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“Preparedness and the willingness of employees to 
adapt to new ways of doing business are getting the 
wheels of the retail motor business turning again,” 
commented Mark Dommisse, the Chairman of 
the National Automobile Dealers’ Association 
(NADA). “This follows a period of enforced total 
lockdown and a gradual return to operations.”

Dommisse was speaking on a recent webinar 
on matters affecting auto retail business. The 
other panellists on this webinar were Ryan Seele, 
the Managing Director of the Mortimer Motor 
Group, and Ward Huxtable, Dealer Principal at 
Combined Motor Holdings and Chairman of the 
Ford Dealer Council.

“Fortunately, motor retailers are a resilient 
bunch who have already faced a host of challenges 
over the years, from the global economic downturn 
in 2008/9 to disruptions caused by industrial 
action,” continued Dommisse.

“The COVID-19 pandemic, however, is an 
even tougher challenge and we at NADA are proud 
of the way our members used the total lockdown 
to relook their business plans and the manners in 
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“We at NADA are proud of the 
way our members used the total 
lockdown to relook their business 
plans and the manners in which 
they will do business in the future.” 
– Mark Dommisse
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which they will do business in the 
future. This put them in a strong 
position to prepare in detail for the 
staged reopening of their businesses 
when this occurred.”

Downsizing the workforce was a 
major topic and the general feeling is 
that members are doing their utmost 
to retain staff instead of retrench-
ing. A survey conducted during the 
seminar showed that a cut of 20% in 
headcount is expected in the upcom-
ing months, although Dommisse 
urged those currently using short 
time and lower remuneration to 
retain staff, to try and continue 
doing so.

At this stage, the main con-
tributor to dealer income is through 
aftersales, with many customers hav-
ing cars that have overrun stipulated 
service intervals.

New and used car sales were 
slow in May, but the pace was 
expected to increase in June and July 
as potential buyers fear previously 
unexpected price increases on new 

models due to the weakness of the 
rand, and may buy existing stock.

There is an expected, substantial 
inflow into the market of used vehi-
cles from rental companies, who are 
defleeting due to the lack of business, 
particularly in the tourism industry. 
Rental companies have been buyers 
of substantial numbers of new vehi-
cles in recent years and are a valuable 
supplier to the pre-owned market.

“This will be a once-off occur-
rence which will improve the sales 
rate of pre-owned vehicles. But the 
problem is that the decrease in the 
overall size of the rental fleet will 
limit the availability of these cars in 
the future,” commented Ryan Seele, 
MD of the Mortimer Motor Group.

Sales of used cars is seen as an 
important contributor to the income 
generation for dealerships in these 
times. Discussion among the panel-
lists around the price of used cars 
indicated that they were holding up 
to pre-COVID-19 levels, and accord-
ing to Ward Huxtable the expected 
increased prices of new models would 
pull used vehicle prices along.

Brandon Cohen, convenor of 
NADA’s Legal and Compliance 
Committee, spelled out the various 
steps that need to be taken when 
an employee at a dealership is 
infected with the virus. This involves 
informing the Department of Health 
and the Department of Employment 
and Labour, conducting an 
incident-based risk assessment at 
the dealership to determine the need 
to temporarily close the facility, 
investigating the mode of exposure 
to ensure that the necessary controls 
and PPE were in place, and then 
providing administrative support 
to any contact tracing measures 
implemented by the Department 
of Health.

Huxtable summed up the 
current situation well when he said: 
“We are on a learning journey where 
cost control is most important, and 
this means focussing on improving 
efficiencies and productivity levels 
in all aspects of the business, while 
retaining existing customers is 
vital too.” ■
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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.
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At this stage, the main 
contributor to dealer income 
is through aftersales.
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New vehicle sales in South Africa have 
been in total disarray for the past three 
months. Not only do we have to deal with 
Mercedes-Benz, Porsche, Lamborghini, 
Bentley and Haval reporting only aggregate 
sales figures and BMW reporting only 
at the end of each quarter, but we now 
have to deal with lockdowns and partial 
lockdowns due to COVID-19 resulting in 
a totally haphazard and unrepresentative 
sales reporting pattern.

For instance, Ford was the top selling 
manufacturer in April, with 304 sales, while 
Volkswagen, which did not report any sales 
in April, headed Toyota, the 40-year SA 
motor industry leader, in May.

March sales of 33 545 vehicles were 
29.7% below the figure of 47 695 units sold 
in March 2019, while export sales tumbled 
by 21.5% to 28 883 units. Dealers sold 83% 
of the March total, with 6.2% being taken 
up by the rental companies, 5.8% by the 
government and 4.4% went to industry 
corporate fleets as South Africa headed for a 
total lockdown.

The passenger car market fell 26.8% in 
March, with light commercial sales dipping 
37.1%, medium trucks falling 18.8% and 
heavy trucks dropping 18.6% compared to 
the corresponding month last year.

South Africa was already in a recession 
before the pandemic had any significant 
impact. The situation was exacerbated 
by the Moody’s credit rating downgrade 
in March, while the ABSA Purchasing 
Managers’ Index experienced the weakest 
quarterly performance since the global 
economic downturn in 2009. One positive 
in March was the Reserve Bank cutting 

the benchmark interest rate by the biggest 
margin in more than 10 years to try and 
support an already fragile economy.

Sales Tumble in April

The big blow to the industry came in April 
when new vehicle sales dropped 98.4% 
on the back of a 35-day hard lockdown. 
Only 574 units were reported as being 
sold in April with Ford, with 304 sales, 
being the only manufacturer to report a 
three-figure sales total. Toyota sold 93 units 
and it was followed by MAN (62), Iveco (60) 
and Suzuki (12).

An estimated 275 units, or 47.9% 
represented sales, went through the dealer 
channel, 37.8% of sales were to the govern-
ment, 12.4% to the rental industry and 1.9% 
to corporate fleets. Passenger car sales fell 
99.6% to 105 units, while LCVs recorded a 
decline of 96.8%. Medium truck sales were 
down 88.9% and 93.8% fewer heavy trucks 
and buses were sold.

Exports also suffered hugely, with 901 
units shipped, which was 97.3% below the 
figure for April 2019.

The ABSA Purchasing Managers’ 
Index (PMI), which surveys business 
activity, crashed to an all-time low of 
a mere 5.1 index points in April. The 
decline means that manufacturing output 
came to a near standstill during the 
nationwide lockdown.

According to NAAMSA the industry is 
under no illusion that this is going to be an 
exceedingly difficult year ahead. However, 
the cut in the interest rate by a further 100 
basis points during April will not only 
assist indebted consumers and businesses 
in the short term, but also help restart 
industry sales once the country resumes 
business. The reduction in fuel prices 
will also contribute while the oil price 
remains low.

Editor’s Note
It is with a huge amount 
of relief, gratitude and excite-
ment that I bid you a fond 
welcome back to AutoLive!

Like most other busi-
nesses in SA in general, and 
within the automotive and 
related industries specifi-
cally, we too felt the pressure 
and disruption that COVID-19 and the lockdown caused. 
And while many businesses have not survived, we are happy 
to still be able to bring you all the latest news, views and 
opinions from a local and global perspective.

This issue of AutoLive is, as can be expected, crammed 
full of articles on the effect of COVID-19 on the economy and 
the industry. Truthfully, the news is not good. However, the 
general consensus is that if we are willing to do what South 
Africans do best – innovate, adapt and keep on keeping 
on – at some point the light at the end of the tunnel will be 
switched on again.

Over the last 90-odd days, as we’ve witnessed and in 
many cases experienced financial strain, job losses and the 
closure of countless businesses, I have often heard people 
say that we’re all in the same boat. We are most definitely 
NOT all in the same boat. Some people and businesses are 
in yachts, while others are up a creek in a leaky canoe, with 
no paddle.

It is for this reason that I am so overwhelmed by and 
extremely proud of the way the motor and related industries 
are reaching out to those communities that are hardest 
hit. The sheer scope of the aid and support that is being 
provided should be an inspiration to all and proves that 
there is still hope. And as long as there is hope, there is a 
future to look forward to. It might not be the future that we 
envisaged, though, and normal will in all likelihood never be 
normal again.

Businesses and individuals need to upturn more rocks 
in search of new and better ways of doing things. Rethink, 
reform, rationalise, streamline, cut back, adapt. Do whatever 
needs to be done to survive.

We trust that you will find some insight, inspiration 
and motivation on these 24 pages of AutoLive. As always, we 
encourage and look forward to your feedback.

Cheers to the new normal!

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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New Vehicle Sales 
Reporting in Past Three 
Months in Total Disarray

The situation was 
exacerbated by the Moody’s 
credit rating downgrade 
in March.
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Improvement in Sales in May

NAAMSA added that although new vehicle sales for May still reflected a 
substantial decline of 68,0% falling to 12 932 units, this was a noteworthy 
improvement from the April. Similarly, export sales, at 10 819 units equated 
to a decline of 64,1% compared to the 30 152 vehicles exported in May last 
year. This was an improvement on April considering that many of the vehicle 
manufacturers only commenced production in June.

Overall, out of the total reported industry sales of 12 932 vehicles in May, 
an estimated 11 289 units or 87,3% represented dealer sales, 7,9% sales to gov-
ernment, 2,9% to industry corporate fleets, and an estimated 1,9% represented 
sales to the vehicle rental industry. The new passenger car market registered 
a substantial decline of 65,4% to 9 019 units compared to the 26 102 new cars 
sold in May last year. Domestic sales of new light commercial vehicles, bakkies 
and minibuses at 3 073 units during May recorded a huge decline of 9 128 units 
or a fall of 74,8% from the 12 201 units sold during the corresponding month 
last year.

 continued from previous page

continued on next page 
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Sales for medium and heavy truck segments of the industry also remained weak and at 
304 units and 536 units, respectively, reflected a substantial decline of 379 vehicles or a fall of 
55,5% in the case of medium commercial vehicles, and, in the case of heavy trucks and buses a 
huge decline of 906 vehicles or a fall of 62,8% compared to the corresponding month last year.

The performance of vehicle exports over the course of 2020 remains linked to the dura-
tion of the COVID-19 pandemic and its impact on the global economy. With all the OEMs 
having started production from 1 June and with the domestic automotive industry’s major 
export destinations starting to ease their lockdown restrictions, vehicle export numbers are 
anticipated to start gaining momentum again. ■

 continued from previous page

While used car sales in South Africa during May 2020 mimicked new car sales and 
were understandably down on 2019, consumers are demonstrating increasing interest in 
buying pre-owned vehicles.

Over 17 000 used cars were sold on AutoTrader in May 2020 versus more than 36 000 
in the same month a year ago, a decline of 52.11%. But the big news is the fact that a total 
of 37,7 million vehicle searches took place in May 2020 – versus 25,1 million in the same 
month last year. This is a substantial increase of 49,78%. 

“We have to remember that trading resumed halfway through the month and that 
licensing departments remained closed – so the sales figures are quite encouraging given 
the circumstances,” AutoTrader CEO, George Mienie pointed out. “The search results 
indicate pent-up demand, which is great for the economy and could indicate a returning 
to normal.”

As the country’s largest motoring marketplace, car searches and sales via AutoTrader 
have long been regarded as an accurate barometer of consumer buying patterns. 

The cumulative value of used car sales in 2020 shows a dramatic – but understand-
able – decline compared to 2019. A cumulative selling price of R4,8 billion was recorded 
in 2020 on a year-to-date basis – versus R10,2 million over the same period in 2019. 

Are Used Car Sales Set to Explode?

The Ford Ranger was once again the most sold used vehicle in 
May 2020 – but the two other podium positions changed completely 
when compared to April 2020. The Kia Sportage and Jeep Wrangler 
(number two and three in April) were replaced by the Volkswagen 
Polo and Toyota Hilux. “This is interesting to see,” noted Mienie. 
“It indicates that the market is normalising. The Polo and Hilux are 
perennially popular.”

Mienie also revealed that Gauteng was the most active province 
during May, accounting for a whopping 61% of the total used car 
market share in South Africa. ■

BMW 3 Series
average price
R234 318
average year average mileage
2013 116 163km

Volkwagen Golf
average price
R265 676
average year average mileage
2013 94 410km

Toyota Fortuner
average price
R349 323
average year average mileage
2015 108 804km

Ford Figo
average price
R136 343
average year average mileage
2017 56 108km

Jeep Wrangler
average price
R344 086
average year average mileage
2012 110 535km

Ford Ranger
average price
R310 191
average year average mileage
2016 88 174km

Volkswagen Polo
average price
R195 400
average year average mileage
2016 74 117km

Toyota Hilux
average price
R329 131
average year average mileage
2016 101 566km

Volkswagen Polo Vivo
average price
R154 641
average year average mileage
2017 58 424km

Mercedes-Benz C-Class
average price
R317 577
average year average mileage
2013 100 095km
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Monthly automotive news to and from Africa

African Comment

The global pandemic, continuing low oil price and 
a dire economic environment in most African 
countries took their toll on exports of built-up 
vehicles from South Africa to other countries 
north of the borders in recent months. The number 
of vehicles shipped in the first five months of 2020 
slumped by 46% to 5 408 units, from 9 689 units a 
year previously. This followed two years of stagna-
tion with exports of 9 261 units and 9 259 units in 
2018 and 2017, respectively.

Exports in April and May totalled only 537 
and 800 units, respectively.

Toyota retained its long-running dominance 
of the 14 local companies exporting vehicles into 

Africa with 2 116 units shipped. This was way 
down on the 4 066 units exported between January 
and May 2019, but well ahead of perpetual runner-
up, Nissan, with 1 308 units shipped. Isuzu held a 
firm third place on 1 097 units, ahead of Ford (327) 
and Volkswagen (252).

Kenya was the largest market for these SA 
exports, taking 800 vehicles. Isuzu took the biggest 
share, just ahead of Toyota and Nissan. Zimbabwe 
was a surprising second in the export stakes con-
sidering its economic woes. It took 640 units, with 
Isuzu (327) leading the way ahead of Toyota (179) 
and Nissan (177). Third was Nigeria on 557. Then 
followed Mozambique (470), Ghana (452), Libya 

(315 and all Nissans), Mauritius (296), Reunion 
(270), Zambia (281) and Ivory Coast (218).

Only four companies reported sales in April, 
which was at an all-time low of 537 exports for the 
month, made up of Toyota (375), Nissan (148), Ford 
(12) and Volkswagen (2). Isuzu did not report any 
exports for the month.

May was slightly up at 800 units shipped by 
nine companies. Again, it was Toyota in the lead 
with 304 units. It was followed by Isuzu (209), 
Nissan (142), Ford (41), Volkswagen and Fiat 
Chrysler Automobile (38 each), Mitsubishi (24), 
MAN (3) and Scania (1). ■

Exports into Africa Tumble by 46%

BY ROGER HOUGHTON

The African continent continues to be seen as 
the “final frontier” for substantial growth in new 
vehicle sales in the future. There are ongoing, 
ambitious plans to make this long-standing 
objective become a reality. The potential of Africa 
for much increased motorisation was a major focus 
in the recent Deloitte webinar themed the Future 
of Mobility.

The opening remarks by Dr Martyn Davies, 
Africa Automotive Leader, MD of Emerging 
Markets and Africa and the Dean of the Deloitte 
Alchemy School of Management at Deloitte 
Africa were followed by a fairly in-depth analysis 
of the potential mobility growth in Africa by 
Mike Vincent, Consulting Director: Automotive 
at Deloitte Africa.

Vincent said that the current motorisation 
rate in Africa is only 44 units per 1 000 inhabit-
ants, compared to the global average of 180 
vehicles/1 000 inhabitants. Total new vehicle sales 
in Africa in 2017 amounted to only 1.2-million 
vehicles. He explained that this situation is due to 
limited disposable income, costs of new vehicles 
and a lack of financing options.

Deloitte’s Vincent made a case for projected 
growth in Africa by citing huge population growth 
(1 in 5 people are expected to come from Africa 
by 2025); a young population (the largest working 
age population in the world at 1.1-billion by 2034), 
rapid urbanisation (almost 200-million people are 
expected to move into cities in the next decade); 
a rapidly growing middle class (GDP per capita 

is expected to increase by 30% between 2010 and 
2030); and a leapfrogging of technologies (Africa’s 
mobile subscription penetration averaged 72% in 
2017 and it is projected that this year there will be 
more than 334-million smartphone connections 
on the continent, which can unlock limita-
tions of physical infrastructure across various 
mobility challenges).

However, Africa currently makes up only 1% 
of global vehicle production – mainly in South 
Africa and Morocco – so there is obviously great 
potential for growth.

Besides the manufacturing plants in South 
Africa, Egypt, and Morocco, which all export a 
substantial proportion of their production, there 
are a number of semi-knocked down assembly 
plants where countries want to industrialise their 
economies. Among these are Nigeria, Ghana, 
Kenya, and Rwanda.

Toyota is not only the long-time market leader 
in South Africa, but it is the long-standing paceset-
ter in built-up vehicle exports from South Africa 
into the rest of Africa. It also operates assembly 
plants in Kenya and Egypt while it has signed an 
agreement recently to set up an assembly plant in 
the Ivory Coast.

Volkswagen, a comparative newcomer to 
vehicle makers in Africa, already has six plants on 
the continent, located in South Africa, Algeria, 
Ghana, Rwanda, Kenya, and Nigeria.

The South African-based African Association 
of Automotive Manufacturers (AAAM) which was 
formed in 2015 and has as members BMW, Ford, 
General Motors, Nissan, Toyota and Volkswagen, 
is a major driver of the thrust into Africa for 

localised 
manufacture 
of vehicles 
and compo-
nents and is 
making some 
progress, but 
it is a steep 
hill it has 
to climb.

When 
one looks 
at the falling 
exports of 
built-up vehicles from South Africa into other 
African countries, as well as the economic turmoil 
in Africa as the oil price tumbles, let alone the 
effects of the COVID-19 pandemic it is hard to see 
significant increases in new vehicle sales in the 
near future.

There are only five major new vehicle markets 
in Africa, being South Africa (47%), Egypt (15%), 
Morocco (14%), Algeria (8%) and Tunisia (4%), 
with the other African countries, including 
Nigeria, making up the remaining 12%.

Used vehicles from Asia, the United 
States and Europe make up the majority of 
vehicles sold in most African countries, with the 
situation in Sub Saharan Africa being 8 out of 10 
pre-owned imports.

The latest problems will only exacerbate the 
situation for Africa and growing new vehicle sales 
and setting up more assembly plants is likely to 
go on the back-burner as many countries fight the 
pandemic and their increasing economic woes. ■

Africa Continues to be the “Last Frontier” for Vehicle Sales

Mike Vincent, Consulting Director: 

Automotive at Deloitte Africa.
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The automotive industry in South Africa has been 
especially hard-hit during COVID-19, but this 
resilient industry is preparing to fight back in more 
modern ways. Lightstone conducted a survey to 
understand the impact the lockdown had on the 
motoring sector, as well as the sentiment regarding 
recovery and activity levels expected in the short to 
medium term.

The survey results included the feedback of 
635 respondents across the motoring industry 
including OEM’s, dealerships and MBRs. “The 
results have been insightful and, in some instances, 
surprising,” said Mark Groch from Lightstone. 
“Even though we face an uncertain future, the 
industry at large is optimistic that economic activ-
ity will increase in the next six months. However 
66 per cent (two thirds) of respondents are of the 
opinion that it will take more than nine months for 
the industry to return to a ‘pre-COVID’ situation.”

The survey also compiled positive and negative 
impact views on future recovery of the industry. On 
the positive side respondents are of the opinion that 
the cut in interest rates and lower fuel prices will 
assist the motor industry during this challenging 
time. An overwhelming 86% of respondents speci-
fied that reduced consumer cash flow as a result of 
the pandemic is one of the most negative factors 
to impact the industry. Additionally, 72% are 
concerned about paying employee salaries and 52% 
are anxious regarding availability of stock (vehicle 
trading) in the upcoming weeks and months.

“One of the encouraging findings in the survey 
is how one third of respondents looked to online or 
digital mechanisms to try and mitigate the impact 
in the first several weeks of lockdown,” explained 
Groch. “The motor industry had already begun to 
embrace the use of various technologies, however 
the lockdown resulted in the need to look at other 
innovative ways to embrace online purchasing.”

All over the world industries are looking at 
alternative measures to ensure business continuity. 
According to Groch some of the positive shifts that 
will come from reactions to the current economic 
challenges will mean that industries like the motor 
industry will become more digitally fluent and 
changes to the way we purchase and sell cars in the 
future will accelerate. ■

A Resilient Auto Industry is Preparing 
to Fight Back in Modern Ways

Negative Factors Anticipated to Have the Biggest Effect on Future Activity

Positive Factors Anticipated to Have the Biggest Effect on Future Activity

Current and Expected Market Activities According to Survey Results

April 2020 Next 3 Months Next 6 Months
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“The lockdown resulted in 
the need to look at other 
innovative ways to embrace 
online purchasing.”
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Snippets

Ford Saves the Amarok
Thomas Sedran, the chairman of Volkswagen 
Commercial Vehicles, has admitted that 
Volkswagen’s burgeoning alliance with Ford has 
saved the Amarok one-ton bakkie range as the next 
generation, due in 2022 it will now be developed in 
conjunction with the upcoming Ranger.

Volkswagen and Ford have recently signed 
agreements that expand their global alliance to 
meet rapidly evolving needs of their custom-
ers by leveraging complementary strengths in 
mid-size pick-up trucks as well as commercial and 
electric vehicles.

At present it seems as though Ford’s manu-
facturing plant in Silverton, Pretoria, will be the 
global base for production of the new Amarok 
whereas the current Amarok is made in Argentina. 
Other projects include a Ford city delivery van 
based on the VW Caddy and later a one-ton 
cargo van created by Ford. It is also expected that 
there will be highly differentiated Ford electric 
vehicles for Europe by 2023 which will be 
built on Volkswagen’s Modular Electric Drive 
(MEB) platform.

According to an article in Bizcommunity it is 
expected that the two companies expect to produce 
a combined 8 million of the Ranger/Amarok me-
dium truck and the two commercial vans during 
the lifecycles of these products. ■

Hertz Files for 
Bankruptcy in the US

One of the biggest shocks for those in the motor in-
dustry environment has been Hertz, the 102-year-
old rental car company, filing for Chapter 11 
Reorganisation following bankruptcy in the United 
States. This is the same path walked successfully 
by General Motors and Chrysler when they were 
victims of the global economic meltdown in 2008/9 
and Hertz could still make a comeback.

Hertz is not only the second largest rental 
company in the US, but also has a number of 

subsidiaries, including Dollar, Thrifty, Firefly, 
Hertz Car Sales and Donlen. Its international 
operations in South Africa, Europe, Australia, and 
New Zealand will not be affected. The Hertz fran-
chise in Southern Africa is operated independently 
by CFAO Motors and it will continue to offer rental 
cars in SA, Namibia, and Botswana.

Hertz had 560 000 vehicles in its US fleet when 
it went to the government for help – including 
some of the latest, mid-engine Chevrolet Corvettes. 
Disposing of so many cars will substantially 
impact the used vehicle market in the US, where 
Bloomberg says prices had already dropped 11.4% 
between March and April.

New Premises for Peugeot 
Citroën South Africa

As part of its continuing development and growth, 
Peugeot Citroën South Africa has moved to new 
premises in Waterfall City in Midrand. 

The new building, situated just off the 
Allandale off-ramp in the Waterfall Distribution 
Campus, is a five-minute drive from the Gautrain 
Station and has easy access to the M3 highway, 
both north and south. The new premises com-
prise of 819m² of office space and a 7 408 m² 
warehouse facility.

Said Leslie Ramsoomar, MD of Peugeot and 
Citroën South Africa: “After the restrictions of 
lockdown, moving to the new premises has been a 
huge morale boost for everyone, encouraging pro-
active work, positive feelings and the opportunity 

to re-establish and build 
on our company cul-
ture. We’re still working 
on getting settled in, 
but we’re incredibly 
excited to be in a new 
space albeit it under 
Level 3 regulations.

The new ware-
house, which houses 
more than R50 million 
worth of spare parts, 
will substantially ben-
efit customers who will 

experience a quicker turnaround time in receiving 
parts thanks to improved availability and a rapid 
delivery service. Further good news for suppliers, 
partners, and co-workers is that, apart from the 
move to a more central location, everything else 
remains unchanged.

Foreign Direct Investment 
(FDI) in SA Plunges

The COVID-19 pandemic is expected to cause a 
bigger then intended drop in foreign direct invest-
ment into South Africa. According to a new global 
investment report by the United Nations FDI in SA 
fell 15% to R79-billion in 2019, compared to 2018.

Business Confidence 
Indicator Hits Lowest Level

South Africa’s business confidence hit a record low 
in the second quarter of 2020 as the economy reels 
under a recession and the global pandemic. The 
Rand Merchant Bank (RMB) Business Confidence 
Index (BCI), which is compiled by the Bureau 
for Economic Research, was at five points for the 
second quarter. This is the lowest level since the 
first BCI survey in 1975 and down from 18 points 
in the first quarter of 2020. ■

Nissan Unveils 
Transformation Plan

Nissan Motor Co., Ltd. has unveiled a four-year 
plan to achieve sustainable growth, financial stabil-
ity and profitability by the end of fiscal-year 2023. 
The scalable plan, involving cost-rationalisation 
and business optimisation, will shift the company’s 
strategy from its past focus on inflated expansion.

As part of the four-year plan, Nissan will 
take decisive action to transform its business by 
streamlining unprofitable operations and surplus 
facilities, alongside structural reforms. The 
company will also reduce fixed costs by rationalis-
ing its production capacity, global product range 
and expenses. Through disciplined management, 
the company will prioritise and invest in business 
areas expected to deliver a solid recovery and 
sustainable growth.

By implementing the plan, Nissan aims 
to achieve a 5% operating profit margin and a 
sustainable global market share of 6% by the end of 
fiscal year 2023, including proportionate contribu-
tions from its 50% equity joint venture in China.

continued on next page 
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Rationalisation will include right-sizing 
Nissan’s production capacity by 20% to 5.4 million 
units a year under the assumption of a standard 
shift operation, closing the Barcelona plant in 
Western Europe and the manufacturing facility 
in Indonesia and consolidating North American 
production around core models.

In order to prioritise core markets and core 
products, focus will be placed on operations 
in Japan, China and North America, while 
exiting South Korea and the Datsun business 
in Russia. ■

Unique Maserati MC20 
Prototype Dedicated to 
Sir Stirling Moss

A prototype of the Maserati MC20, the new 
Maserati super sport scar, will pay homage to Sir 
Stirling Moss, the British motor-racing ace who 
died on April 12th at the age of 90. The design 
used for this prototype is taken from the Maserati 
Eldorado, the iconic single-seater driven on its 
debut in Monza in 1958 by Moss himself, at the 
Trofeo dei due Mondi.

Moss, who recorded 16 victories in 66 starts 
in Formula 1 Grand Prix racing, is one of the most 

successful drivers never to have won the world 
title. He came within a whisker of the crown on 
more than one occasion, finishing in second place 
four times and third in three championships. For 
this reason, he was known as the “king without 
a crown”.

Through this MC20 prototype with Stirling 
Moss’s “signature”, Maserati wishes to commemo-
rate one of the greatest names in the annals of 
world motorsports, who wrote some of the finest 
pages in its own racing history. The list of Maserati 
cars driven by the British driver also includes the 
Tipo 60 Birdcage, Tipo 61 and 300 S. ■

Toyota Joins Forces 
with Chinese Partners 
in Fuel Cell Project

Toyota, which has been a long-time protagonist 
for fuel cells as an alternate clean energy source, 
has now teamed up with five Chinese companies, 
including the FAW, Dongfeng and BAIC automo-
tive companies, to develop fuel cells for commer-
cial vehicles. This new Beijing-based entity, which 
is 65% owned by Toyota, will be called United Fuel 
Cell System Research and Development. It kicks off 
with an investment of US$46 million.

This new partnership underscores Toyota’s 
continued interest in fuel cells, especially for 
commercial applications in trucks and buses. 
Annual sales of fuel cell vehicles are expected 
to reach one million by 2035, mainly being sold 
in China, Korea, Japan, and Europe, according 
to Bloomberg.

The Chinese government says it wants a 
million fuel cell vehicles on its roads in a decade 
and is seeding that plan with hundreds of millions 
of yuan to accelerate R&D and to subsidise 
buyers of these vehicles, according to an article 
in Automotive News. A number of start-ups and 
established companies are trying to capitalise on 
this drive to fuel cells too. ■

Subaru Southern 
Africa Appoints New 
Managing Director

Subaru Southern Africa has appointed Andrew 
Marshall as its new Managing Director.

Marshall comes with over 20 years’ experience 
in the automotive sector. This includes four years 
as regional manager for CFAO Malawi, three years 
as general manager for Toyota Malawi, four years 
as managing director for Toyota Zambia and eight 
years as general manager of Toyota Tsusho Africa. 
He also successfully established the Subaru brand 
in Zambia during his tenure as managing director.

Having officially taken the helm from June 
1st, 2020, Marshall commented: “I look forward 
to steering Subaru through these unprecedented 
and uncertain times. We have an enthusiastic 
and thriving dealer network that is wanting of a 
broader customer base. With this renewed energy, 
our shareholders and manufacturer are steadfast 
in further investments in our market. This all 
bodes well for our mandate of delivering superior 
confidence in all that we do for our customers”.

Marshall succeeds Rui Silva, who has opted to 
pursue other opportunities. ■

Snippets

 continued from previous page

Andrew Marshall, the new Managing Director at 

Subaru Southern Africa.
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Isuzu Motors South Africa recently announced 
the appointment of Billy Tom as its new CEO and 
Managing Director, transitioning June 1st and of-
ficially assuming full responsibility July 1st, 2020. 
He succeeds outgoing MD Michael Sacke, who has 
opted to pursue other opportunities.

According to Isuzu Motors South Africa 
Chairman, Shigeji Sugimoto, Tom will play an 
instrumental role in leading the company through 
the unprecedented and challenging operating 
environment ahead.

“COVID-19 has completely changed the world 
as we know it and it is now important that as a 
business we move forward, recognising that we 
are in unnavigated territory and thus need to be 
open to all possibilities. This will require agility, 
flexibility and a willingness to doing things in new 
ways, and we believe that Tom will provide strong 
leadership in this regard,” Sugimoto said.

Tom comes with over 22 years’ experience in 
the automotive, banking and FMCG sectors. He 
started his career at Distell and then worked at 
SABMiller, Standard Bank, General Motors and 
finally at Coca-Cola Beverages South Africa/Abi, 
where he spent the last 12 years. His most recent 
role there was as General Manager: Alternative 
Revenue Streams, where he was responsible for soft 
drinks exports into Africa, Asia and Australasia. 
In addition to this he looked after Venturing and 
Emerging brands, which was focused on introduc-
ing new brands into the market, along with a coffee 

business. Prior to this he was General Manager 
for the Inland Region, which had the biggest 
geography, spanning across 46% of the company’s 
territory in South Africa. 

During his stint at General Motors, Tom was 
involved in setting up the premium vehicle chan-
nel, which led to the launch of the Cadillac and 
Hummer brands and dealerships in South Africa.

Tom, who has a Bachelor of Commerce 
Degree (Rhodes University) and a Master of 
Business Leadership Degree (UNISA) strongly 
believes that the best interests of the customer 
should come first, delivered by employees and a 
dealer network who are committed to meeting and 
exceeding expectations. Accordingly, his immedi-
ate priority will be to strengthen the resilience of 
the business, particularly given the major global 
and local economic disruptions arising from the 
COVID-19 pandemic. 

“In challenging times like these, it is impor-
tant to keep calm, focused and to be flexible and 
innovative in delivering products and services 

to customers. The landscape is shifting quickly 
and we need to respond to this with purpose and 
speed,” Tom said.

The National Association of Automobile 
Manufacturers of South Africa (NAAMSA) has 
welcomed Tom’s appointment, pointing out that it 
affirmed the industry’s commitment towards the 
transformation agenda of the automotive sector 
in the country. “In line with one of our strategic 
objectives, transformation for the automotive 
sector is imperative to the success and the sustain-
ability of the industry”, said Michael Mabasa, 
NAAMSA CEO.

According to Mabasa the transformation 
ambition is to grow the local automotive industry 
through the acceleration of employment of black 
South Africans, particularly in senior management 
levels, upskilling of black employees, empower-
ment of dealerships and authorised repair facilities, 
and substantially increasing the contribution of 
black-owned automotive component manufactur-
ers within the automotive supply chain. “Our 
commitment to transformation is solid and we are 
very pleased that the Isuzu Board has reaffirmed 
our collective commitment to a substantive and 
meaningful transformative agenda that will change 
the industry forever,” he said.

Tom will serve on the NAAMSA CEO 
Council, effective immediately, and participate 
as a Board Member of the African Association of 
Automotive Manufacturers [AAAM]. ■

New MD and CEO for Isuzu Motors South Africa

“In challenging times like these, it is important to keep 
calm, focused and to be flexible and innovative in delivering 
products and services to customers. The landscape is 
shifting quickly and we need to respond to this with purpose 
and speed.”

The transformation ambition is 
to grow the local automotive 
industry through the acceleration 
of employment of black 
South Africans.
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BY FUTHI CABE, WESBANK HEAD OF 
SME SEGMENT

According to a Business Insider SA report, South 
African Internet users spend more time online 
than in many other countries. Local users are on-
line roughly eight hours and 23 minutes every day. 
This is a third more time online than Americans 
and almost double than Germans.

Just about everyone you know, whether at 
home or at work, is linked up online and busily 
surfing the Internet. These days your customers, 
staff, kids and even your competitors expect you 
to be able to access the Internet and for you to be 
accessible online.

Raising the profile of your business online in 
a manner that talks to your customers is a must. 
Creative businesses establish an online presence 
because they realise that today’s clients expect to 
find them there. Newly formed and established 
businesses alike recognise that an online presence 
is essential for success.

Here are some important aspects to consider 
regarding an online presence for your business:

Be Intentional About Creating 
an Online Presence

You can’t afford to ignore that local Internet users 
spend over eight hours online daily. In order to be 
part of the cyberspace community and to show 
your customers that you are available to service 
their needs conveniently, you need to have an 
online presence. Online presence is a vital 21st 
century marketing tool.

Use Your Online Presence to 
Keep People Informed

Existing and potential customers want to know 
what it is that your company does, how your com-
pany can help them and how they can access your 
services or products. You can provide this informa-
tion anywhere in the world, simply, inexpensively 
and 24 hours a day online.

An imaginative and effective online presence 
will not only heighten awareness of your brand, 
but also boost public interest. It also provides you 
with the opportunity to answer frequently asked 

questions about your products and services, and 
about your business.

In addition, it enables you to make changes 
instantly and economically with respect to new 
prices, information, products and services and 
gives you the opportunity to interact with both ex-
isting and prospective customers and get feedback 
on how they experience your business.

Use Your Online Presence to 
Serve Clients and Customers

Making business information available is an 
important component of customer service and 
assists with customer retention. Creative use of 
your website will allow customers to order online, 
pre-qualify for certain services, make specific 
enquiries, seek your latest advice, see your specials 
and so on.

By building an online response system into 
your online platforms, you can ask for instant 
customer feedback about your products or services 
without the cost and lack of response often expe-
rienced through traditional customer feedback 
methods. A point of caution: customers expect 
real-time responses when they interact with you 
online. Ensure that you have sufficient capacity to 
meet this expectation, otherwise this can backfire 
badly and have an unintended negative effect on 
your business.

Use Your Online Presence to 
Sell Your Product or Service

Recent research by PayPal and Ipsos indicates that 
South Africans are spending more at online stores 
than ever before. Although most of this increased 
spend is determined by convenience and low costs, 
online retailers make use of a variety of techniques 
to get users to visit their stores, and to buy more 
than initially intended.

This includes offering incentives for signing up 
for newsletters, which offer specials, discounts, and 
other promotions in an attempt to get customers 
back onto their shopping platform. Some local 

online stores now also allow shoppers to skip 
the website experience and buy directly from a 
dedicated mobile app that sends push notifications 
directly to their pocket. Other techniques include 
“recommended” tabs, abandoned cart e-mails with 
discount codes to resuscitate lost sales, limited 
time only discounts, limited stock alerts, free ship-
ping with minimum spends, and free returns.

The introduction of universal codes of 
practice, security and protection of personal 
information, as well as effective payment process-
ing pave the way for consumers to bank online and 
purchase anything from cars to insurance products 
and even homes without leaving home.

Use Your Online Presence 
to Expand Your Markets

The beauty of online presence is that it enables you 
to reach your neighbourhood market as well as any-
where else in the country and even overseas. The 
International Telecommunication Union estimates 
that there are 3.9 billion people using the Internet – 
more than half of the world’s population.

Whether you sell nuts and bolts, fish tanks 
or highly specialised services, digital platforms 
will enable your customers to find you through 
available search engines. Put a lot of time into 
developing your online presence and give people a 
reason to keep coming back.

Use Your Online Presence to 
Stay Open 24 Hours a Day

You can serve your clients and customers 24 hours 
a day, seven days a week and with no overtime pay. 
Customise information to match the needs of your 
customers and collect data to put you ahead of 
your competition.

Use Your Online Presence 
as a Demo Site

As they say, a picture is worth a thousand words 
and a moving picture is worth a million people. 
Take advantage of exploiting the additional ben-
efits that online platforms allow you to communi-
cate better and try new creative ways of interacting 
with your customers.

 ■ As part of its commitment to support Small 
Businesses, WesBank has created a seven-part 
series of short podcasts. Watch all episodes at 
www.buzzsprout.com/995041. An SME101 
eBook has also been created and can be 
downloaded from www.wesbank.co.za/home/
small-business-asset-funding/small-business-
guide/. ■

Opinion

How to Raise the Profile of Your Business Online

Creative businesses establish an 
online presence because they 
realise that today’s clients expect 
to find them there.
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Earlier this month Mercedes-Benz South Africa 
(MBSA) handed over approximately 2 000 packs 
containing COVID-19 Personal Protective 
Equipment (PPE) to Grade 7 and 12 learners at a 
special event held at the Wongalethu High School 
in Mdantsane, East London .

Commenting on the handover, CEO of 
MBSA and Executive Director: Manufacturing, 
Andreas Engling said: “The manufacturing of 
hand sanitisers at our manufacturing plant and the 
procurement of essential items for the donation 
and distribution to our CSR beneficiary schools 
is yet another way in which MBSA is showing its 
continued support in the fight against COVID-19. 
We believe in making a difference by focusing our 
socially responsive efforts in the communities in 

which we operate. The handover of the essentials 
PPE today is an extension of the company’s focus 
on education and its support for the wellbeing, 
health and safety of its communities.”

The essentials packs contain facemasks, 
hand sanitiser, aqueous cream and COVID-19 
educational material. The distribution is part of 
the handovers scheduled to take place in June and 
reached 15 000 learners in eight Rally to Read 
Primary Schools, 15 STEP schools (9 Primary and 
6 High Schools) and 143 learners who attend the 
African Angels Independent School.

In May, following a declaration that the 
Buffalo City Metropolitan Municipality is a 
COVID-19 hotspot, MBSA pledged its support to 
the Eastern Cape Provincial Government with the 
manufacturing and supply of 3D printed recyclable 
plastic face shields and Continuous Positive 
Airway Pressure (CPAP) breathing aid devices, 
which are pending regulatory approval. ■

Corporate Social Responsibility

Seven weeks after the initial announcement of the 
company’s plans to provide a temporary medi-
cal facility for COVID-19 patients, Volkswagen 
Group South Africa (VWSA) has handed over 
the first phase of this project to the Eastern Cape 
Department of Health.

VWSA announced on 5 May that it would 
make its former Port Elizabeth plant, situated in 
Neave, available as an overflow facility to provide 
care for those diagnosed with COVID-19. With 
funding from the German Federal Ministry for 
Economic Cooperation and Development (BMZ). 
VWSA has since completed the first phase of 
equipping this facility, which can now accommo-
date 1 485 patients including high-acuity patients 
who require oxygenation. Once the second and 
third phases are complete, in accordance with 
the Department of Health’s standard operating 
procedures for field hospitals the facility could 
accommodate more than 3 300 beds for patients.

Aside from managing the process of equip-
ping the facility, VWSA contributed 1.3 million 
Euros (R25 million) for the facility, as well as the 
procurement of protective gear for staff at regional 
tertiary hospitals, regional Primary Care Clinics 
and COVID-19 test centres.

Around 600 000 Euros (R11 million) of 
this funding will also be used in support of the 

National Health 
Laboratory Service 
(NHLS) branch in 
Port Elizabeth, which 
is responsible for the 
majority of COVID-19 
testing in the metro. 
The branch is currently 
facing immense pres-
sure amid challenges 
that include the short-
age of testing kits.

The assistance from 
VWSA will include the 
sourcing of neces-
sary equipment, and 
improving the process 
flow of testing – all with 
the goal of doubling 
the current laboratory’s 
daily average output of 
1 500 tests to more than 3 000 tests.

“We have learned that collaboration is key 
when facing an unprecedented threat such as 
COVID-19,” said Thomas Schaefer, Chairman 
and Managing Director of VWSA. “This pan-
demic requires us to act decisively and with speed. 
VWSA has answered this call by completing and 

delivering phase 1 of the medical facility at the 
time when it is desperately needed by our Metro 
which is currently experiencing an alarming 
increase of infections. We are honoured to be able 
to provide this facility so our communities can 
receive the care they need during this difficult 
period of our lifetime.” ■

From left to right: Eastern Cape Premier Oscar Mabuyane, Rev. Dr Elizabeth 

Mamisa Chabula-Nxiweni, for whom the new field hospital is named, 

Minister of Health Dr Zweli Mkhize, VWSA Chairman and Managing Director 

Thomas Schaefer, Eastern Cape MEC of Health Sindiswa Gomba, and Nelson 

Mandela Bay Business Chamber CEO Nomkhita Mona.

VW Hands Over First Phase of COVID-19 
Temporary Medical Facility

MBSA Distributes Personal Protective 
Equipment to Learners in the Eastern Cape

Merc COVID-19 PPE Essentials Pack.
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Corporate Social Responsibility

Nissan and the University of Pretoria have 
partnered to create and manufacture INTUboxes, 
transparent vessel-boxes designed to protect 
health professionals who have to intubate and 
treat acutely ill COVID-19 patients. The INTUbox 
avoids viral droplets spreading to the attending 
health professionals by containing droplets inside 
the box, significantly reducing the risk of exposure.

During the handover at Prinshof Campus, 
Nissan and the University of Pretoria’s Faculty of 
Health Sciences explained that the INTUboxes 
demonstrate the adaptability of both organisa-
tions to heed President Cyril Ramaphosa’s plea to 
businesses that the country’s economy must be 
reignited in a manner that limits the spread of the 
virus and prevents panic.

“It is our responsibility as corporates to 
support the fight against the virus. Our health 
workers are at the heart of this fight, displaying 
courage and unwavering commitment while caring 
for patients,” said Shinkichi Izumi, the Managing 
Director of Nissan South Africa. “We must do all 
we can to ensure that the underlying economy 
continues to function and to focus support on 
those that need it, in whichever way possible.”

According to Prof Veronica Ueckermann, 
Head of the COVID response team and Adjunct 

Professor at the Department of Internal Medicine, 
University of Pretoria and Steve Biko Academic 
Hospital, 15 INTUboxes have been donated and 
each INTU box intubates one patient at a time.

“Two intubating stations are available in the 
emergency department at Steve Biko Academic 
Hospital (tent and isolation) and three at the 

Tshwane District Hospital (tent, emergency 
department and COVID ward). All doctors using 
the INTUboxes will be trained using simulated 
scenarios facilitated by Prof Ronel Herselman and 
a team of educators and clinicians at the Faculty’s 
skills labs. The valuable aspect of these boxes is that 
they can be reused after a thorough cleaning and 
disinfecting,” she added.

Nissan recognised the need to support its em-
ployees and the greater community by investigat-
ing Personal Protective Equipment (PPE) options, 
based on benchmarking. The INTUboxes were 
identified, and Nissan sought medical expertise 
and guidance from the University of Pretoria in 
manufacturing the boxes. Over the lockdown 
period, UP’s Faculty of Health Sciences and Nissan 
developed three iterations of the INTUbox. “We 
created a programme on one of our cutting robots 
to produce the boxes and employees volunteered 
their time to manufacture them,” said Shafick 
Solomons, Director of Manufacturing at Nissan 
South Africa.

“Providing these INTUboxes is a way for 
Nissan and UP’s Faculty of Health Sciences to 
protect and thank those who are working tire-
lessly to meet the country’s daily essential needs,” 
Solomons concluded. ■

Nissan and UP Faculty of Health 
Sciences Combat COVID-19

Kia Motors South Africa reaffirmed its commit-
ment to helping vulnerable South Africans by 
donating a Kia Picanto 1.0 START to the Beeld 
Children’s Fund. It is the third consecutive year 
that Kia Motors donates a vehicle, which the Fund 
will once again use as the grand prize in their an-
nual fundraising raffle. The raffle is also supported 
by Afrikaans radio station, Radiosondergrense 
(RSG 100-104fm).

“It is a privilege for us to once again support 
the Beeld Children’s Fund’s annual fundrais-
ing drive,” said Gary Scott, CEO, Kia Motors 
South Africa. “The youth represent the future of 
our country, and we are proud to help provide 
opportunities to thrive and prosper. We rely on 

organisations such as the Beeld Children’s Fund to 
be our hands.”

The Beeld Children’s Fund was founded in 
1977, and strives to assist children in need by 
focusing on programmes that aid the development 
of body, soul and spirit. It is a registered Non-Profit 
Organisation and Public Benefit Organisation. Last 
year, the Fund’s annual fundraising raffle raised a 
total of R729 245, which allowed them to support 
five development programmes.

Apart from the grand prize of a Kia Picanto 
START, there are also a number of other bonus 
prizes on offer. For every donation of R30, donors 
receive one entry into the raffle. Should a donation 
of R100 be made every month via EFT, credit card 

or Snapscan, donors receive four entries and are 
automatically in the running for a monthly bonus 
prize. Likewise, a monthly donation of R200 
secures eight entries, as well as automatic entry 
for all bonus prizes. Entries close at midnight on 
November 4th, 2020. ■

Angelique van der Westhuizen’s mother, Estelle, 

won the main prize in the Beeld Children’s Fund’s 

annual fundraising raffle in 2019.

KIA Donates Picanto to 
the Beeld Children’s Fund

“Our health workers are at the 
heart of this fight, displaying 
courage and unwavering 
commitment while caring 
for patients.” – Shinkichi Izumi
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Corporate Social Responsibility

Toyota, which has been the leading vehicle supplier to the South African 
minibus taxi industry since its inception in the 1980’s, has given this 
important industry support totalling R10.3 million as part of its COVID-19 
initiatives.

Toyota has made 40 vehicles available to taxi organisations to assist in 
the implementation of COVID-19 countermeasures, including inspecting 
taxi ranks.

“We are also providing bulk supplies of sanitisers and masks to taxi 
operators and commuters,” explained Leon Theron, Toyota SA’s Senior Vice 
President for Sales and Marketing. “The value of these two initiatives is 
R8.5-million, while a further R1.8-million is being invested in an educa-
tional programme for taxi operators and commuters.” ■

Support for SA Taxi Industry

The UN Environment Programme (UNEP) 
annually commemorates World Environment Day 
on June 5th, encouraging worldwide awareness and 
action for the protection of the environment.

The conservation and preservation of the 
environment has become a major worldwide 
issue, dramatically changing the attitudes of both 
consumers and large businesses. In fact the World 
Economic Forum’s latest Global Risks Report 
recognised that around 1 million animal and 
plant species are now threatened with extinction, 
many within decades. The report also noted that 
the top five risks to business around the world are 
environmental.

For 30 years, Ford has supported environmen-
tal education, research, and conservation projects 
around sub-Saharan Africa and the Ford Wildlife 
Foundation currently has 25 Rangers on loan to 
partner organisations, for the effective implemen-
tation of their projects.

“This year’s theme for World Environment 
Day 2020, Time for Nature, with a focus on 
biodiversity, is one that strongly resonated with 
us,” said Lynda du Plessis, manager of the Ford 
Wildlife Foundation. “Environmental education 
projects that bring information about the country’s 
biodiversity to the population are a crucial 
component of the Foundation’s objectives, as are 
research projects that investigate the impact of 
human activities on the environment.”

South Africa is well known for its cultural 
and linguistic diversity but it is also environ-
mentally diverse and is recognised as one of the 

most biodiverse countries in the world. With an 
increasing focus on leveraging the country’s rich 
biodiversity, there is a growing focus on educating 
the youth.

“We know that Africa has the largest con-
centration of young people in the world, so if we 
want to make an impact on conservation in Africa, 
youth must be on the frontlines of advocating for 
transformative environmental policymaking as 
well as implementation,” du Plessis explained.

To this end, one of the organisations supported 
by the Ford Wildlife Foundation is the Delta 
Environmental Centre. Through innovative educa-
tion and training programmes and consultation, it 
aims to enable young people to improve the quality 
of their environment.

Run by the Delta Environmental Centre, 
with support from the Ford Wildlife Foundation 
in the form of a Ranger, the Gauteng Youth 
Environmental Services Project is an accredited 
training environmental skills programme focused 
on professional development for 270 unemployed 
youth. Participants are actively engaged in doing 
community work with practical and theoretical 
training that expose learners to hands-on examples 
of sustainable living.

The main outcome of this project is for youth 
to realise a career opportunity in the environ-
mental sector and be active participants in their 
societies and economy.

The Ford Wildlife Foundation also supports 
the Wildlife and Environment Society of South 
Africa (WESSA) with a Ranger that is used for 

activities such as site support visits, training and 
awareness events and the distribution of materials.

Working with the Department of Tourism, 
WESSA conceptualised and implemented the 
Green Coast Stewards public works learnership 
project. Funding from the department allowed for 
the recruitment of 115 previously disadvantaged 
youth from the communities surrounding 21 focus 
sites located along the Wild Coast. The participants 
are paid a monthly stipend to support them and 
their attendance of the NQF Level 2 accredited 
Tourism Guiding course, which WESSA facilitates. 
They are also given other non-accredited training 
in ecology, environmental education, professional 
development, first-aid and health safety as well as 
child safety in tourism.

“Our young people have a duty of responsibil-
ity to our environment but equally our environ-
ment has much to offer them in terms of future 
prosperity and we would like to thank and honour 
our project partners like the Delta Environmental 
Centres Gauteng Youth Environment Services for 
creating those opportunities for young people in 
our country,” concluded du Plessis. ■

Ford Wildlife Foundation 
Celebrates World Environment Day
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According to Statistics SA, employment has been 
declining over the past two decades and South 
Africa’s workforce is not future proof, highlighting 
the need for upskilling the youth and workforce in 
South Africa. The current COVID-19 pandemic 
has made matters worse and it is more important 
than ever before to create an employable youth 
with better life opportunities going into the future.

“We believe that as a business we have a 
responsibility to play a part in the upskilling 
challenge in our country. Further to this, the 
working environment of the future will look 
much different and will require new skills which 
are harder to come by in vulnerable communities 
where opportunities are lacking,” said Hein Jordt, 
Managing Director of Ctrack. “Corporate Social 
Responsibility is our ongoing commitment to op-
erate ethically while contributing to the quality of 
life of our local community and the wider society”.

To this end, Ctrack has been assisting the 
Amy Foundation, an NGO offering development 
programmes to the youth in the Western Cape 
region, since 2014. The Amy Foundation’s vehicles 
travel into informal settlements where facilitators 
assist children with after school programmes to 

help advance skills for future development and 
employment. In order to keep these vehicles safe, 
they are fitted with Ctrack tracking devices and 
monitored free of charge.

The Amy Foundation (formerly Amy Biehl 
Foundation) aspires to empower young people 
(between the ages of five to 35 years) from chal-
lenged backgrounds and vulnerable communities. 
They assist to develop emotionally well-rounded 
youngsters to make positive life choices and to 
become economically viable members of society.

“Ctrack plays a pivotal role by keeping an eye 
on our vehicles, but has also shown us how the 
vehicles can be used and managed more efficiently. 

We are able to not only assist with collection of 
bread, food items, clothing and volunteers, but 
can also transport learners and staff to various 
outreach programmes, camps and outings,” 
explained Kevin Chaplin, Managing Director of 
the Amy Foundation.

“After school programmes provide an 
environment which allows children to overcome 
educational shortcomings. We focus on creativity 
to make learning more enjoyable while fostering 
the drive to academic success. Our Youth Skills 
Development programmes help young adults 
to better understand and prepare for the world 
of work, what to expect from employees and 
how to create prospects for entrepreneurship,” 
Chaplin elaborated.

The Amy Foundation has been active in 
providing learners in the Cape Town area with en-
richment opportunities for 22 years. It was named 
after American student, Amy Biehl, who was 
committed to making a difference in South Africa 
when her life was cut short in 1993. Determined 
to honour Amy’s love for this country and her 
belief in empowering young people, Amy’s parents 
founded the organisation. ■

Ctrack and the Amy Foundation Create a Better Future for SA Youth

Corporate Social Responsibility

A unique partnership in the Garden Route has 
provided hunger relief during these challenging 
economic times in South Africa, while simul-
taneously solving an ecological challenge in 
the area.

Invasive carp has been increasing in numbers 
in the Groenvlei Lake, a freshwater lake near 
Sedgefield. While local fishermen had been permit-
ted to fish in the lake during the lockdown period 
to remove the oily fish native to Asia and Europe 
from the area, there was not sufficient demand to 
create ecological balance in the lake.

With the growing need for food in the com-
munity due to the impact of COVID-19 infections, 
the fish have now become a valuable source 
of protein.

Disaster relief organisation Gift of the Givers, 
in partnership with the Knysna Municipality, 
have entered into an innovative partnership to 
distribute the fish to the needy in the greater 
Knysna area. However, transporting the fish to 
communities was a challenge, as the fish needed 
to be kept at very low temperatures in accordance 
with the conditions stipulated by the Department 
of Health. Isuzu Motors South Africa, through its 
truck dealership, Isuzu Truck Centre Cape Town, 

offered a refrigerated Isuzu truck to Gift of the 
Givers for this purpose.

“We could not have done this without our 
partners, including Isuzu who provided a critical 
element in terms of the logistics of transporting 
and keeping the fish at the correct temperature 
in a refrigerated truck,” said Mario Ferreira, Gift 
of the Givers Regional Head in the Southern 
Cape. “Depending on the catch, the team delivers 
fish daily.”

According to Dr Ernst Baard, CapeNature 
Executive Director, the Groenvlei carp manage-
ment project achieves three goals simultaneously: 
invasive alien species control, eco-system rehabili-
tation and social responsibility. “With CapeNature 
removing carp from the vlei and allowing the 
eco-system to return to normal and the Knysna 
municipality and non-government partners using 
the fish to supply members of local communities 
with much-needed nutrition, we have a win-win 
situation under the current circumstances,” he 
concluded.Mario Ferreira, left (Gift of the Givers) 
bags a carp handed to him by Renwill Hartnick 
from the Isuzu refrigerated truck which helps with 
this unique hunger relief project in the Greater 
Knysna area. ■

Mario Ferreira (left) from Gift of the Givers bags 

a carp handed to him by Renwill Hartnick from 

the Isuzu refrigerated truck which helps with 

this unique hunger relief project in the Greater 

Knysna area.

Innovative Hunger Relief Project in Knysna
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The African automotive sector is facing major 
volatility at all levels of its value chain as a result of 
the ongoing COVID-19 global crisis. Stakeholders 
across the sector, from traditional OEMs, new 
entrant automakers, dealerships, suppliers and 
financial services providers are going to have to 
evolve and act immediately to succeed in the face 
of the pandemic.

These are some of the key findings of the 2020 
Deloitte COVID-19 survey: The economic impact 
on the Automotive Value Chain (AVC), which 
surveyed 127 respondents from four industry 
associations representing the AVC across Africa.

“The automotive sector is one of the pillars of a 
country’s economy and is facing shocks at all levels. 
All players must rapidly evaluate the influence 
of the pandemic and take the required action to 
overcome its challenges hand-in-hand with cus-
tomers and employees,” said Dr Martyn Davies, 
Automotive Sector Leader, Deloitte Africa.

The survey, the first of its kind focusing across 
the value chain in Africa, asked the associations 
to provide their opinions and analysis regarding a 
variety of critical issues impacting the automotive 
value chain during the pandemic.

“The overall goal of our study was to provide 
a new view and answer important questions that 
would help inform companies’ focus their priori-
ties and better position business strategies and 
investments with government, financial institu-
tions and others in the automotive value chain,” 
commented Adheesh Ori, Automotive Strategy 
Lead, Deloitte Africa.

“Findings from our survey indicate that 
COVID-19 brings with it an opportunity for the 
automotive value chain processes to innovate, to 
become more customer centric and serve the needs 
of the market during this period and coming out 
of it.”

The state of play of the AVC was already under 
pressure prior to the pandemic, with 66% of the 
respondents reporting a decline in earnings and 
57% already focusing on new ways of working, 
changing operating models and developing cost-
saving initiatives.

“Strategic innovation and digital transfor-
mation have expanded the way in which the 
automotive sector in Africa thinks about how to 
operate and why. For Africans, there are local 
nuances that demand a shift in operating models 
and strategies for the future. Survey findings 
revealed that only 12% of businesses are looking 
to spend 50% and upward of their investments on 
strategy and innovation. It remains unclear which 
businesses will still be around in the next five to 
ten years,” Ori said.

Considering the eminent disruption in 
the global auto sector and the expected Africa 
COVID-19 pandemic peak, the automotive value 
chain in South Africa has begun to shift, by slightly 
increasing its focus on international markets. 
In SA, it will be important to create visibility for 
businesses’ supply chains to make agile decisions 
and improve liquidity to counter the effect of an 
expected further tightening of the market. From 
an extrinsic level, changes to operating models and 
community engagement remain areas for growth.

Currently, 51% of respondents estimated 
budgeted earnings would be halved or more. A 
post-COVID-19 Level 1 outlook revealed that 63% 
of respondents are expecting to reach a break-even 
point in less than 12 months, with liquidity being a 
top continued area of focus.

A shift of focus towards non-African markets, 
employee well-being and fast-tracked planning 

are seen as key response activities. Creating a 
safe return-to-work operational plan that fits the 
compliance standards set by the government has 
been a key focus for most companies in the sector, 
where less than a quarter of the workforce can 
work remotely, placing an emphasis on earnings 
reductions over employment cuts. Digitally up-
skilling the workforce to be able to work remotely 
and think differently remains a historic challenge. 

A change in operating models and implement-
ing new digital ways of working remain an area 
for growth.

Investing in new processes, rethinking busi-
ness strategies and partnerships to create a clear 
visible value chain will lead to collaboration across 
companies. This, in turn, will lead to the right 
decision-making process because it is transparent, 
inclusive, and collaborative. Such collabora-
tion means it can no longer be about working 
in isolation.

An increased focus should be placed on rein-
forcing upstream and downstream collaboration 
to improve supply chain flexibility and the ability 
to address changing customer demands. “This 
knock-on effect we are seeing in the industry is a 
result of a symbiotic relationship across the supply 
chain, which requires a balance between demand 
generation and supply. Neither can survive without 
the other,” said Ori.

“In Africa, it is really about unlocking the 
great potential on the continent especially from 
a regulatory and policy perspective in order to 
enable the Africa growth agenda but more so in 
policing that policy to ensure it implemented with 
effect” he added.

Meanwhile, further transparency in the value 
chain will open up opportunities to explore a mul-
titude of digital innovative technologies that will 
provide more efficient and cost-effective solutions, 
driving efficiency at a supplier level, manufactur-
ing level, parts optimisation, to sales and retail. It 
is no longer a case of “this is my “IP” and I’ll do it 
in isolation”.

“The sector can not merely outlast the 
economic effects if the pandemic. It’s time for 
speedy, decisive action to ensure cooperation 
and transparency between these role players,” 
concluded Davies. ■

“Findings from our survey indicate 
that COVID-19 brings with it an 
opportunity for the automotive 
value chain processes to innovate, 
to become more customer 
centric.” – Dr Martyn Davies

The Economic Impact of COVID-19 
on the Automotive Value Chain

Dr Martyn Davies, Automotive Sector Leader, 

Deloitte Africa.

Currently, 51% of respondents 
estimated budgeted earnings 
would be halved or more.
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With the second quarter of the year rapidly drawing to a close, the TransUnion SA 
Vehicle Pricing Index (VPI) for Q1 2020 shows that the South African car market 
saw a significant decline in the number of new and used cars financed in the first 
three months of the year as the market started feeling the effects of the COVID-19 
pandemic. This signals a bleak forecast for the local automotive industry for the rest 
of 2020.

The number of vehicles financed in Q1 2020 was 12% lower than the same 
period last year, with the month of March seeing a massive year-on-year decline 
of 35% for new vehicles and 31% for used vehicles. This is despite new vehicle price 
increases staying under inflation for more than two years.

The VPI for new vehicle pricing went up to 4% in Q1 from 2.3% a year 
ago, with the used vehicle index moving to 1.4% from 1.8% in 2019. The VPI 
measures the relationship between the increase in vehicle pricing for new and 
used vehicles from a basket of passenger vehicles which incorporates 15 top 
volume manufacturers. The index is created using vehicle sales data from across 
the industry.

According to Kriben Reddy, vice president of auto information solutions for 
TransUnion Africa, the Q1 VPI report painted a gloomy picture for the automo-
tive industry for 2020. With South Africa already in a recession at the end of 
2019, pre-pandemic forecasts were that the car market would decline by between 
3 and 5%, but the outbreak of COVID-19 could see new vehicle sales for 2020 fall 
even further.

“Consumers are currently uncertain on what the future holds, with unemploy-
ment rate increases, negative exchange rate impact, negative annualised GDP 
growth rate, and Moody’s and Fitch’s rating downgrade all putting pressure on 
disposable income. This translates to low consumer confidence, which will cause 
consumers to hold off on big purchases,” said Reddy.

Those who are buying cars are increasingly buying used vehicles. The VPI 
report shows the used-to-new vehicle ratio increased from 2.09 in Q4 2019 to 
2.13 in Q1. This means that for every new vehicle financed, 2.13 used vehicles 
are financed.

Finance applications for 2020 Q1 did not see major declines, as the majority 
of applications took place before lockdown, but Reddy believes there could be 
an increase in consumers rethinking purchasing decisions as they emerge from 
lockdown. According to research by TransUnion, almost eight in 10 South Africans 
(79%) say their household income has been negatively impacted by the COVID-19 
pandemic, with an additional 9% saying they expect that their household income 
will suffer in the future.

“This is a tough time for car dealers, who must use this opportunity to make 
changes to remain competitive in a post-pandemic world. There’s a significant 
opportunity to look at new ways of generating income, and to bring more of a 
digital element to the car purchasing process to do business remotely and minimize 
physical contact with consumers,” said Reddy.

“Going forward, it could take the industry a year or more to recover, although 
we expect to see some creative marketing campaigns post-pandemic to try and 
ease the pressure. The use of payment holidays from the manufacturers may allow 
consumers to purchase vehicles with no instalment payable for up to six months as 
they recover from the financial impact of the pandemic, for example. One thing is 
for sure, though: the lockdown will impact the way that consumers and dealers do 
business in the future,” he concluded. ■

About the VPI
TransUnion publishes the VPI on a quarterly 
basis. The vehicle risk intelligence company 
calculates the VPI from data it receives on 
monthly sales returns from thousands of 
dealers throughout the country, as well as 
vehicle financing registrations from all the 
major banks and vehicle finance houses.

108,077
VIN numbers

34,559 NEW
vehicles financed

73,518 USED
vehicles financed

VPI Q1 2020 – RESULTS

Vehicle Pricing Index (VPI) and Consumer Price Index (CPI)

New Vehicle Prices 
New vehicle price increases remain below inflation although we do expect increases to be 
above inflation before the end of the year.

Used Vehicle Prices 
Used vehicle price increases have slowed, to 1.4%, an indication that the used market is  
under strain. 

2.3% 4.0%

1.8% 1.4%

Vehicle Price Inflation: NEW
New vehicle pricing increased from 2.3% 
in Q1 2019 to 4.0% in Q1 2020.

Vehicle Price Inflation: USED
Used vehicle pricing decreased from 1.8% 
in Q1 2019 to 1.4% in Q1 2020.

USED-TO-NEW RATIO: 2.13 : 1

The used-to-new ratio is based on finance deals registered in the last quarter. The ratio for 
Q1 2020 is the same as in Q1 2019, and indicates that finance houses are financing 2.13 used 
vehicles for every one new vehicle. 

Q1 2020 Vehicle Asset Finance Results
Consumers’ purchasing power and their ability to 
purchase more expensive vehicles has not increased. We 
expect this to remain consistent in the upcoming months 
as new vehicle prices increase.

<R200,000 R200,000 - R300,000 >R300,000 
35% 29% 36%

15 top volume

18 YEARS
going strong

Want to learn more? 
Download the full report at 
https://www.transunion.co.za/lp/VPI 

© 2020 TransUnion LLC All Rights Reserved | 20-699767
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TransUnion Vehicle Pricing Index Q1 2020

First-quarter VPI Paints Bleak Picture

The TransUnion SA Vehicle Pricing Index (VPI) for new 
vehicle pricing went up to 4% in Q1 from 2.3% a year ago, 
with the used vehicle index moving to 1.4% from 1.8% 
in 2019.
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According to the latest Ctrack Freight & Transport 
Index, South Africa’s logistics industry experi-
enced its worst monthly volumes since records 
began. With a 20,9% decline compared to the same 
month a year ago, the volume of goods transported 
and stored in the country dropped by over one-
fifth during May.

However, the biggest volume drops shifted 
away from local land-based transport to inter-
national transport, and both SA’s rail freight and 
road freight volumes showed signs of recovery. 
In fact, both road and rail freight as well as 
storage volumes increased compared to April’s 
levels. The recovery in these sectors was realised 
as the country shifted from Level 5 to Level 4 
lockdown restriction.

The local transport sector has probably seen 
the worst, while international trade remains in the 
midst of the Coronavirus crisis.

The air freight sector needs to open up as soon 
as possible. It is clear that many air freight compa-
nies and freight forwarders in the sector will not 
survive. The air transport sector – both passenger 
and freight – may not return to pre-COVID-19 
levels for three years.

IATA estimates the sector will make losses 
of $84,3 billion this year having already lost $419 
billion in revenue. Between January and July, 7,5 
million scheduled flights were cancelled world-
wide. Non-scheduled air freight is down over 80% 
in some countries.

In a normal year, air freight transports over 
52 million metric tons of cargo, about 35% of 
all global trade by value. In SA, some respite is 
expected by the end of July as international flights 

ramp up. But clearly, air freight is the hardest hit 
sector in transport.

The good news is that, apart from air freight, 
the worst is now behind us and the governments 
of the world are working quickly to reopen their 
borders. Air freight volumes should see major 
improvement by August.

Perhaps the biggest question for transport 
and logistics service providers is when will normal 
trading conditions return. Experts believe road 
and rail freight volumes will get close to normal in 
the next three months or so.

“Normal” logistics volumes may mean 95% 
of the “old normal” for a while, though. The “old 
normal” for local land transport volumes may 
only be realised by the end of next year but, like 
all recessions, the first part of the bounce back 
is expected to be quick. It is the last part that 
always takes the longest. That is the nature of the 
business cycle.

“While air freight volumes remain a major 
concern, we can see there is some light at the end 
of what has been a very dark tunnel,” commented 
Hein Jordt, managing director of Ctrack South 
Africa. “People around the world have shown 
tremendous courage and resourcefulness during 
this unprecedented global pandemic. We are 
encouraged and remain hopeful that the logistics 
industry, like many others, will eventually return 
to some level of normalcy sooner rather than later,” 
he concluded. ■

Logistics Downside at its Worst
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Despite already facing domestic and foreign 
economic headwinds in 2019, the domestic 
automotive industry once again excelled on the 
export side. Several new export records in 2019 
compensated to a large extent for the progressive 
decline in the domestic new vehicle market over 
the past six years.

The 2020 Automotive Export Manual publica-
tion by Dr Norman Lamprecht, Executive Manager 
of the National Association of Automobile 
Manufacturers of South Africa (NAAMSA) and 
the Automotive Industry Export Council (AIEC), 
highlights that the export value of vehicles and 
automotive components comprised a record R201,7 
billion, equating to 15,5% of South Africa’s total 
exports in 2019. A record 387 125 vehicles worth 
a record R148,0 billion, along with a record R53,7 
billion in automotive components, were exported 
to 151 countries in 2019.

The broader automotive industry’s contribu-
tion to the GDP in 2019 stood at 6,4% (4,0% 
manufacturing and 2,4% retail). As the largest 
manufacturing sector in the country’s economy, 
a substantial 27,6% of value addition within the 
domestic manufacturing output was derived from 
vehicle and automotive component manufacturing 
activity, positioning the industry and its broader 
value chain as a key player within SA’s industriali-
sation landscape.

The domestic automotive industry’s top export 
markets in value terms in 2019 were Germany, 
with R75,5 billion, followed by Belgium, the UK 
and the USA. The UK, with 101 401 vehicles, was 
once again SA’s top destination for vehicle exports 
in 2019, with the Volkswagen Polo model topping 
the country’s export rankings. South Africa re-
mains a strategic supplier of catalytic converters to 
the world, and by value, this component category 
maintained its dominant export position under 
the APDP in 2019, as the focus of exporters tends 
to be on high-value locally beneficiated, logistics-
friendly automotive components.

The trade arrangements that South Africa 
enjoy with the European Union (EU), allowing 
for duty free vehicle and automotive component 
exports to the 28 countries in the region, as well 
as the AGOA trade arrangement with the USA, 
enhanced exports to those countries. The EU, with 

exports of R129,7 billion, or 64,3% of the total 
export value of R201,7 billion, was the domestic 
automotive industry’s main export region in 2019. 
Africa was the industry’s second largest export 
region with an export value of R31,9 billion, or 
15,8% of the industry’s total export value.

The African Continental Free Trade Area 
(AfCFTA), to be implemented on 1 July 2020, could 
unlock many opportunities for South Africa in 
expanding regional integration into the continent, 
considering that 84,3% of the country’s automotive 
exports into Africa were destined for SADC, which 
is the free trade area SA is part of.

On the import side the top country of origin 
for vehicle imports in 2019 was India, with 106 
199 units, or 36,5% of total passenger car and light 
commercial vehicles imported. As a production 
hub for entry-level and small vehicles, most of the 
vehicles imported from India fell in these catego-
ries which comprise the bulk of new vehicle sales 
in the domestic market. India’s profile is suited to 
produce small cars, which dominate its domestic 
market. Volkswagen’s Polo Vivo is the only vehicle 
in these segments manufactured in South Africa. 
The value of vehicle imports from Germany, which 
included the premium brands, however, was 
almost 50% higher compared to those imported 
from India.

According to Lamprecht the local automotive 
policy regime encourages domestic OEMs to man-
ufacture high volumes of selected models linked 
to export contracts to obtain economies of scale, 
coupled with low-volume models imported to 
complement domestic market mixes. South Africa 

has one of the most competitive trading environ-
ments in the world, and in 2019 offered consumers 
a choice of no fewer than 46 passenger car brands 
and 2 507 model derivatives, the widest choice of 
new cars to market size ratio in the world. Nine of 
the top 10 selling vehicles in 2019 were locally built 
passenger cars and light commercial vehicles.

Original equipment (OE) component imports 
by the seven vehicle manufacturers in South Africa 
increased to R106,8 billion in 2019, up by R9,0 
billion, or 9,2%, from the R97,8 billion in 2018, in 
line with the industry’s record vehicle production 
volume, supported by the record vehicle export 
volume in 2019. Germany, Thailand, Japan, the 
US and China represented the main countries of 
origin for these components.

High value, capital-intensive componentry, 
such as the powertrain and telematics, which 
collectively account for about 50% to 60% of the 
value in a modern vehicle, are mainly imported 
into South Africa and the remainder sourced in 
the domestic market. Global sourcing principles 
apply, which mean that every vehicle manufacturer 
sources a specific component from a specific glob-
ally recognisable brand supplier.

The country’s global vehicle production 
ranking remained at 22nd in 2019, although its 
market share improved from 0,64% to 0,69% due 
to the record 631 983 vehicles produced in 2019, 
supported by the industry’s record vehicle export 
performance. In terms of global LCV produc-
tion, South Africa was ranked 14th with a market 
share of 1,25%. It remained the dominant market 
on the African continent and accounted for 
57,2% of total African vehicle production of 1,12 
million vehicles.

Lamprecht said that globally there is an 
interdependent relationship between the automo-
tive industry and governments – the automotive 
industry depends on government support to 
improve viability, while governments support 
automotive industries to spur economic develop-
ment. In South Africa the success of the country’s 
automotive industry has and will continue to be 
of central importance to the future growth and 
prosperity of the country’s economy. ■

Dr Norman Lamprecht, Executive Manager of the 

National Association of Automobile Manufacturers 

of South Africa (NAAMSA) and the Automotive 

Industry Export Council (AIEC).

Automotive Industry Exports Excel 
Pre-COVID-19

South Africa remains a strategic 
supplier of catalytic converters to 
the world.

Original equipment (OE) 
component imports by the seven 
vehicle manufacturers in South 
Africa increased to R106,8 billion 
in 2019.
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Mercedes-Benz Uptime offers 
an innovative service product for 
customers of Mercedes-Benz 
Trucks through intelligent vehicle 
networking in real time and 
through intensive customer care.

Working Wheels

In November 2019 specialist commercial vehicle 
journalists from Europe, South Africa, Russia, 
Brazil, Australia and China voted the Mercedes-
Benz Actros Truck of the Year for the fifth time 
since the first generation. In line with the jury 
rules, the title is awarded annually to the truck 
that makes the biggest contribution towards road 
transport innovations that are advantageous to the 
economy, emissions, safety, drivability and comfort 
of vehicles.

This award winner was recently introduced 
locally.

“We are very proud and excited to introduce 
this phenomenal truck in the year in which it 
essentially holds the Global Truck of the Year 
title. This is not only historic for our market, but 
validates our progressive efforts to close the gap 
between our local and international product offer-
ings,” stated Michael Dietz: CEO Daimler Trucks 
& Buses Southern Africa.

Introducing over 64 new technological features 
and advancements on the Actros, Mercedes-Benz 
Trucks is committed to the ongoing development 
of its products to ensure lower total costs, greater 
safety, and maximised use for customers. “We 
are extremely honoured to fulfil our promise to 
expediently introduce the latest technology on the 
range without further delay,” said Maretha Gerber, 
Head of Mercedes-Benz Trucks. 

In comparison to its predecessor, customers 
can expect up to 5% lower fuel consumption on 
the new Actros range, mainly attributable to the 
Predictive Powertrain Control (PPC).

In addition to a satellite-based positioning 
system, PPC uses accurate digital road maps that 
contain data on topography, which means the 
truck knows the road and route profile ahead. This 
allows the new Actros to employ an anticipatory 
driving style, saving as much fuel as possible and 
ensuring optimal driver support. PPC requires 
precise 3D map data for effective deployment of 
functionality and Daimler Trucks made a notable 
investment to ensure all primary routes and 
most of the secondary routes in South Africa are 
mapped prior to the launch of this truck.

The Actros also boasts four other core features 
that make it stand out in the market.

The first of these is the MirrorCam, which 
replaces the conventional main and wide-angle 
mirror with a camera system.

Another new feature is the Multimedia 
Cockpit. The neatly arranged and clear display 
informs the driver of all essential driving and 
operating states, as well as the actions performed 
by and other driver assistance systems, including 
the new Active Brake Assist 5.

The latter is now capable of carrying out 
emergency braking when encountering pedestri-
ans crossing its path, approaching from the front 
or walking across. If Active Brake Assist 5 detects 
a risk of collision with a vehicle travelling ahead, 
a stationary obstacle or a moving pedestrian, the 
driver is alerted of the danger by a three-stage 
escalating warning system.

Lastly, with the aim of greater vehicle avail-
ability, Mercedes-Benz Uptime offers an innovative 
service product for customers of Mercedes-Benz 
Trucks through intelligent vehicle networking in 
real time and through intensive customer care.

Mercedes-Benz also announced that six new 
models have been added to the existing Arocs 
range; three freight carries (the Arocs 3336/48, 
the Arocs 3340/48 and the Arocs 3352/45), an 8x4 
tipper (the Arocs 4145K/51) and two all-wheel 
drive off-road vehicles (the Arocs 1845AE/45 and 
the Arocs 3345AE/45).

With new enhancements such as the multi-
functional steering wheel, the electronic parking 
brake and the key-less start, which improves driver 
convenience, the Arcos is more functional and 
comfortable than ever. Furthermore, all models 
come standard with a seat belt monitor, rain sen-
sor, and rubber mats for driver and co-driver’s side.

“With the addition of the new Actros and ad-
ditional Arocs models, I am pleased to say we now 
boast a complete product line-up within the Heavy 
Duty Truck segment, that is not only unmatched 
in its design, but offers value for money to our 
customers,” concluded Gerber. ■

Mercedes-Benz Expands Truck Range
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UD Trucks Telematics Services is now standard 
on every new UD Trucks vehicle purchased, 
backdated to 1 March 2020.

“Technology such as telematics will play an 
increasingly important role in the ever-changing 
transport environment,” stated Filip Van den 
Heede, managing director of UD Trucks Southern 
Africa. “It empowers fleet owners to streamline 
their operations, getting the most out of their 
investment while delivering added value, included 
enhanced turnaround times, to their customers.”

Telematics is a high-tech wireless communica-
tion service that helps keep trucks on the road for 
longer, reduces costs, allows for planned mainte-
nance, and provides immediate assistance case of 
an emergency. As it is now integrated into every 
UD Trucks model in South Africa, fleet owners 
can maximise the effectiveness and profitability of 
their businesses.

UD Trucks’ telematics system basically 
monitors the heartbeat of the truck as it provides 
real-time positioning, information on preventa-
tive maintenance and manages the breakdown 
assistance. This also provides fleet owners and 

UD Trucks dealers with all the information they 
need to do the required preventative maintenance 
on time, and to schedule standard services 
more efficiently.

“Ultimately, it is about peace of mind. 
Empowering you to protect, guide and utilise 
your fleet to its fullest potential,” explained Van 
den Heede.

The service is free for one year from date of 
purchase, after which fleet owners will have the 
option to renew the contract.

“Today, society and the logistics industry are 
facing serious challenges and disruptions. For the 
transport industry this means increasing pressure 
on cost and efficiency, tougher regulations, and 
changing transport demands,” said Van Den 
Heede. “The world needs a logistics system that 
meets these challenges and harnesses the potential 
benefits of new technologies such as connectivity 
through telematics.”

Connectivity is the enabler of both automa-
tion and electromobility, technology that UD 
Trucks has already made great strides in. UD 
Trucks has around 45 000 vehicles connected 

worldwide through the UD Information Service, 
which uses data collected from each vehicle to help 
improve uptime.

By analysing digital data collected from 
customer driving behaviour, UD Trucks also gains 
insight on how to design even safer and more 
dependable trucks.

“We are committed to ensuring that our 
customers receive the full benefits of the solu-
tions and products we are developing, which will 
ultimately make life better for everyone in our 
society,” concluded Van Den Heede. ■

Telematics Now Standard Across Entire 
UD Trucks Range

Fleet op-
erators in the 
commercial 
vehicle sector 
are challenging 
conventional 
thinking and 
business 
practices. This 
is according to 
John Loxton, 

WesBank 
Head of Fleet 

Management and Leasing.
“The world has changed from the days when 

corporate truck operators used to manage all op-
erational functions themselves. We have witnessed 
an acute awareness of managing a business as 
prudently as possible and this includes challenging 
the way customers transact around the purchase, 

maintenance and disposal of commercial vehicle 
fleets,” said Loxton.

“Full maintenance leasing offers corporate 
fleet operators the ideal mechanism to achieve real 
cost savings and to improve their cash flow. That 
is perhaps why we are seeing such a significant 
increase in the number of fleet operators talking to 
WesBank about reducing their cost base.

“We need to be asking whether the fleet 
operator or cargo owner requires the physical truck 
to get their product to market or if they merely 
require the capacity offered by the vehicle? A logis-
tics company could possibly consider ownership 
as a necessity but in reality, they are only selling 
the capacity and ability to move such capacity 
between distribution centres and to customers 
in terms of the use of their commercial vehicles,” 
Loxton continued.

Reducing monthly costs is fairly complex as it 
involves discipline and proper management and 

accountability within the operations of the fleet 
operator. The cost of leasing will be reduced over 
time as long as unnecessary use of the vehicle 
is avoided and the asset is properly looked after. 
“Leasing or long-term rentals is one way of secur-
ing a good deal and we are in an excellent position 
to offer customers the best deal by applying our 
fleet management skills and knowledge to the 
benefit of our customers,” he explained.

The reduction in overall cost will be a function 
of evaluating and comparing leasing as an alterna-
tive on the basis of a discounted cash flow analysis 
in order to identify the most suitable funding 
method that would offer the lowest after-tax cost 
over time.

“The world as we know it has changed and 
fleet operators in the commercial vehicle sector 
will have a keen interest in preserving existing 
cash flow and the overall cost management in the 
months to come,” Loxton concluded. ■

Significant Increase in Fleet Operators 
Looking to Improve Cash Flow

John Loxton, WesBank Head of 

Fleet Management and Leasing
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Working Wheels

Hino South Africa once again topped the ranking 
list in the overall Datatrack Comparative Customer 
Experience Survey at the end of the first quarter of 
2020. Hino had a first quarter combined score of 
98.53 for Sales, Service and Parts, which was 0.66 
points ahead of the runner-up.

Competition among the various truck 
manufacturers and importers operating in South 
Africa is extremely keen and competitive with the 
national average for overall customer satisfaction 
in the first quarter of 2020 standing at a very 
creditable 93.49.

Hino had been the leader in overall customer 
satisfaction for five straight quarters before it 
slipped to third place in the last quarter of 2019.

Besides coming out on top in the combined 
scoring Hino placed first in the rankings on Parts 
with a score of 99.82, compared to 97.30 for the 
runner-up. Hino was runner-up in Sales with a 
score of 97.99 and third in the Service rankings 
with 97.65 points.

This was the seventh consecutive quarter in 
which Hino had placed top in the Parts category, 

scoring full points (5) in six of the eight segments 
researched in this segment. These included the sup-
plier having good replacement parts of high quality 
with parts people in the dealership who commu-
nicate well and with whom the truck operator has 
a good business relationship. The other questions 
where Hino rated top was in terms of adding value 
to a customer’s business and that the customer will 
use the same Hino parts supplier in future.

“We are very pleased that we have regained top 
position in this important indicator of customer 
service, and I am very proud of the way our dealer 
network took up the challenge of getting back to 
the number 1 spot after the reverse at the end of 
last year,” commented Pieter Klerck, who is head 
of operations at Hino South Africa.

“Our ongoing strong performances in theses 
quarterly Data Track surveys is due to the way 
we continue to implement Hino’s international 
strategy of Total Support, which hinges on build-
ing strong and meaningful relationships between 
Hino Japan, Hino South Africa, our dealer 
network, suppliers and service providers and, most 

importantly, our 
customers. We 
all work towards 
a common goal 
of ensuring 
we provide 
the best and 
most suitable 
products and 
services in the 
local trucking 
world,” Klerck 
concluded.

Datatrack 
has been conducting these independent quarterly 
surveys, compiled from customer interviews with 
fleet operators regarding truck manufacturers and 
importers in terms of service levels in sales, techni-
cal service, and parts, since 1989. The methodology 
has been adjusted over the years to ensure ongoing 
relevance for this credible benchmark for the 
truck industry. ■

Hino Tops SA Truck Satisfaction List

Pieter Klerck, Head of 

Operations, Hino South Africa.

As part of its commitment to pro-actively assist 
and guide the road freight industry through the 
complexities of the COVID-19 pandemic, the Road 
Freight Association (RFA) has compiled a series of 
information videos for the workplace.

“These videos were designed in a series of 
five to enable easy distribution via WhatsApp,” 
explained RFA Chief Executive Gavin Kelly. “We 
have also made it affordable for all trucking com-
panies, to enable them to send it to their workers. 
What’s more, the videos are available in English, 
Xhosa and Zulu”.

The topics of each video are:
1. Staying safe while trucking – see  

https://youtu.be/KbDkBi04840
2. Know the symptoms of COVID-19 – see  

https://youtu.be/DFllN5l5dH4
3. What to do if you show symptoms – see  

https://youtu.be/WtWZMEaNmkg
4. Care for yourself at home with COVID-19 – see 

https://youtu.be/0Dkrrf2jwCk
5. Preventing the spread of COVID-19 at the 

workplace – see  
https://youtu.be/GqDayUqFKig

All five videos are available to RFA Members 
for only for R990.00 excluding VAT. Non-
members can also purchase the set for R1 999.00 
excluding VAT.

“These videos are both entertaining and in-
formative – essential viewing for all those working 
in the road freight industry to help them navigate 
these difficult times ,” concluded Kelly.

To order the videos please email Charlene on 
charlene@rfa.co.za ■

RFA Compiles COVID-19 Information Videos to Assist Trucking Companies
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With the economy finally opening up, busi-
nesses in the tyre industry are adapting to the 
new normal.

According to Hedley Judd, National Director 
of the Tyre, Equipment, Parts Association (TEPA), 
business is almost back to normal trading levels in 
the rural areas, where they have seen a 75 to 80% 
return to normal business. However, it is still erratic 
in the metropolitan areas. “We are seeing a spread 
ranging from 40% to the 75% mark,” he said.

Significantly, the explosion in digital commu-
nication during lockdown has seen many dealers 
who traditionally shied away from technology 
embracing the systems and finding opportunities 
in the sharing of technical specifications and even 
being able to share stock to assist other dealers in 
trouble with traditional supply.

Lockdown has also fast-tracked collabora-
tion between three of the aftermarket group of 
associations. TEPA, together with the Motor 

Industry Workshop Association (MIWA) and the 
Automotive Remanufacturers’ Association (ARA), 
for example, have partnered with Gondolier, the 
importers of Jonnesway tools, to release the first 
in a series of podcasts for members. The podcasts 
focus on the launch and development of a support 
program which will provide members with an 
informative and educational series focusing on 
tools, how to use them and how to evaluate the real 
value of quality tools

“There is no doubt however that our members, 
who represent 1 100 of the tyre equipment and 
parts dealers nationally, have felt the stress of 
lockdown. Adherence to the regulations comes at 

a cost and many struggled to access the various 
financial relief measures through corporate 
funding mechanism, UIF and TERS,” said Judd. 
“Fortunately, the RMI stepped in and offered 
members the assistance of the Motor Industry Staff 
Association (MISA), to facilitate the claims process 
for TERS benefits on behalf of the employees of 
RMI members.”

As businesses across South Africa adjust 
to “business abnormal” or “the new business 
normal”, Judd is not anticipating too much change 
in the automotive aftermarket industry. “We don’t 
believe the functional demands of the industry 
will change much. We do, however, anticipate 
that the lessons learnt during lockdown in terms 
of digitisation will have a profound influence on 
the way the supply chain works and how business 
is conducted where a physical presence is not 
mandatory for the efficacy of the work being done,”  
he concluded. ■

Discovery Insure, in partnership with Motus 
Financial Services, recently announced a new 
product providing vehicle warranty cover to its 
clients. The new product, available exclusively to 
Discovery Insure clients, comprises comprehensive 
and market-leading mechanical breakdown 
and electrical failure cover for 36 critical vehicle 
components, with no cover limits.

Said Anton Ossip, CEO of Discovery Insure: 
“Our driving behaviour technology allows us 
to collect telematics data for each driver on our 
Vitality Drive programme, making it possible to 
tailor-make premiums for our warranty product.” 
This telematics-based warranty cover is a world-
first, with up to 100% vehicle servicing discounts 
for driving well.

“We are able to cover a more comprehensive 
list of critical components, with no limits, due to 
the data we have collected from operating in the 
motor industry market for decades. This product 
encourages good driving with premiums based 
on a driver’s specific driving profile as well as the 
unique circumstances of the vehicle compared to a 
market where premiums are mostly undifferenti-
ated,” added Kerry Cassel, CEO of Motus Financial 
Services.

Discovery Insure, a leading South African 
short-term insurance company, wants to create 
a nation of great drivers. Its business model is 

anchored on its Shared-value Insurance model 
that encourages drivers through the Vitality Drive 
programme to improve their driving behaviour, 
using telematics data collected from their vehicles, 
and reward them for their good driving.

Motus Financial Services develops and distrib-
utes innovative vehicle-related financial products 

and services through importers, distributors, 
dealers, finance houses, call centres and digital 
channels. Motus is SA’s largest automotive group 
and apart from its interests in financial services, 
the company represents 22 OEMs through over 
300 dealerships. Its unrivalled footprint across the 
country allows Motus to quickly gauge changes in 
motoring trends.

“Together, our two companies saw a busi-
ness opportunity in the market where we could 
combine Motus’ expertise in the vehicle warranty 
business with Discovery Insure’s Vitality Drive 
programme to create the world’s first telematics-
based warranty product,” explained Ossip.

“By driving well, drivers who have our 
telematics-based Warranty product will be able to 
access the Vitality Drive vehicle servicing benefit 
discount up to a maximum of 100% depending on 
the Vitality Drive status of the client, limited to a 
R5 000 spend, when visiting a dealership that is part 
of our network, including over 270 Motus Retail 
service centres as well as Bosch service centres.”

“As Discovery Insure, we are excited to work 
with Motus to bring this world class offering to 
our clients,” says. “We look forward to seeing the 
success of this product and creating a stronger 
relationship to bring more value to our clients,” 
Kgodiso Mokonyane, Head of Strategy at 
Discovery Insure concluded. ■

World-First Telematics-Based 
Warranty Product Introduced

Digitisation will have a profound 
influence on the way the supply 
chain works.

Tyre Industry Getting Back on its Feet
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According to the “Global Automotive Color 
Popularity Report 2019” from the paint manufac-
turer Axalta, grey was the most popular colour for 
new cars in Europe last year. At 24%, it overtook 
white (23%), although the latter still reigned 
supreme worldwide. Black came in third in Europe. 
Together, these three colours had a two thirds 
market share; when silver (10%) is added, it is more 
than three quarters. Blue (10%) and red (6% per 
cent) were the highest placed “bright” colours.

For Elke Dirks, Automotive OEM Colour 
Designer for Axalta in Europe, the Middle East 
and Africa, the rise of grey came as no surprise. 
“Grey stands for practicality and professionalism, 
style and elegance,” she said. “A grey car signals 
that the driver does not need to draw attention 
to themselves with a bright colour. Thanks to 
new pigments and effects, the previously rather 
inconspicuous colour is now often very stylish. It 
takes around two years to completely develop a 
new colour, so we have to recognise tomorrow’s 
colour trends today.”

But how are future trends recognised and how 
are they then implemented in car paints? And 
above all, how are those colours repaired? Whether 
or not a newly developed colour makes it onto a car 
can depend on whether it can be properly repaired.

The Axalta OEM colouristic team evalu-
ates a wide variety of indicators. In addition to 
analysing colour statistics as well as customer 
and model-related properties, they also look at 
fashion and zeitgeist. Added Dirks: “Trends in 
clothing, furniture and accessories, even articles in 
magazines – everything can provide clues.”

But not every shade that Dirks and her 
colleague Christiane Lüdecke develops makes 
it onto the car. Sometimes a colour fails due to 
production-related reasons, and sometimes it is 
because of the development of a repair formula. 
Harald Klöckner, Head of Standox Training 
EMEA, explained: “The paint development for 
a car manufacturer does not only include the 
production paint, but also the right repair paint, 
because at some point bodyshops must be able to 
repair paint damage perfectly.”

Standox is in regular contact with its OEM 
paint colleagues. “This cooperation,” said 
Klöckner, “naturally makes the development of 
suitable repair formulas and paints easier.” Such 
close coordination is not a matter of course: not 
every production paint manufacturer is active in 
the refinish area, and vice versa.

The development of a paint repair formula 
is a lengthy and time-consuming procedure. It 
includes microscopic analysis to identify pigments, 
the calculation of mixing formulas and the 
creation of spray patterns by robotics to obtain 
a neutral spray pattern. The results obtained are 
checked again and again and refined. And this 
is how Standox develops around 60 new mixing 
formulas every week and deploys them via its 
online colour software Standowin iQ. “It is a lot of 
effort,” admitted Klöckner. “But we know we can 
ensure that our partners always achieve the best 
possible results.”

For more information from Standox on car 
colours visit www.standox.co.za/think-colour. 
Details on the results of the current Color 
Popularity Report from Axalta can be found at 
www.axalta.co.za. ■

Grey was the most popular colour 
for new cars in Europe last year. At 
24%, it overtook white (23%),

Examining Car Colour Trends
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