
Issue No. 129 | 30 January 2020www.autolive.co.za

16 300
SUBSCRIBERS

OVER

Page 6

Clever innovation leads  
to greater profit

Page 10

Meet the most powerful  
people in the auto industry

Page 16

Support for small business 
needs to be a priority 

The two giants, Toyota/Lexus/Hino and the 
Volkswagen Group, continued to dominate the 
South African new vehicle market in 2019, taking a 
combined share of almost 41% – 24.2% for Toyota 
and 16.7% for Volkswagen. This performance by 
two companies is certainly impressive when one 
considers that there are 37 manufacturers and 
importers listed on the NAAMSA reporting list.

Toyota South Africa Motors, which was 
founded in 1961, also celebrated 40 years of 
consecutive market leadership, while Volkswagen 
set an annual production record, manufacturing 
161 954 vehicles during the year, with 108 422 units 
being exported.

Toyota sold 130 072 vehicles in 2019, made up 
largely of 63 700 passenger cars and 62 724 light 
commercials. The company’s Hino truck brand 
also had a good year, selling 3 658 units for a 13% 
share of the truck market and third place in this 
vehicle category behind Mercedes-Benz and the 
Volvo Group.

Said Leon Theron, Toyota’s recently appointed 
vice president of sales and marketing: “We owe 
our 40 years of sales success to our loyal customers 
and our hard-working dealers as well as our ability 
to read the changing market needs. Shifts in local 
vehicle trends have also catapulted the Hilux 
from being a workhorse of choice to becoming 
a popular lifestyle vehicle, thanks largely to the 
prolific double cab variants. Hilux was also, once 
again, the top selling vehicle range in South Africa 
in 2019.”

A total of 40 934 Hiluxes were sold last year 
(slightly up from 40 022 in 2018) which saw it 
distance itself from its nearest rival the Ford 
Ranger, which sold 24 041 units in 2019. This, in 
turn, was 17% lower than Ranger’s 2018 figure of 
30 135 units. The Hilux also regained the lead in 
all three segments of the one-ton bakkie market: 
double cab, single cab, and extra cab.

Toyota’s market leadership in 2019 ex-
tended to the SUV (Fortuner), small car (Corolla), 

multi-purpose (Avanza), minibus (Hi-Ace/
Quantum) and panel van (Quantum) segments.

Volkswagen had a successful year on several 
fronts: it continued its long-time leadership in the 
passenger car market with a market share of 23.4% 
which is the highest penetration since 1996; its 
Uitenhage plant built 161 422 vehicles – Polos and 
Polo Vivos – which surpassed the previous record 
of 137 758 units produced in 2011; Audi ended the 
year with an improved 18.2% share of the luxury 
brand market, while sales of VW commercial 
vehicles increased to a 5.2% share.

“Our strong sales performance in 2019 was 
ably supported by our dealer network as well as our 
customers who continue to put their trust in the 
Volkswagen and Audi products, thus cementing 
Volkswagen South Africa’s position as the leading 
seller of passenger cars year after year,” commented 
Mike Glendinning, director: sales and marketing.

TWO GIANTS CONTINUE TO 
DOMINATE VEHICLE SALES IN SA

continued on page 2 

Thanks largely to the prolific double cab variants, the Toyota Hilux was, once 

again, the top selling vehicle range in South Africa in 2019. A total of 40 934 

Hiluxes were sold last year, considerably more than the 24 041 units of its 

nearest rival, the Ford Ranger.

Thanks to popular models such as the Polo Vivo, Volkswagen continued 

its long-time leadership in the passenger car market with a market share of 

23.4%, its highest penetration since 1996. In total, the company sold 89 353 

passenger vehicles in 2019.
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NAAMSA’s Comments
Downward Trend Continues

Vehicle sales in South Africa contin-
ued its year-on-year downward slide 
at the end of 2019. This has been the 
case since 2013, with the exception 
of 2017, when there was marginal 
growth. Sales in 2019 of 536 626 
units was a decline of 2.8% compared 
to 2018.

A decline in new passenger car 
and light commercial vehicle sales 
occurred despite a strong contribu-
tion by the car rental sector during 
the year and an improvement in new 
vehicle affordability in real terms. 

Generally, there was a buying-down 
trend in the market. Growth in the 
medium commercial vehicle segment 
(up 10.5%) was a further indication 
of buying down as sales of heavy 
trucks and buses fell 1.2%.

The year ended on a slightly 
better note, with month-on-month 
sales in December showing an uptick 
of 4.2%. Passenger cars were up 
9.1%, but LCV sales showed a 6.7% 
decrease. Sales of medium and heavy 
commercial vehicles were up 19% and 
18.8% respectively, but the important 
extra heavy market declined by 19.1% 
compared to December 2018.

Overall, out of the total reported 
industry sales of 41 698 vehicles in 

December an estimated 84.3% rep-
resented dealer sales, an estimated 
9.3% going to the rental industry, 
3.8% to government and 2.6% to 
industry corporate fleets.

Exports

Vehicle exports registered an annual 
record, with the 2019 total of 386 863 
units reflecting an improvement of 
10.2% over the 2018 figure. Exports 
of passenger cars registered a 
substantial gain of 17.7%.

This was despite a huge decline 
in month-on-month exports in 
December, when the number of 
vehicles shipped out of SA fell 
57.7% from 31 422 units shipped 
in December 2018 to only 13 298 
shipped in the same month in 2019. 
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 Mike Glendinning, VWSA’s director 

of sales and marketing.

 ■ Total – 549 000 (536 626)
 ■ Cars – 360 000 (355 384)
 ■ LCVs – 160 000 (153 189)
 ■ MCVs – 9 000 (8 719)
 ■ Heavy, extra-heavy trucks and 

buses – 20 000 (19 334) ■

NAAMSA’s 2020 
Domestic Sales 
Forecast (with 
2019 Figures in 
parentheses)

continued on next page 

December 2019

41 698 vehicles sold in the 
twelfth month of 2019

 That’s 4,2% more than the 
40 020 vehicles sold in the 

twelfth month of 2018 

41 698 2 972 1 678
New vehicles sold in less than more than
South Africa in December 2019 November 2019 December 2018

the number of passenger vehicles sold in December 2019, up
by 2 418 units or 9,1% up on 26,547 vehicles sold in December 2018

536 626      vehicles sold in South Africa, YTD to December 2019. 2,8% lower than December 2018

355 384     passenger vehicles sold in South Africa, YTD to December 2019. 2,7% lower than December 2018

Top 5 Sellers

Toyota Ford Nissan
10 936 3 489 2 737

VW Hyundai
6 850 2 937

Passenger vehicle sales accounted for 69,5% of car sales in December 2019

Light Commercial vehicle sales in December 2019 were down
2% from November 2019, and down 6,7% from December 2018

Top 5 Exports
VW Toyota Nissan
4 913 2 521 641

Ford BMW
3 138 1 346

13 298 57,7% 61,6%
vehicles were exported less than less than
in December 2019 in December 2018 in November 2019

28 965
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Source: NAAMSA. Supplied by ABSA

Authorised Financial Services Provider Registered Credit Provider 

Reg No NCRCP7

New Vehicle and Sales Exports

MONTHLY SALES STATISTICS

A four-page detailed vehicle sales analysis for the 2019 year along with the monthly vehicle 
sales analysis is now available at www.autolive.co.za.

CLICK HERE to access monthly sales CLICK HERE to access 2019 sales
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Editor’s Note
Although the first month of 
2020 is already behind us, I 
would like to take this op-
portunity to wish all our loyal 
AutoLive readers a prosperous 
and profitable New Year. If 
we learned anything in 2019 
it’s that South Africans are 
resilient and resourceful, so 
let’s give it our best shot!

I’m not one for new year’s resolutions, but I am pas-
sionate about road safety. So I would like to suggest that this 
year, instead of undertaking to exercise more, eat healthier, 
save more and all the other things we never see through, let’s 
make driving solutions.

If you think about it, being a better, safer and more 
considerate driver can actually have a positive impact on your 
health, well-being and finances anyway.

Protecting your health on the roads includes both driv-
ing safely to avoid injuries from crashes and driving with the 
right mindset. Road rage is a good example. Accept that other 
drivers do make mistakes and break the law. Don’t react, 
don’t respond and stay calm.

While writing off your vehicle is the ultimate financial 
loss do not underestimate the financial impact of minor 
collisions either. Bumper bashings, tussles with potholes 
or parking lot collisions are far more common than one 
might expect.

By employing defensive driving, you can significantly 
reduce the chances of being involved in one of these. Always 
be aware of your surroundings and drive with forward vision 
of 12 to 15 seconds. Always leave an adequate following 
distance and always have an escape plan. Whether stationary 
at a traffic light or on the highway, never box yourself in.

Committing to learning how to drive defensively, or 
putting more effort into implementing defensive driving, 
will help improve your well-being as well. Identify your bad 
habits behind the wheel. Maybe you use your phone while 
driving, disobey road rules or even drink and drive. Pledge to 
stop these dangerous behaviours. Share these with the people 
around you and encourage them to do the same. 

Resolve to be a defensive driver on the roads in 2020. 
Defensive driving teaches you to be prepared to immediately 
‘defend’ yourself and other road users from threats on the 
road and consequently helps you lead a healthy, financially 
sound and successful life.

Obviously, the other good habit you simply must commit 
to in 2020 is to continue reading AutoLive. And we undertake 
to continue bringing you all the latest news and information 
on the automotive and related industries.

Cheers to 2020! May it be a good one.

Liana Reiners,
Editor
liana@autolive.co.za

To advertise in 
 contact

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

There was a big drop in shipments by 
Mercedes-Benz, usually one of the leaders. 
In December 2019 the company shipped 
only 210 vehicles.

Looking ahead

Risks and opportunities for South Africa 
remain in 2020. Downside risks for 2020 

include the continuing load shedding crisis 
by Eskom with ripple effects on the economy, 
Moody’s pending decision on South Africa’s 
investment rating as well as a continuing 
weak domestic economic growth outlook. 
On the positive side, however, the country’s 
inflation has declined to well within the 
target range of between 3% and 6% and the 
industry’s exceptional export performance is 
set to continue. ■

 continued from previous page

In 2019 VWSA’s plant in Uitenhage achieved 
an all-time record for production in a single 
year. It manufactured a total of 161 954 
vehicles surpassing the previous record of 
137 758 vehicles produced in 2011. This 
is the highest production volume the plant 
has achieved since it began manufacturing 
Volkswagen vehicles in 1951. Of the 161 954 
vehicles, 108 422 were manufactured for 
export and 53 532 were produced for the local 
market. The production volume consisted of 131 365 Polos and 30 589 Polo Vivos. ■

VW’s Record Year

Vehicle Exports into Africa Slip Again

Exports of built-up vehicles from South 
Africa into the rest of Africa slipped 4% in 
2019 compared to 2018, which, in turn, had 
been a 9.4% growth year over 2017. A total 
of 22 998 units were shipped last year, made 
up of 16 brands that went to 35 countries (33 
in 2018).

Toyota, as usual, topped the export 
table, shipping 9 241 units into the rest of 
Africa, which was marginally less than 
the 9 768 units exported in 2018. Nissan 
was in its customary second place, having 
lifted its exports from 5 882 in 2018 to 
6 262 last year. Isuzu exports were very 
steady, going up from 3 244 to 3 360. Ford 
slumped significantly, however, going 
down 26% to 1 823 units from 2 478 a 
year earlier.

The other exporters rankings were: 5, 
Volkswagen (784); 6, Honda (436); 7, Volvo 
Group trucks (427); 8, Mitsubishi (234); 9, 
Fiat Chrysler Automobile (186); 10, Scania 
(84); 11, MAN (68); 12, Iveco (35); 13, FAW 

(22); 14, Volvo Cars (18); 15, Suzuki (11); 16, 
DAF (7).

The number of countries taking more 
than 1 000 units from SA during the past 
year was eight, one less than in 2018, but two 
more than 2017. Ghana, with 3 205, regained 
top spot by overtaking Kenya (3 149), which 
had been the most popular market in 2018. 
Zimbabwe, despite its much-publicised eco-
nomic woes, still took 1 952 SA-made vehicles, 
which put it third on the list of eight. Fourth 
was Mozambique (1 793), followed by Zambia 
(1 649), Nigeria (1 389); Mauritius (1 347); and 
Tanzania (1 066).

December was a disappointing month 
with a total of 1 875 units exported into Africa. 
Toyota, with 600, was just in front of Nissan 
(589) and the only other companies to get 
into three figures were Isuzu (405) and Ford 
(178). Only six countries took more than 100 
imported built-up units from SA: Ghana (608); 
Kenya (205); Zimbabwe (139); Senegal (124); 
Mozambique (102); and Zambia (101). ■

Monthly automotive news to and from Africa
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The advanced technology that is reshaping the way 
we live, work and socialise is also rewriting the 
way consumers make purchasing decisions and, in 
turn, the way industries across the board operate 
and serve their customers. The automotive indus-
try is not immune to the increased consumer ex-
pectations the digital era has brought with it and in 
order to remain relevant – now and in the future – 
needs to adopt a more customer-centric approach.

Deloitte’s 2019 Global Automotive Consumer 
Study explores the opinions of more than 25 000 
consumers, in 20 countries, on a variety of critical 
issues impacting the automotive sector, including 
the development of advanced technologies.

The findings reveal that while South Africans 
still aspire to own their own vehicles – and 
concerns around autonomous as well as con-
nected vehicles remain – they are interested in 
innovative mobility services and willing to pay for 
connected technologies.

Autonomous Vehicles

Very few SA consumers have experienced an 
autonomous vehicle (AV) first-hand, but the survey 
shows that 78% of this group are at least somewhat 
interested in giving it a try.

But they’re also still somewhat apprehensive of 
AVs, with more than half of consumers surveyed 
concerned about driving or walking in an area 
where fully autonomous vehicles are in operation. 
The vast majority are also calling for government 
oversight of AVs.

“AVs are currently being piloted all around the 
world but here in South Africa, it will likely still be 
some time before they become mainstream,” said 
Adheesh Ori, Monitor Deloitte: Africa Automotive.

Multi-modal Mobility

South Africans still consider a car they own 
themselves to be the easiest to use, most environ-
mentally friendly, most reliable and safest mode 

of transport; and safety to be the most important 
aspect of mobility.

In fact, the survey shows less than a third of 
consumers are currently interested in car-pooling 
services and safety concerns was one of the reasons 
cited. Other reasons included lengthy trips and not 
liking sharing a small space with strangers.

“In first world countries, car-pooling is an easy 
way to earn an extra income, but South Africans 
don’t yet look at their vehicles as depreciating 
assets that could provide an additional revenue 
stream,” said Ori. “There are, however, a small 
number of mobility companies operating in our 
ecosystem at present and we can expect to see more 
emerging over the course of the next six months 
or so.”

People also appear to be less interested in 
e-hailing services than in previous years and their 
usage has shifted from regular to occasional as well 
as from business to leisure.

One-third of e-hailing service users surveyed 
said they were considering giving up vehicle 
ownership – which is a decrease from 2017, when 
36% said this.

“South Africans still place a high value on 
owning their own cars and purchasing a car is also 
still very much a rite of passage for most South 
Africans, however we have in recent years seen 
more and more consumers opting for used cars 
instead of new cars,” Ori explained.

SA consumers are looking for practicality 
and 67% said they would consider a model that 
offers more utility compared to 26% who would 
likely favour more luxury. They are interested in 

innovative mobility services, though, and more 
than half of the consumers surveyed also indicated 
they were interested in subscription services for 
selecting multiple vehicles and those that offer 
unlimited e-hailing services.

According to Ori this trend towards a pay-per-
use model suits South African consumers.

“Much has been written and said about the 
potential death of the dealer in the changing 
automotive landscape but it’s unlikely this will 
occur in South Africa.

Rather, what we should see is OEMs and 
captive finance entities working together with 
the ‘dealer of the future’ to harness the power of 
advanced technologies and offer consumers better-
tailored products and services,” he said.

Connected Vehicles

Consumer concerns around connected vehicles 
include vehicle hacking and vehicle location data 
being collected. More than half of consumers are 
also worried about data related to usage of apps 
and biometric data, being collected and shared.

Regardless, they are interested in updates on 
traffic congestion in particular and more than 
80% of consumers are also interested in safer 
travel routes, updates on road safety and vehicle 
maintenance reporting.

Most are willing to pay for connected tech-
nologies and around half would prefer to pay for a 
monthly subscription service or on a per-use basis.

South African consumers are, in the main, still 
wary of advanced automotive technologies but as 
more and more people begin to adopt these tech-
nologies, they will eventually become mainstream.

It is crucial, therefore, that OEMs, captive 
finance entities and dealers refresh their traditional 
business strategies and operating models in line 
with the evolving demands of their customers and 
in a way that truly puts customers at the centre of 
their businesses. ■

Less than a third of consumers are 
currently interested in car-pooling 
services and safety concerns was 
one of the reasons cited.

Study Reveals New Consumer Expectations 
of the SA Automotive Industry
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Do your sales team know 
how to sell and close? 

Are you happy with your sales team the way they handle your customers? 

Here is an on-line platform for your staff to Learn the Process of the Sales journey especially for new sales people 
entering the industry. A comprehensive training Video from 1st point of Contact to conclusion and follow up. 
following up.  

No need for Sales people to be away from the Dealership. All training is an App Based program and can be done 
at any time on Laptops, PC’s and Smart Phones. 

Upskilling your staff with Ongoing Training. Taylor made with your material that suits your needs. 

Create a competitive atmosphere amongst your staff Daily with scoresheet and live update tracking their learning 
and readines 

www.1huddle.co.za 
Gamification of Training 

Our Training 

YOUR SALE! 
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Orange Owl has been the leader in bringing new 
and innovative products to the South African 
automotive market since 2014. Through the use of 
multiple channels, it is able to improve dealer bot-
tom line and retention, while offering consumers 
exemplary products and services for their vehicles.

Crystal Fusion Makes Windscreens 
and Profit Opportunities 
Clearer than Ever

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 
a 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 occupant 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 adhe-
sion 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 300 dealers 
and has to date been applied to more than 
170 000 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

Clever Innovation Leads 
to Greater Profit

continued on next page Erik van der Walt, general manager of Orange Owl.
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 ■ Protection against acid rain, corrosion and 
mineral build-up

 ■ 24-month chip repair warranty

According to Van der Walt, the application 
price of Crystal Fusion is highly affordable. “The 
product has already established such a good 
reputation in the market that the treatment can be 
financed along with the purchase price of a new or 
used vehicle. In addition, many insurance compa-
nies will cover the application on new windscreens 
if Crystal Fusion is stipulated as an extra in the 
insurance contract,” he explains.

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.

Van der Walt is also extremely excited about 
the introduction of two new Crystal Fusion 
products to the South African market.

Crystal Fusion Ceramic Coating

Unlike other ceramic products that take hours 
to apply, are labour intensive and generally also 
very expensive, this amazing and affordable new 
product is applied to the vehicle within 45 minutes. 
It also offers a host of benefits which include water 
beading up and rolling away from the vehicle, 
making it easier to dry. In addition, the vehicle 
stays cleaner for longer, while washing off insects, 
mud and ice becomes much easier. The ceramic 
coating also provides protection against acid rain, 
corrosion and mineral build-up and prevents the 
body paint from fading. Best of all, the coating can 
last for up to two years.

In short, it keeps the vehicle’s exterior in a 
good condition, thereby increasing its resale value.

For dealers there are huge profit opportunities 
per unit. The ceramic coating is an unregulated 
product and can be applied in-house in a short 

time, thus cutting down on labour costs. Crystal 
Fusion has national representation, which means 
that no matter we you are based, assistance will 
always be on hand.

Crystal Fusion Silica Waterless 
Car Wash – a Must in SA

This unique and highly effective waterless car 
wash product consists of a special mixture of 
chemicals that break down and liquefy dirt on 
contact. What is most important to note, is that 
this waterless car wash process does not require a 
bucket of soapy water, nor does it require the un-
necessary waste of hundreds of litres of water. The 
traditional “soap and water” method of cleaning a 
vehicle can be very wasteful and even harmful to 
the environment.

The “waterless” method of cleaning is very 

quick and easy and is much more efficient and safer 
for the environment. There is no dirty water going 
down the storm drain to pollute our waterways. In 
fact, the cleaning of the towels is the only dirty job 
in this process.

The main benefits of using Crystal Fusion’s wa-
terless car cleaner include that it’s easy and quick 
to use, no drying of the vehicle is required, it saves 
on labour and cleaning materials, vehicles don’t 
need to be moved around so it requires less space 
and there is no mess left to clean up. Best of all, one 
bottle will allow you to clean eight or more cars.

Besides cars, the waterless cleaner can also 
be used on boats and motorcycles. And keeping a 
bottle of the cleaner handy in your car means you 
can clean it anywhere, any time. Once a vehicle has 
been cleaned using this method and product, the 
surface will be slick and will repel dirt, meaning 
the car will stay clean for weeks and the shine will 
last for months.

Visit www.orangeowl.co.za and  
www.crystalfusionsa.co.za to learn more about 
the qualities of Crystal Fusion or for more 
information on becoming a reseller. Alternatively, 
contact Erik van der Walt on (011) 607 7517 or mail 
info@orangeowl.co.za. ■
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Snippets

continued on next page 

Isuzu Joining Forces 
with UD Trucks

Isuzu Motors of Japan and the international Volvo 
Group have signed a non-binding memorandum of 
understanding to form a strategic alliance within 
the ambit of commercial vehicles. The intention is 
to establish a global partnership between Isuzu and 
UD Trucks which is expected to ultimately result 
in Volvo transferring the complete UD Trucks 
business to Isuzu. Isuzu is now conducting due 
diligence on the proposal.

The intended strategic alliance will include 
forming a technological partnership and creating 
the best long-term conditions for a stronger heavy-
duty truck business for the two members of the 
proposed alliance. It will also explore opportuni-
ties for broader and deeper collaboration within 
the commercial vehicle business across geographic 
regions and product lines. ■

Patel Wants SA to be Africa’s 
Automotive Producer of Choice

Ebrahim Patel, SA’s Trade and Industry Minister, is 
hoping that regular meetings between government, 
labour and representatives from vehicle assemblers 
and automotive component suppliers will create 
a stable environment in which to achieve the 
objective of SA being Africa’s automotive producer 
of choice. This is according to an article in a recent 
online edition of Engineering News.

This organisation, known as the Automotive 
Executive Oversight Committee (EOC) had its 
inaugural meeting last month and intends meeting 
every three months as government aims to increase 
automotive exports. The past year marked a record 
for exports of built-up vehicles from SA.

The meeting agreed to set up six working 
groups, each of which will focus on a different 
pillar of the Automotive Masterplan: Local market 
optimisation; Regional market development; 
Localisation; Infrastructure development; Industry 
transformation and Technology and associated 
skills development.

According to Engineering News the relevant 
government departments and agencies will be co-
opted or invited to join the various working groups 
according to their areas of responsibility. ■

BAIC Wants to Become Top 
Shareholder in Daimler

State-owned Beijing Automobile Group Co. 
(BAIC) has started buying Daimler shares on the 
open market in an aim to increase its shareholding 
from the current 5% to 10%. This will put BAIC, 
which is Daimler’s main joint venture partner 
in China, ahead of Chinese rival Zhejiang Geely, 
which currently controls 9.69% of Daimler stock.

It has already been announced that Geely 
and Daimler intend building the next generation 
of Smart electric cars in China. Smart has lost 
money for Daimler since its launch in 1998 and 
the companies hope their 50/50 venture will find a 
market for this brand among young Chinese.

Geely owns Volvo Cars and has a 49.9% 
stake in former Malaysian national vehicle maker 
Proton. BAIC in turn, besides its investment in 
Daimler, also has a partnership with Hyundai of 
South Korea.

BAIC also aims for a seat on the Daimler 
supervisory board if it can get 10% of the shares 
and outstrip Geely. This is according to an article 
in a recent edition of Automotive News. ■

Volkswagen Sold More than 
10-million Vehicles in 2019

Despite shrinking overall markets, the Volkswagen 
Group grew its worldwide deliveries by 1.3% to 
10 974 600 vehicles in 2019. Market shares were 
expanded in all regions, in some cases significantly. 
Strong growth was recorded with electric vehicles. 
As a result of many new models within the frame-
work of the Group’s electric offensive and growing 
interest on the part of customers, there was a rise of 
around 80% to more than 140 000 vehicles. ■

Toyota and Honda Are 
the “Keepers” in US

Only two Japanese vehicle brands – Toyota and 
Honda – are in the list of top 10 models that the 
original owners in the United States have kept for 
15 years or more. This is the result of a survey of 
more than 650 000 owners who have kept cars for 
more than 15 years.

Two are Hondas – the CR-V in ninth place and 
the Odyssey in sixth. All the others are Toyotas, 
starting with the Highlander, an SUV built on the 
Camry platform which is sold only in the US. The 
survey shows that 18.3% of these models are still 
owned by the original buyers. Other Toyota models 
in the rankings are: Sienna MPV (2), Tundra truck 
(3), Prius Hybrid (4), RAV4 (5), Sequoia, an SUV 
derived from the Tundra truck (7), the Tacoma 
light truck (8) and Avalon, a large sedan (10). ■

Stiff Jolt for EV users in Europe
IONITY, a European electric vehicle (EV) 
charging network owned by BMW, Daimler, 
Ford, Hyundai, Kia, and VW Group (with Audi 
and Porsche) has announced that prices will be 
going up over 500% starting January 31 as they 
transition to a pay-per-kWh system.

Previously, IONITY charged a flat, fixed rate 
of €8 for a direct current fast charging session. This 
was a good deal if you showed up with an empty 
battery and filled it most of the way. If you arrived 
with, say, 10% battery remaining, and added 60 
kWh during your charging session, then you’d 
get away with paying about €0.13 per kWh. For 
context, in France, electricity costs about €0.19 
per kWh at home, and €0.24 per kWh at Tesla 
Superchargers. In Germany, you pay €0.30 per 
kWh at home, and €0.33 at Tesla Superchargers.

Starting next month, however, IONITY will 
be charging users a whopping €0.79 per kWh. The 
Audi e-Tron battery is 95 kWh, so if you “filled it 

Ebrahim Patel, SA’s Trade and Industry Minister, 

hopes that regular meetings between government, 

labour and representatives from vehicle 

assemblers and automotive component suppliers 

will create a stable environment to achieve the 

objective of SA being Africa’s automotive producer 

of choice.

The Honda CR-V is in ninth place in the list of top 

10 models that the original owners in the United 

States have kept for 15 years or more.
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up” with 80 kWh, that’s more than R1 000 to travel 
probably about 250 km, give or take. ■

Tesla’s Value Overtakes 
Ford and GM Combined!

Earlier this month the stock market value of 
electric vehicle maker Tesla overtook the combined 
value of Ford and General Motors. At the time 
Tesla’s market capitalisation was almost US$89 
billion, which was US$2-billion higher than the 
combined value of GM (US$50-billion) and Ford 
(US$37-billion) respectively. ■

SA’s Petrol Price Almost 
Doubled in Decade

The price of petrol in South Africa rocketed in 
price from R8.45 per litre at the coast in December 
2010 to R16.30 in December 2019, according to 
a very interesting statistical analysis by James de 
Villiers, writing in Business Insider South Africa. 
This equates to a shocking 93% increase.

Business Insider reports that most of the South 
African price increase can be attributed to the 
weak rand, which fell from around R8 to the US 
dollar in 2010 to R14 currently.

According to the article the taxes on fuel also 
took a leap and now make up 35% of the overall 
fuel price, compared to 28% 10 years ago.

These rises came in the face of a fall in the 
international price of benchmark Brent crude oil, 
which declined in price from US$90.40 a barrel in 
December 2010 to US$69.26 a barrel in December 
2019. According to De Villiers, the Department of 
Energy’s own documentation shows that taxes on 
fuel increased by 131.6% going from R2.43 a litre in 
2010 to R5.63 a litre 10 years later.

However, the article in Business Insider states 
that when levies and other handling fees are 
included, then roughly 60% of the South African 
petrol price is not related to the price of the fuel 
itself. The report continued to say that if the fuel 
price was pegged to inflation then the coastal price 
of petrol would have been R12.48 a litre today and 
the diesel price would be R11.34 a litre. ■

Fuel Price Very Much Top of 
Mind With South Africans

The rising price of fuel in South Africa remains 
very much top of mind with South Africans. This 
is proven by a list of the most popular articles 
that appeared in the Automotive category on the 
website www.bizcommunity.com in 2019.

Five of the top 20 most popular articles 
involved the fuel price and fuel economy, with the 
most popular article, published on July 5, being 
headed: “Save on fuel with these 10 tips.” Second 
place was filled by “Fuel price increase confirmed” 
(August 6), and “Pain at the petrol pumps for 
September” (September 3) in fourth spot. The 
other two related articles were: “Petrol price 
increased slightly” (February 5), in sixth place and 

“Petrol price up on Wednesday” (September 30) in 
19th position.

“This underlines the importance of the 
WesBank Fuel Economy Tour of South Africa 
in partnership with FNB, which was staged for 
the first time in November last year, in providing 
real-world fuel consumption figures for a wide 
range of local passenger cars and light commercial 
vehicles,” commented Charl Wilken, the chief or-
ganiser of this event, which itself has enjoyed mas-
sive media coverage over the past three months.

“The five-day Economy Tour, which took 40 
competing vehicles from Johannesburg to Cape 
Town on a 2 500 km route which went via Durban, 
East London, Port Elizabeth and George, used ma-
jor tarred roads so not only were the fuel consump-
tion figures realistic, but also the travelling times 
between the various centres when driving close to 
the prevailing speed limits.” ■
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Akio Toyoda, the 63-year-old president of Toyota 
Motor Corporation, was ranked top of the so-called 
2019 global automotive “Power List” by British 
CAR magazine. The publication says that “it isn’t 
just the family name and the size of the company he 
leads that push him to the top of our Power List: it’s 
his willingness to use his power with such ambition 
and imagination, unconstrained by a dominant 
shareholder and with the deference and confidence 
his family name brings in Japan”.

Herbert Diess (60), the Volkswagen Group 
chairman, is ranked second. CAR says: “But 
Diess isn’t like other people who have run the 
VW Group. He wields his power with a vigour 
that suggests he has the upper hand on the vested 
(family) interests, and VW’s sales and financial 
success suggest they’re very happy to let him get on 
with it.”

Carlos Tavares, the 61-year-old 
Portuguese, who has turned around the fortunes 
of the Peugeot Citroën Group, including taking 
the Opel brand onboard and masterminding 
the merger with Fiat Chrysler Automobile, is 
listed third.

Elon Musk (48), who is listed as South 
African/Canadian/American, has certainly put 
his stamp on the global automotive industry with 
his all-electric Tesla vehicles and is rated fourth 
on the Power List. CAR says: “He is not only the 
CEO, but also the largest shareholder and sets the 
relentless technical pace which has made Tesla 
America’s first successful new volume car maker 
since Jeep. Musk’s influence is more likely to grow 
than diminish.”

Fifth spot on the Power List goes to 
Li Shufu, of China, the 56-year-old Chinese who 

is Geely chairman. CAR says: “Li Shufu deserves 
his place on this list not only for his deal-making 
energy alone. He might have come to wider atten-
tion with his purchase of Volvo Cars from Ford in 
2010, but he has been making moves for 33 years 
now, starting as a maker of refrigerators in 1986 
and going on to build China’s biggest domestic 
car brand.”

Making up the top 10 are: 6, Mary Barra 
(57), an American and one of only two women 
on the list of 50, who is General Motors’ chief 
executive; 7, Jim Hackett (64), the American 
chief executive of Ford; 8, Chung Eui-un (48), the 
South Korean Hyundai vice president; 9, Takahiro 
Hachigo (60), the Japanese chief executive of 
Honda; and Ola Källenius, the 50-year-old Swede, 
who is the recently-appointed chairman of 
Daimler AG. ■

Toyota’s Akio Toyoda Tops 
Automotive “Power List”

Herbert Diess.Akio Toyoda. Carlos Tavares.

Elon Musk. Li Shufu. Mary Barra.
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GLENN ROWDEN

BY LEON BOTHA

It is with shock and sadness that I have to an-
nounce that one of the most respected and active 
organisers, officials and in general motorsport 
competitors and supporters has passed away. In 
his work and contribution to motorsport and other 
participants, Glenn became an icon over the years.

The only bit of comfort from this is that he will 
now be with the person I am certain he loved most 
during her life, his mother Yvonne.

Rest in peace my friend and although we did 
not have much contact over the last lot of years, 
I will miss you and so will many, many people 
in motorsport. ■

CHRIS CLARKE

BY ADRIAN BURFORD

“You’re perfectly entitled to my opinion...”
That was the bumper sticker on the Morgan 

Plus8 raced by Chris Clarke, one of my favourite 
motorsport buddies, and it summed him up 
perfectly. Savvy, outspoken, opinionated, but also 
charming, witty, compassionate, thoughtful, and 
able to first listen and then advise. A gentleman 
too (you could see it in the way he dressed and his 
overall demeanour).

He always called me “lad” with that lovely 
Welsh accent of his. It saddens me profoundly that 
I’ll never hear that again.

Rest in peace. ■

GIORGIO 
CAVALIERI

It was standing room 
only in the Rosebank 
Catholic Church – a 
facility that boasts 
seating for 1 000 people – 
as friends, associates, 
and family gathered to 
bid farewell to Giorgio 
Cavalieri on January 24th.

Giorgio was well known across a wide 
spectrum of motoring activities. He passed away in 
the early hours of Tuesday the 14th January after a 
long battle with cancer.

In motorsport he was a leading sports car 
driver, achieving championship status in that 
discipline. In the insurance world he was the front 
man in Sela Brokers, one of the leading insurance 
brokerages in Gauteng and specialists in classic 
and high value car insurance. The area that he 
was perhaps best known in was as a long time 
chairman and later president of SEFAC, the South 
Africa Ferrari club.

Always passionate about anything Italian, and 
more specifically Ferrari, Giorgio was the catalyst 
that saw SEFAC develop into one of the leading 
Ferrari clubs in the world from its humble begin-
nings as a small informal gathering of like minded 
enthusiasts. He always made sure that he had the 
ear of those in power at Maranello to the benefit of 
SEFAC and its members.

Giorgio is survived by his wife Emi, son 
Andrea, daughter and son in law, Valentina and 
Jean-Claude, and their daughter. ■

People

Audi announces changes within its local 
management team as part of a broader leadership 
restructure at Volkswagen Group South Africa. 
Asif Hoosen, who has been managing the 
Marketing, Product and Public Relations portfolio 
for the past three years, will now head up the Audi 
Sales, Operations and Volume Planning team.

Hoosen has been part of Volkswagen Group 
South Africa since 2004 and has built up the 
majority of his 16-year tenure with the company 
within the realm of sales and retail, having previ-
ously been in charge of this function for both the 
Volkswagen Passenger Vehicles and Audi brands. 
This year, he returns to his forte, in an effort to 
support the Audi brand’s retail efforts of growing 
its premium market share in SA.

He will be succeeded by Tarryn Knight, who 
joins the Audi brand after five years of looking 
after Marketing and Product for Volkswagen 
Commercial Vehicles. Prior to this, Tarryn held 
various roles in Brand Management and Marketing 
Research as part of her almost 14-year career with 

Volkswagen Group South Africa. Tarryn brings in 
a diverse skillset to oversee the areas of advertis-
ing, PR, digital marketing, events, product and 
price planning, all of which will form part of her 
new portfolio. Both appointments are effective 
from 1 January 2020. ■

Leadership 
Changes at Audi

Asif Hoosen Tarryn Knight

Obituaries

Glenn Rowden. Chris Clarke.

Giorgio Cavalieri in a 

Ferrari F40.
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Toyota South Africa Motors (TSAM) has been an 
enthusiastic and active supporter of local environ-
mental initiatives for many years, participating in 
public projects such as beach and river clean-ups, 
as well as having long-running, structured 
programmes for the company itself and its dealers.

A strategy is now being implemented to ramp 
up the programme on all levels in SA, particularly 
at the 219 Toyota and Lexus dealerships country-
wide. There is also a strategy to increase public 
awareness of all these eco-friendly actions at the 
dealerships which benefit local communities as 
well as the environment.

“We are keen to encourage other automotive 
vehicle dealerships to get involved in environmen-
tal projects to show consumers a caring attitude 
by the local motor industry as a whole,” said John 
Thomson, Vice President – Service, at TSAM. 
“Driving environmental programmes is a win-win 
situation for all involved and that is why we are 
now stepping up our dealer programme.”

An initial step, taken many years ago, was 
for all dealers to sign a commitment to sup-
port TSAM’s environmental programme. This 

has expanded over the years into a structured, 
sophisticated programme that has become more 
comprehensive over time, with a set of standards 
that require compliance.

Each dealership has a chief environmental 
officer with the seniority and correct reporting 
line. He or she can take any transgressions to the 
dealer principal and institute remedial action 
immediately.

Already 200 of the Toyota and Lexus 
dealerships have attained Toyota’s ECO-3 
standard, which included several of the 
relevant, key elements of the international ISO 
14001 standard. Now the Toyota benchmark 
has been raised to ECO-3 Advanced, which 
brings it in line with recent revisions to the ISO 
14001 standard. TSAM uses its own standards 
because obtaining ISO 14001 certification 

would be extremely onerous and expensive for 
individual dealerships.

“Our objective is to get the dealers to an 
ECO-3 Advanced level which puts even more fo-
cus on reducing greenhouse gas (GHG) emissions 
and promotes a recycling culture that minimises 
waste to landfill and  optimises water usage,” 
explained Charles Classen and Gregory Molise 
who drive the dealer environmental programme 
for Toyota SA.

continued on next page 

Toyota Keeps Caring for the Environment

The solar panel monitoring system used at Halfway Toyota George.

Solar panels cover an extensive area of the roof at Halfway Toyota George.

The chief environmental officer 
of each dealership has the 
seniority and correct reporting 
line so that he or she can take 
any transgressions to the dealer 
principal and institute remedial 
action immediately.

The requirements and solutions 
are very much home-grown to suit 
local conditions and resources.
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The ultimate driver of this programme is the 
Toyota Environmental Challenge 2050, which was 
launched globally in October 2015 and aims to 
make Toyota the most environmentally responsible 
motor manufacturer in the world. Locally, the 
requirements and solutions are very much home-
grown to suit local conditions and resources with 
the aim of continued positive results.

The main tool used to manage progress is the 
Dealer Environmental Risk Audit Programme 
(DERAP), where dealers have to undertake 
self-audits twice a year to monitor compliance. 
This process involves the dealer evaluating five 
fundamental aspects comprising of 16 assessment 
points to demonstrate compliance. The Toyota 
field staff provide an additional checkpoint  at each 
dealer to verify conformance.

Dealers are encouraged to voluntarily imple-
ment action plans to reduce pollution and natural 
resource usage, specifically in terms of energy 
generation, water consumption and waste-to-
landfill generation. Dealers are also urged to 
measure and evaluate the impact of their activities 
on the environment and the outcomes of actions to 
improve the situation.

Toyota uses the carrot instead of the stick to 
encourage enthusiastic involvement by the dealers 
in the environmental projects and this strategy is 
working. The rewards include incentive bonuses 
with the ultimate yearly prize for best dealer carry-
ing with it an overseas trip.

Halfway Toyota in George is the current 
holder of this title, which followed the relocation 
of the dealership to new premises that include a 
number of design elements and installations to 
minimise energy consumption and dependency on 
the municipal water supply.

The 288 solar panels installed on the roof 
are capable of supplying more than enough 
power for the dealership. LED lights are used 
in the workshop, while louvres in the roof 
permit natural light, thereby reducing electricity 
use substantially.

Three large tanks collect rainwater, while 
recycled water is used for the wash bay – which has 
a sophisticated filter system that permits in excess 
of 50 cars a day to be washed.

“We continue to make significant progress in 
terms of decreasing Toyota’s environmental foot-
print in all aspects of our business and the latest 
programme changes will help us retain our reputa-
tion as a caring company,” concluded Thomson. ■

 continued from previous page

Rainwater is collected and water recycled at 

Halfway Toyota George. Waste separation at source.

Halfway Toyota George’s service manager, Frans de Winnaar, checking daily environmental compliance at 

the dealership.

Halfway Toyota George is a green dealership and the current holder of the Toyota Environmental Dealer of 

the Year.

The 288 solar panels installed on 
the roof are capable of supplying 
more than enough power for 
Halfway Toyota in George.
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Corporate Social Responsibility

Tata International Africa is committed to sup-
porting communities in which they operate and 
good corporate citizenship is a critical value of 
the company. In 2019, as part of its postgraduate 
scholarship programme, Tata awarded 52 academi-
cally and financially deserving students at four 
South African universities with scholarships worth 
over R2.4 million.

Tata partnered with Nelson Mandela 
University (NMU), University of the 
Witwatersrand (Wits), University of KwaZulu-
Natal (UKZN), and University of the Free State 
(UFS) to support postgraduate students who 
demonstrated academic competence and required 
financial assistance during the 2019 academic year.

“Our objective with these scholarships is to 
help increase the number of young people primed 
to take up leadership roles in business, govern-
ment, and civil society. The Tata postgraduate 
scholarship programme is one of our flagship 
corporate social responsibility initiatives,” said 
Len Brand, CEO of Tata International Africa.

“Education is extremely empowering and 
transformative. It has an amazing ripple effect, 
with the potential to not only uplift individuals, 
but the communities in which they live and work, 
and ultimately society at large.”

Scholarships are given to beneficiaries who 
have a proven academic track record dur-
ing their graduate years. All fields of study as 

well as faculties are taken into consideration. 
Students must be accepted via the respective 
university’s academic or development foundation 
and must pass the university’s academic criteria 
for acceptance.

The amount that each student receives covers 
the student’s tuition fees, stipend (living costs), 
books and accommodation for the year of study.

“Scholarship recipients are not contractually 
bound to Tata once they complete their studies. 
The students are free to pursue whichever direction 
they want to. We are committed to empowering 
and transforming lives through education which 
is one of the key components of the Tata business 
values and its belief system,” Brand concluded. ■ 

Tata Awards Scholarships to Deserving Students

Len Brand, CEO of TATA International in Africa with 

the TATA scholarship recipients from UKZN.

WITS Honours, Masters and Doctoral recipients 

with Len Brand, CEO Tata International Africa.

David Kelder, Alroy Kriedemann, Mpho Mothabe, 

Slindile Msweli and Professor Hendri Kroukamp.

Mitsubishi Motors South Africa, in partnership 
with world rugby referee Rasta Rashivenga, has 
introduced a new skills development coaching 
platform to develop and enhance young children’s 
skills by way of an introduction to the game 
of rugby.

The project is the brain child of Rashivenga, 
who pitched the idea to Mitsubishi Motors SA as 
part of a community service he wanted to pursue. 
Giving back to not only the community he lives 
in, but also the broader community of passionate 
rugby supporters, is the main objective of these 
coaching clinics. Mitsubishi Motors SA is proud 
to partner and sponsors these days to ensure that 
the children leave with a sense of pride, a smile on 
their young faces and something for them to look 
forward too.

“Introducing young children to rugby and 
developing their skills is a very satisfying experi-
ence. This means adopting a holistic approach to 
our coaching, which will not only help develop 
better rugby players but also better people” said 

Nic Campbell, General Manager, Mitsubishi 
Motors SA.

“We are extremely grateful to the rugby elite 
that have shown an interest and assisted in these 
coaching sessions. We have had the likes of Lyndon 
Bray (head of Sanzaar referees), Paul Treu (WP 
assistant coach), Scarra Ntebeni (WP hooker) and 
a host of other rugby pundits lending a hand. We 
even had Springbok captain Siya Kolisi, along with 
his family, join in the coaching of the kids. We 
thank these rugby greats for their time and effort 
in helping us to achieve our goal which is to give 
these youngsters the basic skills of catching and 
passing,” Campbell commented.

Mitsubishi Motors is involved in rugby in 
major markets around the world. These include 
the UK, Australia, New Zealand and Japan. The 
vehicle manufacturer is a sponsor of both English 
and Scottish rugby, as well as the main sponsor of 
various UK based club teams. The company also 
recently signed up as the vehicle sponsor of All 
Blacks rugby in New Zealand.

“We at Mitsubishi Motors South Africa 
have been involved in the sponsorship of various 
SA Rugby icons, including Victor Matfield and 
Philip Snyman over the past four years and wish 
to continue building relations with selected 
partners of SA Rugby, creating opportunities 
not only for us, but also for our dealer network,” 
Campbell explained.

“The long term goal of the Mitsubishi rugby 
sponsorship is to create a long lasting relationship 
within the SA rugby community and conduct 
projects at grassroots levels to benefit youngsters 
all over the country. Jaco Peyper (SA Rugby and 
World Cup referee) will lead our team on this path 
and help us forge these relationships.” ■

Mitsubishi Brings Rugby to the People
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Ford Motor Company of Southern Africa 
(FMCSA) is continuing its long-standing support 
for environmental and wildlife organisations 
in Southern Africa through the Ford Wildlife 
Foundation (FWF). Five new and eight existing 
conservation projects received Ford Ranger Double 
Cab 4×4 pickups, on a two-year loan, during 2019.

“The Ford Wildlife Foundation plays a crucial 
role in providing mobility for the wide-ranging 
and far-reaching conservation efforts across South 
Africa and its neighbouring countries,” explained 
Neale Hill, MD of FMCSA. “We currently have 25 
Ford Rangers on loan to wildlife and conservation 
non-profit organisations throughout the region. 
By providing these dedicated organisations, teams 
and individuals with Ford Rangers, we are helping 
them to protect our precious natural resources for 
future generations.”

The Mabula Ground Hornbill Project was the 
first to receive a loan Ford Ranger in 2019, driving 
their efforts to protect the endangered Southern 
Ground-Hornbill. The project, which has been 
running for 19 years, operates in all four provinces 
where the Southern Ground-Hornbill occurs, 
comprising Limpopo, Mpumalanga, Eastern Cape 
and KwaZulu-Natal, with the population estimated 
to be only 400 family groups remaining.

Overberg Renosterveld Conservation Trust 
(ORCT) also received a Ford Ranger to assist in 
saving the last remnants of one of South Africa’s 
most endangered ecosystems. According to ORCT, 
the Renosterveld – located between Botrivier 
and Heidelberg in the Western Cape – boasts an 
exceptional variety of species, yet is teetering on 
the brink of functional extinction.

FWF also provided a Ford Ranger to the 
Southern African Foundation for the Conservation 
of Coastal Birds (SANCCOB) in Cape Town to 
assist the organisation in its efforts to rescue or-
phaned or injured seabirds, such as the endangered 

African penguin, Cape gannet, Cape cormorant 
and Bank cormorant.

The Carnivore Conservation Programme 
created by the Endangered Wildlife Trust (EWT) 
is now proudly powered by Ford too, as the Ranger 
is used to protect and monitor South Africa’s 
most endangered carnivore – the African Wild 
Dog – which is listed on the International Union 
for Conservation of Nature (IUCN) Red List of 
Threatened Species.

Another exciting project adopted into the 
FWF fold is the establishment of a new 30 000-ha 
Grasslands Protected Area in the northern region 
of the Eastern Cape. Coordinated by the World 
Wide Fund for Nature (WWF South Africa), the 
project site is located in an isolated inland area 
with many mountain passes and mostly dirt roads, 
including the famous Naudé’s Nek Pass which 
peaks at 2 590 metres, making it one of the highest 
passes in South Africa

Along with the new projects for 2019, FWF 
also renewed its support for eight existing 
initiatives as part of the two-year agreements, 
all of which received new replacement vehicles. 
This included the Sea Search Research and 
Conservation Project; Cederberg Leopard Project; 
Saving the Survivors that cares for injured or or-
phaned rhinos; the Black Rhino Range Expansion 

Project; Cheetah Metapopulation Project; Coral 
Reef Programme; SA Cranes, Wetlands and 
Communities Project; and the Important Bird 
Area (IBA) Critical Grasslands Project. ■

Neale Hill, MD of FMCSA.

Ford Continues to Support 
Conservation Organisations

“The Ford Wildlife Foundation 
plays a crucial role in providing 
mobility for the wide-ranging 
and far-reaching conservation 
efforts across South Africa and its 
neighbouring countries.”

Corporate Social Responsibility
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The forecast for growth in the South African 
job market for the first quarter of 2020 has hit a 
five-year low. This is according to ManpowerGroup 
SA’s latest employment outlook. Payroll expansion 
is expected to be a mere 2%. Small businesses are 
struggling more than ever to stay afloat, while 
they are the most probable sector to take on 
unskilled labour.

Against this sombre backdrop, SAMBRA is 
concerned about the challenges facing the motor 
body repair sector, which is in an even more pre-
carious position than it was 10 years ago. Without 
an absolute focus on growth, this will not change.

“What has changed in the Motor Body 
Repair sector however, is that there has been 
a substantial shift at business partner level 
toward a consensus-based business relationship, 
especially with the insurer sector and this is really 
positive,” said Richard Green, national director 
of the South African Motor Body Repairers’ 
Association (SAMBRA).

According to Green SAMBRA and many of its 
alliance partners have, for a long time worked hard 
within varying forums to establish and empower 
large numbers of small black-owned businesses 
within the MBR sector. Regrettably the forums 
engaged in over the last 20 years have morphed 
in form, but delivered very little direct benefit to 
the intended recipients. “The reason, I believe, is 
simple,” said Green. “We are all guilty of staying in 

our comfortable cocoons. We talk the talk with the 
best intent but few organisations have sacrificed, 
collaborated unselfishly and delivered anything of 
real lasting value.

“Owning and operating a small business in the 
formal regulated sector is tough and the current 
failure rate high, but to ignore the importance of 
growth for small business in South Africa is folly. 
Only through maintaining and developing those 
we have and establishing many more, will South 
Africa and South Africans prosper.”

Green believes that for 2020 the corporate and 
government sector will need to adopt a far more 
unselfish, collaborative and transparent approach. 
“We need to embrace socially responsible capital-
ism. Big businesses need to convince shareholders 
to accept lower share value growth, at least for a 
period. Tremendous contributions are required 
by corporate SA to grow the pyramid base of 
small business service providers, which could in 
turn employ many thousands of South Africans. 
Without this mindset, the future is very bleak.

“We have all developed cocoons, thinking we 
are protecting our jobs, our businesses, and fami-
lies but it is time for a sincere mindshift,” he said. 

This will only happen if there are some 
significant changes, starting with the setting of 
fair and ethical standards for entry into the sector. 
This must include compliance to a universally 
accepted accreditation system but must not include 

restrictive insurer panels of any sort. “We must be 
able to open all manufacturer approval pro-
grammes to any qualifying business so that we can 
truly honour client choice within a communication 
environment. Clients in turn need to be well-
informed, especially regarding the pitfalls of poor 
service provider choice.”

Businesses need to do everything possible to 
eradicate unnecessary or excessive costs, be they 
capital or administrative in nature, and make small 
businesses’ invoices a key priority. Corporates need 
to make prompt payments to small business and 
remove any barriers to achieving the goal of access.

“Finally, on skills development, we need to 
ensure that initiatives are accessible to all, using 
technology to extend that reach and place a long 
term focus on developing skills and enabling those 
newly-skilled individuals to gain entry into the 
market,” said Green.

He confirmed SAMBRA’s commitment to 
working tirelessly with its members and increase 
their business efficiencies substantially so that at 
the end of the day their service offering contributes 
to excellent service, repair quality levels and the 
removal of any unnecessary costs.

“South African business, and the MBR 
sector in particular, is positioned to either fail 
dismally or succeed tremendously in their con-
tribution to the growth of small business in SA,” 
Green concluded.  ■

Richard Green, national director of the South African Motor Body 
Repairers’ Association (SAMBRA).

Making Support for Small Business a Priority

“Only through maintaining and developing 
those we have and establishing 

many more, will South Africa and 
South Africans prosper.”
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BY LIANA REINERS

“What a good-looking vehicle!” This was my first 
thought as I stared at the Peugeot 5008 parked in 
my driveway. My second thought? “It looks noth-
ing like its predecessor and it’s so big!”

The people at Peugeot proudly boast that the 
name hasn’t changed, but everything else about the 
5008 has. Competing as a large seven-seater SUV 
in the C segment of the local market, the new 5008 
brings a lot to the party.

The SUV market has changed dramatically 
since the first generation of the 5008 was intro-
duced in 2009, positioned in the people carrier 
niche. These days there are small SUVs, medium 
SUVs and large SUVs, packaged in such a way 
that there is virtually one to cater to any taste, no 
matter how obscure.

So Peugeot decided to up its game and 
reposition the 5008 as an SUV. Actually, there 
are very few large, C-segment SUVs available 
and Peugeot was quick to spot the potential 
for demand.

The truth of the matter is that many buyers 
today are keen on SUVs and the lifestyle these 
vehicles represent, but at the same time they are 
looking for space, comfort, versatility and value for 
money too, which – in combination – is not always 
readily available on the market.

I’ve already mentioned its attractive design, 
which definitely makes it stand out in a crowd. In 
fact, I had more than one passer-by comment on its 
looks and enquire about its pedigree. And if I was 
in the habit of letting complete strangers get into 
my test vehicles, they would have swooned about 
that too.

The interior is roomy, comfortable, classy 
and filled with smart features, many of which 
were inherited from Peugeot’s 2008 and 3008. 
Highlights for me were the compact steering 
wheel, the 8-inch touchscreen, the well laid-out 
and clearly visible instrument panel and the seven 
central satin chrome dashboard switches which 
offer quick access to the main passenger comfort 
and safety functions such as the aircon, radio and 
vehicle settings.

The roominess of the new 5008 can be attrib-
uted to its 2.84-metre wheelbase. With an overall 
length of 4.64 metres it is 16.5 cm longer than 
the 3008 and 11 cm wider than the original 5008 
which, among other things, means that second-row 
passengers have 60 mm more knee room.

Speaking of passengers, the 5008 now features 
three matching, separate, folding and tilting seats 
in the second row, along with two removable, 
separate, folding seats in the third row.

All three seats in the second row are the same 
width and offer five different angles of inclination. 
In addition, their length is adjustable, allowing 

reconfiguration of the passenger and loading 
compartments, while knee room is optimised.

The two seats in the third row are easily remov-
able, weighing less than 11 kg each. This makes for 
a huge boot capacity that ranges from 780 to 1 940 
litres, depending which seats are removed and/or 
folded down. Definitely worth mentioning is the 
hands-free smart electric tailgate which opens and 
closes quickly and effortlessly when activated – 
simply by placing your foot under the rear bumper.

There are four models in the new Peugeot 
5008 range and all feature a six-speed automatic 
transmission. The two engine choices are the 1.6L 
THP 121 kW (petrol) and the 2.0L HDI 110 kW 
(diesel). The 1,6-litre version has 240 Nm of peak 
torque on tap and the 2-litre has 370 Nm.

Although performance is by no means 
mind-blowing, I found the 5008 to be a very 
capable steed, both in city traffic and on the open 
road. One thing I must mention is how quiet the 
engine runs.

Ride and handling can’t be faulted either.
All things considered, I was sorry to see the 

5008 go. It’s one of those vehicles you immediately 
feel comfortable with and in.

Pricing is as follows:
 ■ 5008 ALLURE 1.6 THP – R539 900
 ■ 5008 GT-LINE 1.6 THP – R584 900
 ■ 5008 ALLURE 2.0 Hdi – R559 900
 ■ 5008 GT-LINE 2.0 Hdi – R604 900 ■

We Drive

Peugeot Brings French Flair to the SUV Market

The truth of the matter is that many buyers 
today are keen on SUVs and the lifestyle 
these vehicles represent. So Peugeot 
decided to up its game and reposition the 
5008 as an SUV.
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BY STUART JOHNSTON

Hyundai says the name “Venue” for its new entry-
segment SUV refers to somewhere where people 
would like to be seen. Well, there is no doubt that 
when you arrive somewhere in a Venue, people are 
definitely going to sit up and take notice (unless 
you are forced to park in an underground parking 
facility, which happens more and more these days).

Modern urban considerations aside, the Venue 
has been designed to be in your face, starting with 
the grille which somehow reminds you of a 1959 
Buick with its star-light effect. This is augmented 
by a unique light design where the most prominent 
lights are where the fog lights would normally be 
on the bumper section, and the sliver-like lights 
above seem to be something of an afterthought. 
The lower lights have LED daytime-running 
surrounds, giving the Venue a unique signature 
out there on the highway as it approaches in your 
rear-view mirror.

Then there’s the two-tone colour scheme, the 
in-your face design of the large-diameter alloy 
wheels, skid plates front and rear, black accents 
along the lower sections of the flanks all topped 
off by roof rails. And to think we used to criticise 
Hyundai’s for being bland!

Many of these features refer to the upper-
range, more expensive models. All in all, the design 
is compact and cute, and these show-and-tell add-
ons are evidence that Hyundai has its finger on the 
pulse of the upwardly mobile 30-40-somethings. 
SUVs are cool and this one, looks-wise, lays claim 
to being one of the coolest out there.

The Venue is available in three trim levels; the 
Motion, Fluid and Glide. There is just one engine 
used across the range, and two transmissions. The 
engine is a 1,0-litre three-cylinder turbocharged 
petrol unit, one of the Kappa range with direct fuel 
injection, which Hyundai refers to as a “GDI”. Any 
car-related nomenclature with a “d” in it is often 
taken to refer to “diesel” but in Hyundai’s case, all 
GDI engines are “Gasoline Direct Injection” units. 
Power is 88 kW.

The transmission offering likely to be most 
specified is the 7-speed DCT or dual-clutch 
transmission, which gives clutch-less, automatic 
gear changing. A six-speed manual is also on offer, 
and would probably be our choice, as you can 
control acceleration better in relation to accelera-
tor pressure, by letting the revs build up in each 
gear on a light throttle opening. No paddle shifts 
are offered on the Venue’s DCT, so you can’t let 
the revs run up gently in each gear. Put your foot 
down, and the DCT pretty much decides what 
gear you’ll be in!

In this day and age, in-car connectivity is seen 
to be more important than mere considerations 
like engines or transmissions. Here the Hyundai 
Venue comes on strong with its 8-inch touchscreen 
(available on the Fluid and Glide versions) mounted 

on the dash alongside the air vents. It includes both 
Apple CarPlay and Android Auto functionality 
for easy connection to the most popular phone 
systems, and there is app-based navigation, audio 
streaming and voice-control included in the deal. 
The entry-level Venue Motion derivative makes do 
with a 3,8-inch mono-tone display.

Neat comfort items on this well-priced small 
SUV include glove box cooling and air-condi-
tioning ducts in the rear of the cabin. A rear-view 
camera is very handy in day-to-day parking 
adventures, as cruise control will be on long trips.

All in all, we can see the Hyundai Venue 
making lots of friends in South Africa, as it ticks 
all the aspirational boxes and offers typically good 
Hyundai build-quality. I was not too enamoured 
with the 1,0-lite triple-cylinder engine, which 
has to be worked quite hard. But Hyundai claim 
consumption of 6,5 litres/100 km for the manual 
models and 6,9 litres/100 km for the DCT models. 
Pricing ranges between R274 900 for the entry-
level Motion Manual and R369 900 for the Venue 
Glide DCT. Our choice would probably be for the 
Fluid Manual at R309 900, which gives you most 
of the kit you need. The cars come with Hyundai’s 
excellent 7-year/200 000 km warranty and a 
3-year/45 000 km service plan. ■

In this day and age, in-car 
connectivity is seen to be 
more important than mere 
considerations like engines 
or transmissions.

Brash good looks define the Venue in this entry-SUV market.

The placement of the infotainment pod seems a 

bit of an after-thought, but as a whole the interior is 

typically well put together.

Hyundai Venue – Showing Everyone You’ve Arrived!
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Skills Transfer

BY ROGER HOUGHTON

The United Kingdom has a proud record for 
preserving history in all its aspects. One of its 
latest ventures involves building a resource of 
people with skills to be used for the preservation 
of classic cars and motorcycles. This is particularly 
heart-warming in view of the number of aging 
people still involved in classic vehicle restoration 
worldwide.

I was able to see this wonderful initiative 
first-hand when I attended an open day at Bicester 
Heritage during a recent visit to Britain. Bicester, 
which is one of the fastest growing towns in the 
UK, is situated near Oxford and is a very important 
centre for this project.

The site is a revitalised former Word War II 
bomber station and is at the heart of the initiative 
by the Federation of British Historic Motor Clubs 
(FBHMC) to train young apprentices in the skills 
needed to maintain and restore classic vehicles as 
the number of experienced and knowledgeable 
technicians in Britain declines.

Founded in 2013, Bicester Heritage has gone 
from a standing start of a host of old buildings to 
home for over 40 specialised businesses and grow-
ing. It now has a collective annual turnover of more 
than R720-million, making it the largest single UK 
player in the industry. The British classic vehicle 
industry, in all its facets, is estimated to have an 
annual turnover of R80-billion and employs over 
34 000 skilled people.

At its heart Bicester Heritage has a vision: to 
secure a robust and dynamic future for motor-
ing past, present and future, the businesses that 
serve this market, the people who work in those 
businesses and the owners and enthusiasts who 
enjoy their specialist vehicles. Bicester Heritage 
is now a component part of Bicester Motion, a 

ground-breaking development which plans to 
create the UK’s principal destination for anyone 
who wants to experience motor cars from all eras, 
including the future. (The site includes a test track 
and is still active as a base for those wanting to fly 
gliders).

What is different and very important about 
Bicester Heritage, compared to other, similar, 
classic industrial groupings, is that each of the 
companies located on the beautiful 170-hectare 
site has to employ young people as apprentices 
to promote skills transfer for the classic vehicle 
industry. More than 100 apprentices have enrolled 
on the scheme already.

Government support

This is all an integral part of the fairly recent deci-
sion by the British Government’s Department of 
Education to support the development of Heritage 
Engineering Apprenticeships financially. Prior to 
this announcement the FBHVC had been operat-
ing an apprenticeship accreditation for more than 
60 young people at various stages in their training, 
both at Bicester Heritage and the P&A Wood in-
house Apprentice School. (The latter organisation, 

based in Essex, specialises in the restoration of 
Rolls-Royce and Bentley cars).

Bicester Heritage continues to expand and this 
year a further eight buildings will be completed, at 
a cost of R200-million, doubling the former RAF 
Technical Centre’s floorspace. The new participants 
in the scheme will include a major coachbuilding 
and trim company.

All the companies located at the Bicester 

Heritage’s Centre of Excellence for Historic 
Motoring also benefit from valuable support 
from the Heritage Skills Academy (HSA) which 

UK Now Has Programme to Maintain 
Classic Car Skills with Apprenticeships

continued on next page 

An apprentice chatting to an interested visitor at a 

recent open day.

The Bicester Heritage Centre of Excellence offers 

practical and theoretical training for apprentices.

What is different and very 
important about Bicester Heritage 
is that each of the companies 
has to employ young people 
as apprentices to promote 
skills transfer for the classic 
vehicle industry.

Bicester Heritage has gone 
from a standing start of a host 
of old buildings to home for 
over 40 specialised businesses 
and growing. It now has a 
collective annual turnover of more 
than R720-million.
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Skills Transfer

advertises vacancies, interviews candidates, short-
lists suitable candidates and arranges interview 
with the relevant company’s management as well 
as looking after the interests of the apprentices and 
employers to ensure the apprentices receive the 
best possible training.

Bicester Heritage Scramble

Four public open days, known as “Scrambles”, are 
held at the Bicester Heritage site annually, the first 
in January, then one in April, the second in June 
and the third in October. I attended the latter. 
There are no tickets sold at the gate. You must book 
online, and it is sold out at 6 500 visitors to prevent 
overcrowding. Those arriving in pre-1990 cars 
have a dedicated parking area; we went in a 1964 
Daimler 250 V8, which is basically a Jaguar fitted 
with a Daimler Dart V8 engine instead of a straight 
six, so qualified to park amongst a wonderful 
selection of classic cars.

Besides being able to visit the many companies 
located on the site – most of them working – there 
is also an amazing array of classic cars parked 
in the open and grouped as car clubs or interest 
groupings, many of the cars being unusual for 
South African eyes.

There was also a good selection of motorsport 
cars, ranging from Formula 1 cars to classic rally 
cars. There were plenty of wonderful sounds 
during the day too as engines were started and 
revved up. This included a Mercedes-Benz AMG 
F1 car with a V8 engine programmed to play God 
Save the Queen with its exhaust note! A 1998 
Minard with a Ford V10 also went through its 
start-up cycle.

A highlight was BMW UK’s Heritage 
Collection, while there was also a selection of 
classic motorcycles for the two-wheel enthusiasts to 
enjoy viewing.

Add in craft beer and cider made on site and 
it was a most enjoyable morning, with the weather 
playing along too!

But the most important takeaway from this 
memorable day for me was to watch the young 
apprentices at work and to chat to some of them. 

They were all enthusiastic and keen to talk about 
what specific skill they were learning. Although 
they are working on restoring classic vehicles, they 
have the advantage of using the latest technology – 
including CNC machines and 3D modelling – to 
do their work.

Yes, Britain is certainly setting a wonderful ex-
ample to the global classic vehicle world that now is 
the time to ensure the continuation of the specific 
skills used in this work environment. And the 
British government is backing the initiative as it is 
seen (correctly!) to be in the national interest! ■

An MG TC sports car being loaded into the British Motor Corporation (BMC) 

motor sport transporter was one of the displays at Bicester.The rear axle of a racing Bentley being serviced.

This impressive Bentley body – a mix of wooden 

struts and alloy cladding – is one of the impressive 

products that were on show at Bicester.

Two classic Bentley engines awaiting rebuilds.

 continued from previous page

Although they (the apprentices) 
are working on restoring classic 
vehicles, they have the advantage 
of using the latest technology – 
including CNC machines and 3D 
modelling – to do their work.
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Working Wheels

BY ROGER HOUGHTON

Filip von den Heede, who has taken over as manag-
ing director of UD Trucks SA from the long-
serving Gert Swanepoel, had a baptism by fire as he 
addressed a media briefing at OR Tambo airport 
recently. This was the 16th in a series of popular 
early-year media briefings by UD Trucks which 
usually go ahead without drama, but this was not 
the case last Tuesday.

The reason was that Von den Heede had to 
announce the possible joint venture which is 
being negotiated between UD Trucks – currently 
a member of the Volvo Group – and Isuzu Motors 
of Japan, which could eventually lead to a takeover 
of UD Trucks by one of its current rivals. One felt 
for the new MD because he was unable to give 
any details on how the negotiations could go in 
practical terms due to restrictions on the disclosure 
of information from regulatory bodies (all the 
companies are quoted on stock exchanges) and the 
Competition Commission.

What did come out is that it seems the two 
brands will retain their identities going forward 
and they do have ranges which are, to a degree, 
complementary, with UD Trucks stronger in the 
extra heavy truck market, with Quon and Quester, 
while Isuzu is seen as stronger in the so-called 
medium and light truck categories.

What Van den Heede did say is that the two 
companies combined would be very strong in 

certain markets, with shares of up to 40% and 50%. 
For instance, here in South Africa Isuzu had a 13% 
share of the overall truck market in 2019 and UD 
Trucks a share of 7.2%, making a total of 20.2% for 
the combination.

He added that the Volvo Group could be a 
supplier to the new entity and that the new ar-
rangement will not affect Eicher, the Volvo Group’s 
Indian brand which uses a lot of UD Trucks 
technology in its models.

The intention is to capture the opportunities 
available in the ongoing transformation of the 
industry as a much bigger player. In the first step, 
the intention is to establish a global technology 
partnership and to create a stronger, combined 
heavy-duty truck business for the two companies 
in Japan and international markets by leveraging 
greater volumes and complementary capabilities.

The next steps involve finalising the scope of 
the businesses to be transferred in the proposed 
strategic alliance, due diligence by Isuzu Motors 
and negotiating binding agreements. Signing 
of these agreements is expected by mid-2020 
and closing of the transaction by the end of the 
year when the future for the two brands will be 
much clearer.

“In the meantime it is business as usual for UD 
Trucks in South Africa, which has been a serious 
player in this market for the past 58 years, firstly 
as Nissan Diesel and since 2010 as UD (Ultimate 
Dependability) Trucks,” said the enthusiastic Von 
den Heede. “Customers will remain the company’s 

core focus in this time of transition. This year will 
be one of consolidation after a hectic time last year 
when we launched three new model ranges.”

UD Trucks now has its widest ever range, 
with more than 40 derivatives that cater for most 
customer needs.

Looking back at the truck market in South 
Africa last year, UD Trucks’ marketing director 
Rory Schulz, said that sales had been erratic 
as local economic conditions continued to be 
unfavourable. “However, the industry remained 
resilient and logged year-on-year growth of 2.1% at 
the end of 2019,” Schulz commented. He said that 
he did not expect the situation to change much in 
2020 with a total of about 28 000 units again.

According to Schulz the Southern African 
truck market is quite unique as, on the one hand, 
there are customers who want their fleets to have 
highly developed technologies and systems, while 
others are happy to stick to the very basics.

Globally, UD Trucks has already developed 
and implemented technologies to addresses vehicle 
automation, electromobility and connectivity.

“Aspects such as connectivity through 
telematics, which was deemed unnecessary a few 
years ago, has become an essential part of the 
modern fleet owner’s operations. Not only does it 
provide customers with real time tracking of their 
vehicles, it allows UD Trucks to provide owners 
with proactive support through vehicle health 
monitoring and remote customer assistance,” 
concluded Schulz. ■

Gert Swanepoel (left), bows out as MD of UD Trucks and his successor is Belgian Filip van den Heede.

Tough Introduction for UD Trucks’ New MD
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In 2019, for the seventh consecutive year, Isuzu 
held onto its number one position in the medium 
commercial truck segment of the South African 
market. It also retained its leadership position in 
the heavy commercial market for the sixth year in 
a row.

According to Craig Uren, Isuzu’s Sales Service 
and Marketing Executive, the brand offers the wid-
est range of truck models in these market segments 
and is the leading brand for chassis cab trucks and 
for the application of a cargo bodies suited to the 
payload and task.

Uren also explained that the success in these 
two segments can further be attributed to the 
option of automatic manual transmission (AMT) 
on selected medium and heavy commercial trucks. 
“Automatic selection of gears and no clutch gear 
shifts can contribute directly to more economical 
operation of the trucks while increasing safety by 

preventing missed gear changes,” he said.
Isuzu trucks are assembled at the Struandale 

plant in Port Elizabeth and aftersales is supported 
by the state-of-the-art Isuzu Parts Distribution 
Centre a few kilometres away.

“We have 40 commercial vehicle dealers and 
satellite dealers across the country offering sales 
and aftersales services. Our service centre techni-
cians are highly skilled and competent and receive 
ongoing training as far as Japan,” said Uren.    

Furthermore, Isuzu has a number of sub-
sidiaries which ensure minimal downtime to the 
business owner. “Isuzu Drivetrain performs repairs 
and re-manufacturing of all Isuzu gearboxes and 
differentials, while Isuzu Mobility provides service 
and maintenance plans and fixed cost motoring 
solutions to customers. Isuzu Finance provides 
financial solutions in the retail and corporate 
segments,” explained Uren.

Meanwhile, Isuzu’s wholly-owned body 
construction subsidiary, Kanu Commercial 
Bodybuilders, provides practical solutions to 
truck customers. The bodybuilder specialises 
in steel based truck bodies which are custom-
made and designed to meet the specific needs of 
the customer.

“As the commercial vehicle industry continues 
to grow in SA and Sub-Saharan Africa, Isuzu aims 
to grow its business and continues to support its 
customers for the long run,” Uren concluded. ■

Working Wheels

Check out the LATEST Prices for South African Trucks
www.trucksmag.co.za
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Keeping Your Investment Safe
Grip-Tech has added to its Auto-Grip GTX truck 
wheel locknut range and can now supply a variant 
specifically for lightweight aluminium rims such 
as those fitted OE to various Scania and Mercedes-
Benz trucks.

These upmarket wheels, along with the 
premium tyres often fitted at source, are a favourite 
target for thieves who are becoming increasingly 
violent in their methods and think nothing of as-
saulting drivers who try and protect their vehicle. 
A single wheel/tyre combo can cost R20 000 and 
with 18 to be had from a single horse and trailer, 
these are rich (and relatively easy) pickings for 
miscreants. A single locknut, on the other hand, 
costs a few hundred Rand and on a double wheel 
axle can protect both wheels.

The locally designed and manufactured 

GTX – for Grip Tech Extreme – was launched at 
the end of 2018 and was the culmination of two 
years of research and development. It incorpo-
rates features that make it highly effective yet 
user-friendly and these apply to the new version 
designed for aluminium wheels.

Said Manuel Reis from Grip-Tech: “The 
industry has embraced the GTX as a viable 
deterrent and because it is so difficult to remove 
without heavy-duty equipment, thieves invariably 
look for softer targets. Salient features are the 
10 000 unique ‘key’ combinations and a hardened, 
tempered nut which is bonded to a stainless-steel 
outer collar using a pressure process which makes 
them almost inseparable.”

Layered anti-theft measures are designed to 
counter any form of attack using virtually any 

hand tool. There are – understandably – a number 
of closely guarded secrets in the design but suffice 
to say that overcoming one security feature simply 
reveals another. For example, the side face of 
the collar incorporates a taper to make gaining 
purchase on it extremely difficult.

“When we launched the GTX at the end of 
2018 we claimed that the GTX was the best product 
of its kind in the world and we believe that’s still 
the case. With the new addition it is possible for 
even more truck operators to take advantage of this 
fact,” concluded Reis. ■

Isuzu Continues to Rule the Roost

Craig Uren, Isuzu’s Sales Service and 

Marketing Executive.
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Events

Plans for the 2020 Motor Mech show, hosted by the 
Motor Industry Workshop Association (MIWA) at 
Newton Technical High School in Port Elizabeth 
on 22 February 2020 are well on track.

This is the second year the event will be held 
and the line-up will include a Classic Cars display 
and a showdown between the top mechanics in 
the area. “We will once again have a mechanic 
competition in the morning for the technical high 
schools and in the afternoon a motor mechanic 
competition for MIWA workshops. We will have 
the same activities and displays as last year, but 
we are confident it will be on a bigger scale,” said 
Bridget Finn, one of the event-coordinators for 
the show.

Peter van Mosseveld, a representative of 
MIWA in the Eastern Cape, confirmed that all 
the proceeds from the event will go to the Newton 
Technical High School and will be put to good use 
developing much-needed skills.

“We want to change perceptions and raise 
awareness and excitement about the motor indus-
try. We want junior school children to know there 
is a career in motor mechanics and to know which 
schools are available for this career. For those in 
high school, we would like to educate them on what 
the industry is all about and the options in terms 
of colleges and workshops that are available. We 
are passionate about this industry, from training, 
to quality parts, to graded workshops and working 

together to improve skills levels and customer 
experiences,” Van Mosseveld commented.

During the day there will be various vehicle 
and motorcycle displays, kids’ activities and food 
and drinks stalls. “There will also be displays 
around the school including various MIWA 
workshops, spare shops, spare manufactur-
ers, colleges, Moto Health and other motor-
related industries, Our aim is to get 5 000 people 
through the gates before we close at 15:00,” 
concludes Finn.

For more information or ways to get involved 
contact either Peter van Mosseveld at 064 109 6426 
or info@motormechshow.co.za or Bridget Finn at 
071 349 3535 or admin@motormechshow.co.za. ■

Plans on Track for Motor Mech

Motor Mech Show organiser, Bridget Finn, with a 1991 Jaguar XJS 5.3 V12 and a 1982 Ferrari Mondial 8 3L V8. There will be a number of Classic Cars on show at 

the event.

http://www.autolive.co.za
mailto:info%40motormechshow.co.za?subject=
mailto:admin%40motormechshow.co.za?subject=



