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BY STUART JOHNSTON

“We have to fi nd ways to make new 
cars more aff ordable.” Th at’s VWSA’s 
CEO David Powels’ view on the way 
forward for our industry, if we have 
any realistic hope of achieving the 
target of 1,2 million vehicles manu-
factured here annually by the year 
2020. And Powels insists that the gov-
ernment has to get involved in a plan 
to increase aff ordability.

Th e target of 1,2-million ve-
hicles annually was the target set 
by the APDP in conjunction with 
manufacturers and government here 
at the start of the new programme, 

which replaced the out-going Motor 
Industry Development Programme.

“Th e APDP (Automotive Pro duction 
and Development Pro gramme) 
which came into play in January 2013 
is mainly about production. How to 
grow manufacturing content, how to 
grow exports. We previously haven’t 

actually had a programme that ad-
dresses the issue: how do we work 
together with more stake holders to 
drive up vehicle aff ordability, drive 
up demand. How do we make cars 
more accessible?

“If we look at the taxes, cumula-
tive taxes applied to each and every 
new vehicle sold here. At some levels 
that amounts to 40 per cent of the 
price of a new vehicle. Can we fi nd 
a way of restructuring the taxes to 
ensure more aff ordability and in the 
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A Whole New Way of Achieving an 
Affordable Motorcar is Needed

“We have to fi nd ways 
to make new cars more 
affordable.” That’s 
VWSA’s CEO David 
Powels’ view on the way 
forward for our industry, 
if we have any realistic 
hope of achieving the 
target of 1,2 million 
vehicles manufactured 
here annually by the year 
2020. And Powels insists 
that the government has 
to get involved in a plan to 
increase affordability.

David Powels is upbeat about Volkswagen South Africa’s 
positioning right now.

How do we work 
together with more stake 

holders to drive up 
vehicle affordability?
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Th is past fortnight both Shell and BP or-
ganised media events to publicise some 
very real advances that have been made in 
modern fuels over the past year or so.

Shell’s event was ambitious, incorpo-
rating a Formula One car demonstration, 
with members of the local Ferrari Club, 
SEFAC, being invited, while it was also 
open to the paying public, entitled the 
Shell V-Power Nitro + Festival. It was held 
at the FNB Precinct on the ring roads sur-
rounding the soccer stadium and Nasrec, 
and at least we got to see and hear a V8 
2,4-litre F1 car driven in anger, albeit at 
fairly low speeds given the narrowness 
of the course. Th e driver was Marc Gene, 
who is a former F1 racer and test driver for 
Ferrari, and who also races in endurance 
events of a high level.

Shell’s international research project 
manager based in Hamburg, Andreas 
Schaefer, gave an insightful demo of the 
inner workings of an internal combus-
tion spark ignition (petrol) engine, and 
demonstrated the V-Power Nitro + 95 
properties, particularly its impressive 
upper-cylinder lubricant properties. He 
explained that the formula within Nitro+ 
contains a friction modifi er that has a 
high affi  nity for the cylinder wall mate-
rials used in modern engines. Th ese are 
particularly vulnerable these days, thanks 
to turbos and direct injection systems. He 
also noted that the Ferrari F1 team played 
a very real role in the development of the 
pump-available fuel, and Marc Gene reit-
erated that “this was not just a marketing 
exercise” piggy-backing on Shell’s long 
term involvement with Ferrari.

BP’s focus was on diesel fuels, and on 
hand at the Gerotek testing facility they 

had Dr Graham Ketley, BP’s Global Diesel 
Product Development manager, who 
explained the special detergent proper-
ties in BP’s new Ultimate Diesel product, 
available in both 50 ppm and 500 ppm in 
South Africa.

Carbon deposits from the rather iffi  sh 
diesel quality generally available in South 
Africa is one of the leading causes of injec-
tor and pump failure, and probably plays a 
role in turbocharger failure too. Th ese days 
many turbo-diesel engines require injector 
replacement aft er the 120 000 to 150 000 
km mark and at up to R5 000 a pop, this is 
not cheap. BP had many graphics to show 
us the cleansing properties of this new die-
sel, and how the fuel can not only make a 
new engine last much longer, but clean up 
an older engine that has already begun to 
clog, due to using poor quality diesel.

BP, to involve the media, arranged 
a fuel economy test for media mem-
bers using BMW 530ds around Gerotek. 
AutoLive’s editor came last, because the 
winner was the driver who had improved 
his or her consumption fi gures the most 
over two runs, once a throttle-modulation 
lecture had been delivered between runs 
one and two. Autolive’s problem was that 
the fi rst run was also very economical, as 
it was suspected that the competition in-
volved feather-footed driving from the get-
go. Too sharp for our own good! ■

Editor’s Note
THE BATTLE CONTINUES
Th e battle between Toyota and 
Volkswagen for overall vehicle 
leadership in South Africa contin-
ues, and it gets more intriguing as 
each year begins to roll out. Toyota 
has been the overall market leader 
here since the early 1970s, while 
for some years now Volkswagen 
has been the undisputed leader in 
the passenger sales division.

In mid-2011, Volkswagen in fact reported sales that saw it slot 
into the top overall position in South Africa, but this was partially 
due to stock shortfalls at Toyota, caused by the devastation of the 
tsunami in Japan in March 2011. Since then Toyota has come back 
strongly, and notably in the passenger car segment.

Its fi rst salvo was the launch of the Etios in 2012, and this car 
is now the third best-selling model range in South Africa, behind 
the dominance of Volkswagen’s Polo Vivo and the newer-gener-
ation Polo. And now Toyota has launched its impressive all-new 
Corolla, and while Toyota’s boss-man Dr Johan van Zyl was loath 
to predict how many units the company is aiming for each month, 
you can fi gure on a level at around 1 500-plus per month, which 
will make it the fourth-best selling model range here, and sure 
to take sales from the likes of VW’s Jetta, Chevrolet’s Cruze, and 
Hyundai’s Elantra.

Talking of Hyundai, it is noteworthy that this month we 
report individual model sales for Hyundai and Kia in our spe-
cialised January sales charts, as released by RGT Smart in mid-
month. For some time Hyundai and Kia were notable absentees 
from the monthly sales charts, then issued under the NAAMSA 
banner, but since an agreement with the dti was reached with the 
motor industry regarding transparent sales reporting, Hyundai 
and Kia’s parent company Associated Motor Holdings has come 
to the party as far as sales reporting is concerned.

I was always mystifi ed as to why AMH were so reluctant 
to report sales fi gures, especially as they are (and have been for 
some time) so impressive. Serious insiders have been able to, (for 
some time) get the AMH sales fi gure breakdowns anyway, so 
why not publicise them, especially as they refl ect so well on the 
brands involved?

As for Volkswagen, the company is now Number Two glob-
ally, behind Toyota but ahead of Ford and GM, and it continues 
to increase its market share here, despite enormous competition. 
VWSA MD David Powel’s industry-perspective in this issue 
makes fascinating reading.

Stuart Johnston,
Editor
stujohn@autolive.co.za

To advertise in  contact

Kieran Rennie on 083 225 9609 or email on chat@kieranrennie.co.za

Marketing Fuel Advances that 
Can Make a REAL Difference

Fill er up. Shell used V-Power 
Nitro+ to power Marc Gene’s 
Ferrari at the recent Shell Ferrari 
F1 demo at the FNB Precinct, 
near Nasrec.

... the Ferrari F1 team 
played a very real role in 
the development of the 
pump-available fuel, ...
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 continued from page 2

process, grow the gross that the government gets 
in taxes.

“We can’t just think (prices will come down due 
to) competition. Th e import taxes in this country 
are quite low. Tariff  protection for our manufactur-
ers is at about 25 per cent measured against a full 
import. Much bigger countries than ours, such as 
Brazil, have an import tariff  to protect their industry 
of some 35 per cent. It’s not just a question of a tariff . 
You have to consider all the other taxes applied to a 
motor car, ad valorem taxes, value-added tax.

“Can we honestly say, over the past decades, we have 
really put our minds to coming up with an innova-
tive product to grow the industry. We have to show 
the stake-holders that, with a new way of running 
the business, we can generate adequate revenue 
for the stake-holders when we go from 600 000 to 
8 000 000 to one-million vehicles and more.

“Nobody’s going to be part of a game plan 
where we go from 600  000 to 1,2-million and we 
earn less. We need a model where the aggregate rev-
enue increases.”

Regarding Volkswagen’s performance in 
2013 and for this year, Powels is suitably bullish. 
Volkswagen South Africa remains the top-selling 
passenger car manufacturer in South Africa and 
Number Two in overall vehicle sales, behind Toyota.

Globally Volkswagen as a group now has 106 
production facilities around the world, 46 of these 
being VW brand plants. Th ere is still a strong 

concentration of these plants in Europe, many of 
them being smaller MAN facilities, and a number 
in Asia, particularly China.

“Last year we grew our global market share 
slightly, but signifi cantly in Europe, even though 
the overall market was still down. In South Africa 
the market was up by 7,5 per cent and we were up by 
13,6 per cent so we grew our share.

“When, globally we launched our 2018 strat-
egy in 2008, we stated that we wanted to be selling 
10 million vehicles by then. In 2013, still fi ve years 
away from 2018, we sold 9,7 million vehicles, with a 
fi ve per cent increase. Within that the VW name-
plate sold almost six million units and the Audi 
brand grew to 1,6 million units. If you go back not 
too many years, Audi was sitting at about 900 000 so 
the Audi brand has made big strides.

“If you look at our VW brand in South Africa as 
to how it performs globally within the group, we are 
the 12th biggest market for VW. Our market is small, 
and at 81 800 cars, our market share is stronger than 
the US, which sold 400 000 VW cars. But in terms of 
penetration, we are third in the world, only behind 
Brazil and Germany.

“An outsider may think that because we are relative-
ly small within the group there is not much pressure 
for VWSA here. Let me assure you, the pressure to 
perform is huge.

“Our overall sales forecast for this year for 
passenger cars is still bullish at 455  000, whereas 

Wesbank has predicted 441  000. Either way, the 
market is not going to grow this year and the ques-
tion is, can we stabilise it? Th e way we structure the 
market we divide it up according to our global di-
rectives. What we call the entry or micro-car mar-
ket is now at 8,2 per cent of the market.

“In the small car or A1 market, which is where we 
have the Polo Vivo and the Polo doing business, we 
enjoy 44,1 per cent. Th e growth in the entry seg-
ment is quite signifi cant, and illustrates the aff ord-
ability issue at play in our market. Buy-down is a 
reality, and in general it’s not good for a manufac-
turer, as the smaller the car the smaller the profi t 
per car. Th ere has been a buy-down generally in the 
world in the last four to fi ve years.”

In response to a question put later to Mr 
Powels, he acknowledged that Volkswagen was not 
represented in the growing micro or absolute-entry 
market, but that this would change.

“Yes, we have plans to address this, we will be 
looking at a model in the very bottom end of the 
market, but I am not disclosing what that may be 
at this stage.”

Powels pointed out that in 2013 VW Group 
ended up with a share of 22,9 per cent, the highest 
market share in its history, despite VW as a brand 
losing volume and some market share due to the 
strike last August. ■

The import taxes in this country are 
quite low. Tariff protection for our 
manufacturers is at about 25 per 

cent measured against a full import.

In the small car or A1 market, which 
is where we have the Polo Vivo and 
the Polo doing business, we enjoy 

44,1 per cent. The growth in the 
entry segment is quite signifi cant, 

and illustrates the affordability 
issue at play in our market.

Our market is small, and at 81 800 
cars, our market share is stronger 
than the US, which sold 400 000 

VW cars. But in terms of penetration, 
we are third in the world, only 
behind Brazil and Germany.

http://www.castrol.com/castrol/castrolhomepage.do?categoryId=3235
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AutoLive:  Dr Zimmermann, your tenure here as 
CEO in South Africa has been just un-
der three years, is that right?

Dr Martin  Zimmermann: Yes. Normally we like 
to have three-to-fi ve years for foreign 
assignments within the company. Last 
year was a very dynamic one and with 
us pushing many things forward, you 
don’t necessarily think about leaving. 
I think the decision to recall me to 
another position was positive, it was a 
result of the company seeing how we 
did things here, what we achieved. It 
was also a vote of confi dence for the 
local management team, that they can 
build on what has been achieved. And 
that was my primary objective.
 At the same time it is not easy to 
leave the country, I love to work here.

AL:  If you don’t mind a personal l observation, 
from AutoLive’s side, it has been clear that you 
have been enjoying yourself here. How much 
is the production at the plant, with the new 
C-Class now being built, going to expand?

DMZ:  You can expect that we are going to expand 
production by 60 per cent. Th at is a huge 
increase, a big technology up-ramp, three 
shift s and that means the management has 
to lead in a diff erent way, from people who 

are enabled, empowered with both techni-
cal and leadership skills. By going to a third 
shift  we had to increase the stability of run-
ning processes in the plant, because there 
is no room, no leeway to catch up and meet 
production targets if there is a problem. Th is 
was the main challenge. And our people 
took the challenge with both hands from the 
beginning; we had tremendous increases in 
productivity and performance.

Th e period recently, aft er the strike 
and in the past few weeks where we had to 
shut down the plant and prepare for new 
C-Class, was intense. Th e week aft er the 
plant was shut down at the beginning of 
December 2013 it was empty and we had to 
rebuild all the equipment for the new mod-
el. It was frightening to a certain extent, but 
the team made it.

We have been able to manage the team 
of experts coming in from other plants 
around the world and our local experts, 
in a very good way. And we have people, 
South Africans from our plant who are 
helping with the start-up phase in other 
plants around the world. Th is is so positive 
because it drives further momentum and 
motivation.

Arno van der Merwe is now my successor and it 
makes me very proud as it shows that we in South 

Africa have everything that it takes to be playing 
within the Daimler group in every position. We are 
globally competitive.
AL:  Regarding that competitiveness, are we in-

creasing our local componentry within our 
production processes here? Is that scheme 
motivated by the APDP, working?

DMZ:  We have increased local componentry al-
ready, but with the launch of a new vehicle, 

continued on next page 

Interview with Martin Zimmermann,
Out-going CEO of Mercedes-Benz South Africa

Dr Martin Zimmermann’s tenure as CEO 
of Mercedes-Benz South Africa has been 
invaluable to both the Daimler parent 
company and local personelle.

http://www.gearmax.co.za
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AutoLive:  You are at present Vice President 
of manufacturing in east London 
and now will also be the new CEO. 
How diffi  cult will that be to play 
both roles?

Arno van  der Merwe: Aligned with this change 
there are also changes in overall struc-
tures of sales and marketing functions, 
so there is a strengthening of some of 
the reporting lines and some of the 
functional reports coming out of the 
head offi  ce. I foresee that it should be 
manageable and this year with the start-
up of new C-Class there will be more of 
a signifi cant load, but by the end of the 
year things should be more balanced.

AL:  Are you presently still based in East London, 
as you continue your role as vice president of 
manufacturing?

AvdM:  Yes, I will be based in east London, but 
with a more intensive travel schedule.

AL:  What are the numbers involved moving from 
two shift s with the previous C-Class to three 
shift s with the in-coming C-Class?

AvdM:  Looking at 2012 and 2013, we were run-
ning at levels of about 60 000 units a year. 
I can’t comment on the new levels of pro-
duction at this stage, but with the intro-
duction of a third shift  we will have a sig-
nifi cant increase in production.

AL:  C-Class production in America now means 
that we will no longer export to the USA. 
What will be the impact of this?

AvdM:  We have a very broad portfolio. We expect 
from a manufacturing point of view that 
the demand will not be driven by a specifi c 
region or economy. With the spread of the 
countries that we will be supplying, a nega-
tive regional impact will not aff ect us too 
much. We have 80 markets for the new car, 
so it is almost easier to mention the coun-
tries where we won’t be sending our new 
car. Obviously we will supply all the right-
hand-drive markets but also many left -
hand-drive markets. And focus on growth 
markets in the Asian region.

AL:  Th e East London plant has won numerous 
JD Power awards for South African-built 
C-Class Mercedes models. How long have 
you been in charge of production at the South 
African plant?

AvdM:  I’ve been at Mercedes-Benz now for a to-
tal of 17 years; I’ve worked overseas within 
the group. I was in charge of readying the 
factory in East London for the current, or 
out-going C-Class . In 2011 I took over 
the manufacturing management at East 
London.

AL:  What is the key to achieving production 
standards to the point where cars built here 
achieve international awards for excellence, 
such as the JD Power awards?

AvdM:  People ask me that question and it is very 
hard to answer, we’ve been at it for more 
than 10 years. If I had to use one or two 
words, the fi rst one I would use would be: 
Expectation. You oft en get what you ex-
pect, and if you expect something half-way 
that’s what you get. And the second word 

is, Fantastic. And if you expect something 
fantastic that’s what you get. We have 
achieved that mind-set. People expect it, 
our product to be fantastic. ■

there is a big jump as here you can decide 
what is going to be locally sourced at outset. 
What is a huge opportunity is that we now 
leverage those local suppliers exporting to 

other plants, globally. Th eir challenge is to 
learn what it means to deliver sustainable 
component production. And we need to in-
crease technical and management skills to 
achieve this.

At present we don’t always fi nd the right 

aspirations amongst suppliers. We need to 
develop a mind-set that is: why should we 
not compete with suppliers from India, 
or China? To get that mind-set, it is man-
agement training and skill training that 
is needed. ■

 continued from previous page

Next week, AutoLive will be travelling to Marseille in France for the international launch of the new 
Mercedes-Benz C-Class, and it is a big honour for our publication to be part of such a world event. 
The models we will drive will presumably be built in Germany, but the South African plant is on pro-
duction ramp-up now, with locally-built models due to go on sale here within the next few months, 
as well as for export. We look forward immensely to driving the new car, one that is so important for 
our manufacturing future here in South Africa. This is a preview picture issued by the Daimler media 
department a few weeks ago.

New Merecedes-Benz SA CEO Arno van 
der Merwe will continue in his role as Vice 
President, manufacturing, in East London.

Arno van der Merwe, the In-coming CEO
of Mercedes-Benz South Africa (from March 1)
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People

Barloworld Toyota Centurion 
Crowned Toyota Dealer 
of the Year for 2013

Barloworld Toyota Centurion received top hon-
ours when the dealership was named the overall 
Toyota Dealer of the Year for 2013.

Alex Frielingsdorf and his team at Barloworld 
Toyota Centurion were recognised for their ex-
ceptional performance in 2013 and awarded the 
2013 Toyota Dealer of the Year at a Gala func-
tion on Friday (21 February 2014) in Durban, 
KwaZulu-Natal.

“Barloworld Toyota Centurion is proof that 
strong leadership and the right people make all 
the diff erence in the performance of a dealership,” 
said Calvyn Hamman, Toyota Motors South Africa 
Senior Vice President of Sales and Marketing. “We 

are very proud of what they have achieved and of 
their spirit of customer service.

“Th e Toyota Dealer of the Year award is always 
very hotly contested, but this year the competition 
amongst the best performing dealers was particu-
larly fi erce. Barloworld Toyota Centurion is a wor-
thy winner,” said Hamman.

GM’s Top Dealers Recognized

Th ree Kwazulu Natal dealers took top honours in 
General Motors South Africa’s (GMSA) annual 
Dealer Honours Awards at an event held at the 
Struandale plant in Port Elizabeth.

Th is year the award for Best Dealer in the 
major dealer category was awarded to Bates Port 
Shepstone, in the medium dealer category to 
Brokensha’s Estcourt and in the small dealer cat-
egory the winner was Sydfred Motors in Matatiele.

Jaguar Land Rover’s Top Dealers

Jaguar Land Rover South Africa and sub-Sahara 
Africa have recognised its top dealers of 2013 at the 

company’s annual Dealer of the Year Awards, held 
in Oubaai, Western Cape on February 17.

Jaguar Bryanston and Land Rover Witbank 
emerged as the best brand dealers in the South 
African network, while Premier Auto Services 
(the Zimbabwean importer) was recognized as 
the Jaguar importer of the year, with Land Rover 
Importer of the Year going to Tanzania’s CMC 
Automobiles.

Merc Dealers of the Year

Coming hot on the heels of the announcement last 
week of strong revenue growth in 2013 of 28.7% 
over the previous year, MBSA paid tribute to the 
top performers in its extensive, country-wide deal-
er network on 22 February at the announcement of 
its Dealer of the Year conference in the Syechelles.

Best overall Mercedes-Benz car dealership was 
Garden City Motors in Pietermaritzburg, while 
the best overall Mercedes-Benz commercial ve-
hicle dealership was Mercedes-Benz Commercial 
Vehicles, Cape Town. ■

Alex Frielingsdorf (Barloworld Toyota Centurion) 2013 Toyota 
Dealer of the Year.

SA Motor Companies Name Their Dealers of the Year 
at Various Functions Around the Country and Abroad!

GMSA VP of Sales, Servicing and Marketing, Brian Olson at 
left, congratulates the winners, Peter Kruger, Eddy Veenstra and 
Noel Allchin.

Mercedes’ top dealers and management, enjoying life in the Seychelles.
Jaguar Land Rover South Africa and 
sub-Sahara Africa have recognised 
its top dealers in Oubaai. From left are 
Kevin Flynn, Antony Haji, Kim Withnall, 
Nigel Clarke.
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Protection that’s built to beat the African Heat

Tel: +27 (0)860 772 652
e-mail: sales@spanjaard.biz
Website: www.spanjaard.biz

Lubricants  Greases  Additives  Aerosols

Engine Flush
Removes carbon and gum internally from all types of 
internal combustion engines
Radiator Flush
For cleaning water-based cooling systems
Radiator Sealer & Conditioner 
Protects against corrosion and seals holes up to 1mm

E+
I 1

26
6

Smoke Doctor 
Stops oil burning and reduces oil consumption
Petrol Injector Cleaner
Cleans petrol injector systems, as you drive
Diesel Injector Cleaner
Cleans diesel injector systems, as you drive
Leak Doctor
2-in-1 stop leak and oil treatment

Gearbox & Diff Supplement 
Reduces operating temperatures and 
prolongs gear life (manual boxes only)
Engine Cleaner Red
Solvent-based engine degreasing agent
Engine Cleaner Blue 
Water-based engine degreasing agent

BY STUART JOHNSTON

But here goes anyway, as perhaps some AutoLive 
readers don’t tweet, twit, what’s- up-or-app, or even 
sms. Maybe they still read!

Th e Porsche Cayman S was undoubtedly the 
best car in the competition in terms of engineering 
quality, overall performance when talking accel-
eration, top speed, fuel economy and a sheer feel-
ing of competence when experienced from behind 
the wheel.

So what’s up (or app!) Johnston? What’s your 
prob?

My prob is that in terms of the overall appropri-
ateness to motoring in general in this country, the 
Porsche is an indulgence, even a toy for some, rath-
er than a serious utilitarian conveyance. Just about 
every Porsche owner will have a back-up vehicle in 
his or her garage for carting kids around, loading 
in fold-up camping chairs, or running about town 
and parking in an area where people are likely to 

open their doors on your car or bumping it as they 
squeeze into a tight space with their 4X4.

It’s a problem that the SA Guild of Motoring 
Journalists jury faced, and the 30 members (not all 
of them made it to the actual test days) chose to still 
vote for the Porsche as their car of choice.

My problem with this decision is that I am 
still of the opinion it is less of a challenge to de-
sign and build an excellent sports car than it is to 
build a brilliant every-day car. Th ere are simply so 

many more factors to consider with mass-volume 
production car, regarding ingress into the passen-
ger compartment, fuel economy, ride quality as 
opposed to sheer grip, and most important of all, 
production costs.

Indeed, Ferdinand Porsche himself was aware 
of these challenges, and it is signifi cant that he de-
signed the most brilliant utilitarian car of all time, 

2014 Car of the Year. What’s Up or App, Johnston?

continued on next page 

Porsche SA CEO Toby Venter with the COTY award for 2014 and the winning Cayman S 
in the background. We’re happy for you Toby, but not with the winning decision.

Elsewhere, in other media forums, 
I have already made my feelings 
clear on the fact that I was shocked 
at the Porsche Cayman S being 
chosen as the 2014 Car of the Year. 
As I write this, a week after the 
announcement, I feel in this era of 
instant opinion-sharing that I am in 
danger of fl ogging a dead horse.

http://www.spanjaard.biz
mailto:sales@spanjaard.biz
http://www.spanjaard.biz
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Kieran Rennie heads up the advertis-
ing sales team on AutoLive. Kieran 
recently joined our band of petrol-
heads, and his pleasant but focussed 
personality, as well as his attention to 
detail, makes him the ideal member 
of our front-line squad.

Kieran has been involved in the 
motor industry for almost as long 
as he can remember, his father hav-
ing been a dealer principal at an 
East Rand Mazda dealership some 
years ago.

Kieran also cut his teeth as a 
car salesman during his career, but 
most of his working life he has been 
involved in the music and entertain-
ment business. While making music 
he also found time to build his own 
Lotus 7-based sports car.

“Getting involved in AutoLive 
is like a return to my roots,” says 

Kieran, who also does some writing 
for this publication on an occasional 
basis, having already covered a num-
ber of local launches.

You can mail Kieran Rennie at 
chat@kieranrennie.co.za, or call 
him on 083 225 9609.

Who should advertise 
in Autolive?

 ■ Companies looking to recruit 
employees for specialist posi-
tions in the motor industry.

 ■ Companies looking for fran-
chisees

 ■ Companies looking for dealers 
for new vehicle brands or to 
expand an existing dealer 
network.

 ■ Automotive marketing consult-
ants

 ■ Training organisations

 ■ Market research companies
 ■ Business management consult-
ants

 ■ IT companies
 ■ Fleet management companies
 ■ Suppliers of workshop equip-
ment

 ■ Car care companies
 ■ Panel beaters and dent removers
 ■ Auction houses
 ■ Courier companies
 ■ Service providers in the fi nance 
and insurance industry

 ■ Vehicle tracking system suppli-
ers

 ■ Organisers of exhibitions and 
conferences.

 ■ Tyre fi tment centres
 ■ Suppliers of car care products
 ■ Suppliers of automotive re-
placement parts

 ■ Roadworthy testing centres

 ■ Printers
 ■ Accounting fi rms

AutoLive advertising rates are very 
cost eff ective and we are able to 
make up advertisements at reason-
able rates. Th e rate card is avail-
able under “Advertising” on the 
AutoLive website. ■

www.autolive.co.za

The Autolive Sales Team

Kieran Rennie
Cell: 083 225 9609 

E-mail: chat@kieranrennie.co.za

the Volkswagen Beetle. He is much more remem-
bered for this achievement than he is for designing 
the highly specialised Auto Union V12 and V16 
racers of the ‘30s, brilliant though they were.

Th e Beetle had to be built to a price, a very low 
price, and this is where I would like the jury to lean 
towards in choosing the 2015 Car of the Year. To 
create a small car that does everything extremely 
well, and yet is still aff ordable, is a much more rel-
evant and laudable achievement in my eyes.

For the record, the Nine fi nalists placed in the fol-
lowing order
1.  Porsche Cayman S. R838 000
2.  Volkswagen Golf 7 1,4 TSi DSG. R293 500
3.  Audi A3 Sportback 1,4 TSi Manual. R299 000
4.  Mercedes-Benz A45 AMG. R603 667
5.  Jaguar F-Type 3,0 S. R999 900
7.  Renault Clio IV 9,0 Turbo. R189 900
6.  Lexus IS350 F-Sport. R571 500

8.  Volvo V40 D3 2,9. R346 800
9.  Peugeot 208 GTi. R263 350

I made the Golf the Winner, the Audi second and 
the Renault Clio third. I felt the Renault, given its 
price, had an excellent chance as it has redefi ned the 
level of equipment and fi nish you get in a car com-
peting in this price bracket. It was only let down, in 
my opinion, by a slight performance shortfall with 
its 0,9 litre three-cylinder engine in certain operat-
ing conditions.

As Egmont Sippel, another jury member and 
many times winner of the Guild’s motoring writer 
of the year competition has pointed out, for the 
price of the Porsche you could buy the Audi, the 
Golf and the Renault.

I feel part of the problem with today’s Guild is 
that there are far too many inexperienced members 
who have not cut their teeth in motoring writing or 
proper newspaper reporting, who have too much of 
a say in which cars are chosen as fi nalists, and which 
cars are awarded the top points in the competition.

Some of these guys (of both sexes) have started 
motoring web-sites when they are barely out of their 
teens and not too much water has passed under the 
bridge since then. Th ey wouldn’t know a rising rate 
suspension system from a garden hose, and yet they 
are instant experts!

Th e way the competition is scored these days 

is also fl awed as it enables jury members to load 
their favourite cars heavily to edge out competitors. 
Previously the scoring system was much more tech-
nical and less emotional.

I have been involved with this competition since 
late 1985 when we fi rst tested the cars at the old 
Kyalami GP circuit. Th ere have been some good 
winners and some bad winners over the years, but 
at least all those judges taking part in those days 
had paid their dues in a proper media-apprentice 
system. Today, sadly, that system no longer exists.

As for me, I will continue to take part in this 
competition which is now nearly three decades old 
and sponsored from its inception by Wesbank. And 
continue to make my opinions known. I’m a jour-
nalist aft er all. ■

 continued from previous page

To create a small car that does 
everything extremely well, and 
yet is still affordable, is a much 

more relevant and laudable 
achievement in my eyes.
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BY STUART JOHNSTON

For the long haul, Toyota’s Corolla has always been 
a safe sure bet, and now the new car has delivered 
an even more complete experience, rectifying faults 
that were present in the previous model, and build-
ing on the strengths already present.

It’s slightly bigger than the previous model in 
overall length, but in the wheelbase it has grown 
by a substantial 100 mm. Th anks to some extra 
design cleverness, the rear passenger room is now 
astounding for a car that only measures 4 620 mm 
in overall length. Front and rear overhangs have 
been reduced, and yet despite the shorter overhang, 
the new Corolla’s boot displaces an impressive 
452 litres.

So in two vital areas in the sedan class the car 
is already a winner. Looks? I’m not convinced, the 
front end is a lot more adventurous than before, and 
the car seems to fi ll out its wheel arches a lot better. 
But towards the rear of the car the styling is still a 
little heavy for my taste.

Performance is strong in virtually all three 
models we tested on the launch in early February 
in the Cape Town area. We drove the CVT-
transmission 1,8-litre petrol model fi rst and yes, 
for a CVT it was pretty drone-free, and the engine 

seemed to be fairly responsive, although we were 
stuck for a lot of the time in peak hour traffi  c.

Next up was the diesel, a new 1,4-litre unit pro-
fi led towards modest output at 66 kW, but strong 
on torque for a small diesel at 205 Nm. Impressive, 
and with a reasonably smooth power delivery with a 
gradual tapering off  of power, rather than an abrupt 
cut-off , which is the case with some highly-boosted 
small diesels.

And fi nally we drove the pick of the bunch, as 
far as we are concerned, the 1,6-litre petrol model, 
with a six-speed manual gearbox. Th e shift  on the 
gearbox is much sweeter than before and dynami-
cally, the car is better in so many respects.

Reading the press material on the steps the en-
gineers have taken to ensure the new Corolla has 
much better driving responses is actually a hum-
bling experience, regarding all the fi ne work that 
has gone into the suspension, the steering and in-
deed, the body shell rigidity.

For instance, the body now features more use 
of high-tensile steel, and there are many more spot 
welds in the new shell. In the struts, there has been 
work to ensure more rigidity to the front end, and 
the strut bearings have reduced friction to sharpen 
up steering responses.

Talking of steering, the new electric power 
steering system is a great leap ahead of the previous 

model’s in terms of driver-feel. Th e suspension, too, 
is very compliant, soft er springs having been fi tted 
thanks to the increased torsional rigidity of the new 
body shell.

Th e new Corolla naturally comes with all the 
safety systems you’d expect, including a seven-
airbag spec on some of the models. Th ere is trac-
tion control, dynamic stability programming 
and hill start assist, for those of us too lazy to use 
the handbrake.

Space prohibits going into all the features, but 
they are plentiful. Th e most important aspect of 
the car is that it once again feels like a solid, lively 
Toyota should. It’s as if the designers have been lis-
tening to feedback on the previous model and ad-
dressed all the issues.

Just like a good dinner party host who has lis-
tened to feedback from the staff  and guests, and put 
an action plan together.

In South Africa, the millionth Corolla has al-
ready been built at Toyota’s Prospecton plant just 
outside Durban. Right now the factory will be 
ramping up to a level of 115 cars a day.

Pricing ranges from R214 900 to R283 900 for 
the top 1,8 with the Multidrive CVT transmission. 
Th is makes it clear that the Corolla is still fi rmly 
priced in the aff ordable category. ■

New Corolla Behaves Like the Perfect Host

From the rear it is more interesting than before, but still a little heavy-
handed.

New Corolla styling is now much more cutting edge from 
the front.

Think of a perfect dinner party host. He introduces you to aspects of his life in a seamless and non-bombastic 
way, and above all he’s a great enabler, in the positive sense of the word. He ensures that your stay will be a 
pleasant one, and yet after it’s all over, it may be some other wise-cracker that you will remember, be talking 
about. But not in the long term.
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BY KIERAN RENNIE

Hands up who remembers the enormous step for-
ward Golf V made over its predecessor. All the chat-
ter at the time marveled at how the gap between the 
“budget” buys and “premium” options in the sec-
tor had begun to narrow. Rueful smirks appeared 
on faces when the discussions around the pending 
release of Golf VI began to bubble. How could they 
make it better while keeping the price tag relevant? 
But the doubts were doused. Th e improvements 
were noteworthy. Th e VI was amazing! Surely 
they couldn’t do it again? Surely the VII wouldn’t, 
couldn’t take the similar sized steps forward?

Released internationally late in 2012, Golf VII 
has been named 2013 World Car Of Th e Year and 
has narrowly (somewhat controversially) been 
pipped into second place for local honours at this 
year’s Wesbank COTY. Th is relentless progress 
can be attributed to a manufacturer hell bent on 
world domination and determined to get there not 
only through expansion and sound governance 
but also by rolling great cars off  the assembly line. 
Th e Volkswagen Group is currently the second 
biggest automotive company globally with the top 
spot surely now well within its reach. I thought the 

launch of the Golf R was going to be about the car, 
but it was more than that. It gave me a brief insight 
into the ethos; an overview of VW as a whole which 
has contributed to the continued growth of this le-
viathan. More on that later.  

It’s a short walk from the arrivals hall at Port 
Elizabeth Airport to the parking lot. One of the 
most eagerly anticipated cars of the year, the Golf 
R, sits subtly, awaiting our involvement. VWSA 
staff  waste little time getting us strapped into the 
“halo” option of the already much lauded GTi. Th e 
R is more powerful with 206kw and 380nm. Th e 
fi ft h-generation Haldex all-wheel drive system 
promises better traction and improved handling. 
Th e (limited) 250km/h top speed is impressive 
and the claimed 5 second 0 -100 time borders on 
sports car quick. It needs to be said however, that 
the day, much like the car, to this point lacked any 
and all fanfare. It’s as if VW were saying, “we’ll 
shut up and you drive”. Because that’s what this 
car is about. It doesn’t shout, it DOES. If the GTi is 
the dark grey Zegna suit of the hatch world, then 
the R has but added a pair of Montblanc cuff  links 
and some Cheaney & Sons shoes. It remains un-
derstated but if you know what you’re looking at, 
it’ll stir your soup. “Matt Chrome” wing mirror 
fi nishes and front sill inserts along with 18” Cadiz 

wheels set it apart. Double twin pipes hint at some 
genuine ability. Limited use of the “R” insignia 
reinforce the quiet confi dence that this monster 
exudes. Inside, it’s an impressive package. Leather 
sports seats and steering wheel are attractive and 
comfortable and match the performance potential. 
Ambient door sill lighting and “Carbon Touch” 
inlays play out the wonderful balance of comfort 
and performance. Th e list of standard features is 
long and impressive. I’m disappointed, however, 
that the DCC (Dynamic Chassis Control) system 
is an R10 200 option. DCC allows you to select one 
of three driving modes (sport, normal and com-
fort) further enhancing the driving experience. 
Th is may well end up being one of those gadgets 
which, once you’ve lived with the car for a while, 
becomes a little-used novelty but we’re already be-
ing asked to part with over R100K more for the R 
over the GTi. Trick suspension should be included. 
Other great bar room banter points include EDS 
and XDS+ which, briefl y put, vector brake pres-
sure and diff erential settings independently to 
all four wheels helping eliminate understeer. A 
highlight for me was the sound track with the en-
gine note guttural (for a 4-pot), raspy and racey. 
Th e lighting quick 6 speed DSG gearbox (with the 
manual option available mid-2014) works well in 
either auto or self-shift  mode. Th e electronically 
controlled throttle blip, when shift ing, causes a 
wee burble through the exhaust which is nothing 
short of additive. As expected, the Golf R is su-
preme through fast bends and utterly stable at very 
high speeds. You’d easily get life imprisonment for 
speeding, without it ever feeling like the car was 
being stretched. 

Th e R486 200 sans options price tag includes a 
3yr/120 000km warranty and a 5yr/90 000km ser-
vice plan. Th e jury is yet to deliberate on whether 
the R is going to trump the likes of the ( released 
last week –Ed ) Audi S3, the (much more expen-
sive) Merc A45, the Astra OPC and the Megan 
RS265 for the “Halo Hatch” title but the Golf is cer-
tainly a super strong contender. I guess the results 
of that showdown will answer the “is it value for 
money” question. ■

Gaining Ground

Golf R package adds a touch of serious street cred that elevates it nicely above the 
understated GTi appearance.
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BY KIERAN RENNIE

First out of the gates for 2014 from GM is the Chevy 
Sonic RS. Th e attractive, if somewhat utilitarian fi ve 
door B-segmenter, was fi rst seen on our roads late 
in 2011. What we liked about it from the get-go were 
the looks and the price. From the front, the individ-
ually mounted twin headlights set it apart, while the 
rear’s edgy bluntness looked well proportioned. Th e 
overall impression was youthful, sporty and solid 
and along with competitive pricing, the Sonic began 
sounding its way steadily into the carports of small 
hatch buyers. What probably kept people away was 
a certain unfamiliarity (modern SA Chevys not car-
rying the torch of perceived indestructibility or the 
salt of the earth honesty of Granddad’s 4100) and, 
undoubtedly, most of the competition provided 
higher standards of feel, fi t and fi nish. We knew 
however, that GM would continue to improve on 
this promising vehicle.

Now, before you start thinking we’ve got our-
selves yet another hot hatch contender, take a 
breath. Th at’s not what this is. Th e “RS” moniker is 
in fact not an indicator of top drawer performance. 
Historically (at least in Chevy-speak) the “RS” is the 
entry level performance option. Th e RS has been 
introduced as a “halo” model for the Sonic range. 
More about where this car fi ts in a little later. Right 
now, let’s talk predictable vs surprise.

Predictable: Th e wonderful (not blistering) 
performance. If the same 1.4 turbo’d motor could 
impress in other heavier GM models, it was always 

going to be a hit in this car. Th e Ecotec wonder-mill 
pushes out 103KW and 200NM shoving the Sonic 
to 100 km/h in a claimed 9.5 seconds and topping 
out (apparently) at just under 200 km/h. Th at kind 
of driving will of course make your jaw drop almost 
as quickly as the fuel gauge, but drive like an adult 
and you’ll see economy fi gures of around 6.6 litres 
per 100 km. Th e six speed manual box is a treat–
positive and precise.

Surprising: Th e ride and handling. I was ex-
pecting the car to be either light and uncertain, 
unable to handle the more powerful motor or hard 
and unforgiving. It is neither. Low profi le tires fi tted 
to (standard) 17” alloys on small cars oft en mean 
you’ll be pot hole dodging for fear of spinal disc 
relocation but the chassis in the Sonic copes with 
our third world roads eff ortlessly. Th e ride comfort 
however belies the sports capability of the “tuned” 
suspension. Push as hard as you dare through high 
speed, undulating bends and the RS asks for more. 
You may hear some die-hard hacks complain about 
a lack of steering feel or feedback but that kind of 
“complaint” has little relevance for the average driv-
er. Th is car is a joy to drive and a joy to drive quickly.

Predictable: My dislike of the “motorbike in-
spired” instrument cluster which detracts from any 
improvements in the quality of the interior mate-
rials now being utilised. It looks very China Mall 
and for me is the car’s biggest let down. In GM’s 
defense however, I may well be outside the relevant 
age bracket. Maybe it’s too loud only because I’m 
too old.

Surprising: Th e fantastic MyLink infotainment 

system. Standard on the RS, it links eff ortlessly to 
your smartphone enabling you to play music, watch 
videos (only while stationary), remain net-connect-
ed and, of course, make phone calls. Th e MyLink 
system eff ectively becomes an extension of your 
phone. Additional USB ports allow for other media 
to be plugged in, further extending the fun. MyLink 
will voice activate most smartphones while steering 
wheel mounted controls allow for safe operation of 
the essential functions.

Pricing remains competitive at R225 300 which 
includes a factory warranty of 5yrs/120 000 with a 
3yr/60 000 service plan.

In closing we go back to the “where does it fi t 
(what else would you buy)” question. Th e only other 
cars that compare in terms of price, size and per-
formance are the Suzuki Swift  Sport and the Ford 
Focus 5 door Trend 1.0T. Th e (non turbo) Suzuki 
will suff er at altitude in terms of outright perfor-
mance and the Sonic may well look a little sport-
ier than the Focus but I’m not sure I’d be able to 
overlook that crazy instrument cluster (see what I 
did there?) .Th e Ford might ultimately get my vote 
here but the Sonic RS is making (almost) all the 
right noises. ■

Sonic. BoOm!

Sonic boon. The hottish version should 
spark interest in GM’s small hatch range 
as a whole.

BY ROGER HOUGHTON

Ford is intensifying its eff orts in this aff ordable 
compact car segment which is seen by many of the 
volume car makers in the world as one of the most 
important keys to growing overall sales and market 
share in the future, particularly in emerging mar-
kets. Th is message came through loud and clear at 
the unveiling of a concept of the new Ford Figo in 
New Delhi, India, recently.

Th e category for cars under 4-metres in length 
and with an engine capacity below 1.5-litres 

(diesel) or 1.2-litres (petrol) is spicing up action in 
India as many new contenders are launched into 
this popular segment which enjoys signifi cant tax 
benefi ts, besides being reasonably frugal with fuel. 
Th ese cars are categorised as “small” with only 
12% excise duty payable instead of the 27% for all 
other cars.

Th ere is also a big demand for sedans instead of 
hatchbacks so it is a challenge for designers to come 
up with a booted car with a spacious interior for fi ve 
occupants.

Tata was the fi rst maker to make a car especial-
ly for the segment, the Indica CS (compact sedan). 

Now there are a host of these cars, such as the 
Maruti-Suzuki DZire, Honda Amaze, Mahindra 
Verito and the Toyota Etios Liva. Th e latter is a 
shorter derivation of the normal Etios, which are 
4.25-metres in length.

continued on page 14 

Ford Prepares to Launch New Onslaught 
on Indian Small Car Market

The Figo concept.
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BY ROGER HOUGHTON

Th e 12th edition of the Indian Auto Expo moved to a 
new site this year. Th e previous 11 shows were held 
at the Pragati Maidan show grounds in New Delhi, 
but this year the show was split, with the component 
and aft ermarket exhibitors remaining at Pragati 
Maidan while the motor show itself moved about 
40km from the centre of Delhi to the India Expo 
Mart, a dedicated exhibition facility, in the Noida 
development area.

Th e Indian Auto Expo, which was Asia’s big-
gest event of its kind when vehicles and components 
were combined, was held for the fi rst time in 1986. 
Th e next shows were staged somewhat sporadically 
in 1993 and 1996 before settling into a biennial 
date schedule.

Like the Johannesburg International Motor 
Show this is an event internationally accred-
ited by the global Organisation of Motor Vehicle 
Manufacturers (OICA) but it was not in the 
same class as the local show which was held in 
October 2013.

Unlike their SA counterparts the Indian or-
ganisers were not looking for massive visitor at-
tendance. In fact, by moving the show from the 
exhibition centre in Delhi to a newer, multi-storey 
facility in Noida (near the new Grand Prix race 
track), which is about 40 km from the centre of 
Delhi, they were hopeful they would lessen the 
number of tyre-kickers at the show and attract a 
better quality of visitor.

In South Africa the opposite is true as the or-
ganisers try and grow the number of visitors. Last 
year’s show at Expo Centre attracted 241 000 peo-
ple over 12 days, compared to 225 000 in 11 days 

in 2011. In contrast this year’s Auto Expo in Delhi 
attracted 561 000 visitors in seven days and carried 
the hopes of the Indian motor industry to give slow-
ing vehicle sales a boost.

Th e previous show, in 2012 had attracted 1 500 
exhibitors and 700 000 visitors and was reported by 
the editor of the Indian edition of Autocar to have 
been “shambolic.” Th e editor said in his editorial 
before the 12th Auto Expo that the show was in need 
of restructuring and the move out of the city centre 
will make it a “more streamlined experience.”

Interestingly the Johannesburg Expo Centre 
and the Noida venue have a similar amount of gross 
exhibition space available, being 70  000m2 in SA 
and 60 000m2 in India.

Th e Joburg Motor Show, with generally far 
more expansive exhibition halls, was much more 
imposing than the Delhi show. However, there 
seems to be tighter control on exhibitor costs at the 
latter show as most displays were on slightly raised 
fl oors with a backdrop and none of the big and elab-
orate structures we oft en see at the Joburg show and 
which send costs skyrocketing.

Unlike the Joburg show, where the focus is on 
cars and trucks the Auto Expo in India also includes 
a good number of two- and three-wheelers.

Th is year the number of car and SUV brands 
on show in India was 23, compared to 27 brands in 
Joburg, with India having 10 commercial vehicle 
exhibitors compared to 22 in SA. Th e Auto Expo 
also had six displays of electric and hybrid vehicles 
and 14 stands with two- and three-wheelers.

Generally the attitude of the Indian exhibi-
tors and organisers was unhelpful and unfriendly. 
I had a major battle to obtain a show catalogue, 
fi rst being fobbed off  by media offi  ce personnel and 
then having to resort to the organisers themselves. 

Eventually I was reluctantly given a copy of what is 
an interesting and informative publication.

Th e scramble for media kits on the Ford stand 
at the end of the presentation had to be seen to be 
believed. Other stands said they had no media kits 
and took my business card premising to e-mail kits 
to me, but so far I have received nothing. Th is is in 
stark contrast to the helpful attitude from the media 
centre at the Joburg show.

Naturally the Indian domestic makers like 
Maruti-Suzuki, Tata and Mahindra had by far the 
biggest stands, but strangely Royal Enfi eld, which 
continues to make iconic British style motorcycles 
in India was not present on the show.

Neither were the prestige and supercar mak-
ers there – as was the case at Expo Centre last year. 
Th ere were no displays by Aston Martin, Bentley, 
Bugatti, Ferrari, Lamborghini, Maserati, Porsche, 
Rolls Royce or Volvo at either show, which is disap-
pointing for many motoring enthusiast show-goers, 
particularly as all these models are listed for sale in 
the two countries. But it also probably means these 
small volume companies do not believe participa-
tion in big shows is cost eff ective in terms of return 
on investment.

Generally the visit to India courtesy of Ford 
was most enjoyable and informative, not only in 
terms of exposure to the rapidly-growing Indian 
motor industry but also in terms of an opportunity 
to visit top-rated tourist attractions such as the Taj 
Mahal and Red Fort. ■

Indian Auto Expo Moves to a New 
Site to Lessen Number of Visitors

The Figo in New Delhi.

Th e fact that a group of SA motoring jour-
nalists was invited by Ford to the unveiling and 
the fi rst public display of the Kia Concept, a 
substantial-looking, sub-four metre compact car 
at the 12th Auto Expo in New Delhi recently in-
dicates that SA is high on the list of priorities for 
this model.

Th e current, Indian-built Figo is proving a val-
uable contributor to Ford’s amazing revitalisation 
in SA over the past couple of years. It was fourth in 
the overall list of top-selling passenger cars in SA 
in 2013, with 15  254 units sold and continued in 

this position in last month’s sales. It was the ninth 
most popular car in India in 2013 with sales of 
60 964 units.

Ford is covering its bases well, with the Ka 
Concept being a hatchback while the Figo Concept 
is a sedan, albeit with a truncated luggage boot giv-
ing it a very hatchback-like side profi le.

At the end of last year the Ka Concept was un-
veiled in Brazil in November and then shown in 
Barcelona in December when this hatchback de-
rivative of this important, high volume, B-segment 
model was shown as part of a global Ford event for 
dealers and the media built around the fi rst unveil-
ing of the latest Ford Mustang sports car.

Although the senior Ford executives at the 
unveiling of teh Figo Concept in New Delhi, in-
cluding South African Craig von Essen, who 
has been moved recently up the ranks to global 
product communications manager at Ford HQ 
in Dearborn, were tight-lipped about what name 
the upcoming model would wear when it arrived 
in SA, probably in 2015, but it is highly likely to 
be Figo.

Th e previous Ka was an oddly styled model that 
fared rather poorly in the popularity stakes in SA 
when it was sold here from 2005–2008, while Figo 
has built strong brand awareness and customer loy-
alty in the local market. ■

 Ford in India, continued from page 13
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BY STUART JOHNSTON

Th e Kia’s Koup de grace is perhaps not its body, but 
its GDI engine. Th is is a 1,6-litre turbo petrol unit, 
and Kia claims 152 kW for it, which sounds a little 
high. But nevertheless, turbo power plants are what 
we’ve been waiting for from Korean manufactur-
ers and this one is exceptionally smooth, and more 
than potent enough to do the job, especially at the 
Reef’s high altitude.

On the day I drove the car it was raining 
tigers and horses, rather than cats and dogs, so 
I couldn’t wring it out suffi  ciently on a launch 
route that had been truncated thanks to the 
ensuing Randburg traffi  c chaos that the rain 
had precipitated.

Nevertheless, this engine now gives the Kia 
something to shout about, and it has a decent ex-
haust note too.

Kia claims an acceleration from 0–100 km/h 
of 7,4 seconds for its six-speed manual model. 
Th ere’s an auto available too. And top speed is 
22 km/h.

Inside, the dash is enhanced by a Supervision 
TFT colour LCD cluster that gives it a hi-tech 
feel. Various stowage areas in the car add to its 

utility prowess, although being a coupe based on 
style rather than function, it doesn’t score all that 
highly in the occupancy stakes.

Based on the Cerato, the Koup has an excel-
lent ride quality and steering quality doesn’t 
seem bad aft er a very brief spell behind the wheel. 
Th ere’s a fi ve-year/150 000 km warranty and fi ve-
year/90 000 km service plan, to go with the price 
of R334 995 for the six-speed manual or R346 995 
for the auto. ■

It sounds almost wrong, a Swift  with a boot. But 
once you see the new Suzuki four-door with a 
notched tail, it doesn’t look half bad, does it, luv?

It’s called the DZire and comes in GA and GL 
trim levels. In the latter this means occupants enjoy 
an air conditioner, complete with pollen fi lter, a CD 
receiver with four speakers including USB ports, 
and audio controls on the steering wheel. Th ere are 
electric windows, electrically adjustable wing mir-
rors, keyless entry and central locking, dual front 
airbags and ABS.

Th e good news is that the GA, for the budget 
conscious, also comes with air-conditioning. Th e 
not-so-good news is that the base model doesn’t 
have ABS braking, and in this day and age our ad-
vice is to go for the more expensive GL model in 
manual transmission.

In other words, your basic package for an en-
try car these days, and fi tted with a 1,2-litre four-
cylinder petrol motor developing 63 kW, 113 Nm 
of torque. Th is won’t be a fi rebrand, but it will be 

a willing little revver, Suzuki being known for tis 
smooth engines, so you can wring its neck, but if 
you drive it gently, you can expect consumption in 
the sub-seven litres/100 region.

Th e price of the GL manual is R138 900, while 
there is an auto version for R153 900. If you are very 

strapped for cash and don’t mind manual hydraulic 
brakes and steel wheels, go for the entry-level GA 
at R128 900.

Oh yes, that boot is reasonable in size, displac-
ing 300 litres. ■

Tell you what, this is the best-looking small car with a boot we’ve seen for ages.

Hey baby! The Cerato Koup is certainly a looker and with turbo power it goes some too.

Swift With 
A Boot

Koup De 
Grace
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Snippets

Wilken Communication Management was 
established in 1997 with the major focus of 
its operations being the South African 
motor industry.

Over the years it has developed into a one-
stop communication and marketing service 
provider specialising in this industry.

It is staffed by some of the most 
experienced people in the marketing and 
communications environment of the South 
African motor industry.

simplifyingCOMMUNICATIONS

WCM can provide services from strategic 
planning, to product launches, media brie ngs, 
event management, eet vehicle management, 
and ongoing public relations campaigns. It also 
has a publishing arm which can produce 
newsletters, magazines and coffee table 
books.

For more information contact: Jacques Wilken 
- jwilken@mweb.co.za

www.wilkencomm.co.za237 Rigel Avenue Waterkloof Ridge, Pretoria, 0181      Tel  +27 (0)12 460 4448      Fax   +27 (0)12 460 4514

BRIDGESTONE 
PRODUCTION CARS 2014
Th e country’s premier racing series gets under-
way for 2014 at Zwartkops Raceway this weekend. 
AutoLive caught up with triple champion Michael 
Stephen at the recent Audi S3 Sportback launch to 
ask him about prospects for the season:

“Th e fi elds aren’t big but they’ll be quality, 
with Hennie Groenewald in an Audi this season 
and Gavin Cronje in a BMW. I think in terms of 
driver skill all the drivers that are there are cham-
pions in some form or other. Another positive is 
that a marketing team is in place looking at 2015 
already, probably with a two-litre turbo class as 
the headliner, and a 1600 turbo class, and this is 
all positive. Th ere will be more scope to get more 
manufacturers involved.” ■

HONDA RECORD
Honda set a record for the production of its passen-
ger vehicles last year, with 4.3-million units coming 
off  assembly lines around the world. Th e growth 
of 4.5% over the fi gure for 2012 was due mainly to 
booming sales in North America and Asia. Honda 
brand vehicles are now manufactured in 70 facili-
ties in 27 countries. ■

GO FOR DATSUN
Production of Nissan’s new range of aff ordable cars 
under the Datsun banner has started in India with 
the Go hatchback coming off  the assembly lines. 
Sales are due to begin in March. Th e Go was un-
veiled to the public in India in July last year. About 
100 locally made components are used in the manu-
facture of the Datsun Go. ■

TOYOTA ROLLING IN CASH
Financial analysts believe that Toyota made as 
much profi t in 2013 as the Volkswagen Group and 
General Motors combined. Th e company, which re-
tained its position as global leader in the motor in-
dustry with sales of 9.98-million units has reported 
a profi t of US$9.99-bilion for the third quarter of its 
fi nancial year, which was also the fourth quarter 
of 2013. Th is is an amazing turnaround from a com-
pany that reported its fi rst loss in 70 years in 2009.

Toyota is forecasting a record profi t of al-
most US$23-billion for the 2013-14 fi nancial year 
which ends on March 31. Predicted revenue of 
US$242.35-billion will be the second highest in the 
company’s history. ■

TOYOTA RECALLS
One list that Toyota will not be happy to top is that 
for the most safety and quality recalls in the US in 
2013. Its tally of recalls on 5-million vehicles topped 
the 4.7-million of Chrysler. Honda (2.8-million), 
Hyundai-Kia (2.2-million) and Ford (1.2-million) 
rounded off  the top fi ve in terms of vehicles recalled 
in 2013.

However, industry commentators say the continu-
ing high fi gure for Toyota may well be a sign of a 
company to avoid any quarrels with vehicle safety 
regulators and court trial lawyers in the US, where 
the company is still recovering from a government 
investigation into alleged unintended acceleration 
incidents. ■

AMG RECORD
AMG, the performance arm of Mercedes-Benz, had 
a record year in 2013 selling 32 200 vehicles. Th e ad-
dition of the A45 range of small cars gave sales a big 
boost. Sales of AMG cars in SA rose 28% in 2013. ■

GM’S GOOD RUN CONTINUES
General Motors has completed its fourth consecu-
tive year of profi t aft er having to fi le for Chapter 11 
bankruptcy in 2011. Profi t of US$3.8-billion came 
off  the back of revenue of US$155.4-billion. ■

Super-marketable Michael Stephen with 
the Audi S3 at the Scribante track.

... the continuing high fi gure for 
Toyota may well be a sign of a 

company to avoid any quarrels ...

http://www.wilkencomm.co.za
mailto:jwilken@mweb.co.za
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Johannesburg Truck & Bus, owned by Imperial 
Group’s Motor Retail Division, offi  cially opened 
its new dealership in City Deep, Johannesburg, on 
February 13, 2014. Th e new Service Facility forms 
part of MAN Truck & Bus South Africa’s nation-
wide network of 31 proprietary and independent 
dealerships, dedicated to supporting the full spec-
trum of MAN truck and bus products.

Having purchased the dealership from Eskom 
six years ago while it was located in Rosherville, 
Gauteng, Imperial Group appointed Greg Mervitz 
as general manager to transform the business from 
a parastatal organisation into a fully-fl edged entre-
preneurial operation.

According to Mervitz, “Th e move to our new 
high-profi le location on Heidelberg Road in City 
Deep follows an extremely successful half-decade 
of transformation within the dealership which saw 
turnover climb by 600% since the buyout in 2008.”

Th e move from Rosherville to the new R50 mil-
lion facility in August 2013 was executed with abso-
lute effi  ciency, enabling the dealership to not lose a 
single day of operations, adds Mervitz.

For MAN Truck & Bus South Africa CEO, 
Bruce Dickson, “Greg and his team showed true 
professionalism and absolute commitment to achie-
ve the seamless move of its operations. Th is dedica-
tion to off ering MAN customers exceptional levels 
of service has made the operation our number-one 
Aft ersales dealership in the country.”

Th e new dealership was designed to not only 
function as a ‘drive-through’ service centre but also 
to rate as a Four-Star eco-friendly building, exp-
lains Mervitz: “the new building includes renovated 
offi  ce space, a new workshop with eleven 30-met-
re drive-through service bays, an integrated parts 
warehouse and ordering department with roadside 
receiving and dispatch areas, as well as under-roof 
parking for 28 vehicles. Th e strategically confi gu-
red workfl ow of the building allows for improved 
vehicle servicing turnaround times while bringing 
greater levels of security to our parts warehouse.”

From a ‘green’ perspective, the new facility, “is 
designed for effi  ciency,” adds Mervitz. “Th e fi tment 
of solar panels to our roof enables us to run approxi-
mately 80% off -grid during peak hours in summer, 
while a water harvesting system and recycling plant 

allows us to use rain water for our wash bays and 
gardens. A waste-disposal company has been con-
tracted to remove all redundant product from our 
premises, a process which generates more revenue 
for the dealership.”

Situated on 22 000 square-metres of prime real 
estate in the epicentre of South Africa’s logistics 
hub (City Deep Container Terminal), Johannesburg 
Truck & Bus’s new dealership is ideally positioned 
to capitalise on the growth in the road freight in-
dustry, both domestically and intra-Africa.

“Th e new dealership, apart from being close to 
major highways, will also benefi t from its close pro-
ximity to the new MAN Parts Distribution Centre 
in Germiston, which, like Greg’s operation, is gea-
red to keeping vehicle uptime at optimum levels,” 
says Dickson.

Geoff  du Plessis, Executive Chairman, MAN 
Truck & Bus South Africa states that: “Th e success 
of MAN’s relationship with Imperial over the years 
has been forged on a mutual understanding that 
customer satisfaction is the number-one focus of 
our respective operations – for MAN, that means 
supplying and supporting its independent dealers 
with purpose-built products, market-friendly fi nan-
cing solutions, skills transfer and capacity building, 
rapid parts supply and swift  warranty settlement.”

Via its Dealer Development Programme (which 
includes an annual Dealer of the Year Award), MAN 
off ers ongoing support to its dealer network th-
rough an array of initiatives designed to boost both 
human and technical capacity in its dealerships, 

Working Wheels

Old Jo’burg Location for New 
MAN Service Facility

Philip Michaux, CEO of Imperial Auto & Car Rental offi cially opens Johannesburg Truck 
& Bus Centre together with Geoff du Plessis, left, and Greg Mervitz, General Manager of 
Johannesburg Truck & Bus.

continued on next page 
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including enterprise-wide skills development, spe-
cialised tool provision, marketing support and va-
rious additional tools to help improve operational 
effi  ciency.

For du Plessis, “the time has never been bet-
ter for MAN to signifi cantly increase its market 
share in this country and north of our borders 
too, and that, with this new facility as its platform, 
Johannesburg Truck & Bus will be a primary part-
ner in helping us achieve this.“

As a fl agship MAN dealership, Johannesburg 
Truck & Bus, with its new state-of-the-art facilities, 
is perfectly equipped to set new vehicle servicing 
benchmarks in the industry, concludes Mervitz: 
“MAN has the best Aft ersales network in South 
Africa and its market penetration is constantly 
improving, giving us all the confi dence that our 
services here will be well utilised. Imperial’s faith 
in the brand has never been stronger and this new 
dealership facility is testimony to that.” ■

Nissan will re-enter the taxi industry in South 
Africa with the launch of the all-new Nissan NV350 
Impendulo, which will go on sale in March this year.

Th e new 16-seat model, has been built to com-
ply with South Africa’s taxi industry regulations 
and benefi ts from extensive South African infl uence 
throughout its development while being specifi cally 
engineered in Japan.

Th e new model succeeds the fairly popular 
Nissan E20 of the 1990s – a vehicle which still car-
ries a strong heritage with many local taxi opera-
tors almost twenty years aft er the last E20 was sold. 
Indeed, some of them are still in service!
Th e innovative ‘Name to Fame Game’ took place 

in 2013 and invited members of the taxi industry 
to submit ideas for the market name of NV350 in 
South Africa.

Th is resulted in the new Nissan NV350 Taxi 
carrying the “Impendulo” moniker, an indication 
to the extent to which consumers have been in-
volved in the model’s planning and development,

Says Tessa Cooke, NV350 Product Manager 
at Nissan South Africa: “Impendulo is the isiZulu 
word for ‘the answer’, a term which can be applied 

to the NV350 Taxi in more than one way. With it, 
we aim to recapture the love and aff ection of both 
taxi operators and commuters.”

Th e unique name also gives the NV350 
Impendulo Taxi a strong local fl avour, reigniting the 
South African taxi industry’s aff ection for Nissan 
products – an industry in which over 4.5 million 
people travel in over 220 000 taxis on a daily basis.
In attendance at the NV350 Impendulo launch was 
Norihiko Yagi, Chief Product Specialist for Nissan 
Motor Company, who worked with the South 
African contingent throughout the NV350 Taxi’s 
development.

“To fi nally bring Impendulo to market is 
thrilling, the entire experience embodying 

our ‘Innovation that Excites’ ethos. Following 
the launch we will be involving the taxi indus-
try even further as we launch a brand ambas-
sador campaign, followed by individual taxi 
rank launches where we will take the NV350 
Impendulo straight to the people who will be us-
ing it every day.”

Th e winner of the Name to Fame Game is Mr 
Mandla William Mabaso of the Th uthukani 
Association which operates in the Germiston re-
gion of Gauteng. He takes home a dazzling R50 000 
cash deposit towards the purchase of his new 
NV350 Impendulo.

Th e new 16-seater Impendulo is powered by a 
108 kW, 2,5-litre petrol engine, and will be available 
as one model only at launch.

Fuel economy is improved with the assistance 
of low voltage control of the alternator,

Safety equipment includes driver and front pas-
senger airbags, ABS with Brake Assist, seat belts for 
all 16 seats, a driver’s seatbelt warning buzzer, an 
emergency exit escape hatch in the roof and an im-
mobiliser. Th e price is R306 900. ■

Working Wheels

The new Truck & Bus service centre has a huge and modern parts division.

Nissan Reckons the the Impendulo Taxi is The Answer

 continued from previous page

Nissan’s new NV350 Impendulo

The new model succeeds the fairly 
popular Nissan E20 of the 1990s ... 

The unique name also gives 
the NV350 Impendulo Taxi 

a strong local fl avour ...
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TOP 5 PASSENGER CAR MARKET BY TYPE FOR JANUARY 2014

SEGMENT TYPE 2014 SHARE 2013 SHARE

MPV

TOYOTA Avanza 493 1.3% 407 1.0%

MERCEDES 
B-Class

129 0.3% 311 0.8%

VW T5 Kombi 116 0.3% 85 0.2%

MERCEDES 
Viano

43 0.1% 43 0.1%

NISSAN NV200 41 0.1% 0 0.0%

MPV TOTAL 1 052 2.8% 1 503 3.7%

SUV

TOYOTA 
Fortuner

826 2.2% 734 1.8%

TOYOTA RAV 452 1.2% 82 0.2%

HYUNDAI iX35 338 0.9% 809 2.0%

FORD Kuga 335 0.9% 67 0.2%

JEEP Grand 
Cherokee

309 0.8% 182 0.4%

SUV TOTAL 5 828 15.4% 6 452 15.8%

SPORT AND 
EXOTICS

TOYOTA 86 50 0.1% 70 0.2%

MERCEDES 
SLK

17 0.0% 17 0.0%

JAGUAR F-Type 17 0.0% 0 0.0%

AUDI TT 16 0.0% 17 0.0%

BMW Z4 9 0.0% 11 0.0%

SPORT AND EXOTICS TOTAL 158 0.4% 230 0.6%

CROSSOVER

FORD EcoSport 525 1.4% 0 0.0%

JEEP Compass 231 0.6% 226 0.6%

NISSAN Juke 223 0.6% 449 1.1%

AUDI Q3 204 0.5% 160 0.4%

NISSAN 
Qashqai

175 0.5% 310 0.8%

CROSSOVER TOTAL 2 144 5.6% 2 006 4.9%

GRAND TOTAL 37 963 40 865

Figures courtesy of SA Department of Trade and Industry and RGT SMART

South African Vehicle Sales Figures For January 2014

TOP 5 PASSENGER CAR MARKET BY TYPE FOR JANUARY 2014

SEGMENT TYPE 2014 SHARE 2013 SHARE

ENTRY CARS

VW POLO Vivo 
Hatch/Sedan

2 965 7.8% 4 047 9.9%

TOYOTA Etios 2 250 5.9% 2 515 6.2%

FORD Figo 1 446 3.8% 1 201 2.9%

CHEV Spark 1 101 2.9% 449 1.1%

HYUNDAI i10 739 1.9% 1 230 3.0%

ENTRY CARS TOTAL 10 252 27.0% 11 570 28.3%

SUB-SMALL

VW Polo 2 414 6.4% 2 400 5.9%

HYUNDAI i20 1 553 4.1% 2 099 5.1%

FORD Fiesta 745 2.0% 481 1.2%

RENAULT 
Clio IV

685 1.8% 0 0.0%

KIA Rio 541 1.4% 818 2.0%

SUB-SMALL TOTAL 7 659 20.2% 8 658 21.2%

SMALL

TOYOTA Corolla 1 110 2.9% 1 187 2.9%

VW Golf 7 732 1.9% 0 0.0%

HYUNDAI 
Accent

647 1.7% 361 0.9%

BMW 1-Series 477 1.3% 467 1.1%

VW Jetta 6 340 0.9% 340 0.8%

SMALL TOTAL 7 353 19.4% 7 043 17.2%

MEDIUM

BMW 3-Series 1 107 2.9% 980 2.4%

MERCEDES 
C-Class

729 1.9% 849 2.1%

AUDI A4 350 0.9% 500 1.2%

MERCEDES 
CLA

110 0.3% 0 0.0%

LEXUS ES 50 0.1% 0 0.0%

MEDIUM TOTAL 2 509 6.6% 2 634 6.4%

LARGE

MERCEDES 
E-Class

218 0.6% 128 0.3%

BMW 4-Series 173 0.5% 0 0.0%

BMW 5-Series 145 0.4% 131 0.3%

JAGUAR XF 92 0.2% 84 0.2%

AUDI A6 56 0.1% 58 0.1%

LARGE TOTAL 852 2.2% 643 1.6%

LUXURY

MERCEDES 
S-Class

64 0.2% 7 0.0%

BMW 6-Series 33 0.1% 37 0.1%

BMW 7-Series 23 0.1% 20 0.0%

PORSCHE 
Panamera

16 0.0% 14 0.0%

MERCEDES 
CLS

7 0.0% 28 0.1%

LUXURY TOTAL 156 0.4% 126 0.3%
Mercedes’ S-Class dominated the luxury class, selling nearly 
twice as many units as its nearest competitor.
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 TOP 5 PASSENGER MANUFACTURER RETAIL SALES FOR JANUARY 2014 

MANUFACTURER TYPE 2014 SHARE 2013 SHARE

VOLKSWAGEN SA

VW POLO Vivo 
Hatch/Sedan

2 965 7.8% 4 047 9.9%

VW Polo 2 414 6.4% 2 400 5.9%

VW Golf 7 732 1.9% 0 0.0%

VW Polo Sedan 355 0.9% 289 0.7%

AUDI A4 350 0.9% 500 1.2%

VOLKSWAGEN GROUP SA TOTAL 9 336 24.6% 9 781 23.9%

TOYOTA

TOYOTA Etios 2 250 5.9% 2 515 6.2%

TOYOTA Corolla 1 110 2.9% 1 187 2.9%

TOYOTA 
Fortuner

826 2.2% 734 1.8%

TOYOTA Avanza 493 1.3% 407 1.0%

TOYOTA RAV 452 1.2% 82 0.2%

TOYOTA TOTAL 6 223 16.4% 5 969 14.6%

AMH

HYUNDAI i20 1 553 4.1% 2 099 5.1%

HYUNDAI i10 739 1.9% 1 230 3.0%

HYUNDAI 
Accent

647 1.7% 361 0.9%

KIA Rio 541 1.4% 818 2.0%

KIA Picanto 422 1.1% 522 1.3%

AMH TOTAL 5 068 13.3% 8 117 19.9%

FMC

FORD Figo 1 446 3.8% 1 201 2.9%

FORD Fiesta 745 2.0% 481 1.2%

FORD EcoSport 525 1.4% 0 0.0%

FORD Kuga 335 0.9% 67 0.2%

FORD Focus 215 0.6% 406 1.0%

FMC TOTAL 3 681 9.7% 2 366 5.8%

BMW GROUP

BMW 3-Series 1 107 2.9% 980 2.4%

BMW 1-Series 477 1.3% 467 1.1%

BMW X3 189 0.5% 189 0.5%

BMW 4-Series 173 0.5% 0 0.0%

BMW 5-Series 145 0.4% 131 0.3%

BMW GROUP TOTAL 2 480 6.5% 2 329 5.7%

GMSA

CHEV Spark 1 101 2.9% 449 1.1%

CHEV Cruze 330 0.9% 551 1.3%

CHEV Sonic 215 0.6% 400 1.0%

CHEV Aveo 183 0.5% 426 1.0%

CHEV Captiva 130 0.3% 129 0.3%

GMSA TOTAL 2 255 5.9% 2 465 6.0%

MERCEDES-BENZ 
SA

MERCEDES 
C-Class

729 1.9% 849 2.1%

MERCEDES 
A-Class

317 0.8% 50 0.1%

MERCEDES 
E-Class

218 0.6% 128 0.3%

MERCEDES 
CLA

215 0.6% 0 0.0%

MERCEDES 
M-Class

162 0.4% 200 0.5%

MERCEDES-BENZ SA TOTAL 1 963 5.2% 1 728 4.2%

RENAULT

RENAULT 
Clio IV

685 1.8% 0 0.0%

RENAULT 
Sandero

276 0.7% 299 0.7%

 TOP 5 PASSENGER MANUFACTURER RETAIL SALES FOR JANUARY 2014 

MANUFACTURER TYPE 2014 SHARE 2013 SHARE

RENAULT

RENAULT 
Duster

276 0.7% 0 0.0%

RENAULT 
Fluence

52 0.1% 31 0.1%

RENAULT 
Megane III

36 0.1% 93 0.2%

RENAULT TOTAL 1 369 3.6% 529 1.3%

NISSAN

NISSAN Micra 253 0.7% 598 1.5%

NISSAN Juke 223 0.6% 449 1.1%

NISSAN 
Qashqai

175 0.5% 310 0.8%

NISSAN Almera 163 0.4% 0 0.0%

NISSAN Livina 102 0.3% 166 0.4%

NISSAN TOTAL 1 131 3.0% 1 942 4.8%

CHRYSLER SA

JEEP Grand 
Cherokee

309 0.8% 182 0.4%

JEEP Compass 231 0.6% 226 0.6%

JEEP Wrangler 172 0.5% 187 0.5%

DODGE 
Journey

74 0.2% 78 0.2%

JEEP Patriot 37 0.1% 85 0.2%

CHRYSLER SA TOTAL 864 2.3% 864 2.1%

JAGUAR 
LAND ROVER

L-R Discovery 4 242 0.6% 251 0.6%

L-R Range 
Rover Sport

200 0.5% 40 0.1%

L-R Range 
Rover Evoque

137 0.4% 333 0.8%

JAGUAR XF 92 0.2% 84 0.2%

L-R Range 
Rover

50 0.1% 31 0.1%

JAGUAR LAND ROVER TOTAL 791 2.1% 832 2.0%

HONDA

HONDA Brio 203 0.5% 357 0.9%

HONDA CR-V 195 0.5% 260 0.6%

HONDA Jazz 115 0.3% 332 0.8%

HONDA Civic 66 0.2% 121 0.3%

HONDA Ballade 61 0.2% 135 0.3%

HONDA TOTAL 655 1.7% 1233 3.0%

SUZUKI

SUZUKI Alto 154 0.4% 84 0.2%

SUZUKI Swift 133 0.4% 143 0.3%

SUZUKI SX4 87 0.2% 56 0.1%

SUZUKI Jimny 84 0.2% 91 0.2%

SUZUKI Grand 
Vitara

27 0.1% 41 0.1%

SUZUKI TOTAL 487 1.3% 431 1.1%

MITSUBISHI 
MOTORS

MITSUBISHI 
ASX

147 0.4% 112 0.3%

MITSUBISHI 
Pajero Sport

75 0.2% 32 0.1%

MITSUBISHI 
Pajero

59 0.2% 62 0.2%

MITSUBISHI 
Lancer

13 0.0% 9 0.0%

MITSUBISHI 
Outlander

1 0.0% 11 0.0%

MITSUBISHI MOTORS SA TOTAL 295 0.8% 226 0.6%

continued on next page 
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 TOP 5 PASSENGER MANUFACTURER RETAIL SALES FOR JANUARY 2014 

MANUFACTURER TYPE 2014 SHARE 2013 SHARE

PCSA

PEUGEOT 208 100 0.3% 106 0.3%

CITROEN DS3 28 0.1% 37 0.1%

PEUGEOT 107 26 0.1% 29 0.1%

CITROEN C3 25 0.1% 33 0.1%

CITROEN C1 22 0.1% 14 0.0%

PCSA TOTAL 267 0.7% 425 1.0%

FIAT GROUP

FIAT Punto 109 0.3% 167 0.4%

FIAT 500 83 0.2% 98 0.2%

FIAT Panda 20 0.1% 0 0.0%

ABARTH 500 14 0.0% 7 0.0%

ALFA Giulietta 12 0.0% 40 0.1%

FIAT GROUP TOTAL 259 0.7% 362 0.9%

VOLVO CARS

VOLVO XC60 66 0.2% 36 0.1%

VOLVO V40 65 0.2% 94 0.2%

VOLVO S60 34 0.1% 47 0.1%

VOLVO V40 CC 22 0.1% 0 0.0%

VOLVO V60 9 0.0% 2 0.0%

VOLVO CARS TOTAL 203 0.5% 212 0.5%

TATA

TATA B-Line 125 0.3% 204 0.5%

TATA Indica 
Vista

17 0.0% 62 0.2%

TATA Manza 13 0.0% 37 0.1%

TATA Aria 2 0.0% 0 0.0%

TATA Indica 0 0.0% 1 0.0%

TATA TOTAL 157 0.4% 304 0.7%

AAD

CHERY J2 51 0.1% 0 0.0%

CHERY QQ3 47 0.1% 32 0.1%

CHERY Tiggo 21 0.1% 42 0.1%

CHERY J3 6 0.0% 8 0.0%

CHERY J1 0 0.0% 4 0.0%

AAD TOTAL 125 0.3% 86 0.2%

MAHINDRA

MAHINDRA 
XUV

65 0.2% 97 0.2%

MAHINDRA 
Quanto

22 0.1% 0 0.0%

MAHINDRA 
Xylo

11 0.0% 19 0.0%

SSANGYONG 
Korando

8 0.0% 25 0.1%

MAHINDRA 
Scorpio

3 0.0% 12 0.0%

MAHINDRA TOTAL 110 0.3% 157 0.4%

SUBARU

SUBARU 
Forester

65 0.2% 25 0.1%

SUBARU XV 18 0.0% 19 0.0%

SUBARU 
Outback

5 0.0% 8 0.0%

SUBARU 
Legacy

3 0.0% 1 0.0%

SUBARU 
Tribeca

1 0.0% 1 0.0%

SUBARU TOTAL 92 0.2% 60 0.1%

 TOP 5 PASSENGER MANUFACTURER RETAIL SALES FOR JANUARY 2014 

MANUFACTURER TYPE 2014 SHARE 2013 SHARE

GWMSA

GWM H5 64 0.2% 106 0.3%

GWM C10 21 0.1% 80 0.2%

GWM Florid 4 0.0% 40 0.1%

GWMSA TOTAL 89 0.2% 226 0.6%

PORSCHE

PORSCHE 
Cayenne

19 0.1% 130 0.3%

PORSCHE 
Panamera

16 0.0% 14 0.0%

PORSCHE 
Cayman

5 0.0% 0 0.0%

PORSCHE 911 3 0.0% 62 0.2%

PORSCHE 
Boxster

0 0.0% 4 0.0%

PORSCHE TOTAL 43 0.1% 210 0.5%

FERRARI

FERRARI 458 
Spider

8 0.0% 3 0.0%

FERRARI F12 5 0.0% 0 0.0%

FERRARI FF 0 0.0% 2 0.0%

FERRARI 458 
Italia

0 0.0% 1 0.0%

FERRARI 
California

0 0.0% 2 0.0%

FERRARI TOTAL 13 0.0% 8 0.0%

MASERATI

MASERATI 
Quattroporte

3 0.0% 0 0.0%

MASERATI 
GranCabrio

2 0.0% 1 0.0%

MASERATI 
GranTurismo

2 0.0% 2 0.0%

MASERATI TOTAL 7 0.0% 3 0.0%

GRAND TOTAL 37 963 100.0% 40 865 100.0%

Figures courtesy of SA Department of Trade and Industry and RGT SMART

 continued from previous page

TOP 5 SELLING PASSENGER CARS FOR JANUARY 2014

TYPE 2014 SHARE

VW Polo Vivo Hatch/Sedan 2 965 7.8%

VW Polo 2414 6.4%

TOYOTA Etios 2 250 5.9%

HYUNDAI i20 1 553 4.1%

FORD Figo 1 446 3.8%

37 963

TOP 5 SELLING LCV CARS FOR JANUARY 2014

TYPE 2014 SHARE

TOYOTA Hilux 2 772 21.0%

FORD Ranger 1 659 12.6%

CHEV Utility 1 332 10.1%

ISUZU KB 1 271 9.6%

NISSAN NP200 1 171 8.9%

13 193

Figures courtesy of SA Department of Trade and Industry and RGT SMART
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TOP 5 LCV CAR MARKET BY TYPE FOR JANUARY 2014

NAAMSA 
STANDARD

TYPE 2014 SHARE 2013 SHARE

SUB ONE-TON

CHEV Utility 1 332 10.1% 1 528 10.9%

NISSAN NP200 1 171 8.9% 1 553 11.0%

DAIHATSU Gran 
Max

153 1.2% 34 0.2%

CHEV Lumina 
UTE

0 0.0% 15 0.1%

SUB ONE-TON TOTAL 2 656 20.1% 3 130 22.3%

ABOVE ONE-TON 
DCAB

FORD Ranger 941 7.1% 757 5.4%

TOYOTA Hilux 856 6.5% 929 6.6%

ISUZU KB 320 2.4% 440 3.1%

VW Amarok 294 2.2% 171 1.2%

GWM Steed 256 1.9% 423 3.0%

ABOVE ONE-TON DCAB TOTAL 3 226 24.5% 3 604 25.6%

ABOVE ONE-TON 
SCAB

TOYOTA Hilux 1 619 12.3% 1 484 10.5%

ISUZU KB 725 5.5% 764 5.4%

FORD Ranger 421 3.2% 150 1.1%

NISSAN NP300 
Hardbody

369 2.8% 702 5.0%

HYUNDAI H100 
Bakkie

344 2.6% 410 2.9%

ABOVE ONE-TON SCAB TOTAL 4 703 35.6% 4 829 34.3%

ABOVE ONE-TON 
XCAB

TOYOTA Hilux 297 2.3% 221 1.6%

FORD Ranger 297 2.3% 348 2.5%

ISUZU KB 226 1.7% 147 1.0%

MAZDA BT-50 62 0.5% 113 0.8%

MITSUBISHI 
Triton

8 0.1% 9 0.1%

ABOVE ONE-TON XCAB TOTAL 899 6.8% 873 6.2%

MINIBUS

TOYOTA 
Quantum

1 051 8.0% 902 6.4%

FORD Tourneo 
Custom

52 0.4% 0 0.0%

VW Caddy 43 0.3% 20 0.1%

VW T5 
Transporter 
Cr-Bus

24 0.2% 32 0.2%

FOTON Inkunzi 11 0.1% 12 0.1%

MINIBUS TOTAL 1 192 9.0% 1 028 7.3%

PANEL VAN

VW Caddy 119 0.9% 253 1.8%

NISSAN NV200 93 0.7% 0 0.0%

CHEV Spark 76 0.6% 0 0.0%

TOYOTA 
Quantum

44 0.3% 95 0.7%

FORD Transit 
Custom

41 0.3% 0 0.0%

PANEL VAN TOTAL 517 3.9% 603 4.3%

GRAND TOTAL 13 193 100.0% 14 067 100.0%

Figures courtesy of SA Department of Trade and Industry and RGT SMART

THE TOP SOUTH AFRICAN HCV / MCV MARKET FOR JANUARY 2014
(MEDIUM, HEAVY & EXTRA HEAVY COMMERCIALS, & BUSSES)

MANUFACTURER CATEGORY 2014 SHARE

MERCEDES-BENZ SA

MCV 192 10.2%

HCV 36 1.9%

XHV 284 15.1%

BUS 16 0.9%

MERCEDES-BENZ SA TOTAL 528 28.1%

UD TRUCKS

MCV 30 1.6%

HCV 63 3.4%

XHV 86 4.6%

UD TRUCKS TOTAL 179 9.5%

GMSA/ISUZU TRUCKS

MCV 77 4.1%

HCV 74 3.9%

XHV 19 1.0%

BUS 0 0.0%

GMSA TOTAL 170 9.1%

TOYOTA

MCV 112 6.0%

HCV 38 2.0%

XHV 8 0.4%

TOYOTA TOTAL 158 8.4%

VOLKSWAGEN GROUP SA MCV 148 7.9%

VOLKSWAGEN GROUP SA TOTAL 148 7.9%

IVECO

MCV 103 5.5%

HCV 4 0.2%

XHV 19 1.0%

IVECO TOTAL 126 6.7%

TATA

MCV 56 3.0%

HCV 34 1.8%

XHV 11 0.6%

BUS 18 1.0%

TATA TOTAL 119 6.3%

SCANIA
XHV 100 5.3%

BUS 7 0.4%

SCANIA TOTAL 107 5.7%

MAN

HCV 10 0.5%

XHV 72 3.8%

BUS 20 1.1%

MAN TOTAL 102 5.4%

VOLVO TRUCKS XHV 97 5.2%

VOLVO TRUCKS TOTAL 97 5.2%

POWERSTAR XHV 35 1.9%

POWERSTAR TOTAL 35 1.9%

FAW

MCV 2 0.1%

HCV 8 0.4%

XHV 21 1.1%

FAW TOTAL 31 1.7%

JMC MCV 29 1.5%

JMC TOTAL 29 1.5%

PCSA MCV 12 0.6%

PCSA TOTAL 12 0.6%

RENAULT TRUCKS XHV 11 0.6%

RENAULT TRUCKS TOTAL 11 0.6%

AMH MCV 11 0.6%

AMH TOTAL 11 0.6%

FIAT GROUP MCV 9 0.5%

FIAT GROUP TOTAL 9 0.5%

VOLVO BUS BUS 4 0.2%

VOLVO BUS TOTAL 4 0.2%

BABCOCK XHV 2 0.1%

BABCOCK TOTAL 2 0.1%

NC2 TRUCKS SA XHV 0 0.0%

NC2 TRUCKS TOTAL 0 0.0%

GRAND TOTAL 1 878 100.0%

Figures courtesy of SA Department of Trade and Industry and RGT SMART
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Motoring Icons

And talking of icons, how about this Alfa Romeo GTV6 3,0, 
built only in South Africa, and now a world-wide cult Alfa from 
the mid-1980s.

One of the all-time favourite performance cars of the ‘60s, the 
Renault R8 Gordini, complete with AMW alloy rims, which almost 
every owner fi tted.

Immaculate V8 Capri in original trim, incuding chromed Rostyle 
rims and rear window louvre. Its creator, Basil Green, said he 
earned more money out of the louvres than he ever did out of his 
Perana models.

The amazing American-built Cord 810 of the mid-1930s had a 
V8 engine and front-wheel-drive, as well as pop-up headlights. It 
also came in a supercharged 812 version.

The fi rst full-size BMW car to be marketed here seriously was the 
mid-’60s BMW 1800, which also came in a later 2000 version.

Valuable pair. Ford Escort RS2000s like these are selling for 
R80 000 to R100 000 these days.
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BY STUART JOHNSTON

It has grown in length by 98 mm, in width by 44 
mm and it is 7 mm taller. Th e boot has grown slight-
ly to 211 litres, and perhaps most importantly the 
wheelbase has grown by 28 mm, which, if you are 
an adult, may just mean that you can squeeze your-
self into the back seat now. Maybe even your shoes 
under the front seats!

Th e new 2014 Mini engine line-up includes a 
141 kW four-cylinder turbo at the top end, but the 
most signifi cant new engines are three-cylinder 
turbos displacing about 1,5-litres, in both petrol 
and diesel formats.

Hmm. So, if you are a codger like I am fast be-
coming, and still remember the day the original 
Mini was launched here –my father was working for 
Connocks, the Morris agents in 1959 and arrived 
home one lunchtime in an original Morris Mini 
Minor 850, painted in a kind of insipid light-grey 

colour – you may remark: Ja, so now we have a Mini 
that sounds like a DKW!

Th e German DKW at that time was also a 
front-wheel-drive car, and it was the only one at the 
time to run a three-cylinder engine. Of course, the 
DKWs were two-strokes, also displacing around 
850  cc like the fi rst Mini, whereas the English 
icon was a more conventional four-cylinder, four-
stroke model. I have to tell you that, in those days, a 
Deek would outrun a Mini, especially as far as top 
speed was concerned. Deeks could run all day at 
130 km/h plus, whereas the original Minis battled 
to top 115 km/h.

Two strokes fell out of favour in the 1960s, 
due to being smoky and smelly, although I re-
member driving a supercharged two-stroke 
Toyota concept coupe at the Mount Fuji test 
track in 1989, with Toyota engineers being quite 
excited about its possibilities. The problem, 
of course, was emissions and fuel consump-
tion considerations, but today, with modern 

direct-injection systems, one wonders whether 
it is not time for a return to the two-stroke, with 
its inherent greater efficiency due to having a 
power stroke twice as often as a four-stroke, and 
far fewer moving engine parts, which equates to 
much less internal friction.

Collectors of old Deeks today will tell you they 
are amongst the most reliable vehicles on earth, a 
claim that collectors of old original Minis will never 
make! And part of that reliability factor is down to 
the fact that a two-stroke engine has so few parts 
to wear out.

In fact I have heard that Bombardier -Rotax, 
the Austrian makers of leisure two-strokes for boat-
ing, snow-mobiles and racing karts, already have 
clean, low-emissions two-stroke engines in proto-
type form. But they are still uncertain about com-
mitting them to production, because they believe 
the way forward for these small leisure-orientated 
devices will probably be in the direction of all-elec-
tric mobility. ■

Back Page

New Mini, same basic shape as before, just slightly bigger,more 
hi-tech, and with three-cylinder engine options.

These quaint old three cylinder Deeks could blow off the original 
Mini, and even run with the Cooper models on top speed back in 
the ‘60s.

Evolution and Revolution
The new Mini is a term that gets a bit confusing. You see, the fi rst new Mini was launched here in 2002, the fi rst 
one to be built under BMW ownership, which had acquired the rights to Rover’s product line-up around then. 
Since then, there has been a facelift model with detail changes, around 2005, but as far as serious changes to 
the basic three-door hatch the latest car, launched around the world last week, has some major body shell and 
engine changes, although the overall package is evolutionary, rather than revolutionary.
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