and there is a full array of technology on 

offer such as skid control, an electronic park 

brake, and even hill descent control on all 

models. All in all, quite an impressive package. 

Commendably, pricing is pretty much on 

par with the pre-facelift model, offering plenty 

of space comparable to vehicles like Toyota‟s 

Fortuner and Kia‟s Sorento.  

Included in the price are a five-year or        

120 000km warranty and a three-year service 

plan, with roadside assistance. 

Prices are as follows:  
2.4LT FWD - R299 900  

2.4LT FWD AT - R314 700  

2.4LT AWD - R341 200  

3.0LTZ AWD AT - R434 900 
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By Tristan Wiggill 

Honda South Africa entertained the 

motoring media in the Cape two weeks ago 

as it revealed the face lifted Accord sedan 

and wagon.  

As is customary with mid-life refreshes, the 

Accord has been given a cosmetic update, 

front and rear, inside and out, while the 

engine, transmission and body have been 

tweaked in the interests of better efficiencies, 

meaning improved fuel consumption and 

lower carbon emissions.  

Honda has also added a new Exclusive 

derivative, while its 2.2-litre diesel engine is 

now also available in 132Kw/380Nm guise. 

Exclusive models boast several new safety 

technologies, known as ADAS. It comprises 

three separate technologies: Collision Mitigation 

Braking System (CMBS), Lane Keeping Assist 

System (LKAS) and Adaptive Cruise Control 

(ACC), and comes at a cost of around R30 000.  
 

Collision Mitigation Braking System (CMBS) 

CMBS employs a millimetre-wave radar 

sensor in the Accord‟s front grille, and 

recognises when a collision is imminent. It 

then reacts in three steps. 

Firstly, the driver receives an audio and a 

visual brake warning. If no action is taken, the 

alarm is sounded again, an E-pre-tensioner 

lightly tugs at the driver‟s seatbelt, and light 

braking is applied.  

  If there‟s still no response, and the system 

senses that a collision is unavoidable, the 

brakes are forcefully applied, while the 

seatbelts are retracted equally incisively. 

CMBS will not bring the car to a complete 

stop, but it will aid the driver to avoid a 

collision, or lessen the severity of an accident 

if it does occur. As with all Honda driving 

aids, the driver remains in control at all times. 
 

Lane Keeping Assist System (LKAS) 

LKAS operates within a speed range of 

between 70 km/h and 180 km/h, and uses 

images from a camera mounted inside the 

upper front windscreen to recognise which 

lane the car is travelling in. If the car begins to 

cross the lane markings without driver input 

on the steering wheel or the indicators, it 

provides the optimum steering torque to keep 

the car in the centre of the lane. 

A continuous warning beep is emitted when 

the car is about to cross the markings, and if 

there is no response, the system self-steers, 

using Electric Power Steering (EPS) to 

maintain the correct course. 

The system can provide up to 80% of the 

required steering input torque - sufficient for 

frequent, minor steering corrections without 

compromising the driver‟s control. 
 

Adaptive Cruise Control (ACC) 

Using the same millimetre-wave radar as 

CMBS, ACC measures the time (thus 

distance) to the vehicle ahead, while vehicle 

speed and yaw rate sensors detect the 

vehicle‟s driving parameters. 

ACC can maintain a set speed like 

conventional cruise control, but in addition it 

can also automatically control vehicle speed 

and distance relative to the car in front, 

travelling in the same lane.  
When the distance to the car in front falls 

below a predetermined value (a choice of 

three following distances can be selected by 

the driver), the system instantly decelerates the 

car through throttle control, and if necessary by 

braking (with a force of up to 0.25g). 

In instances where quicker deceleration is 

required, such as when the car in front brakes 

suddenly, the system will provide an audible 

and a visual warning, prompting the driver to 

apply the brakes.   

If the car in front changes lane or increases 

speed again, then the system will increase the 

speed back to the predetermined value. ACC 

operates at speeds between 30 and 180 km/h. 

As of yet, no insurance benefits are passed 

on to drivers of cars with these type of safety 

features, and we wonder how SA drivers, who 

tend to rely on sheer driving talent to avoid 

collisions, will embrace them. It is a sad 

indictment of our society that road safety is 

still a hard sell, with thousands of drivers still 

not convinced of the benefits of wearing 

seatbelts. I suppose that is an article for 

another issue. 

Exclusive versions are further equipped with 

a USB/iPod connector for the sound system, 

rain-sensing windscreen wipers, automatic bi-

Xenon headlights with Active Cornering 

Lighting and High Beam Support System, front 

and rear parking sensors and a premium audio 

system with 10 speakers and a subwoofer. 

Despite being crowned SA‟s Car of the Year 

in 2009, the Accord has had to play fourth fiddle 

in its segment to the Mercedes-Benz C-class, 

BMW 3-series and Audi A4, in that order.  

It is a pity SA car buyers place such 

emphasis on brand status, because the Accord 

is a very good car, but remains undeservingly 

in the shadows of the German marques.  

Prices start at R303 000 and top out at 

R431 200 

Styling revisions minor 

Cabin hi-tech, classy 
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By Stuart Johnston 

Nine years ago Peter Bailey was racing 

an old 1980s Porsche 924 just for fun. But 

he’d always fancied historic racing cars and 

wondered if it was viable to run a replica 

Ford GT40. No-one was really building 

them at the time, so he decided he was 

going to build his own. 

To date, Bailey Cars, located in the old Kit 

Car Centre in Jet Park, Boksburg, has 

produced 46 race and road cars, half of which 

have been exported. These cars are all based 

on classic Le Mans racers from the 1960s and 

1970s. But for 2012, the modest Boksburg 

concern has an up-to-date entry accepted in 

the Le Mans 24 Hour, the most famous race in 

the world. 

There is nothing retro about the car, as it 

has been designed and built according to the 

latest Le Mans Prototype Category Two 

regulations. The chassis, or “tub” as racing 

folk refer to the basic framework of their cars, 

is made of carbon fibre, hand-laid and 

laminated in Boksburg, and cured in an 

autoclave (a special oven) in Pretoria. 

It will run a five-litre Ford V8 engine 

producing 460 horsepower (320 kW). And the 

entire car has been designed by 26-year-old 

Greg Bailey, son of the Managing Director. 

“Greg started at the firm about 45 minutes 

after he finished his engineering diploma,” 

says Peter Bailey. “He was mad keen to 

design racing cars, and he‟s done a number of 

designs which have raced successfully in the 

historic series. But at a certain stage he said, 

„Dad, I‟m only in my mid-20s, I don‟t really 

want to be designing cars from the 1960s for 

the rest of my life!‟ So that‟s where the seed 

for the Le Mans Prototype took hold.” 

Bailey insists that the Le Mans project, 

which has already been running for two years 

and occupying the time of five of his staff of 

12 people, is not a romantic dream, but a key 

factor in what he believes is a tight, well-run 

business model. 
“The publicity you generate from something 

like this is enormous. You reach so many people 

beyond the hard-core racing fraternity, who 

pretty much already know what we are about. 

And there is a commercial potential in the car as 

a marketable entity. I could have sold two of 

these LMP2s last year, the only problem being 

that the prototype wasn‟t built yet!” 

The exciting news for the car is that it will  

run as a pure South African entity. The drivers 

will all be South African, and Bailey plans to 

take his entire factory staff to Le Mans to run 

the car in the 24 hours. 

What‟s more, the organisers have 

guaranteed the Bailey an entry as long as the 

car passes the FIA tests (including the all-

important crash test) and pre-qualifies for the 

race next April. This is not an incidental 

factor; each year the (organising) Automobile 

Club de l‟Oest receives over 120 entries for 

the race, but only 56 are accepted. 

“The rules are tight for the new LMP2 class 

to keep costs down, which suits us perfectly. 

In fact there is a budget cap on the cost of 

each car set at R4-million, and there are rules 

stating that you can only have one A-grade 

driver as part of your team. We are looking at 

the likes of Gavin Cronje, Gary Formato, 

Hennie Groenewald, and Jaki Scheckter to 

drive the car, as these South African guys all 

have experience at this sort of level.”  

Apart from the Le Mans project, Bailey‟s 

small operation also undertakes the rebuilding 

of exotic road cars. It is currently refurbishing 

a R12-million Pagani Zonda, which had an 

argument with a concrete bollard in Cape 

Town‟s waterfront. Greg Bailey is redrawing 

the damaged parts, with the Bailey workshop 

able to re-fabricate the damaged bits at a 

fraction of the cost for a rebuild at the Pagani 

factory in Italy. 

“Running an operation like this is all about 

keeping your overheads low” says Bailey, 

square metre building that houses the business 

who recently turned 50. He owns the 1 000 

 (which has a modest annual turnover of under 

R15-million), having previously manufactured 

doors for the building trade. 

Interestingly, the Industrial Development 

Corporation has given Bailey Cars a grant to 

help with development costs of the LMP2, as 

part of its programme to encourage innovation 

in South African industry. After a press day at 

the Zwartkops Raceway in early May, Bailey 

is hoping to attract sponsorship of around R4-

million, which will cover the costs of getting 

this all-South African racer to Le Mans, the 

first time a South African car will compete 

there since the race was inaugurated in 1923. 
 

Peter Bailey (left) and son/designer Greg (right) with the beautiful 

carbon chassised Bailey LMP2. The aim is Le Mans in June 2012! 

Since 2005 Bailey Cars in Boksburg 

has been building replicas of 

famous Le Mans classics and selling 

them in all parts of the world 
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Truck sales dip in April 

April‟s total sales of 1 925 trucks, buses 

and vans with Gross Vehicle Mass ratings of 

more than 3 500 kg is 25% down on the 

equivalent volume recorded in March, and the 

poorest performing month of 2011.  

Its market composition was made up of 565 

Medium Commercial Vehicles, 395 Heavy 

Commercials, 889 Extra Heavy Commercials 

and 76 passenger Buses. (These volumes also 

include sales reported by Associated Motor 

Holdings and Amalgamated Automobile 

Distributors, which are presently limited only 

to MCV class products).  

“As we have come to expect each year, 

Truck Market volumes declined during the 

month of April, which contained a potential of 

only eighteen working days during which 

vehicle processing and deliveries could be 

affected.  

“To exacerbate the situation even further, 

the timing of the Easter weekend just prior to 

the last week of the month also made it 

possible for employees to take a ten-day 

vacation in return for giving up only three 

days of their annual leave allotment. In many 

cases, this effectively eliminated the final 

week of April as productive time, as numbers 

of key personnel were absent from their 

workplaces over this period.  

“It is also probable that the April result was 

compromised by the first ripples of product 

shortage in respect of vehicle brands drawing 

products or components from Japan. While the 

greater impact of the Tōhoku earthquake and 

tsunami is only likely to be felt after April, 

some suppliers may have become more 

selective in their acceptance of orders for 

products that are expected to be in short 

supply later in the year. This could lead to 

importers and dealers allocating potentially 

scarce stock resources to their most important 

customers, while some smaller operators may 

experience difficulty in fulfilling their 

requirements. 

“It can be expected that the bottleneck in 

vehicle processing caused by last month‟s 

limited working time will be cleared during 

May, but the supply of vital components for 

new unit completion is likely to become a 

more significant constraint to vehicle 

availability from this month onwards. 

However, despite continuing demand for new 

vehicles, it has become extremely difficult, at 

this juncture, to predict a likely market 

scenario for the rest of 2011, and, in 

particular, the supply situation on either side 

of mid-year. Operators are therefore urged to 

keep in close contact with their suppliers of 

choice, and to ensure that firm commitments 

for their vehicle requirements are lodged in 

good time for indents to be placed on overseas  

source plants, as they regain momentum. In 

the meantime, any arrangements necessary to 

extend the service lives of vehicles becoming 

eligible for impending replacement should be 

urgently negotiated with the relevant service 

providers. Fleet standardisation policies can 

be undermined during times of supply 

constraint, and operators need to carefully 

weigh their options when considering short-

term solutions to this challenge,” advises Dr. 

Casper Kruger, Vice President of Hino in 

South Africa. 
 

MAN to evaluate Volkswagen offer 

Volkswagen has increased its holdings in 

ordinary shares in MAN SE from 29.9% to 

30.47%. This step automatically initiates a 

mandatory public tender offer to the 

shareholders of MAN SE. 

MAN SE shares the industrial logic behind a 

more intensified cooperation between MAN 

SE, Scania AB and Volkswagen AG. 

Furthermore, a more intensified cooperation has 

significant synergy potential. MAN SE will 

evaluate the offer once it has been published. 

 
Scania Trucks happy with 

participation 
By Roger Houghton 

Scania SA, the local subsidiary of the Swedish 

premium trucks and bus manufacturer and a 

company renowned for its innovative 

promotional projects in South Africa, once 

again took a high profile at the recent 

Automechanika SA trade fair for the 

automotive aftermarket at the Johannesburg  

  

Expo centre, Nasrec. 

“It was even better in terms of visitors to our 

truck display and in attaining our objectives 

than the inaugural Automechanika show in 

2009,” said the company‟s area manager for 

promotions and communications, Gideon de 

Swardt. 

Scania went in with two clear objectives at 

the four-day show recently. One was to 

exhibit a representative range of its trucks and 

buses and the second was to promote the 

brand and build its image among learners from 

technical schools and colleges. 

The impressive outdoor display consisted 

of two buses and seven trucks, with the 

standout exhibit being a customised Special 

Edition truck built as a one off by loyal Scania 

Cape Town-based  fleet operator Time Link 

Cargo at an added cost of more than 

R300 000. 

De Swardt is very enthusiastic about his 

company‟s prominent involvement with the 

promotion of road safety and saving the planet 

in the merSETA‟s skills development and 

careers display and activation area in Hall 7 of 

the showgrounds. 

He was particularly enthusiastic about the 

attendance of SA Deputy President Kgalema 

Motlanthe on his walk through the show after 

being the keynote speaker at an executive 

breakfast arranged by the Motor Industry Staff 

Association (MISA). 

Scania‟s road safety promotion was done 

under the banner of the company‟s long-time 

partners in this worthy initiative, Pick n Pay‟s 

Stay Alert. Stay Alive and the government‟s 

Arrive Alive project, with Eugene Herbert of 

RCA Driving Solutions and his team acting as 

facilitators. 

Besides the safety belt presentations and 

practical demonstrations with the “seatbelt 

convincer” rig, which equates to a sudden stop 

from 8km/h, there was a demonstration of the 

effect of drinking on driving ability. “Both 

these activities proved of great interest to the 

learners and I am sure they made a big 

impression on them, which was our aim,” 

explained the Scania executive. “We had more 

than 3 500 learners through the area during the 

course of the show. All in all we are very 

happy with the varied range of benefits we 

gained from participating in this important 

international event,” concluded de Swardt 
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Mercedes-Benz Extra Heavies 

forge ahead 

“The extra heavy segment of the 

commercial vehicles market in particular is 

showing promise, with a year on year increase 

over the past four months of 41.7%. We are 

very encouraged by the performance of the 

Mercedes-Benz South Africa (MBSA) share 

of this increase,” says Kobus van Zyl, Vice 

President, Commercial Vehicles.  

Meanwhile, Ian Riley, divisional manager 

at MBSA for Freightliner and FUSO brands, 

expressed his delight, particularly at the 

prospects of the current order-book. “Our 

year-to-date figures are very encouraging, 

with Freightliner showing growth of 31.5% 

over last year and FUSO up by an impressive 

116.4%.”  

“The resurgence in the fleet and long haul 

industries in particular supports this growth in 

the extra heavy segment. Favourable exchange 

rates and a positive economic outlook is the 

driver behind increased transportation of 

commodities, and the fuel efficiency of our 

vehicles greatly offsets the negative effects that 

an increased fuel price might otherwise have on 

this sector,” Riley says. 

 

Hino trucks clock up two million 

trouble-free kilometres 

It is not often that one finds two trucks that 

have clocked up a combined two million 

kilometres of trouble free running, with no 

breakdowns and no repairs – not even a clutch 

replacement. And they are not extra-heavy 

duty long haul models, but freighters in the 

heavy truck category (8 501-16 500kg GVM). 

This is the situation with Eray Freight, which 

is based at the Kempton Park agricultural 

holdings, and is celebrating this noteworthy 

achievement with two of its Hino trucks.  
One of them has covered almost 1.1-million 

kilometres with the same driver at the wheel. 

He is Elias Kgaladi who has driven the 15-257 

freighter since it was delivered by Imperial 

 

Trucks, Elandsfontein, in 2003. The other 

truck has 998 000km on the odometer and has 

had many drivers behind the wheel, but it has 

also been reliable and trouble-free. 

The trucks are all serviced on the company 

premises after the warranty expires. There is a 

dedicated technician and the trucks run 20 

000km between services. The trucks are 

loaded during the day at the Truck Africa 

depot in Wadeville and then travel through the 

night to destinations such as Richards Bay and 

Sishen, with occasional trips to Port Elizabeth 

and Cape Town.  

The fleet transports a variety of cargo, 

including regular deliveries of replacement 

parts for a heavy equipment manufacturer, and 

all the trucks are fitted with Altech Netstar 

tracking systems. 

 

By Tristan Wiggill 

A never-before-seen concept in fuel tanker 

engineering arrives on the local transport 

scene this month with the launch of GRW‟s 

IMVUBU fuel tanker. 

This 50 000 litre tanker will allow fuel 

transporters to interchange their tankers 

between SPD, metered delivery and bridging 

vehicles through a few minor adjustments in 

plug and play style. 

It thus brings unprecedented flexibility and 

interchangability to tanker fleets. It will also 

be the country‟s first branded fuel tanker, a 

move that is hoped to position it as the 

industry‟s most recognised fuel tanker model. 

Creating this multipurpose vessel was 

mainly possible thanks to a manifold pipe 

system, which made it feasible to install and 

uninstall components in a relatively 

uncomplicated process. This, in turn, results in 

a significant saving in cost and increase in 

tanker availability, says Ivan Terblanche, 

Engineering Executive at GRW, who adds that 

the substantially reduced cost of ownership,  

taking into account its residual value, might 

be the biggest benefit of the new design. 

Terblanche says engineers managed to 

reduce the number of operational components 

(and therefore the production costs), to 

standardise compartment sizes and to ease 

loading and off-loading. 

Furthermore, a lower centre of gravity 

means improved safety on the road. All this 

while increasing payload. Turnaround times 

on maintenance services and repairs will also 

be reduced as critical components were placed 

with accessibility and serviceability always in  

mind. The result is an innovative new pneumatic 

pipe and electric cable routing and clamping 

system that allows direct access for improved 

ease during diagnostic testing and replacement. 

Other changes include consistency in the parts 

and operating systems from configuration to 

configuration, a homogeneous control panel on 

all the individual units and a fresh look that 

portrays an image of neatness. 

The IMVUBU tanker is sold with an optional 

extended warranty and maintenance contract, 

supported by GRW Services branches in 

Johannesburg and Cape Town 

One million clicks in sight! 
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Land Rover highlights success of 

Rally to Read  

Land Rover South Africa recently issued an 

anecdotal news release on its involvement 

with the Rally to Read programme which 

received wide-spread utilisation in the 

electronic and other media. 

The release briefly mentioned the 

company‟s support for the programme since 

its inception in 1998, but took the form of a 

travelogue, through the remote Underberg 

/Loteni area, the Southern KZN leg of the 

Rally to read programme. 

From its beginning as a single 4X4 

delivering school books to rural areas in 1998, 

an initiation by the Human Sciences Research 

Council and with initial sponsorship by the 

McCarthy Group, Rally to Read is now in its 

14th year. 

Over R37-million has been raised by the 

programme which has an impressive list of  

motor and motor-industry-related sponsors, 

and various makes of Four-wheel-drive 

vehicles are used to traverse the challenging 

roads used to access remote areas all over the 

country. 

Form its humble beginnings when 12 rural 

schools received books and stationary from 

the off-roaders, more than 650 schools now 

benefit from the programme. 

 

Nissan keeps an eye on rhino 

strollers 
Nissan also highlighted the increasing 

awareness of rural children in a media release 

last week relating the adventures of two Rhino 

Rights campaigners who are walking from 

Musina in the far Northern past of South 

Africa to Cape Town. 

After setting out on their long and dusty 

route  on May 9, Paul Jennings and Sboniso 

“Spoon” Phakati had visited four schools in 

the first week of their great trek – Musani 

Primary, Soutpansberg Primary, Louis 

Trichardt Junior School and Ridgeway  

Independent school.  

“The children from Musani Primary gave 

us a fantastic send-off, shouting „save the 

rhino‟ at the top of their lungs,” said Jennings, 

who reported that the duo had delivered their 

anti-poaching message to some 2 400 learners. 

And Nissan‟s involvement? A well-stocked 

NP300 Hardbody idles along in their 

footsteps, while Nissan dealerships en route 

are primed to offer assistance on the rest of 

1 700 km journey.  
 

While Audi greens up the big 

cities 

Audi South Africa planted roots in the 

country‟s metropolitan heartland recently, to 

drive home its environmental initiative in 

South Africa‟s urban landscape. The 

uprooting of trees on Sandton Drive saw 

Audi‟s Tree Planting Initiative replace them 

with 15 indigenous Karee Trees. 

Ryan Searle, head of the Audi brand in 

South Africa says that there a further 9 005 

plantings planned for 2011, in conjunction 

with its programme partner, Food and Trees 

for Africa. 

Audi has indentified various areas near its 

Terminal Concept Dealerships to be the 

recipients of fruit and indigenous trees 

“resulting in about 225 hectares of urban 

forest”.  Two of the areas mentioned are 

Hatfield in Pretoria and Northcliff in 

Johannesburg. Communities, it has to be said, 

noted for its proliferation of trees, rather than 

the lack thereof. 

As for the Sandton Drive uprooting, 

apparently the trees were dug out to make way 

for automotive advertising! 
 

Securetech keeps its cool off-road 

If you‟ve ever struggled to secure a fridge 

in a bakkie load bay or in the rear of an SUV, 

SecureTech might just have the solution for 

you. 

The Fridge Tie Down, made of low  

 

elongation high tenacity UV stabilised 

25mm polyester webbing, contains two straps 

to secure a fridge when travelling and includes  

two easy mount tie down points in case the 

vehicle is not equipped with any. 

The maker says the set will secure a large 

fridge or cooler box and will not interfere with 

the wiring or the ability to open the unit if 

required when stopping en-route.  

When off-road, or braking hard, a well 

secured fridge will not move around and 

damage other luggage or the load area, 

damage the fridge itself or damage or destroy 

the fridge contents. 

Flowers used to make car tyres? 

Researchers at Ford and The Ohio State 

University believe dandelions can serve as a 

new sustainable resource for rubber. 

“Synthetic rubber is not a sustainable 

resource, so we want to minimise its use in our 

vehicles when possible. Dandelions have the 

potential to serve as a great natural alternative to 

synthetic rubber in our products,” says Angela 

Harris, a Ford research engineer. 

Not all dandelions are created equal, 

meaning not all can be used as a sustainable 

resource for rubber. The suitable species for 

this project is the Russian dandelion, 

Taraxacum kok-saghyz (TKS), which is being 

grown at the Ohio State University‟s Ohio 

Agricultural Research and Development 

Centre (OARDC). A milky-white substance 

that seeps from the roots of this species of 

dandelion is used to produce the rubber. 

Ford could potentially use the substance as 

a plastics modifier, to help improve the impact 

strength of plastics. The material might then 

be used in places such as cup-holders, floor 

mats and interior trim. 

Before the dandelion-derived rubber can be 

put to use, Ford researchers will assess the 

initial quality of the material to evaluate how 

it will perform in a variety of plastics that are 

used in vehicles and to ensure it meets its 

tough durability standards. 

Besides the dandelion, the team is also 

looking into the use of guayule (a south-

western U.S. shrub) as a natural rubber, which 

is provided by OARDC and can also be grown 

domestically. 
 

Learners from the Louis Trichardt 

Junior School raise their voices 

against Rhino poaching 
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TomTom used as “big brother” 

In a scenario akin to the “Big Brother is 

Watching You” prediction made in the George 

Orwell novel 1984 , Dutch police  reportedly 

used data gleaned from motorists‟ TomTom 

navigation devices to set up speed traps.  

Algemeen Dagblad a Dutch newspaper, 

reported that police in the Netherlands had 

obtained TomTom-derived traffic information 

from the government to place their speed traps 

accordingly. 

Apparently the data was sold by TomTom 

to the Dutch government in the belief that the 

information would be used to improve traffic 

safety. TomTom CEO Harold Goddjin posted 

a YouTube video saying TomTom “would 

prevent that kind of usage” in the future. 
 

Borrow my car, doll 
 

Own up or pay up three times! 

Amendments to the traffic points demerit 

system could see car owners fined triple the 

amount for traffic infringements if they cannot 

identify the driver of their car when it was 

recorded breaking the law. 

However, Road Traffic Management 

Corporation spokesman Basil Nkhwashu said 

the triple-fines scenario would only apply to 

“a select group of car owners”. 

It is believed companies will be particularly 

liable to this penalty system, when a company 

fails to identify the driver of a company-

owned vehicle committing a fine. At present 

no date has been set for the implementation of 

the new legislation. 

 

Safety inspectors to visit taxi ranks 

Technical safety experts will visit taxi 

ranks in a countrywide campaign launched by      

The South African National Taxi Council 

(SANTCO). 

This was announced in the second week of 

May as part of the Decade of Action for Road 

Safety, launched by the National Department of 

Transport. The SANTCO campaign, known as 

Operation Hlokomela was initiated late in 2010, 

and will also advise taxi owners and operators 

on general road safety rules and customer care. 

Following the launch of the Decade of 

Action for Road Safety (2011 – 2020) 

SANTACO took ownership presented 10 

Toyota Corolla vehicles. These vehicles will 

be assigned to the various provinces and will 

be used by Operation Hlokomela champions 

to visit taxi ranks and assist taxi owners and 

attend to customer care issues. 

“The Hlokomela campaign is about caring 

and the taxi industry wants to provide its 

transportation service to the commuting public 

with a “sense of care” and love.” says 

SANTACO President Mr AJ Mthembu. 

“During this Decade of Action for Road Safety, 

our Operation Hlokomela vehicles begin our 

intense fight against carnage on the roads.” 

 

 

US Fords cited for “un-intended 

lunging” 

Ford‟s Freestyle crossover SUVs are under 

investigation by the National Highway Traffic 

Safety Administration for what is described as 

“unintended lunging” at low speeds when the 

driver‟s foot is removed from the accelerator 

pedal.  

A total of 18 reported crashes have been 

attributed to this defect, resulting in 170 000 

Freestyles, built between 2005 and 2007, 

being investigated. 

Reportedly Ford are co-operating fully with 

the authorities, in the latest of a phenomenon 

that seems to be largely United States-based. 

Audi was forced to recall its 500 model 

almost a quarter of a century ago for what was 

termed “unintended acceleration” and the 

recall harmed Audi‟s high-end image 

considerably in the US. More recently, from 

March 2 000 to March 2010 the NHTSA 

received 15 174 complaints about “unintended 

acceleration” .from drivers of a variety of cars.  

In 2010 Toyota found itself under 

investigation for “defects that could cause a 

car to mysteriously gain speed” without use of 

the accelerator. Toyota discovered that floor 

mats could have been the cause of the 

problem, a cause that many motorists in this 

country have experienced from time to time, 

and probably elsewhere in the world. 

Nevertheless, Toyota recalled millions of 

vehicles worldwide to rectify this problem 

since 2009. 

 

Tyred old men 
A survey by online tyre dealer mytyres.co.uk 

revealed that half of British motorists are running 

on tyres that are unsafe. And older male drivers 

are apparently the worst culprits. 

Only 54% of the motorists surveyed cited low 

tread depth as a reason to replace tyres and only 

62 % would consider replacement after noticing  

 

 

bulges and cracks in tyre sidewalls. 

The worse culprits were men and older 

drivers, with  59% of male drivers delaying a 

tyre replacement until it is below regulation 

depth, as opposed to 49% of women. And 

57% of drivers aged over 45 would also make 

do with old rubber until after the legal limit, as 

opposed to 49% of drivers under 45. Older 

drivers are also more likely to leave a tyre 

with significant damage without changing it – 

67% of over 45s admitted  this, as opposed to 

55% under 45. 

“What is most shocking is that such large 

numbers of motorists will admit to not 

changing their tyres even when there is 

significant damage,” a spokesman for 

mytyres.co.uk continued. “It is extremely 

dangerous to drive with faulty or severely 

worn tyres as this can result in serious and, 

potentially, fatal accidents. 

 

 

 

 

Nissan’s Qashqai a quality leader 

Nissan‟s Qashqai, built in the company‟s 

plant in Sunderland, UK, has been named 

Europe‟s “ leading Japanese medium car” in a 

reliability survey. The German-based ADAC 

breakdown organization, the equivalent of our 

Automobile Association in this country, rated 

the Qashqai as “very reliable”, and the leading 

Japanese-badged car in its segment. 

It was beaten only by German premium-brand 

cars (BMW‟s X3 finished top) , and finished 

sixth out of 22 in its class, ahead of such 

formidable competitors as Toyota‟s RAV4, 

VW‟s Tiguan, and Ford‟s Kuga. 

Continued next page 
 

"Hmmm, bit too early to change the 

tyres on the old girl yet" 
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Continued from previous page 

Nissan’s Qashqai a quality leader 

The Qashqai has been honoured previously 

by the ADAC. An award category known as 

Gelber Engel (Yellow Angel) saw the Nissan  

finish third in a competition that recognises  

reliability and customer satisfaction. Most 

tellingly, it was beaten only by an Audi and a 

Porsche.  

The ADAC Breakdown results for 2010 in 

the medium car category were as follows 

(rewarding the cars least liable to break 

down): 

1. BMW X3 

2. Mercedes-Benz C-Class 

3. BMW 3 Series 

4. Mercedes-Benz SLK 

5. Audi A4 

6. Nissan Qashqai 

7. VW Tiguan 

8. Mercedes-Benz CLK 

9. Skoda Octavia 

10. Ford Kuga 

 

 

Burchmore’s bucks the trend 

Burchmore‟s are flummoxed by some 

industry commentators‟ view that the used car 

market could use a Prozac or two. The 

Sandton-based auction house reports distinctly 

anti-depressive first quarter sales that are up 

15 % up on the previous quarter (October-

December 2010), and MD Darryl Jacobson 

says it‟s all down to satisfying a diverse 

clientele‟s needs. 

“When it comes to choice, there‟s simply 

nobody who can rival us. Our Sandton branch 

is certainly the biggest used car retailer in the 

country, with our Durban and Cape Town 

branches probably filling the next two slots. 

Within the McCarthy Group we are certainly 

the biggest.” Claims Jacobson. 

Burchmore‟s says its range of stock caters 

for a spend of between R40 000 and            

R1-million. Buyers that are looking for an 

SUV, for example, have a choice of models 

and makes ranging from 2004 to 2010 

registrations. 

Jacobson points to some interesting trends 

that have emerged in the used car market in 

2011. One of them is the amount of business 

being done on a Sunday. And the second trend 

is that customers are “buying up”. 

“We see people buying cars with all the 

bells and whistles, not the rentals, and they are 

not fussy about mileage as long as the 

(apparent) condition is good.” 

Another welcome trend for dealerships is 

that private sales are down and Jacobson 

attributes this to private car owners being 

nervous about crime.  

 

Even more models launch in May 

While AutoLive has covered a number of 

new model launches in detail in this issue, 

there were numerous other niche models 

launched in May. 

These include the new Dodge Mopar 

Edition, a customised version of the Caliber 

in the Too Fast Too Furious idiom with 

“baaad” go-faster visuals such as anthracite 

alloy wheels, a lowering kit and mild engine 

tuning that includes a cold-air induction kit, a 

branch exhaust manifold, free-flow exhaust 

and re-chipping of the engine management 

system. The Mopar name refers to Chrysler‟s 

spare parts division, (short for “Motor” and 

“Parts”) but over the years hot rodders have 

adapted this name affectionately as a 

euphemism for special Chrysler products.   

Audi has followed up the introduction of 

its cute “prestige entry-level car” with a 

performance version. The A1 1,4T FSI S-line 

S Tronic, to give it its full (and almost 

unpronounceable) title is said to accelerate to 

100 km/h in just 6,9 seconds, and has a top 

speed of 227 km/h. That kind of performance 

(136 kW and 250 Nm‟s worth of urge) may 

enough to sway Audi fans (and there are many 

of them) that the price tag of R312 000 is 

justified. After all, over 1 000 A1s were sold 

in the three month period after its launch early 

in 2010, making it a leader in a very niche 

segment that has just gained an even more 

specifically-tailored newcomer. 

Renault has taken a different tack with its  

GT version of the Megane hatch and coupe. 

The French car also uses a 1,4-litre  

 

turbocharged petrol engine, but it is modestly 

tuned to deliver  96 kW and 190 Nm. 

Performance is thus more of the “fun” than 

serious variety, and the looks reflect this with 

more boy-racer accoutrements than the 

“professional” touches to be found on more 

expensive and powerful Renault Sport versions. 

The hatch comes in at R249 900 and the 

coupe at R10 000 more, which, price-wise  

puts it right up against the more-powerful Alfa 

Giulietta MultiAir (125 kW) and the  

(admittedly smaller in size) much-more potent 

VW Polo GTi (132 kW).  

 

And talking of affordability… 

Chery reached a milestone this past month 

by becoming the first Chinese manufacturer to 

export half a million cars. The 500 000th 

Chery destined for export markets was 

shipped to Brazil, where Chery was the first 

Chinese manufacturer to establish a 

manufacturing plant in this vibrant country. 

Chery‟s achievement is impressive, 

considering that the first Chery model, the 

Fulwin, was launched at the Auto China show 

in Beijing in 2001. 

The company already has a global network 

of 1 000 dealers in more than 80 countries and 

overseas sales now account for more than 20% 

of the company‟s total output. 

Chery has embarked on an intense overseas 

manufacturing programme and to date 12 

plants are either being planned or are already 

built in countries such as Egypt, Malaysia, 

Russia, Uruguay, Thailand, Indonesia and the 

Ukraine, Brazil and Venezuela. 

The brand was recently launched in 

Australia, and is now targeting America as its 

(logically) most-lucrative export market. 

Chery was established in South Africa in 2008 

and the brand is currently sold here through a 

dealer network jointly owned by McCarthy 

and the AMH group.  

 

Finally, a bit further down the road... 

Mazda will produce its new BT-50 pick-up 

range in South Africa from 2012. It is likely 

that the same dual-production system, as used 

in Thailand, where the Ford Ranger and 

Mazda BT-50 are built, will be seen in 

FMCSA‟s Silverton plant.  

Mazda sells between 300 and 400 BT-50‟s 

a month in the local market, but Mazda is 

aiming to have local sales improve 

significantly. The locally produced BT-50 is 

also likely to be exported to Mozambique and 

Zimbabwe. 

The new BT-50 will enter the increasingly 

competitive South African bakkie market as 

an active lifestyle vehicle, rather than a pure 

workhorse. Mazda says this signifies “a new 

direction in the utility segment”, and is 

intended to further extend the appeal of a 

utility from traditional business users to a 

wider range of customers, including families 

and thrill seekers. 

The Consumer Protection Act has been 

very much top of mind as far as used car 

sales people and auctioneers in particular 

are concerned. Burchmore’s, however has 

welcomed the CPA, saying it will raise the 

standards of the industry. Pieter Smit, 

legal advisor to McCarthy Group points 

out that the new regulations provide 

“tremendous clarity within the industry.” 

The CPA has, however necessitated some 

rewording of documentation, and 

training of sales staff. 
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By Roger Houghton 

Having been an arch-disciple and ardent 

believer in Toyota’s Formula 1 programme 

from the start, I have followed the 

(relatively slow) progress of the Lexus LFA 

from design  parameters in 2000 to dramatic 

concept car to production supercar. One 

such example was recently delivered to 

South Africa for sale to one of the country’s 

business tycoons at a price of R5.1-million.  

Although undoubtedly an iconic 

benchmark car with amazing dynamics, I was 

somewhat disappointed in some of the detail 

treatment. It seems the long gestation period 

and the interference of “bean counters” has 

blunted the final product. 

I was fortunate to be on the invitation list 

for the unveiling of the first LFA production 

car to come to SA. This country has been 

allocated three cars from a one-time build of 

500 over two years at a rate of 20 cars a 

month.  The metallic red example revealed at 

Midrand Lexus was No. 64 off the line. The 

second and third cars ordered by SA buyers 

will be delivered to Durban and Cape Town 

over the next 12 months. 

The LFA was supposed to echo the Toyota 

Group‟s success in Formula 1 racing, which it 

entered in 2003, and was due to be launched 

around the time when a Toyota F1 car won its 

first race. This explains the V10 engine 

configuration, which was the standard for F1 

engines at that time, but has since fallen out of 

favour in most supercars or ultra sporting 

sedans and coupes. It still makes the most 

awesome sound imaginable, however! 

Unfortunately, the F1 team never won a 

race before the racing project was aborted 

when the global financial crisis struck in 2008 

– as was the Honda F1 programme. 

Waiting for the elusive win meant the roll-out 

was delayed and small changes were made as the 

updated LFA concept cars toured the world‟s 

motor shows and prototypes made forays onto the 

race track at the famous Nurburgring 24 hour 

endurance event in Germany.  

In fact there are 50 Nurburgring Edition 

derivatives of the LFA being made for those 

wanting an even more enjoyable driver‟s car 

and more exclusive collectable at an add-on 

cost of US$75 000. This version gives 0-

100km/h in about 3,5 seconds and a top speed 

just over the magic 200mph (320km/h) mark. 

The LFA is a technological tour de force. 

Its normally-aspirated 4,8-litre V10 power 

unit, which is assembled by one man who 

signs his name on the Yamaha-designed 

cylinder heads, pumps out 412kW of power 

and spins to 9 000r/min, while torque of    

480Nm is available at 6 800r/min. All this 

with Euro V emission levels! 

The gearbox is a 6-speed automated sequential 

with adjustable gear change speeds down to 0,2 

seconds. Brakes are huge carbon ceramic discs. 

The race-tuned suspension system and massive 

tyres permit cornering forces of up to 2g. 

The well-equipped interior is a mix of 

sporting and luxury, with reasonable scope for 

personalisation by the buyer. 

Why then was I slightly disappointed? 

Firstly, the 10-year gestation period has meant 

the styling is no longer cutting edge and is in 

fact slightly on the bulky side compared to some 

of the latest Paninfarina-styled supercars.  

Secondly, there were some details that I 

thought not befitting a car in this class. The 

main one was the moulded, shiny black plastic 

used for the large radiator outlets on the rear 

panel. I think these should have been carbon 

fibre components as they are a major styling 

feature.  

Likewise the tray beneath the rear spoiler, 

which rises at speed on hydraulic rams, was a 

steel pressing where I think it should also have 

been crafted in carbon fibre or polished alloy. 

It was also a shock to find a lens for the 

illumination of the small luggage 

compartment was the same as I have in my 

Corolla. 

Would I still want one? You bet! 

 

 

We’d love to have your feedback – be they compliments, criticism or suggestions - on the first issue.  

E-mail Stuart Johnston on stujohn@netactive.co.za  with your comments. And if you have any 

news you think we’d be interested in, drop us a line on the same e-mail address.  
 

Feel free to pass AutoLive on to friends or other members of your organisation. 

Subscription is free, visit www.autolive.co.za 

 

mailto:stujohn@netactive.co.za

