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Vehicle owners in South Africa continue to enjoy 
top class levels of customer service for both the 
buying and servicing experience they get from 
local franchised dealers together with relevant 
vehicle manufacturers or distributors. This is 
evident from the latest edition of an annual survey 
conducted by global research company, Ipsos, the 
third-largest global research company.

Ipsos and its predecessors have been conduct-
ing automotive customer care surveys in South 
Africa since 1991 and tracked a massive improve-
ment in the early years. However, the levels are 
now so high – over 94 on an index of 100 for new 
car and light commercial vehicle buyers and over 
88 for servicing in both market segments – that 
changes in the scores nowadays are relatively small. 

This consistency in the results demonstrates the 
reliability and integrity of the research.

The Volkswagen and Audi brands have again 
dominated the top positions in the latest survey. 
This research, based on interviews with more than 
20 000 customers in 2017, covered both purchasing 
and servicing experiences.

The sample of participating brands in the 
latest survey represented more than three out of 
every four new cars and light commercial vehicles 
sold through dealership channels in South Africa 
in 2017, as well as the consistency of results 
from year to year supports the credibility of the 
research as a valuable tool with which to measure 
customer service in the automotive market in 
South Africa.

The Volkswagen Group continues to fight the 
ongoing backwash of its 2015 so-called Dieselgate 
scandal and a host of vehicle recalls worldwide, but 
it seems its image remains strong if one looks at 
its dominance in terms of global vehicle sales and 
customer loyalty. The excellent ratings by custom-
ers in both the purchasing and servicing aspects 
of vehicle ownership here in SA are evidence of 
this good relationship between these brands, their 
owners and the franchised dealers.

The Volkswagen and Audi brands have been in 
leadership positions in the purchasing experience 
in these annual Ipsos surveys for a number of 
years. In the latest survey Audi and Volkswagen 
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Passenger Service Rankings over Time 
SERVICING EXPERIENCE 

91
.7

 –
 9

3.
8 

89
.2

 –
 9

1.
6 

86
.2

 –
 8

9.
1 

Chevrolet 
Lexus 
Nissan 

Volkswagen 

Audi 

BMW 
Honda 

Mercedes-Benz 
Toyota 

92
.0

 –
 9

4.
0 

88
.7

 –
 9

1.
9 

85
.0

 –
 8

8.
6 

Chevrolet 
Lexus 
Nissan 
Toyota 

Volkswagen 

Audi 

Honda 
Mercedes-Benz 

Opel 
Renault 

90
.3

 - 
92

.4
 

87
.2

 - 
90

.2
 

81
.9

 - 
87

.1
 

Chevrolet 
Lexus 

Mercedes-Benz 
Opel 

Toyota 

Audi 
Nissan 

Volkswagen 

Honda 
Renault 
Volvo 

88
.7

 - 
91

.3
 

84
.4

 - 
88

.6
 

80
.5

 - 
84

.3
 

Chevrolet 
Mercedes-Benz 

Opel 
Renault 
Volvo 

Audi 
Lexus 
Nissan 
Toyota 

Volkswagen 

Honda 

JAN – DEC 2017 JAN – DEC 2016 JAN – DEC 2015 JAN – DEC 2014 

41 © 2018 Ipsos. 

Passenger Sales Rankings over Time 
PURCHASING EXPERIENCE 

Please note:  
Lexus and Peugeot have been excluded from the Jan - Dec 2017 PC Sales rankings due to low Sample Achieved / high 

Margin of Error considerations.   
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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
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both once again attained gold awards 
for the customer purchasing experi-
ence with Volkswagen also collecting 
gold in the LCV sales category.

Audi has achieved the gold 
standard in the servicing experience 
for the past four years too, while 
Volkswagen has had a gold rating for 
both passenger car and LCV servic-
ing for the past two years.

Nissan has made very posi-
tive strides in both its purchasing 
and servicing operations at its 
dealers and collected gold awards 
in both categories among local 
passenger car and light commercial 
vehicle buyers.

Audi, Nissan, and Volkswagen 
were the only brands which received 
gold awards for passenger car 
purchasing, with several brands – 
Chevrolet, Mercedes-Benz, Opel, 
Toyota, and Volvo – collecting silver. 
Ford, Honda and Renault rated 
bronze in this category of the survey.

Nissan, Toyota, and Volkswagen 
were the only three gold award 
winners in terms of the light 
commercial purchasing experience, 
with Chevrolet, Ford and Isuzu 
collecting silver.

Five brands – Audi, Lexus, 
Nissan, Toyota, and Volkswagen 
– earned gold awards for the 
passenger car servicing experience, 
with another five – Chevrolet, 
Mercedes-Benz, Opel, Renault, and 
Volvo – rating silver. Honda was the 

sole recipient of a bronze award in 
this category.

Isuzu, Nissan, Toyota, and 
Volkswagen all earned gold awards 

for the light commercial vehicle 
servicing experience, with Chevrolet 
rating silver and Ford bronze.

“The consistency of good service 
that some brands deliver across their 
dealer network to so many customers 
over time is highly commendable 
as consistency is one of the most 
important factors in building a 
powerful brand reputation,” said 
Patrick Busschau, Business Unit 
Director at Ipsos.

“Volkswagen and Audi brands 
continue to maintain particularly 
high levels of customer satisfaction 
in terms of both the buying and 
servicing of new passenger vehicles, 
year after year, despite facing 
very tough opposition in the local 

 market,” Busschau commented. 
“What is also pleasing to note is that 
a number of other brands are also 
upping their game to challenge for 
the Gold medal positions as well.

“Nissan is now seeing the fruits 
of their labours in all categories, 
while Toyota can also see reward 
for their consistent effort in the 
Passenger Car Servicing and 
both Sales and Servicing for Light 
Commercials,” he added. “These 
latest results underline the fact that 
the custodians of these brands are 
certainly not sitting back and resting 
on their laurels but rather use the 
customer feedback from our ongoing 
surveys as well as other sources to 
improve areas of weakness.”

There were a number of vari-
ations in the attributes a customer 
expected when having a light com-
mercial vehicle serviced compared 
to a car owner. For example, 
transport to a next destination is 
very important for the car owner, but 
not so important for the LCV owner. 
The LCV owner, however, requires a 
fuller explanation of the work done 
and the contents of the invoice than 
the passenger car buyer.

“We, at Ipsos South Africa, are 
proud to have been able to continue 
our relationship with the local motor 
industry for more than a quarter of 
a century and we believe the compa-
nies that are successful in the field 
of customer service are those that 
make use of our detailed research 
of their brand to fix any shortcom-
ings for the ultimate benefit of their 
customer,” concluded Busschau. ■
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Light Commercial Service Rankings over Time 
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Light Commercial Sales Rankings over Time 
PURCHASING EXPERIENCE 
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“What is also pleasing 
to note is that a number 
of other brands are also 
upping their game ...”
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The improvement in domestic vehicle sales (47 881 units) – specifically new car sales (32108 
units) – in July was encouraging considering the current uncertain economic and political 
environment and fuel price rises in South Africa. However, export sales of 28 063 vehicles 
was 19.2% lower than the 34 720 built-up vehicles shipped from SA in July last year.

NAAMSA says that the latest, lower than expected, vehicle export sales numbers will 
necessitate a downward revision in the 2018 industry projections. (Exports had been projected 
to rise from 338 093 units in 2017 to a near-record 340 000 in 2018 and then rising to 384 100 in 
2019 and 402 150 in 2020).

Editor’s Note
August is Women’s Month, 
something we celebrate in 
this issue of AutoLive.

From a personal perspec-
tive, I was honoured to receive 
an award for longstanding 
service to the industry from 
Gumtree. Being recognised 
for a 28-year career in motor 
journalism was made extra special by the calibre of female 
industry stalwarts that were also honoured.

This got me thinking. When I joined the industry at the 
end of 1989, there were very few female motoring journalists 
around. In fact, female role players in all areas of the indus-
try were few and far between. I remember attending a new 
product launch in those early days and being the only “girl” 
in the media group. I was horrified when our host addressed 
me in his welcoming speech, saying that they had brought a 
few girls from the office to keep me company.

I also recall a marshal at Toyota’s annual Rust de Winter 
4×4 Jamboree leaning in through the driver’s window of the 
Hilux I was driving and warning my husband that I was go-
ing to wreck the bakkie on the gymkhana. If memory serves, 
my family and I won the media challenge at that year’s event.

The point I’m trying to make is that women are, in many 
cases, still not seen as being capable of holding their own in 
this male-dominated industry. And perhaps we bring it on 
ourselves. Sure, we prove time and again that we can do the 
job and we insist on being treated as equals but we keep un-
dermining ourselves by pointing out that we’re special and 
deserve special treatment. No we aren’t and no, we don’t.

What we do deserve is the opportunity to prove our-
selves on a level playing field. We deserve to be recognised 
for our achievements as contributing members of the 
industry, not as female members of the industry.

Only once we ourselves truly believe that we are equal 
to our male colleagues when it comes to our abilities can 
we point a finger at the world for being sexist. Do what you 
do to the best of your ability and become impossibile to 
ignore. Would you rather be promoted because you’re the 
best person for the job or because you’re the token equal 
opportunity appointment?

Before I step off my soap box, I salute the forward-
thinking men in the industry who don’t feel threatened by 
women and I tip my hat to the ladies out there who quietly 
keep chipping away at the stereotype and paving the way for 
those to follow in their footsteps.

Liana Reiners,
Editor

To advertise in  contact

Liana Reiners on 083 407 4600 or email on liana@autolive.co.za
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Ghana Msibi, WesBank’s Executive Head for Sales and Marketing.

Global Trade Disputes and 
Economic Environment 

Affecting Vehicle Exports 
from SA Negatively
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The organisation says it sees a further complicating factor being the 
increased risk of trade disputes which could impact on international trade 
flows, including vehicle exports.

Overall, of the reported total industry sales of 47 881 vehicles, an 
estimated 80.8% represented dealer sales, while about 14% represented 
sales to the vehicle rental industry, 3.1% to corporate fleets and 2.1% 
to government.

WesBank’s views

Ghana Msibi, WesBank’s Executive Head for Saes and Marketing says: 
“The consistent growth in the dealer channel sales this year is testament to 
the strength of the (South African) dealer model, as well as an increase in 
demand off the back of positive consumer sentiment seen in the first half 
of 2018.

“This is supported by WesBank’s data showing a 13% increase in ap-
plications for vehicle financing loans year-on-year as well as the Bureau of 
Economic Research indicating a consumer confidence rating of 22 index points 
in the second quarter of 2018 compared to -9 points in the second quarter of 
2017,” Msibi added.

The new car market of 32 108 units in July registered an improvement of 
4.43% compared to the same month in 2017, with 18.8% of new car sales going 
to rental companies. Sales of new light commercial vehicles declined by 2.3% 
month-on-month, while sales in the low volume medium and heavy truck 
segments of the industry reflected encouraging gains of 15.9% in the case of 
medium trucks and 67% in the heavy truck and bus market, compared to the 
corresponding month last year.

Toyota tops car sales

Toyota, with the added volume of its new Rush small crossover, edged out 
Volkswagen in car sales in July, selling 7 348 units – including 494 Rush 
models – to the 7 145 units sold by Volkswagen. Toyota, which had a total 
market share of 26.8% in July, has been the market leader in vehicle sales 
in South Africa since 1980. The company saw its sales exceed the 12 000 
threshold for the first time in 2018. Year-to-date Toyota has sold 77 099 
units locally. ■

 continued from previous page

Sales of new light commercial vehicles declined by 
2.3% month-on-month, while sales in the low volume 
medium and heavy truck segments of the industry 
reflected encouraging gains of 15.9% ...
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Toyota SA Motors (TSAM) is looking to sig-
nificant growth in exports of built-up vehicles 
into Africa to boost production volumes at its 
plant in Prospecton, near Durban according to 
Irma Venter, Senior Deputy Editor at Cramer 
Media, writing in a recent edition of Engineering 
News online.

The plant, which has a capacity of 242 000 
units a year, is running well below this level, having 
produced 130 000 vehicles last year, with a target of 
135 000 units this year. The design capacity is made 
up of 234 000 Hilux, Fortuner, and Corolla models, 

13 500 Ses’fikile Quantum minibuses and 5 000 
Hino trucks in three separate plants.

TSAM exported 43 000 units last year and 
is looking to raise this number to 50 000 in 2018 
according to Venter’s report on an interview with 
Andrew Kirby, the president and CEO of TSAM. 
The company expects to export 17 500 units into 
Africa this year, compared to 15 000 vehicles last 
year, but this is very different from the years when 
SA’s market leader exported close to 60 000 units a 
year into other African countries.

According to Venter’s article, Kirby said 
TSAM was reviewing its export line-up into Africa 
and this could include another model – possibly 
a small, affordable car – being produced at the 
Prospecton plant. Kirby also hinted at the possibil-
ity of Toyota establishing assembly plants in other 
African countries, supported with kits from SA. ■

The hoped-for growth in exports of built-up 
vehicles into Africa continues to be a dream as 
shipments for the first seven months of 2018 
totalled only 13 436 units, which was virtually 
identical to the 14 378 vehicles shipped in the same 
period last year. However, the July 2018 figure of 
1 933 units was marginally better than the 1 761 
units exported in July 2017. Only three years ago, 
in 2015, 29 965 units were exported in the first 
seven months of the year.

Toyota remains the biggest exporter with 5 373 
units shipped between January and July, which was 
368 more than in the same period a year previ-
ously. In contrast, perennial runner-up, Nissan, 
saw its shipments fall from 3 761 in the first seven 
months of 2017 to 3 440 units in the same period 
this year.

Isuzu continues to perform well, with year-to-
date growth of 16.5% with 1 996 units exported. 
Ford, which also has an assembly plant in Nigeria, 
showed a big improvement, with exports rising 
from 540 vehicles in the first seven months of 2017 
to 1 382 units in the same period this year.

Only four countries bought more than 1 000 
units from South Africa in this seven-month 
period, with 2017 figures in parentheses: Ghana, 
1 920 (2 344), Zimbabwe, 1 793 (1 397); Kenya, 
1 741 (1 424), and Zambia, 1 387 (1 019).

There were some interesting newcomers or 
small volume figures in the year-to-date data: one 
each of Bentley and Porsche went to Mozambique, 
while Volkswagen’s exports over the period totalled 
only 18 units, which was the same as Suzuki.

As mentioned earlier, export sales into 
Africa in July this year were 9.8% higher than in 

July 2017, with Toyota (867 units) continuing to 
set the pace from Nissan (414), Isuzu (326) and 
Ford 109).

The leadership change in Zimbabwe seems 
to have inspired some business confidence in 
that country because it took the most exports 
from SA with 301 units. It was followed by Kenya 
(239), Tanzania (152), Ghana (145), Uganda (143), 
Mauritius (121), Mozambique (113), Zambia 
(109) and Ivory Coast (102). (These were the only 
countries that took more than 100 exports from SA 
during the month). ■

Monthly automotive news to and from Africa

Year-To-Date SA Vehicle Exports 
into Africa Remain Static

Toyota Looks to Africa to Provide 
More Production Volume

Andrew Kirby, president and CEO 
of TSAM.

The company (Toyota SA Motors )
expects to export 17 500 units into 
Africa this year.
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Jeánne Esterhuizen, the CEO of Technicolour, 
a Free State-based panel beating business, has 
always had a passion and love for beautiful cars 
and motorcycles.

The business opened its doors in 1994 as a 
small micro enterprise and in under fifteen years 
has grown into a large enterprise. In fact, today it is 
rated as the best overall motor body repairer in the 
Free State.

Frustrated with onerous legislation, 
Esterhuizen realised she needed to expand her 
influence from a small business space into the 
larger industry where she could influence and 
impact policy. As National President of the Retail 
Motor Industry Organisation, Free State and 
National Chairperson of the RMI, Chairperson of 
the RMI National Training Committee, National 
and Regional Chairperson of SAMBRA and 
through her membership of and representation 
on a number of other Boards, she is integrally 
involved in policy, transformation, sustainability, 
wage negotiations and a number of other key 
human resource issues impacting the industry and 
its employees.

Esterhuizen is a powerhouse to be reckoned 
with, bringing in a refreshing and dynamic 
perspective to an industry still largely dominated 
by men.

This Women’s month Jeanne shares some of 
her most important insights.

What advice can you give other 
women wanting to enter the industry? 

If you love technology and commerce and are 
interested to know how beautiful and powerful 

vehicles and motorcycles are designed, built, 
maintained and repaired, then this is the industry 
for you. It is also an industry in which you can do 
well. We actually have four women on our RMI 
board, which is good for any industry.

A large majority of our member associations 
also employ women to engage with customers, 
handle the administration and human resource 
functions as well as the ordering of supplies and so 
on. Many of these businesses start as family-owned 
businesses so mothers, wives and daughters all 
get involved.

What is your advice to other 
business owners?

Always grow your business in relation to what 
it can handle. Don’t be overwhelmed by other 
people’s success. Learn to differentiate yourself 
from others.

Live at the doorstep of experts and learn. But 
also share your experiences so others can learn and 
benefit from them.

Only surround yourself with good people and 
worthy causes. Add value wherever you go and you 
will have the ability to give back to society.

Be motivated by watching your own efforts 
translating into success for other businesses.

How important are mentors?

They are everything. Surround yourself with good 
people who are prepared to share their knowledge 
and expertise and then pay it forward.

What is your advice for women in 
a male dominated environment?

Leave pride at home. I was brought up to 
believe only in the ability entrusted to me 
so I have no pride when I walk into a board-
room and that has helped me a great deal to 
function optimally.

What qualities make women 
good in the workplace?

I believe women tend to work harder than men, 
are more precise in execution of tasks, easily 
adapt to change and are more socially conscious. 
These qualities are needed in business, specifically 
due to the types of challenges any modern day 
business faces.

What two attributes do you think are 
the most important for success?

Innovative thinking and a fundamental belief 
that you are unique and have a specific purpose in 
this life. ■

“I believe women tend to work 
harder than men, ...”

Only surround yourself with good 
people and worthy causes.

Women’s Month

Woman of Steel

Jeánne Esterhuizen, the CEO 
of Technicolour.
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For all your Motoring requireMents

Microdoting of assets | www.datadot.co.za

Vehicle accessories | www.orangeowl.co.za

Vehicle lead generation | www.carfind.co.za

Vehicle auction Platform | www.bid4cars.co.za

recruitment & training | www.hrst.co.za

Vehicle Branding
tarpaulin Branding

lead Management system
Paperless on-boarding of new staff
Gamification of Training & Skills Measurement | www.1huddle.co.za

Motor Cycles, tyres & accessories | www.kawasaki.co.za

www.graffiti.co.za

www.cmssystems.co.za

www.C2group.co.za

Research has proven that the uptake and retention 
of training information among staff is question-
able. Ongoing training is the only solution and 
therefore vital to the longevity and success of any 
business. However, traditional methods of training 
are becoming ineffective in this fast-paced, techno-
logically evolving modern world we live in.

In addition, it has become increasingly difficult 
to effectively, constantly and instantly communi-
cate changing information to staff and customers.

This poses the question: how can you get your 
training to be instantly updated and be available 
to all your staff at any time, while allowing you to 
monitor how it is being used and by whom? The 
solution is simple: you need online training with 
mobile accessibility.

1Huddle, a mobile-based training platform, 
has revolutionised training by replacing traditional 
classrooms and manuals with gamification, apply-
ing the elements of game playing, points scoring 
and competing against others, in up-skilling 
and training staff. In short, it takes something 
potentially boring and uninspiring and makes it 
fun and participants learn in the process.

The following services are currently offered on 
the 1Huddle online training platform:
For dealers –
a. Road to a sale;
b. Deal file training (includes C.P.A 

requirements);
c. Customer service (sales and service 

departments)
d. Workplace readiness.

For manufacturers and importers –
a. Product training to dealer network;
b. Monthly or quarterly sales incentive 

direct awareness;

c. Customer service (sales and service 
departments);

d. Brand training or awareness;
e. Any other customised training that may 

be required.

Explains 1Huddle CEO Alan Ross: “Research has 
proven that games positively impact learning and 
retention. 1Huddle takes existing training material 
and condenses it into training games that can be 
played anytime, anywhere, and on any device. 
Requiring only five minutes of participation per 
day at any point he or she may choose”.

Breaking up training material into short 
training modules, 1Huddle can be applied to 
any industry to address subjects such as product 
knowledge, sales principles and marketing strate-
gies, among others. Generally there are five cat-
egories per game, with five questions per category 
but the system can be customised to fit virtually 
any training need. In addition, customers can keep 

an eye on participation and performance through 
specifically generated analytics and reports.

Capitalising on the inherently competitive 
nature of participants, single or multiplayer 
modules see trainees attempting to not only better 
their own scores but also beat their colleagues in 
the rankings. As incentive, top performers can be 
rewarded after successfully completing modules.

“It’s important to point out that the 1Huddle 
training system does not aim to replace trainers. In 
fact this will allow the trainer to become more ef-
fective with their training time. This allows better 
monitoring of the skill levels of staff and where to 
training is required,” says Grant Paulsen, general 
manager at 1Huddle. “It’s all about being more 
time efficient and cost effective, while at the same 
time boosting productivity.”

1Huddle provides full customer support and 
provides training on management and monitor-
ing of the system. The latter promotes a better 
understanding of which training areas require 
more focus. To this end, material can be changed 
or updated as required, ensuring that the most cur-
rent and up-to-date information is communicated 
to employees immediately.

Feedback from clients confirms that 1Huddle 
promotes learning through repetition and it is 
interesting to note that due to the minimal data 
required to run the App, many employees are 
logging in and playing after hours. In essence 
1Huddle is achieving the impossible; providing a 
better and more effective platform of training that 
sees employees essentially training themselves, 
while keeping them engaged and ensuring that 
information is retained.

Visit www.1huddle.co.za to find out how your 
business can benefit from implementing this inno-
vative and highly successful training platform. ■

1Huddle Gamification Makes Employee 
Training Fast, Effective and Fun

“Research has proven that 
games positively impact learning 
and retention.”
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Time is money in the fast-paced modern 
business environment, yet the cumbersome 
and lengthy process of onboarding new staff 
members can be a waste of both. CMS Netauto 
offers a viable solution with its paperless, 
effortless online onboarding facility that is set 
to change the way companies manage their 
human resources.

Traditionally, the onboarding of new staff 
members involves mountains of paperwork for 
both employees and employers. Not only are 
there employment contracts to be signed but 
personal information needs to be supplied and 
verified for payroll purposes, while medical 
aid and pension fund membership must be 
facilitated too. This could mean hours of filling in 
forms and signing one page after another before 
an employee officially and fully becomes part of 
the team.

With the CMS Netauto paperless onboarding 
solution all information is submitted once only. 
Once a new employee’s copy of identity document 
and driver’s license, as well as banking details are 
loaded onto the system, the information is verified, 
approved by the relevant manager and stored 
into the employment cloud, along with any other 
personal information such as profile photograph, 
address and next of kin. From here the information 
is used to populate all necessary documentation, 
eliminating the need to fill in each form individu-
ally. In addition, the system provides for the digital 
signing of documents so the printing of documents 
and waiting for signatures becomes a thing of 
the past.

Making the onboarding process as easy and 
hassle-free as possible promotes effortless integra-
tion and ensures that new staff members can hit 
the ground running.

The CMS Netauto onboarding system also 
enables employers to have everything a new 
employee will need ready and waiting when that 
person arrives on their first day. Office furniture, 
telephone lines, computers and security badges 
can be ordered in advance, while software logins 
and e-mail accounts can be set up and ready. This 
avoids last-minute scurrying to get all the logistics 
in place and will ensure that the employee feels at 
home from the word go.

Explains Leon Kemp from CMS Netauto: 
“Everyone recognises the importance of customer 
relationship management but we forget that effec-
tive relationship management with staff members 
is equally important. Essentially, the CMS Netauto 
onboarding system is CRM for your staff. A 
company’s staff members are, after all, what make 
or break it so they need to be treated well.”

Since all the employee information is stored 
in the Cloud, keeping track of important dates 
such as employment anniversaries, birthdays and 
even licence expiry dates becomes effortless. “In 
fact,” says Kemp, “our system will even be able to 
keep track of license demerits once Aarto is up and 
running at full speed.”

The system goes much further than just staff 
onboarding though. It is, in fact, a complete digital 

employment portal that simplifies HR manage-
ment in its entirety.

Through a custom-designed App (one specific 
to employees and another for management), as well 
as an online portal, leave application and approval 
and even time sheets also becomes paperless. An 
employer-specific dashboard ensures that up-to-
date information is always available for scrutiny 
by management.

“Because all employee information is current, 
complete and stored in the Cloud, the data can be 
applied for a variety of purposes. Managers can, for 
instance, send company bulletins to selected recipi-
ents and keep track of who read these and when.

“It all comes back to the onboarding process. 
Once the original information has been captured 
and verified, there is virtually no limit to how it 
can be utilised within the company, and for what 
purpose. Our main goal was to create a paperless, 
fool proof system that can provide a complete HR 
solution, to the benefit of employers and employees 
alike; no matter what industry you operate in,” 
Kemp concludes.

CMS Netauto is a member of the C2 Group of 
Companies. For further information, contact Leon 
Kemp at leon@netauto.co.za or visit:

www.cmssystems.co.za. ■

Onboarding of Staff into Cloud Based HR 
Management Solution – Hassle Free, Paperless
Capture Once, Populate All Required Documents in the Cloud, Virtual, Easy to Manage

P
ho

to
s:

 F
re

ep
ik

http://www.autolive.co.za
mailto:leon%40netauto.co.za?subject=
http://www.cmssystems.co.za
http://www.cmssystems.co.za


Subscribe for free @ www.autolive.co.za  Page 9

People

An unprecedented number of changes have oc-
curred in local motoring and related publications 
this year.

First to go was Anthony Doman, editor 
of Popular Mechanics since 2014, who is now 
freelancing. He was succeeded as editor by the 
senior associate editor of Popular Mechanics, 
Lindsey Schutters, who, in turn, is now leaving 
the publication after a short spell as editor. No 
replacement has been named at this stage.

Steve Smith, editor of CAR since 2013, and 
Sonya Schoeman, editor of Getaway since 2014, 

are another two to leave for pastures anew from 
the former Ramsay Media stable, now majority-
controlled by Highbury Safika. The latter is now 
advertising the position of editor CAR, while 
Justin Fox is the new editor of Getaway.

In addition, Mark Smyth, who edited 
Business Day Motor News since 2007, and his wife, 
Lindsay, executive producer of Ignition TV since 
2008, have emigrated to the UK, with their daugh-
ters, Rosie, and Lola. They have settled in Bristol.

The opening as editor of Motor News has been 
filled by Denis Droppa, who has moved across 

from Independent Newspapers where he edited 
Star Motoring/Drive 360 for the past 25 years. No 
replacement for Denis has been announced as yet.

Lerato Matebese, who was senior staff 
writer at Motor News, is also on the move and 
will assume the position as editor of Driven, 
TCB Publishing’s motoring magazine, at the end 
of September.

The latest move is the departure of Glen Hill, 
editor of Citizen Motoring. He is switching careers 
to become a full-time farmer in Swartruggens. No 
replacement has been named as yet. ■

Many Changes in Media Personnel

Long-standing Jaguar technician Gert “Gerrie” Cloete, who has worked 
on Jaguar vehicles for more than 46 years, has hung up his overalls 
for retirement.

Gerrie has built a sterling rapport with both the staff at Jaguar Bryanston 
and its customer base. For Gert a job didn’t end with a job card. Whether a 
Jaguar was in for a simple service or a major repair, Gert would go the extra 
mile to ensure the vehicle and its owner left happy.

“Customers are friends,” says Gerrie. “You meet someone and you build 
a relationship with them. I can say the same for each of their cars.”

Gerrie developed a love for the British marque while working as a young 
apprentice for the Sydney Clow Leyland dealership in Selby, Johannesburg 

in the early 1970s. He qualified as a mechanic in 1975 and followed the 
Jaguar brand through its various South African custodianships for nearly 
five decades.

He’s worked side-by-side with long-time friend and colleague Fanie 
Delport, the current Dealer Principal at Bryanston, from the very beginning 
of his career. The pair have been stalwarts of the Jaguar brand since the 
Sydney Clow Leyland days and have been at the Bryanston retailer since 
its opening in 1997.

Gerrie’s intimate understanding of various Jaguars’ inner workings, and 
the passion he put into his profession will be dearly missed by both Jaguar 
Bryanston and its customers. ■

Renowned Technician Retires after 46 Years with the Brand
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Gumtree Auto hosted its inaugural Women 
in Autos conference on the 17th of August in 
Midrand, Johannesburg, featuring a host of speak-
ers from the industry as well as numerous media 
and influencers.

Claire Cobbledick, who was recently appointed 
as the online classifieds’ first female Director-GM 
says that diversity is a core company value. “This 
event is our way of showing our commitment to 
both the automotive industry and its role players, 
as well as our commitment to transformation and 
equality in our business.”

The event featured speakers that included 
Nissan GM of Sales and Operations, Liz Segal 
(who spoke as to why the industry needs women 
to succeed), Ford Motor Company CEM Maja 
Smith, influencer Juliet McGuire, founder of 
CarseatFullStop Mandy Miller, media and com-
munications expert Janine Lazarus and celebrated 
businesswoman Buyi Leratadima.

Many of the speakers highlighted instances of 
sexism and prejudice that they continue to face as 

women in the autos industry, with some delegates 
saying that there are few “safe spaces” for women 
to network and discuss their issues.

The conference also included a panel 

discussion, featuring Marcia Mayaba (the first 
black female Dealer principal in South Africa) 
and other major female role players in 
the industry.

Gumtree bestowed awards of recognition 
on several industry leaders, such as Peggie 
Mars (Founder of WheelWell), motoring editor 
Liana Reiners, renowned motoring journalists 
Charleen Clarke and Juliet McGuire, safety 
advocate Mandy Miller, digital marketer Dineo 
Mofokeng and Liz Segal for her contribution at 
Nissan Africa. “There is a saying that a successful 
woman is one who builds bridges using the rocks 
that are thrown at them,” Cobbledick said before 
handing over the awards. “From the stories we’ve 
heard today, it’s clear that these women have 
done so.”

Many delegates also emphasised the need for 
women to pass the torch to the next generation, 
making sure that more females will enter the 
automotive space in 2019. “There are 80 women in 
this room today,” said panellist Marcia Mayaba. 
“We need to think about what we are going to do 
to ensure that we double that number next time 
we meet.”

According to Cobbledick the company plans 
to extend and repeat the Women in Autos event in 
both Cape Town and Johannesburg next year. ■

Panelists and speakers included (from left to right): Claire Cobbledick, Marcia Mayaba, 
Liz Segal, Buyi Leratadima, Mandy Miller, Juliet McGuire, Maja Smith, Janine Lazarus, 
Charleen Clarke and Estelle Nagel.

Gumtree Auto Honours Women in the Motoring Industry

WheelWell founder Peggie Mars was one of seven formidable women to be recognised 
for their contribution to the industry.

“A successful woman is one who 
builds bridges using the rocks that 
are thrown at them,”

Women’s Month
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Massive data breach hits 
US motor industry

According to a report in Automotive News a 
massive data breach hit several motor companies 
in the United States recently and leaked confi-
dential information. Nearly 47 000 files of factory 
records from at least six car makers – Tesla, Toyota, 
Volkswagen, Fiat Chrysler, Ford, and General 
Motors – were found in a data leak that exposed 
several of the companies’ trade secrets.

According to the report Chris Vickery, a 
researcher working for a security firm, Upguard, 
stumbled cross tens of thousands of corporate 
documents unprotected online.

The information included factory layouts, 
automation strategies, robot specifications and 
the like. The exposed material was from over 100 
companies that had interacted with Level One 
Robotics and Controls, in Canada. This is an 
engineering service provider that specialises in 
automation processes for vehicle manufacturers 
and component suppliers. Information was in 
the form of blueprints and factory schematics, 
contracts, invoices, and other client material, 
including employee names and ID photos.

Vickery reported the breach to the company 
and it was taken offline within a day. The motor 
industry’s supply chain is considered among the 
most vulnerable in regard to security leaks. ■

More Japanese Makers Admit 
to Incorrect Data on Emissions

Suzuki, Mazda and Yamaha are the latest Japanese 
motor manufacturers to admit improper emissions 
certification procedures in the wake of previously-
reported, similar scandals at Nissan, Subaru, 
and Mitsubishi.

Japan’s Ministry of Land, Infrastructure and 
Transport has now ordered all Japanese motor 
manufacturers to conduct internal reviews of all 
certification procedures and other quality control 
processes.

The effect of these violations on corporate 
reputations can be severe, as Mitsubishi found 
out two years ago when it admitted using 
outdated and incorrect fuel consumption testing 
methodology. This caused such a crisis for the 
company that it basically led to Nissan investing 
in the company to bail it out and subsequently 
acquiring a 34% share in Mitsubishi Motors 
which made it the biggest shareholder and led to 
Mitsubishi becoming part of the Nissan Alliance 
with Renault.

In 2016 Suzuki had admitted violating fuel 
economy testing on 16 models.

Isuzu Considering Local 
Manufacture of New KB Bakkie

Isuzu Motors SA is in discussions with its Japanese 
parent regarding a manufacturing project for the 
next generation KB bakkie according to an article 
by Roy Cokayne in a recent edition of Business 
Report.

Isuzu Motors SA was established as a 
standalone company following the withdrawal 
of General Motors from SA last year and it also 
took over GMs Struandale manufacturing plant, 
where it now builds the KB bakkie and a range of 
medium, large, and extra-large trucks.

The decision to build the new bakkie and also 
possibly the KB-based mu-X SUV is obviously 
largely dependent on the upcoming Automotive 
Masterplan due to come into force in 2020.

Meanwhile, Irma Venter reports in 
Engineering News online that Isuzu SA aims to 
sell about 20 000 KB bakkies and mu-X SUVs this 
year, together with 4 000 trucks. Year-to-date Isuzu 
KB sales are up 12%, while sales into Africa are up 
24.5% YTD with a sales target for the year of 3 000 
units through 35 dealers in Sub-Saharan Africa. ■

James Bond’s DB5 Recreated
Aston Martin is re-creating the legendary DB5, as 
driven by James Bond in the movie Goldfinger.

A collectible for true 007 fans, the 25 limited-
edition vehicles will each be priced at 2.75 million 
pounds ($3.5 million), plus taxes, and will feature 
enough working gadgets to make Q proud.

The espionage modifications will be 
co-developed by Academy Award-winner Chris 
Corbould, special effects supervisor on eight 
previous Bond films. So far, rotating number 
plates have been announced, with more to come. 
It’s safe to predict that a working ejector seat is 
not on the blueprints.

Based on the 1964 model used in Goldfinger 
and driven onscreen by actor Sean Connery, the 
cars are a collaboration between the marque and 
EON Productions, the company behind the Bond 
film franchise, and will be built at Aston Martin 
Works in Newport Pagnell, England. As “continu-
ation editions,” they will be manufactured and 
numbered as if new off the line in the ‘60s.

All 25 new DB5s will feature Silver Birch paint, 
just as Bond’s movie original did. Mechanical 
specifications will be similar to the original, with 
“sympathetic modifications to ensure the highest 
levels of build quality and reliability,” according to 
Aston Martin.

First deliveries to customers will commence in 
2020, but the cars will not be street legal.

“To own an Aston Martin has long been an 
aspiration for James Bond fans, but to own a Silver 
Birch DB5, complete with gadgets and built to the 
highest standards in the very same factory as the 
original James Bond cars? Well, that is surely the 
ultimate collectors’ fantasy,” Aston Martin CEO 
Andy Palmer said in the statement. ■

Audi Recognised as 
an Icon Brand

Audi has been crowned as the winner of the 
Motor Vehicles Category in the 2018/2019 Ask 
Afrika Icon Brands Survey. Icon Brands are 
brands that define a common experience and are 
consistently considered as part of a consumers 
purchasing decision.

The Ask Afrika Icon Brands survey is the 
largest benchmark of its kind in South Africa 
with 30 000 face-to-face interviews having been 
conducted to establish brand and product loyalty 
across 158 product categories, with over 8 000 

Snippets

continued on next page 

http://www.autolive.co.za


Subscribe for free @ www.autolive.co.za  Page 12

Snippets

 continued from previous page

brands. The Ask Afrika Icon Brands survey has 
been running for the past three years and utilises 
the Target Group Index Survey as an additional 
source to its findings. The survey sample repre-
sented 24 666 000 adult South African consumers 
across age, income, race and language spectrums.

Audi was awarded the highest overall score 
against other competing automotive brands in the 
motor vehicle category.

“Audi is honoured to receive Icon Brand status 
by Ask Afrika,” said Asif Hoosen, Head of Product 
and Marketing at Audi South Africa. We are a 
South African brand at heart and to receive this 
accolade as voted by fellow South Africans as testa-
ment to their brand loyalty, is a great compliment 
and special recognition for our brand.” ■

Suzuki Sets Another 
Sales Record

According to NAAMSA Suzuki set a new record in 
July when it reported 1 237 new vehicle sales. This 
is a significant improvement on its last sales record, 
set in February 2018, when it sold  179 Suzuki cars 
and SUVs.

Sales statistics show that Suzuki has broken 
its own sales record four times since it breached 
the 1 000-unit a month mark for the first time in 
March 2017. Suzuki also set a new record for the 
2017 financial year, which was the first year it sold 
more than 10 000 units with total sales of 10 146 
Suzuki models.

According to André Venter, divisional 
manager for sales and marketing, much of Suzuki’s 
success is built on its long-term focus on its prod-
uct range, its dealer network and its value offering 
to customers.

Venter also explained that Suzuki has 
worked closely with its growing dealer network 
to offer even better customer service and support. 
This was recently recognised at the Cars.co.za 
Consumer Awards powered by WesBank, were 
Suzuki was chosen by the South African public 
as the brand of the year for the second year in 
a row. ■

Land Rover goes around 
the world in 70 days

Land Rover Russia recently completed its circum-
navigation of the world in Moscow. Led by travel 
blogger Sergey Dolya, the trip lasted 70 days taking 
in 22 countries on six continents.

In total the crews passed through 100 cities, 
travelling 70 000 km across the globe in a convoy 
led by Land Rover Discovery SUVs. The route 
met the international standards of a complete 

circumnavigation: it started and ended in the 
same place and passed two antipodes – geographic 
points on exactly opposite sides of the globe.

Starting in Moscow, the expedition drove 
across Russia. The crews visited Cheboksary, Ufa, 
Kurgan, Omsk, Novosibirsk, Krasnoyarsk, Irkutsk 
and Ulan-Ude, and then, more than 6 000 km 
later, turned towards Mongolia. After three weeks 
they reached the first antipode, the city of Enshi in 
China, where they planted a Land Rover flag.

The 1 000km Asia leg was completed in Laos, 
Thailand and finally Singapore, from where the 
crews flew to Australia. One week and 3 000 km 
later, they headed for South America, where they 
reached the second antipode near the city of La 
Serena in Chile.

Week eight was spent in the USA, driving from 
coast to coast through 11 states and nine cities, 
before crossing the Atlantic Ocean to Africa. They 
reached Europe through Morocco and Gibraltar 
for the final week. They returned to their starting 
point in Moscow on 15 August.

The 70 000 km journey comprised 36 000 km 
of driving and 34 000 km in the air. The crews 
made 169 fuel stops in 500 hours behind the wheel. 
Fuel for the crews included 500 litres of coffee, 
360 burgers and 130 milkshakes.

Footage of the epic trip can be views at https://
www.youtube.com/user/ruLandRoverLife. ■
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According to the latest data from WesBank the 
average costs of motoring have increased by 
approximately R940, or 14% in the last year, and 
31% since 2013. 

Despite prevailing interest rates remaining at 
low levels and favourable vehicle price inflation, 
the rising cost of petrol and an increase in VAT 
from 14% to 15% have resulted in higher overall 
costs when looking at the total monthly cost of 
motoring. Vehicle instalments and fuel spend 
remain the biggest components, accounting for 
80% of monthly mobility spend.

These costs are reflected by the WesBank 
Mobility Calculator, a tool the bank uses to 
track and calculate historic motoring costs. The 
total mobility basket comprises all fees that are 
involved with vehicle ownership: a monthly 
instalment, the insurance premium, fuel and 
maintenance. Over time, these costs are updated 
to reflect prevalent inflation rates and fuel prices, 
with the sample vehicle price based on an average 
entry-level car that travels approximately 2 500 
km per month.

“The past year has been a rollercoaster ride 
with drastic fuel price fluctuations making it 
difficult for consumers to keep track of monthly 
budgets,” said Ghana Msibi, Executive Head of 
Sales and Marketing, WesBank. “As a rule, we 
generally advise motorists to allow some breath-
ing room in their budgets to help absorb these 
changing costs.”

WesBank’s data also indicates that the change 
in vehicle price inflation for new vehicles has had 
a favourable effect on purchase prices. In July this 
year, WesBank’s average new vehicle financed deal 

was only 1.43% higher than the same time last 
year at R307 445, while the average used vehicle 
finance deal is 6.9% higher than that of last year at 
R216 309. 

“International oil prices and local exchange 
rates continue to play a direct role in the monthly 
budgets for motorists, in both fuel and vehicle 
prices,” said Msibi. “Although manufacturers are 
offering attractive marketing incentives to lure 
customers into dealerships, consumers still have 
to spend more on vehicles, fuel, insurance and 
maintenance than ever before.” ■

Motoring Costs are Higher Than Ever

“As a rule, we generally advise 
motorists to allow some breathing 
room in their budgets to help 
absorb these changing costs.”
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There is a demand shift from used to new vehicles 
in South Africa, but the ratio of used car sales to 
those of new models is still at 2.09:1, which means 
that used sales are still more than double those of 
used. This is according to the TransUnion Vehicle 
Pricing Index for the first quarter of 2018.

The demand shift is changing from used to 
new although the supply of quality pre-owned 
vehicles is diminishing as the demand increases, 
which is supported by consistent increases of 
used vehicles.

This slowdown is due to the fact the manufac-
turers and importers are limiting price increases 
to help their dealers sell more new vehicles in a 
tough market. This means new vehicles buyers are 
being offered preferential financial terms, trade-in 
assistance, no-cost accessories, and manufacturer 
discounts to boost sales.

Used passenger car finance deals have de-
creased by around 10% from the first quarter 2017 
to the first quarter 2018, while finance deals for 
new cars have jumped by 6% in the same period. 

During this comparison period new vehicle price 
inflation decreased from 8.8% to 2.4%, while used 
vehicle inflation is also marginally lower, down 
from 3.7% to 2.9%.

In the first quarter of 2018 the composition of 
financed used car sales is made up of 46% of the 
vehicles being two years or younger, while 7% are 
dealer demonstration models. This demonstrates 
that many used car buyers are opting for nearly-
new used cars rather than buying new models and 
suffering substantial initial depreciation.

This pattern is reflected in an increase in 
the average used car loan, which is consistent 
at R242 000.

“All these factors about the buoyant used 
vehicle market in South Africa underline the im-
portance of the Gumtree Auto Pre-Owned Vehicle 
Awards, which were launched last year, and the 
2018 programme is now underway,” commented 
Jeff Osborne, the head of Gumtree Auto.

“TransUnion Auto Information Solutions is 
a key partner in our awards programme as they 

provide all the relevant data to the organisers and 
judges,” added Osborne.

TransUnion says it expects the Vehicle Pricing 
Index (VPI) trend to continue into 2018 with 
modest increases in sales volumes of new and used 
vehicles. The positive exchange rate should ideally 
keep the input costs down which will keep the 
price increases low, although the increase in VAT 
will lessen the positive effect.

Consumers are expected to continue placing 
a great deal of emphasis on the value proposition 
when shopping for a new or used vehicle.

Toyota and Volkswagen are the dominant 
players in terms of financed sales volume in the 
used car market, taking 18.93% and 16.82% respec-
tively. Next best is Ford on 11.73%, just ahead of 
Hyundai (9.37%) and Nissan (6.47%).

Toyota, Nissan and Ford are the dominant 
players in the used light commercial vehicle market 
in terms of financed volume. Toyota leads the 
way with a 24.71% share, followed by Nissan with 
20.15% and 19.51% for Ford. ■

Strong Demand for Good Quality Used Vehicles in SA
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While the motor repairs industry has traditionally 
been seen as a male-run industry, women are in 
fact the backbones of most businesses. This is the 
view of Dewald Ranft, Chairman of the Motor 
Industry Workshop Association (MIWA), an 
affiliate association of the Retail Motor Industry 
Organisation (RMI).

“A large majority of independent workshops 
employe women to engage with customers, handle 
the administration and human resource func-
tions as well as the ordering of supplies and so on. 
Many of these businesses start as family-owned 
businesses so mothers, wives and daughters all get 
involved,” said Ranft.

In honour of Women’s Month, Ranft believes 
it is important to acknowledge and celebrate the 
role that women play in the sector. “There are so 
many women who play not only support roles, but 
own and run workshops and franchises, and there 
are also women who are trained as mechanics. We 
salute you all.”

One such woman is Frieda Burton, who ad-
ministers the head office and handles the national 
marketing administration for Car Care Clinic, as 
well as two of the company’s owner branches. She 
also oversees 10 franchisees. The company is grow-
ing and the plan is to open two new branches this 
year. Her son, Louis Scholtz, started the business 
in 2012 in Centurion, Pretoria, and called on her 
to get the administration side in order and to train 
staff. The rest is history, as they say.

Andrea Bogner is the owner of Bogner Motors 
in Johannesburg and the Chairperson of MIWA’s 
Highveld Region. She took over the business when 
her father passed away unexpectedly several years 
ago and has grown the business, receiving various 
accolades over the years. She is also a motivational 
speaker, does team building and is involved in 
various charity initiatives. Andrea recently sum-
mited Kilimanjaro in an effort to raise funds for 
eight needy causes

It’s not often that you meet a woman mechanic, 
but Lungakazi Langa has proved she is a profes-
sional and plays an important part at Cliffies 
Auto Repairs in East London. Having grown up 
in Lusikisiki (Eastern Cape), she studied motor 
mechanics at Lovedale TVET College and qualified 
with a N1, N2, N3 certification. She started working 

at Cliffies Auto Repairs in 2016 as an apprentice and 
a year later was employed full-time. She is currently 
awaiting a trade test date so that she can become a 
qualified artisan motor mechanic.

“I have always loved cars since I was young, 
even though I didn’t have full access to them. There 
were no cars at home. I told myself that I wanted 
to make history regardless of my gender. When I 
am fixing a car, I see myself making my mark as 

a woman – that’s what I enjoy most. I learn new 
things every day from working on different types 
of cars and with the help of my mentors, Cliffie 
Jnr, and his brother, Chris. Many thanks to them,” 
Langa enthused.

Ranft thanks all the women in the motor 
sector for their dedication and skill. “Without 
you, this industry would not be what it is today,” 
he concluded. ■

Women’s Month

Women Running the Show in the 
Motor Repairs Industry

Lungakazi Langa plying her trade at 
Cliffies Auto Repairs in East London.

Andrea Bogner summitting Kilimanjaro.

Frieda Burton administers the head office 
and handles the national marketing 
administration for Car Care Clinic.
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Lamborghini’s new “Super SUV”, the Urus, was 
unveiled to the public and the media at the opening 
of the new showroom and service facility in Cape 
Town. The sleek Urus combines coupé styling with 
a commanding presence on the road, offering the 
features of a super-luxury SUV with scintillating 
supercar performance. It is currently the fastest 
SUV production car in the world, with a top speed 
of 309km/h.

The starting price for the Urus is R3.45-
million, with many options available.

The name Urus is derived from Taurus, the 
bull star sign, under which the founder of the 
company, Ferruccio Lamborghini, was born.

The arrival of the Urus in Cape Town is part 

of a world tour to expose this venture into a new 
market segment by a specialist Italian super car 
manufacturer. Global demand is already so high 
that special dispensations have to be made to 
ensure the first Urus is delivered to a buyer in 
South Africa in the fourth quarter of this year. The 
global waiting list is around 12 months.

Speaking at the media conference Stefano 
Domenicali, the company president and CEO, said 
that the Urus SUV was such a significant addition 
to the Lamborghini range of super sports cars that 
it has required doubling the size of the factory 
in Italy from 80 000m2 to 160 000m2. Annual 
Lamborghini sales are expected to more than 
double from the 3 815 units sold in 2017 to about 
8 000 in the short to medium term. Employment 
at the factory is expected to increase by 500 people 
over the next two years.

Last year’s sales were 10% up on the 2016 vol-
ume and the first half of 2018 is showing growth of 
10% over the first six months of 2017 and this was 
before the launch of Urus. Last year also marked 
the first time that Lamborghini Automobili’s 
annual turnover exceeded €1-billion. It was 11% 
higher than the turnover in 2016 and came from 

sales of Aventador and Hurracan models only. 
Adding in Urus is expected to boost sales and 
turnover very significantly.

The Lamborghini CEO said he did not see 
the arrival of the Urus SUV as a diluter for the 
company’s brand image. Instead he said it would 
attract many new buyers to the Lamborghini 
brand. For instance, he said that 70% of the people 
who had placed orders for a Urus had not bought 
a Lamborghini previously. He added that the Urus 
was now a Lamborghini that could be used for the 
daily drive.

Domenicali said the next product from his 
company would be a petrol-electric hybrid and that 
the current Lamborghini V12 and V10 engines will 
remain in production for the foreseeable future. 
He said his company would continue to be led by 

70% of the people who had 
placed orders for a Urus had not 
bought a Lamborghini previously. 

Global demand is already so high 
that special dispensations have to 
be made to ensure the first Urus 
is delivered to a buyer in South 
Africa in the fourth quarter of 
this year.

Lamborghini Urus Unveiled in SA

continued on next page 

The sleek Lamborghini Urus with Stefano Domenicali, 
the company president and CEO, with Table 
Mountain in  the background.
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advanced technology and stylish design and would 
remain innovative to ensure the brand appealed to 
young, aspirational people.

The Urus is powered by a 478 kW (650 bhp), 
twin turbo, 4-litre V8 engine, with claimed ac-
celeration of 0-100km.h in 3.6 sec. and 0-200km/h 
in 12.8sec. This power plant produces 162.7hp/litre, 
which is claimed to be one of the highest specific 
power outputs in its class, while the weight to 
power ratio of 3.38kg/hp is also claimed to be the 
highest in its class. The Urus has permanent four-
wheel drive and power goes to the wheels through 
an eight-speed ZF automatic transmission. ■

 continued from previous page

BY ROGER HOUGHTON

Over the years the representation of the more ex-
otic car brands in South Africa has been somewhat 
haphazard: sometimes it has been an independent 
dealer and sometimes a group. Lamborghini, 
Maserati, and Lotus are three of these brands that 
have suffered from stop-start marketing in South 
Africa.

This is now changing for Lamborghini as it 
gets a solid footing in the local market.

Cape Town now has the first Lamborghini 
showroom in the Middle East and Africa region 

that complies with the brand’s latest corporate 
identity requirements. The showroom and adjacent 
service centre were opened officially by Stefano 
Domenicali, chairman and CEO of Automobili 
Lamborghini, of Italy, on July 24.

The new facility is located in the Matrix 
Building at the Bridgeways Precinct of Century 
City in Cape Town and is now one of 12 
Lamborghini dealers in the Middle East and Africa 
region.

LSM Distributors, which has taken over the 
distributorship for Lamborghini in South Africa 
from the Imperial Group, has already set up a 
dealership in Johannesburg as well as the new 

Cape Town facility and a new dealership will be 
built in Umhlanga to service KwaZulu-Natal.

LSM Distributors was established by Toby 
Venter in 1994 as the exclusive distributor for 
Porsche in South Africa. Subsequently it has been 
granted the franchises for Bentley (three years ago) 
and Lamborghini cars as well as Ducati motorcy-
cles (five years ago), by the Volkswagen Group. This 
expansion has established LSM as the leader in the 
premium luxury and sports car segments of the 
South African car market.

LSM also acquired the iconic Kyalami Grand 
Prix circuit at an auction four years ago. Since then 
the facility has been substantially renovated and is 
the only FIA accredited race circuit on the African 
continent.

“We are excited to open our first new 
corporate identity showroom in eh middle East 
and Africa region in the beautiful city of Cape 
Town,” said Domenicali at a recent media confer-
ence at the new dealership. We are confident that 
LSM Distributors, our new dealer representative 
in South Africa, can deliver the direction of our 
brand to customers.”

Domenicali was accompanied by several 
members of his senior management team from 
the Lamborghini headquarters in Sant’ Agata 
Bolognese, in Italy, to launch the new dealership to 
customers, potential customers and the media in 
Cape Town, emphasising the importance of having 
an established distributorship for Lamborghini in 
South Africa. ■

Cape Town Gets Region’s First 
Lamborghini Showroom with 

New Corporate Identity

The new Lamborghini dealership in Cape Town.

The luxurious interior of the Lamborghini Urus.
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So there you are, driving your car or bakkie 
through the most spectacular scenery South Africa 
has to offer, and you think to yourself: “Imagine 
waking up to this every morning. The people living 
here are so lucky.”

They may not think so. It’s one thing to gaze 
in wonder as you pass through; quite another to 
be stuck there, with little chance of escape. One 
person’s stunning valley is another’s prison.

Many children in remote rural areas finish 
school as they started it: unable to read or write.

It’s not their fault. How far would your 
children have got in a school without educational 
materials: no reading books, exercise books, pens 
or pencils. No playground or play equipment, 
beyond paper crushed and taped together to 
resemble a ball. Perhaps no desks, running water 
or toilets.

Welcome to the reality of rural schooling 
for hundreds of thousands of South African 
children. But it doesn’t have to be like this. A R35 
000 sponsorship can make a lifetime of difference 
to hundreds of children. It can also give you an 
experience to remember.

In the 20 years it has been operating, Rally To 
Read has found that a little goes a very long way 
in rural schools. That R35 000 will provide a rural 
primary school with two portable classroom librar-
ies packed with carefully selected books designed 
to teach children to read.

It will also fund a year’s additional teacher 
training for the school’s educators.

Each school is supported for three years – 
every year the books delivered are a little more 
advanced – so that by the time the project comes 
to an end, a culture of reading and appropriate 
teaching is embedded.

Does it work? Independent studies show a 
rapid improvement in literacy skills at Rally To 

Read schools. Not convinced? Then come and see 
for yourself.

At no extra cost (besides fuel and alcoholic 
drinks), sponsors are invited to join Rally To 
Read when it delivers books to schools. Each year, 
hundreds of sponsors and companions join us on 
weekend rallies into far-flung corners of the coun-
try, where we meet the children we are helping, as 
well as their families and community members.

It’s a big event in their lives. Sometimes 
hundreds of people turn out to greet the strangers 
offering their children a future. It can be emo-
tional; tears are not uncommon.

There are four rallies in 2018. One, in 
Kwazulu-Natal, is already full, but there are still 
spaces in the others. The Free State rally is on 
September 8-9 and will support primary schools 
around Reitz, Petrus Steyn and Tweeling. The 
Western Cape rally, on October 27-28, will take 
sponsors into the Winelands region around 
Robertson. Finally, the Eastern Cape rally will 
go to schools around Butterworth, in the former 
Transkei, on November 3-4. This is a new date; the 
rally was originally scheduled for September.

Who are you likely to meet on these weekends? 
According to Brand 
Pretorius, motor 
industry stalwart 
and chairman of the 
national Rally To 
Read coordinating 
committee, sponsors 
come from all kinds of 
industries, but trans-
port and automotive 
companies have always 
been big supporters. 
“Many of SA’s motor 
companies have been 

loyal sponsors since 1998 and remain involved. In 
fact, Toyota, Nissan, Volkswagen, Porsche, Land 
Rover, Mercedes-Benz and AAD have already 
signed up for 2018,” said Pretorius.

In addition, Shell, Mercedes-Benz SA and 
the OneLogix/United Bulk group host the KZN, 
Eastern Cape and Free State rallies respectively, 
with Jonsson Workwear doing the same in the 
Western Cape. Hosts cover the costs of sponsors’ 
weekend food and accommodation.

Weekends start ridiculously early on Saturday 
morning when sponsors and guests (it may be col-
leagues or family) meet to load their vehicles with 
libraries and other educational materials. Convoys 
split later into small groups, each of which visits 
two schools. Once that’s done, everyone meets up 
again at nearby accommodation, usually a hotel, 
for drinks and dinner, where we share feedback 
and experiences.

On Sunday morning, participants have the 
opportunity to visit local places of interest, or they 
may head home after breakfast.

For more information about Rally To Read and 
details on how to become a sponsor, visit:
www.rallytoread.co.za. ■

Corporate Social Responsibility

Promoting Literacy in Rural SA
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Consumers have been hit hard by two very sharp 
fuel price increases in the last two months and 
according to economists, South Africans should 
prepare to dish out an exorbitant R17,90 by the end 
of 2018 and up to R20 at the end of 2019. Although 
the Minister of Energy, Jeff Radebe is looking into 
action plans to reduce fuel costs, for the time being, 
many South Africans are looking at curbing costs 
in their daily living as well as their driving habits. 
Lightstone, together with Tracker, has investi-
gated the impact of fuel increases and the general 
economy on consumers.

“Lightstone and Tracker have developed an 
economic monitoring report based on a sample 
of 250 000 vehicles active over the last 12 months 
running from July 2017 to June 2018,” said Michael 
Du Preez, Product and Marketing Executive at 
Tracker. “These vehicles are representative of the 
entire country and have cumulatively travelled 
over seven billion kilometres, in over 500 million 
trips in the last 12 months.”

Lightstone analysis shows that the distances 
covered by motorists is down 8% in June 2018 com-
pared to July 2017, with June 2018 having the low-
est distance travelled per day for the entire period*. 
According to Trevor Holmes, Managing Director 
at Lightstone Explore, this indicates that travellers 
are either making alternative travel arrangements 

(carpooling or public transport) or they are opting 
to work from home. During the 2017 December 
holiday period weekend travel increased, but from 
January the average weekend travel declined even 
more than the average weekday travel.

“An indicator of an increase in economic 
activity would trigger higher mileage travelled by 
delivery vehicles, work vehicles and large trucks,” 
explained Holmes. “During the last six months 
of 2017 there was a steady increase in activity 
for delivery and work vehicles, with November 
2017 seeing 5% higher mileages than June 2017 
during weekdays.”

An expected drop can be seen in the 
December and January holiday period, and 
although there is a recovery in February 2018, the 
mileages never recovered to 2017 levels, reflect-
ing the strain on this sector. There was a slight 
break from the decline in May, but this was not 
sustained with June dropping back to April levels 
of low activity.

When comparing different activities of 1 000 
shopping centres and more than 3 200 service 
stations across South Africa, a sharp decline is seen 
from 2017 to 2018. In the data analysed, Lightstone 
discovered that visits to shopping centres in the 
first half of 2018 was 5% lower than the last half 
of 2017, and this decline holds true even when 

the effect of December Christmas shopping 
and January Retail slowdown is excluded from 
the comparison.

Service stations had an even more severe drop 
of 10% lower than a year ago.  The service station 
industry is not showing any positive upturn, with 
June 2018 being the worst month over the last 12 
months. A 10% decrease in service station stops 
is experienced between July 2017 and June 2018. 
An increase in March 2018 is possibly the result of 
Easter weekend travel.

“We must remember that service stations fill 
a dual purpose of various retail activities and of 
filling up with fuel,” said Holmes. “The drop in 
visits is therefore indicative of people not requiring 
as much fuel as often and also in part that the retail 
activity at these service stations has decreased.”

According to Holmes the travel patterns of 
these 250 000 vehicles is a respectable indicator 
of the population. “More so, the patterns seen 
in driver behaviours are an indicator of what 
is be expected of the months to come.” Holmes 
concluded that consumers will continue to look for 
alternatives and driving for leisure will decrease as 
is already clear from more severe drops being expe-
rienced in weekend travel than in week travel. ■

*  Figure excluded holiday skewed December/
January period.

Fuel Price Increases Impact 
Consumer Behaviour

Petrol and Diesel Price Changes
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BY ROGER HOUGHTON

Eicher, the Indian-based truck maker in the global 
Volvo Group, is bullish about its future in South 
and Sub-Saharan Africa despite a slow start in 
terms of sales. Eicher was launched as a new truck 
brand in SA at Truck X at Kyalami last July and 
since then it has sold 83 trucks – 32 3008 4-ton 
MCVs in 2017 and 42 MCVs and nine 6000-Series 
HCVs in the first seven months of 2018. The SA 
sales target for the company’s current financial 
year, which ends on March 31, 2019, is 300 trucks.

Sales director Mark Diab admitted at a media 
briefing in Centurion earlier this month that 
sales had been slow. However, he said the past 12 
months had been spent productively in setting up 
the dealer network as well as training dealer and 
head office staff, so that customers would have a 
positive experience when buying and servicing 
an Eicher truck. Diab added that 108 technical 
staff had been trained already, while parts avail-
ability from its central warehouse in Jet Park had 
reached 96%, with 2 600 product lines in stock.

Volvo Eicher Commercial Vehicles (VECV) 
now has 15 dealers and two servicing outlets in 
South Africa, catering for the major centres and 
main trucking routes. Most of the dealerships 
belong to established groups like CMH, BB, AAD, 
Imperial, Ermelo TTC, Morgan, Billson Trucks, 
Shorts and Premier.

Surender Singh, the vice president and country 
head of VECV South Africa, said that there was 
also a lot of focus on selling Eicher trucks in 

Africa, particularly Sub-Saharan Africa. Already a 
market has been established in Zimbabwe, with 57 
trucks shipped to that country. Eicher trucks are 
currently sold in 13 African countries and more 
than 30 countries worldwide, with Algeria and the 
South American continent joining that list in the 
near future.

The media briefing included the announce-
ment of the launch of Eicher’s 6000 Series range of 
heavy trucks. A 6016-model, 16-ton GVM freight-
carrier, and a 6025- model, 25-ton GVM construc-
tion tipper are the current line-up, fitted with 
5-litre and 7.7-litre Volvo Group engines respec-
tively. The 6016 has a six-speed manual gearbox 
and the 6025 a 9-speed ZF manual transmission.

The company is also looking at contracting a 
South African company to build commuter buses 
on its truck chassis, but it will not be importing 
its range of in-house built buses and coaches 
from India.

VECV will also not add the Eicher 8000 range 
of extra-heavy trucks to its range in South Africa, 
as this model is virtually the same as the UD 
Quester which is already available locally.

It was interesting to hear at the media briefing 
that there has been a change in the Eicher brand 
strategy. Originally it was announced last year that 
it would be part of a multi-brand offering with its 

sister Volvo and UD brands, but now it seems the 
plan is to separate each brand, other than for some 
shared services such as the emergency service call-
out system and certain administrative activities. 
To this end Eicher is appointing some standalone 
dealerships, with the first being in Cape Town.

Eicher trucks will also be assembled locally 
from SKD kits sourced from India. A team is 
currently evaluating various options and an an-
nouncement in this regard should be made before 
the end of the year.

Eicher has made huge steps forward since form-
ing its joint venture with the Volvo Group in 2008 
and global sales in the last financial year amounted 
to 65 932 units, with a target of selling 100 000 units 
in 2020. There are an estimated 500 000 Eicher 
trucks and buses operating worldwide.

Eicher has been in the truck business for more 
than three decades and its current range of trucks 
are developed using Volvo Group engines and cabs 
adapted from those used for UD models.

Surender Singh says research in South Africa 
has shown that the Eicher brand is positioned 
slightly below the Japanese brands (Hino, UD, 
and Fuso), but above lower priced Tata and 
FAW models, so the objective is to provide a less 
expensive option for operators moving up from the 
“budget brands”.

“We are very serious about our operation in 
South Africa. We are an Eicher subsidiary and 
not an independent distributor and realise we 
have one chance make a success of our South 
African venture. We can’t afford to mess up,” 
concluded Singh. ■

Working Wheels

Eicher Remains Bullish Despite Slow Sales

On the left, the Eicher 6016 and on the right, the Eicher 6025.

There are an estimated 500 000 
Eicher trucks and buses 
operating worldwide.
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Two 2005-model Hino 15-258 freight-carriers have 
moved more than 100 000 tons of steel scaffold-
ing over the past 12 years. During this time one 
of them has covered nearly 900 000 km and the 
other more than 500 000 km. As a comparison, 
100 000 tons equates to the mass of a huge cruise 
liner capable of carrying 3 000 passengers and 
1 000 crew!

Importantly, both the Hino trucks have 
their original engines, gearboxes, and rear axles, 
with no major repairs required on any of these 
components. Both trucks are still fitted with the 
original load boxes, which are in good condition 
considering the rugged type of usage to which they 
are subjected

The trucks, which are operated by Midrand-
based Viva Access Scaffolding, usually work 
six days a week transporting steel scaffolding 
components to building sites all over Gauteng, 
and sometimes in neighbouring provinces too. 
Over the 13 years each truck’s load has weighed 
an average of 7.3-tons, with one of them – fitted 
with a tag axle – generally loaded to about 10 
tons. The trucks usually do four or five round 
trips a day, travelling a combined distance of 500 
to 600 km.

Adrian Nunn, the managing director of Viva 
Access Scaffolding, bought the trucks new from 
Honeydew Hino in 2005 and says they are still 
performing so well and remaining competitive in 
terms of operating expenses that he does not find it 
necessary to replace them.

“I must say these two Hinos certainly deliver 
on all fronts as we cannot afford downtime. 
Carrying heavy loads most of the time and often 
operating in heavy traffic in urban areas put a 

big strain on the clutches, so they are replaced 
approximately once a year. Brake overhauls 
every two years or so are the only other major 
maintenance work required to keep the trucks 
running reliably.

“I am amazed at the strength of the 
transmission components as the laden trucks 
usually operate on uneven surfaces at building 
sites where they often encounter wheelspin, 
which puts heavy loads on the gearboxes, 
driveshafts and rear axles, but they continue to 
prove they are up to this type of heavy work,” 
explained Nunn.

The trucks have dedicated drivers, with 
Nathaniel Muvhango having driven the tag axle 
Hino since it was new, while Clarence Madau has 
been driving the other truck since 2014.

Major servicing was carried out by Hino 
Honeydew initially, but a change in the siting of 
the Viva depot has meant they now go to Hino 
Midrand for any major repairs.

Viva Access Scaffolding, which was founded 
in 2003, is a thriving business, with a stock of 900 
tons of scaffolding components and many loyal 
customers, including Bantry Construction, Iguana 
Construction and Group 5.

The company now employs 100 people – many 
of them having been with the company for more 
than 10 years – and operates on as many as 30 
building sites at any one time.

“Our business is highly competitive and very 
service oriented, so I am grateful to have the two 
Hino trucks still running reliably as our customers 
have very specific requirements that need to be met 
timeously,” concluded Nunn. ■

Working Wheels

Adrian Nunn (centre), CEO of Viva Access Scaffolding, flanked by Nathaniel Muvhango 
(left), long-time driver of the 900 000 km Hino 15-258 truck, and David Mkwananzi, the 
yard manager who has been working at Viva since 2003.

Tale of Two Reliable 
Hino Weight-Movers

“I must say these two Hinos 
certainly deliver on all fronts as we 
cannot afford downtime.”Over the 13 years each truck’s 

load has weighed an average of 
7.3-tons, ...

The company now employs 100 
people – many of them having 
been with the company for more 
than 10 years

http://www.autolive.co.za


Subscribe for free @ www.autolive.co.za  Page 21

We Drive

BY STUART JOHNSTON

Fully loaded. An Americanism, conjuring images 
of an old Beetle that could defy the laws of physics, 
as per Herbie the movie-bug. Well the reference 
here is to the amount of equipment that the top 
model in the Nissan Qashqai boasts, including and 
audio system so potent that it has actually replaced 
the spare wheel in the boot!

Indeed, when you lift the fibre-board covering 
that normally reveals a spare wheel on the Nissan 
Qashqai 1.5 dCi Tekna, you’ll see a logo saying 
“Bose” which denotes the placement of a gigantic 
sub-woofer speaker, where a spare wheel would 
normally reside. In a placement tray surrounding 
the speaker is a tyre inflation kit, deigned to get 
you home or to the nearest service station. Not 
ideal, for a car that is designed to take family-loads 
to far-flung destinations, but, as everyone suddenly 
seems to be saying these days, it is what it is.

So what is the Qashqai Tekna, in other 
respects? Well, apart from the super-quality 
audio-blaster, it has all sorts of comfort and safety 
features that would often cost you quite a bit of 
money, were this car specced by one of the German 
premium manufacturers. All of them as part of the 
package, no hidden options listed!

It has navigation, it has 360 degree camera 
vision to enable easy parking and reversing, it has 
blind-spot assistance, it has an electronic parking 
brake with hill-assist. It has intelligent emergency 
braking (slamming on the brakes automatically 
if it detects a collision up front is imminent) and 
forward collision warning, alerting the driver if his 
closing speed on a vehicle up front is too great.

It also has “moving object detection” warning 
a driver if he is likely to be hitting a pedestrian 
that has suddenly walked behind the Qashqai in a 
parking lot or wherever. And of course, in hi-jack 
prone areas, it is useful to detect some thug trying 
to sneak up on you!

As for the vehicle itself, for all its high levels of 

equipment, it feels strangely muted, Driving it, the 
car is difficult to get to grips with, thanks to steer-
ing that is quite powerfully assisted, and electronic 
enhancement to the suspension that makes the ride 
feel remote.

The engine is okay once it gets going, but it 
does lack some low down torque at the bottom 
end of the rev range. Also, it has a very short 
power band spanning about 2 000 revs, from the 
2 000 rpm mark to just on 4 000, when the power 
drop off is quite steeply. Thus you are kept quite 
busy on the gear lever.

This aside, the Qashqai remains good value 
for money at R449 900. All it needs to make it 
exceptional is slightly more dynamic charisma. ■

BY STUART JOHNSTON

Suzuki’s B-segment sedan, the new DZire, is 
rather aptly named. According to the Japanese 
carmaker it is the most popular B-segment sedan 
in the world.

The latest model has a lot going for it, with 
significant improvements over the previous small 
Suzi sedan, which was in fact known as the Swift 
sedan. The new model is based on the latest Swift 
underpinnings, and uses the new HEARTECT 
platform, albeit with a boot that now measures 378 
litres, an increase of some 26 per cent.

Mechanically, the Suzuki has avoided the 
trend to very small-capacity turbocharged engines, 
and uses the same 1,2-litre 61 kW naturally-aspi-
rated four-cylinder engine that was employed in 
the previous Swift, and is still used in the current 
Swift model.

This philosophy has, in fact, a lot going for 
it. Even when pushed very hard the DZire will 
return overall fuel consumption figures in the 
6,0-litres/100 km range, while if you drive with 
a light throttle you’ll get an average of close to 
5,0 litres/100 km, not far off the manufacturer’s 
claim of 4,9 litres/100 km for the combined urban-
highway cycle.

The engine is smooth revving to past 
6 000 rpm, but its big attribute is that it has excel-
lent low-rev torque, enabling you to run at a light 
throttle in a higher gear around town, and thus 
save fuel.

Looks-wise, the DZire is not nearly as funky 
looking as its hatchback sibling, the Swift, but it is 
pleasant, if a touch conservative. More important 
in this class of car is the excellent rear leg and 
headroom for such a small car.

The DZire comes in three models, a 1.2 GA 
Manual, a 1.2 GL Manual, and a 1.2 GL AMT, with 

an automated manual gearbox (a manual ‘box with 
pedal-free clutch activation). We had the five-speed 
manual GL model on test, and the gearbox was 
very pleasant to use.

The GL model comes with an audio system 
featuring USB and Bluetooth connectivity, front 
fog lamps and an active steering wheel. All models 
come with dual airbags, ABS braking and ISOFIX 
anchor points for child seats.

The price of the Suzuki DZire 1.2 GL Manual 
is R177 900 and includes a five-year/200 000 km 
mechanical warranty and a two-year/30 000 km 
service plan. ■

An Object of DZire

Qashqai Tekna Comes Fully Loaded
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The 23rd Annual NADA Dealer Satisfaction Index 
(DSI) awards evening took place recently in 
Gauteng. Senior management from manufacturers 
and importers, dealer principals and manage-
ment from dealer groups, as well as financial 
institutions, gathered at WesBank’s head office, to 
network as well as receive their awards.

“The DSI survey forms a vital link in the 
relationship between dealers and manufacturers. 
This year’s survey showed a high completion 
percentage rate of over 80% in the passenger 
vehicle section,” said Mark Dommisse, National 
Chairperson of NADA, in addressing the 
prestigious group. “We also had one of the highest 
completion ratios in DSI history this year, which is 
extremely encouraging.

“The DSI survey provides the dealer body with 
a platform to provide robust feedback to manufac-
turers and importers. In most cases, the findings 
are used to benefit the working relationship for 
both parties,” continued Dommisse in his address.

Over the years, the results of the survey have 
been used by dealer councils and manufacturers 
as an effective management tool to address areas 
of concern and thereby improve service delivery 
throughout the entire value chain to the ultimate 
benefit of the consumer.

Dommisse addressed the very real economic 
factors facing the industry. “Political uncertainty 
has had a major effect on investment appetites, as 
well as consumer spending on large ticket items,” 
he said.

“While consumer confidence is relatively high, 
the rest of the underlying metrics like household 
debt, inflation, fuel, and increased consumer 
taxes are putting our businesses under pressure. 
Apart from a very slow economy that hasn’t 
quite manifested in the Ramaphoria everyone 

had hoped for, the retail motor industry is facing 
frightening pressures.

“We need to embrace the ever-growing pres-
ence of digital disruptors in our game. They are 
competitors to the traditional dealer model, used 
car supply and our F&I departments and we are 
being challenged. We need to evolve and continue 
to align with this new generation of customer,” 
Dommisse continued.

The speakers shared a number of thought-pro-
voking insights of the retail automotive industry. 

Additionally, all three speakers shared similar 
thoughts on the “disruptors” the industry faces.

Paul de Vantier, Managing Director, 
Lightstone Consumer, noted that when it comes 
to online marketing and dealing, this industry has 
seen a growing number of people who will transact 
the whole deal online, from start to finish, with the 
dealer simply being a delivery and service point. 
“This isn’t something that’s coming,” he said, it’s 
something that’s already happening.” And he is 
convinced that this trend will grow.

Ghana Msibi, the Executive Head of Sales and 
Marketing at WesBank, shared his views on the 
significant changes that are happening in the mo-
tor industry. The main emerging trends that Msibi 
highlighted are electric vehicles, connected cars, 
mobility as a service and autonomous vehicles.

“We cannot ignore the largest disruptor 
out there – the new generation of customers,” 
said Msibi. “As an industry, we can’t continue to 
offer them solutions on the same basis as we’ve 
done before.

“Our traditional approach has given us a su-
perior footing in the industry, but if we don’t meet 
them halfway, they will ultimately find alternatives 
that suit them,” he concluded.

NADA (constituent association of the Retail 
Motor Industry Organisation), which represents 
franchised passenger and commercial vehicle 
dealers in South Africa, engages the services 
of Lightstone Consumer to conduct the survey 
annually. Views of franchised dealers about their 
on-going relationship with their respective manu-
facturers or importer are expressed in the survey. 
The results show the general health of the dealer/
manufacturer relationship, indicate potential dif-
ficulties and highlights where there are strong and 
constructive working relationships. ■

Mark Dommisse, National Chairperson 
of NADA (right) and Ghana Msibi, the 
Executive Head of Sales and Marketing 
at WesBank.

Interesting Industry Insights 
Shared at NADA DSI Awards

http://www.autolive.co.za
https://www.trucksmag.co.za


Subscribe for free @ www.autolive.co.za  Page 23

Toby Venter, owner of Kyalami Grand Prix Circuit, 
announced that a 9 hour Intercontinental GT 
Challenge will be staged at the iconic Midrand 
circuit in 2019.

This 9 hour race, which will take place 
from the 1st until the 3rd of November next year, 
will form part of the 2019 Intercontinental GT 
Challenge, expanding the event to five races, with 
the Kyalami event being the season finale.

The Intercontinental GT Challenge is now in 
its third year. Other events in this series are the 
24 hour event at Spa, the Bathurst 12 hours in 
Australia, the Suzuka 10 hours in Japan and the 
Laguna Seca 8 hours. In 2019 this championship 
will visit five continents and brings front line 
motor racing back to Kyalami.

Explaining how the return to South Africa oc-
curred, Stephane Ratel, of SRO Motorsports, which 
organises the Intercontinental GT Challenge, said 
at the Spa announcement: “I was with an old friend 
from South Africa and told him I would love to 
go to the new Kyalami and he said I should call 
Toby Venter, the owner of the track, which is what 
I did. I went to meet with Toby and saw the superb 
new circuit. I said it would be sad to have such a 
tool and no major international event and the deal 
was done!”

“We are delighted that the completely rebuilt 
Kyalami facility has been so well received by people 
in the top echelons of global motor racing and I 

am very pleased that the first major international 
race will see a return of the 9-hour endurance race 
that was such a favourite with fans and drivers in 
the past,” commented Toby Venter. “The overseas 
teams will also have the benefit of being able to stay 
on after the race to enjoy the wonderful holiday 
opportunities offered by our beautiful country.”

The 9-hour endurance race was a major event 
in South African motor sport. John Love and 
Dawie Gouws won the first 9-hour at Kyalami in 

1961 in a Porsche Spyder. Other famous drivers 
who won the 9-Hour were David Piper winning 
six times in a mixture of Ferraris and a Porsche 
917 sharing with Richard Attwood (three times) 
and South Africans Tony Maggs (twice) and 
Bruce Johnstone.

Watch the announcement at: 
https://www.youtube.com/watch?time_continue= 
1890&v=fQtiVpa6u4M. ■

Motorsport

SA’s Iconic 9-Hour Race to be 
Revived in 2019

Toby Venter, owner of Kyalami Grand Prix Circuit.

INTERCONTINENTAL GT CHALLENGE / 2019 CALENDAR

Liqui Moly Bathurts 12 Hour 2–3 February 2019

California 8 hours March / April

Total 24 Hours of Spa 27–28 July 2019

Suzuka 10 Hours 24–25 August 2019

Kyalami 9 Hours 2–3 November 2019

“... I am very pleased that the first 
major international race will see 
a return of the 9-hour endurance 
race that was such a favourite with 
fans and drivers in the past, ...”
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It’s time to mark the 24th and 25th of November 
2018 on the calendar as the Gumtree World 
Rallycross of South Africa returns to the Killarney 
Raceway in Cape Town.

Following on from 2017’s hugely successful 
event that saw almost thirty thousand people 
attend, this year’s races are only the second time 
the Gumtree World Rally Cross of South Africa has 
played out in Africa. The reception and atmos-
phere will undoubtedly be as highly charged and 
exciting as it was last year when South Africans 
from all walks of life lived up to their reputation 
for being extremely passionate, hospitable and 
vocal supporters.

“It’s very important for us to come to South 
Africa,” enthused Paul Bellamy, World RX 
Managing Director for IMG. “This is the only FIA 
World Championship to have a round stage in 
sub-Saharan Africa. We felt the country was right 
for a World Championship – I can’t think of any 
better place in the world to visit in November than 
Cape Town.”

World Rallycross is the fastest growing form of 
motorsport in the world, with year-on-year increases 
in everything from social media followings to TV 
audiences, media attendance and merchant sales. But 
most important is that live attendance has shot up 
by 225% in five years, which means the people across 
the globe are catching on to the pure entertainment 
and utter excitement of seeing all of these magnifi-
cent motoring beasts battle it out in the flesh.

Driver entries are also on the up, and the 
big names will be out to play in Cape Town. 
Current World Champion Johan Kristoffersson 
will be joined Sebastien Loeb, Peter Solberg and 
Mattias Ekström.

Also on the bill will be the RX2 category and 
local disciplines of motor racing, as well as loads of 
additional entertainment on and off the track.

Tickets can be purchased at www.ticketpros.
co.za. Prices range from R220 to R750, with hospi-
tality packages also on offer. For more information 
go to: www.fiaworldrallycross.com/capetownrx ■

Events

The Kyalami International Convention
Centre is conveniently situated in the

business heart of Gauteng between
Pretoria and Johannesburg. The Pit

building offers you world class facilities 
for a unique and inspiring experience with

dramatic views towards Johannesburg,
during the day and at night.

Exceptional facilities include:
Conference Rooms, Boardrooms, The Paddock,

Covered Viewing Deck, Roof Terrace, Launch Area,
Pit Area, State-of-the-art kitchens, Executive

ablution facilities, Wi-Fi, 3-phase power, Convenient
access, Ample secure parking

Cnr R55 & Allandale Road, Kyalami
Tel: +27 11 466 0204

info@kyalamigrandprixcircuit.com
www.kyalamigrandprixcircuit.com

TheKyalamiGrandPrixCircuit            
Kyalami_Circuit           

kyalamigrandprixcircuit

World Rallycross Returns to Cape Town in November

World Rallycross is the fastest 
growing form of motorsport in the 
world, with year-on-year increases 
in everything from social media 
followings to TV audiences
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