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BY ROGER HOUGHTON

South Africa has produced and continues to pro-
duce successful products that are truly world class 
and in many cases pace-setters in terms of tech-
nology. One of the companies producing cutting 
edge products is Ballistic Armour Technologies, 
located in a discreet, face-brick building in an 
industrial area of Germiston. It is a market 
leader in armouring vehicles, with cost-saving, 
recyclable kits that permit multiple lives for the 
armoured components.

Ballistic Armour Technologies (BAT) was 
established in 1993 and the company has ar-
moured more than 2 500 vehicles over the past 22 
years. Th ese are primarily cash-in-transit (CIT), 
valuables-in-transit or commercial armoured re-
sponse vehicles based on truck or LDV chassis, 
but BAT is also able to off er discreet armouring 
of passenger cars and SUVs to suit individual 
customer requirements.

Th e reputation of the company, which is head-
ed up by its founder, John Bradfi eld, has spread far 
and wide over the years. Th is includes provid-
ing armoured vehicles or kits for local fi tment 
to vehicles in a host of African countries which 

underlines the design capability, quality control 
and armouring integrity reputation of Proudly 
South African BAT internationally.

It all starts with a sophisticated CAD CAM 
design where BAT design drawings of the cus-

tomer’s concept vehicle. Th e origi-
nal concept is invariably changed 
many times as better ideas emerge 
from “crack of dawn” discussions 
with the customer and the man-
agement team. Before the fi nal 
drawing is ready for a prototype 
vehicle to be built, they have to 
make their own computer model 
before starting the introduction 
of the armour plating to the 3D 
drawing.

A key member of the de-
sign team is Carolann Beine 

whose original dream was to be a car designer. 
Nowadays, John Bradfi eld concentrates on the 
armouring of the cab while Carolann looks af-
ter the load body which these days incorporates 
a huge amount of high tech equipment to safe-
guard the valuable staff  and cargo. High focus 
is placed on the safety of the crew in terms of 
both daily driving and when under attack from 
criminal gangs.

Th e design and development of the elec-
tronic systems have been the responsibility of 
Josh Bradfi eld for the past three years. Drawing 
on an honours degree in mechatronics, he works 
very closely with customers to ensure his designs 
meet their requirements. An amount of more than 
R4-million has been spent on electronics research 
and development projects over the past few years. 
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The Land Rover monocoque was an innovative project.

An impressive-looking Hino 500-Series armoured truck.
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Josh also oversees the in-house man-
ufacture of many of these intricate, 
special components.

BAT is the largest private buyer 
of military grade armour plate steel in 
SA – 400 tons annually – importing 
its very specifi c requirements from 
Sweden. Th is steel is laser cut by an 
outside service provider to the very 
exacting dimensions specifi c to the 
BAT designs.

Th e multitude of parts for each 
design are stocked under part num-
bers in the dedicated stores building. 
As production progresses, the parts 
are only drawn as needed and placed 
in convenient locations in the factory 
prior to assembly. Th e fi t and fi nish of 
a BAT vehicle is outstanding consid-
ering they are low production units.

Once armoured the vehicles still 
conform to all safety and axle load-
ing requirements of both the SABS 
and the chassis manufacturers. Th e 
armoured mass varies according to 
the vehicle type and level of protec-
tion required.

Th e armour module is not easily 
visible from the outside and even in 
its simplest form provides 360 degree 
horizontal protection, while options 
include roof and fl oor protection, gun 
ports, tyres, fuel tanks and pay-out 
rear windows. Th e kits are relatively 
quick to install and remove – the ar-
mour module is bolted together inside 
the vehicles, oft en using manufactur-
ers’ holes in the metal components.

Th e company spends a great deal 
of time ensuring fault-fi nding and 
repair is comparatively easy for its 
customers, who may be located many 
thousands of kilometres from the 
BAT factory in Germiston.

Th e BAT built armoured bodies 
and kits are covered by a one year/
unlimited kilometre warranty with 
some vehicles covering 160 000km in 
a year, testimony to BAT’s exceptional 
commitment to customer satisfaction.

Updates and improvements 
to existing product design are 

automatically included in additional 
orders the client may place, usually at 
no cost to the customer.

BAT moved into its current 
premises about eight years ago hav-
ing repeatedly outgrown premises in 
Germiston and Rosherville Th e new 
factory was built to meet BAT’s spe-
cifi c requirements at the time with 
provision for future expansion. Th e 
company now fi nds itself in the pleas-
ant position of having to seek more 
factory space to accommodate the 
continued growth.

Th e number of employees has grown 
over the years from an original nine to 
70 people, most of them being trained 
on the job by the BAT personnel. John 
takes considerable pleasure in being 
able to take on unemployed people 
and provide them with  employment 
and skills.

Most of the vehicles armoured 
are Toyota models – Hiluxes, Dynas 
and Hino’s – but kits are available for 
Ford, Isuzu and Nissan pick-ups as 
well as the Isuzu N-series trucks and 
some heavy duty truck-tractors.

Interestingly a popular model 
with the CIT customers such as SBV 
currently is the Hino 815 chassis with 
automatic transmission which makes 
driving easier and cutting down on 
expensive transmission wear and 
tear, due to the stop-start operation 
of a CIT vehicle. During a typical 14 
hour work day, a cash-in-transit vehi-
cle will run from the time it is started 
in the morning until it returns to 
base. Th e crews never shut the engine 
down except when it is at its base.

Th e entire armour kit is re-usable 
and typically goes through two to 
three chassis life cycles (12 to 18 years) 
before it is scrapped for recycling. Th e 
kits are easily removed should the 
customer wish to sell the base vehicle 
and can then be fi tted to a new model, 
making it very cost-eff ective. ■

Carolann Beine, a key 
member of the BAT design 
team working on a Cad Cam 
programme.

BAT Builds Big 
Fleet For SBV

Ballistic Armour Technology has 
recently completed building the 
fi rst 200-odd units in a large 
order for cash-in-transit vehicles 
based on the Hino 815 with 
automatic transmission and 
a article on the hand-over by 
Hino West Rand to SBV will be 
published in the July edition of 
AutoLive.

The number of employees 
has grown over the 

years from an original 
nine to 70 people.

 continued from page 1

John Bradfi eld, the founder of 
Ballistic Armour Technology 
(BAT), with one of his 
earliest armoured vehicles 
a Land Rover built for 
Impala Platinum.

https://www.facebook.com/pages/AutoLive/1447065302259460
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Editor’s Note
FAREWELL BUT 
NOT GOODBYE
Th is is the last editorial I will 
write as editor of AutoLive as I 
move into a new life as a semi-
retired, part-time motoring 
journalist which will include 
being a regular to AutoLive.

Th is also marks the end 
of a period of almost 47 years 
during which I was involved 
directly in the SA motor in-
dustry, most of it in the public relations environment at ma-
jor players, going from Chrysler in October 1968 to Sigma, 
Amcar, Samcor and fi nally Toyota, from which I retired 
in 2007.

Th is gave me the opportunity to start yet another new 
life, this time back to my roots as a journalist, but now focus-
sing solely on motoring, whereas my early life at the Pretoria 
News revolved around sport in general with motor sport and 
motoring on the sidelines.

Th e eight-plus years I have spent at Wilken 
Communication Management working with my former 
Toyota colleague, Flip Wilken, opened a whole new vista for 
me. During this period we launched a trucking magazine and 
were involved with a host of other publications and PR clients 
which certainly led to an exciting and busy working life!

I have been exceptionally fortunate in my full-time 
working career as it involved major changes in the devel-
opment of the local and international motor industry and 
my involvement included writing a book on Toyota’s fi rst 50 
years in SA. I was also a major contributor to the book com-
memorating 100 years of the McCarthy Group. Th ese pro-
jects gave me an excellent insight into the changes that have 
taken place over the years.

My career has also enabled me to travel to all parts of the 
world and to meet a host of wonderful people, from business 
leaders to assembly line workers.

Now,  I hand over the editorial reins of AutoLive to Liana 
Reiners and as I have said already, I will continue to write on 
the industry, but no longer on a full-time basis, so it is fare-
well and not goodbye.

Roger Houghton,
Editor
houghtonr@mwebbiz.co.za

MONTHLY SALES STATISTICS

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

CLICK HERE to access

NAAMSA News

Th e positive steps being taken by SA in re-
newing the valuable African Growth and 
Opportunity Act (AGOA) with the United 
States for a further 10 years has been wel-
comed by NAAMSA, several of whose mem-
bers export vehicles to the US and benefi t 
from lower import tariff s. Exports of com-
ponents should also continue to benefi t.

“In essence agreement has been reached 
on trade related issues involving poultry, 
beef and pork and this in turn should fa-
cilitate the country’s continued participation 
in AGOA,” commented Nico Vermeulen, 
Executive Director of NAAMSA. He went 
on to caution that SA will be subjected to an 
“Out of Cycle Review” within 30 days of the 
enactment of the Bill.

Th e Review will address SA’s track record 
and performance in relation to a number of 
criteria, namely: “Whether SA remains a 
market-based economy that protects private 
property rights, incorporates an open ruled-
based trading system and minimises govern-
ment interference in the economy.”

However, Vermeulen says that Faizel 
Ismail, the country’s International Trade and 
Economic Development Advisor, remains 
confi dent that SA will come through the 30-
day Review with continued participation in 
AGOA going forward.

“Given the importance of AGOA to the 
SA vehicle and component manufacturers, 
the latest developments are positive,” con-
cluded the NAAMSA executive.

Th e report back by the NAAMSA 
CEO’s to a review of the Johannesburg 
International Motor Show and proposals 
for staging the show in 2016 aft er the sched-
uled 2015 event was postponed, will now only 
be announced at the end of July instead of at 
the end of June as previously announced. ■

Sales Impacted by Low 
Confi dence Levels

South Africa’s new vehicle sales continued 
to decline in May, according to the latest 
data from NAAMSA. A total of 47 868 new 
vehicles were sold last month, representing 

a 3.2% decline, year-on-year.  Passenger car 
sales declined 5.4%, year-on-year, with sales 
totalling 31  201 cars. Light Commercial 
Vehicle (LCV) sales, however, saw a 2.2% 
increase compared to the same period last 
year, shift ing 14 182 vehicles. Sales for other 
commercial vehicles (comprising medium, 
heavy, extra heavy, and bus) declined 4.5%. 
Year-to-date, the total market is down 1.3%.

“Over the last few months we’ve seen 
a rise in the overall cost of mobility. Fuel 
prices have increased 18% since the start of 
the year as a result of a weaker rand, and the 
Reserve Bank has warned of interest rate 
hikes in the coming months,” said Rudolf 
Mahoney, Head of Research at WesBank. 
“Factors such as these will continue to af-
fect consumer confi dence and put house-
hold budgets under even more pressure. For 
many consumers buying a new car may not 
be a priority in the immediate future.”

New vehicle price infl ation (VPI) is 
currently at 7.6% (TransUnion Auto) and 
continues to outpace consumer price infl a-
tion (CPI), which is currently at 4.5%. Th is 
is mainly as a result of the continued weak-
ening of the rand, as well as low consumer 
and business confi dence levels, as indicated 
by the FNB Bureau of Economic Research 
(BER) and RMB BER confi dence indices.

Th ese factors have resulted in new vehi-
cle fi nance applications declining 7.1%, year-
on-year, while used vehicle fi nance applica-
tions only receded 2.2% for the same period. 
Th e smaller decline in used vehicle fi nance 
applications is indicative of the activity in 
the pre-owned market. Th is is refl ected in 
the used-to-new sales ratio, at 1.43:1 – the 
same level as seen in January 2012. ■

Nico Vermeulen – NAAMSA 
Executive Director.

http://autolive.co.za/stats/sales_stats74.pdf
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BY LIANA REINERS

Th e Ipsos Quality Awards and the research on which 
these awards are based have shown an improvement 
in both the car and LCV sales and service opera-
tions in South Africa virtually every year since this 
comparative research was fi rst conducted in 2004. 
Th is trend has continued despite growing techno-
logical complexity in vehicles, a shortage of skilled 
technicians and more demanding customers.

Perceptions of the purchasing experience when 
buying a passenger car have crept up from 90% in 
2004 to almost 95% in 2014, while buyers of light 
commercial vehicles are similarly satisfi ed, moving 
up from 89% to more than 92%.

Th e way customers perceive the servicing experi-
ence has improved even more dramatically. Th e 
customer satisfaction score for servicing passenger 
cars has risen from 78% to just over 88% in the past 
10 years, with service ratings by LCV owners going 
from just over 78% to 88.5% over the same period.

Ipsos conducts telephonic interviews with 
25 000 customers annually about their experience 
at franchised dealerships when purchasing a new 
vehicle of having their vehicle serviced. Th e brands 
that participated in the 2014 survey represent more 
than 85% of the new vehicles sold via the dealership 
channel in SA.

Th e Volkswagen Group once again fared very 
well. Audi took gold in the passenger car sales sur-
vey as well as gold for the servicing experience, 
with Volkswagen taking gold for sales and silver for 
servicing. VW, along with Isuzu, also took gold for 
sales in the light commercial vehicle segment and 

these two brands, together with Nissan and Toyota 
took gold for servicing.

BMW, Chevrolet, Nissan, Opel and Toyota all 
took silver for the passenger car sales experience, 
with Ford, Lexus, Mercedes-Benz, Renault and 
Volvo collecting bronze.

Chevrolet, Lexus and Nissan joined VW in the 
silver category for passenger car servicing, with 
BMW, Honda, Mercedes-Benz and Toyota in the 
bronze category.

Chevrolet, Ford, Nissan and Toyota qualifi ed 
for silver in the LCV purchasing experience catego-
ry, while Ford and Chevrolet collected silver.

In addition to the research into the sales and 
aft er-sales service experiences, Ipsos has also con-
ducted a number of customer-understanding re-
search investigations in the automotive market over 
the last 12 months, including quantitative usage 
and attitude measurements, as well as qualitative 
“needs” investigations into the customer journey.

“Interestingly, one of the characteristics of the 
automotive retail environment is a lower than av-
erage set of expectations from customers, borne on 
the insight that customers oft en don’t trust or nec-
essarily expect a very high level of service from the 
industry. As a result it can be easier to satisfy a cus-
tomer in the automotive market, than a customer in 
the fi nancial services or telecoms environments for 
instance, because their expectations are diff erent,” 
explains Patrick Busschau, the Ipsos Automotive 
Business Unit Director.

“South African consumers can be a bit more 
apathetic, indiff erent and forgiving than our coun-
terparts in the US and Europe. When it comes to 
engaging with a retailer, especially about problems 
or complaints, there is oft en a sense of indiff erence 
or even helplessness. As a result, we see customers 

stating that they are satisfi ed and committed, but 
then purchasing from another brand as this is of-
ten easier than risking the stress and frustration 
of trying to resolve issues. Th is tendency to defect, 
coupled with a growing market and a very wide rep-
ertoire of choices, means we are seeing attitudinal 
brand commitment in many sectors, including au-
tomotive, dropping.”

Women are slightly easier to please in terms of both 
buying and servicing a car. People over 35 years of 
age generally give higher ratings than the younger 
groups, with the 25–34 year group being the most 
demanding in terms of the buying experience and 
the 18–24 group giving the lowest ratings when it 
comes to servicing.

“Brands and retailers are increasingly being ex-
pected to involve themselves with the customer 
through individualised customer engagement. For 
many retail businesses this is a huge challenge, but 
this would be the diff erentiator: understanding how 
to engage more eff ectively and proactively with cus-
tomers in an appropriate way that drives memora-
ble and positive experiences.

“Th is information, which has been collected 
and processed by Ipsos and its predecessors since 
1991, has proved a vital tool for the local motor in-
dustry – manufacturers, importers and the retail 
trade–in its eff orts to improve customer experience 
when buying or servicing a vehicle. Our standards 
are now world class,” concluded Busschau. ■

Ipsos Quality Results Show Continued Improvement

Purchasing experience: Biggest improvements

Passenger Vehicles Light Commercial Vehicles

Courtesy follow-up call 
after delivery

Likelihood to continue 
using dealer

Lasting connection with 
dealer

Confi dence in 
dealership taking 
ownership

Being kept up to date on 
progress

1.5

1.4

1.4

1.2

2.2

Explaining maintenance 
requirements and 
operational features

Courtesy follow-up call 
after delivery

Likelihood to continue 
using dealer

Confi dence in 
dealership taking 
ownership

Being kept up to date on 
progress

0.9

0.8

0.6

0.5

0.4

Change vs. 2013 Change vs. 2013

Servicing experience: Biggest improvements

Passenger Vehicles Light Commercial Vehicles

Transport to your next 
destination

Fixed right fi rst time

Likelihood to continue 
using dealer

Courtesy follow-up call 
after service

Advice you can trust

2.3

1.8

1.4

1.2

2.8

Change vs. 2013

Advice you can trust

Transport to your next 
destination

Being kept up to date on 
progress

Courtesy follow-up call 
after service

Likelihood to continue 
using dealer

3.3

3.3

3.2

2.7

2.7

Change vs. 2013

The customer satisfaction score 
for servicing passenger cars 

has risen from 78% to just over 
88% in the past 10 years.

Women are slightly easier 
to please in terms of both 

buying and servicing a car.

Brands and retailers are increasingly 
being expected to involve themselves 

with the customer through 
individualised customer engagement.



Subscribe for free @
www.autolive.co.za Page 5

Introducing the Gumtree Auto Inventory Tool
7.9 million people visit Gumtree every month (Effective Measure August 2014) to 
browse for cars, generating 220,000 email leads every month. Which is why 
Gumtree has decided to give you the opportunity to make your ad truly pop with 
our brand new tool. Aimed at dealerships and top sellers, this is going to change the 
way you advertise cars online, by:

 account in your hands (no contracts required!)

To find out more visit www.gumtree.co.za/pages/autodealers
or call Jeff Osborne and the Gumtree Auto Team on 0800 999 045
or 011 784 3413 during our business hours (9:00am-5:00pm, Mon-Fri)

Make your ads...

In other words, you can sell more and faster. 

http://www.gumtree.co.za/pages/autodealers
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Dave Stalker 
Honoured

Th e South African 
Diesel Fuel Injection 
Association (SADFIA) 
Nuts and Bolts con-
ference, held at this 
year’s Automechanika 
Johannesburg, saw 
long overdue rec-
ognition for Dave 
Stalker, who is re-
spected throughout the diesel injector community. 
He was presented with a trophy acknowledging his 
outstanding contribution to the fi eld.

Mark Kaufman 
Moves On

Mark Kaufman, who 
was the Vice President 
– Sales, Marketing 
and Service at Ford 
SA for the past two 
years, has been pro-
moted to President – 
Association of South-
East Asian Nations 
(ASEAN) region, based in Th ailand where Ford 
has a big manufacturing facility. (Th e countries 
that make up ASEAN are: Brunei, Cambodia, 
Indonesia, Lao, Malaysia, Myanmar, Philippines, 
Singapore, Th ailand and Viet Nam). No replace-
ment for Kaufman in SA has been named yet.

Former Off-Road Racing 
Champion Killed

Apie Reyneke (58), who won SA off -road racing 
championship eight times in a Toyota Land Cruiser, 

was tragically killed in a helicopter 
accident on May 31.

A very successful farmer and 
game rancher in the Vryburg dis-
trict, Reyneke won the title in 1990 
with Lukas Dreyer and then teamed 
up with Robin Houghton to win 
titles every year from 1993–1999. 
He leaves his wife, Yolanda, a 
daughter, Carien-Mari, and four 
sons, Hendrik, Apie-Rall, Adolph 
and Abraham.

Cathy Adcock 
Passes Away

Cathy Adcock, who held execu-
tive positions at Lindsay Smithers 
(now FCB) advertising agency which still handles 
the Toyota account, passed away recently. She was 
the widow of Colin Adcock, the former manag-
ing director of Toyota SA Marketing, and former 
wife of Dave Charlton, multiple SA motor racing 
champion.

VW Dealers of the Year

Barons Pietermaritzburg was presented with 
the award as the best Volkswagen dealership in 
South Africa in 2014 at the annual gala dinner in 
Johannesburg recently

Volkswagen sets targets for its 106 Dealerships 
during the year across various disciplines of the 
business, including amongst others sales volumes 
and more importantly, Customer Service Delivery. 
Th e best performing Dealerships are invited into 
the Volkswagen Club of Excellence, where the over-
all best performer is awarded with the Dealer of the 
Year Status.

Kevin Pillay, in his inaugural year as Dealer 
Principal at Barons 
Pietermaritzburg said: 

“Th e award is the reward for our team’s hard work, 
passion and dedication in delighting our custom-
ers and truly living the values of the Volkswagen 
Brand. Th e award will lift  our team’s spirit and 
motivate us to continuously improve our service to 
our customers.” Barons Pietermaritzburg employs 
80 people.

Hatfi eld Volkswagen Commercial Vehicles re-
ceived the Volkswagen Commercial Vehicles Dealer 
of the Year award.

For the fi rst time this year, the Dealer Group of 
the Year Award was separated into two categories, 
Micro and Macro. Th e Dealer Macro Group of the 
Year was presented to Barloworld Group and Dealer 
Micro Group of the Year went to Hatfi eld Group. ■

Mahindra Honours Top Dealers

Mahindra Bloemfontein was honoured as 
Mahindra’s Dealer of the Year in the Large Dealer 
category at an event in Johannesburg recently, while 
the Medium Dealer title was clinched by Mahindra 
Vaal. Mahindra Kimberley took the honours in the 
Small Dealer category. ■

2014 VW Dealer of the Year - Kevin Pillay, DP at 
the Barons Pietermaritzburg with Thomas Schaefer, 
MD Volkswagen Group SA and Petra Hoffmann, 
Director Sales.

A happy group at the Mahindra Dealer of the Year awards function.
Apie Reyneke and Robin Houghton celebrate one of their many 
off-road racing victories in a Toyota Land Cruiser.

Mark Kaufman.

Dave Stalker.

People
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Recent data extracted from an international motor 
vehicle buyer behaviour study suggests that nearly 
half of all buyers begin their search for their next 
new or used car unclear about the make or model 
that they want.

And that is just the beginning …
In addition to the daunting array of vehicles 

available, today’s consumer is faced with a boot-full 
of additional choices aft er they have settled on a 
specifi c shape, colour and engine size.

Trevor van Rensburg, Assistant Executive 
for Sales and Marketing at Innovation Group, 
takes a look at the evolution of aft er-market value 
added products in our country and how these de-
velopments can be leveraged by road users for 
maximum benefi t:

Engine cover is an integral part of owning and 
operating a vehicle. Even the sturdiest budget can 
be dented by the debilitating cost of repairs. But it 
doesn’t mean that you are limited to a straight for-
ward ‘chicken’ or ‘beef ’ option.  

“Consumer needs, economic circumstances 
and driver trends are evolving rapidly. As a result of 
these changes, automotive value-add products have 
become more fl exible and it becomes easier to tailor 
a vehicle’s protective cover around lifestyle, usage 
and fi nancial uncertainty.

“Product development teams constantly scan 
the environment for gaps in the market. Claim sta-
tistics on various models are reviewed so that the 
data can be used to adjust pricing and develop cus-
tomer focused products,” he says.

It is common knowledge that the older a ve-
hicle is the higher the probability for mechani-
cal or electrical failure to occur. Th e cost to repair 

out-of-warranty ve-
hicles can be quite 
costly with repairs 
ranging anything 
from R5 000.00 to 
R100 000.00.

Extended 
Warranties

Warranties conform 
to the requirements 
of the Short-Term 
Insurance Act and 
cover a vehicle for 
mechanical and elec-

trical breakdown for a range of components. Very 
oft en, roadside assistance, car rental, medical as-
sistance, and Road Accident Fund claims manage-
ment may also be included in the package.

“A contracting economy means that people are 
less likely to buy new cars as regularly as they would 
during boom time. Th e extended warranty allows 
the consumer to hold on to a car for a longer period 
of time without the anxiety of costly breakdowns,” 
he says. “Warranties are normally also transferable 
between vehicle owners which have a positive eff ect 
on the re-sale value of the car.”

Maintenance Plans

Maintenance Plans provide consumers with the 
peace-of-mind that they do not need to worry about 
unexpected parts and labour costs again–such as 
replacing brake pads or shock absorbers.

Th e vehicle is covered from bumper to bumper 
because not only is the payment for all specifi ed 

services for the duration of the contract included, 
but wear and tear and mechanical failure costs are 
also covered.

“A fl uctuating Rand may infl uence the price of 
parts, while infl ation takes its toll on labour costs. 
Th ese costs are impossible to predict and diffi  cult to 
absorb on a restricted budget. Th is product makes 
fi nancial planning less of a stab in the dark.”

Service Plan

Th ese plans are similar to maintenance plans be-
cause they relieve the pressure of budgeting for 
future services by covering the cost of scheduled 
services for a specifi ed number of kilometres.  Th ey 
don’t, however, extend to repairing any sort of me-
chanical or electrical device should it become out of 
order or broken.  Th ey also don’t cover wear and tear 
components such as brakes, clutch and cam belts.

“Service Plans are, in general, more popular 
than Maintenance Plans because they are a lot more 
cost eff ective.”

Additional Add-Ons

In addition to these three fundamental product op-
tions, additional value added products are also be-
coming increasingly popular in bolstering standard 
insurance cover. Ranging from gap warranties, and 
top-up service plans, to tyre and rim warranties, 
and scratch and dent products, these products have 
the potential to provide a signifi cant value-add if 
chosen wisely.

“Benefi ts to consumers have to be real and 
tangible. Drivers today have a host of options 
available to them that are both convenient and 
cost-eff ective.” ■

Gumtree, South Africa’s biggest classifi eds site, 
has added the ability to track telephonic leads to 
their existing automotive dashboard. Th is will al-
low dealerships to better evaluate the eff ectiveness 
of their advertisements, says Jeff  Osborne, Head of 
Gumtree Automotive.

“We know anecdotally that the vast major-
ity of leads that dealerships receive are telephonic 
– particularly serious buyers – but dealerships 
have no idea where these leads are coming from. 
Professional sellers that are making use of our plat-
form weren’t always sure whether or not the lead 
was coming from their Gumtree ads or not, which 
makes it hard to measure the true return on invest-
ment…not to mention the eff ectiveness of the ad-
vertisements themselves,” says Osborne.

“We are pleased to say that the new Call 
Tracking feature will resolve that issue so that 

dealerships will know exactly how eff ective their 
ads are and be able to employ best practices and 
key learnings.”

Th e feature will be available automatically 
to all existing Gumtree Automotive Inventory 

Tool (GAIT) customers. “Th is will be added 
automatically, and there is no need to take ac-
tion. Aft er the feature is enabled, the seller will 
receive a message whenever he or she answers 
the phone to identify the call as a Gumtree-based 
lead. Reports will also be made available in the 
same format as email lead reports and will detail 
the source phone number, date, time, call status 
(answered or missed), duration and a recording 
of every call. Th ese calls can also be downloaded 
if required.”

Osborne says this is one of many innovations 
that have seen the light over the last few months. 
“We are constantly fi ne-tuning the off ering based 
on dealer feedback and there are several big innova-
tions on the cards still to come.”

 ■ Dealerships can fi nd more information or 
sign up online. ■

Gumtree Launches Call Tracking for Automotive Leads

Jeff Osborne, Head of Gumtree Automotive.

A Motor Plan by Any Other Name; Not All Motor Plans are Built Equal

Trevor van Rensburg, 
Assistant Executive for 
Sales and Marketing 
at Innovation Group 
South Africa.
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At the end of May, Mercedes-Benz South Africa 
(MBSA) added another impressive milestone to 
its almost 70-year history in SA when the one 
millionth passenger car to be produced at its East 
London plant – a white, right-hand drive C220 – 
rolled off  the assembly line.

It was 57 years ago, in January 1958, when 
the fi rst Mercedes-Benz passenger car, a W121 
190, came off  the line of the then Car Distributors 
Assembly (CDA) in East London. CDA, the com-
pany which would become MBSA, opened its 
doors 10 years earlier and was contracted in 1958 
by Daimler-Benz to assemble Mercedes-Benz prod-
ucts. Th is fi rst unit was dispatched to John Williams 
Motors in Bloemfontein.

Since then, MBSA has produced 24 diff erent 
models locally. Th e number of units produced per 
model has been climbing steadily to a point where 
the East London plant is on track to produce a re-
cord number of units for both the domestic market 
and for export this year.

“It is fi tting that the one millionth Mercedes-
Benz passenger car produced here is the latest gen-
eration C-Class, which was announced as the 2015 
World Car of the Year in April,” says MBSA Africa 
CEO and Executive Director Manufacturing, Arno 
van der Merwe.

Th e C-Class production era at the East London 
plant started in 1994 with the production of the 
W202, the fi rst offi  cial C-Class. Th e W205 C-Class 
currently being produced is the fourth generation 
C-Class from the local plant and is being exported 
in left - and right-hand drive to countries on every 
continent as part of Daimler AG’s fl exible produc-
tion network. East London is one of four plants in 
the world producing the C-Class, the other three 
being Tuscaloosa in the USA, Bremen in Germany 
and Beijing in China

“Producing the one millionth Mercedes-Benz 
passenger car is a remarkable achievement for us. 
It is the result of the collective work eff ort that has 
been displayed by everyone involved with the com-
pany over a long period of time. Th is would have not 
been possible without the dedication of our employ-
ees,” says Van der Merwe.

Th e new C-Class went into production at 
the plant in May last year and more than 45  000 
units had been produced by the end of 2014. Van 
der Merwe touts the dedication and passion of the 
plant’s employees and healthy labour relations as 

one of the key factors in the success story of the 
company. “Our attendance rate at the plant, sitting 
at close to 99% for the last fi ve years, shows the dedi-
cation of our people,” he states.

Th is healthy relationship also ensures that 
the MBSA East London plant is on par in terms of 
quality, delivery and cost with the mother plant for 
C-Class production in Bremen, Germany.

“Mercedes-Benz South Africa prides itself in 
being a pioneer in the automotive sector and look 
forward to producing another million units,” Van 
der Merwe concludes. ■

One Million Down, Many More to Go

MBSA CEO and Executive Director 
Manufacturing, Arno van der Merwe 
with the 1 000 000th car to come off the 
production line.

A W121 MB 190, assembled in June 1958 at the CDA plant.

In 1967 the 25 000th Mercedes-Benz passenger car – a W108 250SE – was produced 
in the East London plant.
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Dealer principals and sales managers are in the 
business of selling cars. Th ey’re not necessarily up 
to speed with the latest and most eff ective market-
ing strategies and plans and oft en function without 
the luxury of a marketing department. Th is can 
mean that they oft en fall short in this vital area.

Th ese days the internet is taking away many 
of the reasons why potential buyers used to visit 
dealerships, so dealers need to be more proac-
tive and creative in order to attract prospects to 
their showrooms.

With many years of experience in the local 
motor industry under his belt, Des Bramwell rec-
ognised this problem and decided to address it in 
an innovative and exciting way: through a “comic 
book” titled Marketing Planning for Auto Retailers. 
Why a comic book? Because aft er 40 years in the 

motor industry, Bramwell knows that most sales managers are too busy to wade 
through thick, jargon-laden text books. Th is way they can work through the 
entire 171-page book in an hour.

Aimed at experienced, inexperienced and aspiring management candidates 
as well as dealer principals, the book contains handy tips on what to do and what 
to consider before starting a dealer marketing plan. Th e aim is to equip dealers 
with a clear, concise and eff ective understanding of marketing and Bramwell 
makes valuable suggestions on the content of a good dealership marketing 
plan. In short, it’s a must read for dealer principals, vehicle sales managers and 
sales staff .

Marketing Planning for Auto Retailers can be ordered from 
www.publisher.co.za at a price of R165. ■

Marketing Made Easier with a New Guide Book

All you 
need to know 

about marketing 
plans...

 DOWN TO EARTH GUIDELINES TO ASSIST  
     car SALES MANAGERS

Des Bramwell ©

Des Bramwell, 
author of Marketing 
Planning for 
Auto Retailers.

http://www.ramauto.co.za
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Car-O-Liner’s Vision2 soft ware was awarded 
a gold certifi cate for innovation at last month’s 
Automechanika Johannesburg’s Innovation Awards 
2015. AI Vision’s MobilEye Collision Avoidance 
System won a silver certifi cate while Bosch’s Start/
Stop System took the bronze award.

Seven other products received certifi cates of 
commendation for their innovative qualities:

 ■ Catalfer’s Maxima CNC2 OneTech Dustless 
Sanding System

 ■ Celette’s Virtual Paint System
 ■ Ctrack’s OB130 Plug-and-Play Telematics 
Solution

 ■ Gysduction Auto’s Instantaneous Induction 
Heater

 ■ JVPS AoN’s Forecourt Monitoring System
 ■ Sena Windows’ Glue-On Flush Sliding 
Window

 ■ Ultra Tune’s Gas Analyser

Th e products were assessed by a jury compris-
ing Christopher Crookes of Extra Dimensions; 
John Ellmore of the RMI; David Furlonger of the 
Times Media Group; Robert Houdet of NAACAM; 
Norman Lamprecht of NAAMSA and Jakkie 
Olivier of the RMI.

“Th e overall quality of entries was high,” said 
Wynter Murdoch, convenor of the Innovation 
Awards. “It was heartening, also, to see such a diver-
sity of items in contention from diff erent spectrums 
of the automotive industry.”

In the eyes of the jury, Car-O-Liner’s Vision2 
Soft ware – which was launched at the show – ex-
emplifi ed a state-of-the-art means of quickly and 
effi  ciently measuring collision damaged vehicles, 

helping to reduce cycle times and aiding accurate, 
effi  cient and safe alignment work throughout the 
repair process.

Th e device won a gold medal last year at the 
Innovation Awards at Automechanika Frankfurt. 
Th e photo-based Vision2 soft ware, which guides 
repair and performs automatic centring, measuring 
and documentation, is easy and quick to use, cut-
ting the time it takes to complete repair measure-
ments by as much as 20%.

Vision2 is integrated with Car-O-Data, the 
world ś largest vehicle measurement database, 
which contains details of over 14 500 measured 
vehicles. “It is an outstanding product that pro-
motes the quick and effi  cient measurement of 
collision damaged vehicles,” the jury said in 
its assessment.

AI Vision’s MobilEye Collision Avoidance 
System was deemed to off er an excellent combina-
tion of technology and functionality designed to 
improve road safety.

“Th e product represents a high-tech means of 
reducing the risk of accidents by identifying com-
mon road safety threats and, through a user friend-
ly interface, alerting drivers to potential dangers,” 
the jury said in its assessment.

Th e product, which is imported, is widely used 
in the OE market but the company’s intention is to 
build its popularity in the aft ermarket.

Bosch’s Start/Stop System – again available for 
aft ermarket fi tment – helps to reduce fuel usage in 
city driving by up to eight percent, simultaneously 
reducing carbon emissions, an important factor in 
the fi ght against global warming. In the view of the 
jury, the product adds value to the both the commer-
cial and private segments of the automotive market.

In an address at Automechanika Johannesburg 
at the Innovation Awards presentation ceremony, 
Murdoch said: “Out of the nearly two dozen en-
tries received in the competition, the products 
assessed as fi nalists were found to all contribute 
in one way or another to advancing automotive 
progress, either by pioneering aspects of safety, 
environmental friendliness, or ease of use; or by 
making signifi cant breakthroughs in terms of 
development standards.” ■

To advertise in  contact

Kieran Rennie on 083 225 9609 or email on kieran@autolive.co.za

Automechanika Innovation Awards Prize Winners from left: Back Row: Michael 
Johannes, Vice-President and Brand Manager Automechanika, Wynter Murdoch, 
Convenor Innovation Awards, Philip Otto, Show Director Automechanika Johannesburg; 
Front Row: Johan Mostert (Ctrack), Dylan Brander (Bosch), Raffaele Senatore (Sena 
Windows), Jacques Marais (Catalfer), Shaun Ferreira, (JVPS AoN), Dave Carless 
(Mobileye) Fred Runge (Ultra Tune)

Innovative Products Honoured at 
Automechanika Johannesburg
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A recent study has revealed that countries like 
France and Switzerland have shown a considerable 
reduction in road death fatalities, mainly attributed 
to better education of their drivers. Could this be 
the answer for South Africa?

Alas, in a country where drivers increasingly 
seem to pay little or no heed to rules or authority 
and the licensing system is riddled with fraud, driv-
er education has not been at the forefront of many 
minds. And with proposed changes to the existing 
drivers’ license renewal process on the cards, ongo-
ing driver training and education will become even 
more important.

According to Tiyani Rikhotso, spokesperson 
for the Transport Department, they have draft ed 
a proposal that would amend the existing drivers’ 
license renewal process to include re-examination 
of a motorist’s driving abilities aft er every fi ve years, 
among other things. Th is forms part of an ongoing 
eff ort by the department to improve road safety, as 
well as to prevent fraudulent licensing.

Legislation in the current National Road 
Traffi  c Act allows motorists to renew their driver 
license without any re-assessment beyond an eye 
test. Rikhotso says the existing system is not doing 

enough to adequately evaluate and regulate the driv-
ing abilities of South African motorists. “Th ere are 
a number of people on our roads who either need 
retraining or never received adequate training when 
they acquired their drivers’ licenses. If you look at 
some of the crashes that we experience on our roads, 
it is clear that these people were either inadequately 
trained or they were never trained in the fi rst place.”

Companies and corporations within South Africa 
potentially have a very valuable role to play here: by 
sending drivers on remedial courses that reacquaint 
them with defensive driving or – in some cases – 
teach them for the fi rst time.

Going one step further, businesses can even 
be accredited to be able to facilitate integration 
of drivers, who may not be up to standard, into 
the workforce.

Th is is where a company such as MasterDrive 
comes it. It not only off ers this accreditation, but 

also provides employ-
ers with so-called cog-
niscience tests which 
measure various as-
pects of a driver’s cog-
nitive functioning and 
whether or not they are 
on par with required 
standards. Th ese tests 
measure a driver’s visu-
al special skill, reaction 
time and information 
processing speed.

“Th e driver’s appetite for danger and their be-
haviour in diff erent situations is measured. Th e 
tests also provide brain screening. Aft er certain 
health ailments, such as seizures, the law requires 
certifi cation of that person’s capability to drive. 
Th is screening provides that proof,” says Eugene 
Herbert, the managing director of MasterDrive.

It is naïve to think that road safety and driv-
er education is the burden of government alone. 
Responsibility lies with society too and if business-
es are willing to become actively involved in driver 
training, it could have a positive eff ect on the car-
nage happening on our roads. Not to mention the 
cost savings aspect. ■

Renewed Focus on Driver Training and Education

Eugene Herbert, 
Managing Director 
of Master Drive.

There are a number of people 
on our roads who either need 

retraining or never received 
adequate training when they 

acquired their drivers’ licenses

Large reductions in traffi  c fatalities would be possi-
ble if all vehicle occupants wore their seatbelts. Th is 
is the view of the Automobile Association (AA), 
which was commenting on the implementation 
of South Africa’s fi rst baby seat law. Seatbelt wear-
ing rates in South Africa are currently below 60%, 
meaning that countless lives are being lost due to 
lack of occupant restraint in crashes.

“When the new law takes eff ect, car passengers 
under three years of age will be required to travel 
in an SABS-approved child seat,” the AA explained. 
“We welcome this change and call on the authori-
ties to ensure that a wide education and enforce-
ment campaign is launched to ensure that infants 
receive the protection the law provides.”

Global research has shown that wearing seat-
belts reduces the chance of death or serious injury 
in crashes by up to 75%. A properly-worn seatbelt 
can prevent occupants from being ejected from a 
rolling vehicle and research has shown that survival 
rates are higher for occupants who remain inside 
the vehicle in rollovers. Seatbelts also increase the 
chances of occupants retaining consciousness aft er 
a crash, so they can free themselves from a vehicle 

which has caught 
fi re or come to rest 
in a body of water.

“Some people 
portray seatbelt 
laws as a restric-
tion of their free-
dom of choice 
which aff ects only 
themselves, but 
this is not an ac-
curate view,” the 
AA said. “Apart 
from the risk that 
an unrestrained 
occupant poses to other people in the vehicle, un-
belted drivers are less likely to be able to recover 
control of a vehicle aft er a minor collision, possibly 
exposing the vehicle to a far more serious crash,” the 
Association added.

Th e AA also reminded occupants that airbags 
are not a substitute for seatbelts and only function 
for a single deployment. “In a crash where a vehi-
cle suff ers further impacts aft er the airbags have 

already deployed, unbelted occupants will have no 
protection. Th ey may survive the initial impact due 
to the airbags, yet be killed in a subsequent one,” the 
AA explained.

“Now that the government has recognised the 
importance of protecting infants in cars, it should 
be a priority for the traffi  c authorities to ensure that 
all other occupants obey the existing seatbelt laws 
and buckle up,” the Association concluded. ■

Buckle-up and Be Safe
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Th e Right to Repair Campaign is gaining impetus 
in South Africa and this month there will be a big 
step forward when the local campaign organis-
ers, the Motor Industry Workshop Association 
(MIWA) holds formal meetings with the vehicle 
manufacturers and distributors.

A most informative and very well-attended 
conference on this subject took place at the re-
cent Automechanika Johannesburg trade fair for 
the automotive aft ermarket. Speakers included 
two Right to Repair champions from Europe, be-
ing Neil Pattemore, the Technical Advisor to 
both the FIGIEFA (Association of European parts 
distributors) and the EGEA (European Garage 
Equipment Association) and Hartmut Röhl, the 
FIGIEFA President

Th e reason for this campaign is that motor ve-
hicles have become more and more like ‘computers 
on wheels’. While technological innovations pro-
vide better emissions control, greater safety and 

more comfort, they have made it increasingly chal-
lenging to service or repair a vehicle should the re-
pairer not have access to the necessary information.

Without full and fair access from the OEMs to 
technical information, multi-brand diagnostic tools 
and test equipment, as well as replacement parts and 
training, the independent automotive aft ermarket 
will no longer be able to provide South African mo-
torists with the quality service and parts they de-
serve in the aft ermarket care of their vehicles.

“Th is may have a direct impact on the safety of 
vehicles and consequently other road users travel-
ling on South African roads,” said Vishal Premlall, 
Director of MIWA.

Th is is a very real challenge. Unlike the 
Motor Vehicle Block Exemption Regulation (EC) 
1400/2002 currently in place in Europe to protect 
competition and consumer choice in the parts 
and repair sector, South Africa is way behind our 
European and North American counterparts. 

Th e Euro 5 Regulation, which came into force in 
September 2009, covers access to all technical infor-
mation for newly type approved vehicles.

Th is Right to Repair Campaign, which was 
launched in SA in 2010, already has a strong foot-
hold in many world markets, such as Europe, the 
US, Australia and Brazil. ■

Th e crucial need for a big increase in the number 
of people taking up apprentices in the retail mo-
tor industry formed the main focal point at the 
Retail Motor Industry organisation (RMI) con-
ference, Rewards Just Ahead, at Automechanika 
Johannesburg last month.

Th e purpose of RMI and its industry partners’ 
presence at Automechanika Johannesburg was to 
provide career guidance in automotive careers and 
promote apprenticeships and vocational training. 

Th e event was attended by over three hundred 
learners from Gauteng based technical schools 
and Technical Vocational Education and Training 
(TVET) colleges and fi nished with the Rewards Just 
Ahead conference.

Dr. Paul Spear, the Return-on-Investment 
(ROI) Manager at the Institute of the Motor 
Industry (IMI) in the United Kingdom, gave a 
detailed rundown on the global requirement for 
more apprentices.

He then used a calculator he has developed to 
show the monetary value to an employer of taking 
on apprentices. Th e calculator shows the nett pro-
ductivity from an apprentice and paints a very posi-
tive picture in terms of the hours and replacement 
parts sold. He said benefi ts started fl owing through 
in the second year.

Dr. Spear also stressed the importance of at-
tracting talented and well-qualifi ed people into 
apprenticeships in the retail motor trade due to the 
huge leaps in automotive technology and the grow-
ing complexity of motor vehicles. He said the old 
stereotype of a mechanic in greasy overalls was far 
from the current situation.

He also gave examples of the practical and 
monetary benefi ts that came from sending employ-
ees on specialised training courses. Th is is particu-
larly true in terms of those employees working in 
the body shop and parts stocking area.

It was encouraging to see that the conference 
on a Saturday morning was attended by a number of 
learners from the John Orr Technical High School 

who excelled in mechanical technology, science 
and mathematics.

A fresh and invigorating way to promote 
maths and science among school learners came 
from Dave Rowley, the Education Programme 
Director – South Africa for the Bloodhound su-
personic land speed record bid. His topic was ti-
tled: “Why design a car to travel at 1 700km/h?” 
Rowley, who has a background in aeronautics and 
space technology, gave a host of staggering facts 
and fi gures fl owing from this exciting programme 
which will involves high speed runs this year a 
record attempt next year at Hakskeen Pan in the 
Northern Cape.

Among these fi gures was the fact that people 
living in the Hakskeen Pan region have already 
removed 20 000 tons of rocks and stones from the 
surface of the section of the pan where the run will 
take place.

Th e interesting conference concluded with 
a panel discussion on the subject of encourag-
ing apprenticeships. Th e panel, which was chaired 
by David Kramer, of Sci-Bono (Mathematics and 
Science) included the overseas guest speakers 
and local speakers Peter Nel, of Midas, Charles 
Robinson of PMI, David Kramer and Dr Florus 
Prinsloo, of the Department of Higher Education 
and Training. ■

Crucial Need for Apprentices in Retail Motor Industry

These learners from the John Orr 
Technical High School were presented 
with certifi cates at the RMI conference 
that will give them a preferential entrance 
into the local retail motor industry if they 
decide to follow this career path when 
they fi nish school. The presentation of the 
certifi cates was made by Jakkie Olivier 
(second from left), the CEO of the RMI, 
and Carmen Adams-Hoffman (second 
from right), the Senior Manager: BHP 
Billiton Career Centre, Sci-Bono.

Hartmut Rö hl, FIGIEFA President; Les Mc 
Master, Chairman of MIWA; Neil Pattemore, 
Technical Advisor to FIGIEFA and the EGEA; 
and Jan Jooste, Director of Innovation at 
the Vaal University of Technology; Vishal 
Premlall, Director of MIWA.

Right to Repair Campaign Gaining Impetus
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4 TONS OF COINS 
TO BUY A CAR
A man in China took piggy bank-type saving to ex-
tremes when he arrived at a dealership to buy a car 
with almost four tons of coins and R40 000 in notes. 
Th e coins, which amounted to R1.3-million were 
wrapped into 1 320 rolls and stood more than 4 me-
tres high. Th e car buyer, Mr Gan, reportedly works 
at a fi lling station and saved the cash from buses 
which used his facility. Banks are not common in 
the area, hence the piggy bank saving method! ■

TOYOTA REMAINS MOST 
VALUABLE BRAND
Toyota has remained the most valuable car brand in 
the world in 2015 despite having weathered years of 
negative publicity due to safety recalls of millions of 
its vehicles. Toyota’s brand value fell 2% to US$28.9-
billion this year, compared to 2014. Toyota has been 
top in eight of the 10 years in which this Brandz 
research was conducted by Millward Brown of the 
US. It involves interviews with more than two mil-
lion consumers globally.

BMW remained No. 2 (up 2% to US$26.4-bn), 
with German rival Mercedes-Benz in third posi-
tion (US$21.8-bn). Others making up the top 10 
were: 4, Honda (US$13.3-bn), 5, Ford (US$13.1-bn), 
6, Nissan (US$11.4-bn), 7, Audi (US$10.1-bn), 8, 
Volkswagen (US$9.3-bn), 9, Land Rover (US&5.0-
bn), 10, Lexus (US$4.3-bn). ■

VW GROUP TO SPLIT 
INTO FOUR UNITS
According to a report in Automotive News the re-
structuring of the Volkswagen Group following the 
departure of long-time chairman Ferdinand Piech 
will include splitting the group into four operation-
al units: Mass Market – Volkswagen, Seat and Skoda 
under former BMW senior executive Herbert Diess, 
who joins the group on July 1; Luxury/Sporting – 
Audi, Lamborghini and Ducati motorcycles un-
der current Audi CEO Rupert Stadler, Speciality/
Sporting – Porsche, Bentley and Bugatti under cur-
rent Porsche CEO Matthias Mueller; Commercials – 
VW Commercials, MAN and Scania under former 
Daimler Trucks boss Andreas Renschler. Th e objec-
tive is to give the group’s brands and regional chiefs 
more responsibility to make the company more re-
sponsive to industry and customer changes. ■

NEW TOP GEAR HOST NAMED
Television and radio presenter Chris Evans is to be-
come the new host of BBC’s globally popular Top 
Gear TV motoring extravaganza replacing Jeremy 
Clarkson who was fi red by the BBC aft er physically 
assaulting a producer in March. Evans has signed 
a three-year deal to lead the show which is aired in 
more than 200 countries, watched by 350 million 
people worldwide and generates overseas sales for 
the BBC worth almost R1-billion annually!

Evans (49) owns an expensive car collection 
and will start fi lming the new show in a few weeks 

time without Clarkson’s sidekicks and co-present-
ers Richard Hammond and James May. ■

CHEVRON SAYS CLEAN FUEL 
COSTS MUST BE SHARED 
Chevron SA Chairman Nobuzwe Mbuyisa has 
stressed recently that South Africa, which sets the 
prices fuel suppliers can charge, must share the 
huge costs needed to produce the cleaner fuel which 
the motor industry requires. She said that upgrad-
ing Chevron’s refi nery in Cape Town will cost more 
than R12-billion and the refi ners need a govern-
ment subsidy. About R40-bn is needed over fi ve 
years to upgrade SA’s six refi neries to meet new fuel 
specifi cations that will reduce vehicle emissions. 
Th e Department of Energy wanted the cleaner fuels 
to be available by 2017, but production has been de-
layed due to the disagreement over who should pay 
for the upgrade of the refi neries. ■

POWER SHORTAGE 
CONTRIBUTES TO FALL 
IN COMPETITVENESS
SA slipped one position from 52 to 53 in the lat-
est world comeptiveness rankings which, accord-
ing to Engineering News, highlighted power and 
infrastructure shortfalls, high youth unemploy-
ment as well as inadequate education and technical 
skills avaibility as key challenges to the country’s 
competitive positon.

Th e US ranked as No. 1 in competiveness out 
of 61 countries surveyed. Other countries in the top 
10 were: 2, Hong Kong; 3, Singapore; 4, Switzerland; 
5, Canada, 6, Luxembourg; 7, Norway, 8, Denmark; 
9, Sweden; 10, Germany. SA was the only African 
country included in the survey which was fi rst un-
dertaken in 1989. ■

AUTOMECHANIKA 
FACTS AND FIGURES
Th e recent Automechanika Johannesburg trade fair 
for the automotive aft ermarket was very successful 
when one considers the tough trading conditions 
caused by the economic downturn in SA at present. 
Facts and fi gures released in the very impressive 
Post Show Report (See it on www.automechani-
kasa.co.za) show similar exhibitor and visitor num-
bers to 2013.

continued on page 15 

Production versions of the new Ford Everest SUV have been unveiled. It is based on the 
Ranger one-ton pick-up, which undergoes a major facelift later this year, and will be built 
in Thailand. The Everest is due in SA next year and is reputed to have a very high tech 
specifi cation. Australia was the lead country for the engineering and development of this 
important new model.

Snippets
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Th e fi gures for 2015, with the 2013 fi gures in 
parentheses, were: Exhibitors – 608 (643), trade 
visitors 11 257 (12 400). A total of 2 428 delegates 
attended more than 20 conferences and workshops 
this year and the trade fair enjoyed the support of 33 
trade associations. ■

IMPORTANT QUALITY AWARD 
FOR BMW FACTORY
Th e BMW SA factory in Rosslyn has received the 
Platinum Plant Quality Award in the 2015 JD Power 
Initial Quality Study for manufacturing vehicles – 
on a global basis – with the fewest defects or mal-
functions for the US market. Th e plant, which was 
the BMW Group’s fi rst foreign plant when it opened 
in 1973, assembles the BMW 3-Series for local and 
export markers. Th e local plant scored 15 prob-
lems per 100 vehicles compared to 21 PP100 for the 
German Dingolfi ng facility. ■

TWO BIG EVENTS FOR 
GAUTENG CLASSIC 
VEHICLE FANS
Th e onset of cold winter weather means it is almost 
time for two of South Africa’s major events for clas-
sic vehicle fans in Gauteng. Th e fi rst is the 1 000 
Bike Show at the Germiston High School on July 
4–5 and then the Pretoria Old Motor Club will stage 
its very successful Cars in the Park at the Zwartkops 
Raceway, Pretoria, on August 2. ■

PORSCHE’S ACHIEVEMENT 
AT LE MANS
Porsche’s achievement in winning the famous 2015 
Le Mans 24-hour race at its second attempt on re-
turning to this classic motor race was an amazing 
technological feat as today’s hybrid cars are now 
so complex and rivals Audi and Toyota had several 
year’s experience with this technology. Th is was 
Porsche’s 17th overall Le Mans win and the fi rst 
by a four-cylinder engine since Bentley took the 
chequered fl ag in 1930. In an amazing display of 
reliability all eight factory cars entered by Porsche 
(3), Audi (3) and Toyota (2) completed the gruelling 
race in the top eight. However, Nissan did not fare 
well with its three-car entry of front-engined GT-R 
LM Nismo cars with none fi nishing in their fi rst 
public outing. ■

BLOODHOUND DELAY
Th ere will now be a long delay before the 
Bloodhound world land speed record attempt takes 
place at Hakskeen Pan in the Northern Cape. A 
problem has arisen with the bearings in the engine 
that drives the very high output fuel pump. Test 
runs in SA were scheduled for October this year but 
it now seems they will only take place next June-July 

due to the summer rains. Some relatively slow speed 
runs are scheduled for later this year in the UK. ■

NEW HQ FOR PEUGEOT 
CITROËN SA
Following the announcement of a new streamlined 
organisation late last year, Peugeot Citroën SA has 
relocated its head offi  ce to Rivonia in Johannesburg’s 
northern suburbs. Th e new address is Homestead 
Place, c/o 12th Avenue and Homestead Lane, 
Rivonia, Sandton, 2128. Despite the move, the com-
pany says it is business as usual and that everything 
else – including contact numbers – stays the same. ■

WESBANK AND HOLLARD 
TEAM UP FOR A NEW 
JOINT VENTURE
WesBank, a division of FirstRand Bank Limited, 
and Th e Hollard Insurance Company will formalise 
their long-standing relationship through the forma-
tion of a new holding company, which will off er both 
WesBank and Hollard value-added motor products. 
WesBank will be the majority shareholder.

Part of the transaction is that an agreement has 
been reached between the holding company and 
the shareholders of Motorite and SMART for the 
acquisition of these entities, which is still subject 
to regulatory approval. Motorite off ers a variety of 
vehicle warranty and maintenance products, while 
SMART specialises in body repair cover through its 
paint and dent protection policies. Th e new compa-
ny will be headed up by Stephen Vermaak, CA (SA), 
CFA, who has been appointed as CEO. Vermaak 
joined WesBank in 2007, as the CFO for WesBank’s 
Motor Division. In 2012 he was promoted to Head 
of Insurance. ■

 continued from page 14

Ford will make an offi cial return to Le Mans 
at the 2016 race next June. It will enter 
four of these beautiful GT coupes to be 
run by the Chip Ganassi team.

Snippets

The local plant scored 15 
problems per 100 vehicles 

compared to 21 PP100 for the 
German Dingolfi ng facility.

http://www.peugeot308.co.za
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BY KIERAN RENNIE

Th e South African Guild of Motoring Journalists, 
in partnership with Suzuki, recently organised an 
outing to Bass Lake Adventures. Th e purpose of 
this event was to provide newcomers to the ranks 
of motoring journalists with a solid understanding 
of the basics of off -road driving and to refresh the 
skills of those of us who’ve perhaps fallen into some 
bad habits.

My own 4×4 experiences leading up to this 
mild autumnal morning could best be described 
as a series of contradictions and inaccuracies. How 
oft en have I watched a vehicle sitting at the foot 
of an obstacle convinced that there was no way it 
could make it, only to be both proved wrong and 
dumbfounded by the ease with which the skilled 
driver completed the climb? How oft en have I 
then, following on from what I’d just seen, been 
unable to reproduce that result myself? What this 
day taught me is that 4×4 driving is more about 
visualisation and fi nesse rather than confrontation 
and aggression.

Alan Pepper co-founded Bass Lake Adventures 
with his wife, Karen, in 1996 aft er establishing a 
scuba diving training centre there in 1988. He has 
been sharing his “safe and simple” method with 

enthusiastic off -roaders since 1998. More than 
7 000 dirt trackers have since benefi ted from his 
soft -spoken, passionate guidance.

Alan is all about common sense and circum-
spection. I asked him to give me one sentence to 
best prepare me for any potential off -road chal-
lenge. Th is is what he said: “When deciding on 
whether or not you should attempt an obstacle, ask 
yourself if you’d be prepared to reverse through it. 
If not, leave it alone”.

So how were the vehicles? Th e wee Suzukis? 
Alan Pepper tells us that choosing the correct 
line or path and moderate throttle inputs are key 
to successful 4×4ing. Using his mantra, it quickly 
became obvious that when piloted correctly, these 
unassuming and oft en underrated off -roaders are 
super capable. Th e Suzuki Jimny’s 1.3-litre four 
cylinder engine might not sound like much but it 
tackled and overcame all that the testing track at 
Bass Lake had to throw at it. Good ground clear-
ance and amazing approach and departure angles 
are plus points but it’s the simplicity and maneu-
verability of this David that will embarrass many 
a Goliath.

Th e 2.4-litre Vitara Auto is an easier car to pi-
lot off -road with the auto box and central diff  lock 
compensating for many beginner infringements. 
Overall, the Suzukis are aff ordable, reliable and 

surprisingly competent. If you fi nd someone saying 
any diff erent, remember, it’s the poor worker who 
oft en blames his tools.

I drove away from this fun-fi lled day with Alan 
and Suzuki at Bass Lake Adventures impressed 
and up-skilled. Th e Suzukis are the kinds of cars 
which can take you to work–and on weekends, help 
you forget about it. Bass Lake Adventures off ers a 
family-orientated and team building outdoor expe-
rience which includes the 4×4 track, scuba diving, 
mountain biking, kayaking and archery. At around 
40 minutes drive south of Joburg, it’s worth a visit.

Contact them, Wednesday to Sunday, on info@
basslake.co.za ■

4×4 Driver Training: Learning Off-Road Driving Skills is Very Rewarding

Kieran’s Drive

In 2012 Opel held a meagre 7% of its home (German) 
market. Th e GM overlords were, rumour has it, 
considering selling the brand off . Somehow, unde-
servedly in my view, the brand had lost some cred-
ibility. Jokes were even being made about these cars. 
It seemed the lightning bolt was losing its spark.

But surely it couldn’t happen? Would the mil-
lions of Opel fans around the world not provide 
a broad enough base for GM–or rather an Opel-
focused brains trust–to build upon? It would seem 
that that is exactly what’s happening.

Sales here in South Africa were up 36% in 2014 
and are 103% up in the fi rst quarter of this year. In 
Europe, sales are up by 3.1% which is slightly higher 
than the overall vehicle sales growth fi gure of 2.8%. 
Still not entirely out of the woods – their 2014 losses 
remained unimproved over the previous year – 
Opel feel confi dent that with a continued improve-
ment in their underlying operational performance, 
they will be profi table again in 2016. Th is in spite of 
the worrying and marginal growth forecast for the 
industry as a whole for the foreseeable future.

So how are they doing it? I recently had the 
pleasure of spending a week with one of the reasons. 

Th e new Opel Corsa is a product of the company’s 
renewed focus on build quality and improved 
powertrains. Th e 3-cylinder 1.0-litre direct injec-
tion, turbo charged ecoFLEX engine joins an ever 
lengthening list of small, fuel effi  cient yet powerful 
petrol engines now available from many manufac-
turers. As many times as I’ve been lucky enough 
to drive these new cars, I’m still blown away by 
the performance and usability, not to mention the 
potential frugality.

Opel’s off ering is wonderful. Yes, there is some 
lag evident when asking the little hatch to perform 
at low speeds in second (or third) gear but once 
you’re aware of what this mini-mill can and can’t 
do, you change your driving style ever so slightly 
and bob’s-your-boy. You really can have the best of 
both worlds–under 6.0L/100km or a-night-at-hotel-
SAPS top end performance. Th e build quality is 
impressive with fi t, fi nish and feel creating a qual-
ity ambiance. Th e spec levels across the range are 
competitive (can I ask why no vanity mirror on the 
passenger side?) as is the pricing with the entry level 
Essentia–advertised (at time of writing) for R169 
900–with the top of the range Cosmo setting you 
back R239 300.

Th e continued progress of the brand then is 
not rocket science. Good quality product released 
on the back of solid corporate governance might 
not see Opel usurping Toyota and VW from the top 
spots just yet. But people like these cars and those 
people will buy these cars. I’ve owned two (a 1996 
Corsa 130iS and a Corsa bakkie) over the years and 
can attest to their inherent character and reliability. 
It’s good to see Opel digging itself out of a hole. ■ 

Opel on the Move; New Corsa Impresses
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Liana’s Drives

Living iNXcess 
with Lexus

Two of the fi rst vehicles I came into contact with 
when I started my career in motoring journalism 
around 25 years ago were an Infi niti and a Lexus. 
Can’t recall which models exactly but if memory 
serves it was a Lexus LS ….. something.

I had never heard of either marque so I was suit-
ably impressed. Th ey were large. Th ey were brash. 
Th ey resembled ocean liners. And they had wood 
trim on everything.

Both marques have evolved quite drastically 
since then, which is good because – frankly – those 
cars of the early 90s were really hideous!

Infi niti disappeared from the local market for a 
while but Lexus soldiered on, slowly gaining a loyal 
following as it introduced one impressive model aft er 
another. And although Lexus never really positioned 
itself as direct competition to the luxury Germans, 
in 2012 Infi niti was back and the fi ght was on.

One of Infi niti’s main selling points is the 
uniqueness of its cars. Th ey look diff erent to any-
thing else on our roads and unlike BMW, Merc or 
Audi, they’re exclusive. In other words, you don’t 
see many of them on our roads. Th is could be a good 
thing or bad, depending on whether or not you’re a 
glass-half-full kind of person.

Lexus, on the other hand, has always made a 

big hoo-hah about the fact that its cars are specced 
to the hilt. Everything is standard spec so there’s 
no need to fork out extra cash for optional extras. 
Buyers could also feel certain of the fact that their 
cars boasted nothing but the latest and greatest in 
terms of technological innovation and gadgetry.

But then Lexus started growing old along 
with its customers. Where Infi niti was attracting a 
younger, more with-it crowd with its quirky looks, 
Lexus continued along the path of sensible, stylish 
beauty. (Th at’s not to say that Lexus cars got boring 
though and the marque did its utmost to mix things 
up. Th e gorgeous LFA is a case in point.)

Enter the NX, the luxury Japanese brand’s very 
fi rst compact SUV. Th is is no wall fl ower! It’s a real 
extrovert in terms of styling, its aggressive looks 
and on-road presence bolstered by a wide stance 
and more corners than Joburg CBD.

Naturally the NX has everything that opens 
and shuts as far as standard kit goes.

If you’re a control freak you’ll love this car! It 
has powertrain cooperative control, dynamic torque 
control AWD and artifi cial intelligence shift  con-
trol. It also boasts a bunch of fi rsts for the marque, 
including being the fi rst petrol-powered Lexus 
with start-stop technology. And let’s not forget the 
world-fi rst 4-into-2 integrated exhaust manifold.

Th e NX 200t (I drove the EX-spec model) is 
the fi rst Lexus to use the company’s new 2.0-litre 
turbocharged direct injection petrol engine. Nine 

years in development, the 1 998 cc unit is matched 
to a newly developed six-speed automatic transmis-
sion with a Drive Mode Select system. Th e new Euro 
6-compliant turbocharged engine delivers 175 kW 
of power from 4  800 to 5 600 r/min and 350 Nm 
of torque from 1 650 to 4 000 r/min. Th is translates 
into a 0–100 km/h sprint time of 7,1 seconds and a 
top speed of 200 km/h.

Th e NX uses 7,9 litres of fuel/100 km in the 
combined cycle and CO2 emission levels are pegged 
at 184 g/km.

In short, the NX is everything one would ex-
pect a Lexus to be. It’s a Th oroughly Modern Milly 
in every respect. Is it the best compact SUV out 
there? Considering that it competes in the same 
segment as the Renault Duster, Nissan Qashqai,  
Porsche Macan …… the list goes on ……. that’s a 
question that can be debated for hours. But it does a 
damn good job of opening the Lexus brand up to a 
new group of buyers. ■

Sweet, Tasty Mokka

Much like how you take your coff ee, whether or not 
you like a car is a very subjective thing. Just because 
your buddy drools over a specifi c vehicle doesn’t 
mean you’ll like it too. In fact, you might hate it. 
Diff erent strokes to diff erent folks I suppose …..

So it shouldn’t actually surprise me that many 
of the country’s motoring journalists were less than 
inspired by the Opel Mokka when I fell completely 
and utterly in love with it.

Th e Mokka is Opel’s fi rst foray into the high-
ly competitive sub-compact SUV market, pit-
ting it against the likes of the Peugeot 2008, Ford 
EcoSport, Kia Soul and Nissan Juke. First going into 
production in 2012, it has been quite a hit in Europe, 
with 2014 orders exceeding 240 000.

On local soil, the Mokka is available in four de-
rivatives. Th ere are two trim levels to choose from 
as well as a choice of 6-speed manual or 6-speed 
manual transmission. All four models are powered 
by Opel’s 1.4-litre turbocharged petrol engine and 
driven through the front wheels.

Th e engine produces 103 kW of power between 
4 900 and 6 000 r/min and peak torque of 200 Nm 
between 1 850 and 4 900 r/min.

But let me tell you why I like it so much. Firstly, 
it’s diff erent and diff erent is good. Styling is aggres-
sive in a cute sort of way and although the Mokka 
is relatively small in SUV terms, it has quite a pres-
ence on the road. Th at turbo under the bonnet also 
makes all the diff erence in the world and on more 
than one occasion I was pleasantly surprised by how 
eager the Mokka is out of the blocks and with how 
little eff ort it accelerates.

Th e cabin of the Mokka is a comfortable place 
to be and seeing as it’s winter, those heated seats 
were most welcome. Not to mention the heated 
steering wheel! Of course the expected mod cons 
such as rain-sensing wipers, an auto-dimming rear-
view mirror, automatic headlights with Active High 
Beam Assist, front and rear parking sensors, electric 
folding mirrors, a sunglasses holder, IntelliLink, the 
reversing camera, interior ambient lighting, rear 
privacy glass, 18-inch alloys, specialised ergonomic 
front seats, a rear arm rest and a 230V power socket 
are all standard.

Naturally, ABS with EBD and BAS liked to all-
round disc brakes are fi tted as standard, along with 
a tyre pressure monitor, an anti-theft  alarm and im-
mobiliser, and remote central locking.

As much as I loved the six-speed manual ver-
sion of the Mokka, I hear from reputable sources 
that the auto model is even better. Really look-
ing forward to getting my hands on that one and 
I sincerely hope that I’m not disappointed! But I 
don’t think I will be. As long as my coff ee is strong 
enough and sweet enough, I don’t really care if you 
use full cream milk or skim. ■



Subscribe for free @
www.autolive.co.za Page 18

Whenever I think about a V8-engined, AMG-
tweaked Mercedes I think about an exhaust note 
designed to shatter the china in little-old-ladies’ liv-
ing rooms. Or at least rattle them enough so they’ll 
fall off  the mantelpiece.

Yes, the AMG badge has oft en meant exuber-
ance to the point of rudeness, and in the case of 
more recent off erings in the lower leagues, such as 
the four-cylinder A45 versions, that “vibe” has ex-
tended to chassis behaviour too, where their stiff -
ness has meant a tendency to unruly behaviour in 
certain road conditions.

Th e same could be said for the previous-gener-
ation C 63 with its great big 6,2-litre naturally-aspi-
rated V8, which produced 336 to 375 kW depended 
on its state of tune, and yet came with only one sus-
pension and that was teeth-rattlingly fi rm!

Forget all that with the new car, based on 
the World Car of the Year-winning W205 series 
C-Class. Following a marketing strategy to dif-
ferentiate AMG as a brand-within-a-brand in 
the Mercedes car division, the new performance 
king-pin in the sedan range is now known as the 
Mercedes-AMG C 63. And there is an even more 
potent S model available now at launch.

Th ere are two key points to the new car that dif-
ferentiate it greatly from its predecessor. Th e fi rst 
is that it is now powered by a 4,0-litre twin-turbo-
charged V8, with the turbos glowing brightly under 
load between the cylinder banks. Th is arrangement, 
with inlets outside the cylinder banks and exhausts 
exiting within (and which is being adapted by 
more and more manufacturers who need to shoe-
horn V8s into relatively small cars) has obvious 
packaging benefi ts.

Even more importantly, it is easier to contain 
heat soak within the engine compartment with this 
arrangement.

Th e other big change is that the C 63 now comes 
with multi-adjustable suspension settings, via the 
twirl of a console switch. Th ere is a big diff erence 
in ride quality between “comfort” and one of the 
sport or sport-plus settings and on bumpy second-
ary roads now the C 63 tracks impeccably straight 
at very high speeds. And even on the track with fi rm 

settings, where I suspect many C 63s will spend at 
least some of their lifespans for track day fun or ac-
companying their owners to one of the new AMG 
Driving tuition courses, the way the car handles is 
forgiving rather than snappy sharp.

Th is philosophy is much more in keeping with 
the overall philosophy for the standard C-Class 
models, which are noted for their admirable fl u-
idity. At the launch for the new Mercedes-AMG 
C 63, which included hot laps around Zwartkops 
Raceway, even older journalists who don’t consider 
themselves to be pre-incarnations of Nico Rosberg 
remarked on how secure they felt when braking as 
late as possible, and carrying as much corner speed 
as they could muster.

Th e point where you hop on the throttle in 
the new C 63 is the fun part. Th e standard model 

produces 250 kW and 650 Nm, and the torque comes 
in strong well below 2 000 rpm and retains a huge but 
contained urge all the way through to the red-line.

If you choose the S version, those fi gures 
reads 375 kW and 700 Nm. In the S version this 
means a 0–100 km/h time of 4,0 seconds and only 
slightly slower for the “base” model. Of course, 
the Mercedes traction control systems are work-
ing overtime whenever you fl oor it on this car, but 
for track use you can dial out almost all the wheel 
spin-limiting and corner-brake assistance to make 
the car as oversteer-inclined as you like. As for top 
speed, standard is 250 km/h but there is a “driver’s 
pack” available on order that will increase the top 
speed to 290 km/h.

Th e car uses a much improved version of the 
AMG Speedshift  7G-TRONIC automatic gearbox, 
and on the track when gearing down this new 
sharpness was much appreciated as the car down-
shift ed precisely.

Th e interior is superbly trimmed with various 
panel and upholstery trims on off er, and visually 
you can order special graphic, wheel and grille sur-
round packages to personalise your C 63.

Oh yes, and you can also order a special exhaust 
system which enable you select a “loud” button the 
console to try and rattle Aunt Midred’s set of Ming 
vases, if not quite shatter them. Turbo-muffl  ing or 
not, the V8 still sounds proper!

Pricing starts at R1 004 700 for the base mod-
el and R 1 163 800 for the S, before any options 
are added. ■

Stuart’s Drives

The C 63 launch also show-cased the new AMG Driving Academy centre at 
Zwartkops Raceway.

Skid pan driving was part of the C 63 
launch programme in late May.

New C 63 Blends Trade Merc Values with 
Stonking Performance

There is an even more potent S 
model available now at launch.
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Stuart’s Drives

Honda launched the Mobilio seven seater in late 
2014 with the pay-off -line: Putting the zest into fam-
ily motoring. Well, that was the recurring theme at 
the static-display media launch, and having tested 
the car recently for AutoLive, I have to concur. 
Rarely have I driven a seven-seater with such a di-
minutive engine that seems so…well… zesty!

Every time I climbed behind the wheel of this 
MPV I looked forward to punching it down to the 
shops or taking a cruise through from Randburg to 
P-Town on the highway. Th e engine, displacing just 
1,5 litres has remarkable low down torque, and the 
way it vocally revs up to it’s red-line of close to 7 000 
reminds me of Hondas of yore, where base-line 
Civics and the like were the favoured ride of young-
sters with their caps placed on their heads with the 
peak facing fi rmly backwards!

Th e gear ratios are perfectly suited to this di-
minutive engine which is rated at 88 kW with 
145 Nm of torque peaking at 4 600 rpm. While so 
many manufacturers specify six-speed gearboxes in 
small-engined cars these days to achieve good-on-
paper fuel economy, in real-life this oft en doesn’t 
work out. You fi nd yourself in top gear only under 
ideal conditions, but when overtaking is needed it’s 
down two or sometime even three ratios to get the 
little buggies moving.

Not so the Mobilio, and on the up-and-down 
N1 I rarely dropped out of top (fi ft h) gear. Okay, it 
may be a little diff erent when loaded with six soccer 

players and their kit for a weekend away-game, but 
whoever specced the drivetrain on this Mobilio 
knew what he (or she) was doing! Overall fuel con-
sumption fi gures were in the 7,5 litres/100 km re-
gion during my test.

For those lazy players in the back row the rear 
seat backs recline, or they can be folded forwards 
to free up lots of extra space. Braking is by simple 
drums at rear, discs up front, with ABS, and they 
haul the Mobilio down from 120 km/h without fuss.

Th ere are two models available. Th e Mobilio 1,5 

Trend is the stock version, selling at R179 990, while 
the Comfort includes air-conditioning, MP3-CD 
audio and remote steering wheel audio activation, 
as well as various other lux items. Th is one sells for 
R198 990 and comes with a two-year/30 000 km 
service plan, with both models enjoying a three-
year/100 000 km warranty.

* In late January 2015, Honda also launched a 
CVT version of the Mobilio. But given our enjoy-
ment of the zesty fi ve-speeder, we’d recommend 
you stick to the excellent manual derivative. ■

Honda’s Mobilio Lives Up to its Pay-Off-Line

Mobilio is stylish for a seven-seater mom-mobile.
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Th e light-duty FUSO Canter LIFT has once again received an award from 
VansA2Z, a leading British online portal of experts in the light-duty commer-
cial vehicle sector, aft er being voted “Light Truck of the Year 2015”.

According to Neil McIntee, the editor of VansA2Z: “Th e FUSO Canter LIFT 
received our vote for a number of reasons: we were impressed by the optionally 
available Duonic automated 6-speed dual clutch transmission as well as the hy-
brid variants of the FUSO Canter”.

Canter models with hybrid drive are already in use in some vehicle fl eets in 
the UK, where they enable fuel savings of up to 23 percent to be achieved. A fur-
ther outstanding point in its favour for the vote was the standard-fi t start/stop 
system in the UK market, which is popular in particular with delivery services 
which operate in cities with high levels of traffi  c. ■

In 2005 MAN was able to meet the needs of the fi rst customers demanding trac-
tion from the front axle at the “touch of a button”: With MAN HydroDrive, 
MAN was the fi rst to bridge a gap in the market for those customers who drive 
largely on roads, but in some situations require additional traction from the 
front axle without having to purchase an all-wheel drive truck. MAN has been 
the only player in this market for virtually ten years and can therefore call on 
extensive technical experience.

Since its market 
launch, over 11 000 
customers have 
been convinced by 
the advantages of 
MAN HydroDrive 
in terms of effi  -
ciency and safety. 
MAN off ers the 
largest range of 
HydroDrive vehi-
cles in the market 
with six wheel con-
fi gurations and two 
bodywork heights 
from the two-axle 
vehicle to the four-

axle vehicle in the TGS and TGX series. A particularly large number of MAN 
customers are based in Austria, Switzerland, Germany and Scandinavia.

MAN HydroDrive drives the front axles using a hydrostatic motor on each 
wheel. Th is is fed by a hydraulic pump with pressure of up to 420 bar. Th e drive 
can be engaged by simply turning a rotary switch, both while driving and under 
load – the driver can thus master gradients safely without having to stop. Th e 
additional traction is also available in reverse and when coasting. ■

Interstate Bus Lines, which was founded in 1975 by commuter bus 
pioneers, Abel Erasmus and Fred Kinnear, is the largest passenger 
bus operation in the Free State, deploying 253 buses with routes 
running between Bloemfontein and outlying rural areas includ-
ing Th aba ‘Nchu, Botshabelo, Brandfort and Soutpan. Th e com-
pany celebrated its 40th anniversary and the arrival of its 100th 
MAN bus at a gala event held at the Windmill Casino and confer-
ence centre just outside Bloemfontein recently.

According to IBL’s Chief Operating Offi  cer, Christo du 
Plessis, “IBL transports between 22 000 and 25 000 passengers per 
day in one direction, operating services from 04:00 to 00:00 seven 
days a week. Our fl eet of single buses and bus trains travels a total 
of 17 million km per annum, much of this on gravel roads.”

IBL fi rst introduced MAN buses to its mixed fl eet in 2007. 
MAN commuter bus derivatives will towards the end of 2015 
make up 45% of the IBL fl eet including 74 MAN bus-trains, 34 
MAN Solo buses and seven Volkswagen buses. ■

It is in slippery conditions such as this where 
the MAN HydroDrive transmission is an ideal 
solution for added traction.

The Fuso Canter has won a Light truck of the Year award in 
the UK.

Interstate Bus Lines Celebrates 40th Anniversary with 100th MAN Bus

The ceremonial handing over of the key to the 100th MAN bus.

10 Years of MAN HydroDrive FUSO Canter LIFT Wins Light 
Truck of the Year 2015 Award

Working Wheels
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Hino Motors Ltd of Japan is putting increased focus 
on projects to improve its global production and 
supply capability. One of the latest initiatives is the 
consolidation of all engine production at its Nitta 
plant. Th is plant already supplies the small and me-
dium range of Hino diesel engines but now it is now 
being expanded to handle production of the large 
engine range too.

Large engine production is being relocated 
from Tokyo and the enlarged Nitta engine-making 
facility is due for production start up in mid 2016. 
Hino is also taking the opportunity to increase ef-
fi ciency and productivity as the new engine line 
will be able to handle production of both the me-
dium and heavy truck engine ranges. Th is will en-
able the company to optimise production to meet 
market demands.

Hino’s overall programme for the future 
involves the development of a modularised 
 “market best-fi t products” strategy in conjunction 

with the optimisation of its global supply and 
production infrastructure.

Components of Hino trucks and buses have 
been divided into two categories based on a modu-
lar concept: fi rst there are the core parts essential for 
manufacturing a Hino vehicle and then there are 
the peripheral components which can be adapted 
to customise a vehicle to meet specifi c customer re-
quirements in the various regions of the world.

Nitta will be the main facility for manufactur-
ing engines, transmissions and diff erential gear car-
riers and will supply these components to the Koga 
plant in Japan as well as overseas assembly plants.

Koga is being developed as the main assembly 
plant for medium and heavy trucks and buses and 
will also be the source of chassis frames, axles and 
cabs. Koga is already the supply base for knocked 
down (KD) kits for building Hino trucks and buses 
outside Japan. Th e upgraded Koga plant is due to 
start full-scale production in 2017.

“Th rough the optimisation of these produc-
tion and supply structures Hino aims to improve 
productivity and logistical effi  ciency,” explained 
the President of Hino Motors, Yasuhiko Ichihashi. 
“Th ese major developments will enable us to re-
spond fl exibly to the needs of the global market 
so that we are able to eff ectively contribute to our 
customers’ businesses and thereby ensure that Hino 
continues to be their brand of choice.” ■

Those in the picture (from left) are: Leslie Long, Senior Manager, Marketing - Product 
and Demand Planning at Hino SA, Jacques Verwey, captain of the Hino Valke, Jurie 
Coetzee, CEO of the Hino Valke and Rudy Joubert, the Hino Valke Head Coach.

Hino South Africa, one of the leading truck brands 
in the country, has moved into the realm of sports 
sponsorship with support for the Valke Rugby 
Union based at the Barnard Stadium in Kempton 
Park. Th e team, which plays in the Vodacom Cup 
and Currie Cup competitions, is now known offi  -
cially as the Hino Valke.

“Hino South Africa has been exploring various 
avenues for brand association in the local sport en-
vironment and we believe rugby is a good fi t with a 
truck manufacturer, while the Hino Valke’s head-
quarters is located in Ekurhuleni, which is a prime 
area for transport operators that includes many of 
our Hino customers,” explained Ernie Trautmann, 
the Vice President of Hino SA.

Jurie Coetzee, the CEO of the Valke Rugby Union, 
said that he and his union were very pleased to have 
Hino as a sponsor and believed both brands will 
benefi t from this association and both parties are 
excited about the fruits the partnership will bring 
in the future.

Rudy Joubert, the Director of Valke Rugby, 
said: “It is wonderful to have a company of Hino’s 
calibre putting its trust in the Valke brand as we 
work through our current rebuilding phase and 
we strive to return to the top tier in domestic 
rugby again.” ■

Hino Accelerates Projects 
to Boost Global Supply

Hino SA Sponsors 
Valke Rugby Union

Th e history of MAN trucks and buses be-
gan 100 years ago this month. On 21 June 
1915 the “Lastwagenwerke M.A.N.-Saurer”, 
the M.A.N. Saurer truck factory, was en-
tered in the commercial register of the city 
of Nuremberg – a reason to celebrate for the 
Munich-based company. 100 years of MAN 
trucks and buses has given its 34 000 employ-
ees worldwide plenty of reason to celebrate 
the anniversary worldwide.

To mark its centenary, MAN Truck 
& Bus has launched a centennial website: 
www.100years.man.eu – a digital journey back 
in time through 100 years of commercial ve-
hicle production at MAN. Th e company has 
also released a commemorative book about the 
company, “MAN – One Century”. Th is is a 320-
page illustrated book for fans of the brand that 
are eager to fi nd out more about the history of 
MAN trucks and buses. ■

100 Years of MAN 
Trucks and Buses

Both brands will benefi t 
from this association.

Working Wheels
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More than 30 000 trade 
Visitors Attended 

Automechanika Dubai 2015

Th e unrelenting momentum of Automechanika 
Dubai continues to gather pace with no signs of 
slowing down, as visitors to the three-day event 
passed the 30 000 mark for the fi rst time in its 13 
year history. A total of 30 835 trade buyers from 
130 countries passed through the 2015 edition of 
the Middle East and Africa’s largest automotive af-
termarket trade fair, a 7% increase over the previ-
ous year, according to organiser Messe Frankfurt 
Middle East.

With 1889 exhibitors from 59 coun-
tries occupying 17% more space than in 2014, 
Automechanika Dubai 2015 ended on June 4 at the 
Dubai International Convention and Exhibition 
Centre with more international and local represen-
tation than ever before.

Th e increasing global interest in the wider re-
gion’s automotive aft ermarket also comes as Dubai 
Customs released fi gures showing Dubai’s trade for 
auto parts and accessories was valued at US$ 12 bil-
lion in 2014, 10 per cent more than in 2013.

Th at fi gure includes imports of auto parts, ac-
cessories, tyres, and engine components worth US$ 
7 billion last year, while exports and re-exports were 
worth US$ 5 billion, reinforcing Dubai’s premier 
status as a major liaison between Asian, European 
and North American manufacturing countries and 
consuming regional markets.

Ahmed Pauwels, CEO of Messe Frankfurt 
Middle East, said: “Th e double-digit growth of 
Dubai’s auto parts trade underlines the Emirate’s 
important role as a key gateway to emerging mar-
kets throughout the world.”

“Th is growth goes hand-in-hand with 
Automechanika Dubai, which is the wider region’s 
only dedicated trade platform where the entire 
global automotive aft ermarket community con-
verges for three busy days to expand their presence 
and business networks not only in the Middle East 
and Africa, but also the subcontinent and CIS.”

As the dust settles on another record-break-
ing show, the wheels are already in motion for 
Automechanika Dubai 2016. Th e 14th edition 
will take place from 8–10 May 2016 at the Dubai 
International Convention and Exhibition Centre, a 
month earlier than its usual dates to accommodate 
the Holy month of Ramadan. ■

Continental Tyre SA 
Extends Retail Presence 

into Mozambique

Continental, one of the world’s leading tyre manu-
facturers and automotive component suppliers is 
expanding its retail tyre operations in Mozambique. 
Continental currently distributes passenger and 
commercial vehicle tyres into Mozambique and 
offi  cially re-launched the Continental brand at 
the recent four-day Mozambique Standard Bank 
Motor show through one of its selected partners, 
Motorcare Lda. Th e centerpiece of the display was 
the General Tyre and Continental Truck Tyre road 
show vehicles

Continental is positioned as the company’s pre-
mium product range with a primary focus on the 
original equipment (OE) market, and is the only 
tyre brand supplied to all seven local vehicle manu-
facturers in SA, comprising of Mercedes-Benz, 
Volkswagen, BMW, Ford, Toyota, General Motors 
and Nissan.

Building on this strong following and brand rec-
ognition is its expansion in Mozambique. “Th rough 
its partnership with Motorcare Lda, Continental is 
set to expand its product portfolio and increase its 
profi le in the Mozambican market,” says Richard 
Nijhout, Executive Vice President Motorcare Lda 
and Chief Operating Offi  cer of Kjaer Group.

Motorcare Lda, Mozambique’s leading automo-
bile distributor, is based in Maputo, Mozambique 
and is part of the Kjaer Group A/S. operating within 
Mozambique with a national footprint of branch-
es situtated in strategic growth nodes, Maputo, 
Inhambane, Beira, Nampula, Pemba, Tete and 
Moatize and as such is seen as an ideal partner for 
Continental’s expansion strategy. ■

YTD Exports into Africa 
from SA Drop 12%

Exports of built-up vehicles into other African coun-
tries from South Africa dropped 12% to 20 963 units 
in the fi rst fi ve months of 2015 compared to the same 
period a year ago. Toyota continued to lead the way 
with 10 267 units exported, although this was 21% 
down on its fi gure of 13 128 a year ago. Nissan was 
second with 5 636 units shipped, while Ford export-
ed 2 800 units and the only other SA manufacturer 
to ship more than 1 000 units in the period under 
review was General Motors/Isuzu with 1 173 units.

Algeria remains the most popular mar-
ket, with 6  826 units. Th e only other countries 
which imported more than 1  000 units from SA 
in the period January-May 2015 were: Nigeria 
(2  628), Mozambique (1  633), Zambia (1  291) and 
Zimbabwe (1 168).

Total vehicle exports from SA which went to 
other African countries in May totaled 4 022 units, 
with Toyota again taking by far the largest share 
with 1 886 units, compared to 881 for Nissan, 569 for 
Ford and 454 for General Motors/Isuzu. Algeria was 
the only country which took more than 1 000 units, 
with SA-made imports totaling 1 315 units. ■

Cameroon to 
Assemble Vehicles

Cameroon authorities say they have reached a R1.9-
billion agreement with Indian and Chinese fi rms to 
build two vehicle assembly plants in Cameroon. No 
vehicle assembly currently takes place there.

Th e two companies are Azad Coach of India 
and the Yutong Group from China. Th e plants are 
expected to produce vans, cars and SUVs with the 
fi rst vehicles due off  line in 18 months. ■

The Automechanika trade fair staged in Dubai for the automotive aftermarket recently 
attracted record numbers of exhibitors and visitors.



Subscribe for free @
www.autolive.co.za Page 23

The fi rst Lamborghini, the 350 GT built in 1965, with front-
mounted V12 engine. Truly beautiful and on display at Sinsheim 
Motor Museum, Germany. Photo by Stuart Johnston

Early one Sunday in Sandton. Traffi c jam for the IBV Supercar run 
en route to Magaliesburg. Photo by Stuart Johnston

Seen at Sinsheim Motor Museum in Germany, the 
Maserati 250 F, which took the likes of Juan Manual 
Fangio to a World Championship in 1957. Photo by 
Stuart Johnston

The Mercedes-Benz 500 K from 1936. With a supercharged 
engine it was good for 170 kmh! Photo by Stuart Johnston

Rockabilly heaven. Scene from down-town Pretoria two weeks 
ago, when the Dusty Rebels organised a gig involving ratty rods, 
cool beat music and high-style people. Great fun. Photo by 
Stuart Johnston

The 1934 Duesenberg, an American masterpiece, seen at 
Sinsheim, one of the world’s best motor museums. Photo by 
Stuart Johnston
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BY STUART JOHNSTON

Le Mans is the race of all races. For the past six or 
so years we have been treated to some epic battles 
each June and thanks to the wonders of DSTV and 
the World Wide Web you can follow every intricacy 
for the entire 24 hours – more in fact, because there 
is a huge build-up to the race as well, with practise 
starting in mid-week.

Last year was Porsche’s big return with its 919 
Hybrid LMP1-H prototype racer and there was a 
feeling that it was cool that it didn’t win fi rst time 
back aft er a hiatus since 1998 that it nevertheless 
gave the all-conquering Audi a great run in 2014, 
and it would be a huge threat for victory in 2015.

Th at’s exactly what happened. For me, the most 
emotional moment was when Audi’s motorsport 
boss Wolfgang Ullrich conceded victory with about 
six minutes left  to run on Sunday aft ernoon, just be-
fore the 3 pm fi nish. His lead car, driven by Benoit 
Treluyer, Marcel Fassler and Andre Lotterer, was 
two laps behind and even if the lead Porsche struck 
trouble, all it had to do was crawl to the line, wait and 
cross over to take the chequered fl ag. Ulrich turned 
to all his key members in his pit and with a huge, 
warm smile on his face hugged each one, almost as if 
it was his R18 e-tron Quattro that had won yet again.

Th e television director then cut to the Porsche 
pit where tears of joy were streaming down the faces 
of the Stuttgart-based men, who have had motor-
sport in their veins since, well, since the very early 
1950s when a little 356-type Porsche won its class 
in 1951!

In 2015 Audi and Porsche had staged a battle-
royale that enthralled the motorsport public all over 
the world. Th ere was more intrigue in this race than 
in an entire season of F1, and we could but wish that 
Le Mans was held at least four times a year!

I was watching the event from a tiny hotel 
room in Germany, and at 1 am on Sunday morning, 
vaguely understanding the commentary, there was 
a gap of just fi ve seconds between the lead Porsche 
driven by Nico Hulkenberg, Nick Tandy and Earl 
Bamber, and the number one Audi, with Lotterer 
behind the wheel. Th e second Porsche, notably with 
Mark Webber in its driver line-up, had made the 
early running but struck trouble with a penalty and 
a slight excursion lapping a back-marker. One of the 

Audis had lost its entire nose section but was back 
in the race.

It was amazing to realise that two cars, quite 
diff erent in many ways, could be lapping within 
10ths of a second of each other. Th e Porsche uses 
a rear-mounted, two-litre, turbocharged petrol V4 
to augment its electric motors driving the front 
wheels, while the Audi employs a 3,7-litre diesel 
V6, along with an electric motor to drive the front 
wheels. Both cars use serious energy regeneration 
under braking to recharge their lithium-ion bat-
teries, the Audi running a system based on a simi-
lar fl ywheel-regeneration system developed by 
Williams for its F1 cars.

What was blatantly obvious, watching in the 
wee hours, as well as later in a German pub in the 
run-up to the fi nish, was that Le Mans is now a 
sprint race! Hulkenberg was superb at night in the 
Porsche 919, and it was his super-fast consistent 
stints that laid the foundation for victory.

Looking at the race records of these two 
German industrial giants in this great race, it is 
amazing to see how many victories between them 
they have chalked up in 83 running s of the race (it 
was interrupted in the WWII years), which began 
way back in 1923.

Audi has been all but completely dominant 
since the year 2000, chalking up 13 victories, but re-
markably, Porsche is still ahead. Th e Stuttgart con-
cern chalked up its fi rst overall win in 1970, when 
Hans Herrmann and Richard Atwood won in the 
immortal Porsche 917K, and the 2015 victory saw 
its win tally increase to 17!

On a South African note, it is pleasing to note 
that our drivers have done extremely well at Le 
Mans over the years, when we could still aff ord to 
compete at international level. Way back in 1966, 
Pieter de Klerk was invited to drive for the Porsche 
team and drove a 906 to sixth place overall.

In the 1980s, when it was extremely diffi  cult for 
South Africans to compete in international events 
because of our political structure, the great Sarel 
van der Merwe twice came oh-so-close to win-
ning it in a Porsche 956, and in fact fi nished third 
in 1984. Pretoria youngster George Fouche raised 
eyebrows by competing at Le Mans at the age of 18, 
and in 1984 and 1985, still not out of his teens, he 
fi nished fourth on two occasions, driving a Porsche 
956 on both occasions for the Kremer team.

Th e writer was at Le Mans in 1988 when Sarel 
was leading the race in a works Shell Porsche 962 at 
midnight, when the engine dropped a valve. George 
Fouche, whose mom Judy had sponsored my trip 
to Le Mans that year, fi nished eighth on this oc-
casion, again in a Leyton House liveried Kremer 
brothers car.

What makes Le Mans so special is the same 
mix we had here in South Africa in the 1960s and 
1970s in the old Nine Hour epics at Kyalami. A full 
fi eld of cars lead by amazing prototypes at the front, 
but having to deal with lapping a host of “lesser” 
cars battling for class honours down the fi eld. Th e 
fact that these less ambitious cars resemble cars you 
can actually buy and drive on the street makes it all 
the more enjoyable.

Some 200 000 spectators turned up to see this 
year’s race in middle-France. You would think that 
old Bernie Ecclestone, the man who seems deter-
mined to make it impossible for traditional coun-
tries like Germany, France and Italy to run F1 races, 
instead milking huge staging fees from countries 
whose fans have no interest in racing (Singapore, 
Qatar etc) would be embarrassed by all this. Th e ex-
citement, the real passion, the emotion, the lack of 
Rolex watches in the spectator areas.

But when he looks at Le Mans, he probably is 
thinking: Now how can I get my hands on this? All 
it needs is a featureless, computer-generated circuit 
design, run-off  areas where there are no penalties for 
losing control of the car, bigger driver penalties for 
overtaking or doing anything else exciting, a soft -
drink sponsor to build a winning car, and an exclu-
sive Le Mans 24 Hour paddock where I can charge 
all those Monaco residents at least 5 000 euros an 
hour to sip fi zzy wine and eat limp biscuits. Oh yeah, 
and build even more hospitality suites to cut off  the 
view of the track from all that rabble out there. ■

Back Page

Beautiful cars, beautiful racing, Le Mans 
knocks spots off F1. This is the 2015 
winning Porsche 919.

Two Years on, Porsche is Back
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