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Th e production of the next generation BMW X3 
at Plant Rosslyn will replace the 3 Series Sedan, 
which will now be allocated to other plants within 
the global BMW production network. Th is is the 
word from the BMW Group, who recently an-
nounced that it will invest a total of R6 billion at 
the Rosslyn plant in the coming years. Th e X3s 
produced at the plant will be sold locally and ex-
ported to various countries.

“Th e potential for Africa as a future market for 
exports as well as the newly reviewed Automotive 
Production and Development Programme 
(APDP) enables South Africa to play a signifi cant 
role in the manufacturing industry and produc-
tion of high quality cars. Th is is evident in the J.D. 
Power Platinum Plant Quality award we received 
earlier this year,” said Mr Tim Abbott, Managing 
Director of BMW Group South Africa at the an-
nouncement. “Our passion for perfection at Plant 
Rosslyn has demonstrated that we are highly 
competitive within the global BMW production 
network, both in terms of cost of production and 

quality. We are excited about the future prospects 
of Plant Rosslyn and cannot wait to start with the 
production of the next generation X3. We believe 
there is an opportunity to increase the localisation 
of components when we start producing this car,”

More than R3 billion of the investment will 
go towards new state-of-the-art facilities and 
operations at the plant. An additional R3 billion 
will be for suppliers, launch costs and training 
of associates.

“With the decision to produce the next gen-
eration of the X3 in Rosslyn we strengthen the 
position of South Africa in our global production 
network. It also follows our strategy that produc-
tion follows the market. We will continue to adapt 
the BMW Group to meet future challenges,” said 
Mr Oliver Zipse, Chairman of BMW Group South 
Africa and Member of the Board of Management 
of BMW AG responsible for Production.

Dr Ian Robertson, Member of the Board of 
Management of BMW AG responsible for BMW 
Sales and Marketing, and a previous Managing 

Director of BMW Group South Africa, says that 
the BMW X models have proved to be very desir-
able. “Th ese vehicles now represent some of the 
most successful model ranges in the BMW line-
up, accounting for 28 per cent of our total global 
sales. Th is realignment of production at Plant 
Rosslyn is in response to the continuing growth of 
the SAV segment worldwide.”

According to the minister of Trade and 
Industry, Mr Rob Davies, the investment is testa-
ment to the important partnership that exists be-
tween business and government as well as the role 
that business is playing in the development of the 
economy. “We are excited at the prospect of BMW 
Rosslyn plant as home to the next generation of 
the X3. For us this is a boost to our industrial pol-
icy objective of positioning SA as a manufactur-
ing hub for high valued consumer products. We 
recently announced the fi ndings of our mid-cycle 
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review of the APDP, which reaffi  rmed 
our commitment to providing con-
tinued support to the automotive 
industry for the short to medium 
term and trust that this provides the 
industry with policy certainty neces-
sary for long term investment plan-
ning. As we change production of the 
3 Series Sedan programme, it is our 
expectation that the new generation 
X3 programme will make a telling 
contribution to the long term devel-
opment of the sector through higher 
production volumes, local value ad-
dition and inclusion of previously ex-
cluded groups in the sector.”

Production at Plant Rosslyn 
dates back to 1968, when Praetor 
Monteerders began assembling cars, 
utilising BMW engines and drive-
trains fi tted to Hans Glas sheet metal 
pressed and shipped from Dingolfi ng 
in Germany. In 1973, BMW AG took 
over full shareholding and estab-
lished BMW Group South Africa 
(Pty) Ltd, with Plant Rosslyn becom-
ing the BMW Group’s fi rst manufac-
turing facility outside of Germany.

Since then, the BMW Group has 
been a major investor in South Africa, 
with Plant Rosslyn moving from a 
limited vehicle-production plant that 
assembled vehicles with a few cus-
tomisation possibilities for the local 

market, to a world-class plant capable 
of producing highly customised cars 
for customers across the globe.

In addition, the BMW Group was 
the fi rst OEM to adjust its production 
model to capitalise on exports, before 
the fi nalisation of the Motor Industry 
Development Plan (MIDP) in 1999. 
Similarly, it was also the fi rst OEM 
to announce a new investment in 
South Africa before the fi nalisation 
of this plan’s replacement, the APDP 
in 2009.

During this period, Plant 
Rosslyn’s production of the BMW 3 
Series and the BMW Group’s invest-
ment in South Africa has increased 
substantially with each new genera-
tion as well.

Since 1999, BMW Group South 
Africa has grown its overall produc-
tion volume signifi cantly while its 
production of cars for export markets 
has quadrupled.

In 2014 alone 3 Series Sedan 
production volume at Plant Rosslyn 
increased by 1,6% to 68 721 while 
exports increased by over 17% to a 
record 61 735 units. For 2015, pro-
duction of around 70 000 units is 
projected.

BMW Group South Africa di-
rectly and indirectly employs over 
42,000 people and in April this year, 
it was named the number one em-
ployer in the automotive industry for 

the second consecutive year in the 
Universum Most Attractive Employer 
Awards for 2015. In addition, for the 
third consecutive year, the company 
was also named the Employer of 
Choice in the Automotive Industry 
at the SA Graduate Employers 
Association (SAGEA) Graduate 
Recruitment Awards. ■
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Minister Rob Davies (Dti), fl anked by Director Plant Rosslyn, Mr 
Stefan Huelsenberg (right) and Managing Director BMW Group 
South Africa Mr Tim Abbott (left).

NAACAM comment on 
the BMW investment

According to NAACAM presi-
dent, Ken Manners, the or-
ganisation is appreciative of 
BMW’s announcement on 
their investment to produce 
the X3 locally. “We know these 
decisions are not made easily, 
and this is positive news for 
the South African economy.

“We note no details have 
been released indicating an-
ticipated build volumes but we 
are certainly hopeful they will 
equal or exceed the 70 000 
annual volume of the current 
3-series,” he noted.

In a statement released 
by NAACAM, the organisation 
reiterates that its members will 
be eager to engage with BMW 
to fi nd meaningful localisation 
opportunities for this new pro-
ject, especially at component 
(as opposed to sub assembly) 
levels, where Tier Two & Three 
manufacturers can offer sig-
nifi cant cost saving benefi ts 
to BMW, and at the same time 
grow employment and skills 
most markedly.

“Employment creation 
and high level skills develop-
ment are vital in this country 
and since the majority of the 
automotive industry employ-
ment is generated in the com-
ponent suppliers it is essential 
all OEMs strive for additional, 
meaningful local content,” 
concluded Manners.

https://www.facebook.com/pages/AutoLive/1447065302259460
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Editor’s Note
As if the market wasn’t un-
der enough pressure already, 
the Reserve Bank decided to 
hike the interest by 25 basis 
points, bringing the eff ective 
repo rate to 6.25%. Th e prime 
lending rate changes to 9.75%.

According to WesBank, 
this rate hike will aff ect buy-
ers who have vehicle fi nance agreements structured around a 
linked interest rate. And although the increase is small, peo-
ple with credit card and home loan debt will fi nd themselves 
with less disposable income. With South African household 
debt remaining at high levels, consumers will be put under 
pressure as higher loan repayments eat into their disposable 
income. Th is will also have the knock-on eff ect of aff ecting 
their ability to obtain new credit. Th is, of course, means that 
fewer people will be buying new cars.

On a more positive note, the Ford Ranger is still the 
bakkie to beat, it seems. In the recently announced People’s 
Wheels Awards, the Ranger – which is produced locally at 
the Silverton Assembly Plant in Pretoria – was selected as the 
top Double Cab for the third year in a row. It also took the 
honours in the Single Cab category.

GMSA also had reason to celebrate, selling 5 301 units 
in October 2015. Th at’s three per cent more than they sold 
the previous month and the company’s best sales results since 
October 2013.

However, Toyota was the only motor manufacturer to 
break through the 10 000-unit barrier to rack up 11 156 sales 
for the month of October, 2  273 sales ahead of its nearest 
competitor. Th is translates to a market share of 20,6 per cent, 
or to put it another way, one in every fi ve vehicles sold is a 
Toyota product.

Th e year might be winding down, but industry is show-
ing no signs of quietening down. So, as always, this month’s 
issue of AutoLive is fi lled to the brim with news. As always, 
your comments and suggestions will be welcomed.

Finally, I would like to congratulate AutoLive stalwart 
Roger Houghton on being awarded a Highly Commended 
certifi cate in the category Newspaper Journalist of the 
Year (Motoring) at the 2015 Motoring Journalist of the 
Year Awards.

Liana Reiners,
Editor
liana@autolive.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

BY ROGER HOUGHTON

October saw a slump in both domestic vehicle sales in South Africa and exports of built-up ve-
hicles, but there was a slight fl icker of hope as the business confi dence indicator (BCI) compiled 
by the SA Chamber of Commerce and Industry (Sacci) lift ed itself off  the canvas aft er having 
been at a 22-year low in September. Th e BCI rose from 81.6 in September to 88.4 in October.

“Developments within the local and global fi nancial markets and economies caused some 
important economic and market trends to positively infl uence the immediate short-term busi-
ness outlook and climate in October,” said Sacci.

According to an article from Reuters the real economic as well as fi nancial circumstances 
were less conducive to business confi dence in October 2015 than in the same month a year ago, 
reported Sacci, citing the uncertainty with international capital fl ows hinging on interest rate 
decisions in the US, the world’s biggest economy.

However, with all the protesting, violence and rioting at universities and parliament one 
wonders what the eff ect on South Africa’s image will be in terms of being an international 
investment destination. Th is is particularly concerning when one hears that President Zuma 
revealed to a gathering of business leaders in Berlin recently that foreign direct investment ac-
counted for about 42% of the country’s GDP.

Total new vehicle sales in SA in October of 54 244 units showed a decline of 8.6% from 
the fi gure for October 2014. An estimated 80.9% of domestic sales were through retail dealer 
sales, with 1.2% of the sales going to rental companies, 3.5% to corporate fl eets and only 3.4% 
to the government.

Car sales in October were 10.9% down versus the sales in October last year, while LCV 
sales fell 4.1% in the same period and the overall truck and bus market dropped by 4.3%. Total 
vehicle sales in SA are now down 4.5% on a YTD basis.

Industry built-up vehicle exports showed a fall of 13.9% vs. October 2014 but overall ex-
ports are on target to reach a record number of about 335 000 units. A major reason for the 
decrease in exports was the run-out of the previous model Ford Ranger and the run-in of the 
new model as this is a major export from SA these days.

NAAMSA anticipates that total vehicles sales in SA will remain under pressure into 2016, 
while vehicle production and exports remain on a strong footing, thereby contributing to the 
country’s balance of payments. ■

Both domestic sales and 
exports slumped in October

New Ford Ranger.

http://autolive.co.za/stats/sales_stats79.pdf
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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 011 100 8600 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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Industry Insider

BY ROGER HOUGHTON

Arthur Mutlow has already been involved in a wide 
variety of aspects of the South African motor in-
dustry in a career spanning more than 50 years, but 
says he is certainly not ready to retire.

“I love this business; it has been part of my life 
for so many years that I keep reinventing myself to 
be able to take up the ever-changing challenges that 
it throws up,” said the man who has arguably held 
senior positions in more motor industry-related 
companies than anybody else. Th is includes return-
ing to the same company as many as three times!

Mutlow is a man with strong opinions. A good 
example of his views are to be found in a piece he 
has written on his view of the SA motor industry of 
the future which is published on the AutoLive web-
site. (Please click here to read it.)

In a nutshell he sees the vast potential of the 
internet and social media as changing the face 
of the retail motor industry and to a large degree 
negating the need for the huge and very expensive 
dealership facilities that retailers are forced to invest 
in at the behest of the local vehicle manufacturers 
and distributors.

Mutlow says that one of the major challenges 
faced by all facets of the motor industry is in terms 
of people. “Continual job-hopping is seen as a le-
gitimate way for employees to grow their salaries 
and perks and this has a negative impact on the 
companies involved due to a lack of continuity in 
the workplace.

“Poaching of good, qualifi ed employees is a 
growing practice, especially as the pressures of BEE 
compliance increase, while there is a shortage of tal-
ented people wanting to make a career in the tech-
nical side of a dealership and skilled technicians are 
a major target for poachers,” explained Mutlow.

Mutlow knows what he is talking about as he 
has held senior executive positions on both sides of 
the fence: vehicle manufacturer and retailer. He has 
also been involved in growing new businesses out-
side these spheres and is now putting his vast and 
varied experience, gained over half a century of on-
the-job involvement, to use as a consultant to the 
wholesale and retail motor industry in SA.

Born in Port Elizabeth, young Arthur’s interest 
in matters motoring began with assisting his father 
in his hobby of working on cars at their home. Soon 
Arthur was undertaking his own projects from hot-
ting up 50cc buzzbikes to modifying Minis, while 
also getting involved in enduro motorcycle racing.

Aft er school he studied production engineer-
ing for four years at the PE College of Advanced 
Education which led to his fi rst job as the depot en-
gineer at Ford SA’s parts and service facilities which 
included systems. A three-month working assign-
ment at Ford’s parts warehouses in the US and the 
UK followed, which prepared Mutlow to lead a 
team in a 15-month turnkey project to design, build 
and commission a new parts warehouse for Ford 
in Port Elizabeth. During this period he was also a 
part-time lecturer in work study, production plan-
ning and control at the PE Technikon.

Mutlow then held various positions in the parts 
and service division at Ford before moving on to be 
district manager for the Free State and Vaal Basin 
as the company restructured. Th en it was back to 
PE to take up the position of national truck sales 
manager at the time of the launch of the Louisville 
truck range. Th is assignment was followed by spells 
as a regional manager before returning to PE as 
National Vehicle Sales Field Operations Manager.

An off er to join Datsun (now Nissan) SA as 
general sales manager was accepted in 1978, but two 
years later Mutlow was on the move again, this time 
to head up the ICH group, with 22 dealers country-
wide, as managing director, based in Johannesburg. 
A couple of years later he left  ICH to return to 
Datsun as marketing director.

Two years on and the itinerant motor man was 
on his way to Sigma Motor Corporation as direc-
tor of vehicle sales, service and marketing, lured by 
Sigma MD Spence Sterling, a former colleague from 
Ford SA.

Th e formation of Samcor, with Ford joining 
Amcar (formerly Sigma) in Silverton, Pretoria, 
saw major restructuring and Mutlow took the op-
portunity to link up with David Owens to establish 
FleetLease. He held the position of sales and mar-
keting director and this newcomer moved to No. 1 
in its business segment in seven years before it was 
bought by Investec and later became ABSA’s vehicle 
and asset fi nancial services arm.

During his time with FleetLease Mutlow took a 
spell of leave to draw up a feasibility study and mar-
keting strategy for Billy Rautenbach who was lining 
up to bring the Hyundai franchise to SA as well as 
re-introducing Volvo trucks to the local market.

Aft er leaving FleetLease in 1992 Mutlow moved 
to Samcor as managing director of the marketing 
company. He held this position until Ford com-
pleted the buyout of Samcor in 1998. Mutlow then 
moved to Nissan (renamed from Datsun in 1986) 
for the third time, as senior vice president – mar-
keting operations. Th is spell lasted until 2000 when 
Nissan Japan took over the local company.

By this time Mutlow had had enough of 
the corporate life and opened a consultancy in 
Johannesburg. Th is period included him mak-
ing a number of interesting feasibility studies for 
companies that were considering entering the SA 
vehicle market.

Sandown Motors was being restructured and 
Arthur was invited to join the Group to handle the 
takeover of two Mercedes-Benz dealerships from 
another Group and run them. Aft er setting the 
dealerships up, Arthur was appointed Divisional 
Managing Director for Gauteng passenger cars. 
Aft er spending 5 years with the Sandown group in 
various positions.

Th en came an off er from the PE-based 
Maritime Motors group for Mutlow to join them 
back in his home town as group managing direc-
tor. He retired aft er seven years from this position 
in June this year and went back to consulting, with 
the Sandown Motors Group being his fi rst clients!

Mutlow says he has a number of interesting, 
motor industry-related projects on the backburner 
as he reinvents himself for another spell in the in-
dustry which is still so much a part of his life.

Contact details for Arthur Mutlow are Cell: 
082-893-6402 E-mail: mutlow@icon.co.za ■

Arthur Mutlow – a motor man with more than 50 years’ experience

Arthur Multow.

Poaching of good, qualifi ed 
employees is a growing practice 

and skilled technicians are a 
major target for poachers.

http://www.autolive.co.za/blog/sa_motor_business_in_the_future.pdf
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People

Dr David Masondo’s appointment 
as CEO of the AIDC

Dr David Masondo, who has served as acting CEO of the 
Automotive Industry Development Centre (AIDC) since April 
2015, has been appointed CEO of the organisation.

Masondo brings a wealth of government, managerial 
and automotive research experience to the AIDC. He was 
a lecturer at Wits University, held the position as MEC for 
Provincial Treasury in Limpopo, and was a Chief Director for 
the Department of Economic Development in Gauteng before 
joining the AIDC.

Masondo holds a Master of Arts (MA) Degree from Wits 
University. His MA focussed on the labour process in the auto-
motive industry. He completed his Doctoral studies at the New 
York University in the United States of America. His PhD the-
sis investigated the eff ects of the Motor Industry Development 
Programme on the South African automotive industry.

Th e AIDC is currently working on a number of projects 
which Masondo has described as the keys to expediting eco-
nomic growth within the automotive sector in Gauteng. “Th e 
AIDC is a government-owned company responsible for auto-
motive related projects implementation for economic growth 
and development,” says Masondo. “My goal is to contribute in 
maintaining and attracting automotive investments in South 
Africa.” he adds. ■

Neale Hill appointed as Director of 
Marketing, Sales and Service for 
Ford’s Sub-Saharan Africa Region

Ford Motor Company Sub-Saharan Africa Region has ap-
pointed Neale Hill as its Director of Marketing, Sales and 
Service, eff ective January 1st, 2016.

Hill joined Ford Motor Company of Southern Africa 
in 1991 as a Graduate Trainee in the Marketing and Sales 
Department, and went on to hold a variety of positions at Ford 
over the ensuing 15 years, including Advertising Manager, 
Regional Sales Manager and Marketing Manager.

In 2006, he was transferred to Ford’s Asia, Pacifi c and Africa 
(APA) regional offi  ce in Bangkok, Th ailand as the Regional 
Launch Manager for all passenger cars. Th ree years later he was 
appointed as the APA Cross Carline Brand Manager when the 
regional offi  ce relocated to Shanghai, China.

A two-year stint followed in 2011 as Managing Director of 
Ford Motor Company of New Zealand, reporting to the offi  ce 
of President and MD of Ford Australia.

In 2013, Hill assumed the role of General Manager – Sales at 
Ford Motor Company in Australia, and was responsible for 
dealer sales, as well as the fl eet and government sales operations.

“We are delighted to have Neale return to South Africa 
to take over the crucial role heading up the Marketing, Sales 
and Service division,” says Jeff  Nemeth, President and CEO, 
Ford Motor Company Sub-Saharan Africa Region. “Neale 
has a wealth of knowledge covering the extremely competi-
tive South African automotive industry, as well the vast expe-
rience he has gained in recent years in the Asia Pacifi c, New 
Zealand and Australian markets. Th is will be invaluable as 

we continue to grow our footprint across the Sub-Saharan 
Africa region.” ■

South African appointed to head 
up GMI Women’s Council

Denise van Huyssteen, the General Manager of 
Communications and PR for GM markets in Africa, has been 
appointed chairperson of General Motors International (GMI) 
Women’s Council. Van Huyssteen occupied the role as chair-
person of the Women’s Council in South Africa before recently 
being appointed in the role of chairing the council for the com-
pany’s International region.

“Ultimately our goal is to be an employer of choice for 
women and to sell more vehicles to more women. To this end, 
specifi c areas of focus include employee personal and pro-
fessional development, strong brands and products, build-
ing customers for life and driving a culture of diversity,” said 
Van Huyssteen.

Port Elizabeth born Van Huyssteen has worked for 
General Motors for 15 years and is a member of the Executive 
Committee for GM South Africa, a  strategic advisor of the 
GM South Africa Women’s Council, Trustee of the GM South 
Africa Foundation and is a Director on the Nelson Mandela 
Bay Chamber of Commerce and Industry Board. ■

Geoff du Plessis leaving MAN Truck & Bus

Aft er more than 10 years with MAN, Geoff du Plessis, 
current Managing Director and Chairman of MAN Truck 
& Bus South Africa, is moving onto the next chapter in his 
life. He will be leaving the organisation with eff ect from 
31 December 2015.

Geoff  has been with MAN since April 2005, having now 
been in the industry for more than 31 years. He has held various 
positions in the local and International organisation at MAN. 
He is well known for putting successful teams together and has 
built up a formidable management team over the last two years 
in South Africa. Geoff  has also ensured that the current team 
has the competency and experience to drive the organisation 
into the future, and that the baton is eff ectively passed on to his 
successor. His successor will be announced in due course. ■

Seasoned journalist joins 
Toyota’s PR department

Toyota SA has announced the appointment of Mzolisi 
Witbooi to the position of Manager: Product Communications 
& Editorial, eff ective as from 16 November 2015.

With over 15 years of journalistic experience, Mzo will 
certainly add value to the company’s editorial strategy, includ-
ing providing editorial direction for Toyoto’s in-house maga-
zine, Toyota Zone.

Mzo joins the growing Toyota and Lexus PR 
Communications team comprising  Kirby Assam (internal and 
corporate communications), Riaan Esterhuysen (product com-
munications and marketing fl eet), Phathu Ladzani (internal 
communications), Jeanette Clift on (events), Carin Mostert (PR 
workshop) and Khaya Mdletshe (fl eet). ■

Dr David Masondo.

Neale Hill.

Geoff du Plessis.

Mzolisi Witbooi.

Denise van Huyssteen.
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Professionals at Testing,
Charging and Starting.
Battery Service Units

Compact and solidly built electronic charger with 
multifunctional applications. The fact that the BAT 415 / 430 
is suitable for charging conventional batteries as well as 
batteries with fixed electrolytes makes it the all rounder for 
every vehicle workshop. The BAT 415 / 430 comes with 
numerous safety features and makes it possible to charge 
installed batteries without having to worry about damage to
the board electronics. For further details, contact your nearest 
Bosch Wholesaler or e-mail dereck.knight@za.bosch.com 
www.bosch.co.za

http://www.bosch.co.za
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Earlier this month, the Minister of Trade and 
Industry, Mr Rob Davies, held discussions with 
automotive industry leaders, including the chief 
executives of the major vehicle manufacturers 
in South Africa, to announce the outcome of the 
APDP Review.

In February 2014 the Department of Trade and 
Industry (Dti) engaged the services of a specialist ad-
visor, Mr Roger Pitot to co-ordinate a review of the 
APDP with a mandate to make recommendations to 
secure optimal outcomes to the sector and economy 
whilst retaining long-term certainty for investment. 
Th e APDP was fully implemented by January 2013 
with a view to steer the automotive industry towards 
producing about 1.2 million vehicles by 2020 with 
attendant expansion of the domestic supplier base.

Th e fi ndings of the APDP Review state that the 
2020 target of producing 1.2 million vehicles per 
year is unlikely to be achieved due to a variety of 
reasons such as the fact that the global economy 
is still recovering from the eff ects of the 2008/9 
fi nancial crisis. Secondly, it will also be extremely 
diffi  cult to achieve signifi cant expansion and deep-
ening of the local supplier base under the prevailing 
economic conditions.

Since the original APDP framework was de-
veloped in 2008 the global and domestic economy 
changed dramatically raising a concern that there 

could be limitations in the program that may lead 
to failure to achieve set objectives for the industry

In an eff ort to sustain and grow the industry 
whilst steering it towards the APDP vision of high 
volume vehicle production, the following proposals 
will be implemented:

 ■ A post-APDP support framework will be 
developed during the course of 2016 in order to 
provide certainty in the policy environment for 
automotive manufacturing in SA aft er 2020;

 ■ Th e volume threshold for vehicle production 
will be reduced from 50  000 units to 10  000 
units per annum in order to allow new entrants 
into the local industry from 2016;

 ■ Th e Volume Assembly Allowance (VAA) will 
be off ered on a sliding scale based on volume 
commencing at 10% for 10 000 units to 18% at 
50 000 units from January 2016;

 ■ A suitable capital incentive (AIS) level will 
be provided for new entrants at the less than 
50 000 pa threshold (details will be captured 
in guidelines that should be fi nalised by 
April 2016);

 ■ Th e production incentive for catalytic 
converters will be frozen at the 2017 level of 
65% rather than continue the phase down;

 ■ Th e qualifi cation for component suppliers 
to earn APDP benefi ts will be tightened in 

order to avoid these benefi ts being earned on 
non-core automotive products and therefore 
preference will be aff orded to those products 
that add value in the value chain;

 ■ Th e Dti will engage the National Treasury in an 
eff ort to secure improved investment support 
for tooling as a means of encouraging further 
component localisation. Overall national 
budget constraints are noted in this context.

NAAMSA has welcomed the stated intention by 
the Minister to proceed with the formulation of 
a post 2020 APDP framework taking account of 
the planning and investment cycles of vehicle and 
component manufacturers. Th e post APDP policy 
framework should be completed before the end 
of 2016.

NAAMSA will also continue to work with the 
Dti black economic empowerment desk, as well 
as with other industry stakeholders, in the for-
mulation of initiatives to promote transformation 
throughout the automotive value chain.

Th e Dti and the industry have agreed to coop-
erate in the development of regional value chains 
and initiatives to facilitate the industrialisation of 
African automotive industries through bilateral 
trade involving the supply of original equipment 
components and vehicles to African markets. ■

Outcome of APDP Review welcomed

http://www.aa.co.za/technical-services/technical-college/
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Vehicle exports into Africa 
continue to slide

President Zuma may have been telling German 
business leaders in Europe recently that “Africa is 
the next growth frontier” but when one looks at the 
big drop in exports of built-up vehicles from SA into 
other African countries then the current, poor eco-
nomic health of many of these countries is exposed. 
Th e continuing low price of crude oil is, of course, 
having a major impact on several of these countries.

Built-up vehicle exports in the fi rst 10 months 
of 2015 fell by almost 30% compared to the same 
period in 2014 (37 060 units vs. 52 428 units), while 
the 2014 fi gure was, in turn, 19.2% below the fi gure 
for the fi rst 10 months of 2013.

Pace-setter Toyota has seen its exports plunge 
36.4% in this 10-month period, going from 26 662 
units last year to 16  917 units in 2015. Other ma-
jor exporters had similar disappointing fi gures, 
with the 2014 fi gure in parentheses: Nissan 8  299 
(11 424), Ford 6 706 (10 250) and General Motors 
2 923 (1779).

Of course, the run-in of the new Ford Ranger 
to replace the outgoing model has had an eff ect, but 
the overall position was very disappointing; Ford’s 
exports in October dropped to only 178 units com-
pared to 1 452 in October 2014.

Top export destinations for the January-
October period of this year were: Algeria (7  646), 
Nigeria (4  150), Kenya (3  847), Angola (3  233), 
Mozambique (3  006), Zambia (2  171), Zimbabwe 
(2 151) and Ghana (1 870).

Only 1  826 units were shipped from SA in 
October, with Toyota’s total of 994 units a far cry 
from the 2  824 units exported in October 2014. 
Runner-up Nissan dropped from 1  556 units to 
364 units. ■

Ford Ranger assembly 
kicks off in Nigeria

Ford Motor Company assembled the fi rst Ford 
Ranger in Nigeria earlier this month. Th e fi rst 
Ranger to come off  the assembly line was built 
in an existing facility with Ford’s Nigerian 
partners Coscharis. 

“Th e facility will accommodate one shift  and 
will produce an initial 10 units per day for the 
Nigerian market, creating approximately 180 direct 
and indirect jobs. Over time, this will gradually ex-
pand,” said Jeff  Nemeth, President and CEO Ford 
Motor Company of Sub-Saharan Africa region.

Ford’s semi-knockdown (SKD) operation 

in Nigeria was established in partnership with 
the local Ford dealer group, Coscharis Motors 
Limited, and is based in Ikeja, Lagos State, ap-
proximately 750 km south-west of Nigeria’s capi-
tal city Abuja.

Said Dr Cosmas Maduka, president of 
Coscharis Motors: “We have worked hard and 
moved quickly to turn this dream into a reality. We 
are committed to setting the bar high, and estab-
lishing world-class, best practices in Nigeria that 
every other industrialist will have to be judged by. 
Th is is a major milestone for us and marks another 
fi rst in the evolution of our company.”

Th e Ford Ranger will be assembled at a semi-
knockdown level, using body parts and compo-
nents imported from Ford’s Silverton Assembly 
Plant in South Africa.

Nigeria is a signifi cant market in Ford’s Sub-
Saharan Africa (SSA) region and accounts for one 
per cent of the regional sales. Th is is why Ford is 
committed to increasing market share in Nigeria, 
and other key African markets in the future.

A unifi ed growth strategy for the continent, 
with the formation of the new Middle East and 
Africa business unit in 2014, has also enabled Ford 
to consolidate its eff orts in Africa.

“Ford has taken steps to support its dealers in 
Africa, including aft er sales support and ensur-
ing parts availability,” Nemeth said. “In addition, 
we are looking at training and skills transfer op-
portunities to enhance the continent’s skills base. 
In Nigeria, this includes a training programme 
co-ordinated by Coscharis Motors and the Lagos 
State Government.”

“Ford’s commitment to Nigeria is stronger 
than ever. We expect to see continued growth 
in the market as we move forward with plans to 
expand our outputs and launch new products,” 
Nemeth concluded. ■

Continental targets 
Ugandan market

Continental, one of the world’s leading tyre manu-
facturers and automotive suppliers is expanding 
its operations in Uganda, offi  cially launching the 
brand through its strategic distribution partner, 
MOTORCARE Uganda Limited.

Jeff Nemeth, President and CEO of Ford Sub Saharan Africa region alongside 
Dr Cosmos Maduka, President and CEO of Coscharis Group celebrating the fi rst 
customer ready Ranger assembled in Nigeria.

continued on next page 
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MOTORCARE, a leading automobile distribu-
tor, is based in Kampala and Hoima and is part of 
the KJAER GROUP A/S.

“We believe that the African market holds 
enormous potential for all our brands, including 
the fast growing General Tire range. Continental 
is positioned as the company’s premium product 
range with a primary focus on the OE market, and 
is the only tyre brand supplied to all seven local ve-
hicle manufacturers in SA, comprising of Mercedes-
Benz, Volkswagen, BMW, Ford, Toyota, General 
Motors and Nissan,” said Shaun Uys, Managing 
Director of Continental Tyre South Africa.

“We are building on this brand association 
with an up-to-date product range that employs 
the latest design and technology derived from the 
Continental Tyre group to provide customers with 
excellent levels of safety, performance, quality and 
reliability,” he concluded.

Said Chrispine Ndala, MD of MOTORCARE 
Uganda: “Th rough its partnership with 
MOTORCARE, Continental is set to expand its 
product portfolio and increase its profi le in the 
Ugandan market, whilst building relationships 
with our stakeholders.” ■

TWT opens store in Harare

In collaboration between TiAuto Investments and 
Rishi Magecha and Atish Naran, (owners of Tyre 
Treads), Tiger Wheel & Tyre have opened a new 
store in Harare, Zimbabwe. Th e facility features a 
contemporary showroom, a hospitality area where 
customers can wait while work is being done, 

and a workshop with six fi tment and three wheel 
alignment bays.

Said Naran at the opening: “Th is new store, 
marks the dawn of a new era that will revolution-
ise  the local tyre industry and set the bar for what 
consumers should expect from tyre fi tment centres. 
With Tiger Wheel & Tyre’s extensive brand portfo-
lio, which caters to all budgets, we are confi dent this 
will expand our opportunities to gain signifi cant 
presence and market share.”

Th e tyre portfolio Naran alluded to includes 
world renowned brands Continental, Yokohama, 
Hankook, Michelin, BFGoodrich, Pirelli, GT 
Radial, Sumitomo and Tiger Wheel & Tyre’s own 
value brand Velocity. Th e store’s wheel portfolio 
is equally impressive and includes a wide range of 
styles from brands like TSW, Racing Hart Concepts, 
Black Rhino, and Turn 1, among others. ■

Namibia gets new 
MAN dealership

Family-owned Namibian automotive 
company, Metje + Ziegler Group, of-
fi cially opened a new MAN sales and 
servicing dealership – boasting a 600 
square-metre workshop situated on two 
hectares of property – in Windhoek at 
the end of October. Th e organisation 
has an extensive dealer network in 
Namibia that includes multi-branded 
commercial vehicle and passenger car 
facilities. Th e new dealership, Autohaus 
Windhoek Truck & Bus, caters to MAN 
and Volkswagen heavy commercial ve-
hicle operators.

Originally a dedicated Volkswagen truck and 
bus sales and service dealership, Metje + Ziegler 
Group’s Autohaus division acquired the MAN fran-
chise in 2010 when the two German brands merged 
following Volkswagen AG’s acquiring a majority 
stake of MAN AG that same year.

According to Robert Clough, Head of MAN 
Sub-Equatorial Africa, Autohaus Truck & Bus has 
improved MAN’s market share in Namibia by 150% 
since acquiring the franchise fi ve years ago, giv-
ing the MAN brand a total national market share 
of 20%.

Addressing guests at the offi  cial opening of 
the dealership Metje + Ziegler Group Managing 
Director, Verena Grüttemeyer said: “When you 
buy a truck or bus from Autohaus Truck & Bus you 
become part of the Metje + Ziegler Group fam-
ily. Th is new facility has the space, the tools, the 
parts and the right people to effi  ciently accord with 
MAN’s UpTime Principle and our customers can 
rest assured that they will be well looked aft er both 
here and at all Metje + Ziegler Group dealerships 
around Namibia.” ■

 continued from previous page
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FOTON SET TO ENTER 
LOCAL SUV MARKET

Foton, one of the largest and most successful vehicle 
manufacturers in China, is set to make its fi rst foray 
into the South African SUV market in 2016 when it 
launches its Sauvana.

Th e Sauvana was shown for the fi rst time at 
this year’s Shanghai Auto Show and was recently 
launched at an international event in the USA. 
Powered by the 2.8-litre Cummins turbo-diesel en-
gine that is already fi tted to Foton’s Tunland range 
of bakkies, it has been undergoing local evaluation 
since early this year and has performed well in the 
harsh South African conditions.

Th ere will be the option of a fi ve-speed man-
ual or a six-speed automatic transmission, with 
seating for fi ve or seven occupants, depending 
on the model. Th e interior is well-equipped and 
standard features include an infotainment touch-
screen and steering wheel-mounted audio and 
cruise controls.

Foton passenger and light commercial vehicles 
are distributed in South Africa by a joint venture be-
tween Imperial Holdings and Bidvest with sales and 
service available at 34 dealerships nationwide. ■

VW’S PEOPLEPAVILION WINS 
ARCHITECTURAL AWARD

Th e Eastern Cape Institute of Architects (ECIA) 
has recognised VW’s PeoplePavilion as one of 
the Eastern Cape’s leading architectural build-
ings. Adendorff  Architects and Interiors, based in 
Port Elizabeth, received the award for outstanding 

work on the design and construction of the new 
Volkswagen PeoplePavilion building and sports 
fi eld in Uitenhage.

Th e PeoplePavilion, which was opened in 2013, 
is a multi-faceted building catering to a number of 
needs and requirements within the Volkswagen and 
Uitenhage community. It consists of a gym which 
has a full time Biokineticist, a Club House which 
has views of the netball courts as well as the rugby 
and cricket facilities.  One of the outstanding fea-
tures is the Multi-Purpose Hall which can be used 
for indoor sports such as indoor cricket, karate, 
indoor soccer and volleyball to weddings, dinners 
and conferences.

“Th e PeoplePavilion has had more than 172 000 
visitors since it opened over two years ago. Th is 
confi rms that our decision to embark on this am-
bitious project was the right one and whilst the 
PeoplePavilion is fi rst and foremost for the use of 
our employees and their families, the community of 
Uitenhage and the surrounds have also made good 
use of this world class venue,” said Th omas Schaefer, 
Managing Director, VWSA.

Adendorff  Architects and Interiors will be 
submitting the project for the South African 
Institute of Architects Awards, which is the high-
est architectural accolade that can be achieved in 
South Africa. ■

HYUNDAI LAUNCHES 
LUXURY BRAND

Hyundai Motor has announced an all-new  global 
luxury brand – Genesis, which will be a stand-alone 
brand operating alongside the company’s popular 
Hyundai marque. Th e plan is to launch six new 
Genesis models by 2020.

“We have created this new Genesis brand with 
a complete focus on our customers who want 
smart  ownership experiences  that save time and 
eff ort, with practical innovations that enhance sat-
isfaction. Th e Genesis brand will fulfi l these expec-
tations, becoming a market leader through our hu-
man-centred brand strategy,” said Euisun Chung, 
Hyundai Motor Company vice chairman.

To elevate and diff erentiate the Genesis 
brand from Hyundai, a distinct design identity, 
emblem, naming structure and customer service 
off ering is being established. Genesis models 
will be badged  with a new  wing-type emblem, 
redesigned from the version used on the cur-
rent Genesis model, to create an even more lux-
urious look. Th is emblem cements the  Genesis 
models as a collective family of luxury models 
under the Genesis nameplate.

Th e Genesis brand will also adopt a new alpha-
numeric naming structure. Future models will be 
named by combining the letter ‘G’ for Genesis with 
a number, 90, 80 or 70 and so forth representing 
the segment. ■

GREEN RATING FOR 
BMW DEALERSHIP

In its eff orts to achieve a more effi  cient operation, 
BMW Group SA’s Supertech Durban dealership has 
become the fi rst local automotive dealership to have 
achieved a 4-Star Existing Building Performance 
(EPB) Green Star Rating through the Green 
Building Council of South Africa (GBCSA) for its 
management of the building.

As part of the criteria for awarding the EPB 
rating, the GBCSA takes into consideration the 
indoor environment quality, electricity usage and 
savings, transport, water usage and recycling, ma-
terials, land use and ecology, emissions and innova-
tion. In June this year, the GBCSA awarded BMW 
South Africa a 5-star rating for its environmentally-
friendly head offi  ce in Midrand, Gauteng.

Being one of the fi rst exclusive BMW i dealer-
ships in South Africa and the KwaZulu-Natal prov-
ince, it was a pre-requisite that Supertech Durban 
hold a GBCSA certifi cation. Th e 18 month-long ap-
plication process was started in January 2014 and 
included many site visits from GBCSA, testing of 
processes, completion of documentation, and re-
viewing of utility bills, amongst other criteria.

Th e rating is valid for a period of three years. ■

NISSAN NP300 NAVARA WINS 
TOP INTERNATIONAL AWARD

Th e new Nissan NP300 Navara has won the coveted 
European 2016 International Pick-up of the Year 
award, with judges praising its superior on-road 
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and off -road capabilities, strong engine perfor-
mance  and payload capacity.

“Nissan is best known by its customers in 
Europe as the maker of capable 4×4s and break-
through crossovers. It is truly an honour to be se-
lected as the International Pick-up of the Year by a 
panel of the most experienced commercial vehicle 
journalists across Europe. Th ank you to the IPU 
jurors for this award and for this powerful endorse-
ment of the new Nissan Navara’s product excel-
lence,” said Ponz Pandikuthira, Director of Light 
Commercial Vehicles for Nissan Europe. ■

KIA PRODUCTION PLANT 
IN MEXICO COMPLETED

KIA Motors has announced the completion of con-
struction on its fi rst manufacturing plant in Latin 

America located in the municipality of Pesquería in 
the state of Nuevo León, Mexico. Th e plant was con-
structed in a mere 13 months aft er breaking ground 
on the site last October, representing the fastest 
construction completion of any manufacturing fa-
cility in KIA’s history.

Intensive quality assurance testing and pi-
lot production will be conducted over the next six 
months with mass production of the Cerato sedan 
scheduled to commence in mid-2016. Th e 300 000-
unit annual capacity plant will represent approxi-
mately 10% of KIA Motors’ total global manufac-
turing output.

Located on land spanning around 500 hectares, 
the plant is comprised of four main shops: stamp-
ing, body welding, paint and assembly. During 
the 13-month construction period, approximate-
ly 27  000 tons of steel were used and nine local 
Mexican companies worked together to build the 
structures of the four main buildings and frame-
work for surrounding buildings. ■

TATA APPOINTS MESSI AS 
BRAND AMBASSADOR

Tata Motors has signed-up the football star Lionel 
Messi, four times Best Player of the World, as it 
global brand ambassador for its passenger vehi-
cles. Th is association comes at a time when the 
company’s passenger vehicle business is witnessing 
month-on-month growth on the back of the recent-
ly launched Zest, Bolt and GenX Nano. ■

 continued from previous page

Chev Utility celebrates local milestone
The 250 000th Chevrolet Utility rolled off the production line at the Struandale plant in 
Port Elizabeth earlier this month, marking a 17-year production period. Now in its third 
generation, the Chevrolet Utility has been a market leader for more than ten years 
and has conquered many quality awards during this time. Seen here celebrating the 
achievement are Ian Nicholls, President and Managing Director of GM Sub-Saharan 
Africa Operations (second from right), Clayton Whitaker, Plant Manager (right), and the 
assembly team.

http://www.peugeot.co.za/showroom/308/5-doors/
http://www.wecometoyou.co.za
http://www.peugeot.co.za/showroom/308/5-doors/
https://twitter.com/PeugeotZA
https://www.facebook.com/PeugeotSA?_rdr=p
https://instagram.com/PeugeotSA/
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Liana’s Drives

A 1,4-litre engine doesn’t exactly conjure up images 
of sportiness, so I wasn’t overly excited about the 
prospect of driving Hyundai’s new i20 1.4 Sport. 
I’m happy to report, though, that I was pleasantly 
surprised. Admittedly it’s not going to set any per-
formance records but it sure looks, feels and sounds 
the part!

Although the cheeky little Korean has re-
ceived a power boost which sees engine power 
increase to 85 kW at 6 000 r/min and peak torque 
rise to 160 Nm at 3 500 r/min, a number of visual 
enhancements are what give it its sporty per-
sona. Th ese include 17-inch alloy rims, a sport 
body kit – consisting of side skirts, front and rear 
bumper trim fi nishes and a rear boot spoiler – 
and N-badging on the front mudguards and rear 
hatchback door.

But there’s also a new stainless steel free-fl ow 
exhaust system that lets out a throaty gurgle when 
you punch the accelerator. Incidentally, the tweaked 
1,4-litre engine in the i20 Sport is mated to a six-
speed manual gearbox.

Stiff er springs have not only given the i20 1.4 Sport a 
lower stance on the road, but the suspension tweak 
also adds a fi rmer ride and sporty handling and 
road holding to the package.

Other new features include automatic folding 
door mirrors and smartphone docking integration. 
USB and auxiliary connectivity is fi tted as standard 
with an audio system, along with a Bluetooth hands 

free phone function and the ability to stream music 
over the sound system with Bluetooth from a cell 
phone or music player. In addition, every i20 is fi t-
ted with a 4-wheel electronic 4-channel Anti-lock 
Brake System (ABS), as well as Electronic Brake 
Force Distribution (EBD). Ventilated disc brakes 
are used on the front wheels, while the rear wheels 
are equipped with solid disc brakes.

In short, driving the i20 Sport is an altogether 
enjoyable experience. It’s comfortable, fun to drive 
and well equipped. And although it’s styling won’t 
give you heart palpitations, it’s really quite pleasing 
on the eye.

Th e price of the i20 Sport is R235 500, which 
includes the Hyundai warranty and Roadside 
Assistance for 5 years or 150 000 km, and a service 
plan for 3 year or 60 000 km. ■

Hyundai i20 switches to sport mode

The suspension tweak also adds a 
fi rmer ride and sporty handling.

auto.lightstone.co.za/
auto.lightstone.co.za/
mailto:support@lightstone.co.za
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BY ROGER HOUGHTON

Th ose people in the South African vehicle retailing 
business who are not actively engaged in using digi-
tal tools in the selling process are going to be hit by a 
tsunami as digital retailing gathers pace as the new 
wave if buyers are more agile in accepting changes 
in the way they do business.

Th is conclusion was very evident for the 150-
odd people who attended the CAR Digital Dealer 
Conference at the Johannesburg Stock Exchange 
building in Sandton recently.

A very interesting conference, with seven emi-
nent speakers, took the place of the CAR Conference 
which has always been part of the programme at 
Auto Africa and the Johannesburg Motor Show. On 
this occasion it was fi ttingly sponsored by Gumtree, 
an affi  liate of e-Bay and Jeff  Osborne, the former 
RMI CEO who now heads up Gumtree Automotive, 
gave the fi rst presentation.

Osborne provided some compelling facts on 
the growing importance of digital retailing in his 
address. For instance he said that already 80% of 
the vehicle purchasing process takes place online 
with Gumtree Automotive alone attracting 94 000 
unique visits a day and 24 million visits in a month! 
Importantly, users spend an average of 9 minutes on 
each visit which is contributing to Auto challenging 
to be the No. 1 vertical category on the Gumtree site.

A few days aft er the CAR Conference, I attend-
ed the Standard Bank People’s Car announcement 
which included some interesting panel discussions. 
One of the statements made by a panel member was 
that whereas in the past a person would visit a deal-
ership four or fi ve times before fi nalising a deal, this 
time frame had shortened to an average of 1.2 visits 
as most of the information about the car, available 
options and colours as well as methods of fi nanc-
ing the purchase had already been gleaned from 
the web.

Th e head of Gumtree Automotive also added 
some amazing facts from Germany where 100% of 
used vehicles are now listed on one or other website 
while 79% of new car stock is listed online too. Most 
touch points in the buying process are now avail-
able digitally and the result is that the private car 
buying process in Europe’s strongest economy has 
shortened from six to three months.

One development that seems inevitable is that 
huge dealership facilities will not be necessary in 
the future. As Dave Duarte, the MD of Treeshake, 
who acted as master of ceremonies at the confer-
ence, said: “More clicks (on the computer) mean less 
bricks (for dealership facilities).”

Bruce Allen, the national chairman of NADA, 
was (understandably, given his position) rather 

more cautious in his approach to digital retailing, 
saying that he saw major benefi ts in using digital 
tools for retailing used cars, but said he still believes 
it is very important to have a knowledgeable human 
interface with a customer when he or she is buying 
a new vehicle. Allen said that NADA already had a 
wide focus on the digital arena, particularly as re-
gards adherence to recent government legislation in 
this sphere.

Th e NADA national chairman warned that there 
were many participants in web marketing and it 
was up to dealers to ensure they linked up with rep-
utable organisations as making the wrong decision 
can be very costly.

Allen added: “Th e retail motor industry in 
South Africa – and globally – has moved away from 
measuring Customer Satisfaction to a more long 
term measure of Customer Loyalty. Th is means a 
one-on-one engagement with the dealership person-
nel, with a reasonable level of digital engagements.”

Th e NADA national chairman said that the 
industry now stands the risk of over contacting 
customers through programmes run by the manu-
facturers or distributors and those managed by 
the dealers.

“Eff ective digital marketing and communica-
tion is critical, the trick is fi nding the balance where 

customers are not alienated from human engage-
ment,” commented Allen. “In an over-represented, 
low volume market South African dealers must fo-
cus more on relationship management and custom-
er loyalty, using the relevant digital tools according 
to their customer needs.”

Chris Prinsloo, the COO of the Eastvaal Motor 
Group, said it was very important that dealership 
personnel adapted to dealing with tech savvy con-
sumers and dealers must use digital tools as “force 
multipliers” for the sales and service teams.

Dylan Kohlstadt, the CEO of Shift one Digital, 
said it was important for dealers to optimise use of 
the various search engines among their digital tools 
to search content and see how this information can 
be used to ensure leads become sales. She also gave 
an interesting presentation on web page design as 
a means of showcasing excellence and to set your 
dealership apart.

Th e keynote address was made by Marcus 
Sheridan, of the United States, who was the 
founder of the very successful Sales Lion organi-
sation. His address explained how one can make 
the internet your best friend and so dramatically 
increase sales.

Th e seventh speaker was Mike Abel, CEO of the 
Saatchi Abel advertising agency, who used a num-
ber of videos as case studies to show new trends 
in car retailing and how one can sell cars while 
also building the brand of the car and the dealer-
ship at the same time by using technology and 
digital media. ■

Digital revolution under way in SA vehicle retailing

A panel discussion underway at the CAR Digital Dealer Conference at the JSE building 
in Sandton. The panellists (from left) are: Jeff Osborne, Head of Gumtree Automotive; 
Chris Prinsloo, COO of Eastvaal Motor Group; Marcus Sheridan, Founder of the Sales 
Lion; Bruce Allen, National Chairman of NADA; Dylan Kohlstadt, CEO of Shiftone Digital; 
and Dave Duarte, MD of Treeshake.

The trick is fi nding the balance 
where customers are not alienated 

from human engagement.
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Every year, Discovery Insure recognises its top per-
forming partners through the Discovery Insure 
Partner Awards. Feedback from clients forms the 
foundation of these awards, which were particu-
larly signifi cant this year as Discovery Insure won 
the Sunday Times Top Brands Survey for the Best 
short-term insurer in the consumer category.

“Th e Partner Awards were created to reward 
our partners for providing world class service to our 
clients,” said CEO of Discovery Insure Anton Ossip. 
“We pride ourselves on delivering exceptional ser-
vice to our clients by partnering with only the best 
service providers.”

Th e awards categories include: Strategic 
Partner of the Year; Strategic Partner Branches 
and Individuals; Top Non-Motor and Motor part-
ners; Top National Panelbeater of the Year; and Top 
Procurement Partner of the Year.

Partners are measured according to vari-
ous criteria including: Client feedback received 
from Member based research; Compliments from 
Discovery Insure clients;

Complaints; BEE score; and Discovery Insure 
Online training.

Th is year, Discovery Insure introduced a com-
pliments draw. All staff  of the various Discovery 

Insure Partners were able to compete and the top 25 
individuals with the most compliments overall were 
entered into a draw to win a holiday.

Th ere were 31 winners in total, but the three 
main awards were:

 ■ National Panelbeater of the year: Car World
 ■ Procurement Partner of the year: J Cell Bar.

 ■ Strategic Partner of the year: BP 
“Congratulations to each of our partners for an 

exceptional year and congratulations to our win-
ners in particular,” said Ossip. ”We are confi dent 
that this will inspire even more excellent service 
levels for our clients and that next year’s awards will 
be coveted by all participants.” ■

Discovery recognises service delivery excellence

Certifi cate granted to Car World, 
winner of the National Panelbeater 
of the year category. From left to 
right: Francois Theron COO Discovery 
Insure, Dion Scanlen Car World, 
Themba Baloyi Executive Director 
Discovery Insure, Anton Ossip CEO 
Discovery Insure.

Certifi cate granted to BP recipient of 
the Strategic Partner of the year award. 
From left to right: Francois Theron COO 
Discovery Insure, Renny Letswalo of BP 
South Africa, Themba Baloyi Executive 
Director Discovery Insure, Anton Ossip 
CEO Discovery Insure and Tebego Mekoa 
of BP South Africa.

BY ROGER HOUGHTON

Kogivethi (Kogi) Govender, a Master Service 
Advisor at McCarthy Toyota Edwin Swales Drive, 
in Durban, is the Motor Industry Staff  Association 
(MISA) Woman of the Year for 2015. She was an-
nounced as the winner out of fi ve regional fi nal-
ists at a gala function held in Johannesburg on 
November 10.

Her prize includes an educational trip over-
seas which is likely to be to attend the National 
Automobile Dealers’ Association (NADA) con-
vention in the United States at the end of March 
next year.

Kogi, a single mother of two, has not only up-
lift ed herself and her children from less than ideal 
circumstances but recently became a Toyota Master 
Service Advisor and has now set her sights on be-
coming a Service Manager. She has dedicated her 
life outside her work to helping abused women in 
her community and is an Outreach Coordinator 
in Umkomaas; every Saturday she coordinates 
three soup kitchens in three diff erent informal 

settlements in the area and also cooks in one of the 
kitchens each week.

“Th e four judges, Evelyn De Wee, Lara Th eron, 
Ester de Beer and Susan Riva, were unanimous 
in their decision as to the winner this year,” said 
MISA’s CEO for Operations, Martlé Keyter, who 
is also the National Coordinator of the MISA 
Women’s Forum.

Th e latter organisation within MISA strives to 
give recognition to women in the retail motor in-
dustry. Th e highlight is the annual MISA Woman of 
the Year competition where candidates do not have 
to be in a senior position, but must make a diff er-
ence in the lives of others while being a role model 
to other women in the industry.

Th ey must display the potential to grow and 
develop personally and professionally, have a strong 
community and career focus, while still living a 
balanced life.

“Kogi impressed the judges with her inner 
strength and quiet determination to succeed on all 
levels of her life. We know Kogi has all the quali-
ties to be a role model for everyone in our industry,” 
added Ms. Keyter.

Th e other fi nalists in the 2015 competition 
were: Tracy Weise, Dealer Principal of Market 
Square Volkswagen, Kelston Motor Group, 
Uitenhage (Eastern Cape region), Lauren Scott, 
Sales Executive at Scott Auto in Bethlehem (Free 
State/Northern Cape region), Celeste Grunder, 
Financial Manager: North Region, Lindsay 
Saker, Imperial Group, Johannesburg (Northern/
Highveld region) and Cheryll Jaft ha, Assistant 
Branch Accountant, Mercedes-Benz Culemborg, 
Sandown Motor Holdings, Cape Town (Western 
Province region). ■

McCarthy Toyota service advisor 
is MISA’s Woman of the Year

Kogi Govender (centre), with Louise 
Bennett (left), chairperson of the MISA 
Women’s Forum and vice-president of 
MISA, and Martlé Keyter, the MISA 
CEO – Operations.
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Th e Automotive Industry Development Centre 
(AIDC) in Rosslyn, Pretoria, has implemented an 
augmented-reality welding solution for its trainees.

“Th e Soldamatic augmented-reality welding 
simulator is being used to upskill trainee welders 
without the need for a formal training environ-
ment. Th e simulator does not incur costs such as 
welding rods, steel plates and oxygen and there is 
no need for special clothing or ventilation,” said Bez 
Sangari, CEO of Sangari South Africa, the sole dis-
tributor of the product.

“Th e system provides augmented-reality 
3-D vision in a simulated workshop environ-
ment. Payback for a large training institution is 
about 18–24 months, which is achieved because 

no materials are used and the unit requires no 
special environment.”
Th e simulator consists of a hardware unit the size of 
a standard PC, with a built-in screen that allows the 
trainer to view the student’s progress in real-time 
and is recorded. Th e trainee wears the augmented-
reality headgear which generates realistic welding 
graphics such as the weld pool and beam. It emits 
simulated sparks and smoke and simulates heating 
at the aff ected area, all seen through the student’s 
headgear. It also simulates cracks, fi ller material, 
gravity and undercutting.

“Welding skills can be trained for specifi c ap-
plications and the student’s performance measured 
in a fair, reliable and unbiased manner. Th e unit 

includes 93 diff erent training lessons and custom-
ised lessons can also be added,” added Mr Sangari.

Both the trainer and trainee are able to analyse 
and assess the welding performance in a video for-
mat aft erwards and evaluate skills such as the weld-
ing velocity, stick out, travel and working angles. 
When required, maintenance and upgrades of the 
soft ware can be done remotely. ■

AIDC implements augmented-reality training

Volkswagen Group South Africa’s manufacturing 
plant in Uitenhage is the fi rst of the 119 production 
plants in the VW Group production network to re-
ceive the ISO9001:2015 standard certifi cation from 
TÜV NORD Hanover.

It took the VWSA‘s Quality Assurance de-
partment just six weeks to meet the requirements 
of the new ISO9001:2015 standard. Th e annual 
Management System audit undertaken by TÜV 
NORD Hanover from 2 to 10 November, shows that 
VWSA is compliant with the new ISO9001:2015, 
VDA6.1 and Conformity of Production standards.

Th is guarantees that the Uitenhage plant has 
the management systems in place as a pre-requi-
site for export to international customers. It also 
ensures the continuation of VWSA’s export pro-
gramme and provides assurance to customers, 

suppliers and employees that VWSA is compliant 
with international standards.

“ISO9001:2015 Quality Management Systems 
is the world’s leading quality management stand-
ard and we are proud to be the fi rst manufacturing 
plant in the VW production network to achieve 
this certifi cation,” said Th omas Schaefer, Managing 
Director of Volkswagen Group South Africa.

Th e International Organisation for Standard-
isation based in Geneva, Switzerland has allowed 
companies a three year transition period to con-
vert to the new standard which is described as the 
most signifi cant change to the ISO 9001 standard 
since inception.

“Th is year will see VWSA exporting over 
66  000 Volkswagen Polos. For our international 
customers this certifi cation confi rms that our 

management system complies with the latest global 
requirements,” Schaefer concluded. ■

TÜV NORD Hanover auditors Harald 
Brandt (1st from left) and Kay Jürgensen 
(centre) congratulate VWSA on the 
ISO9001:2015 certifi cation with António 
Pinto (Production Director), Percy Smith 
(Human Resources Director) and John 
Loughead (VWSA Quality Assurance).

VWSA leads the way with new international certifi cation

ExxonMobil has opened a new offi  ce and appointed 
a new authorised distributor, Centlube, to represent 
its lubrication business in South Africa.

While ExxonMobil has operated in the country 
for many years, the new Cape Town branch is the 
fi rst dedicated lubricants offi  ce to open in SA since 
2005. In addition, lubrication specialist Centlube 
now distributes ExxonMobil’s advanced lubrication 
solutions country-wide for passenger vehicles, com-
mercial vehicles and industrial equipment.

“South Africa holds great potential, therefore 
our commitment to long-term development in 
the market,” said Lawrence Kearns, Sales Director 
for ExxonMobil Europe, Africa and Middle East. 
“With Centlube’s team by our side, we can com-
bine our leading-edge solutions with their market 
knowledge and experience to help customers opti-
mise performance, reduce costs and enhance the ef-
fi ciency of their cars, trucks and machines.” ■

Gerald De Causemaeker from ExxonMobil, Clint Nickall of Centlube and Paul Mansour 
from ENX Group celebrate the new partnership with Lawrence Kearns and Vincent 
Cartier from ExxonMobil.

ExxonMobil expands operations and appoints new distributor in SA
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Corporate Social Responsibility

Earlier this month, Chevrolet Ute Force spent a 
week in the heart of Cape Town making dreams 
come true for players, aspiring youngsters and 
hopeful captains from in and around the city.

Soccer teams from 10 local schools in and 
around Cape Town were invited to play soccer and 
received brand new kit as part of a recent initiative 
with Chevrolet and Dreamfi elds Projects.

According to Tim Hendon, Chevrolet Brand 
Manager, soccer brings communities together 
and gives children the opportunity to real-
ise their own dreams and potential. “If some-
thing as simple as a ball can build a dream for a 
child, then that is a dream we are going to help 
make true.”

In partnership with Dreamfeilds Projects, 
Chevrolet has enabled many youngsters to enjoy 
soccer in various communities across the coun-
try. Said Dreamfi elds Project CEO, John Perlman: 
“Dreamfi elds is delighted to be growing dreams 
with Chevrolet in the Western Cape. Th is part of the 
country has led the way in growing the grassroots 
game, producing stars like Shaun Bartlett, Benni 
McCarthy and Quinton Fortune and Chevrolet’s 
contribution of One World Futbols and DreamBags 
to schools in the area have made a big contribution 
to an excellent tradition.”

Since 2013, the Chevrolet Ute Force project has 
impacted more than 240 schools in South Africa. In 
addition, Chevrolet SA has distributed more than 

60 000 One World Futbols in needy communities 
across the country.

Each event is recorded and the videos are 
shared to inspire corporates companies in South 
Africa to do their bit too. ■

Chevrolet makes soccer dreams come true

Th e Ford Struandale Engine Plant earned two 
accolades at the recent Nelson Mandela Bay 
Business Chamber (NMBBC) 2015 Health and 
Wellness Awards in recognition of its far-reaching 
community projects.

Ford received the Special Award in the Wellness 
Innovation category, which recognised the success 
of Ford’s high-impact community projects over 
the past year. Th is included the numerous projects 
conducted as part of Ford’s Global Week of Caring, 
held in September each year, which saw shipping 
containers being converted into housing units, 
kitchens and multi-purpose community centres.

It also featured the company’s initiatives for the 
annual Mandela Day in July, which involved em-
ployees revamping dwellings for impoverished resi-
dents, and manufacturing 67 cots and beds for lo-
cal charities and crèches – all produced from scrap 
materials. Employees also donated mattresses and 
bedding to this cause.

Aside from the Wellness Innovation award, 
Serano Vardy, a wellness counsellor at the 
Struandale Plant, received a runner-up certifi cate 
in the Wellness Champion category for his tireless 
eff orts to drive the Eastern Cape Provincial Peer 
Educators programme.

Th e awards formed part of the Business 
Chamber’s Health Summit held in Port Elizabeth 
in October. ■

Serano Vardy (centre) receiving his runner-
up certifi cate.

Ford wins health and wellness awards

Twenty four hours may seem like a short time, but for 
Meruschka Govender, better known as MzansiGirl, 
it was ample time to crisscross her home town in a 
Qashqai in search of some #NissanMagic.

“I want to inspire young people to become tour-
ists in their own town by showing them some of 
my favourite places in the heart of Johannesburg,” 
said Govender.

MzansiGirl has called on her loyal social fol-
lowing to fi nd three young South Africans between 
the ages of 18 and 24 to join her on her inner city 
weekend adventure and she focused on people 
who are aspiring to become professionals in the 
travel industry.

“Th e tourism industry most oft en focuses on 

travels outside our city and even outside our bor-
ders, while there is so much to see and experience 
right under our noses. I want to show these aspiring 
professionals what they are missing out on and in-
spire them to share the experience with friends and 
future clients,” she said.

Aft er a careful selection process, MzansiGirl 
loaded the three candidates in her Nissan Qashqai 
and took them to some of her favourite places 
in Jozi, including Braamfontein, Maboneng and 
Constitutional Hill. She also took them on a spe-
cial graffi  ti walk to expose her guests to the world-
class outdoor art that is hosted by the city as part of 
the recent CityofGold project of which Nissan was 
part sponsor.

Follow the #NissanMagic campaign on Twitter 
at @nissanza, Facebook.com/NissanSouthAfrica 
and on YouTube at Nissan South Africa. ■

MzansiGirl makes #NissanMagic
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Working Wheels

Babcock appointed 
distributor for Terex Trucks 

in southern Africa

Terex Trucks, which was fully acquired by Volvo 
Construction Equipment, Sweden in June 2014, 
has appointed Babcock International as the offi  cial 
distributor of its rigid and articulated haulers in 
southern Africa, eff ective as of 1st October 2015. In 
addition to supplying new machines, Babcock will 
also provide parts and other essential aft ermarket 
support services to customers in South Africa and 
neighbouring countries.

Headquartered in Motherwell, Scotland, UK, 
Terex Trucks is a manufacturer of off -highway 
rigid and articulated trucks that are used in min-
ing, quarry and construction applications around 
the world. Th e Volvo acquisition, which includes 
ranges of rigid dump trucks with payloads from 
32 to 91 tons and articulated dump trucks from 25 
to 38 tons payloads, will greatly complement the 
other Volvo Construction Equipment products that 
Babcock represents.

Babcock is well geared to incorporate the Terex 
Trucks business into their current infrastructure, 
especially with the opening of their state-of-the-art 
branch in Middelburg which will serve as the head 
offi  ce for the Terex Trucks brand. Th is branch has 
been designed with large work bays that will accom-
modate trucks up to 100 tons.

Roger O’Callaghan, CEO – Babcock 
International Group Africa, regards the move as 
highly benefi cial to the two companies. “Babcock 
is very excited to incorporate Terex Trucks into our 
current portfolio. We have a long and successful 
relationship with our Volvo CE partners and look 
forward to an equally rewarding relationship with 
our new Terex Trucks friends.” ■

Major milestone for ITSA
Earlier this month Isuzu Trucks South Africa (ITSA) celebrated a major milestone 
when the 30 000th Isuzu truck rolled off the production line at GMSA’s Kempston 
Road plant. This was achieved during an eight year period of production under 
ITSA, after a joint venture for truck manufacturing was formed between Isuzu Motors 
Limited of Japan and GMSA. The consolidated company was then named Isuzu 
Trucks South Africa (Pty) Limited.

BY ANNELISE VAN DER LAAN

Th e OneLogix Group continued setting the pace 
in promoting road safety amongst truck drivers 
when it held its fourth annual driver competition 
end-November. Th e fi ve-day event was held at the 
specialised Gerotek test facility west of Pretoria, 
with the very well qualifi ed and experienced 
Gerotek staff  doing the training and the judging.

Th e event was contested by 16 pre-qualifi ed 
drivers from various companies within the 
OneLogix Group of Companies, which employs 
more than 1 400 people and has over 800 vehicles 
in its fl eet.

Th e drivers drove articulated trucks, with 
and without trailers, in the four days of training. 
Th e fi nal winners were determined between the 
top three on the fi ft h day of the competition.

Ian Lourens, CEO of OneLogix, which was 
established 25 years ago, is very supportive of 
this important training initiative, which is driven 
by the Safety, Health, Environment and Quality 
Assurance (SHEQ) manager at OneLogix Vehicle 
Delivery Services (VDS), Pierre van Schalkwyk.

Th e pre-qualifi ed participants are selected 
aft er fi ltering a whole year’s driving performance, 
with the evaluation period running from the 

beginning of October to the end of September the 
following year.

Van Schalkwyk says that this annual event 
has grown in stature to become one of the biggest 
training events actively promoting road safety. 
“We believe this driver competition is an excel-
lent example of how to motivate drivers to better 
their skills and so contribute to improving safety 
for all road users,” concluded van Schalkwyk. ■

OneLogix truck drivers show how it’s done

Terex Trucks is a manufacturer of off-
highway rigid and articulated trucks.

H Ramela - OneLogix Winner.
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Motorsport

BY ROGER HOUGHTON

Th e revitalised World Endurance Championship 
(WEC) racing series for sports cars is proving an 
excellent catalyst for encouraging speedy develop-
ment of high performance hybrid power unit tech-
nology that also save fuels.

Importantly this technology can be transferred 
fairly quickly to production cars that will benefi t 
ordinary owners, particularly in terms of overall 
effi  ciency. Transfer technology is, in fact, already 
taking place moving from the racing teams to the 
road car research and development divisions of the 
participating manufacturers.

Another big plus about the WEC is that it is 
providing very exciting racing despite the fact that 
races last either six or 24 hours, while the compet-
ing cars are very well matched despite them all us-
ing diff erent systems of combining internal com-
bustion engines with electrical energy sources.

Early adopters of hybrid power units for their 
sports racing cars were Peugeot (2008), Audi (2011) 
and Toyota (2012) with Porsche returning to the top 
category in 2014 for the fi rst time since 1998 when 
it introduced the 919 Hybrid. Nissan also entered 
the WEC briefl y with its oddball, front-wheel drive, 
mid/front engined GT-R LM Nismo for this year’s 
Le Mans 24-hour race but it subsequently withdrew 
to develop the car further aft er a disappointing de-
but in the French classic.

Porsche may have been late in joining the fray, 
but with a rich history of success in motorsport, in-
novative design and an amazing reputation for engi-
neering excellence the company collected both the 
manufacturers’ and drivers’ world championships 
in only its second year of participation in the WEC. 
Th e previous time this famous sports car maker had 
won the world sports car championship was in 1986.

Porsche had already wrapped up the manu-
facturers’ title before the eighth and fi nal event on 
the 2015 WEC calendar took place in Bahrain on 
November 21, but the drivers’ championship was still 
up for grabs between the Porsche and Audi teams, 
which are both members of the Volkswagen Group.

Th e nail biting tussle between these two teams 
ended with a Porsche 919 driven by Neel Jani, 
Romain Dumas and Marc Lieb taking the chequered 

fl ag 1 min. 25.3 sec. ahead of the leading Audi R18 e-
Tron driven by Andre Lotterer, Benoit Treluyer and 
Marcel Fassler aft er a drama-fi lled race.

Th e two TS040 Hybrids of defending champi-
ons Toyota fi nished nose-to-tail in third and fourth 
places aft er running very reliably. However they 
were not quick enough to challenge the German 
cars, fi nishing three laps behind the winning 
Porsche which covered 199 laps of the 5.4km circuit 
that was built to host Formula 1 races in the arid 
desert that is Bahrain.

Both second cars in the Porsche and Audi teams 
experienced problem; the Porsche had problems 
with the throttle actuator and the Audi encountered 
front brake maladies, which cost both cars valuable 
time. Th en, in the dying minutes of the race the 
second Audi was given a 3-minute stop-go penalty 
for a tyre infringement which allowed the second 
Porsche 919, driven by Mark Webber, Brendon 
Hartley and Timo Bernhard, to take a comfort-
able fi ft h position and the trio thereby clinched the 
world drivers’ title by a fi ve-point margin over the 
drivers of the second-placed Audi.

It was a crying shame to see the pathetically 
small crowd that turned to watch this thrilling title-
decider at the Bahrain International Circuit. Huge 
stands were empty and there was only a sprinkling 
of spectators on the main stand, opposite the pits. I 
would say it was hundreds, not thousands of peo-
ple. Obviously the Bahraini do not have an interest 
in motorsport.

Many years ago motorsport was heralded as 
“improving the breed” while also contributing to 
sales with the slogan “Win on Saturday (or Sunday). 
Sell on Monday”. However, over the years motor-
sport administrators worldwide have increasingly 
corralled the specifi cations of competing cars and 
motorcycles which has inhibited innovation and 
forced designers and engineers to try and bend the 
rules to gain an edge over the competition, which 
isn’t healthy.

Th e tight controls on Formula1 racing is a good 
example of how innovation is being inhibited and 
public interest is subsequently waning.

Th e WEC regulations on the other hand are 
managing to equalise the performance of a variety 
of power units to provide close and very exciting 
racing. Amazingly these cars, which are arguably 

the most complex in the history of motor racing, 
are also proving very reliable. In fact, only one of 
the factory cars from Porsche, Audi and Toyota has 
failed to fi nish in eight events this year. Th at was a 
Porsche in the opening event at Silverstone, when 
the Webber/Bernhard/Hartley car had to retire 
with a gearbox problem.

Porsche really gave its opponents a wakeup 
call this year and showed they are very quick 
learners as they won six of the eight events in their 
second year in WEC and were second in the other 
two events.

Last year’s champions, Toyota, which has been 
the trendsetter in producing and marketing petrol/
electric passenger cars for the public, has promised 
an all-new car in 2016 which should be at least on 
equal terms with the Porsche and Audi. It remains 
to be seen what plans Nissan has for the WEC in 
2016, but this endurance racing series promises to 
once again be the cream of the motor racing crop in 
2016 as interest in F1 continues to wane. ■

Endurance Racing
improving the breed …. quickly!

A number of the Volkswagen Group’s 
senior management were at Bahrain for 
the fi nal round of the World Endurance 
Championship. Here AutoLive’s Roger 
Houghton (right) is seen with the new VW 
Group CEO, Matthias Müller in the Porsche 
hospitality suite at the track. 

The Porsche 919 No. 17 of Mark Webber, 
Timo Bernhard and Brendon Hartley, did 
not win the Bahrain race, but its fi fth place 
was suffi cient to earn the drivers the world 
championship. 
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BY STUART JOHNSTON

In 1965 you could buy a Jaguar Mk II 3,8 in South 
Africa for R3 990, or a Mercedes 220 SE for R4 016. 
A Mini 850 cost you about R1 095, at that time the 
cheapest new car on the South African market, 
while the Mini Cooper S cost R1 700

Th ese prices, taken from the February 1965 edi-
tion of Car Magazine, give you an idea of the spread 
of cars available here, and also reveal that the most 
expensive car on the market only cost four times 
what the cheapest car did.

Th ings are not like that today. If you fi gure that 
a Datsun Go at around the R100  000 represents 
pretty much the base line in terms of new car prices 
here, and equivalent to a humble Mini 850 back 
then, and that a top fl ight Merc cost only four times 
as much in 1965, you would then expect an S-Class 
Merc, or a BMW 7 Series equivalent, to cost about 
R400 000 today.

Not so. Th e top-spec S-Class Mercedes sells for 
around R3-million in AMG long-wheelbase form, 
more if you have added just a few options. So the 
spread between the cheapest and most expensive 
cars here has increased enormously. Of course, back 
then, the diff erence between a so-called base spec 
car and a luxury car was not all that huge. Luxury 
cars weren’t crammed with features the way they 
are today.

Although … that’s not entirely true! Th e 
Americans were the originators of the “options 
game”. As the illustration on this page shows, the 
1965 Ford Mustang ordered by Mrs E.C. Loots of 
Sandown in June 1965 had a base price of a modest 
R2 347. Holy shoot! At that price, one wonders why 
South Africa wasn’t swarming with Mustangs!!!

Of course, the answer lies in the excise tax you 
had to pay in those days. Th e cost of import tax and 
shipping for Mrs Loots’ 1965 Fastback Mustang to-
talled R2 028, 77, almost as much as the base price of 
the car. And that tax rate was cheaper than it would 
become in later years, rising to an eff ective 115 per 
cent in the early 1990s.

So it is reasonable to assume that Mrs Loots ended 
up paying about R4  400 for her Mustang, landed 
here and licensed. But the form on the right in the 
windscreen reveals that Mrs Loots started ticking 
quite a few options boxes when she specifi ed her 
Mustang, and when she’d added power brakes, 
power steering, air-conditioning and a whole bunch 
of other stuff , the “fi rm” price, before tax, was in 
fact R3 245.

It seems that she only paid duty on the base 
price, but nevertheless, that Mustang cost her about 
R5  260 when all was done and dusted. I seem to 
recall that an E-Type Jaguar at the time cost about 
R6 000 in South Africa back then. Lest you guys feel 
sorry for yourselves now, consider that a salary of 
around R150 to R200 per month back then was con-
sidered pretty good for your average working man. 
Women got paid a lot less!

All of this brings me to the launch of the new 
Ford Mustang, due to take place in the Western 
Cape in the fi rst week of December, with cars be-
coming available at dealerships in the fi nal days 
of 2015.

As this is written, it seems as if the new Mustang 
will sell for under R1-million. It will (probably) be 
pitched as a cheaper alternative to a BMW M4 cou-
pé, as the top performance version of the Mustang 
will have similar performance, but trim levels not 
quite in the premium class.

I guess the closest equivalent you could get to 
an M3 or M4 in 1965 was a Jaguar Mk II 3.8, a car 
that would do about 190 km/h back then, compared 
to the Mustang’s top whack of around 175 to 180 
km/h. So that price of a Mustang was a bit on the 
high side, landed here in SA. But consider that only 
about 80 examples were offi  cially imported here 
by Ford Motor Company South Africa in ‘65, and 
you’d realise that people with fi nancial means were 
well willing to pay for the exclusivity factor.

It is certain that Ford dealers here already have 
far more orders for the new Mustang than they can 
fi ll, stock-wise, in the next six months or so. But all 
things considered, in 2016, the new Mustang is go-
ing to be well-priced compared to what it was back 
in 1965.

We’ve had to wait 50 years or so for the 
Mustang to be available here in right-hand drive. 
What amazes me is how many of those original 
1965 models are still around, many of them in 
show-room condition. ■

Mustang Musings

Mustang Sales Document in South Africa 
in June 1965.

A 1965 Mustang fastback.

The 1965 Ford Mustang ordered 
by Mrs E.C. Loots of Sandown 

in June 1965 had a base 
price of a modest R2 347.
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