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Online shopping trends were on an upward trajec-
tory long before the COVID-19 pandemic and 
resultant enforced national lockdown saw South 
Africans investigating how to buy everything from 
toilet paper to pool chlorine from the comfort and 
safety of their couches.

The rise in popularity of many existing and 
new online shopping platforms has, in turn, fuelled 
the notion that buying vehicles in similar manner 
will soon be a reality. Is it really possible to buy a 
car online from start to finish and have it delivered 

to your driveway without ever leaving home? Yes, 
but that was prior to COVID-19 and only under 
exceptional circumstances.

According to Mark Dommisse, Chairman 
of the National Automobile Dealers’ Association 
(NADA), there is both good and bad news for those 
hoping to click a webpage button and see a new car 
magically appear a few days later.

“Many local car brands are currently advertis-
ing new methods for South Africans to browse, 
and in some cases even buy, their next vehicle from 

home. While these tools are very handy, there are 
limitations to how far you can travel along this 
buying journey, despite clever wording which may 
imply otherwise,” explained Dommisse.

The fact is that these new services offer an 
elegant way for original equipment manufacturers 
(OEMs) and dealers to cast a wider net on a bigger 
audience, together with convenient solutions 
for willing participants within that audience. 
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However, the progression of any deal 
will ultimately trickle down to a final 
transaction between buyer and seller 
at dealer level.

For most, a new or used vehicle 
is the second highest expense after 
housing costs, so committing to 
a large purchase such as this is 
obviously a bit more complex than 
ordering a new kettle from Takealot. 
If your kettle arrives by courier a 
few days after you enter credit card 
details and click Buy on your laptop, 
and you’re not happy with it for 
whatever reason, you simply return it 
and get a refund.

Besides the fact that kettles 
don’t come with a myriad upholstery 
options, optional features, engine 
choices and paint finishes, they also 
don’t often come with mandatory 
insurance, finance plans, FICA 
requirements and large price tags. 
More importantly, it’s unlikely you’d 
be trading in your old kettle, and this 
process would certainly require some 
physical interaction to facilitate, as it 
does with vehicle trade-ins.

“While new digital technologies 
have, and will continue to acceler-
ate and streamline car buying in 
South Africa, there are some simple 
reasons why e-commerce and vehicle 
sales just don’t gel as a realistic 
option in the foreseeable future,” 
Dommisse said.

“While there’s no doubt that for 
some a car is just an appliance, and 
the smell of leather, face-to-face in-
teractions and the feel of steering and 
gear shifts on test drives don’t rank 
very highly on importance scales, the 
vast majority of car shoppers would 
prefer the touch, feel and smell of a 
genuine showroom experience, or 
at least to inspect the goods they’re 
committing to.

“Then there are the nitty-gritty 
regulations which take the wind out 
of the sails of the pure online vehicle 
buying fantasy. Technically, all 

transactions in South Africa – other 
than for property – can be concluded 
with a simple offer and acceptance. 
But online transactions are governed 
by the Electronic Communications 
and Transactions Act (ECTA) and it 
is here that matters such as offer and 
acceptance, as well as final delivery 
are regulated.”

The Act is designed for items 
that are extremely standard and 
understood by customers, such as 
a kettle. When it comes to special 
orders or anything where specifica-
tions are set by the consumer, the 
goods will only be suitable for use or 
enjoyment by that consumer in par-
ticular. Cars often come with many 
specifiable options, accessories and 
bolt-on value add products, which 
would force a number of protections 
generally afforded to consumers by 
the Act to be excluded. 

“Imagine an outrageous 
paint selection combined with an 
unusual interior colour. It would be 
unreasonable to expect a dealer to 
accept the return of this vehicle for 
any reason other than that it was not 
supplied to requested specification,” 
said Dommisse. “Though that is 
an extreme case, the same would 
apply to any vehicle with customer-
specified fitments, no matter how big 
or small.”

Items covered by the ECTA 
have a universal cooling-off period 
which cannot be waived via the 
contract. This allows a consumer 
to cancel any transaction without 
reason and without penalty for 
goods or services within seven days 
of receipt. The only charge that can 
be levied is the cost of returning the 
goods and payment of the refund 
must be made within 30 days of 
cancellation. This is obviously an 
unrealistic situation when it comes 
to the value of motor vehicles and 
the natural depreciation they face as 
second-hand goods, and this protec-
tion would be excluded if a vehicle 
has been altered in any way through 
client specifications.

“South African OEMs and 
dealerships are certainly working 
frantically to offer new ways of 
engaging customers via online 
portals and platforms, and NADA 
believes these developments will roll 
out thick and fast in the wake of the 
pandemic,” Dommisse commented.

“Creating deals, building 
transactions, and exploring finance 
options, vehicle specifications, ac-
cessories and value-added products 
can all happen online and these pro-
cesses will become slicker and more 
efficient. But the bottom line is that 
the final stages of the deal should 
be facilitated through a dealership 
together with a sales executive and 
qualified F&I manager.”

In other regions, and the USA 
in particular, the online vehicle sales 
concept is nothing new. However, 
despite how simple TV ads and 
websites make the process seem, this 
channel does not come without some 
fine print. The successes and profit-
ability of American services such as 
Carvana and Vroom are also under 
question. They may paint an alluring 
picture of laptop purchases and shiny 
new wheels being delivered shortly 
afterward, but the reality is that car 
dealers and showrooms are here 
to stay. ■
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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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BY ROGER HOUGHTON

Sales of commercial 
vehicles held up 
surprisingly well 
in July, while the 
passenger car sales 
figure slumped by 
35.8% compared 
to July 2019. This is 
according to com-
ments by NAAMSA 
on the latest monthly 
new vehicles sales 
figures issued by the 
Department of Trade 
and Industry.

It seems potential car buyers are prepared to delay new model purchases or bought used 
vehicles, while commercial vehicle operators still require vehicles for their businesses and 
most big companies buy new and not used models.

Sales of all commercial vehicles – light, medium, heavy, extra-heavy and buses – were 
down only 19.7% for the month, going down from 16 585 units in July last year to 13 491 
units last month. However, year-to-date commercial sales are still 37.4% lower, going from 
106 672 units in the first seven months of 2019 to 66 797 for the same period this year.

Total vehicle sales in July were 32 396 units, which equated to a decline of 29.6% from 
the 46 042 vehicles retailed in the same month last year. An estimated 3.6% of sales went 
through the retail channel, 3.1% to corporate fleets, 2.9% to government and an estimated 
0.4% to the rental market, which is currently defleeting significantly following the impact of 
the COVID-19 pandemic and economic downturn. Exports of 35 087 units were 29.6% lower 
than July 2019.

Domestic sales of new light commercial vehicles, including bakkies and minibuses, at 
11 123 units was a decline of 19.7% from the corresponding month last year. The Toyota 
Hilux, with 3 575 units sold, was well ahead of its one-ton bakkie opposition. It was followed 
by the Ford Ranger (1 987), Isuzu D-Max (1 340), combined Nissan Navara, NP 300, and 
Hardbody (464) and Mahindra Scorpio (348).

The Nissan NP 200 was way ahead in the 2/3-ton category with 891 sales, while sales 
of 989 Hi-Ace taxis took Toyota to a dominant 4 874 units or 44% in a total LCV market 
of 11 123 units.

Sales in the medium and heavy truck segments of the market reflected ongoing weak 
performances but were far better than the dire situation in passenger car sales. Medium 
truck sales were down 12.9%, while heavy truck and bus sales dipped by 13.3% year-on-year.

The Volvo Group (Volvo and UD Trucks) were the leaders in the extra-heavy market, 
with 289 units sold. It was followed by Mercedes-Benz (251), Scania (223) and MAN (147).

Editor’s Note
This months issue of AutoLive 
is full of reports. Lots and 
lots of reports. On everything 
from production figures and 
sales figures, to export figures 
and the vehicle price index.

First there is our regular 
monthly sales comment 
which bemoans the fact that 
car sales are continuing to 
slump. Then there’s the news 
that vehicle exports into Africa continue to lag.

NAAMSA’s report on the second quarter of 2020 reveals 
that local vehicle production is projected to drop by 31% for 
the year when compared to the number of units built in South 
Africa in 2019. Production in Q2 2020 was 65% lower than 
output in the same period last year as the COVID-19 lockdown 
took its toll.

Another report reveals that South African vehicle exports 
in the first half of 2020 reflected a massive decline of 73 419 
vehicles, or 40.3%, compared to the first half 2019. For the same 
period the vehicle export revenue figure declined by R21.3 
billion from R67.2 billion in 2019 to R45.9 billion in 2020. This 
can be directly attributed to the COVID-19 pandemic, as most 
countries in the world imposed lockdown restrictions resulting 
in a fall in demand for new vehicles.

The latest TransUnion SA Vehicle Pricing Index, in turn, 
shows that the combination of minimal trading due to the 
COVID-19 pandemic and the depressed economy saw a 71% 
decline in the number of new and used cars financed in Q2 of 
2020 over the same period in 2019.

The bad news doesn’t end there though.
Tracker’s vehicle crime statistics for the year July 2019 to 

June 2020 indicate that hijacking is on the rise and remained 
prevalent during the lockdown period, even with a significant 
drop in vehicle crime. Recorded from Tracker’s base of more 
than 1.1 million vehicles, the statistics reveal that before the 
lockdown, the number of vehicle crime activities rose nation-
ally by 11% year-on-year, driven mainly by hijacking with an 
increase of 21%. Theft of vehicles, meanwhile, remained at a 
similar level to the previous year.

There is one report that contains some good news though.
Providing key details, trends and insights into the South 

African used car market, the 2020 AutoTrader Car Industry 
Report was released earlier this month. It provides valuable 
insight into which makes, models and which variants are 
important to car-buying consumers. It also contains some 
fascinating findings on the impact of COVID-19 on the 
automotive sector.

Speaking of good news, Wilken Communication 
Management, the publisher of AutoLive, has bucked the 
general trend in automotive publishing in South Africa by 
launching an important new publication in these times of an 
economic downturn and a global pandemic. The new addition 
to the ranks of WCM’s publications is Business Fleet Africa, a 
bi-monthly, innovative, and targeted market-focussed digital 
magazine. The first issue was distributed earlier this month and 
subscription is free.

We trust that you will find these 24 pages of AutoLive 
interesting and insightful and that you will continue to interact 
with us through feedback, suggestions and positive criticism.

Liana Reiners,
Editor
liana@autolive.co.za

To advertise in 
 contact

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

Car Sales Slump 
While Commercial 

Sales Held Up in July
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WesBank’s View

“We had begun to see uptake on fixed-rate deals last month thanks to the low 
interest rates, and it is interesting to note the significant change in the bank’s 
average deal duration in July,” said Lebogang Gaoaketse, Head of Marketing and 
Communication at WesBank.

WesBank data indicates a shift towards earlier settlements of deals in July. “We 
might have considered this as a result of consumers making affordability decisions 
in terms of monthly instalments, except that the bank’s average deal size is between 
10% and 15% higher year-on-year across new and used,” Gaoaketse commented. 
“We will require more data before we can fully understand how buyer behaviour 
is changing.”

Indebted consumers benefited from another cut in interest rates during July 
as the Reserve Bank attempts to stimulate the economy and balance some level of 
relief against investment returns. But households were also faced with rising fuel 
prices of 7.5% despite the price being 20.9% lower than a year ago. Consumer Price 
Inflation came in at 2.2% although the overall food basket increased 4.2% and many 
food groups in the car-buying market exceeded this amount.

“This all continues to paint a picture of a hard-hit economy that will take some 
time to recover,” Gaoaketse continued.

Although WesBank retains a cautious approach for the remainder of the year, 
there is some reason for optimism: with these experienced levels of market activity 
amidst the peak of the country’s COVID-19 infection rate, more market confidence 
can be expected as the pandemic’s infection rate slows.

NADA Has its Say

“July was a difficult trading month and we don’t see a quick recovery from this 
new reality any time soon. In fact, we’re looking at a minimum of one to two years 
before we see any significant improvement in new vehicle sales,” said the National 
Automobile Dealers’ Association’s (NADA’s) chairperson, Mark Dommisse. 

“Consumers are still under massive pressure to meet their monthly household 
expenses, and cautious when making big-ticket vehicle purchases that involve com-
mitting to large financial payments,” he explained. “While there is some reprieve 
from recent interest rate cuts, rising fuel prices and general inflation will continue 
to pinch wallets into the foreseeable future. 

“On the positive side, many consumers will have resumed paying deferred 
instalments in July, and considering the pressure they are under and that there is 
still an appetite for new cars in the current environment, a flat month from June to 
July was very encouraging,” Dommisse added.

NAAMSA’s Forecast

July 2020 new vehicle sales figures provide a picture of what could be expected for 
the remainder of the year with some notable changes to market behaviour by the 

vehicle rental companies, 
in particular, which 
could be the beginning of 
new trends.

Although the Absa 
Purchasing Managers’ 
Index (PMI) tracking 
business conditions in 
six months’ time turned 
slightly more optimistic in July 2020, it still remains fairly subdued. Considering the most recent projected 
negative annualised GDP growth in the country of 7.3% by the SA Reserve Bank, it does not bode well for 
the outlook on domestic demand for new vehicles over the short term.

Positive dynamics such as the further 25 basis point interest rate cut to a near 50-year low during 
the month and the already 300 basis points interest rate cut for the year, low inflation as well as dealer 
incentives would be expected to support consumers and businesses into new vehicle purchases. However, 
a recovery in the new vehicle market will most likely depend on how quickly the economy can break out of 
its low growth trap and how soon society will recover from the present COVID-19 lockdown. ■

 continued from previous page

Lebogang Gaoaketse, Head of Marketing and 

Communication at WesBank.
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Monthly automotive news to and from Africa

Exports of built-up vehicles from South Africa into 
other African countries continue to lag although 
the July sales figure of 1 516 units was only slightly 
behind the figure of 1 612 vehicles exported in July 
2019. However, the year-to-date figure for the first 
seven months of only 8 347 units shipped was 46% 
below the figure of 12 997 units a year previously.

Toyota, with 3 547 units exported between 
January and July 2020, continued its dominance 
with a 40% share. However, Nissan, the perennial 
runner-up, was only four units ahead of hard-
charging Isuzu on a year-to-date basis. Nissan’s 
exports into Africa for the period stood at 1 725 

compared to Isuzu on 1 701. At this stage last year 
Nissan, with 3 876 units exported, was well ahead 
of Isuzu (1 645).

These three leading manufacturers were well 
out in front. Then followed Ford on 466 (919 YTD 
in 2019), Volkswagen on 351 (319) and the Volvo 
Group’s trucks on 139 (309). A total of 14 manufac-
turers exported vehicles into 29 African countries 
during this seven-month period.

Kenya was far ahead as the most popular 
export destination, with 1 223 units shipped to 
that country. It was followed by Zimbabwe (988), 
Nigeria (937), Ghana (806), Mozambique (642), 

Zambia (6), Mauritius (392), Reunion (377), 
Tanzania (364), Uganda (331) and Malawi (278).

As mentioned earlier, total exports for July 
totalled 1 516 units, with Toyota taking the lion’s 
share of 55% with 840 exports. Nissan had a miser-
able month, shipping only 92 units, which saw it 
slip below Isuzu (290) and Volkswagen (99), with 
Ford also having a poor month, with only 74 units 
shipped into Africa.

Only four countries took more than 100 units 
during July, compared to six in July last year. Those 
taking more than 100 vehicles were: Nigeria (373), 
Kenya (238), Zimbabwe (173) and Ghana (134). ■

Vehicle Exports into Africa Continue to Lag

Volkswagen is expanding its footprint in Sub-
Sahara Africa with the official opening of a vehicle 
assembly facility in Accra, Ghana. With this 
investment, Ghana becomes the fifth Volkswagen 
vehicle assembly location in Sub-Saharan Africa; 
the other locations are in South Africa, Kenya, 
Nigeria and Rwanda.

The event to announce Volkswagen’s 
investment and the unveiling of the first vehicle 
assembled in Ghana was attended by the President 
of the Republic of Ghana, His Excellency Nana 
Addo Dankwa Akufo-Addo, Minister of Trade and 
Industry, Alan Kyerematen, and cabinet ministers.

The official opening of the vehicle assembly 
facility in the West African country, which has 
a population of about 30 million people, is the 
realisation of the Memorandum of Understanding 
(MoU) which Volkswagen signed with the 

Government of Ghana in the presence of the 
German Chancellor, Angela Merkel, nearly two 
years ago.

The Government of Ghana has also fulfilled 
its MoU undertaking to develop a comprehensive 
Automotive Industry Policy with the recent prom-
ulgation of the Ghana Automotive Development 
Policy (GADP), which is a ground-breaking 
and blueprint automotive policy in the West 
African region.

GADP has paved the way for Volkswagen to 
solidify its commitment in Ghana with the initial 
investment in the first phase of its long-term 
vehicle assembly plans.

Universal Motors Limited, a licensed 
Volkswagen importer since 2005, has been 
awarded the assembly contract for the initial phase 
of the project. The Universal Motors facility in 

Accra has an installed capacity to assembly 5 000 
units per annum. The models to be assembled 
using semi knocked-down (SKD) assembly kits are 
Tiguan, Teramont, Passat, Polo and Amarok.

Said Thomas Schaefer, Head of Volkswagen 
Sub-Sahara Region and Managing Director of 
Volkswagen Group South Africa: “The opening of 
our vehicle assembly facility in Ghana is another 
exciting chapter of our expansion journey in the 
Sub-Saharan Africa region. This is a big step into 
establishing our presence in the West African 
region. I wish to commend the Government of 
Ghana for introducing a comprehensive policy 
that is set to transform the automotive industry in 
West Africa.

“Volkswagen is committed to helping Ghana 
to develop a modern automotive industry as 
part of the country’s industrial transformation 
agenda,” Schaefer added.

Schaefer also announced the establishment 
of Volkswagen Ghana, which is the first automo-
tive company to be registered under GADP. 
Volkswagen Ghana is a 100% subsidiary of 
Volkswagen. It is a registered assembler and will be 
responsible for the importation of the SKD kits and 
fully built-up units. Jeffrey J. Oppong Peprah has 
been appointed as the CEO of Volkswagen Ghana.

Volkswagen is strengthening the regions and 
focusing on new up-and-coming markets as part of 
its TRANSFORM 2025+ brand strategy. Alongside 
North and South America as well as China, the 
Sub-Sahara region plays an increasingly important 
role. Although the African automotive market is 
comparatively small today, the Sub-Sahara region 
has the potential to develop into an automotive 
growth market of the future. ■

From left to right: Jeffrey Peprah, CEO, Volkswagen Ghana, Minister of Trade and Industry, 

Alan Kyerematen, President of Ghana, Nana Addo Dankwa Akufo-Addo and Subhi Accad, CEO, 

Universal Motors Ltd.

VW Opens Assembly Facility in Ghana
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BY ROGER HOUGHTON

Vehicle production in South Africa is projected to 
drop by 31% to 435 500 units in 2020 compared to 
the 631 983 units built locally last year, accord-
ing to a report by the National Association of 
Automobile Manufacturers of SA (NAAMSA) for 
the second quarter of 2020, which was published 
recently. Local vehicle production is forecast to rise 
to 521 700 units in 2021.

Production in Q2 2020 was 65% lower 
than output in the same period last year as the 
COVID-19 lockdown took its toll.

The report says South Africa’s vehicle produc-
tion in 2019 accounted for 0.69% of total global 
output for the year, which was an improvement of 
7.8% over the performance in 2018. Total global 
production last year was 91 786 861 units, which a 
decrease of 5.2% compared to the 2018 figure.

Total vehicle sales in SA in 2020 are forecast 
to be 372 000 units compared to the 536 611 
vehicles sold in 2019; also a drop of 31%. This 
will be the lowest sales total in nearly 20 years, 
in fact the lowest since 360 246 vehicles were 
sold in 2003. Sales are then forecast to increase 
to 435 000 units in 2021, an increase of only 17% 
and less than the 453 541 units sold in SA as far 
back as 1981, when it was the annual sales record 
until 2004.

This is certainly a dire position for the motor 
industry, particularly at a time when it is in the 
throes of making huge investments to meet the 
scaled up demands of the latest Automotive 
Production and Development Programme 
(APDP). Implementation of the programme has 
been delayed by six months and will now begin in 
July 2021. It aims to drive a big increase in produc-
tion volume and the local content of vehicles 
made in South Africa as well as transforming the 
industry itself.

Earlier this year Andrew Kirby, the 
President and CEO of Toyota SA Motors said 

that the component suppliers’ commitment to 
making substantial investments in increasing 
localisation is the key to meeting the future local 
content targets. The current pandemic which 
has slashed current production volumes and 
lowered projected volumes in the near future, 
as well as long spells of no production during 
the hard lockdown, have all put huge pressure 
on the viability and sustainability of local 
component makers.

Last year the seven local OEMs invested R7.3-
billion, which was the second highest investment 
in history, only behind the R8.1-billion invested 
in 2017.

Export volumes of built-up vehicles from 
South Africa have also slumped drastically, after 
setting a new record of 387 125 units in 2019. 
Local manufacturers exported 64% of new vehicles 
produced to 151 countries last year. Exports in the 
first half of 2020 totaled 
108 942 units, which was 
a fall of 40.3% over the 
performance in the first 
half of 2019.

Mike Mabasa 
Interview

An extensive interview of 
Mike Mabasa, NAAMSA 
CEO, by Chris Barron 
in the Sunday Times re-
cently, spelled out some of 
the effects of COVID-19 
on the local automotive 
industry. Mabasa said that 
the pandemic had delayed 
but not stopped transfor-
mation of the industry 
and it would continue, but 
at a slower pace.

Mabasa said in 
the interview that the 
programme depended 
on support from the 
government, especially in 
terms of improving criti-
cal infrastructure such 
as ports and railways. 
Meanwhile the industry 
is benchmarking key 
costs and practices in 21 
countries to help it engage 
with government about 

how the costs of doing business, including high 
port tariffs, can be brought down.

Mabasa said the targets (for the upcoming 
new APDP) were always going to be very steep and 
tough, but the COVID restrictions had made them 
even more so.

This includes negatively affecting potential 
black players in the value supply chain. He said 
that the establishment of a R6-billion transforma-
tion fund by the motor manufactures has been 
accelerated to support these people.

“A CEO has been appointed who is setting up 
his own team and putting policies and corporate 
governance structures in place. We want to ensure 
that when the fund starts operation we are not sit-
ting with the same challenges we’re hearing about 
in government where there is huge corruption 
because there are no proper systems in place to 
manage such funds,” concluded Mabasa. ■

Domestic Vehicle Production 
Projected to Slump in 2020

Mike Mabasa, NAAMSA CEO.

The industry is benchmarking 
key costs and practices in 21 
countries to help it engage with 
government about how the costs 
of doing business, including high 
port tariffs, can be brought down.
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BY DR NORMAN LAMPRECHT, 
EXECUTIVE MANAGER: TRADE, 
EXPORTS AND RESEARCH, NAAMSA

South African vehicle exports in the first half of 
2020 reflected a massive decline of 73 419 vehicles, 
or 40.3%, compared to the first half 2019. For the 
same period the vehicle export revenue figure 
declined by R21.3 billion from R67.2 billion in 
2019 to R45.9 billion in 2020. This can be directly 
attributed to the COVID-19 pandemic, as most 
countries in the world imposed lockdown restric-
tions resulting in a fall in demand for new vehicles. 

The significance of exports for the country’s 
motor industry was highlighted in 2019. 

Despite a progressively declining domestic 
new vehicle market, reaching its lowest sales level 
since 2010, vehicle exports once again showed 
exceptional growth in 2019 to support the export-
oriented industry’s overall performance. A record 
number of 387 125 left- and right-hand drive 
vehicles – up from the 351 139 vehicles in 2018 – 
with a record export revenue figure of R148 billion, 
were exported to 105 destinations last year. This, 
accompanied by continued high levels of invest-
ment in the domestic automotive industry and 
large-scale employment in high-skilled jobs, bore 
testimony to the largest manufacturing sector‘s 
contribution to the SA economy. 

Considering that a significant 64.1% of South 
African vehicle production was exported in 2019, 
with Europe accounting for a substantial 73.8% 
of the exports, developments in the region have 
a direct and measurable impact on the domestic 
automotive industry’s performance. This trend 
continued into the first half of 2020, with Europe 
accounting for 72.1% of vehicle exports during 
this period. 

Consequently, the decline of 55 152 vehicles 
(41.3%) in vehicle exports to Europe comprised 
the bulk of the domestic industry’s vehicle export 
losses during the first half of this year. 

VWSA, with its Polo model, topped the 
country’s vehicle export rankings in 2019 with 
89 366 of these models destined for Europe. BMW 
exported 67 516 X3 models to Europe, followed by 
55 373 Ford Ranger models, 43 253 Toyota Hilux/
Corolla models and 30 003 Mercedes-Benz C-Class 
models. The UK, with 101 401 vehicles, followed 
by Germany with 37 152 vehicles, France with 25 
629 vehicles, Italy with 14 624 vehicles and Austria 
with 12 675 vehicles were the domestic automotive 
industry’s top five European destinations in 2019. 

According to data collated by the International 
Organisation of Motor Vehicle Manufacturers 
(OICA), first-half 2020 new vehicle sales in the UK 

declined by 48.4% compared to the first half 2019, 
while in Germany the new vehicle market declined 
by 33.9%, in France by 37.1%, in Italy by 45.1%, and 
in Austria by 35.3%. 

In all these markets the new vehicle sales 
decline peaked in April 2020, placing the massive 
97.3% year-on-year decline of SA vehicle exports in 
April 2020 into perspective. During April 2020, the 
UK new vehicle market declined year-on-year by 
95.3%, Germany by 59.5%, France by 87.2%, Italy 
by 96.4% and Austria by 62.7%. 

Some positive news for the domestic automo-
tive industry is that the major European markets 
reflected an improved performance since June 
2020, in line with the easing of the lockdown 
restrictions as well as buoyed by large financial 
government incentives to encourage drivers to 
trade in older cars for new ones. However, the 

bad news is that new vehicle sales across Europe 
are forecast to decline by a record 25% in 2020, 

continued on next page 

During April 2020, the UK new 
vehicle market declined year-on-
year by 95.3%.

The Impact of COVID-19 on Vehicle Exports

Changing Composition of SA Vehicle exports by major regions: 2016 – 2020

2016 2017 2018 2019
FIRST 
HALF
2019

FIRST 
HALF 
2020

% 
CHANGE
H1 2020 / 
H1 2019

Europe 196 727 190 503 233 772 285 599 133 672 78 520 -41.3%

Asia 46 655 52 827 50 277 39 879 19 458 12 357 -36.5%

Africa 21 505 21 848 23 988 23 415 11 559 6 934 -40.0%

Australasia 22 735 25 125 22 767 17 350 9 432 6 144 -34.9%

North America 52 024 43 393 13 037 13 540 5 581 3 318 -40.6%

South America 4 750 3 588 5 787 6 093 2 231 1 563 -29.9%

Central America 410 812 1 511 1 249 428 106 -75.2%

TOTAL 344 816 338 096 351 139 387 125 182 361 108 942 -40.3%

Source: NAAMSA/Lightstone Auto

Dr Norman Lamprecht, NAAMSA Executive 

Manager of Trade, Exports and Research.
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the steepest percentage drop on record, and to its 
lowest level since 2013.

Vehicle exports to Asia declined by 7 101 
units, or 36.5%, during the first half of 2020 
compared to the first half 2019, mainly reflecting 
the decline of 7 067 vehicles to Japan, the domestic 
automotive industry’s third largest vehicle 
export destination. 

The COVID-19 impact on Japan’s automotive 
industry has been relatively mild with the new 
vehicle market declining by only 8.9% during the 
first six months of this year compared to the same 
period in 2019. The 28.6% year-on-year decline 
in April 2020 and 44.9% in May 2020, however, 
negatively affected domestic new vehicle exports 
to Japan. In June 2020 Japan’s new vehicle sales 
reflected 6% growth compared to June last year, 
encouraging news for South African vehicle 
exporters to the country.

Despite the 40% decline in vehicle exports 
to the continent for the first half of 2020, Africa’s 
potential remains a priority focus for the domestic 
automotive industry. South African-built bakkies, 
in particular, continue to be the popular choice of 
mobility for new vehicle buyers on the continent. 
Around of 85% of the 6 934 vehicles exported into 
Africa during the first half of 2020 comprised bak-
kies, with Kenya, Zimbabwe, Ghana, and Nigeria 
topping the list of the 30 export destinations into 
the continent. 

Large infrastructure projects linking African 
countries and increasing intra-African trade could 
be the platforms to launch the continent into a 
new era of prosperity. Investment in infrastruc-
ture tends to increase business confidence and 
simultaneously lowers transaction costs by making 
it easier for businesses to move people, goods, and 
services. In this regard, the implementation of the 
African Continental Free Trade Area (AfCFTA) 
could mark the beginning of a promising decade 
for Africa. Unfortunately, due to COVID-19, the 
implementation of the AfCFTA, which aims to 
create the world’s largest free-trade block, has been 
postponed from July 2020 to 2021. 

The decline of 2 263 vehicle exports to North 
America mainly relate to the decline of 2 173 
vehicles to the USA for the first half of 2020, 
where the new vehicle market declined by 23.1% 
compared to the first six months of 2019. The USA 
was the domestic automotive industry’s top vehicle 
export destination for several years, but since 
2018 the same BMW and Mercedes-Benz models 

are manufactured in both SA and the USA and 
hence the reason for the USA moving down on the 
domestic automotive industry’s rankings of top 
vehicle export destinations. 

Vehicle exports to Australasia also declined 
by 3 288 units during the first half of 2020, mainly 
attributable to the decline of 3 038 vehicle exports 
to Australia. In the first half of 2020 the Australian 
new vehicle market declined by 20.2% compared 
to the same period last year. This is relatively mild 
compared to other countries over this period as 
the Australian government had been slower in 
enforcing lockdown measures for non-essential 
businesses and most of car dealerships were 
allowed to remain active. Positive news for 
local vehicle exporters is that new vehicles sales 

registered a robust improvement in the country in 
June 2020, supported by the lockdown easing and 
strong tax incentives.

Since the Covid-19 pandemic is stifling export-
oriented industries such as the automotive industry 
significantly, South African vehicle exporters 
will be required to consider various scenarios 
for the world economy and global trade patterns 
in the short to medium term. Most domestic 
vehicle manufacturers have grown their volumes 
substantially, and now produce a very high propor-
tion of vehicles for the export market. Exporting, 
therefore, have been and will remain key for the 
motor industry in South Africa to generate suf-
ficient economies of scale and to achieve improved 
international competitiveness. ■

 continued from previous page

South African-built bakkies, in 
particular, continue to be the 
popular choice of mobility for new 
vehicle buyers on the continent.
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We appreciate and value your support!

Sincerely

Capitec Vehicle Finance brought  
to you through MotoData
We’re excited to introduce Capitec Vehicle Finance! 

To ensure our clients always have the best service experience and get the best deals on vehicle finance, we’ve 
partnered with MotoData. Through the MotoData platform, clients and dealerships not only benefit from a clear and 
transparent purchase experience – from searching for the car of their dreams to applying for vehicle finance, they also 
have peace of mind through the value-added services which MotoData offers. 

Unlike other traditional offers:
• Capitec Vehicle Finance is not asset-based, it is a purpose loan
•  An extended term of up to 72 months means clients qualify for finance over a longer period, which decreases their  

monthly instalment
•  The interest rate is linked to the client’s personal credit profile, and not the condition or type of vehicle they choose

Benefits
• The product will include a form of DIC to the dealership
• More sales with the better retention of clients
• Opening new markets for dealers with value-added sale opportunities
• The ability to finance and sell older or trade-in vehicles for the true retail value, which traditionally other banks have not been 

able to finance – as the finance is not asset-based 
• Get up to R250 000 credit for ANY vehicle
• No need to visit a Capitec branch or refer clients to a Capitec branch – get the finance directly at your dealership
• Free online vehicle valuation and clone report through the MotoData platform
• The client owns the vehicle from day one, and not the bank

Need more info?
Email your queries to VehicleFinance@capitecbank.co.za or email MotoData at Info@motodata.co.za. 

As a dealer, register at motodata.co.za.

So what sets Capitec Vehicle Finance apart? 

Paul du Toit
Manager: Vehicle Finance
Capitec Bank

Theunis Smith
Chief Executive Officer
MotoData

new

capitecbank.co.za
Capitec Bank Limited is an authorised financial services provider (FSP46669) and 
registered credit provider (NCRCP13). Capitec Bank Limited Reg. No.: 1980/003695/06

http://www.autolive.co.za
https://www.motodata.co.za
mailto:info%40motodata.co.za?subject=
mailto:vehiclefinance%40capitecbank.co.za?subject=
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Ask anyone involved in the South African motor 
industry and they will tell you that the big chal-
lenges are selling more cars, improving efficien-
cies and throughput in workshops, increased 
parts sales, retaining clients through aftermarket 
sales and activities. But how does one do that 
in a challenging economic environment? The 
alternative is finding new and innovative ways 
of securing business and ultimately boosting the 
bottom line.

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

According to MotoData CEO, Theunis Smith, 
the idea is not to replace traditional solutions, but 
rather to provide another viable option that would 
complement and enhance existing value proposi-
tions. Smith is quick to point out, however, that 
this is not a last-resort option for people who are 
unable to get finance, but rather an opportunity for 
the motor industry to unlock new markets and for 
consumers to potentially access funds to purchase 
a vehicle of choice or pay for related products and/
or services.”

Explained Smith: “Simply put, transactions 
are mainly approved on the strength of the buyer. 
Because of that, aggregated approval rates are 

greatly enhanced, ultimately translating into 
greater opportunities to increase sales on dealer, 
provider and supplier level.”

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

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

dealer being able to identify the possibility of a 
cloned vehicle.

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

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

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

Harnessing the MotoData platform and the 
opportunities it offers is remarkably simple. Smith 
invites interested parties to find out more and visit 
www.motodata.co.za.

Alternatively, send an e-mail to:
info@motodata.co.za. ■

Alternative Lending Options Open 
Up New Business Opportunities

Now there is a way for vehicle 
owners to obtain the required 
funds to keep their assets 
well maintained.
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Business Confidence 
Index Recovering

The South African Chamber of Commerce 
and Industry (Sacci) business confidence 
indicator (BCI), which dropped to 70.1 in May, 
has since recovered to 81.4 in June and rose 
slightly to 82.8 in July. Most negative effects 
were caused by lower manufacturing output, 
lower merchandise import volumes, fewer new 
vehicles sold, lower real retail sales and disrupted 
construction activity. ■

Manufacturing Drops 16.3%
Output in the South African manufacturing sector 
decreased 16.3% year-on-year in June, after falling 
32.4% in May. Production fell 30.2% between April 
and June compared to the first three months of the 
year. According to StatsSA. The automotive divi-
sion experienced the biggest fall, recording a drop 
of 62.8% in production year-on-year. ■

Toyota Gets New 
Communications Logo

Toyota is the latest motor company to develop a 
“flat” logo for use on its communications. It does 
not have the hint of three-dimension and the 
Toyota word logo of the previous version, which 
will continue to be used to identify Toyota vehicles. 
According to the Australian e-zine GoAutoNews, 
the new logo will be used across all communica-
tion touchpoints in the future. This follows 
similar moves recently by BMW, Volkswagen, 
and Nissan. ■

MiX Telematics Sees 
Decline in Subscriptions

MiX Telematics, one of the leading global provid-
ers of fleet and mobile asset management solutions, 
has reported an 18.2% decline in subscription reve-
nue for the first quarter of 2020, with its subscriber 
base shrinking by 30 700 subscriptions in the 
quarter. It has 787 00 subscribers in 120 countries. 
The group said the decline was primarily due to the 
impact of pricing concessions granted to customers 
and the decline in the subscriber base. ■

Africa Automotive Forum
This is a virtual convening of expert stakehold-
ers from the automotive industry to unlock the 
potential of the industry in Africa. Hosted by the 
African Association of Automotive Manufacturers 
(AAAM) and powered by Deloitte Africa, 
Afreximbank and JETRO, it will take place on 
September 2, 16 and 30 from 14h00–15h30 each 
day. The first session will be: Enabling Policy 
by Government, the second Regional Value 
Chains and the third Driving Affordability and 
Mobility Solutions.

To register contact Angelo Carter at Deloitte 
South Africa ancarter@deloitte.co.za. ■

Ending the Motor industry’s 
Software Woes

Ricky Hudi, who stepped down as Audi’s head of 
electrics/electronics in 2016 after 19 years with the 
company, says that the solution to ongoing glitches 
at global motor manufacturers starts with the 
composition of its supervisory board.

Hudi, who is now chairman of The 
Autonomous which aims to accelerate advances 
in the field of driverless vehicles, says most boards 

are made up of professionals with engineering, 
business, finance, or legal backgrounds. Hudi 
proposes that 50% of the supervisory boards in 
future be made up of people with those traditional 
credentials and the other half to be made up of 
people with extensive experience in software, 
electronics, and semi-conductors.

“This is the only way to sustainably transform 
a traditional business,” said Hudi. He did not single 
out his former employer as a company with this 
problem but added that Tesla CEO Elon Musk’s 
experience in this field is benefitting his company 
in having this problem under control.

“By comparison, the executive board members 
of the traditional global automotive industry, 
including Tier 1 suppliers, don’t have the same level 
of software and electronic capability as Tesla and 
the other disruptors,” added Hudi. ■

Attempt to Merge 
Honda and Nissan

It has been revealed in Automotive News recently 
that Japanese government officials tried unsuc-
cessfully to bring Nissan and Honda together for 
merger talks late last year as it feared Nissan’s 
alliance with Renault might collapse, which would 
have left Nissan exposed. ■

Land Rover Loses Ineos 
Lookalike Case

Jaguar Land Rover has lost its battle against the 
Ineos Group regarding the styling of the latter’s 
new Grenadier SUV which JLR says is a copy of the 
iconic square design of its Defender. Ineos, one of 
the world’s largest chemical companies, will now 

Snippets

Ricky Hudi.

continued on next page 

Toyota is the latest motor 
company to develop a “flat” logo 
for use on its communications.
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go ahead and produce the Ineos, which will use 
BMW six-cylinder petrol and diesel engines mated 
to BMW transmissions.

A London court recently dismissed an appeal 
by India’s Tata Motors, which owns JLR, against 
a finding by the UK Intellectual Property Office 
that the shape that Tata wanted protected was not 
distinctive enough.

The Grenadier, which is similar in appearance 
to the previous generation Land Rover Defender, 
is a rugged four-wheel drive vehicle that will be 
marketed worldwide from next year, reportedly 
coming to SA in 2022.

Ineos is currently negotiating with Daimler to 
buy the latter’s SMART factory in France, now that 
production of those cars has moved to China.

Ineos, headed up by 67-year-old British 
billionaire Jim Ratcliffe, is promoting itself 
through a five-year sponsorship of the Mercedes-
Benz F1 team as well as a leading cycling team, 
formerly Team Sky, competing in the Tour de 
France and Ben Ainslie’s America’s Cup bid now 
that Land Rover’s sponsorship of eh super yacht 
has expired.

There are strong bodies of people who say the 
sponsorships are driven by a need to “greenwash” 

Ineos due to its involvement in questionable 
practices such as fracking.

There is another Defender lookalike vehicle al-
ready in production in the US. This is the Bollinger, 
a battery electric vehicle available as an SUV and 
pick-up truck. ■

Suzuki Outgrows its SA Home
Suzuki Auto South Africa will soon vacate its 
well-known head office and warehouse facility in 
Johannesburg for a much larger building nearby. 
The move to the new premises will be complete by 
1 September 2020.

The new Suzuki head office and warehouse 
facility is located at 52 Saturn Crescent, in the 
Linbro Business Park in Johannesburg, which 
gives Suzuki direct access to the N3, N1 and M1 
main arteries in and out of Gauteng, and it allows 
for a highly efficient receipt and distribution 
of parts.

“We are moving to a new facility to better 
serve to our fast-growing South African customer 
base. Since breaking the 1 000 units a month bar-
rier in August 2017, we have broken our own sales 
record multiple times, necessitating the move to a 
larger facility that can hold more parts and more 
efficiently support the larger car parc,” explained 

André Venter, divisional manager for sales and 
marketing at Suzuki Auto South Africa.

The new warehouse facility is joined to 
Suzuki’s new corporate head office and now offers 
1 600 m2 of floorspace. This is an increase of 42% 
over the previous warehouse facility, and it features 
a mezzanine level that adds an additional 655 m2 
of floorspace.

“We tasked our engineers with designing the 
warehouse for the most efficient storage of parts 
and components, so they have increased the rack 
height by 20% to add additional storage space. 
With this extra space, we were able to consolidate 
all our national warehousing space into this one 
facility for more efficient and more cost-effective 
storage,” says Venter.

Suzuki has also increased the design of its 
receiving area by a third and more than doubled 
the dispatch area for the faster loading and 
dispatching of parts. The high-density storage and 
large dispatch area will allow Suzuki to contain 
the cost of its repair and service parts and offer 
24-hour turnaround times on most orders.

“With the new facility, we are able to dispatch 
parts orders to dealers every day. We have also 
introduced an order-and-pick-up service to dealers 
in Gauteng, which makes the parts available in 24 
hours or less,” Venter concluded. ■

Snippets

 continued from previous page

The Ineos Grenadier SUV. The Bollinger SUV
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People

BY ROGER HOUGHTON

Ford has shaken up the global automotive world by 
naming Jim Farley to take over as CEO from Jim 
Hackett (65), who has had only three years at the 
helm. Hackett, who came to Ford from a consum-
er-based, office furniture industry background, has 
had a tough time as the long-running US-based 
manufacturer battles to lift profits and a depressed 
share price.

By contrast, Farley (58) is an out and out 
motor man, having been at Ford since 2007 after 
a stellar career at Toyota in the US. In fact, Jim’s 
grandfather was the 389th person that Henry Ford 
hired when he set up his car manufacturing plant. 
His father later became a Ford dealer in the Detroit 
area, while Jim’s passion for the automotive world 
extends to racing a GT40 and Ford Cobra in classic 
car events.

I had the opportunity of conducting an exclu-
sive interview with him at a One Ford meeting in 
Barcelona in 2013 when he was Ford’s executive 
vice-president for global marketing, sales, and 
service, as well as the Lincoln car division. He was 
most impressive and relaxed as he told me how 
he had risen up the Ford ranks, when he joined 
the company shortly before the global economic 
downturn of 2008/9.

His biggest and most unpleasant task at that 
time was having to slash the size of the Ford dealer 

network in the US 
from 6 000 outlets to 
3 500. Over the period 
of the implementation 
of this programme 
50 000 people were put 
out of work, including 
7 000 from Ford’s US 
marketing staff.

“It was also tough 
on my family as we had 
moved from California, 
where I had worked 
for Toyota and Lexus, 
to Dearborn, which 
is Ford country. We 
all came in for a great 
deal of abuse from people who had lost their 
jobs or others whose family members had been 
retrenched. My three children had to endure abuse 
at school, while my wife and I suffered insults when 
we went shopping. These were very trying times,” 
explained Farley.

“However, it proved the correct strategy as 
we got the network right-sized and made our 

dealers viable. We also changed their mindset 
from discounting our products as this had done 
a great deal of harm to our brand image, with 
research clinics putting a premium of US$1 500 
on a Toyota badge over a Ford badge on the 
same vehicle.”

Farley faces many tough challenges as 
he arrives at the top position at Ford after his 
predecessor ditched almost all Ford’s passenger 
cars in favour of trucks and SUVs and went on an 
accelerated drive to develop electric vehicles which 
led to Ford and the Volkswagen Group forming a 
significant joint venture pact for jointly developing 
EVs and commercial vehicles. ■

Ford Appoints Farley as its Next CEO

Ford has announced that Jim Farley will take over as its CEO.

Farley faces many tough 
challenges as he arrives at the top 
position at Ford.

After three successful years at the helm of Audi 
South Africa, Trevor Hill’s contract comes to 
an end on 31 August, after which he will return 
to Audi’s global headquarters in Ingolstadt, 
Germany. Hill will be taking up a new posi-
tion within the Audi Sport division from 1 
September 2020.

Hill joined Audi South Africa on 1 June 2017 
and realised a lifelong dream of coming back to 
his country of birth, to head up the Audi brand 
after leaving in 1997. During his international 
assignments, Trevor worked in Germany, Japan, 
China, South Korea and the Middle East, gaining 
invaluable experience in the Audi business in these 
international markets.

During his tenure, the Audi brand image 
credentials have made good stride in terms of 

recognition within the premium segment and 
he has also been responsible for prioritising the 
introduction of key products to the local market in 
order to refresh Audi’s model range. Hill also rein-
troduced Audi’s participation in local motorsport 
where the brand had subsequently won the Global 
Touring Cars (GTC) Championship for Drivers 
and Manufacturers in 2017 and 2018.

“Trevor has always been an excellent team 
player and an ardent ambassador to the Audi 
brand,” said Mike Glendinning, Sales and 
Marketing Director for Volkswagen Group South 
Africa. “On behalf of the Board of Management 
of the Volkswagen Group South Africa, we would 
like to thank him for his contribution to the Audi 
Brand in the local market and wish him well in his 
new assignment.” ■

Head of Audi Bids Farewell to SA

Trevor Hill.

http://www.autolive.co.za


Subscribe for free @ www.autolive.co.za  Page 14

People

Well-known motoring journalist and photogra-
pher, Jannie Herbst passed away on Wednesday, 19 
August 2020, on his 72nd birthday, after suffering a 
stroke two weeks earlier.

For those who knew Jannie, his passing on his 
birthday is typical of him, as he was a masterful or-
ganiser and would always make a plan to get things 
done. He will be remembered for his enthusiasm, 
resourcefulness, his determination and his total 
commitment to being good to those around him.

Jannie started his career in journalism in 
1966 when he helped his dad publish the Alberton 
Courier and later joined the Afrikaans daily, 
Die Transvaler. He was then appointed editor 
of Die Motor, a monthly Afrikaans motoring 
magazine that closed down in 1977, and in 1978 he 
founded the Afrikaans motoring magazine Wiel.

He later said his announcement to start his 
own Afrikaans motoring magazine was not met 
with much enthusiasm by the motor industry. 
“Looking back, I was taking a big risk but, thanks 
to naivety and a large dose of enthusiasm, I went 
ahead with it.”

In its time, Wiel won many prizes for innova-
tive journalism, presentation and exceptional 
photography. Awards included the prestigious 
Rossi Trophy for best consumer magazine on 
four occasions. He sold the magazine in 1989, but 
remained involved until 1995 when ownership of 
Wiel changed hands a few times before the final 
issue was published by Ramsay Media in February 
2011 – exactly 33 years after the first edition 
had appeared.

After selling Wiel, Jannie started Leisure 
Wheels in 1997 and in 2008 that magazine went 
monthly. He remained involved with Leisure 
Wheels until 2017 when he retired from business.

In 1984 he was the first winner of the SAGMJ 

Motoring Journalist of the Year competition. 
Typically, when receiving the accolade, he ex-
pressed modest surprise: “I’m just a photographer, 
not a full-on journalist.” A decade later, in 1994, he 
again won the accolade.

Always the gentleman, Jannie will be long 
remembered for his contribution to motoring jour-
nalism and the motor industry but in particular for 
his contribution towards Afrikaans journalism. He 
was a role model for many young and upcoming 
journalists and during his career of more than four 
decades Jannie conceived many novel Afrikaans 
motoring terms – now officially accepted. In 1990 
he was also honoured by the FAK for his contribu-
tion towards the advancement of Afrikaans.

He leaves behind his wife of 42 years, Maryke, 
and sons Carel and Jan. ■

Doyen of Local Motoring Journalism Passes Away

Jannie Herbst (centre), with wife Maryke and 

the late Johan van Loggerenberg showing off 

the prestigious Rossi Trophy for best consumer 

magazine, that was won by Wiel on four 

separate occasions.

Jannie celebrating the 20th anniversary of Wiel.

Jannie Herbst, founder of Wiel and Leisure Wheels 

magazines passed away earlier this month.

After less than two years in South Africa, 
Martina Biene, head of the Volkswagen Brand, 
will be moving back to Germany for a new position 
at the Volkswagen headquarters in Wolfsburg.

As from 1 September 2020, Biene will take 
up a position as Head of G1 Baureihe (Product 
Management of A0 cars) reporting to the 
recently appointed Volkswagen Brand CEO 
Ralf Brandstätter.

“Martina’s appointment is testimony to her 
talent and skill and whilst we are disappointed that 
she is leaving us, we wish her everything of the 
best for the next chapter in her career,” said Mike 

Glendinning, Sales and Marketing Director for 
Volkswagen Group South Africa. “Her stewardship 
of the Volkswagen brand during her relatively 
short tenure has been excellent. She has made a 
positive impact with regard to strategy develop-
ment especially on topics like digitalization, 
connectivity and other future orientated aspects of 
our business.”

Biene took over responsibility for the 
Volkswagen Brand in South Africa on 1 October 
2018. Further details about her successor will be 
communicated once confirmed. ■

Leadership Changes at VWSA

Martina Biene.
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The South African vehicle market experienced 
record lows in Q2 2020, as the combination of 
minimal trading due to the COVID-19 pandemic 
and the depressed economy saw a 71% decline in 
the number of new and used cars financed over the 
same period in 2019. This is according to the latest 
TransUnion SA Vehicle Pricing Index (VPI).

“The focus for the industry now needs to shift 
to resilience, recovery, and creating a strategy 
to deal with new consumer behaviour. By using 
learnings from the previous global recession 
in 2007-2009, when it took 24 months for the 
car market to recover, the industry can create 
robustness and understanding of the ‘new’ market 
more quickly, accelerating its recovery,” said 
Kriben Reddy, head of Auto Information Solutions 
for TransUnion.

The VPI showed that new vehicle pricing rose 
above inflation for the first time since Q2 2017. The 
VPI for new vehicles rose sharply to 6.5% in Q2 
2020 from 3.1% in Q2 2019, and to 3.1% from 1% 
for used vehicles. The VPI measures the relation-
ship between the increase in vehicle pricing for 
new and used vehicles from a basket of passenger 
vehicles which incorporates 15 top volume manu-
facturers. The index is created using vehicle sales 
data from across the industry.

The financial impact of the pandemic, which 
has seen the unemployment rate rising above 30% 
in South Africa, has consumers either foregoing 
vehicle purchases or looking to buy down from 
new to used vehicles. The VPI report shows the 
used-to-new vehicle ratio has been trending 
upwards, from an average of 2.16 in 2019 to 2.31 
in Q2 2020. This means that for every new vehicle 
financed, 2.31 used vehicles are financed.

The make-up of used vehicle sales shows 
that 33% of vehicles financed are under two years 
old, with demo models making up 6% of used 
financed deals. This indicates consumers are 
opting for older vehicles as pressure on disposable 
income increases.

The percentage of cars (new and used) being 
financed below R200 000, R200 000 to R300 000 
and over R300 000 has seen a clear movement 
towards vehicles under R200 000 in Q2. The signs 
of consumers purchasing power growing margin-
ally throughout 2019 has been pushed back, and 

TransUnion expects this trend to continue through 
2020 as sentiment around the market continues 
to deteriorate.

“What is critical is how long it will take 
consumers to recover from the economic effects 
of the lockdown. The longer the constraints of 
COVID-19 continue, the greater the impact on the 
industry and the broader economy. TransUnion’s 
ongoing Financial Hardship research shows that 
consumers expect to be just over R7 000 short on 
their budgets every month, on average. That’s more 
than the cost of ownership of an entry level car. 
This might keep a lot of people out of the market 
for even longer,” Reddy pointed out.

The macro economic outlook remains chal-
lenging. According to the latest figures from the 
IMF, the pandemic has caused negative annual 
growth in real GDP worldwide for 2020 April 
of -3%. South Africa, the USA and the UK have 
all declined further at -5.8%, -5.9% and -6.5% 
respectively. Consumer confidence continues 
to deteriorate, and business confidence reached 
a record low since this metric has been tracked 
since 1975.

“Overall, the global automotive industry has 
had its most challenging quarter, with global lock-
downs and temporary closures. In South Africa, 
it has been a quarter of record lows with regard 
to confidence, sales and economic activity. The 
automotive industry has to rapidly adjust to the 
current climate as consumer demand for vehicles 
declines. However, with all major changes op-
portunities arise to help consumers through tough 
times and build loyalty through areas like vehicle 
maintenance and digital retailing platforms,” 
said Reddy. ■

TransUnion Unpacks Q2 2020 
Vehicle Market Figures

Kriben Reddy, head of Auto Information Solutions 

for TransUnion.
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With so much pressure on the commercial sector 
right now to remain financially viable and to 
preserve jobs, it is time to start focusing on the 
regulatory factors which employers are struggling 
with. This is according to Jakkie Olivier, CEO of 
the Retail Motor Industry Organisation (RMI), 
representing almost 8 000 businesses in the auto-
motive aftermarket sector. Excessive red tape and 
unrealistic compliance costs in an over-regulated 
business environment are stifling sustainability 
and growth in many business sectors, particularly 
in the retail automotive sector.

Last year the RMI commissioned research into 
the Cost of Compliance and its impact on commer-
cial sustainability in the retail motor industry. The 
report found that the 3rd biggest risk for businesses 
in 2020 was changes in legislation and regulation.

There is no doubt that businesses operating 
under the current COVID-19 circumstances are 
far more likely to be even worse off and threatened 
by compliance costs. “Many business owners are 
worried about the cost of compliance on com-
mercial sustainability. Even before lockdown, 23% 
of business owners overall had considered closing 
their business because of compliance costs. A 
recent poll puts this percentage closer to 30% at the 
end of June,” Olivier said. 

Smaller businesses, categorised with a 
turnover of less than R30 million, will most likely 
be the hardest hit when it comes to compliance.  
A business with turnover under R30 million is 
calculated to show a net profit margin of 14% when 
not compliant and only 5% when compliant. “This 
phenomenon will inevitably serve as a barrier 
to non-compliant SMMEs that are consider-
ing becoming compliant. It begs the question 
whether there is not scope for the compliance 
obligation to be relaxed somewhat for businesses,” 
explained Olivier.

No one could have predicted the catastrophic 
impact a pandemic of this magnitude would have 
on the industry and even the RMI’s larger employ-
ers are finding themselves under extreme pressure.

There is little debate that regulatory consid-
erations for business owners in the retail motor 
industry space are multi-faceted, complex and 
ever-evolving. Prescribed wages, irrespective 
of the poor state of the economy and forced 
business optimisation measures, are resulting in 

unacceptably high business closures and job losses. 
Depending on the size of the business, wages and 
wage related costs make up a substantial portion of 
operating expenses.

Across the automotive sector there exists an 
almost consistent view that labour-related matters 
are over-regulated with many business owners 
expressing the view that the highly regulated dis-
pensation disproportionately negatively impacts 
on their ability to survive financially. Said Olivier: 
“Lockdown has exacerbated this problem. Given 
the financial stress businesses are experiencing 
one almost has to question if it is better to employ 
two people at a lower rate than only one person 
at the stipulated rate? It is a question that we feel 
can only be ignored for a very limited time and 
I am sure we are not the only industry feeling 
this pressure.”

According to Olivier one only has to consider 
the very high unemployment statistics in SA to ap-
preciate the desperate need for employable persons 
to find work under these extreme circumstances 
on the one hand, and the challenges employers are 
facing on the other. The Government’s financial 
relief package of R350 for the needy, and the very 
long queues of people to access this financial sup-
port initiative, is testimony to the fact that most of 
the unemployed would in all probability be willing 
to work at a more competitive wage. This could 
ease the financial burden on financially distressed 
employers and contribute to the creation of value, 
security and jobs.

“If jobs are to be retained, we have to find a 
way to reduce the cost for the employer and this 
goes much broader than just the wage debate only. 
Government’s plan to introduce projects which 
provide employment is commendable, but what 
is the point of creating on one hand when you are 
simply losing on the other,” concluded Olivier. ■

Costly Regulatory Compliance 
Requirements Placing Strain on Businesses

Jakkie Olivier, CEO of the Retail Motor 

Industry Organisation (RMI).
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BY MARK SMYTH, FORMER EDITOR OF 
BUSINESS DAY MOTOR NEWS WHO 
NOW LIVES IN ENGLAND

Most of us haven’t travelled internationally for 
months. For some it has meant the opportunity to 
spend more time at home instead of banging away 
on a laptop in an airport. For others it has sadly 
meant no work at all. 

So when the call came from Ferrari to 
attend my first proper international launch since 
lockdown, I grabbed my face mask pronto and 
headed off to see how different things are in the 
new normal.

I was clearly out of practice. Forgetting to 
check traffic, I hit a diversion on the M4 and got to 
Purple Parking at Heathrow airport late. An Uber 
seemed a better option than the 29 minute wait 
for the bus to the terminal where I was surprised 
to find a queue of holidaymakers. Face mask on 
and temperature check passed, the rigmarole of 
security felt like the most normal thing in the 
world, as did someone complaining, in this case 
that taking their shoes off has nothing to do with 
COVID. When last did they fly I wondered.

The BA lounge was quiet and I was saddened 
to see the shelves devoid of newspapers and 

magazines. I’ve discovered QR codes thanks to the 
local pub, so the new ordering system for food was 
simple and efficient.

Boarding was less efficient though, with 
no social distancing in the usual scrum to get 
through the boarding gate. The same was true 
getting on the plane, although admittedly being 
up front made things easier. Then the passenger 
in front of me put their seat back unannounced, 
risking cracking my laptop screen. Some things 
haven’t changed.

If things felt slightly normal in the UK, it 
was not the same at Turin airport, which was 
eerily empty. The squeaky wheel of a cleaner’s 
cart echoed in the baggage hall, the staff at the car 
rental desk surprised to see a customer. Italian 
rules mean not more than two households in a 

vehicle, so no shuttle bus, instead each journo/
photographer couple had their own rental car.

There was no shaking hands on arrival at the 
hotel of course, instead the now common elbow 
greeting. Hand sanitisers were everywhere and you 
have to wear a face mask in all public spaces. The 
press conference was also anything but normal, 
with experts presenting and taking questions from 
their homes via Zoom, but it all worked well.

Social distancing rules also meant one person 
per car for the drive, but not surprisingly when 
given the key to a new Ferrari Roma, everyone was 
fine with that.

The shuttle back to the airport had a big 
perspex screen between the driver and pas-
sengers and Milan Malpensa was also post-
apocalyptically quiet. The border control gates 
were empty, the corridors silent but for the whirr 
of travelators, the shops devoid of customers and 
the lounges closed.

The paper form for Italian authorities was 
completed while eating a brilliantly named 
Croissant Integrale in a quiet cafe, before filling out 
the bureaucratically long and confusing online UK 
COVID immigration form. No-one checked it on 
entry into the UK where we breezed through the 
e-gates to an almost empty arrivals area.

The whole experience was hardly normal, new 
or otherwise, but at the same time travelling to an 
international launch felt like the first truly normal 
thing in months. ■

Launching in the ‘New Normal’

Can you believe this is Heathrow Airport in London?

Former SA motoring journalist Mark Smyth, now based in England, wearing a mask and driving by himself, 

on the launch of the new Ferrari Roma in Italy.Face mask on and temperature 
check passed, the rigmarole of 
security felt like the most normal 
thing in the world.

The whole experience was hardly 
normal, new or otherwise, but 
at the same time travelling to an 
international launch felt like the 
first truly normal thing in months.
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Ford is using four-legged dog-like robots that sit, 
shake hands, roll over, perform 360-degree camera 
scans, handle 30-degree grades and climb stairs as 
part of a manufacturing pilot programme designed 
to save time, reduce cost and increase efficiency.

Fluffy, the name given by the robot’s handler 
Paula Wiebelhaus, is one of the two models Ford is 
leasing from Boston Dynamics, known for creating 
sophisticated mobile robots. The other Ford robot 
is named Spot after the product’s actual name.

The robots, which Ford is piloting at its Van 
Dyke Transmission Plant, are bright yellow and 
easily recognisable. Equipped with five cameras, 
the robots can travel up to 5 km/h on a battery 
lasting nearly two hours and will be used to scan 
the plant floor and assist engineers in updating the 
original Computer Aided Design (CAD) which is 
utilised when getting ready to retool plants.

“We design and build the plant. After that, 
over the years, changes are made that rarely get 
documented,” explained Mark Goderis, Ford’s 
digital engineering manager. “By having the robots 
scan our facility, we can see what it actually looks 
like now and build a new engineering model. That 
digital model is then used when we need to retool 
the plant for new products.”

Without Fluffy, the update would be far 
more tedious.

“We used to use a tripod, and we would walk 
around the facility stopping at different locations, 
each time standing around for five minutes waiting 
for the laser to scan,” Goderis recalled. “Scanning 
one plant could take two weeks. With Fluffy’s help, 
we are able to do it in half the time.”

The old way was also expensive. It cost nearly 
$300,000 to scan one facility. If this pilot works, 
Ford’s manufacturing team could scan all its 
plants for a fraction of the cost. These cutting-edge 
technologies help save the company money and 
retool facilities faster, ultimately helping bring new 
vehicles to market sooner.

According to Goderis the intent, in time, is to 
be able to operate the robots remotely, program-
ming them for plant missions and receiving 
reports immediately from anywhere in the 

country. For now, the robots can be programmed 
to follow a specific path and can be operated from 
up to 50 meters away with the out-of-the-box 
tablet application.

Wiebelhaus, Fluffy’s handler, believes that the 
key to Fluffy and Spot’s success is their agility. She 
controls her robot through a gaming-like device 
that allows her to remotely see the camera view. 
Should an issue occur, Wiebelhaus’ control device 
features a safe stop that stops Fluffy from colliding 
with anything.

The robots have three operational gaits – a 
walk for stable ground, an amble for uneven 
terrain and a special speed for stairs. They can 
change positions from a crouch to a stretch, which 
allows them to be deployed to difficult-to-reach 
areas within the plant. They can handle tough 
terrain, from grates to steps to 30-degree inclines. 
If they fall, they can right themselves. In addition, 
they maintain a safe, set distance from objects to 
prevent collisions.

At times, Fluffy sits on its robotic 
haunches and rides on the back of a small, round 
Autonomous Mobile Robot, known informally 

as Scouter. Scouter glides smoothly up and down 
the aisles of the plant, allowing Fluffy to conserve 
battery power until it’s time to get to work. Scouter 
can autonomously navigate facilities while scan-
ning and capturing 3-D point clouds to generate 
a CAD of the facility. If an area is too tight for 
Scouter, Fluffy comes to the rescue.

“There are areas in the plant that you might 
not want to walk into because they might be tough 
to manoeuvre,” said Wiebelhaus. “It’s easier and 
safer to send Fluffy back there.”

Although Fluffy is perfectly capable of 
rolling over, Wiebelhaus doesn’t see dog shows in 
his future.

“Fluffy is an amazing manufacturing tool,” 
she explained. “Yes, it’s interesting and new, but 
Fluffy should really be valued for his work and 
tenacity. He can do so much more than dance and 
roll over. We want to push him to the limits in the 
manufacturing plant and see what value he has for 
the company.”

Watch these dogs in action by using 
the link. ■

Ford’s Robots of the Four-Legged Kind
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Providing key details, trends and insights into the South African used car mar-
ket, the 2020 AutoTrader Car Industry Report was released earlier this month. 
It provides valuable insight into which makes, models and – for the first time 
in South Africa – which variants (including trim levels) are important to car-
buying consumers. Fascinating findings on the impact of COVID-19 on the 
automotive sector are also contained within the 48-page document.

As the largest digital automotive marketplace in South Africa, AutoTrader 
provides unparalleled insight into car-buying patterns in the country. According 
to AutoTrader CEO, George Mienie, the report is especially useful during turbu-
lent trading conditions because the data helps dealers to acquire stock in the right 
price bands that also meets consumer demand. The report covers a 12-month 
period, ending June 2020 and can be downloaded free of charge here. ■

Report Provides Insight into Used Vehicle Market

For the first time in South Africa, the 2020 AutoTrader 
Car Industry Report provides valuable insight into 
which variants (including trim levels) are important to 
car-buying consumers.

Volkswagen Polo Vivo
average price

R159 715
average year average mileage

2017 50 190km

Mercedes-Benz C-Class
average price

R361 107
average year average mileage

2013 82 789 km

BMW 3 Series
average price

R282 361
average year average mileage

2013 93 466 km

Toyota Fortuner
average price

R356 136
average year average mileage

2015 104 096 km

Ford Fiesta
average price

R172 196
average year average mileage

2015 57 360km

Volkswagen Golf
average price

R288 049
average year average mileage

2013 85 857 km

Ford Ecosport
average price

R208 602
average year average mileage

2017 51 652 km

Ford Ranger
average price

R305 944
average year average mileage

2016 85 948 km

Volkswagen Polo
average price

R205 238
average year average mileage

2016 58 652 km

Toyota Hilux
average price

R327 807
average year average mileage

2013 102 129 km

1. Mercedes-Benz C-Class

1. BMW 3 Series

1. Volkswagen Polol1. Nissan NP200

1. Toyota Fortuner

2. Mercedes-Benz C-Class

2. Volkswagen Polo Vivo

3. Toyota Corolla Quest

2. Toyota Hilux

2. Ford EcoSport

3. Ford Fiesta3. Chevrolet Utility

3. Jeep Wrangler

Top 3 most sold CoupésTop 3 most sold SUVs

Top 3 most sold Hatchbacks

2. BMW 4 Series

2. BMW 2 Series

Coupé

Single 
Cab

Double 
Cab

Hatchback

Sedan

SUV

Top 3 most sold Single Cabs

Top 3 most sold Sedans Top 3 most sold Double Cabs

1. Ford Ranger

2. Toyota Hilux

3. Volkswagen Amarok

Top 3 most sold by Body-Type

48 949 640BMW

Mercedes-Benz

Volkswagen

Toyota

Audi

Ford

Land Rover

Hyundai

Nissan

Porsche

13 820 839

45 437 950

11 502 681

45 373 567

9 896 966

39 851 748

9 878 978

27 764 110

24 978 839

Top 10 Most Searched Brands

Top 10 Cars Sold

http://www.autolive.co.za
http://reports.autotrader.co.za/


Subscribe for free @ www.autolive.co.za  Page 21

Pretoria-based Wilken 
Communication Management, the 
publisher of AutoLive, has bucked 
the general trend in automotive 
publishing in South Africa – and the 
world – by launching an important 
new publication in these times of an 
economic downturn and a global 
pandemic. The new addition to the 
ranks of WCM’s publications is 
Business Fleet Africa, a bi-monthly, 
innovative, and targeted market-
focussed digital magazine. The 
first issue was distributed earlier 
this month.

Business Fleet Africa is aimed 
at one of the most important vehicle 
buying sectors in the local market, 
be they users of cars, vans, light, medium or heavy commercial vehicles for 
specific business use.

It is the ideal route to connect directly with senior executives and decision 
makers in the South African business environment.

Topics covered include cost-effective fleet management, new technolo-
gies for vehicles used by businesses, aftermarket back-up, relevant new 
model launches, road tests, details of best industry practices, interviews with 
opinion leaders and a host of other topics beneficial to the transport and 
logistics sectors.

Business Fleet Africa, which has many interactive features for readers and 
advertisers, is edited by Suzanne Walker, an experienced writer with many 
years’ experience in the automotive and related industries. Contributors in-
clude Roger Houghton, who has been involved in several aspects of the motor 
industry over many years and a regular writer for AutoLive.

Business Fleet Africa will provide an ideal channel and opportunities for 
targeted campaigns to these important buyers in the automotive segment. 
WCM has access to a database of more than 70 000 registered and taxable 
companies operating in the South African business environment. This includes 
the Top 8000 Blue Chip companies on the Johannesburg Stock Exchange. A 
relevant distribution list is selected from this comprehensive list.

To see the first edition of Business Fleet Africa and to subscribe at no 
charge, click here. ■

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

digital

Business Fleet Africa Bucks the 
Publishing Trend in SA

July/August 2020 | WWW.BUSINESSFLEETAFRICA.CO.ZA

Cash is king 
during COVid-19

New last mile 
runner from Kia

H100 still a tough, 
frugal work horse

Is thIs the rIght tIme to 

REpLACE yOUR 
FLEET? Brought to you by

FUTUREpROOF 
your busIness

Suzanne Walker, editor of the newly 

launched Business Fleet Africa.

Business Fleet Africa is aimed at one of the most 
important vehicle buying sectors in the local market, 
be they users of cars, vans, light, medium or 
heavy commercial vehicles for specific business 
use – the ideal route to connect directly with senior 
executives and decision makers in the South African 
business environment.
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It is early morning in a busy commercial vehicle 
stockyard and Dorah Lungile Mabaso is meticu-
lously completing a walkaround safety check of a 
new multi-million Rand truck that is about to be 
delivered to a local transport fleet.

This is the first of four truck deliveries on 
her schedule today, so Mabaso gets going and 
easily manoeuvres the big machine into the busy 
Gauteng traffic.

“I have a big responsibility to ensure the safety 
of all the other road users around me, and to 
deliver this new truck safely,” said Mabaso. “I must 
say I still get all excited with every delivery I do, es-
pecially when the recipient is happy with their new 
truck. Customer satisfaction is the ultimate goal!”

Mabaso is one of only a minimal number of 
female truck drivers in the local transport industry. 
She graduated from the Volvo Trucks Iron Woman 
heavy commercial driver training programme and 
was subsequently employed by Trucklogix, a com-
pany that specialises in commercial vehicle logistics.

“When the opportunity to become a truck 
driver first arose, I was simultaneously excited and 
scared! With nothing to lose, I decided to just go 
for it, and I know now that I could not have chosen 
a better career,” Mabaso explained.

“My dad, who used to be a truck driver and 
naturally knew all the challenges you come across 
in this profession, was initially very reluctant to 
encourage my new career path. But now, he is my 
biggest supporter and brags everywhere about his 
little girl driving these big trucks.”

Mabaso believes that she and her fellow 
graduates have broken a lot of gender barriers 
in the industry and that more women should 
come aboard.

“I believe that we can affect real change in the 
industry and challenge the norms. This includes 
creating dedicated facilities for women drivers 
at truck stops and safer operating conditions on 
long-haul routes.”

A critical shortage of skilled commercial 
vehicle drivers is one of the contributing factors 
to the country’s high accident rate. Volvo Trucks, 

therefore, believes that training remains instru-
mental in efforts to improve road safety.

“During the COVID-19 pandemic it once 
again became clear that truck drivers form the 
backbone of our economy,” said Marcus Hörberg, 
vice-president of Volvo Group Southern Africa. 
“With women severely under-represented in 
the industry, it is hoped that Iron Women will 
continue to help increase the pool of skilled women 
drivers in the country.”

Statistically, women drivers are more risk 
averse and defensive drivers. Providing more 
drivers with the necessary skills will not only 
benefit the industry, but also the economy and the 
community at large.

“At the beginning of my journey as a trucker 
I was intimidated by men saying that this is a 
man’s job and openly criticising me at truck stops. 
Now, my skills speak for me. I greet male drivers 
confidently, knowing that I am a well-trained 
and experienced trucker with one goal in mind: 
doing my job efficiently, safely and professionally,” 
explained Mabaso.

According to Nicci Scott, founder of the 
Commercial Transport Academy where the 
Iron Women receive their training, it has been 
calculated that the commercial driving sector in 
SA is short of about 15 000 drivers.

“With truck driving today a gender-neutral 
task, we believe this programme is addressing gen-
der parity in the sector through the employment 
of highly determined, well-trained female drivers, 
while creating job opportunities for SA women in 
economic plight,” Scott commented.

After the delivery of the last truck of the day, 
Mabaso has a satisfied smile on her face.

“Driving a truck is wonderful. I have the 
privilege to travel this beautiful country of ours 
and the views that fill the cab windows are simply 
spectacular. The people you meet along the way are 
just so diverse and fascinating. It is a job filled with 
responsibility and risk, but when you complete 
another delivery, it fills you with immense 
satisfaction. That is what drives me every day,” 
Mabaso concluded. ■

Working Wheels

“At the beginning of my journey as 
a trucker I was intimidated by men. 
Now, my skills speak for me.”

Breaking Gender Barriers in the 
Transport Industry

The training programme, sponsored 
by Volvo Trucks, is conducted at the 
Commercial Transport Academy (CTA) in 
Kempton Park. In 2019, 40 women trained 
as professional commercial vehicle drivers, 
with 30 more added to the programme this 
year. The training is, unfortunately, on hold 
for the time being due to the COVID-19 
pandemic.

Iron Women is aimed at enhancing 
the capacity of professional drivers and to 
ultimately enable them to contribute to their 
future employers’ fleet safety, profitability, 
and efficiency. This qualification, which 
is approved by the Transport Education 
Training Authority, is based on both 
theoretical and practical modules. ■

About the 
Volvo Trucks Iron 

Women Programme

Dorah Lungile Mabaso graduated from the Volvo 

Trucks Iron Woman heavy commercial driver 

training programme and was subsequently 

employed by Trucklogix.

“With nothing to lose, I decided 
to just go for it, and I know now 
that I could not have chosen a 
better career.”
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Tracker’s vehicle crime statistics for the year July 2019 to June 2020 indicate that 
hijacking is on the rise and remained prevalent during the lockdown period, even with a 
significant drop in vehicle crime.

Recorded from Tracker’s base of more than 1.1 million vehicles, the statistics reveal 
that before the lockdown, the number of vehicle crime activities rose nationally by 11% 
year-on-year, driven mainly by hijacking with an increase of 21%. Theft of vehicles, 
meanwhile, remained at a similar level to the previous year.

The lockdown period brought with it an extraordinary set of circumstances and 
vehicle crime numbers last seen decades ago, particularly during Level 5 restrictions. 
In April, the number of vehicle crime activities nationally declined to only 19% of the 
average monthly vehicle crime activities. As the country’s restrictions were lifted vehicle 
crime activities increased, with May experiencing a three-fold increase to 62% of the 
average vehicle crime activities, while June was close to usual levels at 93%.

However, even with this drastic decrease in vehicle crime, hijacking was more 
prevalent than theft during lockdown. Hijacking attributed a higher percentage of the 
Tracker vehicle crime activities during lockdown when compared to theft, averaging 
a 56/44 split. This is an increase on the 50/50 split between hijacking and theft for the 
months before lockdown. It is a further increase on the previous year, which saw a 
45/55 split in favour of theft. In addition, despite Level 3 lockdown, June 2020 hijacking 
numbers reached the same level as June 2019.

The latest data also indicates that there has been a shift in the trend regarding 
day of week and time of day when hijacking is reported. Hijacking is now prevalent 
throughout the week, from Tuesday to Saturday with only slightly less activity on 
Sundays and Mondays. Hijackings are also reported throughout the day, from 11am 
to midnight. Meanwhile theft is mainly reported around the weekend and during 
lunchtime hours.

Hostage taking is still a daily occurrence and remains a huge concern. Further 
crime trends noted by Tracker include a noticeable increase in vehicles being targeted 
for their loads, particularly food items and fast-moving consumable goods. Clients are 
also being robbed of their valuables and, in some instances, large amounts of cash.

The provinces and towns most affected by vehicle crime remain similar to past 
indices. Gauteng still experiences the most vehicle crime, with hijackings prevalent in 
Johannesburg. This is followed by KwaZulu-Natal with Durban in the top spot, and the 
Western Cape with hijackings mainly occurring in Mitchells Plain. Further hijacking 
hotspots include eMalahleni in Mpumalanga, Ibhayi in the Eastern Cape, Rustenburg 
in the North West, Burgersfort in Limpopo, Bloemfontein in the Free State and Dikhing 
in the Northern Cape.

Tracker’s efforts to combat vehicle crime resulted in 5 447 vehicle recoveries, 819 
arrests and 39 firearms recovered for the twelve months from July 2019 to June 2020.

“With the latest statistics indicating that hijacking can happen on any day of the 
week and at any time, it is clear that criminals are taking advantage of opportunistic 
situations and it is therefore imperative to always remain vigilant,” commented Ron 
Knott-Craig, Executive: Operational Services at Tracker South Africa. “Make sure that 
your vehicle tracking device is in working order and make use of the features offered by 
your vehicle tracking service.” ■

Hijacking Levels Rise

Hijacking was more prevalent than theft during lockdown. 
Despite Level 3 lockdown, June 2020 hijacking numbers 
reached the same level as June 2019.

Further crime trends noted by Tracker include a noticeable 
increase in vehicles being targeted for their loads, particularly 
food items and fast-moving consumable goods.
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Events

The Festival of Motoring (FoM) presented by 
WesBank will return to the Kyalami Grand 
Prix Circuit from 26–29 August 2021. The 
festival, organised by Messe Frankfurt South 
Africa (MFSA), remains the largest industry 
supported event.

The 2021 FoM will focus on the celebration 
and achievements of the industry whilst highlight-
ing innovation and aspiration for the youth of SA. 
The content and marketing of the event revolves 
around these three elements, but its core remains 
the experiential platform provided for OEMs to 
demonstrate products and services.

Content for the event has been amped by the 
inclusion of five national motorsport events, an 
electrical vehicle village, a revamped 4x4 village 
and a gaming arcade. In addition, the 2021 event 
will implement a social investment programme, 
The FoM Charity Drive, allowing involvement 
from all participants.

“We are ready to roll out our extensive 
marketing campaign starting in 2020 to maintain 

momentum for 2021,” said Head of Marketing, 
Melissa Bender. “We are also excited to kick off 
the campaign with a brand-new, fully-responsive 
website allowing visitors and exhibitors to keep 
up-to-date with the latest developments. Targeting 
and positioning is the golden thread that runs 
throughout the plan. The FoM needs to serve as 
the industry catapult, to build and maintain brand 
value for our participants,” she added.

Show Director, Judy Maharaj has applied a 

reinvention strategy for participants, taking into 
consideration the realities the industry is facing. 
“In order for the festival to be truly representative 
of the industry, balanced participation is needed 
from OEMs. Our visitors expect a one-stop motor-
ing feast backed by premium motor-tainment 
and that is what the MFSA team is working 
on delivering.

“Whilst the pandemic has been an unfortunate 
setback for the events industry as a whole, we are 
optimistic and excited to celebrate the evolution of 
the Festival of Motoring. With 2021 being the 5th 
edition of the event, we are pleased to share that 
the South African-born brand is going global and 
a launch in the United States is imminent. We will 
provide details of the international shows later this 
year,” added Maharaj.

To view the new website visit: 
www.safestivalofmotoring.com. For more 
information or to book space at the 2021 Festival 
of Motoring presented by WesBank, please contact 
judy.maharaj@za.messefrankfurt.com. ■

Festival of Motoring Back in 2021
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