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Many major companies with significant interests 
in transport and the automotive industry – both 
international and here in South Africa – are being 

forced to make huge cuts into their staff and their 
assets as COVID-19 takes its global toll.

Here in SA we are witnessing major JSE-listed 
companies Bidvest, Barloworld and Motus all 
making huge cuts to remain sustainable in a 
much-changed world. A major target for all three 

is exiting or reducing involvement in their car 
rental business.

These decisions have a double whammy for the 
groups as they then no longer have a wholly owned 
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MONTHLY SALES STATISTICS

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

CLICK HERE to access
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captive market for sales into the 
rental sector of the vehicle market 
through their dealer networks.

The biggest shock is the an-
nouncement by Bidvest Automotive 
chief executive Steve Keys that it 
plans to close or sell Budget Car 
Rental, one of the largest businesses 
of its type in SA, with more than 100 
branches countrywide. Writing in a 
letter to staff Keys said that the car 
rental company was not producing 
a return to satisfy its shareholders. 
All positions in the company may be 
declared redundant.

Barloworld has embarked on 
a programme to cut the headcount 
by 20–25% (about 2 500 people) by 
the end of the current financial year, 
with the automotive and logistics 
operations, in particular car rental, 
mostly affected. The retrenchment 
programme, which includes early re-
tirement, is expected to cost as much 
as R320 million. Barloworld CEO, 
Dominic Sewela, has said the group 
will be exiting the logistics business 
and was putting its automotive divi-
sion under “business review”.

Barloworld automotive and 
logistics CEO, Kamogelo Mmutlana, 
said that between 50-60% of the staff 
in its Avis and Budget-Rent-a-Car 
rental operations will be retrenched. 
Twenty-six of the 90 rental offices 
will be closed too. There were 27 000 
vehicles in the rental fleet at the 
end of March and the plan is to 

defleet to about 10 000 vehicles by 
February 2021.

Motor retail retrenchments will 
target about 30% of the workforce 
with a similar percentage in logistics, 
while it is planned also to cut head 
office staff by 47%.

Motus, which was unbundled 
from Imperial Holdings and listed on 
the JSE in November 2018, is taking a 
similar path. It has announced plans 
to cut almost 2 000 heads from the 
15 000 people employed, including 
about 900 in the rental division 
where Motus has the Europcar and 
Tempest brands. Besides 50-60 staff 
members being retrenched and 20 
branches out of 117 being closed the 
rental fleet will be slashed by 40%.

Combined Motor Holdings 
(CMH) is another JSE-listed 
company with major involvement in 
the motor business which is cutting 
staff. The staff complement has been 
reduced by 15% already and a further 

15-20% reduction is anticipated over 
the coming months.

Internationally, Daimler said the 
pandemic has put more pressure on 
the company which had announced, 
in November 2019, 10 000 job cuts 
by 2022. This could now extend to 
another 10 000 retrenchments by 
2025. Total global workforce at the 
end of last year was 299 000. Drastic 
pay cuts are also being implemented, 
with executives losing a higher 
percentage than other workers.

BMW will cut 6 000 workers 
from its global workforce of 126 000 
and will also not fill a number of 
vacant positions.

Smaller companies are also 
being forced to cut employment: 
Bentley is retrenching 1 000 people, 
while M-Sport – which competes in 
the World Rally Championship and 
ran the Bentley racing team – had 
200 staff on furlough and has now 
had to retrench 100. McLaren, 
including the Formula 1 racing team, 
is cutting staff by 1 200. What is a 
tragedy is that most of the people 
working at these types of companies 
are highly skilled and specialised, 
so they are unlikely to easily find 
other employment. ■

The biggest shock is 
the announcement by 
Bidvest Automotive 
chief executive 
Steve Keys that it 
plans to close or sell 
Budget Car Rental ... 
All positions in the 
company may be 
declared redundant.
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BY ROGER HOUGHTON

Sales of new vehicles to rental companies 
– a major component of monthly retail 
numbers for the past several years – col-
lapsed by 12% year-on-year in June under 
the onslaught of the COVID-19 pandemic, 
which has virtually closed the tourism sec-
tor and drastically reduced business travel.

The rental share of total sales in June 
2019 was 12.5% and in June this year its 
share dropped to only 0.4%. This situation 
will have a long-term effect on the industry, 
as it will limit the supply of used vehicles 
into the market in the future.

In the meantime, used car dealers – 
 especially those in groups with rental affili-
ates – are being hit by a deluge of pre-owned 
models as the rental fleets defleet in volumes 
never seen before. For instance, Barloworld 
will decrease its Avis fleet by 17 000 vehicles 
from 27 000 in March 2020 to 10 000 in 
February 2021.

This inflow of used stock will be wel-
comed in the short term, but down the line 
it will take time to rebuild the fleets so that 
they provide a regular supply of late model 
cars and LCVs with a full service history 
and comparatively low kilometre readings 
to the used vehicle retailers.

Sales to the rental fleets usually make 
a significant contribution to the total, 
but in June they were bottom of the pile. 
Franchised dealers were responsible for 
selling 91.3% of the aggregate sales of 31 867 
units in June. Next highest share was the 
government at 4.6%, followed by industry 
corporate fleets (3.7%) and rental (0.4%).

Several motor companies bolstered 
their sales in June by registering 1 474 units 
into their company fleets, which was only 70 

units less than they put into their own fleets 
in June 2019.

Total domestic sales in June were 30.7% 
down on the figure of 45 953 units sold in 
June 2019, while exports declined 38.7% 
year-on-year.

The passenger car market declined by 
33.4% to 19 264 units in June 2020 com-
pared to the same month a year previously, 
while light commercial sales were 29.7% 
lower at 10 189 units.

Sales of medium and heavy trucks 
reflected a mixed performance with a fall 
of 26.6% in the case of MCVs and a rise 
of 6.5% in sales of heavy trucks and buses 
compared to June 2019.

High points

It was not all doom and gloom with the 
monthly sales figures in June though.

The big surprise came from Suzuki, 
which stunned the market with a stellar 
performance in June – in the middle of 
the pandemic – as its enthusiastic dealer 
network broke all existing records by selling 
1 433 units, with all but one unit sold 
through the dealer network. The single unit 
was registered as a company vehicle. This 
is an amazing performance considering it 
had no help from sales to rental companies, 
which are sometimes significant contribu-
tors to Suzuki’s monthly returns.

This impressive achievement placed 
Suzuki seventh in aggregate sales – ahead of 
established brands such as Mercedes-Benz, 
Renault, Kia, BMW, and Mazda – with a 
share of 4.5% of the total market and 7.2% 
of the passenger car segment. The Suzuki 
team was particularly proud of the fact that 
its S-Presso newcomer contributed 555 units 
to its sales and, importantly, outsold its 
arch-rival, the strong-selling Renault Kwid, 
which retailed 436 units in June.

Toyota, which has been the overall mar-
ket leader in South Africa for 40 years had 
another stellar month, taking a dominant 
26.5% share of the overall market, which 

Editor’s Note
As I write this, we are 
in day 125 of lockdown. 
A lockdown that was 
initially meant to last 21 
days, was then extended by 
an additional 14 and has 
since morphed into some 
cruel and sadistic version 
of Ground Hog Day, with 
no end in sight. The impact on individuals and businesses 
has been huge and the effects will likely be with us for years 
to come.

Thankfully, South Africans are resilient – and innova-
tive. We play the cards we’re dealt. This is also true of the 
motor and related industries.

Over the past four months we have experienced unprec-
edented pressure as the traditional ways of doing business 
were severely impacted and in some instances ground to a 
complete halt. New vehicle sales figures dropped through the 
floor, dragging with it all associated services and products.

Major companies have announced staff and cost cuts and 
vehicle rental companies have undergone nothing short of a 
massacre. They are, after all, reliant on the tourist industry, 
which is currently non-existent.

At the moment the industry bears a lot of resemblance 
to the script of an apocalyptic movie. Some saw it coming, 
but most were caught completely off-guard. Not everyone 
survived and most who did are in a daze. There are those 
who gave up and those who, through nothing but sheer luck, 
remain standing. And then there are those who adapt, who 
do what needs to be done to stay alive and are not afraid to 
challenge convention in the process.

Now, more than ever, it is important to be that business 
and that person who is willing to adapt and do what needs to 
be done. Fortunately, there are many products, services and 
solutions out there that will enable you to do just that. In this 
issue of AutoLive we examine some of these in the hope of 
providing you with some new ideas for moving forward.

Vehicle launches are now done virtually, online 
conferences are the order of the day and Zoom meetings 
have replaced face-to-face encounters. Production plants 
are manufacturing personal protection equipment as well as 
vehicles and parts. Those who previously ignored calls to step 
onto the digital platform have now been forced to do so. The 
industry is adapting and moving forward. This is not a sprint, 
but a marathon and in the long run, those who persevered 
will reap the rewards.

AutoLive will be there, every step of the way, 
continuing to bring you the latest news and insights 
pertaining to the automotive and related industries.

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 to Rental 
Companies Collapsed by 12% in June

Several motor companies 
bolstered their sales in June 
by registering 1 474 units into 
their company fleets.
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was virtually the same share it held in June 2019. Once again it was the class-leading 
Hilux one-ton bakkie that brought in the bulk of sales, retailing 3 131 units in June 
this year, whereas a year previously it had sold a record 4 770 units.

WesBank Has its Say

“There were a number of key changes to market behaviour that could be the begin-
ning of new trends as car buyers adapt to short-term budget pressures as a result of 
the pandemic,” said Lebogang Gaoaketse, Head of Marketing and Communication 
at WesBank. “We expect these may become longer-term changes as the impact of 
COVID-19 ripples through the value chain and vehicle purchase decisions face new 
fundamental foundations”.

Most notable of these was the uptake of fixed-rate deals, an opportunity pro-
vided by the particularly low interest rate environment. South Africans have enjoyed 
a 2.5% reduction in interest rates since March, providing much-needed relief for 
indebted customers. While rates will inevitably need to increase again in the short- 
to medium-term as outlined in the Supplementary Budget, consumers and business 
have taken advantage of the opportunity on new deals during June.

Interestingly, WesBank’s average deal size has also increased substantially.
“Increases in deal size between 10 and 15% across new and used vehicles 

compared to June last year either indicates a stronger appetite or demand for quality 
stock based on price inflation, or an increase in the portion of debt in every deal,” 
commented Gaoaketse.

“Market activity is expected to remain low for the remainder of the year as the 
uncertainties of the pandemic continue to bring pressure to bear, for consumers and 
business alike,” Gaoaketse said. “Household budgets were already under pressure 
before the lockdown and within an economy that is now expected to shrink 7.2%, 
many potential buyers will delay their purchase decisions”.

The used car market is expected to continue to show higher levels of demand, 
providing better levels of affordability. However, some analysts expect to see an 
increase in used car values as a result. “June sales begin to provide a picture of what 
to expect for the remainder of the year,” continued Gaoaketse. “While that picture 
provides many challenges for both buyers and sellers, it includes positive elements 
that will test the industry’s resilience to survive”.

NADA’s View

The trend at the moment is that of new vehicle buyers leaning towards the mid- to 
low-end-priced vehicles,” said Mark Dommisse, chairperson of the National 
Automobile Dealers’ Association (NADA). “However, on the back of new vehicle 
price increases from the weakening rand there are currently worthwhile buying 
opportunities for new cars across all ranges. Even though the fuel price increased 
recently it is still lower than before lockdown began. Coupled to the lowest interest 
rates we have seen in years this will create buying opportunities for consumers. We 
are hoping that this positive trend continues in July and the balance of the third 
quarter”.

NAAMSA’s Future Outlook

The outlook on domestic demand for new vehicles continues to remain under severe 
pressure. Middle class disposable income was already under huge strain prior to the 
national lockdown resulting from COVID-19, which has significantly exacerbated 
the already weak macro-economic climate in the country.

National Treasury now expects the local economy to shrink by 7,2% in 2020, its largest contraction in almost a century. Although the ABSA Purchasing 
Managers’ Index (PMI) shows that conditions continued to improve in the South African manufacturing sector, this should be seen in the context that most of the 
sector came to a near standstill during the nationwide Level 5 lockdown in April and only partially returned to normal production levels in May 2020.

Despite the monthly uptick, production still remained below pre-COVID-19 capacity. The uncertainty of the anticipated impact and extent of COVID-19 has 
caused planning constraints and the industry’s responsiveness to react and adapt to market changes remain imperative going forward. 2020 will be a difficult year 
for the industry with a significant projected decline in the new vehicle market and will be testing the renowned resilience of the industry.

As far as vehicle export sales are concerned, economic activity has declined drastically in countries and regions where lockdowns have been enforced and the 
recovery timeframe is difficult to predict. The industry’s export sales for the year will be impacted by the health of global economy and vehicle exports will likely 
decline due to the projected fall in global vehicle demand as a result of the impact of COVID-19. ■

 continued from previous page
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Monthly automotive news to and from Africa

BY ROGER HOUGHTON

South African exporters of built-up vehicles into 
the rest of Africa have taken a real beating in the 
first six months of 2020. Export numbers tumbled 
40% from 11 385 units in 2019 to only 6 834 units 
in the first six months of this year, as the global 
pandemic wrought havoc with national economies 
and trade routes in Africa.

Putting the latest sales figures into perspective 
it is interesting to note that Toyota alone exported 
11 770 units into Africa in the first half 2013 and 
now 16 companies combined can only do 72% of 
that total.

This time around Toyota contributed 2 733 
units to the year-to-date total, compared to 4 924 a 
year previously. Nissan fared just as poorly, export-
ing 1 633 units in the first half of 2020 compared 
to 3 170 in the same period a year ago. Isuzu 

continued to perform strongly, and its total of 1 411 
units was only 222 units below Nissan. Ford trailed 
in fourth spot with only 392 vehicles shipped, 
compared to 852 in the same period last year.

Kenya remains a comparatively strong market, 
taking 985 vehicles from SA (1 638 in the same 
period last year, when it was also the top destina-
tion) with a fairly even split between Toyota (487) 
and Isuzu (456). Zimbabwe, despite its chronic 
economic woes, was second in the rankings taking 
815 units, with Isuzu (326) the most popular brand. 
Ghana (762) was third, followed by Nigeria (564 
with 533 of them being Toyotas), Mozambique 
(556), Zambia (374), Mauritius (351), Libya (318 – 
all Nissans), Tanzania (310) and Uganda (284).

Only 1 426 units were shipped into Africa in 
June. Interestingly, June last year had also been a 
poor month for SA exports into Africa, with only 
1 842 units shipped. Toyota (617), Nissan (325) 
and Isuzu (314) took the lion’s share of sales this 
year. Ghana was the most popular destination, 
taking 220 vehicles. It was followed by Kenya (185), 
Uganda (176), Zimbabwe (175), Angola (136) and 
Tanzania (112). ■

SA Vehicle Exporters into Africa Take a Beating

The African Association of Automotive Manufacturers (AAAM) has 
appointed an expert service provider to supply comprehensive automotive 
related data initially for 40 African countries to its members.

To date key economic data, reliable and accurate information about 
automotive policies, vehicle sales, compliance standards and vehicle finance 
has been difficult to obtain and has not been available in one comprehensive 
data base, making it challenging for existing automotive businesses and 
potential automotive investors in Africa across the value chain to make well 
informed decisions.

This data project has already enabled AAAM to provide a quarterly new 
vehicles sales forecast for these 40 countries.

“By providing comprehensive sales data, information about who the 
various auto players are in each country, existing automotive policy details, 
relevant government department contact information and details about 
vehicle duties/levies, profit repatriation rules, barriers to entry, homologation 
and technical standards applicable in each country, as well as aftermarket 
data and financing rules, existing and potential investors will be much better 
placed to make informed investment decisions going forward,” commented 
David Coffey, CEO of AAAM.

“This is a game changer for our members and prospective investors 
in our industry and will help AAAM to continue to drive its vision of 
industrialising the automotive sector by working with governments to shape 
and implement effective auto policies and ecosystems that will result in the 
significant growth of new vehicle demand whilst attracting manufacturing 
investment and unlocking the economic potential of the continent. Access 
to our database will make membership of the AAAM for any organisation 
involved in or interested in the automotive industry in Africa even more 
valuable going forward”, Coffey concluded. ■

African Automotive 
Data Breakthrough

Ghana was the most popular 
destination, taking 220 vehicles.
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Chairman of Nissan Africa 
South, Mike Whitfield has been 
elected President of the African 
Association of Automotive 
Manufacturers (AAAM) 
at the organisation’s recent 
annual AGM.

Whitfield, a former president 
of the National Association of 
Automobile Manufacturers of 
South Africa (NAAMSA) and 
vice-president of the African 
Association of Automotive 
Manufacturers, joined Nissan 
in 1981 as a marketing trainee. 
He has since held various management positions in Sales and Marketing 
before he was appointed Director of the Heavy Vehicle Division in 1993. In 
2008, Whitfield was appointed as Nissan SA’s managing director and in July 
2019, he was appointed as Chairman of Nissan Africa South, delivering his 
expertise to over 50 African countries. He is currently based in Egypt as the 
Managing Director.

The AAAM was established in November 2015. It is the only African 
body focusing on the expansion and deepening of the automotive industry 
across the continent, by working with governments to shape and imple-
ment policies that will attract investors, unlock the economic potential of 
the continent and align a global network of stakeholders committed to the 
development of the automotive industry in Africa.

Office bearers of AAAM are elected on an annual basis. ■

Nissan Africa South 
Chairman to Head AAAM

Mike Whitfield, newly elected 

President of the African Association of 

Automotive Manufacturers (AAAM).
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Theo Swart, one of the high-profile leaders of 
the local motor industry for many years and a real 
character, died on July 9 after a long illness. He 
was 85.

Swart joined the motor industry as a clerk in 
the parts department at Rillstone Motors after ma-
triculating at Parktown Boys High and completing 
his military service. He moved on to a position as a 
used car salesman and then Rillstone Motors was 
taken over by Sydney Clow which, in turn, became 
part of McCarthy Motor Holdings.

Moving through the ranks at McCarthy’s, 
Swart was made a joint managing director of the 
company (with Dudley Saville) in 1986. He became 
the sole managing director in 1992 when Saville 
retired. Swart retired in 1995 as executive chair-
man of McCarthy Motor Holdings after working 
for the same company for 45 years.

Swart served in many other positions during 
and after his working career. These included 
chairman of First National Bank, KwaZulu-Natal; 
chairman of the Automobile Association of SA; 
chair of trustees at UNISA; chairman of the Motor 
Industry Ombudsman of SA; chairman of the 
Motor Industries Federation of SA; chairman of 

Intertrade Agricultural Holdings; chairman of 
Mead and McGrouther automotive publishing 
company; executive board member of NAAMSA; 
as well as being chairman and a board member of 
many other companies.

Said his son, Deneys, in his eulogy: “A tower of 
a man, a tough but fair leader who was full of en-
ergy and a straight shooter. His enthusiasm for life 
coupled with a keen sense of humour encouraged 

sincere friendships in business. He was very well 
known in the industry: the go-to-guy to get things 
done with results”.

Swart was a keen sportsman, playing club 
rugby for Wanderers in his early years and later 
running the Comrades Marathon 14 times, the last 
time when he was 65!

He is survived by his wife of 61 years, Paddy, 
four children and five grandchildren. ■

People

Theo Swart, a Leader in the Local Motor Industry for Many Years, Passes Away

Theo Swart (left) enjoying a laugh with 

Arthur Mutlow, of Nissan.

Theo Swart (right) with Charles Wiggill (left), of Nissan, 

and Ronnie Watson, of WesBank at the opening of 

Clarke Nissan in Randburg.

Multiple award-winning marketer 
Charmagne Mavudzi has been 
appointed as Volvo Car South Africa’s 
new Director of Customer Experience. 
Mavudzi moves into the role after join-
ing the company as Head of Marketing 
and Communications in 2018. Her 
appointment is part of a global reshuffle 
within the Swedish auto giant. 

In her new role at Volvo, Mavudzi 
takes the reins of the new and central-
ised customer focused portfolio, allow-
ing her direct influence over every user 
experience touchpoint, as customers 
move through the company’s various 
departments from first acquisition to 
return buying. 

Concurrently, she takes a chief 
position in the company’s recently 
established Transformation Through 
Change management portfolio, 
as the company embarks on a global restructuring toward a more 
customer-centric approach. ■

Key Position at 
Volvo Filled

Marcia Mayaba, Franchise Executive, 
Barloworld Motor Retail, has been 
elected as the National Automobile Dealers’ 
Association’s (NADA) Vice-Chairperson.

Mayaba’s vast involvement in the 
motor industry spans some 23 years and 
includes truck rental, car rental, leasing 
and fleet management and more recently, 
retail experience. Marcia joined the retail 
space as a trainee dealer principal (DP), 
she has completed an Original Equipment 
Manufacturer (OEM) DP programme, as 
well as the Sewell’s Dealership Management 
Trainee Programme. Her first appointment 
as dealer principal was in 2011. She also holds 
a Diploma in Road Transport Passenger 
and is a Gordon Institute of Business 
(GIBS) Alumni.

In July 2019 Mayaba was appointed as Franchise Executive, Ford and 
Mazda – a first for Barloworld and the motor industry as a whole. She is 
passionate about the advancement of women in the motor industry and has 
positioned herself at the forefront of the change and transformation journey.

The appointment takes effect immediately. ■

NADA Elects New 
Vice-Chairperson

Charmagne Mavudzi, Volvo Car 

South Africa’s new Director of 

Customer Experience

Marcia Mayaba, National 

Automobile Dealers’ 

Association’s (NADA) Vice-

Chairperson.
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People

Volkswagen Group South Africa (VWSA) has 
welcomed a number of new directors to its Board 
of Management in recent months.

Thabo Nkoane has been appointed as the 
new Human Resources Director, effective from 
1 June 2020. Nkoane joins VWSA from AEL 
Mining Services, and boasts extensive experience 
in the mining and manufacturing sectors in South 
Africa and Sub Saharan Africa. He replaces Percy 
Smith, who has held the title of Human Resources 
Director since 2008. Smith is retiring at the end of 
July after 30 years spent in service of VWSA. 

In December 2019, Rochelle Reddy took up 
the reins as the Director for Sub Saharan Africa, a 
new position that oversees Volkswagen’s interests 
in this region. Reddy has more than 15 years’ 
experience in international strategy develop-
ment, most of which was gained in emerging 
African markets.

In March 2020, the company also welcomed 
a new Finance Director, Gustavo Dozo. Prior 
to joining VWSA, Dozo was Head of Finance for 
Volkswagen Argentina, and he has spent over 22 

years working for the Volkswagen Group. Dozo 
replaced Henning Jens, who returned to Germany.

The Board also welcomed Reverend 
Nomgando Matyumza as its newest independ-
ent non-executive Board member in March 
2020. Rev Matyumza has extensive management 

experience, having held positions with SAB, 
Transnet Pipelines and Eskom. She has also 
served on the Boards of several other organisa-
tions, including Transnet and WBHO Ltd. She 
currently serves on the Boards of Standard Bank 
and Sasol. ■

Thabo Nkoane (left), VWSA’s new Human Resources Director, with his predecessor Percy Smith who 

retires at the end of July.

New Directors at VWSA

The Annual MSX NADA 2019 Business of the Year 
Awards (BOTY) looked a little different this year 
as winners were announced virtually in an awards 
ceremony hosted recently via Zoom.

In congratulating the winners, Gary McCraw, 
Director of the National Automobile Dealers’ 
Association (NADA) said: “No matter what 
challenges are thrown our way and how insur-
mountable they appear to be, one must take stock 
and find innovative ways to address issues head on. 
The current pandemic meant we had to engineer 
a new and inventive way to celebrate our top 
performing businesses”.

Now in its 22nd year, the MSX NADA Business 
of the Year Awards honour the exceptional perfor-
mance of managers and their teams at automotive 
dealerships across the country. It is the only 
independent validation of dealership profitability.

MSX International (MSX) measures the 
financial performance of over 1 000 South African 

franchised dealers and the awards recognise the 
top performers across six categories.

The winners in each category were:
 ■ Listed Group of the Year – McCarthy Toyota 

Pinetown
 ■ Private Group of the Year – NTT Toyota 

Groblersdal
 ■ Independent Dealership of the Year – Vaal 

Toyota Sasolburg
 ■ Luxury Dealership of the Year – Audi Centre 

Arcadia
 ■ Commercial vehicle Dealership of the 

Year – Hino Pietermaritzburg
 ■ Most Improved Performance Group Member of 

the Year – Paarlberg BMW

NTT Toyota Groblersdal was declared the 
Top Dealer in SA, followed by McCarthy Toyota 
Pinetown and NTT Volkswagen East London. ■ 

Business of the Year Winners Announced

Neille Faber of NTT Toyota Groblersdal celebrates 

the dealership’s awards.

Percy Smith is retiring at the end of 
July after 30 years spent in service 
of VWSA.
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Tesla Becomes the World’s 
Most Valuable Brand

This is something that has rocked the global 
automotive environment, particularly as it 
has occurred in the middle of a worldwide 
pandemic. The price of Tesla’s shares has 
more than doubled since the beginning of 
the year and current stock market valuation 
is more than that of Toyota, double the value 
of the Volkswagen Group and more than the 
 capitalisation value of Ford, General Motors and 
Chrysler combined.

Tesla’s stock valuation remains impossible to 
justify. For instance, Toyota made 25 times more 
cars than Tesla last year, with Toyota producing 
8.8 million vehicles in 2019 to the 367 500 made by 
Tesla. In addition, Tesla has never had a profitable 
year with a loss of US$862-million at the end of 
last year.

There was a good quote in a recent article 
on this subject: “Of course people want to 
invest in a greener future, but how far into 
the future? Maybe the future will be hydrogen 
power? Are Tesla’s really that green when 
50% of global electricity is still produced by 
burning coal?”

Then there are still many electric cars in 
the pipeline from the German, South Korean 
and Japanese manufacturers which could well 
challenge Tesla’s current dominance in terms 
of electrification. ■

Porsche Selling Up a Storm 
with Pre-Owned Cars in US

The Porsche luxury brand sold a record number 
of nearly 3 000 certified pre-owned cars in June 
in addition to 5 000 new cars. According to 
Automotive News this was the largest number of 
cars sold since the certified pre-owned programme 
was introduced 17 years ago, in 2003.

A Porsche executive explained this phenom-
enon by saying that buyers of the pre-owned cars 
evidently want to be a bit cautious as they do not 
know what is coming in terms of the situation with 
the US economy and the pandemic. ■

Consumer Confidence 
Slumps to 35-Year Low Point

The FNB/BER consumer confidence index 
slumped to -33 in July, a low not seen since 1985 
when it hit -36 following president PW Botha’s 
notorious Rubicon speech during a period of 
increasing resistance to the apartheid regime. ■

Return of Ford’s Bronco 
Shakes Up Off-roading World

Ford has launched the reborn Bronco to high 
acclaim in the United States, where it will go head 
to head with the Jeep Wrangler. Its predecessor was 
introduced in 1965 and went out of production in 
1996. Since then there have been ongoing calls for a 
return of this icon from Ford fans.

The Bronco is based on the chassis frame of the 
T6 Ranger, Everest and Raptor and has all the trap-
pings of a hard-core 4×4, while the Bronco Sport 
is aimed more at the lifestyle market. It is based 
on the monocoque of the Kuga and is aimed at the 
buyers of the Toyota RAV4 and Honda CR-V.

The main target market for this rugged model 
is the US, with no right-hand drive models avail-
able at this stage. ■

Local Company Gets Rights 
to Top Gear Magazine

Clipping Point Media, headed up by CEO and 
motoring journalist Avon Middleton, has acquired 
the Southern African publishing rights for BBC’s 

Top Gear magazine for both print and digital 
platforms. It will start with the launch of its website 
on September 1st. The local print magazine is set to 
relaunch in April 2021. ■

Africa Automotive 
Forum in September

The African Association of Automotive 
Manufacturers (AAAM) is organising a webinar 
spread over three Wednesdays in September to 
“unpack opportunities to unlock the potential 
of the automotive industry in Africa”. It is being 
hosted by the AAAM and powered by Deloitte 
Africa, Afreximbank and JETRO. Each segment 
of the forum will last 1.5 hours (14h00 to 15h30) 
on September 2, 16 and 30. For more information 
contact Angelo Carter at Deloitte SA (ancarter@
deloitte.co.za). ■

Cars in Egypt Must Run 
on Natural Gas

The president of Egypt, Abdel-Fattah El-Sisi, 
recently proclaimed that in future no new car will 
be licenced unless it is powered by natural gas. He 
stressed that this move should halve fuel bills for 
Egyptian motorists. This is also seen as a precursor 
to converting more than a million private cars in 
Egypt to operate on natural gas, with the main 
target being cars older than 20 years. The conver-
sions will cost more than US$500 and banks are 
being urged to provide low-interest financing for 
the conversions. ■

Snippets

continued on next page 
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Subaru Tops Owner 
Loyalty Rankings in US

Subaru has topped the rankings in a recent JD 
Power study of owner loyalty in the US. This 
Japanese company, whose products are immensely 
popular in North America, had a customer reten-
tion score of 60.5%, which just edged out Toyota 
(60.3%). The other makes that made up the top 10 
were: Honda (58.78%), RAM (trucks made by FCA 
scored 57.3%), Ford (54.3%), Kia (51.3%), Chevrolet 
(49.1%; Hyundai (42.9%), Nissan (41.6%) and 
Volkswagen (41%).

Lexus topped the rankings in the luxury car 
segment with 48%. It was followed by Mercedes-
Benz (47.8%), BMW (45.1%), Porsche (44.5%) and 
Audi (43.4%). ■

New CEO for Jaguar 
Land Rover

Thierry Bolloré has been appointed to the role 
of Chief Executive Officer of Jaguar Land Rover, 
effective 10 September 2020.  Bolloré has extensive 

expertise in the automotive business, most recently 
as CEO of Groupe Renault and previously in senior 
positions at global automotive supplier Faurecia.

Commenting on his appointment, Bolloré 
said: “Jaguar Land Rover is known around the 
world for its peerless brand heritage, exquisite 
design and deep engineering integrity. It will be my 
privilege to lead this fantastic company through 
what continues to be the most testing time of 
our generation.

“Renowned for their passion and spirit, the 
people of Jaguar Land Rover are the driving force 
behind its success. I couldn’t be more excited to 
join the team continuing to shape the future of this 
iconic company”. 

Bolloré succeeds Prof Sir Ralf Speth, who 
will take up the previously announced position 
of Non-Executive Vice Chairman of Jaguar Land 
Rover plc. ■

Snippets

 continued from previous page

Kia Motors was ranked number one in the industry by JD Power in the 2020 US Initial Quality Study 
(IQS), with a reported 136 problems per 100 vehicles. In addition, for the sixth consecutive year, 
Kia is the top mass-market automotive brand.

Kia’s continued success in IQS was led by having two models – Forte (Cerato) and Soul – 
included among the top 10 vehicles in the industry. Overall, Kia had segment-best performances 
from Forte (Compact Car), Sedona (Minivan), Sorento (Upper Mid-size SUV) and Soul (Small SUV).

“Returning to number one in the industry and the top of JD Power’s US Initial Quality Study 
among all mass-market brands for the sixth consecutive year is an enormous honour and a 
reminder to keep striving to be the best we can be,” said Sean Yoon, president and CEO, Kia 
Motors North America and Kia Motors America. “With four segment winners – and four additional 
models ranking among the top three in their respective segments – Kia’s ‘Give It Everything’ brand 
philosophy continues to bear fruit in the extremely competitive automotive market”.

The annual report analysed data from 87 282 respondents with regards to 189 vehicle series 
across 26 segments. Vehicles were evaluated on driving experience, engine and transmission 
performance and a broad range of quality issues reported by vehicle owners. ■

Kia is the Pick of the Bunch

KIA Grand Sedona. KIA Sorento.

Thierry Bolloré, newly appointed Chief Executive 

Officer of Jaguar Land Rover.
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What will you do when your business is so affected 
by a global event, such as the current COVID-19 
pandemic, that you have to shut your doors and 
send your staff home? How ready are you to change 
your business model to remain profitable and give 
staff the opportunity to continue to earn a living? 
How quickly can you move to off-premises opera-
tions or home offices?

Sure, emails are mobile and some staff have 
access to systems through VPN connections and 
so forth, but how do you sell a vehicle, a house – or 
any physical product for that matter – when you 
can’t open your shop doors due to quarantines and 
government imposed lockdowns?

E-commerce is becoming increasingly popular 
and with a global outbreak such as the one cur-
rently being experiencing, more and more people 
will default to online shopping, because it’s safe. 
In fact, it is estimated that in 2020, almost 25% of 
the global population will be buying online. That 
is 2.05 billion people. However, many industries 
are missing out on this potential client pool 
because they find it hard to convert sales to digital 
platforms. Mobile e-commerce is said to account 
for 70% of digital sales in 2020 and the mobile 
market is still growing.

Live Online Retail (LOR) is an API tool that 
has been developed to enable businesses to sell 
from anywhere and any time. The API plugs into 
your existing website and starts tracking every 
movement of potential buyers on the site and 
publishes the results instantly, hence Live Online 
Retail. As a buyer clicks on a photo, you can see 
the exact photo they are looking at as they click 
the mouse.

In short, you do not have to be in the office 
or the shop to sell anymore. LOR gives you buyer 
journey insights that prepare you for a sales con-
versation before a lead is even submitted. You can 
track how many people are looking at your online 
stock in real time and you can engage with them at 
any time during the process. You can assist them 
with queries or start the sales conversation whilst 
knowing exactly what they’re looking at.

So, when something like COVID-19 forces 
businesses to send staff home, you can do so 
knowing that sales don’t need to stop. Your team 
can be selling from home, using their mobile 
devices. And this can be done any time of the 
day, because online shopping doesn’t keep 
business hours.

Between March 28th and May 17th, LOR moni-
tored potential buyers browsing stock within 84 
vehicle dealerships on a popular third part portal, 
and in this period these potential buyers clicked 
on listings a total of 917 536 times. Sadly, sales 
agents were only online and ready to chat for 8 158 
of those events. That’s a shocking hit rate of below 
1%. Imagine being on your physical sales floor and 
not attending to 99% of walk-in customers. No 
business would survive that.

There is another aspect of online selling that is 
often overlooked. Sellers don’t see online shoppers 
in the same light as the physical shoppers who walk 
through the door. They don’t realise that these are 
the same people and that, despite the fact that their 
point of entry is different, they still crave a human 
element when making emotional purchases such 
as vehicles.

LOR mimics the physical world experience 
into the digital environment and adds the human 
touch to an online world. So, it won’t just help you 
to continue with your business, it will actually 
enhance the buying experience of your customers.

With in-app features such as “Live Chat”, 
“Video Chat”, “Click to Phone”, “Call Me Back” 
and “Dynamic Translate” buyers can choose the 
most convenient manner in which they want to 
engage with sellers. The mobile app also allows 
for push notifications between buyer and seller, 
notifying users of incoming events.

Each text chat is documented in a transcript 
which can be used for management reviews or 
CRM updates. In addition, it is translated into the 
preferred language and all management reviews 
allow for an English transcript of every commu-
nication. Statistical dashboards ensure ease of use 
and provide quick access to high-level views and 
detailed deep dives.

Since SA’s lockdown commenced at the end 
of March, online shoppers have continued to 
look at big ticket items such vehicles. Initially, the 
sentiment in sales circles was that these were just 
browsers killing time, but the fact is that these were 
serious buyers as they wanted to engage one on one 
through live chats.

The opportunity to sell online has been 
pushed to the foreground as a result of the 
forced changes that the new normal will bring. 
The only barrier is being stuck in the old ways 
of selling, the bureaucracy of boardrooms and 
fear of the unknown. Customers are more than 
willing to buy online; it’s up to you to start 
selling online.

For more information on LOR or to find out 
how to capitalise on a digital strategy, contact 
info@lortechnologies.com or visit:
www.lortechnologies.com. ■

Ensuring Online Prosperity in the New Normal

LOR mimics the physical world 
experience into the digital 
environment and adds the human 
touch to an online world. 

Live Online Retail (LOR) is an API 
tool that has been developed to 
enable businesses to sell from 
anywhere and any time.

It is estimated that in 2020, almost 
25% of the global population will 
be buying online. That is 2.05 
billion people.
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BY ROGER HOUGHTON

Motor body repairers in South Africa – as well as 
similar businesses in most other countries in the 
world – are taking a huge amount of strain due to 
the pandemic as it has limited travel and hence the 
number of accidents and subsequent body repairs.

Many of these companies are in dire straits 
financially and a number are not going to make it 
into the future. Supporting facts for these assump-
tions were revealed at the International Bodyshop 
Industry Association (IBIS) Connect Africa 
webinar staged internationally last week.

Graeme Reid, programme executive of the 
Lightstone market research company, went so 
far as to say that recent research had shown that 
as many as three out of four small, medium and 
micro enterprises (SMMEs) do not expect to 
be able to sustain their businesses post a July 
lockdown. This will include many companies in 
the automotive sector.

Reid added that 71% of the companies 
surveyed said they would have to retrench staff 

and virtually all said they would have to change 
their business model to cater for the “new normal”. 
Overall unemployment in SA is expected to exceed 
50% of the population due to the pandemic and 
subsequent damage to the economy. A survey 
showed that 26% of employees in the motor body 
repair industry had been retrenched by the end 
of June.

Consolidation of businesses, with big groups 
getting even bigger, was one of the expected 
outflows of the restructuring, while increased 
automation is another expectation for the motor 
body repairers.

The Lightstone executive added that despite 
the lowest repo rate since the 1980s – 3.5 % – the 
GDP for 2020 is expected to show a drop of 7–10%, 
exacerbating the current economic recession. Reid 
said that new vehicle prices were expected to rise 
by at least 7% in the course of the year despite the 
low inflation rate.

He said that the total new vehicle market for 
2020 was expected to fall below 400 000 units for 
the first time since 2009 and that it is estimated 
that it will take 3-4 years for the motor industry 
to recover from this global crisis – far longer 
than the COVID-19 pandemic is expected to be 
a factor.

Reid stressed the importance of continuing 
to build customer relationships and brand image 
in this tough economic period as investments for 
the future.

The number of insurance claims in South 
Africa due to collisions dropped by 75% in 
April and May which impacted directly on 

the body repair industry, according to Brett 
Atkins, production director of the Clear Strategy 
Group, under the umbrella of GiPA, a global 
market information partner specialising in eh 
automotive industry.

Martin Hendriksen, MD of Clear Strategy, 
showed that the vast majority of the 12.7 million 
vehicles on SA roads carry no insurance and more 
than 80% are older than 15 years

Turnover in the body shops was down by at 
least 30% for the April-May period; the biggest 
drop in history. It also seems that only 12% of 
accidents were declared to insurance companies, 
often because the claimant does not want to pay a 
big excess and rather pays for the repairs person-
ally and does not claim on insurance. Some of 
these people also went to smart repairers instead of 
major body repairers to keep costs down.

One positive for the body repairers was that 
there were few delays with parts supply in SA, 
which is a major problem encountered elsewhere in 
the world at this time.

Research showed that 84% of those inter-
viewed in recent survey said they were seriously 
contemplating keeping their vehicle longer than 
usual due to the economic uncertainty caused by 
the pandemic.

Ian Groat, the publisher of Automotive 
Refinisher magazine, said that a problem in South 
Africa is the oversupply of short term insurers 
(about 100 of them) and motor body repairers 
(an estimated 1 650) all fighting for the business, 
which made it difficult for body shops to be viable 
and sustainable.

Groat also bemoaned the fact that insurance 
companies were using a threshold for writing off 
vehicles that was far too low. This encouraged 
the vehicles to be repaired – often poorly – and 
to be put back on the road. In certain cases, these 
damaged vehicles were evidently bought for their 
VIN tags which were then affixed to cloned stolen 
vehicles and sold to unsuspecting buyers.

Steve Kessell, operations director of the 
Collision Repairers’ Association (CRA), pleaded 
for financial assistance from government to 
encourage the training of apprentices. “The current 
profit of a body shop is only in the region of 
1.5%–4% which is not sufficient to provide funding 
for training technicians”. ■

84% of those interviewed in recent 
survey said they were seriously 
contemplating keeping their 
vehicle longer than usual due to 
the economic uncertainty.

Motor Body Repair Shops Taking Strain

The Global Market Information Partner (GiPA) team opened proceedings on the IBIS webinar. They are: 

Eric Devos (left), GiPA president; Brett Atkins (top right), production director at the Clear Strategy Group, 

and Martin Hendriksen, managing director of the Clean Strategy Group.

71% of the companies surveyed 
said they would have to retrench 
staff and virtually all said they 
would have to change their 
business model to cater for the 
“new normal.
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Corporate Social Responsibility

Honda Motor Southern Africa is donating mobile 
generators to support South African healthcare 
services during the COVID-19 pandemic. The 
project, operated in partnership with the Gift of 
the Givers Foundation, will make generators avail-
able to clinics and hospitals as and when required, 
to alleviate the impact of power disruptions on the 
quality and availability of urgent medical care.

Gift of the Givers will coordinate the logistics 
involved in moving the generators to health 
services locations in need.

Dinesh Govender, General Manager of 
Corporate and Automobiles at Honda Motor 
Southern Africa, has lauded Gift of the Givers for 
its assistance: “We understand that the world – and 
South Africa – faces unprecedented challenges as 
a result of the pandemic. We all have to do what 
we can to assist one another, especially when 
we’re dealing with issues of life and death. Having 
emergency generating capacity available at the 
right time and place will save lives, and Honda is 
very grateful to be able to make a contribution”.

Gift of the Givers Founder, Dr Imtiaz 
Sooliman, emphasises the cumulative effect of 
individual contributions: “Hospitals are facing 

a serious surge in demand due to the impact of 
COVID-19. Having reliable electricity is absolutely 
critical. These generators supplied by Honda will 

allow us to respond to hospital requests as the need 
arises, multiplying the impact of the donation in 
terms of lives saved”. ■

Despite the easing of the lockdown restrictions, 
many South Africans remain in dire need of help. 
Ever mindful of its role as an agent of positive 
change, Engen continues to focus on supporting 
organisations assisting vulnerable communities.

The petrol station company recently an-
nounced another partnership with an organisation 
reaching out to needy communities, through 
the donation of fuel to the value of R1 mil-
lion to FoodForward SA. The fuel will power 
FoodForward SA’s food aid delivery vehicles in 
their quest to expand their distribution of nutri-
tious food to the country’s most vulnerable people.

In early June, Engen partnered with the Gift 
of the Givers to provide food relief to the South 
Durban community, distributing 1 000 food 
hampers. Furthermore, R2.5m fuel and medical 
testing equipment was passed to the Gift of the 
Givers to boost their humanitarian relief work, 
and R1 million worth of fuel was directed to the 
Department of Health to power the emergency 
response vehicles of frontline health workers.

Recently Engen also launched a campaign to 
support the fight against COVID-19 by educating 
local communities on safety measures to curb 

the spread of the virus. This was achieved by 
branding 35 spaza shops across the country with 
educational murals to convey important messages 
on personal safety.

In Gauteng, Engen fuel retailers distributed 
food hampers and basic supplies to over 6 000 
residents. A further 1 100 food hampers were dis-
tributed to residents in Alexandra and Tembisa. ■

Honda Donates Generators to Support Health Services

From left to right: Letitia Herold (Marketing & PR Manager, Honda Motor Southern Africa), Emily Thomas 

(Events Coordinator, Gift of the Givers Foundation), Dinesh Govender (General Manager, Automobiles 

and Corporate, Honda Motor Southern Africa), Clara Matanhu (Warehouse Manager, Gift of the 

Givers Foundation) and Rayhaan Sooliman (Operations Director, Gift of the Givers Foundation).

Engen Assists Vulnerable Communities

Andy du Plessis (right), MD of FoodForward SA receives a R1 million fuel voucher from Khalid Latiff, 

Engen’s General Manager, Corporate Strategy and Communications.
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Doing things the easy way is not always the best 
way, but the Easy Quote System designed for 
motor vehicle dealerships certainly is. As the 
market leader in Dealership CRM / Management 
software, with over 15 years’ worth of experience, 
Easy Systems has created the digital solution for 
your business. Integrate your dealership software 
into one easy-to-use solution with Easy Systems. 
Enjoy industry firsts – such as a fully functional 
sales mobile app and innovative digital signing 
solution – brought to you by Easy Systems. These 
are the reasons why one of SA automotive data and 
analytics giants, Lightstone have partnered with 
Easy Systems.

Explained Tim Kinsey, the owner of Easy 
Systems: “Our goal is to provide our clients 
great products with outstanding service levels 
at a great price. By combining our experience 
and expertise with our clients’ knowledge, 
understanding and business vision, we are able 
to define and deliver working solutions. Our 
mission is to understand the business needs of 
our clients, and to determine how technology 
can be used as a tool to make modern businesses 
more effective and profitable. Adding real busi-
ness value is our ultimate measure of success. We 
work in teams for each project, assembling the 
best possible combination of skills and experi-
ence to meet the client’s needs to deliver the 
highest quality solutions.”

As one of the market leaders in dealership 
CRM and management software, Easy Systems 
can integrate your dealership software into one 
user-friendly solution. This can include anything 
and everything from website management, stock 
control, lead integration and more.

The latest benefits from the Easy Systems 
product list are a mobile app and an innovative 

digital signing solution. The app is a piece of 
technological genius. It brings all the features 
of the EasyQuote Sales system to your mobile 
device, allowing you to work remotely to unlock 
the full potential of your business during the 
COVID-19 pandemic.

Some of the features that are now literally 
available at your fingertips include leads, remind-
ers, quotes, trade-ins, stock availability, price lists, 
brochures and more. In addition to facilitating 
the sending of all documents via WhatsApp or 
any mobile messenger, the app also allows you 
to call clients directly, using the dealership’s 
telephone account.

So apart from ensuring that no leads fall 
through the cracks, the app enables dealership 
staff to check on the availability of stock, work out 
trade-in deals, confirm pricing, prepare quotes and 
offers to purchase and be in direct contact with 

clients, all while working on their mobile devices 
in the comfort and safety of their own homes, 24 
hours a day and 7 days a week.

The app even enables you to send digital 
signing requests of quotes and OTP’s from your 
mobile device to your customers, where they 
can securely sign documents on their mobile 
devices from home or their place of business. This, 
of course, eliminates the need for face-to-face 
contact; a key component in the fight against the 
spread of the COVID-19 virus. It is also a well 
known fact that people buy on impulse. With 
the Easy Systems solution, sales staff can tie the 
customer to a deal before the customer has time 
to look at other options or allow time to change 
their minds.

Thanks to the built-in intelligence in the 
software, Easy Systems can also recover lost 
opportunities and reconnect dealerships with their 
customers. In addition, information on previous 
and existing customers can be stored, making 
it possible to match vehicles and customers or 
reignite previously lost opportunities. It also makes 
it easy to target customers entering the market 
again, based on their purchase history, search 
criteria or interests.

It’s worth mentioning that Easy Systems is 
currently the only business in SA offering digital 
signing solutions.

What could be easier?
To find out how your company can benefit 

from the technological solutions provided by Easy 
Systems, visit www.easysystems.co.za or send an 
e-mail to tim@easysystems.co.za. ■

The Fastest Way to Get Your 
Business Back on Track

Easy Systems owner, Tim Kinsey.

Easy Systems is currently the only business in SA offering digital signing solutions.
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BY ROGER HOUGHTON

I have to admit that my experience of battery 
electric vehicles (BEVs) has been very limited, con-
sisting of a brief encounter with a Nissan Leaf at 
the time of the Johannesburg International Motor 
Show, then driving the Toyota iRoad 3-wheeler at 
Kyalami earlier this year before meeting up with 
the ultra-high performance Porsche Taycan sports 
saloon in Johannesburg recently.

The 260 km drive in the four-seater Taycan 
was a real mind blower. The car that I shared 
with Stuart Johnston was the top-of-the-range 
Turbo S, which can push out over 560 kW of 
power and 1 050 Nm of torque, with overboost 
and launch control for a scorching 0–100 km/h 
time of 2.8. seconds and a further 7 seconds to get 
to 200 km/h.

The sensation is shattering as the big car 
leaps forward with maximum torque from 
standstill and your head snaps back against the 
restraint. The Taycan accelerates at 1.2g – more 
than the force of gravity and faster than a 
skydiver in freefall – in the first few metres of 
“maximum attack”.

Being a Porsche, the Taycan (pronounced 
tai-kaan) is packaged in a sleek bodyshell. It 
boasts the lowest drag coefficient in the brand’s 
70-year history, helped by the fact that it has a flat 
underfloor as there are no exhaust pipes or drive 
shafts to impede the airflow.

An all-wheel drive system uses front and rear 
axle-mounted synchronous electric motors. An 
automatic two-speed transmission assists in the 
quick acceleration from a standing start. It runs on 
to a top speed of 260 km/h.

The Taycan is the first production car to use 
an 800-volt system instead of the usual 400 volts 
for most current electric cars. This facilitates quick 
charging of the 93.4 kWh battery which provides a 
range of approximately 400 km, depending on the 
manner in which the car is driven.

The battery can be given a 100 km range 
boost in just over five minutes using a high-power 
charging network. A domestic AC power point 
can be used for overnight charging, but most 
Taycan owners will use the special high-power 
unit supplied with the car. The battery carries an 
eight-year warranty, while service intervals are 
every 30 000 km.

The car we drove had 451 km on the range 
indicator when we set out from the Porsche show-
room in Johannesburg and there was still 98 km 
available after the 260 km journey, which included 

quite a few hard blasts to experience the Taycan’s 
phenomenal power.

Ride comfort was exceptional and the interior 
cossetting. Fit and finish were to the highest 
standards and the instrument layout was futuristic 
despite harking back to the appearance of the 
dashboard of early 911 sports cars.

The chassis is extremely sophisticated with 
adaptive air suspension and electronic damper 
control, while the regenerative energy braking 
system is ultra efficient. Tests have shown that the 
braking for about 90% of everyday driving can be 
performed by electric systems only, without the 
huge hydraulic disc brakes having to be actuated. 
Just lift your foot off the throttle and the regenera-
tive system slows the car.

Porsche says it envisages at least 20 000 
prospective buyers for the Taycan, with more 
than 4 500 having been sold so far this year, 
despite the pandemic and closure of the factory 
for a period. Several South Africans have placed 
orders already.

The Taycan name was selected from 600 pro-
posals and it is of Turkic origin, loosely meaning 
“soul of a spirited young horse”.

There are currently four Taycan models priced 
from R2 586 000 for the 4S to R4 027 000 for the 
range-topping Turbo S which we drove. ■

We Drive

Moving into Electric Mode in the Very Fast Lane

Most people – even those in the motor industry – think of Porsche as a maker of sports cars, which 
started with the 356 model in 1948. What is little known is that Ferdinand Porsche, later the founder 
of the company of the same name, was fascinated by electricity as a teenager.

After installing electricity in his parents’ house in 1893, 
at the age of 18, he joined a vehicle manufacturer in Vienna 
and after four years, in 1897, the first car he was involved in 
designing had electric drive. So, the history of Porsche actually 
started with an electric car.

In 1898 Porsche designed the Egger-Lohner C2 Phaeton 
which was powered by an octagonal electric motor and could 
reach a speed of 25 km/h. In-house this project was known as 
P1 – the first Porsche design. The next step came in 1900 when 
he developed the electric wheel hub motor and the prototype 
was shown at the Paris Expo that year. It had a top speed of 
37 km/h.

He was very industrious and, also in 1900, he designed 
the world’s first functional petrol/electric hybrid car, the Semper 
Vivus (Latin for “Always Alive”). The technology, marketed as 
the Lohner-Porsche system, extended the car’s range by not 
using a battery to supply the electrical energy. Instead it used 
an internal combustion engine to drive a generator which then 
supplied the wheel hub motors with electrical power.

However, the Lohner-Porsche also demonstrated why 
electric mobility failed over the decades: despite a modest 
power output the car weighed two tons. In addition, the lack of a 
battery-charging infrastructure and the short range put an end 
to electromobility for a long time.

In fact, it was more than 100 years before the Porsche name 
appeared on a hybrid, with this being the Cayenne S Hybrid 
in 2010. ■

The Porsche Semper Vivus 

was the world’s first functional 

hybrid car.

Porsche Was at Forefront of Developing 
Electric, Hybrid Cars

The Lohner-Porsche used 

compact wheel hub electric 

motors in 1900.

Time to recharge the Taycan

http://www.autolive.co.za


Subscribe for free @ www.autolive.co.za  Page 18

BY STUART JOHNSTON

We recently sampled the top model of the Audi 
Q3, one of the premium-level cross over models 
in a booming market segment in South Africa. 
Introduced in mid-2019, the latest-generation Q3 
is all-new, based on a completely different platform 
to the previous model, and it uses the VW-Audi 
MQB modular platform, which can be adjusted to 
accept various model configurations within the 
VW-Audi group.

The model on test was the Q3 35 TFSI S Line 
S Tronic. That’s rather a mouthful if you need to 
explain yourself over a quick beer around the braai 
grid, but what it basically means is that it’s the 
top-of-the-line Q3 model right now.

If you know your latest Audi nomenclature, 
though, you’ll realise a rather unusual item for a 
range-topper. All three models in the latest Q3 
line-up employ the same 110 kW petrol-fuelled, 
1,4-litre turbocharged engine (in this case that’s 
what the 35 bit stands for). The other two models in 
the range differ only in terms of trim levels.

This new range-rationalisation is occurring 
amongst other manufacturers too. And what the 
trend reveals is that customers these days are far 
more focused on features than performance.

Hence the Q3 S Line version has appropriately 
smart-looking 18-inch alloy wheels, a so-called 
Virtual Cockpit with latest in electronic instru-
mentation and infotainment, and a 6-speed 

dual clutch gearbox giving hassle-free automatic 
gear selection.

The overall ride quality is firm but precise 
and offers rewarding driver feedback through the 
small-diameter steering wheel. Performance is 
moderately quick, with 0–100 km/h in the 9-sec-
ond region and a top speed of just over 200 km/h. 
And fuel consumption is good for a car of this size 
and comfort league, Audi claiming an average of 
5,9 litres/100 km, but which is likely to be in 6,8 to 
7,5 litres/100 km range, depending on your driving 
style and environment.

Priced at R663 500 it is competitive in this 
league of premium cross-overs and for today’s 
motoring climate it is excellently conceived. ■

We Drive

What the trend reveals is that 
customers these days are 
far more focused on features 
than performance.

Perfectly 
Pitched Audi Q3

BY STUART JOHNSTON

The Koleos is one of Renault’s odd-ball models in 
its local line-up. Whereas models like the Kwid 
and Duster have been grabbing all the headlines 
down at the lower end of the South African car 
market, the Koleos is placed in the middle of the 
pack. The model we had on test is the top-of-
the-range Koleos 2,5 Dynamique 4WD CVT, 
costing R529 900.

That price represents a substantial increase to 
when the car was launched in-updated form just 
on a year ago, but that’s hardly Renault’s fault as 
every manufacturer in South Africa has had to 
implement hefty price-hikes thanks to the rand’s 
performance of late.

The Koleos is rather conventional looking, 
and so is its mechanical specification. Rather than 
going the smaller-capacity turbocharged route, as 
many manufacturers have done, the Koleos uses 
a mainstay Renault-Nissan Alliance engine in the 

form of a 2,5-litre naturally-aspirated 4-cylinder 
petrol motor.

This engine is coupled to an all-wheel drive 
transmission via a CVT gearbox. In previous 
renditions of the Koleos we were less than 
impressed with the CVT gearbox, but on the latest 
test unit we had, the CVT gearbox has some “steps” 
in it that better simulates gear 
changes, as one would expect in 
a conventional automatic box.

If you punch the Koleos 
hard away from standstill it still 
holds on to a low-geared ratio 
and the engine revs a bit too 
hard for comfort. It doesn’t help 
that this is a rather old-school 
engine, and being a large-ca-
pacity 4-cylinder it’s not exactly 
profiled for sweetness when it 
comes to higher revs. But in 
day-to-day running the Koleos 
2,5 Dynamique works just fine.

The Koleos has huge amounts of passenger 
space in the rear, and a generous 464 litres of 
luggage space. It also comes with LED headlights 
and a big list of features such as Park Assist, leather 
upholstery and dual zone climate control. Overall 
fuel consumption should be in the region of 
around 8,5 litres to 9,0 litres/100 km. ■

Renault Koleos Updated
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BY STUART JOHNSTON

The Mitsubishi ASX mid-sized cross-over has 
been with us for about a decade now, yet constant 
updates have kept it fresh, and in the R400 000 
bracket, the ASX actually looks like a very good 
prospect. It has plenty of cabin space, a reasonably-
sized boot, and new styling changes – implemented 
in February – have made it look quite fresh indeed.

Mechanically, the ASX still uses a 2,0-litre 
naturally-aspirated 4-cylinder motor that produces 
110 kW and 197 Nm of torque. Those figures are 
very respectable for a non-turbo 4-cylinder. But 
what has really improved the ASX is a new 6-step 
version of the CVT gearbox, which simulates gear-
changes as you might expect with a conventional 
automatic gearbox.

This new CVT box, known as the INVECS-III 
transmission, makes a reasonable job of banishing 
the engine-droning symptoms that can typically 

afflict a car with a CVT gearbox. The only time 
when this syndrome rears its head is when you 
accelerate hard from about 80 km/h and don’t 
lift your foot. It can hold high rpm for a long, 
long time until you decelerate briefly to allow the 
gearbox to find a taller ratio.

The new gearbox also comes with a Sport 
mode with manual ratio-holding capability, but 
I found it more relaxing to simply drive with the 
car in the D position and modulate engine revs 
using a sensitive throttle foot. Driven reasonably 
the ASX will return fuel consumption in the 9,2 
litres/100 km bracket.

Incidentally, there is a 5-speed manual 
model too.

Inside the latest ASX features a new infotain-
ment pod with an 8-inch WVGA display and 
smart-phone compatibility. The leather upholstery 
has also been improved. For some, perhaps the 
nicest feature will be the panoramic sunroof which 
is standard on the ASX.

Prices are R399 995 for the 5-speed manual 
and R414 005 for the CVT automatic. ■

BY STUART JOHNSTON

There have been a number of digital new model launches over the past few 
months, as well as two notable launches in “real life”.

The digital events notably featured the new Renault Megane RS 300 
Trophy and Land Rover’s all-new Defender. Of these, the Defender would have 
benefitted most from a full-blown “real life” launch as it has been one of the 
most-anticipated vehicles over the past year. Unfortunately, though, the current 
COVID-19 situation made that impossible.

BMW did well to launch its new X5 M and X6 M models in very restricted 
launch rotation groups. This was done at the Zwartkops Raceway near 
Pretoria, and circulating of the track was done with driver and instructor 
wearing masks, and social distancing observed at all times when we weren’t 
driving. All the media members were given sanitisation kits and masks to use 
on the event.

Quick impressions of the new M-developed X5 and X6 are that they are 
both exceptional machines. Apart from the blistering performance which 
allows 0–100 km/h times of just 3,8 seconds, it was the handling and cornering 
prowess of these 2,2 ton vehicles that really impressed.

The other “real life” launch was that of the Porsche Taycan, the first all-
electric Porsche to be launched.

As for the online launches that I “attended”, they were both very profes-
sionally done and interesting. But these certainly don’t beat being able to 
interact with top motor industry people in person, as you would at a launch, 
and driving the cars in the environment for which they were intended. But 
well done to all manufacturers who are devising creative ways to keep their 
new offerings headlined in the midst of this strange new world in which 
we live! ■

Enjoying Mitsubishi’s Affordable ASX

We Drive

New Model Launches Under Lockdown

Scribe Johnston with the new BMW X% M and X6 M at Zwartkops in early July.

The Renault Megane RS 300 Trophy. Land Rover’s all-new Defender..

Driven reasonably the ASX will 
return fuel consumption in the 9,2 
litres/100 km bracket.
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Working Wheels

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

digital

With demand for road freight plummeting and 
increasing costs for trucking companies amidst 
the stringent lockdown restrictions, trucking com-
panies are under increasing pressure to transport 
goods when their trucks are not filled to capacity, 
have empty vehicles standing or have empty hauls 
one way. 

To assist with this, the Road Freight 
Association (RFA) has announced a new benefit 
for its members: an online platform on its website 
which details available loads/capacity and vehicles.

Announcing this new offering which is free 
to all RFA members, Chief Executive Gavin 
Kelly said: “Operating a trucking company is 
complex and challenging at the best of times. With 
COVID-19 and lockdown, however, it has become 
even tougher. Truckers need to deliver goods to 
their clients, but with dwindling volumes, some are 

being forced to deliver at a loss. Our new facility 
enables members to consolidate their loads and 
move goods more efficiently and cost-effectively”.

The system is easy to use and available 24/7. 
All members need to do is list the details of the 
available trucks or loads they have or need (type of 
vehicle required, date required, area and route) and 
provide their contact details. All details are fully 
visible and members can engage with each other 
directly. “There is no middleman and the RFA 
makes no commission, nor do we charge any fee,” 
said Kelly.

Kelly added that this new service is one of 
several new initiatives the RFA is bringing to its 
members over the coming months. “This is just 
one more way that the RFA is able to leverage 
its strengths for the benefit of all its members. 
By working together through the Association, 

individual operators and the broader road freight 
industry is stronger.

“The new realities of our new world mean 
that, as a trade association, the RFA needs to be 
agile and even more responsive to the changing 
needs of its members,” explained Kelly. “The RFA 
is committed to doing this. I believe that this next 
addition to our range of membership benefits can 
have a big, positive impact on members”. ■

Gavin Kelly, Chief Executive: The Road 

Freight Association.

Available Loads Service a New and 
Much-Needed Benefit for RFA Members

In 2009 Daimler Trucks & Buses Southern 
Africa (DTBSA) partnered with the Trucking 
Wellness Programme, an initiative of the National 
Bargaining Council for the Road Freight and 
Logistics Industry (NBCRFLI), to ensure the 
health and wellbeing of truck drivers on our roads. 
Over 10 years later, the work initiated through 
this partnership has grown to positively impact 
thousands of lives on and off our roads, while 
evolving to include targeted wellness programmes 
for drivers, driver trainers, healthcare providers 
and DTBSA fleet owners.

Today, in the wake of the COVID-19 
pandemic, the wellness of the trucking industry 
remains more critical than ever as our economy 
grapples under the immeasurable effects of this 
unprecedented season. Of great importance is the 

health and safety of truck drivers leading the front-
line charge, in the delivery of goods and services in 
what has become unusual operating conditions.

It is for this reason that Daimler Trucks & 
Buses collaborated with the Trucking Wellness 
Programme to donate 4 000 reusable facemasks 
to truck drivers across South Africa, in an effort 
to combat the spread of the virus within the 
trucking industry.

Truck drivers visiting any of the 21 mobile and 
21 national fixed roadside wellness centres located 
on all major trucking routes and South Africa’s 
borders will receive a reusable facemask and a pack 
of 5 filters .

“This donation is important to Trucking 
Wellness as it confirms DTBSA’s longstanding 
commitment to support our health and safety 

initiatives 
for the road 
freight 
industry. 
Handing out 
facemasks 
of such a 
good quality 
further reinforces the value DTBSA places on the 
wellbeing of truck drivers. This will certainly serve 
as a token of appreciation to not only the truck 
drivers, but to our roadside wellness centres staff, 
who have worked tirelessly since the inception of 
the lockdown,” said Tertius Wessels: Managing 
Director of Corridor Empowerment Project 
appointed by the NBCRFLI to manage Trucking 
Wellness on their behalf. ■

Reusable Face Masks Donated
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BY ROGER HOUGHTON

A revolutionary, potentially low emission, 
economical two-stroke engine that eliminates the 
major two-stroke pollution bugbear of total-loss 
lubrication has attracted the interest of a group of 
investors in Australia. What makes this project of 
special interest to South Africans is that it is the 
brainchild of Basil van Rooyen, a former multiple 
national champion racing driver who emigrated to 
Australia in 1987.

Basil, who has a number of other inventions 
that have been commercialised, has been working 
on the Crankcase Independent Two-Stroke (CITS) 
engine design since the early 2000’s, with an initial, 
single-cylinder test rig running on a dynamometer 
in 2007. He subsequently developed a V-twin 
version based on an 800cc Suzuki Boulevard 

crankcase with adapted Rotax two-stroke cylinders 
and heads. It was test run, with favourable results, 
in 2017.

Basil says he is grateful that a group of private 
investors in Melbourne are keen to assist him 
in realising his dream, although he would have 
preferred an automotive company to have taken 
up his design and paid him royalties on each 
engine made.

The next step is to fit the research engine with 
direct fuel injection and a matched electronic 
engine management system. Then to collect and 
publish the data obtained so as to attract an 
interested manufacturer. This is where the new 
investors want to go, and their lawyers are working 
on the complicated legal document.

The programme has been delayed because of 
the pandemic border closures in Australia. Basil 
lives in Sydney and the investors are in Melbourne 

and one of the investors has to collect the test 
engine and components for re-testing before a Mk 
2 V-twin is produced.

Basil says his CITS engine is more power-
ful, lighter, smaller, cheaper tor produce and 
more economical, with lower emissions, than an 
equivalent four-stroke power unit. It also uses a 
conventional sump lubricating system so oil does 
not mix with fuel in the combustion chamber like 
a typical two-stroke.

Several international patents have been filed 
regarding the CITS engine and Basil was honoured 
with a nomination for excellence from the Society 
of Automotive Engineers (SAE).

The CITS engine would be particularly suitable 
for installation in a motorcycle, although the basic 
design can be scaled up to a V-12 stationary engine 

continued on next page 

Two-Stroke Engine Designed by  
Ex-South African Attracts Investor
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producing 1 000 kW which could drive emergency 
power generators.

Basil says he often gets asked why he is 
persisting with his unique engine design when 
electrification or hydrogen appear to be the future 
for the propulsion of vehicles. He blames the media 
for all the hype that is being given to these two 
alternatives for the lack of investor interest in his 
engine design.

Basil says the media hype infers that the future 
of the internal combustion engine (ICE) is doubt-
ful. He disagrees vehemently.

“I accept that fact that for certain installations 
these electric and hydrogen alternatives are viable, 
but the internal combustion engine will be with 
us for many years,” explained the prolific inventor. 
“There is no threat to ICE being used for industrial 
power for machines working in remote areas or 
for powering emergency generators in hospitals 
and 100-floor buildings, nor in outboard motors 

(imagine the battery going flat at sea), nor, in the 
opinion of many, in the car for the next 15 years or 
more, until most electricity generation environ-
mentally friendly and no longer coal fuelled”.

Interestingly, there is a four-page feature – The 
Return of the Two-Stroke? – in the August edition 
of South African CAR magazine, where mention 
is made of Basil’s CITS engine. Author Nicol Louw 
says his article followed an announcement earlier 
this year that Pat Symonds, former technical 
director of the Williams F1 team and now chief 
technical officer at Formula 1 Management, said a 

change to two-stroke engines, paired with electric 
hybrid systems and burning eco-friendly synthetic 
fuel is under consideration for F1 in 2025.

Nicol Louw wrote: “Symonds is adamant that 
two-stroke is the solution to cleaner, powerful rac-
ing engines producing a glorious sound while even 
out-greening Formula E, where diesel generators 
running on glycerine are used to charge the racing 
cars’ batteries”.

KTM currently offers a number of direct-
injection two-stroke motorcycles for enduro 
and motocross, while Honda has also registered 
patents for a direct-injection two-stroke and 
Kawasaki has applied for a patent for a two-stroke 
engine with poppet valves and a supercharger as 
a range extender for an electric hybrid motor-
cycle, according to www.motorbikewriter.com 
in Australia.

To see the engine in operation go to:
https://youtu.be/hLj-hk61GzA. For more infor-
mation about the CITS engine and its workings go 
to http://citsengine.com. ■

“There is no threat to ICE being 
used for industrial power for 
machines working in remote 
areas or for powering emergency 
generators in hospitals and 
100-floor buildings”.

 continued from previous page

The design of the CITS engine 
was rewarded with an award 
from the Society of Engineers 
(SAE). (Basil is on the right in 
the photo).

Basil van Rooyen at the start up of the V-twin prototype of his CITS engine design.
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BY DIETER RENCKEN OF RACEFANS.NET AND SOUTH AFRICA’S 
ONLY ACCREDITED FORMULA 1 JOURNALIST

When the invitation to join the select media contingent at Formula 1’s return 
to action in Austria arrived, the initial emotions were of palpitating excite-
ment and of a feeling of honour at being included. F1 history was, after all, 
going to be made and I desperately wanted to be part of it, to form part of that 
celebratory group.

Then reality hit, as it was obvious that no paddock access would be 
permitted. All media work would be conducted via video conferences open to 
all FIA-accredited media. What about, say, meeting with a team source on a 
Wednesday evening at a restaurant somewhere convenient? This was strictly 
out of the question, we were told.

So, no tangible benefit in being there at all, then? “It would be remiss of us 
to suggest that there would be any major benefit,” was the gist of the response. 
The FIA would attempt to include the odd extra session for those present, but 
even these could not be guaranteed.

Social distancing meant no paddock access. It was clear there would be 
little if any editorial advantage in signing up for three races on the bounce, 
included in which are regular COVID-19 tests and complex travel and ac-
commodation arrangements for 19 days, 12 of which would be spent in tightly 
controlled media ‘bubbles’ spread over three events. The costs of attending 
would be little changed.

My business is F1 journalism and as such my primary duty is to objectively 
report on the sport, and thus it was with no little regret that I declined the 
invitation. Of course, the overriding concern was not to deprive readers of 
coverage. In the event I could not pinpoint a single instance where weekend 
reportage suffered unduly. In addition, the overriding advantage of being on-
site as per normal events – namely investigative journalism through personal 
interaction, my major focus – would prove impossible under the restrictive 
circumstances. This was borne out by comments made to me by some of those 
in the media who did attend.

There is little doubt, though, that good old-fashioned journalism has 
suffered as a result of the restrictions imposed as a consequence of COVID-19. 
The juiciest stories are generally obtained by word-of-mouth, by wandering 
through the paddock and picking up a morsel in discussion, or a tit-bit over 
coffee. That has been my tried and trusted modus operandi for over 20 years: I 
generally spend up to 50% of non-track time in the paddock.

It could be a while before normal paddock service resumes. Off-the-record 
chats cannot happen when the only contact with team members comes via 
group video calls. Similarly, there is no chance of being given a glimpse of a 
revealing document or photograph in an environment where everything is 
being recorded.

In the end 22 reporters took up the FIA’s offer. How long all will consider 
the benefits justify the costs remains to be seen. Interestingly, Reuters, BBC 
News and The Times chose to report remotely, as we did.

Our decision not to attend was the product of weeks of deliberation 
and followed assurances that all remote conferencing systems – including 
interactive facilities during press conferences, which we took advantage 
of – would function as intended throughout all sessions. This represented a 

significant connectivity challenge in the rural location of Red Bull’s superbly 
equipped circuit.

During the weekend four platforms were in use: F1’s own system for 
official FIA sessions, Zoom (six teams), Teams (three) and Webex (Ferrari). No 
wonder Zoom became the preferred video conferencing tool for many during 
the lockdown era, as it proved superior to the other two platforms used by the 
teams. F1’s system also proved stable throughout.

To get all systems up and running, adapt existing procedures for remote 
working and ensure that 10 teams – all with individual media requirements – 
were up to speed was hardly the work of a moment. A series of weekly confer-
ences was convened at which the procedures were thrashed out. The bottom 
line was that it all worked.

Another assurance was that critical documentation flow and access to 
media television and timing channels worked remotely with secure access 
provided to accredited outlets. File-sharing was arranged, and photos and 
sound files distributed accordingly.

Despite pre-event nerves, everything worked as intended at the first time 
of asking. Credit goes to all involved, but particularly the FIA and F1 media 
teams, who worked diligently to ensure a smooth experience. ■

How F1 Brought Media to the Grands Prix Remotely

Dieter Rencken attended the media conference at the Austrian Grand Prix 

remotely. He could interact and ask questions.

It could be a while before normal paddock service 
resumes. Off-the-record chats cannot happen when 
the only contact with team members comes via group 
video calls.
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