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Barely a day goes by without warnings from 
organisations and key figures in the know that the 
way dealers do business and their willingness to 
adapt to changing trends are critical to survival. 
Traditional sales models are becoming less relevant 
and consumers continue to change their buying 
habits to keep up with the age of digitalisation. The 
message is a clear one: Adapt or die.

In this light Volkswagen, together with its 
European dealers, is to fundamentally realign its 
sales model in order to make it fit for the future. 
The new sales model is to be launched in Europe in 
April 2020.

Volkswagen and the European Dealer Council 
recently presented their vision for the future world 
to Volkswagen’s 5 400 dealers and service partners 

as well as their 54 000 employees in Europe. The 
objective is to provide seamless individual around-
the-clock support for customers going far beyond 
vehicle sales on the basis of a unique Volkswagen 
customer ID.

Each year, the Volkswagen brand intends to 
introduce about 5 million customers to the new 
world of mobility around the globe and to offer 
them individual services on the basis of their ID. 
The car buying experience itself will also change 
as online sales are to be massively expanded and 
direct sales are to become possible. Five new sales 
and service formats – such as city showrooms or 
pop-up stores – are to be added. At the same time, 
the sales organisation is to become more flexible 
and efficient.

“This is the right step at the right time,” said 
Jürgen Stackmann, Board Member for Sales of 
the Volkswagen brand. “We have adopted this 
approach because our business environment is 
changing at a breathtaking pace in view of new 
technologies, changed customer expectations and 
new market players.”

According to Stackmann qualified sales and 
service partners, an established logistics network, 
a strong product portfolio and extremely loyal 
customers place Volkswagen on strong footing for 
the future. He said that the new sales model was 
the combination of this infrastructure with the 
new elements which would define business in the 
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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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future, such as digital products and 
services or new on-line sales pos-
sibilities for products and services.

The new sales model is being 
driven by the progressive digi-
talisation and connectivity of the 
Volkswagen fleet, which will reach 
a new level with the introduction 
of the new, fully connected electric 
ID. family in 2020. From then on, 
Volkswagen customers, each with 
their own personal ID number, are to 
be at the centre of a fully-networked 
world of mobility that will include 
seamless individual support beyond 
vehicle purchasing, as well as 
around-the-clock availability.

“This way, we will learn more 
about our customers’ needs and will 
be able to develop optimum tailor-
made offerings for each individual 
customer through intelligent data 
management. This is already prac-
ticed successfully in other sectors,” 
Stackmann continued.

In this world of mobility, 
customers will benefit from a wide 
variety of tailor-made offerings. 
For example, vehicles will be kept 
up-to-date with software updates 
run via cellphone networks. In 
addition, vehicles will be able to 
notify dealers when services are 
due via the predictive maintenance 
app. Customers will also be able to 

access a broad portfolio of services, 
such as We Park, We Deliver or We 
Connect, from the Volkswagen We 
digital ecosystem. There will also be 
services going beyond customers’ 
own vehicles. This will include We 
Share, the planned car sharing offer-
ing from Volkswagen.

Online business will lay a key 
part in the development of the 
new sales model and is currently 
being massively expanded. Within 
the framework of its new digital 
partnership with its European 
dealers, Volkswagen will develop a 
joint Internet platform which will 
handle the entire purchasing process 
through to contract conclusion, 
including financing, payment and 
even used car trade-ins. Customers 
will be able to choose from the entire 
brand model range and to complete 
their car purchase with their 
selected dealer online. Although 
the new platform will, for the first 
time, enable Volkswagen to offer 
the possibility of direct sales, the 
brand intends to use this possibility 
mainly in the fields of software and 
online services.

People who prefer to maintain 
personal contact with the brand 
and the dealer will have a choice 
of different points of contact in 
the future. There will be five new 
formats in addition to the traditional 
full-feature dealership with sales and 

service under 
one roof. Each 
dealer will only 
need to have one 
full-feature facil-
ity in the future. 
Dealers will be 
able to shape 
their presentation 
by agreement 
with the relevant 
importer to make 
their business 
more effective 

and customer-oriented, with city 
showrooms, pop-up stores, service 
factories, used car centres or scalable 
full-feature dealerships.

“We believe in the new business 
model as it will strengthen dealers’ 
entrepreneurial responsibility,” said 
Dr Matti Pörhö, President of the 
European Dealer Council (EDC), 
which represents the interests of 
Volkswagen dealers in Europe. 
“In the areas of digitalisation and 
E-mobility – both major tasks for the 
future – dealers will play a key role. 
To shoulder these challenges, dealers 
need a firm foundation of profitabil-
ity.” Pörhö praised the fair and open 
cooperation with Volkswagen: “We 
actively participated in shaping the 
business model right from the start.”

At the event in Berlin, 
Volkswagen and the EDC sealed 
the new sales model, with Jürgen 
Stackmann and Matti Pörhö sym-
bolically signing the new contract 
that is to govern relations between 
the manufacturer and its dealers in 
Europe from April 2020 onwards. By 
the end of November, all European 
dealers are to sign the new contract.

Watch the announcement at 
https://footage.volkswagen-media-
services.com/VW/videos/mpeg4/ 
download.php?vid=20180823173903 
Nahcie_PRE. ■

Dr Matti Pörhö, President of the European 
Dealer Council (EDC).

Jürgen Stackmann, Board 
Member for Sales of the 
Volkswagen brand.
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Usually businesses – especially those in 
the transport and related industries – hold 
back on major capital purchases when the 
economic environment is in recession, but 
the South African truck and bus manu-
facturers and distributors are bucking this 
trend in 2018.

Sales of combined medium, heavy and 
extra-heavy trucks as well as buses totalled 
19 939 units after nine months, which was a 
2.23% improvement on the 19 489 units sold 
between January and September last year. 
Compare this positive result to the drop of 
0.8% in the overall vehicle market for this 
period (412 916 units in the first three quar-
ters of 2018 compared to 416 178 units a year 
previously). Passenger car sales are down by 
0.3% and light commercials by 2.4%.

Total vehicle sales in September 
amounted to 49 670 units, which was 1.9% 
lower than the figure for September 2017, 
but there was a bright spot in the month’s 
sales figures. This was the performance in 
the export market. Export sales of 36 781 
was a monthly record and a gain of 1.2% 
over exports in September 2017.

Sales through the retail channels in 
September amounted to 78.6% of the total 
volume, with 16.5% representing vehicles 
sold to the rental industry. New car sales to 
the rental market totalled a very significant 
23.4%. Sales to government remained low 
at only 2.2% while corporate fleets bought 
2.7% of total vehicles.

NAAMSA’s View

The South African economy continued to 
experience recessionary conditions. Fixed 
capital investment remained under pressure 
and consumers’ disposable income, already 
under pressure, would be further impacted 
by the record impending increase in fuel 
prices. Ongoing weakness in purchasing 
manager’s indices as well as the Reserve 
Bank’s leading indicator suggested that 

business conditions and the general trading 
environment would remain difficult over 
the next six to nine months.

With three quarters of 2018 accounted 
for, the indications were that sales in all 
major segments, on an annualised basis, 
would probably register marginal declines 
compared to the previous year.

Vehicle exports remained a function of 
the direction of the global economy which, 
despite rising protectionism and trade dis-
putes, continued to reflect robust conditions. 
Following the record export sales during 
September 2018 and considering relatively 
strong order books reported by most vehicle 
exporters, exports were expected to improve 
further and reflect strong upward momen-
tum in 2019, 2020 and subsequent years.

The projection of export sales for 
2019 was currently 384 000 export units 
compared to an estimated figure of 340 000 
for the current year.

WesBank’s View

It is worth noting that total new vehicle sales 
through the dealer channel have remained 
relatively strong, showing an increase of 
1.9% year-to-date.

Rental sales increased significantly in 
September at 20.1% year-on-year but re-
mained subdued at -3.6% year-to-date. “The 
increase in rental sales is a seasonal trend 
seen this time of year as rental companies 
gear up for the pending holiday season,” 
says John Loxton, WesBank Executive Head 
of Fleet Management and Leasing.

Editor’s Note
This year is certainly flying 
past at an alarming speed. 
Pretty soon the industry will 
be winding down towards the 
Festive Season and we will 
have a clearer picture of how 
kind – or not – the year 2018 
has been to us.

At this stage there seems 
to be a glimmer of light at the end of the tunnel.  With three 
quarters of 2018 accounted for, NAAMSA figures seem to 
indicate that sales in all major segments, on an annualised 
basis, would probably register marginal declines compared 
to the previous year. WesBank, on the other hand, remains 
hopeful that their prediction of  0.75% total industry growth 
can still be achieved.

This said, the general consensus is still that the way in 
which business is conducted and the ability to adapt to the 
changing landscape will be key to survival.

Sewells-MSX International believes that  to remain 
profitable and competitive in the long term, dealers need 
to rethink their current business model. This will require a 
radical shift in mindset for many traditional dealerships.

Volkswagen has already taken the plunge in Europe. 
Together with its European dealers the German manufac-
turer is to fundamentally realign its sales model in order to 
make it fit for the future. 

Speaking of fit for the future, the draft new, voluntary 
code of conduct for the automotive industry, which is being 
circulated by the Competition Commission, is drawing 
plenty of comment from affected parties. You can read all 
about it in this issue of AutoLive.

Also in this issue is a full list of winners in the 2018 
Gumtree Auto Pre-Owned Awards. The awards, now in their 
second year, are unique in South Africa in their recognition 
of vehicles which deliver resale value, quality, durability, 
overall performance and economy for pre-owned buyers. 
Only 2016 models with at least six months of depreciation 
data were considered and five finalists in each of the 11 
categories were extensively judged by an expert panel, of 
which I am proud  to have been a part of.

We trust that you will find this issue of AutoLive 
informative and that you will continue to give us your 
feedback, constructive criticism and suggestions.

Happy reading!

Liana Reiners,
Editor
liana@autolive.co.za

To advertise in  contact

Liana Reiners on 083 407 4600 or email on liana@autolive.co.za
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Truck and Bus Sales 
Improve Despite SA’s 

Dire Economic Climate

Export sales of 36 781 was 
a monthly record and a 
gain of 1.2% over exports in 
September 2017.
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“Economic headwinds are likely to persist and cause continued strain on the auto-
motive industry,” says Ghana Msibi, WesBank Executive Head of Sales and Marketing. 
“As we enter the final quarter of 2018, we remain hopeful that our prediction of 0.75% 
total industry growth can still be achieved, but not without some challenges.” ■

 continued from previous page

Monthly automotive news to and from Africa

There was a pleasant surprise for exporters into Africa at the end of September 
when it was confirmed that at last there had been reasonable growth in the built-up 
vehicle export figures, admittedly off low bases. Year-to-date the increase was 
11.2% and year-on-year, for September, it was 16%.

This could be an indication that the rising oil price is putting some life into 
African economies, although major producers Nigeria and Angola only took 622 
and 517 units in the first nine months of 2018 respectively.

Total built-up exports into Africa in the first three quarters of 2018 amounted 
to 18 217 units, compared to 16 382 for the same period in 2017 and 16 568 for the 
corresponding period in 2016.

As usual, Toyota was the pace-setter with 7 286 units shipped into Africa, 
which was a 13% YTD improvement. Second-placed Nissan lost share with lower 
sales, exporting 4 596 units in the first nine months of 2018 compared to 4 779 
for the same period last year. Isuzu was fairly steady with a figure of 2 786 units 
exported so far this year compared to 2 596 a year ago. On the other hand, Ford 
almost doubled its exports into Africa, going from 952 units in the first nine 
months of 2017 to 1 835 units this year.

The number of countries that imported more than one thousand units from 
SA in the first three quarter of 2018 increased by two (Tanzania and Mozambique) 
compared to five countries a year ago. The top seven importers were: Kenya (2 381), 
Ghana (2 341), Zimbabwe (2 295), Zambia (1 977), Mauritius (1 283), Tanzania 
(1 149) and Mozambique (1 064).

Exports in September grew from 2 359 units in 2017 to 2 735 this year, both of 
which were way better than the 1 638 units shipped into Africa in this month in 
2016. Toyota led the way with 1 147 units (943 in 2017), Nissan shipped 700 (638 in 
2017), Isuzu 350 (307) and Ford 259 (301).

The only countries to take more than 100 units in the month were: Kenya 
(354), Zambia (309), Ghana (308), Zimbabwe (280), Tanzania (239), Uganda (198), 
Mozambique (162), Mauritius (160) and Nigeria (136). ■
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Monthly automotive news to and from Africa
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Snippets

Opel also Pulled into Dieselgate
Opel, the German motor company now owned by 
Peugeot, of France, has been pulled into the diesel 
emissions scandal three years after the authorities 
discovered it. Germany’s transport authority has 
ordered the recall of 100 000 Opel vehicles – 
Cascada, Insignia and Zafira models.

Germany’s KBA motor vehicle authority found 
four software programmes capable of altering a 
vehicles’ exhaust emissions in 2015 and ordered 
Opel to implement a software update in affected 
cars to remove these programmes. Subsequently a 
fifth software device has been discovered which has 
been found to be illegal too. KBA told Opel about 
this transgression in April, but no action has been 
taken, hence the mandatory recall of 100 000 cars. 
Opel says it will challenge the recall in court.

Opel and its sister brand, Vauxhall, were 
owned by General Motors when the affected 
models were developed. ■

Porsche CFO Sees Huge 
Potential for VW “Super Group”

Porsche could be worth a fortune if the 
Volkswagen Group listed its ultra-luxury brands as 
a separate entity, according to the brand’s finance 
chief, Lutz Meschke.

He says that the group of Porsche/Bentley/
Lamborghini/Bugatti could easily reach a market 
capitalisation more than three times that achieved 
by Italian supercar manufacturer, Ferrari, when 
it listed independently. (Ferrari is valued at about 
€19-billion).

Some analyst forecasts have gone as high as 
€100-billion for the so-called Super Premium 
Brand Group headed by Porsche). The analyst said 
that the remaining Volkswagen Group could also 
have its shares re-rated higher as it concentrated on 
its volume brands.

However, Porsche said it was “not currently 
pursuing” such a listing. (Porsche had been an 
independent, listed company prior to the global 
financial crisis of 2008/2009. Earlier Porsche had 
almost gone bankrupt trying to buy the larger 
Volkswagen Group). ■

Bloodhound Record Attempt 
Hit by Financial Crunch

The world speed record attempt by the British 
Bloodhound rocket-powered contender, planned 
to take place at Hakskeen Pan in the Northern 
Cape next year, has hit financial woes and needs 
R475-million to get up to speed again.

The company has entered into administra-
tion. The administrators say they are already in 
discussions with a number of potential investors. 
Administrator Andrew Sheridan says that the 
amount required is significant, but it is only a 
fraction of the cost of finishing last in the F1 
championship or for a team competing in the 
America’s Cup.

Project Bloodhound was set up in 2007 with 
the aim of breaking the 1 600k/h (1 000 mph) 
barrier. Hakskeen Pan was identified as the venue 
and it has already been cleared of huge numbers 
of stones in preparation. It had been announced 
recently that the team had hoped to run in SA in 
October or November next year. ■

Audi Hit with €800-Million 
Fine for Emissions Violation

Audi is the latest member of the Volkswagen 
Group to be hit with a fine by German authorities 
for diesel engine emission violations. This applies 
to its V6 and V8 engines. Former Audi CEO Rupert 
Stadler, who has had his employment contract 

cancelled, is currently in custody. Bram Schot is 
the interim CEO.

In June the Volkswagen brand was fined 
€1 000-million for its polluting four-cylinder 
diesel engines. ■

EVs are Indirectly 
Huge Polluters

So-called “clean” electric cars are currently using 
“dirty” batteries that require huge amounts of 
electricity to make and the resulting greenhouse 
gas emissions are considerable if the electricity is 
generated by burning fossil fuel.

According to an article in Automotive News, 
by 2021 capacity will exist to make lithium ion 
batteries for more than 10 million cars running on 
60 kW/h packs. Most supply will come from China, 
Thailand, Germany, and Poland that rely, in the 
main, on coal to generate electricity. Just to build 
each car battery would emit up to 74% more CO2 
than producing an efficient conventional car, if the 
battery is made in a place such as Germany, ac-
cording to Munich-based automotive consultancy 
Berylls Strategy Advisors.

For perspective, the average German car 
owner could drive a petrol-guzzling vehicle 
for 3.5 years or more than 50 000km, before a 
Nissan Leaf, with a 30kW/h battery would beat 
it on carbon-dioxide emissions in a country 
where power generation is coal-heavy, Berylls’ 
estimates show.

There is another critical issue with these lithi-
um-ion batteries and that is how to dispose of them 
after they have competed their useful lives. ■

Mercedes-Benz Finds the Going 
Tough in the Bakkie Market

Mercedes-Benz is finding the going rough and 
tough as it tries to establish its new X-Class in 
the ultra-competitive local one-ton bakkie mar-
ket. Sales of the comparatively expensive X-Class 
are estimated at an average of only about 50 
units a month (MBSA does not currently provide 
actual sales figures for its various models, but 
its total LCV sales in September totalled only 
58 units).

This disappointing sales performance comes 
despite ongoing, extensive advertising and pro-
motional programmes for this recently-launched 
model, which is based on the Nissan Navara, itself 
a slow seller. The upcoming Renault Alaskan also 
uses the basic Navara underpinnings.

continued on next page Bloodhound, the British world speed record contender.
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The latest advertisement for the X-Class, in 
the Sunday Times, invites potential buyers to 
“End the year your way with the Mercedes-Benz 
X-Class (with a) 3-month payment holiday and free 
options/accessories up to R110 000”. ■

Saudi’s Automotive Sector 
Set for Rapid Transformation

Saudi Arabia’s automotive ecosystem is set for a 
rapid transformation in the coming years, with 20 
per cent of the female population, or three million 
drivers, expected to be added to the Kingdom’s 
roads by 2020.

An October 2018 report said the lifting of the 
ban on women driving in Saudi as of June 2018, 
along with recovering oil prices and economic 
policies aimed at boosting consumer spending, 
will result in an eight per cent per annum increase 
of passenger vehicles sales until 2022.

The whitepaper, published by global research 
company Aranca, added that in addition to new 
car sales, the positive impact of a new customer 
segment over the next 1-3 years will be felt in the 
Kingdom’s automotive aftermarket, which was 
valued at US$7.4 billion in 2017.

The whitepaper further stated that key indus-
try players are already implementing initiatives 
to capitalise on opportunities created by women 
being allowed to drive, including the creation 
of women-only car showrooms, auto-insurance 
claims centres and driving schools dedicated to 
women.

Meanwhile, the increasing vehicle parc is 
setting the stage for solid growth in the Kingdom’s 
aftermarket. Aranca said 10 million vehicles will 
ply Saudi roads by 2022, including 6.5 million 
passenger vehicles and 3.5 million commercial 
vehicles. As a result, demand for spare parts and 

related auto services will grow six percent annually, 
reaching a value of US$9.8 billion in 2022. ■

Suzuki SA Receives 
International Recognition

Suzuki South Africa has received international 
recognition for its sales growth and service 
quality. The local affiliate of the Japanese 
compact car specialist received no fewer than 
seven Awards at Suzuki’s annual awards in the 
Middle East and Africa region. Among these, 
Suzuki SA was crowned as the Champion of 
Champions for its growth in sales and customer 
service rankings.

Suzuki South Africa received awards for the 
highest sales in the region, the highest volume 
growth in Africa, the best training of its staff in 
Africa, the highest parts and accessories sales in 
Africa, the highest sale of accessories per vehicle 
and the most improved systems and processes 
in sales. Before receiving the top award as the 
Champion of Champions, Suzuki South Africa also 
received an award for the best customer retention 
activities and a second-place award for exceptional 
automobile dealer management. 

“To be crowned Champion of Champions 
among all the Suzuki importers in the Middle 
East and Africa countries is a very big honour. It 
means that Suzuki South Africa has excelled in all 
parts of our business and that our customers have 
benefitted the most,” said André Venter, divisional 
manager for sales and marketing at Suzuki Auto 
South Africa. 

Since first breaking through the 1 000 unit 
per month mark in August 2017 with 1 004 sales, 
Suzuki has grown in leaps and bounds in a largely 
pedestrian new vehicle market. It broke its own 
sales record five times since July 2017 and has 
become a top 10 vehicle brand with regular sales 
above 1 000 units. ■

Ford Appoints New 
Marketing Manager

Ford Motor 
Company has 
announced the 
appointment 
of Doreen 
Mashinini as 
General Manager, 
Marketing for 
South Africa and 
Sub-Saharan 
Africa, effective 
1 October 2018.

Mashinini 
takes over the position from Tracey Delate, who 
is now General Manager, Consumer and Dealer 
Experience. Mashinini will be responsible for 
Ford’s marketing and advertising strategies, 
and reports to Conrad Groenewald, Director of 
Marketing, Sales & Service.

She is no stranger to the Ford family, having 
worked for Ford Motor Company of Southern 
Africa (FMCSA) from 2000 to 2014.

Mashinini started out at Ford as Fleet 
Business Manager in 2000, and became District 
Sales Manager two years later. In 2004, she was 
appointed Mazda Brand Manager at FMCSA, 
with her role expanding to include the marketing 
portfolio from 2006 to 2014.

With the establishment of Mazda Southern 
Africa as an independent entity in 2014, she moved 
across with the brand to the new company and 
headed up the Marketing and Communications 
division, a position she held until her return to 
Ford at the beginning of October.

Mashinini earned a B-Comm Degree from the 
University of Durban Westville in 1996, followed 
by a High Diploma in Marketing (2000) and 
MBL in Marketing and Strategy (2006) from the 
University of South Africa (UNISA). ■

 continued from previous page

Doreen Mashinini
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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

Online platforms facilitating the buying and 
selling of new and used vehicles have become com-
monplace as dealers tussle for a bigger piece of the 
customer pie. In this highly competitive environ-
ment Carfind.co.za has set itself apart by always 
prioritising the buyer’s needs and in so doing has 
provided appropriate tools that enable dealers to 
optimally showcase their listings, whilst obtaining 
the best possible results for their participation 
on the recently updated new look Carfind.co.za 
platform. The Carfind.co.za redesign, released on 
1 Oct’18, takes into consideration the latest global 
trends further enhancing the buyer experience.

Carfind.co.za is an online advertising platform 
for new, used and demo vehicles that has, over 18 
years, built up a considerable amount of market 
intelligence and has a thorough understanding 
of consumer behaviour within this digital or 
online space.

As such these unique tools also provide 
dealerships with a deeper understanding of  
what is happening with their listings on the  
Carfind.co.za site.

The first of these tools is a Unique Telephone 
Number per Listing. If managed appropriately, it 
provides dealers with insights to their individual 
listings and the buyer’s response to those listings. A 
key component here is that this allows the buyer to 
connect instantaneously to the seller of the vehicle 
they have searched while they are online and 
actively engaged with their vehicle search.

The Price Check Tool allows dealers to see how 
their stock is priced relative to other similar stock 
on the Carfind.co.za website. This enables them 
to ensure that their stock is competitively priced 
when buyers do comparative shopping.

Another unique tool available to dealers is be-
spoke Lead Grading, which offers insight into how 

many leads a potential buyer has submitted. The 
logic here is that a buyer submitting only one lead 
on a specific vehicle has a higher propensity to have 
seen something he or she likes about that specific 
listing. As such their interest/intent is obviously 
higher than if multiple leads on numerous different 
vehicles have been submitted.

In addition, Carfind.co.za supports partici-
pating dealers on the ground with training and 
technical support. A national Customer Care 
Team is always on hand to assist dealers with the 
optimisation of their vehicle listings.

Carfind.co.za is not all about dealers though. 
As mentioned it is very buyer-focused, allowing 
potential buyers to search for vehicles in a user-
friendly, uncluttered and efficient environment.

As with dealers, Carfind.co.za also provides 
some unique features and tools for buyers. These 
include a 360 Degree Interior View of a listing, 
which provides a more detailed visual representa-
tion of a vehicle. In addition, a free Product 
Brochure containing all the relevant information 
on any specific vehicle is also available to be 
downloaded, printed or saved in PDF format.

The Product Brochure has proven to be 
immensely successful and popular with buy-
ers and over 40 000 downloads are done on a 
monthly basis.

Carfind.co.za believes that with these various 
tools and features in place, it is able to provide 
buyers with the information required to make 
informed decisions before submitting leads. The 
final objective is for Carfind.co.za to then deliver 
high-quality leads to participating dealers and for 
those leads to ultimately convert to sales.

On the Carfind.co.za platform all listings are 
afforded equal representation and are displayed 
as defined by the buyers’ filtered searches, thus 

providing an equal opportunity for all dealer list-
ings to be represented on their individual respec-
tive merits. There is no prioritising or preferential 
ranking of listings based on packages or boosting. 
Instead search results are freely determined as per 
the buyers’ search requirements and every effort is 
made to provide buyers with what they are specifi-
cally searching for.

Over and above the two primary functions 
discussed, there is also a third component to 
the Carfind.co.za platform. It provides focused 
advertising opportunities for auto promotions 
in the form of banner advertising packages. 
Additionally, in order to optimise and provide 
additional reach for advertisers making use of 
banner advertising on the website, advertisements 
are boosted on the various social media platforms 
linked to Carfind.co.za.

The Carfind.co.za website also has an Allied 
Offerings page where vehicle-related offerings can 
be listed. Much like banner advertising, it provides 
buyers the opportunity to connect with service 
providers to obtain quotes for vehicle insurance 
or tracking, as well as obtain further relevant facts 
around vehicles. The idea is to provide added value 
to buyers and to enhance their overall vehicle 
buying experience.

Since Carfind.co.za doesn’t only feature pas-
senger vehicles, but also includes trucks, motorcy-
cles, caravans, boats and commercial and leisure 
trailers (all with their own unique and relevant 
search filters) it is the ideal platform for buyers to 
find exactly what they are looking for. And as a 
result it is also a proven and efficient platform for 
dealers wanting to boost their sales figures.

Visit www.carfind.co.za for additional 
information on listing on the website or for 
advertising opportunities. ■

Carfind.co.za Provides a Positive 
Experience for Sellers and Buyers Alike

http://www.autolive.co.za
https://datadot.co.za/
http://www.orangeowl.co.za
https://www.carfind.co.za/
http://www.hrst.co.za/
https://www.bid4cars.co.za
https://www.graffiti.co.za/
http://www.cmssystems.co.za
http://www.1huddle.co.za
kawasaki.co.za
http://www.c2group.co.za
https://www.carfind.co.za


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

By RogER HougHTon

So, your new ride boasts the latest in vehicle 
anti-theft systems from immobiliser technology to 
telematics and coded keys only to be over ridden 
and hacked by criminals who make child’s play of 
these technologies?

Developing and making systems to protect 
vehicles from being stolen or hijacked is a moving 
target as criminals get wiser to overcoming more 
and more complex technologies used in alarms, 
immobilisers and tracking systems. Now a local 
company, Autowatch Vehicle Security Systems, 
a division of PFK Electronics, has introduced an 
immobiliser, developed in Russia, which does not 
use a radio frequency so is virtually impossible 
to detect.

I met the team from the Author alarm 
company in Russia at Automechanika Frankfurt. 
When I visited their stand I met Rodger Warren, 
Group CEO of PFK Electronics, who was signing 
up a partnership agreement that has resulted in the 
arrival of the Autowatch IGLA Ghost immobiliser 
in South Africa.

The Ghost is a unique, next generation 
device that secures a vehicle without the need 

for cutting wires or adding after-market key 
fobs. The device is connected to the vehicle’s 
Controller Area Network (CAN bus) and a 
personalised PIN code is programmedinto the 
Ghost using buttons on thevehicle’s steering 
wheel or dashboard.

“We see the Ghost as a game changer in the 
vehicle security market as it stops key cloning and 
ECU swapping. A thief cannot simply add a new 
key or replace an ECU to bypass the Ghost and 
start the vehicle. Only inputting the correct PIN 
code will allow the engine to start,” said Bradley 
Botha, Vehicle Security Systems’ National Sales 
Manager at PFK Electronics.

The Ghost is sealed and is so small it can be 
installed and wrapped into the harness anywhere 
in the vehicle, making it near impossible for a 
thief to find. Thieves cannot use RF scanning, 
code grabbing technology to detect the security 
device fitted to the vehicle as the Ghost, unlike 
conventional security systems, does not transmit 
any signals. It is a Class 4 immobiliser approved 
by the motor Vehicle Security Association of 
South Africa (VESA).

The use of the CAN data bus has several 
advantages, including low risk during installa-
tion, low probability of detection and allows the 
placement of the device virtually anywhere in 
the vehicle. There is also no tell-tale clicking of a 
traditional immobiliser relay.

“The unfortunate reality of South Africa’s 
high incidence of vehicle theft and hijacking has 
provided PFK with decades of experience and an 
ideal testing ground for developing best-in-class 
anti-theft solutions,” explained Botha, who had 
more than 15 years’ experience in the local track-
ing industry before joining PFK Electronics three 
years ago.

PFK Electronics currently has a 70% share 
of the local vehicle security product aftermarket 
and its products are fitted by 450 installers 
countrywide.

PFK’s Nerve Centre, based in Umhlanga, near 
Durban, is the engineering and research hub, while 
it has an award-winning production facility in 
Pietermaritzburg.

The company now markets its products glob-
ally in 28 countries and has local offices in Durban, 
Johannesburg, Cape Town and Port Elizabeth.

Visit www.pfk.co.za for additional 
information. ■

Autowatch Ghost Immobiliser Brings 
New “Anti Theft” Technology to SA

The Answer to Theft Threat in Modern Vehicles

Bradley Botha, Vehicle Security Systems 
Sales Manager.

The Author alarm company developed the game-changing Autowatch IGLA Ghost 
immobiliser. Here members of the Russian company are seen at their stand at 
Automechanika Frankfurt. They are (from left): Dimitry Shvetsov (Technical Support 
Manager), Anna Frantsuzova (Sales Director), Ilya Firsov (International Sales & 
Distribution) and Alexander Semkin (International Sales and Distribution).

Thieves cannot use RF scanning 
to detect the security device fitted 
to the vehicle as the Ghost does 
not transmit any signals.

http://www.autolive.co.za
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The draft new, voluntary code of conduct for the 
automotive industry, which is being circulated by 
the Competition Commission, is drawing plenty 
of comment from affected parties. The Right to 
Repair organisation has been beating the drum 
for several months and now both the National 
Association of Automobile Manufacturers of South 
Africa (NAAMSA) and the National Automobile 
Dealers’ Association (NADA) have had their say.

NAAMSA issued a media release while 
NADA staged media briefings in Cape Town and 
Johannesburg, besides issuing a lengthy media 
release. NAAMSA, represents the interests of 
vehicle manufacturers, importers, and distributors 
in South Africa, while NADA is a professional 
body representing new passenger and commercial 
vehicle franchised motor dealers and qualifying 
used vehicle only outlets in South Africa.

NAAMSA’S View

This is the media release issued by NAAMSA.
The industry has considered the proposed 

Voluntary Code of Conduct by the Competition 
Commission and, from an industry point of view, 
there is acceptance of the principle to broaden par-
ticipation in the automotive value chain in South 
Africa. However, it is important that this should be 
done in an orderly, structured manner considering 
legitimate commercial interests, international best 
practices and the viability of franchise dealers 
and automotive companies in the SA automotive 
value chain.

Ultimately, the challenge confronting South 
Africa is how to balance social imperatives with 
the legitimate interests of stakeholders, particularly 
the industry’s customers. Proposed changes should 
also consider the intensely competitive nature of 
the industry, the legal agreements governing the 
relationship between automotive companies, dealers 
and service providers, intellectual property provi-
sions and related factors – as well as the rights of 
consumers to product safety and quality of service.

“No Compromise on Safety”

Automotive companies are the custodians of their 
respective brands and remain responsible for the 
safety and operation of their products whether 
purchased, serviced, or repaired. There can be no 
compromise on customer safety and quality of ser-
vice. Brand and reputational protection comprise 
singular focus on the interests of consumers and 
their safety, particularly in respect of quality of 
parts, safety critical repairs and servicing.

Automotive companies accept most of the 
principles in the Draft Voluntary Code of Conduct 

by the Competition Commission, however, the pro-
posed operational application thereof needs further 
extensive consideration and review. In this regard,

NAAMSA is in the process of preparing a 
response regarding, amongst other things, in-
warranty work, training, and other elements – for 
submission to the Competition Commission by the 
end of this month.

NAAMSA envisages an evolving process 
which will involve further discussions with the 
Competition authorities. NAAMSA also intends 
to engage the Ministry of Economic Development 
on matters relating to transformation and 
Competition in the Automotive Value Chain.

NADA’S View

Here are excerpts from the NADA media release:
According to Mark Dommisse, National 

Chairperson of NADA, the proposed new Code of 
Conduct will have significant negative implications 
for the industry and a requirement for shared 
thinking is critical.

“NADA and its members fully recognise the 
need to broaden participation in the automotive 
aftermarket sector and are committed to co-
operating and assisting the commission to address 
matters of concern raised in the proposed new 
Code of Conduct.

“The impact of implementing the code in its 
current form will, however, have a catastrophic 
effect on the economy as it undermines invest-
ment, employment and consumer welfare in this 
important sector of our economy,” says Dommisse.

Economic Contribution

South Africa currently has approximately 1,600 
new franchised automotive dealerships comprising 
R48-billion worth of investment. It employs 60,000 
personnel directly.

“Only around 20% of the entire South African 
car parc comprises in-warranty vehicles, and it’s 
this small portion which the new code is ad-
dressing. We feel that significant effort and focus 
should be placed on developing the other 80% of 
the industry – which is predominantly made up of 
out-of-warranty vehicles,” says Dommisse.

“If we were behaving in an anti-competitive 
manner, the arbiter would have said so, which 
to date hasn’t happened. We want to work with 
government and we want prosperity for all, but 
we want it to happen in a responsible manner that 
does not adversely impact consumer safety, the 
economy and job creation. We support a code that 
opens up the market in a way that protects invest-
ment, economic sustainability, and consumers.

“We are a highly regulated industry, and 
this protects our South African consumers. It 
will be impossible to effectively regulate a bigger 
industry in such a short space of time. We also 
believe strongly that manufacturers have the right 
to determine the standards of those that service 
their products in much the same way that Boeing 
does with airliners or Apple does with cell phones, 
tablets, or any of its exclusive products.

“We want to build our competition but it’s not 
reasonable to do it immediately. Our businesses 
have to meet global manufacturer standards which, 
on average, take many years to establish a return 
on investment on meeting these standards. Our 
level of investment is mandatory. We therefore 
support opening the market slowly and responsi-
bly. There are no defined standards in the code yet. 
These need to be developed appropriately, and here 
we can help.

Alternate Parts

“There is no quality control of alternate parts com-
ing into the country and we don’t believe that this 
is responsible. Our question is: How will the indus-
try ensure quality parts are utilised in consumers’ 
vehicles? Who is going to police the parts and 
vehicles coming into the independent workshop. If 
the industry is not required to use genuine or ap-
proved parts, there can be no monitoring of safety 
standards. And this won’t only apply to passenger 
vehicles–heavy commercials, trucks and buses will 
also be affected.”

“If the independent workshops are going 
to use quality parts, made by an original parts 
manufacturer (such as Bosch or Denso) and of the 
same specification, design, and model, then this 
might, one day, in theory, be acceptable. However, 
the reality is that it is unlikely that all independent 
workshops will use these parts due to the very high 
cost. It is doubtful that the manufactures will allow 
this during warranty,” says Dommisse.

Positive Aspects of the Code

“In general, we agree with the principles noted 
throughout the code. It is the application and 
machinations of it that we object to. The changes 
made to draft 2 of the code have not taken on 
board the submissions made to the first draft by 
NADA.

“In order for the automotive industry to 
continue to contribute positively and sustainably 
to the South African economy, all stakehold-
ers need to engage, discuss and constructively 
develop a meaningful and sustainable new Code of 
Conduct,” concludes Dommisse. ■

Draft Automotive Code of Conduct for SA 
Motor Industry Draws Plenty of Comment

http://www.autolive.co.za
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People

By RogER HougHTon

A person who has been loyal to a brand for 
more than four decades is not something one 
finds often in the retail motor trade these days. 
Hein Lorentz, of Pretoria, is one of them. He 
has just completed a 41-year career working for 
companies involved with selling Mercedes-Benz 
cars. His dedication to the brand has taken him 
from Pretoria to Johannesburg, to Durban and 
then back to Pretoria.

Hein, who was born into a family where his 
father was a true motor enthusiast, owning cars 
like Porsches and taking his young son to watch 
motor racing at Kyalami. This background planted 
a seed that has flourished ever since.

Hein now goes into retirement owning a selec-
tion of concours-condition cars, mainly Mercedes-
Benz models – including 300SEL with 6.3-litre V8 
engine which he has had for 21 years and which has 
never been in the rain! His collection also includes 
a couple of impeccably restored Rolls-Royces.

He says he has always had a soft spot for big 
cars with large engines and plenty of power. So, 
it is no surprise that his current daily drive is an 
immaculate Mercedes-Benz 560 SEL.

Hein’s love of all things motoring even saw 
him racing a Dodge Avenger in the SA production 
car championship at one stage!

“I have enjoyed a wonderful life and career 
over the past 41 years and have learned a great deal 
on all fronts,” said the ardent Mercedes-Benz fan. 
“Two people have stood out as my guiding icons, 
being Christoff Köpke, who headed up Daimler-
Chrysler South Africa, before taking a posting to 
Germany in 2005, and Brand Pretorius, who was 
CEO of the McCarthy Group from 1995 to 2011. 
They are both people who were innovative in both 
their thinking and actions and led by example.

“I have been fortunate to have been involved 
in the retail motor industry during its period 
of the most disruption as business models and 
the industry itself changed radically from what 
I experienced back in the 1970s when I joined a 
fairly stable business model that had changed little 
in many years.

“Customer relations 
were far more personal 
in my early days selling 
cars. Customers nowadays 
are more demanding and 
finicky. They see the car 
brand they choose as being 
an indicator of how they 
see themselves and want 
their car to have the latest 
technology, just like their 
mobile phones and i-Pads.

“The challenges I have 
faced over the years, have 
often been daunting, but I 
believe the fact I overcame 
them has made me a better 
person and well-qualified 
to have been a leader as 
Mercedes-Benz changed 
its business model in South 
Africa recently.”

Hein started his 
working career as a bank 
teller after competing his 
schooling at Jeppe High in 
Johannesburg, where he 
excelled at sport. He soon realised that working 
in a bank was not for him and in 1976 he went 
to United Car and Diesel Distributors (UCDD), 
in Pretoria, and asked for a job. (UCDD was the 
local company with the franchise to distribute 
Mercedes-Benz vehicles in South Africa at 
that time).

He was sent to work at Cargo Motors, which 
was part of the Saficon Group. His first task was 
learning how to sell diesel passenger cars, which 
were fairly rare in those days, with very few diesel 
models available in South Africa due to govern-
ment control of diesel fuel usage.

The takeover of Saficon by the Imperial Group 
in 1995 saw Hein head off to Durban, where he 
joined McIntosh Motors, based in Pinetown, which 
had the Mercedes-Benz franchise at the time

He moved back to Johannesburg in 1997 and 
this was the start of Hein’s career in the McCarthy 
Group, which lasted until his retirement, where 
he ended up as a divisional executive for the 
Mercedes-Benz brand, based in Pretoria. Then fol-
lowed a promotion to dealer principal at McCarthy 
Mercedes-Benz Menlyn, which later became one of 
the first Lifestyle dealerships.

Hein was promoted to Divisional Manging 
Director of the Central Region in the McCarthy 
Mercedes-Benz network in 2002.

Over the years Hein has received many 
awards, including Dealer of the Year for the 
Menlyn dealership in 1997, 1998 and 2000, as 
well as Chairman’s Awards in 2015 and 2017, 
with the first award being for the overall best 
Mercedes-Benz passenger car dealer and the 
second as the best large passenger car dealer in 
Gauteng North.

He was also nominated for the NADA/Sewells 
Businessman of the Year award in 1996.

“I am naturally very proud of these awards, but 
I am humbled by the fact that I could not have won 
them without the supportive and motivated teams 
I have built up wherever I have been employed in 
senior management. Each accolade has been the 
result of a dedicated team effort, where I was only 
the frontman.”

Hein has served on the Mercedes-Benz 
National Dealer Council for the last 14 years. He 
has also been active in the wider environment 
of the local motor industry serving on the of 
the NADA Norther Region Committee and the 
Pretoria RMI Committee.

“I have certainly enjoyed my journey 
in the local motor industry and am look-
ing forward to continuing to contribute as a 
consultant in the retail trade,” concluded the 
Mercedes-Benz veteran. ■

“They [Customers] see the car 
brand they choose as being 
an indicator of how they see 
themselves and want their car to 
have the latest technology, ...”

Hein’s Wonderful Loyalty to Three-Pointed Star
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It’s a conundrum facing dealers and private buyers/
sellers alike – determining the vehicles authenticity 
and related market value for used vehicles. A key 
factor to cover when buying and or selling a used 
vehicle, is whether the vehicle presented, to both 
dealers and or the public is in-fact authentic, i.e. 
not a cloned vehicle. As we all know the adage 
refers ‘let the buy (and seller) beware!’

VehicleFacts, comes to the rescue with both 
an online service backed up by the optional 
service of a physical confirmation via DataDot 
Technology’s Approved Vehicle Confirmation 
Centres Nationwide that provide consumers and 
dealers alike with live market-related information 
pertaining to the vehicle that is being bought or 
sold. Together with its partners Bid4Cars, CarFind 
and WePay4Cars the most accurate market and 
vehicle related data is collected and supported by 
the physical check of the vehicle to provide the 
consumer and dealer with the peace of mind that 
the vehicle presented is the genuine article.

Not only does it take the guesswork out of 
how much you should be paying or receiving for a 
vehicle, but it also provides valuable authentication 
information and where possible, historic informa-
tion on that vehicle.

Using the VehicleFacts platform is a simple 
process. The site can generate two types of price 
related reports along with the Nation-Wide service 
of a physical confirmation report which is critical 
to completing this type of high value transaction.

The first is a so-called light report, which pro-
vides basic information such as the average retail 

value. It also includes the vehicle’s microdot status 
and confirms information such as VIN number, 
manufacturer, model, derivative, colour and year. 
However, it’s important to note this information 
can only be offered if the VIN is available and the 
vehicle has previously been microdotted.

The fact that average, high and low values 
are given is a particularly handy aspect as it gives 
an indication of what a vehicle should be worth 
whether it has low or high kms on the clock. This 
is supplemented by average retail price per Kms 
category which covers from less than 50 000 
kilometres to more than 200 000 kilometres.

The light report is a valuable tool for prospec-
tive buyers looking to buy or sell a specific brand 
or model. Simply by submitting the make, model 
and year, buyers will get an indication of what they 
should be asking or paying for such a vehicle.

The second type of report available from 
VehicleFacts is the comprehensive version. Apart 
from all the information provided in the light 
report, it delves deeper into the vehicle’s available 
history as well as certain market trends which may 
impact on the price. This also shows a three-month 
analysis of supply and demand trends on the 
vehicle as well.

What makes the comprehensive report a 
particularly handy tool when the physical check 
is included, is the vehicle can be validated prior to 
any cash changing hands.

It is important to note that the VehicleFacts 
pricing does not replace the M&M trade and retail 
pricing but is a quick check to ascertain if the buyer 
and or seller are on the right track as it relates to 
current market trends.

Another benefit for dealers using 
VehicleFacts is related to the Second-Hand 
Goods Act, which came into effect in 2012. 
This requires that dealers record the microdot 
information of all used vehicles it buys and sells. 
The aim is to protect dealers and consumers by 
ensuring that the vehicle being traded has not 
been cloned or stolen.

VehicleFacts can provide participating dealers 
with a used car register that is in compliance with 
all the stipulations of the law. As with the reports 
available from the site, this would include informa-
tion such as registration, colour, make, model, 
mileage and microdot information. Training is 
provided for dealerships that wish to run this 
in-house.

VehicleFacts is part of the C2 Group of 
companies and is not linked to any retailer, so the 
services provided are aimed solely on providing 
buyers and sellers of used vehicles with reliable 
and up-to-date information that will assist them in 
making informed decisions.

Visit www.vehiclefacts.co.za to request a report 
or to find out more about the services provided. ■

VehicleFacts provides valuable 
authentication information 
and where possible, historic 
information on that vehicle.

Taking the RISk Out of Used 
Vehicle Buying, Selling and Values
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■   Johan van Zyl was born in Springs, Gauteng, 
in June 1958 and joined Toyota SA in 1993 as 
Director, Vehicle Sales and Dealer Network.

■   Prior to that he had earned a doctorate in 
Business Economics from the University of 
Potchefstroom, where he subsequently worked 
as a professor at the Post-Graduate Business 
Management School.

■   He was appointed Group Marketing Director 
of Toyota SA in March 1995 and was promoted 
to Managing Director, Vehicle Marketing 
in 1996 and Managing Director, Toyota SA 
Marketing in 1997.

■   In January 2002 he was promoted to the posi-
tion of President and Chief Operating Officer 
(COO) and in January 2003 became President 
and CEO of Toyota SA Motors.

■   In June 2009 Dr van Zyl was ap-
pointed Managing Officer of Toyota Motor 
Corporation (TMC) responsible for Africa.

■   In 2011 he was appointed Deputy Chief Officer 
of Middle East, Africa, and Latin America 
Operations Group for TMC and in April 2013 
he was appointed CEO, Africa Region, TMC.

■   In Aril 2015 Dr van Zyl was appointed 
President and CEO, Toyota Motor Europe and 

CEO, Europe Region.
■   In April 2016 he was appointed Toyota Motor 

Europe’s Executive Vice President of a newly-
created Production Business Unit, in addition 
to his previous responsibilities.

■   The Production Business Unit includes: 
strategic production planning and produc-
tion control and logistics, quality, operations 
management development, and supplier 
breakthrough engineering.

■  In April 2017 Dr van Zyl was promoted to 
Senior Managing Officer of TMC in addition 
to his previous responsibilities. ■

By RogER HougHTon

Dr Johan van Zyl, who was President and CEO of 
Toyota South Africa Motors, from 2003 to 2009, 
before taking up a series of overseas posting with 
Toyota Motor Corporation, has been honoured as 
one of 18 Eurostars for 2018 by Automotive News 
Europe. He won the award as the best European 
Operations Head.

His citation reads: “Under Johan van Zyl 
Toyota has continued its renaissance in Europe. 
Buyers have responded to a push by the company 
to make the cars more visually exciting, and Toyota 
thwarted challenges from Nissan Hyundai and Kia 
to remain the No. 1-selling Asian brand in the re-
gion. Van Zyl has helped make Toyota’s European 
business consistently profitable by boosting 
hybrids to more than half the automaker’s sales in 
Western Europe. He has also started to phase out 
diesels from most of Toyota’s European line-up.”

Automotive News Europe said:  
“The  executives who are this year’s Eurostars have 
stood out from their rivals by exceeding expecta-
tions.” It added: “Johan van Zyl has the Japanese 
automaker on the fast track because of a strong 
demand for models such as the C-HR crossover 
and Yaris small car.”

Van Zyl is currently CEO Europe Region; 
Executive Vice President, Production Business 

Unit; Toyota Motor Europe – President and CEO 
as well as being a Senior Managing Officer of 
Toyota Motor Corporation.

Johan van Zyl (60), is based in Brussels but 
maintains links with South Africa through his 
family and as chairman of Toyota SA Motors. He 
was also lauded recently for playing a pivotal role 
in setting up a mutually beneficial meeting be-
tween representatives of major SA businesses and 
the government following President Ramaphosa 
speech on plans to stimulate the economy.

The achievement of being recognised as 
a Eurostar adds Van Zyl to an impressive list 
of South African automotive executives who 
have made a success of working outside their 
home country. In addition, several international 
executives from overseas went on to senior posi-
tions with their OEMs after a spell working for 
subsidiaries in South Africa.

Among the locals who have made their mark 
internationally include: Michael Edwardes (British 
Leyland), Christoph Köpke (Mercedes-Benz, 
Daimler-Chrysler), Noel Phillips (Volkswagen), 
Vic Doolan (BMW), David Powells (Volkswagen), 
Johan de Nysschen (Audi, Infiniti, Cadillac), Greg 
Levine (Audi, McLaren), Brian Gush (Volkswagen, 

Bentley), Arno van der Merwe (Mercedes-Benz), 
Mike Whitfield (Nissan), Jacques Brent (Ford), 
Andrew Kirby (Lexus), Ryan Searle (Audi), 
Mike Glendinning (Volkswagen), Keith Butler-
Wheelhouse (Ford/General Motors/Delta, Smiths 
Group), Richard Carte (BMW/Rolls Royce), Jolyon 
Nash (Rolls Royce, McLaren), Gordon Murray 
(McLaren), Rory Byrne (Ferrari), Pieter de Waal 
(BMW Motorcycles, Zero (electric) Motorcycles), 
Craig von Essen (Ford).

Among the international postings to SA who 
went on to higher things include Ian Robertson 
(BMW), Jurgen Schrempp (Mercedes-Benz, 
Daimler-Chrysler), Bernd Pischetsrieder (BMW, 
Rover, Volkswagen), Walter Hasselkus (BMW, 
BMW Motorcycles, Rover, DAF). ■

Dr Johan van Zyl.

Toyota’s Johan van Zyl 
is a Eurostar

“The  executives who are this 
year’s Eurostars have stood out 
from their rivals by exceeding 
expectations.”

The achievement of being 
recognised as a Eurostar adds 
Van Zyl to an impressive list 
of South African automotive 
executives who have made a 
success of working outside their 
home country.

Climbing the Toyota Ladder
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“Quality, Durability and Reliability – always 
part of Toyota’s DNA–together with Hybrid and 
Toyota’s New Global Architecture (TNGA) are 
the three foundations which will underpin our 
future growth,” said South African Dr Johan van 
Zyl, who is now President and CEO of Toyota 
Motor Europe.

“These three pillars have enabled us to develop 
the more emotionally-engaging new models, 
while also keeping Toyota on track for sustainable 
growth. We forecast increases in sales, hybrid mix 
and profits in 2018 as we progress towards our 
2020 targets.

“We are not complacent though. As our 
customers’ needs change, so will our solutions. 
Toyota will progressively provide Connectivity and 
Mobility services across Europe and continue to 
deliver better mobility for all,” added Van Zyl.

Different Kind of Press Conference

Van Zyl was speaking at the recent Paris Motor 
Show but did not address the media in person as 
has been the case in the past. Toyota Europe says 
that to fully reflect the changing media com-
munications landscape, the traditional “on-stand” 
press conference was replaced by a new, digital, 
on-demand format that can be accessed either on 
stand or online, whether at the motor show itself or 
anywhere else in the world.

The digital press conference started with a 
brief introduction by Dr van Zyl, followed by an 
interactive system with modules dedicated to 
each car on display and other key messages. The 
idea is to provide more flexibility to the media 
to experience Toyota’s press conference at their 
convenience. (The presentation can be accessed on 
http://parisms.toyota-europe.com).

Different Take on Motor Show Stand

Toyota had a different take on its fairly simple stand 
at the Paris Motor Show as there is ongoing resist-
ance to the classical, static motor shows worldwide. 
Toyota is obviously taking cognisance of this trend.

The stand was used to show how Toyota is 
preparing to shift from being a pure car company 
towards being an innovative mobility provider.

This brand shift was reflected by the Paris 
Show stand, which featured three distinct areas. 
One – called Start Your Impossible – was dedicated 
to new mobility solutions and future innova-
tion. The second celebrated Toyota’s motorsport 
activities with Toyota GAZOO Racing, while the 
third area was dedicated to Toyota’s upcoming new 
models, with a clear focus on the latest, self-charg-
ing hybrid offerings. Examples on the show were 
all hybrids – Yaris, Corolla, RAV4 and Camry. ■

Van Zyl Spells Out Toyota’s 
Future View at Paris Motor Show
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A lost seabird found on the premises of Isuzu 
Motors South Africa’s Struandale vehicle 
manufacturing plant has led to the company sup-
porting the Southern African Foundation for the 
Conservation of Coastal Birds (SANCCOB) with 
an Isuzu bakkie.

The bakkie will play a critical role in the 
rescue and transportation of endangered African 
penguin chicks and adult penguins, as well as 
other seabirds, for various rehabilitation-focused 
conservation work.

Earlier this year a juvenile Cape Gannet was 
found by an employee at Isuzu. The weak and diso-
rientated bird was handed over to SANCCOB and 
after less than a month of treatment the bird was 
healthy enough to be released back to its habitat.

According to Isuzu’s Corporate 
Communications Manager, Gishma Johnson, the 
employee who initially rescued the Cape Gannet at 
the plant did not know the bird was an endangered 
species. “In chatting to the SANCCOB staff we 
realised that many seabirds are endangered due 
to pollution, especially plastics that end up in the 
ocean. As an environmentally conscious manufac-
turer with extensive waste management pro-
grammes, we were happy to support SANCCOB in 
the valuable work they do,” Johnson said.

SANCCOB Eastern Cape manager, Stacey 

Webb, said the bakkie will 
be put to good use and 
comes at just the right time 
as the existing vehicle of the 
organisation was becoming 
unreliable and expensive 
to maintain.

“The new bakkie will en-
able us to continue to rescue, 
rehabilitate and release 
seabirds, and contribute to-
wards saving the endangered 
African penguin and other 
seabirds. We are very grateful 
for the partnership with 
Isuzu,” Webb explained.

In celebration of 
International African 
Penguin Awareness Day 
earlier this month, Isuzu 
staff and their families 
assisted with the release of 
penguins and were involved 
in the International Coastal 
Clean-up Day on the Cape 
Recife coast, where they filled 
a one-ton Isuzu bakkie with 
waste found on the beach. ■

Isuzu volunteers assist with the release-of-penguins at Cape 
Recife on African Penguin Awareness Day.

Corporate Social Responsibility

A rhinoceros sculpture designed by Land Rover 
Chief Design Officer, Gerry McGovern, has helped 
Tusk, a British conservation charity set up in 1990 
to help protect African wildlife, raise over R11.5-
million in aid of endangered rhinos at auction.

Twenty-one unique 1.2m-long rhino sculp-
tures, created by a host of internationally respected 
artists and designers, where auctioned on the eve of 
the first Illegal Wildlife Trade Conference hosted 
by the UK government. The aim of the conference 
is to bring together global leaders to help eradicate 
illegal wildlife trade and better protect the world’s 
most iconic species from the threat of extinction.

The design of the Land Rover rhino used 
specialist paint techniques from Land Rover’s 
state-of-the-art manufacturing process to achieve a 
highly durable liquid metal finish. 

Said Gerry McGovern, Chief Design Officer, 
Land Rover: “I wanted to celebrate the mag-
nificence of this unique creature, so my rhino is 
covered in a chrome finish. The idea being that 

because of the highly reflective nature of chrome it 
would be seen from a long distance, consequently 
creating awareness of the plight of this animal 
in Africa.”

Inspired by the dye treatments conservation-
ists use to protect rhinos from ivory traders, the 
horn of the Land Rover sculpture has been painted 
red, highlighting the plight of this endangered 
creature. White ivory has huge value to poachers 
and one solution is to inject rhino horns with a dye, 
making them less appealing to hunters. 

Chris Thorp, Responsible Business Director, 
Jaguar Land Rover, said: “We are delighted to have 
helped Tusk raise over £600,000 at auction, all of 
which will go to supporting their vital work in 
wildlife conservation. In our long-standing part-
nership we are continuing to enable Tusk to reach 
remote territories using Land Rover’s all-terrain 
capability, making it the perfect fit for conservation 
work all around the world.” ■

Land Rover Helps Raise Millions to Save the Rhino

Isuzu Does its Bit to Save the Penguins
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Toyota South Africa Motors (TSAM) has donated 
a brand new Toyota Hilux 2.4GD-6 SRX double-
cab 4x4 to the South African National Parks 
(SANParks) in an effort to curb rhino poaching in 
South Africa.

The vehicle will assist SANParks with the 
transportation of the Meerkat, a wide-area surveil-
lance system, than can comb the bush for potential 
poachers. The system comprises a suite of radar 
and electro-optic sensors that are capable of detect-
ing human movement, which is an important 
feature when it comes to anti-poaching measures 
in the Kruger National Park.  

Speaking at the official handover ceremony, 
SANParks CFO Dumisane Dlamini said the 
vehicle donated by TSAM will enable SANParks 
to provide real-time intelligence information 
to field reaction forces. “Toyota’s involvement 
through this donation signifies a constructive 
approach in the fight against wildlife crime and is 
much appreciated.

“We also appreciate the increased cooperation 
from ordinary members of the public and from 

corporate South Africa, and this vehicle is another 
important tool to be used to support existing anti-
poaching efforts,” he commented.

It is not the first time that Toyota has donated 
a vehicle to SANParks. In December, 
Toyota donated four Toyota Avanza 
models that the Kruger National Park 
is currently using for law enforcement 
and promoting staff visibility in 
the park.

Toyota provides financial support 
to a number of environmental NGOs 
including the World Wildlife Fund 
SA, Bird Life SA and Conservation 
SA. It’s also worth mentioning that 
last year Toyota donated Hilux double 
cabs to Birdlife South Africa and 
Conservation SA.

Said Calvyn Hamman, Senior 
Vice President of TSAM: “Toyota 
South Africa is committed to contrib-
uting towards social upliftment and 
environmental initiatives. Protecting 

our wildlife heritage is close to our heart and the 
plight of rhino, as well as other endangered species, 
is a matter that requires our attention – hence our 
commitment to supporting SANParks.” ■

Corporate Social Responsibility

Following a successful launch of the sixth genera-
tion Polo and new Polo Vivo at the beginning of 
the year, Volkswagen South Africa marked the 
occasion by celebrating with its employees and 
their loved ones at the 2018 Family Day at the VW 
manufacturing plant in Uitenhage.

The highlight of the Family Day was ‘The 
Future Display’ which gave employees and their 
families a glimpse into Volkswagen’s future. Guests 
were treated to experiential displays, Volkswagen 
electric vehicles, latest technologies, 3D printer, 
robotics as well as the Volkswagen’s Sub Saharan 
Africa Mobility App, Move.

Additional focus areas were Volkswagen 
Group brands, like Audi, Bentley, Ducati, 
Lamborghini, MAN Trucks and Porsche on 
display to wow guests and special work displays 
by employees to show their loved-ones where they 
work and what they do.

uMhlobo Wenene’s Mafa Bavuma was the MC 
and the likes of 2014 South African Idols winner 
Vincent Jones, Stef the Hypnotist and Magician 
Brandon Peel provided the entertainment. Not to 
be outdone, Volkswagen employees also showcased 
their talents on the stage with dancing, DJ’ing as 
well as singing acts.

A gymkhana in association with the 
Volkswagen Driving Academy and 2017 
Volkswagen Driver Search winner Raais Asmal 
was on hand to take speed junkies on a spin in the 
ultra-fast Audi RS3, the super quick Golf R as well 
as the locally manufactured new Polo GTI.

Future Volkswagen drivers, also known as 
under 16s, were kept entertained in the Kids Zone 
with craft activations, face painting, pedal karts 
and various jumping castles.

Thomas Schaefer, Chairman and Managing 
Director of Volkswagen Group South Africa 

commented about the day’s event: “The hard work 
of the organising team produced an unbelievable 
Family Day that was enjoyed by our employees and 
their loved ones who all contributed to our success. 
I am very proud to be part of this team.

“We invested over R6 billion into upgrading of 
the Uitenhage factory, to be ready to manufacture 
the sixth generation Polo and new Vivo. There was 
also an incredible amount of work done and effort 
put in by Volkswagen employees in order for us to 
achieve our goal of exporting the new Polo to our 
international customers in key markets like Britain 
and Japan, amongst others. Through the Family 
Day, we wanted to express our gratitude to our 
employees, as well, as their loved-ones, who made 
this possible,” Schaefer concluded.

Interesting Facts about the 2018 
Volkswagen Family Day

 ■ 16 800 meals were served
 ■ 1km of bunting was put up
 ■ 5km of cable was used
 ■ 18 employees performed acts on the day
 ■ Over 450 staff were on duty
 ■ 927m of ground was covered in tents/ 
marquee. ■

VW Celebrates with Employees and Family

Hilux Donated to Help Curb Rhino Poaching

SANParks CFO Dumisane Dlamini (left) accepted the 
Hilux from Calvyn Hamman, Senior Vice President 
of TSAM.
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Volkswagen won five of the 11 categories in the 2018 Gumtree Auto 
Pre-Owned Awards announced recently, while Toyota, Mazda and 
Audi also enjoyed strong showings with two wins each.

The awards, now in their second year, are unique in South Africa 
in their recognition of vehicles which deliver resale value, quality, 
durability, overall performance and economy for pre-owned buy-
ers. Only 2016 models with at least six months of depreciation data 
were considered and five finalists in each of the 11 categories were 
extensively judged by an expert panel.

Volkswagen dominated the hatchback and sedan categories up to 
R300 000, winning the Budget City Car category with the Take Up!, 
the Light Hatchback category with the Polo Vivo, the Medium Sedan 
category with the Jetta, and the Medium Hatchback category with the 
Golf 1.4TSI.

Volkswagen’s fifth winner was the Golf R, which shared top spot 
in Performance Car under R615 000 with the Audi S3-S-Tronic. This 
was the closest contested category with the third-placed BMW 240i a 
mere 10 points adrift of the joint winners.

Audi scored its second triumph in the Medium-sized Luxury 
Sedan under R550 000 category with the A4 2.0TDI S-Tronic which 
narrowly beat the BMW 330D.

As expected, Toyota dominated in the SUV categories. The Fortuner 
was the top SUV under R505 000 and the Hilux walked off with the 
silverware in the category for 4×2 Double Cabs under R460 000.  

Mazda’s CX3 won the Cross-overs under R325 000 in convincing 
fashion in the only category with a unanimous winner among all 11 
judges. Mazda also took the SUVs under R330 000 category with the 
CX5 2.0 Active model.

Jaguar came out tops in the Luxury SUVs under R700 000 
category with the F-Pace.

Interestingly, three of the 2018 winners – the Volkswagen Golf 
1.4TSI Trendline, the Volkswagen Golf R and the Mazda CX3 2.0 
Individual – also won in 2017.

According to Jeff Osborne, Head of Automotive at Gumtree, the 
judges had done an outstanding job: “These awards are going from 
strength to strength as an important guide for buyers in the market-
place. Twice as many pre-owned vehicles are bought every year in SA 
than new ones and this is a key way that Gumtree can help everyone 
navigate that process,” he commented.

The members of the 2018 Gumtree Auto Pre-Owned Awards 
judging panel were: Adam Ford (Ignition TV/Buyers’ Guide), Alan 
Rosenmeyer (Motormatters), Charl Wilken (Wilken Communication 
Management), Lerato Matebese (Business Day Motor News), 
Liana Reiners (AutoLive), Mabuyane Kekana (Kaya FM and Metro 
FM), Matthew Kanniah (Blogger), Michele Lupini (Bakkie and 
Car), Roger McCleery (Radio Today), Sean Nurse (AutoDealer) and 
Zerildi Pieterse (Daily Sun). ■

Winners of the 2018 Gumtree Auto 
Pre-Owned Awards Announced

Jeff Osborne, Head of Automotive at Gumtree (far left) and Claire 
Cobbledick, General Manager of Gumtree South Africa (far right), with 
the winners.

Only 2016 models with at least six months of 
depreciation data were considered and five 
finalists in each of the 11 categories were 
extensively judged by an expert panel.
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We Drive

By STuART JoHnSTon

The Volkswagen Arteon is probably the most beau-
tiful car that Volkswagen has ever produced. That’s 
quite a statement, but, then again, the Arteon itself 
is one heck of a statement from a company that has 
prided itself in in its conservatively-styled offerings 
over the past 80 years.

Integral to the Arteon’s drama is its ultra long 
wheelbase, short nose and tail overhangs, and 
its clamshell bonnet that that leads seamlessly 
into the composite grille and headlight design, 
giving it a sense of drama that has you walking 
around the car and re-hinging your jaw in the 
“closed” position.

Living with the Arteon a few months after the 
launch (it was in May this year) reaffirmed just 
what an impression the car makes on colleagues, 
neighbours and casual by-standers. Very few 
people can believe it is a “mere” Volkswagen, and 
in this sense it has upstaged its stablemate Audi, 
which previously had a lock on producing cutting-
edge sedan designs.

Yes, the Arteon is very much a sedan, and a 
sleek one at that, with no pretensions to being any 
type of cross-over into the SUV market. That is 
its strength, as well as its weakness in this market, 
which remains SUV-obsessed at this price level of 
R500 000 to R800 000.

It is somewhat of a surprise to learn that such a 
dramatic machine is only offered in four-cylinder 
form. You can order the TDI model with a 130 kW 
four-cylinder diesel, or if you have the loot, the 
stunning 4Motion (all-wheel-drive) TSi, which 
employs a 206 kW version of VW’s direct injection 
two-litre motor to propel this sedan to extremely 
sporty levels of performance.

Who would have thought that a mere four-
cylinder model in a car with such presence would be 
able to accelerate to 100 km/h in 5,6 seconds! Or on 
to an effortlessly-achieved top speed of 250 km/h?

Those are performance levels you would 
acquaint more closely to a Golf R, and indeed the 
engine is identical to that used in the top VW 
Performance hatch. What you don’t expect either, 
until you’ve sampled the car in extreme corner-
ing situations, is just how well this large sedan 
handles. It turns into corners like a thoroughbred, 
and thanks to 4MOTION all-wheel-drive it has 
tenacious amounts of grip in both tight bends and 
fast sweepers.

For more relaxed driving, you appreciate the 
effortlessness of the up-shifts on the seven-speed 
DSG gearbox (dual clutch technology is one of 
VW’s fortes) and its svelte interior with a clean 
digital theme that interfaces well with all your 
connectivity requirements. I particularly enjoy the 
digitally-variable display options on the dashboard, 
where you can tailor the displays according to 

your tastes and information need. The graphics are 
extremely tasteful.

Whenever we sample one of the top sedans 
still being produced, such as the Mercedes-Benz 
C63 or the BMW 5 Series, we are reminded 
once again that it is a pity in many ways that the 
motoring world has become increasingly obsessed 
with large hulking SUVs. Cars as well-conceived 
as this one remind you of the pleasure you receive 
in handling them, thanks to their precision, and, 
yes, their presence and style. Not to mention the 
fact that they are so easy t park! In fact, the only 
real reason for buying an SUV is that everyone else 
seems to drive one, and if you want to see what’s up 
ahead in the traffic, you’d better be in an SUV too!

So, thank you VW, for producing the Arteon, 
one of the great cars launched in 2018. It is well 
priced at R699 900 for the model tested, the 2.0 
TSi 4Motion R-Line. That also gets you a five-
year/90 000 km maintenance plan and a three-
year/120 000 km warranty. ■

By STuART JoHnSTon

The new Hyundai Kona, a small(ish) cross-over, 
was designed at Hyundai’s California design 
studio. And after viewing the new car, it’s rather 
eccentric styling seems to make bit more sense, 
given Californian culture’s penchant for finding 
alternative approaches for just about every aspect 
of life.

The frontal treatment is dominated by the fact 
that the LED daytime running lights are given 
their own, slit-eyed spot high on the fenders, while 
the main projector laps are mounted separately, in 
a cluster surrounded by typical black GRP cladding 
that protects fender arches.

There are, in fact a third set of driving lights 
mounted in the grille, and the whole effect man-
ages to look interesting without being silly. It seems 
that the side cladding protecting the wheel-arches 
have taken their cue from Hyundai’s WRC rally 

cars, being bold with a pronounced squared-off 
upper line. The whole effect is of a car that looks 
quite tough and funky, if a bit fussy.

Practicality has prevailed in the luggage area, 
where the Kona offers up 361 litres of luggage 
space, while life-style conformity is assured by the 
infotainment system’s compatibility with modern 
smart phones, enabling you navigate the entire 
earth or listen to 6-million of your favourite songs 
via Google Play.

Engine-wise the Konda comes with a three-
cylinder, one-litre turbo-petrol motor (88kW) 

or a two-litre normally-aspirated four-cylinder 
(110 kW). The one-litre gets a six-speed manual, 
while the two-litre employs a six-speed auto-
matic, although a manual can be ordered in this 
version too.

Power is adequate, rather than remarkable in 
either variant, although good fuel consumption 
figures are claimed – 6,8 litres/100 km for the 
one-litre, and 7,2 litres/100km for the two-litre. 
These figures were “real-life tests” conducted by 
Hyundai’s own staffers in Gauteng, and on the 
launch drive we achieved figures very close to 
the claims!

Pricing is R379 900 for the Kona 1.0 T-GDI 
Executive Manual and R399 900 for the Kona 2.0 
NU Executive Automatic. These prices include 
a 7-year/200 000 km manufacturers’ warranty 
(comprising the 5-year/150 000 km warranty 
with a 2-year/50 000 km drivetrain warranty), a 
5-year/90 000 km service plan, and 5-year/150 000 
km roadside assistance. ■

Volkswagen Arteon has Jaw-dropping Presence

New Californian-Inspired Hyundai Cross-Over
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South Africa’s Engine Remanufacturers’ 
Association (ERA), a constituent association 
of the Retail Motor Industry (RMI), has been 
instrumental in the relaunch and leadership of 
WERC (the World Engine Remanufacturers’ 
Council). WERC was initially formed in London 
during 2007, but lost momentum over the years 
until the various country bodies re-established 
contact at this year’s Automechanika Frankfurt 
motoring exhibition.

In a meeting held in September, representa-
tives from over 12 countries revived WERC.

“The re-establishment of WERC is signifi-
cant,” said ERA National Executive Committee 
Chairman, Frank Mac Nicol, “as it allows our 
industry to share global best practices and give the 
Engine Remanufacturer Trade Sector a unified 
voice in trade and industry matters. The purpose of 
WERC is to create a world alliance of independent 
engine rebuilders in search of excellence in their 
work, better profitability and greater awareness of 
the new trends that disruptive technology is bring-
ing into the engine rebuilding business.”

South Africa is represented strongly on 
WERC, with  Mac Nicol being elected as chair-
man and two other ERA delegates – Thys Van 

Eck (ERA Western Cape Committee Member) 
and Attie Serfontein (RMI REMAN Cluster ERA 
SADFIA ACRA: Director) – also appointed to 
serve on the committee.

The new grouping is a more manageable group 
of countries than its forebear and is currently made 
up of South Africa, Europe, the USA and Canada, 
Brazil, Argentina, Colombia, Ecuador, Mexico, 
Chile, Guatemala, Australia and New Zealand. 
There are plans to invite other countries such as 
China, Russia and Panama in the future.

Added Mac Nicol: “WERC will be of great 
benefit to all member countries involved by 
building better international relations and by 
stimulating collaboration. At ERA, for instance, we 
will enjoy improved upskilling, while also lending 
a hand in assisting other countries overcome their 
industry issues.”

According to Jakkie Olivier, CEO of RMI, 
this is great news for engine rebuilders around 
the world and the organisation fully supports the 
newly-established WERC. “Only through col-
laboration and communication can we fully grow 
our industry. Knowledge sharing is paramount 
and this body has opened the door to ensure this 
happens across countries.”

Among the issues that WERC intends to 
address are:

 ■ Exchange of information among members 
regarding specs and hard-to-find parts;

 ■ Establishing links for common purchase of 
parts and equipment at discounted prices;

 ■ Research on new technologies: including 
hybrid, gas and electric conversions, as well 
as disruptive technologies;

 ■ Establishing agreements regarding on-site 
training opportunities in Europe and the 
US; and

 ■ Supporting world conferences during 
relevant events. ■

WERC Creates a World Alliance  
for Engine Rebuilders

ERA National Executive Committee 
Chairman, Frank Mac Nicol.

According to the latest figures from the Quarterly 
Employment Statistics (QES) survey, released 
by Statistics South Africa, South Africa has seen 
a decrease in the number of jobs being created. 
However, a survey commissioned by the ROSE 
Foundation (Recycling Oil Saves the Environment) 
shows that a significant number of jobs have been 
created through the recycling of used oil. The 
results indicate that approximately 1 300 staff 
– ranging from drivers, labourers and administra-
tors, to operators and managers – are employed in 
the sector.

Data from 84 licensed collectors, 11 licensed 
processors and 13 licensed bulking points was 
included in the study. This was then used as a 
basis to estimate the total employment contribu-
tion for the collection and processing of an 
estimated 120 million litres per annum of used oil 
in South Africa.

Demographically, the employment profile is 
predominantly male (85%) and African (64%). 
In larger operations, the top management is 
mostly African (37%) or white (34%). In smaller 

businesses, the sole operators are 41% African, 41% 
white, 12% Indian and 6% coloured.

The majority of collectors and processors are 
situated in Gauteng, where the biggest volumes 
are collected. Nearly 50% of the oil is collected in 
Gauteng. The bigger collectors (600kl/pa or more) 
collect 75% of the used oil identified in the study.

The study results show the used oil industry as 
a highly competitive business, with most collectors 
saying that the biggest challenges they faced were 
fierce competition and pricing, which in turn 
affected their profit margins and sustainability. 
Despite this they continue to operate and many 
of the part-time collectors show entrepreneurial 

flair in combining used oil collection with other 
services such as selling automatic lube systems, 
fire suppression, garage equipment and hydraulics, 
hazardous waste removal, scrap metal collection, 
cleaning wash bays and collection and processing 
of plastic oil bottles and used oil filters.

“This is a recycling success story. The used 
oil industry is a sustainable sector that not only 
employs many people but also effectively supports 
their dependents,” commented ROSE Foundation 
CEO, Bubele Nyiba.

“Recycling can only work if it is economically 
sustainable and the ROSE foundation’s challenge 
is to ensure the environmental imperative is 
supported by an effective recycling business model 
– we offer support in the form of training, audits, 
equipment and incentives, and we work with 
all the lubricants industry stakeholders towards 
continuously increasing recycling volumes.”

For more information and to find out about 
registered collectors and processors contact the 
ROSE Foundation on (021) 448 7492 or visit  
www.rosefoundation.org.za. ■

Used Oil Industry Promotes Job Creation
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Working Wheels

The NEW CHANGAN Minivan STAR III

Visit changansa.co.za today

> �1�Ton�Payload�/�72�kW
> �Available�in�2�or�5 Seater
> 3�Year�/�100�000�Km�Warranty
*  ALSO AVAILABLE IN SINGLE CAB + 

DOUBLE CAB

will take your business further

Volvo Group Southern Africa has invested R1.9 
million in the advanced development and training 
of 20 unemployed commercial vehicle drivers.

In 2017, AB Volvo Group decided to donate 
funds on behalf of its employees to various markets 
around the world to assist in resolving the different 
challenges faced in local markets and to drive 
prosperity in these communities. Sixteen projects 
were selected by a committee of employee repre-
sentatives from AB Volvo Board, members of the 
Executive Board and Martin Lundstedt, President 
and CEO of the Volvo Group.

The newly-established Volvo Group Driver 
Learnership programme in South Africa is 
the direct result of this initiative. Locally, this 
programme is supported by Volvo Group brands 
Volvo Trucks and UD Trucks, with product-specif-
ic training provided by the brands’ highly-skilled 
driver trainers.

“We are very proud to be able to make a 
tangible contribution to the development of 
local transport industry. With an acute need 
for qualified and skilled drivers, we believe this 
programme will start to address this industry-wide 
problem in a very practical yet impactful way,” said 
Marcus Hörberg, vice-president of Volvo Group 
Southern Africa.

“Transport is key to economic growth in this 
region, and if we are able to upskill and empower 
commercial vehicle drivers, it will help drive 
development, prosperity and growth.”

The first intake of drivers started their learner-
ship in July 2018, and after they have completed the 
12-month learnership in June 2019, will graduate 
with a National Certificate in Professional Driving 
from the Commercial Transport Academy (CTA) 
in Bredell.

The qualification, which is approved by the 
Transport Education Training Authority is based 
on both theoretical and practical modules.

“Learnerships are not new, however it is in 
the alignment of new knowledge learnt and its 
application in the workplace that differentiates this 
programme,” said Nicci Scott, founder of CTA. 
“We purposefully select unit standards that speak 
to stakeholder management, be it the customer, the 
employer or the driver’s role in acting responsibly, 
with safety as the key focus. Additionally, we 
ensure that via our strategic partnership with 
Trucklogix, our learners spend a minimum of 
400 hours driving over four seasons and across 
nine provinces.”

Hörberg said that the aim of the programme 
is to enhance the capacity of professional drivers, 
and to ultimately enable them to contribute to their 
future employers’ fleet productivity, safety, profit-
ability and efficiency. He added that this driver 
learnership programme is a long-term programme 
for the company.

“Once the first group has graduated, we 
will be looking to specifically enrol and develop 
more women drivers – a demographic group we 
believe has great potential to positively impact the 
industry, and society at large, as truck and bus 
operators,” Hörberg concluded. ■

Marcus Hörberg, vice-president of Volvo Group Southern Africa (left) and 
Gert Swanepoel, MD of UD Trucks Southern Africa (right) with the learners and trainers of 
the newly-established Volvo Group Driver Learnership programme.

Volvo Group Invests in Driver 
Learnership Programme
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Working Wheels

Hino South Africa has 
been a consistently strong 
performer in the quarterly 
Scott Byers Comparative 
Customer Satisfaction 
Monitor (CCSM), but in 
the third quarter of 2018 
it has surpassed its previ-
ous best performance and 
set a new benchmark for 

the highest overall score in the combined category, 
which adds scores in sales, service, and parts.

Hino achieved an overall score of 99.25%, with 
scores of 99.23% for sales, 99.36% for service and 
99.17% for parts. These were the highest scores in 
all categories, taking Hino back to No. 1 in the 
overall, sales and parts rankings, while it retained 
top spot in the service rating. Importantly Hino 
did not get any feedback from fleet owners who 
said they were dissatisfied.

Scott Byers has been conducting these 
independent, quarterly customer experience 

interviews with fleet operators continuously since 
1986. The results are used as key indicators by the 
local transport industry in terms of the service 
provided by manufacturers and importers of 
trucks to their customers in terms of the sales and 
after-sales experiences.

“It is gratifying to see the manner in which we 
have been able to move back into the top position 
in all categories of this fleet owner survey while 
also setting a new benchmark in terms of our 
overall score,” commented Ernie Trautmann, the 
Vice President of Hino South Africa.

The Scott Byers survey uses a four-point rating 
over three categories when fleet operators are in-
terviewed. The combined scores are then separated 
on three breakpoints. Over 90% means customers 
are, on average, six times more likely to do more 
business with you. Scores between 80%-90% mean 
customers are, on average, open to other suppliers’ 
advances. A combined score below 80% means that 
customers are looking for a new supplier.

The Scott Byers researchers set 95% as a 

bench mark as this indicates a company’s systems 
and programmes related to the customer experi-
ence and implemented and have traction with the 
customers. Generally, the local truck makers and 
distributors are faring pretty well as the industry 
average in all cases is close to the 95% benchmark. 
In the most recent survey the industry averages 
were: 95.27% for sales, 92.97% for service, 93.85% 
for parts and 94.03% for the overall ratings.

“Our strong results are due to a concerted 
effort by our team at head office, our dealers and 
our parent company in Japan in continuing to 
enhance the customer experience in all aspects of 
their interface with Hino,” said Trautmann.

“This ongoing success is also a direct outflow 
of the global Hino Total Support strategy which 
is driven by Hino Motors Japan. This is a strong 
relationship-building process between Hino 
Motors’ and its international distributors and sup-
pliers, which then flows through to local dealership 
networks, local suppliers and ultimately benefits 
our customers,” he concluded. ■

Hino Sets New Benchmark in Comparative Customer Satisfaction Survey

Ernie Trautmann, 
Vice President of 
Hino South Africa

The South African commercial vehicle market 
continues to defy economic trends by increasing 
overall sales by 2.3% year-on-year at the end of the 
third quarter in September.

According to the latest results released 
by the National Association of Automobile 
Manufacturers of South Africa (NAAMSA), 
Associated Motor Holdings (AMH) and 
Amalgamated Automobile Distributors (AAD), 
a total of 19 939 new trucks and buses have so far 
been retailed this year.

“The initial growth seen in the Extra Heavy 
segment has now started to filter down to the 
Heavy and Medium Commercial Vehicle seg-
ments,” commented Gert Swanepoel, managing 
director of UD Trucks Southern Africa. “More 

specifically, sales to operators in the distribution 
industry, including long-haul, are driving growth, 
while demand from the mining, agricultural and 
construction industries have declined.”

Sales in the MCV segment are slightly down 
by 2.3% so far this year, for a year-to-date total of 5 
730 units. HCVs are up 1.7% year-on-year to 4 039 
units, while the EHCV segment increased by 5.9% 
to 9 391 new vehicle sales so far this year. Bus sales 
have declined by 1.9% to 779 units.

“The sharp increase in diesel prices is a 
source of great concern to the transport industry,” 
Swanepoel added. “As a manufacturer we have 
for several years now put cost of ownership as our 
central focus, assisting customers to keep fuel 
expenses low through measures such as driver 

training, advanced engine technology, fuel coach-
ing through telematics.”

Swanepoel also said that it was encouraging to 
see that government and the automotive industry 
are currently formulating a roadmap to implement 
stricter emission regulations.

“Customers are looking towards more 
environmentally friendly transport solutions, and 
even though we as truck manufacturers can offer 
these technologies, local infrastructure needs to 
adjust to support it at this stage. With government 
and industry stakeholders taking hands to come up 
with workable solutions for the region, we believe 
the future of smart modern technology is here,” 
Swanepoel concluded. ■

Commercial Vehicle Market Bucks Recession
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Dealerships remain at the heart of the motor 
retail operating model, despite significant 
changes in the automotive landscape, driven 
by digital technology, OEMs, and the overall 
economic environment in a country. This is 
according to Sewells-MSX International, a leading 
global business-process outsourcing company 
specialising in the automotive industry, which is 
represented in South Africa.

Customers rely on dealers to help them weigh 
their options when looking to buy a new vehicle, 
provide test drives, for fulfilment in the ownership 
experience and for quality of vehicle servicing. 
However, to remain profitable and competitive in 
the long term, Sewells-MSX International believes 
dealers need to rethink their current business 
model. This will require a radical shift in mindset 
for many traditional dealerships.

The organisation says that recent data shows 
that while the number of car dealerships in China 
has more than doubled in the past five years, the 
number of dealers in established markets like the 
United States and Europe has fallen by 15%.

Retail automotive dealers should be striv-
ing to achieve 2 or 3 times the cost of funds as a 
minimum return on their operating investment, 
according to another article in Benchmarker.

For the most part, dealers around the world 
are engaged in business as independent franchise 
investors. Profitable dealers tend to focus their 
efforts on looking after customers and employees, 
while at the same time gearing themselves up to 
invest in any worthwhile opportunities that the 
business landscape may present.

Unprofitable dealers, by contrast, represent 
a major risk to everyone. As their profits spiral 
downward so does their loyalty to the brand. 
They stop following processes, stop investing in 
infrastructure and employees, and become unable 
to address.

According to Sewells-MSX International there 
are four key drivers of dealer profitability which 
serve as signposts for healthy returns. These drivers 
are: an intelligent business mix, disciplined invest-
ment, healthy sales activity to investment ratio and 
increased staff productivity.

Intelligent business mix: Dealers need 
to rethink their current business mix, acting to 
proactively shift the balance of their operations 
to capitalise on the larger margins resulting from 
parts and service. A tell-tale sign of a healthy mix 

would be an overall gross profit to sales percentage 
between 15-18%.

Disciplined investment: In the short 
term, forward thinking dealers should be seeking 
to retain around 20% of their gross profit. This 
is not easy and will require discipline and a 
concerted drive to off-set expenses with produc-
tive sales efforts. They should also be looking to 
invest in new facilities, technologies, and staff 
training to make the shift from pure bricks-
and-mortar to a 360-degree omni-channel, 
customer-centric environment.

Healthy sales activity to investment 
ratio: To remain profitable and to grow their busi-
ness, dealers must actively monitor the relationship 
between their operating investment and their 
annual turnover. The goal should be to generate six 
to eight turns per annum.

Increased staff productivity: Personnel 
costs remain one of the largest expenses faced 
by dealers. Ensuring that the investment in 
manpower pays off is critical to the profit-
ability of a dealership. A recent Sewells-MSX 
International benchmarking analysis of mature 
market dealerships found that profitable dealers 
produced monthly gross profit per employee of 
over R150 000. ■

Dealer Profitability: Rethink Needed

The motor industry is underinsured, believes Ian 
Labram, Executive: Underwriting at Guardrisk 
Insurance Company Limited. “Traditionally this 
market is underinsured, choosing to focus on basic 
traditional insurances such as buildings and vehi-
cles, neglecting the sometimes more volatile issues 
such as legal liabilities, defective workmanship, 
business interruption, fidelity and so on. Building 
and contents are also grossly underinsured, leading 
to the principle of average being applied,” he said.

Jakkie Olivier, CEO of the Retail Motor 
Industry Organisation (RMI) believes the chal-
lenge lies in members of the motor industry as 
well as brokers not being fully conversant with the 
importance of bespoke insurance products that 
are tailor-made for a specific sector of the industry, 
that cover all aspects of a business’s risks. “There 
is also the continuing challenge of the cost of 
adequate insurance versus what the business can 
afford,” he explained.

Labram pointed out that where the average 
principle is being applied to insurance, its highly 
likely that in the event of an incident only a per-
centage of the claim will be paid, which can result 
in potential catastrophic losses that the business 

won’t recover from. Olivier confirmed this, saying 
there have been cases where service providers have 
had to close their doors following an incident. 
“We have nearly 8 000 members in the RMI and 
we are constantly highlighting the importance of 
adequate insurance. We even have a tailor-made 
product for the retail motor industry called 
RMI4Sure, which is available to members and 
non-members. While insurance is often seen as a 
grudge purchase it is a necessity for any business in 
the motor industry,” he said.

So, what does this means for motorists and 
fleet owners? According to Olivier supporting a 
service provider that is adequately insured will 
encourage a culture of being properly insured in 
the industry. “You can also rest assured that you 
have put your vehicle into the capable hands of a 
professional that, should an incident happen, will 
be properly insured to deal with it.”

Generally, an insurance company will have 
agreements with their approved providers thus 
the insurer can control and influence quality and 
service standards. “It makes sense to only use 
insured service providers. While it’s not common 
to see insurance details splashed around a business 

premises, if you are concerned you should ask 
about the vendors liability and defective workman-
ship insurance limits,” Labram added.

He advised companies to apply proactive risk 
management techniques within their business to 
mitigate risks within the South African landscape 
especially focusing on theft and driver controls.

According to Olivier the only way to improve 
the current situation is for businesses in the sector 
to seek out sound advice. “Speak to more than one 
insurer who has experience in the sector. Do your 
homework and factor the cost of insurance into 
your business model. You don’t want to be caught 
underinsured and out of pocket should an incident 
occur,” he concluded. ■

Is Your Business Underinsured?

P
ho

to
: F

re
ep

ik

http://www.autolive.co.za


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

By RogER HougHTon

Connectivity, charging robots, artificial intel-
ligence and electric vehicles transformed the 
Frankfurt Festhalle on the Messe Frankfurt site in 
Germany, into a hotspot for future trends during 
the 25th Automechanika trade fair for the automo-
tive aftermarket, which took place recently.

Many companies showcased innovative 
products and solutions here, while there were 
ongoing presentations and panel discussions under 
the banner of the Automechanika Academy that 
provided plenty of things to consider.

One of the big questions this year is: What 
do workshops require to be ready when repairing 
vehicles in the future?

It was therefore disappointing to see so few ve-
hicle manufacturers participating under their own 
banners despite 2018 marking the most successful 
Automechanika yet, with a record 5 000+ exhibi-
tors, and the industry in a major state of change. 
Years ago, Mercedes-Benz, BMW, Volkswagen, and 
Audi had huge displays at Automechanika but this 
year only Porsche, Lamborghini, Toyota, BMW, 
and Peugeot-Citroën were represented directly.

Interestingly, Porsche, as a company that 
embraces change, was participating in this major 
aftermarket trade fair for the first time. The 
imposing Porsche display and its team focussed 
on three aspects: smart diagnosis using aug-
mented reality to provide quick repair solutions, 
demonstrating a document detailing wiring and 
electronic components specific to the car being 
worked on, so as to simplify and speed up fault-
finding, and two charging systems for electrified 
cars, one a high speed charger and the other a 
robotic arm that autonomously connects a car to 
the power supply.

Lamborghini made a presentation on all 
aspects of repairing accident-damaged. carbon 
fibre, while Toyota and BMW had representatives 
taking part in the presentations and discussion 
groups on the future of mobility.

There were many prototype or production 
electric vehicles on show, including a neat electric 
motorcycle from Taiwan and an e-cart which was a 
university project that accelerated from 0-100km/h 
in 2.6 seconds.

The discussions on Future Mobility on the 
Automechanika Academy stage were feisty, with 
many of the speakers having conflicting views. 
Among the opinions raised were that the First 

World was generally cautious and slow to respond 
in its approach to the new automotive landscape, 
while countries such as China were quick to adopt 
new technologies, such as being able to change a 
city’s bus fleet from internal combustion engines to 
electric power in a year.

Klaus Oosterling, the Head of Traffic in 
Frankfurt, explained how difficult it is to cater 
for increasing traffic volumes in established large 
cities, especially when the number of bicycles 
being used for personal transport is expected to 
double in the next five years to make up 25% of 
traffic. These riders, together with pedestrians, 

need to be protected as vehicular traffic gets 
more congested.

Operating electric buses and trams, to-
gether with encouraging more use is made of the 
underground are among Oosterling’s plans for the 
future. (More than 60 000 cars powered by older-
generation diesel engines are set to be banned from 
Frankfurt streets next year).

The displays and activities in the Festhalle 
underlined the fact that the adoption of new 
technologies and new attitudes to personal mobil-
ity have certainly got the think-tanks running at 
high speed. ■

Peugeot was an early adopter of electric 
motive power, having made this strange-
looking VLV model in 1943 while the 
country was engaged in World War II. It 
had 8x12 volt batteries and a 1.3 hp motor. 
Range was about 80 km and top speed 
30 km/h. This car was displayed in the 
future technology hall  at Automechanika 
Frankfurt recently, to underline the fact that 
electricity has been used to power cars 
for many decades.

New Repair Technologies on Show

Electric vehicles are very much the 
coming thing in the global motor industry, 
but they have been around virtually since 
the invention of the car. This 1918 Detroit 
Electric Brougham 60 was exhibited 
among all the latest high-tech products at 
Automechanika Frankfurt recently. It had 
a 92-volt battery and 5 hp motor, giving it 
a range of about 130 km and a top speed 
of 40 km/h. Even Henry Ford’s wife owned 
an electric Detroit coupe for private use.

Porsche took part in Automechanika Frankfurt for the first time and used the opportunity 
to showcase its latest technology linked to the arrival of full electric and hybrid models in 
the model range of this premium sports car maker.
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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

The Batteries & Electric Vehicles Conference 2018 
is taking place in Nelson Mandela Bay on 29 and 
30 October. With a global thought leadership 
focus on electric vehicles and the infrastructure 
and industry surrounding the growing market for 
e-mobility, the conference has a list of 21 local and 
international speakers.

The keynote speakers for the conference 
are Mr Shmuel De-Leon (Shmuel De-Leon 
Energy) and Ms Christina Bu (Secretary General, 
Norwegian EV Association). De-Leon will speak 

on “The Lithium-ion battery Market 2018” with Bu 
covering “The Norwegian Electric Vehicle Success”.

The two-day conference will create an 
enabling environment for information sharing 
and networking with contacts around the world, 
for delegates working in the battery and electric 
vehicle environment.

Additional information is available at: 
www.uYilo.org.za. Alternatively, contact Hiten 
Parmar on 072 370 7969 or via e-mail to:  
hiten.parmar@mandela.ac.za ■

Batteries and Electric Vehicles Conference 2018

As South Africa’s premier motorsport and 
motoring lifestyle event, the 2019 Jaguar Simola 
Hillclimb is scheduled to roar into life from 2 
to 5 May, marking the 10th edition of this truly 
exceptional automotive extravaganza.

Quite simply, there’s no other event on the 
calendar that attracts such a vast and diverse 
range of iconic cars and legendary drivers from 
all eras competing for glory on the challenging 
1.9 km Simola Hill course – thus making it the 
must-attend event of the year for enthusiasts and 
competitors alike.

Ticket sales to the public commenced at the 
end of September and the online ticketing process, 
available on www.jaguarsimolahillclimb.com, has 
been refined. Spectators first purchase a General 
Entry or VIP Entry ticket. Once the initial ticket 
type has been selected, they will then be able 
to buy ticket upgrades, including Pit Access 
and Turn 2 Grandstand Seating, as well as Pit 
Priority Parking.

The exclusive VIP 
Hospitality packages, which 
include event and pit entry, 
as well as access to the Le 
Mans VIP Lounge, Piston 
Club or a Corporate Box in 
the VIP Village, are always 
in high demand and sell out 
quickly – so those interested 
in the ultimate Hillclimb 
experience are advised to 
secure their tickets early.

When it comes to the 
thrilling Hillclimb action, 
the organisers have made 
several changes to further spice up the competi-
tion. While the format for the popular Classic Car 
Friday remains unchanged, the King of the Hill 
classes have been expanded and revised.

Due to its popularity, the Jaguar Simola 
Hillclimb remains an invitational event. Online 

registrations opened on 1 October 2018 for com-
petitors hoping to participate in next year’s event, 
and close on 31 January 2019.

For more information on the event visit:  
www.jaguarsimolahillclimb.com ■

Build-up Begins for 10th Jaguar Simola Hillclimb
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