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Fiat makes a bakkie

BY ROGER HOUGHTON

Year-on-year retail vehicle sales in South Africa fell 
for the second successive year in 2015 with a drop 
of 4.1% in the overall market compared to 2014. 
Total sales last year amounted to 617 927 units 
compared to the 644 259 units retailed in 2014 and 
the 649 215 units sold in 2013. A sorry picture in a 
country where several years ago the industry target 

was set by Minister of Trade and Industry Rob 
Davies to sell one million vehicles a year by 2020, 
with a signifi cant number built locally.

Th e bad news is set to continue as 2016 is ex-
pected to be a lacklustre year for the SA automotive 
industry, particularly in the case of domestic new 
vehicle sales according to NAAMSA. One bright 
spot, however, is that production levels which rose 
last year, should remain in an upward phase on the 
back of further growth in exports.

However, a cloud hanging over the industry 
this year is that it is again time for negotiating a 
(possible) three-year wage and working conditions 
agreement with the unions. NUMSA’s political 
aspirations coupled with the aims for wider recog-
nition of the fl edgling Limusa union, which repre-
sents metalworkers in Cosatu, mean that we could 
be in for another rough ride on the labour front.
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The Tumble Continues

The Toyota Hilux was able to fend off a determined challenge from Ford’s Ranger for superiority in the SA one-ton bakkie market in 
2015, but managed to do so by a margin of 1 768 units at the end of December. Ranger topped both the double cab and extra cab 
segments, but Hilux continued its dominance in the single cab sector where it retailed 18 902 units to the 9 547 Ranger single cabs 
sold. Sales of Hilux, together with Etios, Corolla, Quest and Quantum all played important roles in ensuring Toyota retained overall 
leadership of the SA vehicle market for the 36th consecutive year.

http://www.autolive.co.za
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Domestically economic growth 
continues to disappoint, the falling 
value of the rand has alarm bells 
ringing and the country’s fi scal posi-
tion remains under pressure.

NAAMSA is forecasting total 
vehicle sales in 2016 of 598 200 units, 
made up of 393 000 cars, 175 000 
LCVs and 30 200 trucks and buses. 
Th is equates to a further 3.2% drop 
in sales this year.

Th e global economic environ-
ment is in a period of turmoil as we 
all heard during the fi nancial sum-
mit in Davos. International events 
which dominated 2015 are likely to 
continue in the current ydear. Th ese 
include the global economic slow-
down, notably in Asia, Africa, South 
America and parts of Europe, which 
all adds to the relentless downward 
pressure on commodity prices. Th e 
turn in the US credit cycle is also a 
factor according to NAAMSA.

On the other hand the global 
economic outlook, despite recent 
modest reductions in growth 
projections, generally remains fairly 
positive going forward. Th is situation 
should lend support to SA’s improv-
ing built-up vehicle export perfor-
mance in 2016. Vehicle exports to the 
US, Europe, Australasia and South 
America are expected to show good 
upwards momentum.

Looking back at the vehicle sales 
situation in South Africa in 2015 we 

see that the passenger car segment 
took the biggest plunge with a fall of 
5.9%. Th ere was a decrease of 3% in 
sales of trucks and buses, while light 
commercials just held their head 
above water with an increase of 0.4% 
over 2014.

NAAMSA ascribes the down-
turn in local sales to a slowdown in 
the economy, increases in interest 
rates, pressure on consumers’ dispos-
able income while infl ationary pres-
sures and the falling rang increased 
retail prices.

It was a particularly diffi  cult year for 
dealers, with many under pressure 
to pre-report sales to make targets 
so as to qualify for fi nancial bonus 
benefi ts from OEMs and importers. 
Besides that the industry in South 
Africa is currently one of the most 
competitive in the world with no 
fewer than 52 brands off ering 2 595 
model derivatives.

Th e rental industry was again 
a major player and accounted for 
12.5% of sales.

Preliminary estimates indicate 
that the motor industry’s sales-
related turnover grew by only 3.6% 
in 2015 to reach about R235-billion 
for the year.

Some good news was the strong 
growth in the export of built-up 
units, which reached the highest an-
nual total on record at 337 748 units. 
Th is was an improvement of 20.5% 
on the performance in 2014.

Th e big interest on the local sales 
front was the battle for supremacy in 
the one-ton bakkie market between 
the long-time champion Toyota 
Hilux and Ford’s feisty challenger 
the Ranger.

Although Ranger won a couple 
of rounds during the year in the end 
it was the entrenched Hilux that 
came out on top on a full-year basis. 
Hilux sold 35 684 units to not only be 
king of the bakkies, but also the top-
selling vehicle model range overall in 
SA for 2015. Ranger sold 33 916 units 
and came out top in the double-cab 
and extra-cab categories with Hilux 
dominating single cab sales. Th is was 
also the fi rst time in many years that 
the Hilux has not been dethroned in 
the year of a model run-out as the 
new model arrives here next month.

Th ird in the LCV market was the 
Nissan NP 200 (18 124), fourth the 
Chevrolet Utility (16 341) and fi ft h 
the Isuzu KB (16 318).

Th e Volkswagen Polo Vivo was 
top of the pile among passenger cars 
with sales of 32 384 units, ahead 
of its Polo stablemate (22 758). Th e 
Toyota Etios (16 270) was third, fol-
lowed by the Mercedes-Benz C-Class 
(12 592) and the Toyota Corolla/
Quest (11 975). ■
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can accept any responsibility for 
any damages or injury which may 
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MONTHLY SALES STATISTICS

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

CLICK HERE to access

The passenger car 
segment took the 
biggest plunge with 
a fall of 5.9%.

Aggregate annual industry sales by sector over the past six years

SECTOR 2010 2011 2012 2013 2014 2015
2015 / 2014
% CHANGE

Cars 337 130 396 292 442 604 450 296 438 942 412 826 -5.9%

Light Commercials 133 756 149 301 160 174 167 996 173 759 174 490 +0.4%

Medium Commercials 7 557 9 218 10 104 11 584 11 024 10 488 -4.9%

Heavy, Extra Heavy 
Commercials, Buses

14 464 17 438 17 737 19 340 20 534 20 123 -2.0%

Total Vehicles 492 907 572 249 630 619 649 216 644 259 617 927 -4.1%

Supplied by Naamsa

http://autolive.co.za/stats/sales_stats81.pdf
https://www.facebook.com/pages/AutoLive/1447065302259460
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Editor’s Note
So the fi rst month of 2016 is 
on its head and the 2015 sales 
fi gures are in. Th e picture 
is glum, to say the least. 
But then we expected that 
didn’t we?

So what is there to 
get excited about? Well, as 
always we’ll be treated to a host of new models and prob-
ably the most eagerly anticipated of those is the new Toyota 
Hilux. Th at launch happens next month. Another newcomer 
to the local market we are particularly keen to set eyes on is 
a bakkie from Fiat. Yes, you read right. Th e Fiat Fullback will 
be with us in the third quarter of the year.

Another event which is just around the corner is the 
2016 Car of the Year competition. And it’s going to be a 
tough one! Th e test days happen in the fi rst week of February 
and the winner will be announced at a gala event at the 
beginning of March. Th e line-up of fi nalists represent the 
epitome of motoring excellence on the local market and 
which model will win is anyone’s guess. One thing we can 
say for sure though is that it won’t be a Porsche!

Incidentally, it appears that past Car of the Year fi nal-
ists and winners are popular choices with buyers of used 
vehicles. Seeing that new vehicle sales are still doing a nose 
dive, the second-hand market is on the up so if you’ve always 
dreamed of owning a Jaguar or a Porsche remember that you 
don’t have to buy new!

Th ere are other major events to look forward to in 2016.
Of course the SA Festival of Motoring and the comple-

tion of the revamped Kyalami are top of that list. Th ere’s also 
the SA Bike Festival to look forward to in May. And let’s not 
forget about the SA Automotive Week in October. Th is pres-
tigious event, which focuses on component manufacturing 
and the opportunity for trade in the manufacturing industry 
will see the who’s who of the African motoring scene rub 
shoulders at various seminars, workshops and discussions.

Lastly, what can you expect from AutoLive in 2016? 
We kick of the year with a slightly revamped design but 
rest assured that we will continue to bring you all the news, 
reviews and insider insights that make this industry of ours 
such a dynamic one. Th ere is still money to be made out 
there. We just need to be more creative in our approach. 
Aft er all, you can’t keep a South African down.

Liana Reiners,
Editor
liana@autolive.co.za

To advertise in  contact

Liana Reiners on 083 407 4600 or email on liana@autolive.co.za

Th e competition has grown signifi cantly in 
stature over the last few years to become a 
respected sign of excellence for its winners 
and since it is judged on criteria such as 
value for money, safety, technology and 
performance, it can help you establish what 
cars to consider and pursue in the search for 
your next purchase.

It’s interesting to note, though, that past 
winners and fi nalists remain popular in the 
pre-owned market too. And while new ve-
hicle sales continue to decline, used vehicle 
sales continue to climb. As Jeff  Osborne, 
head of Gumtree Automotive points out, the 
ratio of new cars sold compared to used cars 
sold was roughly 0,5 used to 1 new in 2005. 
Th at number has since risen to 1.7 used cars 
sold for every new car sold. 

Porsche has dominated the last 3 COTY 
competitions, winning last year with the 
Macan, 2014 with the Cayman S and in 
2013 with the Boxster. Th e Cayman S 
(2014’s winner) and 2013’s Boxster are both 
starting to pop up on Gumtree around the 
R750 000 mark.

In the hatchback segment, the two most 
listed cars on Gumtree are the Volkswagen 
Polo and Golf. One of 2014’s COTY 
runners-up was the Golf 7, and given the 
massive demand for these models you can 
fi nd many options on Gumtree ranging 
from R200 000 for entry-level options to 
R400 000 for all the bells and whistles.

In 2014 the Renault Clio also picked 

up a runners-up medal and can now also be 
found on Gumtree, ranging from R160 000 
to R240 000.

Th e competition has also seen the 
Range Rover Evoque and the Nissan Juke 
emerge as fi nalists in recent years and both 
are now fi rm favourites amongst Gumtree’s 
vast second-hand fl eet, as are the updated 
Nissan Qashqai and the Renault Duster.

“Vehicle sales, both new and used, are a 
good indicator of the state of the economy,” 
says Osborne. “Credit health and the Gross 
Domestic Product (GDP) growth are low 
and South African households are putting 
off  purchasing new vehicles as a result. Th e 
aff ordability and variety of the second-hand 
market, coupled with the ease of entry 
into private sales, are encouraging sellers 
to become their own brokers as it were, 
and dealerships are pushing used car sales 
to make up for the shortfall of declining 
new sales.”

Overall, Osborne remains optimistic 
about both new and used car sales in South 
Africa. “We have to remember that the 
country has enjoyed many positive new 
car sales years, which is why the fi gures 
seem grim. However, manufacturers and 
dealerships are becoming more innovative 
to ensure that the replacement loop remains 
active. Better deals, improved cars and other 
aggressive marketing initiatives will keep 
South Africans fi rmly in the drivers’ seat for 
years to come.” ■

Winners Both New and Used
There is little over a month to go before the 2016 WesBank/SA 
Guild of Motoring Journalists’ Car of the Year is announced. 

The Range Rover Evoque.
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Th e fi ve companies selected as part of the pilot 
project are Auto Industrial Foundry, Gasket 
Manufacturing Corporation, Prevail Engineering, 
African Electroplating and Feltex Fehrer.

As part of the programme, the AIDC will 
develop an integrated approach to improve the 
competitiveness of lower tier suppliers, in line 
with the strategy of the Automotive Supply 
Chain Competitiveness Initiative (ASCCI). 
Th e organisation will also leverage off  its own 
supplier development programmes to drive 
supply chain development growth across the 
automotive industry.

Over the last decade, the AIDC’s Supplier and 
Enterprise Development department has worked 
closely with various automotive industry institu-
tions, as well as the UNIDO to develop and imple-
ment the Tirisano Cluster Programme, which was 
supported by the dti.

Speaking at the project kick-off , Robert 
Novak, Industrial Development Offi  cer at 
UNIDO, said that it is an inception-phase pro-
gramme to boost sustainability and best practices 

amongst small and medium enterprise suppliers 
in South Africa.

“We are currently working on a one-year pilot 
programme and we hope to develop SMMEs into 
globally competitive companies,” said Novak. “At 
the end of the pilot phase, we will launch a fully-
fl edged programme over the next three to four 
years,” he added.

Jens Dyring Christensen, Chief Technical 
Advisor at ILO, explained that labour relations 
and good work practices can assist to improve 
productivity and global competitiveness at local 
automotive manufacturing plants. “Th is assists 
in raising productivity levels in local automo-
tive manufacturing companies and can also 
reduce absenteeism.”

Claude Pillay, Senior Project Manager at the 
AIDC, explained that the programme’s meth-
odology was a result of a collaboration between 
the AIDC, UNIDO and ILO. “Each organisa-
tion was able to off er expertise from their own 
previous programmes and this contributed 
towards developing a methodology which can be 

implemented at primarily lower tier automotive 
manufacturing companies,” he said. “We want 
to develop a fi nal methodology with input from 
the industry during the pilot phase, and we will 
have regular discussions with our fi ve participat-
ing companies to shape the fi nal programme,” 
he explained.

Nkumbuzi Ben-Mazwi, Department Manager: 
Supplier and Enterprise Development at the AIDC, 
was elated to get the project off  the ground. “Th e 
AIDC and UNIDO previously collaborated on 
similar programmes, with 65 companies who ben-
efi ted from them,” said Ben-Mazwi. “ILO will also 
support our programmes with labour relations and 
stability matters based on their global expertise on 
this topic,” he added.

Due to the AIDC’s mandate of developing 
Gauteng and the South African automotive sector, 
the organisation continues to play a critical role 
in developing and enhancing the existing supplier 
development initiatives.

Th e pilot programme kicks off  with its fi rst 
training session during the fi rst quarter of 2016. ■

Programme to Upgrade Suppliers Launched
The Automotive Industry Development Centre (AIDC) in Gauteng, United Nations Industrial Development 
Organisation (UNIDO) and the International Labour Offi ce (ILO), have launched a pilot programme for the 
development and application of a methodology to upgrade tier 2 and lower suppliers in the local automotive industry.

Representatives of the AIDC, UNIDO and the ILO at the launch of a pilot programme for the development and application of a 
methodology to upgrade tier 2 and lower suppliers in the local automotive industry.
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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 011 784 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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Industry Insider

BY ROGER HOUGHTON

Jeff  Osborne, the head of Gumtree Automotive 
and a well-seasoned motor man with wide retail, 
aft ermarket and service industry experience, says 
he is very pleased that he has been able to become 
an active member of the digital society at the back 
end of his working career.

“I fi nd the digital environment such as 
Gumtree provides an excellent interface between 
customers and sellers, be they manufacturers, deal-
ers or members of the public,” said Osborne.

“I only moved into digital selling in 2013 when 
I retired as CEO of the RMI at the mandatory age 
of 65 and joined eBay-owned Gumtree to monetise 
the Auto category. Although I do not have youth 
on my side I made sure I had youth AT my side by 
recruiting a motivated team of 13 young people 
well versed in the requirements for developing a 
powerful but easy-to-use internet portal. I now 
know it is possible to teach an old dog new tricks!”

Gumtree Auto was only launched in October 
2014 but it has already risen to a strong No. 2 in its 
space in South Africa. Osborne says his main con-
cern is ensuring Gumtree Auto remains customer 
centric which means constantly talking to dealers – 
whom he fi nds very knowledgeable – and listening 
to their suggestions.

“Lessons learned running my own busi-
nesses and heading up the RMI for 13 years 
provided an excellent platform for my new career,” 
added Osborne.

Th e Head of Gumtree Auto was born in 
Johannesburg and was a petrol head from his 
earliest years, helping his dad work on cars at their 
home in Bryanston. Aft er completing his matric – 
and much against his father’s wishes – he became 
an apprentice motor mechanic at Connock’s 

Motors in Johannesburg. His father had hoped his 
son would become a lawyer!

Th e apprenticeship provided an excellent 
grounding for this petrol head who particularly 
enjoyed working on Austin Healey, MG and Jaguar 
sport cars at the Atkinson Oates dealership. How-
ever, only two months aft er qualifying as an artisan 
he moved to the technical department of Caltex 
where he worked for 14 years, rising to the position 
of Manager – Technical Sales, Caltex SA (Pty) Ltd.

Osborne had always wanted to have a business 
of his own and when the opportunity arose in 1983 
to take over a Zenex fi lling station in Beyers Naude 
Drive, Northcliff , Johannesburg, he grabbed it with 
both hands. It was then pumping 60 000 litres a 
month and in the 16 years he owned it he lift ed 
sales to 700 000 litres a month which made it the 
highest volume Zenex station in South Africa.

He had also opened what was the fi rst conveni-
ence store at a fi lling station in 1983 as well as the 
fi rst high volume car wash facility. During this 
period Zenex permitted him to operate two more 
Zenex fi lling stations in nearby suburbs.

During his time as a fi lling station operator he 
had gotten involved with the then Motor Industries 
Federation (MIF) as a member of the Fuel 
Association. He moved out of the fi lling station 
business in 1999 to concentrate on his Autoglym 
car care manufacturing and distribution company 
which his son had been running.

However there was soon a major turn in 
Osborne’s career path when he was approached 
to join the newly-formed Retail Motor Industry 
organisation (RMI) to head up the Retail Fuel 
Association due to his experience in this business. 
What happened is that when the RMI was formed 
in 1999 out of the Motor Industry Federation 
(MIF) and SA Motor Industry Employers 
Association (SAMIEA) it resulted in the fuel 

retailers breaking away from the new entity.
Under Osborne’s leadership as National 

Director of the Fuel Association he managed 
to claw back a substantial number of its former 
members. Th en in 2001 Derrick Dixon, who had 
led the formation of the RMI, retired and Osborne 
was appointed CEO of the RMI, a position he was 
to hold for the next 13 years.

In the words of RMI President Barry Canning, 
writing a tribute to Osborne on his retirement in 
June 2013: “... he played a pivotal role in nurturing 
the RMI and moulding it into the strong organisa-
tion it is today. Osborne was instrumental in eff ec-
tively developing the new RMI brand and raising its 
profi le at all levels of government as well as within 
the relevant and related business sectors and among 
consumers. Th e RMI and its members have benefi t-
ted from the additional exposure that is largely the 
result of the eff ort Osborne put into establishing a 
considerable network of contacts in the media and 
other local and international industries.

“When Osborne assumed the CEO’s posi-
tion the RMI was, in eff ect, in intensive care. Its 
reserves were depleted and its membership in 
decline. Th rough his stewardship and hands-on 
approach to delivering value-added services and 
products to the broader membership, he enabled 
the organisation to be moved into high care and 
fi nally to be discharged in full health. Since then 
membership has grown steadily and the fi nancial 
well-being of the organisation is ensured.”

Osborne says the biggest driver throughout his 
career has been to put the customer fi rst with the 
customers coming from the ranks of both consum-
ers and the RMI membership.

Osborne lived an almost double life during 
much of his working career as he was involved with 
the Technical Services Corp of the military Citizen 
Force for 30 years, starting with national service in 
1968 and rising to the rank of Lieutenant Colonel.

He had no sooner retired from the RMI and 
seen Jakkie Olivier installed as his successor as 
CEO when he was off ered yet another career move.

A phone call from eBay, which had bought 
Gumtree in 2010, saw Osborne on an airplane to 
the United States and the outcome was his appoint-
ment as Head of Gumtree Auto in South Africa, 
with the task of setting up the new organisation 
from scratch.

“I am very grateful to have been given this 
marvellous opportunity to make a diff erence to an 
organisation again and I am enjoying the digital 
ride with Gumtree, learning a lot and very happy 
with the progress we have made since launching 
the Auto division just over a year ago,” concluded a 
proud Jeff  Osborne. ■

Head of Gumtree Auto is Enjoying the Digital Ride

Jeff Osborne, Head of Gumtree Auto, remains a true petrol head and has a mouth-
watering collection of classic cars and new motorcycles. He has just added a new 
Indian Chieftain to his motorcycle collection which includes a Triumph Thunderbird LT 
and Victory Highball. He has also just bought AN immaculate 2002 BMW Z3 sports car.
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Key Appointment at 
Toyota Announced

Toyota SA Motors has announced the appoint-
ment of Andrew Kirby, Senior Vice President 
of Corporate Administration, to the position of 
the Executive Vice President and Chief Operating 
Offi  cer of Toyota South Africa Motors (TSAM).

In his new position, Kirby will oversee all 
operational aspects of the company’s automotive 
business from planning and production to sales 
and marketing. He will also have a direct report-
ing line to Dr van Zyl, President and CEO Toyota 
South Africa.

Kirby was at the helm of Toyota’s Sales and 
Marketing division since 2005 for six years 
before moving to Japan in the capacity of General 
Manager: Marketing and Planning for Lexus at 
Toyota Motor Corporation. In the Lexus position, 
Kirby focused on global marketing and planning 
initiatives for the Lexus brand.

Upon his return to TSAM in July 2013, he 
assumed the role of Senior Vice President of 
Corporate Administration. Th is position encom-
passed Human Resources, Finance, Information 
Technology as well as Corporate Aff airs and 
Corporate Planning. ■

Sewells Group Appoints New CEO

Warren Olsen has been appointed CEO of the 
Sewells Group in Sub-Sahara Africa. Sewells is 
a global consulting and outsourcing fi rm which 
specialises in the automotive industry and has 
been operating in South Africa since the late 
1970’s. Sewells was part of WesBank from 1986 
until the end of 2011 when it split off  as an af-
fi liate of the worldwide Sewells Group, based 
in Australia.

Olsen has vast experience in the local automo-
tive business, having held management positions 

at Imperial Motor Holdings, Honda, Renault, 
Mahindra and Great Wall Motors.

Olsen has been involved in business for 22 
years, 19 of these in management positions.

He took over as CEO of the Sewells Group 
from Dr George Nyabadza who left  the company 
to follow other business interests which have taken 
him to Saudi Arabia.

Olsen has gained valuable experience and 
exposure in all facets of marketing and business 
management across Southern Africa, America, 
Europe, the Middle East and Asia. Th is wealth of 
experience combined with seven years of formal 
study has given him a thorough and pragmatic 
understanding of all aspects of the general busi-
ness world, with special focus on the automotive 
industry.

Olsen’s new challenge is to lead a team to 
improve the performance of individuals and 
organisations engaged in the automotive industry 
in Sub-Sahara Africa.

Th e Sub-Sahara Africa offi  ce, which is based in 
Bryanston, Johannesburg, operates across Africa 
and currently services 26 automotive brands, 
including 13 of the top 20 OEMs in South Africa. 
Th e companies already serviced by Sewells account 
for 81% of monthly dealer retail vehicle sales in 
South Africa. ■

New CEO for South African 
Shows Messe Frankfurt

Eff ective 1 March 2016, Konstantin von Vieregge 
will be the new CEO of African subsidiary South 
African Shows Messe Frankfurt in Johannesburg. 
He will be joining the existing management team.

Said Uwe Behm, Member of the Executive 
Board of Messe Frankfurt: “We are delighted that 
Mr von Vieregge will be coming on board. As well 
as his extensive management experience, he has 

the necessary expertise in the relevant sectors and 
countries.”

With the addition of German-born econom-
ics graduate Konstantin von Vieregge, the Messe 
Frankfurt subsidiary – which was acquired in 
2014 – will now have an acknowledged market-
ing expert in its ranks. To date, he has worked in 
the automotive sector for Nissan in South Africa, 
where he was responsible for product marketing in 
an area consisting of over 40 African countries.

He has also held senior management positions 
at Audi and Cox Communications in the USA and 
in the consumer goods industry, working for Kraft  
Foods in Germany and South Africa.

Th e South African Shows Messe Frankfurt 
portfolio currently includes trade fairs such as 
Automechanika, the South African Festival 
of Motoring (formerly the Johannesburg 
International Motor Show), the Johannesburg Boat 
Show and the SA Outdoor Lifestyle Show. ■

New Appointment at BMW 
Communications Division

BMW South Africa has appointed 
Lynette Kamineth as Manager: Business 
Communications. She will be responsible for 
corporate reputation management. 

Lynette joins BMW South Africa with a 
wealth of automotive experience, having worked in 
internal communications and corporate commu-
nications at Mercedes-Benz South Africa for eight 
years. She previously held the position of Director: 
External Communications at the National 
Department of Tourism. 

Th e Business Communications Manager role 
reports to Diederik Reitsma, General Manager 
Group Communications. 

People

continued on next page 

Konstantin von ViereggeWarren OlsenAndrew Kirby
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People

 continued from previous page

MAN Truck & Bus AG has appointed 
Markus Geyer as MD of the German 
commercial vehicle manufacturer in South 
Africa and the Sub Equatorial Region. 
Geyer will assume responsibility from 
Geoff rey du Plessis, who left  at the end of 
December 2015.

Markus Geyer is well known to the 
South African market from his previous 
position as Regional Head of Middle East 
and Africa, a position he held for 5 years 
and until recently he was also responsible 
for the 22 countries in Sub Equatorial 
Africa.  Markus also served as a member 
of the board of directors of MAN Truck & 
Bus (S.A.) from as early as 2004.

He has extensive experience of the 
local business environment coupled with 
solid relationships with customers. Geyer 
also comes with a solid knowledge of pro-
cesses within the parent company and is 
backed up by a network of support within 
the Munich headquarters. ■

GMSA Stalwart Retires 
After 60 years

Aft er spending sixty years selling General 
Motors vehicles on the West Rand at his 
family dealership, Walter Martin (80) 
retired at the end of 2016. Martin loved his 
work so much that he oft en joked by telling 
staff  he has a coffi  n at the offi  ce in case they 
needed to carry him out.

Th e dealership, Tommy Martin, 
started as a service and petrol station in 
1935 by the late Th omas Walter Martin. 
In 1936 the garage turned into Tommy 
Martin’s Motors and was awarded a 
General Motors franchise.

Martin started at the family busi-
ness in 1954 aft er leaving school. His fi rst 

position was selling spare parts behind the 
counter before moving into vehicle sales 
under the then sales manager.

Martin’s father passed away in 1959 
and his mother, Gretha took over the busi-
ness until Martin was called upon to steer 
the ship ten years later.

Martin attributes the success of the 
business to customer loyalty. He believes 
that is what kept the business going for 
the last 79 years. “Th e way you treat your 
customer is what keeps them coming back. 
Th e customer has always and will always 
be king. Th e personal, sincere and honest 
contact we have with our customers is 
our strength.”

Because his two daughters have 
no interest of following in his footsteps 
Martin is wrapping up his business aff airs. 
Aft er six months of negotiations General 
Motors is selling the dealership to a 
preferred buyer. ■

New PR Manager at 
Fiat Chrysler

Aft er nearly 10 years in the PR role 
both here and internationally with Fiat, 
Chrysler as well as the Mercedes-Benz 
Group, Richard Sloman is moving into 
an accessory management role within the 
company in the Aft ersales department 
with immediate eff ect.

His PR, events and sponsorship posi-
tion will be fi lled internally by Gresham 
Pillay who was previously responsible for 
fl eet sales in the FCA group locally. ■

Markus Geyer

Walter Martin

“The way you treat your 
customer is what keeps 
them coming back.”

http://www.ramauto.co.za
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Charging 
Your Phone 
Uses Fuel

Charging your cell-
phone from a USB port 
in the car uses more fuel 
than you would think. 
It slightly reduces the 
distance you can travel 
on each litre of fuel 

according to Bloomberg. Spread across about 4.8 
trillion kilometres motorists drive each year in the 
US alone and assuming an average speed of just 
under 50km/h the extra usage is 380 litres of petrol 
producing about 970 000 tons of planet-warming 
carbon dioxide a year, according to Jon Bereisa, 
a retired General Motors engineer who studies 
power usage. ■

Autonomous Cars Still 
Need Help from a Human

Google has revealed that humans have had to take 
over the wheel of driverless cars 341 times in 14 
months to avoid accidents according to an article 
in the Daily Telegraph.

Th is fact was revealed when Google fi led a 
report on malfunction with autonomous vehicles 
to California’s Department of Motor Vehicles. 
Google’s cars have clocked up more than two 
million kilometres driving in California and Texas 
since testing began in 2012 and Google says they 
have never caused an accident.

However, the report revealed that humans 
had to take control 13 times to avoid collisions 
and 69 times to prevent dangerous driving. 
In addition the drivers had to take control to 
deal with “soft ware failures” such as failing to 
perceive obstacles in the road or anticipating 
pedestrians crossing the road. Google says its 
test drivers err on the side of caution and take 
manual control if they have any doubts about 
the safety of staying in autonomous mode 
and improvement in system are seeing fewer 
incidents occurring. ■

SAAW Presents Great 
Opportunities for 
Manufacturers

Th e programme of activities for Africa’s premier 
automotive manufacturing trade show – South 
African Automotive Week (SAAW) – will be fi nal-
ised by the end of February. However, interested 
parties are being invited to send organisers an 

expression of interest should they wish to hold any 
activity at the event.

SAAW is one of the few automotive events on 
the continent that focuses on component manu-
facturing and the opportunity for trade in the 
manufacturing industry. Th is year’s event will take 
place from 11 to 13 October at the Tshwane Events 
Centre in Pretoria. ■

Visit www.saaw.co.za for additional information.

Ford to Cease All Operations 
in Japan and Indonesia

Ford Motor Company will close all operations in 
Japan and Indonesia this year as it sees “no reason-
able path to profi tability” there. Ford will exit all 
areas of business, including shuttering dealer-
ships and stopping sales and imports of Ford and 
Lincoln vehicles, according to an email from Asia 
Pacifi c President Dave Schoch to all employees in 
the region.

Product development done in Japan will 
shift  elsewhere.

A Ford spokeswoman confi rmed that an email 
regarding the decision was sent to employees. Th e 
company will provide ongoing support to custom-
ers for service, spare parts and warranties, Karen 
Hampton, Ford’s Asia Pacifi c spokeswoman, said 
in an e-mailed statement.

Ford’s exit from Indonesia follows General 
Motors, which announced last year that it would 
close down its factory in Southeast Asia’s largest 
car market. Indonesia is dominated by Toyota 
Motor Corp. and its affi  liate Daihatsu. ■

Jaguar Land Rover Becomes 
UK’s Top Automaker

Jaguar Land Rover passed Nissan Motor in 2015 
to becomes the UK’s biggest auto manufacturer 
by vehicle production. JLR’s output at its three 
UK factories rose by 9 per cent to 489 923 cars 
while Nissan’s production at its sole UK factory in 
Sunderland fell 4.7 per cent to 476 589.

BMW’s Mini brand was third, followed by 
Toyota, Honda and General Motors’ Vauxhall unit.

Overall, UK car output increased by 3.9 per 
cent to 1 587 677 cars last year, approaching the 
previous all-time high in 2005 when 1 595 697 
vehicles were produced. Jaguar Land Rover’s UK 
production amounted to just under a third of the 
country’s total vehicle output. ■

Snippets

continued on next page 
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Snippets

Change of direction 
for Mitsubishi

Mitsubishi Motors is charting a new course that 
will see the introduction of a more focused range 
of SUV and SUT models with hybrid, plug-in 
hybrid, electric and self-driving technologies on 
the horizon.

Th e new global direction follows worldwide 
research, which identifi ed a need for dual purpose 
vehicles that have all of the quality, technology and 
all-road prowess that Mitsubishi is known for, but 
are equally at home in the urban jungle.

Th e fi rst results of this refreshed global 
direction are the all-new Triton Sport (SUT) and 
the next-generation Pajero Sport, which are both 
expected in South Africa by the middle of 2016.

Mitsubishi Motors will ramp up its investment 
into the research and development of next-genera-
tion vehicle technologies and has announced plans 
to expand its R&D capabilities by investing in a 
new research facility in Silicon Valley, California. 
Th is centre will expand on the range of hybrid, 
plug-in hybrid and self-driving technologies that 
the company has developed.

Mitsubishi recently hinted at its future direc-
tion when it showcased the new Outlander plug-in 
hybrid (PHEV) and the coupé-styled eX-Concept 
crossover at the Tokyo Motor Show.

Mitsubishi’s new corporate direction means 
that it will not replace the current Pajero with an 
all-new successor when it reaches the end of its life 
cycle. Th e current Pajero long- and short-wheel 
based (LWB and SWB) models will, however, 
continue to be produced for the foreseeable future 

and will remain available to buyers for as long as 
demand persists. ■

Owners name Toyota 
the Brand of the Year

Apart from being the top performer in the 
sales race in 2015, Toyota South Africa Motors 
(TSAM) was recently named 2016 Brand of 
the Year at the inaugural Cars.co.za Consumer 
Awards. In this category, South African car 
owners rated their own vehicles for reliability, 
aft ersales service, cost of ownership and general 
satisfaction. At the fi nal voting stage, initial 
survey results were made available to the judging 
panel for consideration.

Th e judging panel consisted of Cars.co.za’s 
vehicle testing team and an external jury con-
sisting of candidates who are not active in the 
automotive industry. Finalists were rated for 
their eligibility and all-round ability against the 
predetermined criteria.

“Th e Brand of the Year award really means a 
lot to Toyota as it shows our eff orts to create cus-
tomer smiles and deliver an exceptional customer 
experience throughout the ownership process. It 
is more humbling that we have been awarded as a 
result of the consumer scores,” says TSAM General 
Manager of Communications Kerry Roodt.

Th e results of the Consumer Awards were veri-
fi ed by respected auditing fi rm KPMG.

Customer Experience Manager of Cars.
co.za Hannes Oosthuizen says: “We believe 
that Cars.co.za (in conjunction with Lightstone 
Consumer) has developed the fairest and most 
credible formula for determining the winner in 
this category. It is entirely data-driven, and entirely 
determined by what consumers and the market 
believe to be happening in South Africa. Toyota, 
of course, is a much-loved brand in this country, 
and our data confi rms that its customers believe 
it is tops where it really matters. It is truly the 
people’s champion.” ■

The 2016 Durban-Johannesburg Rally 
for classic motorcycles built before 1936 
will break new ground by substituting 
sophisticated, automatic data logging 
instead of having marshals at the various 
check-points on the 700-km route 
between Durban and Johannesburg. The 
event will take place from March 11-12. 
The annual event commemorates the 
original motorcycle road race between 
these two cities which was staged 
between 1913 and 1936. The 2016 rally 
will start at 06:00 on Friday, March 11, 
at the Oxford Village Shopping Centre, 
in Hillcrest, and fi nish the next day at 
15:00 at the Classic Motorcycle Club 
in Germiston.

auto.lightstone.co.za/
auto.lightstone.co.za/
mailto:support@lightstone.co.za
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General Motors South Africa (GMSA) announced 
the appointment of Clayton Whitaker as Vice 
President, Manufacturing GM Africa, with 
immediate eff ect. Currently General Manager 
Manufacturing Operations GM South Africa, 
Whitaker will expand his scope to oversee all 
African Manufacturing Operations including East 
Africa and North Africa.

In his new role, Whitaker will report to 
Phil Kienle, Vice President Manufacturing, GM 
International and China while remaining part 
of the leadership team of Mario Spangenberg, 
President and Managing Director, GM Africa 
and Middle East.

According to Whitaker, his initial priority 
will be to ensure that all the units on the African 
continent work together, support each other and 
drive improvements across all the key focus areas 
in the business.  In addition there will be strong 
emphasis on securing African plants as viable long 
term manufacturing facilities for the continent.

Whitaker, a B.Comm graduate from the 
University of Natal, joined the company in 
December 1996 as General Manager Industrial 
Mouldings, a subsidiary company of the former 
Delta Motor Corporation. He moved into the main-
stream side of the business aft er three years in the 
subsidiaries. Whitaker has occupied various posi-
tions in logistics and material management as well as 
a number of manufacturing positions within GMSA.

During the last few years he was instrumen-
tal in the migration of manufacturing to a single 
plant footprint and achieving productivity and 
quality improvements. ■

Th e dramatic downturn in the economies of 
many African countries is having a devastat-
ing eff ect on the export of built-up vehicles 
from South Africa into Africa. Th e 2015 fi gure 
of 42 520 units was 31% below the 2014 fi gure 
of 61 593 units and a staggering 46% lower 
than the 2013 fi gure of 78 807 units. During 
the year 26 companies in SA exported vehicles 
into Africa.

Toyota continues to lead the way, as it has 
done for decades, but its volume of 19 588 units 
last year was 36.5% lower than the 2014 total of 
30 839 units. Th is equates to 46% of total exports, 
which is slightly below the 50% share it held in 
2014 and well below the 62% penetration it held 
in 2013.

Although Nissan (9 070 units, down from 
13 463 in 2014) held on to second place it is Ford’s 
Ranger which is changing the market share of its 
rivals. Ford exports of 7 785 last year were admit-
tedly down on the 12 472 units exported in 2014, 
but its growth in the past few years is impressive. It 
is also now assembling Rangers in Nigeria, which 
will infl uence fi gures in the future.

Th e leading destination for vehicles from SA 
in 2015, with cumulative sales of more than 1 000 
units in the 12 months were:

 ■ Angola 7 886,
 ■ Kenya 4 752,
 ■ Nigeria 4 542,
 ■ Angola 3 904,
 ■ Mozambique 3 238,

 ■ Zimbabwe 2 609,
 ■ Zambia 2 653,
 ■ Ethiopia 2 178,
 ■ Ghana 1 944,
 ■ Mauritius 1 348,
 ■ Tanzania 1 255 and
 ■ Uganda 1 255.

Th e December export sales total of only 2 382 units 
by 16 companies was disappointing, but the month 
was noteworthy for the fact that Ford pipped 
Toyota for the fi rst time – 899 vs. 819 units. Nissan 
was a distant third with 350 units. Angola was 
again the biggest market, with 665 export units 
from SA. However they were virtually all Ford 
Rangers at 663 of the total. ■

* Sales fi gures supplied by Lightstone Auto.

Clayton Whitaker was recently appointed as Vice President, Manufacturing GM Africa.

Exports from SA into Africa Collapse Further

Local Plant Manager to Head Up Manufacturing in Africa
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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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We Drive

BY LIANA REINERS

OK I’ll admit it: I was never a big fan of the Toyota 
Avanza. We were forced to travel the 360-odd 
kilometres between Sandton and Gaborone in 
one of the fi rst Avanzas a few years ago and it was 
the closest I ever came to committing hara kiri. 
However, I will concede that it fulfi lled an im-
portant role in the Toyota arsenal, off ering buyers 
dependability, versatility and user- friendliness in 
an aff ordable MPV package.

Th is past holiday season I was forced to 
rethink my attitude towards the Avanza though, 
particularly seeing as it now features a refreshed 
exterior design, a revised interior, updated safety 
and convenience items and enhanced performance 
and capabilities.

Let’s start with the exterior, which is now 
considerably more attractive than before. Th e large 
radiator grille and new trapezoidal shaped head-
lights give the Avanza a stronger appearance from 
the front and although the rear features revised 
lights and an enlarged rear door garnish, it could 
still be a little too bland for certain tastes.

Th e interior of the Avanza really wasn’t all that 
bad to begin with but now it looks and feels better 
quality. A mono-tone black colour scheme forms 
the base of the new interior, which also features 
modernised interior panel trim and trendy accent 
panels off set against the durable seat fabric with 
stylised inserts. Th e driver is treated to a new in-
strument cluster with a silver outer bezel and white 
night-time illumination for greater visibility and 
user friendliness.

A nift y new feature is the Eco indicator, which 
provides feedback on economical driving.

As before, a lot of focus was placed on making 
the Avanza as versatile as possible and it really 
is. A new, split 3rd row seat allows passengers to 
independently adjust the back row seating and 
allows for a bunch of confi gurations. It’s also 
good for keeping squabbling kids apart during 
longer journeys.

Of course the 2nd and 3rd row seats can be 
folded fl at completely so the Avanza can swallow 
quite a lot of cargo.

As the Avanza will probably primarily do 
service as a family vehicle, it’s good to know 
that ISOFIX restraint points are standard, as is 
a seatbelt warning system for driver and front 
passenger. Driver and front passenger each have 
an airbag.

Electronic Brake Force Distribution (EBD). 
ABS and an anti-theft  system with alarm and im-
mobiliser complete the package.

During my time with the Avanza I really came 
to appreciate the fact that handling, stability, steer-
ing feel and ride comfort have improved, mainly 
because of tweaks to the suspension geometry and 
design. Th is also means that cabin noise is lower.

One of the main reasons why I disliked the 
original Avanza was the fact that it was seriously 
lacking in the performance department. However, 
now there are two new engines to hot things up a 
bit, both borrowed from the Etios hatch.

Th e 1.3-litre unit delivers 70 kW with 121 Nm 
of peak torque, with the 1.5 litre delivering a perky 
77 kW and 137 Nm. Toyota claims fuel consump-
tion fi gures of 6.1 l/100 km for the 1.3 and 6.3 
l/100 km for the 1.5 litre manual, with the auto 1.5 
model consuming 6.7 l/100 km. I found consump-
tion fi gures to be closer to 7 l/100 km though.

Th e Avanza range off ers customers three 
grades to choose from depending on their indi-
vidual needs. S grade model, which features power 

windows, remote central locking, power steering, a 
centrally mounted console box, intermittent wind-
screen wipers and an anti-theft  system as standard. 
Th e SX grade adds colour-coded exterior mirrors 
with power operation, an air-conditioner system 
and vanity mirror for the front passenger.

Th e fl agship TX boasts 15-inch alloy wheels 
and additional chrome bits, as well as a rear-
mounted roof spoiler. And if, like me, you prefer 
to drown out the sound of fi ghting children in 
the back a 4-speaker audio system with USB 
input provides escape while a multi-information 
display provides feedback on various elements to 
the driver.

With prices ranging from R193 400 to 
R245 600 for the line-up of 6 models, there’s an 
Avanza to suit most pockets and needs. It most 
defi nitely suited my needs during December, which 
included such exciting activities as taking pets to 
the vet, doing Christmas shopping, keeping the 
grocery cupboard and fridge well stocked and 
transporting various family members to and from 
various festivities. ■

Avanza Gets the Job Done
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We Drive

BY ROGER HOUGHTON

Th e iconic Kyalami Grand Prix Circuit and 
International Conference Centre came back to life 
last week. However, it was not with the snarl of 
racing cars, but rather the slightly muted roar and 
turbo pop of a variety of the latest, all-wheel drive 
turbocharged Porsche 911 sports cars.

Th e event, which stretched over 10 days, was 
the international media launch of the latest itera-
tion of these iconic sports cars which have man-
aged to retain the same basic body shape for more 
than 50 years.

It was fi tting that the fi rst offi  cial event at 
the totally revamped facility should be a Porsche 
event, as the saviour of this famous circuit is 
Toby Venter, the CEO of Porsche SA, although 
Kyalami is a private venture and not part of 
Porsche SA.

Venter has stressed that the facility must be 
seen as a “no-name brand” venue so it can attract 
support from all sectors of business – particularly 
other vehicle brands – and that he is a venue owner 
and not a motor racing promoter. Venter requires 
his marvellous facility to be a paying proposition 
as his investment runs into hundreds of millions of 
rands and he needs a return.

Th e renovation of the Midrand site and all its 
facilities, which was built originally 55 years ago, is 
believed to be the most extensive at any race circuit 
in the world. Construction started in May last year 
and the current completion date has been set for 
the end of May this year.

Over the 10 days of the Porsche launch the 
circuit played host to motoring journalists from all 
over the world aand will do wonders for promot-
ing the New Kyalami, particularly as all who were 
able to drive on this world class circuit were full of 
praise for the layout and the high quality surface.

Going around the circuit in the Porsches was 
an exhilarating sensation, especially when the 580 
horsepower of the Turbo S pushed you fi rmly back 
into your form-fi tting seat as you rocketed down 
the 900-metre main straight.

It is amazing how the Porsche engineers, designers 
and stylists continue to refresh the 911 range suc-
cessfully, particularly when manufacturers such 
as McLaren, Jaguar and Lamborghini are putting 
the 911 fi rmly in their target zone with much 
newer models. What is becoming a bigger and 
bigger challenge for the Porsche team is to package 
increasingly complex and larger hardware in the 
same basic silhouette.

Th e Porsche 911’s that were launched in South 
Africa are the top-of-the-range models, all with 
four-wheel drive and turbochargers.

Th e Turbo and Turbo S models, now with 
3.8-litre fl at six engines developing 397kW (540 hp) 
and 427kW (580hp) respectively, have been around 

as the 911 fl agships for many years – the fi rst turbo 
Porsche was the 930 introduced in 1975 – and now, 
for the fi rst time, the Carrera also has a twin-turbo 
power plant, in this case a new 3-litre version. 
Th e latter engine, also a fl at six, produces 272kW 
(370hp) in the standard model and 309kW (420hp) 
in the S variant, which is 15kW (20hp) more than 
their predecessors.

Amazingly all the models off er more power 
and torque than their predecessors while being 
more economical. In fact the current top line 
Turbo models use only about half the fuel of 
the earliest turbo models while off ering much 
higher performance!

Th ere were three body styles at the launch – 
coupés, a cabriolet and a Targa top – although the 
latter is not available for the Turbo and Turbo S. 
Each range consists of standard models and higher 
performance S derivatives.

As mentioned previously all the models 
at Kyalami had all-wheel drive which now has 
electro-hydraulic control instead of the previous 
electro-mechanical system. Th e Turbo and Turbo 
S models also have rear-wheel steering and auto-
matic post-collision braking as well as a Dynamic 
Boost function and the new standard Sport 
Chrono Package which improves responsiveness of 
the drivetrain signifi cantly.

Aft er studying the latest Porsche 911’s closely 
and then travelling at (very) high speed in these 
mechanical and electronic marvels one is totally 
blown away by the rapid advances being made in 
automotive technology in cars that are available for 
sale to the general public. ■

Iconic Track Hosts Iconic Cars

A Miami Blue Porsche 911 Turbo S blasts its way around the world class, totally renovated Kyalami circuit in Midrand during the 
international media launch of a host of new all-wheel drive Porsche 911’s.

What is becoming a bigger and 
bigger challenge for the Porsche 
team is to package increasingly 
complex and larger hardware 
in the same basic silhouette.
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We Drive

BY STUART JOHNSTON

Th ose of us lucky enough to take a long road trip 
over the recent holiday period would have noticed 
that this is a time when the MPVs come out to play. 
Buses, vans and crew-cabs all seemed to be heading 
for some exciting destination, many of them toting 
trailers with mountain bikes stacked up behind; 
the amazing aspects of today’s modern MPV is that 
they run as hard and fast as anything out there on 
the open road. Okay, given that speed limits are so 
strictly policed these days!

Hyundai introduced its H1 in South Africa 
in January 2009 and since that time it has sold a 
total of 13 312 units, these being made up of 10 493 
nine-seater buses, 2 017 vans and 802 multi-cabs. 
Th ese fi gures are to be savoured, in a sense, as 
Hyundai is known to play its cards extremely 
close when it comes to announcing sales fi gures of 
specifi c models.

Th e occasion for the release of this info was 
the revamp of the H1, which remains very much in 
the same confi guration, but includes some updates 
that would be highly appreciated by many of those 
long-distance holiday-haulers.

Most noticeable regards the upgrades 
introduced in mid-January are the new grille, 
bumper and wheel design, changes that are easy to 
introduce without a redesign of major body panels. 
Th e new grille is smarter with bright-metal inserts 
adding a touch of panache to what is essentially a 
functional people mover, and the new cross-spoke 
alloys are more modern, more purposeful-looking. 

Inside, the biggest visual change is a curved audio-
info console in the centre of the dashboard, again 
with bright-metal detailing introducing a more 
modern classier eff ect.

In terms of more substantial or utilitarian 
upgrades, most of these have been fi tted to the 
nine-seater bus and some of them will be well-
appreciated by those using their H1 buses for long 
distance leisure travel. Key amongst these is cruise 
control, a cooled glove compartment and fully 
automatic climate control.

An important safety addition is ESP, which can 
come in handy even on long straight stretches in 
the Karoo, when one can indeed be forced to take 
sudden avoidance action! Side airbags have also 
been introduced on the bus.

For the rest, the H1 is pretty much the same. 
Th ere are some who may criticise the H1 nine-
seater for having a third row of seats that don’t fold 
fl at, but compensating for this is a very large lug-
gage space of over 850 litres. For those who plan to 
tote serious amounts of adventure-orientated gear, 
the H1 Multi-cab is defi nitely a better deal, as it 
provides seating for six and a cavernous load area.

Th e bus comes in two models, these be-
ing a 2,4-litre petrol job with a fi ve-speed 
manual gearbox, good for 126 kW and 224 Nm 

of torque. Th e advantage of this bus is that it 
is substantially cheaper than the diesel model, 
being nearly R100 000 less expensive than the 
range-topping diesel.

Th e 2.5 VGTi Diesel Bus comes only in 
fi ve-speed automatic, costing a not-insubstantial 
R579 900. Th is still places the H1 considerably less 
than the more expensive VW Caravelle models, for 
instance, but it is nevertheless sobering to consider 
that Hyundais no longer enjoy the distinct price 
advantage they did a few years ago.

Today, Hyundais have to stand up and be 
counted on their quality and performance more 
than ever, and a revisit of the H1, in very slightly 
revised form revealed that quality-wise the H1 is 
up to scratch. It has a good power delivery, it is 
easy to get comfortable in the driver’s seat and all 
three rows of seats have more than adequate head 
and leg-room.

At the launch, Stanley Anderson, Hyundai’s 
eff ervescent marketing director, mentioned that 
the South African Railways run a large fl eet of 
buses, shuttling their train drivers around the 
country, and these buses sometimes clock up in 
excess of 20 000 km a month. Interestingly, the 
diesel bus makes up about 90 per cent of the H1’s 
market share in the bus category, with the petrol 
accounting for only 10 per cent of sales, despite 
the fact that it sells for R482 900. Th e other models 
also employ the diesel motor and auto-gearbox, 
these being the six-seater Multi-Cab at R492 900 
and the Panel Van at R441 900. All H1s come with 
a fi ve-year/90 000 km service plan and 150 000 km 
warranty and roadside assist. ■

Hyundai’s H1 Gets a Revamp

Interior revamp includes new infotainment console and leather-
covered steering wheel.

New H1 with restyled grille bumper and wheels denoting its 
2016 guise.

An important safety addition is 
ESP, which can come in handy 
when one can indeed be forced 
to take sudden avoidance action!



Subscribe for free @ www.autolive.co.za  Page 16

BY STUART JOHNSTON

Th e latest version of the Volkswagen Bus-
Transporter range is known as the T6, which 
means it is actually the sixth rendition of the vehi-
cle South Africans have come to know and love as 
the Kombi. Th at’s quite amazing: just six versions 
of the bus built over a time span of 65 years.

Th e original idea came from Dutch VW 
importer Ben Pon way back in 1947 and it is said 
he sketched the idea for the fi rst Kombi on a table 
napkin during dinner with the man who would 
become the fi rst chairman of Volkswagen in 1948. 
By 1950 the Kombi was a reality in Germany, and 
the fi rst one to be built in South Africa, the T1 
or split-window Kombi, rolled off  the Uitenhage 
production line in 1955. Th e T2 or Bay Window 
was built from 1968 to 1979, and the very square 
T3 from 1980 to 2002.

Th en came the radical departure with the 
T4 (already introduced in Europe in 1990, while 
we continued with the T3) when the engine was 
moved up front, and front-wheel-drive was the 
desired transmission layout. Th e T5 followed 
shortly aft er and was built for an 11 year run, 
starting in 2004 and since that time all Kombs 
have been imported here. Local Kombi production, 
according to esteemed VW historian John Lemon, 
totalled 264 934.

In fact the new T6, launched here right 
towards the tail of 2015, is not a radical departure 
from the T5. Th e shape and style is very similar, 
with only the nose changing substantially, while 
new styling lines along the fl anks delineate the 
new model. But there are signifi cant changes to the 
interior, as well as safety equipment updates across 
the range.

Th e range of T6 vehicles available is remark-
able too. Th ere are no less than 21 models listed for 
sale here, ranging from the single-cab Transporter 
Pick-Up to the Caravelle 4MOTION High Line 
which is one of the buses us journalists tried out in 
the Eastern Cape late in 2015.

Th e new nose follows the latest VW design 
trends, to distinguish the T6 as an up-to-date 
off ering. Inside the Caravelle, there are some great 
features, on what is a seven-seater vehicle. Th e sec-
ond row of seats can be swivelled so that they turn 
towards the (rear) third row. Th ere is also a pop-up 
table for use between the rear passengers, ideal for 
lunch on the move or some lap-toppery.

Hi-tech equipment is a big feature of the latest 
generation T-Series. Th ere is an array of driver as-
sistance systems, including multi-collision braking 
assistance, driver-alert, fog lights and integrated 
cornering lights (standard on Kombi and Caravelle 
derivatives) and a rear-view camera.

Th e new infotainment system is especially 
impressive in the Caravelle, and there is a range 

of infotainment systems available in all models, 
with each derivative now enjoying a touch-screen 
operation – handy in such a wide vehicle without a 
conventional console.

Th e Caravelle Highline comes with a Discover 
Media navigation system which incorporates 
voice  commands.

Engine-wise, the line-up remains unchanged. 
Th e reason is production-line economies of scale, 
and all employ variations of the two-litre turbo-
charged diesel (similar to that used in the Amarok) 
with outputs ranging from 75 kW to 132 kW. 
Gearboxes on off er include a fi ve-speed manual, 
a six-speed manual and a seven-speed DSG, these 
being fi tted according to the format and spec level 
of the T6 on order. Th e top of the range 4MOTION 
gets all-wheel-drive, and the top-spec 132 kW 
engine is available on the pick-up double cab, the 
Crew bus – handy vehicles these for mountain bik-
ers and the like – and the Caravelle.

Given such a massive model range and spec 
level variance, prices for the T6 range accordingly. 
Th e cheapest model is the Single Cab 75 kW LWB, 
which sells for R293 900, while the most expen-
sive fully-equipped luxury Caravelle Highline 
4MOTION tops out the range at a pricey R848 900. 
Our favourite pick would probably be the mid-
level Crew Bus in 103 kW form at R464 400, 
off ering a best-of-both worlds level of comfort 
and practicality. ■

And Now for the T6

We Drive
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Corporate Social Responsibility

Bridgestone South Africa’s ongoing Tyre Safety 
initiative enters its tenth year in 2016. Since the 
project started with pilot surveys in two locations 
in 2007, it has grown to fi ve to six surveys a year, 
conducted in both inland and coastal areas of 
South Africa.

“Almost 45 000 tyres on South African 
motorists’ cars have been checked for condition 
and infl ation pressure since the project was 
launched,” said Bridgestone General Manager of 
Marketing, Tony Burns. “The project has shown 
that there are clear differences in tyre condition 
in different areas of the country, and the data we 
have gathered gives valuable insight into how 
South Africans look after their tyres.”

In the fi nal survey of 2015, conducted late 
last year in Bloemfontein, a notable improvement 
was seen over the results of Bridgestone’s 
previous survey in the city, conducted in 2014. 
A total of 504 tyres were checked, with 94 per 

cent showing the correct infl ation pressure, a 
substantial jump over the 82 per cent of the 
previous year. More notably, the percentage 
of tyres whose pressure was found to be low 
dropped from 12 per cent in 2014 to just over one 
per cent.

“This suggests greater awareness by 
the public of the importance of regular tyre 
pressure checks,” Burns commented. “Under-
infl ated tyres are more likely to overheat, leading 
to severe tyre damage and possibly even a 
blowout,” he said.

The percentage of tyres in an unsafe 
condition due to cuts, bruises, or excessively 
worn tread was also very low at three per cent, 
down from four per cent in Bloemfontein’s 
2014 check.

Over the years, the project team has kept 
track of the results of each survey, showing 
the high and low points. In terms of infl ation 

pressures, the most disappointing survey was 
in Lonehill, Johannesburg, in 2009 when 46 
perccent of tyres were found to be incorrectly 
infl ated. The top survey for infl ation was in 
Centurion in 2013, where just two per cent of 
tyres showed incorrect infl ation pressures.

The worst returns for tyre condition came 
in the 2008 Cape Town survey, with a fi fth of 
all tyres examined being found to be in need 
of replacement. The top scoring survey for 
condition was 2014’s Roodepoort survey, 
with just 16 out of 1 560 tyres not making 
the grade.

“This is going to be a bumper year for Tyre 
Safety Checks,” Burns said. “Not only do we have 
a full programme of events lined up, but we will 
be visiting Mpumalanga for the fi rst time in the 
project’s history. Tyre safety is one of our most 
important projects and we are looking forward to 
expanding it in the future,” he concluded ■

Safety Project Enters 10th Year

Employees at General Motors South Africa’s 
(GMSA) Parts and Distribution Centre (PDC) got 
their hands dirty in December when they partici-
pated in a new landscaping project situated in the 
Coega Industrial Development Zone (IDZ) and 
aimed at rehabilitating non-vegetated land within 
GMSA’s site using indigenous and endangered 
plants from the IDZ nursery programme.

With environmental awareness high on 
GMSA’s agenda, the project provides an op-
portunity to create awareness as well as working 
towards the company attaining its Conservation 
Certifi cation in 2016.

According to Ncedisa Mzuzu, General 
Motors Environmental Group Manager, Africa, 
the Conservation Certifi cation managed by an 
international independent body (Wildlife Habitat 
Certifi cation) sets the standard for corporate 
conservation initiatives and produces quantita-
tive benefi ts to corporations, communities and 
the environment.

Mzuzu explained that the Conservation 
Certifi cation is divided into 25 possible conserva-
tion themes which are part of four conservation 
categories namely Habitat, Species Management, 
Education and Awareness.

“For the purpose of this project we chose 
Landscaping which falls under the Wildlife Habitat 

category. Th e project itself was proposed by the 
PDC senior leadership who identifi ed an open soil 
bed at the facility. Th rough interaction with PDC 
management and Coega Development Corporation 
we decided to plant indigenous vegetation,” 
said Mzuzu.

Th e project was managed by Mbongeni Mbiko, 
a young Graduate in Training who joined the 
Environment team a year back.

More than 200 plants were provided to GMSA 
by the Coega Development Corporation from the 
IDZ nursery. Since the plants are indigenous they 
do not require any special care and can grow easily.

An information session about plants and 
landscaping was given to participants. Th is was 
followed by employees participating in the project 
by preparing the soil and planting and watering 
the plants.

Th e landscaping is designed to include a 
diversity of native plant species that can benefi t a 
variety of wildlife including butterfl ies, native bees 
and songbirds. It can also reduce irrigation and 
fertilizer needs, and benefi t water and air quality.

Mzuzu said the environment is a key strategic 
imperative for GMSA as it strives to minimise and 
mitigate the impact of operations on the natural 
environment and the communities within which 
the company functions.

In September 2015 the environmental team 
was recognised for their achievements when 
they walked off  with the SJM Flex award in the 
environmental category at the Exporter of the Year 
ceremony. On World Environment Day on 5 June, 
the team was actively involved with a project to get 
rid of all alien species at its Struandale plant.

Mzuzu said GM will know whether they 
attained the internationally renowned Wildlife 
Habitat Certifi cation by November 2016. ■

New Landscaping Project at GMSA

Corrine Hitzeroth (left) and Andre 
Labercensie are two of the GMSA 
employees that took part in the 
conservation programme.
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Corporate Social Responsibility

Th e Ford Struandale Engine Plant transformed 
the lives of 10 families from the Vastrap informal 
settlement in Booysens Park, Port Elizabeth, re-
cently with the installation of shipping containers 
converted into housing units.

Five containers were completely renovated, 
converted and subdivided to provide houses for 10 
destitute families, the sick and elderly. A sixth unit 
was also prepared as a multi-purpose facility for 
community meetings, classroom for the children 
and a skills development centre.

Aside from the housing units, the team from 
the Struandale Engine Plant also installed two 
mobile toilets, providing essential ablutions in an 
area that has to make do without basic services 
such as sanitation. A handful of communal taps 
service the thousands of people living in the 
informal settlement.

Th e new containers joined the fi ve existing 
units that were installed in 2014 as part of Ford’s 
annual Global Week of Caring. Th is gave the fi rst 

10 families a safe, comfortable and weather-
proof environment that guaranteed dramati-
cally improved living conditions–particularly 
in the cold and wet winter months.

“We had an incredible response and sup-
port from around the world for the Vastrap 
container housing project that we started 
in 2014, and are delighted to launch this second 
phase,” said Hyron Muniz, Production Manager at 
the Ford Struandale Engine Plant and the project 
lead. “

Port Elizabeth-based non-profi t organisation, 
KICK, handled the transformation of the contain-
ers, and co-ordinated the administrative side of the 
project. Freight company

Hamburg Süd donated shipping containers 
for both phases of this project, along with BLG 
Logistics and MOL South Africa that each supplied 
two containers for this new wing.

A Port Elizabeth charity, the Al-Fidaa’ 
Foundation, assisted by using material supplied 

by Ford to make curtains for all 10 houses. Th e 
curtains were cut, sewed and delivered within a 
remarkable 24-hour period. ■

Ford’s Vastrap Housing 
Project Expands

Th e Children of VW Bursary, which places learn-
ers in well-resourced schools from Grades 10 to 12, 
has seen the number of benefi ciaries increase from 
fi ve in 2012 to 26 learners in 2016.

Children of Volkswagen employees apply in their 
Grade 9 year and aft er an application process and 
testing, the successful learners are placed within 
schools such as Woodridge, St Georges and Brylin, 
as well as schools further afi eld namely St Patricks 
in Kokstad and St Joseph’s in Cape Town.

Eight learners matriculated in 2015 with seven 
learners meeting the minimum requirements to 
study for a bachelor’s degree and one to study a 

diploma. So far the bursary scheme has seen 13 
learners enter university.

Over the last four years more than R5 million 
has been invested by Volkswagen Group South 
Africa in the education of learners.

“Education is a key focus at VWSA and we are 
proud to be able to assist children in our com-
munity further their development. Being able to 
give learners an opportunity to attend schools 
that would normally not be within their fi nancial 
ability is making a diff erence not only in their 

lives but in the lives of their families as well,” 
said Volkswagen Group South Africa Managing 
Director and Chairman Th omas Schaefer.

Six new learners entered the programme in 
2016, bringing the total number of recipients for 
this year to 26. Since 2012 there have been a total of 
34 learners assisted by this bursary.

In order to help potential candidates for the 
Bursary, VWSA off ers Employees’ children in 
Grades 8 and 9 extra Maths and Physical Science 
lessons, free of charge. ■

VW Focuses 
on Education

Eight learners matriculated in 
2015 with seven learners meeting 
the minimum requirements to 
study for a bachelor’s degree 
and one to study a diploma.

Lindley Ntlanjeni, the fi rst recipient of a 
housing unit in the second phase of the 
Vastrap container project, receiving the 
key from Neil Stander (left), Programs 
and Engineering Manager at the Ford 
Struandale Engine Plant, along with 
Basil Raman (Operations Manager, 
Ford Struandale Engine Plant) and Erika 
Potberg, social worker from the Human 
Settlements Department at the Nelson 
Mandela Bay Municipality.



Subscribe for free @ www.autolive.co.za  Page 19

Working Wheels

A combination of macro-economic factors, includ-
ing a weak exchange rate, pressure on infl ation 
and interest rates, as well low business confi dence 
levels, has contributed to a decline in local truck 
sales during 2015.

Th is is according to Torbjörn Christensson, 
President of Volvo Group Southern Africa who ad-
dressed journalists at the company’s annual press 
conference in Ekurhuleni, South Africa. “With the 
South African economy predicted to grow by only 
1 per cent during 2016, we expect the local truck 
market to be in for another challenging year,” 
explained Christensson.

Volvo Group Southern Africa has a 15% share 
of the SADC truck and bus market, selling 4 563 
units during 2015.

In the Extra Heavy Commercial Vehicle 
segment with a total of 13 405 unit sales, Volvo 
Group brands Volvo Trucks and UD Trucks both 
managed to increase their market share dur-
ing 2015 within the SADC region. Volvo Trucks 
moved up from fi ft h position in 2014 to third posi-
tion in 2015 with 1 822 units and a 13.6% market 
share, while UD Trucks claimed the fourth spot, 
up from seventh in 2014, with 1 316 units and a 
9.8% market share. Renault Trucks sold 112 units 
during 2015.

Volvo Group is also the leader in the truck-
tractor segment within the SADC region, with a 
30% market share and in addition, the Volvo FH 
13-litre 440 6x4 TT was the single biggest selling 
model across all segments.

A lot of the company’s success in this segment 
can be attributed to the fact that new products 
lines were launched for Volvo Trucks, Renault 
Trucks and UD Trucks during the past two years, 
providing local fl eet owners with products that 

meet specifi c requirements across a wide range 
of applications.

UD Trucks also managed to secure the 
second position in the Heavy Commercial Vehicle 
segment, with a total of 1 171 units and a 20.9% 
market share. “Th e versatile UD 60 to 100 range 
continues to deliver a dependable and effi  cient 
performance for many of the country’s top fl eets,” 
said Christensson.

During 2015, Volvo Bus also delivered its 
fi rst full low-fl oor Bus Rapid Transport units to 
the City of Cape Town and Tshwane Metros last 
year. A total of 64 Volvo Bus units were delivered 
in 2015, which provided the brand with a 6% 
market share.

Volvo Group also opened a new Used Truck 
Centre on the East Rand last year to tend to this 
specialised part of the business, and a total of 1 000 
units was sold through this entity during 2015.

Volvo Penta, which supplies engines and 
complete power systems for marine and industrial 
applications, had a record sales year during 2015 
with a 69% increase in sales to 1 450 units. Th e 
local company was also presented with a special 
award by Global Volvo Penta for their outstanding 
customer satisfaction achievements.

“All the brands within the Volvo Group 
are equally important to us. We believe that the 
respective brands have unique products off erings 
with specifi c characteristics and capabilities that 
address and appeal to a defi nite set of customers,” 
said Christensson.

On the aft ermarket side of the business, Volvo 
Group Southern Africa logged 335 000 service and 
maintenance hours through its retail network.

In addition, a local team of technicians from 
BB Truck & Tractor Polokwane also won the 

international UD Gemba Challenge, outperform-
ing 185 teams from across the world to clinch the 
coveted title. A South African team from Afgri also 
won an award as the most fuel effi  cient crew at the 
recently-held UD Extra Mile Challenge in Japan.

“I strongly believe that you have to be service 
orientated and if you get that right, your customers 
will stick with you through the good and the bad 
times,” said Christensson. “Fortunately, I believe 
that this has been one of our Group’s strong points 
over the years; building relationships with custom-
ers and providing them with customised solutions 
that suit each of their unique requirements.”

During 2016, the company will have detailed 
focus on effi  cient and reliable aft ermarket support, 
which suit their customers’ operations and specifi c 
requirements.

Part of this commitment is extending its rep-
resentation across the South East Africa region in 
order to effi  ciently support customers where they 
operate. Th e company is in the process of appoint-
ing new importers in Ethiopia, Zambia, Kenya, 
Tanzania and Uganda.

“We have a dedicated team that look aft er the 
Developing Markets within the region, provid-
ing expert support to the importers in the various 
countries,” said Christensson. “A lot of focus will 
also be placed on training and developing these 
dealers to provide quality sales and aft ermarket 
support to our fl eet owners.”

Th e company will also introduce new 
enhancements to its current product off ering, 
including new specifi cations for the Volvo FH and 
FMX ranges. UD Trucks will also launch a new 
Heavy Commercial Vehicle range later on in 2016. 
Th e UD Quester range will also be introduced into 
Africa from the fi rst quarter this year. ■

The Year That Was and the Year That Will Be
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Working Wheels

Something to look forward to later in the year: the 
local introduction of the Fiat Fullback in single-cab 
or double-cab body style confi guration. Th e line-
up will also include 4×2 and 4×4 drivetrains.

All versions of the Fullback have a maximum 
height of 1 780 mm and are up to 1 815 mm wide 
with a wheelbase of 3 000 mm. Th e length varies 
depending on the confi guration; 5 155 mm (Single 
Cab) and 5 285 mm (Double Cab). Th e length of 
the cargo compartment also varies; 2 265 mm 
(Single Cab) and 1 520 mm (Double Cab). Th e 
payload capacity, according to the confi guration, 
comes up 1 100 kg.

Locally the Fullback will be available with 
two engine options, namely a 2.5-litre diesel 
with a power output of between 100 and 131 kW 
and a 2.4-litre petrol engine that delivers 97 kW. 

All engines are mated to fi ve-speed manual 
transmissions.

Further details of the South Africa vehicles 
will be made available closer to the launch time. ■

Hino, the leading Japanese truck manufacturer 
and the fi rst one from that country to enter the 
gruelling Dakar Rally, way back in 1991, registered 
its 25th consecutive fi nish in the 2016 edition of this 
gruelling, annual cross-country race which ended 
in Rosario, Argentina, on January 16.

Th e Hino trucks fi nished 13th and 31st out of 
41 trucks which completed the route of 9 217 km. 
A total of 56 trucks had entered this year’s two-
week-long event which started in Buenos Aires on 
January 3.

Th e team also scored a 1-2 in the Dakar 
Challenge for trucks with an engine capacity of less 
than 10 litres, making it seven consecutive class 
wins and the third year in a row with them being 
fi rst and second in the class. Th is was the 16th time 
Hino has won this engine capacity award in the 17 
times it has been contested since 1996.

Hino, DAF, Kamaz, Scania, Liaz and 
Mercedes-Benz were the only six makes with a 
100% fi nishing record in this year’s race out of a 
fi eld that also included MAN, Iveco, Tatra, Ginaf, 
Renault and Maz trucks.

“We are pleased and proud at yet another 
display of outstanding reliability and durability 
by these two Hino trucks in the toughest regular 
test for this type of vehicle in open competition in 
the world,” commented the Vice President of Hino 
South Africa, Ernie Trautmann.

“Th e two, four-wheel drive Hino 500-Series 
trucks entered by Hino Team Sugawara were once 

again the only representatives from the Japanese 
truck industry to participate in this two-week 
marathon across some of the world’s most desolate 
regions. Th e strong performance also served to un-
derline Hino’s competitive spirit and technological 
resource,” he added.

What makes the Dakar Rally a David-and-
Goliath contest in the truck category is the fact 
that, as mentioned before, the Hinos uses produc-
tion-based six-cylinder intercooled turbocharged 
engines of less than 10 litres, while most of their 
rivals are in the “monster” category with much 
larger capacity engines developed specifi cally for 
this annual race.

Both trucks were fi tted with the Hino 9-litre 
common rail A09C-T1 turbo-intercooled engines 
which developed 630 horsepower and 2 255 Nm of 
torque. Th e only problems encountered were some 
minor weld cracks which were easily repaired.

Th e most successful year for Hino was 1997 
when it became the fi rst and until 2011 the only 
maker to take the fi rst three places overall in the 
truck category when the route went from Dakar to 
Agades and back to Dakar. ■

Fiat Makes 
a Bakkie

25 Not Out for Hino

Teruhito Sugawara and Hiroyuki Sugiura 
on their way to 13th overall in the truck 
category of Dakar 2016 in a Hino 500. 
They were also fi rst – for the seventh 
consecutive year – in the class for trucks 
with engine capacities of less than 10 
litres. This was also the 25th year in 
succession that the factory-supported 
Hinos have completed this guelling 
annual event.

Most of their (Hino’s) rivals are in 
the “monster” category with much 
larger capacity engines developed 
specifi cally for this annual race.
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Motorsport

BY ROGER HOUGHTON

Motorsport enthusiasts worldwide are prob-
ably wondering about the growing use of the 
GAZOO Racing nomenclature in Toyota Motor 
Corporation’s motorsport activities. For instance, 
the three Proudly South African “works” Hiluxes 
competing in the 2016 Dakar Rally in South 
America had the GAZOO Racing linked into the 
name of the team for the fi rst time.

Th e offi  cial line is that it is an attempt by 
Toyota to unite its various motorsport teams and 
disciplines under the GAZOO Racing banner and 
in so doing the meaning of GAZOO is explained 
as “driving pleasure, fun and racing excellence”. 
However, that is fairly simplistic and the real 
history of GAZOO is rather quaint and comes a 
long way.

It all started in 1997 when Toyota set up 
a division in its Information Technology (IT) 
department called GAZOO.com as an e-commerce 
automotive site that provided information on new 
and used cars. It also provided services to meet 
diverse Toyota customer needs by off ering a wide 
range of information while increasing contacts 
with motoring enthusiasts in Japan.

Th e project, which went live in 1998, was driv-
en by Akio Toyoda, who was then 42 years of age 
and is now the president of Toyota. Th e GAZOO 
e-commerce project continued to be developed 
and in 2007 the GAZOO Racing website was 
launched. Th e site is now spawning the unifi cation 
of most of Toyota’s diverse motorsport activities.

Th e story goes that Akio Toyoda was keen 
to go motor racing so got approval for a low key 
racing team using the GAZOO name as a brand 
promotion exercise. Subsequently the GAZOO 
name has been cropping up in entries into 
events such as the 24 hour endurance race at the 
Nurburgring where Toyoda himself drove a Lexus 
LFA supercar.

Now, with Akio Toyoda, a true motorsport en-
thusiast, at the helm of the company, the GAZOO 
name is fi ltering through to front line activities 
such as the World Endurance Championship, 
Dakar Rally and the new Toyota rally team that 
Tommi Makinen is building up in Finland.

One wonders what benefi ts will fl ow from 
using the GAZOO name, as it seems more likely 
that the Toyota name could possibly be dropped 
off  with reference being made only to GAZOO 
Racing, which does not benefi t the Toyota brand.

Surely using Toyota Motorsport (as was the 
situation previously) or Toyota Racing as the 
umbrella nomenclature, as is the case with most 
other motor manufacturers, tells the whole story 
and makes more sense as there is a direct link to 
the brand being promoted.

It is interesting to note that the use of the revered 
TRD (Toyota Racing Developments) name is 
nowadays confi ned mainly to the United States, 
Japan and some Asian countries.

In the US currently TRD is mainly visible as 
the name behind the NASCAR championship-
winning Camry sedans and Tundra pick-up trucks. 
However, there is also a comprehensive range of 
TRD performance parts and accessories for owners 
of Toyota products.

In Japan TRD is the name used in a host of 
racing formulae, from Super GT to single-seaters 
and production cars. Complicating the matter fur-
ther in Japan is the fact that TRD is also linked to 
Toyota subsidiary Technocraft , which has a history 

dating back to 1954 when it was in the “vehicle 
rehabilitation business”.

Australia had a TRD Division for a short 
time fairly recently and the TRD nomenclature 
has been used intermittently on Toyota models in 
South Africa.

Meanwhile Lexus has used the F-Sport brand 
for its performance models such as the IS F, RC 
F and GS F as well as tuning and trim parts since 
2007. At the time it was suggested that F stood for 
Fast or Flagship but later reports surmised the F 
was derived from the name of the Toyota-owned 
Fuji Raceway in Japan, where the fi rst corner, 
27R was said to have inspired the shape of the 
F emblem.

Adding to the complex naming situation is 
Toyota Motorsport GmbH in Cologne, one of the 
most advanced motorsport development facilities 
in the world, which was built at the end of the 20th 
century to house Toyota’s Formula 1 project.

Besides being used by a host of outside 
organisations, racing teams and other manufac-
turers it is also the base for the GAZOO Racing 
World Endurance Championship team and also 
involved in engine development for the upcoming 
rally programme.

In addition a friend has also pointed out that 
the Great Gazoo was a character in the animated 
Flintstones series dating back to 1965. Th e Great 
Gazoo was a tiny, fl oating alien exiled to earth 
from its home planet Zetox as punishment for 
inventing a Doomsday machine!

All rather confusing! ■

Who or What 
is GAZOO?

Akio Toyoda (third from left), is the person who came up with GAZOO Racing and 
the nomenclature is prominent on his racing overalls in this photo. He is now backing 
Toyota’s return to the World Rally Championship in 2017 with a team headed up by 
former world champion Tommi Makinen (second from left). Others in the photo are: 
Toshio Sato (left), president of Toyota Motorsport GmbH in Cologne, and Koei Saga, the 
vice-president of the rally team. (Photo: Toyota Newsroom).

Now, with Akio Toyoda, a 
true motorsport enthusiast, 
at the helm of the company, 
the GAZOO name is fi ltering 
through to front line activities 
such as the World Endurance 
Championship, Dakar Rally and 
the new Toyota rally team.
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BY STUART JOHNSTON

I bade farewell to my air-cooled Kombi the other 
day and as it roared off  down the road driven by 
the new owner I realised that this was the fi rst time 
I’d seen the old bus in action from the outside. It 
sounded good, a rich burble from its Volkspares 
SP-replica twin pipe exhaust, and looked good too. 
Aah well, on to new projects.

Okay, when I say projects, I should perhaps 
clarify that my mechanical skills range from 
changing brake pads and plugs and points to doing 
the odd cylinder head gasket replacement, and 
that’s about it. I have been around cars and me-
chanics all my life and I understand how an engine 
and its parts work, but when it comes to specifi cs, 
aha moments only manifest once I’ve seen one of 
its mechanisms in operation. I don’t have that par-
ticular logic that can extrapolate certain reactions 
from intended actions. And to be a good mechanic 
you need that sort of mind set.

Before I sold the bus, a 1971 T2 Type 2, I had 
an informal drag race with another VW bus, of 
similar vintage and I blew it into the weeds. It 
happened aft er an air-cooled meet in Pretoria, 
and I was keen to see whether my Weber 36DCD7 
carb I’d scored from Pickford Petit down in Port 
Elizabeth actually did the business in reality, or 
was the extra power and smoothness purely in 
my imagination.

I was all alone and when I got home and 
bragged about how I pulled about 200 metres on 
this other hapless Kombi, my lady burst out laugh-
ing, no-doubt deciding that, whilst dicing was both 
dangerous and foolish, dicing in a 1971 Kombi 
was ludicrous.

Actually the dice reminded me of my 50 cc 
Yamaha that I owned – coincidentally – in 1971. 
I had a Pretoria-bound mate called Ed Murray 
who knew all about port timings and exhaust 
pipe reverse sound waves in two stroke engines 
and he helped me make that that thing fl y. I rode 
all over on that little bike, from Northcliff  to 
Pretoria at least twice a month, to Mpumalanga 
on occasion, and on one memorable trip Ed and 
I hauled to Welkom to see the second three-hour 

endurance race ever held there. Th at was the end 
of ‘71.

I mention all this because my mate Lino from 
Cape Town, who collects all manner of classic cars 
and bikes, has scored a similar 50 cc Yamaha for 
me, in crates, so all I have to do is assemble it! Time 
to work on that logic aspect of my psyche.

Th e art of driving the Kombi and riding a 50 
cc bike are not dissimilar. Th e main thing is to 
use as much throttle at all times and to judge your 
passing manoeuvres perfectly. Okay, that doesn’t 
happen oft en, because you rarely overtake other 
vehicles on a 50 or in a Kombi, but when you do, 
you have to get your momentum set up perfectly. 
Th e other important aspect is to keep an eye on 
your mirrors at all times for faster traffi  c (all other 
road users, nearly) , which means you can end up 
looking like that pop-eyed comic from the 1970s, 
Marty Feldman. I think he played 
Frankenstein’s helper in a movie 
at one stage.

Th e thing I’m really looking 
forward to is that with the bike I 
can sit next to the thing and work 
on it, instead of crawling under-
neath or crouching down, peering 
into an engine bay designed for 
people like bushmen, who always 
seem to be on their haunches 
sucking water out of the desert, 
whenever I seem them on the 
National Geographic channel.

My mate Ed is still around, running a go-kart 
business, and I am keen to get even better versed in 
the art of squish angles, transfer port blow-down 
, and proper sump-sealing, all stuff  he has learned 
since he fi rst took a dentist’s drill to the exhaust 
port of my Yammie back in ’71.

Th e thing is, I hope I fi nd other 50s to dice; 
there are very few around now since they made 
125s legal for 16-year olds about two decades 
ago. Th e only bummer is, if I do manage to win 
a few contests, who am I going to brag about it 
to? Kombi-racing (my better-half excepted, she 
laughed until she almost choked) generally raised 
a few ironic eyebrows; behaving like a somewhat 
heavier, immature relic from the ‘70s, lying fl at on 
the tank at 90 km/h, singing Born to be Wild, is not 
something you can readily admit to at your average 
cocktail party! ■

Back Page

Farewell to my Type 2 T2 otherwise known as a Bay Window Kombi. These things fetch 
good money overseas but I was determined to sell mine to a local enthusiast.

The Art of 
Going Slowly

The Yamaha FS1.
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