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Already there are massive repercussions for global 
economies and fi nancial markets. Th e UK and EU 
are South Africa’s most important trading partners 
in terms of vehicle and component exports so there 

are likely to be serious consequences arising from 
the Leave voters’ decision.

Senior executives of British vehicle manu-
facturing plants in the UK had warned about the 
potential risks associated with leaving the EU prior 
to the vote last Th ursday.

Th ese voices included that of SA-born 

Dr. Johan van Zyl who now heads up Toyota 
Europe. Toyota is among those companies with big 
plants in the UK, with others being BMW (build-
ing MINI and Rolls-Royce), Volkswagen (Bentley), 
Tata (Jaguar and Land Rover), Honda and Nissan.

continued on page 2 

The unexpected result of the Brexit poll in the United Kingdom will have a signifi cant impact on the South African 
motor industry according to a number of local commentators and industry executives.
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Ford has scaled down its opera-
tions in the UK, but its three UK fac-
tories are still an important source of 
major components such as engines 
and transmissions.

Th ere are also a number of niche 
makers based in the UK such as 
Aston Martin, McLaren, Morgan 
and Lotus.

A Nissan executive in Europe 
said it was hard to believe that there 
was an overwhelming “Leave” vote 
in the Sunderland area where the 
Nissan plant is situated and which 
provides employment to many of the 
local people.

If one considers that companies 
such as UK-based Toyota sold 75% 
of their 190 000 cars in EU member 
countries last year, while only 10% 
were sold on UK home soil, one can 
see why manufacturers are pressured 
to preserve these trade agreements. 
In 2015, the UK exported 77% of the 
1.59-million vehicles manufactured 
in the country, across all makes.

Before the poll it was generally 
mentioned that exports of UK-built 
vehicles would be hit by a 10% 
duty when they went into the EU 
if the “Leave” vote succeeded. Th e 
penalty will only become clear as 
negotiations between the UK and 
EU progress, but the extreme case 
could result in the closure of vehicle 
manufacturing facilities in the UK as 
is happening in Australia at present.

According to a recent re-
port by Roy Cokayne in Business 
Report, NAAMSA’s director, Nico 
Vermeulen, said that a lower GDP 
in the UK and EU will be refl ected 
in the demand for motor vehicles 
but this could be only a temporary 
phenomenon.

Vermeulen said a broad free 
trade agreement governed trade be-
tween SA and the EU and SA would 
have to arrange a similar deal with 
the UK going forward.

Another person to comment on 
Brexit and the motor industry was 
Jeff  Osborne, former CEO of the 
Retail Motor Industry organisation 
(RMI) and now head of Gumtree 
Automotive. He said: “We don’t yet 
know the infl uence Brexit will have 
on the motor industry, but automo-
tive stocks on global stock markets 
were battered when the news broke. 
Th is was likely due to investors exer-
cising caution and opting to observe 
the UK situation before making any 
rash decisions. Th e eff ect is likely to 
be a marked decline in share values 
in the short term.”

Britain is an important market 
for built-up vehicle exports from SA, 
with the likes of Mercedes-Benz, 

Volkswagen, BMW and Ford ship-
ping a total of 48 669 passenger and 
light commercial vehicles to the UK 
last year.

“Vehicle and component exports 
from South Africa have been on the 
rise consistently over the last few 
years, in some instances by 50%, 
bolstered by the weak rand and the 
fi nancial recovery from northern 
hemisphere markets. It is crucial that 
trade agreements with Britain are 
renegotiated to minimise economic 
impact,” added the Gumtree Head.

Osborne says this is particularly 
important as major African markets 
increasingly move away from South 
African imports. “As countries 
such as Algeria’s policies on vehicle 
imports tighten and Nigeria focuses 
on its own budding manufacturing 
industry, South Africa is dependent 
on Europe, while Angola’s loss of oil 
revenue also cut government spend-
ing on imports signifi cantly.” ■
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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

“Vehicle and 
component exports from 
South Africa have been 
on the rise consistently 
over the last few years, 
in some instances 
by 50%, bolstered 
by the weak rand.”

NAAMSA director, 
Nico Vermeulen.
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Editor’s Note

Welcome to another issue 
of AutoLive! And what a 
packed issue it is, bring-
ing you all the latest news 
from our automotive and 
related industries.

As if we don’t have 
enough problems of our own, 
it seems that Brexit will have a negative impact here in South 
Africa too. Th ose in the know are predicting serious impli-
cations for the motor industry that could place additional 
strain on already-faltering local vehicle sales.

At the same time, Mike Whitfi eld (Managing direc-
tor of Nissan South Africa, President of NAAMSA and 
Deputy President of AAAM) believes that the African 
automotive industry is on the brink of a potentially bright 
future. Provided, of course, that certain key challenges can 
be overcome.

In other news we look at the diff erences between origi-
nal, OEM and aft ermarket parts and why it matters. Th is 
has always been a hotly debated issue which is now being 
addressed by the Right to Repair initiative.

At the same time retailers are being warned of the grow-
ing importance of digital communications systems in the 
vehicle retailing environment in South Africa. Th e message 
is clear: people heading up local automotive businesses must 
embrace change and adapt the way they run their compa-
nies to ensure sustainability. Th e accelerating move to the 
digital world is one of these changes that must be taken 
very seriously.

On a lighter note, we bring you driving impressions on 
BMW’s fi rst mainstream plug-in hybrid, a SUV contender 
from China and the latest off ering from Mitsubishi. We also 
investigate Toyota’s Le Mans misfortune.

As I said, plenty to read on these 24 pages. Enjoy!

Liana Reiners,
Editor

To advertise in  contact

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

BY ROGER HOUGHTON

Th e current situation regarding new vehicle 
sales in South Africa makes for sad reading 
because many of our country’s economic 
woes are self-infl icted and fanned by the 
unstable political environment that is now 
leading to ongoing violence. Th is is a recipe 
for disaster in terms of business and inves-
tor confi dence and the motor industry is 
one of the fi rst sectors to suff er in times of 
economic downturns.

Overall new vehicle sales in May were 
10.3% below the fi gure for the corre-
sponding month last year at 42 907 units. 
Passenger car sales tumbled 12.3% and LCV 
volumes fell 5.3% while sales of medium 
commercials dropped 13.1% but the heavy 
truck and bus market slipped only 3%.

Th e overall year-to-date situation is lit-
tle better, with a fall of 9.8% in volume com-
pared to the January-May period in 2015.

Th ere was some good news for the deal-
ers however in that 90.5% of the sales went 
through the retail channel, only 1% went 
to the government, 3.3% to corporate fl eets 
and 5.2% to the rental industry.

Even though the rental sales were 
5.9% below the April fi gure, they are still a 
massive 48.7% up on a year-to-date basis. 
Th is shows how the vehicle sales in 2016 are 
being buoyed up by the rental sector.

Th e high demand for new vehicles from 
the rental industry is also rather strange 
when one hears about the eff ect Uber is 
having on the rental and metered taxi busi-
ness. Hopefully the strong demand from the 
rental industry points to high demand from 
overseas tourists, which can be expected at 
this time when our rand is so weak.

Irma Venter, writing in Engineering 
News, had an interesting take on the current 
situation by saying how consumers are buy-
ing from the big, reputable brands while the 
smaller companies – all importers suff ering 
with the weak rand – are languishing.

She makes a point that there is still 
demand for specialised cars out there, such 
as Porsches, and that this prestige German 

brand is in fact outselling long-established 
nameplates like Fiat and Subaru so far 
this year and is not far behind Peugeot 
Citroën SA.

WesBank continues to stress the shift  in 
purchasing from new to used vehicles.

Simphiwe Nghona, CEO of WesBank 
Motor Retail, says that the weaker rand has 
resulted in continuing new car price infl ation 
and this is driving people to consider a qual-
ity used car. WesBank says demand for used 
cars rose by 9.5% in May. Used car prices are 
also rising and the average price for a used 
car fi nanced by WesBank was up 7% in May.

WesBank’s forecast for 2016 still sees 
total industry sales declining by 12% for the 
year. Th is decline is being fuelled by upward 
changes in the interest rate and higher cost 
of living for consumers. Th is year the inter-
est rate has already been hiked by 75 basis 
points, while the petrol and diesel prices 
have risen by 7% and 12% respectively.

“Consumers currently in the market 
fi nd themselves either having to hold onto 
their cars for longer before replacing them 
with a new model or taking their budget to 
the used car market,” explained Nghona. 
“Th is focus on aff ordability highlights the 
pressure on consumer budgets. Th e cost of 
motoring is on the rise and will start playing 
an even bigger role going forward.”

One bright spot for the industry as a 
whole is the growth in exports of built-up 
vehicles. Although only comparatively 
few companies in the local market benefi t 
directly from these exports it is good for 
the balance of payments of the overall SA 
economy, which is very important.

Exports were only slightly up month-
on-month but the outlook for the rest of the 
year is fairly bullish. Mercedes-Benz set a 
record in April for the highest ever export 
total for a month from East London at 
10 674 units and followed that up with ship-
ping 10 452 units in May. Other good export 
performances came from Volkswagen 
(6 809 units), Toyota (5 820), BMW (5 119) 
and Ford (4 796), while Nissan (369) and 
GM/Isuzu trucks (205) had very disappoint-
ing export months. ■

New Vehicle Sales Continue 
on a Downward Path

mailto:liana@autolive.co.za
mailto:liana@autolive.co.za
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BY ROGER HOUGHTON

Th e recent celebration around the launch of the 
new Hilux and Fortuner as locally manufactured 
models made at the Prospecton plant of Toyota 
SA Motors resulted in an information overload, so 
here is a second bite at the cherry with some more 
facts and fi gures.

It has to be kept in mind that the run out 
production of the previous Hilux and Fortuner 
had to continue while the facilities were changed, 
new equipment installed and pre-production 
trials for the new models were carried out. A 
mammoth task!

Dave Finch, Senior Vice 
President: Manufacturing

We faced a big challenge in terms of facilities, 
equipment and logistics with the introduction of 
the two new Innovative Multipurpose Vehicles 
(IMV). Th e number of derivatives we make for the 
local and export markets has jumped from 312 
production suffi  xes to 430.

Th e amount of local components also rose 
signifi cantly, such as wiring harnesses from 314 
to 515, windshields from 4 to 12, exhaust pipe 
assemblies from 30 to 36, transmissions from 22 to 
29 and headlinings from 5 to 17 (big change due to 
the ducting on the Fortuner).

Th ese factors impacted on many aspects of the 
assembly operation.

Major changes were made to the press and 
weld body plants, including the installation of 
three more presses together with 141 new press 
dies. Th e component manufacturing facility also 
underwent major changes as TSAM now makes an 
increasing number of components in-house.

Th e automation ratio increased by 32% 
eliminating manual processes where ergonomics 
and safety could be a concern. Th e opportunity 
was taken to brighten the workplace and improve 
conditions where people work.

Nigel Ward, Senior Vice President: 
Manufacturing Support Group

Th e local product engineering team put proto-
types through their paces at the Eston test track 
for several years before launch, with the fi rst 
exposure to the basic new product occurring as 
long ago as 2010. Much of the testing was con-
ducted on rough gravel surfaces to ensure QDR 
(Quality, Reliability and Durability, which are 
Toyota’s cornerstones).

Th is “1 in 10 year” opportunity to be involved 
with a new Hilux project gave TSAM the ideal 
chance to increase local content and introduce 
new suppliers. Th e previous model had about 1 500 
local parts and this has grown to more than 2 700 
components while welcoming fi ve new major sup-
pliers. Th is has resulted in an estimated 2 000 new 
jobs in the supply chain.

Bronwyn Kilpatrick, Vice-
President: Finance and Exports

TSAM will export 55 000 new Hiluxes and 
Fortuners in 2016 and is the second biggest 
manufacturer of IMV vehicles in the world, behind 
Th ailand. Exports from Prospecton will account 
for more than 50% of local production, so it is 
extremely important. Many export units will go to 
some of the most discerning markets in the world, 
including Europe.

Th e new range includes a Club Cab with rear 
access doors for the fi rst time and these models 
will go to Europe and Africa.

Th e locally-made IMV range will go to 74 
countries in Africa (43), Europe (28) and Latin 
(Central) America (3). Th e biggest markets in 
Europe are the UK, France, Germany, Spain and 
Norway. In addition the locally-supplied Hilux will 
go to 16 United Nations-affi  liated funds.

Th e SA-built IMVs continue to exceed the local 
content requirements of free trade agreements such 
as the EU FTA and the SADC FTA which means 
many export customers escape paying costly im-
port duties when buying these vehicles. In addition 

to producing built-up vehicles for export TSAM is 
also a component supplier to Th ailand.

Suben Moodley, Senior Vice 
President: Corporate Services Group

Human resource development is vital to TSAM 
and the IMV project has provided several impor-
tant opportunities for upskilling and employment, 
with all training managed under the banner of the 
Toyota Academy of Learning. Th ere are currently 
453 trainees in the feeder system, with 199 trainees 
having been absorbed into the organisation 
last year.

Th e current workforce numbers 8 476 employ-
ees, with 56% of them (4 764 employees) or 82% of 
the shop fl oor team members in Durban involved 
in the IMV programme. Last year 557 new employ-
ees were hired specifi cally for this programme and 
on average spent six days in classroom training and 
146 days in shop fl oor training. TSAM brought in 
302 specialists from Japan over a six-month period 
to provide hands on training.

In addition 1 610 dealer staff  were trained on 
new Hilux and 1 314 on new Fortuner using on-
line programmes

Calvyn Hamman, Senior Vice 
President: Sales and Marketing

Sales kicked off  quickly with more than 1 000 
Hiluxes sold in its fi rst week on the market – and 
without the full model range available – while 864 
Fortuners were retailed in the fi rst 14 days. It is ex-
pected that these two models will once again be top 
sellers in the one-ton bakkie and SUV segments 
this year, with Hilux as the top-selling model range 
in the country too.

A multi-pronged approach to the marketing 
and promotion of the new models included an 
extensive, week-long launch at the newly-revamped 
Kyalami circuit to digital media, print and some 
memorable TV advertisements. Th e 2016 Dakar 
Rally, where the new Hilux debuted served as 
an international introduction for this important 
model in the Toyota family. ■

Toyota’s New IMV Models Were Major 
Challenges in Production and Logistics

Dave Finch. Nigel Ward. Bronwyn Kilpatrick. Suben Moodley. Calvyn Hamman.
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Industry Insider

BY ROGER HOUGHTON

Johann Snyman, winner of the Sewells SA 
Businessman of the Year award for large dealers 
in 2015 is a self-made man in every respect. He 
has managed to reach the heights in the highly 
competitive business of automotive retailing 
without having a tertiary education or other formal 
qualifi cation.

Snyman, a born-and-bred Rustenburger, says 
he has benefi tted from the many lessons and expe-
riences – oft en challenging – that life has thrown at 
him in his 40 years in the motor business.

He has been in his current position of dealer 
principal of the thriving Rustenburg Toyota 
dealership since 1999 when he joined forces with 
Botswana business tycoon Satar Dada. Th e two of 
them subsequently bought Lichtenburg Toyota in 
2003, which Snyman continues to manage, and 
which is profi table despite tough times for the 
farming community in that area where drought 
istaking its toll.

Th e likeable dealer principal gives a great deal 
of credit to Toyota SA for his success. He fully sup-
ports Toyota’s corporate values and principles and 
says that Toyota still operates with its dealers as 
an extended family. Snyman adds that Toyota also 
provides outstanding training in all aspects of his 
business and says he makes maximum use of these 
training opportunities for himself and his staff .

Snyman has served on the Toyota National 
Dealer Advisory Council (NDAC) for the past 15 
years, having been chairman in 2012 and 2014. 
He is now the NDAC secretary and continues to 
serve as chairman of the Toyota North West Dealer 
Council, a position he has held since 2002.

Snyman is an enthusiastic supporter of Sewells 
and has submitted his monthly fi nancial returns 
since 2011. He was runner-up for Businessman of 
the Year in 2014 and says he was both surprised 
and very proud to get the ultimate accolade in the 
Businessman of the Year competition for 2015. Th e 
Rustenburg Toyota DP is particularly supportive of 
the stress Sewells puts on dealership management 
keeping their eyes on all fi ve income streams – new 
car sales, used car sales, parts, service and F&I – to 
ensure that each one is profi table.

“What was very satisfying is that I was runner-
up for this prestigious Sewells award in 2014 which 
was the year in which the Rustenburg area endured 

a fi ve-month miners’ strike. Th en I was adjudged 
the winner in 2015 when I was involved with 
building a new dealership facility for Rustenburg 
Toyota as well as a new shopping mall while still 
overseeing the motor businesses in Rustenburg and 
Lichtenburg,” explained Snyman.

“I am fortunate to have the support of excel-
lent teams of loyal and enthusiastic employees at 
both dealerships and I am particularly proud that 
they are basically home-grown and then trained 
in-house and through the Toyota Academy of 
Learning. We have not yet won the Toyota Dealer 
of the Year award, but have earned numerous 
category awards over the years.”

Snyman is a petrolhead through and through 
and he said once he had matriculated and complet-
ed his National Service he knew his future career 
path would be in the retail motor industry.

He started working as a junior sales represent-
ative at the Leon’s MMI dealership in Rustenburg 
in 1976. His managerial skills saw him appointed 
dealer principal of Leon’s Motorcycles within two 
years. Th e young Snyman made a great success of 
this business as it was a boom time for motorcycle 
sales and in one month alone he sold 167 new and 
used motorcycles countrywide. He says this is 
where he learned the benefi ts that could fl ow from 
providing top rate aft er sales service and building 
relationships with customers.

In 1982 he decided it was time for a change 

and the opportunity to take on new challenges so 
he joined Muhl’s Motors, the Mercedes-Benz fran-
chise in Rustenburg. He was a shareholder within 
two years and appointed managing director of the 
company the following year. He held this position 
until 1994 when he sold his shares and opened his 
own dealership for pre-owned vehicles, trading as 
EML Motors.

He sold that business in 1999 and made a 
sizeable profi t. While sitting at home contem-
plating his next business move he received a call 

from Satar Dada, who proposed he became dealer 
principal at Rustenburg Toyota.

Snyman accepted the off er but said he was 
not keen on working in a corporate environment 
and would only take a two year contract. However, 
Dada gave him a free hand and the business 
fl ourished. Th e relationship continues to work 
exceptionally well and Snyman is still at the helm 
of Rustenburg Toyota 17 years later!

Snyman is of the opinion that motor dealers 
in South Africa need to be cautious if they are to 
survive the next couple of years in tough economic 
conditions. “I know what it was like in 1985 and 
2008 but we came through these tough periods 
stronger than before,” he commented.

“My advice to dealers is to consolidate the 
business and ensure your overhead structure is 
in line with your sales volumes and profi tability. 
Concentrate on aft er-sales as this is an important 
profi t generator now and going forward. Cost 
absorption will be crucial in future.

“Pre-owned vehicles are increasingly im-
portant as the consumers come under more and 
more economic pressure and will replace their 
vehicles less oft en and increasingly with well-
priced pre-owned models. New vehicle sales will 
be under enormous pressure and will remain so 
until the economy begins an upswing. Satisfying a 
customer’s needs in the aft er-sales division means 
you will at least have a chance of selling this person 
a new or pre-owned vehicle in the future.

“Remember ‘Cash is King’ and you need not 
work harder as long as you work smarter!” ■

“I am fortunate to have the 
support of excellent teams of 
loyal and enthusiastic employees 
at both dealerships and I am 
particularly proud that they are 
basically home-grown ...

Sewells’ Businessman of 
2015 is a Self-Made Man

Johann Snyman, Sewells SA 
Businessman of the Year winner for large 
dealers in 2015.
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KIA Backs Creation of 
Community Auto Mechanic 

Training Centres
As part of KIA’s Green Light Project construction 
has commenced on new community-run auto me-
chanic training centres in Ethiopia and Kenya.

Th e Green Light Project was started in 2012 
and strives to improve access to healthcare, educa-
tion and employment for disadvantaged communi-
ties in Africa. Th e program seeks to empower local 
communities to improve mobility and self-suffi  -
ciency, and enable them to challenge and overcome 
their obstacles.

Construction of the two new auto mechanic 
training facilities is due to be completed in the 
fi rst half of 2017. Th e centres, situated in the Lideta 
district of the Ethiopian capital, Addis Ababa, and 
in the Dandora suburb of Nairobi, the capital of 
Kenya, will be jointly operated by world renowned 
NGOs – World Vision for the centre in Ethiopia 
and Good Neighbors for the centre in Kenya. Both 
projects are supported by a US$4 million invest-
ment by KIA Motors and the Korea International 
Cooperation Agency (KOICA).

When the centres open in 2017, each site will 
employ residents from the local community and 
take on around 100 young trainees each year. Th e 
centres will enable trainee mechanics to work 
towards national qualifi cations in their respective 
countries, and feed into a new internship program 
at KIA’s Kenyan distributor operation.

Once established, the Green Light Project-
backed facilities will help increase the number of 
vehicle mechanics and raise employment levels, and 
KIA estimates that each centre will have a positive 
impact on the lives of over 2 000 local citizens. ■

Dramatic Drop in Vehicle 
Exports into Africa

Exports of South African-built vehicles into other 
African countries have fallen dramatically, by 
52%, in the fi rst fi ve months of 2016 compared to 
the same period in 2015. Exports in 2016 totalled 
only 10 087 units compared to 20 963 units a year 
previously and the latter fi gure represented a 12% 
drop from 2014.

Th is data highlights the parlous state of the 
economies of many African countries, particularly 
those dependent on income from oil. One of these 
countries is Angola which only imported 71 new 
vehicles from SA in the period January-May 2016.

Tighter import regulations in Algeria have 
devastated exports from SA to this market; last year 
it was the top destination taking 6 826 units in the 
fi rst fi ve months of 2015 while this year it has taken 
only 372 SA-built vehicles over the same period.

Toyota continues to lead the way in total 
exports into Africa with 4 047 units (compared 
to 10 267 units in the fi rst fi ve months of 2015). 
Nissan is still second year-to-date with 2 095 units 
exported, while Ford shipped 1 592 units and GM/
Isuzu trucks, 779.

Th e major market for SA is now Nigeria, 
which took 2 322 units in the fi rst fi ve months of 
2016 compared to 2 628 units in the same period 
last year.

Total exports to Africa in the month of May 
amounted to only 1 713 units compared to 4 022 
in May last year. Toyota supplied the bulk of these 
exports with a total of 741 units as it ramps up the 
build of new Hiluxes and Fortuners. ■

Ethiopia Wants to be Top 
Assembler in Africa

According to a recent article by Automotive News 
Europe, Ethiopia has grand ambitions for its tiny 
auto industry, seeking to transform a handful of 
assemblers that bolt together imported kits into 
a network of factories that can make the country 
Africa’s biggest car manufacturer over the next 
two decades.

Currently, Ethiopia produces about 8 000 
vehicles a year for the home market, but executives 
say they have capacity to make more if they could 
obtain extra foreign exchange to import kits in 
greater numbers. Th e nation imported more than 
38 000 assembled cars in 2015, an increase of more 
than 50 per cent over 2014.

Plans are taking shape in industrial zones 
around Addis Ababa and the northern city of 
Mekelle, where Ethiopian fi rms and Chinese 
partners assemble the vehicle kits. “Th ere is a lot of 
potential for growth,” said Ma Qun, deputy man-
ager of China’s Lifan auto group in Ethiopia, which 
has the capacity to assemble 5 000 cars a year but 
whose output is less than a fi ft h of that. “We want 
to start exporting from Ethiopia by 2018,” he said.

Assemblers in Ethiopia, which put together 
Chinese brands Geely, FAW and BYD as well as 
Lifan, face other hurdles, notably in obtaining 
dollars to import kits given the nation’s scant cur-
rency reserves. Th ey are also battling to reassure 
consumers about quality.

To encourage the industry, Ethiopian-
assembled cars receive tax breaks when local input 
exceeds 10 per cent. Unfortunately, Ethiopia’s 
car assemblers face another challenge, namely 
that their cars do not hold their prices as well as 
fi nished imports.

“Th e big obstacle they face is resale value,” 
said Araya Lakew, whose mekina.net website links 
buyers and sellers. Some used imports, such as 
Toyotas, even rise in birr terms with the weaker 

currency, unlike locally assembled models. Lifan’s 
marketing director Tomi Su said his fi rm would 
keep making their models more attractive to 
consumers. “Th ere will be new gadgets in every 
upgrade,” he said. ■

New Head for Ford Middle 
East and Africa

Ford Motor Company recently announced the 
appointment of Jacques Brent as president, Middle 
East and Africa. He will be based in Dubai and re-
places Jim Benintende, who will be taking over the 

role of director, US 
Sales Support report-
ing to Mark LaNeve, 
vice president U.S. 
Marketing Sales and 
Service at Ford’s 
World Headquarters 
in Dearborn, eff ec-
tive Aug. 1, 2016.

“Th is is a great 
opportunity in 
Ford’s newest region 
and I look forward 
to continuing the 
growth and momen-

tum we have established in these diverse markets,” 
Brent said. “Jim and the team have done great job 
establishing the region and it is an honour for me 
to be able to lead this region as we embark on the 
next exciting phase of our development.

“I am also very excited to once again be 
working with South Africa, and to get to know the 
employees and dealers in the other regions.”

Brent has worked at Ford for 19 years be-
ginning his career at Ford Motor Company of 
Southern Africa. His career has spanned three con-
tinents and multiple brands over the years. He has 
worked in leadership roles within markets and the 
various brands with cross functional experience in 
fi nance, marketing, sales and general management.

Aft er heading up the Marketing, Sales and 
Service division of Ford Motor Company of 
Southern Africa, Brent accepted the position 
of executive marketing director for Ford’s Asia 
Pacifi c Region.

He then took over the role of Group Marketing 
manager, Large Cars and SUVs, based at Ford 
World Headquarters in Dearborn.

In April 2014, Brent was appointed vice 
president Marketing in Asia Pacifi c, covering 
the 12 major markets and many smaller ones. 
His current role in Asia Pacifi c includes regional 
responsibility for consumer, product and retail 
marketing in addition to market research and 
marketing strategy. ■

Jacques Brent, Ford’s 
newly appointed 
president, Middle East 
and Africa.
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BY MIKE WHITFIELD 
(MANAGING DIRECTOR OF 

NISSAN SOUTH AFRICA,  

PRESIDENT OF NAAMSA AND  

DEPUTY PRESIDENT OF AAAM)

Th e global economy is in a downturn. Even so, be-
lief in Africa’s potential as the last economic fron-
tier is not misplaced. With 2016 growth projected 
at above 3.0%, Africa is the only emerging market 
region likely to experience increasing economic 
growth in the next fi ve years.

Where is the automotive industry in Africa’s 
economic rise? A recent panel discussion, hosted 
by Deloitte Africa and in which I was invited to 
participate, gave some useful insights – some of 
which I’d like to share.

A springboard to the discussion was Deloitte 
Africa auto research in three diff erent markets 
– Ethiopia, Kenya and Nigeria – which helped 
unpack the issues.

Th e size of Africa’s auto sector opportunity 
isn’t in doubt. High numbers of consumers, grow-
ing spending power and increasing urbanisation is 
driving demand for mobility on a continent where 
the motorisation rate – at around 44 per 1,000 
people – is low compared to a global average of 
180. Th at demand will escalate with the anticipated 
opening up of mega cities, mega regions and mega 
corridors. Combined spending power in 18 African 
cities is expected to reach $1.3 trillion dollars 
by 2020.

Th e question is how to unlock the potential of 
this vast opportunity–because there are undoubt-
edly some stumbling blocks that could impede the 
growth of Africa’s auto sector. For example, a huge 
second-hand car market, lack of fi nance facilities, 
and an absence of clear and consistent auto policy.

Africa is mainly a retail market, dominated 
by second-hand car sales. New car sales lag far 
behind. Because of vehicle taxes and import costs, 
they are generally the preserve of corporate and 
government fl eet customers.

High costs, coupled with a lack of access to 
fi nance and credit facilities, mean private individu-
als turn to the second-hand car market at best 
and to dubious parallel or grey imports at worst. 

Aff ordability and credit options are therefore key 
to opening up the new car market – of locally-pro-
duced and imported vehicles–to Africa’s signifi cant 
private customer base.

Financial institutions have shown interest in 
investing on the continent–both to take advantage 
of the robust second-hand car market and to part-
ner with international car brands to off er fi nancing 
options for new vehicles.

Auto policy that discourages second-hand 
car imports and sales, coupled with education on 
the benefi ts of a new car purchase are essential, 
if we are to break the used car market monopoly. 
Th is includes education on the value of regular 
maintenance, not oft en viewed as a priority and 
exacerbated by a lack of service outlets. So the sales 
and aft ersales network needs to strengthen and 
expand within each country, reaching urban and 
rural areas alike to ensure greater brand visibility 
and accessibility to service, parts and accessories.

When it comes to product off erings, important 
for the auto sector to note is that Africa is not a 
one-size fi ts all scenario. With over 50 markets 
comprising varying economies, terrains, and 

infrastructure levels, car companies need to off er a 
range of tailor-made products. As roads and trans-
port networks improve, we should be ready for a 
shift  in demand from Africa’s mainstay–durable 
pickups and 4×4s–to passenger vehicles.

In terms of auto assembly, Africa’s capacity 
is still fairly small with four main manufacturing 
hubs in South Africa, Egypt, Morocco and Algeria. 
However, more countries – in a move to diversify 
their economies – are recognising the auto indus-
try’s role in their industrialisation policies.

Establishing economies of scale, through 
domestic sales and export programmes, is crucial, 
as is a consistent and investor-friendly auto policy 
that attracts local and international players.

Much can be learned from our own auto 
manufacturing experience–the partnerships that 
we have established with key stakeholders and the 
role of government in eff orts to create a globally 
competitive manufacturing hub, supported by a 
strong local supply chain.

Nigeria – which has the potential to become an 
auto manufacturing hub for West Africa – is a case 
in point. During this year’s bi-lateral talks between 
South Africa and Nigeria, I had the privilege of ad-
dressing one of the manufacturing sessions on be-
half of NAAMSA. Our key message was to convey 
the advantages of a strong auto industry in growing 
a country’s economy, as well as the importance of 
an auto policy that is conducive to investment.

One of the outcomes of the visit was the 
Nigerian government’s request for South Africa’s 
assistance in developing its auto policy. Our DTI 
Minister committed to putting together a technical 
team that will assist Nigeria in reviving its auto 
programme. Th ere was also a mutual commitment 

Is Africa Ready for the Automotive Sector, and is the 
Automotive Sector Ready For Africa’s Unique Requirements?

Opinion Piece

The following article was fi rst published in Sunday Times’ Business Times on June 19, this year and provides 
some rather interesting insight into the African motoring industry.

Nigeria has the potential to 
become an auto manufacturing 
hub for West Africa. Our DTI 
Minister committed to putting 
together a technical team that 
will assist Nigeria in reviving 
its auto programme.

High costs, coupled with a lack 
of access to fi nance and credit 
facilities, mean private individuals 
turn to the second-hand car 
market at best and to dubious 
parallel or grey imports at worst. 

continued on next page 
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to provide an enabling business environment to fa-
cilitate the movement of people, goods and services 
between our two countries.

With auto manufacture at the heart of other 
industrialisation programmes in Africa, this type 
of cross pollination and cooperation between gov-
ernments and stakeholders needs to take place on a 
greater scale between countries and regions.

Th e newly-formed African Association of 
Automobile Manufacturers (AAAM) is a sign that 
car makers believe in Africa’s automotive potential 

and are ready to assist in growing the continent’s 
vehicle and component manufacturing capacity.

Kenya, for example, with small-scale vehicle 
assembly and the gateway to East African coun-
tries, has the ability to become an auto assembly 
hub for the region. A welcome development is that 
the East African Community intends to curb used 
car imports by tightening controls, both to address 
pollution and to boost the local manufacturing in-
dustry. Th e region is also looking for policy direc-
tion from the likes of the South African, Nigerian 
and Ethiopian auto industries.

Ethiopia – whose fl edgling auto industry is 

part of a Growth and Transformation Plan to 
achieve GDP growth of 8% by 2020 through invest-
ment and incentives – is an ideal destination for 
fi rst-mover visionaries.

And so, is Africa ready for the Automotive sec-
tor, and is the Automotive sector ready for Africa’s 
unique requirements? Certainly. I believe vision 
is what is driving – and will continue to drive–the 
auto sector in Africa. Seeing the opportunity, 
believing in it and acting on it. Not for short-term 
gain but for long-term sustainability that will ulti-
mately benefi t car companies, individual countries 
and the continent as a whole.  ■

Opinion Piece

 continued from previous page

Toyota Remains Most 
Valuable Car Brand

Toyota has retained its position as the world’s 
most valuable car brand according to BrandZ 
Top 100 most valuable global brands, which is 
an annual study by market researcher Millward 
Brown. Toyota’s brand value rose by 2% to 
US$29.5-billion. Toyota has held the No. 1 posi-
tion in this study for nine of the 11 years it has 
been conducted.

According to the researchers Toyota gained by 
continuing to put the emphasis on improving the 
customer experience and consistently raising its 
value benchmarks. It is also seen as a valued brand 
that continues to innovate.

Toyota was ranked 28th among the top 100 
global brands in the world. Google regained 
the No. 1 position from Apple with a 32% rise 
in value to US$229.2-billion. Apple slipped 
to No. 2 as its brand value dropped 8% to 
US$228.5-billion.

Second-ranked car brand BMW also in-
creased its value by 2%, rising to US$26.8-billion. 
Its value was boosted by the new, high-tech 7 
Series, the i8 plug-in hybrid supercar and the i3 
electric vehicle.

Mercedes-Benz’s value rose faster than 
any other brand in the car Top 10. It rose 4% 
to US$22.7-billion which saw it remain in 
third position.

Th e total value of the Top 10 car brands fell 3% 
overall to US$139.9-billion, refl ecting value drops 
in Audi, Honda and Land Rover. Audi took the 
biggest fall at 6% mainly because of the fi nancial 
challenges faced by the Volkswagen Group due 
to the Dieselgate scandal. Th e VW brand itself 
dropped out of the top 10 aft er holding eighth place 
in 2015.

Renault-Nissan- Mitsubishi 
Could Overtake Toyota in Sales

Consultancy LMC Automotive has said that 
Nissan’s proposed takeover of Japanese rival 
Mitsubishi Motors would produce a Renault-
Nissan-Mitsubishi conglomerate that could 
overtake world leader Toyota in sales by next year, 
according to a report in Automotive News Europe.

LMC also sees the Volkswagen Group 
overtaking Toyota next year and that Renault-
Nissan-Mitsubishi would be the second largest 
light vehicle producer in the world, with Toyota 
third. Renault-Nissan is currently conducting due 
diligence on Mitsubishi before the takeover, which 
is expected to be fi nalised in October.

LMC predicts that by 2023 the French-Japanese 
alliance will lead Toyota by 1.2-million vehicles – 12 
million to 10.8-million – with the VW Group still 
in the overall production lead despite the fall-out 
from the diesel emissions scandal. ■

Old And New Models on 
Display at the 1000 Bike Show

Th is year’s 1000 Bike Show, which takes place 
on July 2–3, will cater for a wide variety of tastes 

in powered two wheelers, ranging from very old 
motorcycles, such as a rare 1913 Clyno, to the latest 
range of Triumph Bonnevilles.

Th is popular annual show, which will again be 
organised by the Classic Motorcycle Club, will be 
held at its usual venue, the Germiston High School, 
opposite the gates to Rand Airport. Th e gates will 
open at 08:00 on each day.

Th e 1000 Bike Show has grown from humble 
beginnings as a small display at the Johannesburg 
Carlton Centre in 1985 to what is now arguably the 
largest, dedicated classic and custom motorcycle 
show in Africa. Th e show has moved venue over 
the years to accommodate more exhibitors and 
visitors and has for the past 16 years been held at 
the school in Germiston.

One of the interesting attractions this year 
will be a rare 1913 Clyno motorcycle with a 
250cc two-stroke engine. Th is is believed to be 
one of only two of these models that remain in 
running condition.

Th ere will be a host of trade and food stalls, 
with a number of bands providing entertainment.

Concours d’elegance competitions have been 
arranged for both custom motorcycles and the 
classics. Th e former will be judged on the Saturday 
and the prizes awarded at 15:00 the same day, while 
the classics will be judged on the Saturday and the 
winners announced at 14:00 on the Sunday.

Entry fee will be R60 per person per day with 
under 16’s coming in for free.

Th ose interested in exhibiting on the show 
should contact Alan Bayley on 078-137-5609, while 
for more information about the show call the CMC 
chairman, Rusty Th orns on 082-4111-1687 or at 
1000bikeshow@classicmotorcycleclub.co.za or 
the website www.classicmotorcycleclub.co.za ■

continued on next page 
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Quality Turnout for Lotus 
Club’s Concours d’Elegance

Th ere was an impressive turnout of more than 40 
cars for the Lotus Register’s concours d’elegance 
held at the Pretoria Botanical Gardens recently.

Th e previous concours had been organised 
at the same scenic venue in 2014 by the late Dave 
Hastie, an enthusiastic and long-time member of 
the Lotus Register. Th e current chairman, Joop de 
Later, said that the good turnout of representative 
cars meant that consideration should be given to 
making this an annual event.

Besides qualifi ed people judging the cars 
there was also a collective popularity award 
whereby everybody at the event, from exhibitors 

to members of the public, were given one metal 
washer to put in the tin at the car that impressed 
them the most. Th is high prized and impressive 
trophy went to Johan van der Linde with his im-
maculate Millennium 7 which competed in the 
Lotus Derivatives category.

Other categories were: Historic Lotus, Modern 
Lotus, Lotus Replicas, Lotus Derivatives and 
Homebuilt.

Category winners were: Historic–Derek 
Rowbotham (1984 Exel); Modern – Derek 
Rowbotham (Elise), Replicas – Derek and David 
Rowbotham (Caterham); Derivatives – Jaco Geyser 
(Millennium 7); Homebuilt – Ernest Wilken 
(Locost). ■

GWM Makes Major Local 
Announcement

Great Wall Motor Company Limited of China has 
announced that it will directly enter the South 
African motor vehicle market by granting distribu-
tion rights to Haval Motors South Africa (Pty) Ltd, 
a wholly owned subsidiary of Great Wall Motor 
Company Ltd, China.

Th is strategic decision is confi rmation of the 
importance attached to the long-term future of the 
GWM brand in the region and is a very positive 
factor in ensuring the sustainability of the GWM 
brand. Th e previous distributor, Great Wall Motors 
SA (Pty) Ltd. commenced distribution of GWM 
vehicles in 2007 and has successfully established a 
strong national dealer network of over 60 dealer-
ships and sold over 50,000 vehicles into the South 
African market over that period.

In support of its global strategy, GWM China 
will introduce their highly successful HAVAL 
brand into South Africa in the near future through 
Haval Motors South Africa (Pty) Ltd. HAVAL is 
a premium range of SUV’s that will be well suited 
to the South African motoring public’s needs, and 
will off er an alternative to the established brands in 
the SUV segment. ■

First Kyalami Race 
Date Announced

With construction nearing completion, Kyalami 
Grand Prix Circuit has announced the date for 
its much anticipated opening race meeting. Race 
fans can diarise the 21st until the 23rd of October 
to witness the opening extravaganza of motoring 
and motorsport.

Th is race meeting will form part of the MSA 
(Motorsport South Africa) Extreme Festival–
National Racing Road-show and will feature 
premier motorsport categories such as the new 
GTC (Global Touring Cars), the ever popular 
Volkswagen Cup, Extreme Supercars, National 
Superbikes as well as other motor racing categories. 
Exciting activities, both on and off  the circuit, are 
being planned.

Further details will be announced soon. ■

Revival of an icon
Volkswagen has revived the Beetle Baja 
Bug with an introduction of the Beetle 
Dune, the fi rst crossover Beetle derivative 
in over 80 years ago. The production 
Beetle Dune was premiered at the 2015 
Los Angeles Auto Show. The Dune’s 
striking design is enhanced by its 18-inch 
wheels and the wider and lifted body all 
of which revive the characteristics of the 
legendary dune buggies.

AutoLive contributor Roger Houghton 
stands proudly beside his 2009 
Millennium 7 which won the bronze 
award in the Lotus Derivatives category 
at the Lotus Register’s recent concours 
d’elegance event.
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“A car is a big investment so obviously we want to 
know we’re getting the best possible quality when 
it comes to parts, which is why many motorists 
are duped into believing their vehicle should have 
nothing less than OEM or genuine parts. We’ve 
seen recent adverts on television which try and 
reinforce this myth, but the truth is, in some cases, 
aft ermarket parts are an improvement on OEM 
parts,” he explains.

According to MIWA, market research 
indicates that the quality of aft ermarket parts has 
increased over the past decade, raising confi dence 
amongst workshop owners, service technicians 
and motorists alike.

McMaster believes that the use of the term 
“aft ermarket parts” versus “genuine” is confusing. 
OEMs do not manufacture their own parts and up 
to 80% of the parts that are used in the manufac-
ture of the motor vehicle are manufactured by 
outside suppliers. Th ese suppliers provide those 
exact parts to the independent aft ermarket, yet the 
OEMs tend to stigmatise these as non-genuine, 
inferior aft ermarket parts.

“Aft ermarket parts are a good option, especial-
ly if your car is three to four years old. Of course 
there are inferior parts out there but by sticking 
with brands you know and those recommended by 
a reputable, accredited workshop that knows your 
vehicle and uses the right products and parts, you 
can get the same performance out of aft ermarket 
parts versus OEM and genuine parts, at a lower 
cost,” says McMaster.”

Th e reason aft ermarket parts oft en out-per-
form OEM parts, he explains, is that aft ermarket 
companies analyse weaknesses in OEM parts and 
through a process of reverse-engineering, they are 
able to eradicate weaknesses and fl aws.

Another plus for motorists is that there are 
many companies that make aft ermarket parts. 

More variety means a better price range for the 
independent workshop owner when sourcing 
parts. And, with such a big supplier pool, the parts 
are readily available.

McMaster concludes that the new-car market 
in South Africa unfortunately still burdens 
consumers with warranties which dictate the use 
of genuine parts. “In many fi rst-world countries, 
this is a thing of the past and consumers are free 
to use aft ermarket parts in their vehicles without 
 aff ecting the warranty. Th is is the kind of change 
we desperately need in South Africa and which 
is why MIWA is at the forefront of lobbying for 
change and legislating the Right to Repair initiative 
in South Africa.

“Right to Repair has been advocated and 
legislated in fi rst-world countries around the 
world since the early 80s. It promotes consumers 
having the right to choose where their vehicles are 
serviced, maintained and repaired at competitive 
prices in the workshop of their choice.”

Know Your Parts
 ■ Genuine: A part that was originally put in 
the vehicle when it was new. While it may 
come in a box with the car manufacturer’s 
logo on it, the part was actually made by 
another company. Th is is the most expensive 

type of part, primarily because you’re paying 
for the logo on the box.

 ■ Original Equipment Manufacturer (OEM):
A part made by the company which 
manufactured it for the car company. It 
is exactly the same as the genuine part 
but doesn’t carry the car company’s logo. 
OEM parts are much better value than 
genuine parts.

 ■ Aftermarket: A part made by a company 
other than the original manufacturer. 
Aft ermarket companies buy the rights to 
produce these parts. Th ese parts are made to 
fi t and perform as well as, and in some cases, 
better than the original and cost less. ■

Non-genuine Not Necessarily No Good

Les McMaster, chairman of the Motor 
Industry Workshop Association.

More variety means a 
better price range for the 
independent workshop owner 
when sourcing parts.

Aftermarket companies analyse 
weaknesses in OEM parts and 
through a process of reverse-
engineering, they are able to 
eradicate weaknesses and fl aws.

“Aftermarket parts are a good 
option, especially if your car 
is three to four years old.”

According to Les McMaster, chairman of the Motor Industry Workshop 
Association (MIWA), not knowing of better-value alternatives to OEM or 
genuine parts could cost motorists a fortune.
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Castrol has unveiled its new generation GTX range of vehicle 
oils, including a premium GTX ULTRACLEAN variant using 
synthetic technology. Th e new range uses a double action formula 
to help clean away old sludge and protect the engine against 
the formation of new sludge, helping engines to perform at 
optimum levels for longer. Th is ultimately helps extend the life of 
the engine.

Th e new generation GTX range available in Sub-Saharan 
Africa comprises:

 ■ GTX ULTRACLEAN 10W-40
 ■ GTX Diesel 15W-40
 ■ GTX 20W-50

GTX ULTRACLEAN is the fl agship GTX product and helps 
clean away old sludge and helps prevent new dirt from forming. 
ULTRACLEAN is the fl agship GTX product and the cleanest 
GTX yet. It is contains synthetic technology with double action to 
help clean and protect the engine, and is boosted with 50% better 
engine cleaning power and protection to help extend engine life.

Castrol GTX Diesel is engineered to help clean away and 
protect against harmful diesel engine deposits. Along with out-
standing diesel engine wear protection, it also helps prevent the 
oil from thickening.

Castrol GTX 20W-50 is a unique formulation specifi cally 
engineered to meet the changing needs of high-mileage vehicles. 
Formulated to help reduce compression loss and protects seals for 
longer, its technology is proven to provide 60% superior oil burn-
off  protection versus the tough industry standard. By protecting 
higher mileage engines from oil burn-off , GTX 20W-50 helps 
extend the life of an engine.

Th e new generation GTX range is already available from at 
all reputable auto accessory stores and workshops. ■

Castrol Introduces 
New GTX Range

Contact
Deidre du Plessis
Head of Delivery
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program in September 20166”

mailto:dduplessis@sewellsgroup.com
http://www.sewellsgroup.com
http://www.sewellsgroup.com


Subscribe for free @ www.autolive.co.za  Page 15

BY LIANA REINERS

It was a surprise phone call … the one off ering me 
the JMC Landwind on test. I didn’t really know 
what to expect as my only other experience with 
JMC products years ago had left  me uninspired. 
So it was with a small degree of trepidation that I 
awaited the delivery of the test unit.

Much to my delight, the Landwind turned 
out to be quite an attractive vehicle, much along 
the lines of the Nissan Juke, Renault Captur, Opel 
Mokka and Ford’s EcoSport in terms of size. 
Th ere’s also something very familiar about its 
look, although I couldn’t really put my fi nger on 
it. Th e brand has recently gained notoriety for its 
copy of the Range Rover Evoque, badged the X7 so 
it comes as no surprise that the Landwind bears 
some striking resemblances to vehicles from other 
manufacturers.

Th at said, JMC – which was established in 
1947 in China – is quick to point out that it has 
ties with large international corporations such as 
Ford, Isuzu, Bosch and others. Th e company also 
stresses that its direct investment in SA has the 
support of the Chinese government and banks 

and that it has implemented leading international 
product technology, manufacturing processes and 
management concepts, applying highly effi  cient 
and transparent operations and high-standards of 
business management.

Th e local introduction of the Landwind was a 
signifi cant milestone for JMC in a market that is 
pretty much oversaturated with SUV options.

Under the bonnet lies a Mitsubishi-based 2-li-
tre four cylinder, water-cooled and turbocharged 
engine with 250 Nm of peak torque and maximum 
power of 140 kW at 5 500 r/min on tap. According 
to the spec sheet that’s good enough for a 0–100 
km/h sprint time of 11 seconds and a top speed of 
185 km/h. Truthfully, I don’t see that happening, 

nor would I want to try. JMC claims fuel consump-
tion of 8,5 litres/100 km.

As for the interior, the Landwind off ers all the 
usual mod-cons. Standard features include manual 
air-conditioning, power steering, central locking, 
a radio with MP3 and aux port, a single-disc CD 
player, electric windows and side mirrors, rain 
wipers with intermittent setting and roof rack 
rails. Overall, trim and fi nish is of good quality, 
although maybe still a bit plasticky for certain 
people’s liking.

On the safety side dual airbags, ABS, EBD, an 
anti-theft  security system, park distance control 
and child-safety rear door locks are all part of 
the package.

All things considered my time with the 
Landwind was enjoyable enough. It’s an easy 
vehicle to live with on a day-to-day basis and 
certainly delivers on its promise of bringing 
motorists a viable option to the more estab-
lished off erings out there. Unfortunately, with 
a price tag of R289 880, it’s not that much 
cheaper than its main competitors, even if it 
does come with a 3 year/100 000 km warranty, 
a 5-year/100 000 km service plan and 24-hour 
roadside assistance. ■

We Drive

Under the bonnet lies a 
Mitsubishi-based 2-litre four 
cylinder, water-cooled and 
turbocharged engine with 
250 Nm of peak torque and 
maximum power of 140 kW 
at 5 500 r/min on tap.

SUV Offering from JMC
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BY STUART JOHNSTON

Until now, customers of hybrid and all-electric 
vehicles have had to show their commitment to the 
whole greener-than-thou, early-adaptive cause by 
dipping deep into their wallets. Th e most interest-
ing aspect of BMW’s new plug-in hybrid X5 sports 
activity vehicle is that it is priced very realistically 
within the X5 range.

In fact, with the standard, un-optioned 
X5 xDrive40e model costing R1 097 500, it is 
just R11 000 more expensive than the xDrive40d 
model, which uses a relatively un-complicated 
diesel engine installation. And it is signifi cantly 
cheaper than the top of the range X5M50d, at R1 
2 265 00. Of course, for both these pure fossil-fuel 
models you have to add a couple of thousand rand’s 
worth of CO2 tax, whereas the xDrive40e comes 
with a zero CO2 rating.

It also comes with a claimed overall fuel con-
sumption rating of 3,4 litres/100 km, which sounds 
quite incredible. In fact on the launch in South 
Africa last month, we never managed to get close to 
that fi gure. Launch drives are notorious, however, 
for providing poor consumption fi gures, and it will 
take a full road test to ascertain just how close one 
could get to this test-bench fi gure in the real world. 
We suspect that our launch car had insuffi  cient 
juice in its battery aft er the lunch stop, to give the 
full benefi t of electric assist when we needed it.

One thing’s for sure, to approach fi gures of 3,4 
litres/100 km you will have to have the benefi t of a 
full battery charge, which also, probably means in-
vesting in the special BMW-approved wall-charger, 

so that you can plug your X5 hybrid into a power 
source during down time. BMW states that it is 
possible to get a “quick fi x” by plugging into a sim-
ple 220 V wall unit, but past experience with other 
plug-in hybrids has shown this AutoLive scribe 
that it is not always an ideal solution, especially 
if you have to use a house-hold extension cord, 
which can become very hot during charge periods. 
Another option is a charge at one of the very few 
offi  cial charging stations in the country, so….once 
again we are talking plenty of commitment to 
“the cause”.

Yes, it remains early days for electric cars and 
plug-in hybrids, and the commitment is not merely 
fi nancial at this stage, but most importantly, one of 
time management and convenience.

Spec-wise, the X5 xDrive40e is impressive in 
a technological sense. It uses a two-litre, turbo-
charged four-cylinder engine to mate with its elec-
tric engine, which is good for 83 kW on its own. 
Running on pure electric power – which is the idea 
of this car, during short commutes – it boasts a top 
speed of 120 km/h, with an all-electric range of up 
to 31 km.

Transmission is not CVT, surprisingly, but 
the excellent eight-speed Steptronic automatic 
gearbox, and this makes the car an absolute 
pleasure to use in terms of smoothness of opera-
tion. Switching between pure-electric and petrol 

power is seamless. And it is not slow either. With 
both petrol and electric motors fully employed, it 
produces a total of 230 kW and 450 Nm of torque 
enough to hustle it to 100 km/h from standstill at 
rate of 6,8 seconds.

However, it should be noted that the good ol’ 
diesel X40d is quicker, enjoying a 5,9-second 0–100 
km/h sprint time. It is also likely to achieve an 
overall fuel consumption fi gure in the 7,5 litres/100 
to 8,0 litres/100 range, so right now, apologies 
BMW for all your carbon-foot-print commit-
ment, but we would still opt for the diesel model, if 
frugality was our aim.

Talking of frugality, you can now also order 
a BMW-specifi c solar-powered carport for your 
X5 xDrive40e. It is really snazzy, with the pillars 
made of laminated bamboo. Unfortunately, so is 
the price, and BMW would not be drawn on what 
this little add-on costs, at the time of the 40e’s 
launch. Th ink multiple digit fi gures!

Still, when not charging your plug-in hy-
brid, the solar carport’s charge can be fed into 
your household grid, so you will be saving on 
Eskom bills.

All this electric technology is laudable, but 
even for Europe it is probably ahead of the curve. 
Here in South Africa, if you are at all practically 
minded, it still makes sense to opt for the relatively 
lower complexity of a diesel or petrol model. ■

It is also likely to achieve an overall 
fuel consumption fi gure in the 7,5 
litres/100 to 8,0 litres/100 range

Munich’s First Mainstream Plug-In Hybrid

The BMW X5 xDrive40e boasts 
a top speed of 120 km/h, with an 
all-electric range of up to 31 km.
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We Drive

BY STUART JOHNSTON

Recently a select group of journalists were given 
the opportunity to experience the new Legend II 
version of the iconic Mitsubishi Pajero in a bush-
veld setting somewhere north-west of Bela-Bela. 
I say “somewhere” because my navigator told me 
where to go straight or turn and that’s what I did. 
We ended up where we needed to be.

Th ere’s a special feeling about a Mitsubishi 
Pajero that is unlike no other off -roader. Partly 
this is down to the independent rear suspension – 
unique in this type of serious bundu-bashing SUV 
– and partly due to its unique blend of a luxury 
feel, rock-solid solidity and hard-core specifi cation.

Th e route included highway, very fast dirt 
roads and hard-core rock-crawling. Th e Pajero is 
not the most razor sharp device on the freeway 
thanks to relative soft  springing and a lack of 
hi-tech gizmos such as electronic or air suspen-
sion assistance. Its specifi cation is a compromise 
in hard-metal with solidity and reliability taking 
precedence over dazzle. And it is this air of un-
breakability that endears.

Mitsubishi points out that its 140 kW, 3,2-litre 
four-cylinder diesel is still compatible with 500 
ppm fuel and this makes it the ideal family vehicle 
for venturing into the really far-fl ung regions of 
our continent, where you are unlikely to encoun-
ter really low sulphur diesel. Th e relative paucity 
of electronics is also a comfort rather than a 
short-coming.

In terms of hard-rock capability it remains 
amazing, with ground clearance at or near the top 
of its class, and a transmis-
sion that goes into 50-50 
front-rear lock mode when 
selected for fast dirt travel. 
Four-low brings low rang 
into play via the same 
console- switch, and a 
separate switch enables the 
rear diff  lock for really tricky 
situations. In short, it feels 
unbreakable, unstoppable.

Th e Legend II brings 
about R50 000 worth of 
extras to the party such 
as rock-sliders, skid plates 

and Yokohama Geolander 265/65 tyres. Inside 
a removable Garmin Nav system with magnetic 
mount and a Tracks4Africa off  road map set-up, 
as well as rubber mats, completes the no-cost 
Legend II off ering.

Prices are R659 800 for the Short Wheel 
Base version and R759 900 for the LWB, pric-
ing that is now very competitive in this special 
end of the true-grit SUV market. Long may the 
Legend run. ■

Popping a wheelie – Bushveld style.

Testing the chassis rigidity and suspension articulation of the Legend II.

Long Live the Legend
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At the end of May Volkswagen Group South Africa 
(VWSA) plant in Uitenhage was recognised as the 
top manufacturing plant in the global VW produc-
tion network in 2015. VWSA achieved the highest 
index score – 113.2%–amongst the 13 Volkswagen 
plants around the world.

Th e 13 global Volkswagen production plants 
are all measured on the same key performance in-
dicators including production volumes, and qual-
ity, costs per unit, units produced per employee, 
Hhealth and safety incidents and the factory’s 
improvements in reducing its carbon footprint. 

Key in VWSA achieving these results were the 
120 000 Polos and Polo Vivos produced in 2015 at 
much better than budgeted cost levels. Another key 

contributing factor was exceeding the Th ink Blue 
Factory targets which were set in 2010 to reduce 
energy consumption, water usage, waste and 
emissions by 25%. By the end of 2015, VWSA had 
exceeded the target by 17.2% achieving 42.2%.

“Th is recognition could not have come at 
a better time for our company,” said Th omas 
Schaefer, Chairman and Managing Director of 
Volkswagen Group South Africa. “I am extremely 
proud of all the employees at Volkswagen Group 
South Africa, who have made this recognition by 
our parent company possible, and thank them for 
their hard work and contribution.”

Schaefer further added that Volkswagen 
Group South Africa will continue to strive to be 

the number one passenger car company in South 
Africa whilst meeting and exceeding its inter-
nal targets to remain a respected member of the 
Volkswagen production network as well as by 
delighting its customers. ■

Aerial view of VWSA’s Uitenhage plant.

VWSA is Global Best

Towbar manufacturer, Brink Towing Systems South Africa, has 
ramped up its production capacity and recently commissioned two new 
 robotic welding stations as part of an R3.5-million investment in their 
Pietermaritzburg facility.

Th is comes on the back of record volumes in April, with more than 6 000 
towbars for Ford Ranger delivered and a further 1 500 units made for Toyota 
Fortuner. Th e company, which celebrates its 10th anniversary in June, is on 
track to produce 100 000 units this year.

Says Brink managing director Mark Gutridge: “Th is latest capital 
expenditure is part of our ongoing commitment to being South Africa’s 
foremost manufacturer of premium-quality towbars and a supplier of 
towbars and related products to the country’s OEMs. As well as supplying 
Ford Motor Company South Africa and Toyota South Africa with locally-

made products for both 
local consumption and 
export, we also import 
tow bars for the vast 
majority of vehicles 
available here, from 
our parent company 
in Holland.”

Th e company 
prides itself on turn-key 
solutions and full prod-
uct compatibility, which 
includes providing 
wiring harnesses and 
on-line fi tment support, 
to ensure systems such 
as trailer recognition 
systems and lighting are 
not compromised in an 
age of increasingly so-
phisticated vehicles. ■

Applicable to the entire KIA model range as of 1 June 2016, KIA’s new 
5-year / Unlimited Mileage warranty not only brings customers extra peace 
of mind throughout their ownership experience, but is also testimony to just 
how much trust and confi dence the Korean have in their products.

“Th e quality of our cars has already been fi rmly established through our 
exceptional achievements in the J.D. Power Initial Quality Survey, and the 
new warranty we off er proves just how reliable KIA vehicles are, regardless 
of how much driving you do,” says David Sieff , Marketing Director for KIA 
Motors South Africa.

Th e only change to our notable 5-year / 150 000km warranty is the 
removal of the overall mileage restriction, with no additional inclusions, pro-
visions, limitations or exclusions. Th e unlimited mileage provision in KIA’s 
new warranty is however especially benefi cial to customers who drive longer 
than average distances over shorter periods, whether it’s due to the nature of 
their employment, or whether the vehicle is part of a hardworking fl eet.

“Taxis, sales representatives, long-haul transporters and other drivers 
who can easily exceed 30 000km a year will see great value in this off ering,” 
says Gary Scott, Sales Director for KIA Motors South Africa. “Second-hand 
buyers will also benefi t from knowing that the fi rst owner’s mileage has not 
impacted on their warranty cover. We believe this will support even stronger 
residuals than currently experienced by KIA in South Africa.”

KIA Motors South Africa has also upgraded its standard Roadside 
Assistance Programme from 3-years / Unlimited Mileage to 5-years / 
Unlimited Mileage. ■

Brink Towing Systems 
Hits New Record

Kia Backs Itself with 
New Warranty
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In association with SA Crisis Support, Mercedes-
Benz Trucks delivered more than 100 bales of cattle 
feed to a farming community in Winburg, located 
near Kroonstad in the Free State. Th e manufac-
turer provided a truck, trailer, driver and the fuel 
needed for the two-day operation.

In order to move the large quantity of feed 
donated by a farmer in Bronkhortspruit, a 
Mercedes-Benz Actros 2654 was utilised, as well 
as FleetBoard’s Driver Training tautliner trailer.

Rowland Peters, Head of FleetBoard South 
Africa (Daimler’s comprehensive telematics sys-
tem), commented: “Th is is a manner in which we 
can give back to a community in need. As Daimler 
Trucks & Buses, we made the decision to assist this 
worthy cause to ensure that we have sustainable 

farming in South Africa. We recently participated 
in this year’s NAMPO Harvest Day, so we were 
even more convinced of the need to play our part 
in the agricultural industry.

“We pride ourselves not only on being a 
leading commercial vehicle original equipment 
manufacturer, but more so for being a mobility 
solutions provider. Cattle were in desperate need of 
the feed, and we provided the critical link between 
the farmer who donated it in Bronkhortspruit, to 
the animals who will be fed in Winburg,” added 
Peters, who drove the FleetBoard truck on the fi rst 
leg of the journey.

SA Crisis Support is an initiative headed by 
Karen Schwendtke, a businesswoman who, in 
her private capacity, chairs a number of charity 

organisations in order to make a diff erence in 
South Africa.

“A heartfelt thank you to the entire DT&B. 
I have to single out the FleetBoard team, who 
put their resources where their mouths are, and 
made this initiative a resounding success. As 
winter is upon us, the cattle feed will go a long 
way in ensuring farmers in the Winburg area 
can feed their cattle for the foreseeable future,” 
said Schwendtke. ■

Corporate Social Responsibility

Mercedes-Benz Trucks Helps 
Drought Stricken Farmers

Earlier in June Isuzu again embarked on an anti-
poaching project in partnership with Nkombe 
Rhino, a non-profi t organisation dedicated to 
wildlife conservation, to ensure the safety of 
the endangered Rhinoceros in the Blue Canyon 
Conservancy. Th e conservancy is situated in 
Hoedspruit in the Limpopo Province, which is the 
epicentre of the rhino poaching epidemic where 
incidents of poaching occur on a daily basis. Th e 
dehorning project which lasted three days targeted 
24 rhinoceros which were successfully dehorned.

Th e dehorning process is part of an integrated 
anti-poaching strategy which includes educating 
communities around the reserve, media exposure 
to highlight the eff ects of rhino poaching and at 
the same time inform potential poachers that the 
animals in the area have been dehorned. Th is pro-
cess takes place every 18 to 24 months as the horns 
grow quite rapidly.

“Removing the rhino’s most distinctive 
feature, along with education of local communi-
ties and dissemination of information, is part of 
the measures used to slow the poaching pandemic. 
Th is process has been proven to work. Dehorned 
rhinos in certain Zimbabwean conservancies ap-
pear to have a 29 per cent better chance of surviv-
ing than horned animals. Previous operations in 
the Blue Canyon Conservatory have also resulted 
in a dramatic decline in poaching,” said Brian 
Olson, Vice President Vehicle Sales, Service and 
Marketing General Motors Sub-Saharan Africa.

Along with much needed fi nancial support 

for the dehorning mission, Isuzu provided a fl eet 
of KB 300 4×4 double cab bakkies as support 
vehicles in the operation to track and dart the 
prehistoric creatures.

Between 2008 and 2015 an estimated 5 500 
rhinos were slaughtered in South Africa for their 
horns. Poaching estimates of 1 800 this year and 
2 153 in 2017 suggest that the situation will get 
worse before it gets better and if next year’s projec-
tion is correct, it will mean that rhino deaths will 
have almost doubled since 2014.

“Isuzu has a long history of providing real 
solutions to issues which aff ect communities 
within Southern Africa, starting with Operation 
Rachel in 1993 and Operation Mandume in 2007 
which were very eff ective campaigns against 
the proliferation of illegal fi rearms in Southern 
Africa. Th is time we are lending a helping hand 
to Nkombe as a partner in the fi ght against Rhino 
poaching. Without concrete action to prevent 
further loses, we are likely to lose these animals 
forever,” said Olson. ■

Isuzu Does its Bit to Save Our Rhinos
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Obituary

BY ROGER HOUGHTON

Eddie Keizan, one of the stars during South 
Africa’s golden years of motor sport in the 1960’s, 
‘70’s and ‘80’s, passed away last month aft er a long 
battle with cancer. He was 71 years old.

Eddie was not only one of the best drivers to 
come out of South Africa during this period, but he 
was also a very successful businessman who took 
the Tiger Wheel and Tyre Group to international 
heights; at one point it was the seventh largest 
wheel manufacturer in the world.

Eddie bought Tiger Wheels in 1972, but 
the interesting history of that company goes 
back to 1967. It started when Jimmy Joannou, of 
Johannesburg, came back from Canada where he 
had learned to make special, wider wheels using 
scrap rims. He named his company Tiger Wheels 
and started production in his father’s backyard. 
Jimmy then teamed up with Dennis Cohen and 
the two of them opened Tiger Speed Den, an 
accessory shop.

Th e business grew and Tiger Speed Den 
was relocated to larger premises in Mint Road, 
Fordsburg, where there was now a factory, retail 
shop and spraypainting facility.

Eddie Keizan bought the business in 1972 for 
R14 000, which included R3 000 from winning the 
South African Formula 5000 motor racing cham-
pionship. Production of cast aluminium wheels by 
Tiger Wheels also started in that year and in 1979 

manufacturing was relocated to a modern factory 
in Babelegi, north of Pretoria. TiAuto was listed on 
the Johannesburg Stock Exchange in 1986.

Under the leadership of Eddie, until his 
retirement in 2008, his ambition and drive saw 
the business grow into a multi-national opera-
tion which continues today. Even though he had 
retired Eddie remained actively involved with the 
company as a non-Executive Director, continuing 
to share his wise counsel and passion for employees 
and customers alike.

At the last count there were 94 Tiger Wheel 
and Tyre stores in SA and 30 Tyres and More 
retail outlets.

Many readers of AutoLive will know Eddie 
Keizan as a winning racing driver too. He had been 
bitten by the motor racing bug in 1960 when he 
modifi ed his Mini road car and went on to win the 
local Production Car Championship in 1969, 1970, 
1977 and 1978, driving BMWs in the latter years. 
During this period he also raced a Surtees TS5A 
F5000 and won that championship too.

He won the Roof of Africa Rally twice, the 
Wynn’s 1000 endurance race at Kyalami and con-
tested three rounds of the F1 World Championship 
in South Africa, twice in a Tyrrell-Ford 004 and 
once in a Lotus 72E.

I also remember him as a road tester under 
former Star Motoring editor Harvey Th omas in the 
1970’s. At the time I was working for Sigma Motor 
Corporation and together with my then boss, 
Dave Clapham, we would deliver road test cars to 
Harvey and Eddie.

Eddie has always had an active lifestyle and 
in his retirement years this has involved fl ying his 
various aircraft , spending time at his game lodge 
and riding motorcycles with a group of friends.

Eddie is survived by his wife of 37 years, 
Hilary, and two children, Natasha and Gary. ■

Local Motor Racing 
Legend Passes On

Eddie Keizan at EL GP CIrcuit. Images 
courtesy of Dirk van der Merwe.

Eddie Keizan in Lotus 72E. Images.courtesy of Dirk van der Merwe.

He had been bitten by the 
motor racing bug in 1960 when 
he modifi ed his Mini road car 
and went on to win the local 
Production Car Championship 
in 1969, 1970, 1977 and 1978
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Th is was the second time that Sewells, the global 
consulting and outsourcing company which 
specialises in the automotive industry, has staged 
such a road show in SA. It proved very successful 
with more than 200 dealers being represented at 
the various sessions. Th e next Sewells NADA road 
show will take place in October.

Addressing the delegates Warren Olsen, 
the CEO of the Sewells Group in Sub-Sahara 
Africa, said that dealers must run their busi-
nesses effi  ciently and be prepared for setbacks and 
challenges such as happened with the economic 
meltdown in 2009 and the present threat to the 
economy posed by the recent Brexit decision in the 
United Kingdom.

“Th e 2009 crisis resulted in 135 motor retailers 
in South Africa closing their doors and with an 
average employment of 35 people each this was a 
big blow to local employment,” said Olsen. “It is for 
this reason that those people heading up automo-
tive businesses in South Africa must embrace 
change and adapt the way they run their compa-
nies to ensure sustainability. Th e accelerating move 
to the digital world is one of these changes that 
must be taken very seriously.”

Mike Paxton, of Sewells, who hosted a group 
of SA dealers at this year’s NADA conference in 
Las Vegas, gave an excellent overview of the way 
digital communication methods are being used 
successfully in the retail automotive business in the 
United States.

He said that strong CRM programmes 
were a vital link with consumers, but they must 
be personalised and communication must 
be meaningful.

“Dealer and product information must be 
available 24/7 and it must be up to date. Th is 
means it is essential that home pages are refreshed 
regularly and given regular overhauls to ensure 
they work at optimal effi  ciency.

“It is interesting to note that several dealers in 
the US focus on aspects of their service off ering on 
their home page, instead of the emphasis on new 
products one generally fi nds with South African 
websites,” added Paxton. “SMS’s are the most eff ec-
tive way of reaching a consumer as research shows 
that virtually all SMS’s received are read within 
three minutes. However, it is vital to be sparing 
with this communication channel as overuse will 
irritate the customer.”

Paxton said the US dealers always strive to 
have a live voice at the end of a telephone line, 
even if it means contracting with an outsourced 
call centre.

“People wanting to buy or service a car like 
to speak to another person, not an answering 
machine,” he said.

Simphiwe Nghona of WesBank presented 
several interesting statistics about the potential for 
local digital communication in its presentation.

Th is information included facts such as that 
there are currently 24.9-million active internet 
users in SA of which 11.8-million are already using 
various social media platforms. Th e Wesbank 
presentation added further facts that there are now 
79.1-million mobile connections in the country 
of which 10.6-million are already using mobile 
smartphones on social media sites.

“South Africa now has more SIM cards than 
toothbrushes,” quipped Nghona.

Jeff  Osborne, who heads up the automotive 
division of Gumtree in SA, said that the vehicle 
purchasing process is being driven increasingly by 
the consumer with 85% of those buying a new car 
making use of the internet as a research tool before 
going to a dealership.

“Th is means only dealers that are nimble and 
can adapt quickly to changing consumer require-
ments will survive,” explained Osborne. “Th is need 
not mean the death of the salesperson, but rather 
that these sales executives must be prepared to 
change the way they operate to make a success in 
the future.”

Recent statistics show that in the year 2000 
a potential buyer went to visit an average of fi ve 
dealers before concluding a deal, while now he or 
she only interacts with 1.6 dealers when making a 
new car purchase.

“Th e feedback from our second road show has 
been very positive and underlines the importance 
of listening to and interacting with custom-
ers, which in the case of Sewells are the dealers 
that make use of our wide range of services,” 
concluded Olsen. ■

Digital is Defi ning the Future of Vehicle Retailing
The growing importance of digital communications systems in the vehicle 
retailing environment in South Africa was once again stressed at a very 
informative national Sewells NADA Performance road show staged in 
Durban, Cape Town, Pretoria and Johannesburg recently.

 Warren Olsen, CEO, Sewells Group in 
Sub-Sahara Africa.

Check out the LATEST Prices for South African Trucks
www.trucksmag.co.za

digital

http://www.trucksmag.co.za
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Bidvest McCarthy has invested in an Isuzu Trucks 
dealership strategically sited just off  the N4 at 
Gateway Industrial Park in Pretoria East

Th e Bidvest industrial conglomerate is 
extensively involved in freight management, 
logistics services, terminal operations, and marine 
and aviation services and the profi le of the Isuzu 
truck range ideally suits the fl eet requirements of 
Bidvest’s freight operations.

Isuzu Trucks’ Chief Operating Offi  cer, Craig 
Uren, emphasises the importance of truck service 
and parts supply. “Isuzu Truck dealers are a service 
organisation that also sell trucks and this new 
dealer is a further development that fl ows out of a 
truck marketing study conducted in 2002. Th ere 

are Isuzu truck dealers in Pretoria North, Pretoria 
West and Midrand. Th e Bidvest McCarthy Pretoria 
East investment now closes the service loop for this 
region in addition to a route presence on the N4,” 
he said.

At the helm of the new operation is Bidvest 
McCarthy Dealer Principal Liza-Marie Gibson, 
who has seven years of truck retail experience.

Commented Steve Keys, Group Chief 
Executive Offi  cer of Bidvest Automotive: “While 
South Africa is experiencing economic hard 
times, we do not see the market segments that 
this new dealership will serve contracting as 
much as the economy. Business success comes 
from co-operation and collaboration, and this 
is what we have established with Isuzu Truck 
South Africa.”

Bidvest McCarthy Isuzu Trucks is off ering 
on-site, aft er hours and Saturday servicing. In 
addition, there is a drivers’ lounge where driv-
ers can relax comfortably while their trucks are 
being serviced. ■

MAN Truck & Bus South Africa and MAN Sub-
Equatorial Africa have relocated their head-offi  ces 
to new premises in Modderfontein, Johannesburg; 
a move that is representative of the organisation’s 
new strategy to satisfy markets across South Africa 
and Sub-equatorial Africa by leveraging synergies 
between the two regional divisions.

With the retirement of former MAN Truck 
& Bus SA Managing Director, Geoff  du Plessis in 
December 2015, MAN AG has appointed erstwhile 
Chairman of MAN Truck & Bus SA (and Head 
of Sub-Equatorial Africa, Middle East and India), 
Markus Geyer as the new Managing Director of 
MAN Truck & Bus SA and MAN Sub-Equatorial 
Africa. Relocating from Munich, Geyer is now 
based in Johannesburg and is contracted to oc-
cupy the position for four years with the option of 
extending the term by two years.

Joining Geyer on the Board of Directors 
of MAN Truck & Bus SA are Arshad Hassim 
(Financial Director) and Sarah Luthuli (Non-
Executive Director). Ian Seethal, Head of Network 
Development, adds the position of Head of 
Marketing Communications (South Africa 
and Sub-Equatorial Africa) to his portfolio of 
responsibilities. Robert Clough is Head of MAN 
Sub-Equatorial Africa.

“Th e streamlining of our management 
structure extends to our proprietary dealerships 
in Centurion, Pinetown and Cape Town, where we 
have created branch manager positions to elevate 
decision-making power at the point of sale. Th is 
forms part of MAN’s new global project PACE2017. 
Th e project is designed to enhance customer-cen-
tric product and service delivery for our customers 

and increase effi  ciencies within the company,” 
explained Geyer.

At the core of the PACE2017 project is a focus 
on a dynamic business culture where processes are 
simplifi ed to ensure that customers get the right 
products and services more swift ly, with all MAN 
personnel being guided by the acronym, PACE 
(Performance, Accountability, Commitment, 
Execution).

“Our new head offi  ce refl ects our premium 
brand positioning and 
our values of transpar-
ency and openness. 
A total investment of 
R75 million demon-
strates MAN’s com-
mitment to long-term 
investment in South 
Africa, to establish-
ing the organisa-
tion as the leading 
employer in the heavy 
commercial vehicle 
sector by attracting 
the right talent to 
ensure market-leading 
customer orientation,” 
added Geyer.

“We now have full decision-making power for 
the entire sub-equatorial Africa region, including 
South Africa, under one roof. MAN Financial 
Services, a joint venture between ABSA and VW 
Financial Services, will also relocate to our new 
headquarters, which will ensure stronger support 
between sales and fi nance, thus ensuring better 
customer service. Having our sales and aft er-
sales teams sitting next to each other will also 
strengthen our ability to support our customers 
more eff ectively. Furthermore, having all strategic 
business units in one building enables us to not 
only share business intelligence from respec-
tive market bases more easily between opera-
tional divisions, but also cultivates concentrated 
eff ort to enhance effi  ciency in dealing with 
customer requirements.” ■

Working Wheels

“A total investment of R75 
million demonstrates MAN’s 
commitment to long-term 
investment in South Africa,.”

This new dealer is a further 
development that fl ows out 
of a truck marketing study 
conducted in 2002.”

Renewed Leadership and Focus for MAN

Markus Geyer, Managing Director of MAN Truck & Bus SA and 
MAN Sub-Equatorial Africa.

Bidvest McCarthy Invests in Isuzu Trucks
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Motorsport

BY ROGER HOUGHTON

Th e cruel technical misfortune that befell Toyota 
only 3-odd minutes from scoring its fi rst ever win 
in the Le Mans 24-hour race is the continuation of 
a hoodoo that continues to dog the world’s leading 
manufacturer when it comes to circuit racing.

Toyota has announced that the technical prob-
lem that caused the sudden loss of power was due 
to “a defect in eh air line between the turbocharger 
and the intercooler. Th e team attempted to modify 
the engine control settings to restore power and 
this was eventually achieved allowing the car to 
complete its fi nal lap, which was the same number 
covered by the winning Porsche.”

It was doubly cruel that the car which seemed 
to be heading for victory, with Japanese driver 
Kazuki Nakajima at the wheel, did not even qualify 
as a fi nisher in this memorable race. Th e reason is 
that it took more than the allowed six minutes to 
complete the last lap of the Circuit de la Sarthe and 
crossed the fi nishing line too late to be qualifi ed as 
a fi nisher.

Up to three years ago cars that were in trouble 
had been able to park up before the fi nishing line 
and then limp across the line aft er the winning car 
to qualify as a fi nisher. Nowadays to qualify as a 
fi nisher each car has to complete the last lap inside 
the six-minute time limit.

Th ank goodness that the second Toyota TS050 
petrol-electric hybrid, which had pitted for repair 
work earlier in the race, was able to take second 
place in front of a very surprised Audi Joest team 
who could not believe their good fortune in gain-
ing a last minute podium place aft er being off  eh 
pace of the race leaders for most of the 24 hours.

Th is was, in fact the fi ft h occasion in which 
Toyota has had to stand on the second step of the 
podium at Le Mans.

Victory had also eluded the Toyota Formula 1 
team as it raced in the top echelon of motor sport 
between 2002 and 2009. Th e F1 team was only able 
to notch up three second places in 140 races while 
its drivers were on the podium only 13 times in the 
eight years. For the record the Toyota team notched 
up three pole positions and three fastest race laps 
during its foray into F1.

It certainly seems as though Toyota is destined 
to be the bridesmaid, not the bride in major circuit 
racing events.

However, Toyota was very successful in world 
championship rallying, collecting four drivers’ 
titles and three manufacturers’ championships 
between 1990 and 1999.

Mazda is still the 
only Japanese manu-
facturer to have won a 
Le Mans 24-hour race 
and this happened 25 
years ago.

Th e fi rst time 
Toyota came second at 
Le Mans was in 1992 
when Toyota Team 
TOMS’ TS010 sports 
car, powered by a 
3.5-litre V10 engine, 
fi nished six laps 
behind the winning 
Peugeot 905 V10. A 
Toyota 92C-V, with a 
3.6-litre turbocharged 
V8 power unit and 
with South African 
George Fouche among 
its trio of drivers, fi nished fi ft h in the 1992 race.

Th e next time Toyota drivers stood on the sec-
ond step of the podium at the end of a Le Mans 24-
hour race was in 1994 when Team SARD’s Toyota 
94C-V, again powered by the venerable 3.6-litre 
turbo V8, fi nished behind the winning Porsche 
Dauer 962 Le Mans driven by Yannick Dalmas, 
Hurley Haywood and Mauro Baldi. Th e runner-up 
Toyota was driven by Eddie Irvine, Mauro Martini 
and Jeff  Krosnoff . Th e third time Toyota fi nished 
second was in 1999.

I was fortunate to attend this race as host to a 
group of South African motoring journalists and 
we had to endure the heartache of BMW snatching 
victory in the last half-hour as the front-running 
Toyota GT One punctured a tyre and had to 
make an unscheduled pit stop. Up to then the 
Toyota driven by a trio of Japanese drivers – Ukyo 
Katayama, Keiichi Tsuchiya and Toshio Suzuki – 
had been running reliably and was reeling in the 
BMW and seemed set for victory.

But it was not to be and the Toyota crossed the 
line a lap down on the Beemer.

Toyota had lost two of its front-running cars 
earlier in the race as they crashed out due to burst 
tyres. Th e Toyota GT One had a 3.6-litre turbo-
charged V8 engine which was more powerful 

than the naturally aspirated V12 in the back of the 
BMW. Th is meant the Toyota had more power and 
speed, but the BMW was more economical. Th e 
Toyotas were, in fact, so quick that the lap record 
set in 1999 was only beaten in 2006.

Toyota switched to Formula 1 aft er this 
unsuccessful attempt to win Le Mans Th e two-year 
sports car programme (1998 and 1999) had been 
used principally to set up a top rank racing team at 
its motorsport headquarters in Cologne in prepa-
ration for the leap into F1.

Toyota returned to Le Mans with its fi rst hy-
brid petrol-electric sports racing car in 2012 when 
the cars fi nished 3rd and 5th.

Th e next year they were an excellent 2nd and 
4th but once again victory eluded the leading car, 
driven by Anthony Davidson, Stephane Sarrazin 
and Sebastien Buemi as it fi nished a lap down on 
the winning Audi R18.

In 2014 Toyota took pole position at Le Mans 
but had to be satisfi ed with 3rd in the race, with the 
second car retiring. Porsche returned to Le Mans 
but had to be satisfi ed with 11th position as the 
turbo-diesel Audi R18 took the top two steps on 
the podium ahead of the Toyota.

Last year was again frustrating for Toyota with 
the team having to settle for 6th and 8th as Porsche 
returned to the winners circle, fi nishing fi rst and 
second with Audi third.

Now a gutted Toyota Gazoo team has had to 
be satisfi ed with yet another runner-up position 
aft er its best ever performance for 23 hours and 53 
minutes of the running at one of the world’s most 
famous motor races. ■

Cruel Blow Keeps Toyota Off the Top Step at Le Mans

The Toyota TS050 Hybrid that came to an untimely halt near the 
fi nishing line only a few minutes before the end of the dramatic 
2016 Le Mans 24-hour race is seen being pushed back to its pit. 
Unfortunately the down-on-power car was unable to complete the 
last lap under the 6 minute time limit so did not qualify as a fi nisher.

The second Toyota TS050 petrol-
electric hybrid was able to take 
second place in front of a very 
surprised Audi Joest team.
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BY STUART JOHNSTON

“Ja, I know about those rallies. Regularity stuff ,” I 
told Emil Kuschke, aft er he’d checked out my new 
(old) VW GTi and asked if I would be interested in 
entering it in the Mampoer Rally. June 4, 2016.

Th at’s right, said Emil. Regularity. In fact there 
was a special course being given for newcomers at 
the POMC Clubhouse the Wednesday beforehand, 
so Liz and I could familiarise ourselves with the ins 
and the outs of how to tackle the task of being on 
time, all the time.

“Naah” , I said. “I actually won my class in the 
Total Economy Run for bikes, you know, motorcy-
cles? On an Eddie Lawson Replica. Kawasaki. I was 
a works rider!”

Emil’s eyes looked thoughtful. When was that, 
Stuart? “Uh, 1981, or maybe it was 1982.”

Emil’s eyes looked even more thoughtful.
So there we were, all bright and breezy and 

dressed for the Antarctic at 7.30 am on Saturday 
at the POMC Clubhouse, the fi rst weekend in June 
2016, my 1984 “Jumbo” GTi polished up, rolls of 
tape and Prestick and pens and a clipboard with us.

“Did you bring a stopwatch?” asked Emil. 
“Naah, I, uuh, will use my cell phone. Or rather, 
Liz can use my cell phone”. Emil looked thought-
ful. When he looks thoughtful, I start composing a 
whole lot of questions in my mind, mostly consist-
ing of: What? What?

We were car 29, which meant, I told Liz, that 
we started at 09:29. Simple stuff . Th en aft er that, all 
we had to do was be at the spots they told us to be 
at, as described on the route schedule, at the times 
they told us to be.

Lekker cars taking part, ranging in age from 
a Model A Ford to a Ferrari 308 GT4, beautiful 
shark-shaped thing, in yellow. Driven by a dude 
named Steve. I knew his navigator, an oke named 
Gary who knows all about these rallies in things 
like Fiat Abarths.

Over coff ee, I started telling Gary about the 
regularity rally I did on that Kawasaki 1000 all 
those years back. Th ey had asked me to organise 
another rider for their Kawasaki 750, as their 
designated “works” rider suddenly had to go on an 
MBA course or something. I roped in my old bud-
die from Jo’burg, Don. Biker type. He set off  at the 

start about 15 minutes before me in Van der Walt 
Street, downtown Pretoria and arrived at the fi rst 
checkpoint at the Union Buildings, a distance of 
about 3 km, about 15 minutes aft er me.

“Where the hell were you Don, old buddy, old 
pal?” I demanded. My substitute rider, whom I had 
assured the Kawasaki Importers was an absolute 
demon rider, reliable as the postal service, was now 
half an hour behind schedule aft er 3 km! 

“Ag man, I popped into the bottle store to 
score myself a nip of whiskey for the road. Had to 
wait for them to open up.”

Gary, Ferrari navigator, looked off  into the 
distance when I told him this tale. I started to feel a 
little uneasy about this regularity stuff . Anything I 
told people about my rallying experience, they sort 
of looked off  into the distance, saying not a word

So now we were sitting in the car, the clock 
was ticking (okay, not actually ticking) towards 
9.29. Th en I saw cars with numbers like 32 and 35 
starting ahead of me. So I thought, well, maybe you 
could start at any old time, they would only really 
start timing you aft er the fi rst re-group or what-
ever. So I left  at 9.26. Liz was telling me this was not 
the right thing to do.

Th e next thing I did wrong was follow the cars 
in front of me. Th ere was Dirk up ahead in an old 
Borgward TS, which, it turned out, I had actually 
owned at one time. Dirk got himself snarled up at 
some junction and we all followed him and lost 
about 30 seconds, according to the route schedule 
and the required speeds we had to keep and…

But that was cool, I told Liz, we simply sped 
up, a lot, and then slowed down to be on time at the 
next spot.

And so it went. I loved the concentration it 
takes to estimate your average speed for a section. 
I loved speeding up, especially, aft er being delayed 
by slow traffi  c or a traffi  c light out of order, or 
whatever. I loved seeing cars like Th eo Stander’s old 
1964 Ford Fairlane up ahead, looking like it had 
never been restored and only missing one hubcap. 
He told me the hubcap came off  earlier that day, 
but he had found it, unscathed, in the bushes. For 
those of us who know how rare 1964 hubcaps are, 
that was a story with a happy ending.

As for our happy ending, well, we came just 
about last out of all the cars entered. I was trying 
to listen to Emil who told me that it was impressive 
just to stay on the route in our very fi rst Regularity 
Rally. Liz pointed out that our overall time was 
180 seconds out, and that if I did the math, that 
translated to being three minutes early, overall. She 
looked at me signifi cantly.

Errum. As Arnold Schwarzenegger said: 
“We’ll be Back!” ■

Getting Into the Spirit of the Mampoer Rally

Lekker cars taking part, 
ranging in age from a Model 
A Ford to a Ferrari 308 GT4

Classy company on a Mampoer Rally! Ferraris Rolls-Royces ho hum...... 
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