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INNOVATION AWARDS 
WINNERS ANNOUNCED

Representatives of the companies which 

won bronze, silver and gold certificates in 

Automechanika Johannesburg’s Innovation 

Awards competition with Joshua Low, managing 

director of Messe Frankfurt South Africa (extreme 

left) and Michael Johannes, international brand 

manager for Automechanika (centre). The 

products awarded were Serco’s refrigerated trailer 

(gold); MWM’s nitrogen-based plastic welder 

(silver) and Valeo’s AquaBlade windscreen wiper 

system (bronze).

The insulated Serco truck body which won the Gold prize at the 
Automechanika Johannesburg Innovation Awards for 2019.
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Winners of Automechanika 
Johannesburg 2019’s Innovation 
Awards competition, sponsored 
by ABSA,  were announced on 
September 18 at a presentation 
ceremony held at the trade fair’s 
opening at Expo Centre, Nasrec.

Six products out of nearly 
two dozen that were entered were 
honoured for their innovative 
qualities following evaluation by 
a panel of automotive experts – 
industrial editor David Furlonger 
of the Financial Mail, Dr Norman 
Lamprecht of NAAMSA and Jakkie 
Olivier, CEO of the RMI. The awards 
were convened by Wynter Murdoch, 
editor of Focus on Transport.

The competition was open 
to any recently introduced OEM 
or aftermarket products. Entries 
included ADAS related items; body 
shop equipment; insulation materials 
for NVH applications; load securing 
systems; test equipment for direct 
injection petrol engines; an aerosol-
based, professional paint repair 
system; and even air fresheners for 
vehicle interiors.

The gold certificate went to 
South African trailer builder Serco 
for its refrigerated thermal unit, the 
first in in the country to achieve 
SABS approval for meeting standards 
related to the transport of frozen and 
fresh food produce.

In their summation, members 
of the judging panel described the 
trailer – which is built in KwaZulu-
Natal – as representing top-class 
quality. They were particularly 
impressed by techniques used in the 
unit’s manufacture, and the types 
of insulation materials employed. 
They pointed out that the unit’s 
thermal efficiency helped to reduce 
the amount of diesel needed to run 
the refrigeration plant, elevating the 
trailer’s environmental friendliness

The silver certificate went to 
Italian manufacturer MWM’s light, 
easy-to-use, nitrogen-fuelled plastic 

welder, a product that, in the eyes 
of the judges, made an important 
contribution to the automotive seg-
ment in which it competes. “Instead 
of throwing away accident damaged 
vehicle bumpers and headlights, 
the items can now be quickly and 
professionally mended, reducing the 
amount of waste going out of body 
shops and cutting the cost of re-
pairs,” they said in their summation.

The bronze award was won by 
Valeo’s AquaBlade Windscreen 
Wiper system, which does away 
with traditionally mounted washer 
jets to take windscreen cleaning 
performance to the next level – in 
the process making a significant 
contribution to road safety.

In their notes, members of the 
judging panel said the system allowed 
washer fluid to be applied directly to 
the windscreen through a number of 
holes in the blade itself, delivering a 
super-clean finish and representing a 
simple, innovative solution compared 
with equivalents offered by many 
customary wiper-washer units.

Manufacturers of the remaining 
three products that made the finals 
each received Highly Commended 
certificates. They were:

 ■ Fibertex for its lightweight, 
environmentally friendly, fire-
retardant insulating materials, 
many forms of which are 
used by South Africa’s motor 
manufacturers to eliminate noise, 
vibration and harshness from 
their vehicles, simultaneously 
increasing interior comfort.

 ■ Herrmann Lack Technik for 
its anti-static IonStar spray gun, 
which the jury perceived to be well-
suited to a variety of panel shop 
applications thanks to its lack of 
power cables, light weight, robust 
construction and in-built turbine.

 ■ Catalfer for its dry sander, which 
jury members acknowledged 
for its perceived environmental 
and health advantages, low 
maintenance schedule as well as 
compatibility with both machine- 
and hand-sanding operations.

The awards were pre-
sented to representatives of each 
of the winning companies by 
Michael Johannes, Brand Manager 
for Automechanika at Messe 
Frankfurt, Germany, and Joshua 
Low, Managing Director of Messe 
Frankfurt South Africa, organisers of 
Automechanika Johannesburg. ■
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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

Alex Lenaerts, of Aer-O-Cure, is flanked by Joshua Low (left), CEO of Messe 

Frankfurt South Africa, and Michael Johannes, Vice President Mobility and 

Logistics, Messe Frankfurt Exhibition GmbH. Lenaerts collected the Highly 

Commended certificate on behalf of Herrmann Lack Technik for its anti-static 

IonStar spray gun in the ABSA Innovation Awards, while Aer-O-Cure also won 

Gold for its display at Automechanika Johannesburg.
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Exports of built-up vehicles from South 
Africa set a monthly record in August with 
shipments of 44 566 units to more than 
150 global destinations. This was a 37.8% 
improvement over the 32 341 vehicles ex-
ported in August 2018. Year-to-date exports 
of 262 014 units was 22.9% higher than the 
figure for the first eight months of last year.

However, there was bad news again on 
the domestic sales front, with a decrease of 
5.1% in total vehicle sales to 45 537 units, 
which was little better than total exports! 
An estimated 81.6% of the sales went 
through the dealer networks, an estimated 
12.6% were bought by the rental industry, 
3.9% to industry corporate fleets and 1.9% 
to government.

Passenger car sales slumped by 7.6% 
month-on-month despite an 18% contribu-
tion from sales to the rental industry. Local 
sales of light commercials at 14 041 units 
showed a modest increase of 0.5% compared 
to August 2018. Sales in the medium and 
heavy commercial vehicle market reflected 
a mixed performance, with an improvement 
of 6.6% month-on-month for mediums 
while heavies fell 9.5% compared to a 
year ago.

There were some bright spots in the 
sales figures, with Toyota selling 40.4% of 
the total LCV market (5 677 units), Suzuki 
welcoming its 75 000th customer in South 
Africa as well as celebrating its best sales 
month in a row and best month ever for its 
dealer sales, while Haval continues to im-
press, selling 828 Haval-branded SUVs and 
173 GWM-branded models for a combined 
total of 1 001 units for the month.

The total vehicle market year-to-date 
for the first eight months of 2019 stands at 

349 203 units, which lags 3.9% behind the 
total at the same time last year.

NAAMSA Has its Say

Consumers and businesses remain under 
financial pressure and the new vehicle 
market is feeling the pressure of the reduced 
spending power with regards to vehicle 
purchases. The ABSA Purchasing Managers’ 
Index (PMI) reiterated the current weak 
domestic demand environment, not just 
in its decline from 52.1 index points in 
July to 45.7 index points in August, but in 
particular the magnitude of the decline.

Business and consumer confidence 
levels remain low with the high-volume 
passenger car segment as well as the heavy, 
extra-heavy and bus segments performing 
weaker during August 2019 compared to the 
corresponding month last year. Worryingly, 
purchasing managers expect conditions to 
worsen going forward.

On the positive side, the vehicle export 
performance remains extremely strong 
with the industry on track to achieve a 
new record in 2019. In this regard industry 
vehicle production levels would continue to 
benefit from strong vehicle export sales.

WesBank Has its Say

While the market remains depressed, 
consumers have a little more to be 
optimistic about. “There are some factors 
for consumers to be encouraged by,” said 
Ghana Msibi, WesBank Executive Head of 
Motor. “Inflation was at a seven-month 
low in July giving some analysts hope of a 
further interest cut before the end of the 
year. Yet lower oil prices that should be 
benefitting motorists at the fuel pumps 
are being stifled by the weakness of the 
Rand, with fuel price hikes expected 
during September.”

Msibi indicated that consumer 
demand as measured by finance applica-
tions remains robust, indicating interest 
in the new car market, albeit that overall 

Editor’s Note
As we enter the final quarter 
of 2019, those businesses that 
haven’t embraced the digital 
age yet, will have to get their 
ducks in a row in order to 
survive. I read an interesting 
opinion piece recently which 
stated that resistance to 
change is the biggest reason 
for failure.

There’s a lot of mention of change in this month’s issue 
of AutoLive.

A welcome change is the fact that exports of built-up 
vehicles from South Africa set a monthly record in August 
with shipments of 44 566 units to more than 150 global 
destinations. This was a 37.8% improvement over the 32 341 
vehicles exported in August 2018. Year-to-date exports of 
262 014 units was 22.9% higher than the figure for the first 
eight months of last year. Exports into the rest of Africa also 
improved for the first time in years.

Another change to consider is in the field of vehicle 
financing. In this issue we learn more about a unique way 
of bringing money to the industry by providing the South 
African market with a dedicated channel of entry into the 
world of so-called alternative finance solutions.

An industry expert recently commented that legisla-
tion alone is not enough to unlock the full potential of the 
automotive industry. Meaningful localisation requires a 
shift away from a compliance-driven mindset, towards 
‘value beyond compliance’ thinking to address key areas 
and unlock the industry’s full potential. Clearly change is 
needed here too.

Volkswagen seems to be embracing change. The 
company recently revealed an updated logo and brand design 
in order to align it with an innovative, connected, authentic 
and more digital new world.

Peugeot has also made a few changes locally. The French 
carmaker has revamped its model line-up to concentrate on 
the two major areas of growth in South Africa’s new car mar-
ket; the entry-level A/B segment for hatchbacks and the SUV 
segment. In line with this thinking, the slow-selling Peugeot 
308 has been dropped from the range. And to stimulate sales 
growth, two new products were launched.

We report on all this and much more in this month’s 
AutoLive. There are also new models, new brands and new 
faces to learn about. Enjoy the read and feel free to let us have 
your comments and suggestions.

Liana Reiners,
Editor
liana@autolive.co.za To advertise in 

 contact

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

continued on next page 

Record Built-Up Vehicle Exports 
Only High Point in August Sales

Passenger car sales 
slumped by 7.6% month-
on-month despite an 18% 
contribution from sales to the 
rental industry.
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market performance is down. “It is interesting to note the correlation between the South 
African inflation rate at 4% in July and WesBank’s average deal size for new and used 
vehicles up 6% and 2% year-on-year respectively,” he commented. “This may give some 
indication of the market’s performance given the overall affordability challenges facing 
household budgets.”

The average take-home pay has out-run inflation according to BankservAfrica’s Take-
Home Pay Index, providing a slight boost to household budgets under pressure. It increased 
0.9% in July in real terms and 5.3% in nominal terms. “But the harsh reality for the motor 
industry is that these average levels are well-below the level of the car-buying public,” 
Msibi commented. “More likely to have impacted August sales was the performance of 
the stock market – the worst August since 1998, which will have continued to pressurise 
purchase confidence in the market that can afford new vehicles.”

NADA Has its Say

“With a declining vehicle sales mar-
ket and heavily subdued economy 
prevailing longer than anticipated, 
we implore the government to 
rapidly implement structural reform 
in order to stimulate economic 
growth and lift confidence levels of 
business and consumers alike,” said 
Mark Dommisse, Chairperson of 
the National Automobile Dealers’ 
Association (NADA) which repre-
sents franchised car and commercial 
vehicle retailers in South Africa. 

“A smaller vehicle parc and 
market contraction is putting strain 
on dealership viability, as we see con-
solidation in dealership footprints 
with a concomitant loss of jobs,” he 
continued, commenting on the new 
vehicle sales statistics for the month 
of August 2019.  

“Retailers continue to see 
interest in the pre-owned and 
demo segments, despite a short-
age of good stock in this area,” 
Dommisse concluded. ■

 continued from previous page

Mark Dommisse, Chairperson of the 

National Automobile Dealers’ Association (NADA).

Toyota, which has had an assembly plant making 
its products in South Africa since the 1960’s, is to 
build another plant in Africa. The company re-
cently signed an agreement to build a plant in Ivory 
Coast, West Africa. The agreement was signed at a 
Japan-Africa development conference in Japan.

There were no details as to the type of vehicles 
and the production capacity of the plant, except 
that the process to set up the facility will start 
before the end of the year.

Toyota has been the most popular vehicle 
brand in Africa for many years and as part of 
an accelerated push into Africa, Toyota Tsusho, 
Toyota’s trading arm, acquired CFAO, a French 
vehicle retail organisation which operates in 35 
countries in Africa, in 2016.

Volkswagen and Nissan have operations in 
Nigeria, Kenya and Ghana or have pledged to set 
up facilities in these countries, while Honda, Ford 
and Peugeot have plants making their products 

in Nigeria, Volkswagen recently opened a plant in 
Rwanda and Peugeot has a plant in Kenya.

North Africa has a strong vehicle manufactur-
ing presence in Morocco, Egypt and Algeria.

Toyota to Build Assembly Plant in Ivory Coast

Monthly automotive news to and from Africa

http://www.autolive.co.za


Subscribe for free @ www.autolive.co.za  Page 5

Monthly automotive news to and from Africa

The volume of built-up vehicle exports from South 
Africa into the rest of Africa has taken an upwards 
tick for the first time in years. Exports for the first 
eight months of 2019 amounted to 15 805 units, 
which improved on the 15 481 units in the same 
period of 2018. It was, in fact, the highest figure for 
this eight-month period since 2015 when exports 
into Africa between January and August totalled 
32 007 units.

Exports in the month of August, at 2 808 units, 
were also higher than the 2 045 units shipped 
in the same month last year. These were also the 
highest August export numbers since 2014. (The 
August 2017 figure had been a lowly 1 560 units.)

It must be taken into account that these figures 
do not include any exports by Mercedes-Benz SA 
or Haval/GWM, which do not give model break-
downs of their domestic sales or exports. However, 
the contribution from these two companies to 

exports into Africa will not be many units, judging 
historically.

The country’s two biggest exporters of vehicles 
into Africa, Toyota and Nissan, both improved 
on their figures for the first eight months of 2018: 
Toyota went up from 6 139 units to 6 425 and 
Nissan increased from 3 895 to 4 543. Isuzu and 
Ford sales decreased in the period, Isuzu slipping 
from 2 418 to 2 008 and Ford going down from 
1 576 units to 1 159.

Only five countries took more than 1 000 
SA-built vehicles year-to-date, being Kenya (2 400), 
Ghana (2 167), Zambia (1 299), Mozambique (1 251) 
and Zimbabwe (1 204). Only 12 countries out of 
36 export destinations in Africa took more than 
500 units. Those countries, besides the five that 
took more than 1 000 units, were: Nigeria (877), 
Mauritius (855), Tanzania (785), Uganda (716), 
Malawi (627), Reunion (595) and Ivory Coast (570).

Toyota had a 50% jump in August sales, going 
up from 766 units in 2018 to 1 162 units for the 
same month this year, while runner-up Nissan 
increased from 455 to 667 units. Isuzu was down 
from 422 to 363, while Ford’s contribution rose 
from 194 to 240 units.

Only seven countries took more than 200 
SA-built vehicles from SA in August, being Kenya 
(562), Ghana (344), Mauritius (286), Mozambique 
(269), Reunion (246) and Tanzania (206). 
Zimbabwe, which had been the most popular 
destination in August 2018, taking 293 units, 
took only 154 last month, underlining the direct 
economic plight of SA’s neighbour.

The 246 units that went to the small island 
of Reunion are interesting in that 222 of them 
were Volkswagen Group products and they 
were the only Volkswagens shipped into Africa 
in August! ■

Exports of SA Built-Up Vehicles into 
Africa Show Positive Turn – At Last!

Hino recently undertook a 50-day promotional 
roadshow through four countries in Sub-Saharan 
Africa to increase brand awareness and to build 
a base for increasing sales in the region. The 
circular route of 6 500 km traversed Zimbabwe, 
Zambia, Malawi, and Mozambique, with stopovers 
in Bulawayo, Harare, Lusaka, Ndola, Kitwe, 
Lilongwe, Blantyre, Tete and Maputo before 
returning to South Africa.

The initiative, which started in June from 
Isando in Johannesburg was driven by Africa 
Mobility Solutions (AMS), a subsidiary of the 
CFAO group based in Paris appointed by Hino 
Motors Limited as the official Hino distributor to 
30 African countries.

“This pro-active roadshow has given a 
significant boost to our efforts to build the Hino 
brand and interact with customers, prospective 
customers and distributor staff in the region,” 
explained André Venter, Vice-Divisional General 
Manager at AMS.

“Virtually all the Hino distributors’ operations 
share premises with Toyota and we were able to 
stress the link between the two companies, which 
has valuable benefits for Hino in these countries 
because Toyota is a very familiar and trusted brand.

“We had 12 events in all – six in Zambia and 
two each in Zimbabwe, Malawi and Mozambique – 
and interacted with hundreds of people, including 
major transport operators and senior government 
officials. More than 100 quotations were provided 

to interested parties, and some transactions have 
also been concluded, which bodes well for increas-
ing sales and market share in the region. All events 
were attended by AMS personnel from South 
Africa, while in Zambia we also had representation 
from Hino Japan in attendance. All events were 
attended by media representatives and we received 
substantial coverage of these events.

“We hope that the fact that we exposed our 
guests to well-equipped parts and service facilities 
will encourage more operators to service at these 
outlets rather doing servicing and repair work at 
sub-standard facilities,” added Venter.

“This trip has underlined the fact that doing 
business in Africa is not easy, with customs 
and forex issues, as well as varying regulations 
governing vehicles – especially fuel grades and 
engine suitability – make trading cumbersome and 
expensive,” he said.

“We also have to face tough competition with 
over 30 truck brands trading in Africa and a huge 
number of used vehicles – so-called grey imports 
– flooding the market. The market for new trucks 
is limited. We used this promotional activity to 

stress the professional manner in which Hino deals 
with its customers together with showcasing our 
outstanding after-sales support.”

AMS has a dedicated team focussing on 
developing new markets while strengthening exist-
ing operations. It has implemented new vehicle 
sales and after-sales training programmes in these 
territories and it remains a priority going forward 
to enhance skills, knowledge and resources at 
the distributors and dealers to ensure top quality 
customer service.

“Our main role is to develop new markets 
while strengthening existing operations in Africa, 
in such a way that the customer experience with 
Hino is exceptional. This is a challenging task but 
we also know that the Hino range is ideal for the 
operating conditions in Africa. By understanding 
the needs of customers and meeting these needs, 
we will be able to increase our penetration in 
Africa,” continued the AMS senior executive.

“As far as we know this is the first promotional 
roadshow of this magnitude to have been under-
taken by a truck manufacturer in the region and 
we are excited about the opportunity it provided 
for us to get closer to our distributors, dealers and 
their customers. There are no plans for another 
roadshow soon, but there are many projects on the 
go in terms of product offerings for East and West 
Africa and, conceivably, when these projects are 
finalised, we will consider a similar event in those 
regions of Africa,” concluded Venter. ■

Hino Roadshow into Africa a Great Success
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Ask anyone involved in the South African motor 
industry and they will tell you that the big chal-
lenges are selling more cars, improving efficiencies 
and throughput in workshops, increased parts 
sales, retaining clients through aftermarket sales 
and activities. But how does one do that in a chal-
lenging economic environment? The alternative 
is finding new and innovative ways of securing 
business and ultimately boosting the bottom line.

With more than 40 years’ combined experi-
ence in the industry, the team at MotoData – part 
of the C2 Group of companies – came up with a 
unique way of bringing money to the industry by 
providing the South African market with a dedi-
cated channel of entry into the world of so-called 
alternative finance solutions. In short, the platform 
acts as a conduit that connects dealerships, service 
providers, product suppliers and buyers to finan-
cial institutions specialising in unsecured lending.

According to MotoData CEO, Theunis Smith, 
the idea is not to replace traditional solutions, 
but rather to provide another viable option that 
would complement and enhance existing value 

propositions. Smith is quick to point out, however, 
that this is not a last-resort option for people who 
are unable to get finance, but rather an opportunity 
for the motor industry to unlock new markets 
and for consumers to potentially access funds 
to purchase a vehicle of choice or pay for related 
products and/or services.”

Explained Smith: “Simply put, transactions 
are mainly approved on the strength of the buyer. 
Because of that, aggregated approval rates are 
greatly enhanced, ultimately translating into 
greater opportunities to increase sales on dealer, 
provider and supplier level.”

Enabling risk mitigation principles, the value 
chain is empowered to make informed decisions 
by bringing unsecured lending closer to secured 
lending and in a way formalising what has – in the 
past – mostly been an informal process.

Amongst other benefits, using the web-based 

and mobile friendly MotoData platform ensures 
greater peace of mind for buyers, retailers of 
vehicles and financiers because aspects such as the 
vehicle’s VIN number, accident history, outstand-
ing finance interest, police clearance and vehicle 
values are also verified during the application 
process. Microdot validation further authenticates 
the original identity of the vehicle presented for 
either trade-in or outright purchase, ensuring that 
the vehicle is not cloned. As part of this process 
training is provided to dealers to do a physical 
validation at the point of origin, resulting in the 
dealer being able to identify the possibility of a 
cloned vehicle.

The strength of MotoData doesn’t end with 
alternative vehicle financing though.

“We also wanted to offer dealerships, work-
shops and the motor industry a new and additional 
source of income, as well as the means to explore 
other avenues of business,” said Smith. “The beauty 
of the MotoData platform is that it can facilitate 
the financing of servicing, repairs, maintenance 
plans and other aftermarket items, so there are 
opportunities aplenty.”

There are many cases of vehicles gathering dust 
at dealerships because the owners can’t afford to 
pay the service bill. Or vehicles driving around on 
South Africa’s roads in a state of disrepair because 
the owners don’t have cash in hand to have the 
necessary work carried out. Now there is a way for 
vehicle owners to obtain the required funds to keep 
their assets well maintained, whilst in the process 
offering motor industry players an opportunity to 
boost profitability and client retention.

Harnessing the MotoData platform and the 
opportunities it offers is remarkably simple.  
Smith invites interested parties to visit  
www.motodata.co.za to find out more. 
Alternatively, send an e-mail to:  
info@motodata.co.za. ■

Alternative Lending Options Open 
Up New Business Opportunities
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Vehicle auctions are by no means a new phenom-
enon in South Africa. And while it can be a rather 
tedious and time consuming process, for many 
dealers it remains a popular and proven platform 
for not only acquiring but also selling pre-owned 
vehicle stock.

Bid4Cars, founded in 2008, provides an in-
novative alternative to traditional vehicle auctions 
by offering an online dealer to dealer auction 
platform to not only source but also dispose of 
vehicles. “In fact, even fleet managers will find 
Bid4Cars a quick, no-fuss medium for selling 
vehicles come the time to do so,” explains Bid4Cars 
sales manager Stefan du Toit.

Bid4Cars is one of a handful of companies 
that form part of the C2 Group, a holding com-
pany that has more than 30 years’ experience in 
motor and motor related businesses, including 
vehicle importing, distribution and retailing, 
insurance, finance, marketing, IT solutions 
and more. Providing diverse offerings, each 
company is operated and managed indepen-
dently and are designed to improve customer 
business efficiency.

Efficiency is indeed the name of the game 
at Bid4Cars. To this end the company recently 
launched its new and improved Bid4Cars platform, 
making it more user friendly and improving on 
a lot of features. The platform can be used on a 
desktop or any Android or IOS-enabled smart 
phone or tablet.

New features include customised auctions, 
which allows dealers to choose who they sell to, 
whether it be internal auctions for groups, pre-
ferred traders, preferred regions and so on. There 
is also a new Wish List functionality for buyers 
where preferred vehicles, mileage and regions can 
be specified. Buyers are then notified when such 
vehicles are listed.

To be able to participate in auctions dealers 
need to sign up on www.bid4cars.co.za and 
provide all the usual business information such as 
VAT number and business registration documents. 
Once login details have been provided, registered 
users can manage their profile online.

There are three main user types on the 
Bid4Cars platform: buyers, buyer/sellers buyers/
sellers with valuation.

In order to be a seller on the Bid4Cars 
platform, one must be VAT registered and be active 
on the system for at least three months. Registered 
and approved sellers can load stock onto Bid4Cars 
through an App, which also enables users to 
upload images of the vehicle.

Incidentally, Bid4Cars does the checks and 
balances on all buyers and sellers. This includes 
ITC checks on all buyers.

Auctions are held daily, from Monday to 
Saturday, and end at 14:30 each day. Auction 
buyers receive SMS updates on their bids and are 
notified via e-mail if they hold the successful bid 
on a vehicle.

Says Du Toit: “There is no fee charged for 
participating in auctions but sellers pay a tiered 
commission to Bid4Cars. No buyers commission 
is charged on cars bought and sellers are only in-
voiced for each successful sale and not per vehicle 
loaded. So it really is a very cost-efficient way for 
dealers to dispose of or obtain pre-owned stock. 
We are understandably proud of the fact that 80 
per cent of the vehicles loaded onto Bid4Cars are 
sold. In fact, around 1 000 vehicles are successfully 
auctioned on the Bid4Cars website every month.”

The Bid4Cars team believes that a positive user 
experience and effective reputation management 
are key to a successful platform. It has a zero toler-
ance approach to buyers or sellers not adhering to 
the Bid4Cars terms and conditions.

An added benefit of the Bid4Cars site is the 
electronic valuation platform, which is available 
at a fee of around R690 per dealership per month. 
This service is available to users with an active 
Trans Union account and includes updated trade 
and retail figures as well as new list prices.

The valuation system replaces the traditional 
manual paperwork by virtue of digitalisation and 
keeps a record of all customers who have their ve-
hicles evaluated at the dealership. This enables the 
dealership to analyse their trade-in activities and 
provides insight into their general prices offered 
to prospective customers versus what the industry 
offers. Essentially this system provides detailed and 
analytical reporting.

“Bid4Cars has proven itself as a leader in the 
dealer-to-dealer online space and consistently 
wholesales more than 12 000 vehicles per year, 
making it the ideal tool for sellers to improve 
their profits. We are continuously looking at 
ways of improving and expanding the platform 
to ensure that we deliver the best possible service 
and experience to our users. Watch this space!,” 
concludes Du Toit.

Bid4Cars’ services and support are available 
nationwide and with a dedicated team of 5 regional 
managers, no corner of the country is too far. For 
additional, please visit www.bid4cars.co.za or con-
tact Stefan du Toit at stefandt@bid4cars.co.za. ■

Daily Online Auctions the Way of the 
Future for Pre-owned Vehicle Dealers

Bid4Cars sales manager Stefan du Toit.
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Snippets

Indian Car Market Crashes
Car sales in India, the fourth largest market in the 
world and slated to overtake Japan for third place 
in the future, have collapsed, with a 30% fall in 
August alone. Tata, which is also battling falling 
sales with its Jaguar Land Rover subsidiary in the 
UK, was the biggest loser, with sales plunging 60% 
year-on-year. Sales decreases by the other major 
companies selling cars in India were Honda (-51%), 
Maruti Suzuki (-36%), Mahindra (-25%), Toyota 
(-24%) and Hyundai (-9%).

Maruti Suzuki, the dominant No. 1 in this 
market saw its sales fall 8% year-to-date at the end 
of June and it has gotten worse since.

This has resulted in big job losses (350 000 
automotive industry workers have lost their jobs 
since April) as well as deep production cuts.

Automotive News says in a recent report that 
some reasons for the downturn are unique to India 
and possibly short term, such as the government’s 
crackdown on bad debt and the phasing out of 
diesel engines. Stepped up safety and emissions 
legislation has also resulted in cars becoming 
more expensive.

However, some industry commentators are 
saying that India’s rapid implosion also signals 
to world motor industry leaders that sales, which 
have plateaued in the United States, are enter-
ing a slump in other key markets. For instance, 
China, the biggest market, declined for a 13th 
straight month in July and year-to-date sales are 
down 11%.

Light vehicle sales in India were on the 
increase for many years, moving up from 2.7-mil-
lion units in 2010 to 4-million last year, but it now 
seems the tide is turning. ■

Business Confidence Tumbles
South Africa’s economic outlook took another 
blow recently when the various business confi-
dence indicators plunged; some reportedly going 
down to the lowest level since PW Botha made his 
infamous Rubicon speech in 1985! At the same 

time the SA Reserve Bank reported that it did not 
expect GDP growth for 2019 to exceed 0.6%.

The Rand Merchant Bank and Stellenbosch 
University’s Bureau of Economic Research’s 
Business Confidence Indicator (BCI) fell seven 
points to 21 points in the third quarter of the year, 
after remaining unchanged at 28 points in the 
second quarter.

The SA Chamber of Commerce and Industry 
(Sacci) said its business sentiment gauge declined 
to 89.1 points in August – the lowest in more than 
34 years – from 92 points in July. Sacci said the last 
time the index hit this low point was in 1998/99 
due to the emerging market debt crisis. ■

Reprieve from Moody’s
International rating agency Moody’s gave South 
Africa a reprieve this month by saying it was 
unlike to downgrade the country’s debt rat-
ing (to junk status!) but cut the GDP growth 
forecast to 0.7% for the year. (Moody’s is the only 
major ratings agency which still has SA with an 
investment rating). ■

Over 10 Million Land 
Cruisers Sold

Toyota Motor Corporation announced recently 
that cumulative global sales of its Land Cruiser 
series have surpassed 10 million units. According 
to Toyota data, cumulative sales stood at 10 million 
units as of August 31, 2019.

The Land Cruiser is Toyota’s longest-selling 
vehicle. It launched on August 1, 1951, as the 
Toyota “Jeep BJ,” and production has continued 
for 68 years. Full-scale exports of the Land Cruiser 
began with the 20 Series, which was introduced in 
November 1955, four years after the launch of the 
first-generation car.

In the beginning, fewer than 100 units were 
exported per year. By 1965 that figure had sur-
passed 10 000 units per year. At present, the Land 

Cruiser is sold in approximately 170 countries 
and regions worldwide, with annual global sales 
standing at approximately 400 000 units.

On the local front the Land Cruiser 200 is 
the segment leader in the full-size SUV category, 
with a 34% share and average monthly volume of 
86 units. The Land Cruiser Prado remains a firm 
favourite in the large SUV segment with around 
80 units finding new homes every month and 
occupying the no. 2 position with a 15% share. A 
total of 3 309 Land Cruisers (70-series, Prado 
and 200-series) have been sold on local soil YTD 
August 2019. ■

VWSA Produces its 
200 000th New Polo

Volkswagen Group South Africa (VWSA) reached 
a historical milestone on 6 September, when 
the 200 000th unit of the current Volkswagen 

continued on next page 
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Polo rolled off the production line at the 
Uitenhage plant. 

The VWSA production plant has been 
manufacturing Polos since 1996, when it started 
local production on the Polo Classic. Over the past 
23 years it has produced a variety of Polo models, 
with the current Polo starting local production 
in 2018.

Of the 200 000 new Polos that have been 
manufactured, 153 582 units were exported and 46 
418 were produced for the local market. In total, 
Volkswagen has manufactured 1 053 600 vehicles 
for export since 1994. The plant has manufactured 
110 265 vehicles between January and August 
2019, which includes the Polo, Polo Vivo and 
Polo GTI.

The new Polo is exported to all right-hand 
markets worldwide, with the Uitenhage plant also 
supplementing production on left-hand-drive 
Polos for European markets. ■

Festival of Motoring on 
the Cards for USA

Messe Frankfurt, the world’s largest trade fair 
and event organiser with its own exhibition 
grounds, and Crain Communications, one of 
the world’s leading business-to-business media 
companies, will join forces to launch Festival of 
Motoring USA.

Festival of Motoring USA will be modelled 
after the highly successful Festival of Motoring 
Johannesburg in South Africa. Now in its 4th year, 
Festival of Motoring Johannesburg has grown into 
the leading automotive event in Africa.

A revolutionary event with both static and 
interactive content from mainstream, exotic 
and classic cars to off-road vehicles, Festival 
of Motoring USA will be anchored by leading 
automakers along with other industry-related 
companies. Adding to the strength of the event 
is Kinrara, Goodwood’s international event 
consultancy. Kinrara brings considerable 
expertise in creating sold-out motorsport events, 
such as the annual Festival of Speed in the UK 
– the benchmark in excellence in motorsport 
event production. 

The inaugural Festival of Motoring USA 
event will take place from April 29 to May 2, 2021, 
across the sprawling 750 acres at The Michelin 
Raceway Road Atlanta in Brasselton. Road Atlanta 
is recognised as one of North America’s most 
dynamic road courses. In the future, Festival of 
Motoring USA will expand to include additional 
North America locations. ■

Basil Green Inducted 
into SA Hall of Fame

As the man behind the legendary range of Perana-
branded fast Fords which dominated local motor-
sport and performance road cars in the 1960s and 
Seventies, Basil Green has been honoured for his 
remarkable achievements by being inducted into 
the South African Hall of Fame.

The SA Hall of Fame serves to tell the stories 
of extraordinary achievers, recognising their 
outstanding service and overall contribution to 
sport. In motorsport circles, South Africa has pro-
duced numerous famous names that have excelled 
locally and internationally, including the likes of 
Sarel van der Merwe, Ian Scheckter, Wayne Taylor 
and multiple Formula 1 championship-winning 
designer Rory Byrne – such that they have been 
honoured by the SA Hall of Fame alongside golfing 
icon Gary Player, and the country’s most famous 
and admired citizen, Nelson Mandela.

Speaking about his induction into the SA Hall 
of Fame, the 82-year old Green said: “It is a great 
honour to receive such an accolade. It’s difficult to 
put into words what this means to me, particularly 
when one considers previous recipients such as 
former President Nelson Mandela. I am truly 
humbled and grateful to everyone who made this 
possible, and also to the many people that played a 
role in our success over the years.”

“Basil Green created the era-defining fast 
Fords that were unbeatable on the track and 
unmatched on the road, combined with such en-
gineering excellence and dedication to detail that 
various evolutions of the Perana Cortina, Capri, 

Escort and Granada were not only approved by 
Ford, but were officially sold through the country-
wide dealer network,” said Neale Hill, MD of Ford 
Motor Company of Southern Africa. “Many of his 
modifications to standard cars were world-firsts, 
and Ford even incorporated some of his develop-
ments in the production model local line-up.

“Along with the road cars, Basil Green’s 
exploits in the motorsport arena were truly 
exceptional and came to define the period, with 
his multiple championship-winning Capri Perana 
V8 being the most memorable.” Hill added. “On 
behalf of Ford Motor Company of Southern Africa, 
we congratulate Basil on his induction into the SA 
Hall of Fame, and commend him for raising the 
bar in the automotive, aftermarket and motorsport 
sectors over many years.” ■

Simola Hillclimb Moves 
to Generic Titling

Off the back of a record-breaking 2019 Jaguar 
Simola Hillclimb, the owners of Knysna Speed 
Festival and Jaguar South Africa recently an-
nounced the transformed business model which 
will be inclusive of other motor vehicle brands in 
South Africa as it moves SA’s leading motorsport 
spectator attendance event to the next level. 

This change in strategy sees the Knysna Speed 
Festival, as owners and organisers of the event, 
bringing on board a neutral non-vehicle brand to 
take up the title sponsorship, clearing the way for 
multiple vehicle brands’ participation and a higher 
profile role in the event going forward.

While the Simola Hillclimb will welcome all 
brands to the event from 2020, it has structured 
a top tier manufacturer partnership package that 
will be focused on five brands that will enjoy access 
to live stream branding, track branding, hospital-
ity, track time, VIP runs, exhibition space and 
race entries.

“We are in discussions with a number of 
potential title sponsors and have already engaged 
with a many of the other vehicle brands, and their 
support for our strategy has been supportive and 
encouraging,” said Ian Shrosbree, managing direc-
tor of Knysna Speed Festival. “Several indicated 
that they had hoped this would materialise at some 
point as it allows them certain freedoms that have 
naturally not been possible with Jaguar as the 
exclusive motor brand title sponsor. We already 
have a number of commitments and anticipate that 
the top tier will be over-subscribed very soon.”

The 2020 Simola Hillclimb will take place from 
7 to 10 May with the entry process and ticket sales 
opening in October 2019. For more information on 
the event visit: www.simolahillclimb.com. ■

 continued from previous page

Basil Green has been honoured for his remarkable 

achievements by being inducted into the South 

African Hall of Fame.
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By RogER HougHTon

There are a number of methods of tracking the per-
formance of the South African economy and now 
Ctrack, a leading tracking and telematics provider, 
has come up with another indicator in the form 
of a logistics barometer which will be published 
monthly. The project, which was launched at the 
end of August, is a joint venture between Ctrack 
and economists.co.za, which is headed up by Mike 
Schussler.

The indicator, which is an industry first, uses 
information from the local logistics and supply 
chain industries which impacts logistics volumes 
and is, therefore, an accurate measure of the 
state of the South African economy. The Ctrack 
barometer will be published monthly with a more 
detailed analysis for each quarter. It can be viewed 
on www.ctrack.co.za.

“The Ctrack Logistics Barometer is our way of 
providing the transport and related sectors with 
quality, updated information about the state of the 
logistics industry in South Africa,” said Hein Jordt, 
managing director of Ctrack South Africa.

“The barometer allows the business com-
munity and media to better understand how the 
logistics industry in South Africa is performing. 
With this information, businesses involved in the 
sector are able to make better strategic decisions. 
As thought leaders, we are delighted to be able 
to share our vast industry knowledge with the 
business community,” explained Jordt. “The 
Ctrack Logistics Barometer should help logistics 
and supply chain players and the relevant trade 
media to better understand the factors that impact 
logistics volumes.”

According to Schussler the barometer is not 
a way to predict the country’s economic perfor-
mance, but rather a tool to look at the impact of 
the logistics and transport industries in a more 
informed way, and does, to a large extent, track 
economic growth cycles. The Ctrack barometer 
uses six main sub-sectors – rail, road, air, sea, 
pipelines, and warehousing.

The Ctrack Logistics Barometer shows that 
SA’s local logistics volumes rose 3.1% in July 2019, 
compared to the same month a year ago. It also 
indicates that total logistics volumes in the second 
quarter of 2019 improved 2.7% compared to the 
first quarter of 2019, the strongest level of growth 
recorded since November 2018.

The improvement in the second quarter is 
attributable to more stable electricity supply from 

Eskom. The positive results were largely driven by 
the country’s land transport sector, which was up 
4.6% on the same period last year.

Creating the Ctrack Logistics Barometer 
was a natural step for Ctrack, which provides a 
number of industry solutions to government (local 
authorities, municipalities, and public transport 
operators); airports; the transport and logistics 
industry; the mining and yellow equipment sector; 
the agricultural industry; small businesses and 
consumers. Furthermore, Ctrack provides camera 
surveillance and mobile asset tracking and fixed 
plant monitoring solutions.

Ctrack, which was established 30 years ago and 
is now a subsidiary of United States-based Inseego 
Corporation, says it takes a focused approach to its 
solution offerings and provides lifecycle insights 
to its customers. Ctrack customers rely on data 
to optimise their businesses and need quality 
management information to make better decisions. 
Better decision making drives down costs and 
improves productivity, efficiency, utilisation, 
and performance.

The South African Logistics Industry

According to Stellenbosch University and the 
World Bank, the cost of South African logistics is 

estimated to be 11,8% of Gross Domestic Product. 
Total turnover for the logistics industry for 
enterprises only involved in mining, retail, and 
manufacturing, was estimated to be R274 billion 
in 2018.

However, warehousing, road freight and 
even pipeline volumes, are often not categorised 
as logistics.

For example, when major retailers like 
Shoprite or Pick ‘n Pay transport and store goods, 
the transported volumes are listed under the 
retail category. Retailers like these see transporta-
tion as a cost centre and any savings they make 
would be categorised as retail savings. Similarly, 
when a steel manufacturer delivers steel, the 
value add of the transportation is measured 
under manufacturing.

Transport as a cost centre is therefore difficult 
to accurately measure and is significant in the road 
freight and storage sub-sectors.

This means the country’s entire logistics sector 
is far more extensive than the estimated R274 
billion and is probably far closer to R480 billion. 
Furthermore, some services such as docking fees 
or air traffic control, are part of transportation 
generally but are not measured in a logistics or 
supply chain index.

There is also overlap between sea freight and 
cargo handling and the same is true of air cargo. 
Sometimes cargo spends time at the country’s 
ports and is charged storage or handling fees.

Supply chains are integrated, too, and 
enterprises can be registered differently in terms 
of their primary business. For example, we include 
Transnet terminals as part of the sea freight sector, 
but one could argue that it is also part of the cargo 
handling and storage sub-sectors. ■

Ctrack to Publish Regular Logistics 
Barometer as Economic Indicator

Hein Jordt, managing director of Ctrack 

South Africa.

Mike Schussler heads up Economists.co.za.

“The barometer allows the 
business community and media 
to better understand how the 
logistics industry in South Africa 
is performing.”
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By RogER HougHTon

The recent Automechanika Johannesburg trade 
fair for the automotive aftermarket, organised by 
Messe Frankfurt South Africa and staged at Expo 
Centre, Nasrec, from September 18-21, provided 
an excellent blend of product displays, activa-
tions, a focus on training and a strong “Buy South 
African” component.

This was the sixth time that the world-
renowned Automechanika trade fair has taken 
place in Johannesburg. This year it was co-located 
with the Futuroad truck and bus show and 
Scalex logistics expo for the second time. Once 
again Expo Centre proved the place to be for all 
those in Southern Africa involved in the local 
motor industry.

There were in excess of 600 exhibitors from 28 
countries spread over more than 18 000 m2 of exhi-
bition space in four halls, with various displays and 
truck test driving in the spacious outdoor areas.

There were many companies that were first 
time exhibitors at this show as well as many new 
products being launched on the various stands or 
in the special demonstration and activation zones.

One of the newcomers to Automechanika 
Johannesburg that successfully used the event as 
a launch platform to herald its arrival in South 
Africa was Partscheck. This is a service provider to 
the bodyshop repair business which was founded 
in Australia 10 years ago and subsequently ex-
tended its operations to Malaysia.

Partscheck benefits both repairers and suppli-
ers by providing an online solution to connect with 
suppliers to streamline the internal parts sourcing 
process thereby saving time, increasing produc-
tively and profitability.

Malan Smal, who has been involved in this 
business through the insurance arm for more than 
30 years and has been working on introducing 

Partscheck to SA for several months, said that he 
was very pleased with the quality of visitors they 
had to the display stand and many leads were 
generated. “Automechanika Johannesburg was the 
ideal launch pad for our new venture,” said Smal.

Besides the many product and service provider 
stands there were a host of meetings, conferences 
and workshops held during the four-day show 
period. The organisers also pre-arranged business-
to-business (B2B) meetings and undertook an 
extensive roadshow programme in Sub-Saharan 
Africa to promote the event and attract visitors 
from the SADEC region.

Many industry association, organisations 
and companies used the show period to stage 
important conferences. A total of 15 of these events 
were staged, covering a multitude of topics.

One of the most successful was that of the 
Collision Repairers’ Association (CRA) which at-
tracted a full house of 160 delegates for its morning 
breakfast and conference.

Speakers included the well-travelled Andrew 
Marsh of Auto Industry Consulting in the United 
Kingdom, who explained the big challenges facing 
the body repair industry when working on cars 
with Advanced Driver Assistance Systems (ADAS) 
which incorporate a host of sensors ant have to be 
perfectly aligned.

Busi Maile, of the C3 Auto Body Repair 
Academy in Bloemfontein gave the delegates 
important things to consider when she talked 
about the question of artisans and whether they 
were still needed and if “artisan” was still the right 
name for this calling.

Maile put the case that these types of 
employees now need to be multi-skilled and 
multi-functional to cope with automation and the 
fourth Industrial Revolution. She said they need to 
be adaptable, analytical thinkers, problem-solvers, 
proactive, team players and self-driven with strong 
inter-personal communication skills. They also 
need to be knowledgeable about all aspects of the 
processes in which they work, according to this 
experienced trainer.

The organising team from Messe Frankfurt 
structured an excellent and very comprehensive 
skills development programme for the automo-
tive industry for three of the four show days, 
with six topics being handled each day, ranging 
from automotive batteries and powertrain 
technologies to a demonstration of how a diesel 
fuel injector functions and the advancement of 
the turbocharger.

The speakers were well qualified and included 
several from overseas, such as Vincent Valette, 
from France (Innovation in drive systems for 
future scenarios); Santiago Malabran, from Italy 
(Digital ADAS solutions); Roberto Dal Corso, from 
Switzerland (Accelerate the automotive aftermar-
ket adventure) and Nolan Smith, from Germany 
(Machine learning and artificial intelligence in 
transport planning). ■

Automechanika Johannesburg Provided Blend of 
Displays, Activations and Training Opportunities

MAZ trucks and the huge off-road Belshina tyre, 

both from Belarus, were among the outdoor 

exhibits. As usual, the Diesel Electric stand was very busy.

SAC Trucks once again had a most impressive 

display stand.

Auto X was one of several stands highlighting the 

growing importance of automotive batteries.

There were in excess of 600 
exhibitors from 28 countries 
spread over four halls.
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By DR. MARTyn DAvIEs,  
AfRICA AuToMoTIvE LEADER, 
DELoITTE AfRICA

Manufacturing, and the automotive industry, 
is often seen as a gateway to inclusive economic 
growth. A well-developed manufacturing sector 
creates embedded jobs, deepens and broadens local 
value chains, advances technology, and supports 
local skills development. Because the automotive 
industry is such an important part of the manu-
facturing sector, many developing countries have 
incentivised domestic automotive production.

In a newly released report called Rooting SA: 
Strengthening the local automotive industry, 
Deloitte Africa unpacks important enabling factors 
for meaningful localisation, which would also 
assist in deepening automotive investment into 
even wider socio-economic gains.

The Automotive Industry 
in South Africa

For decades, the automotive industry has been 
fundamental to South Africa’s economy. In 2018, 
the sector directly employed around 110 000 
people and contributed a total of 6.8% (4.3% 
manufacturing and 2.5% retail) to gross domestic 
product (GDP). Through policy intervention, 
the South African Government seeks to further 
entrench the auto industry through a greater set of 
local content targets.

Last year Cabinet approved the South African 
Automotive Masterplan (SAAM) 2035 alongside 
amendments to the Automotive Production and 
Development Programme (APDP), which is ex-
pected to take effect in 2021. The changes empha-
sise localisation, intentionally shifting focus from 
imported to local content. The SAAM provides a 
vision for the industry and aims to increase the use 
of locally manufactured components in domestic 
vehicle production from 39 to a lofty 60 percent.

Enabling Meaningful Localisation

However, legislation alone is not enough to unlock 
the full potential of the local automotive industry. 
Below are insights on developing meaningful 
localisation drawn from interviews conducted with 
various automotive stakeholders. Three key themes 
emerged, which include:

The will to improve current inefficient struc-
tures in both the public and private sectors. Such 

improvements include much-needed structural 
reforms, more efficient use of special economic 
zones, lower administrative burdens, prioritisa-
tion and alignment of key policies and increased 
transparency from OEMs.

With current production volumes around 
600 000 vehicles, scale is one of the most pressing 
challenges facing the South African automotive 
industry. The industry will need to find alternative 
methods to stimulate demand, while the domestic 
economy is weak and unlikely to yield significantly 

more demand in the short term. This could include 
stimulating demand through more comprehensive 
regional integration, incentivising South African 
consumers to buy locally produced vehicles and 
deepening cross-industry value chains.

To grow and support local manufacturers 
as envisioned by the SAAM, it is crucial for the 
industry to understand the type of upskilling 
needed. In South Africa, as the skills spread is 
wide, blanket-approach incubation programmes 
are often less effective. Instead, skills training 
needs to be tailored for individual business’ needs. 
This requires developing successful localisation 
strategies to grow and support local suppliers 
sustainably based on their individual needs 
and aspirations.

The SAAM and the APDP amendments 
have highlighted the importance of meaningful 
localisation within the automotive industry. 
The reasons are clear: it can generate high-value 
economic activities, improve living standards and 
create higher-paying jobs. Of course, continuous 
increases in productivity are essential throughout 
this process.

Nonetheless legislation alone is not enough 
to unlock the full potential of the automotive 
industry. Meaningful localisation requires a shift 
away from a compliance-driven mindset, towards 
value beyond compliance thinking to address key 
areas and unlock the industry’s full potential. ■

Opinion

Important Enabling Factors for Meaningful 
Localisation in the Automotive Industry

Dr. Martyn Davies, Africa Automotive Leader, 

Deloitte Africa.
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To reinvigorate the brand in time for a new era 
of mobility, Volkswagen unveiled its new logo 
and brand design at the Frankfurt Motor Show 
under the motto of ‘New Volkswagen’. “The new 
brand design marks the start of the new era for 
Volkswagen,” said Jürgen Stackmann, Member of 
the Volkswagen Board of Management responsible 
for Sales, Marketing and After-Sales. “By formulat-
ing new content and with new products, the brand 
is undergoing a fundamental transformation to-
wards a future with a neutral emission balance for 
everyone. Now is the right time to make the new 
attitude of our brand visible to the outside world.”

This major upgrade ushers in a new phase 
for Volkswagen which is innovative, connected, 
authentic and more digital. The objective is to 
create a new holistic customer experience that is 
modern and fascinating throughout the world and 
across all channels. 

The changeover will be implemented in a 
phased approach throughout the world from the 
end of 2019, using a cost-optimised and resource 
conserving approach in several waves. About 
70 000 logos will be replaced across 171 markets 
and more than 10 000 facilities of dealers and 
service partners throughout the world will be 
upgraded over the next two years.

Said Mike Glendinning, Sales and Marketing 
Director for Volkswagen Group South Africa: 
“The new brand design comes in light of the 

development of vehicles 
that are more connected 
to market needs than ever 
before. It is for this reason 
that Volkswagen invested 
in a comprehensive revamp 
of every part of the brand 
to reflect and connect with 
its people better – from 
internal stakeholders, 
customers and the industry 
at large; in this way, the 
brand remains true to 
always putting people first.”

Keeping to its three primary colours of dark 
blue, light blue and white, the new Volkswagen 
logo is simple and clearer, reducing it to its es-
sentials, which results in a style that is clear, open, 
succinct, and digitally appealing. The logo will 
also be positioned flexibly with the new “moving 
frame” in the future.

The brand’s visual language will be different 
from that projected by Volkswagen to date, with 
bolder and more colourful imagery that focuses on 
people in order to create a more human, approach-
able and authentic aesthetic.

Jochen Sengpiehl, Chief Marketing Officer of 
Volkswagen, explained: “We have created a new 
holistic global brand experience on all channels 
and across all touch points. As a general principle, 

the aim in future will not be to show a perfect 
advertising world. In our presentation, we want to 
become more human and more lively, to adopt the 
customer’s perspective to a greater extent and to 
tell authentic stories.”

For the first time, the brand will have a 
sound logo, replacing the former brand claim. 
Furthermore, the Volkswagen brand will have a 
female and a South African voice in the future.

In South Africa, the new brand design was 
launched in conjunction with Volkswagen’s 
first-ever compact SUV: the T-Cross. Customers 
will also get to view and experience the new 
Volkswagen South Africa website from the end of 
September. The new brand design will be seen in 
dealerships commencing from September. ■

Volkswagen Unveils New Logo and Brand Design

In its ongoing efforts to contribute to the 
transformation of South African business and 
industry, the Automobile Association (AA) has 
introduced an enterprise development programme 
for the empowerment of its towing drivers. This is 
in response to the continued barriers of entry that 
prevent previously and currently disadvantaged 
new entrants to the towing industry, especially in 
the more lucrative urban centres.

The programme, launched earlier this month, 
will empower 60 drivers around South Africa to 
become business owners with the assistance of the 
AA. This is one the largest empowerment deals 
within the towing and recovery industries to date. 
The South African Transport and Allied Workers 
Union (SATAWU) has been a part of the process 
since it began and has endorsed th programme.

“The programme will reach a large base of 
drivers who will, effectively, work for themselves. 
We will provide them with our existing vehicles 
through a generous interest-free repayment 
scheme over 36 months, and support them in a 
range of aspects including business management, 

administrative support, working capital, and other 
services, to ensure a smooth transition to business 
ownership and first-generation entrepreneurship,” 
said Noelan Vandayar, Executive: Operations and 
Strategy at the AA.

According to Vandayar early feedback from 
the rural drivers who have embraced this pro-
gramme, and the initial indications on its progress, 
are that it is proving to be successful.

“The drivers are certainly aware that the 
more they do, the more they earn,” he explained. 
He noted that through the programme the AA is 
investing in the future of businesses which would 
otherwise have struggled to secure finance and 
gain a foothold in this competitive industry.

From a customer perspective the trucks 
will remain AA branded. AA members and 
corporate customers will still receive the same 
seamless service.

“These drivers will be working with the AA, 
not for the AA, and will still be dispatched through 
our dispatch and monitoring centre based in 
Midrand. The technology we use is state-of-the-art 

and our customers will still be able to track the 
vehicle’s movements through the AA app when 
they request assistance,” said Vandayar.

The drivers have worked for the AA for many 
years and understand the company and its prin-
ciples clearly, ensuring continued quality service 
to customers. “We are more than comfortable that 
they will be excellent custodians of our good name 
with our client base being in tune with our ethos 
and values, and that is really key to making this 
programme a success,” he added.

Vandayar emphasised that the current 
restructuring of the towing model within the AA 
will have no impact on the roadside assistance 
and patrol vehicles which will continue to 
operate normally as part of the Association 
going forward.

“This is a good business decision with benefits 
for the AA and our drivers. We believe offer-
ing these drivers the opportunity to own and 
manage their own businesses, will have a massive 
positive impact on their lives and the industry,” 
Vandayar concluded. ■

AA Helps Drivers Become Business Owners
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By RogER HougHTon

Toyota, which has been a long-time trendsetter in 
the local motor industry, has set another bench-
mark with the launch of a connectivity hub and 
in-car WiFi on all new Toyota and Lexus models. 
Toyota is currently the only manufacturer in SA 
to offer a mobile App that is fully integrated into 
the manufacturer and dealer systems and this is a 
further extension of this initiative.

The project, which has been developed locally 
with partners Altron and Vodacom Business, 
was launched at a major media conference, held 
at the Toyota head office in Sandton at the end 
of August. Guest of honour was the Minister 
of Communications and Digital Technologies, 
Stella Ndabeni-Abrahams, who said she is the 
“Commander of the 4th Industrial Revolution” 
in SA. Other dignitaries in attendance were the 
Chief Executive of the Altron Group, Mteto 
Nyati, and Chief Officer of Vodacom Business, 
William Mzimba.

Known as Toyota Connect, the new connectiv-
ity hub is housed within the MyToyota App which 
was launched in 2014. The new system permits 
Toyota owners access to a myriad of convenience, 
connectivity, and safety benefits. The in-car WiFi 
comes with 15GB of free data which can be topped 

up. Toyota is the first organisation in the world 
to offer a convergence of WiFi and connectivity 
features in one package across the model range.

“As Toyota transitions from being a vehicle 
manufacturer to becoming a mobility solutions 
provider, it becomes imperative to collaborate with 
companies whose visions align with ours,” said 
Andrew Kirby, the President and CEO of Toyota 
SA Motors. “The importance of telematics and 
telecommunications in tomorrow’s vehicles cannot 
be overstated, hence our partnership with global 
technology group Altron (through Netstar) and 
telecoms giant Vodacom in this project.

“Consumers are becoming increasingly aware 
of how connected technologies can enhance their 
lives and our task as a forward-thinking organisa-
tion is to evolve in tandem with market expecta-
tions,” added Kirby.

Altron, through its subsidiary, Netstar, jointly 
designed and developed the bespoke technology 
platform with Toyota which enables Internet 
of Things (IoT) aspects such as telematics and 
fleet management.

According to Vodacom the partnership is a 
key part of the company’s IoT strategy and is a 
step closer to creating innovation opportunities in 
South Africa and on the African continent.

“Just like smartphones, cars today will need 
to be connected to provide a dynamic experience,” 

said William Mzimba. “We’re witnessing 
an increasing number of car buyers ranking 
in-car technology as being as important as a 
car’s performance.”

Convenience benefits of Toyota Connect 
include making service bookings with a dealer and 
compiling a logbook for submission to SARS, while 
a GPS locator gives you peace of mind, enabling 
you to find your vehicle easily and to get a view of 
your trips.

Roadside assistance, with impact detection, 
a battery health checker and driver evalua-
tion are among the safety benefits of the new, 
standard system.

“And there is more to come for Toyota and 
Lexus customers,” concluded Kirby. ■

President and CEO of TSAM: Andrew Kirby, Chief 

Officer of Vodacom Business: William Mzimba, 

Chief Executive of Altron Group: Mteto Nyati 

and Minister of Communications and Digital 

Technologies: Stella Ndabeni-Abrahams.

Toyota SA Establishes New Connectivity 
Hub for Owners – With In-Car WiFi

There was much celebrating amongst those 
in the Diesel Fuel Injection (DFI) community 
in September as the first group of applicants 
completed their trade tests at the newly-registered 
Trade Test Centre at Robert Bosch in Midrand, 
Johannesburg.

According to Chris le Roux, Chairman of the 
South African Diesel Fuel Injection Association 
(SADFIA), it has been a two-year work in progress 
to get the Centre registered and has been a 
combined effort between SADFIA members, Bosch 
and other industry stakeholders.

“This is a first for South Africa in that it 
was driven by industry stakeholders. There has 
been a critical scarcity of trade testing facilities 
for DFI technicians locally. This prompted a 
drive from industry to get a centre registered 
and operational. Credit needs to go to Bosch for 
stepping up and assisting in making this happen,” 
he commented.

Three apprentices enrolled in the first testing 
which took place during the week of 9 September. 
The testing includes pre-assessments for those 
apprentices who are, or soon to be, trade-test 
ready to fine-tune competency levels and ensure 
a smooth sail on the actual day of the trade test. 
Once the test is completed, feedback is provided to 
the apprentice and business owner.

Sebastian Prinsloo, Diesel Technical Training 
Assessor and Moderator Robert Bosch SA, said the 
first testing was a good experience. “The standard 
of the applicants was high which reflects well on 
the quality of workmanship coming out of the 
sector,” he commented. The testing procedure 
takes between two and three days depending on 
the applicants and the level of expertise. “We have 
allocated a week per quarter to do the testing and 
have four qualified assessors and moderators to 
carry out the testing. Depending on the demand 
we may increase the allocated weeks.”

According to Attie Serfontein, Director of 
ARA, there will be improvements made as the 
programme continues. “The Diesel Fuel Injection 
Technician is a specialised field. Given the low 
number of apprentices coming through on a 
yearly basis it has been a struggle finding trade test 
centres that will invest in this field. We’re in a very 
fortunate position that Bosch SA have taken the 
lead on this, being that they’re a market leader in 
the DFI field but also have the latest equipment in 
their training centre. What was essentially a grave 
concern has been resolved and will benefit the 
industry for years to come,” he concluded. ■

First Trade Tests Done at Diesel 
Fuel Injection Trade Test Centre
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By sTuART JoHnsTon

Xavier Gobille, who has been Managing Director 
of Peugeot Citroën South Africa for a few 
months now, stressed that the mid-September 
viewing of the all-new Peugeot 108 and 5008 
in South Africa should not be seen as a model 
launch. This is the point, said Gobille, where 
Peugeot as a brand is “back in the race” in 
South Africa.

Already under Gobille’s direction, 10 Peugeot 
dealerships have been closed, but on the positive 
side, a number of new dealerships have been ap-
pointed and Gobille plans to increase the Peugeot 
Citroen dealership footprint significantly.

Initially the stated growth target is to increase 
the PCSA market share to 2,5 per cent by 2021, 
but potentially, said Gobille, Peugeot and Citroën, 
along with the DS brand which is to be re-
introduced shortly, should be able to achieve a five 
per cent market share of the South African new car 
market in the longer term.

“My ultimate plan is to grow the PCSA brand 
here by twenty-fold, which would bring it up to 
that five per cent market share.

“If you want to be a successful brand, the first 
point you have to address is after-sales back-up,” 
said Gobille., who has informed his dealer network 
that there will be margin penalties for poor cus-
tomer satisfaction performance. “The basic idea is 
to reward the people doing a good job and penalise 
those who aren’t.”

Peugeot has revamped its model line-up to 
concentrate on the two major areas of growth in 
South Africa’s new car market , the entry-level A/B 
segment for hatchbacks and the SUV segment. In 
line with this thinking, the slow-selling Peugeot 
308 has been dropped from the range. And to 
stimulate sales growth, two new products were 
launched just over a week ago.

The 108 comes in at the sub-R200 000 
end of the market, and is very much a city-
orientated affordable hatchback. At the other end 
of the scale is the luxurious, fully-equipped 5008 
seven-seater SUV.

The new Peugeot 108 is pitched at the entry-
level of the A/B segment, but with an impressive 
raft of safety features that include six airbags, ABS 
and electronic stability skid management.

Peugeot has decided to launch just one model 
of the 108, known as the 1.0 L Active. The engine is 
a 53 kW one-litre naturally-aspirated three-cylin-
der unit, mated to a five-speed manual gearbox.

The short introductory drive revealed that to 
get the best out of the little three-cylinder engine 
it is best to use quite a lot of revs to get things 

moving. This is because the gearing on the car is 
quite tall and in fact, experimenting we managed 
to achieve an indicated 110 km/h in second gear 
before the rev-limiter kicked in.

This is taking things to extreme, but with 
the revs wound up the little Peugeot 108 makes 
quite good progress. I would imagine that on the 
freeway you would have to make quite a bit of use 
of the five-speed gearbox to maintain the 120 km/h 
speed limit on steeper hills. Peugeot claims 
4,1 litres/100 km, but this seems optimistic, and 
we would expect between 5,5 and 6,0 litres/100 km 
depending on your driving patterns.

Considering all the safety features and the 
5-year/100 000 km warranty service plan, overall 
the price of R179 900 seems quite competitive.

On the other hand, the overall styling of 
the 5008 is quite conservative, and subtle stylish 
rather than flashy. It has a third row of seats that is 

extractable, while the boot space is good, even with 
the third row of seats installed.

The 5008 features the trademark small steering 
wheel that Peugeot also uses in its 3008 SUV. To 
see the instrument cluster up ahead you need to 
adjust he wheel quite low, but once you get used 
to it, you find yourself enjoying the quickness and 
precision of the steering.

There is an over-riding impression of quality 
about the 5008, and one can see why Peugeot’s 
SUVs are the best-selling vehicles in this class 
in Europe.

The engines on offer are a 121 kW turbo petrol 
in the 1.6L THP model and a two-litre 110 kW 
diesel in the 2.0L HDI model. Both come only with 
a six-speed automatic gearbox.

Pricing of the new 5008 ranges from R534 900 
to R599 900. Like the 108, the new 5008 also has a 
5-year/100 000 km warranty and service plan. ■

Big Shake Up Under Way at Peugeot

The all-new Peugeot 108.

The Peugeot 5008.
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By sTuART JoHnsTon

At the launch of the 2020 MY Audi A1 Sportback, 
in early September, Audi South Africa announced 
a new ordering package concept that, to our minds, 
has been long overdue. The new package concept 
will now be adopted for all Audis to be launched 
in future and is designed to assist customers in 
picking their way through lengthy options lists that 
are difficult to understand.

Said Audi: “The concept classifies key options 
according to a specific customer need and offers a 
straight-forward value proposition that is easy for a 
customer to understand. These packages have been 
defined by a combination of customer preferences 
as well as strategic options which aim to highlight 
Audi’s uniqueness or technology enhancements.”

The packages include: Comfort, Technology, 
Sport, Lights (for 30 TFSI only) and S line interior.

Within each package structure is a few options 
suited to the particular proposition. For example, 
the Technology package includes Audi virtual 
cockpit; Audi smartphone interface and Audi 
sound system.

This is a welcome move to rationalising ranges 
and options lists that have become far too lengthy 
in recent years. This applies not only to Audi, but to 
its main competitors too, such as BMW, Mercedes-
Benz and sister-brand Volkswagen.

Back to the new model though.

This is the second-generation A1 to be 
announced here since the first “baby Audi” was 
launched in South Africa in 2011. Over 13 700 
A1s have been sold since that time. The latest 
model comes in five-door Sportback form only. 
It is 56 mm longer than the outgoing model and 
the width has remained the same. Because of 
the increased length it has a somewhat sleeker 
look than the previous car, together with very 
short overhangs. Boot capacity has increased to 
335 litres.

There are three petrol engines available 
at launch. These are an 85 kW 1,0-litre three-
cylinder, a 110 kW 1,5 litre four-cylinder and a 
147 kW 2,0-litre four-cylinder engine. All feature 
turbocharging and direct injection. A seven-speed 
duel-clutch transmission is used on the 1,0-litre 
and 1,5-litre models, while a six-speed S-tronic 
gearbox is used on the 2,0-litre model.

The very impressive interior sees materi-
als used that would not disgrace a much larger 
premium sedan. Here customers will need to 
check the new equipment package ordering system 
carefully to get the level of connectivity technol-
ogy they are after. The top model comes with a 
10.1-inch MMi touch screen. Smartphone interface 
is also available.

From a driver’s point of view the new A1 
Sportback offers the type of precision control that 
we’ve come to enjoy from this brand over the years. 
A short drive around the Highveld revealed good 
road noise suppression, and sweetly-engineered 
engine characteristics.

Pricing for the new A1 Sportback ranges from 
R359 900 to R488 000 and includes the five-
year/100 000 km Audi Freeway plan. ■

The New Audi A1 Sportback Comes with a 
More Sensible Options-packaging System

Customers will need to check the 
new equipment package ordering 
system carefully to get the level 
of connectivity technology they 
are after.

New Model
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By sTuART JoHnsTon

A couple of days spent with Mitsubishi’s Triton 
recently simply reinforced the impression 
gained on the launch of the latest version back in 
April 2019. There is a wonderful honesty about 
Mitsubishi’s products that centres on essentials 
first and add-ons second, and the latest Triton has 
a lot to offer.

The latest Triton Double Cab range is 
offered in four models, essentially manual and 
automatic versions in either 4×2 or 4×4 configu-
ration. Our test vehicle was the 4×4 automatic 
costing R599 995.

The Triton is now a good-looking vehicle 
featuring the new-gen “Dynamic Shield” front, 
which gives the double cab bakkie a sort of Star 
Wars-ish appearance that emphasises its intrinsic 
toughness, despite being quite chrome-heavy. 
From the side the styling line separating the cabin 
from the bakkie segment is now stronger looking, 
less curved, and again this strengthens the look of 
the Triton.

All models use the 2,4-litre MIVEC turbo-
diesel four-cylinder engine, producing 133 kW 
and 430 Nm of torque. In the latest rendition, the 
automatic gearbox is now a six-speed unit with 
so-called Intelligent Shift Control and shifting is 
definitely smoother and less obtrusive.

The power output is not cutting edge in the 
current premium double-cab market, but the 
engine is very refined and performance is more 
than adequate for a family 4×4 double cab. The 
0–100 km/h acceleration time is in the region of 
10,5 seconds, with a top speed of 176 km/h, more 
than sufficient for a big double cab. Fuel consump-
tion we returned on our test was in the region of 
9,0 litres/100 km, which included a lot of urban 
driving, and on the open road on long trips you 
would definitely improve on this.

The Triton has excellent off-road ability. We 
tackled some mild off-road stuff during our test 
period, which confirmed what we learned on 
the launch that the new up-rated Super Select II 
four-wheel-drive system is very easy to use via a 
console-mounted control and provides extremely 
good traction over challenging terrain.

The cabin is smart with fine solid build quality 
and rear passenger space is excellent thanks to a 
sloping rear seat backrest. A modern infotainment 
system is available as an extra-cost option (in the 
region of R10 000). I really enjoyed the simplicity of 
the controls, as well as the rear-view camera which 
is an essential on a vehicle of this size.

Safety-wise, the Triton boasts seven-airbags 
and ISOFIX child seat mounting points, as well as 
stability and traction control for added safety on 
tar roads in wet weather and during fast travel on 
dirt roads.

At just under R600 000 the top of the range 
Mitsubishi Triton 2.4L Di-DC 4×4 AT is excellent 
value. The price includes a three-year/100 000 km 
warranty and five-year/90 000 km service plan. 
Service intervals are 10 000 km. ■

All models use the 2,4-litre MIVEC 
turbo-diesel four-cylinder engine, 
producing 133 kW and 430 Nm 
of torque.

Mitsubishi’s Triton Exudes Confidence

We Drive
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Having a bakkie with 1.7 million kilometres on the 
clock is quite an achievement. Much like reaching 
that Diamond (60th) or Platinum (70th) wedding 
anniversary.

Gerhard du Toit compares his relationship 
with his Isuzu D-MAX (previously known as 
the Isuzu KB) bakkie, Roadrunner – which is 
also the name of his courier business based in 
Oudtshoorn – to a long and prosperous marriage.

“You have to understand that I treat my bakkie 
very well and talk to my bakkie every day. I ask the 
bakkie to drive nicely and tell the bakkie that I rely 
on it, to get me where I need to be,” said an earnest 
Du Toit.

He uses Roadrunner to travel between 
Oudtshoorn and George twice a day, 
every day, for his courier business. This daily 

commute is through the scenic, yet treacherous 
Outeniqua Pass with several sharp corners and 
90-degree bends.

But it is not the more than 300 kilometres 
per day that Roadrunner travels that makes this 
bakkie a true workhorse: “I stop and start the 
bakkie between 80 to 100 times per day. This is 
as I drop off the parcels or pick up parcels at my 
various clients in the two towns. I have had to 
replace my front seat covers twice already, but I 
think Roadrunner may still outlive me one day,” 
chuckled Du Toit.

Other than his unique and careful driving 
skills, Du Toit also keeps his bakkie in top condi-
tion by never missing or skipping a service.

“That is a given; you do not miss that 10 000 
km service for anything. Other than the oil and 

filter changes, wheel alignment and so on, there is 
never any major problems when I take the bakkie 
for its service,” he said.

Du Toit, who is 74 years young, has been driv-
ing Roadrunner since his retirement over 15 years 
ago, when he started his courier business. The 
previous owner of the bakkie was his brother, who 
first bought Roadrunner in 1997, when it was just a 
young demo model with only 7 000 kilometres on 
the clock.

Buying Roadrunner was a decision he 
never regretted.

The D-MAX is Isuzu’s class-leading diesel 
bakkie that has earnt a reputation over more than 
40 years for its durability, reliability and capability. 
It is proudly built at Isuzu Motors South Africa in 
Port Elizabeth. ■

Meep, Meep… as Roadrunner 
Clocks up 1.7 Million Kilometres

Gerhard du Toit with his trusty Isuzu steed, affectionately known as Roadrunner.
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By RogER HougHTon

Domestic and export sales of trucks and buses in 
South Africa remain stagnant in an environment 
of tight trading conditions, but several local manu-
facturers are obviously still optimistic about the 
future as they announced new models and plans to 
increase sales volumes at the Futuroad truck and 
bus expo in Johannesburg this week.

Futuroad, the successor to the Johannesburg 
International Truck and Bus Show and organised 

by Messe Frankfurt South Africa, was co-
located for the second time with Automechanika 
Johannesburg at Expo Centre, Nasrec from 
October 18-21.

UD Trucks, Daewoo Trucks, Tata Motors, 
Powerstar, and Volvo all staged major media launch 
events on their impressive stands at the show. The 
first four companies announced new and additional 
models while Volvo, which is currently the top 
seller in the South African extra-heavy truck mar-
ket, announced important changes and upgrades 
that will be introduced in the first quarter of 2020.

Jacques Michel, Global Marketing Head of 
UD Trucks, was on hand to introduce the all-new 
Quon extra-heavy range, which is the fourth new 
UD model to be launched in SA in the past five 
years, following the introduction of the Croner, 
Quester and Kuzer. It was interesting to learn that 
SA is the third biggest market in the world for 
UD trucks.

The new Quon is the first truck range in SA to 
have fuel-efficient Euro 5 engines as standard. It is 

Show stands of UD Trucks, Tata, Powerstar and Volvo.

Truck Makers in SA Show Optimism 
With New Product Launches

Working Wheels

continued on next page 
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fitted with the GH11 11-litre power unit developing 
460 hp which is matched to the new ESCOT-VI 
electronically controlled automatic transmission.

New or upgraded active and passive 
safety equipment includes disc brakes, collision-
mitigating braking, a lane departure warning 
system, driver alert support, adaptive cruise 
control, a retarder, electronic braking system and 
stability control.

Other advanced features in the new Quon are 
LED lights, extensive rust prevention measures and 
sealed hob bearings as well as UD Telematics.

There are eight models in the new Quon range, 
all 6x4 with a GVM of 26 000 kg and a choice of 
steel or air suspension.

Daewoo, the Korean truck manufacturer, 
which is wholly owned by Tata, of India, launched 
an impressive new extra-heavy truck, the Maximus 
KL3TX at Futoroad.

Daewoo has been in South African for 15 years 
but will now concentrate only on the extra-heavy 
segment of the market so there is no conflict 
between Daewoo and Tata models. The current 
vehicle parc of Daewoo trucks in South Africa is 
estimated at about 6 000 units.

The Maximus uses the tried and trusted 
combination of a 480 hp Cummins engine which 
produces 2 509 Nm of torque with either an Eaton 
or ZF AMT transmission and an Eaton rear axle.

Daewoo sales in South Africa are expected to 
reach 200 in 2019, with a target of 500-600 units a 
year in the future. These trucks are sold in 11 other 
African countries and locally assembled in South 
Africa and Kenya.

Len Brand, the CEO of Tata Africa, who 
has been involved with the turnaround of Tata 
in Southern Africa for the past three years, said 
his team is now focussing on after-sales backup 
through its 91 2S (service and spare parts) outlets 
in South Africa and a further 60 in Africa. He 
added that the company was well advanced 

in setting up its own financial arm to assist 
customers buying Tata and Daewoo products. 
A pilot operation in Tanzania is already 
proving successful.

Tata Trucks has increased its truck range in 
South Africa by filling some gaps in its product 
line-up as it prepares to increase its growing 
market share in Sub-Saharan Africa, in line with 
its growing penetration in the overall new truck 
and bus markets on the African continent.

The new models are three additions to the 
base Prima and Ultra platforms, with the Prima 
covering the 25-60-ton Gross Combination Mass 
(GCM) segment, although the top GCM mass in 
South Africa is limited to 40 tons, and the Ultra 
models range carry loads of 8-14 tons.

Tata’s long term ambition is to be one of 
the top three truck and bus manufacturers in 
the world but in the meantime, it is in the top 5 
in Africa and dominant in many South Asian 
countries near India where it holds more than 50% 
market share.

Tata expects to sell between 9 000 and 9 500 
trucks and buses in Africa this year which will 
ensure it increases market share. The Tata bus 
and truck parc in Africa is estimated at about 
100 000 units.

Sales in South Africa are expected to move up 
from the 1 050 units sold in 2018 to about 1 200 
units this year.

Production constraints at its Rosslyn assembly 
plant is affecting sales but investments into in-
creasing plant capacity will sort this out in the near 
future. Tata has an aspirational forecast of boosting 
sales volumes in Southern Africa by 40-45% in the 
next few years.

Tata has five other assembly plants in Africa 
besides Rosslyn. These facilities are located in 
Kenya, Nigeria, Senegal (mainly buses), Ethiopia 
and Tunisia.

The big news from Volvo was that even more 
fuel efficient Euro 3 engines will be introduced 
for the FH, FM and FMX ranges with fuel 
consumption savings of as much as 3% on long 
haul operations due to the fitment of new engine 
hardware – including a different turbocharger–and 
changes to the software.

Malcom Gush, the Director of Volvo New 
Truck Sales, said proudly that Volvo had decreased 
fuel consumption on comparable size engines 
by more than 50% between 1976 and 2019 with 
engine power increasing considerably over this 
47-year timespan.

Volvo will also be offering a patented 
disengaging rear axle mechanism on its 6x4 trucks 
which can result in a 3% fuel saving when the truck 
is running lightly laden. Another useful addition is 
a crawler gear in the transmission for manoeuvring 
in muddy conditions.

However, Gush stressed that nothing saves fuel 
like a good driver, with savings of as much as 15% 
being attainable by a well-trained driver.

Volvo will also be piloting a Euro 6 engine 
using liquefied natural gas (LNG) in South Africa 
next year which cuts CO2 emissions by 20%. Volvo 
has already sold more than 3 000 trucks and buses 
fitted with LNG engines.

Powerstar is not only expanding its range but 
is targeting increased growth in the long-haul 
market as it builds on steady sales growth from 
double digit monthly sales figures in 2010 to 
selling a planned 700 trucks this year. More than 
5 000 Powerstar trucks have been assembled at its 
Pietermaritzburg assembly plant since 2006.

Powerstar executives also stressed the 
importance of its joint venture with Foton to 
provide a comprehensive model range, with 
the much-improved Foton range in the lower 
mass categories. ■

Working Wheels

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

digital
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Daewoo trucks are locally 
assembled in South Africa and 
Kenya and sold in 11 other 
African countries.
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Toyota has added the luxury VX to its Quantum line-up. The newcomer features the latest Toyota Safety 
Sense driver-assistance technologies along with luxury features that will appeal to high-end family, 
hospitality and corporate buyers.

The Quantum VX provides an almost limousine-like degree of cabin comfort and refinement for up 
to eight passengers (9-seater) with large seats, independent rear climate control and multiple USB ports to 
keep devices fully charged for business or entertainment.

The interior layout features a rear cabin with four individual reclining captain’s chairs with armrests 
and fold out leg-rests in the second and third row, complemented by a three-seat 60/40-split bench in the 
rear. Additional features include quilted leather upholstery, wood trim, dual power-operated sliding doors 
and Toyota’s Audio Visual Navigation (AVN) touchscreen infotainment system.

Along with the high level of comfort and convenience features, the Quantum VX features an 
array of driver assistance features as part of the Toyota Safety Sense suite, which includes pre-
collision safety system (PCS) with pedestrian detection (day and night) and cyclist detection (day 
only); high-speed active cruise control; lane 
departure alert; road sign assist; and automatic 
high beam.

Powering the Quantum VX is Toyota’s proven 
four-cylinder 2.8 GD-6 turbodiesel engine, with 
outputs of 115 kW at 3 600 r/min and 420 Nm of 
peak torque (1 600 – 2 200 r/min). This torquey 
powerplant is mated to a 6-speed automatic 
transmission driving the rear wheels.

The Quantum 2.8 LWB VX 9-seater has a price 
tag of R 843 600. A 9-services/90 000 km service 
plan is provided as standard with the warranty 
terms pegged at 3 years/100 000 km. ■

Working Wheels

the Quantum VX features an array of driver assistance features which 
includes pre-collision safety system (PCS) with pedestrian detection (day 
and night) and cyclist detection (day only); high-speed active cruise control; 
lane departure alert; road sign assist; and automatic high beam.

MAZ, a truck and machinery manufacturer from Belarus, is preparing to enter 
the heavy-duty segment of the Southern African market. The brand had two 
trucks on display at Futuroad, the truck and bus expo, which was co-located 
with Automechanika Johannesburg, a trade fair for the automotive aftermarket, 
at Expo Centre, Nasrec, from September 18–21.

According to Valery Tarasenko, the local representative of the company, 
they have been preparing to enter the African right-hand drive market for the 
past two years.

“We have completed homologation on several models, including the two we 
had on display on our stand at Expo Centre–MAZ-656587 (8×4) a 27-ton tipper 
and a truck tractor MAZ-646087 which is capable of pulling a load of 60 tons on 
a dumper semi-trailer,” explained Tarasenko.

MAZ has been making trucks at its plant in Minsk in the former Soviet 
Union since 1944 and has a very comprehensive range, focusing on heavy 
duty operations and special applications. The right-hand drive MAZ trucks 
are planned to be assembled at a factory in Richards Bay for sale in East and 
South Africa.

MAZ is also a regular and strong competitor in the annual Dakar Rally. ■ The MAZ 646087 truck-tractor and MAZ 656587 27-ton 8x4 tipper.

New Heavy Truck Brand Preparing to Enter South African Market

Toyota Quantum VX Carries People in Style
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Mureza, a new African car brand, made its debut at 
Automechanika Johannesburg earlier this month. 
Mureza initially has a joint venture with the SAIPA 
Group in Iran for platform-sharing and the supply 
of some of the other major components, but the 
ultimate objective is to design and manufacture 
vehicles in Africa for African drivers.

The first model, the Prim8 (pronounced 
Primate), is a crossover/hatchback which will be as-
sembled initially from SKD kits in the Automotive 
Supplier Park in Rosslyn, South Africa, and later 
at the Willowvale assembly plant in Zimbabwe 
and in the ex-Hyundai plant in Botswana. The new 
business is being backed by funders in the United 
Arab Emirates.

The prototype Prim8 displayed at 
Automechanika was converted from left-hand to 
right-hand drive locally, but the future SKD and 
CKD kits will be set up for right-hand drive. A 
three-year warranty will cover the car.

The Prim8 uses a 1.5-litre petrol engine devel-
oping 87kW and drives the front wheels through 
either a five-speed manual or CVT transmission. 
The target is to offer the fully equipped top 
model at between R180 000 and R200 000. The 
list of standard equipment for the latter will be 
extensive and will include keyless entry, a 7-inch 
touchscreen, Bluetooth, satnav, reversing camera, 
cruise control, parking sensors, audio system, air 
conditioning, power-adjustable driver’s seat, four 
airbags, electronic stability control, ABS brakes 
and tyre pressure monitoring.

According to Tatenda Mungofa, one of a group 
of Africans from various countries who are driving 
this ambitious project, the initial local content 
target is 40% with significant increases in the short 
to medium term.

Mungofa explained that there is a void be-
tween the new vehicles and used vehicles currently 

sold in African countries and said this is the gap 
his team proposes to fill with new models priced 
not much above the cost of a used import, which 
are heavily taxed in certain markets.

“We will also engage with the people selling 
used imports to retail our new models and will 
assist them in setting up service facilities where 
this is viable, or else we will appoint independent 
servicing outlets in the various SADEC countries 
that we are targeting as a first step for our new 
company,” said Mungofa.

“Here in South Africa we are also looking to 
sell our various Mureza models through used vehi-
cle outlets instead of setting up new car franchised 
dealerships. Online selling will be important for us 
too,” he added.

Iran is the largest vehicle market in the 
Middle East and also the largest manufacturer, 
while SAPIA is the second largest local vehicle 
maker which assembles cars for European, 
Chinese, and Japanese companies as well as 
developing a growing domestic design and 
manufacturing ability.

“South Africa is seen as the hub of the automo-
tive business in Africa and it is for this reason that 
we are using this country as our headquarters and 
first assembly plant,” said Mungofa.

“We are looking at cooperating with smaller 
component suppliers who are not yet able to handle 

big production runs and our business will help 
them grow their businesses. We are also looking 
for local entrepreneurs to get involved with the 
various facets of our business to give it a true 
African flavour.”

Mureza Auto Company has an ambitious 
product plan which starts with adding a half-ton 
pick-up, a sedan and high-riding mini-SUV 
off the Prim8’s X100 platform. There is even 
a battery-electric platform for the X200 plat-
form under development in South Africa by 
Energy Doctors.

The next step will be the local development of 
a range of one-ton pick-ups and a panel van under 
the Tusker model name.

“We see our venture as revitalising the motor 
industry in several African countries and provid-
ing much-needed job opportunities. For instance, 
we are looking to building up employment at 
Rosslyn to 1 000 people, with a lot of focus on 
manual work, as we grow production from 10 to 
35 units a day. We intend starting assembly early 
in 2020.

“The word Mureza means Flag and we 
want to be the flag wavers for an indigenous 
African motor industry. We want to be like 
Henry Ford who replaced horses with affordable 
cars. In our case it will be replacing imported 
used cars with affordable cars made in Africa,” 
commented Mungofa.

“We have been preparing for three years to 
make our dream a reality and we already have 
many important pegs in the ground. I have been 
involved in selling used imports in Africa for the 
past 10 years and I know that Africans want to own 
their vehicles, not share them. Owning a vehicle 
is very much a demonstration of success and we 
want to build on this culture,” concluded the 
Mureza executive. ■

“We are looking at cooperating 
with smaller component suppliers 
who are not yet able to handle 
big production runs and our 
business will help them grow 
their businesses.

New African Car Brand Introduced
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A host of awards were made at Automechanika Johannesburg and Futuroad 
truck and bus show which were organised by Messe Frankfurt South Africa and 
staged at Expo Centre, Nasrec from September 18-21.

Aer-o-Cure was the Automechanika Gold Award winner at the stand awards 
presentation, with UD Trucks taking Gold among the Futuroad exhibitors. Gulf 
Oil and Total Oil took silver and bronze respectively in the Automechanika 
category, with these awards going to Tata and Powerstar in the Futuroad section.

Best activation among all exhibitors went to Engen Oil and the best market-
ing leading up to the show was awarded to Trysome Auto Electrical Engineering.

Etienne du Toit, of Plascon, was the winner of the spray-painting competi-
tion organised by Messe Frankfurt, and he will represent South Africa in the 
final which will take place at Automechanika Frankfurt in September 2020. 
Etienne used a combination of the South African flag and the threatened rhino to 
decorate the engine bonnet he painted.

One round of the competition has already taken place in Birmingham, 
England, and further rounds will be staged at the Automechanika trade fairs in 
Shanghai, Dubai, Mexico, and Germany.

Johannes Mputi, of Supa Quick Silverton, was the winner of the RMI’s tyre-
changing competition with a time of 1 min. 58 sec. He won a refrigerator, while 
the owner of Supa Quick Silverton, Les Richardson, won a trip to Automechanika 
Frankfurt 2020. ■

The Automotive Manufacturers Employers’ 
Association (AMEO) has successfully concluded 
the 2019 National Bargaining Forum (NBF) nego-
tiations with the National Union of Metalworkers 
of South Africa (NUMSA) with the signing of a 
three-year agreement.

The NBF heads of agreement between AMEO 
and NUMSA was signed on 12 September 2019, but 
the wage increase will be effected retrospectively 
from 1 July 2019. This was third time the negotia-
tions were concluded without industrial action.

The agreement binds the manufacturers and 
workers for the next three years. Hourly associates 
will receive a 9% increase in the first year, and for 
the second and third years of the agreement they 
will receive and increase in line with CPI or 7%, 
whichever is greater.

In the context of the recent extension of the 
Automotive and Production and Development 
Programme (APDP) until 2035, the successful 
conclusion of wage and conditions-of-employment 
negotiations for the next three years creates a 

platform for much-needed stability and policy 
certainty in the motor industry. The agreement 
will help the South African based OEMs conduct 

long-term planning, model allocation and 
volume planning.

AMEO represents South Africa’s seven auto-
motive manufacturers, namely BMW, Ford, Isuzu, 
Mercedes-Benz, Nissan, Toyota and Volkswagen. 
Together, these manufacturers produced 610 854 
vehicles in 2018 and exported 351 139 (58%) of that 
production to 155 countries across the globe.

In addition, the seven AMEO members have 
jointly forecast a total investment in capital and 
equipment of R39.4 billion in the five years starting 
in 2019. Close to R52 billion has been invested 
since 2010.

The automotive sector contributed R178,8 bil-
lion to the fiscus in 2018 through exporting 
vehicles and components, which ranks it in the top 
five exporting sectors in the country. In the same 
year, it contributed 6.9% of the country’s gross 
domestic product (GDP). The industry employs 
87 777 people directly and an additional 380 725 
people indirectly in the supply chain, making it a 
critical industrial employer. ■

Etienne du Toit, of Plascon, was the winner of the spray-painting competition 

organised by Messe Frankfurt. He will represent South Africa in the final which 

will take place at Automechanika Frankfurt in September 2020.

Many Prizes Awarded at 
Automechanika and Futuroad Shows

AMEO and NUMSA Sign a New 
Three-Year Agreement

The seven AMEO members have 
jointly forecast a total investment 
in capital and equipment of 
R39.4 billion in the five years 
starting in 2019.
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Events

Twenty-three presenters, including several 
European-based advanced manufacturing experts, 
will address the impact of the Fourth Industrial 
Revolution (4iR) on South Africa’s manufacturing 
sectors at the African Advanced Manufacturing 
and Composites Show on November 27 and 28.

Six workshops over two days will address 
the impact of 4iR on the automotive, maritime 
and general manufacturing sectors and focus 
on the rise and applicability of composites and 

advanced materials and manufacturing technology 
and process.

Confirmed local speakers include Retail 
Motor Industry COO, Jan Schoeman, Progressus 
platform manager Dr Harry Teiffel, South Africa 
Fraunhofer senior advisor Oliver Damm and for-
mer Director of the Centre for Polymer Technology 
Bernard Reeksting.

The Show, which includes an exhibition, 
factory tour and Gala Advanced Manufacturing 

Innovation Awards and Banquet will take place at 
the Nelson Mandela Bay Stadium in Port Elizabeth 
with the support of the DTI and Mandela Bay 
Development Agency. It represents the largest 
gathering of Fourth Industrial Revolution role 
players in Southern Africa. ■

For more information visit:
www.africanadvancedmanufacturingshow.co.za.

Global Experts For SA Tradeshow

BMW M Festival is Around the Corner

BMW South Africa is set to host the second BMW 
M Festival at the Kyalami Grand Prix Circuit in 
Johannesburg from 26 to 27 October 2019. In 2017, 
just under 20 000 BMW customers, fans and car 
enthusiasts participated in the first-ever BMW M 
Festival. The 2019 BMW M Festival promises to be 
more thrilling with six BMW M and M Performance 
models scheduled to celebrate their local premiere.

At the 2019 BMW M Festival, visitors will get 
the opportunity to book test drives, hot laps with 
professional drivers, walk through one of the largest 
BMW pop-up showrooms with attractive finance 
offers to choose from, enjoy gourmet food trucks, 
stalls and drinks, live music by some of South 
Africa’s renowned DJs and artists, a children’s play 
area (M-kids area), shopping at the BMW Lifestyle merchandise shop and more.  

In addition, South African born BMW works driver, Sheldon van der Linde, will 
also make a special appearance at the event and offer visitors hot laps in his Shell BMW 
M4 DTM car around the circuit.  

To reminisce on the legacy and early beginnings of BMW Motorsport in South 
Africa, the restored BMW 530 MLE will be unveiled to the public for the first time at 
the 2019 BMW M Festival after months of being restored to its former glory.

Furthermore, the Gauteng BMW Car Club Concours Event – the most prestigious 
event on the BMW Car Club calendar – will also take place at the 2019 BMW M 
Festival. This event has been ongoing for over 33 years and is the greatest annual South 
African celebration of BMW heritage

Ticket prices and other general information about the BMW M Festival can be 
accessed via this link: https://www.bmw.co.za/en/topics/fascination-bmw/events/
mfestival/mfestival.html or download the BMW M Festival app on https://mybmw-
events.co.za/mfest/app/android or https://mybmwevents.co.za/mfest/app/ios. ■

Emerald Speed  
Fest Postponed
The Emerald Speed Fest, originally scheduled for 28 and 29 

September 2019, has been moved to a more desirable date in 
early 2020. The event will now take place from 28 February to 
March 1st, 2020.

“A date in early 2020 has proven to be a more desirable 
option for this exciting new motorsport event. The safety of 
competitors and spectators is a prime concern and the new date 
will also ensure that all competitors in local motorsport will get 
an opportunity to participate in this unique event” stated Shaun 
Swart, Head of Business Development for show organisers Messe 
Frankfurt South Africa.

High-performance race cars, modern road-cars, historic race 
cars and supercars will compete in a time challenge along a 1.6km 
(1 mile) strip of tar at the Vaal Resort. The event will offer competi-
tors a challenging high-speed run competing, in classes, for a 
variety of prizes totalling close to half a million rand in value.

Spectators will witness these high-performance road and 
race cars in action as well as also enjoy a variety of displays and 
refreshments. The pit area will be open to the public. Classic Car 
displays as well as motoring and motorsport related exhibitors will 
add to the excitement of the event. Visitors will also benefit from 
the family orientated features and attractions Emerald Resort has 
to offer.

Tickets for the event are on sale at: 
https://tickets.computicket.com/. For more information visit:  
www.emeraldspeedfest.com. ■
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