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CEOs PESSIMISTIC ABOUT 
OUTLOOK FOR INDUSTRY IN SA
BY ROGER HOUGHTON

The sentiments of the CEOs of NAAMSA members 
about conditions in the local automotive business 
sector for the next six months remains largely pes-
simistic, according to a recent survey conducted by 
the organisation.

The majority see domestic new vehicle sales, 
new vehicle imports and general new vehicle 
business conditions down, but export volumes 
and manufacturing facility utilisation both going 
up. The uncertainty of the impact and extent of 
the COVID-19 pandemic persists as an ongoing 
concern though, and they stress that it is impera-
tive that automotive companies adapt to the new 
operating and trading environment going forward.

Looking back, the CEOs generally regard the 
prevailing conditions in the domestic automotive 

industry business during the third quarter of 2020 
as unsatisfactory. There were, however, some CEOs 
representing independent vehicle importers who 
reflected positive sentiment pertaining to their 
specific brands outperforming current depressed 
market conditions during the third quarter.

The industry’s export performance was also 
researched and here exports of 185 667 units was 
shown to be 37.6% down on the 297 678 units 
shipped in the same period in 2019. This drop 
comes following a successful full-year 2019 when 
a new export record was established with 387 125 
units shipped.

The results of this interesting and valuable 
survey are included in NAAMSA’s regular business 
review of the third quarter of 2020. The survey 
covered the third quarter of 2020 against the same 
period a year previously.

NAAMSA’s Comment on the 
Medium-Term Outlook

The country’s economy remains in a fragile 
situation while business and consumer sentiment 
continue to be heavily depressed. Since new vehicle 
sales are linked to the strength of the economy, 
expectations are for the domestic new vehicles 
market in 2020 to drop back to the levels of two 
decades ago.

Although the current low interest rates, 
coupled with low inflation, could be regarded as 

continued on page 2 

The uncertainty of the impact and 
extent of the COVID-19 pandemic 
persists as an ongoing concern.
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a building block to stimulate the 
economy, and an important step 
for government to support this 
key coronavirus-hit sector of the 
economy is to address the illegal 
grey imports as well as to reduce 
taxes on new vehicle purchases to 
stimulate new vehicle sales. The tax 
loss to the fiscus from grey imports 
conservatively amounts to around 
R3,8 billion per annum.

Stricter law enforcement and 
a tax reduction on new vehicles, 
which would be tax neutral due to 
consequent higher new vehicle sales, 
would significantly stimulate the 
domestic new vehicle market and 

will therefore be of huge benefit to 
the country’s economy.

The automotive industry is 
not only the largest manufacturing 
sector in South Africa’s economy, 
comprising nearly one third of 
manufacturing output, it also invests 
billions of rand every year and 

represents nearly 500 000 direct jobs. 
Even with an anticipated rebound of 
the economy and new vehicle sales 
in 2021, the growth outlook remains 
weak and the next six to twelve 
months will be a defining time for 
many automotive businesses in 
the country. ■
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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

 continued from previous page NAAMSA’S LATEST PREDICTIONS FOR 2020 AND 2021

2020  2021

Total local car market 250 000 295 000

Total local light commercial vehicle market 102 000 119 000

Total medium and heavy commercial vehicle market  20 000  21 000

Total aggregate market 372 000 435 000

Total aggregate exports 265 500 325 700

Total domestic production 435 500 521 700

Gross domestic product (GDP) growth rate  -8.1% 3%

Business is improving
To understand more about how COVID-19 is impacting the automotive industry, Lightstone recently completed a sur-
vey on how businesses have been/will be impacted. The survey results include the feedback of almost 3 000 respondents 
that include OEMs, dealerships and MBRs within the local industry.

Click here to see full results. ■

SOME INTERESTING POINTS 

September activity levels have increased to 5,1 – up from 4,9 in August and the first increase in 
activity levels since June.  The predicted activity levels for the next 3 and next 6 months have also 
improved to the highest levels to date.

Positive factors anticipated to have the biggest effect on future activity include the removal of 
lockdown restrictions (18,0%), optimism that the financial position of consumers (10,7%) and 
business volumes (9,5%) will improve.

Innovations implemented to mitigate the impact of COVID-19 include increased online marketing 
(12,3%), increased digitising of the sales process and overall business (7,6%), and the continued 
implementation of hygiene regulations (5,4%).
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The South African motor industry – an 
important economic indicator and foreign 
exchange generator through exports – was 
hit particularly hard at the beginning 
of COVID-19 lockdown. However, this 
resilient industry has shown a marked im-
provement since June, and September retail 
new vehicle sales of 37 403 units were 12.5% 
up on the previous month. This total was 
still 23.9% below the figure for September 
2019 though.

Government spend was clearly up and 
supporting the market, with sales to govern-
ment amounting to 5% of total sales. The 
rental industry took 3.7% of the total, while 
2.9% were bought by industry corporate 
fleets. The rental share was still low, but at 
least it was better than the figure for August, 
which is important as the rental companies 
are a major source of vehicles for the used 
car market going forward.

The passenger car market took the 
biggest hit, decreasing by 31.2% month-on-
month, despite rental companies taking 
a 5.7% share. Light commercials held up 
well, being only 8.9% lower than the LCV 
market in August 2019. The LCV seg-
ment was buoyed by the 1 217 units sold 
to government, which made up 31.3% of 
the additional volume in this segment in 
September compared to the August figure. 
In effect, the LCV market could have 
been down 17.9% if it were not for these 
government sales.

The heavier commercial vehicles also 
performed far better than the car market, 
with medium trucks falling 13.9% to 680 
units, while heavy trucks and buses, at 
1 658 units, were only 5.8% lower than the 
corresponding month last year.

Exports, which are especially important 
to the viability of the local industry, were far 
better in September than in August, when 
they had been 40% lower month-on-month. 
In September, the 28 704 vehicles exported 
were only 20.9% below the figure of 36 270 
vehicles shipped a year ago.

NADA Comments

“The ongoing improvement in new vehicle 
sales in South Africa, in line with the de-
creasing lockdown levels, is to be welcomed, 
but the motor industry needs significant 
government support to grow sales, thereby 
increasing the amount of taxation paid to 
the state,” commented Mark Dommisse, 
Chairperson of the National Automobile 
Dealers’ Association.

“An estimated 33 080 units, or 88.4% 
of the September total represented sales 
through the dealer channel, compared to 
30 875 units or 92% of the total in August. 
However, the good news is that dealer sales 
in September were only 11.6% down on 
September a year ago, indicating reassuring 
consumer demand in a market which was 
down more than double that amount,” 
added the NADA Chairperson.

“Although we are grateful for the steady 
improvement in retail sales, we are still 
33.4% below the 2019 figure in terms of a 
year-to-date comparison after nine months. 
So far this year the industry has retailed 
265 412 units, compared to 398 290 units 
sold between January and September 2019,” 
said Dommisse.

Editor’s Note
I’m an eternal optimist, 
but I have to admit that I’m 
having a hard time deciding 
whether or not the South 
African economy – and 
the automotive and related 
industries, for that matter – 
can and is recovering from 
the devastating effects of the 
COVID-19 lockdown.

On the one hand, the majority of NAAMSA CEOs seem 
to be pessimistic about the current situation and the immedi-
ate future regarding new vehicle sales and imports. On the 
other hand, they see both export volumes and manufacturing 
facility utilisation going up.

Then there’s a recent Lightstone survey that seems to 
reflect positive sentiments regarding the impact COVID-19 
has had and will continue to have on businesses. Some are 
even hailing the government for the quick and effective way 
in which it handled the outbreak of the pandemic. This while 
new vehicle sales in September were up from August, but still 
significantly lower than in the same month last year.

Experts are preaching that the “new normal” is with us 
already and that we had better adapt – not only in terms of 
how we work and do business, but also of how we live. A vast 
difference in how South Africans are spending their money 
and on what has already been noted.

The newly released AA-Kinsey Report reveals that parts 
prices have increased and are running above the government-
stated inflation rate. In short, motoring has become 
more expensive.

And then there’s the threat of cyberattacks on businesses, 
a phenomenon which has apparently been going on for years 
but is only now being reported on in the media.

I find it all rather confusing really, as I am sure many of 
you do.

Let there be no confusing regarding AutoLive, though. 
We continue to bring you the latest news – good and bad – 
from the automotive and related industries. This includes 
not only expert opinions, new model introductions and CSR 
programmes, but also sales figures, projections and plenty of 
points to ponder.

I trust that this issue of AutoLive will make for inter-
esting reading and that you will continue to come back 
for more.

Liana Reiners,
Editor
liana@autolive.co.za

To advertise in  contact

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

continued on next page 

Lowering of Lockdown 
Levels Boosts Vehicle Sales

Mark Dommisse, Chairperson of 

the National Automobile Dealers’ 

Association (NADA).
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“The industry is in dire need of a stimulus package to recover from the crip-
pling effects of the COVID-19 pandemic. Here we are fully supportive of the recent 
appeal by the National Association of Automobile Manufacturers of South Africa 
(NAAMSA) to government to reduce taxes on new vehicles,” said Dommisse.

“Motorists are paying more than their fair share in terms of taxes, with 42% 
or about R189 000 of the retail price of a car costing R450 000 going to National 
Treasury. NAAMSA wants the figure to go down to 35-38% by removing the carbon 
tax paid at time of purchase and reducing the ad valorem tax, which is a value-
based tax on items considered a luxury in South Africa.

NADA is also in full support of NAAMSA’s latest initiative to request much 
tighter control on so-called grey imports into South Africa. These are used vehicles 
intended for shipping to neighbouring states which permit their sale, but NAAMSA 
estimates that as many as 30 000 stay in South Africa each year, which has a 
significant impact on local vehicle sales.

“We need to pull together in these times as we strive to be a major contributor 
to the economic recovery of South Africa,” concluded Dommisse.

WesBank’s View

“Some momentum is gathering as economic stimuli 
slowly return,” said Lebogang Gaoaketse, Head of 
Marketing and Communication at WesBank Vehicle 
and Asset Finance. “The month-on-month increase 
in sales is more reassuring in real terms than the 
gradual improvement in year-on-year performance 
over the past three months. There are clear signs 
of recovery, although there remains a long road to 
full recovery.”

In contrast to actual sales activity, WesBank 
Vehicle and Asset Finance data indicates an increase 
in applications compared to September last year. 
“Whether it remains pent-up demand or merely 
more consumer and business optimism in the 
market, there are reassuring levels of demand,” Gaoaketse explained. “While this 
isn’t currently translating into sales, it bodes well for the continued recovery of the 
market as affordability slowly improves.”

WesBank Vehicle and Asset Finance has also experienced an increase in its av-
erage deal duration, indicating the knock-on effects of lockdown delaying purchase 
decisions, as well as the continued stress on household incomes that is translating 
into current market performance.

“Seemingly the long road to recovery for the automotive industry has begun,” 
commented Gaoaketse. “Stimulating conditions to accelerate the return of new 
vehicle sales is welcome, including aggressive marketing campaigns, and particu-
larly the low interest rate environment in which we are currently trading. Just how 
long these conditions will remain, will play an important part in how quickly the 
industry recovers.” ■

Estimated 30 000 Grey Imports Stay 
in SA Annually

The National Association of Automobile Manufacturers’ of SA (NAAMSA) has recently highlighted the serious impact on local vehicle sales of so-called grey 
imports (used vehicles from countries outside SA).

NAAMSA’s research points to as many as 30 000 of these vehicles staying in SA each year instead of being transported to neighbouring countries which 
permit the sale of these illegally imported used vehicles. It is believed that as many as 300 000 vehicles in the current SA vehicle parc of 12.7-million vehicles are 
grey imports. NAAMSA estimates the effect of lost taxes on the SA fiscus is huge – running to billions of rand.

“Grey imports have a number of negative impacts on the local automotive ecosystem, not only in terms of lost taxes, but they also hurt job creation, aid 
criminal activity because these sales are illegal, and undermine road safety initiatives. To put the effect of grey imports into perspective, the average new 
car monthly sales in 2020 is 28 500 units, meaning that the 30 000 grey imports sold into SA each year equate to an extra month’s sales per annum, which 
represents 7.5% of the total market and would be the third biggest brand in SA by volume. ■

Lebogang Gaoaketse, 

Head of Marketing 

and Communication 

at WesBank.

 continued from previous page
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Monthly automotive news to and from Africa

There was a 35% rise in the number of built-up 
vehicles exported into Africa in September, 
compared to the same month last year, but one 
must take into account the fact that the 2 187 units 
exported in September came off an unusually low 
export month of 1 617 in September 2019.

The year-to-date figures tell a vastly different 
and dismal story: after nine months last year ex-
ports stood at 17 422 units (18 217 in 2018) and this 
year the figure is only 12 218 units – a drop of 30%.

The big news in the year-to-date figures for 
the first nine months of 2020 is that Nissan has 
slumped from its long-running second place 
behind dominant Toyota to third, behind Isuzu. 

Toyota’s exports of 5 913 units (6 999 in the 
January – September period in 2019) amounted 
to 48% of the total, followed by Isuzu with 2 344 
(2 251) and Nissan with 2 120 (4 939). Other nota-
ble exporters were: Ford, 803 (1 420); Volkswagen, 
351 (593); Honda, 191; Volvo trucks (including 
UD), 165; and Mitsubishi, 136.

Kenya was the biggest market, taking 1 733 
units. It was followed by Nigeria, 1 533; Zimbabwe, 
1 216; Ghana, 1 190; Mozambique, 885; Zambia, 
743; Uganda, 548; Libya, 498 (all Nissans); 
Tanzania, 473; Reunion, 412 (340 Volkswagens); 
Malawi, 382; Ethiopia, 301; Angola, 264; 
Madagascar, 257; and Gabon, 247.

As mentioned earlier, total exports from SA 
into other countries in Africa in September totalled 
2 187 units. Toyota increased its market share to an 
even more dominant 65% of the total by shipping 
1 422 units during the month, compared to only 
574 units exported in the same month last year. 
Toyota was followed by Isuzu, 381 (350); Nissan, 
203 (396); Ford, 129 (259).

Nigeria was the biggest customer for these 
SA-made vehicles in September, taking 596 units, 
of which 572 were Toyotas. Next most popular 
export destination was Kenya, 216; Ethiopia, 
199; Zambia, 148; Uganda, 131; Ghana, 123; and 
Zimbabwe, 122. ■

Slight Upward Blip in SA Vehicle Exports into Africa

The global automotive industry is going through 
a challenging period due to the crippling effects 
of the COVID-19 pandemic and as it wrestles 
with the biggest technological changes in history. 
Locally, the industry was already facing a persistent 
decline in new vehicle sales before COVID-19 
and was engaging with its social partners to find 
innovative solutions to stimulate demand for 
new vehicles.

In the light of all these developments, it 
is ideal timing for a virtual conference that 
will consider many of these challenges facing 
automotive manufacturing, logistics, retailing and 
aftermarket services.

Hypermobility, organised by Messe Frankfurt 
South Africa in conjunction with NAAMSA and 
powered by AutoTrader, will be a fully virtual 
engagement session from 08h00 to 17h00 on 
Wednesday November 18, 2020. The theme is 
“Navigating the turbulence together towards 
mobility 4.0”, which will be tackled by unpacking 
the impact of the current operating environment 
on the motor industry.

The virtual format will be a plenary ses-
sion of three keynote addresses and three panel 
discussions in the morning, followed by a series of 
focused workshop sessions in the afternoon.

The opening keynote address, by Wamkele 
Keabetswe Mene, the Secretary General of the 
African Continental Free Trade Area (AfCFTA), 
will consider the vital roles that governments need 
to play in terms of stabilising, stimulating and pro-
tecting the African automotive sector. Expansion of 
the vehicle and component manufacturing capabil-
ity across the African continent, with the potential 
benefits of the African Free Trade agreement, will be 
discussed and debated by a team of experts on these 
subjects, hosted by Dr Martyn Davies, Managing 
Director: Emerging Markets and Africa at Deloitte.

The second panel discussion, to be hosted by 
Leo Kok of Panthera Media, will look at the impact 
of the COVID-19 pandemic on future mobility 
solutions in an environment where the industry is 
confronted by a virus crisis that has caused huge 
economic fallout. The panel will also come up with 
their views on how they expect the automotive 

industry will respond and whether or not the 
situation will disrupt the drive in South Africa 
towards autonomous, connected, electric and 
shared mobility.

The final panel discussion in the morning 
session, to be hosted by Gary Scott, the CEO of 
Kia Motors South Africa, will look at the complex 
subject of mobility transformation. It will consider 
how shifts in consumer expectation and mobil-
ity need to be transformed and how automotive 
retailing and motor dealerships will be impacted 
in the future.

Pricing (excluding VAT)
 ■ Early Bird: R425 per person (before 30 Oct).
 ■ Group discount: R350 per person (group of five 

or more delegates).
 ■ Standard booking: R500 per person (after 

30 Oct).

Bookings

HyperMobility Conference at: 
https://hypermobility.co.za/ ■

Conference to Tackle Burning Questions for Automotive Industry

http://www.autolive.co.za
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BY ROGER HOUGHTON

The new “normal”, driven by the COVID-19 
global pandemic, is with us already. This was put 
into stark reality by Dr Martyn Davies, Africa 
Automotive Leader and Managing Director of 
Emerging Markets, Africa, at Deloitte, when 
he was one of the speakers on a recent webinar 
arranged by the National Automobile Dealers’ 
Association (NADA). The theme of the webinar 
was “Are you ready for 2021?”.

Davies said the pandemic had changed the 
world forever and he was already experiencing his 
way of life changing. For instance, his wife is one of 
many people who, during the months of lockdown, 
relooked their living areas and is now painting and 
renovating their home. Also, his son is showing no 
interest in obtaining a driver’s licence, preferring to 
use e-hailing.

Davies went on to say that he believed the 
automotive landscape in SA in 20 years’ time 
will be very different, with the Chinese repeat-
ing the success of the South Korean car makers 
and becoming major players in the local market, 
particularly in terms of mass market affordable 
electric vehicles.

He admitted that overcoming the brand 
awareness and brand value of the big multi-
national players who dominate the SA vehicle 
market currently will be a big challenge for the 
Chinese, but, like the South Koreans, Davies 
believes they will become a significant part of 
the local new vehicle landscape over time. As 
an example, Davies said that Haval was already 
making inroads into the SA car market, while 
Mahindra, of India, is increasing its share of the 
local bakkie market.

“The COVID-19 pandemic is, above all, an 
accelerant to make changes happen faster and 
it will have a variety of impacts on the automo-
tive environment, both local and international,” 
explained the Deloitte senior executive.

“The demand for cars will continue in South 
Africa due to the lack of a proper public transport 
system, the threat of crime for pedestrians and the 
dangers on the road for cyclists due to errant driv-
ing and poor infrastructure. However, more people 
will consider used cars instead of new as generally 
they will be driving less, with many working from 
home,” he added.

According to Davies an area of concern for SA 
was exports of built-up vehicles to global markets, 
which currently accounted for just over 60% of 
local vehicle manufacturing output.

“Firstly, the pandemic is wreaking havoc with 
vehicle sales in many of our important export 
markets, making demand erratic. An example 
is the United Kingdom, which is having another 
COVID-19 spike, as well as the uncertainty of 
Brexit and its implications for business and the 
citizens of the UK. Sales in that country last 
month slumped to the lowest total in 21 years and 
September is usually a boom sale month with 
the release of a new, date-related, number plate,” 
explained Davies.

“Then there are changing technologies, 
driven mainly by national regulations, which are 
promoting zero emission electric vehicles in many 
countries, especially in Europe. All export vehicles 
from SA currently are powered by petrol or diesel 
internal combustion engines. No electric cars are 
made locally at this stage.

“One way in which the government can assist 
the South African vehicle manufacturing industry 

as it wrestles with the changing scenario in export 
markets is a very focussed drive for the govern-
ment to buy locally-made vehicles where they meet 
operating requirements. This ‘buy local’ require-
ment could even be extended to provincial authori-
ties and municipalities supporting factories in their 
region which are providing employment to citizens 
in the area. This is what happens in Germany and 
China, and also happened in Australia when it had 
a vehicle-making industry.”

Davies concluded by saying that he did not 
doubt the arrival of an increasing number of elec-
tric vehicles in South Africa in the future, but that 
they would cause some big problems. These include 
the manner in which government could collect tax 
from operators of EVs, as well as the fact that they 
would also not require petrol stations with their 
pump attendants and convenience stores.

Times are certainly changing, not only in 
South Africa, but worldwide. ■

Dr Martyn Davies, Africa Automotive Leader and 

Managing Director of Emerging Markets, Africa, 

at Deloitte.

“New Normal” Is With Us Already

“One way in which the 
government can assist the South 
African vehicle manufacturing 
industry ... is a very focussed drive 
for the government to buy locally-
made vehicles where they meet 
operating requirements.”
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BY ROGER HOUGHTON

“The COVID-19 pandemic is having interesting effects on the buying pat-
terns of South Africans,” said Siphamandla Mkhwanazi, a senior economist 
at FNB and one of the speakers at an interesting webinar arranged by NADA 
recently. “One notable swing is that we are finding that consumers are look-
ing to buy instead of rent residential property.

“Banks are dealing with record numbers of applications for loans for 
capital goods such as cars and houses, besides loans to renovate living spaces, 
as people reshape their lives after lockdown. The fact that people, often 
young professionals, are willing to commit to lengthy repayment periods for 
their loans shows an underlying confidence in the future of the country and 
its economy.

“The low interest rate and the fact that no transfer fee is payable for houses 
costing less than R1-million are obviously important factors in the move to buy 
instead of rent. We are also predicting a possible further 25 basis points cut in 
the interest rate. Some consumers have been protected from salary cuts and 
retrenchments which has enabled them to use savings and credit cards when 
making purchases,” continued Mkhwanazi.

“However, the volatility in the international financial markets is concern-
ing, with COVID-19 spikes in several countries, the presidential election in the 
United States and Brexit in the United Kingdom all adding to the uncertainty. 
Locally, a number of important economic reforms have been announced 
already with more to come, including the major infrastructure development 
plan which will boost the recovering economy. What we also need to confirm 

is that we are on a sustainable economic upward trend and that it is not just a 
bubble of buying activity,” concluded the FNB senior economist. ■

South Africa’s Spending 
Patterns are Changing

Siphamandla Mkhwanazi, a senior economist at FNB.

“The low interest rate and the fact that no transfer fee is payable for houses 
costing less than R1-million are obviously important factors in the move 
to buy instead of rent. We are also predicting a possible further 25 basis 
points cut in the interest rate.”
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BY ROGER HOUGHTON

The quick and effective manner in which South 
Africa handled the COVID-19 pandemic is now 
showing economic benefits in terms of increasing 
new vehicle sales, although year-to-date we are 
still more than 30% below the sales volume of a 
year ago. This is according to Mark Dommisse, 
chairperson of the National Automobile Dealers’ 
Association (NADA), who was speaking on a 
recent webinar organised by NADA to discuss 
with its members the question: “Are you ready 
for 2021?”

“The first two months of 2020 saw retail sales 
of over 40 000 units a month. Then, in March, the 
pandemic started to bite, and South Africa went 
into hard lockdown which impacted sales im-
mediately, with total sales for the month falling to 
33 546 units. The heavy blow came in April, when 
dealerships were closed under lockdown rules. 
Sales slumped to an all-time low of 574 units,” 
said Dommisse.

“Slight easing in the trading conditions saw 
sales rise to 12 874 units in May, but the big jump 
came with Level 2 in June, when sales reached 
31 642 units. There were slight improvements 
in July (32 330) and August (33 292), and then 
a sizeable jump of 12% to 37 403 units under 
Level 1 in September, which is a better and faster 
recovery than we had expected a few months ago,” 
he explained.

“The motor retailers are being given good 
support by the vehicle finance houses, which is 
a positive for our recovery, while growth in the 
spending power of the population’s middle class is 
also important for vehicle sales and this appears to 
be happening.

“The comparatively strong sales of commercial 
vehicles are heartening, and this trend should be 
given a strong push when the proposed infrastruc-
ture development projects start kicking in.

Dommisse revealed that transformation is 
high on the list of action plans for NADA and 
is being led by the recently appointed national 
vice chairperson of the organisation, Marcia 
Mayaba, of Barloworld Motor Retail. He added 
that NADA would also be actively involved in the 

transformation drive emanating from Automotive 
Industry Transformation Fund.

The NADA chairperson emphasised that the 
organisation was fully aware of the technological 
changes taking place worldwide which is changing 
the automotive landscape worldwide and the 
impact it is having on the way dealers do business.

“We must realise that electric and hybrid cars 
are rapidly increasing market share in many first 
world countries and this will have a direct effect 
on the vehicles being manufactured here in South 
Africa, which are currently all powered by internal 
combustion engines using petrol or diesel fuel.

“Here we need to think out of the box. One 
area of local component manufacture where the 
country is a major player is making catalytic con-
vertors. Possibly, in the future, these manufactur-
ing operations could switch to making batteries for 
battery- electric or hybrid vehicles as demand for 
the catalytic convertors drops under the growing 

pressures to further reduce vehicle emissions. 
At least a switch such as this could continue to 
provide work opportunities.

“I have full confidence in our members’ ability 
to adapt to the changes we are all being forced to 
make under the new normal, particularly in terms 
of making far more use of digital methodology, 
while still maintaining personal relationships with 
our customer base,” Dommisse concluded. ■

Effective Handling of Pandemic Leads to 
Faster Recovery in Vehicle Sales

Possibly, in the future, 
manufacturing operations could 
switch to making batteries for 
battery- electric or hybrid vehicles 
as demand for the catalytic 
convertors drops under the 
growing pressures to further 
reduce vehicle emissions.

“The motor retailers are being 
given good support by the vehicle 
finance houses, which is a 
positive for our recovery.”
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Renault’s New Boss 
Says He Needs Eight 
Years for Turnaround

Luca de Meo, the new, Italian-born CEO of Renault 
says he needs eight years to turn the company 
around, according to recent reports in Europe. The 
plan is expected to be announced early in 2021.

Renault recorded a record loss of €7.29-billion 
for the first half of 2020 and subsequently received 
a loan guarantee of €5-billion from the French 
government, which is a major shareholder in 
the company.

Meanwhile De Meo is setting great store in 
restructuring Alpine, Renault’s sports car arm. 
The name will be used for the current Renault F1 
racing team next year and the optimistic new CEO 
has gone as far as saying he would like Alpine to 
challenge Porsche’s 911 in the marketplace as well 
as looking to build a “small Ferrari”. ■

Tesla Axes its Public 
Relations Departments

Elon Musk, the SA-born head of Tesla, continues 
to act controversially as he closes his company’s 
public relations departments, according to a report 
in GoAuto, the Australian e-zine.

Generally, Tesla has not been close to journal-
ists and road test cars are evidently difficult to 
come by. Musk continues to rely heavily on the 
power of his Tweets on Twitter to promote his 
company as he believes Tesla is unfairly treated by 
the media. This makes Tesla probably the first mo-
tor manufacturer to turns its back on the media. ■

Lexus Envisions an 
Electrified World

Lexus International recently unveiled a global 
campaign titled “Lexus Electrified,” which envi-
sions an electrified world in a series of short films 
that emphasise both the brand’s electric future and 
its pioneering history as the leader in the hybrid-
electric space.

Lexus launched the world’s first premium 
hybrid electric SUV in 2005 and there are now 
1.9 million Lexus electrified vehicles on the road. 
The brand’s innovative spirit is brought to life in 
the campaign by the LF-30 concept car and its 
leadership in the current electrified landscape 
is demonstrated by the UX, RX, NX and ES, 
which along with LS, LC, IS and LM display 
the global line-up of Lexus Electrified vehicles 
available today.

Locally, Lexus is the leader of alternative-fuel 
vehicles, thanks to its extensive hybrid model 
line-up. Within the Lexus range are 10 models, and 
five have one or more hybrid derivatives, making 
hybrid more accessible than ever. Watch the Lexus 
LF-30 Electrified video here. ■

Alfa Shows its Impressive 
Stable of Sea Horses

Alfa Romeo’s sporting history on the road and on 
the track is well known. What is less well known 
is another page in this history, the one it wrote 
on water. In fact, the technologies and innova-
tions developed by Alfa Romeo were also used 
in motorboating.

From the 1920s to the 1980s, Alfa Romeo was 
among the absolute protagonists in this field as 
well. Aeronautical and automobile engines were 
adapted for marine use, both production and rac-
ing, derived not only from the legendary Alfette, 
but also from the Giulietta, Giulia GTA, Montreal, 
2600 and others.

Among records and world, European and 
Italian titles in the various classes, Alfa Romeo 
won on the water almost as much as on the track 
and on the road.

In the year of the brand’s 110th anniversary, 
the Alfa Romeo Museum in Arese pays tribute 
to this less known chapter in history with an 
exhibition entitled Cavalli Marini (Sea Horses), a 
quotation from an article published on the journal 
Quadrifoglio in 1973. The exhibition will remain 
open to 21 February 2021.

Nine of the 10 vessels on display in this exhibi-
tion (the tenth is a pleasure boat) alone can boast 

as many as 11 world records, 6 world champion-
ships, 7 European championships and 9 Italian 
championships, and 5 Coni gold medals. ■

Audi Starts a New 
Brand Campaign

With its global campaign, titled “Future is an 
Attitude”, the Audi brand is showing the way to a 
future-oriented perspective which will ultimately 
include an electric, digitalised and emotional 
outlook. In addition to current production 
models such as the Audi e-tron Sportback, the 
Audi RSQ8 and other visionary vehicles such as 
the Audi AI:ME and Audi Q4 Sportback e-tron 
concept, are also on view as part of the global 
campaign communications. They represent the 
innovative power of the brand. Besides new 
and upcoming Audi products, protagonists are 
also Audi employees like head of design Marc 
Lichte, who are the authentic embodiment of 
Audi’s attitude.

Under the communicative approach “Future is 
an Attitude”, Audi will unite worldwide market-
ing activities from now on, while taking account 
of cultural and country-specific requirements. 
“Vorsprung durch Technik” will always remain as 
the brand claim but the integration of “Future is an 
Attitude” will form part of the brand’s communi-
cation execution.

Locally, the new Audi brand campaign forms 
a core part of the new Audi A4 communication 
launch. The new Audi A4, through its significant 
heritage and current product improvement, 
remains a significant model within Audi’s model 
range in South Africa. The campaign will be 
conducted through all channels of communica-
tion, from TV to digital platforms, out-of-home / 
billboards and print.

In the framework of the new global brand 
campaign, the re-worked Audi corporate 
identity will also be visible for the first time. 
The reduced, clear style of the Four Rings and 
environment will be evident in a new exciting and 
visual language. Watch a video clip of the brand 
campaign here. ■

Snippets

continued on next page 
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Suzuki Sets Yet Another 
Sales Record

Suzuki Auto South Africa ended the third quarter 
on a high note as it sold more cars overall and more 
cars through its dealer network than ever before.

Suzuki retailed 1 787 cars, SUVs, and 
commercial vehicles in September. In doing so, it 
shattered its previous sales record set in February 
(1 696 vehicles) and jumped in the overall sales 
rankings to 6th with an all-time passenger market 
share record of 7.46%.

The sales record includes purchases by vehicle 
rental companies of 320 Suzuki models, with 
nearly all other units sold by dealers.

The S-Presso took the crown as the best-selling 
Suzuki model with 538 units, while the Swift 
followed closely with 533 new owners. The Jimny 
sold 100 units. ■

Kia Appoints New VP
Kia Motors Corporation has appointed Won Kyu 
Kang as Vice President and Head of the Kia Design 
Innovation Group. Starting in his new role in 
November, Kang will be based at the brand’s de-
sign headquarters, Kia Design Centre in Namyang, 
Korea and will report to Karim Habib, Senior Vice 
President and Head of Kia Design Centre.

Specialising in advanced design planning, 
Kang will lead the strategic development of Kia’s 
design by giving shape to future design plans in 
both exterior and interior design across the entire 
product portfolio. His appointment is the latest 
development in Kia’s move to establish a leadership 
position in electrification and capitalise on new 
design opportunities.

Kang brings with him 15 years’ experience 
in exterior design. He has overseen a range of 
exterior design projects, including research into 
merging premium vehicle design with future 
mobility technologies. His most recent role was 
Creative Director at BMW Group Designworks in 
Shanghai, China, where he led the design develop-
ment process for a range of automotive products. 
He previously spent much of his career at BMW 
Group, and was the lead exterior designer for the 
2015 BMW 3.0 CSL Hommage concept.

The Kia Design Centre in Namyang, Korea is 
the hub of Kia’s global design network, working 

closely with the brand’s regional design centres in 
China, Europe and the U.S. The design head-
quarters oversees all aspects of Kia design, from 
conceptualisation and modelling to styling and 
development of colour and materials.

Kang is one of a number of high-profile design 
appointments made by Kia Motors in recent 
years as the brand further strengthens its design 
capabilities for the years ahead. Under its ‘Plan S’ 
strategy, Kia aims to establish a leadership position 
in the future automotive industry, drawing on 
R&D expertise in mobility, electrification, con-
nectivity, and autonomy. ■

New Local Headquarters 
for FCA

Fiat Chrysler Automobiles South Africa (FCA) has 
moved its head office operations to new facilities 
in Centurion.

“Our brands are ready for an exciting new 
chapter in their South African history, a next phase 
that requires an innovative environment for our 
committed head office team to take FCA to the 
next level,” said Ismaeel Hassen, Chief Executive 
Officer of FCA South Africa. “The new building is 
better suited to our current commercial strategy 
demands that see intent focus on system and 
process upgrades as well as training in pursuit 
of our constant attention to aftermarket service 
delivery and parts supply.”

The new environment has been designed to 
allow progressive ways of working – some led 
by global trends and others through extensive 
consultation with the staff – aimed at improv-
ing productivity as well as employee well-being. 
Work flows and processes have also been 
considered in creating an exciting, positive, and 
motivating space.

All of FCA’s brands – Fiat, Alfa Romeo, 
Abarth, Jeep, Fiat Professional and Mopar – con-
tinue to be entrenched in the new décor. ■

Snippets
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Won Kyu Kang is the new Vice President and Head 

of the Kia Design Innovation Group.
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The AA-Kinsey Report released today shows that 
although some vehicle parts prices have dropped, 
on the whole prices are up from 2019 and are run-
ning above the government-stated inflation rate.

“Motoring has become more expensive, 
certainly from a parts perspective, and the results 
for 2020 show that. Although there may be similar 
alternative parts from non-franchise outlets – the 
durability of which cannot be vouched for – prices 
for original equipment are rising,” noted Malcolm 
Kinsey, author of the AA-Kinsey Report.

This is the 30th year of the Kinsey Report and 
it’s second as the AA-Kinsey Report and inevitably 
a few changes were forced to be made, including 
how the figures were collected.

“COVID-19, which hit us a few months before 
our normal collection of prices in May/June, saw 
us in the height of restricted travel and social 
distancing with many dealerships on light duty 
and suffering many retrenchments. It was decided 
to delay the report until the situation approached 
some form of normality. We wanted to collect our 
data in a full calendar month and did so, finally, in 
September,” Kinsey explained.

Most of Kinsey’s research was previously 
undertaken in and around Durban, with him 
personally handing in parts lists to local dealers 
to complete. However, this year he approached 
a few manufacturers to supply their retail prices 
including VAT – which he then randomly checked 
at dealerships. He also excluded a few brands who, 
regrettably, recorded very low sales figures. In 
keeping with tradition all prices in the report are 
from written quotes so there is the best possible 
chance of getting them correct.

It must be stressed that the prices used are 
what a customer, walking into a dealership, would 
pay on that day and do not always coincide with 

what the manufacturer or importer would supply. 
The manufacturers do not have any input as to 
which vehicles are chosen – generally the most 
popular vehicles in the range are chosen.

“Malcom’s thoroughness has again proved piv-
otal in bringing this much-needed information to 
consumers to enable them to make better decisions 
about their vehicles purchases. It’s important for 
us that consumers understand as much about their 
vehicles as possible, including that of replacement 
parts, and Malcolm’s work is providing a credible, 
reliable and valuable service to motorists in our 
country,” commented Willem Groenewald, CEO 
of the AA.

All the figures in the AA-Kinsey Report were 
collected in September. Some models were dropped 
and some replaced with new cars such as including 
the Toyota Starlet and excluding the Etios.

“A factor that has become evident is the 
increase in cost of body parts. Headlights, rear 
fenders and wheel rims on some models appear to 
be a great deal more expensive. This has a negative 
effect for everyone as it increases the contribution 
the owner pays for the insurance excess, and 
the write-off point for a crashed vehicle, and it 
ultimately increases premiums that one has to pay,” 
said Kinsey.

The 2020 AA-Kinsey Report again includes 
the SA Guild of Motoring Journalists “Car of 
the Year” entries. These represent the latest 
vehicles on the market, launched during the 
last 12 months, and hopefully introducing 
new cutting-edge features. There are 14 in this 
survey, all identified by an asterisk ahead of the 
manufacturer’s name.

There are nine categories of vehicles with 
each category list entry ranging from a least to 
most expensive parts basket. The 2020 AA-Kinsey 

Report sees a huge increase in the popularity of 
the crossover vehicle yet again, both in models 
and sales volumes, with some manufacturers now 
having three or four options available. This year 27 
crossovers are featured with prices ranging from 
just under R200 000 to R1.7 million.

The nine categories of vehicles included in the 
2020 AA-Kinsey Report are:

 ■ City Cars and Entry-level Vehicles
 ■ Super Mini
 ■ Family Favourites
 ■ Crossovers
 ■ Compact Crossovers
 ■ Executive Crossovers
 ■ Double Cabs
 ■ Single Cabs
 ■ Executive Saloons

According to Kinsey, the servicing and repair 
costs sections of the survey are not as vital to the 
vehicle owner, particularly with a new vehicle. 
These costs are often borne to some extent by the 
dealer through service contracts which could be 
as long as 100 000 km. Manufacturers warranties 
can be as much as 200 000 km, or seven years, in 
some cases.

“Crash parts prices, however, will affect your 
insurance excess and the write-off point of your 
vehicle, and will be well worth noting. The charts 
are set out linking vehicles of similar cost, technol-
ogy and purpose to allow for simple comparisons. 
In the end, though, it still pays to shop around,” 
concluded Kinsey.

The AA-Kinsey Parts Breakdown Report is 
available online at:
https://www.aa.co.za/sites/default/files/aa-
kinsey_report_2020_parts_list.pdf and may be 
printed for free in its entirety or in sections. ■

2020 AA-Kinsey Report Released
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Ford Motor Company of Southern Africa 
(FMCSA) has strengthened its commitment to 
customer service and satisfaction by developing 
a new customer experience (CX) model to better 
serve owners of Ford vehicles, and build long-term 
brand loyalty.

“Customer satisfaction is central to our 
business, and it’s for this reason that Ford Motor 
Company introduced dedicated CX teams to 
find new and proactive ways of supporting our 
customers, and to ensure that we deliver a positive 
ownership experience,” said Neale Hill, MD 
of FMCSA.

“One of the major areas we focused on was 
creating a faster and more responsive way of deal-
ing with issues that result in a customer’s vehicle 
spending time in a dealership,” Hill added. “We 
prioritised taking care of the customers’ immediate 
safety and mobility requirements, and then work 
closely with key dealers on major routes around 
the country to ensure that vehicles are repaired and 
back on the road as soon as possible.”

With the Ford Ranger being the company’s 
most popular vehicle and one of South Africa’s top 
sellers, the team prioritised support for the Ranger, 
as well as the Everest – both of which are produced 
at Ford’s Silverton Assembly Plant – during the 
initial phase of the programme in South Africa.

A specialised Ranger Support Team was 
established, using a cross-functional team of 
customer case managers, technical specialists 
and parts experts that work together with s to 
better support customers, should something go 
wrong with their vehicle while covered under the 
standard warranty.

“Our goal was to reduce customer downtime, 
a key pain point for anyone that experiences 
a vehicle breakdown,” explained Maja Smith, 
Customer Experience manager at FMCSA. 
“Research and customer surveys show that even 
if a customer experiences an issue with a product, 
being treated with honesty, urgency and care is 
likely to result in a positive customer rating that is 
higher than if they hadn’t experienced the problem 
in the first place.

“Traditionally, such incidents are handled 
reactively by customer service departments and 
call centres, but our new CX model uses a proactive 
approach that is quite different from the norm,” 
Smith pointed out. “The moment our Roadside 
Assistance is notified of a Ranger breakdown, our 
Ranger Support Team kicks into action.”

A single case manager oversees the case from 
start to finish, and contacts the customer immedi-
ately to offer whatever support and assistance they 
require. Ford will arrange armed security to wait 
with the customer until the recovery vehicle arrives 
if required, organise a like-for-like loan car and 
book accommodation for them if necessary.

“Transparency and communication are key 
to building trust with our customers, and the case 
managers continually keep them informed of the 
progress,” Smith said. The case manager coordi-
nates with the dealership to prioritise the necessary 
repairs, and is supported by a parts specialist to 
expedite the delivery of any required items if the 
dealer doesn’t have them in stock. The entire pro-
cess is managed through a Customer Case Progress 
Tracker, which provides end-to-end visibility for 
the customer throughout the repair process via 
their communication medium of choice – whether 
it is telephonically, via SMS, WhatsApp or e-mail.

FMCSA has also implemented an automated 
alert system that identifies any vehicles that have 
been in for repairs at Ford dealers for more than 
a certain number of days. “Having a vehicle off 
the road is a significant inconvenience for any 

customer, so the alert system brings this to our 
attention and enables us to quickly and effec-
tively assist the dealer in resolving any repair or 
outstanding parts issues,” explained Smith. “Our 
Customer Support Centre engages with customers 
directly to update them regularly on the progress, 
and assist with loan vehicles if required.”

An additional tool developed by Ford’s CX 
team in SA is an integrated online case manage-
ment system that provides an easy way for dealers 
to manage and update open cases. It feeds into a 
central management system, and measures the 
dealer timeliness for closing cases, provides proac-
tive dealer notifications on new cases, follow-up 
e-mails for delinquent cases and weekly reporting 
to dealer principals.

The pilot phase of the Ranger Support Team 
has already achieved significant success, despite 
initially being limited to 16 dealers covering the 
major centres. “Within two months of launching 
this initiative in July, we reduced the average 
number of days affected Ranger customers were 
without their vehicles by 65 per cent,” Smith said.

“We hope to roll the learnings from this 
project out across the network of more than 140 
Ford dealers over the next year, focusing on those 
dealers that receive and work on the highest 
number of tow-ins first, and ultimately to expand 
this approach to all of our vehicles in the future. 
That way, we will reach more customers faster 
as we continue to strive for the highest level of 
customer satisfaction, and seek to deliver an 
exceptional customer experience with the Ford 
brand,” Smith concluded. ■

Ford Strengthens its Commitment to its Customers

“The moment our Roadside 
Assistance is notified of a Ranger 
breakdown, our Ranger Support 
Team kicks into action.”

“Our Customer Support Centre 
engages with customers directly 
to update them regularly on the 
progress, and assist with loan 
vehicles if required.”
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Corporate Social Responsibility

In response to severe drought across vast parts 
of South Africa and the associated hardships 
experienced by many farmers, Engen partnered 
with AgriSA earlier this year to help support the 
agricultural sector by driving contributions to 
their Drought Aid Fund.

Over a six-month period, Engen contributed 
R1 to the fund for every litre of participating Engen 
lubricant sold nationwide, raising R700 000 from 
April to September.

At the official handover of the money Khalid 
Latiff, Engen’s General Manager: Lubricants said 
that Engen is proud to play a part in an initiative 
that helps alleviate the adversity of thousands of 
farmers and farm workers given the company’s 
close ties to the agricultural sector. “As a leading 
supplier of high-quality fuels and lubricants to 
the agricultural sector in South Africa we have 

witnessed first-hand the impact 
that the ongoing drought has 
had on farming communities. 
We sincerely hope that our 
partnership with AgriSA will 
help ensure the sustainability 
of this crucial sector.”

Andrea Campher, Disaster 
Risk Manager of AgriSA, 
thanked Engen for their 
support as drought is still 
prevalent in many provinces. 
“The contribution of Engen 
will go a long way to assist 
farmers, farm workers and 
farming communities who are 
still suffering from this long-lasting drought. We 
will work closely with our provincial affiliates to 

ensure the aid reaches those who need it the most,” 
said Campher. ■

Engen Brings Relief to the Agricultural Sector

Supa Quick has donated R100 000 towards the es-
tablishment of a Child Car Safety Learning Centre 
for Wheel Well, a non-profit organisation dedicated 
to road safety for children in South Africa.

The much needed capital injection represents 
an advancement in Wheel Well’s efforts to improve 
the level of child car seat compliance in South 
Africa, where the law mandates that all children 
under 3 years old travelling in any vehicle be safely 
restrained. It will be located at Wheel Well’s new 
office, storage and repair shop in Randburg, which 
has the capacity to process and distribute 200 child 
car seats a month.

“This donation towards our learning centre 
will go a long way in enabling us to self-build a 
dynamic facility that will educate parents more 
effectively about the importance of child safety 
in vehicles and the use of car seats,” said Peggy 
Mars, founder of Wheel Well. “With child car 
seat use being dismally poor, the centre will be 
open to individuals and groups, such as early 
childhood development centres, community 
forums and corporates. Attending parents will be 
taken through the various aspects of selecting and 
installing of car seats, as well as the physiological 
factors involved in child car safety,”

The learning centre is an extension of the 
partnership between Wheel Well and Supa Quick, 
launched in July, to encourage people with unused 
child car seats to drop them off at any of the Supa 
Quicks fitment centres nationwide. These are then 
donated to Wheel Well.

The facility will be equipped with detailed and 
entertaining visual aids, life-sized installations 
and various other displays to educate parents and 
caregivers about the importance of using car seats 
at all times. On-site staff will also provide tutorials 
on the correct installation method for the various 
age groups and children’s developmental stages.

A 2020 study done in conjunction with the 
Red Cross Children’s Hospital in Cape Town 
revealed that South Africa isn’t the only market 
with low rates of car seat use, with rates in many 
countries around the world well below 20%.

The study also showed that even when a 
comprehensive legislation exists, high rates of use 
are not possible without complimentary educa-
tional programmes, increased enforcement and 
supportive programmes to distribute car seats.

“This learning centre is the next step in a 
comprehensive plan to promote the correct use of 
child car seats, a vital component in improving 
road safety,” said Supa Quick brand manager 
Yolandi Grundeling. “With the lockdown having 
now eased substantially, we expect to see even 
better collection volumes as well as higher levels of 
engagement, so we can support Wheel Well in de-
livering even more car seats to parents in need.” ■

Much Needed Capital Injection for Wheel Well

Supa Quick’s Yolandi Grundeling (left) and Peggy Mars, the founder of Wheel Well.
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With a bright red Ford Transit that many instantly 
relate to Santa’s sleigh, Ford Motor Company 
Southern Africa (FMCSA) is happy to be back on 
the road in support of the Santa Shoebox Project.

Santa Shoebox is a voluntary initiative that 
has delivered Christmas magic to South African 
children since 2006 – and is on course to deliver its 
one-millionth Santa Shoebox this year. The project 
relies on the efforts of those more fortunate to 
make sure that, between October and December, 
tens of thousands of underprivileged children have 
some festive fun to look forward to.

These neatly-packed and personalised 
shoeboxes are loaded in the Ford Transit and 
delivered to hundreds of beneficiary facilities 
around Gauteng, North West, Free State and 
KwaZulu-Natal.

To ensure every donation holds its own unique 
story, each Santa Shoebox is tracked by the Santa 
Shoebox app – available on Apple and Android. 
Through the app, each donor can watch the steps of 
this magical journey unfold as the shoeboxes travel 
around the country and are received by the very 
children for whom they were pledged.

Santa Shoebox has established itself as one of 
the leading NPOs in the country. Starting out in 
Cape Town in 2006 with just 180 shoeboxes, it has 
now reached a total donation of 957 297 shoe-
boxes – with the millionth shoebox expected to be 
handed over this year.

“We are extremely proud to have been involved 
with Santa Shoebox Project since 2015, supporting 

the organisation’s efforts to deliver essential 
supplies and some exciting treats, along with that 
special Festive Season excitement, to underprivi-
leged children across the country,” said Minesh 
Bhagaloo, General Manager of Communications 
at FMCSA.

“These are things many of us take for granted, 
and this year the need is greater than ever due to 
the devastating toll that COVID-19 has had on 
the country’s economy, as well as the health and 
wellbeing of its citizens. Helping Santa Shoebox 
to deliver the one-millionth shoebox is a truly 
rewarding and humbling experience, and lives up 
to Ford’s brand values of going further and helping 
others,” Bhagaloo explained.

The success of the Santa Shoebox Project can 
largely be attributed to its personal nature: donors 
give gifts of essential items and treats to children 
whose names, ages and genders are known. The 
minimum eight required items are a toothbrush, 
toothpaste, soap, a wash cloth, sweets, a toy, school 
supplies and an outfit of clothing – all new, unused 

and age-appropriate. The only criteria for those 
who want to include an extra item is that it must fit 
in a normal-sized shoebox.

“Without the Ford Transit’s space and ability 
to travel on rough gravel we wouldn’t be able to 
accomplish these essential deliveries,” said Margie 
Kostelac, the Santa Shoebox Project’s Regional 
Manager in Gauteng. “When the Transit is fully 
loaded it can carry about 200 shoeboxes which 
helps tremendously to achieve our daily delivery 
targets. Already the Ford Transit is being used 
to bring sponsored items to our warehouse in 
preparation for our drop-off points all across the 
country. From the first week of November these 
gifts will be packed into the Transit for delivery 
to isolated rural areas where our other logistic 
suppliers can’t reach.”

In order to prevent the potential spread of 
COVID-19, the packing of each shoebox needs 
to be managed sensibly with regular sanitis-
ing of hands and with a face mask on at all 
times. It is advised that this should be done a 
minimum of three days prior to dropping the 
shoeboxes off.

If you’re unable to do your own shopping, 
packing and drop off, a team of volunteers will be 
happy to do it for you with the convenient Virtual 
Santa Shoeboxes. These Virtual Santa Shoeboxes 
are packaged and distributed in exactly the same 
way. Visit www.santashoebox.org.za to see 
how easy it is to start a pledge and bring a little 
Christmas spirit to a child who needs it most. ■

The minimum eight required items 
are a toothbrush, toothpaste, 
soap, a wash cloth, sweets, a toy, 
school supplies and an outfit of 
clothing – all new, unused and 
age-appropriate.

Ford Continues to Bring Festive Cheer

Corporate Social Responsibility
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BY LIANA REINERS

When I recently showed up at a media function 
driving the new Toyota Corolla Sedan, there were 
plenty of comments from my fellow motoring 
scribes. And for once, they were all positive. I 
wasn’t that surprised though, because the new 
Corolla certainly is a handsome car and it offers a 
great overall package.

One colleague remarked how, a number of 
years ago, he had to do a television insert on the 
then new Corolla and started off by saying that 
the Corolla is an apple …. in a bowl full of apples. 
I myself remember at some point comparing the 
Corolla to vanilla ice cream; nothing exciting and a 
safe bet for more conservative tastes.

Boy, how times have changed! This is most 
definitely not your grandma’s Corolla. It’s a 
toffee apple, full of sweet and sticky goodness; 
an ice cream sundae topped with popping candy, 
sprinkles, glazed cherries and a generous dollop 
of cream. The world’s best-selling automotive 
nameplate is better and bolder than ever before.

The Corolla was first launched in 1966 and has 
since become a household name the world over. 
The 12th-generation combines Toyota’s exciting 
new design direction, with the tried-and-tested 
virtues of the Corolla brand.

The new Corolla Sedan is a real looker and at a 
quick glance it can almost be mistaken for a Lexus. 
It features a highly expressive design, adopting vir-
tually the same front-end treatment as the Corolla 
Hatch and featuring a prominent lower apron, 
sculpted headlights and flowing three-box design. 
The front bumper employs a large trapezoidal 
lower grille, with black-moulded border and large 
mesh pattern. The arrow-shaped LED headlamps, 

with integrated DRL elements, flow towards the 
centrally-mounted Toyota emblem, surrounded 
by a slim-line upper grille element – enhancing 
visual aggressiveness.

The short roofline and sloping C-pillar convey 
a sense of motion, while the short rear overhang 
adds to the dynamic presence. The compact LED 
taillights feature a bi-colour design, sharp outer 
edging and dark border which extends to the 
centre of the boot lid.

A black trapezoidal rear-bumper insert and 
outwardly-mounted vertical reflectors add to its 
powerful stance. The rear bumper also features 
integrated aero-stabilising fins, to smooth airflow 
from the wheel arches.

The new Corolla Sedan features an elegant-
ly and simple interior design, reduced upper-
panel height, soft-touch finishes and brushed 
metal accent strips. Blue contrast stitching 
adds an air of sportiness and harmonises 

with blue illumination for the switchgear and 
instrument panel.

A revised front seat design with elegant ribbed 
pattern and bucket-like profile lends a premium 
feel to the cabin. A new-age synthesized fabric 
called RezatecTM is used, offering the comfort of 
fabric with the premium feel of leather. The high-
grade (XR) model offers a choice of sporty blue or 
classic grey accent trim colours.

Two engines options are employed in the 
new Corolla. The 1.8-litre mill is carried over 
from the previous generation, delivering 103 
kW and 171 Nm. This unit is mated to a seven-
speed Shiftmatic CVT transmission with seven 
pre-programmed steps.

Next up is the new 2.0-litre Dynamic Force 
TNGA engine (as first seen on RAV4) which 
ups the ante to 125 kW and 200 Nm. With a 
strong focus on fuel efficiency, there are two 
transaxle options: a six-speed manual or 10-speed 
Shiftmatic CVT.

Fuel consumption for the 1.8-litre is listed as 
6.2 l/100 km, the 2.0-litre manual at 6.5 and finally 
the 2.0-litre CVT at 6.0 l/100 km.

Two grade options are offered, XS and XR. 
The 1.8 XS serves as the entry point to the range. 

continued on next page 

The Formidable Corolla Family

Toyota Corolla Sedan.

The new Corolla Sedan features 
a highly expressive design, 
adopting virtually the same 
front-end treatment as the Corolla 
Hatch and featuring a prominent 
lower apron, sculpted headlights 
and flowing three-box design.

Toyota Corolla Hatch.
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The XR model serves as the flagship and is avail-
able exclusively with the new 2.0-litre Dynamic 
Force engine and a choice of six-speed manual or 
10-speed Shiftmatic CVT. The unit that I was fortu-
nate enough to have on test was the XR 2.0 manual.

As far as convenience and tech goes, the 
Corolla Sedan delivers on all levels. It features 
Apple CarPlay, Android Auto and touchscreen 
interface, climate control with Eco mode, a reverse 
camera, power seat adjustment, one-touch func-
tionality for the electric windows, keyless entry, 
tilt and telescopic steering adjustment, steering 
switches and cruise control. XR models feature an 
auto-dimming rear view mirror too.

Of course, safety features abound. All models 
have seven airbags, ISOFIX, active electronic safety 
aids (ABS, EBD, BAS, VSC, HAC) and an impact 
absorbing bodyshell. In addition, the flagship XR 
boasts Toyota Safety Sense (TSS) – a full comple-
ment of active driver aids – and an upgrade to 
Bi-LED headlamps.

As mentioned before, the Corolla Sedan 
bears some resemblance to its Hatch sibling. 
First launched in 2019, the latter ushered in a 
new chapter for Corolla, one where good looks, 
a dynamic drive and unrivalled refinement were 
unmistakeable features.

In March this year the Toyota Safety Sense 
(TSS) active safety suite was added to the flagship 
Xr model as part of Toyota’s continued TSS roll-out 
strategy and now further product enhancements 
have been made, in line with market requests.

First off, the Hatch Xr now benefits from 
stylish, directional 18-inch alloy wheels shod with 
225/40/R18 tyres. Aligned to the 18-inch wheels’ 
package, is the fitment of a space saver spare wheel, 
while Xs models retain their 16-inch alloy wheels 
with corresponding 205/55/R16 rubber and full-
size spare wheel.

The Hatch update also includes a new-
generation infotainment system, incorporating 
Android Auto and Apple CarPlay, across the board. 
Navigation applications such as Google Maps and 
Waze are natively included and occupants can 
also access their music libraries and streaming 
accounts via apps like Apple Music, JOOX, Spotify 
and SoundCloud. Wireless telephony is supported 
via Bluetooth with a USB input for additional 
media options.

As mentioned, the Xr model is equipped with 
the Toyota Safety Sense (TSS) system compris-
ing a whole suite of safety features such as blind 
spot monitoring. This has been expanded for 
2020, with the addition of rear cross traffic alert 
(RCTA), which provides audible warnings in an 
alley-docking scenario where passing vehicles or 
obstacles may be out of visual range.

The standard specification level for the Xs-
grade is generous, with comfort and convenience 

features such as LED lights with LED DRL, 
dual-zone climate control, smart Entry (keyless 
access), cruise Control, power-operated heated 
exterior mirrors, colour multi-information display 
(MID), reverse camera, one-touch power windows 
and speed-sensitive door locking.

For the Xr variant, sport front seats in a leather 
and alcantara combination, power-adjustable 
driver lumbar support and seat-heating function 
for driver and passenger, the aforementioned blind 
spot monitoring (BSM) and RCTA are added to 
the package.

Additional safety features such as an electronic 
parking brake with integrated hill-assist function, 
driver, passenger, side, curtain and driver-knee 
airbags, vehicle stability control and ISOFIX 
attachment points are also supplied.

All variants of the Corolla Hatch are powered 
by the 1.2-litre turbocharged 8NR-FTS engine, 
producing 85 kW and 185 Nm. Fuel consumption 
is rated at 6.3 l/100 km for manual transmission 
models and 6.4 for the CVT equipped versions. 
CO2 emissions are 146 and 149 g/km respective-
ly. Depending on the specification grade selected, 
a six-speed manual transmission or 10-speed 
Shiftmatic CVT driving the front wheels are the 
two drivetrain options.

There is, of course, another member of the 
Corolla family that needs to be mentioned and 
it’s one that I also had the opportunity to drive 
recently: the Quest. Some might think of it as the 
poor man’s Corolla and while it is a value-focused 
package, it most certainly isn’t the black sheep of 
the family.

First launched in 2014, the latest iteration 
of the Quest adopts the platform of the 11th-
generation Corolla to offer the space and comfort 
of a C-segment sedan at a B-segment price.

This is by no means a de-specced Corolla 
though. The six-model Quest line-up boasts 
modernised styling, improved specification levels 
and enhanced safety features.

A 1.8-litre engine is used across the board. 
This powerplant produces 103 kW and 173 Nm 
at 4 000 r/min. Fuel consumption is listed as 
7.0 l/100km for manual models and 6.3 l/100km for 
models equipped with the CVT option.

The standard model is a no-frills variant, 
catering to the business user and focusses on value-
for-money motoring. It has a matte-black grille 
and bumper finishes, with 15-inch steel wheels 
and core specification features. The Prestige grade 
offers with colour-coded exterior treatment, 16-
inch alloy wheels and added comfort spec. At the 
top of the range is the Exclusive model, which adds 
chrome exterior elements, a colour-coded front 
bumper and a high-standard specification set.

The standard features list echoes the exterior 
grade strategy and provides a significant upgrade 
versus the previous model.

I grew up with a Corolla as our family car. I 
learned to drive in a Corolla. It has always been a 
car that holds a special place in my heart. In all its 
latest iterations the Corolla remains as easy to drive 
and pleasant to live with as it was way back when, 
but as our family has expanded and adapted to 
changing times, so has the Corolla family. If you’ve 
always considered the Corolla to be rather bland 
and uninspiring, trust me when I say that the new 
line-up will blow your socks off. ■

Corolla Sedan model 
line-up and pricing

 ■ Corolla 1.8 XS CVT – R 380 200
 ■ Corolla 2.0 XR 6MT – R 420 500
 ■ Corolla 2.0 XR CVT – R 433 700

Corolla Hatch model 
line-up and pricing

 ■ Corolla 1.2T Xs – R369,100
 ■ Corolla 1.2T Xs Bi-Tone – R379,800
 ■ Corolla 1.2T Xs CVT – R380,600
 ■ Corolla 1.2T Xs CVT Bi-Tone  – R391,300
 ■ Corolla 1.2T XR CVT  – R425,200
 ■ Corolla 1.2T XR CVT Bi-Tone  – R435,900

Corolla Quest model 
line-up and pricing

 ■ 1.8 Quest – R249 900
 ■ 1.8 Quest CVT – R270 400
 ■ 1.8 Quest Prestige - R270 400
 ■ 1.8 Quest Prestige CVT – R296 800
 ■ 1.8 Quest Exclusive – R307 400
 ■ 1.8 Quest Exclusive CVT – R317 700

 continued from previous page

Toyota Corolla Quest.
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BY STUART JOHNSTON

The latest face-lift to the incredibly successful 
Toyota Hilux range should see this model gener-
ate even more sales! On the back of a September 
sales month that saw some 4 000 Hilux bakkies 
being delivered to customers, the new Hilux 
brings even more to the party in the shape of a 
bold new look.

Key to the frontal styling are new slim-line 
headlamps and a slimmer, more understated 
grille, as well as a revised bumper design on the 
Legend model that we sampled at the Gerotek 
testing grounds near Pretoria recently. Details 
include a bonnet protector and skid plate and 
dark-plated headlight inserts. The overall effect 
is “tuff and buffed”. The final touch is in the form 
of the revised fog lamp surrounds, which look as 
if they were designed by the military, rather than 
the boardroom!

In a major model revision, the Legend trim 
level is no longer a limited edition, but becomes 
the flagship of the range. The utility-based S and 
SR models continue, while in the middle of the 
range the SRX model has now been replaced by 
the Raider.

On the launch our test run concentrated on 
the various improvements made to the Legend, 
which we drove in 2.8 GD-6 4×4 Automatic form.

Chief amongst the improvements is the newly 
developed 2,8-litre diesel engine which has now 
been up-rated to 150 kW and 500 Nm of torque. 
Previous figures for this engine were 130 kW and 
450 Nm. The six-speed automatic gearbox has been 

re-profiled with new torque convertor settings to 
handle this power increase. A major revision of this 
engine is that it now comes with a counter-rotating 
balance shaft to smooth out typical large-capacity 
four-cylinder vibrations.

There have been major changes to the ride 
quality of the new Hilux. The spring and damper 
rates have been revised for both front and rear 
axles, and further along the ride-quality front, 
the body-to-chassis mounting points have been 
revised to reduce feedback from the road into the 
cabin. For the first time, the Legend also receives a 
pre-collision safety system, adaptive cruise control 
and lane departure warning.

The model we sampled at Gerotek also had the 
impressive (optional) RS package, which consists 
of an integrated sports bar for the load bay area, 
a motorised roller shutter load bay cover and a 
rubberised load bay floor.

The roller shutter tonneau cover is lockable, 
and also includes mounting points to accept carrier 
bars when the load bay is closed, so you could load 
your mountain bikes across the load bay.

The new interior, which is upholstered in black 
leather, includes a new instrument cluster and an 
8-inch floating-screen infotainment system.

Our test drive largely concentrated on the 
off-road capabilities of the new Hilux Legend, 
which are exemplary. But driving it hard over a 
few rough dirt areas I believe that the rough dirt 
road capabilities will be a big step forward for this 
legendary bakkie.

The new Toyota Hilux 2.8 GD-6 4×4 
Automatic is priced at R765 600. There is also a 
manual transmission version of this model avail-
able at R733 500. ■

New Model

SINGLE 
CAB

MODEL PRICE

S

2.7 VVTI RB S 5MT R 386,700

2.0 VVTi S 5MT R 291,100

2.0 VVTi S A/C 5MT R 299,800

2.4 GD S 5MT R 328,400

2.4 GD S A/C 5MT R 337,200

SR
2.4 GD-6 RB SR 6MT R 414,500

2.4 GD-6 4X4 SR 6MT R 482,000

RAIDER

2.4 GD-6 RB RAIDER 6MT R 447,800

2.4 GD-6 RB RAIDER 6AT R 466,100

2.4 GD-6 4X4 RAIDER 6MT R 520,700

2.4 GD-6 4X4 RAIDER 6AT R 540,900

2.8 GD-6 RB RAIDER 6AT R 532,300

2.8 GD-6 4X4 RAIDER 6AT R 602,400

XTRA 
CAB

MODEL PRICE

RAIDER
2.4 GD-6 RB RAIDER 6MT R 460,000

2.4 GD 6 RB RAIDER 6AT R 478,200

LEGEND

2.8 GD-6 RB LEGEND 6MT R 550,000

2.8 GD-6 RB LEGEND 6AT R 574,900

2.8 GD-6 4x4 LEGEND 6MT R 622,000

2.8 GD-6 4x4 LEGEND 6AT R 647,300

DOUBLE 
CAB

MODEL PRICE

S 2.7 VVTi RB S 5MT R 440,400

SR
2.4 GD-6 RB SR 6MT R 476,900

2.4 GD-6 4×4 SR 6MT R 549,200

RAIDER

2.4 GD-6 RB RAIDER 6MT R 505,200

2.4 GD-6 RB RAIDER 6AT R 521,200

2.4 GD-6 4×4 RAIDER 6MT R 583,700

2.4 GD-6 4×4 RAIDER 6AT R 609,500

2.8 GD-6 RB RAIDER 6AT R 631,900

2.8 GD-6 4×4 RAIDER 6AT R706,400

LEGEND

2.8 GD-6 RB  LEGEND 6MT TBC

2.8 GD-6 RB  LEGEND 6AT R 696,200

2.8 GD-6 4×4  LEGEND 
6MT

R 733,500

2.8 GD-6 4×4 LEGEND  6AT R 765,600

4.0 V6 4×4 LEGEND  6AT R 765,200

The New Hilux Legend Looks Tuff and Buffed!
Model Line-up and Pricing
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Worldwide, the Volkswagen Transporter range 
has sold around 12 million units and has been on 
the market for longer than any other commercial 
vehicle. It has been a firm favourite here in South 
Africa too, where the legendary Kombi and 
Caravelle models have been best-sellers for the past 
six decades. More than 10 000 units of the current 
T6 range – which was introduced locally in 2015 – 
have been sold.

Now the news comes that Volkswagen’s 
T-Series range of commercial vehicles – which 
includes the Pick Up (single and double cab), Panel 
Van, Crew Bus, Kombi, Caravelle and California – 
has been refreshed with a facelift that will now be 
called the T6.1.

The most noticeable change to the facelifted 
range is the front end. It now features a new 
radiator grille which is significantly larger than 
before and forms a single stylistic unit with the new 
bumper. The headlights are also new and are con-
nected to the new grille by two chrome-plated cross 

bars. The lines of the latter are continued as LED 
daytime running lights, extending all the way into 
the housing units of the headlights, which – de-
pending on the specification – can also be LED. Six 
newly designed wheels, six new exterior colours and 
seven newly combined two-tone paintwork finishes 
round off the new exterior updates to the range.

Of course the interior of the T6.1 range has 
also been upgraded.

There is a new instrument panel that features 
an additional shelf in front of the driver. Also new 
is a larger tray for a smart phone and a multifunc-
tion steering wheel which has been redesigned 
and now enables the driver to switch between the 

digital cockpit’s different display configurations 
with just one click.

Equipped with fully digital instruments, the 
infotainment system provides an unprecedented 
array of web-based functions and services. All 
T6.1 models are equipped with a Composition 
Colour radio system as standard, whereas the 
Caravelle and California are equipped with the 
Discover Pro Media system with navigation 
as standard.

Another boon for the new T-Series is that it 
uses electro-mechanical power steering. Unlike the 
hydraulic system it replaces, the new steering sys-
tem can be controlled as needed and this reduces 
fuel consumption. At the same time, through its 
controllability, it opens up access to numerous new 
driver assistance systems.

Because the electro-mechanical power steer-
ing system transmits steering commands to the 

continued on next page 

VW People Movers and 
Commercial Vehicles

Volkswagen’s T-Series range of 
commercial vehicles has been 
refreshed with a facelift that will 
now be called the T6.1.
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wheels more directly than the systems in previous 
models, it makes the T6.1 noticeably more agile 
and precise. This, in combination with uprated 
vehicle dynamics control systems and adapted 
chassis adjustment, ensures enhanced handling 
and driving fun while maintaining a high level of 
ride comfort.

It goes without saying that the T6.1 is filled 
to the brim with driver assistance systems that 
make it one of the safest commercial vehicles 
on the market. These include electronic stability 
control (ESC), automatic post-collision braking, 
hill start assist, a tyre pressure loss indicator, lane 
assist, cruise control with speed limiter and park 
assist. Optional safety systems include trailer assist 
and light assist, while features such as a rear view 
reversing camera, side protection, park assist, 
manoeuvre braking function, rear traffic alert and 
crosswind assist are available either as standard or 
optional, depending on the model.

As before, there are three categories within 
the T6.1 range. The Panel Van, Pik Up (single and 
double cab) and Crew Bus fall in the commercial 
vehicle category, with the Caravelle and Kombi be-
ing passenger carriers designed for private use. The 
California Coast is categorised as a recreational 
vehicle. Along with the various engine combina-
tions, the choice of short and long wheelbases 
offers flexibility and functionality.

The Pick Up is the workhorse of the 
Commercial Vehicles range and is only avail-
able with a long wheelbase. The Panel Van has a 
left-hand sliding door as standard and can be fitted 
with an optional right-hand door as well.

The biggest difference between the Crew Bus 
and the Panel Van is that the Crew Bus has a single 
front passenger seat as well as removable rear 
seating for a further three passengers, whereas 
the Panel Van only has seats for the driver and 
front passenger.

The T6.1 Kombi is the best-seller in the range, 
while the Caravelle covers a huge variety of possi-
ble uses from a large taxi to an elegant shuttle bus. 
As both a camper and a van, the California is ideal 
for big trips and daily journeys and because of its 
practicality more than 18 000 are sold internation-
ally each year.

The T6.1 range will launch with three 2.0-litre 
turbo diesel (TDI) engines with common rail 
injection that are both economical and sustainable. 
The four-cylinder engines deliver between 81 kW 
and 146 kW of power.

The first of the 2.0 TDI units develops a power 
output of 81kW. The maximum torque of 250 Nm 
is already available at engine speed of 1 250 r/min. 
It is mated to a five-speed manual gearbox and has 
a fuel consumption 7.9 l/100 km in the Pick Up, 7.5 
l/100 km in the Panel Van and 7.3 l/100 km in the 
Crew Bus and Kombi.

The second 2.0-litre TDI has delivers 110 kW 
and with front-wheel drive and a seven-speed 
gearbox it has a top speed of 172 km/h. In the Pick 
Up Single Cab, Panel Van, Crew Bus and Kombi, 
the engine consumes between 8.0 – 8.3 l/100 km.

The 2.0-litre BiTDI delivering 146 kW is the 
top engine in the line-up and comes standard in 
combination with seven-speed DSG. It delivers its 
highest power output between 3 800 and 4 000 r/
min and develops 450 Nm of peak torque between 
1 400 and 2 400 r/min. This powerful drive train 
accelerates the T6.1 to a speed of up to 191 km/h. 
The derivatives that are offered with this engine 
are the Pick Up Double Cab, Crew Bus, Kombi, 
Caravelle and the California Coast.

The new T6.1 range is not the only feather 
in Volkswagen’s commercial vehicle cap though. 
The Caddy – now in its fourth generation – is 
also hugely popular in South Africa thanks to its 
combination of space efficiency, sleek design and 
affordable running costs. In fact, it has become the 
preferred choice for private buyers and fleet opera-
tors since introduction in South Africa in 2015.

Towards the end of 2018, a 1.0 TSI model de-
rivative was added to the Caddy Trendline range, 
which now consists of three models: the 75 kW 1.0 
TSI Trendline SWB, the 81 kW Caddy Trendline 
2.0 TDI SWB and the Caddy Maxi Trendline LWB, 
also with a 81 kW 2.0 TDI engine.

Caddy Trendline incorporates a host of ad-
ditional features and wider range of standard and 
optional equipment that includes a so-called com-
position media radio with touchscreen, 16-inch 
alloy wheels, a heated rear window, electrically 
adjustable and heated exterior mirrors, climatic 
air-conditioning, electric windows, leather steering 
wheel, height adjustable front seats, multi-function 
display, roof rails in black, under-seat storage, front 
fog lights with static cornering light and daytime 
running lights.

The Trendline can be customised with op-
tional features such as park distance control (front 
and rear) with rear view camera (not available with 
rear wing doors), cruise control, dark-coloured 
tail lights, removable towbar, Bi-xenon headlamps 
with separate LED daytime running lights and 
blacked-out tail lights including Light & Sight 
Package, multi-function leather steering wheel and 
rear wing doors.

Of course there is also the Caddy Panel Van 
2.0 TDI 81 kW. Even with the short wheel-
base, it offers a load capacity of 3.2 m³, which 
increases to 4.2 m³ for the Caddy Maxi Panel 
Van. The level load compartment is accessible 
through the rear wing doors, or the window-
less roof-height sliding door on the front 
passenger side.

The Caddy Crew Bus – also featuring the 81 
kW 2.0 TDI engine – comes standard with rear 
wing doors, with an upward lifting tailgate being 
optionally available. Further highlights include 
the chrome strip on the radiator grille, and 
striking headlights.

Not to be forgotten is the Caddy Alltrack, 
the perfect family and leisure vehicle that leaves 
virtually nothing to be desired. ■

 continued from previous page

The Caddy has become the 
preferred choice for private 
buyers and fleet operators since 
introduction in South Africa 
in 2015.
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Working Wheels

A unique project focused on providing technical 
business support to women-owned enterprises 
in the transport sector in South Africa has been 
launched. Initiated by the United Nations (UN) 
Women’s South Africa Multi-Country Office 
(SAMCO), in partnership with the National 
Women Advancement Establishment (NAMA), 
the aim of the programme is to stimulate equal 
opportunities for women entrepreneurs through 
affirmative procurement, investment and supply 
chain policies.

Local female black-owned consulting company 
Sincpoint has been selected as the implementation 
arm of this project. Explained Lebo Letsoalo, 
founder of Sincpoint: “We are excited at the 
opportunities this project offers. It will provide 
women-owned businesses in the transport sector 
with much-needed, tailor-made technical support, 
in addition to coaching and mentorship. The sup-
port will focus on strengthening their capacity to 
sustain their businesses, access new opportunities 
and grow their businesses.”

Sincpoint will be working closely with local 
membership-based association The African 
Women in Supply Chain Association (AWISCA) in 
the roll-out of the programme to ensure long-term 

support for the women. AWISCA is collaborating 
with a number of industry bodies including uni-
versities, training providers, industry associations, 
organised business, as well as private companies.

The planned project implementation is eight 
months, with 200 women being selected. The pro-
ject is being implemented in Gauteng, KwaZulu-
Natal and Limpopo, with the aim of expanding 
this to other provinces over time.

“What makes this programme unique and 
particularly effective is that the mentorship 
and coaching component will continue beyond 
the completion of the programme,” explained 
Letsoalo. “Through AWSICA, our women will have 
ongoing access to industry networks and knowl-
edge through coaching circles, site visits, round 
table discussions, workshops and the many-other 
opportunities for growth and new business that 
AWISCA facilitates.”

“Although women are currently severely 
underrepresented in transport, more and more 
women are making their way into this sector,” 
continued Letsoalo. “Transport is a dynamic, 
fast-changing and broad sector, ranging from rail 
and road transport, to shipping, aviation, import 
and export, cargo operations, domestic freight 

and containerisation, through to comprehensive, 
integrated door-to-door intermodal transport ser-
vices. Each aspect requires skilled and competent 
people – women have multi-business opportunities 
at various levels within the industry. That’s what 
makes it such an exciting sector in which to work.”

The programme will target and equip selected 
women-owned enterprises that are suppliers or can 
potentially become suppliers of government and 
larger companies across the transport value chain.

Letsoalo urged transport businesses to 
support women in the transport industry by 
making business opportunities available to them. 
“This project will assist in developing women to 
grow within transport and to take ownership 
and lead transformation within Africa, with the 
ultimate goal of achieving economic and social 
improvement and sustainability in areas relating 
to transport. It will encourage them to take up 
their rightful presence in the leadership of supply 
chain,” she concluded. ■

Project to Support Women-Owned 
Enterprises in the Transport Sector in SA

Sincpoint founder Lebo Letsoalo.

Hino South Africa was not only the overall leader 
on combined scores, but also came out top in 
the Parts and Service categories of the recently 
published quarterly DATATrack comparative truck 
study covering the third quarter of 2020.

This independent customer satisfaction 
survey, using interviews with major fleet operators 
regarding service levels for sales, technical service 
and parts, has been conducted since 1989 and is a 
valuable and highly regarded benchmark for local 
truck operators.

Hino has topped the combined customer sat-
isfaction scores for seven of the past nine quarters, 
scoring 98.93 in the third quarter of 2020. This 
score was also an improvement of 0.83 over Hino’s 
score at the end of the second quarter of 2020 and 
well above the national average of 94.26 for the 13 
truck brands ranked in this survey.

Hino also fared very well in the Technical 
Service and Parts categories. In Service it scored 
99.70 and in Parts 99.30. In both cases Hino 

scored well above the national averages of 93.71 for 
Service and 94.90 for Parts.

“We are delighted to have fared so well in these 
trying times as our dealerships had to adhere to 
stringent operating regulations in accordance with 
the varying levels of lockdown for the COVID-19 
pandemic,” said Pieter Klerck, General Manager of 
Hino South Africa. “We are very proud of the way 
in which our dealers cooperated with meeting and 
adhering to the government requirements while 
still being able to maintain and build on relation-
ships with the customers, most of whom were also 
having a tough time.

“Our ongoing strong performance in these 
regular DATATrack surveys is also due, in a large 
measure, to the continuing practical application of 
Hino’s global Total Support strategy which focuses 
on strengthening bonds between Hino Japan, Hino 
South Africa, our dealer network, suppliers, service 
providers and our customers. We all work towards 
a common goal, which is ensuring Hino continues 
to provide the best and most suitable products and 
services in the truck market,” Klerck concluded. ■

Hino Leads the Way in Customer Satisfaction

Pieter Klerck, General Manager of Hino 

South Africa.
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Working Wheels

Mahindra South Africa has introduced the 
KUV100 NXT K2+ #XPREZ panel van. Available 
from R174 999 it is based on a Mahindra KUV100 
NXT K2+, which means that it also shares the 
best-in-class low maintenance and repair costs, as 
validated in the annual AA Kinsey Report.

The new #XPREZ is converted at Mahindra’s 
Special Fitment Centre in 

Gauteng to panel van 
specifications. 

The conver-
sion process 
includes 
the addition 

of a flat load 

area in the place of a rear bench seat and two 
cargo nets as standard. Mahindra also adds a 
safety barrier from laser-cut steel mesh between 
the load area and the two front occupants and 
a fire extinguisher as standard. In keeping with 
best practice, the side and rear windows are 
blocked out to discourage any prying eyes, with 
additional metal barriers fitted to the inside of 
these windows.

The #XPREZ further retains the KUV100’s 
safety features, which include dual front airbags 
and ABS brakes with electronic brake-force 
distribution (EBD).

In its standard form, the #XPREZ can load 
350 kg of packages, with best in class access to 

the cargo through the side doors and very wide 
rear hatch door. The load bay can swallow 1 350 
litres of cargo, making it possible to transport 
odd-shaped objects and standard delivery 
boxes alike.

As the #XPREZ shares the genes of the K2+, it 
features comfort features such as power steer-
ing and air-conditioning as standard. To this, 
Mahindra has added a radio and central locking, 
creating a comfortable and convenient vehicle for 
all-day drivers.

The #XPREZ is fitted with a 1.2-litre petrol 
engine that delivers 61 kW and 115 Nm of peak 
torque and has a rated fuel consumption of 5.9 
litres/100 km in a combined cycle. ■

Mahindra Launches Panel Van for Entrepreneurs

The month of October is dedicated to focusing on 
and creating awareness of the importance of trans-
port and the vital role it has on the economy. The 
theme for 2020 was “Together shaping the future of 
transport”, with a call from government for busi-
nesses to participate and provide safer, affordable, 
accessible and reliable transport. Mercedes-Benz 
Trucks heeded the call by offering free driver 
training to 160 drivers, who currently operate any 
of their Mercedes-Benz Actros models.

“There is no better way to ensure safety on 
our roads than to offer the right trucks, operated 
by professionally equipped drivers. Well-trained 
drivers are greatly beneficial to all road users and 

are more efficient, because they experience less 
downtime. We are therefore excited to be offering 
this training to our valued customers and to ac-
tively demonstrate our promise to ensuring greater 
safety on our roads,” said Maretha Gerber Head of 
Mercedes-Benz Trucks Southern Africa.

The two-day complementary TRUCKTraining 
programme will be offered to selected customers 
based on their drivers’ skill levels and run from 
October to December 2020. The training will cover 
topics such as understanding Mercedes-Benz 
driving philosophy, applying defensive driving 
skills and techniques, as well as understanding the 
active and passive safety systems. Upon successful 

completion, the drivers will receive a driver train-
ing certificate.

The benefits to the drivers and customers 
after successful completion of the course include 
increased competence and performance of drivers, 
reduced environmental impact, reduced fuel 
consumption, lower maintenance costs and, most 
importantly, improved road safety. ■

Mercedes-Benz Trucks Offers Free Training

Equipping technicians with the necessary skills 
is key to delivering the best service support and 
supreme customer service for automotive brands. 
It is for this reason that FUSO decided to donate 
a Canter Eco Hybrid to the Motus Technical 
Academy, to aid in giving apprentices first-hand 
experience in working on the latest model of trucks 
in the diesel trade.

FUSO boasts a long-standing relationship 
with the Motus Technical Academy in both their 
transport and dealer automotive businesses. Cargo 
Commercial Vehicles Germiston, a division of 
the Motus Group, is the flagship FUSO dealer in 
the East Rand region, which houses the Motus 
Technical Academy.

“We have had several introductions including 
tours at the Motus Technical Academy and were 
not only inspired by the work undertaken by 
Motus, but wanted to also play a role in helping to 

elevate the skills of the Artisans. We have no doubt 
that the advanced Canter Eco Hybrid will effec-
tively deliver on this objective,” commented Ziyad 
Gaba; Head of FUSO Trucks Southern Africa

Commenting on the donation Thandeka 
Mobiyane, General Manager of Motus Technical 
Academy, said: “There is a great need in South 

Africa to educate and drive initiatives that promote 
job creation. Working on the Canter Eco Hybrid 
will further assist in building practical competen-
cies required for artisans before they can work on 
customer trucks at the dealerships. In addition, 
the vehicle will be utilised for identifying different 
components and layouts of the Hybrid model due 
to the unique safety features that the truck pos-
sesses such as braking, steering and fuel systems.”

Quality training is key to the Motus Technical 
Academy and Motus is very passionate about 
producing world-class technicians who are 
very effective and productive in their jobs upon 
qualification. “Given the dynamic nature of the 
automotive industry and the new model of vehicles 
manufactured today, we believe this donation 
will enhance the quality training provided to 
apprentices in the industry, in particular the diesel 
mechanic trade,” concluded Thandeka. ■

FUSO Shows Commitment to Elevation of Technical Skills
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In a first for the vehicle finance market in South 
Africa, WesBank has introduced an innovative 
and interactive new app that offers customers 
a seamless digital journey when applying for 
vehicle finance. Unlike anything experienced by 
customers until now, access to vehicle and asset 
finance is now available in the palm of their hands 
at any time.

“We looked hard at what our customers were 
experiencing and what they actually needed from 
us in order to develop the WesBank App,” said 
Ghana Msibi, WesBank Motor CEO. “The result 
literally revolutionises the buying experience 
to facilitate speedy and convenient interactions 
between the bank, dealers and our current and 
potential customers.”

Key to this industry-first is innovating technol-
ogy that has delivered a dedicated vehicle finance 
platform able to complete the finance journey from 
beginning to end from any smart phone at any 
time. “With one simple click, our customers have 
instant access to the bank’s products and services. 
WesBank has been at the forefront of pioneering 
digital solutions for well over 50 years and it’s only 
fitting that we are the first vehicle financier to 
launch a dedicated app channel with touchpoints 
across the entire vehicle ownership journey. 
Empowering our customers through innovation is 
integral to WesBank’s DNA,” Msibi explained.

The WesBank App is simple to understand 
and operate, easing the administration to make the 

excitement of buying a 
car that much more spe-
cial. There is no longer 
a need to connect with 
the bank telephonically 
or online – although 
these channels remain 
available – speeding up 
the process and taking 
away any limits of time 
and location.  Users 
are able to check 
affordability, apply for 
vehicle finance, receive 
approval to qualify, 
customise their own 
deal terms, and sign their vehicle contract, all in a 
matter of minutes.

“The ability to move seamlessly through the 
functionality of the app makes it highly accessible 
and user-friendly, enabling customers to fast-track 
the vehicle financing process at the touch of a 
button. In addition, customers can manage their 
accounts and have access to other interactive 
features such as vehicle auction information, and 
so much more,” said Dane Reddy, WesBank’s Head 
of Digital.

The WesBank App is available for download 
from the Apple App Store and Google PlayStore, 
for all WesBank customers, current or new. FNB 
customers can also access the WesBank App 

directly through the FNB Banking App without 
having to download it separately.

All data collected from customers via the app 
is treated in the strictest confidence and subjected 
to extensive cybersecurity checks to ensure the 
safety and protection of customer’s personal 
information and details.

“Being the first to market with this technology 
is an exciting move for WesBank, as we continue 
to innovate to improve our customers’ interactions 
and experiences with us. As a complete digital 
solution to manage all the end user’s needs, the app 
will evolve with our customers from their initial 
experience to a long-term journey with the bank,” 
concluded Msibi. ■

WesBank Introduces Financing App

Nissan South Africa has become the first Original 
Equipment Manufacturer to introduce e-learning 
that leads to certification.  

“As the only South African Original 
Equipment Manufacturer (OEM) that cur-
rently provides e-certification learning, Nissan 
is leading the charge in the country with the aim 
to provide dealership and service employees with 
the correct product knowledge and skills to sell 
Nissan products and fix the vehicles first-hand, 
thus helping us to successfully bridge the gap be-
tween the dealer and customer’s needs,” explained 
Lizette Crause, General Manager Customer 
Quality, Network Development & Training, 
Nissan South Africa.

E-certification combines the current world of 
daily work and training and enables learners to 
complete theoretical training, which was previ-
ously only available in classrooms, on any device, 
anytime and anywhere. This flexible and uniquely 
blended training approach requires the learner to 
enrol and complete self-guided activities, which 

need to be uploaded as evidence for the trainer 
to assess and certify the learner. Thanks to the 
engaging content, learners are also able to complete 
practical training at their own dealerships: a learn-
ing experience similar to what they would have 
experienced at a training centre.

As the first market in Nissan’s Africa, Middle 
East and India (AMI) region to successfully 
leverage and enhance its e-learning platforms 
to ensure technical and non-technical (sales) 
training continue, the Nissan Training Academy 

has already trained over 23% of the dealerships in 
South Africa

Launching this platform was appropri-
ately timed not only due to the coronavirus, but 
because of the recent announcement that the 
Nissan Navara will be manufactured locally. 
E-certification has ensured that training continues 
as scheduled pre COVID-19, to ensure that the 
production of the new Navara is not hindered or 
delayed in any way.

Around R3 billion will be invested in the local 
production of the Navara. Not only does this have 
an overall impact of R5.8 billion turnover in the 
local economy annually, it will also create over 
400 jobs. 

“E-certification has amplified the support of 
the new Navara production by training more peo-
ple regardless of their location and to ensure they 
gain the knowledge and skills needed. This is an 
incredible tool which has displayed that through a 
pandemic we can still put our best foot forward,” 
concluded Crause. ■

Nissan Implements E-learning Ahead of Navara Production

This flexible and uniquely blended 
training approach requires the 
learner to enrol and complete 
self-guided activities, which need 
to be uploaded as evidence for 
the trainer to assess and certify 
the learner.
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South African businesses are becoming more 
susceptible to cyberattacks and seem to be easy 
targets for criminals. Data breaches are now a com-
mon phenomenon, with Nedbank, Momentum, 
Lombard Insurance, Experian and Stefanutti 
Stocks making headline news. Who is the next 
victim to be made public?

Unfortunately this is not a new phenomenon. 
There has been an ongoing spike in cyberattacks 
and cyber criminals are successfully infiltrating 
and taking down systems on a daily basis. It is only 
recently that businesses are being exposed in the 
media, though.

These publicly known breaches are only the 
tip of the iceberg. Until businesses take proper 
action, one can expect a continued increase of 
successful attacks.

Many small businesses assume they are too 
small to be attacked, but the truth is that busi-
nesses of all sizes are targets. A cyberattack on 
an SME will often have a devastating effect and 
possibly mean the end for that business. More and 
more SME’s are targeted as they are often easier 
to access because little or no attention is given to 
cyber security.

Industry experts predict that by 2024, personal 
liability will fall directly onto many CEOs for 
failing to protect systems from cyber incidents. 
They will no longer be able to plead ignorance or 
retreat behind insurance policies. In addition, the 
financial impact of cyber-physical security (CPS) 
attacks resulting in casualties to human life is 
predicted to reach over $50 billion by 2023.

Poor advice and a lack of understanding 
means that a small business could have a false 
sense of security with only the free anti-virus 
software between it and a cyberattack. Many SME’s 
do business with larger companies and this makes 
them very valuable targets for cybercriminals.

Account takeover is rife and the use of weak 
passwords or the reuse of passwords is a major 
contributing factor. Once attackers have the 
credentials, all they need to do is wait. They set 

rules, forward e-mails and add themselves to 
management groups, waiting for the right piece of 
information to target their victims.

According to cybersecurity expert and J2 
Software CEO, John Mc Loughlin, his company 
recently discovered that in a pool of over 400 
mailbox rules on Microsoft 365, there were four 
malicious rules configured that scrape for financial 
information and then forward that information to 
a Gmail account. These rules had been in place for 
some time and the target company was completely 
unaware. Even more worrying is the fact that the 

rules were set using known user credentials and it 
was never checked.

Visibility of real and available sources of 
information is the best way to combat the growth 
in cybercrime. Mc Loughlin recommends that you 
get visibility across data, machines, applications 
and people to understand what is really happening 
across your environment.

“Focusing on the network is simply not 
sufficient. Businesses must push towards a user-
centric approach to security. The users are the ones 
accessing information and these are the places 
that attackers will target. Your network is where 
your user is. Increased visibility is critical with the 
remote workforce and changing office landscapes,” 
explained Mc Loughlin.

Using a combination of proven tools and 
services, cybersecurity is achievable, whether you 
are a listed multi-national or a family run business 
that runs from the dining room. However, there is 
no value in deploying tech for the sake of tech and 
then not doing the basics. Covering the basics of 
cyber resilience will ensure that you can properly 
maintain, monitor and prevent cyberattacks.

“It’s a myth that cybersecurity is unaffordable. 
This misconception is driven by some businesses 
that are taking advantage of the lack of knowledge 
and fear to overcharge their customers. Partner 
with a reliable service provider to ensure increased 
visibility and report to stakeholders. Bolster your 
cyber defences by running a simple, comprehen-
sive and effective cyber resilience programme,” 
Mc Loughlin concluded. ■

Data Breaches Becoming More Common

John Mc Loughlin
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