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By RogeR HougHton

The current global shortage of microchips or 
semiconductors is now proving a far bigger 
challenge than previously thought and it also 
seems that the recovery will be slow. Some 

commentators say it could last for years as the 
vital microchip industry is restructured. The 
impact on automotive production is massive, 
with estimates of more than 2.5-million vehicles 
not being made in 2021. This would mean a 
financial loss to the industry of as much as 
R900 billion.

The microchip shortage is already being felt in 
South African assembly plants, with high-value, 
premium models which use microprocessors for 
features such as adaptive speed control, suffering 
the most.

continued on page 2 
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Adding to the problems of 
vehicle makers worldwide is the 
shortage and increased price of foam 
plastic used in seat manufacture. A 
shortage of rubber has also become 
evident recently.

These factors add up to a real 
tsunami for an industry that is 
still trying to adapt to operating 
in a global health pandemic. The 
coronavirus is also negatively 
impacting economies and the ability 
of people and companies to commit 
to significant capital expenditure 
such as buying new vehicles.

Most systems in a modern 
car rely on microchips for the 
integrated circuits of electric 
power steering, anti-lock brakes, 
stability control, airbag deploy-
ment, automated parking and 
infotainment, as well as engine and 
transmission management.

What is surprising is that only 
about 10% of total global microchip 
production goes into motor vehicles. 
Far bigger volumes go into cell 
phones, electronic business and 
entertainment equipment, with 
big-hitter clients such as Apple, Intel, 
Samsung and Sony leading the pack. 
The total value of microchips used in 
a vehicle with an internal combus-
tion engine is about R7 000 and this 
doubles for a battery electric vehicle 
(BEV), which needs sophisticated 
electronics to control power flow.

The motor industry relies heavily 
on just-in-time component delivery 
to the assembly line, and they no 
longer hold big stocks of parts. When 
the coronavirus pandemic hit the 
world more than a year ago, these 
companies cut back on orders as they 
realigned production.

Now that demand for new 
vehicles is growing the microchip 
suppliers are unable to increase 
their production quickly enough, 
especially as sales of electronic gam-
ing equipment and the like grew with 
lockdown, putting renewed pressure 
on the chip makers.

Another problem facing the 
motor industry is that there are not 
many specialist companies making 
microprocessors, with seven suppli-
ers controlling 98% of the automo-
tive market. The biggest, Renesas 
Electronics, of Japan, with a 30% 
share also suffered a devastating fire 
in one of its so-called “clean rooms” 
where the microprocessors are as-
sembled and this has exacerbated the 
situation, even though production at 
this facility has recently restarted.

The situation is made even 
worse with the supply of the smaller 
and more sophisticated process 
nodes required to build the MCUs 
coming from one supplier, Taiwan 
Semiconductor Manufacturing 
(TSMC). It produces these compo-
nents for about 70% of all automotive 

MCUs, but only 3% of TSMC’s 
output is for the motor industry.

Even though vehicle makers buy 
millions of units, they lag far behind 
the billions of these components 
required for production of cell 
phones and other electronic products 
such as computers.

Some motor manufacturers have 
fared better than others in terms 
of managing available microchip 
stock, but in the end, it seems all 
have been caught short, with no 
short-term solution to salvage the 
dire situation. ■
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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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A most encouraging sign for local vehicle 
manufacturers was the huge jump in the 
number of built-up vehicles exported from 
South Africa in March, with 40 026 units 
being shipped – 20 431 cars and 19 545 
commercial vehicles. This was a 38.6% 
improvement on the figure for March 2020, 
the first month of lockdown in SA.

Year-to-date exports are up 16.8% from 
77 335 in the first three months of 2020 to 
90 354 in the period January-March 2021.

Ford was particularly strong on exports 
in March, shipping 13 093 Rangers and 
Everests during the month. This is the 
fourth best performance by a South African 
manufacturer exporting built-up vehicles, 
following Volkswagen (15 659 in August 
2009), Toyota (15 626 in August 2008) and 
Toyota (13 797 in July 2008). Amazingly it 
occurred as the world was still experiencing 
a global pandemic.

Volkswagen was best in March 
shipments, sending 8 122 units to foreign 
destinations. Then followed Mercedes-Benz 
with 6 305 units shipped, Toyota with 5 881 
and BMW with 5 659. Nissan, which is 
undergoing a major model change, exported 
only 521 units. Other exporters of built-up 
vehicles from SA in March were Isuzu (323), 
Honda (43), Suzuki (6) and Haval (1).

NADA Has Its Say 

“Stronger retail sales in the South African 
vehicle market in March are most 
encouraging, and this year may be better 
than expected for the local motor industry,” 
commented Mark Dommisse, Chairperson 
of the National Automobile Dealers’ 
Association (NADA). 

“It is evident that the delayed replace-
ment cycle is starting to catch up, helped 
by interest rates remaining low. The used 
vehicle market is also strong, which is good 
for the overall health of all sectors of the 
industry. Two months after a semi-hard 

lockdown, con-
sumer confidence 
is improving. 
Potential buyers 
were wary in 
January, cautious 
in February 
and, now that 
the second wave 
has passed and 
the country’s 
economy is 
stabilising, people 
are looking to buy 
new vehicles again.

“The rate at which the commercial 
vehicle market is growing is also good news, 
as this signifies improvements in the general 
economy, with the promise of an increasing 
number of infrastructure projects. This 
project pipeline will certainly boost the 
all-important commercial sector of the 
market,” added Dommisse.

“We cannot accurately compare sales in 
March 2021 with those in the same month 
last year. In March 2020 sales were heavily 
impacted by trepidation about impending 
restrictions and the Level 5 hard lockdown 
which was announced on March 26.”

Sales reported by naamsa last month 
totalled 44 217 units, which reflected a 
substantial 31.8% increase over March 2020. 
An estimated 85% of the total represented 
retail sales went through dealer channels. 
The rental industry, which is belatedly 
refleeting after cutting back drastically on 
fleets in 2020, took up 8.7%. Rental sales ac-
counted for 12.3% of the passenger segment 
in March. Government took 3.7% of total 
sales and corporate fleets accounted for the 
remaining 2.6%.

At 27 330 units the passenger car 
market was up 23.4% on sales in March last 

Editor’s Note
Everyone has some sort of 
virus protection on their 
desktop computers, laptops 
and other smart devices. 
How can you not, seeing 
that cyber attacks and 
hacking have become a 
common occurrence.

But what about your 
vehicle?  Cars are, after all becoming smarter, more autono-
mous and more connected by the day.

Thus I was very interested to read that Panasonic 
Corporation and McAfee (yes, like on your computer) have 
agreed to jointly start building a Vehicle Security Operation 
Centre (SOC) to commercialise vehicle security monitoring 
services. To protect connected vehicles around the world 
against cyber-attacks, the companies will build vehicle 
SOCs that enable accurate detection and early response to 
attacks and help strengthen cybersecurity measures in the 
automotive industry.

Panasonic has already been operating SOCs for factories 
since 2016 to protect systems and networks that manage 
and control factory equipment and production processes 
against cyber-attacks. Now they have developed the so-called 
Automotive Intrusion Detection System that mounts onto 
a vehicle, detects the occurrence of a cyber-attack and the 
type of attack, and transmits analysis data to the vehicle SOC 
and a Security Information and Event Management System 
that analyses and visualises a large amount of data received 
from the Automotive Intrusion Detection System in the 
vehicle SOC. 

McAfee supports world-class SOCs and Managed 
Security Services (MSSs), and obviously has the know-how 
to handle such things. So the plan is to start building vehicle 
SOCs to monitor cyber-attacks that may be conducted 
against vehicles around the world.

As I mentioned before, the innovative development of 
autonomous driving, the advancement of digitalisation, and 
the increasing number of connected cars mean that the risk 
of cyber-attacks against automobiles is increasing rapidly. It 
has become a matter of urgency for the automotive industry 
to put in place mechanisms to protect and monitor vehicles 
from cyber-attacks. 

The Vehicle SOC will enable the provision of monitoring 
services to monitor connected vehicles and contribute to the 
development of a safe and secure mobility society.

It’s scary to think that we live in a world where such 
things are necessary, but at least we know there is a solution. 
Cyber criminals beware! Smart is about to became a whole 
lot smarter!

Liana Reiners,
Editor
liana@autolive.co.za

To advertise in 
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liana@autolive.co.za
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of the National 

Automobile Dealers’ 
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Ford Sets the Pace 
as Vehicle Exports 
Take a Huge Jump
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year. Domestic sales of commercial vehicles are also increasing, with 
light commercial vehicles improving by a substantial 52.4%, medium 
truck sales by 11.6% and heavy trucks and buses up 35.2% compared 
to the corresponding month last year.

“Looking ahead we believe there will continue to be a shortage 
of certain new models, with an ongoing global shortage of semi-
conductors, or computer chips. Hefty increases in fuel prices in May 
will be another factor on vehicle sales going forward as this puts more 
strain on household budgets,” added Dommisse. 

“Much will depend on the effect of the COVID-19 pandemic 
which is still negatively impacting many of the countries that supply 
built-up vehicles and components to South Africa,” concluded the 
NADA Chairperson.

naamsa I The Automotive Business Council Reports

“The industry is expected to start recapturing lost demand on its 
recovery path in 2021, considering the close correlation between new 
vehicle sales and the country’s anticipated annual GDP growth rate 
in excess of 3%. However, structural constraints, which exist in the 
economy, coupled with the growing debt of the country and the ongo-
ing electricity capacity limitations that business may be faced with in 
the future do not bode well for a quick recovery. of modern vehicles,” 
said Mikel Mabasa, naamsa CEO.

“Vehicle export numbers gained significant upward momentum 
during the month and will be supported by the rebound in global 
economic growth prospects for 2021. In terms of a timeframe for a 
full recovery to pre-COVID-19 vehicle record export levels, much will 
depend on the ongoing path of the pandemic and how it is managed 
by the South African automotive industry’s main trading partners,” 
added Mabasa.

WesBank’s View

As the country observed the first-year anniversary since lockdown 
commenced, new vehicle sales provided reason for the industry to 
celebrate. Twelve months ago, the country reeled to news of the pend-
ing lockdown as showrooms prepared to close their doors, consumers 
headed home, and vehicles were only let out for essential services. One 
year later, the resilient industry is fighting a hard recovery, but sales in 
March put one of their best feet forward.

“Reassuringly, March sales show a 18.4% increase over 
February this year, a number more indicative of the real strength 
of the market,” said Lebogang Gaoaketse, Head of Marketing and 
Communication at WesBank Vehicle and Asset Finance. “With many 
of the brands indicating difficulty securing sufficient stock to meet de-
mand, the new vehicle market seems to be well on its way to recovery.

“With interest rates remaining stable at their low levels, a 
constantly – albeit slowly – improving supply of imported vehicles, 
and a slightly healthier economy operating within eased levels of 
restrictions, we expect the market to continue recovering well,” 
Gaoaketse commented.

“While we have seen a significant increase in the average deal size 
financed by WesBank, we don’t expect new vehicle prices to increase 
dramatically. This will also provide added stimulus to the market 
and is a positive sign f consumer sentiment and ability to participate 
in the new vehicle market. The strong March performance made an 
encouraging impact on year-to-date sales. First quarter sales are just 
0.9% down on the same period last year with 116 225 sales recorded 
during the first three months,” concluded Gaoaketse. ■

 continued from previous page
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Monthly automotive news to and from Africa

Exports of South African built-up vehicles took 
a big leap upwards in March from a dire two 
opening months of 2021. The main reason was a 
particularly strong performance by Toyota, which 
accounted for 49% or 1 343 units of the 2 573 
vehicles shipped during the month.

Toyota found significant markets in Tanzania 
(261 units), Kenya (196), Zimbabwe (169), 
Ghana (154), Nigeria (150), Uganda (146) and 
Mozambique (90), while 13 other companies 
shared the rest of the market.

None of the other companies exceeded 1 000 

units for the month. The top rankers, behind 
Toyota, were Nissan (509), Isuzu (323), Ford (178) 
and Volkswagen (100).

The total in March was almost equal to the 
2 671 units shipped from SA into other African 
countries in January and February combined. 
Zimbabwe, despite its widely publicised eco-
nomic woes, took the largest share with 358 
vehicles. It was followed by Kenya (332), Tanzania 
(325), Nigeria (293), Ghana (280), Uganda 
(185), Mozambique (151), Reunion (113), and 
Zambia (110),

Year to date, the export total stands at a re-
spectable 5 270 units, with Toyota taking the lion’s 
share of 2 079 units. Next best was Nissan (1 264), 
followed by Isuzu (959), Ford (435), Volkswagen 
(190) and Honda (112).

Zimbabwe was the most popular destination 
in the first quarter of 2021, with 849 units. It was 
followed by Kenya (745), Tanzania (447), Ghana 
(404), Nigeria (341), Mozambique (307), Uganda 
(303), Benin (262), Zambia and Ivory Coast (228), 
Reunion (226), Mauritius (217), Senegal (164), and 
Malawi (163). ■

The African Association of Automotive Manufacturers (AAAM) hosted an 
exploratory visit by automotive component manufacturers to Ghana in March. 
The objective was to introduce potential investors to the Ghanaian automotive 
market. The initial visit was focused on aftermarket opportunities, which in 
time will also support OE assembly as the volumes grow, as currently almost 
all components are imported.

Executives from Maxe (a division of KAP Automotive), Supreme Springs (a 
division of Metair) and Hudson Rubber were involved in a week of back-to-
back engagements with OEM assemblers, local manufacturers, vehicle dealers, 
and spare parts importers as well as the Ghana Standards Authority, the 
AfCFTA Secretariat and the Ministry of Trade and Industry.

“This is the first of many visits planned by the AAAM office in Accra in 
support of developing the automotive industry in Ghana”, said David Coffey 
the CEO of AAAM. “It was most encouraging to witness the positive interac-
tion between potential investors, local companies and the willing support 
offered by the Ghanaian authorities.”

The Hon. Alan Kyerematen indicated that the take-off of the Component 
Manufacturing industry within the Automotive Sector would provide a 
strategic guideline for the development of the steel, aluminium, and rubber 
industry in the country. ■

Volkswagen Mobility Solutions Rwanda (VWMSR) recently unveiled 
its second charging station for electric vehicles in the capital of Kigali.

The Volkswagen brand previously introduced a fleet of four e-
Golfs and one charging station in Kigali in October 2019, as part of an 
e-mobility pilot project in partnership with Siemens. This move made 
Rwanda the first African country to introduce a Volkswagen electric 
vehicle. The fleet has since expanded to 20 e-Golfs, which are mainly 
used as shuttles through VWMSR’s mobility services.

The second charging station, located at the Kigali Convention 
Centre, forms part of this collaborative project. It was unveiled on 30 
March in the presence of the Rwandan Minister of Environment, Dr 
Jean d’Arc Mujawamariya.

According to Serge Kamuhinda, CEO of VWMSR, the new 
charging station was a stepping stone towards the company’s goal of 
environmentally sustainable mobility. “This milestone is in line with 
the Volkswagen Group’s commitment to protecting the environ-
ment, with a focus on sustainable and responsible mobility for all its 
markets, including Africa,” he commented. “As Volkswagen Rwanda 
we are proud to be leading this charge in Sub-Saharan Africa.”

As part of its TRANSFORM 2025+ brand strategy, Volkswagen is 
strengthening the regions and focusing on new up-and-coming mar-
kets, with the Sub-Saharan region playing an increasingly important 
role. The brand is also focused on driving sustainable mobility, with 
the pilot project in Rwanda serving as a blueprint for e-mobility in 
Sub-Saharan Africa. ■

Strong Performance by Toyota Boosted 
SA Vehicle Exports into Africa in March

From left to right: Kezia Kuleape – GIADEC (Ghana Integrated Aluminium 

Development Corporation), Karen Asafu-Adjaye – GIADEC, Gino Singh – 

Supreme Spring, Patrick Nimo – Ministry of Trade and Industry, Dave Coffey – 

AAAM, Minister Alan Kyerematen, Victoria Backhaus-Jerling – VDA AAAM, 

Clayton Wait – Maxe, Ryan Ramsoonder – Maxe, Eugene Sangmortey – VDA 

AAAM, Stoney Steenkamp – Hudson Rubber, and Alex Kyei – Ministry of Trade 

and Industry.

AAAM Hosts Vehicle Component 
Suppliers in Ghana

VW Rwanda Unveils New Charging 
Station for Electric Vehicles
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By RogeR HougHton

South African consumers rank third only to India 
and Chile in terms of anxiety levels in these times 
of a worldwide health pandemic. This is according 
to the latest global consumer behaviour tracker 
study conducted by Deloitte. The tracker, which 
is available on the Deloitte website, was explained 
to a South African audience during a webinar 
by Rodger George, Consumer Services Leader at 
Deloitte Consulting Africa. (Find the tracker at 
www2.deloitte.com).

It is obvious that a global health crisis has now 
given way to an economic crisis. The big concern 
for the local retail market is that the drivers of the 
high level of anxiety locally are financial stress and 
worries about job security. This situation contrasts 
with many other countries in the world where 
health fears drive anxiety levels.

The first wave of this global consumer 
behaviour tracker study took place in mid-April 
last year. The anxiety level among South Africans 
surveyed stood at 41% when a consumer was asked 
whether he or she felt more anxious this week than 
the previous week.

This level stood at 13% in South Africa at the 
end of March, compared to 21% for India and 16% 
for Chile. South Africans are in the same situation 
as people living in Poland and Italy, while Ireland 
is next on the ranking list with only 5% of those 
surveyed feeling more anxious at the end of March 
than in the previous week.

South Africans indicated that their major 
financial concern is paying accounts at the end of 
each month, with 45% having this concern, while 
55% of those interviewed said they were delaying 
large purchases. The latest survey showed that 54% 
of those surveyed were concerned about losing 
their jobs.

South Africans are also more worried about 
the health of their families than their own, with 
79% concerned about family health and only 69% 
concerned about their own wellbeing.

Motor Industry Concerns

There are many concerns for the South African 
motor industry in this tracker, with 78% of those 
interviewed saying they will keep their vehicles 
longer, compared to a global average of 58%. South 
Africa has the highest rating in the world, followed 
by India (71%), Chile (69%) and Poland (68%). 

Germans are the most positive about the future, 
with only 41% saying they will delay replacing 
their vehicle.

The main reason for South Africans delaying 
the replacement is a changed financial position, 
with 55% giving this as a reason. A total of 49% of 
the people surveyed said their cars were fine and 
did not need replacing, while 43% said they are 
prioritising other expenditure.

Working from home is another reason given 
for non replacement of a vehicle, with 32% giving 
this as a reason, while 27% say they plan to drive 
less in the future so do not need a new vehicle. 
There were 19% waiting for a better deal before 
making a purchasing decision, and 17% replied 
that they were re-evaluating the type of vehicle 
they needed in the future. Only 9% had concerns 
about dealing with a salesperson in a one-on-one 
situation at a retail dealership. ■

SA’S High Anxiety Index Level Bodes 
Poorly for Capital Goods Sales

Lightstone Auto, a leading provider of data, 
analytics and systems, has launched the Lightstone 
Star Reacher F&I Awards to recognise and reward 
Finance & Insurance (F&I) managers in the 
automotive industry.

Announcing the Awards – a first for the local 
industry – Pieter Wessels, Managing Director at 
Lightstone Auto, explained that Lightstone Auto 
has created an incentive programme to acknowl-
edge excellence among F&I managers serving the 
automotive industry. “The incentive programme 
will encourage digital adoption and motivate best 
practice and performance within the F&I sector.”

The Star Reacher F&I Awards programme, 
which officially commenced on 6 April 2021, will be 
available exclusively to Lightstone users and clients 
through the organisation’s bespoke Signio platform. 
The platform ensures ease-of-entry and accurate 

performance tracking throughout the competition, 
which will run until the end of March 2022.

The objective of the programme is to encour-
age participants to earn stars in different focus 
areas such as Signio eLearning, Value-Added 
Product (VAP) sales, insurance leads, and digital 
adoption through the use of the Know Your client 
(KYC) and Digital Signing Solution (DSS) func-
tionalities on Signio. Each F&I manager will be 
measured against various standards of excellence, 
focusing on professionalism, industry and best 
practice training, procedural diligence in F&I areas 
and improved client service.

Dealerships will be categorised according to 
historic transactional volumes with five segments 
ranging from small dealers to mega dealers.

Performance will be measured per quarter and 
the top performers in each dealer category will be 
recognised after each quarter. Overall achievers 

in the respective categories will be crowned at an 
award ceremony in 2022.

According to Wessels the programme does 
not only reward and recognise F&I managers as 
individuals in their professional development. It 
also has a positive outcome for the dealerships 
where they’re employed.

“A peak performing F&I Manager di-
rectly impacts the dealership’s bottom line. “At 
Lightstone Auto, we believe F&I managers have a 
critical role to play within the dealership environ-
ment, and we would like to do our bit to make sure 
good performance is recognised and celebrated,” 
concluded Wessels. ■

Lightstone Auto to Recognise Top F&I Managers

“The incentive programme will 
encourage digital adoption 
and motivate best practice and 
performance within the F&I sector.”

The objective of the programme is 
to encourage participants to earn 
stars in different focus areas.
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People

Brand Pretorius Resigns 
from Metair Board

Brand Pretorius, a well-
known figure in the local 
automotive industry, philan-
thropist and highly respected 
business leader has an-
nounced that he is stepping 
down as chairman of Metair Investments Limited.

Pretorius attained his M.Com degree in 
Business Economics at the University of the Free 
State in 1972, and started his career at Toyota 
South Africa in March 1973. Following a number 
of management positions in research, planning, 
sales and marketing, he was appointed managing 
director of Toyota SA Marketing in 1988. In March 
1995 he joined McCarthy Motor Holdings as chair-
man and CEO and was promoted to chief executive 
officer of the holding company, McCarthy Retail 
Limited, in October 1999. He retired as CEO 
of McCarthy and as an executive director of its 
controlling shareholder, Bidvest, in 2011.

“When I retired I decided to split my life into 
learning, teaching and serving. Learning entailed 
accepting non-executive directorships of listed 
companies, the majority outside of the motor in-
dustry. Examples are ABSA Group/Barclays Africa, 
Reunert, Italtile and Tongaat Hulett. Teaching 
entailed lectures at Business Schools, talks at 
conferences, leadership mentoring and coach-
ing and lastly, writing and publishing my book. 
Serving entailed joining the boards of Business 
Against Crime, the Free Market Foundation, 
Partners for Possibility, the business incubator 
InvoTech and the READ Educational Trust. I also 
head up the National Organising Committee of 
the acclaimed literacy program, Rally to Read,” 
Pretorius explained.

“I joined the board of Metair in January 
2014 as I was keen to learn about the automotive 
component sector of the motor industry and took 
over as chairman in July 2015. My tenure at Metair 
has been an enriching and stimulating experience. 
The group has grown into the leading company in 
its field boasting a turnover in excess of R10 billion, 
employing 9 500 people. It has manufacturing 
operations in South Africa, Turkey, Romania 
and Kenya.”

A Metair subsidiary, Hesto Harnesses, was 
recently awarded a R28 billion contract by Ford 
for the supply of wiring harnesses for the new Ford 
Ranger. This contract will lead to the employment 
of an additional 3 300 people and will neces-
sitate an incremental investment by Metair of 
R1.3 billion.

“Considering that I am 73 years old, I believe 
it would be in the best interest of all Metair 
stakeholders for a new chairman to take Metair 

into this next, very exciting growth phase. Michael 
Flemming will take over from me early May,” 
concluded Pretorius. ■

First South African CEO at 
the Helm of BMW Group 

South Africa

BMW Group South 
Africa & Sub-Saharan 
Africa announced the 
appointment of new CEO 
Peter van Binsbergen, 
who officially took over the 
reins from Tim Abbott in January 2021.Binsbergen 
brings a unique and international perspective as 
the first South African CEO in the group’s history 
on the continent. Fittingly, he has returned to his 
home country to assume the position – the same 
place where he started his career with the BMW 
Group almos 27 years ago. 

Having worked in various leadership positions 
across the Group, Van Binsbergen plans to use his 
wealth of expertise and leadership skills to drive 
success for BMW Group South Africa. His inter-
national background will also prove valuable in 
his new role. This includes serving as Director of 
Marketing at BMW Group Japan, Vice President 
of Sales Channel Development and Project Future 
Retail at BMW Group Headquarters in Munich, 
Senior Vice President of Sales and Marketing at 
BMW Brilliance Automotive China and heading 
up BMW’s home market in Germany. Most re-
cently, he was at the helm as Senior Vice President 
of Customer Support.

“I am thrilled to return to the South African 
team and am honoured to be leading the local 
operations. I have had the privilege of work-
ing in numerous cultures and roles and have 
been able to learn from each. These learnings, 
combined with great relationships within the 
BMW Group, will stand me in good stead in the 
years ahead. Likewise, I will rely on my col-
leagues’ market knowledge and expertise to make 
the most of the opportunities along the way,” 
commented Binsbergen. ■

Toyota Boss is 2021 World 
Car Person of the Year

Akio Toyoda, President of 
Toyota Motor Corporation 
(TMC), has been unani-
mously voted 2021 World 
Car Person of the Year by 93 
World Car jurors from 28 
countries. Also in contention 

for the prestigious honour were finalists Luc 
Donckerwolke (Chief Creative Officer, Hyundai 
Motor Group), Euisin Chung (Chairman, Hyundai 
Motor Group), Tomiko Takeuchi (Mazda’s first-
ever female chief engineer and programme man-
ager of the MX-30) and Pratap Bose (Tata Motors’ 
Vice President, Global Design, who is the first-ever 
Indian to be nominated in the competition).

The award celebrates individuals who have 
made significant contributions to the global auto-
motive industry during each calendar year. Such 
contributions could include a significant impact 
to their brand or company or a significant safety, 
engineering, design or technical advancement.

On receiving the award, Toyoda said: “On 
behalf of all 360 000 Toyota Team members around 
the world, thank you for this tremendous honour. 
If you don’t mind, however, I would like to change 
this award from car person of the year, to car 
people of the year, because it’s the collective effort 
of all our global employees, retailers and suppliers 
that have truly made Toyota what it is today.

“And I for one, couldn’t be a luckier, or a more 
grateful CEO. I would also like to thank and rec-
ognise the contributions of the entire automotive 
industry. At Toyota we are very fortunate that we 
were able to protect the employment of our team 
members during COVID and to continue our work 
to meet the future challenges of our industry.” ■

IMSAf Group CFO Bows Out 
After 40 Years

Isuzu Motors South Africa 
(IMSAf) Group Chief 
Financial Officer (CFO), 
Mitsuteru Yageta (64), has 
retired after 40 years with 
Isuzu. He was deployed by 
Isuzu Japan as an expatriate 
at IMSAf in 2018 as the Group CFO after Isuzu 
Motors Limited of Japan acquired the Isuzu 
manufacturing plant and related operations from 
General Motors Company.

Yageta was based in Port Elizabeth and 
established a solid foundation for the Japanese 
manufacturer in South Africa. His wealth of 
knowledge and experience included stints in 
product powertrain planning, sales and finance. 
He also worked in various international markets 
and will now relocate to Japan.

Yageta concluded his assignment at IMSAf 
at the end of March and is succeeded by 
Michiyuki Miura, who joins IMSAf after work-
ing in international markets such as Thailand 
and Indonesia. ■

continued on next page 
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C2 Technologies Group has expertise in the motor and 
motor related industries including providing a range of services

Visit www.c2group.co.za for information
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People

Obituaries
NEIL SMITH, a Long-Term Motor 
Industry Stalwart, Dies

By RogeR HougHton

Neil Smith, a larger-than-life figure in the local 
motor industry for many years, passed away on 18 
April after a long illness bravely borne.

I first met Neil when he arrived in South 
Africa from the UK and we both started working 
at Chrysler South Africa’s new facility in Silverton, 
Pretoria. He was in Product Engineering and I was 
in Public Relations, so we worked jointly on some 
projects such as new model launches,

Neil moved to Toyota SA in November 1973 
and we met up again when I joined Toyota in 1988. 
He was appointed Director: Customer Care and 
Technical Service at the beginning of 1999 and the 
title changed to Vice President: Customer Care 
and Technical Service in April 2003. He retired a 
year later.

Neil was a dynamo and continued to lead an 
active community life with involvement in a host 
of associations and committees, including those in 
the sporting realm (cricket and rugby) and educa-
tion. Neil was an excellent orator and held strong 
views and opinions on a wide range of subjects. He 
had a wide group of friends and acquaintances who 

will miss his enthusiasm in everything in which he 
was involved.

Neil leaves his wife, Helen, sons Warwick and 
Kempley, and daughter Rebecca. ■

JULIAN LURIE 
1934 – 2021

Industry and motorsport stalwart, Julian 
Lurie, passed away earlier this week. Lurie, a 
long-time member of the SA Guild of Motoring 
Journalists(SAGMJ), started circuit racing in 
1954 and his racing career included rally driving 
from 1967 to 1973. He started motorsport 
reporting at Roy Hesketh circuit in 1964 for 
SABC. More recently, Lurie was the editor and 

presenter of the “Test Drive” programme on 
Lotus FM and the official motorsport reporter 
for SABC Radio news. Besides his long service 
as a SAGMJ member, he was also the Chairman 
(KZN Region) of Motorsport SA for 25 years. 
Lurie was awarded KZN Colours for rallying in 
1980 and in 2006 was presented with a Lifetime 
Achievement Award. In April 2015 he was 
inducted in to the MTN SA Radio Awards Hall 
of Fame. ■

Kia SA Welcomes a New PR 
& Communications Manager

Kia South Africa recently 
announced the appointment 
of Terence Steenkamp 
as PR & Communications 
Manager, effective 1 April 
2021. In this role, Steenkamp 
will manage all of Kia’s 

communications and public relations initiatives, as 
well as media relations.

Steenkamp graduated from the University 
of Pretoria in 2005 with a Bachelor of Arts in 
Languages, and completed his B.A. Honours 
degree in Journalism at the University of 
Stellenbosch. Following an extensive and 
distinguished journalism career, Steenkamp also 
acquired a Diploma in Public Relations from the 
University of Cape Town.

As a journalist, he gained extensive experi-
ence as copy editor for Wiel, Getaway and Car 

Magazine, before assuming the roles of Associate 
Editor, Deputy Editor and then Editor of Car 
Magazine. He has also edited diverse publications 
such as Business Day Homefront and Rapport 
Eiendomme, acted as Launch Editor for motoring 
magazine Apex and has contributed to a wide va-
riety of publications. Steenkamp has also excelled 
as a content strategist for various publishers and 
marketing agencies.

Steenkamp reports directly to Kia South 
Africa’s GM: Marketing, Christo Valentyn. ■
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Volkswagen PR Stunt 
Short Circuits for VW

The lead marketing agency for Volkswagen in the 
United States, Johannes Leonardo, thought it had 
come up with a clever campaign to promote the 
famous German brand into the growing ranks of 
electric vehicle marketers, a category which Tesla 
owns in the US.

The plot was to “accidentally” post an unfin-
ished press release on its media site in the US for 
an hour on Monday, March 29, with the document 
erroneously dated April 29, 2021.

What the release said is that Volkswagen was 
to market its electric vehicles (EVs) in the US under 
a new brand name – Voltswagen – to mark its 
move into the world of EVs in an important global 
market. Its main aim was to boost the arrival of the 
new ID4 EV, which was to be launched there soon.

Instead of proving a promotional tool the 
campaign short-circuited and contradicted many 
years of hard work trying to restore the company’s 
credibility following the Dieselgate emissions 
scandal in 2015. Volkswagen, which was a liar 
over Dieselgate, is now seen by the US public as 
lying again by officially staging a stunt to say it was 
changing its brand name to Voltswagen when this 
was not true. ■

Rubber Scarcity is a New 
Headache for Vehicle Makers

A shortage of natural rubber is the latest problem 
that is hitting global vehicle manufacturers. One 
of the problems is a disruption in shipping caused 
by the ongoing health pandemic and the recent 
temporary closure of the Suez Canal.

According to a report in Automotive News the 
global rubber supply was already running short due 
to stock piling by China and a leaf disease in the 
rubber plantations, where trees need seven years 
to mature. Thailand, the world’s biggest producer 
and exporter of natural rubber, has also suffered 
from both floods and drought. Then there is panic 
buying of available supplies, which has exacerbated 
the problem. The high demand for rubber gloves 
during the pandemic is another complicating 
factor, as are rising prices for natural rubber.

Natural rubber is a critical component in 
tyres and anti-vibration products, while syn-
thetic rubber, made from oil, is preferred for some 
applications.

Already another shortfall of a natural resource 
critical for the automotive industry is being 
highlighted. This time, it is copper where some 
commodity traders expect a shortage by 2030 if no 
new mines are built. ■

Alfa Romeo Opens 
New Headquarters

Alfa Romeo has chosen the Centro Stile on Via 
Plava, a redeveloped part of the Mirafiori plant on 
the premises of the historic Officine 83 workshops 
as its new headquarters. An iconic location, it is 
strongly bound to tradition. Over 110 years, beauty 
and dynamism have always been the hallmarks 
of every Alfa Romeo creation. The entire Biscione 
team can now work closely with the designers 
who have and continue to create models that have 
become part of history, which in turns takes on 
even more of an inspirational value.

The recently renovated headquarters features 
large, bright spaces, heavily customised according 
to the tenets of the brand’s style, with workstations 
specially designed to facilitate interaction and 
cooperation to the greatest extent. Outdoor work-
ing spaces are also included.

The new Alfa Romeo team has helped to 
customise the spaces by bringing with them effects 
related to the history of the brand and their profes-
sional experiences, to intermingle the past, their 
personal involvement and future ambitions. ■

Staying Lubricated in Space
The Mars Perseverance Rover, now operational on 
Mars, is using a barrier film from Fuchs Lubricants 
member company, Nye Lubricants, a manufacturer 
of specialty lubricants for space applications and 

critical applications in the automotive, medical and 
semiconductor industries. 

The Mars Perseverance Rover uses the 
company’s NyeBar Barrier Film formulation, 
which plays a critical role in preventing oil from 
migrating to the Rover’s mast camera and compro-
mising the image. A thin coating of NyeBar is also 
used to protect printed circuit boards by repelling 
moisture, oil and attendant dust entrapment.

“Due to the extensive development time 
required for space projects, it can often be 
years between when we sell a grease and when 
it actually launches. It always feels like a great 
accomplishment when we see these projects come 
to fruition,” explained George Mock, president of 
Nye Lubricants.

This isn’t the first time Nye products have 
been sent into space. NyeBar is also found in the 
mast camera of the Mars Curiosity Rover which 
launched in 2011. Nye Lubricants has several other 
products used on the James Webb Telescope, 
GOES-R Series and International Space Station.

“Last year we launched our new Vacuum, 
Aerospace, Semiconductor Test Laboratory dedi-
cated specifically to the formulation and validation 
of in-vacuum lubricants. We strive to innovate 
alongside our aerospace customers who are 
working on more complex projects,” said Dr Jason 
Galary, Director of Research, Development and 
Innovation at Nye Lubricants. ■

Rolls-Royce Reports Record 
First Quarter Results

Rolls-Royce Motor Cars has delivered the highest-
ever first quarter sales results in the marque’s 
116-year history in the first three months of 2021. 
Between 1 January and 31 March, the company de-
livered 1 380 vehicles to customers, up 62% on the 
same period in 2020 and surpassing the previous 
first quarter record set in 2019. Sales growth was 
seen in all markets, with the strongest in China, US 
and Asia Pacific.

Demand for all Rolls-Royce models is 
extremely buoyant, particularly the new Ghost 
launched in 2020, and the Cullinan luxury SUV, 
with order books extending well into the second 
half of 2021.

Bespoke commissions remain at the record 
levels seen in 2020, with a number of outstand-
ing individual examples already delivered this 
year, including the Koa Phantom and Iridescent 
Opulence Phantom. All 20 of the Phantom 
Tempus Collection cars have been allocated to 
customers worldwide. ■
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Audi Gets Ready to 
Storm the Desert

Audi has made important steps on the way to 
its debut in the Dakar Rally in January 2022. 
The concept of the innovative prototype for the 
world’s toughest cross-country rally has almost 
been concluded and the first tests are planned for 
the middle of the year. Project management for 
the company’s factory motorsport commitments 
has been taken over by Andreas Roos, who was 
most recently responsible for the successful DTM 
program at Audi Sport. 

The prototype uses the motor generator unit 
(MGU) from the current Formula E car that Audi 
developed from scratch for the 2021 season. Three 
motors will be used.

“We will have one MGU on the front axle 
and one on the rear axle. A third MGU serves 
as a generator to charge the high-voltage battery 
while driving,” explained Roos. “Of course, we 
have to make modifications, because the desert 
has different challenges than in the cities where 
we are currently racing in Formula E, but we can 
basically build on the expertise from Formula 
E and also from our Le Mans prototypes with 
the e-tron quattro.”

Audi is also developing the high-voltage 
battery in-house. In Formula E, this is a spec 
part from a supplier for all of the teams. The 
energy for charging the battery is supplied by the 
four-cylinder TFSI engine from the DTM. “This 
engine is incredibly efficient and state of the art 
in terms of weight and consumption,” said Roos. 
“The important thing is that our drivetrain is fully 
electric. The TFSI engine is only used to charge the 
batteries on the special stages. The battery has to 
be charged while driving, as there are currently no 
other options to do so in the desert.”

Audi plans to run fully electric on all the liai-
son stages. The first prototype for the Dakar Rally 

is currently being built at Audi Sport in Neuburg 
an der Donau. The roll-out is scheduled for the end 
of June, followed by the world premiere in July. ■

Simola Hillclimb Comeback 
Set for Later this Year

Following three postponements due to the 
COVID-19 pandemic, the Simola Hillclimb is at 
last scheduled to roar back into life from 2 to 5 
September 2021. And the good news for potential 
competitors is that the online competitor entry 
process is open with immediate effect at www.
simolahillclimb.com. The closing date for applica-
tions is 31 May 2021.

Due to its unrivalled popularity, the Simola 
Hillclimb remains an invitational event. The 
‘Request for Invitation’ process opened with an 
exclusive entry period on 19 April for those com-
petitors who had already donated their 2020 entry 
fee to the event to ensure its survival. In apprecia-
tion, the organisers offered them a guaranteed 
entry to this year’s event.

Now the entry process opens to all other 
competitors who are invited to submit their 
intent to enter. The full list of applications 
will then be evaluated by the organisers 
who will then issue the formal invitations 
to compete at Simola this September to the 
successful applicants.

With more than a decade of history to 
prove the point, the Simola is motorsport’s most 
unique event for the vast and diverse range of 
iconic cars and legendary drivers it attracts from 
all eras competing for glory on the challenging 
1.9 km Simola Hill course – thus making it the 
must-attend event of the year for enthusiasts and 
competitors alike.

“We are excited to finally be able to call for 
competitors to lodge their intent to enter the 
2021 Simola Hillclimb,” said Ian Shrosbree, 
managing director of Knysna Speed Festival, 
owners of the event. “With motorsport events 
around the country finally being allowed at 
circuits, we have been eagerly awaiting the 
opportunity of being able to host the Simola 
Hillclimb once again.” ■
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In order to understand what motivates motorists 
to or prevents them from switching to switch to 
electric mobility, Nissan surveyed 7 000 motorists 
across Europe, split evenly between EV and ICE 
(internal combustion engine) motorists. The pan-
European survey is Nissan’s most comprehensive 
investigation into the driving habits and charging 
experience of EV drivers to date and dispels many 
of the myths currently preventing drivers from 
making the switch.

The initial findings of the survey, which makes 
for very interesting reading, were released earlier 
this month and revealed that EV driver satisfaction 
is promisingly high. Almost 90% of EV drivers 
indicated that the switch to EV was the right 
decision, 74% felt more relaxed and 77% found it 
smoother to drive than an ICE vehicle. In addition, 
97% of EV drivers found the transition from ICE to 
EV as expected or easier.

Furthermore, the majority (70%) of motor-
ists admitted that the range autonomy of their 
EV is better than expected before purchase. This 

counteracts the 58% of ICE owners who said that 
they were not considering EVs because they believe 
these vehicles offer low driving range.

Over one third (34%) of EV drivers made the 
decision to switch because of the advanced tech-
nology offered in electric cars. At the same time 
almost one third (31%) of ICE drivers indicated 
that they were considering EV vehicles because of 
the advanced technology.

Another common thread between EV motor-
ists and ICE drivers is the importance of sustain-
ability. Nearly 85% of all drivers surveyed place 
value on being environmentally friendly.

Research found nearly half (49%) of ICE 
drivers are considering the switch as electric 
vehicles are environmentally friendly, with 
40% of EV drivers having switched for the 
same reason. A third of EV drivers made the 
decision due to the zero-emissions nature of 
electric vehicles.

The prospect of low running costs is tempt-
ing 31% of ICE drivers who are considering the 

switch to an EV. Reassuringly, after having made 
the switch, 83% of EV drivers admitted that their 
EV has lower running costs than expected.

When asked if they would consider buying an 
electric vehicle as their next car, 70% of European 
drivers say they would. The most popular reason 
for drivers considering the change is the envi-
ronmental benefits offered by a zero-emissions 
vehicle (49%).

“With this new research, we’re seeing 
first-hand that European drivers are embracing 
electrification. Just as they are continuing to 
explore what electric vehicles have to offer, we 
are committed to showing them the vast benefits 
of electric mobility and how easy it actually is 
to make the switch,” said Arnaud Charpentier, 
Region Vice President, Product Strategy and 
Pricing, Nissan AMIEO.

“From low running costs to surprising 
performance, electric cars like the Nissan LEAF 
have transformed the everyday driving experience 
for the better,” he concluded. ■

The Great EV Debate Continues
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Corporate Social Responsibility

As part of its continued effort to make a tangible difference in the lives of ordinary South Africans, Kia South Africa 
recently presented Dr Imtiaz Sooliman, founder of Gift of the Givers Foundation, with a new Kia Sportage 2.0 CRDi 
EX AWD. The vehicle will be used primarily by Dr Sooliman as he travels across South Africa on various humanitarian 
missions in execution of the organisation’s mandate.

Gift of the Givers Foundation is the largest disaster response non-governmental organisation of African origin on 
the African continent. The essence of its presence is to bring hope and restore dignity to the most vulnerable, with its 
primary focus on disaster response, hunger alleviation, water provision, healthcare, education and social upliftment.

Assistance is provided unconditionally, assisting the needy irrespective of human or animal, race, religion, colour, 
class, political affiliation or geographic location. Since its inception in 1992, the organisation has been responsible for 
the delivery of life-saving goods and on-the-ground support for innumerable people, collectively valued at some R3.2 
billion, in more than 43 countries across the globe, including South Africa.

“Gift of the Givers deeply appreciates the generosity of Kia South Africa and Motus at a time when vehicle sales and 
company income have been adversely affected by Covid-19 and the lockdown,” said Dr Sooliman. “The Kia Sportage is 
the fifth vehicle donated by the group in a one year period to significantly enhance our logistics capability nationwide. 
These brand new vehicles have added value to our fleet, saving us costs on vehicle maintenance and repairs. No amount of thanks can convey our gratitude for this 
unbridled generosity in assisting Gift of the Givers perform humanitarian service to all in need unconditionally.” ■

New Sportage for Gift of the Givers

Dr Imtiaz Sooliman, founder of Gift of 

the Givers, accepts the Kia Sportage 

donated by Kia South Africa from 

Christo Valentyn, GM Marketing at Kia 

South Africa.

The Kingsley Holgate Foundation has successfully 
distributed more than 1.2-million meals to vulner-
able communities in South Africa since the start of 
the national lockdown in March, 2020.

With the support of a group of partners and 
volunteers, together with Land Rover, which 
has mobilised the Foundation by supplying two 
new Defender 110s, Holgate and his team have 
helped to feed thousands of rural homesteads 
with a focus on mothers and vulnerable chil-
dren. The Foundation’s Feeding the Wildlife 
Community mission kicked off just over a year ago 
with a goal of delivering much needed assistance 
to communities bordering conservation areas 
hard-hit by the collapse of the tourism industry 
under the pandemic.

“We’ve now clocked over 30 000 km in total 
with our two Defenders,” said Holgate. “These 
vehicles have been instrumental in our efforts to 

reach remote areas for the distribution of well over 
one million meals.

“It’s a great collaborative yardstick and one 
that every person in the team is proud of – not 
to mention the immense gratitude from the re-
cipients, which makes it all truly worthwhile. It 
is sometimes hard going, trying to reach deep 
into rural areas, camping where we end up, 
always making a plan and building trust with 
so many forgotten communities. But it’s been 
a humbling privilege to be at the frontline over 
this dark time, and to observe the inner strength 

of so many good people who’ve also pitched in 
to assist.

“We pay tribute to Land Rover, the DoMore 
Foundation, Project Rhino, the teams from Ashton 
College, His Way Outreach and Grace Family 
Church Ballito, Nkombe Rhino and Goodbye 
Malaria. We also thank all the caring individuals 
who, at the onset of the pandemic, joined forces 
as volunteers under the Feeding the Wildlife 
Community banner and have made such a massive 
difference,” he continued.

The challenge now for Land Rover, the 
Kingsley Holgate team and the DoMore 
Foundation is to chase the next milestone and 
bring the total tally to over two million meals-
worth of nutritious porridge packs, distributed 
primarily to mothers and children at ECD centres 
and crèches in rural areas still facing hunger and 
hard times in the year ahead. ■

Kingsley Holgate Foundation and Land Rover Deliver Over a Million Meals

AutoX, manufacturer of Willard Batteries, has 
announced a campaign which involves the produc-
tion of a limited-edition Willard DREAM battery 
range. Available at selected automotive retail 
outlets countrywide, the limited-edition battery 
has been produced as part of AutoX’s ongoing 
support for Reach For A Dream.

For the past 33 years, the Reach For A Dream 
Foundation has brought hope, joy and healing to 
countless South African children by making their 
dreams come true, distracting them from the 
needles, medication and hospital environment. 
These children, aged between 3 and 18 years, have 
used their dreams to fight life-threatening illnesses 
such as cancer and leukaemia, cystic fibrosis, 

muscular dystrophy, renal failure and various 
blood disorders.

“Willard has been associated with Reach For 
a Dream for several years and we support them in 
enriching the lives of children who are sick,” said 
Corné Strydom, Sales and Marketing Executive 
at AutoX. “Health is something that we very often 
take for granted. One rarely realises the emotional 

and financial strain an illness can place on a family 
unit. Willard is grateful that it can spread a little bit 
of joy, even for a short while, and make a difference 
in somebody else’s life.”

Motorists or consumers participating in 
the campaign who purchase a Willard DREAM 
battery from its retail partners stand a chance to 
win one of three dream getaways where they will 
enjoy three days of pampering and game viewing 
at one of South Africa’s top game lodges. To be 
eligible for the prize, customers must register the 
purchase of their new Willard DREAM batteries 
online at www.registermybattery.co.za before 30 
September2021.

Learn more about the campaign here. ■

Making a Difference for Children with Life-Threatening Illnesses
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Key representatives in the retail, petroleum, oil 
and gas sectors of the South African fuel retailing 
industry have come out in support of the recent 
establishment of the Public Petroleum Products 
Act Compliance Forum (PCF), by the Department 
of Mineral Resources and Energy (DMRE). The 
PCF is a means to clamp down on non-compliance 
in the sector.

According to Vishal Premlall, national 
director of the South African Petrol Retailers 
Association (SAPRA), an association of the Retail 
Motor Industry Organisation (RMI), this is a com-
mendable move by both industry and government 
as vigilance and quick action are what is needed to 
eradicate the unacceptably high levels of non-
compliance plaguing the fuel industry.

Huge diesel price discounts, the mixing of 
paraffin and/or other products with diesel (diesel 
adulteration), the illegal refilling and distribution 
of LPG and the sale of ULP 93 at the price of ULP 
95 to unsuspecting retailers and motorists are just 
some of the problems that have been highlighted. 
“Far too many traders have been left unchecked, 
operating without a valid licence or not complying 
with licensing conditions. This has also increased 
the illegal import and export of petroleum 
products,” Premlall explained.

The new forum is a proactive attempt by 
Government to curb the rampant illegal and illicit 
fuel trade activities and it has prompted collabora-
tion with all petroleum industry stakeholders, 
including SARS and the SAPS, to enforce the 

provisions of the Petroleum Products Act. It was 
set up in the last quarter of 2020 to discuss the 
various forms of non-compliance, propose possible 
solutions and enforce compliance within the law.

SAPRA has established its whistle blower 
hotline (www.sapra.co.za/whistleblower/), 
where illegal trading of petroleum products can 
be reported. It has already put 46 cases before the 
inspectorate within the PCF.

“Most cases reported to the hotline have 
resulted in inspections and, where necessary, puni-
tive compliance notices or closure notices were 
issued. We’re encouraging not only retailers and 
wholesalers to continue to use this hotline to send 
evidence, but also consumers that may be aware of 
any illegal trading activity of petroleum products,” 
said Premlall.

According to Gosetseone Leketi, Chief 
Director: Petroleum Compliance Enforcement 
& Fuel Pricing and  PCF Chairperson, excellent 
progress has been made since the forum began 
its work in November, and there has been a 
decline in complaints and improved responses 
to non-compliance.

“In the past, an inspector would find an issue 
of non-compliance, a notice would be issued and 
the perpetrators would simply ignore this,” she ex-
plained. “We have, however, now noticed that those 
who are non-compliant are responding positively 
to our interventions, listening to our inspectors and 
doing the right thing. Stakeholder collaboration is 
definitely the key to the success of this forum.

“Non-
compliance in 
the fuel sector is 
economic sabotage. 
The establishment 
of the forum has 
prompted SARS 
and the SAPS to 
elevate these issues 
as part of their 
standard operat-
ing procedures, to 
check their systems and identify weaknesses,” 
she said.

“If we did not have the PCF this would 
not have happened. The investigation efforts of 
SAPS, SARS, the DMRE and other representative 
industry associations that are playing an active role 
have also been greatly strengthened.

“We are able to pool diverse expertise and use 
these for the betterment of the entire petroleum 
industry – I call it unity of purpose. We are now 
instead focusing on the Act’s strengths, not its 
weaknesses and I am greatly encouraged by the 
positive response to the forum by people reaching 
out and wanting to get involved.”

“We are thankful for the stance government 
has taken to secure the petroleum industry from 
criminalisation. It will take a collective effort to 
really make an impact. The progress to date is com-
mendable and can only move the sector forward in 
a positive way,” Premlall concluded. ■

Stakeholders Get Tough on Public 
Petroleum Product Act Compliance

Vishal Premlall, national 

director of the South 

African Petrol Retailers 

Association (SAPRA).

Mahindra South Africa has officially opened the 
doors of its new Training Centre in Gauteng. The 
new centre is located in Centurion and it more 
than doubles the available space of its predeces-
sor. It will be used for all internal and dealer 
training and will also welcome dealers and staff 
from other countries in the Southern African 
Development Community.

“With the growth of the Mahindra brand 
in recent years, we have outgrown our previous 
technical training facility. The new Training 
Centre will allow us to train more people more 
often. Ultimately, this renewed focus on training 
and skills development should reflect in even 
better customer service on the showroom 
floor,” said Rajesh Gupta, CEO of Mahindra 
South Africa.

The new facility takes into consideration the 
impact of recent lockdowns and thus offers a mix 

of in-person and online training. The latter is 
made possible by modern technology that allows 
Mahindra’s training team to provide classroom 
and interactive style training to remote learners. It 
is also equipped with a dedicated workshop and a 
simulated sales environment that allow attendees 
to apply their training immediately and be tested 
on their skills and competence.

The Training Centre offers full training 
certification for all of its technical and inter-
personal courses. All courses were developed by 
Mahindra’s own technical specialists, specifically 
for South Africa.

Mahindra also recently opened its new 
national warehouse and parts distribution centre. 
It follows other new developments, including the 
Special Fitment Centre in Gauteng, new deal-
ers in rural areas in South Africa and the large 
vehicle assembly facility in Durban, where it 

assembles the Pik Up for the local as well as the 
export market.

“South Africa is the regional hub for Mahindra 
and the brand’s second home outside of India. 
We will continue to support all levels of skill 
development to support the growing demand for 
Mahindra vehicles and the planned expansion on 
the continent,” Rajesh concluded. ■

Mahindra Invests in Skills Development

Attendees at the official opening of Mahindra 

South Africa’s new Training Centre.
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In 2020 the Retail Motor Industry Organisation 
(RMI) and the Chamber of Crafts Erfurt, more 
popularly known as Handwerkskammer Erfurt 
(HWK), entered into a partnership to drive 
vocational training in the automotive aftermarket 
in the Eastern Cape. More recently, industry 
stakeholders attended a function at the Iqhayiya 
Campus at Port Elizabeth College to create further 
awareness about the project and discuss progress 
to date.

According to Cliff Jonas, Iqhayiya campus 
manager, the importance of the initiative in 
furthering training in the sector and equipping 
new entrants with the skills necessary to work 
on modern constantly evolving vehicles can’t be 
underestimated.

“Technological advances in the automotive 
aftermarket sales, repair and maintenance sectors 
continue to provide challenges for businesses to 
attract staff with the right kind of skills who can 
add value. The access to international trends, 
through the German Craft Chamber is invaluable 
for apprentices, particularly in an environment 
where skills are valued and provide businesses with 
a competitive advantage,” Jonas said.

However, the upskilling of facilitators and lec-
turers in order to train apprentices at institutions is 
equally important. “The technological advances in 
vehicles require both institutions and industry to 
take hands and share knowledge. TVET colleges, 
as part of the education system in South Africa, 
have an opportunity to lead the way with lecturers 
who are up to date and stay abreast of all changes 
in vehicle technology. Attending relevant courses, 
whether face-to-face, virtual, online or in a hybrid 
manner, is key to lecturer development,” said Louis 
van Huyssteen, the RMI’s training manager.

Erwin Stroebel, Regional Manager in the 
Eastern Cape for the Retail Motor Industry 
Organisation (RMI) concurred. “The partnership 
with HWK is progressing well and proves how 
important it is to have a close link between train-
ing institutions and industry. To date 18 TVET 
lecturers and teachers from nine institutions 

have benefitted from training interventions and 
workshops the HWK and RMI have arranged,” 
he commented.

Birgit Mac Mahon from HWK said she was 
impressed with the work already undertaken to 
empower the trainers.

“We are aware of the difference in cultures and 
have been very impressed with how the local train-
ers have adopted and adapted to our methods in 
their professional development. When the project 
was first launched, certain gaps were pinpointed 
which needed to be addressed. Since November the 
trainers have been exposed to a number of practi-
cal courses, both locally and in Germany, and this 
has been highly beneficial,” she noted.

A sequence of three online training seminars 
covering engine management, gearbox and drive, 
chassis, and brake and steering systems have been 
offered by the HWK in Germany. The first seminar 
took place in March. Practical training takes place 
at an accredited training centre.

Encouraging feedback was also received from 
some industry representatives who are beneficiar-
ies of the project. Bridget Finn from Finn Auto 

Repairs and Diagnostics in PE commented that 
having now employed two artisans, she would have 
no hesitation in encouraging other companies 
to take advantage of the training opportunity, 
particularly now that merSETA has confirmed that 
any member organisations applying will qualify for 
training funding support.

One of the highlights of the day was a presen-
tation by two of the trainees currently enrolled at 
the College.

“Trainees like these are helping to change the 
perception of trade qualifications and make them 
much more appealing to young people looking for 
a career, as well as encouraging women to enter the 
profession,” Mac Mahon commented. “We are very 
happy with the progress being made in the Eastern 
Cape region and if the model works we can think 
about extending it further into other provinces.”

There is no doubt that the benefits of a well-
run apprentice programme with a reputable skills 
development provider, accrue to the employer, the 
learner, the private or public training institution, 
and the economic growth of our country as a 
whole. With 4IR and all the many changes taking 
place, this is an exciting industry for young people 
to consider moving into. ■

“We are aware of the difference 
in cultures and have been very 
impressed with how the local 
trainers have adopted and 
adapted to our methods in their 
professional development. When 
the project was first launched, 
certain gaps were pinpointed 
which needed to be addressed.”

“Technological advances in the 
automotive aftermarket sales, 
repair and maintenance sectors 
continue to provide challenges 
for businesses to attract staff with 
the right kind of skills who can 
add value.”

RMI Partnership with German Chamber 
of Crafts Flourishes in Eastern Cape

Zizipho Sikhom, motor mechanic apprentice 

at Eastern Cape Midlands College talking 

with passion about her choice to become a 

motor mechanic.

Gerhard Pretorius, trainer at PE College welcoming 

representatives of the private sector companies to 

his workshop.

Bridget Finn of Finn Auto Repairs and Diagnostics 

sharing her positive experiences of working with 

apprentices from the College.
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New Model

By StuARt JoHnSton

In late March, Audi South Africa commandeered 
the rooftop level of Sandton City to launch the 
most ambitious high performance marketing 
initiative yet seen in this country. No less than 
15 new S, RS and R model derivatives were 
showcased to journalists, dealers and customers 
in a display that reminded one of the Frankfurt 
Motor Show, in terms of its professionalism 
and scope.

Of these 15 newcomers, five were all-new 
models in South Africa, four were new generations, 
and the remainder were product enhancements 
for 2021.

The new head of Audi South Africa, 
Sascha Sauer, says Audi plans to sell some 600 
R and RS premium performance units in South 

Africa in 2021. To enable this big ramp-up in 
sales, eight exclusive R and RS dealers have been 
appointed across the country, as part of the Audi 
network of 40 dealerships.

“Audi is currently in the top 20 for R and 
RS models globally,” said Sauer at the Sandton 
launch. “Despite a big buy-down trend in 2020, the 
high-performance segment in the premium market 
has grown to five per cent. We have the youngest 
high-performance range in South Africa now, with 
the launch of this new line-up.”

At the Sandton launch, journalists were 
allowed to drag race the latest versions of the Audi 
R8 V10 coupé, an eerie feeling with the realisation 
that we were six levels above ground level. It was 
great to experience 449 kW and a 0–100 km time of 

3,2 seconds accompanied by the wonderful exhaust 
note from a naturally-aspirated 5,2 litre V10, echo-
ing off Sandton skyscrapers.

We also experienced four-wheel steering on 
the S8 luxury sedan, and a breath-taking hot-lap 
around the roof-top structures with an Audi High 
Performance driving instructor putting the new 
RS Q8 SUV through its paces. Power output for 
this beast is 441 kW and 800 Nm of torque, and the 
0–100 km/h time is 3,8 seconds.

Prices for the new Audi high performance 
line-up range from R1 094 000 for the RS Q3 SUV 
to R3 592 500 for the updated R8 V10 Spyder. 
An attractive new model to arrive here is the RS 
6 Avant, a sports wagon boasting 441 kW and a 
3,6-second 0–100 km/h time. ■

By StuARt JoHnSton

Peugeot South Africa says the combination of a 
petrol engine with an automatic transmission 
covers between 85 and 90 per cent of SUV the 
market where its revised 3008 competes. Thus it is 
no surprise that all three variants of the latest 3008 
line-up are petrol autos. And to keep things simple, 
Peugeot offers just the one engine here in all three 
derivatives; the 121 kW 1,6-litre turbocharged 
petrol engine that has served the brand so well over 
the years.

The improvements are detail, rather than radi-
cal. And this is no criticism, as the basic package 
was good enough to see the 3008 win the European 
Car of the Year title in 2017. The most recognis-
able change for 2021 is the new headlight and 
grille treatment. The grille is now of the frameless 
variety and the horizontal lines extend into fins 
that run beneath the headlamps to create a striking 
frontal effect.

The bonnet now carries the 3008 numerals, 
which is handy in separating this model from 
others in the range. Hook-shaped running lights 
emphasise the re-designed headlights, which are 
full LED on the model we drove. There are also 
new LED tail lamps boasting sequential indicators.

Inside, the 3008 features the new I-Cockpit 
with digital display panel that can be configured to 
suit various requirements, The part I still enjoy is 
that the array of piano switches in polished metal 
below the infotainment module remains, with all 
the main functions you would normally adjust 
during a trip easily accessible.

On the 3008 GT model we drove at the launch 
in Cape Town, adaptive cruise control is standard, 
along with lane-keep assistance. emergency 
braking, a 180 degree rear-view camera and a 360 
degree camera on the GT model.

The three models are easily distinguished 
by their different wheel sizings. The Active 
(costing R514 900) has 17-inch alloys, the 
Allure, at R574 900 has 18-inch alloys, and the 
top-of-the-range GT has 19-inch alloys and 
is further distinguished visually by a Black 

Diamond-coloured roof. The GT costs R644 900. 
Logically, each more expensive model offers an 
array of extra features.

Performance is pretty effortless, with the 
3008 in all variants boasting a 0-100 km/h time 
of 8,9 seconds, and a claimed consumption of 7 
litres/100 km (more like 8,5 to 9,0 litres/100 km in 
real life usage).

Apart from the beautifully trimmed and 
detailed cabin, for me the reassuring road holding 
allied to a superb ride and very communicative 
steering is the most impressive aspect of the 3008. 
We only drove the GT model with its 19-inch 
wheels and low profile tyres, yet its bump absorp-
tion on poor tarmac roads was amazing, and the 
build-quality of the car is superb.

Watch a video of the international reveal of the 
3008 here. ■

Audi’s Huge High-
Performance Thrust 

for 2021

Revised Peugeot 
3008 Launched
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The Suzuki Swift, South Africa’s favourite budget 
car has undergone a mid-life upgrade which sees it 
retain the overall visual signature, but with a few 
minor tweaks to give it a fresher face.

For starters, the new model features a 
distinctive chrome line that divides the grille into a 
section with the large Suzuki emblem and a lower 
section that holds the front number plate. The 
grille itself has a more distinctive mesh pattern that 
emphasises the sporty nature, and the GL and GLX 
models are fitted with front fog lights.

The entry-level GA model now has new, full 
wheel covers and rear parking sensors as standard, 
while the GL gains new rear parking sensors and 
the option of dual-tone colour schemes. The range-
topping GLX also adds a high-resolution reverse 
camera that displays its image on the touch-screen 
infotainment system. This model also has new 
15-inch polished alloy wheels.

Inside the Swift, Suzuki has placed an empha-
sis on vehicle safety and security. All Automated 
Manual Models (AMTs) now have Hill Hold Assist 
as standard, and GA-specification models get a 

free parcel shelf to hide luggage from prying eyes. 
Buyers who upgrade to the GL specification will 
also notice an additional light in the luggage bay.

The most significant addition to the Swift 
range is Electronic Stability Control (ESP). This 
valuable safety feature will be added across all 
Swift models and will be added to the already-
standard list of safety equipment, which includes 
SRS front and passenger airbags, ABS-brakes with 
emergency brake assistance (BA) and Electronic 
Brake-force Distribution (EBD). All models are 
also equipped with ISOFIX anchor points for child 

restraint systems, central locking, safety belts fitted 
with pre-tensioners and force limiters, and an 
immobiliser and alarm system.

At the heart of the Swift’s winning recipe 
is the combination of the lightweight and rigid 
HEARTECT platform as well as the free-revving 
and frugal K12M petrol engine.

The HEARTECT platform uses Suzuki’s 
proprietary Total Effective Control Technology 
(TECT) design to create an ultra-rigid platform 
that is much lighter than similar-sized vehicles 
from other manufacturers. This not only makes 
the Swift one of the safest vehicles in its class, but it 
creates the ideal platform for the K12M four-
cylinder petrol engine to shine.

The Suzuki K12M-engine uses variable valve 
technology to deliver 61 kW at 6 000 r/min and 112 
Nm of peak torque at 4 200 r/min. The official fuel 
consumption figure is 4.9 litres per 100 km in a 
combined testing cycle.

Every Suzuki Swift is sold with a 
two-year/30 000 km service plan and a five-
year/200 000 km promotional warranty. ■

Hyundai Motor Company has launched the fourth 
generation of its Santa Fe locally. Boasting a bold 
new look and a host of interior and performance 
upgrades, this flagship in the Korean manufac-
turer’s local model line-up is ready to take on more 
established competitors in the market segment for 
large SUVs.

Measuring 4 785 mm long, 1 900 mm wide 
and 1 710 mm high, the newcomer is bigger than 
its predecessor. And thanks to Hyundai’s new Gen 
3 platform, second-row passengers can enjoy more 
legroom (1 060 mm) as well as benefitting from 
increased cargo space that has a capacity of 634 
litres with the third-row seats folded flat.

At first glance the most prominent feature of 
the new Santa Fe is a very large and in-your-face 
front grille and a distinctive headlight cluster 
design. In addition, the T-shaped daytime running 
lights, along with the sculpted front bumper, offer a 
highly distinctive presence and complete the edgy 
and powerful appearance.

Two derivatives are available. The first is 
the R2.2 Executive with an upgraded turbod-
iesel engine and new eight-speed Dual Clutch 
Transmission (DCT). The second model, the 
R2.2 Elite, also has a 2,2-liter turbodiesel and 
eight-speed DCT, but with all-wheel drive and 

a host of additional luxury features. Both are 
seven-seaters.

Key design elements in the cabin include a 
new floating centre console which is equipped with 
shift-by-wire transmission buttons. That’s right 
– there’s no gear level, just three buttons marked 
R, D and P. The centre console also contains the 
buttons for the automatic climate control and 
selector knob for the drive modes and, in the 
Elite derivative, terrain modes for the all-wheel 
drive system.

An eight-inch infotainment system display, 
with touchscreen functions, provides hands-free 

convenience with Bluetooth connection, as well as 
Apple CarPlay and Android Auto support.

A really nifty feature is the Remote Start, 
which allows you to start the vehicle remotely 
with the smart key, automatically switching on 
the air-conditioner and setting the temperature 
at 22°C.

The new Santa Fe is the first Hyundai model 
to be fitted with the next-generation powertrain 
Smartstream R2.2 turbodiesel engine which has 
a maximum output of 148 kW and peak torque 
of 441 Nm. It is also the first Hyundai SUV to be 
equipped with the newly developed Smartstream 
Wet 8DCT, a dual clutch transmission deliver-
ing quick eight-speed shifting and acceleration 
performance. It employs two clutches, one coupled 
to a shaft for odd-numbered and the other to the 
shaft for even-numbered gears.

Ride and handling are top notch, both on tar 
and dirt and it goes without saying that the Santa 
Fe’s list of safety features is long and impressive.

Pricing is R769 500 for the Executive and 
R869 500 for the Elite. Prices include a seven-
year/200 000 km manufacturer’s warranty, a 
six-year/90 000 km service plan and roadside 
assistance for a period of seven years or a distance 
of 150 000 km. ■

New Model

Suzuki’s Swift Undergoes a Nip and Tuck

Bigger and Bolder Santa Fe Makes its Local Debut
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We Drive

By StuARt JoHnSton

Ford’s Ranger Thunder has definitely struck a 
chord amongst bakkie enthusiasts in South Africa. 
Introduced in mid-August last year, it has perhaps 
even up-staged the top-of-the-range Raptor model 
in recent months.

The Ford Ranger line-up sees the Thunder 
model positioned just beneath the Raptor, and 
as such this double cab lifestyle model is not 
cheap. The model we had on test was the 4×4 
version, costing R830 900. That’s some R80 000 
less than the Raptor, but the Thunder offers 
many of the Raptor’s features, as well as some 
Thunder-specific items.

If hard-core off-road work is your thing, you 
should note that the Ranger Thunder does not 
boast the excellent Fox dampers and other chassis 
and suspension changes that make the Raptor king 
of the double cab off-road brigade at the moment. 
Yet the Thunder’s ride quality on tar is excellent, 
and on bad roads too it is no slouch. The steering 

system is one of the best you can get in a double 
cab at the moment.

The Thunder boasts some unique features. 
These include a striking honeycomb grille and red 
“nostrils” that give this vehicle a very tough look. 
The black 18-inch alloy wheels add an even more 
surly look.

A big plus for many committed double cab 
owners will be the metal roll-top load area cover, 
known as the “Mountain Top” device. A load 
bed divider is also supplied to carry smaller 
items at the back without them sliding all over 
the place.

In the “go” department, the Thunder has the 
same specifications as its more lauded brother, 
the Raptor. This means a 157 kW version of Ford’s 
new-gen Bi-Turbo diesel, along with 500 Nm of 
torque, and a 10-speed automatic transmission. 
The transmission enables drivers to also lock out 
various ratios, ideal for towing or driving in very 
slippery conditions.

Inside, the Thunder features a new eight-inch 
touchscreen, and a cabin highlighted by fine red 

stitching on the leather upholstery that adds a 
subtle racy touch.

Autonomous Emergency Braking is a valued 
safety feature, and there is adaptive cruise control 
and forward collision alert, along with lane keep-
ing assist, which automatically adjusts the steering 
if you have wandered out of your lane.

Overall I enjoyed the Ranger Thunder for 
the drama it invokes, especially when travel-
ling in bakkie-orientated areas, such as parts of 
Pretoria. I loved the effortlessness of the engine-
transmission package, and the fact that it feels so 
well put together.

The price of R830 900 includes a 
four-year/120 000 km warranty and a six-
year/90 000 km service plan. ■

By StuARt JoHnSton

Volkswagen’s T-Roc is a class act, there is no doubt 
about that. The latest cross-over from Volkswagen 
is built with absolute precision and this shows 
through in almost every aspect of the car. The 
first model we had on test was the R-Line version, 
which uses a 140 kW 2-litre turbocharged, direc-
tion injection petrol engine, also found in various 
Audi cross-over models.

The looks are dramatic, with a somewhat stubby 
exterior punctuated by large alloy wheels in 19-inch 
diameter, with low-profile 225/40 R19 rubber. This 
wheel/tyre combination actually offers remarkably 
good ride quality considering the low sidewall pro-
file of the rubber and consequently lower levels of 
bump absorption, and it’s a tribute to VW engineers 
that they have achieved such comfort levels.

Grip is very good, thanks in part to the 
all-wheel-drive 4Motion system, which provides 
traction as needed to each of the four wheels The 
transmission is a seven-speed dual clutch unit, and 
it offers seamless shifting when in full automatic 
mode, with the option of selecting individual ratios 
through a paddle-shift arrangement behind the 
chunky, sporty steering wheel.

Performance is good without being neck-
snapping. VW claims a 0-100 km/h time of 7,2 
seconds and a top speed of 216 km/h. Much more 
powerful versions of the Volkswagen 2,0-litre 
TSI engine are available, but for a cross-over 
vehicle with family-fun rather than street-racer 
considerations in mind, the unit is more than 
powerfu enough.

Safety-wise the T-Roc comes with a host of 
features. These include Front Assist area moni-
toring, City Emergency Braking, and dynamic 
cornering lights.

As a family car, the T-Roc’s accent is more on 
style than practicality, and rear leg room is a bit on 
the tight side. Similarly, the luggage space is not 
overly generous, measuring at a claimed 392 litres.

The price of the 2.0 TSI R-Line is rather steep, 
at R593 600. The overall build quality just about 
justifies this with the extra kit on offer, but we 
reckon one would be better off going for the front 
wheel-drive entry-level version

We tried the T-Roc in 1.4 front-wheel-drive 
form straight after the 2.0-litre 4Motion R-Line, 
and I have to confess that I felt more at home 
in this car. For starters it costs R489 400, which 
means you save over R100 000 on the asking price 
of an R-Line. And while the appearance isn’t as 

dramatic, I actually preferred the way this car 
operated as a whole.

Much as I admired the ride quality in the 
R-Line, in the T-Roc 1.4 Design it is even better, 
especially over poor surfaces. That’s due to this 
model using 215/65 R17 wheel-and-tyre combos. I 
also felt that as a pure front-wheel drive machine 
it felt somehow more nimble in the way it turned 
into corners.

Surprisingly I also preferred the more free-
revving nature of the 1,4-litre turbo-petrol engine 
from VW. It makes 110 kW and 250 Nm of torque 
and offers a claimed 8,4 second 0-100 km/h time. 
What’s more, it seemed perfectly matched to the 
eight-speed automatic gearbox used in this car.

So, overall, the T-Roc is an impressive piece 
of kit. If zooty looks and polished metal styling 
accents aren’t your first priority, go for the base 1.4 
Design model, and have even more fun! ■

The Thunder Strikes a Chord!

Volkswagen’s T-Roc – A Class Act
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We Drive

By StuARt JoHnSton

It’s interesting that while many manufacturers 
have switched to all-petrol line-ups in the SUV and 
cross-over market segments here, Hyundai is still 
convinced that there is a strong demand for diesel 
models in these family-orientated vehicles.

The Hyundai Creta we had on test recently 
was the 1.5 D Executive model, a diesel that is po-
sitioned as the second-from-top model in the Creta 
range and sells for R472 900. The 1,5-litre engine 
produces a fairly modest maximum power output 
of 84 kW, but torque is strong at 250 Nm, and this 
engine uses a conventional six-speed automatic 
gearbox driving the front wheels.

Hyundai is doing something right, as March 
sales figures saw the Creta range placed in the 
top-five in the cross-over category. Some 400 units 
were sold in total, which was impressive for a fairly 
expensive cross over, and backed up the very good 
performance of the less-expensive Hyundai Venue, 
which sold 900 units in March.

The Creta has a lot going for it. With its jazzy 
grille and LED headlight treatment, as well as 
dramatic 17-inch alloy wheels, the Creta stands out 

in the parking lot as a very attractive, well-finished 
vehicle. The interior lives up to these expectations, 
with quality trim levels and a very well-specced 
array of features.

A relatively modestly-powered diesel still 
makes a lot of sense when it comes to popping 
into the fuel station for a top-up. Hyundai claims 
an overall consumption figure of 5,9 litres/100 
km and I came very close to matching this figure. 
The automatic transmission is totally unflustered 
in its operation, and such a big plus compared to 
a CVT transmission, which so many manufac-
turers in this market segment are using. Apart 
from manufacturing costs, there is still no good 
reason for opting for a CVT transmission, in 
my opinion.

Acceleration is rated at a 0–100 km/h in 
11,7 seconds, and this is sufficient for the Creta’s 
owner profile, which is family-focused rather than 
performance-orientated. Top speed at 173 km/h 

is a bit on the modest side, but as out speed limit 
remains at 120 km/h on open roads, this is largely 
an academic figure.

The Creta 1.5D comes with full LED head-
lights, and these are quite astounding in terms of 
their wide spread, picking up road side obstacles 
as well as potholes with ease. In fact, a colleague 
who drove one on far flung backroads at night 
time said that the lights, even on dim, were too 
powerful, and many on-coming cars flashed him, 
even though he had the Creta on the dim setting. I 
am sure a quick light adjustment would have sorted 
this out.

Apart from the powerful lights, I enjoyed the 
rear-view camera and the hill-start assist system. 
A luggage area of a claimed 433 litres is also very 
respectable for this class of cross-over.

The Creta makes a lot of sense in diesel form, 
although those wanting more performance could 
opt for the slightly more-expensive 1.4T Executive 
petrol model.

As it is, the Hyundai Creta 1.5D has a list 
of features and finish that fully justifies its price 
tag of R472 900. This includes the Hyundai 
seven-year/150 000 km drivetrain warranty and 
four-year/60 000 service plan. ■

Hyundai’s Creta Keeps the Diesel Flag Flying

Hyundai claims an overall 
consumption figure of 5,9 
litres/100 km.
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TruckStore, the used trucks and buses retail 
outlet of Daimler Trucks & Buses Southern 
Africa (DTBSA), officially opened its doors to buy 
and sell used vehicles and trailers of all brands, 
models, bodies and ages in September 2012. It has 
since grown to become a trusted source for used 
commercial vehicles in Southern Africa and has 
established itself as the best performing TruckStore 
outlet globally.

Said Michael Dietz, CEO of Daimler Trucks 
& Buses Southern Africa: “Reflecting on the 
TruckStore journey and seeing how this solid busi-
ness model has been well adopted across Southern 
Africa is commendable. We are proud to be one 
of the industry’s leading used commercial vehicle 
retailers, and it is for this reason that we are taking 
the business to greater heights with the move to 
the new facility and the expansion of our footprint 
across South Africa”.

The new 30 000 m2 facility is conveniently 
located between the two major Gauteng airports – 
OR Tambo and Lanseria.

“We are immensely excited to be opening this 
new facility. Centurion remains a perfect location 
for our business. The new facility will give us an 
opportunity to better serve our growing customer 
base, provide an improved customer experience 

and increase service capacity. This move represents 
a milestone for TruckStore and will certainly 
create opportunities for growth and strengthen the 
brand’s position in Southern Africa,” said Annelie 
van Rooyen, Head of Used Trucks

The facility has ample parking for large 
vehicles and features a showroom, office space and 

a fully-equipped and dedicated Mercedes-Benz 
approved workshop and parts centre for Mercedes-
Benz TruckParts and Fuso Value Parts. There are 
also are ten dedicated bus service bays, while the 
workshop also provides capacity for non-Daimler 
brands as well as servicing of trailers.

TruckStore has also announced that it will 
make its products and services available across 
all major cities in South Africa. This is a strategic 
decision which focuses on bringing sales activities 
closer to the customers by fully leveraging the 
existing Daimler Trucks & Buses dealer network, 
ensuring dedication and the best sales experience 
going forward.

There is a clear strategy put in place to 
integrate fully into the existing authorised DTBSA 
dealer network.

“We are proud of this new business model 
as it reaffirms our commitment to continuously 
support our customers, irrespective of where 
they are. We are taking an important step in our 
business as we see capacity for sales growth, not 
only for TruckStore, but for our dealer partners 
as well. We want to provide the same level of sales 
and after-sales service that a customer would 
receive when purchasing a new vehicle,” Van 
Rooyen concluded. ■

Working Wheels

The new 30 000 m2 facility is 
conveniently located between the 
two major Gauteng airports – OR 
Tambo and Lanseria.

TruckStore Continues to Flourish and Expand

Hino dealers made a clean sweep of the top three 
positions in the commercial vehicle category 
at the annual MSX NADA Business of the Year 
(BOTY) awards, which took place recently in a 
virtual format.

The results are based on the annual financial 
performance of more than 1 500 franchised dealers 
throughout South Africa who are measured 
monthly by MSX International. It is the only 
independent validation of dealer profitability 
and the awards recognise the top performers 
across five categories. The recently announced 
awards were based on financial performances in 
pandemic-hit 2020.

Hino Algoa, of Port Elizabeth, was the winner 
in the commercial vehicle category, followed 
by Hino Buffalo, of East London, and Hino 
Pietermaritzburg in KwaZulu-Natal.

Said William Whitefield, the Dealer Principal 
of Hino Algoa: “We did not develop a specific 
strategy to win this award but stuck to our regime 
of hard work and focussing on the customer at all 

times. We also made sure we looked after our staff 
during the COVID-19 pandemic and tried to have 
some fun while doing so.”

According to Nelius Cloete, the Dealer 
Principal of runner-up Hino Buffalo and another 
member of the CFAO Motors SA Group, he and his 
team also did not have any special strategy to score 
well in the competition. “We managed our stock 
very carefully and drove expense control harder 
than ever. We also made use of every available 
and relevant electronic marketing platform while 
focussing on maintaining regular contact with 
our customers, including sharing information 
with them electronically. These interventions, 
allied with selling a magnificent product and a lot 
of support from Hino SA enabled us to grow our 
sales profitability.”

Hino Pietermaritzburg, who finished third, 
has a long history, having originally been a 
member of the Dan Perkins Group and subse-
quently becoming part of the Bidvest McCarthy 
Group. Dealer principal Pretesh Singh said there is 

no specific strategy to win the BOTY award again, 
but the dealership’s ongoing high placings in this 
prestigious competition results from a motivated 
team, various internal programmes and a strong 
focus on going the extra mile for its customers.

“We were also continually active in satisfying 
the needs of those of our customers who were per-
forming essential services in the hard lockdowns 
for COVID-19. Basically, we concentrate on ways 
in which we can make continuous improvements 
to the way we do business – a strategy known as 
Kaizen in Japan,” concluded Singh. ■

Hino Dealers Dominate in BOTY Awards
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Based on Tata International Africa’s successful 
retail finance solution in African countries includ-
ing Tanzania, Kenya, Nigeria, Ghana and Zambia, 
the group has now made its unique retail finance 
offering available in South Africa.

“The financing of heavy commercial vehicles, 
construction equipment and agricultural ma-
chinery presents its own unique set of challenges 
in Africa. The introduction of a captive retail 
finance solution has afforded some leeway in the 
way credit is provided,” said Len Brand, CEO and 
Managing Director of Tata International Africa. 
“We have now applied our successes across the 
continent to offer a unique solution in the South 
African market.

AFCL was established to provide short to 
medium repayment terms for customers acquiring 
assets from TATA distributors and dealers. With 
its understanding of customers’ needs, AFCL 
offers convenient and flexible solutions and finance 
products, specifically designed to address the chal-
lenges of securing finance, with the added benefit 
of a quick response time.

“Our new finance offering is based on the 
fact that traditional lending models don’t always 

support good opportunities for growth in African 
markets. We now have a solution that comprises 
products with the ability to finance them, making 
this a compelling proposition for businesses in 
Africa,” Brand added.

AFCL is the exclusive and preferred credit 
provider to Tata International Africa, offering a 
wide range of finance solutions including leases 
to acquire a wide range of vehicle types. As an 
independent captive funding house, AFCL’s focus 
is on financing Tata and Daewoo trucks and buses.

The company prides itself on setting an 
industry standard by providing a fast and simple 
application process with flexible payment terms for 
its customers. AFCL aligns its financing solution 
with the customer’s needs by offering affordable 
repayment terms that fit the cash flow cycle of that 

customer. “It is not a one size fits all approach,” 
commented Brand.

“We are obsessed with serving our customers 
and helping to solve problems. Our policy of deep 
customer understanding and delivering cus-
tomer value defines the way we do business. Our 
resourceful team is willing to go the extra mile to 
deliver proficient services. Because access to credit 
is restricted, we support customers in overcoming 
this obstacle by providing easy application and 
credit processes with novel, flexible repayment 
structures.”

Great companies are built on integrity and 
trust, says Brand. “We are innovative thinkers, 
delivering dynamic and dependable repayment 
solutions, together with accountability and reli-
ability,” Brand concluded. ■

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

digital

“The financing of heavy 
commercial vehicles, construction 
equipment and agricultural 
machinery presents its own 
unique set of challenges in Africa. 
The introduction of a captive retail 
finance solution has afforded 
some leeway in the way credit 
is provided.”

Working Wheels

Tata International Africa Introduces 
Commercial Vehicle Asset Finance

Len Brand, CEO and Managing Director of Tata International Africa.
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The Commercial Transport Academy (CTA), a 
multi-accredited and internationally recognised 
academy with a focus on women upliftment, 
has secured funding from the US Agency for 
International Development (USAID) to launch 
a transport and logistics programme in South 
Africa for women in transport-related busi-
nesses. Women completing the Candidacy 
Programme will earn a qualification which is 
recognised worldwide.

The CTA has collaborated with USAID and 
Chartered Institute of Logistics and Transport 
(CILT) to design and implement a purpose 
driven training solution that will inspire women 
to improve their knowledge, learn new skills, 
and advance their management and leadership 
abilities, with the ultimate goal of remaining in 
the sector.

“The transport sector is one of the least gender 
representative sectors in South Africa,” said CTA 
Founder Nicci Scott. “The number of women 
employed in the freight industry, for example is 
as low as 18%, and less than 10% are employed in 
management positions. This needs to change. The 
Candidacy Programme, specifically designed for 
women, aims to prepare them for career growth 
and leadership opportunities, through both practi-
cal and theoretical learning.”

The CTA is inviting employers to enrol two 
women working in junior or middle management 

positions in the eight-month internationally 
recognised Candidacy Programme. Forty-four 
employed women will be accepted for phase one of 
the Programme and a total of 120 women will be 
trained over three years. Successful learners will 
be awarded the CILT International Diploma in 
Logistics and Transport.

The CILT Candidacy Programme is an 
e-learning programme that includes a mentor-
ship component. “We focus strongly on skills 
development and capacity building,” continued 
Scott. “The mentors are carefully selected and 
are skilled members of industry and/or subject 
matter experts. Our aim is to train and men-
tor women in the industry to make a positive 
contribution, develop and nurture a talent pipeline 
for the industry and to drive change in industry 
through diversity”.

The Programme will commence on 1 June 
2021. It is open to employed women who have 
a matric, are a South African citizen, and who 
are currently employed in a junior or middle 
management role in a logistics, transport, supply 
chain and/or warehousing/operations role, with a 
minimum of four years’ working experience.

Whilst all costs for tuition, assessment, 
graduation and certification, will be borne by the 
funds from USAID, employers will be responsible 
for a contribution of R8 000 towards the total 
cost of the Programme. Employees based outside 
of Johannesburg should be sponsored a flight to 
attend their graduation by their employer.

The deadline for applications is 14 May 2021. 
For more information, email:
Professionals@c-t-a.co.za or visit  
www.c-t-a.co.za. The  application form and 
submission process can be  accessed here. ■

International Training Opportunity 
Aims to Uplift Women

CTA Founder Nicci Scott
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By RogeR HougHton

The classic vehicle industry in the United Kingdom 
is booming, despite the global pandemic and 
makes a huge contribution to the overall UK 
economy, according to a major report released 
recently. The objective is to promote the value of 
this industry to the economy and job opportunities 
to the general public in the UK.

The Federation of British Historic Vehicle 
Clubs (FBHVC) brought forward its five-yearly 
survey into the world of historic vehicles by a 
year due to COVID-19. Vehicles over 30 years old 
are classified as classics by this organisation and 
includes cars, motorcycles, lorries, tractors and 
even steam engines.

This survey is considered the largest and most 
detailed of its type in the world. More than 15 000 
people, owning 32 062 vehicles, completed the 
online questionnaire, which is a high percentage 
for such a survey.

The survey showed that the number of 
registered historic vehicles in the UK had risen 
again, significantly, and now numbered more than 
1.5 million. This is significantly up on the 1 039 050 
historic vehicles reported in the 2016 report, 
while the number of owners went up from about 
500 000 to almost 700 000 people. This means that 
about 1% of the UK population owns at least one 
classic vehicle.

The average distance travelled annually by 
classic car owners in the UK is 1 200 miles.

The historic vehicle industry supports 4 000 
businesses employing almost 35 000 people and 
with 700 000 historic vehicle enthusiasts in the 
country it now contributes more than R140-billion 

to the economy, compared to about R110-billion in 
2016, with R19-billion being spent by people living 
outside the UK.

Importantly, 3 820 companies are involved in 
the British classic vehicle industry in some way or 
another and the number of jobs they now provide 
numbers more than 34 000. Encouragingly, about 
12% of these companies employ apprentices for 
skills transfer and the picture looks even brighter 
going forward, with 39% of the companies saying 
they are looking at developing apprenticeship 
programmes in the future.

There are, unfortunately, no similar research 
statistics on the classic vehicle movement in South 
Africa. Replying to a query on the subject, Pam 
Hall, the secretary of the SA Vintage and Veteran 
Association (SAVVA), said that this organisation 
does not hold a database of all classic vehicles in 
SA. She explained that, historically, many owners 
of these vehicles are not keen on sharing details of 
their vehicle stables and would certainly not like 
this information to be in the public domain. ■

About 1% of the UK population 
owns at least one classic vehicle.

There are, unfortunately, no similar 
research statistics on the classic 
vehicle movement in South Africa.

More than 15 000 people, owning 
32 062 vehicles, completed the 
online questionnaire.

Classic Vehicle Industry is 
Big Business in UK
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