
Issue No. 117 | 31 January 2019www.autolive.co.za

15 800
SUBSCRIBERS

OVER

South Africa’s new vehicle sales are set to decline 
1.0% in 2019, according to WesBank, the country’s 
leading vehicle finance provider. WesBank CEO 
Chris de Kock delivered the bank’s view of the 
market and its annual sales prediction at the 2019 
Cars.co.za Consumer Awards recently.

“It is comforting to know that we were very 
close with our 2018 forecast, despite a tough 
year. Our prediction for total new vehicle sales 
was just 1.7% lower than the market’s actual 
performance,” said De Kock. “Looking at the 
2018 performance, we know it was the result of 

a sharp sales decline in the passenger seg-
ment. This was starkly evident in the dealer 
channel, where the majority of buying activity 
takes place.”
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South African consumers have 
become prudent with their personal 
financial planning, thanks to erratic 
fuel prices and high inflation – both 
dictated by the exchange rate. This 
is evident in buying patterns, with 
data showing consumers either 
delaying purchases or buying 
downwards, moving out of the 
premium market and into the 
mainstream segments.

With a remit to target inflation 
rates, the Reserve Bank has re-
sponded by slowly increasing interest 
rates which has put further pressure 
on household budgets. WesBank 
anticipates further minor increases 
in the medium term, a factor that 
will influence both consumer and 
business confidence.

This year, hope for the motor 
industry comes in the form of more 

lenient visa rules for tourists. This is 
expected to boost travel and tourism, 
which will be welcome news for the 
rental market. Alleviated drought 
conditions in Cape Town are also 
likely to have a positive impact 
on this market, especially with an 
anticipated increase in domestic 
business travel. Despite this, 
WesBank predicts that overall sales 
of passenger vehicles will decline 
1.5% in 2019.

Motor manufacturers are under 
pressure around the world, with a 
global decline expected. Locally, 
dealers and manufacturers will 
no longer be able to offer lucrative 
marketing incentives to aid sales. In 
the short term this will likely result 
in sales remaining flat.

Politics are also anticipated 
to play a role in the performance 
of vehicle sales, as tenders for fleet 
contracts are put on hold in the run-
up to the 2019 national elections, 
in May. Business should resume to 
normal levels in the second half of 

the year, as the government focuses 
on its service delivery efforts.

Given the above, WesBank 
forecasts growth of 0.3% for light 
commercial vehicle sales and 1.7% 
for medium commercial vehicle 
sales. Heavy commercial vehicle sales 
are predicted to decline 4.4% in 2019.

“With little in the way of 
economic stimulation on the horizon 
and a slump in the global economy, 
a one per cent decline in year-on-
year sales is our forecast for 2019. 
We remain optimistic; however, it 
is challenging to predict which way 
the tide will turn following the elec-
tions,” concluded De Kock. ■
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MONTHLY SALES STATISTICS

A four-page detailed vehicle sales analysis for the 2018 year along with the monthly vehicle 
sales analysis is now available at www.autolive.co.za.

CLICK HERE to access monthly sales CLICK HERE to access 2018 sales
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Data shows consumers 
either delaying 
purchases or buying 
downwards, moving out 
of the premium market.

WesBank forecasts 
growth of 0.3% for light 
commercial vehicle 
sales and 1.7% for 
medium commercial 
vehicle sales.

http://www.autolive.co.za
mailto:liana%40autolive.co.za?subject=
mailto:houghtonr%40mwebbiz.co.za?subject=
mailto:stujohn%40netactive.co.za?subject=
mailto:liana%40autolive.co.za?subject=
http://www.autolive.co.za
https://www.facebook.com/AutoLive-1447065302259460
mailto:danie%40marketingss.co.za?subject=
mailto:danie%40marketingss.co.za?subject=
http://www.autolive.co.za
http://autolive.co.za/stats/sales_stats117.pdf
http://autolive.co.za/stats/sales_stats_FY2018.pdf


Subscribe for free @ www.autolive.co.za  Page 3

By RogER HougHton

Looking back – Sales 
Decrease Again

The South Africa new vehicle market 
continues to disappoint and sales of 552 190 
units were 1% below the figure of 557 703 
units recorded in 2017. The latter figure 
had been 1.9% up on the 2016 figure and 
there had been hopes that this improvement 
would have continued in 2018.

According to NAAMSA there was a 
drop in revenue in respect of new and used 
vehicles, as well as aftermarket parts and 
accessories, with all sectors of the industry 
recording declines in real terms.

The one bright spot for the industry was 
setting a record for the export of built-up 
vehicles, with the total going up 3.9% to 
351 154 units. Exports of light commercial 
vehicles (LCVs) and heavy trucks registered 
volume gains of 20.9% and 17.6%, with the 
latter coming off a low base.

Aggregate sales in December totalled 
39 984 units, which was 1.9% below the 
figure for the same month a year previously. 
Car sales were down 0.2% and LCV volume 
dropped by 7%. Medium commercial 
vehicle sales were also weak, declining 
year-on-year by 10.1% in December, but, in 

contrast, heavy commercial sales were up by 
13.8% for the month.

Overall, out of the total reported 
industry sales of 39 984 units in December 
an estimated 85% went through dealer 
retail channels, 9.4% to the rental industry, 
3.2% to government and 2.5% to industry 
corporate fleets.

NAAMSA says: “The annual decline 
reflected the weak macro-economic envi-
ronment, pressure on consumers’ disposable 
income, together with fragile business and 
consumer confidence. The 0.25% increase 
in interest rates in November would also 
have impacted on new vehicle financing and 
thus sales.

“The fall in new car and LCV sales 
occurred despite the strong contribution 
by the vehicle rental sector during the year, 
attractive incentives from the car companies 
to attract buyers and an improvement in 
new vehicle affordability in real terms.

Editor’s Note
It’s hard to believe that the 
first month of 2019 has 
already come and gone. 
We trust that all our loyal 
AutoLive readers enjoyed a 
safe and prosperous Festive 
Season and are back in the 
saddle, ready to face whatever 
the new year brings.

Unfortunately we kick off with news that is not as good 
as everyone had hoped for. According to NAAMSA the local 
new vehicle market continues to disappoint and 2018 sales 
of 552 190 units were 1% below the figure of 557 703 units 
recorded in 2017. The latter figure had been 1.9% up on the 
2016 figure and there had been hopes that this improvement 
would have continued in 2018.

What’s more, there was a drop in revenue in respect 
of new and used vehicles, as well as aftermarket parts and 
accessories, with all sectors of the industry recording declines 
in real terms. The only bit of good news for the industry was 
a new record high was set for the export of built-up vehicles, 
with the total going up 3.9% to 351 154 units.

If the experts are to be believed, 2019 also won’t bring 
much in the form of good news. In fact, WesBank CEO, 
Chris de Kock predicts that South Africa’s new vehicle sales 
are set to decline 1.0%.

You can read more about both these subjects in this issue 
of AutoLive. We also share with you some valuable insights 
on what the top vehicle trends in South Africa will be in 
2019 and what we can look forward to in terms of technical 
innovations for the future.

Another interesting feature in this issue deals with the 
internal combustion engine and how its disappearance from 
the automotive world is still a long way off. We may be at the 
dawn of the electrification era, but 2018 was a phenomenal 
year in terms of developments in improving the efficiency 
and economy of petrol and diesel engines.

And if you are wondering how you can keep your 
business relevant and successful in this new – and often scary 
– online environment where everything happens instantly, 
AutoLive introduces you to a company with a unique range 
of products and services that will ensures you will have 
everything you need to succeed.

As always it is our great pleasure to bring you the latest 
news from the automotive and related industries and we trust 
you will enjoy reading and learning from all we bring you in 
this month’s issue.

Liana Reiners,
Editor

To advertise in  contact

Liana Reiners on 083 407 4600 or email on liana@autolive.co.za
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SA Vehicle Sales 
Continue to Disappoint

“Current market conditions 
in the car and LCV 
segments continued to be 
characterised by a buying 
down trend.”
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“Current market conditions in the car and 
LCV segments continued to be characterised by 
a buying down trend with sales of entry-level 
vehicles, small utility vehicles and crossovers 
performing well in relative terms, while the 
premium car segment continued to experience 
significant pressure.”

Looking ahead – Rocky Road

Sales in 2018 of 552 190 units came in just over 
1% below NAAMSA’s latest forecast for the year, 
while the future does not look very bright either, 
with a prediction of 572 500 unit sales in 2019 and 
594 000 in 2020. There is certainly no sales boom 
on the horizon.

This situation must have local vehicle 
manufacturers feeling very uneasy as they start 
preparing to meet the aspirational localisation 
requirements of the government’s extended APDP.

The low hanging fruit has already been 
plucked in terms of localising components, so the 
move from an average of 37% local content to a 
legislated 60% to get maximum APDP benefits will 

be a tough ask without significant growth in the 
domestic market.

The poor sales in 2018 should be viewed 
in context: 12 years ago (in 2006) the domestic 
market recorded an all-time high sales figure of 
714 315 vehicles, of which the car market alone 
accounted for 481 558 units. In 2006 SA’s economic 
growth rate had been 5.6%, compared to a rate of 
less than 1% in 2018.

After the wonder year of 2006 came the global 
economic downturn and the local motor industry 
has not been able to recover.

A vibrant and growing domestic market is 
vital for manufacturers expected to make huge 
investments in localisation. Even Australia, with 
a domestic market of more than a million sales 
annually could not continue to be a viable and 
sustainable vehicle producer in the high tech – 
and high investment – environment of the 21st 
century. And its motor industry was far more 
advanced than that of SA in terms of locally 
made components.

Admittedly the forecast for exports and local 
vehicle production are positive, with exports, 
which totalled 351 154 units in 2018 predicted to 

climb to 384 150 units in 2019 and 402 000 units in 
2020, while local production is expected to increase 
from 610 000 units in 2018 to 657 650 units in 2019 
and 687 200 units in 2020.

However, export volumes are decided by the 
mother companies and are dependent on cost and 
reliability of production. Local companies cannot 
simply bump up their export volumes.

In terms of the latter there is another challenge 
raising its head for the local manufacturers in 2019 
and this will be the upcoming wage negotia-
tions with the trade unions. The latter are under 
pressure, with membership falling and NUMSA 
becoming a political entity as well as a union, so 
it does not seem as though the negotiations to set 
employment terms for the next three years will 
be easy.

NAAMSA says that South Africa critically 
needs to achieve higher economic growth to 
fulfil its potential, address the many challenges 
confront the country in terms of development and 
employment and to deliver an improvement in the 
quality of life. As spelled out earlier, a much higher 
economic growth rate is essential to support higher 
domestic new vehicle sales volume. ■

 continued from previous page

Monthly automotive news to and from Africa

Vehicle Exports into Africa Grew 9.4% in 2018
Exports of South African-built vehicles into Africa 
grew by 9.4% in 2018 compared to 2017. This was a 
welcome change after two years of volume stagna-
tion. The total of 23 988 units shipped in 2018 was 
made up of 19 brands and went to 33 countries.

Toyota continues its long-time dominance of 
exports from SA into Africa, shipping 9 768 units, 
which was an improvement of almost 20% over 
the 2017 figure of 8 152 units. Nissan remained 
in runner-up position with exports totalling 

5 882 units, which was 8% below the 2017 total of 
6 395 units.

Third-placed Isuzu and fourth-placed Ford 
both improved their volumes year-on-year, with 
Isuzu going up from 3 244 units in 2017 to 3 633 
units last year while Ford’s African exports moved 
up from 1 432 units in 2017 to 2 478 units in 2018.

The number of countries taking more than 
1 000 vehicles from SA during 2018 totalled nine, 
compared to only six in 2017.

There was a change at the top of the rank-
ings of countries importing new, built-up cars 
from SA. Ghana ranked No. 1 in 2017, importing 
3 719 units but in 2018 it was overtaken by Kenya 
which imported 3 213 units. Ghana was second 
in 2018 with 2 747 units imported. It was followed 
by Zimbabwe (2 690), Zambia (2 513), Mauritius 
(1 770), Mozambique (1 492), Tanzania (1 366), 
Uganda (1 159) and Nigeria (1 092). ■

http://www.autolive.co.za
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Ford Looks to Huge 
Job Cuts in Europe

Ford is looking to shed thousands of jobs in Europe 
and may shut down production plants as it strug-
gles to return the business to profitability. (The 
company employs 53 000 people in Europe and 
posted a loss of €245-million in the third quarter 
of 2018).

Ford says the plan involves concentrating on 
its profit-making SUVs and commercial vehicles 
and cutting unprofitable models such as the Galaxy 
and S-Max minivans.

Ford is looking to achieve staff reductions 
through voluntary separations where possible. It is 
targeting moving from a loss-making situation to 
generating a profit of at least 6%.

Ford says it will establish three business groups 
in Europe: passenger cars, vans, and imports such 
as the iconic Mustang. It will expand offerings 
in profitable growth segments such as SUVs and 
cross-overs while continuing to invest heavily in 
electrified vehicles. ■

Jaguar Land Rover Also 
Has to Cut Jobs

British-based Jaguar Land Rover has announced 
that it will cut around 4 500 jobs, mainly in the UK 
market, which is about 10% of its global workforce. 
These cuts will be in addition to the 1 500 people 
who left JLR in 2018.

JLR losses have contributed to driving its 
owner and one-time saviour, Tata Motors of India, 
deeper in junk status with the S&P ratings agency. 
JLR had been a big earner for Tata Motors since 
it bought the company from Ford in 2008. The 
company had posted profits in excess of £1-billion 
each year since 2011, until the move into a loss 
situation last year.

JLR is suffering a slowdown in sales in China 
as well as a slump in demand for its diesel-engined 
models. (Diesels previously accounted for 90% 
of sales in the UK and 45% in global demand.) 
In addition, the company has the Brexit debacle 
hanging over it.

The company has reported a 4.6% drop in 
global sales in 2018, slipping to just over 600 000 
vehicles sold. Sales had risen from 241 000 units 
in 2011 to 614 000 in the 2018 calendar year. JLR is 
currently making huge investments into electrify-
ing its products. ■

Making a Stink
The Autosports Group, a luxury car retailer in 
Australia, is having huge problems with a big 

stink, according to an article in GoAuto Premium, 
an Australian e-zine for the motor industry. As 
fate would have it, the problem arose over the 
festive season!

The dealer group had to deal with an outbreak 
of brown marmorated stink bugs which had 
“stowed away” in cars shipped to Australia from 
Europe. These bugs are considered a pest in 
Australia and have resulted in customer delivery 
delays because vessels coming from Europe have 
been quarantined by government authorities.

Autosports retails Audi, Mercedes-Benz, 
BMW, Volkswagen, and Volvo products and also 
imports cars for Bentley, Fiat, Alfa Romeo, Honda, 
Lamborghini, and Maserati. ■

Mercedes-Benz Keeps 
Luxury Crown

Mercedes-Benz has retained its crown as the 
top-selling luxury vehicle brand in the world for 
the third year, with sales of 2.31-million vehicles 
compared to 2.12-million for BMW and 1.87-mil-
lion for Audi. All three brands benefitted from 
strong sales in China. ■

SA Motor Industry Novel
Motor Games is now available as a printed book 
and has been listed on Amazon and other major 
eBook publishers. AutoLive gave details of this 
book by Peter Cleary who worked previously for 
Ford and Mercedes-Benz in South Africa. The 
book is a racy novel built around the battle for 
supremacy in the local one-ton bakkie market. 
It centres mainly on fictitious people working 
at Ford.

Details about buying both the printed and 
eBooks version of Motor Games can be found at 
www.peterclearybooks.co.za. ■

End of the Road for Ghosn

Carlos Ghosn, who previously headed up the 
successful Renault-Nissan-Mitsubishi Alliance, has 
finally resigned his last position, that of chairman 
and CEO of Renault. He is to be replaced as chair-
man by former Michelin chief, Jean-Dominique 
Senard, and as CEO by Thierry Bollore, who 
has been filling in for Ghosn since the latter was 
imprisoned in a Japanese jail on November 19.

Automotive News reports that Ghosn stood 
astride the global automotive industry for two 
decades as he established the Renault-Nissan 
Alliance and later expanded it to include strug-
gling Mitsubishi Motors too. He is accused of 
financial misdemeanours at Nissan that include 
understating his income by tens of millions of 
dollars and transferring personal trading losses to 
the company. If convicted, he could face decades 
in jail. Ghosn has denied wrongdoing but has also 
been unable to obtain bail.

During the past 20 years Ghosn has ruled 
an automotive empire that stretched around the 
globe, from Russia to the US, to Japan. It became 
the world’s largest automotive partnership and 
sold 10.6-million vehicles in 2017, more than the 
Volkswagen Group or Toyota. ■

Toyota and its Associates Rule 
the Reliability Roost, Again

Toyota has long been the motor company to beat in 
the annual Auto Reliability Survey conducted by 
the US publication Consumer Reports. Automotive 
News says that the 2018 rankings show that this 
reputation for reliability appears to have rubbed off 
on its investment partners.

Its Lexus luxury brand topped all others and 
Toyota was second. They were followed by Mazda, 
which jumped nine positions to No. 3, and Subaru, 
which moved up two paces to be No. 4. Toyota 
took a 5% share in Mazda last year and has held 
a 16% stake in Subaru’s parent company, Subaru 
Corporation, since 2008.

continued on next page 
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Peter Cleary, author of Motor Games.
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The top US domestic brand in Consumer 
Reports’ list of 29 brands surveyed for reliability 
was Ford in position No. 18. Other Japanese brands 
as well as those from Korea and Germany filled out 
the middle of the list.

More than half the models that Consumer 
Reports rated as the most reliable were launched 
in 2015 or earlier. The list is topped by the Lexus 
GX which has been in its current generation since 
2010. Other top-rated models were: Toyota Prius, 
Toyota Corolla, Mazda MX-5, Toyota Corolla, 
Lexus NX, Honda Fit (Jazz), Kia Sedona and 
Toyota Highlander.

The reliability ratings are derived from an 
annual questionnaire sent to subscribers. The 
latest survey covered more than 500 000 vehicles 
and 300 models, spanning the 2000 to 2018 
model years. ■

Detroit Show Still Attracts 
Huge Numbers

The recent Detroit Motor Show, the last to be held 
in the traditional January date, still managed to 
attract nearly 775 000 people over 16 days, even 
though it was plagued by a snow fall and intermit-
tent severe winter weather. This was 35 000 fewer 
people than in 2018. More than 100 000 people 
attended on the last of nine public days.

Media preview days drew 4 568 journalists and 
the industry preview saw 35 185 automotive and 
technology executives from 1 679 companies in 
attendance.

Protesters used the preview day to rally against 
General Motors’ plan to idle five of its plants in 
North America next year.

AutoMobili-D, the Detroit show’s mobility 
technology showcase attracted 46% more exhibi-
tors than last year.

It is estimated that the show had an eco-
nomic impact of US$430-million on the metro 
Detroit region.

The show is to move to June in 2020 so it 
can have outdoor as well as indoor activations, 
with much better weather in a bid to attract more 
people, in the light of the way in which many 
motor shows in the world are struggling to attract 
both exhibitors and visitors. ■

Wayne Taylor Racing Wins 
Daytona 24-Hour Race

South African-born Wayne Taylor registered his 
third win in the famous Rolex Daytona 24-hour 

race in the United States at the weekend. He won 
the race in 1996 and 2005 as a driver and this time 
his team took the honours in a rain-drenched 
race. Fernando Alonso, former two-time F1 
world champion, was one of his drivers, together 
with Wayne’s son, Jordan Kamui Kobayashi and 
Renger van der Zande.

Alonso, at the wheel of the Cadillac 
sports racer, made the winning pass and 
heaped praise on Wayne and his team for a 
perfectly-executed victory.

Wayne’s other son, Ricky, finished third in 
an Acura.

(The visit of Wayne and his family to South 
Africa was featured in the December edition 
of AutoLive.) ■

Snippets

 continued from previous page

The Wayne Taylor Racing Cadillac seen before the start of the Rolex Daytona 
24-hour race. The drivers (from left) are: Kamui Kobayashi, Fernando Alonso, 
Renger van der Zande and Jordan Taylor.
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The experts keep telling us that online marketing 
is the way of the future. However, for many in the 
automotive trade, finding the most efficient and 
effective way of harnessing the power of this new 
animal is a daunting task.

Market Dealer, part of the C2 Group of 
companies, comes to the rescue by offering an 
all-encompassing service that virtually guarantees 
that your online and social media campaigns will 
bear fruit. And best of all, the company will ensure 
that you get to pick that fruit before it lands in 
someone else’s hands or falls rotten to the ground.

According to Market Dealer director, Jacques 
Roux, the company was established in 2012, with 
the single vision of assisting local businesses with 
class leading solutions to enable them to grow. 
“Market Dealer currently houses five divisions, 
each offering a unique set of services and products 
which, when combined, produce a very power-
ful and effective online marketing platform,” 
Roux explains.

Market Dealer’s product offering truly makes 
it a one-stop shop for businesses wishing to get 
the most from their online presence and increase 
their profits as a result. These products include 
digital advertising, social marketing, search engine 
optimisation (SEO), design and development of 
websites, strategy development and consulting.

In terms of digital advertising, Market Dealer 
will promote your business across search engines, 
social media and other websites that are relevant to 
your customers. Cutting-edge technology is used 
to reach a hyper-targeted audience and at the end 
of each month a report is provided that shows the 
amount of phone calls, store visits, and of course 
revenue was generated.

In the case of social 
marketing, research shows that 
one in every five minutes is 
spent on social media. Through 
Market Dealer’s Social Media 
Management App, businesses 
can generate leads, schedule 
ready-to-publish content, and 
communicate with their followers 
all from one place, through the 
convenience of any device. The 
main features of the App include a 
post calendar, lead finder, analyt-
ics, a ready-to-post content library 
and an all-in-one composer.

SEO plays a vital role in any 
digital marketing approach. 
Aimed at reaching customers 
at the exact moment and on the 
platform they search for products or services 
related to your business, it’s the highest quality 
traffic you can target. And because you don’t 
pay for each click, you are able to scale your 
marketing efforts at a low cost, consistently 
building on your visibility, searchability and 
online presence.

This is an area in which Market Dealer excels 
by combining technical, content and author-
ity content to cater to the individual needs of 
each customer.

“SEO should always be considered a long 
term strategy,” says Roux, “and the amount of 
competition, and changing factors used by Google 
to determine rankings mean that effective SEO is 
neither quick, nor easy. Combined with our other 
products and services, however, SEO becomes vital 

in ensuring your online success and prolonged 
return on investment.”

Of course no SEO campaign can be truly 
effective without a user-friendly, appealing and 
up-to-date business website. The team at Market 
Dealer can create websites that will not only 
impress visitors but will entice them into making 
use of the services you offer. In addition, they will 
also ensure that the website is kept up-to-date with 
the latest SEO and mobile strategies.

“The mobile revolution is in full swing, and 
if you haven’t gotten on board, your business will 
suffer. Both search engines and customers demand 
mobile-friendly sites. In fact, Google now ranks 
them higher than their desktop-only counterparts. 

Market Dealer Provides Everything 
You Need to Succeed Online

The Market Dealer headquarters in Boksburg. Market Dealer director Jacques Roux.

continued on next page 
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In addition, four out of five consumers use smart-
phones to do their shopping, so you need to make 
sure that you’re giving them the best browsing 
experience possible. If your site isn’t mobile-friend-
ly, you’re losing online visibility – not to mention 
customers – at an alarming rate,” explains Roux.

Roux also firmly believes that every minute, 
businesses are being shaped by consumers who 
are exchanging dialogue and sharing reviews 
about them online. And since a staggeringly 
high percentage of consumers find local busi-
ness info on the web, you need a way to see what 
your customers are saying and a platform to join 
the conversation.

This is where Market Dealer’s strategy and 
consulting services come into play. Your reputation 
is what others say about you. Every day, consum-
ers are talking about your business on websites 
like Yelp, TripAdvisor, Google Maps, Facebook, 
HelloPeter, blogs and elsewhere, and this chatter 
has a direct impact on your revenue.

With the help of Market Dealer, you can gather 
new reviews from happy customers to use them 
as testimonials for your business and ensure that 
negative reviews stay private. You will also receive 
an alert the moment a review is submitted on any 
of popular review sites, as well as any sites that are 
relevant to your industry. You can even locate men-
tions from news sites, blogs and social networks so 
you get the full picture of what people are saying 
about your business.

Market Dealer’s products and services are 
relevant to any business, but according to Roux the 
company has a particular affinity for the automo-
tive industry. Over the years he and his team 
have developed tools, processes and systems to 
ensure that their motor websites provide a strong 
online presence.

“Our motor websites offer visitors an easy-
to-use and responsive interface which is targeted 
at gaining engagement, which ultimately leads to 
sales. Our dealer websites are packed with features 
specifically built for the motor industry and we 

are currently the only digital agency offering 
AMP (Accelerated Mobile Performance) websites 
to dealers, which increases organic SEO and 
mobile scores.

Enthuses Roux: “We have chosen to not to 
follow the industry norm of using template-based 
websites and this allows us to customise each 
website according to the dealership’s preferred 
objectives and brand identity. The back-end has 
also been crafted in such a way that keeping vehicle 
pricing and specifications updated. In fact, we have 
implemented partnerships with database provid-
ers to ensure correct, accurate and up-to-date 
information is always displayed.”

It’s also worth mentioning that Market Dealer 
is also able to offer the services of an off-site call 
centre – aptly referred to as the LeadCentre – 
which manages all incoming leads from various 
online sources, live chats and website phone 
calls, ensuring your dealership is always online 
and available.

The main purpose of the LeadCentre is to 
contact a new prospect within 2 minutes of a 
lead being submitted and to book a test drive on 
behalf of the dealership. The centre also drives 
the sales process by conducting follow-up calls 
every 24 hours and then completes the process 
by conducting a CSI call once the vehicle has 
been delivered.

“Our motto is ‘Grow Your Reach. Grow Your 
Sales. Grow Your Business.’ and I truly believe that 
we are able to provide all the tools for businesses in 
the motor and other industries to utilise this digital 
era to their full advantage and thereby also grow 
their revenue. And to sweeten the pot even further, 
we boast the lowest cost-per-lead in the motor 
industry,” Roux concludes.

Additional information is available on  
www.marketdealer.co.za. Alternatively, contact 
Jacques Roux on 087 654 1735 or send an e-mail to:
info@marketdealer.co.za. ■
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People

Ronnie Meatchem, a person who was born in 
Australia but cut his teeth working for several SA 

motor companies before returning to the land of 
his birth where he became known as the “father of 
BMW,” died in Australia on December 1st after a 
long illness. He was 87.

Perth-born Meatchem came to SA in 1950 
at the age of 19 where he joined a family busi-
ness, Atkinson Oates Motors, which had been 
established by two Australians after the Boer War. 
(Meatchem was part of the Oates family).

He started working at Sydney Clow, a 
Chrysler/Peugeot/British Motor Corporation 
dealer in Johannesburg. He then moved to Peugeot 
SA where he became marketing manager. This was 
followed by a similar role at BMC/British Leyland/
Leykor in the Cape, where he went in 1971.

His next major move was to Euro Republic 
Automobile Distributors, the distributors of the 
fledgling BMW brand, based in Rosslyn, in 1974. 
Meatcham pulled in a number of his team from 
the Leyland days – John Kananghinis, John Jessup 

and John Macdonald – and got BMW car and 
motorcycle sales on the move.

Then, in 1979, he was appointed managing 
director of BMW Australia, and brought a number 
of his South African team with him, including Kris 
de Jager, Marlene Ketjen, Chris van Wyk, John 
Macdonald and John Kananghinis.

Meatchem made a huge success of his job at 
BMW and during his 14-year spell as MD he grew 
the company from selling less than 1 000 cars a 
month to becoming the luxury brand of choice for 
Australians when he retired in 1993.

Besides having been a hard-driving, but 
visionary leader he was the spokesman for the 
automotive importers’ group, the motorsport lobby 
and was, evidently, never afraid of crossing swords 
with politicians who attacked the motor industry 
or proposed policies that would do harm. ■

(With acknowledgements to GoAuto Premium, 
of Australia)

Ronnie Meatchem Dies in Australia

Fiat Chrysler Automobiles (FCA) South Africa 
recently announced the appointment of 
Jason Cleghorn as the new Head of Marketing 
and Product across the Alfa Romeo, Jeep, Fiat, 
Abath and Fiat Professional Brands.

Cleghorn joins FCA from Maserati South 
Africa, where he was previously employed in the 
role of Marketing Director–Sub-Saharan Africa, 
over the course of the last three years. During this 
time, he helped manage the successful re-launch 

the luxury sports car brand into the local market. 
Previous to this, he also held the same role of 
Marketing Director at Ferrari South Africa.

“Fiat Chrysler Automobiles boasts some 
fantastic models across our local portfolio and 
more are planned for the near future. I am really 
looking forward to see how a highly skilled and 
experienced marketer like Jason uses these vehicles 
to help grow our market share in South Africa,” 
said Graham Eagle, MD of FCA SA.

In terms of qualifications, Cleghorn holds a 
Master of Business Administration (MBA) and is a 
Chartered Marketer from the CIM in the UK. ■

New Head of Marketing 
and Product at FCA SA

Jason Cleghorn.
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The internal combustion engine (ICE) is far from 
dead, despite the continual barrage of information 
about electric vehicles being the future. According 
to an article in a November edition of Automotive 
News we may be at the dawn of the electrification 
era, but 2018 has been a phenomenal year in terms 
of developments in improving the efficiency and 
economy of petrol and diesel engines.

The article, by Richard Truett, says that despite 
the hype generated by Tesla, even the most bullish 
forecasts expect electric vehicles (EVs) to account 
for only 8% of sales in the United States by 2025, 
from less then 2% today. The other 90-odd per cent 
of buyers will stay with ICE.

This means vehicle manufacturers have to 
continue investing heavily in new engine ranges 
and technologies. Toyota, for instance, intends to 
replace almost all its engines between now and 
2023 with 17 versions of nine new engines. Toyota’s 
latest Camry and Corolla models in the US are 
already powered by new generation 2.5-litre and 
2.0-litre engines that have 40% thermal efficiency.

Volkswagen CEO Herbert Diess told 
Automotive News: “I wouldn’t see the termination 
of internal combustion engines on the horizon. We 
are still working on the next generation of petrol 
engines”. Ford says it is also “not taking its foot off 
the gas pedal” despite investing US$11-billion to 
bring 40 electrified models to market by 2022.

Other beneficial ICE developments include 
new valvetrain technologies where old-style 

hydraulically-operated valve components are 
replaced with more efficient electro-mechanical 
systems. (Schaeffler, a Tier One supplier, has 
already introduced two versions of this type 
of technology).

General Motors is using cylinder deactivation 
to cut fuel consumption and emissions, which var-
ies cylinder firing based on speed and load. A large 
pick-up truck will be able to run on only two of its 
eight cylinders under certain conditions!

Making engines smaller, with less capacity, 
and then using turbochargers to boost output and 
improve efficiency is common these days, while 
Nissan has unveiled the industry’s first practical 
variable compression engine.

Cosworth, a British company known for its 

ability in terms of developing power units for 
motorsport, has now opened a factory in the US 
and one of its first customers is General Motors; it 
is making the complex aluminium cylinder heads 
fitted to the latest Cadillac V8, which is also GM’s 
first production twin turbo engine.

In addition, significant progress is being made 
in cutting emissions in diesel engines, which are 
still the engines of choice in many types of vehicles 
and in many countries around the world.

“Gasoline (petrol) engines are going to remain 
very relevant for a long time,” said Ed Kim, vice 
president for motor industry analysis at Auto-
Pacific. “Even with the push towards electrification, 
the point where we get to a full battery-electric fleet 
(in the US) is very far away.” ■

Still Plenty of Life in the 
Internal Combustion Engine!

Designated as the VC-Turbo, the technology behind Nissan’s 
new powerplant was more than 20 years in development and 
represents a breakthrough in combustion engine design by 
continually adjusting its compression ratio to optimise power 
and fuel efficiency.

Assembled in Japan, the VC-Turbo changes its 
compression ratio seamlessly through an advanced multi-link 
system, continuously raising or lowering the pistons’ reach 
to transform compression ratio – offering both power and 
efficiency on demand. In operation, the VC-Turbo engine offers 
any compression ratio between 8:1 (for high performance) and 
14:1 (for high efficiency).

Visit https://www.youtube.com/watch?v=j0An3RbXcPg 
to see the engine in action. ■

World’s First Production 
Variable Compression 

Turbo Engine

P
ho

to
: 1

23
R

F

http://www.autolive.co.za
https://www.youtube.com/watch?v=j0An3RbXcPg


Subscribe for free @ www.autolive.co.za  Page 11

By JEff osBoRnE,  
KEy ACCounts: gumtREE Auto

The Strong Will Get Stronger

For all the waves of new brands and models which 
have brightened up the local market in the past 
two decades, the old favourites continue to be ab-
solutely dominant. And, in an economy which will 
remain tough for a while yet, consumers will be 
conservative and loyal in their choices with an eye 
on resale value. Volkswagen and Toyota will carry 
on ruling the passenger market while Toyota and 
Ford (with Isuzu a significant third) will continue 
to own the bakkie space.

Fewer Models

Choice is great but we have too much of it right 
now in SA to make economic sense. In NAAMSA’s 
figures there are 41 passenger models selling less 
than ten vehicles per month. That might be OK if 
it’s a Ferrari, a Bentley or a Maserati but not for the 
rest. Something’s got to give during 2019.

Monochrome Rules

White cars hold their value better because they are 
a safe choice which anyone can buy. Fewer people 
are taking risks at the moment which means there 
will be even more conservative car paint jobs – 
white, grey, red – and a sad lack of individualism 
on the roads.

Electricity Remains Current

In our market we’re still possibly a decade or more 
away from critical mass, and decent infrastructure, 
to support fully electric vehicles but more and 
more hybrids will hit the local showrooms. Nissan, 
Audi, Jaguar and Mercedes-Benz should have new 
models available here during 2019.

Automatic Upgrades

Some big manufacturers globally (Porsche among 
them) are starting to move towards buying on a 
plan where you automatically upgrade your car 

after a year or two – just like a cell-
phone. It probably won’t happen here 
for a while but it seems inevitable.

Connectivity

Connected car tech is moving beyond 
an internet connection into computer 
vision and augmented reality on 
the dashboard. But what matters 
most is ease of use and convenient 
integration with smartphones. Some 
dashboards are going overboard 
and are becoming intimidating for 
everyday users. The winners will be 
the models which deliver excellence 
and simplicity. ■

Cars and technology go together so much these days that the high profile Consumer Electronics 
Show, held in Las Vegas in January, was recently named one of the top ten auto shows in the USA. 
Many of the big motoring brands now choose to launch vehicles at CES and not just to reveal their 
tech innovations.

Here is Jeff Osborne’s take on what’s hot in auto tech from CES 2019.
1.  CAMERAS AROUND CORNERS – All-round video vision and sensors are standard at the 

top end but the cameras are becoming high-res and Nissan’s Invisible-to-Visible technology 
combines data from car sensors with info updated via the cloud to create a virtual image of 
what’s coming out of sight and around the corner. Some manufacturers have an app which 
allows you to use the car’s cameras to remotely check the area around your vehicle. The same 
apps offer the ability to flash lights, honk the horn or start the car.

2.  CONNECTIVITY AT THE WAVE OF A HAND – Connected car tech is moving beyond an 
internet connection into computer vision and augmented reality on the dashboard with seamless 
ease of use and convenient integration with smartphones. The Mercedes-Benz User Experience 
infotainment system, launched at CES, controls the infotainment and climate control systems 
simply by gesture or voice.

3.  HASSLE FREE PHONE CHARGING – As new smartphones offer wireless charging capabilities, 
automakers have responded by installing wireless charging pads as standard features on 
some models.

4.  HIDING THE TECH – BMW’s Vision iNext features what BMW calls ‘Shy Tech’ with control 
interfaces integrated into the décor that only appear when you touch the pad. This is meant to 
create a cleaner interior.

5.  ELECTRICITY IS CURRENT FOR MOTORBIKES – All the major car manufacturers are racing 
to stay ahead in the development of electric powered vehicles and the motorbike manufacturers 
are joining in. Harley-Davidson has two new electric bikes and has announced its first ever 
electric production motorcycle. ■

White cars hold their value better 
because they are a safe choice 
which anyone can buy.

The Big S.A. Car Trends for 2019

Five Top Auto Tech Trends For 2019

In an economy which will remain 
tough for a while yet, consumers 
will be conservative and loyal 
in their choices with an eye on 
resale value.

http://www.autolive.co.za
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Around 60 informal businesses in the motor sector 
will be exposed to training and mentoring with 
the aim to become formal, accredited businesses 
in three years. This is the latest transformation 
project spearheaded by the Retail Motor Industry 
Organisation (RMI).

According to RMI CEO, Jakkie Olivier, the 
organisation has received around 60 applications 
from businesses to join the National African 
Association for Automobile Services Providers 
(NAAASP). “Once members, these businesses will 
be eligible to join the transformation project which 
has been running for seven months now,” he said, 
adding that ultimately they would like the project 
to reach 150 businesses. “What’s exciting is that 

we already have four businesses that are close to 
compliance to become fully-accredited members 
of the RMI.”

Joy Oldale, Transformation Director for the 
RMI, said that the project has been met with much 
enthusiasm from the sector. “These business own-
ers are passionate about what they do and want the 
opportunity and support to enter the formal sector. 
Unfortunately, many are semi-skilled and have not 
had the opportunity to receive any qualifications,” 
she commented.

As part of the project, these businesses will be 
registered on the New Venture Creation (NCV) L2 
and, through an incubator approach with mentors 
and coaches, will need to complete the required 
credits to receive a qualification. The project will 
also assist the members with a business plan, fund-
ing, training staff, and ensuring the property and 
business meets all compliance criteria.

The RMI is working closely with the Small 
Enterprise Development Agency (SEDA) and 
Small Enterprise Finance Agency (SEFA) on this 
project. We have done roadshows with SEDA and 

SEFA and 
conducted 
surveys to 
understand 
the challenges and what needs to be done. Now 
we are in the implementation phase. Already 
we are seeing great results so watch this space,” 
Oldale said.

“Transformation of the sector is a priority for 
the RMI,” Olivier continued. “There is so much 
potential for job creation and new businesses. Our 
NAAASP members are spread over 10 regions in-
cluding Pretoria, Virginia, Port Elizabeth, Durban, 
Cape Town, Bloemfontein, Johannesburg, Rosslyn, 
Polokwane and Vaal Triangle. All of these areas 
face unemployment issues. Through this project 
and those to follow we will start to see change,” 
he concluded. ■

“Once members, these 
businesses will be eligible to join 
the transformation project which 
has been running for seven 
months now.”

“Transformation of the sector is a 
priority for the RMI.”

Scuderia South Africa, the official local Ferrari 
dealer, has announced its 2019 Internship 
Programme. This is the company’s third pro-
gramme since its launch in June 2017.

Once again in 2019, Scuderia South Africa 
will afford a single individual the opportunity to 
undertake a comprehensive six-month internship, 
this year at the Ferrari dealership in Cape Town. 
Young, ambitious and passionate individuals will 
be given the opportunity to learn and engage with 
the brand at an operational level. The platform also 
offers a valuable opportunity to gain knowledge 
and understanding of the holistic business model 
and contribute to assisting the relevant depart-
ments on various different tasks and assignments.

Cape Town based applicants aged between 18 
and 25 years can apply for the anticipated intern-
ship through South Africa’s official social media 
pages. To apply, users are requested to post a recent 
photo of themselves next to their favourite Ferrari 
explaining, in 200 words or less, why they feel they 
are the perfect candidate.

Aspirants from across the province can apply 
online using the hashtag #ThePursuitOfExcellence 
and the top ten applicants will be selected to 
proceed to the interview process.

“We are proud to be able to empower and 
support passionate, hardworking and determined 
individuals as they take the first step in advancing 
their careers. We wish all the applicants the best of 

luck,” said Chanelle Zackey, National Marketing 
Manager at Scuderia South Africa.

The Pursuit of Excellence has always been 
a purpose for Ferrari, this is displayed through 
unrivalled machinery developed at the home of 
Ferrari in Maranello, innovation and excellence in 
their Formula One team, Scuderia Ferrari and an 
unending expression of passion through the years 
since their inception in 1947.

The 2019 Internship program is scheduled to 
commence at Scuderia Cape Town in March 2019 
to ultimately fulfil the program objective - the 
pursuit of excellence.

Follow the Scuderia South Africa social media 
pages for all future updates.

Facebook: Scuderia South Africa, Instagram: 
@scuderiaferrariza and Twitter: @FerrariZA ■

Ferrari Internship Programme to Continue in 2019

Informal Motor Businesses Get a Boost
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Volkswagen has signed a Memorandum of 
Understanding (MoU) with the Government of 
Ethiopia to collaborate and deliver a joint vision 
for the development of an automotive industry in 
the country.

The MoU was signed by Thomas Schaefer, 
Head of the Volkswagen Sub-Sahara Africa Region 
and Commissioner of the Ethiopian Investment 
Commission (EIC), Abebe Abebayehu.

The signing of the MoU paves the way for 
Volkswagen and the Ethiopian Government to 
commence high-level and technical collaboration 
which is integral to the development of an automo-
tive industry and policy framework.

The MoU identifies four key pillars as impor-
tant for the development of the Ethiopian automo-
tive industry. These include the establishment of a 
vehicle assembly facility, localisation of automotive 
components, introduction of mobility concepts 
such as app-based car sharing and ride hailing 
as well as the opening of local skills development 
training centre.

Volkswagen and the Government of Ethiopia 
both undertook to expedite the reassertion of the 
vision by drawing up timelines and key milestones 
for the project.

Furthermore, Volkswagen undertook to draw 
upon its experience in global supply chains in the 
automotive industry in anticipation that the project 

will lead to the develop-
ment of an automotive 
industry in the country.

In turn, the Ethiopian 
Government committed to 
support the establishment 
of specialised clusters 
owing to the economies of 
scale and efficiencies real-
ised through the project.

The Ethiopian 
Government has ac-
knowledged the pivotal 
role played by trainable 
labour force in creating a 
thriving and competitive 
automotive industry. As 
such, Volkswagen will 
work closely with the 
Ethiopian higher education 
and training institutions 
for skills development and 
capacity building of local talent.

Ethiopia becomes the third country in 
Sub-Sahara Africa to sign a Memorandum of 
Understanding with Volkswagen in the last six 
months. It follows Ghana and Nigeria who both 
signed MoUs with Volkswagen in August 2018. 
In Ghana, Volkswagen undertook to establish a 

vehicle assembly facility and conduct a feasibility 
study for an integrated mobility solutions concept. 
In Nigeria, Volkswagen undertook to implement 
a phased approach in relation to the assembly of 
vehicles initially from assembly kits with long term 
view of establishing Nigeria as an automotive hub 
in West Africa. ■

Members of The South African Motor Body 
Repairer’s (SAMBRA), a constituent association of 
the Retail Motor Industry Organisation (RMI) and 
their short-term motor insurer business partners 
in South Africa face an extremely challenging 
short-term future. This is according to Richard 
Green, National Director of SAMBRA, who 
believes that both partners are overtraded and 
require substantial overhaul to remain relevant 
and profitable.

“In both industries there exists a cost 
structure that can no longer be maintained. The 
cost structure has accumulated over time and 
contains irrelevant and duplicated costs. Unless 
these structures can be revised to ensure they 
add value to the entire system, they need to be 
removed,” he said.

Green’s concern centres around the slow 
erosion of margins and transfer of costs from 
insurers to the motor body repairers. Although this 
has happened slowly, Green believes they have now 
reached a point where the viability of the members’ 
business is under threat. These businesses currently 

carry out repairs on over 80% of all insured repair 
claims in the country.

The erosion of margins can be attributed to a 
number of different factors including:

 ■ Poor business management within insurer 
and MBR operations.

 ■ In some instances, the transfer of 
administrative costs to SAMBRA members 
by insurer partners.

 ■ In general, huge accumulated auditing costs 
are not being effectively managed.

 ■  Deterioration of profit margins over the last 
fifteen years.

 ■ Consistently high capital equipment costs of 
maintaining manufacturer approvals.

 ■ Uncollected or delayed cash payments for 
repairs resulting cash flow implications

“As we see it, the short-term insurance 
industry faces equal or greater challenges in their 
sector. The industry is also completely overtraded, 
with many entities trying to profit from the same 
small insured sector. To their credit, insurers have 

morphed, 
offering life 
insurance and 
many other 
products 
that were 
previously not 
considered 
their domain. 
In so doing 
they have created alternative income streams 
that allow substantial cross subsidisation. This is 
something the repair industry has been slow at 
doing unfortunately.”

“Our focus in 2019 will be to create an optimal 
trading environment while remaining collabora-
tive with business partners and pursuing the goal 
of sustainability. Like the short-term insurers, 
motor body repairers will need to take back their 
eroded profit margins from the affected areas of 
the business and become substantially more inno-
vative within their businesses to ensure improved 
profit margins,” concluded Green. ■

Richard Green, National 
Director of SAMBRA.

Ensuring Sustainability in Motor Body Repairs

Thomas Schaefer, Head of the Volkswagen Sub-Sahara 
Africa signing the Memorandum of Understanding (MoU) with 
Abebe Abebayehu, Commissioner of the Ethiopian Investment 
Commission in Addis Ababa. With them are the President of 
the Federal Republic of Germany, Frank-Walter Steinmeier and 
Ethiopian Minister for Finance and Economic Cooperation, 
Ahmed Shide.

VW’s Sub-Saharan Expansion Gains Momentum
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By stuARt JoHnston

I have always had a soft spot for the Datsun GO. 
Nissan South Africa established its Datsun division 
with the express purpose of offering a fun little 
entry-level hatchback at under the R100 000 
mark, and some four years ago they delivered on 
that promise.

Then came the controversy about the lack of 
airbags and ABS brakes and poor crash test results, 
which hurt the Datsun brand image and GO sales. 
But nevertheless Datsun GOs have been truck-
ing out of the showrooms at the rate of 500-plus 
each month.

I liked the original GO because I have always 
been a fan of three-cylinder engines with their 
deep gruff engine note. And this enjoyment was 
reaffirmed for me when I spent some quality 
time with the new improved Datsun GO over the 
holiday period just past.

The new GO has been freshened up with a new 
nose treatment that is much more contemporary, 
and new headlights which are more powerful and 
look more funky. What’s most important, however, 
is that all new Datsun GOs now come with driver 
and passenger airbags and ABS braking. So the 
safety police should be somewhat appeased by 
that news.

The new GO range comes in two models the 
1.2 Mid and the 1.2 Lux. I had the Lux model, 
which comes standard with extras like smart 
alloy wheels, and various other minor luxury 
trim items.

Inside there is a touch-screen infotainment 
screen that offers smart phone connectivity, and 
the front seats are now conventional bucket seats. 
Happily, the handbrake has been relocated between 
the seats, which somehow makes the cabin much 
more user-friendly.

With just 50 kW and 104 Nm of torque, the 
naturally-aspirated Datsun three-cylinder isn’t the 
strongest pony in the paddock, but thanks to an 
overall weight of below 900 kg the car pulls reason-
ably strongly at Highveld altitudes. On the highway 
you sometimes have to drop down to fourth gear (it 
has a five-speed gearbox) to keep momentum and 
maintain a 120 km/h cruising speed. But the GO 
has other attributes.

One of these is its fuel consumption. 
Trying very hard I achieved a best figure of 5,2 
litres/100 km, but driving normally you can expect 
6,0 to 6,5 litres/100 km.

In the city and suburbs, the Datsun GO copes 
well with speed bumps and potholes, thanks to a 
very good ground clearance. I believe this is due 
to the car being developed for (bad) Indian roads. 
Build quality in terms of panel fit is not bad, but 
the body does show some flex if you park the car 
on an uneven surface, and this shows when closing 
the rear doors. It is still not going to win any prizes 
for torsional rigidity.

The plastics used inside are of the shiny, rather 
than soft-touch variety, but once again you have to 
keep in mind that this car is built to a price.

As for ride quality and handling, it’s accept-
able, but not great. Directional stability is only 
average out on the highway, although it is very 
much superior in this respect to its great sales rival, 
the Renault Kwid.

All these improvements have made the GO 
a better proposition here, but at a price. The new 
entry model, the 1.2 Mid, costs R144 500, while the 
Lux sells for R165 500. That’s a pricing area where 
you are entering territory occupied by the likes of 
Suzuki’s entry-level Swift and the cheapest Toyota 
Etios hatch. But having achieved a solid market 
presence here in the past four years, the latest 
Datsun GO has won a lot of fans. And that good ol’ 
Datsun magic, achieved by the likes of the “can’t kill 
‘em” 1200 GX and SSS sedans and the 1200 pick-up 
in the 1970s, probably still counts for a lot. ■

Driving normally you can expect 
6,0 to 6,5 litres/100 km.

We Drive

On the GO Again

Datsun Go now has urban-cool appeal.
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By stuARt JoHnston

This year the annual Car of the Year test days have 
been moved on to mid-February, rather than being 
held in the last week of January, as they have for the 
past couple of decades. One of the reasons is that 
the competition has undergone a re-jig, with new 
title sponsor AutoTrader coming on board, after a 
couple of years of being an associate sponsor.

The test days, when 26 jury members will put 
the 12 finalists through their paces on road, track, 
and on dirt sections with regards to the two hard-
core SUV finalists, are on March 11 and 12, 2019. 
The banquet announcing the winner is in April. 
Or maybe that should be “winners, “ because for 
the first time this since 1986, the COTY committee 
will also announce some category winners.

This year’s competition will be the focus of 
much industry attention, as two major players, 
BMW and Volkswagen, have declined to partici-
pate. Both these players would have been in with 
a strong chance of winning, VW with its Polo and 
BMW with its X3 or X4.

The test days are held to re-focus the jury 
members’ analytical skills and arrive at a worthy 
winner, and of course in recent years a string of 
Porsche victories in this competition has created 
much controversy.

Personally, as one of the two longest-standing 
jury members in the country (Colin Windell and I 
were both present at the original COTY test day at 

Kyalami in 1985), I once again hope the winner is 
a car that is of the more affordable variety! Having 
said that, I pretty much rate the products produced 
by Porsche as the best in the world. In terms of 
value for money they are also right up there with 
the best. But in terms of affordability, obviously, 
they rate somewhere near a zero on the score sheet.

The 12 finalists chosen this year cover a huge 
spectrum of car-buying tastes and pockets, and to 
my mind the competition is stronger for this. In 
terms of pricing they range from the Suzuki Swift 
(R177 900) to the Porsche Cayenne (R1 296 000).

As for types of vehicles, the Suzuki Swift and 
Nissan Micra hatches both represent pretty much 
the entry-end of the South African car market. The 
Renault Duster, Hyundai Kona, Volvo XC40, Alfa 
Romeo Stelvio and Porsche Cayenne could all argu-
ably be lumped under the SUV banner, although the 
Kona is much more a hatch-SUV cross-over, and the 
same could be said for the Duster. And once again, 
pricing sees these five cars ploughing very different 
areas of the South African car-sales pasture.

In terms of hard-core off-road SUVs, you have 
the Suzuki Jimny and the Mitsubishi Pajero. But 

while both these vehicles have excellent off-road 
capabilities – hence their inclusion as finalists – the 
Pajero also doubles as a very well priced luxurious 
family vehicle, whereas the comparatively tiny 
Jimny’s secondary appeal is its street-cred, that 
sees it draw the same sort of admiring glances as a 
high-style sports car.

In the premium hatchback segment, you 
have two very different types of players: the 
boy-racer-orientated Honda Civic Type R, and the 
third-generation Mercedes-Benz A-Class, with 
its new-found ride quality and focus on in-car 
connectivity tech.

And then, all alone, we have the Lexus ES, a 
traditional sedan, which has a ride quality that, I 
have heard, is second to none.

How do we choose a winner from such a diverse 
bunch? The car that wins should be the one that 
pushes the boundaries the furthest, that sets new 
standards in its segment that are beyond those of 
its competitors. There’s a complex scoring system 
that analyses each and every competitor thoroughly, 
and of course with 26 jury members representing a 
range of motoring media throughout South Africa, 
you will have many perspectives in play.

I am delighted that, once again, we will have 
just one Car of the Year, and not a huge number of 
“winners” as other competitions have been wont to 
do in recent years. And as a brash, tell-it-like-it-is 
American motorcycle racer once remarked:
“Winning is everything. Coming second is like 
kissing your sister!” ■

The 12 finalists chosen this year 
cover a huge spectrum of car-
buying tastes and pockets, and 
to my mind the competition is 
stronger for this.

Gearing Up for AutoTrader 
Car of the Year 2019
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Hino, the leading Japanese truck manufacturer, 
registered a 27th successive finish in the gruelling 
Dakar Rally, which took place in Peru recently. 
Hino has had at least one of its trucks qualify as a 
finisher in every Dakar staged since it competed 
for the first time in 1991.

This year only 14 trucks from an initial 
entry of 41 qualified as official finishers, with the 
Hino, crewed by Teruhito Sugawara and Katsumi 
Hamura, taking ninth position overall and win-
ning the class for trucks with an engine capacity of 
less than 10 litres for the 10th consecutive year.

This was only the third time that a Hino has 
failed to finish a Dakar Rally. The first time was in 
2010 when one of the Team Sugawara trucks was 
disqualified for missing a route checkpoint.

Then, in 2018, early into the second stage the 
Hino of Dakar veteran Yoshimasa Sugawara dam-
aged the front wheel drive against a rock and the 
truck could not be recovered without outside sup-
port, which resulted in disqualification. A similar 
problem affected Yoshimasa again this year and he 
had to withdraw on the second day when he could 
not get his truck free from loose sand on the dunes.

Despite this setback, Yoshimasa, now 77, says 
he is already aiming to compete in the 2020 Dakar 
Rally. This year’s Dakar was his 36th consecutive 
event, having competed in the motorcycle, quad, 
car, and truck categories over the years.

His son, Teruhito, has now notched up 21 
Dakar Rallies and he has finished on each occa-
sion. First he was a navigator for his father and 
since 2005 he has driven his own Hino. He has 
only finished out of the top 15 overall twice in 14 
Dakar Rallies as a driver.

This year’s event took place in Peru only and 
included many timed stages over huge dunes 
with treacherous loose sand to catch out the 
unwary. The event took place over 11 days from 
January 6–17.

As mentioned earlier, only 14 trucks from 
the original field of 41 managed to qualify as 
official finishers this year. The number of finishers 
compared to the number of entrants (in paren-
theses) were: Hino 1 (2); Kamaz 2 (4); Maz 2 (4), 
Iveco 4 (7); Liaz 0 (1); Renault 0 (3); Tatra 1 (3); 
MAN 3 (10); Ford 0 (1); Ginaf 0 (1); DAF 1 (4) and 
Mercedes-Benz 0 (1).

Yoshimasa Sugawara, who has been the 
team principal ever since Hino entered its first 
Dakar Rally in 1991, says: “Hino’s passion is for 
technological innovation and this famous event 
continues to provide the ideal challenge for us. It 
renews our conviction that there is no such thing 
as unrewarded effort.

“We believe that the Hino spirit, which 
drives us to constantly adopt technological 
innovations in our trucks, races with us through 
the Dakar Rally,” said the man who has entered 
more Dakar Rallies than anybody else in 
the world. ■

The Hino 500 4x4 driven by Teruhito Sugawara churns up the 
desert as it traverses the dunes of Peru.

The Team Hino Sugawara team seen at the start of the 2019 Dakar Rally in Peru.

The Hino 500 4x4 that won the class for trucks with engines of less 
than 10 litres celebrates at the podium of the Dakar Rally 2019.

Hino Notches Up Another Finish 
and Class Win in Dakar Rally
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Isuzu’s truck technicians held the South 
African flag high at the Isuzu World Technical 
Competition, also known as I-1 Grand Prix held in 
Japan in December.

The team ended in sixth place in the 
Commercial Vehicle division where they competed 
against 22 countries.   

The South African team was represented by 
Miles Swanepoel from Isuzu Truck Centre in 
Cape Town and Donovan Murray from Bates 
Shelly Beach in Durban and coached by Stevan 
Smith, Isuzu Motors South Africa (IMSA) Field 
Service Engineer. They also won a new award, 
the “Star Distribution and Dealer” Award for 
aftersales performance.

The South African flag was further raised 
by Miles Swanepoel, who finished in fourth 
position in the individual mechanics competi-
tion which featured 64 mechanics from around 
the world.

Isuzu Motors South Africa Chief Executive 
Officer and Managing Director, Michael Sacke, said 
the company was honoured to receive these awards 
and to be rated amongst the very best in the world.

“We are extremely proud of the technicians at 
our dealerships who continue to raise the bar in 
delivering quality service. We are also delighted 
that our technicians have been recognised for 
their focussed, agile and flexible approach to 
finding innovative solutions to ensure that 
truck customers vehicles remain in operation,” 
said Sacke.

South Africa has improved its ranking 
every year in the I-1 Grand Prix for Commercial 

Vehicles. In 2014, the first year SA participated, 
the team finished 19th overall. In 2015 the team 
received the “Jump Up” Award for the most im-
proved team, finishing 15th overall and the teamed 
reached 7th place in 2016.

It was the 13th year that Isuzu hosted the I-1 
Grand Prix. In August last year the bakkie techni-
cians represented IMSA in the Light Commercial 
leg of the competition in Thailand where they came 
third out of 24 participating countries. ■

Working Wheels

Last year ended on a high note for Hino South 
Africa as it notched up another full-house of 
category-leading results in the DATA TRACK 
Comparative Customer Satisfaction Monitor 
(CCSM). Hino came out top in the fourth 
quarter results in terms of overall ranking as 
well as topping the categories for sales, service, 
and parts.

The brand’s ratings for the combined score, as 
well as in the sales and service sectors were at an 
all-time high.

Hino had raised the benchmark for the 
combined score to 99.25% in the third quarter of 
2018 and then raised this mark even higher in the 
fourth quarter, lifting it to 99.35%. Sales ratings hit 
a phenomenal new high at 99.80% satisfaction as 
did service, reaching 99.40%. Parts was marginally 
down at 98.86%, compared to 99.17% in the third 

quarter, but this was still well clear of the runner-
up in this category that scored 97,40%.

Two brands tied for the runner-up spot in the 
combined score at 97.39%, compared to Hino’s 
score of 99.35%. The national average combined 
score was 94.18%, which is still very good as it is 
only just below Scott Byers’ benchmark of 95%.

DATA TRACK has been conducting these 
independent, quarterly customer experience 
interviews with fleet operators continuously since 
1989. The results are used by the local transport 
industry as key indicators regarding the levels of 
customers service in sales, parts, technical service 
and overall by the manufacturers and importers of 
trucks in SA.

“We, as the Hino team, are exceptionally 
proud of our ongoing successes in the DATA 
TRACK surveys, particularly as we continue 

to set new benchmarks in this ongoing market 
research with our customers,” commented Ernie 
Trautmann, Vice President of Hino SA.

“This latest achievement was the cherry 
on the top for us in 2018, as Hino also came 
out top in the commercial vehicle section of 
the 2018 Dealer Satisfaction Index, conducted 
annually by the National Automobile Dealers’ 
Association (NADA), and which allows dealers 
to rate their manufacturers or distributors,” 
added Trautmann.

“Our ongoing success is a direct outflow of 
the application of the global Hino Total Support 
strategy, which is driven by Hino Motors Limited 
in Japan, but extends to building strong relation-
ships between our parent company, our dealers, 
suppliers and, importantly, all our customers,” 
explained the Hino Vice President.

Hino SA Ended 2018 on a High

IMSA Technicians Shine in International Competition

From left, Craig Uren IMSA Executive Officer Sales, Service and Marketing, Michael 
Sacke, IMSA MD and CEO, Donovan Murry, Bates Shelly Beach technician, Miles 
Swanepoel, Isuzu Truck Centre Cape Town technician, Wayne Osborne, IMSA General 
Manager, Training and Organisational Development and Stevan Smith, IMSA Field 
Service Engineer.

“We are extremely proud of the 
technicians at our dealerships 
who continue to raise the bar in 
delivering quality service.”
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Working Wheels

Vehicle uptime is a critical factor in ensuring 
profitability for any transport operator – and it’s 
that aspect that has helped to shape core strategies 
for truck brands Tata and Daewoo in South Africa.

“Uptime is the first metric I look at when 
reports come in from the field,” said Len Brand, 
CEO of Tata Africa Holdings Limited (TAHL), 
which also promotes locally vehicles produced by 
Korean brand Daewoo, which was bought by Tata 
in 2004.

“In any transport operation, sustaining uptime 
is vital to success – and it’s that aspect that has 
shaped our South African business philosophy. 
Everything we do is aimed at helping our custom-
ers to keep their trucks moving.”

Since Brand’s appointment as head of TAHL 
in August 2016, he and his team have devised and 
implemented a number of key strategies to not 

only ensure that the right products on offer by the 
right people at the right places at the right time, but 
that the means of maintaining them properly and 
efficiently are in place, too.

“About 45% of Africa’s truck potential lies in 
South Africa,” Brand said. “It’s a vitally important 
market in which reliability, speed and efficiency 
are crucial to success. Machinery must be seen to 
work and to keep on working. That’s the essence 
of profitability.”

In the Tata and Daewoo brands, Brand 
believes that recently implemented changes to the 
dealer, parts and service networks – in conjunction 
with renewed focus on training initiatives – have 
contributed to increased sales, as well as helping to 
lift performance and delivery platforms.

“We’ve introduced a modern parts system 
which has helped to reduce waiting time for 
orders. In fact, about 92% of items are now readily 
available for picking, and we’ve also simplified 
the selection process, helping to eliminate 
incorrect choices.

“Also, we’ve entered into joint ventures and 
agreements with independent service providers 
to increase the number of technicians in the field. 
These are people who have been trained in our own 
local technical academy.

“With more than 90 touchpoints established 
across Southern Africa, skilled technicians are 
able to respond quickly to customer require-
ments, attending to anything from an accident 
or roadside breakdown to routine service or 
maintenance tasks.”

Brand believes that while being in a position 
to keep the wheels of customers’ trucks turning 
is important, making sure that the right products 

are purchased at the outset is equally central. “It’s 
no good compelling a customer to buy a truck 
that doesn’t suit his or her business,” he explained. 
“Through our brands we offer a wide range from 
which exactly the right fit can be found, and which 
cater to a variety of price points.

According to Brand, Tata trucks are perceived 
to punch above their weight, while the Daewoo 
brand has a reputation for refinement. “The two 
brands are a good fit in a multi-franchise opera-
tion,” he says. “Tata represents the Muhammad Ali 
of trucks – it’s very hard to knock it down – while 
Daewoo is a million-kilometre product that 
blends a US-derived drivetrain with European 
cab architecture.”

TAHL has established a factory at Rosslyn 
where knocked-down kits imported from the 
Indian parent are assembled. This facility plays 
a significant role in the brand’s local marketing 
operations since vehicles built there incorporate 
specific elements requested by South African cus-
tomers following extensive field trials. The facility 
is one of a number of similar assembly plants the 
company operates on the continent.

Further, TAHL recently aligned with key 
SA banks in order to offer its own retail finance 
solutions. “The hard work has been done,” Brand 
said. “We’ve been very busy over the past two years 
getting all facets of our operations up to speed, 
always with the main aim of maximising uptime.

“The changes we’ve implemented seem to be 
working, with sales volumes increasing in 2018 and 
our footprint across South Africa extending. We 
are looking to become the country’s third biggest 
player in terms of truck sales and I don’t see why 
we shouldn’t succeed.” ■

Tata on the Up

Len Brand, CEO of Tata Africa Holdings 
Limited (TAHL).
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Motorsports

Where were you in November 1962 – The year 
David Piper first came to South Africa?

At Kyalami on the 3rd November 1962, a legend-
ary journey began. During the fifth 9-Hour Race, 
the sight and sound of a BP green Ferrari GTO rac-
ing to victory, held the capacity crowd spellbound.

David Piper had driven the Ferrari GTO by 
road all the way from Cape Town. His racing tyres 
had not arrived in time, so he was helped with 
road Ferrari tyres by Gigi Lupini and Basil Read. 
He then raced to victory with co-driver BRM test 
driver, South African Bruce Johnston, and set the 
benchmark for ten years.

He won the 9-Hour five times in his Ferraris 
and once in 1969 in his Porsche 917. It was an 
amazing achievement, which not only stimulated 
motorsport in South Africa, but brought many 
of the real icons of motor racing to South Africa 
– cars like Ford GT, Mirage, Lola, Ferrari and 
Porsche and racing stars like Jackie Ickx, Mike 
Hailwood, Richard Atwood and Paul Hawkins. We 
also had our local aces: Peter de Klerk, John Love, 
Jackie Pretorius, Tony Maggs and Dave Charlton – 
they were our heroes.

Then in 1970 it all ended. Steve McQueen’s 
production of “Le Mans” created at real speed, 
resulted in David having a near fatal crash in one 
of the sequences. He lost the lower half of his right 
leg which ended his professional motor racing 
career. But he was not lost to us in South Africa.

David soon discovered that with an artificial 
limb he could still race competitively and in 
1980, together with Mike Knight (a formidable 
single seater racer from the Sixties), formed the 
International Sports Racing Club for Pre-1970 
Sports cars. This was the beginning of serious 
historic motor racing worldwide.

Previously “old racers” had no value and were 
considered useless, but in 1988 Piper and Knight 
returned to South Africa with 22 of these incred-
ible racers. They raced at Killarney, East London 
and at a special street race in Durban. Since 2002 
they have come to South Africa every year, to 
participate in the Zwartkops and Killarney “David 
Piper/ Passion for Speed” Festivals.

Through the participation of David Piper 
and Mike Knight and the ingenuity of South 
African engineers and drivers, historic racing in 
South Africa has become a whole industry. South 
Africans now build and export tribute cars around 
the world, where they are competitively raced (in 
period specifications) on five continents.

This all started with a V12 BP Green Ferrari 
on 3rd November 1962 at Kyalami – 57 years ago. 
Without David and Liz, whom he married in 1968 
and has helped drive his lifelong passion for racing, 
and in later years Mike Knight, we would never 
have had such a rich heritage of World Sports and 

GT racing both past and contemporary that we 
have today.

“Some seeds fall on good soil from which a 
rich harvest is reaped” – thank you David, Liz and 
Mike – our heritage is exceedingly rich.

The Zwartkops Team ■

Honouring a Legend

Our Past Winners

2002 Chris Chiles (UK) Ford GT 40

2003 Alex Hammond (UK) Chev Camaro

2004 Peter Bailey Ford GT 40

2005 Mike Nel/ Neil Lobb Ford GT40

2006 Graham Bryant (UK) Morgan +8

2007 Alan/Jason Minshaw (UK) Chevron B8

2008
Jean-Michele Martin/Marc Devis 
(BEL)

Lola T70

2009 Peter Lindenberg Ford GT 40

2010 Chris/Nic Clarke Ford GT 40

2011 Franco Scribante Ford GT 40

2012 Mark/Jonathan du Toit Lola T70 Spyder

2013 Mark/Jonathan du Toit Lola T70 Spyder

2014 Mark/ Jonathan du Toit Lola T70 Spyder

2015 Rui Campos Lola T70 Spyder

2016 Mark/ Jonathan du Toit Lola T70 Spyder

2017 Peter Bailey Ford GT40

2018 Mark/ Jonathan du Toit Lola T70 Spyder
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Motorsports

By RogER HougHton

Africa is one of three regions in the world under 
consideration as a venue for Dakar Rally 2020 
according to Glyn Hall, team principal of Toyota 
Gazoo Racing South Africa (TGRSA) which won 
Dakar 2019. Hall was addressing a media confer-
ence to welcome the victorious local team back 
from their wonderful victory in Peru.

Winning driver Nasser Al-Attiyah, of Qatar, 
and his navigator Matthieu Baumal, of France, 
were flown to South Africa for less than 12 hours to 
attend the media event at Toyota’s HQ in Sandton. 
South Africa’s Giniel de Villiers, who finished 
ninth in this year’s event, was also present.

Hall said the three regions under considera-
tion for next year’s event are Africa (rally officials 
last year visited Algeria, Angola, and Namibia), the 
Middle East and South America, where the event 
has been staged for the past 11 years.

The history of the Dakar goes back to 1979 
when a 10 000 km route took competitors from 
Paris to Dakar in Africa. The event continued to 
take place on the African continent until 2007; 
in 1992 the marathon event went from Paris to 
Cape Town. The 2008 event was cancelled at the 
last minute due to terrorist activity and in 2009 it 
moved to South America.

The achievements of Glyn Hall, his Hallspeed 
team and the Toyota Hilux in the gruelling Dakar 
Rally are already legendary. The combination 
tackled the event for the first time in 2012 as the 
start of a programme which had the target of 
winning within a 10-year time frame. This year’s 
victory came at the ninth attempt. During this 
period De Villiers and his German navigator, Dirk 
von Zitzewitz notched up five podiums – 2012 (3), 
2013 (2), 2015 (2), 2016 (3) and 2018 (3) – as well as 
a fourth in 2014, fifth in 2017 and ninth in 2019; an 
amazing record. Al-Attiyah was second in 2018.

This year’s win was the first by a petrol-
engined vehicle since the Dakar moved to South 
America in 2009. All the previous winners have 
had diesel-turbo engines, while the Dakar Hiluxes 
use Lexus V8 engines.

De Villiers has an absolutely amazing record in 
the Dakar Rally, which he entered for the first time 
in 2003, finishing fifth in a Glyn Hall-developed 
Nissan bakkie. He was seventh and fifth in the next 
two years. He then joined the Volkswagen factory 

team in 2006 and raced a Touareg for them in five 
Dakar Rallies, winning in 2009 and collecting 
the runner-up position in 2006 and 2011. Over 
the years Giniel has set fastest times on 15 timed 
special stages.

This year Giniel and Dirk suffered an early 
setback when they hit a rock and damaged the 
suspension and oil filter, which cost them valuable 
time. From then on, they were basically rapid 
support for Nasser and Mathieu.

On the last stage, of 112 km, the starting line-
up was reversed so they sat waiting on deckchairs 
in the desert for almost an hour before Nasser 
arrived and they then virtually shadowed the race 
winner to the finish. Just before the finish Nasser 
stopped to allow his teammates to join him so they 
crossed the finish line one behind the other which 
made a wonderful sight for very anxious team boss 
Glyn Hall.

All the competitors said that although this 
year was shorter in total distance and number of 
days then previously it was extremely demanding 
on man and machine. The time spent in the 10 days 
of racing sections was, in fact, virtually the same 
as in the previous year when the event lasted four 
days longer but had lengthy liaison stages between 
the racing stages.

The route in Peru included mainly dune and 
sandy sections, so was especially stressful on the 
competitors. Mathieu said he hardly ate anything 
during the race for fear of being ill from stress, as 
occurred last year, as he had very few instructions 
in the route schedule of possible obstacles. It was 
just one dune after the other.

Glyn Hall gave an interesting insight into 
the logistics required for this arduous event. The 
Toyota Gazoo Racing SA team had three big trucks 
moving their mobile workshops and replacement 
parts from one overnight bivouac to the other, with 
24 South African technicians and other specialists 
to look after the teams three cars.

Meanwhile associated Team Overdrive, of 
Belgium, had 106 people to look after the other 12 
SA-built Hluxes in the event.

“It has long been my dream to win Dakar, and 
I am very proud that we have been able to bring the 
coveted winner’s trophy back to South Africa with 
a locally-built and developed Hilux. Now it is time 
to start looking at how we will tackle the Dakar 
Rally 2020, which could see turbocharged petrol 
engines allowed to take the fight to the turbo-die-
sels,” concluded the elated TGRSA team chief. ■

“It has long been my dream to 
win Dakar, and I am very proud 
that we have been able to bring 
the coveted winner’s trophy back 
to South Africa with a locally-built 
and developed Hilux.”

It was a proud moment for 
Roger Houghton, author of the 
accompanying article on the Dakar 
Rally to have his photo taken between 
Glyn Hall (left), team principal of Toyota 
Gazoo Racing South Africa, and Nasser 
Al-Attiyah, driver of the winning Hilux in 
Dakar 2019. Houghton worked in the 
public relations department at Toyota 
SA for almost 20 years and was deeply 
involved in the company’s motorsport 
programme, so this long-awaited win was 
of particular significance to him.

Return to Africa Possible 
for Dakar Rally 2020

Top spot on the Dakar Rally podium at 
last! Proud Toyota SA Motors executives, 
Calvyn Hamman (left), Senior Vice 
President – Sales and Marketing, and 
Andrew Kirby, the President and CEO, 
flank the winning duo of Matthieu Baumal 
and Nasser Al-Attiyah.
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The most glamorous period in motoring history 
will be given pride of place at this year’s Knysna 
Motor Show on April 28th.

This year a number of marques are being hon-
oured by special celebrations of their centenaries, 
and cars from this period on display will include 
the halcyon era between 1925 and 1940. However, 
other important eras and genres in the classic car 
field will be equally prevalent.

The 2018 Knysna Motor Show drew a record 
number of over 400 vintage and veteran machines, 
classic cars and motorcycles and modern super-
cars, and once again the organisers are aiming for a 
turn-out of this magnitude.

“It’s never been just about the numbers,” said 
Peter Pretorius, Chairman of the Garden Route 
Motor Club and principal organiser of The Knysna 
Motor Show.

“Primarily the focus is to put on the best 
classic show possible. And judging by reports from 
the past two years at least, I think we are working 
in the right direction.”

Various new themes within the show are intro-
duced at each succeeding event, ensuring that it is 
fresh, even for people who have attended many of 
the preceding seven shows. This year, for instance, 
will see the anniversary celebrations of a number 
of great marques. It is known that there will be an 
impressive display of Bentleys celebrating the great 
British marque’s centenary this year.

Another British make that will be similarly 
honoured is Morgan, which celebrates 110 years 
of being one world’s most exclusive sports 
car manufacturers.

The Knysna Motor Show is held in tradi-
tional holiday season in the Garden Route, and 

is also attractive to out of town visitors as it is 
held the weekend before the Knysna Hill Climb, 
so many enthusiasts take in the show before 
staying on for a holiday to enjoy the hill climb the 
following weekend.

“The show is organised primarily for the pure 
and simple pleasure of seeing these wonderful 
cars and motorcycles on display in such congenial 
surroundings,” said Pretorius.

“However, our secondary objective has always 
been to raise money for local charities. We are 
very proud to announce that over the past years 
we have raised a total of well over half a million 
rand for local charities with the Knysna Motor 

Show, and we aim to add to that figure substan-
tially with proceeds from the 2019 event at the 
end of April.”

Interested car owners should submit their 
details, as well as photographs of their machines 
to Peter Pretorius by email at peterp@afrihost.
co.za. However, as far as spectators to the show are 
concerned, there is no hint of exclusivity! It is a 
motor show for the whole family. The 2019 Knysna 
Motor Show is a one day event that runs from 9 am 
to 4 pm on Sunday, April 28, 2019 at the Knysna 
High School Sports Grounds.

For more information, the Garden Route 
Motor Club’s website on www.grmc.co.za. ■

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
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Bentley will be celebrating its centenary at The-Knysna Motor Show on April 28, 2019. 
Pictured is a 1930 4,5-litre-model.

All Systems Go for the 2019 
Knysna Motor Show
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