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South Africa’s important built-up vehicle export 
programme is under threat from two major fronts. 
This is one of the strong messages that came out 
of Messe Frankfurt SA’s recent Hypermobility 
virtual conference and it was mentioned by several 
speakers at this annual event.

Hypermobility was fully supported by 
the National Association of Automobile 
Manufacturers of South Africa (NAAMSA) and 
had AutoTrader as its headline sponsor. The event 
was also supported by the Retail Motor Industry 
organisation (RMI) and the South African Motor 
Body Repairers Association (SAMBRA).

The first speaker to highlight the threat to 
South Africa’s vehicle exports was Neale Hill, the 
Managing Director of the Ford Motor Company 
of Southern and Sub-Saharan Africa and Vice 
President of NAAMSA.

According to Hill the immediate threat was 
the second wave of the virus which had resulted in 

further lockdowns in several European countries. 
Hill said that last year’s record vehicle exports of 
387 125 units to 151 countries in the world ac-
counted for 64% of South Africa’s vehicle produc-
tion of 632 000 units and 74% of these exports went 
to European countries.

This is where the first problem lies for SA 
vehicle exporters. Not only have these countries 
been hit by the pandemic, but the United Kingdom 
also faces the tough challenges of Brexit, which will 
see the UK leave the European Union at the end of 
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The immediate threat was the 
second wave of the virus which 
had resulted in further lockdowns 
in several European countries. 
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December, while there are ongoing 
shifts in global trade patterns as well 
as a move towards regionalisation.

Hill said that the latest estimate 
for the future of SA’s vehicle exports 
was a drop of almost 40% in 2021, 
compared to 2019, with forecasts for 
a full recovery to 2019 levels varying 
between two and five years.

This is a sad picture when one 
considers that automotive exports 
from SA in 2019 were at a new high 
and 10.2% above the 2018 figure. 
The automotive industry was the 
fifth largest exporting sector in the 
South African economy last year, 
contributing 6.4% to the nation’s 
Gross Domestic Product (GDP).

So far there have been no 
announcements of specific stimulus 
packages for the local automotive 
industry. In fact, Hill said that an 
international survey had shown only 
six countries had, so far, provided 
specific help to their motor industries 
to alleviate some of the effects of 
COVID-19.

The second threat to the local 
manufacturing industry is the swing 
to electric vehicles and upcoming 
bans on the sale of cars and vans 
with internal combustion engines 
(ICE) in many European countries.

The United Kingdom, a major 
destination for SA vehicle exports, 
has just seen the ban on the sale 
of cars and vans with ICE brought 
forward by five years from 2035 to 
2030. The ban on petrol-electric 
hybrids will remain at 2035. This 
kind of decision could have a big 

impact on the SA automotive 
industry if it is unable to replace 
ICE vehicles with electric vehicles 
for the export markets.

NAAMSA CEO, Mike Mabasa, 
speaking at Hypermobility on the 
subject of the organisation’s roadmap 
for the future, said the organisation’s 
major thrust going forward was to 
ensure the production of EVs came 
to South Africa so local manufactur-
ers could continue to service their 
export customers.

Mabasa explained that without 
EVs the value of SA’s automotive 

exports would drop from a figure 
such as 2019’s R201.7-billion to only 
R40.3-billion, and the contribution 
to GDP would fall from 6.9% to 4.6%, 
while employment would shrink 
from 110 000 jobs at the OEMs to 
only 55 000.

The NAAMSA CEO stressed 
that a healthy and growing domestic 
EV market would be required 
to make local EV manufacture 
viable for the OEMs. To this end 
NAAMSA is making a proposal to 
the government that import duty 
on vehicles with engines larger than 
1 000 cc be increased to a starting 
point of 18%, while import duty on 
EVs after the three-year no duty 
period be set at 18% instead of the 
current 25%.

In addition, there is a plea to 
government to exclude the cost of EV 
battery packs from ad valorem duty 
while the OEMs are also looking 
for further financial support from 
the various assistance programmes 
such as the Automotive Investment 
Scheme (AIS), Volume Assembly 
Localisation allowance (VAI) and 
Production Incentive (PI).

This is certainly a burning topic 
for the local motor industry and 
its importance and the need for a 
quick resolution was highlighted at 
Hypermobility 2020. ■
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MONTHLY SALES STATISTICS

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

CLICK HERE to access
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Neale Hill, the Managing Director of 

the Ford Motor Company of Southern 

and Sub-Saharan Africa and Vice 

President of NAAMSA.

One of the threats to the local manufacturing industry is the swing to electric 

vehicles and upcoming bans on the sale of cars and vans with internal 

combustion engines (ICE) in many European countries.

Only six countries had, 
so far, provided specific 
help to their motor 
industries to alleviate 
some of the effects 
of COVID-19.
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Major supply issues across significant light 
commercial vehicle (LCV) brands, due 
to COVID-19 restrictions, coupled to the 
run-out of certain key models, resulted in a 
22.6% reduction in light commercial vehicle 
sales volume from South African dealer 
floors in October.

“Demand seems to be outstrip-
ping certain supply lines on LCVs, 
and while this is not an ideal situation, 
it could be worse if things were the 
other way around,” said Mark Dommisse, 
Chairperson of the National Automobile 
Dealers’ Association (NADA), which is a 
professional body with 1 326 members, 
representing about 85% of all new vehicle 
franchised dealerships.

The National Association of 
Automobile Manufacturers of South Africa 
(NAAMSA) reported that total aggregate 
new vehicle sales of 38 752 units for October 
were 25,4% lower than the 51 968 units 
retailed in the same month last year, but 
the year-to-date situation, after the first 
10 months of 2020, is even more gloomy 
at 196 664 units, which is 32.5% below the 
figure at the same stage last year.

“It is interesting to note that medium 
and heavy truck and bus sales are far-
ing marginally better this month. The 
improved showing by the heavier com-
mercial vehicle segment signals a measure 
of improving confidence and this is where 
we are expecting significant growth 
once the government’s infrastructure 
development programme gets under way,” 
explained Dommisse.

“Dealers are enjoying strong demand 
for used vehicles, however, getting sufficient 
quality pre-owned stock is problematic. 
This situation has been exacerbated by the 
limited flow of decent stock coming from 
the rental companies, who destocked earlier 
in the year when demand for hire cars fell 

drastically, resulting in significant downsiz-
ing of these businesses.

“On the brighter side, there are several 
marketing incentive programmes running 
at local dealers as we head for the holiday 
season. With interest rates still low, it 
remains a good time for consumers to 
make purchases, where they can afford it,” 
concluded the NADA Chairperson.

NAAMSA’s View

“New vehicle sales in South Africa are 
picking up slowly, but are nowhere near 
2019 levels yet,” said Mike Mabasa, CEO 
of the National Association of Automobile 
Manufacturers of SA (NAAMSA). “We are 
not out of the woods yet. While built-up 
vehicle exports are making a steady come-
back, we remain cautiously anxious about 
the reports of a COVID-19 second wave 
across Europe, which could further depress 
our overall outlook for the balance of this 
year as the bulk of our vehicle exports go to 
countries in Europe.”

Editor’s Note
It’s the end of November 
and Black Friday is looming. 
With that, of course, comes 
the danger of consumers los-
ing control and making ir-
responsible purchases. Black 
Friday is not all about exces-
sive spending and feverish 
shopping habits though.

The first recorded use of the term Black Friday was 
applied not to holiday shopping, but to financial crisis: 
specifically, the crash of the US gold market on September 
24th, 1869. Two Wall Street financiers worked together 
to buy up as much of the nation’s gold as they could, 
hoping to drive the price up and then sell for huge profits. 
On that Friday in September, the conspiracy unravelled, 
sending the stock market into free-fall and bankrupting 
many people.

The most commonly repeated story behind the post-
Thanksgiving shopping-related Black Friday tradition goes 
that, after an entire year of operating at a loss (in the red) 
stores would supposedly earn a profit (go into the black) on 
the day after Thanksgiving, as holiday shoppers spent so 
much money on discounted merchandise. This version of 
Black Friday’s origin is the official one, but it is not the real 
story behind the tradition.

Another myth is that in the 1800s Southern planta-
tion owners could buy slaves at a discount on the day after 
Thanksgiving. This version also has no basis in fact.

The true story behind Black Friday is this. In the 1950s, 
police in Philadelphia used the term to describe the chaos 
that ensued on the day after Thanksgiving, when hordes of 
suburban shoppers and tourists flooded into the city ahead 
of the Army-Navy football game held on that Saturday every 
year. Not only were police officers not able to take the day 
off, but they had to work extra-long shifts, dealing with the 
additional crowds and traffic.

In the late 1980s retailers found a way to reinvent Black 
Friday and the result was the “red to black” concept of the 
holiday mentioned earlier, and the notion that the day after 
Thanksgiving marked the occasion when America’s stores 
finally turned a profit.

The point I’m trying to make with this history lesson is 
that there are always ways to turn negatives into positive. We 
just need to be creative and think out of the box.

Liana Reiners,
Editor
liana@autolive.co.za
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Overall, out of the total reported industry sales of 38 752 vehicles 
in October, an estimated 83.8% represented dealer sales, an estimated 
9.4% represented sales to the vehicle rental industry, 3.8% of sales went 
to government and 3% to industry corporate fleets.

The October passenger car market at 26 793 units showed a fall 
of 25.5% compared to the same month a year previously. Car rental, 
which has obviously completed its downsizing, took an encouraging 
12.8% of new car sales. Domestic sales of LCVs declined 27,8% to 9 644 
units in October. Sales of medium and heavy trucks and buses both 
showed a decline, with mediums down 21.2% to 662 units, while the 
heavies fell 11.5% to 1 653 units.

Export sales of 33 474 units represented a decline of 18.9% com-
pared to the figure for October 2019. Year-to-date exports of 119 803 
vehicles was 35.3% below the level for the same 10-month period a 
year ago.

According to NAAMSA the country’s economy remains fragile 
and while it will slowly regain momentum, tough months are still 
ahead before business and consumer confidence will be rebuilt. Going 
forward, interest rates are at an all time low so can assist businesses 
and consumers from and affordability point of view.

WesBank’s Opinion

The South African motor industry con-
tinues to adapt and evolve in the wake of 
COVID-19, displaying a high level of resil-
ience. As the world reels from various levels 
of a second-wave lockdown, manufacturers 
and dealers have worked hard locally to 
meet an apparently changing demand from 
South African consumers.

The 38 752 new vehicles that were 
sold during October marked the fourth 
consecutive month of sales growth by 
volume since reducing levels of lockdown, 
albeit that it is 25,4% lower than October 
last year.

“Combined with low interest rates, banks’ lending appetites 
have supported this market growth. What is intriguing, however, 
is that levels of sales and levels of demand experienced at WesBank 
seemingly do not correlate,” said Lebogang Gaoaketse, Head of 
Marketing and Communication at WesBank Vehicle and Asset 
Finance. “Market activity as measured by finance applications 
indicate a demand for vehicle finance at levels only marginally lower 
than October last year.”

This demand is also not unduly different year-on-year in terms of 
demand for finance for either new or used vehicles.

“We expect interest rates to remain low for quite some time 
as government continues to make every attempt to stimulate the 
economy,” Gaoaketse said. “This provides a good opportunity to 
purchase a vehicle at some of the most affordable lending rates.”

However, WesBank warned that demand in the new vehicle 
market may be waning off the back of COVID-19 as consumers simply 
have less need for mobility, never mind the affordability implications.

“With fuel sales down between 20% and 25% and public transport 
demand around 30% lower, consumers are simply moving around 
less,” explained Gaoaketse. He went on to say that the mobility 
element of household budgets may be shifting more towards property 
investment as the housing market picks up, thanks to low interest rates 
and the rising need to work from home. ■

Lebogang Gaoaketse, 

Head of Marketing 

and Communication 

at WesBank.
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Nissan recently appointed longtime partner, 
Japan Motors Trading Co., as its local partner in 
an all-new vehicle assembly facility in Accra. The 
appointment is a result of the 2018 memoran-
dum of understanding between Nissan and the 
government of Ghana to lay the foundation for a 
sustainable automotive manufacturing industry in 
the country.

The first model to be assembled at the new 
facility will be the all-new Nissan Navara pickup, 
unveiled by Nissan earlier this month. Nissan has 
a long heritage within the pickup segment and 
the new model will be produced to specifications 
created for the African market.

The continued development of Nissan’s 
African manufacturing base is a key part of the 
company’s regional midterm strategy under the 
Nissan NEXT global transformation plan. Once 
operational, the Ghana facility will add to Nissan’s 
existing African production capacity at plants in 
South Africa, Egypt and Nigeria.

The announcement demonstrates Nissan’s 
ongoing commitment to investing in Ghana, as 
well as the expansion of the country’s automo-
tive sector through the Ghana Automotive 
Development Policy.

“Ghana presents a great opportunity for 
investment, partnership and growth for Nissan,” 

said Shinkichi Izumi, managing director of Nissan 
Africa South. “Establishing a long-term automo-
tive industrial development policy will provide 
investors with further confidence, boost the local 
economy and create jobs. We look forward to the 
continued partnership as Japan Motors officially 
begins assembling Nissan vehicles in Ghana.”

Construction of the new facility is already 
underway, as are the recruitment and appointment 
of new employees, skills development and technical 
training to share and apply Nissan’s global quality 
production standards.

“Japan Motors sees great potential in Ghana,” 
said Salem Kalmoni, managing director of Japan 
Motors. “We’re thrilled to make this significant 
investment and to be in a partnership that 
will unlock job opportunities and contribute 
to the economic development of Ghana. With 
world-class training, the local assembly plant 
will deliver an excellent product to meet our 
customers’ needs.” ■

Monthly automotive news to and from Africa

The number of built-up vehicles exported from 
South Africa into other African countries was 
down 28% on a year-to-date basis after the first 
10 months of virus-hit 2020. This year 14 130 
units were shipped into Africa during this period, 
compared to 19 506 units a year ago.

However, this is a sad situation when one 
considers that 37 060 vehicles were exported into 
Africa in the first 10 months of 2015. This equates 
to a drop of 62% in volume in only five years and 
the outlook for the future remains bleak too.

Toyota has increased its dominance in 
this export market, shipping 6 873 units in the 

10-month period, which was 48% of the total. Its 
long-time main rival, Nissan, has been overtaken 
by Isuzu, which exported 2 674 units compared to 
Nissan’s 2 584. Ford remains a distant fourth with 
a total of 912, while Volkswagen totalled only 351 
vehicles, with 340 of them finding a home on the 
island of Reunion.

Only five countries have taken more than 
1 000 units in the period between January and 
December. Kenya (1 869) pipped Ghana (1 801) 
for top spot. It was followed by Nigeria (1 553), 
Zimbabwe (1 444) and Mozambique (1 003).

Oddly, exports from SA into Africa in October 

at 1 912 units, was only 8% lower than the total of 
2 084 units for the same month in 2019. Toyota’s 
1 039 exports equated to more than half the total, 
while Nissan (473), managed to beat Isuzu (272) for 
the month, with Volkswagen (133) fourth and Ford 
(55) in fifth spot.

Ghana was the most popular destination tak-
ing 611 units, with Zimbabwe (228) as runner-up 
and a tie between Kenya and Tanzania (136 units 
each) for third. Next up among the countries 
which took more than 100 units in the month were: 
Mozambique (118), Zambia (116), Mauritius (104) 
and the Ivory Coast (101). ■

SA Vehicle Exports into Africa Down 28% 
YTD After 10 Months

The first model to be assembled at the new facility 

will be the all-new Nissan Navara.

Nissan Appoints Assembly Partner in Ghana
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Bridgestone South Africa (BSAF) has finalised the 
process to close down its tyre manufacturing plant 
in Port Elizabeth, Eastern Cape. The last day of 
operation at the plant – which celebrated its 80th 
birthday in 2016 – was on November 15th.

In August, the company announced its 
proposal to close the Port Elizabeth facility and 
initiated a Section 189 notice, along with a 60-day 
consultative process with its 252 affected workers 
in compliance with Labour Relations Act.

“The proposal to close the plant was not taken 
lightly and the impact on employees has been taken 
into account from the outset,” said Jacques Fourie, 
BSAF chief executive. “We endeavoured to treat 
employees with the utmost compassion and fairness 
to support them through the change, while adher-
ing to all legal requirements and due diligence.”

BSAF has in recent years seen its financial 
performance come under pressure, hard-hit by a 
variety of economic conditions and industry fac-
tors. Chief among these industry changes was the 
bias industrial and off-the-road tyres manufac-
tured at the Port Elizabeth plant being phased out 
in the market, as a result of a growing trend in the 
production and use of radial tyres globally.

“The unfortunate reality is that the plant 
was simply unable to produce the radial tyre 
that industry is rapidly moving towards,” Fourie 

explained. “Upgrading the factory to produce ra-
dial tyres would have necessitated an investment in 
a completely new multi billion-rand plant, which is 
not feasible or justifiable under any circumstances, 
especially in the current economy.”

Despite concerted efforts to keep the plant go-
ing, including the sale of the factory to investors, all 
these were unsuccessful and the plant was unable to 
continue running, a decision that company directors 
only took after exhausting all alternative options.

BSAF’s Brits manufacturing facility remains 
fully operational. ■

Bridgestone Closes PE Plant

The company initiated a Section 
189 notice, along with a 60-day 
consultative process with its 252 
affected workers in compliance 
with Labour Relations Act.

Despite concerted efforts to 
keep the plant going, all these 
were unsuccessful.
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Japanese Brands Dominate 
Consumer Reports’ 
Rankings in US
Mazda, Toyota and Lexus took the top three places 
in the annual Consumer Reports survey in the 
United States. Japanese brands took five of the top 
10 positions. This was the first time that Mazda 
has taken top spot. Last year the order was Lexus, 
Mazda, and Toyota.

The survey, which covers 2000–2020 model 
years, is based on data collected from the or-
ganisation’s members’ experience with more than 
300 000 vehicles. To be ranked a brand must have 
sufficient survey data for two or more models. This 
time there was insufficient data to rank the follow-
ing: Acura, Alfa Romeo, Chrysler, Fiat, Genesis, 
Jaguar, Land Rover, Maserati, and Mitsubishi.

Buick was the top ranked US brand in fourth 
position. It was followed by Honda, and Hyundai, 
with the top six ranked “Most Reliable.” Others 
making up the top 10 were: Ram, Subaru, Porsche, 
and Dodge. (Porsche was the highest ranked 
European brand). The other nine brands that made 
up the Reliable category were: Infiniti, BMW, 
Nissan, Audi, Kia, GMC, Chevrolet, Volvo, and Jeep.

There were several surprises in the seven 
brands that made up the Less Reliable category. A 
big one was Tesla, which claims to be the world’s 
most valuable vehicle brand by stock market value. 
It was second worst with an average score of only 
29, compared with Mazda’s 83. Tesla was ranked 
25th, with only Lincoln below it. Others in the Less 
Reliable group were Mercedes-Benz, Cadillac, Ford, 
Mini and Volkswagen, filling positions 20–24. ■

Engen is still SA’s favourite
South Africans have voted Engen their favourite 
petrol station for the tenth consecutive year in the 
2020 Sunday Times Top Brands, which recog-
nised brands that have a sustained history of top 
consumer sentiment in South Africa. 

With many South Africans impacted by the 
COVID-19 pandemic and the national lockdown 
for a large part of 2020, Engen promptly stepped up 
to help the vulnerable. This included a R1. 25 mil-
lion contribution to the National Solidarity Fund, 
R2.5m fuel and medical testing equipment passed 
to the Gift of the Givers to boost their humanitar-
ian relief work, R1 million fuel directed to the 
Department of Health to power the emergency 
response vehicles of South Africa’s brave frontline 
health workers, and R1 million fuel to Food 
Forward SA to help power their food aid vehicles 
which are distributing nutritious food across all 
nine provinces. 

Over the course of the national lockdown, 
Engen also provided food relief to the South 
Durban community, distributing 5 000 food 
hampers in the area where the Engen refinery is lo-
cated, and another 7 000 food parcels in Diepsloot, 
Tembisa and Alexandra in Gauteng. 

While Engen continues to have the largest 
retail footprint in South Africa, operating over 

1 000 service stations, Engen’s General Manager: 
Retail, Seelan Naidoo says it is the company’s com-
mitment to progress and focus on customer service 
that places it at the forefront of brand recognition 
and loyalty across all audiences. To remain a 
compelling, top of mind destination for fuel and 
convenience needs, Engen maintains a firm focus 
on consistently invigorating the Engen brand and 
its associated offerings 

While pumping over 1 in every 4 litres of 
petrol purchased in SA, and with over 149 million 
customer visits to their forecourts in 2019, Engen 
is also continuing to woo customers by increasing 
its industry leading service station footprint and 
continually growing its share of the local fuels and 
convenience market. ■

Live Motor Shows Still Valuable
Traditional motor shows have been among the 
biggest casualties in the automotive environment 
due to the pandemic, but a recent study, linked to 
the New York event in the US, shows they still have 
great marketing value, according to a recent article 
in Automotive News.

A 10-year study by Foresight Research analysed 
the attendance figures, demographics, media 
influence value and purchasing influence of this 
long-running show. The survey shows that more 
than half the vehicle buyer households that attend 
the New York International Auto Show had their 
buying decision influenced by what they saw at 
the show.

The study went further to say these shows 
ranked first as the most influential marketing or 
media channel, just ahead of digital. An average of 
628 000 households attended the New York shows 
annually over the past decade. About 83% said they 
were shopping for a new vehicle and last year 62% 
of attendees said the show had influenced their 
buying decision.

The average time a visitor spent at the show 
in 2019 was 4.75 hours, compared to an average of 
4.45 hours at all motor shows. The extensive data 
was collected from Foresight Research databases of 
general consumer and recent vehicle buyer surveys 
conducted over the past six years.

Mark Schienberg, President of the Greater 
New York Automobile Dealers’ Association, 
summed it up all very well in an interview with 
Automotive News when he said: “There’s a reason 
why auto shows have been around for 120 years. It’s 
because they work!” ■

BMW Moving Engine 
Production to UK and Austria
BMW has announced it is moving its engine 
production out of Munich, in Germany, as it 
prepares to build electric drivetrains in-house. The 
V8 and V12 engines will go to England and the 
4- and 6-cylinder power units will move to Steyr 
in Austria.

BMW’s plant in Leipzig, Germany will start 
manufacturing the Mini Countryman with 
internal combustion engines and electric version. 
Steyr in Austria previously made this model. ■

Ford’s New CEO Still 
Enjoys His Motor Racing

Jim Farley, Ford Motor Company’s newly ap-
pointed CEO, is still enjoying his motor racing 
despite his added responsibilities. Last weekend 
he and teammate Craig Bennett drove Jim’s 1978 
Lola T298, powered by a two-litre Ford Cosworth 
BDA engine, to a win in an endurance race at Road 
Atlanta. Farley set the fastest lap of the race in a 
field of 13 cars in his class. When he isn’t driving 
this sports protype he can be found competing in 
another Ford-powered car, a 1966 Shelby Cobra. ■

SAVRALA Recognises 
Isuzu with Top Award
Isuzu Motors South Africa (IMSA) was recently 
named as the Overall Manufacturer of the Year at 
the 2020 Southern African Vehicle Rental and 
Leasing Association (SAVRALA) Manufacturer of 
the Year (MOTY) Awards.

Isuzu scooped the Gold Award through the 
attainment of the highest results in both the leasing 
and the rental categories, attaining scores of 76,1% 
and 83,9% respectively. The company’s overall 
score was 80% – more than 6% and 8% higher 
than the closest competitors thus ensuring Isuzu’s 
dominance at the awards function. 

To determine the winners of the SAVRALA 
awards, over 30 of the largest rental and leasing 
companies in South Africa complete compre-
hensive surveys during the year, covering 36 
criteria spread over various areas of business. This 
includes communication and contact with the 
manufacturers, support on both a manufacturer 
and dealer level, maintenance issues and various 
financial aspects.

Organisers attribute Isuzu’s win in the Rental 
category of the SAVRALA awards to the vehicle 
manufacturer’s favourable service level evaluations, 
as well as its level one BBBEE rating – the best 
achievement to date by a participating manufac-
turer in the awards. ■

Snippets

Jim Farley – racer.
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New Head of 
Audi in SA

Earlier this month Audi 
South Africa announced 
the appointment of 
Sascha Sauer as 
the new Head of Audi 
Africa. Sauer succeeds 
Trevor Hill.

Sauer started his 
career with Audi in 1997 within International 
Sales and Marketing Controlling, being respon-
sible for pricing in the markets of South-East 
Asia and later for the United States, Canada and 
Mexico. In his most recent role, he was the Sales 
Director for the Region Africa and Middle/Near 
East, based at Audi’s headquarters in Ingolstadt, 
Germany and has therefore been very involved 
in the Audi South Africa business for the past 
two years.

Sauer’s diverse and extensive experience over 
the past 23 years comprise of heading up projects 
within Sales and Marketing; working with a vari-
ety of Audi markets and importers such as France, 
Belgium, Netherlands, Luxemburg, Ireland; as well 
as emerging markets of India and Vietnam. He 
has also held various positions in both Sales and 
Aftersales and has enjoyed exposure in manag-
ing many global cross-functional projects. A 
significant mention was his time in China between 
2009 and 2012, when he headed up the Audi Sales 
department at FAW-VW while positively steering 
the organisation’s sales performance which made 
China become the greatest, single market for 
Audi globally. ■

New 
Appointments 
at the NRSP

The National Road 
Safety Partnership 
(NRSP) in South 
Africa recently held its 
annual AGM where a 
new executive board was 
appointed. The NRSP is committed to creating a 
country free of crashes and the consequent death 
and injury that follows. The organisation works 
with various sectors in the community to educate 
and contribute towards community safety on and 
around roads.

The positions on the board will be held by:
 ■ Chairperson: Eugene Herbert, managing 

director of MasterDrive.
 ■ Vice-chairperson: Palesa Moalusi, chief 

financial officer at RTIA
 ■ Treasurer: Liam Clarke, project manager at 

Bakwena Platinum Corridor Concession

 ■ Board member: Bhekizwe Dlodlo, crisis and 
continuity and road safety manager at BP SA

 ■ Board member: Itumeleng Makgobathe, 
communication and public affairs manager at 
Michelin SA

 ■ Board member: Thami Radebe, director of the 
Road Ethics Project

 ■ Board member: Sandile Ntseoane, general 
manager at SAVRALA

 ■ Board member: David Frost, owner of David 
Frost Road Safety

Herbert looks forward to leading the NRSP to 
new heights in his role as chairperson. “I believe 
that road safety is one of the most important issues 
on which society and government should focus. 
Crashes have taken too many lives in South Africa 
and placed a major strain on the economy. The time 
is more than ready for change to happen,” he said.

To find out more about the NRSP, visit their 
website at www.grsp.org.za ■

New Bridgestone 
SA Director 
Ready to Face 
Challenges

Despite the Pretoria 
High Court ruling 
against the dumping of 
cheap imported tyres in 
2010, they have continued to make their way into 
the country, wreaking havoc in the local indus-
try. In a recent announcement by the National 
Association of Automotive Component and Allied 
Manufacturers, an  estimated 60% of tyres on 
South African roads are illegal, shrinking the 
already competitive legitimate market.

This, along with an already strained South 
African economy and the devastating impact of 
the COVID-19 pandemic, is the environment 
in which Anton Wessels begins his tenure as 
commercial sales director at Bridgestone South 
Africa (BSAF). Wessels stepped into his new role 
at the beginning of November.

Wessels isn’t entirely new to the business and 
had already joined BSAF in February 2020, in the 
role of Cross-Border Executive, where he achieved 
significant sales growth and led the profitable 
turnaround of the company’s cross boarder opera-
tions under tough economic circumstances.

Wessels has over 25 years’ experience in the 
automotive tyre industry and has served in various 
senior leadership roles, most notably as the Group 
Commercial Director at TiAuto Investments. He 
brings a wealth of experience in leading sales teams 
and has a solid track record of delivering results.

In his new role, he will oversee all commercial 
sales activities in the Truck and Bus Radial (TBR), 
Off-the-road (OTR) and Agri markets within 

Bridgestone Southern Africa. His key focus will be 
maximising all opportunities for sales and market 
share growth, channel expansion, developing 
BSAF’s brand promise with customers and cham-
pioning employee engagement and development 
across the commercial business unit. ■

Change of 
Leadership 
at BMW

From 1 January 
2021, Peter van 
Binsbergen will 
assume the role of 
CEO BMW Group 
South Africa & 
Sub-Saharan Africa.

Van Binsbergen’s career with the BMW Group 
began over 25 years ago when he was responsible 
for product planning, marketing and sales at 
BMW Group South Africa. He then moved to 
BMW Japan, where he was Director of Marketing. 
Following that he moved to BMW Group head-
quarters in Munich, where he led the department 
responsible for sales channel development and the 
Group’s “Future Retail” programme.

After heading the sales and marketing opera-
tions at the BMW Brilliance joint venture in China, 
Van Binsbergen led the German Sales subsidiary 
before he took the helm as Senior Vice-President 
Customer Support BMW Group in 2018.

Said Van Binsbergen: “This is a really exciting 
time to be involved with BMW Group South 
Africa and I am looking forward to continuing 
to strengthen the position of BMW Group South 
Africa and Sub-Saharan Africa. I am also really 
looking forward to coming home again after 18 
years abroad”.

Van Binsbergen succeeds Tim Abbott, who 
will leave the BMW Group to focus on projects 
close to his heart, in South Africa. It will come 
as no surprise that these will focus mainly on 
transformation and conservation. 

Abbott was instrumental in the investment 
decision for the BMW X3, securing many jobs at 
Plant Rosslyn. As the initiator of the R6-billion 
Automotive Transformation Fund, he played 
a pivotal role in the foundation of meaningful 
transformation in South Africa.

Commenting on his time at BMW Group 
South Africa, Abbot said: “BMW Group South 
Africa has been my home for the past six years and 
I would like to thank my colleagues – past and 
present – for their support and encouragement.  
I have been outspoken in my commitment to 
transformation and conservation during my tenure 
here, and I will carry this determination for change 
with me into my new roles and projects”. ■

People

Sascha Sauer.

Eugene Herbert.

Anton Wessels.

Peter van Binsbergen.
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Motus plans on shaking up the new and pre-
owned car buying experience with a significant 
investment in their new website, motus.cars. This 
platform ties together all the Motus business enti-
ties in one digital location, simplifying the online 
shopping experience considerably.

Motus.cars will offer all the new and pre-
owned cars, motorcycles as well as commercial 
vehicles available from its 246 dealerships at a 
single, online location as well as a host of other 
functions that include the ability to apply for 
finance and a regularly-updated blog featuring the 
latest news and reviews.

The name Motus might be new but it comes 
with heritage. Previously known as Imperial, the 
group has been around since 1948. What started as 
a single dealership in downtown Johannesburg has 
evolved into a business that is now the importer 
of four major vehicle brands as well as being an 
automotive retail giant with a network of new car 
dealerships, representing the majority of vehicle 
brands available in South Africa today.

Motus Holdings was listed on the 
Johannesburg Stock Exchange in November 2018 
following its unbundling from Imperial Holdings 
Limited. The rebranding of Imperial to Motus ties 
together all the company’s business interests to cre-
ate South Africa’s largest automotive retail group 
with a countrywide dealer footprint. The website is 
the culmination of the Motus rebrand that’s been 
rolled out over the past two years.

“The world is changing and the way that 
people buy cars is changing too. The launch of 
motus.cars is an investment in future proofing our 
business while at the same time offering customers 
a safe and convenient way to buy their next car, 
SUV and bakkie,” commented Osman Arbee, 
Chief Executive Officer Motus Group.

Motus.cars is not only a new URL, it is a new 
brand. A brand that represents leaders in mobility 
for the good of all. Similarly, the motus.cars logo 
represents change, which is apt as motus.cars aims 
to revolutionise the car shopping experience.

“There are several other online aggregator sites 
in South Africa where consumers can find new and 
pre-owned cars, but motus.cars is the first automo-
tive retail group to launch a true, online brand in 
its totality,” said Corné Venter, CEO Motus Retail 
and Rental SA division.

The world is changing continuously, and 
automotive retailers need to adapt to the new way 
of selling cars. Today more than 75% of Motus 
customers start their car buying journey online 
and over 50% of all Motus car sales originate from 
an online platform. Customers used to visit five 
or more dealerships when shopping for a car, now 
they visit one or two, preferring to find their dream 

car online. Motus.cars makes this easy, with a huge 
variety of quality new and pre-owned vehicles in 
one easy to access location, which is now just a 
click away. A huge advantage to car shoppers is 
the fact that all the used cars on the site are 100% 
Motus-owned, making it the safest aggregator to 
shop for a vehicle.

The motus.cars website will showcase all new 
and pre-owned cars, motorcycles and commercial 
vehicles available from Motus dealers where 
consumers can shop for all major brands of new 
cars and more than 10 000 dealer-certified pre-
owned cars.

“Motus.cars is ready to meet the needs of 
consumers whether that is in the new or used mar-
ket. If the pre-owned car business grows further 
in comparison to the new vehicle market, we are 
ready to respond. Motus has the stock, the outlets 
and the staff to meet those demands,” said Venter.

On motus.cars online calculators aid in 
determining the cost of finance and the cost of 
ownership, permitting consumers to make an 
informed decision. Car shoppers can even apply 
for finance online, with finance applications sent 
to all major banks to ensure that the customer 
gets the best deal in terms of repayments and 
interest rates.

Thirteen different search filters allow visitors 
to narrow down their vehicle search according to 
criteria including, but not limited to, province, 
body type, price, colour, transmission, and 
fuel type.

Making an enquiry about a vehicle on 
motus.cars is easy thanks to four different 
contact methods. Shoppers are offered the 
choice between completing an enquiry form, 
a WhatsApp chat, call now button and a 
please-call-me request.

Live Chat agents are available online to assist 
visitors in real time by answering any questions 
and helping shoppers with their online search by 
narrowing down their choices according to their 
motoring needs and budget limitations.

The majority of used cars advertised on 
motus.cars are between one and five years old, 
which means that the mileage of these vehicles is 
reasonable and that in many cases they still have a 
service or maintenance plan in place. Car shoppers 
at entry level prices will also have a variety to 
choose from as motus.cars also offer a vast selec-
tion of quality budget-friendly cars in the under 
R100 000 price bracket.

“With 10 000 vehicles in stock at any given 
time, consolidating all our vehicle listings on the 
new motus.cars website gives consumers a wider 
variety of vehicles to choose from and a convenient 
way to shop for their next car at a single online 
location,” Arbee concluded.

Visit https://motus.cars/ for additional infor-
mation or watch a short product video here. ■

Motus Launches New Website
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Ford Motor Company of Southern Africa 
(FMCSA) has embarked on a pioneering solar 
energy project for its Silverton Assembly Plant in 
Pretoria, as part of its vision to develop an inte-
grated renewable energy solution that aims to have 
the plant entirely ‘green’ and energy self-sufficient 
by 2024. This will make it one of the first Ford 
plants in the world to achieve this status.

The company has kick-started ‘Project Blue 
Oval’ through a partnership with SolarAfrica 
to provide a 13.5MW solar installation for the 
facility, valued at R135-million, which will deliver 
approximately 30% of the Silverton plant’s annual 
power requirements. This involves installing 
specially developed and locally manufactured 
solar photovoltaic (PV) carports throughout the 
facility, using more than 31 000 solar panels. 
Covering parking bays for around 4 200 vehicles, 
it will be one of the largest solar carports in 
the world.

“An integral part of building high-quality 
vehicles in an environmentally and socially 
responsible way is reducing the impact of our 
operations and supply chains through world-class 
facilities, innovative manufacturing processes and 
the most sustainable materials,” explained Andrea 
Cavallaro, Director Operations, Ford International 
Markets Group. “Renewable energy is at the centre 
of this focused plan to reduce and ultimately elimi-
nate our reliance on fossil fuels while lowering and 
offsetting the production of CO2 emissions.

“I am proud to announce that Project Blue 
Oval in South Africa sets a benchmark for Ford 

Motor Company’s objective to use 100% locally 
sourced renewable energy for all our manufactur-
ing plants globally by 2035,” Cavallaro added. 
“It also takes us one step closer to achieving 
carbon neutrality globally by 2050 – both for 
our facilities around the world and within our 
supply base.”

According to Ockert Berry, VP Operations at 
FMCSA, the solar project is the first step towards 
achieving ‘Island Mode’ within the next four years. 
At this point the Silverton Assembly Plant – which 
produces the Ford Ranger, Ranger Raptor and 
Everest for domestic sales and over 100 global ex-
port markets – will no longer rely on the national 
power grid or any municipal services.

“Our goal by 2024 is to have the Silverton 
plant completely energy self-sufficient and 100 per 
cent carbon neutral, using an integrated renewable 
and co-generation energy mix comprising solar 
PV, biomass, biogas and biosyngas for all our 
electricity, gas and heating requirements,” he 
said. “We will also be introducing 100 per cent 
water recycling, and all non-fermentable waste 

will be repurposed through a pyrolysis system to 
produce syngas.

Aside from the environmental and cost ben-
efits, Project Blue Oval will also bring to life Ford’s 
vision of job creation, starting with the domestic 
manufacturing of the solar carports by SolarAfrica, 
which will create 100 jobs locally. During the next 
phases which are currently being investigated, the 
introduction of biomass as a source of renewable 
energy, and the outsourced farming of fermentable 
biomass plants in rural areas that would support 
this project, will be instrumental in driving this 
vision forward – creating employment for a further 
2 400 people.

SolarAfrica, which is one of South Africa’s 
leading power purchase agreement providers, has 
developed a bespoke cantilever solar carport for 
this vast project. “We are delighted and proud to 
have been selected as the solar provider for this 
pioneering project, and developing what will be 
one of the largest solar carports in the world,” said 
David McDonald, MD of SolarAfrica. “It has been 
a pleasure working with such a progressive team, 
and Ford’s commitment to reducing its carbon 
footprint and willingness to adopt change has 
been refreshing.”

The solar PV carport is locally sourced and has 
been specifically designed to offer hail protection 
for the finished goods vehicle inventory whilst 
producing cheaper, cleaner energy for Ford’s 
Silverton Assembly Plant.

Click here to view the virtual launch video on 
Ford South Africa’s YouTube channel. ■

Ford Plant to Harness Renewable Energy

“Our goal by 2024 is to have 
the Silverton plant completely 
energy self-sufficient and 100 
per cent carbon neutral, using an 
integrated renewable and co-
generation energy mix ...,”
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KIA Motors South Africa, a subsidiary of Motus 
Corporation, this year continued its support of 
Johannesburg-based RADA through the donation 
of a KIA K2700 during the national COVID-19 
lockdown, as well as a cash donation of R100 000. 
KIA has also pledged an additional R70 000 for the 
upcoming financial year.

RADA – an acronym for rape, alcohol, drug, 
abuse – is a registered Non-Profit Organisation, 
and takes positive, meaningful and effective action 
to combat these addictions and atrocities in order 
for the world to come a better, healthier and safer 
place in which all can prosper.

AutoLive was invited to tag along when KIA 
partnered with RADA and Tiger Canyon on a trip 

to Philippolis in the Free State in support of the 
RADA MiPad project recently. The project is aimed 
at empowering women and, more specifically, girls 

do not have access to, or the means to buy sanitary 
wear. With RADA MiPad, which has a life span 
of up to five years, RADA hopes to enable girls to 
attend their classes and complete their schooling 
with dignity.

“We are longstanding supporters of RADA and 
we are proud to be part of this new project. We were 
happy to provide vehicles for the very long road trip 
which was an eye-opening experience for us all,” 
said Christo Valentyn, GM: Marketing. “It was fan-
tastic to see the impact RADA is having on the lives 
of so many girls, and the greater communities they 
serve. It remains an honour to support RADA.”

See more about KIA Motors South Africa’s 
involvement with RADA here. ■

Corporate Social Responsibility

KIA Continues to Support RADA

Isuzu, Farmers Assist South Africa and truck 
dealer Motus Isuzu Isando, have worked together 
to reduce the impact of the drought on farmers. To 
this end the third load of fodder, food and farming 
essentials have been delivered in Merweville in the 
Western Cape.

Earlier this month fodder and food were 
delivered to farmers in Tolwe in Limpopo Province 
and Vanwyksvlei in the Northern Cape.  

Motus Isuzu Isando supports Farmers Assist 
SA with two brand-new FVZ 1400 trucks, two 
drivers, and fuel. The trucks, which will be used on 
an ongoing basis to supply feed to drought-stricken 

areas, are customised with major drop sides 
and higher sides to enable the transport of 
additional loads.

Gishma Johnson, Isuzu Corporate 
Communications Manager said that one of 
the company’s corporate social responsibility 
objectives is to help communities in crisis. 
“Finding the right partners to get the job done 
is so important and demonstrated just how 
much can be accomplished when you work 
together. When farmers Assist SA approached 
Isuzu for assistance earlier this year, we reached 
out to our dealer network to garner support 

and are very pleased that Motus Isuzu Isando 
stepped up.” ■

Help for Drought Stricken Farmers

Mercedes-Benz South Africa (MBSA) has partnered with Gift of the Givers to distribute 1 000 food parcels 
that will benefit an estimated 5 000 people in the Mdantsane, Buffalo Flats and Duncan Village communi-
ties ahead of the festive season.

Said Abey Kgotle, Executive Director Human Resources & Corporate Affairs at Mercedes-Benz South 
Africa: “As a company, MBSA is acutely aware of the threat of COVID-19 and the very real fear of hunger. 
To alleviate the plight of food insecurity and hunger in the region, our handover of food parcels is an 
extension of our corporate social responsibility efforts to support East London’s most vulnerable commu-
nities with food relief as a result of the pandemic.”   

These parcels contain essential non-perishable food and vegetables that would sustain families of five 
for a maximum of four weeks. ■

MBSA Provides Food Relief

“Our handover of food parcels is an extension of our corporate social 
responsibility efforts to support East London’s most vulnerable communities 
with food relief as a result of the pandemic.”
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Working with the Keep A Dream Alive Project, Goodyear recently delivered 
167 canvasses to 167 Grade 7 learners at its partnering school, Inxiweni 
Primary School in Tembisa, Johannesburg. At the same time, it officially 
opened the school library, which has been donated by the multinational.

“Our priority is to always make a meaningful difference in the lives of chil-
dren,” said Piotr Czyzyk, Goodyear South Africa’s newly appointed Managing 
Director. The final visit to the school for the 2020 academic year has been a 
culmination of many events that took place during the course of the year.

In March, Goodyear embarked on the first leg of the project as the 
learners wrote essays about what they envision to become when they grow up. 
Following this, a group of likeminded photographers belonging to the Keep A 
Dream Alive project visited the school to take portraits of the children dressed 
in their chosen careers.

Also, in March of this year, the construction for the library began. “The 
pandemic may have delayed the process, but it did not halt our desire to be part 
of building a reading nation. The official opening of the library is the second 
phase of our education programme with the school as we donated books for 
World Book Day in 2019,” added Czyzyk.

While speaking on behalf of the school, Inxiweni Primary School 
Principal, Ruth Tabu stated that the partnership between Goodyear and the 
school would bear many fruits and impact many learners. “I really thank 

Goodyear for the wonderful work they have done over the last two years. May 
it not stop but continue changing the lives of many people in our community,” 
Tabu said. ■

Corporate Social Responsibility

Goodyear Strives to Keep Dreams Alive

Celebrations in front of the library after Piotr Czyzyk, Goodyear South Africa 

Managing Director, and Ruth Tabu, Inxiweni Primary School Principal, cut the 

ribbon to officially open the library.

Amid the challenges of the COVID-19 pandemic, Volkswagen Group South 
Africa (VWSA) celebrated 10 successful years of furthering Early Childhood 
Development (ECD) through the Ikhwezi Lomso ECD Centre in Uitenhage.

Work on the Ikhwezi Lomso Centre began in 2010, when the Volkswagen 
Community Trust – in partnership with community stakeholders – identified 
the need for an Early Childhood Development Centre in the KwaLanga area, to 
empower learners from an early age through quality education.

The Ikhwezi Lomso Early Childhood Development Centre subsequently 
began operating in February 2011, initially employing two teachers and a 
temporary centre manager. The centre now employs six qualified Montessori 
teachers, a permanent centre manager, and four support staff members.

A total of 90 children between the ages of 3 and 5 years attend Ikhwezi 
Lomso, with classes being offered in English, Afrikaans and Xhosa. The centre 
moved to the Montessori method of education in 2016, allowing children to 
learn and develop at their own pace.

Though the centre had to close for three months during the national 
lockdown, it reopened in July after implementing COVID-19 protocols for 
both staff and learners in order to keep everyone safe. Around 60 of the centre’s 
learners have returned under these conditions.

Since work began on Ikhwezi Lomso in 2010, more than R13,5 million 
has been invested in the centre. Of this amount, over R3,5 million was raised 
through VWSA’s One Hour for the Future initiative, which consists of employ-
ees volunteering to donate one hour of their salaries each year in support of the 
centre and its work.

Ikhwezi Lomso forms part of the Community Trust’s portfolio of 
projects in the field of Education, which is also one of its most critical 
priorities. The Trust has in recent years established five literacy centres 
at schools in Uitenhage, with the aim of ensuring that each learner in 
Uitenhage is functionally literate and able to read with understanding by 
the end of Grade 3.

VWSA has also contributed further to Early Childhood Development 
across South Africa, through a long-standing partnership with the non-profit 
organisations Ntataise Trust and the Centre for Early Childhood Development 
(CECD). The partnership dates back to 2008, when VWSA committed funds 
and 10 Citi Golfs to assist with the training of practitioners, development of 
educational material and the improvement of ECD centres in rural areas.

Currently, VWSA supplies 10 Polo Vivos to the two organisations. These 
are used for outreach to early childhood centres in historically disadvantaged 
areas to provide teacher training, learning material and other support. ■

Celebrating 10 Years of Childhood Development

From left to right: Ikhwezi Lomso, ECD centre manager Dominic Swartz, VWSA 

Chairman and Managing Director Dr Robert Cisek, and VWSA Community 

Trust manager Vernon Naidoo.
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South Africa’s high level of unemployment is nothing new, but the cataclysmic 
effect COVID-19 has had on local industry has made skills development in-
terventions even more imperative. Skills shortages are intensifying an already 
dire situation, and the mismatch between businesses’ evolving demands and 
the skills furnished by education systems, and/or insufficient numbers of 
people trained in the high-demand skills, are now clearly evident.

As the world tries to understand what skills and innovations would be 
required to successfully drive the Fourth Industrial Revolution (4IR), SA must 
make specialised technical skills in fields such as electronics, coding, robotics, 
artificial intelligence (AI) and cloud computing more appetising to the youth. 
A rapid move towards a digital-first economy means that the majority of to-
day’s students will one day work in a job that doesn’t yet exist, so it’s imperative 
that today’s education and training offer a head start for tomorrow.

It’s natural for companies to reduce expenditure in a severely depressed 
economy, and in so doing, employee training is often among the first to 
receive reduced allocation. While this is an understandable approach in the 
current environment, skills development should be at the top of the list for 
reintroduction as soon as business stability returns. Some pertinent reasons for 
continuing to invest in skills development are:

 ■ Well trained and skilled employees are critical for the long-term success of 
a business;

 ■ Employees tend to be more committed and inclined to stay with the 
business once the competition starts recruiting again; and

 ■ Employees who believe that their 
personal development is valued results 
in higher employee morale, loyalty and 
increased productivity.

“Although the job market might be 
depressed for the moment, staff reten-
tion should be front of mind for all 
companies,” said the National Automobile 
Dealers’ Association (NADA) Director 
Gary McCraw. “Cyclical business trends 
mean opportunities are around the 
corner, and an already stunted business 
could be completely crippled by the loss of 
specialised employees as the economy improves, new opportunities open up 
and recruitment from competitors erodes the talent pool.”

Companies that continue with training in the current environment, 
should, however, strive to provide training that is closely aligned to the 
specific skills and competencies that are most critical to achieving its busi-
ness goals. Training programmes should continually be evaluated, just as 
the company continually evaluates every other sector of the organisation’s 
operational functions, for ways to improve efficiencies, reduce costs and 
operate profitably. This translates into the right training, at the right time, to 
the right people. ■

Volkswagen Group South Africa (VWSA) has 
celebrated a momentous milestone with over four 
million vehicles having been manufactured at its 
Uitenhage plant.

The first of these vehicles was manufactured 72 
years prior in November 1948, when the premises 
still belonged to South African Motor Assemblers 
and Distributors (SAMAD).

The first Volkswagen vehicle to be manufac-
tured in Uitenhage was a Volkswagen Beetle that 
rolled off the production line in August 1951. Since 
then, VWSA has manufactured a broad range of 

vehicles locally, including Audi vehicles, the iconic 
Volkswagen Beetle, and various models of the 
Transporter series (Kombi), Golf, Jetta and Polo. 

The Uitenhage plant currently manufactures 
the Polo for local and export markets, as well as 
the Polo Vivo for the local market. Since the start 
of 2020, the plant has produced 75 521 Polos for 
export, as well as 12 804 Polos and 17 038 Polo 
Vivos for the local market.

“This production milestone is a proud moment 
for VWSA, and proof of the dedication of the 
VWSA family,” said Bernd Schaberg, Acting 

Production Director at VWSA. “With this level of 
commitment, I am sure we can achieve many more 
milestones to come.” ■

NADA director Gary McCraw.

Skills Development Key to Rebuilding Industry

VWSA Celebrates Major Milestone

Many companies that experienced delivery delays due to disrupted supply 
chains, have now received their IT equipment upgrades for 2020. This means 
there is an abundance of redundant electronics ready for disposal.

According to Xperien CEO, Wale Arewa, scrapping storeroom bound 
computers without proper consideration for data protection processes and regu-
lations, or the proper elimination of data, could be disastrous for any company.

With modern companies constantly acquiring new technologies, there is 
a corresponding and often overlooked increase in retired IT assets. These out-
dated PCs, laptops, monitors and other IT equipment tend to quietly pile up in 
storerooms. It is of vital importance to practice due diligence and go through 
the expected data erasure techniques essential to protect company data.

Disposing of equipment in a haphazard manner, through auctions or staff 
sales, is risky,” explained Arewa.

Controlling and having insight into a company’s IT assets is critical in 
today’s technology-driven business environment. In order to manage these 

IT assets more efficiently, drive down 
costs, increase productivity and 
reduced risk, one needs clear and 
comprehensive visibility into the whole 
lifecycle of an IT asset with a spotlight 
on IT disposal.

Companies should schedule a year-end asset disposal and data destruction 
campaign. “This is a good time to clear storerooms out and start 2021 with a 
clean slate. However, asset disposition presents unique challenges and potential 
costs that companies seldom consider – it must be done professionally,” 
Arewa said.

IT disposal has legislative requirements; compliance to Protection of 
Personal Information Act 2013 (PoPI 2013), the National Environmental Waste 
Management Act 2008 (NEMWA 2008), the Consumer Protection Act 68 of 
2008 (CPA) and General Data Protection Regulations (GDPR). ■

Safeguard Sensitive Data Before Disposal
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BY ROGER HOUGHTON

The Japanese use the word Kaizen to explain their 
culture of continually seeking improvement in all 
they do. This is now a well-known global concept 
and the people at Porsche obviously have a similar 
outlook in developing their growing stable of 
sports cars – even if some of them are now SUVs!

It is amazing how Porsche has found “eternal 
life” for its various ranges of cars. They remain 
recognisable by make and model even many 
years after the first car of the type appeared. For 
instance, the latest iteration of the iconic 911, 
which has now been on the market for 57 years, has 
many styling features that hark back to the original 
version. It also retains the same basic mechanical 
layout with an overhung rear engine, although 
cooling is now with liquid instead of air as was the 
case for many years.

The Cayenne SUV, which was launched in 
2002 to the distress of many hardcore Porsche fans, 
has been a major money-spinner for the German 
manufacturer but the latest model still harks back 
strongly to its roots, planted 18 years ago.

It is amazing how the dedicated Porsche team 
manages to keep these timeless designs relevant 
and desirable over such long periods of time. The 
secrets are mainly under the skin, and they all 
add up to making the latest model better than 
its predecessor.

One area where Porsche is able to stay ahead 
of the pack is in the application of electronics, 
with many customer benefits owed to the brand’s 
ongoing commitment to motor racing, while also 
having the engineering might of the Volkswagen 
Group on which to call.

This continuous striving to make their cars 
ever more impressive and refined was very obvious 
at the media launches of the Cayenne GTS SUV 
and the 911 Turbo S coupé, which were held in the 
Western Cape recently.

I shared the cars with Roger McCleery, a friend 
of long standing, and we revelled in the comfort, 
smoothness of ride and the POWER! There has 
been a return to a V8 engine – a 4-litre with twin 
turbochargers – for the GTS. It unleashes 338 kW 
of power and a stump-pulling 620 Nm of torque, 
while the range-topping 911 Turbo S’s new 3.8-litre 
biturbo flat six power unit has a 51 kW power boost 
over its predecessor, lifting output to 478 kW with 
800 Nm of torque.

Exhaust pipes and the emotive notes they 
emit are an important status symbol in the world 
of performance cars and Porsche puts a great 
deal of effort into the style of the tailpipes and the 
sound they make. This is certainly vastly different 
from the cars of the 1960’s which had fairly small 
exhaust outlets, sometimes even pointing down-
wards and hidden out of sight behind a sturdy 
rear bumper.

The Cayenne GTS ups the ante in the exhaust 
stakes with a choice of two sports systems, one 
with the outlet pipes located towards the outer 
corners of the car’s rear, while the sportier version, 
fitted to the Cayenne Coupé we drove, has two, 
centrally positioned oval tailpipes. The newly 
developed exhaust system for the 911 Turbo S even 
has adjustable flaps for a distinctive sound.

This exhausting tale shows just how far 
Porsche goes with detail items in its strategy of 
continual refinement of products that are already 
well honed!

Now let us look at the newcomers.

The GTS is the sporty derivative in the 
Cayenne range, positioned between the S and 
Turbo models, with the standard version priced at 
R1 749 000 and the sleeker Coupé at R1 839 000. 
If you want to add the lightweight package to the 
Coupé specification, which was fitted to our test 
car, then you need to shell out a further R195 000.

The added engine power of the latest GTS, 
matched to an eight-speed Tiptronic S automatic 
transmission, sees it sprint from 0–100 km/h 
in 4.5 seconds and then run on to a top speed 
of 270 km/h.

A lowered, performance-oriented chassis, 
unique design features inside and out, as well as 
enhanced equipment levels round off the latest 
GTS package.

The next generation 911 Turbo S – available 
as a coupé or cabriolet – is more powerful, more 
dynamic, and more comfortable than ever.

The aforementioned increase in engine power, 
combined with the Porsche Traction Management 
all-wheel drive system and an eight-speed PDK 
transmission, ensures the power gets on the road 
and into the record books with a 0–100 km/h 
sprint taking 2.7 seconds, while the Turbo S goes 
on to a top speed of 330 km/h.

Detail improvements extend to larger and even 
more efficient brakes than previously. Also added 
to the latest 911 mix are sportier chassis character-
istics, larger tyres and larger front and rear wings. 
The rear wing acts as an air brake in the event of 
making an emergency stop from high speed. Prices 
for the 911 Turbo S start at R3 849 00 and include a 
3-year/100 000 km Driveplan.

The overriding impressions that came from 
our spells behind the wheels of the Cayenne GTS 
and 911 Turbo S were the ride comfort and the 
way the cosseting seats and well-weighted controls 
make the driver feel at one with the car.

These two new arrivals in South Africa 
certainly add more credence to Porsche’s obvious 
passion for continuing to refine models that are 
already very refined. ■

Refining Refinement – Porsche’s Passion
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BY STUART JOHNSTON

This past month, Honda launched the eighth-
generation Ballade in South Africa, along with 
a new well-priced baby SUV, the WR-V. While 
the small sedan market is pretty much static, the 
entry-level SUV market is where most of the action 
is happening in new-car sales right now.

First up for discussion here is the Honda 
WR-V and Honda makes mention of the fact that 
this all-new model “gathers inspirations from the 
BR-V and the Jazz”. I think Honda missed a trick 
by not calling this car the Jazz Mk II, or the Jazz 
J-Cross, or something like that. Because this new 
little cross-over vehicle reminds me so much of the 
original Jazz which was such a hit when Honda re-
invented itself here 20 years ago after a few decades 
under the control of Mercedes-Benz South Africa.

The new WR-V impresses immediately with its 
huge amount of leg room for rear passengers, and 
also its magic-seat combination of various seating 
folding positions where you can turn the vehicle 
into your own private delivery van without too 
much trouble. Load space ranges between 363 and 
881 litres.

Behind the wheel the WR-V feels taut and 
solid, with the accurate steering we came to love 
so much from Hondas in the past. Similarly, the 
five-speed manual gearbox has a tiny gear lever 
that snicks through the cogs like a race-car. Every 
time you make a gear change a smile threatens to 
break out on your face.

The engine is a small-capacity 1 198 cc 
four-cylinder non-turbo unit that produces 66 kW 
and 110 Nm at 4 800 r/min. Those figures aren’t 
massive, and you have to work the WR-V hard to 
get meaningful performance happening. The good 
thing is that you can work it hard. It revs to just 
under 7 000 r/min with alacrity, not to mention 
a very vocal snarl heard inside the cabin. But it’s 
so refined, this sound, that it is pleasant rather 
than irritating.

With a kerb weight of 1 100 kg and such a 
small motor this car is going to suit people for 
whom performance is very much secondary. But 

Honda’s magnificent reputation for reliability is 
backed up here with a 5-year/200 000 km war-
ranty and a 4-year/60 000 service plan. Pricing is 
R289 900 for the WR-V 1.2 Comfort and R319 900 
for the Elegance model. Both are elegantly styled 
and finished,.

The new Honda Ballade is very much an 
evolution of the previous Ballade. In fact this 
eighth generation model shares the platform of the 
previous model, but this has been beefed-up to be 
20 per cent more rigid, while the body is all-new, 
being slightly longer and slightly wider than before.

The engine used in all three Ballade models 
(1.5 Comfort, Elegance and RS) is a 1 498 cc 
four-cylinder non-turbo unit producing 89 kW 
and 145 Nm of torque. This is all well and good, 
but unfortunately Honda have seen fit to only 
release the car here with a CVT (Constantly 
Variable Transmission). If you order the Elegance 
or RS model this comes with paddle shifts which 
makes it easier to operate the transmission like a 
seven-speed manual. I preferred driving the car 
like this, as CVTs still don’t provide the urgency 
in overtaking that a manual transmission does. 
And yes, that drone factor does become a factor 
under certain conditions, as the engine settles on a 
constant rpm range when accelerating hard.

Nevertheless, a nice clean-cut car, the Ballade, 
and the pricing is reasonable if not as exciting 
as the WR-Vs. The Ballade’s asking prices range 
between R336 500 and R396 900.

These are two typically well-built cars from 
Honda, but for me it is the new WR-V that’s going 
to make the biggest splash. ■

Honda Zoning In on Market Hot Spots

We Drive

The new Honda WR-V cross-over.

The new eighth generation Honda Ballade.
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The top-of-the-range Legend 
with or without the RS package 
now comes with a 150 kW 
version of the famous 2.8 GD-6 
diesel engine.

BY STUART JOHNSTON

A few years ago I was featured on an Ignition 
TV promo saying that “if you had to choose any 
bakkie, make it a Hilux”. The producers ran that 
clip from a panel show I was on, and although I 
only said that once, the promo ran every week for 
about a year. So for a while everywhere I went, to 
car shows and the like, people would come up to 
me and tease me about being “The Hilux man”.

Well, after sampling the latest Hilux 
Legend RS, I have to say that not much has 
happened to change my opinion. I have had some 
reservations over the years, namely the rigid ride 
quality on dirt roads, which caused some deflec-
tion. This characteristic has been attended to over 
the years, and in the latest Legend, revised spring 
and damper rates front and rear have improved the 
ride quality further. On tar it is now very close to 
being a benchmark bakkie.

The latest version of the Legend comes with 
the so-called RS package, which Toyota suggests 
stands for “Roller Shutter”. I have to say that this 
application of an “RS” nameplate has caused 
much mirth amongst my car-orientated friends, 
who have come to know an RS tag as referring 
to something like “Rally Sport”, or the German 
“RennSport” in the case of Porsches, Audis and 
the like.

The Hilux RS package consists of a motorised 
roller shutter cover for the tailgate, which is inte-
grated with a sophisticated sports bar, a rubberised 
load bed liner, and an assisted tailgate with central 
locking function.

The top-of-the-range Legend with or without 
the RS package now comes with a 150 kW version 
of the famous 2.8 GD-6 diesel engine. I must say 
this motor is great. In the latest version, there has 
been plenty of development work to insulate the 
cabin from NVH. And along with some revised 
gear ratios on the six-speed automatic gearbox, the 
whole driving experience on road is very refined.

I achieved an average fuel consumption of 
between 9,0 and 10.0 litres/100 km during my 
week with the Hilux Legend RS, and my driving 
was mostly in an urban environment with some 
highway running included.

The latest Legend, especially in RS form, 
attracted a lot of attention from other road users. 
This was notable at traffic lights where I could see 
occupants of other cars discussing the new bakkie’s 
styling upgrades. I must say, the new grille, lights 
and wheel arch treatment are a big visual step 
forward for the Hilux. Drivers of bakkies these 

A Tale of Two Heavy-Hitting Bakkies

continued on next page 

The latest Hilux Legend RS.
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days are extremely brand-aware, and Hilux owners 
can be proud that this version can match the visual 
appeal of its major rivals.

The only limiting factor, to my mind is pricing. 
The Toyota Hilux Double Cab 4×4 Legend RS 
Automatic lists for R851 100. That is serious money 
for what is essentially a bakkie-based vehicle. But 
then, as always, the Hilux is a serious bakkie!

Coincidentally, I was able to sample a top 
version of the Volkswagen Amarok, known as the 
V6 Canyon, the day after the Hilux Legend RS was 
returned to the Toyota test fleet. This is a limited 
edition that has recently been superseded by the 
new top model in the Amarok range, the 3.0 V6 
TDI Extreme 4Motion.

The Amarok Canyon is distinguished by its 
unique Honey Orange hue, Canyon decals, black 
wheel arch trim, black grille and, somewhat con-
troversially, a set of 17-inch Aragua alloy wheels 
shod with 245/65 R17 tyres.

These wheels are much smaller than the 
normal Amarok fair (the current top model 
features 20-inch wheels with 255/50 R20 tyres). 
And many people (including the writer) looking at 
the Amarok Canyon for the first time, opined that 
the wheels looked too small for the arches.

As this limited-edition model is no longer 
listed by Volkswagen, I decided not to compare the 
Hilux with the Amarok on a feature-for-feature 
basis, but rather to see whether Toyota has, in fact, 
managed to finally match the Amarok’s bench-
mark ride quality in the double cab market.

My impression is that the Hilux is now every 
close to the Amarok in terms of tarmac ride qual-
ity. However, this impression is tempered by the 
fact that I suspect the Canyon’s rather odd wheel 
sizing had a negative effect on the Amarok’s ride 
over small tar road irregularities.

As far as overall charisma is concerned, the 
fact is that right now, no other bakkie on the 
market can match the Amarok’s 3,0-litre V6 diesel 
in terms of urge and smooth power delivery. The 
engine is an absolute delight whether you are push-
ing hard or cruising, and the eight-speed automatic 
gearbox offers amazingly smooth shifting. Power 
on this model was rated at 165 kW with an over-
boost function to increase this to 180 kW. Torque is 
an impressive 550 Nm.

Of course, what the Amarok cannot offer, in 
comparison to other top line bakkies, is low-range 
for serious off-road work. Volkswagen contend 
that the eight-speed transmission, with its low first 
gear, goes a long way to fulfilling the need for slow 
off-road work, but in heavy off road work, a low-
range transmission is unbeatable, as we discovered 
last month at the launch of the new Hilux Legend 
at Gerotek.

All in all, though, the Amarok is immensely 
capable on rough dirt roads. During my test period 
I had to charge over some rough dirt roads very 
fast to try and make the closing time deadline on a 
spares shop in a far-flung district south of Jo’burg 
(we needed a new battery for a classic car) and the 
Amarok came up trumps. You can tackle severe 
ruts, rises and switch-back bends with extreme 
confidence, thanks to the suspension system that 
keeps those tyres firmly planted.

The automatic anti-skid and traction control 
systems work seamlessly as well, and this remains 
an extremely safe vehicle for travelling fast on poor 
dirt roads.

I never got to match the new Hilux and the 
Amarok Canyon back to back, but on balance I 
would say that the Hilux is now very close to the 
VW’s overall ride quality levels. However, the 
Amarok still feels the more fluid driving vehicle, 
over tar and on rough dirt roads.

The price of the Amarok Canyon when it was 
introduced here late last year was R799 000. But 
a year on, this pricing is no longer relevant as all 
manufacturers have had to impose massive price 
increases since the economy has gone haywire 
thanks to the COVID-19 pandemic. And, as 
already mentioned, the Amarok Canyon is no 
longer listed.

The current top-line Amarok, the 3.0 V6 TDI 
Extreme4Motion, has just been updates with a V6 
engine that now produces 190 kW with an over-
boost that realises 200 kW for 10-second bursts. 
We can’t wait to try this one. This top model now 
sells for (hold your breath) R996 000. ■

We Drive

 continued from previous page

The Volkswagen Amarok V6 Canyon.

The fact is that right now, no other 
bakkie on the market can match 
the Amarok’s 3,0-litre V6 diesel 
in terms of urge and smooth 
power delivery.
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Working Wheels

All over the world, motorists have been driving 
less this year. A recent survey by Hyundai in the 
United Kingdom, for instance, has revealed that – 
whereas the average UK car was driven an average 
of 583 miles (938 km) per month – it dropped to 90 
miles (145 km) a month under lockdown.

In South Africa the situation is similar, with 
many motorists clocking far fewer kilometres as 
lockdown limited movement and working from 
home became more popular. However, an analysis 
of data pertaining to cars listed on AutoTrader 
during the month of October has revealed that 
some vehicles are continuing to clock up lots 
of kilometres.

According to George Mienie, the CEO of 
AutoTrader, some vehicles are still being driven a 
great deal and the most driven cars are all com-
mercial vehicles or people carriers. “Specifically, 
some vans, taxis, bakkies and people transporters 

are clocking up meaningful mileages. The vans 
are, of course, understandable. All over the world, 
lockdown has translated into an increase in 
online shopping – which has created a demand for 
delivery vehicles,” he noted. “In fact, according to 
Deloitte’s 2020 Digital Consumer Trends survey, 
about 40% of consumers have done more online 
shopping during lockdown.”

Taxi traffic is also understandable as some 
stores remained open throughout lockdown and 
store workers utilised taxis to get to and from 
work. So, it’s not surprising to see the perennially 
popular Toyota HiAce make an appearance on 
the list.

A number of bakkies also feature on the list 
and this too does not come as a big surprise. These 
workhorses are tools that can generate profits. 
However, what is particularly interesting about 
the list of the top 10 most driven cars with a 2019 

registration year, however, is the fact that the two 
most popular new bakkies in the land – the Toyota 
Hilux and the Ford Ranger – don’t make an ap-
pearance. Thus, while they may rule the popularity 
rankings, they’re not necessarily driven as much as 
some other bakkies. ■

Top 10 Most Driven Cars with 
a 2019 Registration Year

RANK MODEL
AVE. MILEAGE 

(KM)

1 Ford Transit Custom 106,792

2 Toyota HiAce 84,798

3 Nissan NV200 63,900

4 Fiat Doblo Cargo 53,000

5 Renault Trafic 51,500

6 Fiat Fullback 50,580

7
Toyota  
Land Cruiser 79

49,329

8 Isuzu D-Max 46,937

9 Fiat Fiorino 45,000

10 Volkswagen Kombi 43,291

The Most Driven Vehicles During Lockdown

A number of bakkies also feature 
on the list and this too does not 
come as a big surprise. These 
workhorses are tools that can 
generate profits.

“All over the world, lockdown 
has translated into an increase 
in online shopping – which 
has created a demand for 
delivery vehicles.”

The Toyota HiAce. The Nissan NV200.The Ford Transit Custom.
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The tyre is a complex combination of components 
made from numerous ingredients. But how do we 
get from the rubber tree to the road? Tyre produc-
tion consists of six key stages in the manufactur-
ing process: sourcing of materials, production 
of compounds, manufacturing of components, 
building the tyre, vulcanisation and, finally, 
quality control.

The first stage in tyre manufacturing is the 
sourcing of raw materials used to create the neces-
sary compounds and components. Natural rubber 
is tapped from rubber trees grown in large planta-
tions. The milky fluid (latex) extracted coagulates 
when acid is added to it. It is then cleaned and 
pressed into solid bales for easier transportation 
and storage.

Synthetic rubber and materials such as silica 
are used to reduce wear, increase grip and extend 
the life of the tyre, and are supplied by the chemi-
cal industry. The bales of natural and synthetic 
rubber are sectioned, cut to size, weighed and then 
mixed with other ingredients. Base materials such 
as rayon, nylon, polyester and aramid fibres that 
serve as reinforcement for the tyre construction are 
supplied by the textile industry.

High-strength steel serves as a starting 
material for the manufacture of steel belts (steel 

cord) and bead cores (steel wire). These give the 
tyre rigidity, which enhances shape retention and 
directional stability. Pre-treated steel cord is fed 
into a calender, where it is embedded in one or 
more layers of rubber that results in a continuous 
sheet of steel and rubber.

In the next stage, kneadable rubber material 
that has been blended in a mixer is now ready to be 
made into the tread. A screw-type extruder shapes 
the rubber into an endless tread strip. After extru-
sion, the tread is cooled by immersion and then cut 
to length in line with the size of the tyre.

A multitude of textile threads is then fed into 
the calender by a large roller device and embedded 
in a thin layer of rubber, which is then cut to the 
desired width. The core of the bead, which keeps 
the tyre firmly seated on the rim of the wheel, is 
made up of many ring-shaped steel wires, each 
with its own rubber coating. An extruder forms 
sidewall sections that are cut to suit the particular 
tyre size, and a calender produces a wide, thin layer 
of airtight inner liner.

Building the tyre brings the various semi-
finished products together on a tyre building 
machine, producing what is known as a ‘green’ 
tyre. This is done in two stages; first the casing, 
then the tread/belt assembly.

This green tyre is then sprayed with special 
fluid and prepared for the next stage of develop-
ment, vulcanisation. In this process, the tyre 
is placed in a curing press at a specific pressure 
and temperature, which gives the tyre its final 
shape. The vulcanisation results in the raw 
rubber becoming flexible, elastic rubber. Curing 
press moulds give the tyre its tread pattern and 
sidewall markings.

The typical breakdown of ingredients that 
make up a modern tyre, comprise approxi-
mately 41 per cent natural and synthetic rubber, 
30 per cent fillers (carbon black, silica, carbon, 
chalk), 15 per cent reinforcing materials (steel, 
polyester, rayon, nylon), 6 per cent plasticis-
ers (oils and resins), 6 per cent chemicals 
for vulcanisation (sulphur, zinc oxide, and 
others), and 2 per cent anti-ageing agents and 
other chemicals.

Each stage of production – from the inspection 
of raw materials to delivery of the finished tyres – 
is subjected to strict quality controls. Finished 
Continental tyres are subject to visual checks, 
X-ray inspection, and are checked for uniformity. 
Once the tyre has passed all checks and inspec-
tions, it is sent to the distribution warehouse 
for shipment. ■

From the Tree to the Road
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