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Xavier Gobille is so full of energy that he can hardly 
get his words out. “We have been working like dogs 
in the background,” says Gobille, “and now we are 
ready”. Gobille is referring to his plan to not only 
turn Peugeot-Citroën around in South Africa – the 
company currently enjoys a market share of just 
one per cent – but make it a major player. A plan 
that involves increasing market share by 20 fold!

Can he do it? This qualified engineer with a 
motor racing background took over the reins at 
Renault South Africa about a decade ago, and he is 
generally credited with master-minding the plan 
that today sees Renault as a Top 5 manufacturer in 
South Africa.

Since then he has had a top sales and market-
ing management spell at Nissan South Africa that 
was rumoured to be quite conflictual. For most of 
this past year, though, Gobille has been Managing 
Director of what is now called Peugeot Citroën 
South Africa.

AutoLive recently interviewed Gobille at both 
the launch of the Peugeot 108 and 5008, and the re-
introduction of the Citroën brand to South Africa.
AL: You mentioned after-sales service as one of 
the things you needed to address in your plans 
to turn PCSA around. Do you see this as your 
primary concern?
XG: It is one of the things that needs address-
ing. I have done what is called a 360 diagnostics, 
which refers to all the touch points that affect our 
company. There were many issues that needed 
fixing, and after-sales was one of them. I started 
in after-sales at Renault and I am quite proud 
that in 2003, if you looked at the CCSI (Complete 
Customer Satisfaction Index), Renault was the 
winner. The first thing you have to get right is after-
sales back-up.
AL: In my personal experience with a Peugeot 
dealership, lack of communication with customers 
was the biggest problem in the past. How do you 
inculcate that importance of communication with 
customers when you don’t have direct control over 
staff at a dealership?
XG: Well in my case I do. I have far more control 
than might be assumed. The dealer network has 
a margin and they have something called a viable 
margin. And the way I have set it up is, if you don’t 
respect customer satisfaction you are going to lose 
money on a car sale. So I am touching every dealer 
in their wallets. If you don’t train your staff you are 
going to lose more than one per cent margin.
AL: So you aren’t going the traditional route of 
training courses and such?
XG: I learned something at Stanford, which 
I might share with you. The way societies or 

organisations work, even animals revolves around 
three things: love, fear and interest. So, you have to 
make sure the network loves you, you have to find 
the interest, which in this case is making money. 
And you have to have an additional clause in the 
franchise agreement. If you don’t respect it, you 
lose the franchise agreement.

Since I have moved across to PCSA I have 
cancelled 10 dealer agreements. Don’t you think 
the message was loud and clear?
AL: Definitely, especially in terms of your low 
sales volumes.
XG: I want my dealers to respect the brand 
franchise agreement, and if a dealer doesn’t do it, 
they lose the franchise. I will make the good dealer 
rich and I will make the bad dealer bankrupt. In 
any functional society, the good citizens should be 
rewarded and the gangsters should be put in jail. 
That’s what I term dispersion management. You 
have to make sure that you are all aiming to be the 
best. And for those who don’t perform, you make 
them feel uncomfortable and they move out.
AL: On the other hand, you have mentioned a 
dealer expansion programme.
XG: I need to expand dramatically. The volume 
I am expecting with PCSA is big. I am expecting 
to grow our sales volumes by 20 times in the next 
five years!
AL: Isn’t it good for PCSA dealers right now, that 
with a small network there is enough volume for 
each dealership?
XG: Our dealers are already starting to feel the 
difference. Recently a dealer came to me and said 
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he had done his best gross profit 
in 29 months. We are just at the 
beginning of the offensive. I have 
changed the team, I have changed 
the network, I have changed the 
commercial strategy, I have changed 
the margin, I have changed the range 
of products. We have been working 
like dogs in the background, now 
we are opening the curtains and we 
can perform.
AL: How does Opel fit into your 
scheme of things? Opel is a brand 
that is now part of the PSA Groupe 
globally.
XG: Not at this stage. But more 
immediately we are planning to 
re-launch the DS brand here.
AL: You have rationalised the 
Peugeot model range too.
XG: There were too many deriva-
tives and it caused confusion with 
the customer. I have increased the 
range of models, but reduced the 
derivatives. The Peugeot range is now 
far more streamlined and focussed. 
I have dropped the 308 and it was a 
heartbreaker for me because it is a 
very good car. But you have to choose 
your battles.

So I am fighting where the 
market is moving, with a new entry 
car in the 108, and the new 5008 in 
the SUV segment.
AL: What about models for the 
future?
XG: A proper pick-up is in the pipe-
line, probably in 2021. So Peugeot 
will be playing in the biggest selling 
segments. Peugeot has 18 per cent of 
the market in Europe. How can you 
explain a share of around one per 
cent in South Africa?

We just need to work better. 
We aren’t buying market share, the 
quality of the work we are doing will 
make the difference.
AL: How big do you think this 
revival can become in a realistic 
time-frame? Say by 2024.

XG: If you take Renault, and I 
mention Renault because it was my 
brand, we planned to make 5 per 
cent market share, which is what 
Renault is now doing, and Renault 
is only playing in the passenger 
market. What should be my target 
with a range of brands.? We are 
going to grow by 20 fold, 20 times, in 
five years!

At the re-launch of the  Citroën  
brand in South Africa a few weeks 
after the Peugeot 108 and 5008 
introduction, we asked Mr Gobille 
some questions relating specifically 
to  Citroën. It should be mentioned 
here that  Citroëns will be sold out 
of Peugeot dealerships.

AL: You’ve obviously gone for a 
limited range. What is the advantage 
of this?
XG: We are launching with three 
models and the three models are ad-
dressing 60 per cent of the passenger 
market. So we have the C3 which 
is in the entry level, we have the C3 
Aircross which is in the fastest-
growing segment of the market, and 
then we have the C5 Aircross. So we 
are spot-on, in terms of where the 
market is, and is heading.
AL: You have also limited the 
number of derivatives.
XG: We are limiting the deriva-
tives, and not going the route where 
you have a fake low price with a 
huge range of options you have 
to add. We want to be seen as 
a company that sells cars with 
everything included, and all our 
cars have a five-year warranty and 
a five-year/100 000 km service plan. 
So when you drive the car, you drive 
with peace of mind.

AL: Would you say that engine 
size and power have become largely 
secondary in today’s market?
XG: Yes, you need to forget about 
the engine. It should give you 
what you need when you need it, 
unless you are a petrol-head looking 
for performance. What is more 
important is comfort and safety. 
You need to provide a big feel-good 
factor. If you make an engineering 
study, you will find most customers 
only use 20 per cent of their car’s 
engine capability.
AL: Comfort was always a key fac-
tor as far as Citroën was concerned, 
especially regards the suspension. 
We believe the C5 Aircross has a very 
special suspension system.
XG: Yes, this new shock absorber 
system in the C5 offers amazing 
comfort. And it is not electronic, 
it is due to the design with damp-
ing fluid management. There are 
some 20 patents in the new C5’s 
damping system!
AL: What about service back-up? 
What have you got in place?
XG: I mentioned the service plan. 
But we guarantee if we can’t source 
a part that is needed in two days, we 
will give the customer a courtesy car. 
We are so confident that we have a 
customer service plan that will work. 
For the past six months we have re-
designed the parts logistics and the 
supply chain and the dealer network 
has been re-trained in terms of 
repairing cars. Plus, I have a special 
team in Johannesburg of flying 
doctors that will fly in to attend to 
a problem that can’t be resolved by 
a dealer.

Apparently there were 500 cars 
that were sitting in the network 
before, and last month we were 
down to 25 cars. The fact that I am 
promising the customer a courtesy 
car after two days is putting pressure 
on the system to make things work. 
Give customers peace of mind. That 
is what we will do! ■
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MONTHLY SALES STATISTICS

The growing amount of advertising in AutoLive has made it necessary to relocate the four pages 
of detailed monthly vehicle sales analysis to the website www.autolive.co.za.

CLICK HERE to access
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We may be in a period of economic 
slowdown and a loss of confidence from 
both business and consumers, but the two 
biggest brands in South Africa – Toyota 
and Volkswagen – had bumper months in 
October. Together they were responsible for 
48.3% of total sales for the month! This is 
further proof that when economic times are 
tough buyers make the safe choice and buy 
from the well-established brands.

Toyota almost broke its all-time 
monthly sales record, selling 13 694 units, 
which was only 28 units less than the exist-
ing record of 13 720 units, set in December 
2007. This gave it a 26.3% market share out 
of the industry total of 51 978 units, which 
also marked the first time that monthly 
new vehicles sales passed the 50 000 
units mark.

As usual, the Hilux bakkie was the 
best-selling model in the Toyota range, 
selling 4 377 units, which is the second 
highest monthly total since the record-
breaking 4 770 units sold in June. Other 
Toyota models to sell more than 1 000 units 
were: Corolla Quest (1 313), Yaris (1 065), 
and Fortuner (1 018).

Volkswagen’s October total of 9 527 
units equated to a market share of 22% 
which was marginally better than the 
September sales which had amounted to a 
21.2% share and the first time in 10 years 
that Volkswagen penetration had exceeded 
21%. The leader of the VW pack was the 
Polo Vivo (2 937), followed by the Polo 
sedan and hatch (2 620), while the T-Cross 
newcomer sold 1 132 units (20.6% of its 
segment) and was in the top 5 best-sellers 
for the month and Volkswagen’s top-selling 
imported car.

Suzuki continues to surprise as it hoists 
its sales total, setting a new record of 1 629 
units, which was 48 units higher than the 
previous best, and was 46.6% higher than 
the sales in October a year ago! Suzuki 
was named as one of the fastest growing 

automotive brands in SA in 2018 and seems 
set to repeat this feat in 2019. It was ranked 
ninth among manufacturers and importers 
and ahead of well-established brands such 
as BMW, Kia, Mazda, and Honda.

NAAMSA’s View

The uptick in total vehicle sales of 51 978 
units was welcomed by NAAMSA even 
though it was only a small percentage (0.2%) 
higher than the figure for October 2018. 
What is important is that it was the highest 
monthly total this year.

An estimated 38 558 units (74.2%) were 
sold through retail dealer channels, while 
an estimated 20.3% represented sales to the 
vehicle rental industry, 3.7% to industry 
corporate fleets and 1.8% to government.

The passenger car market increased 
by 2.5% to 35 904 units, with rental taking 
a significant 28.2% of new car sales in 
October. LCV sales fell 5.9% to 13 366 
units. Sales of medium and heavy com-
mercial vehicles were up by 8.1% and 1.7% 
respectively, month-on-month.

The built-up vehicle export sales 
number of 41 277 vehicles reflected a good 
increase of 21% month-on-month, with 
exports totalling 338 955 units for the first 
10 months of 2019, which is on track to set a 
year-on-year record.

Although there were some positive 
signs during October 2019, the turnaround 
in the new vehicle market anticipated for the 
second half of the year, has not realised yet. 
Furthermore, the low growth environment 
and the rise in South Africa’s fiscal risks do 
not bode well for the near future. Prospects 
for domestic new vehicle sales would 
continue to be affected by the depressed 
current macro-economic environment, 
enduring pressure on household dispos-
able income as well as low business and 
consumer confidence.

Editor’s Note
Welcome to the second-to-
last issue of AutoLive 2019. 
It’s that time of year when 
everyone is tired, frustrated 
and scurrying around to get 
things done and make some 
valuable sales before the clock 
strikes twelve.

This has, indeed, 
been a memorable month on the local motoring and 
motorsport scenes.

Certainly one of the most important events in recent 
motoring history was the inaugural WesBank Fuel Economy 
Tour, in partnership with FNB. The tour took place from 
12 to 16 November and saw participants drive through five 
provinces – from Johannesburg to Cape Town via Durban, 
East London, Port Elizabeth and George – with a total 
combined distance of 2 500 km.

There were 40 participating cars from 12 brands and the 
drivers and navigators make up the widest spread in terms 
of demographics and gender in any event of this nature 
staged in South Africa. The entries even includes two teams 
from Uganda, who have previously competed in the African 
Rally Championship.

In addition, there were two team-support vehicles and 13 
vehicles used by the organising team, making a convoy of 55 
vehicles. A total of 120 people were involved in the 2019 Fuel 
Economy Tour.

You might find it strange to find nothing about the event 
in this issue of AutoLive. The reason for that is that we de-
cided to spoil our readers with a 24-page 2019 Fuel Economy 
Tour special edition next week. Keep an eye on your inbox 
as you won’t want to miss the comprehensive reporting on 
the organisation of the event, the logistics it involved and, of 
course, the results.

The big motorsport event was the Kyalami 9-Hour. 
It truly has been decades since local racing fans were this 
excited about an event and this we do cover in some detail. If 
you attended, we’d love to hear your feedback.

Lastly I would like to point out that, because of the ap-
proaching festive season, the December issue of AutoLive will 
be distributed on December 12th. This means that, including 
this issue, you’ll have three consecutive weeks of AutoLive 
reading to look forward to. You’re welcome.

Liana Reiners,
Editor
liana@autolive.co.za

To advertise in  contact

Liana Reiners on 083 407 4600 or email on liana@autolive.co.za
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Demand for domestic new vehicles, particularly the new passenger car market, 
therefore, would continue to remain under pressure over the medium term.

WesBank’s’ Views

“October has been the best-selling month every year since 2015, so the increase – how-
ever small – comes off a high base,” said Lebogang Gaoaketse, Communications, Social 
Media, and PR Manager.

“The motor industry remains a key economic indicator, not only for manufactur-
ing in terms of investment and jobs, but also in interpreting consumer and business 
confidence from behaviour on the showroom floor,” Gaoaketse said. “With year-to-
date sales down 3.1% at the end of October, there is clear correlation between how we 
expected new vehicle sales to develop this year and where GDP has netted out.”

Finance Minister, Tito Mboweni recently announced a revised GDP outlook for 
2019 at 0.5% growth against his February budget forecast of 1,5%. WesBank expected 
new vehicles sales to decline 1% this year. “Very simply, the economy remains tight,” 
said Gaoaketse.

“Motorists look likely to also have to face the news that e-tolls are here to stay,” said 
Gaoaketse. “And while the currency battles and the possibility of ratings downgrades 
surface once again, household budgets will remain under pressure.”

In support of this plight, inflation news rises as one of the few shining lights of 
hope for consumers. “Inflation fell to its lowest level in almost eight years, while staying 
within the central bank’s target range for two-and-a-half years now,” commented 
Gaoaketse. “Despite this, the impact of costs set by the state – like power, water and 
fuel – along with factors such as bailouts and lower-than-expected tax revenue, leaves 
little hope for further interest rate cuts right now.”

“Reassuringly, dealer channel sales of passenger cars increased 5.6%, reflecting 
WesBank’s experience of increased applications year-on-year. “The industry will 
certainly be breathing easier but shouldn’t be holding their breath for relief for the rest 
of the year,” concluded Gaoaketse. ■

 continued from previous page

Exports of built-up vehicles from South Africa 
into the rest of Africa in October and for the year 
to date, after 10 months of 2019, have remained 
virtually static when compared to 2018.

Total exports for the first 10 months and for 
the month of October were very similar to the 
situation a year previously.

YTD exports for the first 10 months of 
2019 totalled 19 506 units, marginally less 
than the figure of 20 291 for the same period 
a year previously. However, these figures are 
extremely disappointing when one considers 
that five years ago – in 2015 – SA exports for 
this period totalled 37 060 units, meaning a 
decrease of 52%!

All the usual top exporters, except Nissan, saw 
their volumes fall slightly in the period between 
January and October. Nissan’s exports went up 
from 5 014 to 5 412 while leader Toyota dropped 
from 8 420 units to 8 038 in the 10-month period, 
Isuzu’s total fell from 3 096 to 2 523 and Ford went 
down from 1 976 to 1 475.

Volkswagen, a comparative newcomer to 
volume exports into Africa shipped 726 units.

Kenya, which took 2 687 units, pipped 
Ghana (2 687) as the best destination, followed by 
Zimbabwe (1 550), Mozambique (1 521), Zambia 
(1 479), Nigeria (1 308), and Mauritius (1 110).

Total exports in October of 2 084 units were 
only 11 units more than the figure for the same 

month in 2018. Toyota went up from 954 to 1 039 
and Nissan from 418 to 473, while Isuzu was 
down from 328 to 272 and Ford slipped from 
141 to 5.

Volkswagen exported 133 units in the month – 
all to the island of Reunion.

Interestingly, Nigeria, which has been well 
down the list of importers of SA-built vehicles 
for some time now, suddenly jumped to the top 
of the list, taking 282 units in October. It was 
followed by Ghana (209), Mozambique (205), 
Ethiopia (200), Zimbabwe (170), Zambia (151), 
Kenya (134) and Reunion (133). These were the 
only countries to take more than 100 units dur-
ing the month. ■

Little Change in 
Exports into Africa 

Over Past 12 Months

Monthly automotive news to and from Africa
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Introducing the all-new KIA Seltos. This compact SUV is big on heart, performance and 

surprise. Its bold exterior turns heads, while its range of innovative features and refined 

interior grows smiles. Wherever you’re going, you’re sure to always arrive happy. 

Test Drive happiness. Visit kia.co.za for more info.

Keep the good times rolling.
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Orange Owl has been the holy grail of bringing 
new and innovative products to the South African 
automotive market since 2014. With the use of 
multiple channels the company strives to improve 
dealer bottom line and retention while offering 
consumers exemplary products and services for 
their vehicles.

Windscreens and Profit Opportunities 
Have Never Been Clearer

Ensuring optimal visibility through and durability 
of a vehicle’s windscreen is literally as easy as 1, 
2, 3 with the application of an innovative product 
called Crystal Fusion. Harnessing the power 
of Hydrophobic technology and taking only 15 
minutes to apply, Crystal Fusion transforms an 
ordinary windscreen into one with high-definition 
properties that not only repels dirt and water but 
enhances visibility up to 34% at night. It also offers 
24-month Chip Repair to the value R3 000.

The windscreen is one of any vehicle’s critical 
safety items. Apart from keeping the wind out of 

your face, it improves the 
structural rigidity of the 
vehicle and promotes occu-
pant safety. The quality and 
condition of the windscreen 
also has a direct impact 
on visibility.

Great strides have been 
made in windscreen technology since the early 
1900s – lamination being one of the most notable – 
but the very nature of glass means it is porous, with 
microscopic hills, peaks and valleys that refract 
light and collect tiny particles. This irregular plane 
causes a strong adhesion with water and creates 
microscopic contact points in the glass, which has 
a direct impact on visibility.

Made up of several chemicals, Crystal Fusion 
molecularly fuses with glass to form a hydrophobic 
barrier that not only enhances visibility in bad 
weather, but also strengthens the glass surface. As 
a result, water beads up and rolls away, while small 
debris simply ricochets off.

Traditional windscreen coatings lose their 
efficacy over time but Crystal Fusion lasts for the 
lifetime of the windscreen. Explains Erik van der 
Walt, general manager of Orange Owl, part of the 
C2 group of Companies, the company responsible 
for bringing Crystal Fusion to the South African 
Market: “At Orange Owl, our philosophy is to 
bring to market new, unique quality non-insurance 
products that add real value to our clients. Crystal 
Fusion fills this mandate as it is not film or wax 
based so it won’t streak, peel or blister. In addition, 
for Crystal Fusion, our dealer partners offer a free 
product refresher every six months, which means 
the windscreen will remain as clear as the day it 
was first treated.”

First launched locally in September 2014, 
Crystal Fusion is already well-established in the 
USA and Canada. In South Africa and Namibia, it 
is available at over 280 dealers and has to date been 
applied to more than 150 000 windscreens.

The main advantages of Crystal Fusion are:
 ■ Improved clarity and visibility
 ■ Shedding of water
 ■ Deflection of small debris
 ■ Easier cleaning off of dirt and ice
 ■ Reduced night glare
 ■ Protection against acid rain, corrosion and 

mineral build-up
 ■ 24-month Chip Repair

According to Van der Walt, the application 
price of Crystal Fusion is  highly affordable and 
includes six-monthly windscreen refreshers for 
the lifetime of the windscreen. “The product has 
already established such a good reputation in the 

Bringing Innovation to the Local Market
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Snippets

Toyota to Produce New 
Car in Prospecton

Toyota SA Motors President and CEO, Andrew 
Kirby, announced at the recent SA Investment 
Conference in Johannesburg that his company 
will replace production of the long-running 
Corolla with a new passenger car. This will entail 
the investment of R2.43-billion and brings the 
company’s investment in manufacturing facilities, 
equipment, and dealers in SA over the past 10 years 
to more than R12-billion.

TSAM’s plant currently produces the Hilux 
bakkie, Fortuner SUV, HiAce minibus as well as 
the Corolla and Corolla Quest.

Kirby did not reveal the name of the new mod-
el, but industry commentators believe it will be the 
Raize compact SUV that has just been launched 

in Japan. Kirby did say that the newcomer would 
include a petrol-electric hybrid model.

The Raize is being built in Japan by Toyota 
subsidiary Daihatsu with one version badged 
Daihatsu Rocky (launched at the recent Tokyo 
Motor Show) and another derivative being the 
Toyota Raize. (Daihatsu withdrew from the SA 
market in 2015).

The Raize is expected to replace the Toyota 
Rush in the local market and will be a competitor 
in a tough segment, which includes the hot-selling 
Volkswagen T-Cross and Ford’s EcoSport which 
dominated this segment for many years, while a 
host of new entries in this segment are expected in 
the next couple of years.

Toyota says the name Raize is derived from a 
combination of “rise” and “raise” and signifies an 
active car that energises everyday life.

The Raize will be powered by a 1-litre 
turbo engine developing 72kW and driving the 
front wheels through a two-mode continuously 
variable transmission (CVT). Toyota claims it 
offers class-leading luggage capacity and interior 
space, while it will contain a number of advanced 
safety technologies. ■

Toyota Gears Up for 
EV Onslaught

Toyota may have been slow out of the electric 
vehicle (EV) starting blocks, but it has geared up 
quickly and has already made a wide range of 
prototypes with very distinctive styling. Toyota 

continued on next page 

The Toyota Raize.

market that the treatment can be financed along 
with the purchase price of a new or used vehicle. In 
addition, many insurance companies will cover the 
application on new windscreens if Crystal Fusion 
is stipulated as an extra in the insurance contract,” 
he says.

From a dealer perspective, Crystal Fusion 
offers excellent profit and upselling opportuni-
ties and the six-monthly Crystal Care program 
promotes customer retention. Full training and 
product kits are provided to ensure that dealer-
ships can realise the full earning potential of 
the product.

In addition to this excellent product Orange 
Owl have launched two new exciting products.

Drive Safety Plan

Drive Safety Plan is a tailored safety maintenance 
plan that provides you with a lower cost solution 

for high-cost vehicle repairs, as wear-and-tear hap-
pens over time and replacing parts is essential for 
your safety on the road. Orange Owl’s Drive Plan 
and Drive Plan Plus have been designed to help 
you keep your vehicle on the road for longer, by 
covering essential service and maintenance items, 
without burning a hole in your pocket.

Orange Owl’s Drive Plan and Drive Plan Plus 
cover: front and rear brake discs, front and rear 
disc pads, rear drums, rear brake linings, front and 
rear shocks, front shock mountings, front and rear 
coil springs, clutch plate, pressure plate and thrust 
bearing, paint chip repair, re-gassing of air-condi-
tioner and an air-conditioner treatment, buffing of 
discoloured head and tail lights, windscreen wiper 
blades front and rear, and wheel alignment once 
every 6 months.

Elite Minor Damage Plan

Elite Minor Damage Plan is a tailored safety 
maintenance plan that provides you with a lower 

cost solution for high-cost cosmetic vehicle 
repairs. The excessive costs of cosmetic repairs 
become a thing of the past with affordable 
monthly instalments structured over a period of 
24 months

This product covers your vehicle for stone 
chips, scratch repairs, paintless dent removal, 
windscreen chips and cracks, tar removal, odour 
removal, headlight renewal, sun visors, gear knob; 
handbrake and gear lever boots, door handles, 
headrests; seat panels; side panels; seat stitching 
repairs, carpets, roof lining, leather or fabric treat-
ment ,complimentary car wash, air-con treatment 
and wheel alignment.

Visit www.orangeowl.co.za and   
www.crystalfusionsa.co.za to learn more about 
the qualities of Crystal Fusion, Drive Safety Plan 
and Elite Minor Damage or for more information 
on becoming a reseller. Alternatively, contact Erik 
van der Walt on (011) 607 7517 or e-mail  
erikvdw@orangeowl.co.za. ■

 continued from previous page
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has been the industry leader in terms of developing 
and selling petrol-electric hybrid vehicles, but it 
was only three years ago that President Aki Toyoda 
finally ordered the start up of the company’s EV 
project. At that time many of its rivals were already 
making and selling EVs.

Former Prius Chief Engineer Koji Toyoshima 
was appointed to head up the EV team, which 
initially consisted of only four people. “There is no 
turning back,” said Toyota’s global design chief, 
Simon Humphries, in a recent interview with 
Automotive News. He was the person tasked with 
creating a styling language for the company’s debut 
line-up of EV vehicles.

The first cars will be launched and sold in 
Japan and China next year. All will use the e-
TNGA (electric Toyota New Global Architecture), 
with fwd, rwd and awd layouts. Batteries will be 
lithium ion from 50-100kWh, although Toyota is 
working on a new solid-state battery. There will 
be one or two electric motors, depending on the 
application, with outputs ranging from 80–150kW. 
Ranges are said to be from 300km to 600km 
depending on the size of the battery. ■

FCA and PSA Group Set 
to Form Major Global 
Conglomerate

Fiat Chrysler Auto and the Peugeot Citroën Group 
look set to become the world’s fourth largest motor 
company as they prepare to merge their operations. 
This is the second time in five months that FCA 
has tried to merge with a French motor company, 
having previously engaged with the Renault Group 
before talks fell apart due to “political conditions”.

The new group is expected to have global 
sales of 8.7-million units a year which would put 

it behind the Volkswagen Group, the Renault-
Nissan-Mitsubishi Alliance and Toyota.

FCA currently has 12 brands: Ferrari, 
Maserati, Fiat, Fiat Professional, Abarth, Alfa 
Romeo, Lancia, Chrysler, Jeep, Dodge, Ram and 
SRT, while the PSA group comprises Peugeot,  
Citroën and DS as well as Opel and Vauxhall 
which it bought from General Motors in 2017.

FCA has a strong presence in North and South 
America, and Italy, while PSA is present in Europe, 
Latin America and parts of Africa and plans to 
re-enter the American market in 2023.

Industry commentators say that FCA and 
PSA went out of their way to make their combina-
tion as equal as possible shedding assets, paying 
special dividends and distributing board sets. FCA 
shares jumped 10% on the merger announcement 
which is billed as a 50-50 deal. PSA’s share price 
fell by about the same amount, taking the typical 
acquirer’s hit as its shareholders assume more 
market risk.

Fiat’s founding Agnelli family will reap 
almost US$1-billion in value and still have a lot 
of influence in the new, Netherlands-registered 
company, with John Elkann as group chairman. 
The 11-member board will have six members from 
PSA including CEO Carlos Tavares, who will 
retain this position for five years, and five members 
from FCA. ■

Garrett Launches Electric 
Turbochargers

Well-know turbocharger supplier, Garrett 
Motion, in the US, has developed a system using 
a high-powered electric motor inside the turbo 
to eliminate turbo lag, according to an article 
in Automotive News. The E-Turbo doubles as 
an electric generator that charges the car’s 
battery under certain conditions, thus improv-
ing fuel economy and taking some of the load 

off the car’s alternator. Garrett is reported to 
have 10 active programmes with global vehicle 
manufacturers who are testing the unit for 
possible production.

Electric turbochargers are nothing new, but 
the big problem has been the development of 
an electric motor that can live with auto motive 
exhaust systems where temperatures can reach 
more than 800°C. ■

Roger Penske Buys 
Indianapolis Motor Speedway 
and IndyCar Series

Roger Penske, an ultra-successful United States 
businessman, with extensive automotive interests, 
has bought the 11-year-old Indianapolis Motor 
Speedway and the IndyCar racing series from the 
Hulman family who owned the iconic track for 
74 years.

Penske purchased the Michigan International 
Speedway in 1973, owns the California Speedway 
and now runs the Detroit Grand Prix doubleheader 
IndyCar weekend. He also has several successful 
racing teams. The 82-year-old has the most wins as 
a car owner in Indy 500 history (18). He received 
the Presidential medal of Freedom from President 
Trump last month. ■

Snippets

 continued from previous page
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Changing of the guard at Toyota SA

A number of senior management changes at 
Toyota SA Motors will take place at the beginning 
of next year. Calvyn Hamman, currently Senior 
Vice President; Sales and Marketing will retire, 
and his position will be taken by Leon Theron, 
who is currently Vice-President: Sales and Dealer 
Network. Theron’s current position will, in turn, be 
filled by Ernie Trautmann the Vice president of 
Hino SA. Trautmann will continue to have overall 
responsibility for Hino, with Pieter Klerk, the Hino 
General Manager, playing an increased role in the 
overall operations of the Hino truck division.

Hamman has had a long and very distin-
guished career at Toyota. He started at Toyota SA 
in 1985 and then took an overseas assignment for 
10 years from late 1999 to 2010, where he gained 
invaluable parts and after-sales marketing experi-
ence. He returned to TSAM in January 2011 as 
Senior Vice President: Sales and Marketing.

According to Andrew Kirby, the President and 
CEO of TSAM, Hamman has been an invaluable 
part of his Executive Team, remembered especially 
for strengthening the relationships within the 
dealer network as well as between the dealers and 
TSAM. He was also involved in the roll-out of the 
Toyota Touch customer care programme in 1988, 
which resulted in substantially improved customer 
satisfaction. Hamman’s tenure as SVP – Sales and 
Marketing saw the company’s market share show a 
steady improvement from 19.1% to 24.2%. ■

New CEO Appointed at FCA

Fiat Chrysler Automobiles (FCA) recently 
announced the appointment of Pierre Martin 
Bos as Chief Executive Officer for South Africa. 
Outgoing CEO, Graham Eagle left his position on 
15 November 2019 to pursue other interests.

Eagle’s appointment was always intended to 
be short term, and over the past 16 months he has 
solidified FCA’s activity in South Africa focusing 
on improved customer service and streamlining 
the business efficiencies.  

Bos joins the South African team from 
Italy, having been part of FCA since 1999. The 
Frenchman has achieved notable successes for 
the business in multiple markets and will chart 
a longer-term strategy for the business and 
brands locally.

He comes to South Africa from his role as 
Sales Manager for LCV in the Italian market. ■

New Sporting Services 
Manager at MSA

Vic Maharaj, well-known race engineer, racing 
team manager and F1 commentator, has joined the 
Motorsport South Africa executive team. Maharaj 
takes up the position of Sporting Services Manager 
at MSA and will assume overall responsibility for 
all matters relating to the various forms of motor-
sport that fall under the jurisdiction of Motorsport 
South Africa (MSA). Maharaj officially started in 
his new position on November 1st and is stationed 
at MSA’s Head Office in Roodepoort. ■

RentMyRide Appoints COO

RentMyRide – the South African peer-to-peer 
vehicle rental platform – is gearing up for 
growth after the group appointed David Sieff, 
a marketing and auto industry expert, as its 
Chief Operating Officer. Sieff joins RentMyRide 
after a successful career of close to a decade 
with Kia Motors South Africa. Prior to that, 
he gained valuable experience with technology 
companies such as Microsoft and Dimension 
Data. He holds an MBA from the WITS 
Business School. ■

People

David Sieff.

Pierre Martin Bos.

Calvyn Hamman. Ernie Trautmann.

Vic Maharaj.

Leon Theron.
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The time for revving up the pace of transforma-
tion and providing support for smaller businesses 
within the informal automotive sector is now. 
This was the strong underlying message at an 
RMI Economic Transformation event earlier 
this month.

Key stakeholders such as SEDA (Small 
Business Development Agency), NAAASP 
(National African Association of Automobile 
Service Providers), AIDC (Automotive Industry 
Development Corporation), merSETA and the 
DTI, were all present.

Jakkie Olivier, CEO of the Retail Motor 
Industry Organisation (RMI), emphasised the fact 
that transformation is far more than just BEE com-
pliance. “It is much bigger, and the RMI wants to 
encourage existing businesses to find ways of sup-
porting small business, pulling in the thousands of 
informal businesses that exist in the sector.”

Eighty per cent of accredited RMI business 
owners are small to medium-size business owners 
and this is where the growth and employment 
opportunities that are going to drive the economy 
will come from. “If we can start migrating the 
informal business into the formal sector so that 
they become compliant and meaningful contribu-
tors to the economy, we will have a far stronger 
sector,” he said.

“It is critical that we strengthen our current 
partnerships with agencies like SEDA, AIDC and 
NAAASP so that we can provide an environment 
in which small business programmes can thrive.”

One of the challenges of the initiative is the 
ability to find ways to keep township business 
within the townships. “We need to supply the 

right skills training 
and equipment 
support so that 
this revenue can 
stay within the in-
formal sector and 
can start making 

a meaningful 

contribution to overall economic growth,” 
Olivier commented.

“We recognise that the RMI needs to partner 
with others in order to accelerate transforma-
tion. Up until now we have had great initiatives 
with TVET and training institutes and with 
Government, as well as encouraging youth 
employment through the YES (Youth Employment 
Service) programme and encouraging employment 
through the automotive value chain of the RMI, its 
constituent associations and membership but we 
need to do more.”

“We want to provide more procurement op-
portunities to black businesses by creating a plat-
form to link established businesses and corporates 
with black-owned SMEs,” explained Joy Oldale, the 
RMI’s Transformation Director. “We’ve initiated 
a training programme for small businesses in this 
sector to bridge them from the informal to formal 
sector, and are trying to facilitate access to funding 
where small and informal businesses can acquire 
the necessary tools and equipment to become RMI 
accredited and compliant.”

Through various initiatives and national road-
shows, the RMI signed up 325 informal businesses 
as development members. Other successes include 
a RMI pilot programme funded by merSETA 
to train 42 businesses in new venture creation 
and a Memorandum of Understanding (MoU) 
between the RMI and SEDA to provide coaching, 

mentoring and leadership training to all NAAASP 
members – all offered free of charge by SEDA.

Isaac Boshomane from Khabo Cars and a 
NAAASP member himself, is a strong proponent 
of big and small businesses working together to 
close the gap between theory and practice. He is 
also adamant that there is no room in the industry 
for an entitlement mentality. He has already 
trained 60 artisans from the township and will be 
training a further 63 – 16 of which are women. He 
will be opening businesses for nine of these women 
to work together, but to succeed they will need 
infrastructure and financial support, initially from 
Tshwane Government.

According to Sheryl Pretorius, Chief 
Operating Officer of merSETA, race and gender 
transformation statistics from sector skills plans 
still remain skewed. Up to March 2018, 76.4% 
of employees were male, 60% black, 22% white, 
13% coloured and 5% Indian. However, whites 
dominate between 60% and 49% of upper and 
middle management respectively, while people 
with disabilities represent only 2% compared to the 
target of 7%.

“Yet 91% of all learners registered in 2017 were 
non-white. There have been slight improvements in 
representation, but it is not sufficient,” she said.

In his closing remarks Jacob Maphutha, DTI 
Chief Director and Head of the B-BBEE Policy 
said that it was now time for plans to be taken off 
the table and put into action. “Transformation, 
growth and investment are all inextricably linked 
and we need to pull as many participants into 
the mainstream economy as possible. We need to 
increase the aggregate so we can build world-class, 
black-owned enterprises which also empower their 
employees and workers through meaningful own-
ership. We can only do this through public-private 
partnerships with organisations like the RMI and 
its affiliate partners,” he concluded. ■

RMI Gets Serious About Transformation

“We want to provide more 
procurement opportunities to 
black businesses by creating 
a platform to link established 
businesses and corporates with 
black-owned SMEs.”

Jakkie Olivier, CEO of the Retail Motor Industry 
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Anyone currently active in the MBR sector, who 
has their head buried in the sand thinking they 
can continue to do business as usual, will probably 
be out of business in three years. This applies to 
each of the key players in the formal MBR sector 
including short term motor insurers; insurer 
intermediaries; OEM approval programmes; OEM 
and alternative part suppliers; paint and equipment 
suppliers and MBRs servicing that market.

This was the opening message from Richard 
Green, National Director of the South African 
Motor Body Repairers’ Association (SAMBRA), at 
the 2019 SAMBRA conference held recently.

“Short-term motor insurance will see a rapid 
decline in intermediary participants. MBRs fear 
the increase in direct motor insurance, yet they are 
potentially more effective business partners than 
intermediary-driven insurers. Direct insurance 
models better suit our industry, as the current sys-
tem is administratively ineffective and expensive,” 
said Green.

“OEM approval programmes will remain an 
integral part of our industry, though the form may 
change dramatically. We must not lose the connec-
tion between our two industries, as it is essential 
to ensure continued skills development. Without it 
repair quality will suffer. SAMBRA will continue 
to focus on cost reduction of these programmes.”

In terms of parts suppliers, more effective and 
production efficient mechanisms will need to be 
found if OEMs wish to maintain the current part 
supply levels.

“The cost of premium vehicle parts is currently 
not sustainable and alternative parts manufactur-
ers have already made significant inroads into the 
genuine parts market. Unless OEMs produce crea-
tive and effective alternatives, the erosion of their 
market share will continue. An additional impact 
is the increase in effective repair technology which 
allows MBRs to repair panels that were previously 
replaced,” Green explained.

“SAMBRA’S right of lien will, in our view, 
negate insurers’ parts purchase/payment strategy.”

In the paint and equipment sector, more local 
production is a necessity as only a small percent-
age of paint and equipment supplied to the MBR 

market in SA is locally produced. Government 
needs to look at encouraging investment in this 
industrial sector.

“South Africans can produce goods locally, 
supply our local market and export to the same 
international markets we currently buy from. Our 
OEM counterparts already do so! OEMs also need 
to encourage competition in the sector by approv-
ing a wider range of paints for application to their 
vehicles,” Green commented.

The MBR industry will need to regroup, 
regain sector independence, focus on production 

efficiencies by developing skill and utilisation of 
best available repair technology to maximise profit 
margins. “We owe our customers the best possible 
level of repair quality and service, and we owe our-
selves the correct levels of ROI by declining to work 
at unsustainable rates; by securing working capital 
by exercising our right of lien and by eradicating 
the senseless invoice discounting practices.

“An industry built on a foundation of 
exclusionary business practices will either collapse 
or change dramatically and forever. Qualifying 
accredited MBR businesses have been precluded 
from gaining access to market mainly through 
protected minimum membership of some OEM 
approval programmes and almost every insurer 

supplier listing. This cannot continue.
“A fair, unrestricted and competitive business 

environment in the MBR sector will grow small 
businesses and stimulate employment.

“Business growth won’t happen in the large 
MBR business sector. The real growth op-
portunity lies in the small business sector that 
can remain agile in service offering, and will, 
in future, be multi-faceted under the same roof, 
focusing on NSR MBR work and allied services,” 
concluded Green. ■

Richard Green, National Director of the South 

African Motor Body Repairers’ Association 

(SAMBRA).

The Future of the SA Motor Body 
Repair Industry

“MBRs fear the increase in 
direct motor insurance, yet 
they are potentially more 
effective business partners than 
intermediary-driven insurers.”

Qualifying accredited MBR 
businesses have been precluded 
from gaining access to market 
mainly through protected minimum 
membership of some OEM 
approval programmes and almost 
every insurer supplier listing.
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In line with its commitment to improving 
education and empowering the youth, Volkswagen 
Group South Africa (VWSA) has provided 
a new vehicle and 60 bicycles to assist local 
community organisations.

Earlier this month the company handed 
over a Volkswagen Caddy to the loveLife Youth 
Centre in KwaNobuhle, which is also one of the 
youth development projects of the Volkswagen 
Community Trust. The Centre, which offers 
various programmes aimed at supporting and 

empowering the youth of KwaNobuhle and 
other communities, was officially opened on 30 
November 2012 following a R3 million investment 
from the Volkswagen Group.

Aside from the Caddy, VWSA also handed 
over 60 bicycles to various local beneficiaries as 
part of its Blue Bikes initiative, in partnership 
with Qhubeka. Five of the bicycles were given to 
loveLife’s groundBreakers, who are responsible for 
outreach to local schools and will use these bicycles 
to move around the community.

Of the remaining 55 bicycles that were 
handed over:

 ■ 25 bicycles were given to learners of Zanolwazi 
High School in the neighbouring town of 
Despatch, so that they are able to travel to and 
attend extra classes on Saturdays;

 ■ Five bicycles were given to the Despatch 
Community Policing Forum, to assist them in 
keeping the community safe; and

 ■ 25 bicycles were given to the Rosedale 
Homework and Reading centre in Uitenhage, to 

assist young people in travelling to the centre for 
extra classes.

According to Thomas Schaefer, Volkswagen 
Group South Africa Chairman and Managing 
Director, VWSA was proud to continue its support 
of loveLife and other organisations aimed at youth 
development. “In contributing to the development 
and empowerment of youth, we are investing in 
the future of our communities,” he said. “We hope 
our sponsorship can help these beneficiaries in 
reaching more youth and increasing the positive 
impact of their work in the community, and that 
we can continue to play our role in the upliftment 
of our youth.” ■

Corporate Social Responsibility

Thomas Schaefer (second from right), Volkswagen Group South Africa Chairman and Managing Director, and Nonkqubela Maliza (far right), VWSA’s Director of 

Corporate and Government Affairs, hand over the keys of a new Volkswagen Caddy to Dr Linda Nkomo (left), CEO of loveLife, and beneficiaries of the loveLife 

Youth Centre in KwaNobuhle

VW Invests in Local Youth Development

The loveLife Youth Centre in 
KwaNobuhle offers various 
programmes aimed at supporting 
and empowering the youth 
of KwaNobuhle and other 
communities and was officially  
opened on 30 November 2012.

VWSA also handed over 
60 bicycles to various local 
beneficiaries as part of its Blue 
Bikes initiative, in partnership 
with Qhubeka.
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Pre-schoolers and parents from Qhamani Pre-
School recently learnt all about turning waste into 
meaningful resources.

Isuzu Motors South Africa has adopted the 
pre-school, which is situated a few kilometres away 
from the Struandale assembly plant, and provides 
schooling to over 70 children from ages 2 to 6 years 
who live in Zwide and surrounding areas.

Isuzu’s Environmental Manager, Ncedisa 
Mzuzu, said the school was introduced to the 
benefits of using waste as a resource in order to 
generate additional income.

Partnering with local recycling business, 
The Waste Trade Company, Isuzu donated two 
bakkie-loads of waste that employees from the 
Struandale plant collected from their homes to 
boost the volumes at the school’s drop-off point. 
The Waste Trade Company will buy the recyclable 
waste from the school and continue to do so on a 
regular basis.

Isuzu donated recycling bins for use by the 
school for waste separation while The Waste Trade 
Company put up a puppet show with their puppet, 
Nondalo, who taught the children, parents and 
teachers about recycling.

The waste commodities are weighed per kilo 
and the money generated from the waste will be 
paid directly to Qamani Pre-School. The Waste 
Trade Company’s School Project Coordinator, 
Emmy Nxayeka, said they would be emptying the 
waste bins on regularly.

“We will be emptying these recycling bins 
on a regular basis and other corporate companies 
are welcome to donate their bulk waste, which we 
will collect, for the benefit of the school to receive 
a rebate in cash that will be paid into the school’s 
account,” said Nxayeka.

The long-term vision for Qhamani Pre-School 
is to start a recycling swop shop similar to those 
established in Walmer, Colchester and Seaview 
where community members can swap recyclables 
for food and clothing. ■

Corporate Social Responsibility

Isuzu Teaches Kids to Recycle

Teaching the children about responsible waste 

management and recycling are Qhamani 

Pre-School Principal Nonzame Mbana, back, 

The Waste Trade Company’s School Project 

Coordinator Emmy Nxayeka, with puppet 

‘Nondalo’, middle row left, Isuzu Motors South 

Africa’s Paintshop and Environmental Manager, 

Ncedisa Mzuzu and front pre-school learners 

Bulungisa Cengani (6), left and Zingce Melani (6).

The waste commodities are 
weighed per kilo and the money 
generated from the waste will 
be paid directly to Qamani 
Pre-School.

Isuzu Motors South Africa 
partnered with the Waste Trade 
Company which will buy the 
recyclable waste from thamani 
Pre-School and continue to do so 
on a regular basis

Nissan South Africa has donated a total of 
R200 000 to three deserving Non-profit 
Organisations (NPOs) working to empower and 
uplift local communities in and around Tshwane.

This is part of an internal campaign that ran 
earlier this year in which Nissan South Africa 
employees were invited to take part in a competi-
tion, nominating organisations they believe worthy 
of the company’s support.

The first prize –R100 000’s worth of support 
from Nissan South Africa – was awarded to 
Kelebogile Day Care Centre, which was nominated 
by Hendrik Thokwane Molekwa. The second and 
third prizes – in the form of R50 000’s worth of 
support from Nissan South Africa – were awarded 
to Hope Warrior’s Children’s Charity, which 

was nominated by Mary Maseko, and Seskhona 
Day Care Centre, which was nominated by 
Nelly Mokabuki.

Through this internal campaign and competi-
tion, Nissan South Africa seeks to promote the 
notion of zero inequality – one of the pillars of the 
company’s corporate social responsibility – as an 
important corporate value and to build a cleaner, 
safer and more inclusive society where everyone is 
given equal opportunities.

“The Nissan South Africa team hopes the sup-
port provided to Kelebogile Day Care Centre, Hope 
Warrior’s Children’s Charity and Seskhona Day 
Care Centre will help improve the running of these 
organisations, assisting them to become more sus-
tainable and to continue creating income-generating 

activities,” said Nissan South Africa’s Director of 
Corporate Affairs, Wonga Mesatywa.

An internal campaign committee assessed 
all nominations received for this campaign and 
competition, graded them according to a set 
of predetermined criteria – including project 
sustainability, income generation and impact – and 
scored them.

Nissan South Africa will be exploring more 
opportunities to work with some of the other 
organisations that were identified during the 
nomination process in the future. ■

Nissan Supports 
Employee-Identified NPOs
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It’s a case of 10-out-of-10 for an innovative vehicle 
recovery system fitted into Isuzu Motors South 
Africa’s trucks. For the past two years ten Isuzu 
trucks that were either stolen or hijacked in South 
Africa, were recovered.

According to Isuzu Motors South Africa 
Manager: Commercial Vehicles Sales, Jayesh 
‘Tiny’ Daya, Isuzu Trucks manufactured 
after January 2017, are all fitted with the Beame 
recovery device – which is installed during the 
production process.

“Because of the widespread truck hijackings 
and vehicle theft which is rife in South Africa, and 
the increased chances of a vehicle being recovered 
with a wired tracking system, Isuzu Motors South 
Africa partnered with MiX Telematics to offer the 
best solution for our customers in assisting them to 
protect their assets, including their Isuzu Trucks, 
by proactively providing a wireless recovery solu-
tion to combat crime,” said Daya.

The Beame recovery service, which is provided 
by MiX Telematics in South Africa, acts as a 

back-up in addition to clients’ tracking units should 
a vehicle be stolen, and it can be fitted to both the 
truck tractor and the trailer/s separately. The service 
does have a small monthly subscription fee, but 
provides customers with added peace of mind.

One of Isuzu Truck South Africa’s fleet 
clients, Petit Forestier, experienced the success 
of this device first-hand when two of his vehicles 
had been recovered by using the Beame recovery 
service. Petit Forestier specialises in refrigeration 
rental trucks, with a fleet of over 150 vehicles in 
South Africa.

“As a European company, vehicle theft was a 
new reality for the company when it started operat-
ing in South Africa in 2018,” said Petit Forestier 
Managing Director Robin Lefebvre.

“We give our customers the choice to fit their 
own tracking device so they can have only one 
service provider and management platform for 
their entire fleet, but we realised that having a 
back-up solution was essential. Since the begin-
ning of our operations in South Africa, we had 
six vehicles hijacked,” said Lefebvre. Two of these 
vehicles, Isuzu FTR850 AMT 2018 models, were 
stolen while Petit Forestier was changing tracking 
service providers.

“Thanks to Beame, we managed to recover 
both vehicles in a timely, efficient manner, even 
if we had no aftermarket tracking solution fitted. 

Without Beame, we would have lost both of these 
vehicles. We like the Isuzu brand because of the ve-
hicles and the after-Sales service efficiency and the 
Beame solution is definitely an additional benefit 
that must be taken into account when purchasing a 
vehicle,” said Lefebvre.

MiX Telematics Managing Director (Africa) 
Gert Pretorius said the recovery teams are 
dedicated to finding vehicles in the unfortunate 
event of theft or a hijacking reported via the Beame 
app or call centre.

“The small Beame device, powered by a battery 
that lasts up to 3 years, is wireless which means 
it won’t interfere with the vehicle’s electronics or 
warranties and it won’t be easily found. Beame 
offers a lifetime warranty on the device and is ac-
credited by The Motor Vehicle Security Association 
of South Africa (VESA) as well as the Accreditation 
Bureau for Security and Safety (ABS), giving 
customers the assurance that Beame is the best 
recovery solution out there,” said Pretorius. ■

Isuzu Trucks Fitted with Innovative 
New Safety Solution

The small Beame device, powered 
by a battery that lasts up to 3 
years, is wireless which means it 
won’t interfere with the vehicle’s 
electronics or warranties.

The Beame recovery service acts 
as a back-up in addition to clients’ 
tracking units should a vehicle 
be stolen.

Isuzu Trucks manufactured after January 2017, are all fitted with the Beame recovery device – which is installed during the production process.
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BY ROGER HOUGHTON

Alan Ramsay, a dedicated petrolhead and former 
head of RamsayMedia, publishers of CAR maga-
zine and a host of other publications, had several 
disappointing experiences when shopping for a 
new car to replace his 9-year-old Lexus RX450h 
Hybrid SUV.

Alan is an adventurous motorist, even having 
had a Chrysler PT Cruiser in his stable several 
years ago. Alan also drove a Porsche 944 for many 
years, while an Audi RS4 “blew the socks off most 
sedans in terms of acceleration and the wonderful 
exhaust note!” He is currently looking at battery 
electric cars and hybrids.

Alan has been searching in the luxury segment 
of the market and has found levels of service 

from salespersons at several dealerships to be 
rather slipshod.

“The lack of application by many people 
working at sales desks must be experienced by 
other potential buyers, not just me,” he said. “More 
than once I have made an enquiry and the person 
I talk to does not even take down my contact 
details, while follow ups seldom occur. I don’t 
get pressured to buy even when they do have my 
contact details.

“Generally, saleswomen appear to be more 
pro-active than most of the salesmen, but they 
also still miss some of the basics such as taking 
down full contact details and following up on 
initial contacts.

“One salesman even sent me on a test drive, 
but never even took my contact details,” added 
Alan with a chuckle.

“I think that I have been cold canvassed less 
than five times in my career, with a salesperson 
telling me it is time to get a new car. I have had 
far more calls from estate agents who think I 
may want to sell my house! They do much better 
canvassing. Sometimes I think it is easier to put 

a man on the moon than to decide on what to do 
about a replacement car.”

Alan has this to say to dealer principals: “For 
goodness sake, get the sales process right. Other 
than when a person has to make an emergency 
car replacement the sales teams must realise that 
nowadays buying a new car can be a long process – 
often a year or more. This means that details in the 
database must be correct and updated when neces-
sary, while relationship building through regular, 
appropriate communication is essential.

“The sales team must follow through with 
offers to contact potential buyers and ask for an 
order! They should also ask if the spouse does not 
need a new car. There are many very good books – 
usually American – on successfully selling cars. 
Read them,” he concluded. ■

“One salesman even sent me on a 
test drive, but never even took my 
contact details.”

The sales teams must realise that 
nowadays buying a new car can 
be a long process – often a year 
or more.

Frustrating Experiences of a Car Buyer

Alan Ramsay pays homage to his nine-year old Lexus RX450h Hybrid SUV, while finding a rocky path as he searches the Western Cape for a replacement.
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New Model

BY STUART JOHNSTON

Things just got a little hotter down in the entry-
level segment of the new car market. Hyundai 
kicked things off on the last day of October with 
the re-launch of an old nameplate. Then Renault 
upped the ante with its very successful Kwid, 
with the introduction of more safety features, a 
new “face” and the announcement of a two-year 
service plan. And soon thereafter Datsun launched 
the latest Go with structural changes that have 
transformed the little car.

Hyundai’s Atos – Return 
of an Old Nameplate

The rather odd-looking Hyundai Atos was the 
Korean manufacturer’s entry-level model in South 
Africa between 2007 and 2013, and in that time 
the little box-on-wheels sold some 45 000 units. 
Now, heading into 2020, Hyundai South Africa’s 
sales and operations director said: “We expect this 
section of the local car market (the entry-level) to 
grow substantially as a consequence of the tough 
financial situations that so many South African 
consumers and families have to contend with.”

The latest Atos is larger and less upright-look-
ing, but still embodies some core Hyundai values. 
It comes with dual airbags and ABS braking, a 
seven-year/200 000 km warranty and a one-year 
service plan. This is inclusive of the very competi-
tive launch price of R159 900. Just the one model is 
available for now.

In keeping with important trends in this entry 
market, there is an infotainment system with 
Apple CarPlay and BlueTooth connectivity, electric 
front windows and ISOFIX child seat mounts at 
the rear.

Power-wise, the Atos uses a four-cylinder 
1,0-litre motor producing 50 kW, which is a ball-
park figure for this market. For now the Atos is 
only available in five-speed manual form.

First impressions from the launch are of a 
cockpit with conservative but quality trim for a 

car in this segment, a very solid feel to it in terms 
of the way the doors shut and the lack of NVH 
(noise, vibration and hashness) and no serious 
handling vices. We found it very stable at highway 
speeds, and what’s more it can cruise happily in the 
120–140 km/h range .

Renault Kwid – Now with 
a Service Plan Too!

This is the most controversial car on the South 
African market at the moment. Iit has generally 
been panned in the media for a number of reasons, 
but it’s currently in the top-five in sales figures on 
our overall passenger car market, selling at around 
1 000 units a month!

The big reason is that one-year free insurance 
offering that Renault have punted so successfully 
here, targeting first-time buyers who are predomi-
nantly female and black.

The latest Kwid has a number of improve-
ments. Apart from the new front-end re-style 
that includes daytime-running LED lights, the 
new Kwid has bigger wheels (now 14-inch) and 
re-designed rear axle. These changes have made the 

continued on next page 

Three Budget Newcomers Break Cover

“We expect this section of the 
local car market (the entry-
level) to grow substantially as 
a consequence of the tough 
financial situations.”

Hyundai Atos.
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New Model

car more stable in a straight line, but it is still not 
perfect, being susceptible to cross winds and still 
needing small corrections to the steering wheel at 
the 120 km/h speed limit.

The body shell still transmits a lot of vibration 
from the 50 kW three-cylinder motor through 
to the cabin, especially on pull-away. And there 
have been no reported changes to the Automated 
Manual Transmission for the two-pedal version, 
which is something Renault needs to attend 
to on this model. It should be mentioned we 
didn’t get to drive the AMT version at the Kwid 
update launch.

But, hey, the new Kwid now looks even more 
funky, even more like a little SUV, it has an even 
more attractive infotainment system (with a 
reverse camera offered!), and it still offers one year 
of free insurance now backed up by that two-year 
service plan. Prices now range from R144 900 
to R174 900. Model-for model it sells for about 
R10 000 less than its main rival, the Datsun Go.

The Go Just Got a Lot Better!

The 2020 Model Year Datsun Go has got a whole 
lot better. The Go now feels like a well-built little 
car with none of the NVH that could be felt in the 
previous renditions. According to Datsun, the car 
features an all-new roof, new safety reinforcements 
in the doors, more sound insulation and other 
chassis-floor-pan enhancements.

These serious structural changes have done 
wonders for the overall ride quality, which is now 
good for this level of car. The other big change, 
and the focus of the new model launch, was the 
addition of a CVT model. The CVT gearbox 
offers two pedal driving and is introduced in the 
more-expensive Lux model variants in both Go 
and Go+ form ( the Go+ is the larger version of the 
Go hatch).

It has to be said that this transmission is 
not our favourite choice, as we prefer a more 
conventional automatic with a fixed variety of gear 
ratios. CVTs tend to keep the engine at a constant 
rev range, while the cone-and-belt transmission 
system then varies the speed according to accelera-
tor pedal pressure..

Normally the droning this induces (espe-
cially on up-hills with a wide throttle opening) 
is very intrusive, but we found that by a slight 

lift-off on the Go’s throttle as the revs climb 
under acceleration, the same rate of momentum 
can be achieved with a substantial rev drop. Also, 
noise intrusion is relatively low for a car of this 
price range.

As for equipment, the infotainment system has 
been enhanced, and safety-wise, the Go, already 
fitted with two airbags, now offers electronic trac-
tion control and corner-skid control.

The Datsun Go, by the way, has also been 
offering a year’s free insurance to its customers for 
the past 12 months, although Datsun hasn’t made 
this a headline act. This continues to be the case.

In Summary

Model-for model, the Go is some R10 000 more 
than the Renault Kwid. Go prices range from 
R159 100 for the Go 1.2 Mid manual to R184 200 
for the Go 1.2 Lux auto. Substance-wise the Go is 
now well superior to its main rival, but looks-wise, 
the Kwid still leaves its opposition for dead. It will 
be interesting to see the impact the modestly-styled 
but higher-quality Atos makes on this market. 
Once again, Hyundai seem to have got its pricing 
spot-on! ■

 continued from previous page

The new Renault Kwid still offers 
one year of free insurance now 
backed up by that two-year 
service plan.

The Datsun Go, by the way, has 
also been offering a year’s free 
insurance to its customers for the 
past 12 months

Renault Kwid Climber.

Datsun Go CVT.
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The Ctrack Transport and Freight Index (Ctrack 
TFI), previously known as the Ctrack Logistics 
Barometer, indicates a slower growth trend in 
transport volumes during September 2019. It 
also reveals that the slowing world economy 
is impacting both South Africa’s interna-
tional transport volumes, as well as local rail and 
pipeline volumes.

That being said, road freight volumes grew 
2,5% while rail freight volumes edged up 0,2% 
between July and September 2019 compared to the 
same three-month period in 2018. Considering 
both a slower domestic economy and a far weaker 
international trade environment, land freight is 
still in a relatively stable position.

But, the unpredictable trade war between the 
US and China that last year provided a welcome 
boost to American trade to China has this year had 
the reverse effect, while EU economies continue 
to slow.

Dutch Economic Bureau, CPB, indicates that 
world trade volumes declined -1,5% between July 
and September 2019 compared to the same period 
a year ago. On this basis, the decline in world trade 
is the steepest since November 2009.

In terms of South Africa’s logistics volumes, 
the CTFI shows a decline of -0,7% for the period 
July to September 2019 compared to the same 
period a year ago. The Ctrack TFI also reflects a far 
weaker South African economy than was the case 
between April and June, when all indications were 
that growth was back in full swing.

Transport operators will have to monitor 
their costs and performance closely. Risks must be 
contained as much as possible too, while opportu-
nities remain hard to come by.

Road freight is a highly competitive business, 
and transport prices have barely increased in the 
last year. But, some market share gains have been 
realised through price increases in both the rail 
and pipeline sectors.

Fuel products that are usually piped inland 
and then distributed for Gauteng users and to 

other provinces, are now being transported by road 
to places like Harrismith and Mbombela.

Furthermore, coal is being transported to 
local power stations by road instead of rail and 
conveyor belts. Other products that used to travel 
by rail are sometimes now also being loaded 
onto trucks.

We have updated the storage and warehousing 
data to include separate indices for international 
trade and manufacturing, as well as domestic trade 
(retail as well as wholesale).

One cannot fail to notice that inventory levels 
are being lowered. Many retailers are storing 
fewer goods to save on both stock costs and 
floor space.

In manufacturing, the same savings are taking 
place as factory owners are being squeezed by slow 
domestic demand and export volume uncer-
tainty. The decline of nearly 10% between July and 
September compared to the same three months a 
year ago is worrisome.

In short, the Ctrack Transport and Freight 
Index for October shows that in an uncertain 
world, the transport sector can’t escape feeling 
the pinch. ■

Working Wheels

Some market share gains have 
been realised through price 
increases in both the rail and 
pipeline sectors.

Transport Industry Feeling the Pinch
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Working Wheels

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

digital

Even though South Africa’s struggling economy 
is continuing to have an impact on the local com-
mercial vehicle industry, the sector showed a 3.1% 
year-on-year growth in new unit sales at the end 
of  October.

According to the latest combined year-to-
date results released by the National Association 
of Automobile Manufacturers of South Africa 
(NAAMSA), Associated Motor Holdings (AMH) 
and Amalgamated Automobile Distributors 
(AAD), a total of 23 190 new trucks and buses have 
been sold so far in 2019.

Compared to the ten-month sales statistics 
of 2019, sales in the Medium Commercial Vehicle 
(MCV) have increased by a significant 12.0% to 
7 270 units. Heavy Commercial Vehicle (HCV) 
sales dropped by 7.7% during the same timeframe 
to 4 190 units. Extra Heavy Commercial (EHCV) 
sales continued to climb, with 11 039 sales so far 
this year – a 4.6% increase over 2018’s statistics. 
Bus sales remained in the negative, with only 691 
units sold this year, a significant 23% decline.

“For the past few months we have seen a cer-
tain buying pattern emerge amongst fleet owners 
in the truck market,” explained Gert Swanepoel, 
managing director of UD Trucks Southern Africa. 
“With MCVs continuing its double-digit growth 
and HCVs declining by around 7%, it is a clear 
indication that customers are buying down into 
the smaller, and less expensive, vehicle segments. 
This is largely due to the prevailing challenging 
economic conditions in the country.”

Meanwhile, the EHCV segment’s growth 
continues on the back of the bulk movement of 
goods and commodities.

“Perhaps there is an underlying sense of 
resilience, which would be the positive takeaway 
from this, or we should be on our toes and ensure 
that we prepare for some tougher trading months 
ahead,” cautioned Swanepoel. ■

Economy Forces Fleets to Buy Down

Gert Swanepoel, managing director of UD Trucks Southern Africa.
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BY STUART JOHNSTON

A Porsche 911 GT3 R scored a nail-biting victory 
in the Kyalami 9-Hour at Kyalami last weekend, 
to beat the second placed BMW M6 by a scant six 
seconds! Third was the second Porsche factory 
car, followed by an Audi R8 LMS in fourth, a 
Mercedes-AMG GT3 in fifth, and a Nissan GT-R 
Nismo GT3 in sixth.

The result was made that much closer as, 
with less than three hours to go, rain soaked the 
Midrand circuit in a classic Highveld downpour 
that was always being predicted for the race. As a 
result, the GT3 Intercontinental Challenge field 
closed right up under a safety car with 90 minutes 
to go and then were allowed to race on a still-
soaked track for the final half hour.

The conditions, and the race director’s decision 
to introduce the safety car when the track was 
flooded and then release the cars to race, produced 
an enthralling end to a magnificent race for top 
flight international machinery.

The Porsche victory came after Nick Tandy 
and Michael Christiansen swopped the lead in 
the opening period in their Porsche GT3 Rs, 
in a dice that would last almost to the finish. 
The Porsche win saw Porsche’s Dennis Olsen 
taking the Intercontinental Challenge Driver’s 
Championship, and Porsche also win the 
Constructor’s Championship.

Olsen, from Norway, shared the winning 
drive with Great Britain’s Nick Tandy and Mathieu 
Jaminet from France.

South Africans put up great showings in the 
race, with Bentley driver Jordan Pepper leading 
in the second hour thanks to a clever pit strategy, 
while BMW M6 ace Sheldon van der Linde was 
always close to the sharp end of the field. Kelvin 
van der Linde in the second team Audi R8 was also 
brilliant, but disappointed that his car was just a bit 
off the pace in both qualifying and race.

For the record, Sheldon van der Linde finished 
seventh in his BMW, Kelvin van der Linde finished 
12th in his Audi, Jordan Pepper 13th in his Bentley 
GT and the little-known South African Saul 
Hack finished 13th in a Porsche 911 GT3 R. David 
Perel, a UK-based South African, finished 14th in a 
Ferrari 488.

A particularly staunch effort was made by the 
Pablo Clark Racing long-in-the-tooth Ferrari 458, 
driven to a National Class win and 21st overall by 
Michael Stephen, Lee Thompson and the little-
known Kishoor Pitamber.

The race kept spectators glued to their seats 
(or their camp chairs) until the very last lap, and 
another great aspect of the race was the level of 
competitiveness shown by all the top names in 
sports car manufacturing. A big surprise was the 
pace shown by the Honda NSX early on, which was 
in contention for the lead, but unfortunately went 
out after a few hours with engine trouble.

In the final analysis, there were entries from 
10 sports car makes, these being Porsche, Audi, 
Bentley, BMW, Mercedes-AMG, Ferrari, Honda, 
Nissan Nismo, Aston Martin and Lamborghini. 
The synergy between the race cars and fans around 
the circuit was palpable, because these are all cars 
that the average fan can relate to because road 
examples can be seen in most parts of the world.

The genius of the GT3 class rules is that almost 
any one of these cars was capable of winning 
the race! ■

Six-time 9-Hour winner David Piper, hosted at this 

year’s event by Jessica Baker from Porsche South 

Africa. Piper (89), won his last 9-Hour victory 50 

years ago in a Porsche 917.

Perfect replica of the Porsche 917 used by 

David Piper and Richard Attwood to win the 

9-Hour at Kyalami in 1969.

Maxi Buhk’s beautiful Mercedes-AMG GT3. His 

title hopes evaporated after coil trouble side-lined 

the car on lap one!

Furious pitlane action. This is one of the very fast 

Nissan GT-R Nismo GT3s

Kelvin an der Linde’s Audi R8 LMS in the wet in the 

final hour.

Sheldon van der Linde was super quick in the 

the BMW M6. Following is the early race leader,  

Michael Chritensen Porsche 911 GT3 R

South Africa’s Jordan Pepper led in mid-afternoon 

in the brutal Bentley Continental GT3. Here he 

pushes hard behind a BMW M6 GT3.

The Honda NSX GT3 was well in conention early in 

the race, before the engine let go.

Porsche Nails It!
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BY ROGER HOUGHTON

It is amazing how time flies, and the pace certainly 
speeds up the older one gets. This was very relevant 
to me at last Saturday’s 9-Hour Race at Kyalami, as 
I had attended the first of these races in 1961 – 58 
years ago – and the last endurance race at this 
iconic circuit in 1982 – 37 years ago!

My, how things have changed. Admittedly 
automotive technologies have advanced in leaps 
and bounds over the intervening years, but motor 
racing has also become very different from the 
sport we enjoyed in the “good old days”. Safety 
for the drivers and spectators has been hugely 
enhanced, while access to places such as the pits 
and paddock is now out of bounds for most people. 
The cars themselves, which now use a multitude 
of computers to control various functions, are far 
more advanced and ultra-reliable.

Sitting in the air-conditioned media room at 
Kyalami, with Wi-Fi and all the other electronic 
trappings of journalism in the 21st century on show 
and in use, it was amazing to think how things 
have changed at the iconic 9-Hour.

I think back to that day (November 4) in 
1961 when we witnessed a local Formula 1 race 
(the Rand Spring Trophy), as a forerunner to the 
9-Hour which started at 14:00 and ended at 23:00. 
Several of the F1 drivers were in the field for the 
endurance race, with two drivers per car instead of 
the current three drivers.

I was a young university student at the time 
and watched the race from the fabled Clubhouse 
enclosure with many of my fellow members of the 

Pretoria Motor Club. Our protection from the cars 
speeding through Clubhouse Bend in front of us 
was only a barbed wire fence! No guard rails and 
no run-off areas.

Last Saturday’s race was a far more clinical 
affair, but the winner was the same: Porsche. In 
1961 it was Dawie Gous and John Love in a 550 
Spyder and in 2019 it was Frikadelli Racing Team’s 
911 GT3R driven by Dennis Olsen, of Denmark; 
Mathieu Jaminet, of France; and Nick Tandy, of 
Britain. (By the way, Team Frikadelli’s sponsor 
is a maker of tinned meatballs, so quite fitting 
for a race in South Africa, where frikkadels are 
very popular).

A Porsche 956 also won the 1982 9-Hour, 
which was the last of these endurance races before 
last Saturday’s revival.

The big difference was that in 1961 the 40-car 
field was made up of a huge mix of makes and 

models, from Jaguar D-Types to Beetles, Minis 
and a 700 cc Goggomobil, while last Saturday 
there were 28 cars but all were production-based 
GT3 models.

Rain did not hamper proceedings at the first 
9-Hour, but it became a part of the challenge for 
many of the following races. Rain also proved a ga-
mechanger on Saturday as two downpours caused 
the Safety Car to come out, the last time for more 
than an hour. The cars were only unleashed with 
20 minutes to go before the 22:00 finish and Tandy 
used the opportunity to not only win the race but 
also the Intercontinental GT driver’s title for his 
teammate, Dennis Olsen, and the manufacturers’ 
title for Porsche.

What is important is that the 2019 Kyalami 
9-Hour has heralded the return of top flight motor 
racing to this famous Midrand circuit. Long may 
it last! ■

How Time Flies!

The winning Porsche 911 GT3 R 
flashes past the pits on a wet 
track in the closing minutes of 
the Kyalami 9-Hour race last 
Saturday. The winner’s overall 
average speed was only 130 
km/h due to lengthy spells behind 
the pace car on the wet track.

The winning Rothmans Porsche 956 driven by Jacky Ickx and Jochen Mass started from pole position with a lap time of 1:13,43 (average speed 124.6 mph / just 

over 200 km/h) in 1982.
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Online ticket sales for the 2020 Simola Hillclimb are now open, giving early-bird 
fans the opportunity to secure their seats at SA’s premier motorsport and motor-
ing lifestyle event, which takes place from 7 to 10 May next year.

The Simola Hillclimb has grown dramatically in stature, competitiveness 
and appeal over the past decade, and the 11th edition next year promises to be 
better than ever. However, with record crowds and limited availability for the 
prized Pit Access tickets and VIP Hospitality packages, spectators are urged to 
purchase their tickets early via the event website.

“Fans are advised to book their tickets early on the Simola Hillclimb website. 
This is particularly important for enthusiasts who want to get close to the cars and drivers. As always, there are a limited number of Pit Access tickets and these 
always sell out very quickly,” said Ian Shrosbree, managing director of Knysna Speed Festival.

“We have designed the online ticket system to allow people to build their own custom packages, starting out with the general entry, then having the option of 
adding upgrades such as pit access, grandstand seating and pit priority parking,” Shrosbree added. “There are single entry tickets, as well as three-day passes that 
offer the best value for money.”

As an added incentive for early online bookings, the organisers have kept the online ticket prices unchanged for the third consecutive year. At R120 per person 
for general entry and access to all public viewing areas, this represents a R30 saving compared to the prices at the gate. Children under 12 years old gain free 
general entry when accompanied by an adult, but are required to pay full price for upgrades.

A variety of VIP Hospitality packages are also available. For more information visit:  www.simolahillclimb.com. ■

Events

Hillclimb Tickets Go on Sale

BY ROGER HOUGHTON

The famous Durban to Johannesburg motor-
cycle race, run on public roads, may have been 
stopped by the authorities in 1936 but the spirit 
of this arduous event continues in the form of 
a commemorative regularity run for classic 
motorcycles between these two cities. The 2020 
DJ Run will mark the 50th anniversary of this 
regularity trial which was staged for the first 
time in 1970.

The 2020 event is open to riders on any 
motorcycle or sidecar combination made on or 
before December 1936 in line with the timing of 
the discontinuation of this amazing race, due to 
road safety concerns. A total of 20 races for solo 
motorcycles were staged between 1913 and 1936 
with no races taking place between 1915 and 1918 

due to World War I. Motorcycles with sidecars 
were permitted to enter in 1921 and 1922.

Next year’s commemorative event will 
reverse the usual direction of the rally by starting 
in Johannesburg and finishing in Durban, as 
was the case with the first race in 1913. The 2013 
DJ Rally, which marked a centenary since the 
first race was held, also went from Johannesburg 
to Durban.

The 2020 event will start at the historic 
Heidelberg Motor Museum on the morning of 
March 13, with documentation and scrutineering 
taking place the previous day. The first rider will 
depart from Heidelberg at 09:00 and then follow 
a pre-determined route – following the original 
race route were possible – to an overnight stop 
in Newcastle.

The second-day start for the first rider will 
be at 05:30 and the route will take riders to the 

finish at Shongweni Equestrian Estate, just outside 
Hillcrest in Kwa-Zulu Natal, arriving in the 
afternoon. Prizegiving will take place at a breakfast 
on the Sunday.

Supplementary regulations for the 2020 DJ 
commemorative regularity trial are available al-
ready. Entries close on January 24. Documentation 
is available on the following websites: 

 ■ www.pomc.co.za; 
 ■ www.classicmotorcycleclub.co.za; 
 ■ www.vintageandveteranclub.co.za; 
 ■ www.thedjrun.co.za; 
 ■ www.vintagemotorcycleclub.co.za;
 ■ www.cvmc.co.za; 
 ■ www.ncmc.org.za

Further information can be obtained from 
Clerk of the Course, Larina MacGregor at  
larina.macgregor@gmail.com or 084-949-0937 ■

Next Year’s DJ Run Will Mark 50th Anniversary 
of this Commemorative Regularity Trial

“Fans are advised to book their tickets early on the 
Simola Hillclimb website. This is particularly important 
for enthusiasts who want to get close to the cars and 
drivers. As always, there are a limited number of Pit 
Access tickets.

http://www.autolive.co.za
https://www.speedfestival.co.za/
http://www.pomc.co.za/
http://classicmotorcycleclub.co.za/
http://www.vintageandveteranclub.co.za/
http://www.djrun.co.za/
http://www.vintagemotorcycleclub.co.za/
http://www.cvmc.co.za/
http://www.ncmc.org.za/
mailto:larina.macgregor%40gmail.com?subject=

