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Demand for skills grows

BIG VOTE OF BIG VOTE OF 
CONFIDENCE CONFIDENCE 

IN SA FROM IN SA FROM 
TOYOTATOYOTA

Andrew Kirby, the President and CEO of Toyota SA Motors.

BY ROGER HOUGHTON

Andrew Kirby, the President and CEO of Toyota 
SA Motors, showed his company’s confi dence in 
the future of South Africa and particularly the lo-
cal automotive industry, when speaking at a recent 
presentation on the State of the Motor Industry at 
the Toyota head offi  ce in Sandton.

Kirby, who took over as the senior Toyota 
SA executive in March 2016 when Dr Johan van 

Zyl was promoted to Senior Managing Offi  cer 
of Toyota Motor Corporation, said that the 
manufacturing plant in Prospecton, near Durban, 
was running well below its current capacity of 
making 220 000 vehicles a year, but this was not 
an acceptable situation so negotiations are under 
way to add a new vehicle to the assembly line to 
lift  output from the current level of 150 000 units 
a year.

So, instead of downscaling, the SA 
market leader since 1980 is aggressively 

pursuing the introduction of a new model to boost 
production volume.

Toyota currently manufactures the Hilux, 
Fortuner, and Corolla for the domestic and export 
markets, as well as the Quantum minibus for the 
domestic market only.

Demand for the Corolla, once SA’s favourite 
car, continues to fall, in line with a general decline 
of other C-segment vehicles worldwide, as the SUV 

continued on page 2 
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phenomenon continues to grow. 
Corolla is now made only for the 
domestic market and small volume 
export into Africa, so it could well 
cease to be made locally.

Kirby would not be drawn on 
details about the possible newcomer 
to local production saying it was 
an all-new model in the “budget 
car” segment, where there is strong 
demand in emerging markets and it 
could be a viable export into other 
African countries.

Th e newcomer is likely to be 
one of the early fruits from a new 
company in the Toyota fold: a joint 
venture formed last year between 
small car specialists Daihatsu, a 
Toyota subsidiary, and Toyota itself. 
It will not be a sub-brand, but these 
budget cars will carry Daihatsu or 
Toyota badges, depending on the 
specifi c market.

At the time of the announce-
ment, Toyota President Akio Toyoda 
said: “Th is is an opportunity for us 
both (Daihatsu and Toyota) to stop 
feeling that we need to go it alone 
and (must) trust each other to take 
full advantage of our respective 
strengths. In other words, we can 
now focus on our core competen-
cies. Th at I believe is the key to 
achieving and sustaining global 
competitiveness.”

Need for transformation

Th e senior Toyota executive stressed 
the resilience of the local motor 
industry, even when it must face 
economic downturns. He said this is 
largely due to stability in the indus-
try, fl owing from the legislation de-
veloped by the Department of Trade 
and Industry and other government 
departments, in conjunction with 
industry representatives.

However, he said there was 
now a growing need to transform 
the industry and to this end Toyota 

is giving its full support to the 
aspirational government plan for the 
motor industry to 2035, although 
Kirby stressed that this must be done 
with full consideration of the need to 
be globally competitive as a regional 
supply base for export markets. And 
it had to be done in the face of grow-
ing de-industrialisation in South 
Africa over the past fi ve years.

Kirby gave an interesting list of 
facts and fi gures around the question 
of Toyota and transformation high-
lighting the progress that had been 
made already:

 ■ Suppliers:
40 000+ employees; 17 incubated 
suppliers – 10 wholly black owned; 
348 black-owned suppliers; 101 
female black-owned suppliers.

 ■ Toyota Original Equipment 
Manufacturer (OEM): 
7 650 employees; 450 trainees, 
apprentices and graduates and 
persons with disabilities (PWDs); 
207 Exempted Micro Enterprises 
(EMEs); and 195 Qualifying 
Small Enterprises (QSEs) 
developed; R42-million Toyota 
Empowerment Trust created.

 ■ Dealers:
275 Toyota, Lexus, Hino deal-
ers; 11 245 employees; 12% of 
dealer principals from designated 
groups; 30% from designated 
groups targeted.

All-in-all it was a most interesting 
hour-long presentation, with plenty 
of food for thought. ■
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MONTHLY SALES STATISTICS

The growing amount of advertising in AutoLive has made it necessary to relocate the four pages 
of detailed monthly vehicle sales analysis to the website www.autolive.co.za.

CLICK HERE to access

The TET has been seeded with R42 million in start-up funding and will 
focus on skills and enterprise development initiatives in the automotive 
industry. Initially, it will facilitate the training and qualifi cation of 
specialised automation technicians. TSAM will start training in earnest 
in January 2018.

“The Toyota Empowerment Trust will implement training and 
enterprise development initiatives alongside and in support of our other 
education initiatives. These include our Toyota Teach programme that 
supports over 9 primary schools and our Toyota Technical Education 
Programme (T-TEP) that supports, and often manages, technical high 
schools in KwaZulu-Natal and Gauteng,” said Kirby.

Toyota has already started with the creation of a fully-equipped 
robotics and automation training facility in Durban, KwaZulu-Natal. This 
facility will train technicians in the maintenance of complex manufacturing 
equipment, such as welding and spray painting robots.

In addition to the training, the TET will eventually be able to support 
qualifi ed technicians to start their own maintenance fi rms and offer 
this highly sought-after specialist service to Toyota and other vehicle 
manufacturers in South Africa.

Said Kirby: “As the largest vehicle manufacturer in South Africa, we 
are ideally suited to offer this type of training. Trainees will be able to 
hone their skills at our manufacturing facility in Prospecton, Durban, and 
we will no doubt use their new talents to full effect at our plant. I trust that 
many of the trainees will fi nd employment at our plant or, in the case of 
prospective small business owners, a stable base of work from where 
they can expand their services to other manufacturers.” ■

More details of Toyota 
Empowerment Trust (TET)
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Editor’s Note
Let me start off  by apologising 
for a serious error in the July 
edition of AutoLive. On page 
22 a photograph of Hiroaki 
Sugawara, CEO and Managing 
Director, and Craig Uren, 
COO of Isuzu Trucks SA was 
incorrectly captioned as them 
representing Hino Motors 
South Africa. Th ank you to 
our ever-vigilant readers who 
spotted the mistake and our 
sincerest apologies for any inconvenience and confusion caused.

Speaking of confusion, according to the Automobile 
Association (AA), it has received a number of queries following 
reports that the United Kingdom will ban all new petrol and 
diesel vehicles on its roads from 2040, and the implications this 
will have for South Africa.

It’s important to remember that at this point nothing 
has been cast in stone. It remains a proposal and is still in the 
discussion phase. Th e discussion is based on sound reasoning 
though as emissions from vehicles remain a serious issue in 
Europe. In addition, the United Kingdom has to meet commit-
ments agreed to at the Paris Climate Accord.

Th e AA also points out that the proposal doesn’t seek to ban 
the existence of diesel and petrol vehicles, only the sale of new 
petrol and diesel vehicles from 2040. Many major manufactur-
ers are moving in this direction.

Volvo recently announced that, from 2019 onward, all its 
new cars will be either completely battery powered or hybrids. 
Mercedes Benz has also made a clear statement regarding where 
it sees its future by announcing its withdrawal from the DTM 
Touring circuit to focus instead on its entry into Formula E 
racing for the 2019/2020 season. Porsche and Audi have made 
similar decisions to withdraw from the World Endurance 
Championship (WEC) in favour of Formula E.

To date there has not been any suggestion from the South 
African government of a ban on internal combustion engines, 
anytime in the future. While this may be the case, South 
Africans may be forced into the electronic car age as there may 
be no other new vehicles available.

But, this isn’t necessarily a bad thing. For one, a lot of 
time and money is being spent on developing electronic 
vehicles throughout the world, so much so that many of these 
vehicles are performing as well, or better, than the petrol or 
diesel versions.

Another benefi t for South Africa is that the country may 
leapfrog the growing pains of a complete ban, and arrive at a 
place where the conversion to electronic vehicles is more seam-
less than in other parts of the world.

But before any of this transpires there are several questions 
that need to be answered, including whether battery powered 
vehicles are indeed more environmentally friendly. In a local 
context strain on the power grid and the availability and reli-
ability of public transport are also issues to be considered.

So for now we wait and see.

Liana Reiners,
Editor
liana@autolive.co.za

To advertise in  contact

Liana Reiners on 083 407 4600 or email on liana@autolive.co.za

BY ROGER HOUGHTON

Hyundai and Kia are at last reporting 
detailed sales fi gures at the end of each 
month, a decision that has been welcomed 
by the local motor industry. Th ese two 
brands, which were part of the Imperial 
Group’s Associated Motor Holdings (AMH) 
subsidiary from its founding, have been 
providing detailed sales reports three 
months in arrears for the past few years 
aft er previously refusing to divulge details 
of the vehicles sold.

Manny de Canha, who headed up 
AMH until last year, was adamant about 
his non-reporting stance, which rivals said 
was unfair as he had access to their detailed 
sales fi gures. Manny left  the Imperial fold at 
the end of June and lo and behold Hyundai 
and Kia reported detailed July sales fi gures 
in line with the other reporters. (At present 
Mercedes-Benz and BMW are only report-
ing aggregate fi gures, with Audi threatening 
to do the same).

Readers of AutoLive have been able to 
see estimates of sales of Hyundai and Kia 
cars and LCVs that have been calculated by 
Lightstone using historical data, but now we 
have accurate fi gures on time.

Encouraging Sales in July

Domestic new vehicle sales showed an 
encouraging improvement in July, led by 
new car and LCV sales according to the 
NAAMSA month-end report. Medium and 
heavy commercial vehicle sales remained 
under pressure. Year-to-date total indus-
try sales are now down only 0.3% on the 
2016 fi gure,

Aggregate new vehicle sales at 46 719 
units was an improvement of 4.21% over 
sales in July last year. An estimated 36 999 

units or 79.2% represented dealer sales, 
13,8% were sold to the rental industry, 3.9% 
to the government and 3.1% to industry 
corporate fl eets. (Th e rental fi gure is under-
stated as it does not include vehicles from 
BMW and Mercedes-Benz).

Passenger car sales were up 6.2%, 
while LCVs showed a modest gain of 1.7%. 
Medium truck sales were 16.1% down, with 
the heavy truck and bus market shrinking 
by 3.7% year-on-year.

Industry new vehicle exports rose by 
22.2% to 35 486 units. Th e momentum of 
exports is expected to improve further over 
the balance of 2017.

WesBank’s View

“July’s sales performance can be attrib-
uted to positive changes in the underly-
ing fundamentals in the market,” said 
Rudolf Mahoney, Head of Brand, and 
Communications at WesBank. “We 
see this in our data, where the demand 
for new vehicle fi nance is up 9% this 
past month.”

Household debt levels have steadily de-
clined over the last 24 months and currently 
sit at 72%. Th is fi gure measures the percent-
age of income consumers use to service 
their debt. At the same time, there has been 
a marginal rise in the amount of disposable 
incomes households have. Additionally, 
headline infl ation and new vehicle price 
infl ation have declined, following a strong 
performance by the Rand.

Hyundai and Kia to Report 
Sales Figures Timeously

continued on next page 

Household debt levels have 
steadily declined over the 
last 24 months and currently 
sit at 72%. This fi gure 
measures the percentage of 
income consumers use to 
service their debt.

Medium and heavy 
commercial vehicle sales 
remained under pressure.
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BY ROGER HOUGHTON

Exports of SA-made built-up vehicles into other 
African countries continue to decline, although 
the rate has slowed because the numbers are so 
small already.

Year-to-date fi gures for the fi rst seven 
months of 2017 refl ected a drop of 5.5% over 
the same period last year, going from 13 378 
units exported between January and July 2016 to 
12 649 in the same period this year. However, to 
put this into perspective consider the fi gure for 
the fi rst seven months of 2015 when 29 965 units 
were exported. Within a year this fi gure had 
plummeted 55.4%.

Toyota remains the biggest exporter, with 
5 005 units shipped, compared to 3 761 for 
Nissan, 1 712 for GM/Isuzu Trucks, 540 for 
Ford and 297 for Honda. FAW trucks also seem 
to be getting on the export bandwagon and 
shipped 119 units in the fi rst seven months 
of 2017.

Only four countries took more than 1 000 
units in this period: Ghana (2 344), Kenya (1 424), 
Zimbabwe (1 397) and Zambia (1 019). Nigeria, 
which used to be a major market, only imported 
136 SA-made vehicles between January and July, 

which is fewer than the small island of Reunion, 
which took 169 units!

Strangely the July 2017 export fi gure of 1 761 
units was identical to the fi gure for July 2016. 
Toyota, with 874 units was responsible for almost 
half of these vehicles, followed by Nissan (392), 
GM/Isuzu Trucks (282) and Ford (73). Ethiopia 
was the biggest market, taking 292 units – all 
Toyotas – with Ghana in second place with 257, 
and Zimbabwe third with 239. ■

Vehicle manufacturers have also taken 
advantage of the performance of the currency to 
directly pass value to consumers. Th is is seen in the 
number of attractive marketing incentives on off er 
to buyers in the new vehicle market.

“Combined, these factors will be conducive to 
new vehicle sales and positive consumer senti-
ment,” said Mahoney. “With this past month’s 25 
basis points drop in the interest rate, we anticipate 
that the economy is now in a cycle of rate cuts. 
Failing any shock events on the local or global 
stage, this is great news for the economy and new 
vehicle market.”

NAAMSA Looks Ahead

Th e domestic automotive industry was hold-
ing up relatively well in the current diffi  cult 

economic environment, said NAAMSA, com-
menting on July vehicle sales. Domestic new 
vehicle sales were closely correlated with the 
overall performance of the economy and confi -
dence levels.

Th e fundamental challenge confronting the 
country at present was lack of confi dence – on the 
part of business and consumers. Concerted steps 
were required by business, government and labour 
to create a more investor-friendly environment as 
a means of boosting growth. Th e improvement in 
new car sales and the strength in recent months in 

the light commercial vehicle segment were there-
fore most encouraging.

Th e recent 25 basis points reduction in interest 
rates should provide some relief for hard pressed 
consumers, whilst the progressive improvement in 
South Africa’s trade balance over the past two years 
would support the exchange rate and in turn would 
moderate new vehicle price infl ation.

NAAMSA continued to anticipate that the 
overall market for 2017 would probably turn out 
to be fairly fl at at levels like those recorded in 2016. 
Vehicle exports should continue to benefi t from 
global economic growth at about 3.5%. ■

 continued from previous page

Toyota remains the biggest 
exporter, with 5 005 units shipped.

Nigeria, which used to be a major 
market, only imported 136 SA-
made vehicles between January 
and July.

The fundamental challenge 
confronting the country at present 
was lack of confi dence – on the 
part of business and consumers.

The recent 25 basis points 
reduction in interest rates should 
provide some relief for hard 
pressed consumers, ...

Vehicle Exports into Africa Continue to Plunge
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The largest business platform 

for the automotive sector on 

the African continent.
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For more information, contact 
Melissa Bender, +27 010 599 6169 or email  
melissa.bender@southafrica.messefrankfurt.com

www.automechanikasa.co.za
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Don’t miss out on the opportunity to  

see the entire industry under one roof: 
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 Car wash systems, car care & reconditioning
 Management & digital solutions
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Snippets

Carlos Ghosn’s Wish 
Comes True

Carlos Ghosn, the entrepreneurial Brazilian-
Lebanese-French head of the Renault-Nissan 
Alliance has had his wish for global dominance 
come true with the Alliance topping the world 
vehicle sales chart at the end of the fi rst six months 
of 2017. Th e Alliance sold 5.26-million vehicles 
in this period, which enabled it to slip past the 
Volkswagen Group, the 2016 leader, and former 
No. 1 Toyota, who sold 5.15- and 5.12-million vehi-
cles respectively in the fi rst half of the year.

Th e Alliance’s sales – boosted by the incorpo-
ration of Mitsubishi – were up 7% on the fi gure for 
the fi rst half of 2016, with strong performances by 
Nissan in Japan and Renault in Asia and Africa. 
Th e Alliance includes Renault, Nissan, Mitsubishi, 
Dacia, Datsun, Infi niti, Lada, Alpine and the 
Chinese Venucia (Dongfeng) brands. It also report-
ed sales of 480 000 electric vehicles in this period, 
the highest of any motor company in the world.

Other companies in the top 10 at the end of 
June were: 4, General Motors (4.7-million); 5, Ford 
(3.4-million), 6, Hyundai-Kia (2.2-million), 7, PSA 
Group (1.4-million), 8, Fiat-Chrysler (1.3-million), 
9, BMW Group (1.2-million) and 10, Daimler 
Group (0.8-million). ■

Toyota Tightens its 
Links with Mazda

Toyota is tightening its links with Mazda as Japan’s 
biggest manufacturer brings smaller rivals into its 
sphere of infl uence. Toyota is taking a 5% share 
in Mazda, while Mazda will reciprocate with a 
token 0.25% stake in Toyota. As part of the deal the 
two companies will build a new assembly plant in 
the US.

Toyota and Mazda say they will collaborate 
in developing electric vehicles and connected car 
technologies beside supplying more vehicles to 
each other.

Also in Toyota’s camp are truck maker Hino, 
small car specialist Daihatsu, which are both 
wholly owned subsidiaries, while there are also 
links to Subaru, Suzuki, and Isuzu. ■

Mazda Plans a Compression 
Ignition Petrol Engine

Mazda says it will be the fi rst vehicle manufacturer 
to commercialise a compression ignition petrol 
engine. Th e petrol is compressed to such high 
pressures that it self-ignites without the need for 
an electric spark, like a diesel engine. Mazda says it 

will boost torque and fuel effi  ciency by as much as 
30% over its current range of engines.

Daimler and General Motors are among 
companies that have been working on this type of 
engine for years without success.

Mazda is also a manufacturer which suc-
cessfully made and marketed cars with Wankel 
rotary engines. ■

France and UK to Ban Sale of 
Petrol and Diesel Cars by 2040

France and the United Kingdom have both an-
nounced bans on the sale of new petrol and diesel 
cars by 2040 as part of ambitious plans to cut 
harmful emissions.

Th is is going to be very challenging, as both 
countries have factories that make large numbers 
of cars powered by internal combustion engines.

Norway, which has the highest penetration 
of electric cars in the world has set a target of 
only permitting sales of 100% electric or plug-in 
hybrid cars by 2025. Other countries are also 
considering similar bans to the UK and France, 

with Netherlands talking about a 2025 ban and 
Germany looking at a 2030 phase out.

Prof David Bailey, an automotive industry 
expert at Aston University, says that the timescale 
involved (with the proposed French and British 
bans) is suffi  ciently long term to be taken seriously. 
“If enacted, it would send a very clear signal to 
manufacturers and consumers and may accelerate 
a transition to electric cars,” said Bailey. ■

Ferrari Takes Home 
Concours Silverware

A beautifully prepared 1989 Ferrari F40 was the 
overall winner of Concours South Africa 2017, held 
at Sun City earlier this month.

Th is immaculate example, one of just a 
handful residing in South Africa, is owned by 
Keith Rivers, famous in South Africa as one of the 
founder members of the Tiger Wheels organisa-
tion, and also for his exploits in motocross and 
motorcycle enduros.

Second place overall went to the unrestored 
and immaculately-preserved 1968 Shelby Mustang 
GT350H, owned by Dainfern’s Ravi Chetty. Th is 
car was one of the last special Hertz rent-a-car 
Mustangs produced by Ford and Shelby in 1968, 
and was imported here from America a couple of 
years ago.

In third place was the immaculate 1970 
Porsche 911 S “short-wheelbase” model, owned by 
Porsche expert Tim Abbot of Johannesburg. ■

This is going to be very 
challenging, as both countries 
have factories that make large 
numbers of cars powered by 
internal combustion engines.
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Snippets

BMW Brings Art Car Home
26 years ago, Esther Mahlangu, a South African 
Ndebele artist, was the fi rst woman to create 
artwork on a BMW 525i Sedan turning it into 
a unique and colourful BMW Art Car. In 2016, 
Esther was once again commissioned by the BMW 
Group to refi ne a BMW 7 Series. Th e vehicle was 
on display at the Frieze Art Fair which took place 
in London in 2016. Simultaneously, the original 
BMW 525i Art Car was part of the exhibition 
“South Africa: the art of a nation” at the British 
Museum, functioning as a signifi cant piece 
and highlighting Esther Mahlangu’s key role in 
South African art.

BWW Group South Africa is now the proud 
owner of Esther’s specially commissioned BMW 
panels painted in Ndebele art which have been 
installed into a new BMW 750Li Individual. Th e 
vehicle will form part of BMW Group South 
Africa’s Heritage Collection and will be utilised as 
a display vehicle at various Arts & Cultural events 
with the blessing of Esther Mahlangu in order to 

preserve her cultural heritage for the people of 
South Africa.

“I am so glad that BMW brought my art back 
to South Africa, it is a beautiful car to be shared 
with the people of South Africa for many years to 
come,” said Esther Mahlangu.

Mr Tim Abbott, CEO of BMW Group South 
Africa and Sub-Saharan Africa, is proud that 
Esther’s work will now be preserved in her home 
country. “We are delighted to share Esther’s legacy 
with the people of South Africa. Esther embraces 
her traditional heritage passionately and has 
dedicated her entire life to the development and 
promotion of Ndebele art”. ■

Porsche is the Most 
Attractive Vehicle Brand 
for US Customers

Porsche has defended its top position among US 
customers. Th at is the conclusive result of the 22nd 

“Automotive Performance, Execution and Layout 
(APEAL) Study”, conducted by US market research 
institute J.D. Power. For the 13th time in succes-
sion, the sports car manufacturer has fi nished 
top of the overall rankings, meaning that Porsche 
remains the most attractive vehicle brand for 
drivers in the USA. Th e Porsche 911, Cayenne and 
Macan models also took the top positions in their 
categories. More than 69 000 new car owners took 
part in the survey, assessing 243 models from 33 
manufacturers in 10 categories. 

For the third time in a row, the Macan took the 
top spot in the “Compact Premium SUV” segment 
in the APEAL vehicle rankings. Th e Cayenne, a 
sporty, off -road vehicle, also scores highly in the 
eyes of US customers, powering to fi rst place in the 
“Midsize Premium SUV” fi eld for the sixth time 
since 2011. In addition, the Porsche 911 accumu-
lated the most points in its class and was distin-
guished with the “Highest Ranked Appeal” award 
in the “Midsize Premium Sporty Car” category.

Th e APEAL study determines how attractive 
the vehicles are to the US market. Each year, new 
car owners whose vehicles are registered between 
November and February are surveyed 90 days aft er 
the delivery of their vehicle. In total, 77 character-
istics are examined across ten categories. As well as 
driving dynamics and design, aspects such as day-
to-day usability and comfort are considered. ■

auto.lightstone.co.za/
auto.lightstone.co.za/
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People

URBAN COMPACT SUV
Just Launched

R169 900 incl. VAT

FROM

Ground-breaking Appointment 
at Avis Budget

Avis Budget Rent a Car has announced the ap-
pointment of Relebohile Malahleha (Lebo) 
(39) as chief fi nancial offi  cer. She is the fi rst black 
woman to hold this position.

Born in the Eastern Cape, Lebo studied at the 
University of Natal (now called the University of 
KZN) and the University of Transkei. She went on 
to work for the National Treasury, as a chief direc-
tor of national accounts, before moving to KPMG, 
where she was a partner for eight years.

According to Lebo, her career has given her 
the opportunity to work with clients from a broad 
spectrum of industries; from fi nancial services and 
mining to the automotive industry and govern-
ment. “Th ese experiences helped me deal with di-
verse groups of people and to become comfortable 
in that space. Avis Budget is a complex business as 
it is a high-volume environment where one trans-
action is not necessarily similar to the next – and 
this challenge drives me.” ■

MIWA Gets a New Director

Pieter Niemand has stepped in as Director of the 
Motor Industry Workshop Association (MIWA).

“I was very fortunate to start my working 
career under the guidance of the late Dr Anton 

Rupert, an 
industrialist and 
a phenomenal 
business person-
ality. He believed 
in specifi c busi-
ness principals 
and I took those 
and still to this 
day practice 
them which I 
believe has led 
to success,” said 
Niemand, who 
has been involved 

in the motor industry for 10 years.
“I became involved in the industry from a 

more business than technical perception and have 
had the opportunity to grow over time to really 
love the industry. Historical and current respon-
sibilities in an ever-changing environment have 
however forced me to be more involved in a practi-
cal manner. Fortunately, this has been made easier 
with the support and assistance of Retail Motor 
Industry Organisation (RMI) members serving in 
various structures.”

Niemand’s responsibilities include elements of 
facilitation, management, investigation, develop-
ment, sales, guidance, training and administration.

“As the biggest association within the RMI, 
MIWA has a prominent role and responsibility 
to fulfi l, creating structures to serve as references 
for members conducting business on a day-to-day 
basis. Th e MIWA brand is now a recognised and 
trusted brand in both the eye of industry and the 
consumer. We have gained tremendous respect as 
experts in the industry and it is of utmost impor-
tance to maintain the positive momentum. My aim 
is to focus on specifi c objectives and priorities to 
create a culture where MIWA members will want 
to be part of the inner circle of a well-informed and 
structured business unit. MIWA is its members 
and the members are MIWA. We need to stand 
together as a collective voice,” he concluded. ■

New MD Takes Over at Subaru

Subaru Southern Africa has appointed South 
African Rui Silva as its new Managing Director.

Having joined Subaru Southern Africa in 1994 
as an accountant, 2 years aft er the brand was estab-
lished in locally, Silva has enjoyed a long-standing 
career as well as widespread experience within the 
company ranging from Finance and Sales, through 
to Chief Operations Offi  cer.

“Subaru Southern Africa is at a pivotal point, 
with outstanding new product and technology 
released, and high levels of customer satisfaction 
and passion for the brand. In addition, we have 
an enthusiastic and a thriving dealer network that 
is wanting of a broader customer base. With this 
renewed energy, our shareholder and manufac-
turer are steadfast in further investments into our 
market. Th is all bodes well for our mandate of 
delivering superior confi dence in all that we do for 
our customers,” said Silva.

Silva offi  cially took the helm on July 1st, taking 
over from Kazunori Suzuki who has headed up 
Subaru Southern Africa since 2013. He will remain 
at the company until the end of the fi nancial year 
and will then return to the company’s Tokyo-based 
shareholder Toyota Tsusho Corporation to assume 
a new assignment. ■

Relebohile “Lebo” Malahleha.
Pieter Niemand.

Rui Silva.

http://www.suzukiauto.co.za
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South Africa’s general economic situation makes 
for alarming observation. Closer to home, the 
overall vehicle sales market is burdened by 
motorists who battle the rising cost of vehicle 
ownership. WesBank data indicates an increase 
of more than 24% to the monthly mobility basket, 
which includes instalments, fuel, and insurance 
costs, since 2013. Furthermore, the demand by 

customers for more fl exible vehicle fi nancing 
alternatives requires WesBank to be primed to 
respond to shift s within the industry and altering 
customer behaviour.

“Consider the amount of money that is spent 
by manufacturers on research and development 
into electric cars and automated driving solutions,” 
Finlayson said. “At the same time, consider the 

impact those automated driving solutions will have 
on how mobility is consumed by the customer, and 
how the way the customer wants to access mobility 
is changing.”

WesBank is at the forefront of the shift -
ing vehicle fi nancing sector and, with its strong 
partnerships in place, is well positioned to fully 
focus on the evolving needs of its customers. It is 
progressively shift ing its focus towards the changes 
in customer behaviour and the fi nancing of future 
mobility solutions. Th is conversion – where a 
traditional vehicle customer ultimately becomes 
a consumer of mobility solutions – points to a 
step change in how mobility will be consumed 
and fi nanced.

“We can recognise that our market will un-
dergo change in the future,” Finlayson continues. 
“We already see a shift  in how consumers search 
for cars, and how digital platforms enable dealers 
to leverage technology. Along with our OEM and 
dealer partners, our mobility fi nancial solutions 
will be designed around our customers. We will 
expand the mobility solution product set, and 
the way we build products and service solutions 
to help customers access mobility. What does the 
electric car need, in terms of fi nance, for exam-
ple? Th e running costs diff er, so we will have to 
reorganise the way we assess customer aff ordability 
and how we evaluate the fi nancing of diff erent 
parts of the asset. Th e myriad skills and experi-
ence of WesBankers, coupled with our partners’ 
expertise, will be vital to our safe navigation of this 
changing landscape.

“Along with our OEM and dealer partners, 
WesBank will further digitise our business to con-
tinue delivering innovative services to our custom-
ers and partners,” Finlayson concluded. ■

Developing Vehicle Finance 
for the Digital Age

Mark Finlayson, the recently appointed CEO of WesBank’s Motor Division.

“At the same time, consider 
the impact those automated 
driving solutions will have on 
how mobility is consumed by the 
customer, and how the way the 
customer wants to access mobility 
is changing.”

How does Mark Finlayson, the recently appointed CEO of WesBank’s 
Motor Division, plan to marry his passion for fi nancial technology with a 
requirement to increasingly use data and analytics to deliver real value to 
its customers and partners?
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South African motorists will soon fi nd out whether 
or not they’ve been driving a true winner, as 
Gumtree South Africa announces its intention 
to launch the country’s fi rst ever Pre-Owned Car 
Awards. Th e inaugural event is set to take place in 
November 2017 and winning cars will be selected 
using judging criteria unique to pre-owned cars, in-
cluding Value for Money, Overall appearance aft er 
a number of years, Maintenance costs and more.

“South Africa has a few long-standing 
motoring awards shows that celebrate the latest 
releases, but ultimately, we’re a pre-owned market. 
Pre-owned vehicles are outselling new models at a 
rate of 2.37 to 1, which means that most consum-
ers have a vested interest in pre-owned cars,” said 
Johan Nel, Director-GM of Gumtree South Africa. 
“Th is is not only an opportunity to showcase the 
quality and range of pre-owned cars on the market, 
but also a means to educate consumers about 

which second hand cars they should be considering 
and how to make a smart buying decision.”

Nel is confi dent that the online classifi eds gi-
ant is best positioned to deliver South Africa’s fi rst 
pre-owned car awards show, given its vast expertise 
in facilitating vehicles sales for both private sellers 
and professional car dealers.

“We’ve dedicated ourselves to facilitating 
automotive trade for more than a decade,” said Jeff  
Osborne, Head of Gumtree Automotive. “Gumtree 
has 75 000 cars listed for sale at any given time, 
by both dealerships and private sellers, and over 
1.2 million people browsing the Automotive cat-
egory every month. We know what consumers are 
searching for and how they are evaluating the cars 
they purchase, and we’re putting that information 
to good use.”

Th e awards will recognise and celebrate the 
best pre-owned cars on the market, as evaluated 
by a panel of leading motoring experts and backed 

by authoritative data supplied in partnership 
with TransUnion.

Finalists will be selected from the best-selling 
pre-owned cars of the past three years, across 
several categories from hatchbacks and sedans to 
bakkies and SUVs. Judging criteria is comprised 
of 16 key elements of vehicle performance, such 
as overall value for money, engine performance, 
mechanical reliability and safety.

South African motorists will also be able to 
cast a vote for their favourite nominee in each cat-
egory. Whichever vehicle gathers the most public 
support will receive a People’s Choice award, based 
solely on online votes.

All information regarding the awards, includ-
ing a full list of judging criteria and road tests for 
each fi nalist will soon be available online. To stay 
updated on the latest new around the Gumtree 
Pre-Owned Car Awards, follow Gumtree SA on 
Facebook or Twitter. ■

Gumtree Set to Launch South Africa’s 
First Pre-Owned Car Awards

“This is ... also a means to 
educate consumers about which 
second hand cars they should be 
considering and how to make a 
smart buying decision.”

Nel is confi dent that the online 
classifi eds giant is best positioned 
to deliver South Africa’s fi rst pre-
owned car awards show.

Whichever vehicle gathers the 
most public support will receive 
a People’s Choice award, based 
solely on online votes.
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Awards and Accolades

Lifetime achiever award for 
AutoLive contributor

Roger Houghton, a former editor and regular con-
tributor to AutoLive, was honoured with a Lifetime 
Achiever Award in the SADC South leg of the CEO 
Global recognition programme.

Th e awards were presented at a gala function at 
the Premier OR Tambo Hotel recently. Th e keynote 
speaker was Herman Mashaba, the Executive 
Mayor of Johannesburg.

Th ese awards for Africa’s Most Infl uential 
Women in Business and Government and Titans: 
Building Nations are part of a leading African 
recognition programme honouring excellence 
in the private and public sector. Th e programme 
covers 23 economic sectors and has independently 
recognised leaders who are at the pinnacle of their 
respective industries for the past 17 years. It covers 
eight regions in Africa.

“Nominees undergo a rigorous multi-tiered 
judging process,” said Annelize Wepener, Chief 
Executive of CEO Global. “Quality assurance is 
provided by our audit partner throughout the 
judging process and he highest possible standard 
is maintained. Th ese individuals who have been 
recognised as winners in their fi eld can be assured 
that they have all truly excelled.”

Houghton was one of 20 people honoured with 
Lifetime Achiever awards. Others included Brand 
Pretorius, Raymond and Wendy Ackerman, Graca 
Machel, Hugh Masikela, Imtiaz Sooliman, Sarel 
van der Merwe, Roger McCleery, Roy Cokayne and 
Ferdi de Vos.

Audi Receives Ipsos Gold Award

Audi South Africa has retained the number-one 
position for customer experience in the South 
African motor industry for the fi ft h consecu-
tive year in the annual Ipsos CCE Awards. Audi 

received the Gold award for Passenger Car 
Purchasing Experience as well as a Gold award for 
Passenger Car Servicing for the 2016 calendar year.

“Audi South Africa is incredibly proud and 
honoured to receive this prestigious award for the 
fi ft h consecutive year and we would like to thank 
and applaud our Dealer Partners for their contin-
ued dedication to our customers”, said Trevor Hill, 
Head of Audi South Africa. “As a premium brand, 
we aim to provide benchmark customer experi-
ence across all touchpoints of our business and are 
committed to holding onto the top spot for years 
to come.”

Th e Ipsos CCE Awards are presented by Ipsos 
South Africa, part of the second largest survey-
based market research company in the world. 
Th e winners were selected aft er Ipsos conducted 
telephonic interviews with 23 00 customers 
about their experience at franchised dealerships 
when purchasing a new vehicle or having their 
vehicle serviced

VW is Exporter of the Year

Earlier this month VWSA walked away with 
three awards at the Eastern Cape’s Exporters Club 
Awards.  Th ese three awards, namely the 2017 SJM 
Flex Environmental Merit Award, the 2017 Best 
Exporter OEM Award and the 2017 Exporter of the 
Year Award, were presented at a gala event held in 
Port Elizabeth.

For the fourth year in a row, VWSA was 
awarded the Best Exporter OEM Award which 
recognises manufacturers of original equipment 
for the automotive industry. 

“Volkswagen has been the passenger car 
market leader for the last 7 consecutive years and 
continues to lead the market in 2017. Th e Polo and 
Polo Vivo which are produced in our Uitenhage 
factory, have been instrumental in our success, 

both locally and overseas,” said Th omas Schaefer, 
Chairman and Managing Director: Volkswagen 
Group South Africa.

“Our position in the passenger car market 
together with our ongoing commitment in trying 
to reduce our impact on the environment and our 
commitment to the Eastern Cape and the com-
munity we are situated in are all rewarded by these 
three awards and I am very proud to lead this great 
company, with its loyal workforce and dedicated 
dealer network.” added Schaefer.

Th e Exporters Club was founded in the 
Eastern Cape 36 years ago and is aimed at organi-
sations involved in exporting, either directly or 
indirectly, and for organisations with an interest in 
exporting. Th ere are approximately 290 organisa-
tions on the database, including automotive, phar-
maceutical, agricultural and services industries.

Th e judges for these awards come from vary-
ing backgrounds and represent diff erent sectors.

Local Team Wins Spirit 
of Amarok Trophy

Team South Africa once again claimed the Gold 
medals and defended their title of international 
amateur 4×4 precision driving champions in the 
Spirit of Amarok Trophy, which took place in the 
Kalahari Desert on 13–19 August.

Th e South African duo of Juan Grant and 
Marius Henn came out tops as the overall winning 
team against stiff  competition from 20 other teams 
from Australia, Botswana, Germany, Namibia, 
Russia, South Africa and the United Kingdom. 
Grant and Henn walked away with the coveted 
Wolf Trophy (Amarok’s namesake is the giant wolf 
in Inuit mythology).

Th e competition saw each country being 
represented by three teams who showcased their 
off -road driving skills in the unrelenting dunes 
and pans of the Kalahari Desert. At the end of the 
four-day competition, Team South Africa amassed 
a total of 7212 points to take the gold medal, fol-
lowed by Team Namibia claiming silver with 6246 
points. Team Russia took the bronze medal with 
4797 points, sneaking onto the podium with 360 
points ahead of Team Australia. ■

Roger Houghton (centre) was honoured 
by CEO Global’s Titans: Building Nations 
recognition programme as a Lifetime 
Achiever. He is fl anked by Commander 
Tsietsi Mokhele, the Patron of CEO 
Global’s recognition programmes and 
CEO of the SA Maritime Safety Authority, 
and Annelize Wepener, Chief Executive of 
CEO Global. From L-R: Manfred Gie (Manager: 

VWSA), Michelle Phillips (General 
Manager: Transnet), Jane Stevenson 
(Judge: Magnetic Storm), Ndulela Canca 
(Manager: VWSA), Henning Jens (Finance 
Director: VWSA), Quintin Levey (Chairman: 
Exporters Club) The duo of Juan Grant and Marius Henn.
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WIN
with AutoLive!
We have 9 sets of double tickets for the biggest 

motoring event of the year to give away.

To stand in line to win, simply answer this easy question: 

Where is the SA Motoring Experience being held?

E-mail your answer to liana@autolive.co.za, to reach us by no later than 17:00 on Thursday, August 31st.

Please indicate which one of the three days of the event you would like to attend.

Winners will be notifi ed via e-mail.

Terms and conditions apply.

mailto:liana@autolive.co.za
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New Models

BY KIERAN RENNIE

Th e world is full of pointless things, right? Toe 
socks, for example. Th at silly ridged moulding on 
the back of your toothbrush that the manufactur-
ers tell us is there to brush your tongue with. All, 
fairly useless. In 1980, Fiat launched the Panda. 
Why? Why would anyone need an A-segment 
(sub-compact) 4×4?

Having said that, we know that human beings 
are strange things. So strange in fact that between 
1980 and 2011, Fiat sold over 6.6 million of these 
wee boxy bundu-bashers.

Let’s put the top line question of reasons for 
existence aside for a second and take a brief look 
at the recently launched new Panda. It’s still small, 
still boxy and still powered by (cruel commentators 
might call it) a lawnmower engine.

Th at engine is, however, FCA’s award winning 
TwinAir. A 900 cc, twin cylinder, turbo charged 

motor producing 67 kW in the top spec car. It is 
one of those engines you cannot help but admire 
and enjoy. With its gruff , uncommon engine note, 
ample in-gear acceleration and top speeds that will 
easily exceed the national speed limits, the Fiat, 
much like most Italian cars, loves to be driven with 
enthusiasm. Th e slightly raised ride height does not 
negatively aff ect the road holding at all. Th e Panda 
is balanced and predictable.

Our trip up the N3 from Durban CBD lead us 
to the Shongweni Valley and the Killarney (not the 
Cape Town Killarney) 4×4 Centre. Here, the Panda 
fl ipped its trump card. Th e diminutive dirt-tracker 
showed real off -road ability. Granted, it could never 
compete against more serious machinery on hard-
core obstacles but that has more to do with a lack 
of ground clearance than a shortcoming of power 
or grip. Whether on fairly steep, gravel inclines 
or through four or fi ve inches of steadily fl owing 
river, the Panda proved easy to use and completely 
at home.

Pricing is also a strong selling point. With 
prices starting at R184 900 for an entry-level (well 
spec’d) 4×2 and topping out at R249 900 for the top 
spec 4×4 Panda Cross, it’s SA’s cheapest 4×4.

Pointless? No, it’s fun. And fun is important. ■

What’s the Point?

BY KIERAN RENNIE

Kia fi rst introduced the Sportage nameplate to 
the world in 1993. It was boxy, utilitarian and, 
quite frankly, not very good. Nevertheless, Kia, as 
a brand, knew what they were doing. In fact, all 
of their early off erings fell short in terms of build 
quality and overall performance but they were 
big on spec and easy on the pocket. Slowly but 
surely, however, as design experience, engineer-
ing know-how and production line streamlining 
improved, the cars got better. As a result, consumer 
confi dence benefi ted and Kia kept the prices 
ultra-competitive.

Th e third-generation Sportage entered the fray 
as a product of car design rock star, Peter Schreyer. 
Th e ex Audi guru joined Kia in 2103 and upped 
their game immeasurably. A family face, known as 
the Tiger Nose, began to take shape and threaded 
class and commonality throughout the range. Th e 
downside for the consumer was that the cars were 
no long cheap. Kia had earned the right to ask 
market related prices for their cars and they did 
not hesitate.

Th e latest Sportage, launched late last year, was 
an immediate hit with the press and customers 
alike. Th e only area where any real criticism was 
levelled was pricing and specifi cation fl exibility 
and/or model line up.

Kia South Africa has now addressed these 
issues. In-depth analysis of market trends showed 
customers were looking for higher spec levels – 
increased connectivity and larger, more attractive 
wheels as an example – without having to pay R100 
000 extra for a better spec’d car. Th is problem 

has been eff ectively addressed with the addition 
of seven new models. A PLUS (up spec’d) option 
is now available on the entry level and mid-range 
cars. Also, automatic gearboxes are now available 
on almost the entire range. And fi nally, a smaller 
diesel, the super-smooth 1.7 CRDi has been added 
to the line up. An absolute gem of an oil-burner, 
this motor is quieter than the already sophisticated 
2.0l petrol.

Th e Sportage 1.7 Ignite PLUS Manual will set 
you back R406 995. ■

Sportage Sprouts New OptionsSportage Sprouts New Options
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BY LIANA REINERS

It stands to reason that if you buy a single cab 
bakkie you’re probably more interested in its 
workhorse capabilities than in its comfort and 
refi nement. And if you’re buying on a limited 
budget you’ll probably consider some of the 
cheaper Chinese brands available. Th ey might not 
be technologically advanced or have the greatest 
styling, but they’re aff ordable and in some cases 
you get quite a lot of bang for your buck.

Take the Euro IV JMC Boarding as an 
example. It’s fi tted with a 2.8-litre turbodiesel 
engine with 88 kW and 245 Nm of peak torque 
on tap and it most defi nitely looks the part of a 
workhorse. Th ere’s no fancy styling and the load 
area is huge.

Th e engine is pleasantly torquey and you 
can push the Boarding well past the 120 km/h 
mark on the open road. In addition, claimed fuel 
consumption is a respectable 7 litres/100 km. On 
the negative side, I did fi nd engine noise to be very 
noticeable and quite frankly, intrusive.

Th e payload on the Boarding is a full one ton 
and the ground clearance is 185 mm.

True to its workhorse nature, ride is quite 
fi rm on the Boarding and it can get quite bumpy 
without a load on the back.

As far as the interior is concerned, standard 
specifi cation levels are good, with leather seats, 
electric windows, air-conditioning and the obliga-
tory USB and AUX ports all forming part of the 
package. And while the layout certainly can’t be 
faulted, it’s clear that the hard plastic trim used 
isn’t exactly of the highest standard.

On the safety side, there are no airbags and 
ABS is available as an option.

Th e Boarding is considerably cheaper than 
its main competitors and although there are still 
people who doubt the quality levels of Chinese 
vehicles, anyone in the market for a single-
cab workhorse would be foolish not to at least 
consider it.

Prices range from R194 880 to R209 880 and 
includes a 3-year/100 000 km warranty. ■

We Drive

JMC’s Affordable Workhorse

To advertise in  contact

Liana Reiners on 083 407 4600 or email on liana@autolive.co.za

The interior of theEuro IV JMC Boarding.

The Euro IV JMC Boarding is fi tted with a 2.8-litre turbodiesel engine with 88 kW and 
245 Nm of peak torque – defi nitely looks the part of a workhorse.

mailto:liana@autolive.co.za
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BY STUART JOHNSTON

I also had a chance to sample Suzuki’s little Baleno 
on home-turf recently, using the car as a run-
around , and on a couple of highway hauls. Th e 
model I had was the fi ve-speed GLX, which off ers 
six airbags and 1-inch alloy wheels.

Th e Baleno is very well priced, and in fact you 
can get the GL model at just under R200 000. Th e 
GLX sells for R229 900.

Th e little car weighs in at just over 900 kg, and 
it off ers some very practical features for this class 
of car. It has a boot measuring a comparatively 
massive 355 litres in a segment where boot space is 
oft en compromised. Th e seating is covered in du-
rable fabric that is classy looking, and plastics are 
not bad at all. Th e GLX model has a larger monitor 
screen, standard on this upper-spec model.

As for driving the car, the steering is on the 
light side, and so are most of the controls. I was 

less-impressed with the gear change than I was on 
the launch a few months back, and this particular 
car had a somewhat scratchy operation that needed 
too much concentration to execute smooth changes.

My other criticism is that, as far as high-speed 
stability goes on the highway, the Baleno needs too 
much concentration to maintain a straight-steady 
progress. It is too reactive to the slightest of inputs 

of the steering wheel at highway speed.
On the plus side, the little 1,4-litre naturally-

aspirated engine is a gem. It delivers 68 kW and 
130 Nm of torque, but thanks to the light body 
weight it moves the Baleno along really rapidly. 
Consumption averaged out a just 5,8 litres/100 km, 
which is excellent, as I indulged in some quite heavy 
acceleration around my “neck of the woods.” ■

BY STUART JOHNSTON

My initial impressions of Nissan’s Navara were 
formed in the Western Cape on a launch earlier 
this year, and I was suitably impressed with its 
handling on smooth tar roads and on dirt. It uses 
the new coil-spring rear suspension, specifi ed for 
comfort, but tweaked by local engineers here to 
carry loads of up to 1 000 kg, depending on the 
spec ordered.

Back on home turf, I drove the Navara around 
my neck of the woods in Randburg recently and 
I formed a somewhat diff erent impression of the 
Navara. Having recently been blown away by the 
smooth ride of the latest Amarok V6 I was looking 
forward to the comparison on identical turf, albeit 
with a couple of weeks’ time lag in between.

I have to say that the Nissan felt decidedly 
more bakkie-like in terms of the comfort aspect. 
A jiggly ride, normally associated with pick-ups 

of yore was still evident, something that wasn’t 
noticeable in the latest iteration of the Amarok.

Th e 2,3-litre diesel, up here at high alti-
tude, was also less impressive, at least in auto-
matic form – I tested the LE automatic with the 
seven-speed gearbox.

Th e engine sounds fairly intrusive on 
start-up and in the lower gears, and I was quite 

surprised at this. In the lower gears it had a very 
“industrial” feel, out of sorts with the luxury end 
of the 4×4 double cab market. Power, though 
was good, this engine utilising a twin-turbo 
system that sees it produce 140 kW and 450 Nm 
of torque.

For the rest, the interior is very well fi n-
ished off , with a pleasing, fl owing design to the 
dashboard, its multi-function steering wheel 
highlighted by bright metal fi nishes that look 
smart, and ditto on the gear-lever surround. A neat 
touch remains the electric operation for the rear 
cabin window.

Dual climate control is also appreciated
At speed the Navara tracks very well on 

the highway and here cruise control is also a 
handy fi tment for long trips. Overall consump-
tion will work out at under 9,0 litres/100 km, 
which is good for such a workhorse, doubling 
as a family vehicle. Price is R584 900 for the LE 
Automatic version. ■

We Drive

Nissan’s Navara Revisited

You can get the GL model at just 
under R200 000.

Suzuki’s Baleno on Home Turf



Subscribe for free @ www.autolive.co.za  Page 17

Following a probe into practices in the motor in-
dustry by the Competition Commission earlier this 
year, Right to Repair SA (R2RSA) says progress is 
being made on a Code of Conduct that will bring 
much-needed change.

According to Gunther Schmitz, Vice-
chairman of R2RSA, it was agreed at the stake-
holder workshop hosted by the Competition 
Commission in May that a code would be draft ed. 
“R2RSA has since then compiled a document con-
taining points we believe need to be considered for 
the code and submitted these to the Commission. 
Our points are based on European guidelines and 
have been adapted to the South African context 
and Competition Act. We are convinced that 
consumers and the aft ermarket industry in South 
Africa are facing many of the same points chal-
lenged by our European counterparts,” he said.

Besides general observations regarding ac-
cess to repair networks, the submitted document 
also includes points relating to access to techni-
cal information; warranty and motor plans; 
and telematics.

“Th e history of international competition 
enforcement in the automotive aft ermarket 
has shown certain anti-competitive restraints 
whether through explicit direct contractual 
obligations or through indirect obligations or 
indirect means. Suppliers wishing to infl u-
ence a distributor’s competitive behaviour may, 
for instance, resort to threats or intimidation, 
warnings or penalties. Th ey may also delay or 
suspend deliveries or threaten to terminate the 
contracts of distributors that sell to foreign 
consumers or fail to observe a given price level,” 
Schmitz explained.

“Transparent relationships between contract-
ing parties should naturally reduce this. We believe 
that adhering to a Code of Conduct is one means 
of achieving greater transparency in commercial 
relationships between parties.”

Spare parts, and the access to and pricing 
thereof, also needs to be talking point.

“One of the objectives should be to protect 
access by spare parts manufacturers to the motor 
vehicle aft ermarkets. Th is would ensure that com-
peting brands of spare parts continue to be avail-
able to both independent and authorised repairers, 
as well as to parts wholesalers.

“Th e availability of such parts brings con-
siderable benefi ts to consumers, especially since 
there are oft en large diff erences in price between 
parts sold or resold by a car manufacturer and 
alternative parts. Alternatives for parts bearing 
the trademark of the motor vehicle manufacturer 
(OEM parts) include original parts manufactured 
and distributed by original equipment suppli-
ers (OES parts), while other parts matching the 
quality of the original components are also avail-
able,” Schmitz said.

Th e R2RSA committee is currently engaging 
with the Competition Commission on these issues.

“Our goal is to ensure the Code corrects cur-
rent practices and supports the Right to Repair 
campaign which aims to allow consumers to select 
where their vehicles are serviced, maintained and 
repaired at competitive prices in the workshop of 
their choice. Th ere is a need for a fair and competi-
tive regulatory environment that enables freedom 
of choice for the consumers and gives aft ermarket 
Small Medium Enterprises a chance to stay in busi-
ness. South Africa needs to follow the international 
Right to Repair trend which promotes South 
Africa’s consumer rights. Our objectives are to 
raise awareness among consumers and bring about 
this change,” concluded Schmitz. ■

Gunther Schmitz, Vice-chairman of R2RSA

“Our points are based on 
European guidelines and have 
been adapted to the South African 
context and Competition Act. ” 

There is a need for a fair 
and competitive regulatory 
environment that enables freedom 
of choice for the consumers and 
gives aftermarket Small Medium 
Enterprises a chance to stay 
in business.

“One of the objectives should 
be to protect access by spare 
parts manufacturers to the motor 
vehicle aftermarkets.”

Progress Being Made on Motor 
Industry Code
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Corporate Social Responsibility

KIA Motors South Africa and Team Seven7 will 
bring a bit of Soul to children fi ghting cancer 
across Southern Africa this September. Th e two 
teams will partner to drive 7 000 kilometres across 
South Africa, Namibia, Botswana, Mozambique 
and Lesotho to visit little cancer patients at various 
public hospitals.

Th e Seven7 Drive was conceptualised in 2015 
as a wild adventure that would create awareness of 
childhood cancer, raise funds for worthy charitable 
causes in this fi eld and spread a bit of cheer to chil-
dren fi ghting the disease across Southern Africa. 
Th e adventure coincides with the global Childhood 
Cancer Awareness Month in September.

Created by journalist, Danie Botha, the Seven7 
Drive travels a minimum of 7000 km across 7 days. 
Each day, the convoy stops at a public hospital 
where they meet with hospital staff  and spread toys 
and cheer to the little oncology patients. KIA has 
partnered with Botha and a team of drivers since 
the fi rst event and for 2017 the company is making 
two Soul 1.6 CRDi START-models available for use 
by Botha, fellow writer GG van Rooyen and a group 
of volunteering artists, journalists and KIA staff .

“Th is year, we have set an ambitious target of 
raising more than R100 000 for Cupcakes of Hope, 
the not-for-profi t company that supports families 
who have children struggling with cancer with 
fi nances and information,” said Botha.

Th e fundraising is done through one-off  
donations and per kilometre sponsorships from 
companies and private donors. Supporters of the 

Seven7 campaign have also started challenging 
their friends and families to make donations, 
while others are participating in the Cupcakes 
for Breakfast initiative from Cupcakes of Hope 
(cupcakesofh ope.org).

“In what started as a small act of support has 
grown to a worthy event that all our staff  look for-
ward to. Th is year, we will support the event with 
vehicles and fi nancial support, while our PR team 
will act as co-drivers for the whole trip,” explained 
David Sieff , Marketing Director of KIA Motors 
South Africa.

All the funds raised by the Seven7 campaign 
will be paid to Cupcakes of Hope, an organisation 
started by Sandy Cipriano of Vereeniging to sup-
port the families of children with cancer.

Cupcakes of Hope uses the universally loved 
symbol of cupcakes to raise funds, which is paid 
towards children’s medical bills and to create infor-
mation and support groups for parents who go 
through this ordeal. Th is includes leafl ets in South 
Africa’s 11 languages on the early detection of can-
cer in children, nutrition and medical information 
and even information to friends and family on how 
to best support the parents and children.

In 2012, Cupcakes of Hope set a new cupcake 
world record, when it displayed 21 000 cupcakes in 
one place and raised over R200 000 in the process. 
Th is year, the organisation hopes to break the 
record and to build the largest tower of cupcakes 
in the world. All the funds raised will again go to 
support children with cancer.

“Whether it is one of our Cupcake Angels, who 
hosts a Party of Hope in her living room to raise 
funds, a corporate donor who has been touched by 
someone struggling with this disease or a group 
of intrepid explorers like Danie and his team, we 
see one universal trait: hope. With a bit of hope, 
even the smallest act can snowball and make a 
world of diff erence to a child on chemotherapy and 
we thank Seven7 Drive for spreading that hope,” 
concluded Cipriano. ■

KIA Helps to Raise Funds for 
Kids with Cancer



Subscribe for free @ www.autolive.co.za  Page 19

Corporate Social Responsibility

At the end of July, the Young Entrepreneurs 
(YE) Foundation launched its fi rst programme 
in the Uitenhage area at the Uitenhage Primary 
School.  Th e YE Foundation were able to launch 
this project with the funds donated to them by 
the Volkswagen for Good Initiative run by the 
Volkswagen Community Trust. To date the 
Volkswagen for Good Initiative has handed over 
funds to the value of R2.8 million to deserving lo-
cal charities and non-profi t organisations allowing 
these organisations to continue the good work they 
do in the Nelson Mandela Bay Metro. 

Th e Young Entrepreneurs Foundation (YE) 
programme teaches children, aged between 7 
and15, vital entrepreneurial and fi nancial literacy 
skills. Th is helps children start and grow their own 
micro-enterprises in a fun and experiential way. 
Th e programmes runs over 30 weeks and schools 
are utilised as study centres. Th e classes are off ered 
by YE accredited facilitators.

Th e children are divided into two sections 
Minipreneurs (Grade 2 and 3) and Kidpreneurs 
(Grade 4-6). Th e programme will run until 
November 24th.

In Minipreneurs there are 5 classes each con-
sisting of 12 learners per group. Th e Kidpreneurs 
classes consist of 4 classes with 13 learners per 
group. Th e teaching staff  at Uitenhage Primary 
School assisted in selecting the children for the 
programme. Th e classes are also run the teachers at 
the school who have been trained in all the facilita-
tion and technical skills required.

At the launch Ansulene Prinsloo, the imple-
mentation agent for the YE Foundation in the 
Eastern Cape said: “Given all the realities there has 
never been a more important time to empower and 
capacitate our children to become the authors of 
their own destiny. It is through sponsorships like 
these that we can change the lives of children and 
provide them with the necessary skills to become 

valuable contributors to the economy and society 
at large. Together we inspire dreams and thanks to 
VWSA for that”

Each child also received a backpack, books and 
various products/ materials that they will require 
for the 30 week programme.

“Seeing the money donated by the Volkswagen 
for Good Initiative being used in a real and tan-
gible way to enrich the lives of young children is 
encouraging and reinforces VWSA’s commitment 
to early childhood development and education.  
Teaching a child independence and entrepre-
neurial skills can and will be life changing for 

them as they grow older,” said Th omas Schaefer, 
Volkswagen Group South Africa Chairman and 
Managing Director. ■

Volkswagen Raises 
Future Entrepreneurs

From Left to Right Back Row: Mr Jacob 
Meyer, Uitenhage Primary School 
Principal, Ansulene Prinsloo, Eastern 
Cape YE Foundation Implementation 
Agent, Vernon Naidoo, Volkswagen 
Community Trust Manager. From Left to 
Right Front Row: Adele De Vos, Keano 
Cannon, Cameron Liessing–Learners from 
Uitenhage Primary School.

Learners from DC Marivate Secondary School in 
Soshanguve were recently provided with a brand 
new literacy centre to the value of R540 521 by the 
BMW Group South Africa and BMW Financial 
Services South Africa.

With the assistance of BMW Group 
employees an old classroom was transformed 

into a fully functional literacy centre, featur-
ing new décor touches, furniture and R50 000 
worth of new books, some of which were 
donated by Exclusive Books. With the new 
centre, the 865 Grade 7 to Grade 9 learn-
ers will for the fi rst time have access to a 
school library.

Th e new BMW Motorrad Literacy Centre was 
established to encourage learners to read and to 
assist learners struggling with basic literacy. Th e 
focus of the BMW Group South Africa corpo-
rate social investment (CSI) strategy is educa-
tion and employee volunteerism. DC Marivate 
Secondary School was brought to the attention 
of the BMW Group South Africa by employee 
Obakeng Rangwaga, who had established a read-
ing club at the school for struggling learners in 
various grades.

“We want to create platforms for all the brands 
in the BMW Group to give back to the communi-
ties, particularly those surrounding Plant Rosslyn 
in Pretoria and to drive social change,” explained 
Bongani Mshibe, Manager: External Aff airs and 
Government Relations.

In order to sustain the literacy centre the 
BMW Group South Africa plans to foster partner-
ships with key stakeholders who could assist with 
book donations and sustaining programmes like 
the reading club. ■

BMW Motorrad Literacy Centre 
Established for Soshanguve Learners
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Economic uncertainty has curtailed consumer 
spending and this conservative trend is now being 
felt in the motor industry, with South African mo-
torists tending to hold onto their private vehicles 
for longer periods.

Th is has in turn seen increased demand for 
independent workshops, especially for motorists 
whose existing dealer maintenance and repair 
plans have expired.

While stronger demand bodes well for the 
independent auto repair shops that have survived 
some of the toughest years in the industry, the 
necessity to up-skill staff  is more important now 
than ever.

According to Pieter Niemand, Director 
of the Motor Industry Workshop Association 
(MIWA), workshop owners are faced with a huge 
skills shortage. “It’s a challenge for workshop 
owner to fi nd skilled staff  and head hunting has 
become the norm. Workshop owners need to 
train their current staff  and identify where the 
skill gaps lie.” 

Vehicles have become increasingly more 
complex over the years with the addition of highly 
advanced electronic components. Mechanics are 
now expected to be service engineers with the abil-
ity to operate at complex, technical levels.

“We believe auto workshop owners will need 
to shift  their focus from merely retaining custom-
ers to off ering a multi-skilled expert that can 
advise on and service vehicles across the board,” 
said Niemand.

In order to remain competitive against the 
OEM dealers, the aft ermarket auto shops have 
to depend on technical manuals, manufacturers 
service information, even the internet for updated 

technical specs and fault identifi cation because of 
the variety of models they have to service.

“Diagnostic equipment assists to a certain 
extent but it can only do so much. Th e Right to 
Repair campaign is working towards bringing 
about a change in the industry where information 
will be made accessible to independent workshops 
but until then workshops have to work with what 
is available. It does, however, mean that mechan-
ics need to be continuously upskilling to meet the 
demand,” he explained.

For this reason, identifying training opportu-
nities for the sector is a priority for MIWA. Several 
years ago the organisation approached American 
training company, Delmar, to host its automotive 
technician training programme in South Africa. 
Th is resulted in a Master Technician course which 
has been accessible to workshops and has been 
well received.

MIWA has also partnered with the AA 
Technical College where those who sign up receive 
a three-week practical followed by a two-day 
trade test aimed at automotive electricians, diesel 
mechanics and motor mechanics. Th e trade test 
is designed to allow experienced workshop staff  
to attain a qualifi cation even though they did not 
attend formal training.

Niemand believes that encouraging a steady 
stream of new talent into the industry is key. 
“One of the industry’s challenges is attracting 
newcomers. Unfortunately the misperception 
still exists that workshop mechanics are merely 

grease-monkeys who spend their days covered in 
oil, taking engines apart.  Th e reality is that the 
only people as skilled as fully-qualifi ed automotive 
technicians are aircraft  technicians. Automotive 
technology has developed so far that mechanics 
is only one of four skills technicians must learn.  
Th e others are electrical, electronics and advanced 
computer skills,” he said.

As the biggest association in the Retail 
Motor Industry (RMI), MIWA has taken on the 
responsibility of encouraging artisan training by 
linking with one of the largest providers, Bidvest 
McCarthy. “Bidvest McCarthy continues to set 
training benchmarks and its Bidvest Automotive 
Artisan Academy off ers full trades in Motor 
Mechanic, Diesel Mechanic and Automotive 
Electrician apprenticeship programmes. It has 
three merSETA and NAMB Accredited Training 
and Trade Test Centres one in Midrand, Gauteng, 
one in Pinetown, Kwazulu-Natal, and one in 
Blackheath, Cape Town.”

“We have a major unemployment problem in 
South Africa and there is much opportunity in the 
aft ermarket motor industry. Th e time has come 
to put aside misperception and encourage young 
people to consider training in this industry. It’s 
also the time to invest in upskilling existing staff  
so we can provide consumers with the best service 
for the least amount of money, and a turnaround 
time that provides the least inconvenience. With 
today’s vehicles demanding more training and 
greater specialisation, mechanics are going to 
have to continuously adapt to changing technolo-
gies. Training is available and should be consid-
ered to ensure the industry remains relevant,” 
concluded Niemand. ■ 

Demand for Skills in Motor Industry Grows
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Working Wheels

Th e Hino truck brand may be 75 years old and 
Hino’s history can be traced back 100 years, but 
Japan’s leading heavy and extra-heavy truck manu-
facturer for the past 44 years is certainly moving 
ahead strongly in the 21st century. Production 
is increasing, exports are growing, a high-tech 
factory has been commissioned and an important 
new generation Hino 500 range is being rolled 
out worldwide.

What will be of most interest to South 
African truck operators is the fact that the current 
Hino 500, which has been on sale locally for the 
past 14 years and is a mainstay of many fl eets, is 
being replaced by an all-new model. It will go into 
production in November at Hino SA’s factory at 
Prospecton, near Durban.

Th e new range of Hino 500 trucks is the result 
of many years of intensive research and develop-
ment in Japan and globally. Th e project began 
in 2010 and the fi rst concept was presented to 
management a year later. It then took fi ve years of 
ongoing development before it went into produc-
tion and was sold fi rst in Indonesia in 2015.

Th e Hino 500 model range has been extended 
to meet customer requirements and includes 6×4 
models for the fi rst time, while certain deriva-
tives will be off ered with a six-speed Allison fully 
automatic transmission. Th e new, “Wide Body” 
models will extend from 16- to 28-ton payload 
derivatives, with the current 6- and 8-ton models 
continuing unchanged.

Th e latest Hino 500 is now in production at 
a new factory, built on a greenfi eld site, in Koga, 
about 120km north of Tokyo. Th is is a world-class, 
state-of-the-art truck manufacturing facility with 
a high proportion of robotisation – including 95% 
of the cab welding and 95% of the painting – to 
ensure the highest quality standards and produc-
tion consistency.

Koga is now considered the mother factory for 
Hino’s various overseas operations and is the ex-
port base for Knocked Down (KD) and Completely 
Knocked Down (CKD) kits for overseas assembly 
in 22 countries, which includes South Africa.

Many of the 2 000 employees at the Koga 
plant have been relocated from the Hino City 
factory alongside the Hino head offi  ce in an area 
of Tokyo which is now mainly residential which 
has put restrictions on factory operating hours 
and has no space for expansion, so this factory is 
being closed.

Another reason for the move to a new factory 
is that it marks a major investment by Hino as it 
ramps up its production capacity as the commpany 

spreads its wings in more global markets, than 
the current 90 countries in which it now sells 
its trucks. Th is involves Hino South Africa, an 
important member of the Toyota Group, looking 
for more sales in South Africa, while the company 
also intends establishing new markets in other 
Sub-Saharan countries.

Last year Hino sold a record 170 000 trucks 
and buses with the majority – 107 000 – having 
been exported to markets outside Japan. Th e big-
gest export market for Hino in 2016 was Indonesia, 
followed by Th ailand and the United States, with 
Hino South Africa in ninth position.

“We are seeing economic growth in many 
of our markets – but, unfortunately not in South 
Africa – and that is the reason we are predict-
ing stronger global sales in 2017 than we had in 
2016,” explained Toshiaki Yasuda, the Managing 
Offi  cer for Overseas Sales, and Marketing at 
Hino Motors.

“Th e new Hino 500 has been well-accepted in 
the markets where it has been launched already, 
particularly in Indonesia and Th ailand. As an 
example, sales of the new model in Indonesia are 
up 60 per cent compared to those of the previous 
model over the same period. We are now looking 
forward to the launch of the new Hino 500 in 
South Africa, where it is a very important model in 
our range and one of the keys to growing sales in 
the region.” ■

An aerial view of the impressive new Hino manufacturing facility in Koga, Japan.

Hino Motors senior executives Shuichi 
Kaneko (left), Senior General Manager – 
Regional Sales and Marketing in North 
America, Europe, Africa and the Middle 
East, and Toshiaki Yasuda, Managing 
Offi cer for Overseas Sales and Marketing.

New Factory and Model for Hino
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Th e seventh month of the year saw the commercial 
vehicle market experience negative growth in all 
three truck sub-segments of the market.

Th is is according to the latest results released 
by the National Association of Automobile 
Manufacturers of South Africa (NAAMSA), 
Associated Motor Holdings (AMH) and 
Amalgamated Automobile Distributors (AAD).

When looking at the domestic and export 
year-on-year sales for July, Medium Commercial 
Vehicle sales declined by 6.01%, the Heavy 
Commercial Vehicle segment was down by 2.02% 
and the Extra Heavy Commercial Vehicle segment 
declined by 1.7%

“We continue to believe that extensive eff ort 
by business to uphold confi dence has ensured that 
even though the results remained negative, the 
losses were relatively small,” said Gert Swanepoel, 
Managing Director of UD Trucks Southern Africa.

Th e total market loss so far this year, compared 
to the same period in 2016, is only 3.6%, with a 
total of 14 853 trucks and buses sold locally.

“We still look at politics, the policy environ-
ment and the global market all having a negative 
impact on the local truck market,” said Swanepoel. 
“However, we are expecting a good result from 
the agriculture segment due to better production 
conditions, and increased demand for commodi-
ties from the USA and China should also boost our 
local economy somewhat.”

He said that as a manufacturer, UD Trucks 
is also looking forward to when the construction 
industry’s growth gets back on track, which should 
lead to increased sales in construction-related 
vehicles such as tippers and cement mixers.

“We will wait in anticipation for the offi  cial 
release of the second quarter’s economic results but 

indicators are that we only experienced a so-called 
technical recession, so conditions are certainly 
looking slightly more favourable,” explained 
Swanepoel. “It is up to businesses and the truck 
industry as a whole to seize every opportunity out 
there and to contribute to the expansion of the 
economy as much as possible.” ■

Working Wheels

Check out the LATEST Prices for South African Trucks
www.trucksmag.co.za

digital

Truck Industry Not 
Down and Out Yet

http://www.trucksmag.co.za
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BY ROGER HOUGHTON

Th e Lazarus Motor Group, the largest and arguably 
one of the best dealers in Tshwane, used its spon-
sorship of the very popular Cars in the Park festival 
as part of the programme to celebrate the com-
pany’s 60-year history, with fourth generation fam-
ily members now in the business, which is highly 
unusual in a successful company like Lazarus.

Reggie Lazarus founded the company in 
Bronkhorstspruit, with his son Gerry, in December 
1957 and it was aptly named R. Lazarus and Son. 
Initially it was granted a Mercedes-Benz franchise 
but this agency was relinquished in 1961 in favour 

of the Ford franchise. Colin Lazarus, the current 
CEO of the Lazarus Motor Group, joined his father 
in the business in 1979 and moved it to Centurion 
in 1991. Now his sons Ross and Dean work 
alongside their father as the fourth generation of 
the family.

Lazarus Motor Group, situated in Centurion 
alongside the N1 highway, is nowadays a huge, 
multi-franchise operation, but Ford was the brand 
under the spotlight at Zwartkops Raceway on 
August 6. Th e Ford brand is ideal for such an event 
as it off ers an excellent walk through the various 
eras of global automotive development.

On this occasion, it started at the beginning 
with a replica of the Quadricycle on display. Th is 
was the fi rst car built by Henry Ford in 1893. Th e 
model on show was built by apprentices at the Ford 
factory in Port Elizabeth in 1974.

Th e impressive, Lazarus-inspired Ford display 
at Zwartkops went through T, N, and B models to 
several of the latest Mustangs. As usual there were 
scores of other Ford models on display around the 

track, from an immaculate Prefect to Cortina’s, 
Anglia’s, Escorts, and lots of American Fords.

As usual the Pretoria Old Motor Club’s annual 
Cars in the Park brought together an amazing 
collection of more than 2 000 cars from 100 clubs 
which were displayed around the track. Th is was 
the 38th CITP organised by the POMC and again 
attracted many thousands of enthusiasts and 
showed that South Africa’s love aff air with the mo-
tor vehicle is alive and very well.

What was strange was the attraction of the 
various rat rods that use decrepit bits of junk weld-
ed or chained onto rusty cars or bakkies. Th ese 
creations drew crowds of onlookers while along-
side them were beautifully restored or customised 
cars with high tech engines painted and chromed 
so they gleamed in the sun but oft en attracted few 
passers-by. Diff erent strokes for diff erent folks!

Once again there seemed to be a drop off  in the 
number of true classics like Lotus Cortina’s, Capri 
Perana’s the like as well as pre-WW2 models and 
with the fear that many of these models are being 
shipped overseas where there is big money and a 
strong demand waiting.

A special tribute must be paid to chief or-
ganiser Frik Kraamwinkel and his team from the 
Pretoria Old Motor Club who put on such a great 
event year aft er year. It is a mammoth task and 
runs smoothly. ■

Lazarus Group Celebrates 
60 Years at Cars in the Park

Lazarus Motor Group, situated 
in Centurion alongside the N1 
highway, is nowadays a huge, 
multi-franchise operation.

There were scores of other Ford 
models on display around the 
track, from an immaculate Prefect 
to Cortina’s, Anglia’s, Escorts, and 
lots of American Fords.

Old and new Fords with a 1907 Model N in the foreground and a line-up of Mustangs, 
mainly yellow, behind it.

A beautiful pair of Suzuki triples, one a 
two- stroke and the other a four-stroke.

Two of the high-quality Millennium 7’s 
were on show, fl anking a Lotus 7 
replica. The author’s yellow car is in the 
background, displaying its very neat 
Toyota Corolla RSi engine installation.
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Events

Local petrol heads are set to be thrilled at the 
hottest event on this year’s motorsport calendar, 
the Gumtree World Rallycross of South Africa. 
Tickets are now on sale for the event, to be held at 
Killarney International Raceway in Cape Town 
from 10 to 12 November.

Gumtree South Africa is a title sponsor of 
the event, the fi rst world championship rally-
cross ever to be hosted in Africa. “It’s a unique 
opportunity to help bring top class motorsport to 
local fans who deserve to see this kind of thrilling 
action,” said Johan Nel, Director-GM of Gumtree 
South Africa.

Some categories of passes for the event have 
already sold out but tickets are still available at 
www.ticketpros.co.za.

All the sport’s superstar drivers – including 
Sebastien Loeb, Petter Solberg, Mattias Ekstrom, 
Ken Block and local legend Jon Williams – are 
expected to compete in what will be the fi nal event 
of the 2017 world championship. South African 
motorsport star Mark Cronjé will make his World 
RX debut aboard one of the Albatec Racing team’s 
600 bhp two-litre, V6 Peugeot 208 RX Supercars.

Rallycross delivers wheel-to-wheel heats and a 
fi nal contested in RX Supercars, with over 600bhp, 

on a twisty, mixed asphalt and dirt surface. A new 
circuit has been constructed at Killarney especially 
for the world championship event along with 
enhanced spectator viewing areas. ■

Gumtree Brings Rallying 
Legends to Cape Town

BMW South Africa will host the fi rst-ever BMW 
M Festival from 21 to 22 October 2017 at the 
Kyalami Grand Prix Circuit in Johannesburg. 
At the festival, BMW customers, fans and car 
enthusiasts will get a sneak preview of current as 
well as upcoming BMW M models, experience hot 
laps and book test drives across the BMW M and 
M Performance model range.

“South Africa has been one of the top per-
formers in the world in terms of BMW M market 
share and sales. For example, since 2015 BMW 
South Africa has been ranked fi ft h in the world 
in terms of overall BMW M market share and 
managed to rise up to third place this year. It is 
therefore very clear that South Africans are big 

fans of our BMW M vehicles and – as seen at the 
international BMW M Festival held annually at 
the 24-hour race at the Nürburgring – we would 
like to use the BMW M Festival as an opportu-
nity to inspire our customers and fans with in-
novative experiential platforms,” said Alexander 
Baraka, General Manager: Brand Management 
BMW, Marketing Services at BMW Group 
South Africa.

Festival goers will also get the opportunity to 
participate in drag races, drift ing, walk through 
one of the largest BMW showrooms with attractive 
fi nance off ers to choose from, book test drives, 
enjoy live music, gourmet food and drinks, a chil-
dren’s play area and more.

More information is available on www.bmw-
mfestival.co.za. ■

First-ever BMW M Festival to be Held at Kyalami

Trucks, vans, buses, the transport and logistics 
industries, as well as materials handling will 
feature strongly at Automechanika Johannesburg 
2017 which takes place at the Johannesburg Expo 
Centre, Nasrec, from 27 to 30 September.

Serving not only South Africa but also the 
Sub-Saharan African region, and occurring 
only every two years, this year’s Automechanika 
Johannesburg trade fair for the automotive aft er-
market is the fi ft h edition of the show.

For the fi rst time, it will be co-located with 
related exhibitions, Futuroad Expo, Africa’s fi rst 
truly international commercial vehicle show and 

Scalex Johannesburg, serving the logistics and 
materials handling sectors; another fi rst as it is the 
pioneer trade and business platform for the road 
transport-focused logistics sector.

Th is uniquely-positioned, three-shows-in-
one event, provides a powerful business platform 
where the combined synergies of the automotive, 
truck, transport and logistics industries present an 
unprecedented value proposition for participating 
exhibitors and trade visitors.

Th e show organiser and brand owner of 
Automechanika Johannesburg, Futuroad Expo 
and Scalex Johannesburg is Messe Frankfurt South 

Africa, a subsidiary of Messe Frankfurt Exhibition 
GmbH, Germany.

Th is year’s Automechanika Johannesburg 
will mark the fi ft h time since 2009 that this 
world-renowned brand for the automotive 
aft ermarket has been staged in South Africa. 
Over the years this biennial trade fair has 
established itself as a “must visit” event for the 
key players in the motor and related indus-
tries. It has grown not only in stature locally 
and internationally, but also in terms of the 
number of exhibitors that participate and trade 
visitor attendance. ■

Three Shows in One at Automechanika
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