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Dealers must adapt 
or die

Six products out of nearly two dozen that were en-
tered were honoured for their innovative qualities 
following evaluation by a jury of automotive ex-
perts – Gideon de Klerk, Chairman of Partinform; 
John Ellmore of the RMI; industrial journalist 

David Furlonger of the Financial Mail; Dr Norman 
Lamprecht of NAAMSA; Renai Moothilal of 
NAACAM and Jakkie Olivier, CEO of the RMI. 
Th e awards were convened by Wynter Murdoch, 
editor of Automobil.

Th e competition was open to any recently 
introduced automotive products which the 
manufacturers or distributors deemed worthy of 

continued on page 2 
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OF INNOVATIONOF INNOVATION

Representatives of the fi nalists proudly display their awards.

The winners of Automechanika Johannesburg 2017’s Innovation Awards competition were announced at a 
presentation ceremony at the trade fair’s opening at Nasrec.
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recognition, and the range of entries 
included anything from sophisticat-
ed electronic automotive products, to 
spare parts, tools and fuel additives.

Following two rounds of as-
sessment – which included physical 
examination of the products – the 
jury decided which items they 
perceive to be the most innovative. In 
getting to that point they assessed a 
host of factors, scoring the items not 
only in terms of pioneering prowess, 
but also for perceived quality, prac-
ticality, effi  ciency, benefi ts to users, 
environmental friendliness and value 
for money.

In particular, the judges looked 
for products that bring fresh perspec-
tives to the OE or aft ermarket seg-
ments in which they compete – and 
which hold the promise of perform-
ing beyond expectation.

Th e gold certifi cate went to 
Bosch’s KTS Diagnostic Tester 
which jury members described 
as a small, super-effi  cient de-
vice which promoted diagnostic 
competence and workshop ef-
fi ciency using simple, quick and 
easy-to-operate technology.

In their notes the judges said 
the ability to quickly and accu-
rately diagnose vehicle problems 
was integral to professional, high 
quality repair work – and the KTS 
represented an enviable example of 
a state of the art, technical aid. Th e 
unit, which is made in Germany, 
was introduced to South Africa in 
April this year.

Th e silver certifi cate went to 
Monroe’s OE Spectrum shock 
absorber, which made its pub-
lic debut at the trade fair. In 
their summation, the jury said: 
“Today’s drivers expect world-class 
control and steering response, 
without the harshness associ-
ated with many conventional ride 
control technologies.

“Monroe has responded with a 
shock absorber for the aft ermarket 
which off ers twice the usual number 
of internal tuning points to promote 
driving precision, agility and respon-
siveness. In this sense, the product 
helps to support road safety. What’s 
more, it’s backed by an extended, 
fi ve-year warranty.”

Th e bronze award was won by 
Qwerty Tyre Solutions’ Str8-Lign 
Wheel Alignment unit – a lo-
cally designed and manufactured, 
portable system which the judges 
rated highly for the promise it 
showed in delivering cost-eff ective 
benefi ts for both workshop and 
in-the-fi eld applications.

Developed in Durban by 
start-up organisation Qwerty, the 
laser-based system took two years to 
reach manufacturing stage and, since 
April, has been undergoing tests 
with vehicle manufacturers, wheel 
alignment specialists and industry 
bodies, among them Toyota Gazoo 
Racing, Th omas Tyres, SupaQuick 
and Tune-Tech BMW.

Highly Commended certifi cates 
were awarded to Gondolier, for its 
Walcom Carbonio 360 Spray Paint 
Gun; Jackhub, for its electronic 
vehicle jack; and Wise Cracks, for its 
Apollo Windscreen Repair Kit.

Th e repair kit – manufac-
tured in Port Elizabeth – was 
described by jury members as “…

very neat in appearance, compact 
and cleverly thought out.” Th eir 
view was that it would prove ideal 
for service providers who travelled 
from customer to customer, while 
remaining equally handy for use in 
workshop applications…

Th e Walcom Spray Gun – which 
is manufactured in Italy – was per-
ceived to be well-suited to a variety of 
panel shop applications thanks to its 
ergonomic design, light weight and 
robust construction.

Th e Jackhub electronic jack – 
another imported product – was de-
scribed as likely to fi nd favour among 
private motorists as well as industry 
professionals for its simple plug-in 
and jack-up operational system.

Th e awards were presented 
to representatives of each of the 
winning companies by Konstantin 
von Vieregge, CEO of Messe 
Frankfurt South Africa, organisers of 
Automechanika Johannesburg.

Organisers of Automechanika 
Johannesburg 2017 have arranged for 
exhibits of the top six products to be 
highlighted in a display at the show, 
located in the link between Halls 5 
and 6. ■
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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 bronze award was won by 
Qwerty Tyre Solutions’ Str8-
Lign Wheel Alignment unit.

The silver certifi cate went to 
Monroe’s OE Spectrum shock 
absorber.

The winner – Bosch’s KTS 
Diagnostic Tester.

Qwerty Tyre Solutions’ 
Str8-Lign Wheel 
Alignment unit took 
two years to reach 
manufacturing stage.
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Suzuki motorcycles have been around in 
South Africa for more than 50 years but 
the cars only arrived formally as Suzuki SA 
was established in 2008, although General 
Motors had marketed some Suzuki models 
such as the Jimny and Vitara in the past. 
Up until now Suzuki has been considered 
one of the minnows, but this changed when 
sales went over the 1 000-unit barrier in 
August. Sales of 1 004 units – 954 cars 
and 50 LCVs.

Th e August fi gure was a jump of 34% 
over its previous best fi gure of 744 units, 
achieved in July. Top selling passenger 
car model was the Swift  (350), followed by 
the Celerio (177), Ignis (144), Baleno (85), 
Jimny (71), Ciaz (46), Vitara (38) and Grand 
Vitara (6). LCV sakes consisted of 46 Super 
Carry forward-control bakkies and four 
Gypsy SUVs.

Together with this new sales record 
Suzuki achieved another milestone with 
an internal record of now having 50 000 
customers on the database.

Th ere have been hints of Suzuki’s 
rise with the brand gaining two awards – 
Brand of the Year at the WesBank/Cars.
co.za Consumer Awards function and 
“Brand to Watch” at Car Magazine’s Top 12 
awards evening.

Porsche Now Also 
a Non-reporter

Porsche SA has now joined Mercedes-Benz 
SA, BMW, and Great Wall Motors (GWM) 

as companies not reporting sales detail to 
the Department of Trade and Industry.

Audi had threatened to join the non-
reporters, but still reported detailed sales 
fi gures in August.

WesBank says “Local is Lekker”

When it comes to buying new vehicles, 
South Africans have a growing preference 
for purchasing locally made cars, according 
to year-to-date sales data from WesBank 
and NAAMSA. Sales records from January 
to July 2017 show that fi ve of the 10 top-
selling cars and seven of the 10 top-selling 
bakkies are models built in South Africa 
– accounting for 34.1% of passenger car 
and light commercial vehicle (LCV) sales, 
year-to-date.

“It’s remarkable that so many of the top 
sellers are South African, especially with 
more than 350 models on sale today,” said 
WesBank’s Rudolf Mahoney. “Th is incred-
ible demand for locally built vehicles illus-
trates how important the motor industry is 
to the local economy and consumers.”

Between January and the end of July, 
a total 301 486 passenger cars and LCVs 
were sold countrywide. Of the 358 diff erent 
models on sale this year, only 25 are built in 
South Africa nowadays. Despite represent-
ing only 7% of all models on sale, South 
African-built cars enjoy a healthy 45.5% of 
sales, compared to the 54.5% sales share for 
the 326 imported models on sale.

Bakkies remain the most popular, 
accounting for 55% of year-to-date sales 
among SA-built vehicles. Bakkies form part 
of the LCV segment, which also includes 
minibuses and light vehicles that have been 
refi tted for commercial use. Between 2012 
and 2016, the LCV segment grew 7.1%, 
while total vehicle sales over that period 
declined 18.8%.

“Bakkies aren’t just commercial vehicles 
anymore, consumers are also using them 
to enable their lifestyles. Locally built 

Editor’s Note
When the Administrative 
Adjudication of Road Traffi  c 
Off ences (AARTO) – or the 
points system – was fi rst 
tabled in parliament, many 
dismissed the possibility 
that it would ever be fully 
implemented, or that it would 
be eff ective. Now, however, it 
seems that it will indeed roll 
out in 2018 and whether it 
will be eff ective or not remains to be seën. One thing is for 
sure though, motorists will need to take a long, hard look at 
their driving habits and skills.

We might not like to admit it, but here in SA we have a 
culture of drivers who push the boundaries. Why? Because 
punishments aren’t severe enough to create any real fear of 
the consequences of committing traffi  c off ences. AARTO 
wants to change that by not only punishing law breakers but 
to change driver behaviour altogether. 

Each person starts with a 0 point balance. Every time 
you are caught committing a traffi  c off ence points are added 
according to the off ence’s seriousness. Once you have 13 
points your license is suspended for three months. For every 
three off ence-free months, one point is deducted from your 
balance. If your license is suspended three times, it can 
be cancelled.

Th ere will obviously also be ramifi cations for busi-
nesses. If a driver is suspended, he or she will not be able 
to drive for you any more and you will have to source and 
train a replacement. Additionally, if the driver accumulates 
points in their private capacity it will aff ect your business 
operations as well.

Business owners need to also be aware that the owner of 
the vehicle is held responsible for demerits unless you notify 
the Road Traffi  c Infringement Agency (RTIA) that someone 
else was driving. Th is also creates a larger administrative 
burden and requires changes to employment contracts. So it 
would be wise to ensure that your business is AARTO ready.

Th e main objectives of AARTO are to establish a 
procedure for the eff ective and expeditions adjudication of 
infringements and alleviate the burden on the courts to try 
off enders. It aims to penalise drivers and operators guilty 
of infringements or off ences through demerit points. On 
the other hand, it reards law-abiding motorists by reducing 
demerit points. In a nutshell, AARTO is being introduced to 
improve law abiding and safer driving behaviour in order to 
reduce road accidents.

And that’s what we should all want and strive for: safer 
roads and less carnage. 

Liana Reiners,
Editor
liana@autolive.co.za

To advertise in  contact

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

continued on next page 

Suzuki Shakes Up 
the “Establishment”

The Suzuki Swift was the brand’s top 
seller in August.
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Over the years the major focus on one-ton bakkies 
exported from South Africa into other African 
countries has been on the Toyota Hilux, Nissan 
NP300 and Ford Ranger, with the GM/Isuzu 
involvement in these markets seen as insig-
nifi cant. But this has been changing in 2017 as 
Isuzu’s KB range has quietly become a far more 
important player.

Growing exports of Isuzu KB bakkies will be 
welcomed by the new bosses of Isuzu Motors South 
Africa, which will be a stand-alone company when 
General Motors exits South Africa for the second 
time at the end of 2017.

General Motors/Isuzu has exported 2 289 
units into Africa in the fi rst eight months of 2017. 
Th is equates to 16% of the 14 209 built-up vehicles 
shipped north into other African countries during 
this period. A year previously the GM/Isuzu share 
had been only 7.8%.

Th e KB made up 2 105 vehicles out of the GM/
Isuzu eight-month total, with the remainder being 
18 Chevrolet Captiva’s, 16 Cruze’s, 6 Sparks, 84 
Trailblazers, 30 Utility bakkies, 9 Isuzu F-Series 
trucks, 5 Isuzu and 21 Isuzu N-Series trucks. (Only 

the Chevrolet Utility and Spark and Isuzu KB, 
F- and N-Series are locally made in Port Elizabeth).

Total exports of 14 209 units from SA in the 
fi rst eight months of 2017 was very similar to the 
14 723 units shipped in the corresponding period in 
2016. However, last year’s fi gure had been a whop-
ping 46% below the 32 007 units shipped from SA 
into Africa in the fi rst eight months of 2015. Th is 
fi gure, in turn, was no less than 27% below the 
43 790 units shipped in the same period in 2014.

Toyota continued to lead the way in year-to-
date exports into Africa with 5 495 units shipped. 
Second was Nissan on 4 142. Th en came GM/Isuzu 
(2 289) and Ford (651).

Biggest market year-to-date was Ghana, taking 
2 479 units, which was well ahead of second-placed 

Kenya (1 644). Th e only other African destinations 
that imported more than 1 000 units from SA 
between January and August were Zambia (1 266) 
and Zimbabwe (1 547).

Exports into Africa in August

Built-up vehicle exports into Africa from South 
Africa showed a year-on-year increase of 6% in 
August, going up to 1 560 this year compared to 
1 344 units in the corresponding month in 2016. 
Th is fi gure was, in turn, 66% below the 2 035 units 
exported in August 2015, which had itself been 
57% lower than the fi gure for August 2014.

Top exporter was Toyota with 490 units, 
followed by Nissan on 380 which was only three 
units ahead of GM/Isuzu Trucks’ total of 377 
(including 358 KB bakkie models), and Ford 
on 111.

Zambia was the biggest buyer for the month, 
with 247 units. Next best was Kenya (220), fol-
lowed by Mozambique (151), Zimbabwe (150), 
Mauritius (138) and Ghana (135). Th ese were the 
only countries to take more than 100 units during 
the month. ■

passenger cars also fi ll a need: many of them are 
mainstream models that fi ll the need for aff ordable 
transport,” said Mahoney.

“Consumers aren’t necessarily buying these 
models because they’re local. Rather, it’s a case of 
manufacturers choosing to build these models 
locally because there is high demand. However, the 
result benefi ts both parties.”

Th e 10 top-selling passenger cars for 2017, 
year-to-date: 1, VW Polo Vivo hatch (local); 2, 
VW Polo hatch (local); 3, Toyota Fortuner (local); 
4, Toyota Etios (import); 5, Toyota Corolla/Quest 
(local); 6, Ford Fiesta (import); 7, Ford EcoSport 
(import); 8, VW Polo Vivo Sedan (local); 9, Renault 
Kwid (import); 10, Toyota RAV4 (import).  

Th e 10 top-selling bakkies for 2017, 
year-to-date: 1, Toyota Hilux (local); 2, Ford 
Ranger (local); 3, Nissan NP 200 (local); 4, Isuzu 
KB (local); 5, Nissan NP300 (local); 6, Chevrolet 
Utility (local); 7, Hyundai H100 Bakkie (local and 
import); 8, Toyota Land Cruiser pick-up; 9, VW 
Amarok (import); 10, VW Caddy (import).

NAAMSA’s view

Aggregate new vehicle sales of 49 222 units was 
an increase of 3 091 units or 6.7% from the 46 131 

vehicles sold in August last year. Export sales for 
the month at 29 927 vehicles registered a decline of 
12.9% compared to the 34 358 vehicles exported in 
August last year.

Overall, out of the total reported Industry sales 
of 49 222 vehicles, an estimated 40 320 units or 
81.9% represented dealer sales, an estimated 11.9% 
represented sales to the vehicle rental Industry, 
3.6% to Industry corporate fl eets and 2.6% to 
government. Th e contribution by the car rental 
sector to sales is becoming increasingly diffi  cult to 
measure since now four companies do not report 
sales by channel.

Th e new car market refl ected further upward 
momentum and at 32 161 units was an improve-
ment of 5.4% compared to August last year. Th e 
car rental Industry had accounted for an estimated 
16.6% of new car sales in August 2016.

Sales of new light commercial vehicles, bakkies 
and mini buses at 14 834 units refl ected substantial 
improvement of 10.8% compared to the corre-
sponding month last year

Th e medium and heavy truck segments of the 
Industry refl ected a mixed performance and at 633 
units and 1 594 units, respectively, had recorded 
a decline of 102 vehicles or a fall of 13.9%, in the 
case of medium commercial vehicles, versus an 
increase, in the case of heavy trucks and buses, of 
91 vehicles or a gain of 6.1 % compared to the cor-
responding month last year.

Th e domestic automotive industry continued 
to hold up relatively well in the current diffi  cult 
economic environment. Reduced new vehicle pric-
ing pressures and overall lower infl ationary trends 
together with the 25 basis points reduction in 
interest rates in July provided some relief for con-
sumers. Furthermore, attractive sales incentives on 
off er also supported demand.

NAAMSA continues to anticipate that the 
overall market for 2017 will be at levels like those 
recorded in 2016 with the possibility, based on do-
mestic sales over the last two months, of an overall 
improvement of between 1.0% and 1.5%. Global 
economic growth prospects remained quite posi-
tive and this should continue to support vehicle 
exports over the medium term. ■
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Total exports of 14 209 units from 
SA in the fi rst eight months of 2017 
was very similar to the 14 723 units 
shipped in the corresponding 
period in 2016.

GM and Isuzu Trucks are the Big Movers Exporting into Africa

The medium and heavy truck 
segments of the Industry refl ected 
a mixed performance and at 633 
units and 1 594 units, respectively, 
had recorded a decline of 
102 vehicles.
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New cars are oft en celebrated with awards, 
expos and reviews – and rightly so. We are 
living in one of the most exciting and innova-
tive times to be a car owner. New technology 
(ranging from artifi cial intelligence to self-
driving steering) will shift  the way we drive our 
cars completely.

However, South Africans aren’t exclusively 
buying new cars. Pre-owned cars are outselling 
new ones at nearly 3:1. Economic pressure plays a 
part, but the range and quality of pre-owned cars is 
equally exciting.

“You are able to purchase a great quality pre-
owned car for a great price, oft en with low mileage 
or interesting accessories,” said Jeff  Osborne, Head 
of Gumtree Automotive. “Consumers love having 

options – and pre-owned cars have become a 
great option.”

Th is view is exactly what prompted Gumtree 
to launch the 2017 Pre-Owned Car Awards, which 
celebrates and reviews the top pre-owned cars in a 
number of categories.

“Th e question at the center of the awards has 
been: What makes a winner? For these awards, 
we’re not only looking at specs or design, we’re 
looking at maintenance costs, value for money, 
resale value, appearance aft er a number of years…
the elements a consumer would look at when con-
sidering a pre-owned car,” Osborne explained. “We 
feel that by reviewing and judging pre-owned cars, 
we’re providing consumers with insights and infor-
mation about buying their next car that they may 

not have had previously 
as well as instilling real 
pride in the car owners 
that have already picked a 
winner when they bought 
their pre-owned car!”

Th e public will also be 
allowed to vote for their favourites online, to select 
a number of People’s Choice winners. “When it 
comes to cars, everyone has an opinion and unique 
experience, and we’re inviting the public to share 
theirs by voting or commenting on our social 
media pages,” concluded Osborne.

More information will be made available 
shortly on www.gumtree.co.za/awards. Winners 
will be announced in November. ■

Why Pre-Owned Cars Deserve to be Put in the Spotlight

Michele Lupini
Publisher of MC Media, Michele also edits Bakkie 
and Car magazine and its online aspects, while 
simultaneously running www.motorsportmedia.com, 
a motorsport publicity service for more than 60 
local race drivers, teams, categories and the like.

Nunben Dixon
Nunben has worked in the automotive industry 
for close to a decade and is currently the Head 
of Operations – Automotive, at Gumtree ZA. He 
has served on various committees and boards 
and through his daily interaction with car dealers, 
Nunben has great understanding of the trends 
within the industry.

Roger McCleery
Roger has been involved with the motor industry in 
South Africa for 54 years. He has been a member 
of the SA Guild of Motoring Journalists for 30 years 
and is currently the president of the organisation. 
He has competed in motorsport, served on the SA 
Grand Prix organising committee and has done 
duty as a motorsport commentator at circuits as 
well as on radio and TV.

Liana Reiners
After 22 years at Wheels Motoring Annual, Liana 
moved to Car & Leisure magazine, as associate 
publisher and national business manager before 
she took over as owner and publisher. In 2014 she 
became co-publisher of Accelerate magazine. 
Since August 2015 she has been the editor and 
advertising manager of AutoLive.

The Judges

■  Best Budget car under R110k
■   Best Light hatchback under R140k
■   Best Medium hatchback under 

R260k
■   Best Cross-Over between 

R200k-R300k

■   Best SUV under R325k
■  Best Luxury Sedan under R475k
■  Best SUV under R700k
■  Best Double cab Bakkie 4×2
■  Best Performance hatchback
■  Best Premium Performance car

Jeff Osborne
Jeff is currently the Head of Gumtree Automotive. 
He has worked in the automotive industry for 
decades, including as CEO of the RMI for over 
ten years.

Lerato Matebese
Lerato entered the motor industry at the beginning 
of 2006 and has contributed to a vast number of 
motoring titles, comprising both magazines and 
newspapers. Since January 2007 he has been a 
senior motoring writer for Business Day’s weekly 
motoring supplement, Motor News, which is a 
position he still holds to date.

Adam Ford
A confi rmed motor junkie, Adam has spent many 
years in the motoring media environment. He 
previously hosted The Motoring Mix on Mix 93.8FM, 
as well as Word on Cars featured on 702 Talk Radio. 
Currently he is the presenter of the popular show, 
The Buyers Guide, on Ignition TV.

Charl Wilken
Working with publications like Citizen, Beeld, 
Rapport, Business Day, Huisgenoot, You and 
Drum, Charl has been directly involved with testing 
pre-owned vehicles for numerous years. He also 
boasts a 20-year career as a professional racing 
driver, with no less than 10 South African National 
Titles in Racing and Rallying to his name.

Derick De Vries
With over 22 years of corporate and retail experience 
within the automotive and fi nancial services sectors, 
Derick was successful in establishing several 
joint venture fi nance companies with leading 
international and national vehicle manufacturers. As 
CEO of Auto Information Solutions he is assisting 
several vehicle manufacturers to increase sales, 
mitigate risk and implement innovative products.

The categories 
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Snippets

Nissan is One of Best 
Global Brands

Th e Nissan brand has been named one of the 
world’s most valuable in 2017 by the leading con-
sultancy Interbrand.

Nissan ranks 39th in Interbrand’s annual Best 
Global Brands study, which estimates the value 
of the Nissan brand at $11.534 billion. Last year, 
Nissan ranked 43rd with an estimated brand value 
of $11.066 billion.

In the study, Interbrand cites Nissan’s actions 
to improve brand value, centered around the com-
pany’s Nissan Intelligent Mobility strategy. It also 
singles out the customer benefi ts Nissan has deliv-
ered, such as its autonomous driving technologies 
and electric vehicles. Interbrand has recognized 
Nissan as one of the world’s most valuable brands 
for seven straight years.

Th e recognition particularly refl ects Nissan’s 
strengthened focus on Nissan Intelligent Mobility 
in the past year, in which the company launched 
new products featuring the e-POWER series 
hybrid system and ProPILOT single-lane autono-
mous driving technology. Nissan also showcased 
Nissan Intelligent Mobility at the Consumer 
Electronics Show in Las Vegas in January 2017. 
On Sept. 6, Nissan unveiled the new Nissan 
LEAF, the second generation of the world’s best-
selling electric car.

In compiling its report, Interbrand looks at 
the investment and management of each brand 
as a business asset, taking into account fi nancial 
performance, the role of brand in the purchase 
decision process, and the brand’s strength. ■

New Head of Styling at KIA
KIA Motors has named Pierre Leclercq as its new 
Head of Styling. Based at KIA’s design headquar-
ters in Namyang, Korea, Leclercq’s appointment 
will accelerate the establishment of a consistent de-

sign DNA across 
the expanding 
KIA model range.

As the 
newly-established 
Head of Styling, 
the Belgian-born 
Leclercq will be 
responsible for 
developing KIA’s 
long-term design 
strategy, and lead 

design innovation for exteriors, interiors, materials 
and textiles. He will also work to strengthen design 
co-operation between KIA’s global design network, 
which is made up of design studios in the USA, 
Europe and China, as well as Korea.

Leclercq takes up his new role at the end of 
September, working alongside Peter Schreyer, 
President and Chief Design Offi  cer of Hyundai 
Motor Group, and Seon Ho Youn, Head of KIA 
Design Centre in Korea.

Leclercq graduated in 1998 from the Art 
Center College of Design in Pasadena, California, 
with a degree in Transportation Design. He began 
his design career in Italy at Zagato, followed by 
Ford’s Ghia studio, then went on to work for 
BMW in California and Munich as an exterior 
designer before becoming the head of design for 
the M performance sub-brand. Leclercq joins KIA 
from his latest position as Head of Design for Great 
Wall Motors. ■

VWSA First in Group to 
Receive New Certifi cation

During the annual OHSE and Quality audits 
conducted by lead auditors from Tuev Nord and 
Volkswagen AG, Volkswagen Group South Africa 
(VWSA) was again awarded the ISO 9001:2015 cer-
tifi cation and successfully transitioned to the new 
VDA 6.1:2016 certifi cation. 

VWSA also obtained extensions on current 
system certifi cations, namely ISO 14001, ISO 
50001 and BS: OHSAS 18001. Th is annual VWSA 
Management System audit shows that the company 
is compliant with the latest international stand-
ards. In addition, VWSA has also been re-certifi ed 
to the Conformity of Production standards 
(German National and International Road Traffi  c 
Legislation–KBA).

Th omas Bunge, Auditor from Tuev Nord 
Certifi cation Body, responsible for auditing 
Occupational Health, Safety, Environmental 
and Energy Systems at many Volkswagen Plants 
worldwide, announced at the fi nal meeting that 
Volkswagen Group South Africa had successfully 
managed to keep a strong focus on OHSE system 
improvements. He noted that this achievement 
was signifi cant given the complexities and change 
points VWSA is currently experiencing due to the 
ramp up phase of the new vehicle. Th is confi rms 
that in terms of Occupational Health, Safety, 
Environmental and Energy requirements VWSA is 

continued on next page 
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ready and able to achieve success in the production 
of the new vehicles. 

Th is achievement of the certifi cation guaran-
tees that the Uitenhage plant has the management 
systems in place as a pre-requisite for export to in-
ternational customers; it also ensures the continua-
tion of VWSA’s export programme and provides as-
surance to customers, suppliers and employees that 
VWSA is compliant with international standards.

“Th e Quality Management System is based on 
ISO9001 and the additional automotive specifi c re-
quirements of VDA6.1. Th is standard has recently 
been revised and upgraded and as VWSA we are 
proud to be the fi rst company in the VW Group 
to achieve this specifi c certifi cation,” said Th omas 
Schaefer, Chairman and Managing Director: 
Volkswagen Group South Africa.

With over 1.1 million certifi cates issued world-
wide, ISO 9001 helps organisations demonstrate 
to customers that they can off er products and 
services of consistently good quality, it also acts 
as a tool to streamline processes, making them 
more effi  cient. ■

Accolades for Avis
Avis Rent a Car has been rated as the number-one 
Car Hire / Taxi Service company in the 2017/2018 
Icon Brand Survey.

Th e icon brands”\ are those that unite all 
South Africans as a nation and are used across 
all ages, languages, race and income bands as a 
credible local benchmark. Th e survey is conducted 
in partnership with City Press and Rapport news-
papers. All South Africans get the opportunity to 
vote in the Ask Africa Icon Brands awards, which 
is an uncontested brand index that has become a 
leading benchmark in the media industry.

Said Rainer Gottschick, Chief Executive of 
Avis southern Africa: “Being recognised as one 
of the 2017/18 Ask Afrika Icon Brands is a huge 

privilege, and we are grateful to our loyal custom-
ers who voted for us.

“We are thrilled to be recognised for our 
commitment to providing our customers with 
world-class service, and awards like these drive us 
to continue giving the best car rental experience,” 
he concluded. ■

TFS Continues to Back 
Motoring Scribes

Toyota Financial Services (TFS) and the South 
African Guild of Motoring Journalists (SAGMJ) 
will once again join forces to recognise and reward 
the top motoring journalists in the country.

Th is is the fi ft h year that TFS will sponsor the 
event, which has seen the number of categories and 
value of the prize money grow every year under 
its sponsorship. Th is year over R50 000 in cash 
and other prizes are available to winners of the 
various categories.

“What started as a relatively small partner-
ship fi ve years ago has grown into a signifi cant 
event on the SAGMJ calendar. We look forward 
to hosting journalists from across the country 
on 14 November and to celebrating each entrant 
and winner on the night,” said Derek Leach, 
Vice President for Sales and Marketing at Toyota 
Financial Services South Africa.

Over the past fi ve years, the SAGMJ has ex-
panded the competition to include more motorcy-
cling, industry, environmental, and photographic 
categories. In addition, the prize money for cat-
egory and overall winners has also increased.

“Th is year we will bolster our panel of judges 
to not only select the most deserving entrants, but 
also provide valuable feedback to each entrant. 
Th is has proven to be very helpful in the last few 
years and we have seen a signifi cant improvement 
in some of the pieces from returning entrants,” 
commented Bernard Hellberg Jr., the Chairman of 
the Guild. ■

Killarney International Raceway recently 
celebrated its heritage and seventy years 
of racing since 1947. Four veterans who 
helped to develop the track were honoured 
with special service awards.

More than hundred guests who had 
raced at Killarney or had some connection 
to the track, gathered at the Clubhouse for 
the awards presented to Adrian Pheiffer (86), 
Denis Joubert (82), Dr Harry Wade (89) and 
Brian Hoskins (70).  Chairman of the Western 
Province Motor Club (WPMC), Gavin Cerff, 
and Killarney’s executive manager, Des 
Easom, presented the awards.

Sarel van der Merwe, honorary member 
of Killarney, said this special racetrack 
helped to shape his own racing career 
and that of other champions like Koos 
Swanepoel, Denis Joubert, Deon Joubert, 
Peter Gough and Johan Fourie. Killarney 
and Zwartkops racetrack in Pretoria build 
and feed SA motor sport. 

Killarney has become a multi-purpose 
race track for racing, sports and classical 
cars, motorcycles, go-karts, a large 
annual motor show, cycling, running and 
chairty events.

Killarney Raceway 
Celebrates 70th Birthday

From left to right: Motoring writer and 
racer Adrian Pheiffer (86) with fellow 
Killarney International Raceway 
Veterans Denis Joubert (82) and 
Dr Harry Wade (89) who received 
special service awards at Killarney’s 
70th birthday celebrations.
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Opinion

Th e poor macro-economic environment must be 
acknowledged as the most fundamental roadblock 
to the development of the local market and a hand-
brake to manufacturing investment writes Trevor 
Hill, the Head of Audi SA.

While the broader automotive market can 
expect to see somewhat marginal improvement in 
volumes as we move into 2018, it remains highly 
unlikely that it will attract meaningful new invest-
ment until economic growth and an unstable Rand 
are adequately addressed.

Key to this, is that growth – especially in the 
premium automotive segment – will be almost en-
tirely organic and as a result of relative volume im-
provements arising from the introduction of new 
models. For Audi, this includes the 2017 launch of 
the all new Audi Q5, Q2 and A5 models; as well the 
introduction of the new A6, A7 Sportback, A8 and 
Q8 before the end of 2018.

To complement this, we can also expect the 
introduction of the facelift ed Audi TT and further 
investments in the Audi Sport brand next year. In 
2019, we have plans to introduce the fi rst fully elec-
tric Audi vehicle in South Africa – bringing what 
is arguably the most technically advanced vehicle 
ever produced by Audi to this continent.

Most importantly, this represents an intention-
al multi-million investment in creating the young-
est portfolio of vehicles available locally as part 
of a deliberate eff ort to address a scenario where 
economic fundamentals, access to credit and poor 
consumer confi dence are working against eff orts to 
develop this market.

What’s key, is that the very real impact of this 
on consumer behaviours is already being felt with 
a visible extension in the traditional timeframes 
associated with a three-to-four-year new vehicle 
rotation cycles. Further to this is improved access 
to credit fi nance and obvious positive benefi ts 
associated with improvement in interest rates and 
infl ation. Already we are seeing some strong posi-
tive improvements in volumes in August because 
of just this and we expect this to continue with 
further rates cuts in 2018.

So, while not a new theme, a poor macro-
economic environment must be acknowledged as 
the most fundamental roadblock to the develop-
ment and growth of a sector that drives progress in 
terms of much needed job creation, much needed 
foreign and domestic investment and much needed 
export earning potential.

Indeed, the lack of opportunities to invest 
is seriously concerning. Th e absence of sustain-
able and clear prospects remains a handbrake 

on general market confi dence (and consumer 
spending) as well as the ability for the sector to 
trigger valuable (and long-term) downstream 
economic and social shared value. Th ere are 
direct practical considerations of this even for 
importers such as Audi, where – for example – 
the brand would seriously consider reinvesting 
in manufacturing capabilities in South Africa 
if the business case existed. As things stand, 
the capacity to produce exists but the business 
case simply does not. Th e ball is in government’s 
court to address this.

As we move into a more positive 2018, govern-
ment also needs to address additional refi ning 
capacity and a wholesale improvement in overall 
fuel quality standards. Resolving poor petrol 
and diesel standards will add greater impetus 
to our ability to introduce even more models to 
this market and support a domestic automotive 
growth agenda.

Closing the policy gap to electrifi cation 
presents a signifi cant growth opportunity. Th is 
acknowledges a broad-based need for the sector to 
fundamentally address its own role in what a mo-
bility environment of the future looks like. Indeed, 
this is not just a global issue. Locally, there remains 
an urgent need to deliver structurally to enable 
better electrifi cation and improved mobility. Steps 
to address this will improve overall competitive 
performance for the country in terms of key driv-
ers such as innovation, goods market effi  ciency and 
labour market effi  ciency.

Th ere is no doubt that green shoots are evident 
in the local automotive environment, and that we 
can build a much bigger premium segment as a re-
sult. Th e onus is now on all role players to come to-
gether to address the barriers to economic growth 
– only from there can we address the remaining 
structural areas that will undoubtedly grow one of 
South Africa’s most important segments. ■

■  Growth will be modest: Cautiously 
optimistic expecting improvement in the 
premium segment of around 10 000 units 
next year.

■  Growth will be entirely product driven: 
A poor economy and unstable Rand 
mean growth will be entirely because of 
introduction of new products. SUV’s are 
gaining popularity.

■  Growth lacks a confi dence foundation: Poor 
consumer sentiment is triggering a holding 
pattern among vehicle buyers. This needs 
investment in product experience and 
customer retention to drive improvement.

■  Growth needs intervention in a business 

case: Future large-scale investment in 
manufacturing capacity, even for im porters, 
will not happen without a move to create 
an environment that delivers on a business 
case for this.

■  Growth needs credit: Further intervention 
in rate cuts and access to credit fi nance 
are key. Additional rates cuts expected 
in 2018.

Automotive Sector 
Growth Trends for 2018

Trevor Hill, the Head of Audi SA.

The ball is in government’s court 
to address.

Focus on Growth Trends in 2018
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Th e South African Guild of Motoring Journalists 
(SAGMJ) recently announced the fi nalist vehicle 
ranges for the 2018 WesBank South African Car 
of the Year (COTY) competition at an interactive 
reveal event hosted by WesBank at the Bryanston 
Country Club.

Th is followed a vote cast by a 26-member 
Jury, from an original list of 35 eligible vehicle 
ranges. Preparations now continue for the COTY 
evaluation days that will be held in late January 
2018. At these evaluation days – the most critical 
of which will be the scheduled procedures to be 
held at a dedicated testing facility – the COTY 
Jury will assess the cars independently, with 
routes and modules designed to test the vehicles 
in a similar way in which the average consumer 
would use them.

Th e evaluation days off er the Jury the opportu-
nity to reacquaint themselves with the vehicles on 
specifi c criteria including aesthetics, build quality, 
ergonomics, fuel consumption, environmental 
friendliness, safety features and value for money. 
Th ese aspects are not only important with regards 
to the actual testing, but also to how the public 

perceives the COTY process, the fi nalists and 
ultimately the winning car.

While all fi nalist vehicles represent exam-
ples of outstanding automotive engineering, 
there can be only one winner, and aft er careful 
deliberation by the COTY Jury, the vehicle 
range that best represents automotive excellence 
when compared to its segment peers, will be 
crowned the 2018 WesBank South African Car 
of the Year.

Th e winner will be revealed at an evening 
function on 13 March 2018.

Th e SAGMJ has run the SA Car of the Year 
competition since 1986, with WesBank – one of 
South Africa’s largest vehicle fi nance institutions – 
as its headline sponsor since inception. AutoTrader 
and MAPO supply support sponsorship. ■

■ 1986 Toyota Corolla Twincam Sprinter
■ 1987 Mercedes-Benz 260E
■ 1988 BMW 735i
■ 1989 Toyota Corolla GLi Executive
■ 1990 BMW 535i
■ 1991 Opel Monza 160 GSi
■ 1992 Nissan Maxima 300SE
■ 1993 BMW 316i
■ 1994 Opel Kadett 140
■ 1995 Opel Astra 160iS
■ 1996 Audi A4 1.8
■ 1997 BMW 528i
■ 1998 Ford Fiesta Fun
■ 1999 Alfa Romeo 156 2.0 Twin Spark
■ 2000 Renault Clio 1.4 RT
■ 2001 BMW 320d
■ 2002 Audi A4 1.9 TDI
■ 2003 Volkswagen Polo 1.4 TDI
■ 2004 Renault Mégane II 1.9 dCi
■ 2005 Volvo S40 2.4i 
■ 2006 Audi A3 Sportback 2.0T FSI
■ 2007 Honda Civic 1.8 VXi Sedan
■ 2008 Mazda2 1.5 Individual
■ 2009 Honda Accord 2.4 Executive
■ 2010 Volkswagen Golf 6 1.4 TSI
■  2011 BMW 530d and Volkswagen Polo 1.6 

TDI 77kW Comfortline
■ 2012 Hyundai Elantra 1.8 GLS
■ 2013 Porsche Boxster
■ 2014 Porsche Cayman S
■ 2015 Porsche Macan S
■ 2016 Volvo XC90
■ 2017 Opel Astra

Previous Winners

■ Alfa Romeo Giulia
■ Audi Q5
■ BMW 5 Series
■ KIA Picanto
■ Land Rover Discovery
■ Peugeot 3008
■ Porsche Panamera
■ Suzuki Ignis
■ Toyota C-HR
■ Volvo S90

The 2018 Finalists

2018 WesBank South African Car 
of the Year Finalists Announced

The COTY Jury will assess the 
cars independently, with routes 
and modules designed to test the 
vehicles in a similar way in which 
the average consumer would 
use them.

There can be only one winner.
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BY ROGER HOUGHTON

Th e global motor industry is undergoing faster 
technology changes than ever before. Th is was 
brought home to me at the Porsche Cayenne 
Technology Workshop I attended in Germany 
last week. Th e pace of change is putting immense 
pressure on the industry and especially on a pre-
mium car company such as Porsche, which must 
continually aim to maintain a leadership position 
in everything it does.

Th e completely redeveloped 2018 Cayenne, 
which will arrive in its third-generation 
incarnation in South Africa in June, is even 
closer to its roots as a Porsche sports car than 
previously with signifi cant increases in all 
aspects performance.

Th e Cayenne has been an amazing success 
story for Porsche. It started out when Dr Ferry 
Porsche, son of the company founder, said that 
Porsche only needed to put its badge on a quality 
SUV for it to sell.

Th ese words proved prophetic. Th e fi rst-
generation Cayenne arrived in 2002 and 270 000 
units were sold before it was replaced by the 
second-generation model in 2010. Th is model has 
almost doubled sales of Porsche’s fi rst foray into 
the SUV market, with sales amounting to more 
than 500 000 units.

In fact, the Cayenne has contributed largely to 
changing the face of the Porsche brand completely.

Initially known only for its high-performance 
sports cars, it now plays on a much larger stage, 
with SUVs (Cayenne and Macan), large sedans 
and sporty station wagons (Panamera), as well as 
a constantly expanding range of top quality 911 

and 718 sports cars. Th is means two doors, four 
doors and fi ve doors as well as some delectable 
drop-top roadsters.

Power units have gone from normally aspi-
rated petrol to turbocharged petrol, turbocharged 
diesel, petrol-electric and plug-in hybrids, while 
there are now pure electric models waiting in 
the wings.

Transmissions have evolved from manual 
gearboxes to Tiptronic dual clutch and fully auto-
matic transmissions with a torque converter, while 

some are linked to complex all-wheel drive systems 
and incorporate an automatic, fuel-saving stop/
start feature.

Porsche not only has to make sure the Cayenne 
stays ahead of the game in the highly competitive 
premium end of the passenger car market, where 
SUVs are now highly desirable status symbols, 
but it must also co-ordinate product development 
with its partners in the Volkswagen Group, in this 

Cayenne’s rear axle assembly, which now features rear axle steering for the fi rst time, as 
well as an active anti-roll bar with electro-mechanical actuator.

“BIG-STEP” Technology Changes 
Put Pressure on Motor Industry

continued on next page 

A ghosted view of the 2018 Cayenne, showing some of the technology that hides below 
the alumiumium body skin.

This front axle assembly of featues a 
multi-link suspension system and the 
air suspension as well as the tungsten-
carbide coated brake discs and an active 
anti-rollbar.
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case Audi (Q7) and Volkswagen (Touareg), who all 
share the MLB platform.

Among the features highlighted at the 
one-day workshop held at the world class ADAC 
driver training facility in Grevenbroich, near 
Düsseldorf, were:

Electrics/Electronics: Porsche says the 
third generation Cayenne represents a major 
step towards the intelligent vehicle, with Porsche 
Connect maintaining continuous access to the 
internet which means a wide range of ser-
vices operate in real-time. Th e latest Porsche 
Communication Management system includes a 
12.3-inch HD touch-screen display, multi-function 
steering wheel and touch-sensitive Direct Touch 
Control in the centre console. Five modes for 
driving dynamics. Park Assist with surround view. 
Adaptive cruise control with stop-and-go func-
tion part of InnoDrive. Anticipatory pedestrian 
protection. Lane Keeping Assist with traffi  c sign 
recognition. Lane Change Assist. Night Vision 
Assist. New LED light system with adaptive matrix 
headlights. Off -Road Precision App, which is a 
Cayenne exclusive, enabling drivers to document, 
evaluate and improve their off -road trips.

Chassis: World premiere of the Porsche 
Surface Coated Brake with a tungsten carbide 
coating for improved responsiveness, longer 
service life and less dust. Th is will be a Porsche 
exclusive for 12 months and will then be extended 
to other brands in the Volkswagen Group. Rear 
wheel steering. Wider wheels and tyres on the back 
than those in front. New generation active chassis 
control systems with three driving modes and a 

central control system. Adaptive three-chamber air 
suspension. Adjustable ride height with air suspen-
sion. Torque vectoring

Powertrain: Initially three turbocharged 
petrol engines with details on diesel engines to be 
announced later. Eight-speed Tiptronic S transmis-
sion with torque converter, selectable gearshift  
modes and optional Sport Chrono Package for 
even more responsive driving dynamics. Four 
off -road driving modes. Fuel-saving automatic 
stop-start system which starts operating when 
coasting to a stop. Active Traction Management for 
the all-wheel-drive system. Th e Cayenne can tow 
trailers up to 3.5-tons and has a trailer manoeu-
vring feature.

Body: Body-in-white is a complex structure 
of aluminium – sheet, extruded sections, and cast-
ings – with sheet steel and some plastic sections. 
Th e body of the third generation Cayenne is 47% 
aluminium, whereas the previous model only used 
aluminium for the tailgate and boot. Th e new mod-
el’s bodyshell is 135kg lighter. An adaptive roof 
spoiler is incorporated in the top of the tailgate of 
the Turbo model. Temperature sensitive, active 
fl aps are used for the cooling air to the radiator and 
intercoolers. Th ere are aerodynamic benefi ts when 
the fl aps are closed.

“Taxi Ride”: Th e opportunity to experience 
all these amazing technologies and apps at work 
came during the so-called “taxi ride” where highly 
experienced racing drivers took journalists one-by-
one around on- and off -road test tracks. Th e ride in 
the 500hp Porsche Turbo was made more interest-
ing with water sprays on the tar surface. It was 
truly exhilarating! Th e off -road section included 
going over sections of small rocks, gravel, driving 

along a steep side slope and up very steep inclines 
with a rutted concrete surface that was made slip-
pery by a rain shower. 

Overall: A wonderful opportunity to see and 
hear about the latest automotive technologies and 
then to sample them in operation! ■

 continued from previous page

The control room of the 2018 Cayenne has an impressive array of infotainment and driver assistance features.

Porsche Cayenne Turbo’s power unit: 
4-litre V8 petrol with twin turbochargers, 
developing 404kW.

The adaptive fl ap on the tailgate on the 
Porsche Cayenne Turbo which adjusts 
according to driving conditions, becoming 
an effective air brake in an emergency.
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“The Right to Repair campaign 
directly affects consumers who 
are being denied the right to 
have their vehicle repaired at a 
workshop of their choice.”

Autoboys Holdings, the holding company of 
Autoboys Glass Services (Pty) Ltd and Autoboys 
Automotive (Pty) Ltd, has signed an agreement 
with African Rainbow Capital (ARC) whereby 
ARC has acquired 51% of the company.

ARC, chaired by mining magnate Patrice 
Motsepe, is a black-owned and controlled company 
focusing on the South African and African fi nan-
cial services industry and businesses that deliver 
exceptional returns on equity.

According to Autoboys Holdings’ Managing 
Director, Filum Ho, the deal makes Autoboys Glass 
Services the only majority blacked-owned national 
automotive glass and parts provider in South 
Africa. “Th e deal is supportive of Governments 
objective of economic transformation and eco-
nomic participation of black people in the South 
African economy. It sees a move away from the 
industry’s historically dominated white-owned 
business model,” he said. “We are cognisant of 
the pressure from National Treasury to mandate 

insurance-related spend to majority-owned black 
companies. We are now in a position to ensure 
our partners have the option of supporting black-
owned business in the supply chain.”

Beyond the black-owned partnership cre-
dentials, the deal further allows investment by 
Autoboys in network expansion. Th e company 
plans to invest on improving its service delivery 
network to create more savings for its partners as 
well as to develop innovative, technology-driven 
solutions to customers making it easier for them to 
engage with the company.

Historically, Autoboys Glass Services has 
disrupted the market by integrating directly with 
the claims management systems of its insurance 
partners thus creating transparency in pricing and 
availability of its aft ermarket parts. Th is has result-
ed in hundreds of millions of Rands being saved by 
our customers and ultimately the consumer. “We 
have many exciting initiatives in the pipeline which 
will result in cost savings and effi  ciency gains. In 

partnership with ARC, we look forward to more 
years of positive market disruption and develop-
ment,” concluded Ho. ■

Autoboys Holdings’ Managing Director, 
Filum Ho.

SA’s First Black-Owned Glass 
and Collision Parts Provider

Right to Repair SA (R2RSA) has been rallying up 
support for the Right to Repair campaign over the 
last few months and major industry stakeholders 
have stepped up.

According to Richard Clarke, Chairman 
of R2RSA more and more industry players are 
realising the importance of the campaign and the 
change it will bring to the industry. “We are now 
active in the press and marketing the campaign 
so we can get sponsors on board to assist us in 

aggressively driving this campaign forward. Th e 
response so far has been very positive and we 
expect more support as the campaign progresses,” 
he said.

Big names such as Goldwagen, MAHLE, 
Bosch, Autoboys, Tenneco, Bilstein, AAAS, 
Samuels Service Centre and Alert Engine Parts 
have all come on board as Tier 1 sponsors. Th e 
Motor Industry Workshop Association (MIWA) 
and GUD Holdings, which includes brands such as 
Safeline, Indyoil, Fram and GUD, have pledged the 
bulk of the sponsorship to date.

“Th e Right to Repair campaign directly aff ects 
consumers who are being denied the right to have 
their vehicle repaired at a workshop of their choice. 
We believe now is the time to give consumers 
and industry stakeholders a voice and a way to 
get involved,” explained Clarke. “Our objective 
is to raise awareness and ultimately bring about 
legislative change.”

Along with ensuring consumers are given the 
right to choose where their vehicles are serviced 
at competitive prices, this will also give aft ermar-
ket workshops access to information essential to 
servicing vehicles. “Denying workshops the chance 
to repair vehicles because of warranties and access 
to information has allowed Original Equipment 
Manufacturers to monopolise the automotive 
industry. If there is no change, workshops will no 
longer be able to service new vehicles sold in fi ve 
years’ time,” he says.

“We are still approaching potential support-
ers. Th ere will be many challenges we will have to 
tackle over the coming months but with all indus-
try stakeholders coming together to fi ght for the 
changes we believe must happen, it is only a matter 
of time before we see legislative changes. We have 
seen these changes happen in Europe, the UK, 
USA and Australia. South Africa’s time in now,” 
concluded Clarke. ■

Right to Repair SA Rallies Up Support

Richard Clarke, Chairman of R2RSA.
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We Drive

BY KIERAN RENNIE

Economists love hitting us with that stinging left  
jab, “market confi dence.” Personally I think they 
throw it around when they’re a little unsure of 
what’s happening. One thing that’s always been 
completely transparent when trying to gauge the 
health of folk’s fi nances is the motor industry. 
People don’t buy cars when they’re on the ropes.

Today, the South African new car sales fi gures 
paint a bleak picture. If this were a boxing match, 
someone would have thrown in the towel. A closer 
look, however, does show a few categories that are 
improving. Th e fi rst one, for A-segment or entry-
level cars, is understandable. People are buying 
down. Th e second is a little more interesting. Th e 
SUV market is showing unprecedented levels of 
expansion. How can this be?

Th e un-PC answer is that there are still folks 
prepared to hit and even over-shoot the 30% of 
their gross monthly salary on a car payment. South 
Africans are, and always have been, massively 
proud of the cars they drive. It’s a status symbol, a 
statement, a gag for the Jones’s. Th e practical an-
swer is that SUVs provide family car versatility in a 
cooler looking cloak with a raised ride height.

Th at brings us to our two contenders. Toyota’s 
C-HR and Opel’s Mokka X. Both fi t snuggly into 
the compact SUV category. Th ey both weigh in at 
around the early R300 000 mark, are both available 
in manual and auto and are both powered by small, 
turbo-charged, four-cylinder engines.

Regarding the design concept, Toyota tells us: 
“Th e C-HR targets a clear and singular customer 
profi le (identifi ed as Millennials). Th ese custom-
ers want individuality. Th e car is an extension of 
their personality.”

Th e Mokka X on the other hand is a little more 
practical. Opel is quoted as saying: “Th e Mokka 
X is aimed at drivers who are looking for a vehicle 
that is safe, family orientated and powerful. It 
merges functionality, connectivity, technology 
and safety.”

In short, the C-HR is a fashion statement while 
the Mokka X has more space in the backseat and 
in the boot.

From a looks point of view, both cars are 
handsome. Toyota’s new dramatic, edgy design 
language works well on the C-HR, while the 
Mokka X is – typically German – understated, 
considered and classy.

Even in entry-level trim, they’re both very well 
specced with modern, multi-faceted, Bluetooth-
enabled infotainment systems, auto-lights and 
wipers, cruise control and a long list of expected-
at-the-price stuff .

Ergonomically, both cars are well designed and 
easy to use, with the Toyota perhaps winning on 
a split points decision. Th is is a tough call because 
while I might have found the layout and controls 
slightly easier on the C-HR, others may well fi nd 
the Mokka more comfortable to get used to. Horses 
for courses, I guess.

On the topic of interior comfort, again, I think 
that the Toyota will be a more pleasurable car to 

travel longer distances. I loved the seats and the 
interior noise levels are impressively low, even 
when pushing on. Th e Mokka X is by no means a 
horse-drawn buggy, it’s just not quite as refi ned.

Th e Mokka X’s 1.4T motor pushes out a 
healthy 103 kW while the 1.2T mill in the C-HR 
delivers an equally impressive 85 kW. With 
nearly 20 kW less, I thought I’d easily feel the 
C-HR falling behind but in reality, these two 
are very evenly matched. Points, once again for 
the Toyota.

It loses those points immediately, however, 
when we look at the fuel consumption fi gures I 
achieved. Th e larger engine in the Mokka averaged 
out at 7.5 litres/100 km for the week I spent with 
the car, while the C-HR’s smaller motor delivered 
7.7 litres/100 km. A marginal diff erence admit-
tedly, but a surprise and a win for the Opel, none-
theless. It needs to be said at this point that fuel 
consumption was not a priority for me. A more pa-
tient (read mature) driver will undoubtedly achieve 
fi gures closer to the manufacturers’ claims of 6.3 
litres/100 km for the C-HR and 6 litres/100 km for 
the Mokka X.

Overall practicality has to go to the Mokka X, 
which off ers very decent boot space. Th e sculp-
tured, narrowing haunches of the C-HR limit the 
load area. We cannot, in all honesty, criticise the 
Japanese manufacturer here. Th ey didn’t design the 
C-HR as a family car. Millennials, remember.

If it were my money, I’d go for the Toyota. I’m 
about as un-Millennial as one could imagine but 
the C-HR grabbed and held my imagination from 
the word go. I’m not oft en moved by Toyotas but 
this one has chutzpah.

I am an Opel fan and I really cannot fault the 
Mokka X. In the end, however, the Toyota wins in a 
10th round TKO. ■

Compact Punch-Up

Toyota’s C-HR.

Opel’s Mokka X.
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Th ere was great interest from South African motor 
industry stakeholders in digital marketing, which 
was the subject at the 2017 CAR Digital Dealer 
Conference held at the Kyalami Conference Centre 
on the opening day of the WesBank Motoring 
Experience earlier this month.

Th e actual theme was very topical: Th e digital 
economy – How dealers need to adapt to align with 
consumer buying trends.

Th e various speakers covered a wide range of 
topics around the digital communication space, 
but the underlying thrust was that this is not 
something that lies in the future; it is happening 
right now.

Dave Duarte, the founder of Treeshake, a 
digital innovation consultancy and programme 
director of the CAR digital dealer conference, was 
not only an able scene setter but also made a very 
impactful personal presentation, titled “Navigating 
the digital retail landscape.”

He got the audience’s attention from the start 
when he said that just over half the companies 
that had been on the Fortune 500 list in 2000 had 
disappeared from the list by 2017. Th is shock state-
ment certainly underlined the need for companies 
to re-invent themselves to meet the challenges in 
an environment that is changing rapidly on many 
fronts, with the internet being the major driver of 
the new order.

Other interesting facts provided by Duarte 
were that 75% of millennials questioned in a survey 
said they wished they did not have to go into a 
motor dealership when buying a car, preferring 
to conduct the whole process online. Another 
important fact from Duarte is that e-commerce 
in South Africa is growing at 30% a year so suc-
cessful companies must be part of South Africa’s 
digital revolution.

Th e founder of Treeshake also stunned the au-
dience when he concluded his presentation by say-
ing that he had not owned a car for the past three 
years, using Uber, Taxify and rental cars instead.

Bruce Allen, the chairman of the National 
Automobile Dealers Association (NADA), stressed 
the need for dealers to provide quick service to 
customers who nowadays want to spend less time 
in a dealership, even at those with free Wi-Fi and 

coff ee in the waiting area. Customers also want any 
problems sorted out right the fi rst time.

One of the highlights of the conference was 
being able to listen to Madhu Nutakki, the Chief 
Digital Offi  cer of Nissan Motor Corporation, who 
is based in San Francisco.

Firstly, he reminded the delegates that times 
had changed and customers were now in control 
and needed to be treated accordingly.

“Th e frustration level of the millennials is just 
below the surface and any treatment from a dealer 
that does not make them happy – such as a lack of 
personalised communication – can result in them 
switching brands.,” said Nutakki, using an anec-
dote involving his daughter and her car-buying 
experience in the US.

Th e Nissan executive gave some amazing sta-
tistics about South Africa and the internet to show 
how important this medium has become, such as 
the fact that 28.7-million people in SA – out of a 
population of 55.2-million – have access to internet 
and 45% of these people are active on social media.

He added that brand loyalty was no longer 
playing such an important role in the purchasing 

decision compared to only a few years ago. “Th ese 
days the customer experience and special off ers are 
oft en more important than the price of a product,” 
explained Nutakki.

Dylan Kohlstadt, CEO of Shift ONE, a crea-
tive integrated digital marketing agency, made 
two presentations, both of which proved most 
interesting. Th e fi rst was “Building a competitive 
advantage using powerful owned, earned and paid 
digital marketing strategies” and the second was ti-
tled: “Identifying and breaking bad (digital) habits 
and the tools to fi x them.”

Kohlstadt said that paid advertising was bat-
tling with credibility from the millennials, while 
earned publicity, such as customer blogs, selfi e 
photos and videos were seen as more believable by 
social media followers. “People connect easier with 
other people than with brands.”

Th e conference attracted almost 300 delegates. 
Th is was double the number of people who at-
tended CAR’s fi rst digital dealer conference, held at 
the Johannesburg Stock Exchange in 2015.

“We were delighted by the positive response to 
this year’s conference as it highlighted burning is-
sues that have the attention of all involved in vehi-
cle marketing and especially the sales aspects,” said 
Neil Piper, Group Publisher of Ramsaymedia. ■

“These days the customer 
experience and special offers 
are often more important than the 
price of a product.”

Madhu Nutakki, the Chief Digital Offi cer of Nissan Motor Corporation

Digital Marketing is Here and Now

75% of millennials questioned in 
a survey said they wished they 
did not have to go into a motor 
dealership when buying a car, 
preferring to conduct the whole 
process online.

“The frustration level of the 
millennials is just below the 
surface and any treatment from 
a dealer that does not make 
them happy can result in them 
switching brands.”
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South African fast bowler and Nissan ICC Brand 
Ambassador Kagiso Rabada held a coaching 
clinic at Vorentoe High School, in Auckland 
Park recently. Th e coaching clinic – a two-hour 
session Rabada did with fellow Nissan brand 
ambassador and former SA all-rounder Shaun 
Pollock – is in line with the car manufacturer’s 
attempts to help the ICC grow cricket in all 
corners of the world.

Th e idea to hold a coaching clinic came 
when the 22-year-old Rabada, who has played for 
South Africa since 2015, wanted the opportunity 
to give back to a game that has given him so 
much in the two years since his debut. When it 
came to how to do it, Nissan decided to back his 
initiative and approach Kaya FM to help promote 
it. Th e idea was for players, teachers, cricket 
coaches or cricket moms and dads from schools 
to write to the national team bowler through 
the station and plead their case as to why the 

school were deserving of an aft ernoon’s coaching 
by him.

Vorentoe High School – situated in Auckland 
Park and better known for producing long and 
middle distance athletes for South Africa like 
marathoner Mapaseka Makhanya and the Phalula 
twins, Lebo and Lebogang – was the winner 
thanks to parent Farid Manuel’s letter.

Manuel, who has two sons, Muzzamil (14) and 
Muneeb (13), at the school, explained his motiva-
tion for writing and phoning into the radio station: 
“Th e kids are not going to school, doing nothing 
during the day and they are looking up to guys tak-
ing drugs and stealing as their role models.

“I wanted them to see what real role models 
look like. Th is is a great opportunity for the school 
to start building a foundation for its cricket team, 
these things come once in a lifetime.”

Rabada, who has done a few coaching clin-
ics before, said this one was diff erent as it had 
more of a purpose to it with that letter that was 
sent through.

School coach JP Scheepers, a former wrist 
spinner and lower order batsman who now teaches 

Geography at the school, said the impact of having 
Rabada and Pollock at the school could not be 
underestimated.

Th e school hopes to get more and more kids 
to come to cricket so they can grow and have A 
and B-teams for the senior and junior teams they 
already have.

With Nissan having donated new cricket kit 
(bats, balls, helmets, pads and more) to the school, 
growing the interest, and numbers, in the game at 
the school shouldn’t be too tough an ask. ■

Corporate Social Responsibility

The idea to hold a coaching 
clinic came when the 22-year-
old Rabada, who has played for 
South Africa since 2015, wanted 
the opportunity to give back to a 
game that has given him so much 
in the two years since his debut.

The school hopes to get more 
and more kids to come to cricket 
so they can grow and have A and 
B-teams.

On Friday, 22 September, Team Seven7 Drive made 
a late-aft ernoon stop at the Dr George Mukhari 
Academic Hospital in Ga-Rankuwa to deliver gift s, 
cupcakes and good cheer to the children in the 
oncology ward and so ended a seven-day, 7 000 km 
whirlwind journey through South Africa and some 
of its neighbours.

Th e journey, named Seven7 Drive, covered 
7 000 km in seven days to raise funds for a pre-
selected charitable cause that supports children 
fi ghting cancer. Each year, donors are invited to 
donate R1 per kilometre, or any other amount, 
and these funds are collected and paid in full to 
this organisation.

For 2017, the Seven7 Drive team selected 
Cupcakes of Hope, a not-for-profi t company that 
uses the universally loved symbol of cupcakes to 

raise funds and support children and their families 
who are fi ghting this disease. Th e organisation 
supports over 700 families with anything, ranging 
from their medical bills to small acts of kindness 
to make their lives and dealing with this dire 
diagnosis easier.

Th is year, Team Seven7 Drive’s journey took 
them to Upington, Windhoek, Gaborone, Maputo, 
Mokhotlong (Lesotho), Port Elizabeth and 
ultimately Ga-Rankuwa in Pretoria. Th e two KIA 
Souls each clocked 6 880 trouble-free kilometres, 
even though they had to travel some pretty harsh 
roads, such as the Sani Pass between the Lesotho 
and South African border.

Th e journey was also made possible with the 
support from several other sponsors, including 
Bridgestone South Africa (Ecopia EP200 tyres), 

Tracker (live tracking), Mediaserve (logistics, fund 
raising and marketing support), Horizon Global 
(fi nisher bars and tow bar) and 4×4 Mega World 
(IPF driving lights). ■

Epic Fundraising Journey a Huge Success

Nissan Brand Ambassadors Hold Coaching Clinic

Nissan brand ambassadors Shaun 
Pollock (left) and Kagiso Rabada with the 
cricket kit donated to the school.
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Corporate Social Responsibility

At the recent Beyond Painting Classrooms 
Conference held in Johannesburg, Volkswagen 
Group South Africa’s (VWSA) employee volunteer 
programme, Show of Hands, won the Beyond 
Painting Classroom Award – Partnering for 
Change category.

Th e Beyond Painting Classroom Employee 
Volunteer Programme Awards recognise and cel-
ebrate inspiring examples of employee volunteering 
initiatives that go beyond traditional approaches to 
employee volunteering. Th ese are aimed at giving 
real value to business, volunteers and communities.

Th e main criteria for this award is to recognise 
employee volunteer programmes and initia-
tives which prioritise and successfully execute 
a partnering approach to employee volunteer-
ing. Volkswagen was selected among 24 entries 
nationally and was recognised for the holistic and 
comprehensive approach it takes in ensuring that 
the employee volunteer programme is working in 
synergy with all the other CSI programmes. Once 
the facilities of a selected benefi ciary are improved, 
VWSA then works with its partners to introduce 
and implement interventions that are aimed at 

improving education outcomes in the classroom 
and extend the programme beyond just painting 
the classroom.

VWSA employees are actively involved in 
giving of themselves towards the development of 
their communities. VWSA encourages and facili-
tates volunteering by equipping employees with 
resources and opportunities to get involved.

Employees are also encouraged to mentor 
and act as role models to learners as part of the 
VW Mentorship Programme which partners 
with the Alexandra Education Committee. Aft er 
the Show of Hands event is completed, VWSA 
partners with Nali’Bali, Edupeg, and Shine 
Literacy to help equip the teachers, caregivers 
and parents with the skills they need in order 
to support their children’s development in the 
classroom and at home.

“Th e Beyond Painting Classroom initiative has 
at the forefront of its vision a desire to encourage 
employees to be active citizens that are engaged in 
building a just, equitable and united South Africa. 
At VWSA we have the same desire. We cannot 
operate in a community without being involved 
in the general uplift ment of that community from 
which we will hopefully source future Volkswagen 
employees, who have been given a good education. 
We contribute to this by supporting our various 
volunteer initiatives. I am immensely proud of 
my Volkswagen Family!” said Th omas Schaefer, 
Volkswagen Group South Africa Chairman and 
Managing Director. ■

From Left to Right: Jenitha John, Chief Audit Executive at FirstRand Limited; Desiree 
Storey, Manager at FirstRand Volunteers Programme; Vernon Naidoo, Nobuntu Lange 
and Nkosinathi Clay from VWSA; Judith Mtsewu, Knowledge Manager, Charities Aid 
Foundation Southern Africa.

VW Honoured for Employee Volunteer Programme

VWSA encourages and facilitates 
volunteering by equipping 
employees with resources and 
opportunities to get involved.

http://www.intelligosolutions.com
http://www.intelligosolutions.com
mailto:sales@intelligosolutions.com
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Hino Motors, which has been the top-selling heavy 
and extra-heavy truck manufacturer in the Japanese 
market for the past 44 years, has a long and impres-
sive pedigree that can be traced back 100 years.

Th e company’s beginning came with the 
formation of the Tokyo Gas Electric Engineering 
Company, abbreviated to Gasuden, in 1917.

Isamu Hoshiko, who is considered the father 
of the Hino truck brand, had joined this company 
as its technical offi  cer for automobile develop-
ment, and in that year, it produced the fi rst local 
trucks in Japan that went on sale to the public. 
Th ey were named the TGE, which stands for Tokyo 
Gas Electric.

Working with the Ministry of Commerce and 
Industry, Gasuden developed a range of stand-
ard trucks under the Isuzu brand name in 1932. 
Th e corporate name was changed to the Tokyo 
Automobile Industry in 1937 and then to Diesel 
Motor Company in 1941, with its factory in the 
Hino area of Tokyo.

Th e following year, in 1942, Diesel Motor 
Industry, which was making Isuzu trucks, was 
split off  from a new entity, named Hino Heavy 
Industries, and the Hino truck brand was born, 
based at the Hino City factory. Th is means that 
2017 marks the 75th anniversary of Hino as a 
standalone truck band.

Hino made a brief sortie into building and 
selling cars in 1953, starting with a tie-up with 
Renault, of France. It later developed its own range 
of cars, called Hino Contessa, and a pick-up, the 
Hino Briska.

Th e company was renamed Hino Motors 
in 1959 and set up a business partnership with 
Toyota, which included building Hilux pick-ups for 
its partner. Hino stopped building cars under its 
own name in 1967, but continues contract assembly 
for Toyota at its Hamura plant, with Toyota models 
made there currently being the Land Cruiser 
Prado, FJ Cruiser, and Dyna light truck.

Hino’s own focus has been on designing and 
making trucks and buses since 1967. It became a 
subsidiary of Toyota Motor Corporation in 2001. 
Hino’s cumulative unit sales reached 3-million 
units in 2009.

Over the years Hino has made many 
important technological advances, the most 
noteworthy being production of the world’s 
fi rst diesel-electric bus, the Hybrid-Inverter-
controlled Motor and Retarder (HIMR) in 1991 – 
six years before Toyota launched its Prius hybrid 
passenger car.

Hino also entered the Dakar Rally for the fi rst 
time that year and has continued to do so every 
year since then, amassing an amazing record for 
performance and reliability.

Hino has put increasing focus on exports in 
recent years and in 2007 the cumulative total of its 
vehicles exported from Japan, either built up or in 
kits, exceeded one million units. Th e number of ex-
ports also exceeded sales on the Japanese domestic 
market for the fi rst time in 2007.

Hino now exports its trucks and buses to more 
than 90 countries world-wide. Last year it sold 
170 000 units, with 107 000 exported. Th e com-
pany employs 31 000 people worldwide.

It operates four plants in Japan and has 
several full-scale manufacturing facilities in other 
countries, including Th ailand, Pakistan, China, 
and the United States. In addition, it exports 
semi-knocked-down (SKD) or Knocked Down 
(KD) kits to several other countries for local as-
sembly. Th is includes South Africa, where Hino 
has been a strong competitor in the local market 
since 1972. ■

Working Wheels

Noteworthy technological 
advances include production of the 
world’s fi rst diesel-electric bus, the 
Hybrid-Inverter-controlled Motor 
and Retarder (HIMR) in 1991.

A Long and Chequered History

This Hino 500 4x4, driven by Yoshimasa 
Sugawara, fi nished 6th overall and fi rst in 
the under 10 litre engine capacity class in 
the 1996 Dakar-Granada Rally.

Hino added passenger cars to its truck 
and bus range in 1953 when it made 
certain Renault models under licence 
from the French company. A Hino Renault 
4CV is on the right in the photograph, 
alongside a 1961 Hino Contessa.

Replica of the 1917 TGE-A truck which was the forerunner of Hino trucks in Japan.
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Th e upcoming arrival of the new Hino 500 Wide 
Cab models not only marks the fi rst full model 
change of the 500 Series in 14 years, but also 
fi lls several important gaps in the overall Hino 
truck range in South Africa. Hino has been in a 
signifi cant player in the local truck market for the 
past 45 years and is now gearing up to become an 
even stronger competitor with an enlarged product 
range including the availability of 6×4 models and 
automatic transmission in the 500 model line-up.

Other new features for the 500 Wide Cab mod-
els include wheelbase options – long and super long 
on 4×2 and 6×2 models – as well as two suspension 
options – steel springs or airbags on 6×2 models 
– and the addition of three 6×4 models, available 
with on- or off -road cabs and suitable for use as 
Freight Carriers, Tippers and Mixers.

Th e air suspension system provides height con-
trol of the truck for ease of loading and unloading. 
Th ere is a remote control to make this operation 
convenient for the driver.

Th e new 500 Wide Cab, which goes into pro-
duction at the Hino assembly plant in Prospecton, 
near Durban, in early November is an important 
addition to the Hino South Africa arsenal as it 
extends the 500 Series off ering from 16-ton GVM 
upwards from fi ve to 12 models.

Th e existing Hino 500 range below 16-ton 
GVM continues with upgrades scheduled for 
January next year. Th ese models are: 1018 Freight 
Carrier, 1326 Freight Carrier, 1326 Tipper, 1322 
4×4 Dual Rear Wheel and 1322 4×4 Single 
Rear Wheel.

By the time the new models go on sale early in 
2018, Hino SA will have undertaken the most ex-
tensive launch programme in its history. It kicked 
off  with an information-gathering trip by fi ve 
journalists to Hino in Japan in July, continued with 

roadshows in Gauteng, 
KwaZulu-Natal and the 
Western Cape which 
involved more than 500 
dealers, customers, body 
builders and journal-
ists and topped it off  
by participating in the 
four-day, business-to-
business Futuroad 2017 
Expo in Nasrec.

Changes compared 
to the previous Hino 500 
models are extensive. 
Th ey start with an 
all new chassis frame 
which is bolted rather 
than riveted and has a 
hole pattern on the web 
surfaces for easy body 
mounting, while the frame is wider in the engine 
compartment area for the fi tment of larger and 
more powerful engines.

Th ree engines are now used in the 500 range, 
all with more power and torque than the engine 
fi tted to the previous 500 models. New Hino 
manual transmissions are specifi ed, either the 
six-speed MX06 or nine-speed M009OD/DD, with 
the option of Allison 3000 or 3500 fully automatic, 

six-speed trans missions for certain models. A new 
rear diff erential with increased torque rating is fi t-
ted, which improves reliability and durability.

Th e larger cab has new exterior and interior 
styling with an extra step for easier cab ingress 
and egress. Th ere are two cab mounting meth-
ods, depending on the model, one semi-fl oating 
and the other full-fl oating (6x4 models) for 
enhanced comfort. ■

Working Wheels

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

digital

4×2, 16-ton GVM: 1627 FC LWB; 1627 FC LWB AT; 1627 FC SLWB; 1627 FC SLWB AT; 1627 Tipper.
6×2, 28-ton GVM: 2829 FC LWB; 2829 FC LWB AT; 2829 FC SLWB; 2829 FC SLWB AT.
6×4, 28-ton GVM: 2836 FC; 2836 Mixer; 2836 Tipper.
Abbreviations:  GVM – Gross Vehicle Mass; FC – Freight Carrier; LWB – Long Wheelbase; SLWB – 

Super Long Wheelbase; AT – Automatic Transmission.

New Wide Cab Hino 500 Range

Seen at the launch or the new Hino Wide Cab 500 at Futuroad, Expo 
Centre, were (from left), Ernie Trautmann, Vice President, Hino South 
Africa; Donald Mokoena, Product Information, Hino SA; Masahiro 
Kumasaka, Senior General Manage, Product Planning, Hino Motors 
Japan; Shuichi Kaneko, Senior General Manager, Sales and Marketing, 
Hino Motors Japan; Pieter Klerck, General Manager, Hino SA and 
Leslie Long, Senior Manager, Product Planning, and Marketing.

Hino Introduces the 500 Wide Cab Range

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

What started as one man’s dream has become one 
of the most highly anticipated events of the year 
by local motorsportsmen, particularly the legends 
of yore!

Th e man with the dream is Steve Koterba, who 
has built up a world-class museum of cars, motor-
cycles, and racing memorabilia in a Benoni suburb. 
He has built his dream into am amazing journey 

into the rich South African motoring past over a 
period of eight years.

Virtually from the start he set aside one 
Saturday a year to stage a get-together for mo-
tor sport legends.Th e recent Legends Day was 
another great success, even though a confl icting 
historic race meeting at Zwartkops Raceway 
impacted on attendance. However, Sarel van der 
Merwe, who never misses these gatherings made 
a special eff ort to travel to Benoni aft er racing 
at Zwartkops. ■

Left: The 
“business 
end” of a Fiat 
Abarth 750, 
based on the 
pedestrian 
Fiat 600 
econocar.

Left and Right Above: Several local manufacturers had V8-engined “halo cars” in their ranges in South Africa. These included the Chev 
CanAm (white car) and the Sunbeam Tiger (red car).

Above: The Porsche 924 raced by Steve Koterba in the Altech Porsche 
Challenge series.

Left: Scott Squirrel water-cooled two-stroke.

Mike Briggs, Hannes Grobler, 
Ian Scheckter and Sarel van der Merwe.

A Gathering of Legends
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Events

Excitement is mounting as the date of the Gumtree 
World RX of South Africa – to be held at the 
Killarney International Raceway in Cape Town – 
draws closer.

According to Gumtree’s Head of Automotive 
Jeff  Osborne, the buzz about the landmark event 
is incredible: “Th ere’s huge anticipation for the 
biggest contest in decades for South African 
motorsport fans. From the moment the teams 
get to Cape Town on 4 November through to 
the fi nal on Sunday 12 November, this will be a 
thrilling week.”

Th e Gumtree World RX of South Africa will 
see the world’s best rallycross drivers in their RX 
Supercars, with over 600bhp, delivering wheel-to-
wheel heats and a fi nal on a specially constructed, 
mixed asphalt-and-dirt surface.

Sweden’s Johan Kristoff ersson will arrive in 
South Africa with the World RX title already in the 
bag aft er his win in Latvia recently, but there will 
still be plenty to race for in the fi nal championship 
event of the season with such a high class fi eld, 
including Sebastian Loeb, Mattias Ekström and 
Ken Block.

Some categories of passes have sold out but 
tickets for the Gumtree World RX of SA from 
10–12 November 2017 are still available at:
www.ticketpros.co.za ■

Motorsport enthusiasts will be thrilled to 
hear that the Kyalami Motorsport Festival is 
back with action packed racing on the 4th of 
November at the Kyalami Grand Prix Circuit. 
Th e Motorsport Festival will incorporate a 
round of the Extreme Festival, providing a full 
programme of action packed 2- and 4-wheeled 
circuit racing action.

Categories racing on the day will include Sasol 
Global Touring Cars, Engen Volkswagen Cup, 

Investchem Formula 1600, Hankook Formula Vee 
and the G&H Transport Extreme Supercars, 111 & 
Superhatch, VW Challenge, Kawasaki ZX10 Cup, 
Bridgestone Th underbikes, Challenge and Sub 
10. Th e rolling thunder V8’s will return, making 
a guest appearance at Kyalami, with over 30 cars 
from the V8 Supercar and Cape Town based V8 
Master categories in a 10 lap heat.

Spectator embankments at the Kyalami Grand 
Prix Circuit off er excellent views on the Circuit 

and visitors are encouraged to bring and braai.  A 
grid walk will take place during lunch time where 
spectators can meet the drivers, and see the race 
cars up-close on the starting line.

Tickets can be purchased at iTickets.co.za. 
General access starts at R50 and premium package 
at R400. Pit passes are R75 each. Children under 
12 are free.

Th e Kyalami Motorsport Festival promises to 
be a great day out for the whole family. ■

Countdown for WRX SA Begins

Kyalami to Host Motorsport Festival

http://www.ticketpros.co.za
http://www.itickets.co.za
http://www.itickets.co.za
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