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The CEO of the Retail Motor Industry Organisation (RMI), Jakkie Olivier, describes 
himself as an eternal optimist – a trait he has demonstrated during his fi rst year as head 
of this very important organisation. continued on page 2 

BY ROGER HOUGHTON

Jakkie, who took over as CEO 
last July, had a tough act to 
follow as his predecessor had 
been in the position for the 
previous 12 years. However, 
not only did Jakkie have to 
take up his new leadership 
role, which is very diverse, 
but he also headed up the re-
tail automotive industry team 
in its bargaining council ne-
gotiations with the National 
Union of Metalworkers of 
SA (NUMSA), which was a 
demanding and drawn out 
process.

“It’s important to remem-
ber that we secured a three-
year collective agreement for 
wages and the conditions of 
employment, which, given 
the current wave of strikes, 
includes a ‘peace clause’ that 
ensures labour stability at in-
dustry and plant level. Now 
we can get down to building 
for the future,” explains the 
enthusiastic CEO.

Negotiating at this level 
was nothing new to him 
though, as he has been in-
volved at this level for the 
past 15 years, but says that 
last year it was particularly 
tough as the retail motor in-
dustry endured a four-week 
strike.

“We are now over that 
hill and the future looks 
bright for RMI members even 
though we have a shrinking 
economy. Th ere is still plenty 
of work out there, particular-
ly as the economic slowdown 

OPTIMISTIC RMI CEO
BUILDING FOR THE FUTURE
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forces people to keep their vehicles for 
longer,” explains Olivier.

“What is concerning is the in-
creasingly restrictive business envi-
ronment in which our members have 
to operate, in terms of infl exible la-
bour laws, more and more legislation 
which is both time-consuming and 
costly, particularly for the small busi-
nesses that make up most of the RMI 
membership.

“In fact, the retail automotive 
industry in South Africa comprises 
about 18 000 l businesses which em-
ploy more than 300 000 people, with 
about 80% of these fi rms employing 
20 or fewer employees each. So the 
burden of complying with increasing 
government legislation is an impor-
tant factor in their ability to remain 
viable,” adds the RMI CEO.

“Th en there is the Consumer 
Protection Act, which has heightened 
customer demands and expectations, 
but I must say that the RMI is doing 
very well in terms of solving customer 
complaints. We are able to solve about 
95% of them, with only 5% going to 
the Ombudsman or the court of law.

“We are very active in protect-
ing the retail motor industry from 
growing bureaucracy and have 
achieved a good measure of success in 
this regard.”

Olivier goes on to say that the RMI 
is on a solid fi nancial footing and has 
been able to grow its membership dur-
ing the past year – from about 7 200 
businesses to 7 600, with a current 
target to grow this number to about 
9 000. “Th is should be the optimum 
number, given that membership of 
the RMI involves conforming to high 
accreditation standards and a code of 

conduct with which a number of retail 
motor businesses will not be able to 
comply. Adherence to the accredita-
tion standards and code of conduct 
is non-negotiable, because consumers 
demand peace of mind. Th e RMI and 
its membership base have grown in 
reputation during the past 12 months 
by providing high quality products, 
services and workmanship.”

He adds that it is more important 
than ever for the retail motor indus-
try to form a united front while en-
couraging the so-called “free rider” 
businesses to become members in-
stead of just benefi tting from work 
done by the RMI.

Jakkie Olivier sees the increas-
ingly high levels of technology built 
into modern cars and even bakkies 
as a big challenge for the independent 
operators, with body repairs being a 
particularly tough area as more and 
more aluminium is used for body-
work to cut vehicle weight.

Another area he identifi es is the 
potential change in business mod-
els in order to remain competitive 
and viable. Franchised dealers, for 
example, become one-stop-shops 
by off ering services such as tyre fi t-
ment, wheel alignment and balanc-
ing, while these tyre fi tment centres 
are expanding their off erings to in-
clude vehicle maintenance and minor 
servicing.

Olivier concludes by stressing the 
importance of the RMI as a conduit 
for the industry in terms of leading 
transformation and enterprise de-
velopment, with particular focus on 
assisting start-up businesses. One 
avenue the RMI is actively pursuing 
is the promotion of careers in the 
retail motor industry to the youth, 
because it is essential to attract new 
blood to the industry, especially to 
the technical areas of the business. 
Th is will include a number of initia-
tives with partners at Automechanika 
Johannesburg 2015.

While Olivier’s fi rst year as CEO 
was challenging, he remains optimis-
tic that the necessary consolidation 
and foundation, which has fi rmly 
been established over the past 12 
months, will provide the RMI and 
the retail motor industry the stimu-
lus and momentum to confi dently 
embrace the opportunities and 
challenges for even greater achieve-
ments during his next 12 months 
in offi  ce. ■
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Danelle van der Merwe has 
been appointed Brand and 
Communications Manager at 
the RMI. She is responsible for 
managing the initiation, design, 
implementation and facilitation 
of the organisation’s branding 
and communications initiatives 
to enhance the RMI’s reputation 
and credibility.

Danelle has obtained wide-
ranging experience in a number 
of fi elds, including marketing, 
advertising, journalism, promo-
tions and public relations, since 
completing her degree in 2010 
and is looking forward to using 
these skills in her new position 
at the RMI.
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Editor’s Note
TOUGH TIMES

Th e motor industry is once 
again facing hard times with the 
current economic downturn in 
SA. It has all seemed to hit us 
at once: the down rating of the 
country’s economy by Fitch and 
Standard & Poor, the threat of 
a hike in the interest rates, la-
bour unrest, a desultory State of 
the Nation address by re-elected 
President Zuma, a weak rand, 
large stock piles of new vehicles and a slowdown in capital pur-
chases by consumers are all taking their toll on motor businesses.

Having recovered from the widespread strike action that af-
fected the industry last year there was hope that new vehicle sales 
volumes in 2014 would be similar to last year. Th is is no longer the 
case with NAAMSA now predicting a fall of between 3.5% and 5% 
for the year. However, with the tougher trading conditions there 
are opportunities on both sides – for dealers and buyers.

Used car dealers are seeing a rise in sales as buyers look to 
low kilometre used vehicles as a cost-eff ective alternative to buy-
ing new, particularly as many late models still have a portion of a 
service or maintenance plan remaining.

Th en for consumers the tight trading and overstocking is re-
sulting in some distress marketing of new vehicles with very at-
tractive off ers for buyers. Th e retail repair and maintenance busi-
nesses will also benefi t from people keeping their cars for longer.

However, the challenge for would-be buyers of a new ve-
hicle is more deep-rooted than the current economic climate. 
Investigative fi nancial journalist Ingé Lamprecht has written 
a thought-provoking article in Moneyweb entitled: “How will 
consumers aff ord new cars?” which followed a presentation by 
Standard Bank Vehicle and Asset Finance.

She wrote that the introduction of the National Credit Act in 
2007 had resulted in the average vehicle fi nance period moving 
from less than 50 months to about 70 months, with some fi nan-
cial institutions off ering terms of up to 84 months, whereas it was 
generally 60–72 months in the past.

“Although consumers tend to trade out of these lengthy con-
tracts early when buying a new vehicle a further increase in the 
average repayment period would have meaningful interest im-
plications for vehicle buyers,” wrote Lamprecht. “It could also 
compel them to keep their vehicles for longer as it will delay the 
breakeven point in the fi nance period, which is the time when 
the outstanding loan amount will be equal to the trade-in value 
of the vehicle.”

Statistics from Standard Bank Vehicle and Asset Finance 
show how the percentage of vehicle fi nance applications with 
deposits have decreased over the past two years while the 
percentage of applications with balloon payments (residual 
values) and the average contract period have surged. Th ese are 
certainly worrying times.

Roger Houghton,
Editor
houghtonr@mwebbiz.co.za

Th e NAAMSA report for the fi rst quarter 
of 2014 includes both good and bad news.

Th e highlight in the good news 
category is the record projected capi-
tal expenditure by the industry in 2014 
at R7  923.6-million, which is a signifi -
cant increase over the previous record of 
R6 214.9-million spent in 2006. 

A proportion of this year’s capital ex-
penditure was originally earmarked for 
projects in 2013, but has been carried for-
ward to this year, resulting in the record 
projection.

Th e aggregated employment level in 
the industry showed slight growth of 47 
jobs to reach 29  904 positions at the end 
of March compared to the situation at the 
same time last year. 

Th e major negative factor was the 
slowdown in new car sales (down 5.5%) as 
well as a projected decrease of 20 000 units 
in production of cars for the local market 
to 260 000 units. 

Th e current forecast for total local 
production this year is 571 400 units with 
the majority of units being exported. Th is 
total is anticipated to jump to 656  800 
units next year.

Th ere is still plenty of underutilised 
production capacity in the industry, which 
currently has the capability to produce 
850 000 units per annum. Utilisation levels 
in the fi rst quarter of 2014 were standing 
at 65% for cars, 87.1% for LCVs, 77.7% for 
medium commercials and 79.3% for heavy 
trucks and buses.

Exports

During 2013, total automotive Industry 
exports increased by R7.8 billion or 
8.2% to R102.7 billion from R94.9 bil-
lion in 2012. Th is is the fi rst time that the 
Industry exceeded the R100 billion ex-
port level in a calendar year. Right as well 
as left  hand drive vehicles and automotive 
components were exported to 152 coun-
tries in 2013. Th e Industry’s top markets 
in value terms were Germany with R19.1 
billion followed by the USA with R18.7 
billion.

Th e import value of vehicle and au-
tomotive component imports under the 
Automotive Production Development 
Programme (APDP) in 2013 amounted to 
R126.7 billion. Th e import value of vehi-
cles amounted to R63.6 billion compared 
to the export value of vehicles of R60.5 bil-
lion. In 2013, 51 brands and 2 295 passen-
ger car model derivatives were available in 
the domestic market.

2013 automotive exports – components 
and vehicles – accounted for 11.1% of SA 
total exports Th e automotive Industry ac-
counts for about 30% of South Africa’s man-
ufacturing output. Although South Africa 
produced 72% of Africa’s vehicle produc-
tion in 2013, the Industry remains relatively 
small in global context and was ranked 24th 
in respect of global vehicle manufacturing 
with a global market share of 0.63%.

The future

In the case of domestic sales, prospects for 
the balance of the year will be aff ected by 
subdued economic growth, exchange rate 
induced above infl ation new vehicle price 
increases and further upward pressure 
on interest rates. Consumer sentiment re-
mains under pressure due to high levels of 
indebtedness, escalating energy and trans-
port costs and in Gauteng, e-tolling.

Th ese factors would infl uence con-
sumer demand, principally in the case of 
the new car market. Domestic trading con-
ditions were anticipated to remain diffi  cult 
with pressure on margins, particularly in 
the new car and light commercial vehi-
cle sectors. As a result of the challenging 
macro-economic environment, NAAMSA 
now anticipated that the domestic market 
in 2014 was likely to register a decline, in 
aggregate terms, of around 3.5%–5% com-
pared to 2013.

Vehicle exports were expected to ben-
efi t from improving global economic con-
ditions and from the middle of 2014, with 
the added contribution of Mercedes-Benz 
C-Class exports, were expected to resume 
upward momentum particularly in respect 
of exports to Asia, Europe and Africa. ■

NAAMSA Reports on First Quarter of 2014
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Exhibitors at Automechanika Johannesburg 2015, 
to be held at Expo Centre from May 6-9 next year, 
will be encouraged to showcase servicing solu-
tions for the new wave of environmentally friendly 
vehicles that are coming to market in increasing 
numbers.

“Mobility of the future is already a way of life 
for the automotive service industry in Europe and 
North America and we believe our workshops and 
training organisations must be gearing up to handle 
these products as they arrive in our country,” said 
the show director, Philip Otto,

Th e offi  cial launch of the 2015 show took place 
in Johannesburg recently and attracted a large 
crowd of potential exhibitors, the media and other 
parties interested in this international biennial 
event, which will be staged in SA for the fourth time 
next year.

Clem Sunter, the former Anglo American sen-
ior executive and now well known for his scenario 
planning was the guest speaker at the launch and 
provided plenty of food for thought.

He stressed the importance of unity of purpose 
among South Africans in the business world and 
said an encouraging attitude towards entrepreneurs 
by the authorities was vital for as he sees entrepre-
neurship as the ideal catalyst to grow the economy 
and decrease unemployment.

“Unfortunately the lot of the entrepreneur in 
South Africa is currently being stifl ed by over-reg-
ulation, the diffi  culty of borrowing money and the 
infl exible labour laws, making for a hostile business 
environment for these small businesses which are 
vital for a healthy economy,” explained Sunter.

He said that although there was a 60% prob-
ability of hard economic times for the global econ-
omy and little growth between now and 2020 it is 
still possible for a business to grow in hard times if 
people worked harder, were innovative or off ered a 
cheaper alternative while living the brand.

Th e organisers of Automechanika Johannesburg 
2015 will be once again be making a major eff ort to 
attract trade visitors from countries in sub-Saharan 
Africa to attend the show as these people are seen as 
an important growth opportunity for SA and inter-
national exhibitors.

South African and international companies 
will once again be able to promote innovative prod-
ucts with experienced motoring and trade journal-
ist Wynter Murdoch organising the Automechanika 
Innovation Awards competition once again.

Th ere will be many opportunities for mem-
bers of like-minded organisations and associations 

to stage meetings and conferences at the trade fair 
under the banner of the Automechanika Academy. 
Among the conferences planned for next year is one 
for the overall motor industry, as well as those for 
trucks, workshops, automotive engineering, retail 
fuel and tyres.

Truck Competence and the Green Directory 
are two initiatives that were introduced at 
Automechanika Johannesburg in 2013 and they 
will have an even higher profi le next year. Th e ob-
jective is to promote companies that deal with the 
servicing and support of trucks and buses and the 
other is to highlight those exhibitors that acknowl-
edge the importance of the environment in their 
products and services.

Th e 2013 show attracted 643 exhibitors – 176 
from SA and the remainder from 23 other countries 
– and 12 400 trade visitors. Th e organisers are de-
termined to improve on these fi gures next year. ■

Contact details:
www.automechanikasa.co.za
amsa@sashows.com
Tel: +27-(0)11-494-5003

Servicing Vehicles of the Future is New Challenge

Philip Otto, the Show Director of 
Automechanika Johannesburg with Pula 
Dippenaar, CEO of SA Show Services at 
the launch.

Clem Sunter, the well known presenter of 
scenario planning who addressed guests 
at the launch.

 – Update
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New Production Chief at VWSA

Antonio Pinto has joined VW South Africa from 
Volkswagen Mexico as Production Director in 
Uitenhage. He replaces Tom du Plessis who has 
moved to China to head up Volkswagen Group pro-
duction in the Shanghai plant which has the capac-
ity to produce 1.3-million vehicles a year.

Du Plessis joined Volkswagen SA from Toyota 
SA in March 2008 as the Head of Production af-
ter an extensive career in the motor industry both 
at manufacturer and supplier level. He was ap-
pointed to the Management Board of VWSA as 
the Production Director in 2009. During his tenure 
as the Plant Director, Volkswagen modernised its 
manufacturing factory, constructed and commis-
sioned a state of the art Press Shop and introduced 
the new Volkswagen Production System.

As head of Production in Shanghai, Du Plessis 
will oversee the manufacturing of the Polo, Polo 
Classic, Santana, Touran, Passat as well as vehicle 
components. 

Pinto fi rst joined the Volkswagen Group at 
Auto Europa in Portugal in 1994 as an electri-
cal plant engineer. Within two years he joined the 
management ranks and held various senior man-
agement positions at AutoEuropa until 2008 when 
he left  the Group to pursue a career outside of the 
motor industry. In 2012 he rejoined the Volkswagen 
Group to manage the body shop, paint shop and fi -
nal assembly at Volkswagen de Mexico in Puebla.

“We are delighted that Tom’s achievements in 
South Africa have been recognised by the Group 
and wish him well with this foreign assignment. At 

the same time we welcome Mr Pinto to our Board of 
Management at Volkswagen Group South Africa,” 
said David Powels, Managing Director of VWSA.

Changes at MAN

Bruce Dickson, the previous CEO at MAN Truck 
& Bus SA, has resigned from the company to join 
the Alpine Group in Pinetown, KZN. He will re-
main on the MAN board of directors. KZN-based 
Dickson will be a partner and shareholder in 

Alpine, which has the VW and Audi Centre as well 
as a commercial vehicle dealership which includes 
an MAN aft er-sales dealership.

MAN has subseqeuently appointed two  people 
to directly manage the organisation’s Truck and 
Bus Sales Divisions, as well as its Key Accounts 
Division. Th e new appointees, are Dave van Graan 
(new Head of Truck Sales) and Philip Kalil-Zackey 
(new Head of Bus Sales). Both have held top-level 
executive positions in MAN’s Middle-East Centre, 
a key growth market for MAN AG, and were instru-
mental in building MAN’s domestic market share 
prior to leaving for the Middle East.

Seasoned truck sales executive, Sally Rutter, 
will fi ll the Head of Key Accounts position in the 
truck sales division. Additional recent appointees 
at MAN Truck & Bus SA include: Fritz van Olst 
(Business Performance Management); Markus 
Nkomo (Product Management, BRT); Johan 
Cloete (VW Business Development); Mondli 
Ngwane (Head of Planning and Steering); Mario 
Geldenhuys (Order management); and Anna van 
Rensburg (Strategic Projects).

Andre on the Move

Andre Pretorius who has been with Kia for the past 
fi ve years, most recently as PR and product market-
ing manager, has decided to move on and has joined 
the local subsidiary of BASF, a global chemical com-
pany, as communications and marketing manager.

New TopGear Editor

Pierre Steyn, the founding editor of TopGear South 
Africa, has moved to the position of editor-in-
chief of Media24’s Weg publications. Braam Peens, 
formerly deputy editor of TopGear takes over 
as editor. ■

People

South African Tom du Plessis, who 
moves to a huge production job with the 
Volkswagen Group in China.

Antonio Pinto, new Production Director 
at Volkswagen Group South Africa’s 
Manufacturing Factory In Uitenhage.

Bruce Dickson has resigned as CEO of 
Man Truck & Bus to join the Alpine Group 
in Pinetown.

Andre Pretorius.
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Castrol has caused a stir with the launch of its 
strongest oil ever in Castrol EDGE boosted with 
TITANIUM FST™. Designed to double the fi lm 
strength, prevent oil fi lm breakdown and reduce 
friction, TITANIUM FST™ physically changes the 
way oil behaves under extreme pressures. It helps to 
form shock-absorbing “pads” that prevent damag-
ing metal-to-metal contact.

Th e oil is Castrol’s answer to car manufactur-
ers’ downsizing, turbocharging and advanced en-
gine designs like direct fuel injection and variable 
valve timing. Th is has resulted in engine pressures 
almost doubling, causing additional heat and great-
er stress on the oil, equivalent to fi ve hatchback cars 
stacked on a stiletto heel.

Castrol’s advanced technology team worked 
with leading scientists at renowned academic insti-
tutions testing 2 400 lubricant blends. Hundreds of 
individual car engine tests were conducted, clock-
ing up the equivalent of more than three million 
kilometres or 75 trips around the world. Th e de-
velopment programme took nearly fi ve years’ of 
extensive testing.

In the tests, Castrol EDGE with TITANIUM 
FST™ displayed up to 15% lower friction than the 
same Castrol oil without TITANIUM FST™.

In the variable speed fl uid strength test, Castrol 
EDGE with TITANIUM FST™ gave up to 45% less 
metal-to-metal contact than a major competitor’s 
product. It was found to maintain its strength for at 
least 140 hours longer. ■

Castrol Launches EDGE With TITANIUM as“Strongest Oil”

Th e South African automotive industry par-
ticipated with a National Pavilion at the 
Automechanika Middle East event from 3 to 5 
June 2014 for the seventh consecutive time. Dr 
Norman Lamprecht, representing the Automotive 
Industry Export Council, Mr Robert Houdet rep-
resenting NAACAM and 10 exhibitors utilised 
the attractive Pavilion platform, sponsored by the 
Dti, to promote the opportunities presented by 
the domestic automotive industry to an interna-
tional audience.

South Africa’s Ambassador to the UAE, Mr 
Mpetjane Lekgoro as well as the South Africa’s 
High Commissioner, Mr Manabile Shogole visited 
the SA Pavilion.

A total of 1 695 exhibitors from 59 coun-
tries shared the stage at the 12th edition of 
Automechanika Dubai, 19% larger than the previ-
ous year. Regarded as a relatively new growth area 

for the domestic automotive industry, the UAE 
was one of the South African automotive indus-
try’s export destinations to which automotive ex-
ports more than doubled from 2011 to 2012 with 
a further 47% increase to an export value of R377 
million in 2013. Dubai‘s auto parts trade was val-
ued at US$10,9 billion in 2013 and still growing.

Dubai is a duty free area and the huge inter-
est in South Africa coupled with the sourcing 
opportunities from the region for aft ermarket 
parts, accessories as well as original equipment 
components will ensure that the export growth 
trend to the region under the APDP is set to 
continue. ■

Castrol’s Edge 5W-40 5 litre oil.

SA on Show in Dubai – Update

The South African Pavilion at Automechanika Dubai.

auto.lightstone.co.za/
auto.lightstone.co.za/
https://itunes.apple.com/za/app/live-auto/id616030143?mt=8&ign-mpt=uo%3D4
https://play.google.com/store/apps/details?id=za.co.lightstone.lightstoneVVi
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BY ROGER HOUGHTON

Th e latest incarnation of the fi ft h generation 
Volkswagen Polo, which has just arrived in SA, 
certainly ups the ante in the very competitive and 
growing supermini segment of the local car market. 
Little changed externally the Polo brings an amaz-
ing level of sophistication on the inside.

Probably the most signifi cant change is the 
adoption of two versions of a 1.2-litre TSI turbo-
charged petrol engine for the initial arrivals in SA. 
Models sporting a new 1.4-litre turbo diesel and a 
high performance 1.8-litre TSI turbo engine (for the 
GTi) will be launched later.

Th e 1.2 TSI power plants replace the previous 
1.4- and 1.6-litre normally aspirated petrol engines 
with a signifi cant improvement in fuel economy 
which is claimed to be in the region of 5l/100km 
on the combined cycle and about 20% better than 
cars with the outgoing engines. Th e Trendline and 
Comfortline models have engines producing 66kW 
and 160N.m of torque, while the Highline and high-
riding Cross Polo get an 81kW version of this engine 
with 175N.m of torque.

Th e Trendline and Comfortline have a fi ve-
speed manual gearbox, while buyers of the Highline 
have the choice of a six-speed manual or seven-
speed DSG transmission. Th e Cross Polo is fi tted 
with the six-speed manual ‘box.

Visually the new Polo can be identifi ed by a 
sharper front and rear design with fresh colours. 
Distinctive new wheels – steel rims with covers for 
the Trendline and alloys on the other models – con-
tribute to the bolder appearance.

Th e interior has been substantially revised 
and upgraded. It benefi ts from sharing many of 
the components and electronic features with the 
Golf  7. Th e quality, fi t and fi nish are way beyond 
the standards one used to get in this category of 
car, while the overall performance and ride comfort 

– particularly the low noise levels – impressed on a 
drive from Johannesburg to Dullstroom and back.

Driver assistance systems, some usually as-
sociated only with upmarket models, are now 
found in the Polo range. Th is includes ABS brakes, 
electronic stability control with a multi-collision 
braking system and hill-hold assist. Th e auto-
matic post-collision braking system brakes the 
vehicle if it is involved in a collision to avoid a 
secondary collision, but can be overridden by the 
driver’s actions.

Th e Highline models get a driver alert system 
which detects waning concentration of the driver 
and puts out an acoustic warning and a message 
appears on the instrument cluster recommending a 
break from driving. Th e warning is repeated in 15 
minutes if the driver does not take a break.

Car connectivity and infotainment are the buzz 
words today and here the new Polo is not found 
lacking. Th e audio system has been upgraded with 
a central touch screen and depending on the equip-
ment level there is Bluetooth connectivity and a 
proximity sensor.

VW says it is very pleased to have kept pricing 
competitive considering the multitude of improve-
ments and features and the range is from R188 300 
for a Trendline to R247  800 for a Highline with 
DSG. Big news for potential buyers is that a stand-
ard service plan covering the car to three years or 
45 000km is now included in the purchase price.

Local product marketing manager Hein 
Schafer says the keen pricing, economical engines, 
service plan and good residuals mean the cost of 
Polo ownership will be lower than previously,

Th e importance of the Polo not only to VWSA 
but also to the global VW group was highlighted by 
the attendance of Martina Biene, product manager 
for VW small cars, who had come from Germany to 
SA for the media launch.

Th e new Volkswagen Polo is certainly a new-
comer that punches above its weight. ■

Polo – A Global 
Success Story

The Polo is a global success story that 
plays a very important role in the rapid 
growth of the Volkswagen Group in terms 
of global sales in recent years. The Polo 
was launched in 1975 and since then has 
progressed through fi ve generation with 
total sales amounting to more than 14-mil-
lion cars, sold in 140 countries.

The Polo has been manufactured in 
SA since 1996 when the third generation 
was introduced here as the Polo Playa 
hatchback. It was succeeded by the fourth 
generation in 2004 and this range was, 
in turn, replaced by the 5th generation in 
2009. The Polo has been a major export 
model for VWSA since 2010 and 265 000 
of these cars have been exported to 20 
countries since then.

In addition the fourth generation Polo 
has remained in SA as the budget-priced 
Polo Vivo which instantly became SA’s 
most popular car, with the fi fth generation 
Polo as the second best-seller.

Last year VWSA sold a combined to-
tal of 24 994 Polos – 23 501 hatches and 
the rest the imported sedan model–which 
placed it third in the global rankings of Polo 
sales, behind China and Russia but in front 
of Germany, which sold 23 578 units.

Over the years the Polo has collected 
many accolades, including World Car 
of the Year in 2010 as well as scooping 
the Wesbank Car of the Year in SA in the 
same year.

Despite being on run-out the Polo and 
the Vivo, which continues unchanged, 
held a 46% share of the SA AO (supermini) 
segment in the fi rst fi ve months of 2014, 
with the segment itself growing 2.6%.

The new Volkswagen Polo.

The new VW Polo interior.

High Tech Polo Ups the Ante Among Superminis
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AutoLive, which has just celebrated its third birth-
day, is an ideal method for advertisers to reach their 
target market in the South African automotive 
industry.

Circulation now exceeds 14  000 e-mail ad-
dresses and many of the recipients forward the 
publication to colleagues and others in the indus-
try. Th e current mailing list includes members 
and contacts of: the Retail Motor Industry organi-
sation (RMI), Motor Industry Staff  Association 
(MISA), National Association of Component and 
Allied Manufacturers (NAAACAM), McCarthy 
dealer network, TransUnion, National Auto Glass, 
Barloworld dealers, Unitrans dealers, Motor Retail 
Forum and a large list of subscribers and other in-
terested parties.

We are very proud of the fact that National 
Auto Glass has been with us since the fi rst edition in 
May 2011 and continue to attract major advertisers 
as well as a number of smaller companies which are 
service providers to the local motor industry.

Who should advertise in AutoLive? Th is is the 
ideal advertising medium for all sectors of the auto-
motive industry, from the aft er sales departments of 
the motor manufacturers and importers to the host 
of service providers who do business with this very 
important sector of the economy.

 ■ AutoLive advertising is handled by Kieran 
Rennie who has been a lifelong petrol head 
as well as being an accomplished musician. 
He can be contacted on e-mail: autoads@
kieranrennie.co.za or on his cellphone: 
083 225 9609.

 ■ AutoLive advertising rates are very cost 
eff ective and we are able to make up ad-
vertisements at reasonable rates. Th e rate 
card (look under Advertising) as well as 
the previous editions of AutoLive (click on 
“Download the latest version here” and then 
you will also see the earlier editions) can be 
found on www.autolive.co.za ■

Kieran Rennie
Cell: 083 225 9609 

E-mail: autoads@kieranrennie.co.za

BY STUART JOHNSTON

Some 40 years ago, the BMW 2002 Turbo was 
equipped with a device that could be considered a 
fi rst for a production car to incorporate some sort 
of cyber-connectivity to the outside environment.

Th at device was in fact a radar-based distance 
warning system that warned you if you were get-
ting too close to the car in front. BMW SA’s Group 
Communications Manager Guy Kilfoil notes, fur-
thermore, that BMW was the fi rst manufacturer 
to launch an in-car navigation system in the late 
1990s, followed by iPhone interfacing in 2007, with 
the customer-assistance-orientated BMW On-Line 
launching a few years later in 2001, introducing 
various motoring-related apps.

Kilfoil poses the question of why there is a need 
for BMW ConnectedDrive, which eff ectively will 
turn your car into the ultimate “mobile device”, 
with additional full-time connectivity to your 
Smartphone, your laptop, your i-pad?

“Th e car is used as dead-time: Especially when 
stuck in traffi  c,” says Kilfoil. “It’s a good place to 
check your messages, structure your diary, and stay 
in touch with everything and everybody that is im-
portant in your life.”

Kilfoil explains that in every BMW built from 
July 2014 (that’s a few days away); there will be 
a SIM card in the car that can be activated with 
various apps, available through BMW. Th e way the 

programme has been structured, on the one side 
will be apps that can be down-loaded from BMW, 
and on the other branch of the ConnectedDrive 
“tree” there will be the driver-assistance functions.

Th e basic idea is to use the iDrive system and on 
board screen to supplant the owner’s Smartphone 
while the driver is in the car. However, although the 
hardware will be in all BMWs produced from 2014, 
in South Africa the apps will only be available here 
from July 2015, a year from now.

Th e services available will include Real Time 
traffi  c information, a concierge service for booking 
restaurant tables and theatre seats, scheduling ser-
vices from the car and road-side assistance services 
as well.

Th e Standard Intelligent Emergency Call sys-
tem will include precise vehicle location in the case 
of an accident and detect accident severity. Th e 
BMW TeleServices will monitor the entire vehi-
cle’s service data from fl uid levels to brake pads. If 
the need for a service is detected, the car’s relevant 

data will be transferred to BMW, to prepare for the 
service.

Th ere will be a host of infotainment apps avail-
able with iOS and Android compatibility.

Real Time Traffi  c Information will give con-
stant updates on traffi  c as well as the best alternative 
routes to avoid those traffi  c jams.

As far as the internet is concerned, the integrat-
ed SIM card (which remains with the vehicle and is 
not transferrable on sale of the vehicle), enables un-
limited data transfer, with the exception of video 
streaming. Th is is ideal for cars equipped with rear 
seat monitors, where the internet can be accessed.

When the launch of the new electric i3 and the 
i8 takes place in 2015 here, South Africa will also 
be geared up to off er the full range of apps from the 
BMW on-line store.

In addition BMW drivers will be able to stay 
connected to their cars through their Smartphones, 
issuing commands such as adjusting climate con-
trol, locking ort unlocking the car and various other 
functions, while some distance away from the car.

Th ere will also be a comprehensive accident 
assistance function available on the new BMW 
Connected Drive cyber-structure, able to ascer-
tain the location of an accident, severity of an ac-
cident and whether emergency services should be 
mobilised, all without the driver or owner actu-
ally having to make such a call. Th is is particu-
larly useful if consciousness is lost as a result of a 
severe accident. ■

Taking Car Connectivity to a New Level

BMW Connected Drive.

Use AutoLive to Reach Your Target Market



Subscribe for free @
www.autolive.co.za Page 10

To advertise in  contact

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

Stuart Drives

Some slick organisation on the part of Mercedes-
Benz Cars SA saw South Africans enjoying a sneak 
preview of the new S 63 AMG Coupe in KZN last 
week. Th e car had recently made its public debut at 
the New York Motor Show, and on its way back to 
Germany, MBSA organised a media preview of the 
halo model last Wednesday in Umhlanga Rocks, 
before the car went on show at the Top Gear event in 
Durban this weekend past.

Th e S 63 AMG Coupe is only due to go on sale 
here in November, and this was a left -hand-drive 
example. It boasts a jaw-dropping power peak of 
430 kW and 900 Nm from its 5 461 cc twin turbo 
V8 motor. Despite lavish use of aluminium used in 
the car’s body-shell and sub-frame, it still weighs in 
at over 2 000 kg, such is the lavish equipment level 
of this beautiful car.

Th us its 0-100 km/h time of 4,3 seconds is im-
pressive, considering it is very much a “full-sized” 
coupe. Top speed is limited to 250 km/h, although 
this can be raised with ECU re-programming by the 
AMG division simply enough, once the owner has 
passed an AMG advanced driver’s course.

Both drivers and passengers in the new coupe 
will benefi t from an all-new system in this car. 
Integrated into the active Magic Body Control 

system launched in the S-Class sedan, the coupe 
now has a curve tilting function that enables the car 
to “lean into” a corner like superbike, thus eliminat-
ing the eff ects of lateral g-forces on the occupants.

Pricing of the Mercedes-Benz S 63 AMG 
Coupe is expected to be in excess of R2-million, 

according to Mercedes-Benz Cars SA Managing 
Director Florian Seidler. AMG’s market share in 
South Africa is one of the highest in the world. 
Last year the company’s AMG sold over 32  000 
units world-wide, of its high-performance Merc 
derivatives. ■

Hyundai’s new Grand i10 launched here early in 
June and is set to be a sales winner in the upper-
end of the A-segment. Pricing starts at R139 900 for 
the base model known as the Motion, whilst there 
are two slightly-more expensive models, the Fluid 
and the Fluid Automatic. Th ese cost R149 900 and 
R159 900 and all three models are fi tted with a 1 248 
cc four-cylinder petrol engine.

On the launch drive south of Johannesburg we 
recorded a consumption fi gure of 5,3 litres/100 km, 
admittedly trying for a good fi gure and sticking 
pretty much to speed limits everywhere. Th e Grand 
i10 s bigger notably in boot capacity with a 256 litre 

capacity, much more stylish with a less “upright” 
exterior stance, and an extremely classy interior for 
a base car.

It also comes with audio, Blue Tooth connectivity, 
air-con on all models, and all models have ABS and 
front airbags. By the way, the previous-gen i10 con-
tinues as an entry model, as long as Hyundai can 
source stock from its entry-model plants elsewhere 
on the planet. ■

Sneak Preview of Mercedes’ Halo Model

Sleek, elegant lines of Merc’s forthcoming coupe.

Hyundai’s Grand i10 Set to be a Getz-like Winner

Hyundai’s new baby has curvy front, curvy 
rear, for a much-more appealing i10 in 
Grand form.

Pricing starts at R139 900 for the 
base model known as the Motion, ...
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Stuart Drives

Perhaps the most impressive aspect of the new 
Suzuki mom’s taxi, the Ertiga, is that it has such im-
pressive ride control qualities. On the launch route 
in the Eastern Cape the road surface was undulat-
ing and rutted in places and yet the upright Ertiga 
displayed great precision allied with comfort, as 
well as an impressive resistance to defl ection by the 
strong side-winds blowing in the Morgan’s Bay area 
that day.

Th e steering for a vehicle like this is also very pre-
cise, and the interior fi tment is excellent for a basic 
utilitarian type people mover.

Th e Ertiga is a seven-seater, built to go up 
against the likes of Toyota’s Avanza and Nissan’s 
Livina. It is based on a stretched version of the 
Suzuki Swift  platform, hence its excellent dynamics 
in the handling department. As far as performance 
is concerned, it is going to only rate an “adequate” 

on the Reef. It employs the 70 kW four-cylinder as 
used in the Swift , with a fi ve-speed manual gearbox 
driving through the front wheels, and it was okay at 
the coast, but required some stirring of the ratios to 
keep momentum with that heavier body and much 
greater frontal area.

Still the pricing is right is right. Costing just 
R159  900 for the base GA model with manual 

transmission, it undercuts its opposition quite 
nicely. We would recommend this base model over 
the GL manual and the Automatic version. Th e top 
GLX Automatic version in the fi ve-model range 
sells for a more expensive R207 900. All prices in-
clude a four-year/60 000 km service plan.

 ■ At the Ertiga launch, Suzuki exposed 
journalists to its social responsibility 
programme at the tiny Bulugha Farm 
School, some distance north of East 
London. Suzuki Auto’s Managing director 
Yukio Sato explained that the project, 
called Bottle2Build, utilises plastic bottles 
contained in a steel framework to create 
bricks to build classrooms.

“It takes around 1 000 years for a plastic bottle to 
completely bio-degrade, which means the Suzuki 
classrooms should be around for many, many years 
to come,” said Sato. ■

Forget wild-eyed robot racers with their caps placed 
on their heads backwards. Subaru’s new WRX is 
a svelte, sophisticated performance machine that 
has realised that, to impress the bank manager, 
a new suit of clothes and air of refi nement is a 
pre-requisite.

Oh, the performance from the famed boxer-
engine layout with symmetrical all-wheel-drive is 
still the underpinning feature that, err, underpins 
the WRX’s raison d’ etre. A turbocharger is still 
present and correct to boost peak power to 195 
kW, with far better fuel effi  ciency from its two-litre 
displacement.

Th e WRX comes in both six-speed manual and 
CVT versions. We much preferred the manual on 
the launch drive in late May, even though Subaru’s 
CVT is one of the better ones of the breed.

Th e ride quality is fi rm but comfortable, al-
though to my mind the interior is still not up to the 
required levels of a car costing R449 000 (R20 000 
more for the CVT version).

But there is that inherent feel of quality in 
engineering. One thing. I would have preferred 
is just a bit more induction noise and a bit of ex-
haust gurgle on the new WRX. Th ey’ve quietened 
it down to such a degree now that, though it 
may impress bank managers, it now 
is  almost indistinguishable on 
an  audio level from 

more conventional in-line-four-cylinder off erings 
in this league. For a return-to-rumble, you’ll have 
to wait for the STi version, which was due for launch 
a few days ago. ■

Subaru’s new WRX has a more genteel appeal.

Suzuki’s Ertiga Doesn’t Induce “High Anxiety”

Subaru’s WRX Makes a Different Statement

Suzuki Ertiga at Morgan’s Bay, with jet-
liner garden feature in the background. 
Different, those Eastern Cape folk.

The steering for a vehicle like this is 
also very precise, and the interior 

fi tment is excellent for a basic 
utilitarian type people mover.

We would recommend this 
base model over the GL manual 

and the Automatic version.
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At the forefront of innovation.
The original equipment programme from LuK, INA and FAG.
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Precision products and systems for engines, 
drivetrain and gearbox.

With products of the highest quality and 
innovation, the three brands of the
Schaeffler Group are accepted as key partners 
within the automotive industry.

More than 50 million LuK Dual Mass Flywheels 
have been fitted in Europe alone.
Bearings from FAG have been fitted in all types 
of vehicles – including the Space Shuttle!
INA – not by chance the market leader in 
engine and gearbox components!

Schaeffler South Africa (Pty) Ltd
1 End Street Ext. Johannesburg
Toll Free Hotline: 0800 41 2106 (Office Hours)
www.schaeffler-aftermarket.co.za
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http://www.schaeffler-aftermarket.co.za
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AMID Motorcycle Lifestyle Show
The 2014 AMID Motorcycle and Quad Lifestyle Show will 
take place from August 8-10 at the Johannesburg Expo 
Centre, Nasrec. Following on from the tremendous suc-
cess of the AMID Motorcycle Expo in 2013, the Association 
will return to the Nasrec venue in 2014.

The Expo will feature the same format as 2013 with a 
combination of indoor and outdoor displays featuring new 
as well as current motorcycles, accessory displays and 
of course plenty of activity to keep the whole family enter-
tained. It will include the announcement of the Pirelli Bike 
of the Year and will feature a stage programme featuring 
Mat Durrans and Harry Fisher of The Bike Show on Ignition 
TV. The 2013 event attracted 15 new model launches.

Classics on display at 1000 Bike Show
The Classic Motorcycle Club’s annual 1000 Bike Show will 
take place at the Germiston High School sports grounds, 
opposite Rand Airport, on July 5–6 from 08:00. Although 
the main focus is on classic motorcycles, grouped mainly 
by brand, there will also be some new machines on show, 
including stands manned by Triumph and BMW dealers. 
There will be competitions to fi nd the best modern, cus-
tomised ‘bike and the best classics.

Electric Harley!
Harley-Davidson began revving its electric motors this 
week as it kicked off a nationwide tour by Project LiveWire, 
the famous manufacturer’s fi rst electric motorcycle. It will 
stop in 30 dealerships across the US to gauge dealer and 
motorcyclists’ opinions. The machine is not yet available 
for sale to the public.

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

BY ROGER HOUGHTON

Petrolhead motor dealer Toby Venter, who is known 
for his superb Porsche Centre facilities in SA, has 
added another string to his bow in the form of a 
world class Ducati Brand Centre motorcycle dealer-
ship in Randburg. He has completely transformed 
his former Rodeo Drive pre-owned car facility into 
what must be one of the most impressive Ducati 
dealerships in the world.

Venter, who started his hugely successful ca-
reer in the motor business selling “Japanese mo-
torcycles” on the West Rand and was also a com-
petitive two-wheel racer at the time, has invested 
R20-million in his new venture which was opened 
offi  cially with a very well-attended function on 
Tuesday night.

Modelled very much on the sophisticated 
Porsche Centre premises Venter has established 
in Johannesburg, Umhlanga and Cape Town (and 
building another one in Pretoria) as the SA distrib-
utor for the prestigious German cars, the facility in 
Bram Fischer Drive is very much a Ducati lifestyle 
centre dedicated to the sales and service of these 

iconic motorcycles together with branded apparel 
and accessories. Th ere is also a congenial coff ee bar 
which is sure to become a gathering point for en-
thusiasts as is the case with the Porsche dealerships.

Th e occasion of the offi  cials opening was taken 
to launch two new additions to the comprehen-
sive Ducati range now available in SA. Th ese were 
the revised Diavel and the new Monster 1200 and 
1200S. Th ere are 20 diff erent models available in the 
six ranges: Monster, Streetfi ghter, Hypermotard, 
Panigale, Diavel and Multstrada with prices rang-
ing from R99 000 for a Monster 696+ABS to 
R258 000 for a Diavel Carbon.

Th e SA Ducati Centre has also been allocated 
one of the limited production Ducati Panigale 
Superleggera models which comes at a cost of 
R898 000!

Ducati SA also announced a three-
year/90 000km Ride Plan which covers all mainte-
nance, excluding accident repairs and tyres.

Johnny Araujo, who has been working with 
Toby Venter for the past 10 years, is now the manag-
er of the Ducati Brand Centre and knowing enthu-
siastic Venter it probably won’t be long before more 
Ducati outlets are established in SA! ■

Toby Venter Sets Up World Class Ducati Dealership

The Ducati Brand Centre motorcycle dealership in Randburg.

Classic motorcycle enthusiast and photo-
journalist Ian Groat with some classic 
BSA’s at the 2013 1000 Bike Show at 
Germiston High School.

Motorcycle News

http://www.wilkencomm.co.za
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Snippets

ERMELO IS TOP VW DEALER
Ermelo Volkswagen, which is headed up by 
Ebrahim Docrat and has 35 employees, has been 
adjudged Volkswagen’s Dealer of the Year for 2013. 
It is fate fi rst time a Category C dealer has won this 
coveted award.

Th e Volkswagen Commercial Vehicles Dealer 
of the Year award went to McCarthy Witbank 
Commercial Vehicles. Th e award for the Dealer 
Group of the Year was presented to Unitrans. ■

NISSAN TAXI ACCOLADE
Th e new Nissan NV350 Impendulo taxi, introduced 
to the South African market in February 2014, has 
received its fi rst major accolade in the local taxi 
industry. Th e Independent Taxi Advisory Services 
(ITAS) has awarded Impendulo a fi ve-star vehicle 
rating as well as a fi ve-star rating in the manufac-
turer audit, a feat which has only ever been achieved 
by one other taxi manufacturer in the country. ■

GERMANS RATE HILUX TOPS
Th e readers of Auto Bild Allrad, Germany’s largest 
automotive journal dedicated specifi cally to four-
wheel drive vehicles, recently voted the made-in-
South-Africa Toyota Hilux 4x4 the best imported 
pick-up available in Germany. A total of 175 all-
wheel drive models competed in ten categories in-
cluding SUVs, crossovers, MPVs, sedans, hatches 
and, of course, pick-ups (or bakkies as they are 
colloquially referred to), which is where the Hilux 
came up trumps in the readers’ poll. ■

2-MILLIONTH ENGINE
Volkswagen Group SA’s 500  000th EA111 engine 
rolled off  the production line in Uitenhage recently, 
marking the 2 millionth engine produced locally 
since 1978 when the EA827 power unit was assem-
bled for the CitiGolf. Th e current EA111 engine is 
used in the top selling Polo and Polo Vivo hatches in 
SA and exported to China, India, Malaysia, Taiwan 
and Mexico. ■

AMBITIOUS OPEL
Opel, the struggling European subsidiary of GM, 
is putting on a bold face with ambitious plans for 
its salvation. Th ese include lift ing market share in 
Europe from the current 5.8% to 8% by 2022 and in 
so doing become the second biggest seller in Europe 
behind VW. Th e plan to get there involves introduc-
ing 27 new models and 17 new engines between now 
and the end of 2018. ■

CITROËN DS3 SHINES
For the second year running, the Citroën DS 3 
has topped its class in the annual What Car? sur-
vey conducted by JD Power in the UK and Ireland. 
Voted Best Small Car for 2014, the DS3 received a 
customer satisfaction score of 79.3% – the overall 
industry average was 77.2% – and was lauded for its 
styling, aff ordable running costs and driver visibil-
ity. Overall, the small car category winner came in 
21st out of a total of 109 models in the survey, which 
ranks the views of actual car owners. ■

IGNITION GOES 24/7
Petrol heads and motoring fanatics will be able to 
indulge their passion 24/7 from Saturday, July 5, as 
SA’s fi rst motoring-only channel, IGNITION, kicks 
it up a gear when it launches a 24-hours-a-day, 
7-days-a-week off ering.

IGNITION, part of Times Media TV, has been 
broadcasting weekends-only on DStv Channel 189 
since its launch in 2008. With the expansion in 
broadcasting hours, comes 20 new hours of pro-
gramming every week including some of the best 
motoring content from around the globe and a vi-
brant slate of new local shows.

“IGNITION has proved a hit with car-mad 
viewers over the past fi ve years and the opportunity 
to give them a chance to feed their obsession dur-
ing the week as well has been long awaited,” says 

Lindsay Vine Smyth, executive producer for the 
channel.

From classics to race cars, documentaries to re-
ality shows and everything in between, IGNITION 
24/7 will hold wide appeal, not just for die-hard mo-
toring nuts but also for the general viewing public 
looking for entertaining TV. ■

Ebrahim Docrat, Dealer Principal at Volkswagen Ermelo with Petra Hoffmann Director 
Sales and Marketing at Volkswagen Group South Africa and David Powels Managing 
Director Volkswagen Group South Africa.

Lindsay Vine Smyth, the executive 
producer of Ignition on DSTV, which goes 
24/7 from July 5.
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TOP BRANDS
Honda and Mercedes led the way in a tally of brands 
ranked by new-vehicle buyers for quality and value, 
a study conducted by ALG found. Honda topped 
the rankings of mainstream brands. It was followed 
by Toyota, Volkswagen, Subaru, GMC, Ford, Buick, 
Nissan, Mazda and Chevrolet. Among luxury 
brands, Mercedes-Benz placed fi rst, ahead of Lexus, 
BMW, Porsche, Audi, Maserati, Infi niti and Acura.

Smart ranked at the bottom of the mainstream 
list, below Suzuki, Kia, Scion and Fiat.  In the luxu-
ry rankings, Alfa Romeo got the lowest rating, be-
low Tesla, Land Rover and Lincoln.

ALG, the analytics division of TrueCar, fore-
casts future car and light-truck values that are 
closely watched by automakers. Th e study is based 
on a survey of 30,000 recent car buyers by ALG in 
conjunction with Strategic Vision’s New Vehicle 
Experience Survey. ■

DURACELL BATTERIES
Tiger Wheel and Tyre is now stocking the famous 
Duracell brand of maintenance free batteries. Since 
the brand was born 50 years ago in 1964, Duracell 
has grown to become a household name on every 
continent. In 2013, parent company Procter & 
Gamble reported that Duracell held more than 25% 
global battery market share. ■

ISUZU’S LAPDESKS
Responding to the school desk shortages that aff ect 
more than 3-million South African schoolchildren, 
General Motors South Africa’s (GMSA) Isuzu brand 
today delivered more than 1 300 lapdesks to learn-
ers at Daniels Primary School in Zwide and Colleen 
Glen Primary School outside Port Elizabeth. Th ese 
ergonomically-designed, portable and recycla-
ble lapdesks off ers a practical solution to the desk 
shortage many schools are facing. ■

SILVER AWARD
Th e much anticipated J.D. Power Initial Quality 
Study (IQS) has placed the Mercedes-Benz SA plant 
in East London amongst the top motor manufac-
turers in the world in 2014, according to a poll of 
American consumers aft er 90 days of ownership of 
new models in this market.

Th e MBSA plant has received a silver commen-
dation in the Europe-Africa manufacturing region 
from this esteemed organisation, whose IQS quality 
rating is upheld by many in the international au-
tomotive industry as a benchmark for quality and 
reliability.

As the only African plant on the list of awar-
dees, this is the sixth consecutive award for Daimler 
AG’s South African plant. Th e company’s J.D. 
Power award collection now boasts two gold awards 
(2009 and 2011) and three silver awards (2012, 2013 
and 2014) in the Europe-Africa region, as well as the 
ultimate accolade–a platinum award in 2010, as the 
highest ranking plant in the world supplying the 
American market. ■

CAREERS DAY
Ford SA hosted its annual Careers Day recent-
ly. Students from various schools in Alexandra 
Johannesburg, Entokozweni in Mamelodi, as well 
as employees’ children were hosted at the Ford 
Assembly Plant in Silverton. Careers Day is a career 
information initiative targeted at Grade 11 and 12 
pupils who wish to obtain information regarding 
the various career opportunities available to them 
in the motor industry.

“Careers Day is hosted with the aim to help South 
African learners make their tertiary education ap-
plication process that much easier by giving stu-
dents valuable insights into the numerous opportu-
nities available to them in the motor industry,” says 
FMCSA president and CEO, Jeff  Nemeth.

Th e initiative saw approximately 75 stu-
dents spending the day at the Silverton Assembly 

Plant in Pretoria. Th ose in attendance were pre-
sented with practical information on diff erent 
career paths off ered within the automotive in-
dustry, encompassing a diverse range of special-
ist fi elds, including Marketing, Finance, Human 
Resources, Purchasing, Customer Services, Product 
Development, Manufacturing and more. ■

ADOPT-A-SCHOOL PROJECT
As part of its innovative Adopt-A-School project 
the motor retail group Combined Motor Holdings 
(CMH) has already contributed in excess of 
R250 000 to upgrade facilities at the Kwamakhuta 
Comprehensive High School in KwaZulu-Natal. 
Th e total cost to complete the project will be 
R400 000. CMH embarked on this project in 2012 
with the aim to signifi cantly upgrade selected 
schools in rural areas. Th e objective of adoption is 
to support the creation and enhancement of an en-
vironment conducive to learning at these schools.

“At CMH we strongly believe that the future of every 
company in the country, including CMH, lies in the 
hands of our children,” says CMH Chief Executive 
Offi  cer Jebb McIntosh. “Without proper education, 
this will not be possible, and through our Adopt-A-
School project we hope to equip our youth with the 
necessary skills to succeed in the workplace.

“We asked every employee of CMH and its First 
Car Rental subsidiary to participate and contribute 
to this cause,” says McIntosh. “It is with great pride 
that I can report that CMH employees and man-
agement have until now raised over R250 000 for 
this cause.” ■

From Left: Grade 6 Learner Yibanathi Jack 
aged 12, Wendy Ngesi aged 7, in Grade 2 
and Lisakhanya Gqunta aged 10 in Grade 
5 experiment with their new desks.

Ford SA president and CEO Jeff Nemeth 
address students at the Careers Day.

Happy recipients of educational support 
from CMH’s First Car Rental division.

The objective of adoption 
is to support the creation 
and enhancement of an 

environment conducive to 
learning at these schools.
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Working Wheels

“MAN’s performance in South Africa over the last 
12 months was healthy, despite tough economic 
conditions in emerging markets,” said MAN Truck 
& Bus Executive Chairman, Geoff  du Plessis, at the 
annual media briefi ng held in Johannesburg recent-
ly. Plessis. “Our truck and bus sales volumes and or-
der books are showing solid potential to match our 
2013 year-to-date volumes.”

Th e long-haul sector is a key market for MAN’s 
TGS range of 6x4 trucks, with MAN having a 45% 
market share of the domestic and cross-border 
long-haul market.

Key product development milestones for 
MAN domestically in recent months include 
a Certifi ed 8´4 41.480 PBS truck-tractor, local 
testing of the Euro 6 TGX WW 26.480, the de-
velopment of hydro-drive vehicles for African 
conditions, fi re solutions with double cabs on the 
4´4 TGM 18.330 platform, as well as buses for 
municipal transport.

“Government regards MAN as a bus supplier 
of choice and MAN’s Olifantsfontein bus division 
has secured a number of key accounts since early 
2013. MAN’s bus division remains the market 
leader in the local heavy bus sector with a high-
est-ever 40.6% market share over recent months,” 
du Plessis added. ■

Big Order For MAN 
Truck Tractors

Barloworld Transport Solutions (BWTS) and its 
subsidiary, Manline, has signed a deal with MAN 
Truck & Bus South Africa for the supply of 215 
MAN TGS 26.440 6 4́ truck tractors to be intro-
duced into the BWTS and Manline fl eets over a six 
month period (April – September 2014). Th e new 
units form part of fl eet expansion (32 units) and 
fl eet replacement (183 units) programmes within 
BWTS and Manline. ■

Hino Finance

Hino SA is considering setting up a dedicated fi -
nance house to make it easier and more conveni-
ent for customers to fi nance this popular range of 
trucks. Th is was announced at the media confer-
ence which followed the offi  cial opening of the new 
Hino factory near Durban last month.

Th e chairman of Hino Motors Ltd., Japan, 
Masakazu Ichikawa, who offi  ciated at the event, 
said that although the purchase price of a Hino 
truck may be higher than some of its competi-
tors these trucks had proved over many years 
that they are less expensive to operate in the long 
run, which he said could be a 5–10 year lifecycle. 
Th e Hino chairman also stressed how he believed 
the new global Hino Total Support programme 
would benefi t Hino customers signifi cantly 
worldwide. ■

Auto Transmission For 
UD 90

UD Trucks SA now off ers a fully automatic Allison 
transmission on its UD 90 heavy truck model to 
increase its already comprehensive product line-
up. A 2500 TC221 P&D Allison transmission is 
fi tted to the UD 90 during assembly at the plant 
in Rosslyn. ■

Man Expects 2014 Volumes Similar To Last Year

Taking part in the ribbon-cutting ceremony at the opening of the new Hino assembly 
plant in Prospecton are (from left): Ms Sindi Koyana, Non Executive Director, Toyota 
SA Motors (TSAM) Board Member, Masakazu Ichikawa, Chairman – Hino Japan, 
Bafana Dlomo, NUMSA Representative, Dr Johan van Zyl, President & CEO, TSAM, 
Motohiro Lida , Executive Vice President – Manufacturing and Manufacturing Support, 
Hitoshi Muramoto, Executive Vice President and Chief Coordinating Executive, 
Dave Finch, Senior Vice President – Manufacturing Group, TSAM, and Calvyn Hamman, 
Senior Vice President – Sales & Marketing, TSAM.

Geoff du Plessis, Executive Chairman of 
MAN Truck & Bus Southern Africa.
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Working Wheels

Affordable One-Tonner

An aff ordable On-Road, single cab workhorse 
has been added to Foton’s growing range of 
Tunland premium pick-ups in South Africa. Like 
all the other Tunland models, the latest addition 
is powered by a robust 2.8-litre Cummins diesel 
engine. Th e new model, which is well equipped for 
a workhorse bakkie, is priced at R199 950 which is 
very competitive.

Th e Tunland, a clean sheet development from one 
of China’s leading domestic automotive brands, was 
launched in SA in 2012, initially as a fully-equipped 
double cab 4 4́. Subsequently the range has grown 
with the arrival of a double cab 4´2 and then an 
Off -Road single cab. Now the On-Road Tunland 
single cab takes this Foton sub-brand into the larg-
est segment of LCV sector in the local market. ■

New Volvo Trucks 
Delivered

Volvo Trucks Southern Africa has delivered the 
fi rst units of its new range of trucks to custom-
ers in South Africa. In Gauteng, Triton Express 
Group CEO, Eric Corbishley, was offi  cially handed 
the keys of two new trucks by Volvo Group SA 
president, Torbjörn Christensson. Th e Westmead 
Group, based in KwaZulu-Natal, has taken delivery 
of two new units, making them the fi rst customer in 

the Eastern Region to take the new Volvo FH into 
its fl eet. ■

Dakar 2015

Hino, the leading Japanese truck manufacturer, has 
already started its preparations for the 2015 Dakar 
Rally. Th e company is once again teaming up with 
Team Sugawara to enter two, four-wheel drive Hino 
500-Series trucks in the event which will take place 
in South America from January 4–17.

Hino has by far the best reliability record of 
any participating manufacturer in this gruelling 
annual event, with 23 consecutive fi nishes since 
entering for the fi rst time in 1991. Th is year both 
trucks again completed the course and fi nished 1–2 
in the category for trucks with engines of less than 
10 litres capacity. ■

450 HP Quon

UD Trucks Southern Africa has introduced the new 
Quon GW26 450 6 4́ truck-tractor to compete in 
the popular 440 to 460hp extra heavy commercial 
vehicle market segment. It features the successful 
GE 13 TD 6-cylinder in-line turbo charged and 
inter-cooled engine with an electronic fuel manage-
ment system.

“Th e new GW 26 450 follows in the footsteps 
of the legendary and proven UD 440 – a truck 
that originally cemented UD Trucks’ ultimate-
ly dependable reputation in the market,” said 
Jacques Carelse, managing director of UD Trucks 
Southern Africa. ■

FAW Celebrates Two 
Decades in SA

Since FAW fi rst established a presence in South 
Africa in July 1994, it has grown from very hum-
ble beginnings into a multimillion rand undertak-
ing with a new factory under construction in the 
Eastern Cape.

Today FAW SA has a sales and service dealer 
footprint of 23 dealers, including the three major 

regional centres, and a R70-million parts stock-
holding warehouse in Spartan. Added to this is a 
world-class Johannesburg headquarter campus 
together with its premium showroom; and a dedi-
cated R600-million local production plant in Coega 
– coming on line later this year.

Th e FAW Group Corporation is based in 
Changchun Province and is China’s oldest and larg-
est vehicle manufacturer. Th e international giant is 
the third largest vehicle manufacturer in the world 
today and has over the last six decades evolved into 
one of the world’s overall leading vehicle produc-
ers. Th e China FAW Group Corporation has joint 
venture operations with many other leading vehicle 
manufacturers including Volkswagen, Audi, Toyota 
and Mazda. ■

 continued from previous page

The Foton Tunland On Road workhorse 
bakkie has been priced very competitively.

The new model, which is well 
equipped for a workhorse 

bakkie, is priced at R199 950 
which is very competitive.

It features the successful GE 13 
TD 6-cylinder in-line turbo charged 

and inter-cooled engine with an 
electronic fuel management system.

Call for Participation 
in Truck Trends 

Survey

Gordon Hooper and his company, Bateleur Brand 

Planning, have launched a defi nitive survey among 

transport fl eet decision makers and infl uencers 

about current trends in the Southern African truck-

ing industry with a call for participants.

Those participating will receive a complimen-

tary copy of the SA Trucking Trends Report based 

on the results and the survey can be distributed to 

colleagues and business associates. 

Those assisting with the 
survey also get a chance 
to win an Apple iPhone or 

Samsung Galaxy S5.

The link to click to participate is:

h t t p : / / b a t i y o q . c o . z a / Tr u c k i n gTr e n d s /

TruckingTrends.htm

The closing date for the survey is 14 July 2014.

The international giant is the third 
largest vehicle manufacturer in 

the world today and has over 
the last six decades evolved 
into one of the world’s overall 

leading vehicle producers.

bat.iyoq.co.za/TruckingTrends/TruckingTrends.htm
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TOP 5 PASSENGER CAR MARKET BY TYPE FOR MAY 2014

SEGMENT TYPE 2014 SHARE 2013 SHARE

ENTRY CARS

VW POLO Vivo 
Hatch/Sedan

2 476 7.5% 2 645 7.1%

TOYOTA Etios 1 033 3.1% 1 507 4.1%

HYUNDAI i10 894 2.7% 881 2.4%

FORD Figo 867 2.6% 1 247 3.4%

CHEV Spark 558 1.7% 464 1.2%

ENTRY CARS TOTAL 7 611 23.1% 8 981 24.1%

SUB-SMALL

VW Polo 1 964 6.0% 2 292 6.2%

HYUNDAI i20 1 126 3.4% 674 1.8%

FORD Fiesta 585 1.8% 829 2.2%

RENAULT 
Clio IV

501 1.5% 461 1.2%

KIA Rio 466 1.4% 739 2.0%

SUB-SMALL TOTAL 6 354 19.3% 7 459 20.1%

SMALL

TOYOTA Corolla 926 2.8% 1309 3.5%

TOYOTA Corolla 
Quest

858 2.6% 0 0.0%

VW Golf 7 627 1.9% 572 1.5%

MERCEDES 
A-Class

371 1.1% 223 0.6%

BMW 1-Series 335 1.0% 487 1.3%

SMALL TOTAL 6 317 19.2% 7 318 19.7%

MEDIUM

MERCEDES 
C-Class

772 2.3% 985 2.6%

BMW 3-Series 760 2.3% 1 119 3.0%

AUDI A4 505 1.5% 505 1.4%

BMW 4-Series 46 0.1% 0 0.0%

MERCEDES 
CLA

32 0.1% 0 0.0%

MEDIUM TOTAL 2 232 6.8% 2 848 7.7%

LARGE

MERCEDES 
E-Class

174 0.5% 94 0.3%

BMW 5-Series 84 0.3% 119 0.3%

AUDI A5 
Sportback

79 0.2% 92 0.2%

BMW 4-Series 62 0.2% 0 0.0%

VOLVO S60 57 0.2% 31 0.1%

LARGE TOTAL 605 1.8% 597 1.6%

LUXURY

MERCEDES 
S-Class

33 0.1% 0 0.0%

BMW 6-Series 25 0.1% 35 0.1%

MERCEDES 
CLS

23 0.1% 24 0.1%

BMW 7-Series 15 0.0% 13 0.0%

PORSCHE 
Panamera

9 0.0% 16 0.0%

TOP 5 PASSENGER CAR MARKET BY TYPE FOR MAY 2014

SEGMENT TYPE 2014 SHARE 2013 SHARE

LUXURY TOTAL 120 0.4% 110 0.3%

MPV

TOYOTA Avanza 359 1.1% 420 1.1%

MERCEDES 
B-Class

192 0.6% 176 0.5%

NISSAN NV200 66 0.2% 0 0.0%

VW T5 Kombi 63 0.2% 88 0.2%

MERCEDES 
Viano

38 0.1% 38 0.1%

MPV TOTAL 949 2.9% 1 142 3.1%

SUV

HYUNDAI iX35 888 2.7% 503 1.4%

TOYOTA 
Fortuner

698 2.1% 940 2.5%

TOYOTA RAV 493 1.5% 406 1.1%

FORD Kuga 407 1.2% 404 1.1%

RENAULT 
Duster

377 1.1% 0 0.0%

SUV TOTAL 6 294 19.1% 6 466 17.4%

SPORT AND 
EXOTICS

MERCEDES 
SLK

31 0.1% 43 0.1%

TOYOTA 86 22 0.1% 61 0.2%

AUDI TT 10 0.0% 15 0.0%

JAGUAR F-Type 8 0.0% 11 0.0%

BMW Z4 6 0.0% 11 0.0%

SPORT AND EXOTICS TOTAL 101 0.3% 318 0.9%

CROSSOVER

FORD EcoSport 561 1.7% 0 0.0%

NISSAN 
Qashqai

454 1.4% 259 0.7%

NISSAN Juke 275 0.8% 334 0.9%

JEEP Compass 157 0.5% 217 0.6%

AUDI Q3 146 0.4% 162 0.4%

CROSSOVER TOTAL 2 399 7.3% 1 952 5.2%

GRAND TOTAL 32 982 37 191

Figures courtesy of SA Department of Trade and Industry and Lightstone Auto

South African Vehicle Sales Figures at the End of May 2014

The Hyundai iX35 was the top selling SUV in SA in May.
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 TOP 5 PASSENGER MANUFACTURER RETAIL SALES FOR MAY 2014 

MANUFACTURER TYPE 2014 SHARE 2013 SHARE

VOLKSWAGEN SA

VW POLO Vivo 
Hatch/Sedan

2 476 7.5% 2 645 7.1%

VW Polo 1 964 6.0% 2 292 6.2%

VW Golf 7 627 1.9% 572 1.5%

AUDI A4 505 1.5% 505 1.4%

VW Tiguan 356 1.1% 367 1.0%

VOLKSWAGEN GROUP SA TOTAL 7 811 23.7% 8 782 23.6%

TOYOTA

TOYOTA Etios 1 033 3.1% 1 507 4.1%

TOYOTA Corolla 926 2.8% 1 309 3.5%

TOYOTA Corolla 
Quest

858 2.6% 0 0.0%

TOYOTA 
Fortuner

698 2.1% 940 2.5%

TOYOTA RAV 493 1.5% 406 1.1%

TOYOTA TOTAL 5174 15.7% 5 523 14.9%

AMH

HYUNDAI i20 1126 3.4% 674 1.8%

HYUNDAI i10 894 2.7% 881 2.4%

HYUNDAI iX35 888 2.7% 503 1.4%

KIA Rio 466 1.4% 739 2.0%

KIA Picanto 290 0.9% 496 1.3%

AMH TOTAL 4 501 13.6% 4 988 13.4%

FMC

FORD Figo 867 2.6% 1 247 3.4%

FORD Fiesta 585 1.8% 829 2.2%

FORD EcoSport 561 1.7% 0 0.0%

FORD Kuga 407 1.2% 404 1.1%

FORD Focus 199 0.6% 413 1.1%

FMC TOTAL 2 908 8.8% 3 556 9.6%

MERCEDES-BENZ 
SA

MERCEDES 
C-Class

772 2.3% 985 2.6%

MERCEDES 
A-Class

371 1.1% 223 0.6%

MERCEDES 
B-Class

192 0.6% 176 0.5%

MERCEDES 
E-Class

174 0.5% 94 0.3%

MERCEDES 
GLA

119 0.4% 0 0.0%

MERCEDES-BENZ SA TOTAL 2 048 6.2% 1 881 5.1%

BMW GROUP

BMW 3-Series 760 2.3% 1 119 3.0%

BMW 1-Series 335 1.0% 487 1.3%

BMW X5 182 0.6% 110 0.3%

MINI Hatch 147 0.4% 147 0.4%

BMW X3 145 0.4% 196 0.5%

BMW GROUP TOTAL 2 003 6.1% 2 489 6.7%

GMSA

CHEV Spark 558 1.7% 464 1.2%

CHEV Aveo 288 0.9% 357 1.0%

CHEV Cruze 173 0.5% 546 1.5%

CHEV Captiva 172 0.5% 87 0.2%

CHEV 
Trailblazer

130 0.4% 413 1.1%

GMSA TOTAL 1764 5.3% 2275 6.1%

RENAULT

RENAULT 
Clio IV

501 1.5% 461 1.2%

RENAULT 
Duster

377 1.1% 0 0.0%

 TOP 5 PASSENGER MANUFACTURER RETAIL SALES FOR MAY 2014 

MANUFACTURER TYPE 2014 SHARE 2013 SHARE

RENAULT

RENAULT 
Sandero II

361 1.1% 0 0.0%

RENAULT 
Sandero

211 0.6% 461 1.2%

RENAULT 
Megane III

40 0.1% 98 0.3%

RENAULT TOTAL 1 545 4.7% 1 071 2.9%

NISSAN

NISSAN 
Qashqai

454 1.4% 259 0.7%

NISSAN Juke 275 0.8% 334 0.9%

NISSAN Micra 233 0.7% 422 1.1%

NISSAN Almera 119 0.4% 0 0.0%

NISSAN X-Trail 96 0.3% 132 0.4%

NISSAN TOTAL 1 434 4.3% 1366 3.7%

CHRYSLER SA

JEEP Grand 
Cherokee

177 0.5% 152 0.4%

JEEP Compass 157 0.5% 217 0.6%

JEEP Wrangler 132 0.4% 177 0.5%

JEEP Cherokee 72 0.2% 40 0.1%

DODGE 
Journey

47 0.1% 93 0.3%

CHRYSLER SA TOTAL 652 2.0% 786 2.1%

HONDA

HONDA Brio 187 0.6% 371 1.0%

HONDA CR-V 153 0.5% 221 0.6%

HONDA Ballade 134 0.4% 185 0.5%

HONDA Jazz 82 0.2% 222 0.6%

HONDA Civic 73 0.2% 96 0.3%

HONDA TOTAL 641 1.9% 1112 3.0%

JAGUAR LAND 
ROVER

L-R Range 
Rover Evoque

165 0.5% 162 0.4%

L-R Discovery 4 118 0.4% 197 0.5%

L-R Range 
Rover Sport

97 0.3% 19 0.1%

L-R Freelander 2 40 0.1% 82 0.2%

L-R Range 
Rover

31 0.1% 49 0.1%

JAGUAR LAND ROVER TOTAL 489 1.5% 570 1.5%

SUZUKI

SUZUKI Swift 215 0.7% 135 0.4%

SUZUKI Jimny 91 0.3% 96 0.3%

SUZUKI SX4 56 0.2% 61 0.2%

SUZUK

SUZUKI Alto 54 0.2% 80 0.2%

SUZUKI Grand 
Vitara

26 0.1% 46 0.1%

SUZUKI TOTAL 445 1.3% 444 1.2%

PCSA

PEUGEOT 208 78 0.2% 201 0.5%

PEUGEOT 2008 55 0.2% 0 0.0%

PEUGEOT 107 53 0.2% 60 0.2%

CITROEN DS3 13 0.0% 21 0.1%

CITROEN C3 12 0.0% 29 0.1%

PCSA TOTAL 269 0.8% 519 1.4%

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

MANUFACTURER TYPE 2014 SHARE 2013 SHARE

VOLVO CARS

VOLVO V40 93 0.3% 73 0.2%

VOLVO S60 57 0.2% 31 0.1%

VOLVO XC60 41 0.1% 36 0.1%

VOLVO V40 CC 41 0.1% 40 0.1%

VOLVO XC90 13 0.0% 9 0.0%

VOLVO CARS TOTAL 250 0.8% 221 0.6%

MITSUBISHI 
MOTORS

MITSUBISHI 
ASX

79 0.2% 181 0.5%

MITSUBISHI 
Pajero Sport

63 0.2% 11 0.0%

MITSUBISHI 
Pajero

57 0.2% 60 0.2%

MITSUBISHI 
Outlander

19 0.1% 7 0.0%

MITSUBISHI 
Lancer

6 0.0% 8 0.0%

MITSUBISHI MOTORS SA TOTAL 225 0.7% 267 0.7%

FIAT GROUP

FIAT 500 115 0.3% 88 0.2%

FIAT 500L 38 0.1% 0 0.0%

ALFA Giulietta 36 0.1% 30 0.1%

FIAT Panda 7 0.0% 30 0.1%

FIAT Qubo 6 0.0% 9 0.0%

FIAT GROUP TOTAL 209 0.6% 210 0.6%

GWMSA

GWM C10 83 0.3% 68 0.2%

GWM H5 55 0.2% 43 0.1%

GWM Florid 0 0.0% 16 0.0%

GWMSA TOTAL 138 0.4% 127 0.3%

AAD

CHERY QQ3 72 0.2% 73 0.2%

CHERY J2 23 0.1% 0 0.0%

CHERY Tiggo 10 0.0% 49 0.1%

CHERY J3 1 0.0% 6 0.0%

CHERY J1 0 0.0% 1 0.0%

AAD TOTAL 106 0.3% 129 0.3%

SUBARU

SUBARU WRX 43 0.1% 4 0.0%

SUBARU 
Forester

38 0.1% 51 0.1%

SUBARU XV 20 0.1% 29 0.1%

SUBARU 
Outback

4 0.0% 6 0.0%

SUBARU
SUBARU 
Tribeca

0 0.0% 6 0.0%

SUBARU TOTAL 105 0.3% 101 0.3%

MAHINDRA

MAHINDRA 
XUV

63 0.2% 65 0.2%

MAHINDRA 
Xylo

11 0.0% 15 0.0%

MAHINDRA 
Quanto

8 0.0% 0 0.0%

SSANGYONG 
Korando

8 0.0% 28 0.1%

MAHINDRA 
Scorpio

5 0.0% 5 0.0%

MAHINDRA TOTAL 97 0.3% 121 0.3%

 TOP 5 PASSENGER MANUFACTURER RETAIL SALES FOR MAY 2014 

MANUFACTURER TYPE 2014 SHARE 2013 SHARE

TATA

TATA B-Line 80 0.2% 256 0.7%

TATA Indica 
Vista

10 0.0% 101 0.3%

TATA Manza 5 0.0% 16 0.0%

TATA Indica 0 0.0% 1 0.0%

TATA TOTAL 95 0.3% 374 1.0%

PORSCHE

PORSCHE 
Cayenne

46 0.1% 120 0.3%

PORSCHE 
Panamera

9 0.0% 16 0.0%

PORSCHE 
Macan

4 0.0% 0 0.0%

PORSCHE 
Boxster

3 0.0% 44 0.1%

PORSCHE 911 2 0.0% 35 0.1%

PORSCHE TOTAL 64 0.2% 263 0.7%

FERRARI

FERRARI 458 
Speciale

5 0.0% 0 0.0%

FERRARI 
California

2 0.0% 3 0.0%

FERRARI 458 
Italia

1 0.0% 2 0.0%

FERRARI FF 0 0.0% 3 0.0%

FERRARI 458 
Spider

0 0.0% 5 0.0%

FERRARI TOTAL 8 0.0% 13 0.0%

MASERATI

MASERATI 
Quattroporte

1 0.0% 0 0.0%

MASERATI 
GranCabrio

0 0.0% 1 0.0%

MASERATI 
GranTurismo

0 0.0% 2 0.0%

MASERATI TOTAL 1 0.0% 3 0.0%

GRAND TOTAL 32 982 100.0% 37 191 100.0%

Figures courtesy of SA Department of Trade and Industry and Lightstone Auto

 continued from previous page

TOP 5 SELLING PASSENGER CARS FOR MAY 2014

TYPE 2014 2014 SHARE

VW Polo Vivo Hatch/Sedan 2 476 7.5%

VW Polo 1 964 6.0%

HYUNDAI i20 1 126 3.4%

TOYOTA Etios 1 033 3.1%

TOYOTA Corolla 926 2.8%

32 982

TOP 5 SELLING LIGHT COMMERCIAL VEHICLES FOR MAY 2014

TYPE 2014 2014 SHARE

TOYOTA Hilux 2 637 19.0%

FORD Ranger 2 018 14.6%

NISSAN NP200 1 604 11.6%

ISUZU KB 1 482 10.7%

CHEV Utility 1 353 9.8%

13 863

Figures courtesy of SA Department of Trade and Industry and Lightstone Auto
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TOP 5 LIGHT COMMERCIAL VEHICLE MARKET BY TYPE FOR MAY 2014

NAAMSA 
STANDARD

TYPE 2014 SHARE 2013 SHARE

SUB ONE-TON

NISSAN NP200 1 604 11.6% 1476 10.1%

CHEV Utility 1 353 9.8% 1 853 12.7%

DAIHATSU Gran 
Max

137 1.0% 68 0.5%

CHEV Lumina 
UTE

0 0.0% 11 0.1%

SUB ONE-TON TOTAL 3 094 22.3% 3 408 23.3%

ABOVE ONE-TON 
DCAB

FORD Ranger 1 095 7.9% 866 5.9%

TOYOTA Hilux 810 5.8% 1177 8.1%

ISUZU KB 577 4.2% 456 3.1%

VW Amarok 231 1.7% 402 2.8%

GWM Steed 135 1.0% 208 1.4%

ABOVE ONE-TON DCAB TOTAL 3 324 24.0% 3 705 25.3%

ABOVE ONE-TON 
SCAB

TOYOTA Hilux 1 528 11.0% 1 592 10.9%

ISUZU KB 702 5.1% 717 4.9%

NISSAN NP300 
Hardbody

595 4.3% 431 2.9%

FORD Ranger 565 4.1% 520 3.6%

HYUNDAI H100 
Bakkie

388 2.8% 334 2.3%

ABOVE ONE-TON SCAB TOTAL 4 724 34.1% 4 834 33.1%

ABOVE ONE-TON 
XCAB

FORD Ranger 358 2.6% 241 1.6%

TOYOTA Hilux 299 2.2% 307 2.1%

ISUZU KB 203 1.5% 191 1.3%

MAZDA BT-50 78 0.6% 83 0.6%

NISSAN Navara 16 0.1% 14 0.1%

ABOVE ONE-TON XCAB TOTAL 960 6.9% 844 5.8%

MINIBUS

TOYOTA 
Quantum

1 035 7.5% 1 150 7.9%

NISSAN NV350 
Taxi

77 0.6% 0 0.0%

FORD Tourneo 
Custom

43 0.3% 60 0.4%

VW T5 
Transporter 
Cr-Bus

31 0.2% 35 0.2%

VW Caddy 26 0.2% 91 0.6%

MINIBUS TOTAL 1 237 8.9% 1 350 9.2%

PANEL VAN

VW Caddy 109 0.8% 91 0.6%

CHEV Spark 86 0.6% 74 0.5%

NISSAN NV350 85 0.6% 0 0.0%

FORD Transit 
Custom

56 0.4% 38 0.3%

NISSAN NV200 51 0.4% 0 0.0%

PANEL VAN TOTAL 524 3.8% 477 3.3%

GRAND TOTAL 13 863 100.0% 14 618 100.0%

Figures courtesy of SA Department of Trade and Industry and Lightstone Auto

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

MANUFACTURER CATEGORY 2014 SHARE

MERCEDES-BENZ SA

MCV 209 8.0%

HCV 79 3.0%

XHV 360 13.8%

BUS 10 0.4%

MERCEDES-BENZ SA TOTAL 658 25.2%

GMSA/ISUZU TRUCKS

MCV 173 6.6%

HCV 97 3.7%

XHV 34 1.3%

BUS 2 0.1%

GMSA TOTAL 306 11.7%

UD TRUCKS

MCV 35 1.3%

HCV 128 4.9%

XHV 107 4.1%

UD TRUCKS TOTAL 270 10.3%

TOYOTA

MCV 155 5.9%

HCV 62 2.4%

XHV 20 0.8%

TOYOTA TOTAL 237 9.1%

VOLVO TRUCKS XHV 211 8.1%

VOLVO TRUCKS TOTAL 211 8.1%

SCANIA
XHV 186 7.1%

BUS 21 0.8%

SCANIA TOTAL 207 7.9%

MAN

HCV 3 0.1%

XHV 140 5.4%

BUS 50 1.9%

MAN TOTAL 193 7.4%

TATA

MCV 39 1.5%

HCV 45 1.7%

XHV 23 0.9%

BUS 9 0.3%

TATA TOTAL 116 4.4%

VOLKSWAGEN GROUP SA MCV 101 3.9%

VOLKSWAGEN GROUP SA TOTAL 101 3.9%

IVECO

MCV 41 1.6%

HCV 10 0.4%

XHV 26 1.0%

BUS 4 0.2%

IVECO TOTAL 81 3.1%

POWERSTAR XHV 51 2.0%

POWERSTAR TOTAL 51 2.0%

FAW

MCV 2 0.1%

HCV 19 0.7%

XHV 28 1.1%

FAW TOTAL 49 1.9%

AMH MCV 32 1.2%

AMH TOTAL 32 1.2%

BABCOCK
HCV 0 0.0%

XHV 24 0.9%

BABCOCK TOTAL 24 0.9%

JMC MCV 22 0.8%

JMC TOTAL 22 0.8%

RENAULT TRUCKS XHV 22 0.8%

RENAULT TRUCKS TOTAL 22 0.8%

FIAT GROUP MCV 14 0.5%

FIAT GROUP TOTAL 14 0.5%

VOLVO BUS BUS 7 0.3%

VOLVO BUS TOTAL 7 0.3%

PCSA MCV 6 0.2%

PCSA TOTAL 6 0.2%

VDL BUS & COACH SA BUS 3 0.1%

VDL BUS & COACH SA TOTAL 3 0.1%

NC2 TRUCKS SA XHV 0 0.0%

NC2 TRUCKS TOTAL 0 0.0%

GRAND TOTAL 2 610 100.0%

Figures courtesy of SA Department of Trade and Industry and Lightstone Auto
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Senior Zambian government offi  cials – including 
vice president Guy Scott – and automotive indus-
try executives from that country will be joined by 
some of the major role players from South Africa in 
the Auto Africa Zambia Automotive Aft ermarket 
Exhibition and Conference in Lusaka, from 
August 28–29. Th e show will be held at the New 
Government Complex.

Among the group of South Africans making 
the trip north will be: NAAMSA director Nico 
Vermeulen, and the director of the aft ermarket di-
vision of Robert Bosch SA, Ewald Faulstich, both of 
whom will make presentations at the conference on 
August 28.

Th is year’s show is a joint venture between 
Derrick Mwango Publishers and Events of Lusaka 
and Johannesburg-based SA Show Services which 
organises Automechanika Johannesburg and the 
Johannesburg International Motor Show. Th e 
event enjoys the backing of Messe Frankfurt, own-
ers of the Automechanika brand, the Zambian 
Government and the Zambia-South Africa 
Chamber of Commerce.

Mwango says he expects about 120 exhibitors 
and 5  000 trade visitors at the event while there 
is great interest in the conferences to be held on 
August 28 and 29 as well as participation in the col-
lision repair conference and practical and theoreti-
cal workshops on a variety of automotive topics.

Mwango says the objectives of Auto Africa 
Zambia are:

 ■ Facilitating the growth of the automotive 
aft ermarket and allied sectors in Zambia 
and the SADC region.

 ■ Raising the standards in the motor industry 
in this region.

 ■ Linking the Zambian vehicle and 
aft ermarket to global players.

 ■ Technology and skills transfer into the 
SADC region.

 ■ Business-to-business matchmaking and 
networking opportunities.

 ■ Encouraging local and international 
companies to build and enhance business 
partnerships for mutual benefi t. ■

For more information contact
Robert Kaiser (robert@sashows.com);
Tel: +27-11-494-5003; Fax: +27-11-494-5004

Derrick Mwango (info@derrickmwango.com); 
Tel: +260-963-275331 / 978-868378

Important Automotive Aftermarket Show for Lusaka

Derrick Mwango, who is organising the Zambian aftermarket show in conjunction with 
SA Show Services.

Bosch in Nairobi

Th e Bosch Group has launched its operations in 
Nairobi, Kenya, with the opening of a regional of-
fi ce. Bosch has been present in Africa since 1906 
and has its headquarters in SA with 600 people em-
ployed there.

Th e off ering to East African consumers will 
include Bosch replacement parts, test equipment 
and soft ware, specialised technical training and a 
hotline as well as workshop concepts. ■

MAN in Sub-Equatorial Africa

MAN Truck and Bus’s performance in sub-equato-
rial Africa over the past 12 months has been robust. 
As a member of the BRICS nations, South Africa is 
a gateway into Africa and MAN believes it is well 
positioned to cater to the needs of diverse truck and 
bus markets north of the SA borders.

MAN now has a footprint in 14 African coun-
tries and continues to expand, signing up inde-
pendent dealers and service partners in the region. 
Th ere are currently 22 sales and service dealers in 
these markets as well as two servicing dealers.

MAN SA is also providing CKD kits to a new 
assembly plant in Kenya which assembles MAN 
and VW trucks and buses, including the CLA bus 
which is particularly suited to operations in Africa.

Last year MAN sold 425 trucks and 58 buses 
in these African countries and now the target is 
to grow truck and sales by 45% over the combined 
2013 fi gures. Th e coma pony has also managed to 
increase its number of bus partners in sub-Equato-
rial Africa from 15 to 22 in the past year.

Th e company sees high growth areas in Africa 
as Angola, Mozambique and the East Africa 
Community. ■

African Leader

Toyota continues to dominate vehicle exports from 
South Africa into Africa. Aft er the fi rst fi ve months 
of 2014 it had shipped 14 529 units for a 52% share 
of the total exports of 27 843 vehicles, while Nissan 
was second with 5 026 units, closely followed by 
Ford on 4 294 units. BMW is also faring well, par-
ticularly when one considers it exports 3-Series se-
dans to only one country, Cameroon.

A total of 21 SA-based companies have shipped 
vehicles north of the country’s borders in the fi rst 
fi ve months of 2014.

Toyota, with 1  401 units exported, was the 
African leader in the month of May, with Ford 
(1 008 units) overtaking Nissan (680 units) on the 
monthly honours list, with BMW shipments to-
talling 533 vehicles in a month in which SA-based 
companies shipped 4 051 units into Africa. ■
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Dodge Charger is today one of the most iconic muscle cars, 
thanks to various movie appearances, notabbly The Dukes 
of Hazard.

Beauty and the Beast. Beautiful 1950s Riley 2,5 fronts wild 
Pontiac Firebird at a Piston Ring club meet.

In the late 1940s the famous slug-shaped Packards still featured 
a stylised Goddess of Speed hood ornament.

Neat installation of the 280 kW Cosworth Turbo in a pristine 
Anglia street machine, as outlined on Page 24 of this edition.

Stretched ‘59 Cadillac sure looks long these days. These cars 
were used for State dignitaries and the like back then, before 
South Africa declared its independence from Britain in 1961.

An Olds or a Pontiac. Well this one is a Pontiac Chieftan, circa 
1950. These pre-fi n era GM cars are becoming extremely popular.
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BY STUART JOHNSTON

I pulled into the fuel station in search of gas. Well, 
that too, but fi rst a couple of hundred bucks’ worth 
of petrol, the lead-replacement variety, you under-
stand. My Kombi being 43 years old, it needs a bit 
of soft  metal to cushion life’s blows, especially in 
the area of the valve seats, where those vital organs 
keep on slapping up and down, up and down, onto 
a metallurgical surface that is stone-age by 2014 
comparable-tech.

But I also needed LP gas, because the Highveld 
being what it is as the winter solstice approaches, 
you need all the warmth you can muster as you 
wrap yourself in old rally jackets and follow the pas-
sage of Germany or Holland or Croatia through the 
seemingly endless games of the 2014 FIFA World 
Cup. Th e spent gas cylinder was in the rear, and I 
needed to exchange it for a new one.

I hauled open the sliding door of the Kombi and 
as always happens, the complex mechanical mecha-
nism of the Delux side-step kicked into play. When 
you open the door, the step semi-concealed under-
neath the fl oor-pan is drawn out into the open via 
clankety-clank mechanism, enabling you to enter 
the two rows of passenger seats with ease.

“Hau! Jem Bomb! Jem Bomb!” exclaimed the 
petrol attendant. Th en he gesticulated fl amboyantly 
to all his colleagues, and soon I had a crowd of de-
lighted pump jockeys gathered round as I repeat-
edly opened and closed the door to demonstrate 
this unique invention, available only on the Delux 
version of the VW Bus back in 1971, at a not incon-
siderable price premium.

“Jem Bomb” turned out to be James Bond and 
my humourous forecourt sergeant had made a hith-
erto unsuspected connection between the old bus’s 
rather comical pretentions to a lifestyle oh-so-cool 
and the super-tech of the Aston Martin in James 
Bond fl icks, where guns pop out of the bumpers, 
razor-cutters extend from the wheel hubs and the 
passenger is ejected through the sunroof.

Th is got me thinking what James’ image would 
have been if he’d driven a practical Kombi as his 
stealth vehicle. It also got me thinking just how 
important movies are to a car’s cache of cultural 
perception.

I reckon it’s no accident that in the months fol-
lowing Nick Cage’s hit movie , Gone in 60 Seconds, 
values of early Ford Mustangs started going through 
the roof. Cars that you paid R120 000 for in 1999 are 
now worth R700 000. And I’m sure the makers of 
Aston Martins can chart huge spikes in that British 
sports car’s popularity every time Daniel Craig ap-
pears in yet another epic where his Aston somer-
saults, ramps over rivers, blasts through toll gates 
and yet somehow emerges slick and suave at the end 
of 90 minutes.

Funnily enough, the same has happened to a 
car that you’d never have expected would be be-
stowed with superstardom. On the fi rst Harry 
Potter book, you’ll check out an artist’s accurate 
rendition of a blue and white Ford Anglia, and al-
most instantaneously Anglia values on the classic 
car market doubled, then doubled again once the 
movie came out.

Nowadays you can pay up to R50 000 for a clean 
Anglia 1200 Super. And the other day at the Piston 
Ring monthly meet I spied one that will probably 
sell for R250  000 minimum, if it was ever put on 
the market. But this one is special. It has a roll 

cage, wheel arch extensions that are reminiscent 
of a Porsche GT2’s, and a nose spoiler that some-
how manages to be well integrated into the rather 
 (errhum), angular lines of the 1966 Anglia.

Th e owner had posted some dyno fi gures of 
the car’s latest rolling road run on the side window, 
and yes, there were the fi gures: around 280 kW at 
the wheels. Th e open bonnet revealed the secret, a 
breathed upon Cosworth Sapphire turbo engine 
slotted in, giving it around 10 times the power that 
the original 105E had (29,1 kW, when it fi rst ap-
peared back in 1959).

Ja, if old Jem Bomb ever had to slot himself 
into a Ford Anglia, this is the one he should opt for. 
And aft er he writes it off  jumping over the Tower 
of London, he can steal a 1971 VW Kombi Delux. 
When his pursuers try to hop on board, they’ll 
accidentally knee-cap themselves as that con-
venience step shoots out the minute they open the 
sliding door.

Hey, I should send them a script. And sit back 
and watch as the value of my Kombi doubles and 
then trebles as soon as Th e Kombi of Solace ,featur-
ing Jem Bomb, hits the big screen. ■

If James Bond Drove an Anglia

The James Bond Anglia.
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