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August is women’s month and in South Africa 
many vehicle manufacturers, importers and 
service providers celebrate by offering customers of 
the fairer sex special deals. Are they just talking the 
talk or have they come to realise that women are an 
important target market and have increasing influ-
ence over the car-buying process and also buying 
power of their own?

“There is no doubt that manufacturers are be-
coming more aware of the important role women 
play in acquiring cars for the family, or for their 
own driving pleasure,” says Des Fenner, General 
Manager of Datsun South Africa.

South African men may try to persuade their 
spouses about the benefits of a sports car over a 
practical sedan, but when it comes to buying a 
vehicle their better halves will ultimately make the 
decision about what will be parked in the garage.

Fenner stresses that local men shouldn’t feel 
alone though. Reports around the globe have 

shown that women not only control the purse 
strings, but are also less emotional than men when 
it comes to buying cars.

“Men should realise that they are likely to buy 
not only what their women want, but in most cases, 
will also lose the battle when it comes to deciding 
what colour the new car will be. They are definitely 
in the driver’s seat, so to speak.”

According to Fenner several major surveys 
have delivered supporting evidence of this. For 
instance, Bloomberg, the international financial 
wire service, found that women in the USA make 
nearly 85% of consumer purchases and influence 
nearly 95% of all buying decisions.

In addition, an iSeeCars.com survey of pre-
owned car buying habits that looked at the genders 
of more than 500 000 people inquiring about cars 
revealed that there are stark differences between 
the buying habits of men and women. Amongst 
these, the research showed that women consider 

price, affordability and practicality when buying 
cars. Fuel efficiency, safety and reliability also rank 
higher with women than men.

Locally, Datsun dealers have found that more 
women than men make inquiries about the fuel 
efficiency and practical aspects of a vehicle.

“Generally about 55 per cent of purchasers 
entering our showrooms are female and 25 per cent 
tend to visit dealerships on their own. Affordability 
is a major consideration by most female customers,” 
says Fenner.

Jeff Osborne, the Head of Gumtree 
Automotive agrees, pointing out that there are 
some sharp differences in the way women and men 
buy vehicles in SA.

“Around 30 per cent of women said they 
consider price to be the most important factor 
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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

in the purchase, followed by fuel 
economy and safety. Men rated the 
brand name of the car as the most 
important attribute at 19 per cent,” 
he explains, quoting the results of an 
online survey by Gumtree Autos.

When it comes to making the 
decision in the first place to buy 
a new vehicle, necessity due to 
increased maintenance costs is the 
key motivator for women at 31%, 
followed by rising fuel costs (28%) 
and changing family needs (26%). 
For males, changing family needs 
(33%) was the most common reason 
given, followed by fuel cost (25%) 
and advertising (23%).

“Men are more likely to be 
swayed by advertising, with 22.7% 
of men saying that a commercial 
directly led to their last car purchase 
– double the amount of women who 
said the same,” says Osborne.

Other research revealed that 
women are also more choosy when 
it comes to buying a car. On average, 
women will spend 75 days consider-
ing the pros and cons of buying a 
vehicle, while men will take 62 days. 
Women also do more web-based 
research on vehicles and dealerships 
than their male counterparts.

Interestingly, women favour 
traditional car colours, whilst men 
are increasingly opting for brighter, 
unconventional colour choices.

“Female respondents were also 
half as likely to refer to their dream 
cars during questioning, using words 
like affordability, reliability and 
comfort when describing cars they 
would like to buy. Men were more 
likely to use words like power, trust, 
class, style and engineering during 
the conversation.”

The genders also take a different 
approach when buying a vehicle, 
with women twice as likely to ask 
their partners which car to purchase 
before starting their research.

“Nearly half of the male re-
spondents said they knew enough 
about cars to make an independent 
decision about which car to buy, 
while 36 per cent of women stated 
they feel they know nothing about 
cars and needed assistance in order 
to make a purchase decision,” says 
Osborne. “But half the female re-
spondents said they actively seek out 
information about cars even when 
they aren’t in the market to buy one 
while nearly three-quarters of men 
said they would do that, so I do think 
the behaviour is going to shift.”

Osborne also says the sources 
men and women use to seek that 
information is telling. “Around 53% 
of all respondents use classifieds, 
58% use social media and 28% have 
subscriptions to magazines or auto-
related websites.”

According to Osborne, women 
should trust their gut and use the 
resources at their disposal when 
making a purchase decision.

“Cars are definitely not the 
domain of men alone. I think it’s 
important that women empower 
themselves with information in order 
to make a decision when it comes to 
their cars. Women are very active on 
Gumtree when it comes to buying 
and selling household items or run-
ning businesses, and cars shouldn’t 
be any different. Do your research, 
take a car for a test drive and don’t be 
intimidated by the process. After all, 
a car should match your pocket – but 
also your lifestyle and personality.”

In this regarding, it is interesting 
to note that more and more female 
buyers seem to be opting for off.-road 
vehicles and SUVs

“The feedback from our dealers 
suggests that more female buyers 
are starting to enquire about Pajero 
and its off-road capabilities. This 
suggests that women are showing 
an increasing interest in the male-
dominated sport of off-road driving,” 
says Braam Faul, National Marketing 

Manager at Mitsubishi Motors 
South Africa.

This dealer feedback is supported 
by reports from off-road gymkhanas 
such as the annual Rust de Winter 
competition, which has recorded 
a higher number of female entries 
in the past year. Organisers report 
greater female interest in the sport 
and an increase in the number of all-
female teams and female drivers on 
the technical- and mountain courses.

But what about the more 
practical aspects of vehicle owner-
ship, such as maintenance and 
repair? According to Jessie Mayo of 
Alignment Centre in Johannesburg 
women are definitely still shying 
away from the DIY approach to car 
maintenance, which isn’t a good 
thing. “It’s very important to take 
an interest in your vehicle. Knowing 
some basic troubleshooting could 
save your life one day.”

She adds that a lot of women still 
fall victim to unscrupulous mechan-
ics because of their perceived limited 
knowledge of cars.

In this regard, Osborne em-
phasises that there are still plenty of 
good, reliable and honest operators 
in the market but there are some 
who are solely looking to make quick 
money without investing in the 
quality of service that will generate 
repeat business.

According to an article on the 
Forbes website, Women are the 
world’s most powerful consumers, 
and their impact on the economy 
is growing every year. Women 
drive 70 to 80% of all consumer 
purchasing, through a combina-
tion of their buying power and 
influence.  Influence means that 
even when a woman isn’t paying 
for something herself, she is often 
the influence or veto vote behind 
someone else’s purchase.

All things considered, women’s 
consumer domination is here for the 
long run. ■
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Editor’s Note
August was women’s month 
and our inbox was literally 
brimming with press releases 
promoting or celebrating 
that fact.

One of the most impor-
tant bits of news was the an-
nouncement of SA’s Women’s 
Car of the Year. Hyundai’s 
new Tucson came away with the silverware as overall win-
ner. I had the opportunity to drive it recently and in this 
issue of AutoLive I share my two cents’ worth on why it’s a 
worthy winner.

There are a string of new models to read about too, rang-
ing from the glorious and glamorous new Porsche Panamera 
to KIA’s very capable K2500 workhorse. In fact, in future we 
will be focussing on at least one workhorse vehicle in each 
issue of AutoLive. 

With autonomous vehicles receiving increasing atten-
tion from all the major manufacturers and predictions being 
that we could see the first mass produced examples on the 
road, we look at the impact this technology could have on 
the insurance industry.

The Festival of Motoring happens next week and on the 
back page Stuart Johnston gives us a sneak peek at some of 
the classics that will be on display at the event. Of course all 
the latest and greatest new models will also be there so it’s 
an event not to be missed. All the relevant information is 
 available at www.safestivalofmotoring.com.

The highly regarded CAR Conference is also taking 
place at the Festival. The list of speakers at the conference 
reads like the who’s who of the South African automotive 
industry and includes heavyweights such as WesBank CEO 
Chris de Kock.

As always we strive to bring you all the latest news – the 
good and the bad – from the automotive and related indus-
tries. This includes sales figures, predictions and insights. 
We trust you will find this issue of AutoLive both entertain-
ing and informative and we look forward to receiving your 
feedback and we’ll welcome any suggestions in terms of 
future content.

Liana Reiners,
Editor

To advertise in  contact

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

South Africa’s economic downturn and low 
consumer confidence levels, probably linked 
to political uncertainty shortly before the 
much hyped local elections, took their toll 
on new vehicle sales in July. Sales plunged 
17% when compared to July 2015. This was 
the biggest fall since 2009.

Sales in the passenger car segment fell 
20.6% year-on-year, which correlates with 
the fall of 20.7% in sales through the retail 
dealer channel. Dealer sales represented 
82.3% of the total industry sales in July of 
44 883 vehicles. Rental again played a big 
part in sales, taking a 13.1% share, while 3 % 
represented industry corporate fleet sales 
and only 1.6% sales to government.

Year-on-year LCV sales were down 
9.9%, medium truck sales fell 13.9% 
while heavy trucks and buses were only 
down 5.7%.

Year-to-date the total market is down 
11% to 317 357 units. This decline is now 
getting very close to the forecast of a 12% 
fall in sales made by Chris de Kock, CEO of 
WesBank, SA’s largest vehicle finance house, 
at the announcement of the Car of the Year 
in March. At that time there was a gasp of 
disbelief from the audience. Now it seems 
as though De Kock was correct in his pes-
simistic outlook.

Simphiwe Nghona, the CEO of WesBank 
Motor Retail, reported a decline of 22.5% in 
demand for new vehicle finance and a drop of 
6.4% in applications for loans to finance the 
purchase of used vehicles. This meant a fall of 
11.5% in total demand for finance, which is 
the largest decline since April 2009.

Repayment periods are also lengthening 
with the average car finance deal being for 72 
months as new vehicle prices rise. WesBank’s 
data shows the average price of a new vehicle 
being financed in July 2016 as being 14.6% 
more expensive than a year previously. This 
means people have to hold onto their vehicles 
for longer before trading them in. The aver-
age ownership period has increased from 38 
to 40 months in the past 12 months.

NAAMSA reported that industry new 
vehicle exports during July 2016 had regis-
tered a slight improvement of 684 vehicles 

or an increase of 2.4% from the 28 358 
vehicles exported in July last year to 29 042 
vehicle exports. The momentum of new 
vehicle exports was anticipated to improve 
during the balance of 2016 as a result of 
an expected increase in light commercial 
vehicle exports to Europe.

The industry organisation added that 
domestically, based on the industry’s general 
outlook and prevailing macro-economic 
conditions, the balance of 2016 was likely to 
continue to be characterised by low economic 
growth and increased pressure on consumers’ 
disposable income. Double digit new vehicle 
price increases – in response to earlier Rand 
weakness, relatively high interest rates and 
fragile consumer and business confidence at a 
time of rising retrenchments across a number 
of sectors – would put further downward 
pressure on sales of new motor vehicles.

The lower levels of new vehicle sales 
represented a reflection of current difficult 
economic conditions in South Africa. The 
decline in the Reserve Bank’s leading busi-
ness cycle indicator to 90.8 in May from 90.9 
in April took the index to its lowest level 
since the 2008 global financial crisis. The 
decline reinforced the recent decision by 
global financial institutions and the Reserve 
Bank to revise downwards South Africa’s 
growth outlook for 2016 and 2017.

The decline in the latest Purchasing 
Managers Index also did not augur well for 
short to medium terms prospects. One posi-
tive feature was the imminent significant 
reduction in the price of fuel.

In contrast, export sales were expected 
to show modest upward momentum over 
the balance of the year. New vehicle indus-
try production should therefore hold steady 
with 2016 export sales numbers expected 
to expand to around 351 000 units from the 
333 802 export sales in 2015. ■

SA Vehicle Sales Take Biggest 
Plunge in Seven Years

Repayment periods are also 
lengthening with the average 
car finance deal being for 
72 months.
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SA’S BUSIEST VIRTUAL AUTOS SHOWROOM

Matched Email Leads

Full Activity Reporting 
Including Stock Management

Secure GAIT 
Dashboard

Full Lead 
Reporting

Custom Branding Feed From Any Source Manual Uploading 
of Stock

Free Call Tracking

12 Images 
Per Vehicle

GAIT is a cutting edge, dealer-centric dashboard that gives you full 
control of your stock, leads and ad views. Proudly brought to you 

by the best-value autos platform on the market. 

More great features so you can sell more cars.

Standard
Standard GAIT package 

and benefi ts

Access to GAIT dealer dashboard

Standard Dealer Ads

1 Bump Up per car per day

1st Call Tracking Number Free

Email leads matched to your 
dealership and vehicles

12 High Quality Images per vehicle

Select
Upgraded GAIT package with 
added benefi ts and features

Access to GAIT dealer dashboard

Standard Dealer Ads

1 Bump Up per car per day

1st Call Tracking Number Free

Email leads matched to your 
dealership and vehicles

12 High Quality Images per vehicle

7 Day Top Ads 30% of your listings

Drive traffi c directly to your Company 
Website or Social Media page

Rapid Stock Turnover

Get 3X more leads

With over 3 million visitors to our Auto section each month and 94 000 visitors each day, 
Gumtree Auto can accelerate your leads and sales. It comes with the added benefi t of 
no contract or sign-on fee. To discuss your individual dealership requirements or for 

additional info please contact 011 100 8600 or email nudixon@gumtree.co.za
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Opinion

BY JEFF OSBORNE 
HEAD OF AUTOMOTIVE  
FOR GUMTREE SA

The year is 2025. It’s 8 am on a Monday morning, 
Sandton City. You are relaxing with a coffee in 
your favourite spot before heading into the office 
for a 8.30 meeting. With a quick tap of a button 
on your smart phone, a sleek two-seater silver car 
pulls onto the shoulder of the road to pick you up. 
(If you can afford the price tag, the car belongs to 
you and has driven you to your coffee spot. If not, 
you are probably subscribed to an Uber-like app 
that sends one to your door in the morning and 
drops you off wherever you want to go). You cruise 
onto the designated lane where traffic is moving at 
a steady but free-flowing pace. Perhaps you peer 
over to the lane of old-fashioned driver-driven cars 
that are stacked bumper-to-bumper painstakingly 
crawling onto the highway…or perhaps you are 
too engrossed in your morning paper or e-reader 
to pay attention to the road. It doesn’t matter, 
because you are riding in a driverless car – the 
 transportation of choice. This is the future that the 
likes of Google, BMW and Volvo are promising us 
and it’s about to happen sooner rather than later.

Google and Uber announced a coalition 
that will work to petition legislators to get more 

driverless cars on the road. Autonomous vehicles 
are more prevalent than you might think. By the 
time Google announced that they had invented the 
technology that would enable us to drive without 
drivers, engineers for the search engine had already 
clocked a whopping 225,300 km on the road, with-
out anyone knowing. Since that announcement in 
2010, car companies have been scrambling with 
a mania equal to the 1960s space race and with 
good reason.

The impact is going to be tremendous. It will 
enable roads to carry more traffic and reduce the 
massive infrastructure costs of maintain repairing 
and roads.  

But there are also environmental benefits. In 
fact, the environmental benefit of introducing self-
driving cars may be bigger than electric vehicles 
– particularly in a country like South Africa where 
we are dependent on “dirty” energy sources such 

as coal. This is because a self-driving car eliminates 
the need to park…and along with it, the need for 
parking lots. The presence of these flat, dark sur-
faces can raise the temperate of urban areas by up 
to a full degree Celsius (known as the Urban Island 
effect). Removing massive parking lots from malls 
and office blocks leaves space for housing, parks 
and greenery. And let’s face it – research in densely 
populated cities such as New York has shown 
that 45% of cars on the road are merely looking 

for parking.
Compare this to electric cars. Plugging an 

electric vehicle into your home is the equivalent 
of adding three houses’ to the grid, and if a home 
installs a faster charger, one car –which has to be 
charged daily – will draw 16,800 watts of electric-
ity, compared to the average home that uses about 
3000 watts on average. For countries like South 
Africa, that not only has a constrained electricity 
supply but uses “dirty” energy sources like coal to 
produce that electricity, electric vehicles are simply 
not sustainable, environmentally or physically.

Self-driving cars will also stop cities from their 
ever-expanding outward sprawl and subsequent 
pressure to keep chewing up arable land, because 
travel will be more efficient and commuting 
easier as traffic is reduced. This is because these 
vehicles are able to follow each other very closely 
and precisely, and can sync up with Google Maps 
to control the flow of traffic. America’s transport 
department believes that putting self-driving cars 
on the road will allow for five times the volume 
of traffic to pass through the roads every day. In 
theory, commuters will be able to work further 
from home, which could see outlying towns boom.

Self-driving cars can have a huge impact on 
the way we operate – and our planet. The down-
side? It takes away one of life’s great pleasures – 
driving. Let’s hope we’ll still be able to opt in and 
out of the driving experience. ■

How Self-Driving Cars Will Change 
Our Cities and Save the Planet

Self-driving cars will also stop 
cities from their ever-expanding 
outward sprawl and subsequent 
pressure to keep chewing up 
arable land, because travel will 
be more efficient and commuting 
easier as traffic is reduced.
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The National Association of Automotive 
Component and Allied Manufacturers 
(NAACAM) has announced the appointment of 
Renai Moothilal as its new Executive Director as 
of September 2016. The association has been with-
out a full time leader since last year. Roger Pitot has 
been advising in a part-time capacity.

A UKZN trained development economist, 
Moothilal joins NAACAM after spending the last 
decade at the Department of Trade and Industry 
(dti), most recently as a senior official in the 
Automotive policy unit.

During this time he was instrumental in man-
aging various policy and programme related issues 
including the transition from MIDP to APDP, 
institutionalising the Automotive Supply Chain 
Competitiveness Initiative (ASCCI), as well as lay-
ing the groundwork for the ongoing development 
of an Automotive Masterplan from 2020 to 2035. 
Outside of core policy issues, he has been part of 
several incentive adjudication committees as well 
as being an advisor to automotive companies on 
issues related to investment and production in SA.

Moothilal’s appointment comes at a time when 
NAACAM is looking to enhance its positioning 
and role within the SA automotive environment to 
deliver greater value for members. In welcoming 
him, NAACAM president Dave Coffey said: “We 
are pleased at Renai’s appointment. He brings a 
unique set of skills and experience and has, in a 
fairly short time, made his mark in the automotive 
manufacturing sector. He is respected by its key 
stakeholders and has a deep and holistic apprecia-
tion of the challenges and opportunities faced by 
different sector players”.

According to Coffey the sector as a whole is 
operating in an always changing, highly com-
petitive and challenging environment and that 
NAACAM had to adapt and grow accordingly. 
“We are entering an exciting phase of operations 
for NAACAM and the automotive sector as a 
whole. Under the leadership of the dti, preparations 
are firmly underway to develop an Automotive 
Masterplan and supporting policy framework to 
optimise growth and economic outcomes from 
the sector up to 2035. NAACAM wants to ensure 

that the automotive component supplier base in SA 
both contributes to and benefits from this growth”

To that extent NAACAM aims to work 
towards a vision that maximises the localisa-
tion opportunities associated with automotive 
manufacturing for its members whilst actively 
promoting and implementing activities to support 
the government’s push to increase broad based 
black participation in the country’s industrial 
landscape. “Sustainable transformation is an 

absolute imperative in SA’s business environment. 
It is logical that the country’s future economic and 
industrial policy results will, amongst others, be 
viewed through its ability to deliver an economic 
landscape that suits its demographic profile,” 
remarked Moothilal.

NAACAM represents approximately 150 
automotive component manufacturing and related 
service provision companies, spread across more 
than 220 production sites across South Africa. In 
2015, there were approximately 82 000 direct jobs 
associated with component manufacturing. In the 
same year companies in this sub-sector invested 
more than R2.7 billion whilst generating sales in 
excess of R82 billion. Whilst the role of vehicle as-
semblers as value chain drivers is undisputed, the 
components sub-sector is globally recognised for 
its ability to generate significant levels of value ad-
dition, employment, skills development and other 
cross cutting economic benefits. ■

People

“It is logical that the country’s 
future economic and industrial 
policy results will, amongst others, 
be viewed through its ability to 
deliver an economic landscape 
that suits its demographic profile.”

NAACAM aims to work towards 
a vision that maximises the 
localisation opportunities 
associated with automotive 
manufacturing for its members.

NAACAM Appoints New Executive Director

Renai Moothilal, new Executive Director of NAACAM.
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People

JLR Director Wins Prestigious Award

Lisa Mallett, the Marketing Director of Jaguar 
Land Rover South Africa and sub-Sahara Africa, 
was recently recognised as a regional winner at 
the Africa’s Most Influential Women in Business 
and Government awards, presented in conjunction 
with CEO Global magazine.

Mallett was honoured as a winner in the 
Automotive and Components category, which 
represents the automotive industry of which she 
has been a part since 2006. She has extensive ex-
perience in the premium automotive segment and 
has been the Marketing Director at Jaguar Land 
Rover South Africa and sub-Sahara Africa since 
March 2015.  

In her current capacity, Mallett has over-
seen the successful market introductions of 
several Jaguar Land Rover models, including 
the Land Rover Discovery Sport as well as the 
All-New Jaguar F-PACE – the sports car maker’s 
first-ever SUV.

“To say that I’m humbled by this is an 
understatement,” said Mallett. “Awards like this 
help highlight that it’s entirely possible for female 
leaders to be successful in South Africa’s male-
dominated motor industry.”

The awards cover 23 economic sectors, and 
honour influential female leaders in Africa’s private 
and public sectors. For the past sixteen years the 
awards have independently recognised those 
leaders who are at the pinnacle of their industry. 
The nomination process is open for all individuals, 
with nominees suggested by the business com-
munity – with more than 5 000 names submitted 
across all categories.

“Nominees undergo a rigorous multi-tiered 
judging process,” says Annelize Wepener, Chief 
Executive of CEO Global. “Quality assurance is 
provided by KPMG throughout the judging and 
the highest possible standard is maintained. Those 
individuals whom have been recognised as win-
ners in their field can be assured that they have 
truly excelled.” ■

Honda SA Has a New Boss

It happened with very little fanfare, but in April 
this year, Toshiaki Konaka became president 
for Honda Motor Southern Africa. He replaced 
Yoshiaki Nakamura, who following eight years in 
the role, has retired after a long and distinguished 
career with Honda.

Joining Honda in 1984, Konaka has held a 
number of senior automotive and sales roles. Of 
his 32 years with the company, 16 were spent at 
Honda’s European operations, including heading 
up Honda Spain and Honda Poland, as well as 
stints in Germany and the UK. In his most recent 
position as pan-European director for passenger 

cars, Konaka was responsible for developing and 
implementing Honda’s pan-European strategy 
– a task he performed for the past six years. His 
experience while in Europe also extends to Honda 
motorcycles, in his position held as president of 
Honda Poland.

Honda Motor Southern Africa operations 
director, Graham Eagle has been promoted to vice 
president and will support Konaka as he makes the 
transition into the new position. ■

Bridgestone Gets New CEO

Bridgestone SA recently announced the appoint-
ment of Gavin Young as CEO. This follows the 
decision by outgoing CEO, Mike Halforty, to take 
early retirement.

Making the announcement, Bridgestone’s 
Senior Vice President for the CMA region (which 
includes Russia, Turkey, the Middle East and 
Africa), Hakan Bayman, paid tribute to Halforty’s 
19 years of service, many of them spent at the Port 
Elizabeth and Brits plants, before he was ap-
pointed as COO in 2012 and CEO in 2014. “Mike 
has put his life and soul into the company and the 
Bridgestone brand, and I thank him on behalf of 
the global Bridgestone family for that dedication,” 
Bayman said. “He will support Gavin in the transi-
tion over the next three months.”

Young (57), is a Process Engineer by profession 
and has more than 30 years of industrial experi-
ence, having held senior leadership roles in South 
Africa, the United Kingdom and the United States. 
His role will be to engage the entire organisation to 
drive growth and profitability in the South African 
market over the next few years. ■

Lisa Mallett, the Marketing Director of Jaguar Land Rover South Africa and sub-
Sahara Africa.

Toshiaki Konaka became president for 
Honda Motor Southern Africa in April.

Gavin Young, the new Bridgestone SA CEO.
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VW Group Tops Sales Chart 
Despite “Dieselgate”

The Volkswagen Group has overtaken Toyota as 
the world leader in vehicle sales at the halfway 
point in 2016 despite the ongoing negative publicity 
regarding the company’s emission-rigging scandal 
with some of its diesel engines. The VW Group 
delivered 5.12-million units in the first six months 
of the year, which was a 1.5% rise over the figure in 
the middle of last year.

While sales of Volkswagen brand vehicles have 
suffered from the scandal the group’s sales have 
been boosted by strong performances from its 
Audi, Porsche and Skoda brands.

Toyota reported a drop in sales following a 
series of production stoppages in Japan, Toyota’s 
sales for the first six months of 2016 totalled 
4.99-million units which was a drop of 0.6% from 
the 5.02-million units sold in the same period last 
year. Toyota has been the world leader in annual 
sales since 2012.

General Motors remained third in the rank-
ings with six-month sales of 4.76-million units.

However, Toyota remains the top-selling 
individual vehicle brand in the world with 
4.19-million Toyotas sold compared to 3.26-mil-
lion Volkswagens, 3.11-million Fords and 
2.4-million Nissans. ■

Ford Wants Fully Autonomous 
Vehicle by 2021

Ford has announced its intention to have a high-
volume, fully autonomous SAE level 4-capable 
vehicle in commercial operation in 2021 in a ride-
hailing or ride-sharing service.

To get there, the company is investing in or 
collaborating with four startups to enhance its 
autonomous vehicle development, doubling its 
Silicon Valley team and more than doubling its 
Palo Alto campus.

“The next decade will be defined by automa-
tion of the automobile, and we see autonomous 
vehicles as having as significant an impact on 
society as Ford’s moving assembly line did 100 
years ago,” said Mark Fields, Ford president and 
CEO. “We’re dedicated to putting on the road an 
autonomous vehicle that can improve safety and 
solve social and environmental challenges for 
millions of people – not just those who can afford 
luxury vehicles.”

Autonomous vehicles in 2021 are part of Ford 
Smart Mobility, the company’s plan to be a leader 
in autonomous vehicles, as well as in connectiv-
ity, mobility, the customer experience, and data 
and analytics. ■

Corolla Still The World’s 
Favourite Car

Despite Toyota dropping back to second in global 
sales its Corolla remains the world’s favourite 
vehicle model. According to automotive research 
company Focus2move a total of 634 289 Corollas 
were sold in the first six months of 2016. Corolla 
sales since launch of this model in Japan in 1966 
now exceed 37 million units with the current 
model being the 11th generation. (The 10th genera-
tion model is still sold in SA as the Quest alongside 
the latest Corolla model).

The second best selling model range in the 
world for the first six months of this year is the 
Volkswagen Golf, with 500 630 units sold. The Ford 
F-Series pick-up, which is sold mainly in North 
America, is No. 3 in the popularity stakes with 478 
384 units delivered. The other models making up 
the top 10 were the Ford Focus (367 479), Hyundai 
Elantra (363 490), Volkswagen Polo (358 602), 
Toyota RAV4 (346 791), Toyota Camry (339 611), 
Honda CR-V (333 597) and Chevrolet Silverado, 
another North American pick-up (307 845). ■

Dunlop Remains A Consumer 
Favourite In SA

Dunlop has once again been heralded as the 
leading name in the Tyre Brands Category in the 
2016/17 Target Group Index (TGI) Icon Brands 
Survey. This win comes as the fourth triumph 
since 2011 and is testimony to the trust inherent 
in the South African market in Dunlop as a brand 
of choice.

This achievement represents yet another signif-
icant win for Dunlop’s parent company, Sumitomo 
Rubber South Africa (SRSA), who has embarked 
on a series of investments over the past two years 
in enhancing its operating capacities and revitalis-
ing its brand. According to Yvette Govender, acting 
Marketing Director for the SRSA group, the most 
notable attribute of the survey is that it looks at 
actual product usage.

“Achieving this status is encouraging as it 
shows that Dunlop is indeed the brand of choice. 
Product usage is a solid proof point that dem-
onstrates that users trust our product and its 
performance, especially when we consider that this 
is a repeat accolade we have enjoyed over several 
years,” she said.

The TGI survey, from where the Icon Brands 
results are sourced, is the largest of its kind in 
South African with 19 sectors and 163 product cat-
egories. Over 15 000 consumers were surveyed and 
the data was weighted using the Statistics South 
Africa’s population mid-year estimates. ■

SA Still Loves Lighter Colours
South Africans still love their cars in lighter 
colours. This is according to the latest data from 
Lightstone Auto which shows white to be the 
overwhelming favourite of both men and women. 
There has been little change since 2010, when the 
favourites were white, silver and black, to the cur-
rent situation where white, silver and grey are top 
of the list. The colours that follow the top three are 
blue, black and red.

Rory Judd, the Head of Online Marketing at 
MiWay Insurance, said there are a number of fac-
tors why lighter colours are the better option: “Cars 
in lighter colours are a good buy as they usually 
have lower insurance premiums than darker colour 
cars and are more visible on the road as well as be-
ing easier to resell.”

Lighter cars also tend to be more comfortable 
in hot climates and are more practical in not show-
ing small scratches. ■

Nissan to Display 
Innovative Petrol Engine 
at Paris Motor Show

Nissan will display a new type of petrol engine in 
an Infiniti at the upcoming Paris Motor Show. The 
company claims this engine, which uses vari-
able compression technology, may make some of 
today’s advanced diesel engines obsolete.

The reason is that the engine can choose an 
optimal compression ratio between 8:1 and 14:1, 
which is a key factor in the trade off between power 
and fuel efficiency in all petrol engines. The turbo-
charged 2-litre, four cylinder variable compression 
engine, named VC-T, has 27% better fuel consump-
tion than the 3.5-litre V6 engine it replaces, with 
comparable power and torque output.

The engine is also cheaper to manufacture 
than today’s advanced turbo diesel power units. A fully autonomous Fusion Hybrid 

research vehicle on the streets of 
Dearborn, Michigan.
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Nissan engineers say the VC-T should also meet 
nitrous oxide and other emissions regulations 
in certain markets without requiring costly 
treatment systems.

Nissan says many motor companies have been 
working on variable compression engines, some for 
as long as 20 years, but the Nissan VC-T is the first 
of these units to be brought to market. ■

Another Show for SA
For the first time in history, the Speed and Sound 
Motor Expo – dubbed MotorEx – will open its 
doors to the general public and will coincide with 
the 16th year of Speed and Sound Magazine’s exist-
ence as the leading media authority in automotive 
performance tuning and car audio.

Kicking off on September 16th, MotorEx will 
showcase specialty automotive performance 
parts and products as well as high end products 
seldom seen at any other car show in South Africa, 
and what better way than to do so than at The 
Ticketpro Dome in Johannesburg.

The weekend’s main highlight is the Meguiar’s 
Best of Show and will features the grand unveil-
ing of some of South Africa’s ultimate show cars. 
Another fantastic element of the event is the 
huge trade arena whereby 70 performance tuning 
and car audio exhibitors will showcase the latest 
and greatest products, parts and services to the 
huge crowds in attendance over the weekend’s 
festival of everything custom, performance 
and collectable.

Tickets are already on sale and prices start 
from R200. Visit www.speedandsoundexpo.co.za 
for more information and the full itinerary. ■

Honda Celebrates in US
Honda is celebrating the fact that the Accord has 
been the top-selling passenger car in the United 
States for the past 40 years, from its introduction in 

1976. Over this period 12.7 million Accords have 
been sold in this market, with 10.5 million made 
in the US.

The Toyota Camry, which has been the best-
selling car in the US every year from 1997 to 2015, 
except for 2001, and leads the way this year, has 
sold 11.3 million vehicles since this model was 
launched in the US in 1982.

However, the sales of these cars lag behind 
the favourite vehicle in the US, which is the Ford 
F-Series pick-up truck. It has sold 35 million units 
since launch in 1948 and been the market leader 
for the past 33 years. ■

Adenauer Merc Set to Stun 
Crowds at Inaugural Concours

The sheer size and grace of the Mercedes-Benz 
four door 300 W186 model will stun visitors to the 
inaugural Concours South Africa, taking centre 
stage at Sun City on September 9 to 11.

This massive Merc from the mid-1950s will 
be making the trip to Sun City from Nylstroom, 
and the Concours will give people the chance to 
see this veritable monument to the recovery of the 
automotive industry after the devastation of World 
War Two.

The car is commonly referred to as the 
“Adenauer” Mercedes, as it was the favourite mode 
of transport for the first Chancellor of the Federal 
Republic of Germany, Konrad Adenauer. The 
Chancellor employed no less than six variations of 

this car as his official transport during his period 
of office from 1949 to 1964.

The 300 series was built between 1952 and 
1957. This particular car is a so-called 300b model, 
built in 1955. It was imported to South Africa 
by Werner Stucky, in the late 1950s. The current 
owner, Dries de Jager, was a well-known private car 
restorer residing in Volksrust. ■

WesBank CEO Will Speak 
at CAR Conference

Chris de Kock, the 
CEO of WesBank, 
has joined the 
impressive list of 
speakers lined up 
for the biennial 
CAR Conference, 
which takes place on 
September 1, during 
the SA Festival of 
Motoring at the 
Kyalami Circuit and 

Conference Centre.
There were gasps when De Kock pronounced 

in March that WesBank predicted a decrease of 
12% in total vehicle sales in 2016 compared to 2015. 
However, it seems his prophesy is well on track 
as the year-to-date decline at the end of July was 
11%. Nobody else had forecast such a big fall in 
sales volume.

The all-day conference will conclude with a 
panel discussion on the state of the South African 
automotive industry and change required to 
compete in world markets. The panel will consist 
of Mike Whitfield, the president of NAAMSA; 
Jeff Osborne, the head of Gumtree Automotive; 
Thomas Schaefer, the president and CEO of 
Volkswagen SA, Chris de Kock of WesBank, and 
Dave Duarte, the founder of Treeshake.

For more details on the 2016 CAR Conference 
and to book go to www.carmag.co.za/conference. ■

Chris de Kock, the 
CEO of WesBank.

Mercedes 300b exterior in green.
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The development and promotion of a cohesive au-
tomotive strategy for the African continent is gain-
ing new impetus due to the strategic vision and 
guidance of the African Association of Automotive 
Manufacturers (AAAM), which was formed in 
November 2015 by BMW, Ford, General Motors, 
Nissan, Toyota and Volkswagen, focusing on key 
markets of the African Continent.

A delegation from AAAM, led by Jeff Nemeth, 
Chairman of AAAM as well as President and 

CEO of Ford Motor Company Sub-Saharan Africa 
Region, recently visited Nigeria’s capital city, 
Abuja, to engage with government and indus-
try leaders in order to create the framework for 
policy development to support the growth of the 
local industry.

“The aim of the African Association of 
Automotive Manufacturers is to unlock the 
economic potential of the African continent by 
promoting a policy environment that is conducive 
to the development of the automotive sector,” 
said Nemeth.

“As the African continent becomes increas-
ingly important within the global economy, it is 
crucial that we develop an auto sector strategy 
backed up by incremental investments in infra-
structure, skills development and in-market locali-
sation programmes. This will make new vehicles 
more affordable, boost the industrialisation of the 
economy and lead to the growth of middle income 
households, which will be the main driver for new 
vehicle sales.”

Nigeria is recognised as a strategic market over 
the long term due to its demographics. However, 
while the country is recognised as Africa’s largest 
economy, the automotive sector is relatively small, 
with an estimated 44 vehicles per 1 000 inhabit-
ants, according to Deloitte Africa’s Automotive 
Insights, published in April 2016. This is far below 
the global average of 180 vehicles per 1 000 inhabit-
ants, and lower than other developing regions such 

as Latin America (176) and Asia, Oceania and the 
Middle East (79).

“One of the biggest challenges we face in 
Africa is the lack of reliable data on the number of 
new and second-hand vehicles sold on the conti-
nent, as very few countries have formal reporting 
or legislative structures to monitor the automotive 
sector,” Nemeth explained. “This is exacerbated 
by the large number of second-hand imports, 
with only a small proportion of new cars sold due 
to the high import duties and lack of affordable 
financing options.”

AAAM’s mandate, thus, is to engage with gov-
ernment, industry bodies and representatives from 
the motor sector to provide advice on opportuni-
ties to formalise, develop and grow all aspects of 
the local automotive industry.

This includes promoting an investor-friendly 
regulatory framework that will support the devel-
opment and implementation of policies to establish 
a viable automotive manufacturing industry 
on the continent that includes both assemblers 
and suppliers.

“To unlock this market potential will require 
greater government and private sector partner-
ships to develop a formal legislative environ-
ment that is conducive to longer-term growth. 
It needs a more robust automotive strategy that 
promotes a sustainable and stable environment 
in support of local manufacturing operations,” 
concluded Nemeth. ■

BY ROGER HOUGHTON

Exports of built-up vehicles from South Africa into 
other African countries continue to spiral down-
wards at an alarming rate. Year-on-year the figure 
is down by 60.5% from 4 453 units in July 2015 to 
only 1 761 units in the same month this year.

Year-to-date the figure has plummeted by 
55.4% from 29 965 units in the first half of 2015 to 
13 378 units in the first six months of 2016. One 
must remember too that the 2015 figure was 34% 
lower than the shipments from South Africa into 
Africa in the first half of 2014.

Toyota was the leading exporter in July with 
shipments of 676, which was only marginally more 
than the 661 units exported into Africa by Nissan. 
Ford exported 174 units in the month and GM/
Isuzu Trucks shipped 126. The corresponding 
figures for the top three exporters in 2015 were 
1 528, 871 and 1 345 units for Toyota, Nissan and 
Ford respectively.

Ghana was the top market for SA-built vehicles 
in July taking 379 units, with Kenya next best on 
344 units. The only other markets to take more 
than 100 units were Tanzania (125), Zambia (120) 
and Malawi (105). Two markets which are usually 
near the top of the list, Nigeria and Zimbabwe, 
slumped to 86 and 47 units respectively in July.

On a year-to-date basis the total market for 
the first half of 2016 at 13 378 units is less than 
Toyota’s exports into Africa in the first six months 
of 2015, when 13 298 units were shipped from the 
Prospecton plant. Toyota only exported a total of 
5 355 units in the first half of 2016. Other major 
exporters, with equivalent figures for 2015 in 
parentheses, were: Nissan 3 663 (7 215), Ford 2 058 
(5 703) and GM/Isuzu Trucks 1 028 (2 167).

Nigeria was the largest market at 2 413 units, 
just ahead of Ghana on 2 141 vehicles while Kenya 
was third on 1 098 units. Last year Algeria was the 
dominant export market with 7 551 units, while 
this year only 470 vehicles were shipped to that 
country – 283 Nissans and 187 Fords. ■

Monthly automotive news to and from Africa

Jeff Nemeth, Chairman of AAAM and 
President and CEO of Ford Motor 
Company Sub-Saharan Africa Region.

Vehicle Exports into Africa Continue to Plunge

New Industry Body Leads Development 
of African Automotive Sector
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“Creati ng Business leaders in the South 
African Motor industry”  
“Join our Advanced Dealers Management 
program in September 2016”

A recent independent survey conducted by TNS 
Qualitative revealed that 85 per cent of South 
African customers only rated their detailed un-
derstanding of their motoring plans as 2/10, with 
half of respondents unsure of what plans they were 
actually on.

Nissan South Africa has taken the confusion 
out of complicated motoring plans by launching 
Nissan Assured – one of the clearest and most 
comprehensive service, warranty and dealer 
improvement programmes in the country. Nissan 
Assured not only offers 6 years’ complete peace of 
mind with one of the best warranty and service 
plans on the market but also a more straightfor-
ward and easy-to-understand approach.

“Nissan Assured is our answer to custom-
ers’ vehicle ownership, service and repair needs,” 
said Xavier Gobille, Managing Director of Sales, 
Marketing and Aftersales. “It is the product of 
many hours spent listening to what our customers 
enjoy about owning a Nissan and their suggestions 
to further improve their ownership experience to 
create a new benchmark in customer care.

“Many of the warranties available on new 
vehicles today are riddled with provisions and 
exclusions. This makes the warranty programme 
difficult to understand and often dilutes the benefit 
to the customer. With Nissan Assured, we have 
made the warranty as comprehensive and easy to 
understand as possible,” explained Gobille.

The 6-year/150 000 km warranty covers all 
major mechanical components and service or 
repair work done at an approved Nissan dealership, 
using genuine Nissan parts. Standard warranty 
exclusions on wear-and-tear parts such as shock 
absorbers, brake pads and linings and the clutch 
only apply after 3 years or when the first 100 000 
km of the warranty has expired.

The warranty also includes a range of roadside 
assistance benefits. These include 24-hour roadside 
and towing assistance as well as support if you find 
yourself stuck with a flat battery, without fuel or 
even if you lock your keys in your car.

With the 3-year/90 000 km 
service plan Nissan custom-
ers can expect the free service 
replacement of oils and filters, 
spark plugs, brake fluid and en-
gine coolant. On specific mod-
els, items such as the timing 
belt, differential oil, transmis-
sion fluid and transfer fluid are 
also covered, as are all labour 
charges for the servicing and 
replacement of these parts.

“At the core of our Nissan 
Assured programme are 

well-trained sales and service staff who are com-
mitted to resolving any problem and who are on 
hand to explain any part of your vehicle ownership 
in detail, including the new warranty and service 
plan. The team will even inform you of small 
details, such as when your licence disk expires,” 
Gobille enthused.

Nissan Assured is available immediately 
with a wide range of Nissan passenger, crosso-
ver, performance and light commercial vehicles 
and is available as an optional extra on Nissans’ 
range of commercial vehicles and the Nissan 
Micra. Customers who have recently purchased 
a Nissan will have the option of upgrading 
their warranty and service plan at a nominal 
cost. However, Nissan’s new comprehensive 
warranty and service plan will not apply to the 
NV350 Impendulo taxi and GT-R supercar, both 
of which are covered by plans tailored to their 
unique application. ■

Nissan Offers Hassle-Free Vehicle Ownership

“Many of the warranties available 
on new vehicles today are riddled 
with provisions and exclusions. 
This makes the warranty 
programme difficult to understand 
and often dilutes the benefit to 
the customer.”
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This is the business philosophy of William Skinner, 
who has been through the ranks in the retail motor 
industry and is now a Senior Consulting Associate 
of Sewells MSX International in South Africa.

Skinner’s speciality is the application of the 
Business Development Model (BDM) which he 
developed before joining Sewells SA in 2008. BDM 
is a programme for retail motor dealers, which 
involves detailed financial planning and then the 
continual evaluation of the plan against actu-
als as well as the development of remedial action 
where necessary.

“The Sewells BDM addresses the retail motor 
industry’s need for disciplined planning while 
developing an understanding among members 
of senior dealership management of the finan-
cial implications of business planning without 
being a high powered and qualified accountant,” 
explained Skinner.

“The driver for coming up with BDM was 
the lack of quality managers in many dealer-
ships and the resulting lack of planning disci-
pline in the various departments, which is often 
poor. Effective use of the BDM shows the dealer 
principal or dealership owner how to get behind 
the thinking of his or her departmental heads so 
that assistance can be forthcoming before any real 
damage has been done,” added the experienced 
Sewells Associate.

BDM guides dealer management through the 
planning process by making sure all costs are con-
sidered in a practical manner so that nobody in the 
team can claim ignorance anymore; it can be used 
to identify problem areas in any size dealership. 
The BDM creates a variance report which manag-
ers then need to investigate and provide feedback, 
which permits the next month’s planning to be 
amended if and where necessary.

The planning is measured against actuals on 
a monthly basis to assess the accuracy of the plan-
ning and to develop actions to improve revenue 
and reduce costs where necessary. Planning and 
the results that follow are also evaluated continu-
ally against industry benchmarks.

According to Skinner an important feature 
of Sewells MSXI’s BDM is that probing “what if” 
scenarios can be factored in before important 
 decisions – such as major capital expenditure 
projects – are made and implemented.

BDM has another important benefit and that 
is its ability to act as an important training and 
coaching tool. It enables all involved managers to 
be coached effectively by a highly trained Sewells 
consultant with extensive motor industry experi-
ence and then to be held accountable to come up 
with deliverables according to plan.

The Business Development model is offered 
by Sewells for a monthly fee of R15 000 with the 
dealership having direct access to a qualified 
consultant to put the team through the process in a 
proactive manner. This hands-on assistance should 
ideally last for 12 months to entrench the system in 
the dealership team.

Skinner has come up with five business 
principles which he believes are critical in today’s 
economic environment:

 ■ Is it easy to do business with us and for us?
 ■ Have we cut out all duplication in business 
processes and responsibilities?

 ■ Are we effective first and then efficient?
 ■ Have we identified potential and created a 

culture of learning, thereby evolving new 
ways of doing business?

 ■ There is a need to double the output of each 
individual in a team every four years.

He also stresses the importance of having the best 
people – disciplined, trained and informed – to 
make a success of a business. He believes they 
need to be supported by effective communication 
and solid business planning so that they under-
stand the importance of decision making and the 
potential consequences.

“Over the past eight years, working as a Senior 
Consulting Associate with Sewells, I have been 
able to build substantially on my knowledge of 
people and the way they think, which is ena-
bling me to fine tune the Business Development 
Model to the mutual benefit of Sewells and all the 
dealers and people involved in this programme,” 
Skinner concluded. ■

Understanding People is a 
Secret For Success

“People are my product. I have a passion for people, particular 
understanding how they think.”

BDM enables all involved 
managers to be coached 
effectively by a highly trained 
Sewells consultant with extensive 
motor industry experience.

William Skinner, Senior Consulting 
Associate at Sewells MSXI.

“The driver for coming up with 
BDM was the lack of quality 
managers in many dealerships 
and the resulting lack of 
planning discipline in the various 
departments, ...”
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Fast track your Automoti ve career

Sewells-MSXI Public program off ering

Advanced Dealer Management
   5 September 2016 – 22 Contact days over a 

12 month period 

Service Advisor’s 101
   22 September 2016 – 2 Contact days

MRA & Business Management
   26 September 2016 – 2 Contact days

Parts Sales Boot Camp
   13 October 2016 – 2 Contact days

Customer Centricity
   24 October 2016 – 2 Contact days

Filpro continues to grow its presence in the local 
market with the recent launch of its automotive en-
terprise development programme to 106 informal 
motor mechanics in the Eastern Cape. The com-
pany has partnered with the Uitenhage Despatch 
Development Initiative (UDDI), a socio-economic 
development agency based in Nelson Mandela 
Bay, for the roll out of the programme over a three 
year period.

“We are excited to introduce the Filpro enter-
prise development programme to motor mechanics 
operating their businesses in the Kwanobuhle, 
Kwa-Langa and Despatch townships. We are con-
fident that the training being offered to them will 
transform their lives as well as the communities 
that they run their businesses from.” said Mboneni 
Magada, General Manager of Filpro. “It is a 
privilege to partner with the UDDI who share our 
vision to empower informal automotive entrepre-
neurs in the Eastern Cape.”

Filpro project co-ordinators visited the 
three townships during July to meet the motor 
mechanics and conduct a needs assessment of 
their informal service centres. This was used to 
determine the mechanics’ requirements to grow 
their businesses.

The programme commenced with prod-
uct training on automotive filters, brake pads, 

lubricants and spark plugs, followed by soft skills 
training which includes basic business manage-
ment and bookkeeping.

The Filpro enterprise development programme 
is also currently being run in Gauteng, KwaZulu-
Natal, Free State, Mpumalanga, Northern Cape, 
Western Cape and the North West to over 1 000 
informal service centres. ■

Filpro Programme Benefits 
Informal Mechanics

The Kwa-Langa group of mechanics during their product training.

“We are confident that the 
training being offered to them will 
transform their lives as well as the 
communities that they run their 
businesses from.”
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We Drive

BY STUART JOHNSTON

In a few months from now, the first all-new 
Porsche Panamera will go on sale here in South 
Africa. Although considered to be “less than beau-
tiful” by many car-spotters, the first-generation 
Panamera has been a remarkable success story in 
terms of sales, both abroad and in this country.

AutoLive’s correspondent was invited to a 
special technical preview of the car prior to its 
international debut this month, and Porsche set 
the tone for this workshop by stating that in reality, 
only the badge remained unchanged on the car.

Chief amongst the new technologies at play 
in this new Panamera is the body construction. 
Aluminium is now used in practically all the 
outer cladding of the car. In this case, special 
techniques were employed to join the aluminium 
to the passenger safety cage. This includes a 
special roller hemming process, where the alu-
minium is folded around the high-strength steel 
safety structure of sills and B-pillars and bonded 
with special adhesive. This obviates the need for 
riveting, which Porsche explained would have 
been all but impossible, such is the hardness of 
the steel employed.

The new body-shell shed an impressive 70 kg 
in its basic construction. This was a good thing, 
as the all-new Panamera has had plenty of luxury 
and cyber connectivity features added. The ar-
ray of buttons on the console has been replaced 
by touch-screen activity. Also, there are plenty 

of new electric motors whirring away unseen 
to make the seats even more adjustable and 
climate-optimised.

All this as added weight, and it is a testament 
to Porsche’s focus on driving pleasure that the new 
car weighs in total just 5 kg more than the out-
going model.

All new too is the new V8 twin turbo engine 
line. These include a diesel V8 and a petrol V8. We 
were taken as passengers around the Lausitzring 
Speedway near Dresden in the turbocharged 404 
kW petrol V8 by a Porsche test driver and mar-
velled at the car’s amazingly abilities.

Acceleration was stunning, with the 100 km/h 
mark coming up from rest in just 3,8 seconds, 
remarkable for a full four-passenger car weigh-
ing about 2 000 kg! Even more impressive was 
the way this four-wheel drive car turns instantly 
into a corner with no hint of scrub. Also new in 
the Panamera is air suspension, and this imparts 
a limo-level ride comfort to the car (until that 
Sport button is engaged, whereupon it becomes 
an animal).

Ultra-tech on Upcoming Porsche Panamera

Real life cutaway of new Panamera twin 
turbo V8. 

continued on next page 

Porsche Panamera 2017 model year.

Porsche’s new Panamera chassis.

Aluminium is now used in 
practically all the outer cladding 
of the car. In this case, special 
techniques were employed to join 
the aluminium to the passenger 
safety cage.
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The second part of our trip was to experience 
the new Cayman 718, which uses the new four-
cylinder Porsche flat-four boxer engine, turbo-
charged of course!

This engine replaces the six-cylinder engine 
used previously in the Cayman and Boxster ranges. 
The 718 is now clearly defined as an entry-level 
Porsche because of this change. If you want that 
Porsche six-cylinder howl, you buy a 911!

The new engine has a very pleasing en-
gine note. Oddly, I preferred the sound of the 

standard 718, which uses a two-litre engine, 
to the engine note of the 2,5-litre Cayman S. 
This one, with 257 kW on tap, is more brutal, 
more brash, and I enjoyed the refinement of the 
220 kW two-litre.

Both these cars are quick. The 718 runs to 100 
km/h in 4,7 seconds, while the S shaves that down 
to 4,2 seconds. They both handle superbly, engag-
ingly, and all the time you are driving these cars 
you are in a dialogue with the mechanicals that 
could almost be described as erotic.

Yeah, well, that’s how much I like Porsches. 
The best cars in the world. ■ Porsche 718 Cayman.

Earlier this month Honda launched its brand new 
Civic in South Africa. And boy is it a stunner!

The range comprises four models, spanning a 
choice of two engines (1.8 or 1.5T) and four specifi-
cation grades. All models have a CVT gearbox.

The newcomer is much bigger than its 
predecessor. Overall, the wheelbase has been 
increased by 30 mm, and the total length by 109 
mm, while the height has been lowered by 20 mm. 
This, of course, translates into more room for 
the occupants.

As one has come to expect from Honda, the 
new Civic is brimming with technology.

One of the most exciting new features is 
the advanced interface provided by the high-
resolution, seven-inch- WVGA LCD display that 
forms the centrepiece for the digital audio system. 

It can be viewed from both driver and passenger 
seats and enables connection with numerous 
smartphone functions, including maps for ease of 
navi operation.

Several other Civic firsts are also included, 
such as Walk Away Auto Lock operated by the 
smart key system, standard on the Sport and 
Executive models.

The system automatically locks the car doors 
once the key is approximately 2,5 metres away 
from the vehicle, thus ensuring additional security 
and day-to-day convenience. Smart keyless entry is 
standard on 1,5-litre TURBO models.

The uncluttered interior features extensive use 
of attractive soft-touch and accent materials that 
heighten the sense of quality. On an ergonomic 
level it offers refined, user-friendly access to the 

various controls which include the new high-deck 
centre console that encompasses key features such 
as the all-new Electric Parking Brake and Brake 
Hold function.

The latest Civic, features an all-new 1.5-litre 
VTEC TURBO engine that produces 127 kW of 
maximum power at 5 500 r/min, along with 220 
Nm of maximum torque – the latter available in 
a broad range between 1 700 and 5 500 r/min to 
enhance all-round drivability.

Also available is a refined and updated version 
of the 1,8-litre SOHC i-VTEC naturally aspirated 
engine. It produces 104 kW and 6 500 r/min, allied 
to a torque peak of 174 Nm at 4 300 r/min.

Prices range from R330 000 for the 1.8 
Comfort CVT to R460 000 for the top-of-the-range 
1.5T Executive CVT. ■

New Civic is Bold and Innovative
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BY STUART JOHNSTON

Whenever a new fuel-economy derivative of a 
model range is launched, ambitious claims are 
made of the new car in terms of city and highway 
driving consumption. Often it is all but impos-
sible to match the figures on a launch drive, but 
in early August TV personality Hannes Visser 
and I decided we’d drive the launch route as 
conservatively as possible and see if we could get 
anywhere near Renault’s claims for the new 66 kW 
diesel-engined Captur.

The consumption figures as tested by the 
EU regulations stated an overall figure of 3,6 
litres/100 km in the combined cycle. Well, we 
didn’t match that, but we achieved an impressive 
4,6 litres/100, driving in pen road conditions with a 
feather-throttle-foot.

What’s more, the new 1.5 dCi turbo diesel mo-
tor is strong on torque (220 Nm at 1 750 r/min) and 
well matched to the five-speed manual transmis-
sion that is fitted to the new diesel model. Economy 
driving is always easier in a manual in the real world 
as the driver has more control over decisions of revs 
and throttle opening for the appropriate conditions.

The Captur has been selling very well since its 
launch just over a year ago, averaging about 400 
units a month in this closely-fought cross-over seg-
ment. Renault’s Jeff Allison, product manager for 
the Captur, said it was always the intention to bring 
a diesel variant. The timing, he said, was now right 
for this model.

In light of this, Renault took the decision to 
“dramatise” the advent of the diesel engine option 
by offering a limited edition Sunset Dynamique 
model, with only 100 units being offered at launch. 
This model is finished in Diamond Black with 
Sunset Orange trim on the roof, sides, mirrors, 
front and rear panels, as well as interior highlights 
of the same colour.

Orange accents are used on the MediaNav 
console, air vents and door speaker surrounds. I 
don’t know if I could live with that colour for too 
long, but the 17-inch alloys are rather tasty, and the 
Captur Sunset rides nicely despite the tyres being 
of fairly low profile

In fact the car as a whole exudes quality, 
Renault having improved this aspect of their cars 
continually over the past decade. Renault is also 
to be commended for including MediaNav as a 
standard item in their cars, in a market where so 
many manufacturers off this essential device as a 
high-cost add-on.

Another great no-cost helper is the rear 
camera. Generally this car is well-specced in terms 
of modern aids such as tyre pressure sensors, auto-
matic lights, radio, USB ports and the like.

The Captur also enjoys a five star Euro NCAP 
safety rating, thanks to front airbags and head and 
chest sidebags, ISOFIX child seat anchors, ESP to 
assist in skid control, and hill start assist.

The Sunset limited edition will probably have 
run out by the time this is published, but for the re-
cord, this model costs R292 400. The new Renault 
Captur 1.5dCi 66 kW Dynamique diesel has a price 
tag of R289 900, a price premium of R25 000 on the 
similarly specced 66 kW Dynamique petrol model.

All in all, a very good deal from Renault. ■

We Drive

New Captur Diesel Delivers the Goods

Like Stuart, I too attended the launch of 
the 1.5dCi and much like my esteemed 
colleague I came away rather impressed 
with Renault’s new offering. I was also 
fortunate enough to have one of those rare 
Sunset limited edition models on test shortly 
thereafter and after spending a week with it 
I can honestly say that I have fallen in love.

Obviously tastes differ because I loved 
the orange highlights and the car certainly 
drew a lot of attention around town. Even my 
kids – who are at an age where nothing mom 
likes or does is cool – were impressed!

One feature of the Captur that deserves 
special mention is the fact that its seat 
covers zip off and can be cleaned in the 
washing machine. This doesn’t mean you 
can’t use the vehicle while they dry on the 
washing line as the seats are covered in a 
durable fabric underneath. Very clever.

As for fuel economy, I concur with Stuart 
that the 1.5 dCi turbo diesel is quite frugal. 
Because your Eco Driving performance is on 
constant display on the infotainment screen, 
scoring your driving skills on acceleration, 
anticipation and gear shifts you find yourself 
wanting to drive more economically. 
Watching that score out of 100 climb and 
increasing your star rating almost becomes 
an obsession!

I thoroughly enjoyed my time at the 
wheel of the Sunset and I would really 
have to think long and hard to find anything 
to criticise. ■

What Liana 
Thought …

The Renault Captur Sunset.

The Captur Sunset console. A bit garish for some tastes.
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BY LIANA REINERS

When the new Hyundai Tucson was introduced in 
SA in March this year, the name was by no means 
new to the market. In fact, it was first launched 
locally in 2005 and saw sales of 22 716 units before 
it was replaced by the ix35 in 2009. The latter, 
incidentally, recorded sales of 33 692 during the 
five-odd years that it was available here.

With the revival of the Tucson name, Hyundai 
hopes to strengthen its already significant posi-
tion in the highly competitive SUV market in 
South Africa.

There are five derivatives of the new Tucson 
available here, ranging from the entry-level 2.0 Nu 
Premium with a either a manual 6-speed gearbox 
or automatic 6-speed transmission, to the range-
topping 1.6 TGDi Elite with a 7-speed Dual-Clutch 
Transmission (7DCT) and All-Wheel Drive.

On a recent trip to Clarens in the Eastern 
Free State, my family and I had the good fortune 
of enjoying the top-of-the-ranger as our mode of 
transport and to say that we came away impressed 
is an understatement.

First of all, the Tucson is a real looker. It’s sleek 
yet retains that typical SUV ruggedness. All in all, 
it just seems edgier and more with-it than the ix35.

The interior is also, 
in one word, great. 
There’s a general feeling 
of roominess, something 
the three men in my life 
and I really appreciated 
during our 600-odd 
kilometre trip to Clarens 
and back. Soft-touch, 
high-quality materials 
are everywhere and a 
number of clever con-
venience and connectiv-
ity features ensure that 
time spent in the cabin is 
a pleasant experience for 
all occupants.

The centre console, 
for instance, features a 
sound system with Bluetooth connectivity than 
enables music to be streamed from a smartphone 
or iPod, and connecting with a cell phone with the 
added comfort and safety feature of steering wheel 
operating buttons.

As you can imagine, the four of us had quite 
a bit of luggage, especially seeing that we packed 
extra warm woollies in case it snowed. Alas, 
that didn’t happen but the roomy boot with its 

513-litre capacity still swallowed everything we 
threw in it with ease. Incidentally, the boot space 
can be increased to 1 503 litres with the rear seats 
folded down.

Safety is very important on any extended road 
trip so it was good to know that the Tucson is one 
of the most comprehensively equipped vehicles 
in its segment when it comes to safety features. 
On Elite derivatives this includes the Blind Spot 
Detector (BSD) with Lane Change Assist, Vehicle 
Stability Management (VSM), Electronic Stability 
Control (ESC) and the Rear-Cross Traffic Alert 
(RCTA) system.

Finally, a complement of six airbags en-
sure that driver and passengers are protected in 
a collision.

The 1.6-litre T-GDI engine in the new Tucson 
is a gem. It delivers maximum power of 130 kW at 
5 500 r/min and peak torque of 265 Nm is available 
between 1 500 and 4 500 r/min. Claimed fuel con-
sumption on the model I drove is 8,5 litres/100 km.

The Tucson is a dream to drive, not only on 
highways, but on rural roads and in town too. Ride 
is comfortable and I was amazed at how quiet the 
engine is.

Incidentally, the Tucson has just won the 2016 
Women on Wheels (WOW) Car of the Year Award. 
Adjudged by 10 of the country’s top female motor-
ing journalists (of which I was one), the Tucson 
took top honours due to its affordability, practical-
ity and overall value for money.

I can see why it won. The Tucson is a great 
overall package and at prices ranging from 
R359 900 to R499 900 (for the model I had on test), 
there’s one to suit virtually every budget. ■

Road Tripping in the New Tucson
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Boston Consulting Group, an American world-
wide management consulting firm, estimates 
that the autonomous car market will be worth 
$42 billion dollars by 2025. While it may be some 
time before this technology reaches local shores, 
if it does become available in our local market it 
is likely to have far-reaching consequences for the 
insurance industry.

This is according to Dawie Loots, acting CEO 
of MUA Insurance Acceptances, who also pointed 
out that the introduction of driverless cars in South 
Africa will mean that insurance policies and con-
tracts will have to be revisited. “In theory, people 
would think that if the risks posed by driverless 
vehicles prove to be significantly less than the 
risks involved in driving traditional vehicles, the 
insurance premium charged should also decrease, 
making the insurance industry even more com-
petitive,” he explained

“However, while the chances of accidents 
can be reduced dramatically, the likeliness of ac-
cidents to occur cannot be completely removed as 
automated systems can still fail and conventional 
cars will always be driving on our roads. Due to 
the potentially higher costs to repair or replace a 
driverless car, the cost of damage from accidents 
could be significantly higher when compared to 
conventional vehicles. This could mean higher 
premiums to ensure adequate cover.”

Insurance for damage caused by natural 
elements and theft of the driverless car (compre-
hensive cover) is unlikely to differ from traditional 
policies. However, exclusions such as driving under 
the influence of alcohol cannot be completely 
eliminated from our insurance policies, but would 
probably not apply in the same regard when the 
motorist owns a driverless car.

Should a driverless car be involved in an ac-
cident, the onus will be on the car manufacturer to 
prove that the accident was not caused as a result 
of a manufacturing error. “Claimants will be more 
likely to the blame the manufacturer or supplier for 
the accident as there is no human error to blame 
for the accident,” Loots said.

He further noted that the fact that a human is 
not driving the car, but rather the car is driving it-
self, raises a number of additional questions. “Can 
someone still be sued in his or her own personal 
capacity if an accident occurs? Would the owner or 
manufacturer of the vehicle now assume the negli-
gent position of the vehicle? The qualifying criteria 
for negligence may now have to question: would 

the reasonable person (vehicle) have foreseen the 
consequence of his/her (its) actions; would the rea-
sonable vehicle have taken the necessary steps to 
safeguard against this consequence; and lastly did 
this vehicle take the necessary steps to safeguard 
against such a consequence?”

While the traditional risks posed by driverless 
vehicles may be substantially mitigated, the reality 
is that the compatibility of all vehicles on the road 
is vital to enable constant cross-communication 
between each vehicle, otherwise the benefits of 
such a system would soon be obsolete.

Loots believes that automated driving will also 
only be possible on South African roads if we have 
the correct markings and infrastructure in place, 
which is a costly procedure that will require an 
immense amount of planning and time. An initial 
slow uptake in purchasing of automated vehicles 
in the country will mean that accidents will still be 
occurring due to the number of human drivers on 
the roads.

“Whilst the phasing in of this type of technol-
ogy will take a long time, especially in emerging 
markets, the true impact that driverless cars will 
have on the South African insurance sector is still 
unknown. It is therefore important that the local 
industry start to consider and debate the implica-
tions to ensure that we are all prepared when the 
time does arrive,” concluded Loots. ■ 

Can someone still be sued in his 
or her own personal capacity if an 
accident occurs?

Hands Free Not Hassle Free

Autonomous driving could 
have a serious impact on the 
insurance industry.
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Corporate Social Responsibility

Thousands of people across SA Africa will benefit 
from a diverse range of community empowerment 
projects selected to receive grants from the Ford 
Motor Company Fund, as part of the Ford College 
Community Challenge (C3).

The C3 program runs in collaboration with 
Ford Motor Company Fund, the philanthropic arm 
of Ford Motor Company, and non-profit organiza-
tion Enactus. The winning proposals came from 
five different South African universities, and they 
will receive approximately R70 000 per project.

The project proposed by the Durban 
University of Technology works with the 
Vukuzame Self Help Disability Cooperative to 
empower disabled people in the community of 
Hammersdale, near Durban, with various skills in 
order to generate income and ensure food security. 
This involves an agricultural programme to grow 
products such as tomatoes in green house tunnels, 
which allows for year-round production. This is 
supported by the development of simple solar-pow-
ered portable cooling systems to minimise losses of 
produce after harvesting.

Students from the Potchefstroom Campus 
of the North-West University submitted 

a winning proposal for an innovative sanita-
tion project, aimed at decreasing the spread of 
bacteria. Partnering with the Lesego Centre, 
the project collects used soap from hotels, guest 
houses and bed-and-breakfast facilities, to recycle 
this into liquid soap for use in the community, 
and sold for industrial use. The university team 
provides the centre with basic project manage-
ment skills such as budgeting, resource allocation 
and fund raising to ensure the sustainability of 
the project.

The Tshwane University of 
Technology put forward an extensive plan, in 
conjunction with the Kopano KeMatla Trust, to 
develop the Madinyane Agropolis 200-hectare 
farm in Brits to assist the surrounding impover-
ished community. This farm initiative focuses on 
sustainable agricultural activities, using renewable 
and alternative energies, as well as creating a busi-
ness hub and educational zones.

The agricultural component uses new, 
environmentally-friendly methods for cultivating 
vegetables, grains and crops, along with green-
house horticulture and aquaculture.

The Enactus team from the University 
of Pretoria saw an opportunity to combat 
both the need for lighting and employment, 
through the introduction of its Zama Lesedi 
project, in partnership with the Mamelodi Arts 
and Culture Forum. This seeks to empower 
members of the community with the skills to 

reproduce a low-cost solar light, and to help 
them establish a business in order to sell this 
innovative product.

At the Vaal University of Technology, 
the Enactus team works with the Bantu Bonke pro-
ject, which features a state-of-the-art hydroponic 
farm situated in the heart of the Gauteng province. 
The farm plants crops such as cucumbers, tomatoes 
and spinach. Instead of planting the crops in soil, 
they are planted in a mixture of saw dust and other 
organic materials. All the nutrients the crops need 
to grow are mixed in with the water instead of 
using fertilizers.

All of the Enactus South Africa teams will 
submit a Final Impact Report in October 2016 to 
detail the success of their projects.

An annual series of regional and national 
competitions provides a forum for teams to 
showcase the impact of their outreach efforts and 
to be evaluated by executives serving as judges. 
National champion teams advance to the prestig-
ious Enactus World Cup to experience excellence 
in competition, collaboration and celebration. The 
2016 Enactus World Cup will be held in Toronto, 
Canada, from September 28 to 30. ■

Five South African universities will 
receive approximately R70 000 
per project.

Ford Backs College Community Challenge

Subaru Southern Africa and PinkDrive 
have been standing together this 
August, driving further awareness, 
education and prevention of breast 
cancer. The partnership sees Subaru 
Southern African giving R5 000 to 
PinkDrive for every new Subaru and 
2016 Demo Subaru registered and sold 
in August.

A key focus for Subaru is saving 
lives and this partnership represents 
another step in taking this com-
mitment further. Ashley Lazarus, 
Marketing Manager of Subaru 
Southern Africa sees this initiative as 
a significant step in not only working 
to improve and save lives, but also as a 
key commitment to Subaru Southern 
Africa’s entrenchment in the South 

African market. “We want to drive the change in 
saving lives, not just in a motoring context, but 
in as many other ways as we can. The work that 
PinkDrive is doing with women across South 
Africa is just phenomenal and we resonate with 
everything for which they stand.”

The entire South African dealer network 
stands behind this initiative, and all new Subaru 
models as well as 2016 registered demo Subaru 
models will qualify for this initiative. Customers 
who purchase these cars each receive an official 
letter acknowledging and pledging that R5 000 
will be donated to PinkDrive as a result of the 
customer purchase.

A full disclosure of sales numbers and money 
donated will be made available to PinkDrive at 
the end of the campaign for transparency and 
audit purposes. ■

Subaru Promotes Breast Cancer Awareness and Prevention

http://www.autolive.co.za


Subscribe for free @ www.autolive.co.za  Page 20

Corporate Social Responsibility

In an effort to raise child safety awareness in South 
Africa, Volvo Car South Africa has partnered 
with the #CarseatFullstop campaign which seeks 
to enlighten and inspire parents, and ultimately 
help them to take better care in protecting their 
children in cars.

Volvo Cars has been testing child safety sys-
tems in crash tests since the early 1960s and today 
manufactures bespoke Volvo child seats.

“Our partnership with the #CarseatFullstop 
campaign forms part of our fundamental need to 
care for people,” says Michelle Naudé, Marketing 
and Communications Director at Volvo Car South 
Africa. “We recognise that South Africans need to 
be educated and equipped to protect their families 
as best they can. Without being properly restrained 
in certified, appropriate child seats, children are at 
risk whenever they are in a car.”

The campaign’s founder, Mandy Lee Miller, 
elaborates: “Car passenger deaths are the fourth-
leading cause of unnatural deaths in children in 
our country. Car seats reduce the risk of death 
in cars by 71 per cent for babies and 54 per cent 

for toddlers. Currently only 15 per cent of South 
African children in cars are restrained.

The core campaign goal is to spread aware-
ness of, and draw attention to, the importance of 
appropriate child restraints. The call to action to 
the community at large is to share anything and 
everything created around the campaign to reach 
those people in their networks who don’t know 
any better.

The campaign has also been designed to make 
an impact on those who do know about child 
safety in cars, but who may be making poor deci-
sions in the way they install child seats or restrain 
their children.

Most parents don’t know that children 
should be rearward-facing until at least age four. 
They don’t know that, according to Volvo Cars, a 
child needs to be in a booster seat until they are 
at least 10. Or that seat belts are designed for peo-
ple over 1.4 metres tall, and that for those shorter 
than 1.4 m, the seat belt becomes an additional 
danger unless supported appropriately with a 
booster seat.

“We understand that many people find child 
safety in cars a complex and sometimes confus-
ing subject. We have focused for many years on 
communicating clear guidelines around how 
child seats should be used and the correct way 
to install them,” says Lotta Jakobsson, Adjunct 
Professor, PhD and Senior Technical Leader, Injury 
Prevention at Volvo Cars Safety Centre.

Announced earlier in 2016 and available 
through the Volvo Cars dealer network in South 
Africa, Volvo’s new-generation child seats are 
made with a more breathable and comfortable 
upholstery comprised of 80% wool textile which 
makes the seats smoother to the touch, highly 
durable, and better-performing in both hot 
and cold climates. The seats also have a slim-
mer design aimed at increasing legroom and 
overall comfort. ■

Volvo Wants Children 
to be Safe in Vehicles

Volkswagen Commercial Vehicles has announced 
that it will continue its support of the Forever Wild 
Rhino Protection Initiative by renewing its vehicle 
sponsorship of the project.

The six Volkswagen Amaroks are used in anti-
poaching initiatives like rhino 
notching and monitoring and 
also training of field rangers. 

“Rhinos are crucial for 
our ecosystem and even more 
critical for our tourism sector 
as they form part of the Big 5, 
a major tourist attraction. At 
Volkswagen, we are proud that 
our vehicles are being used to 
safeguard our most vulner-
able wildlife species,” said 
Thomas Schaefer, Chairman 
and Managing Director of 
Volkswagen Group South 
Africa. “This R3-million 
sponsorship forms part of 
Volkswagen’s Corporate Social 
Investment and commitment 

to supporting people who safeguard South Africa’s 
national treasures,” Schaefer added.

One such person is Cathy Dreyer, whose 18 
years of experience in nature conservation, is as-
sisting in protecting the endangered rhino.

“About 50 per cent of my work centres around 
rhino management, which includes rhino monitor-
ing, tracking and constantly keeping up-to-date 
with anti-poaching initiatives,” said Cathy.

The continuous fight to protect South 
Africa’s rhinos has seen 
Eastern Cape Parks and 
Tourism Agency staff like 
Cathy and her team focusing 
on areas like law enforce-
ment, ensuring the infra-
structure keeps poachers at 
bay. Cathy is also a qualified 
dog handler who uses her 
dog to track poachers.

The Forever Wild Rhino 
Protection Initiative was 
started by the Wilderness 
Foundation in 2011 as a 
response to the rhino poach-
ing crisis and now, together 
with the Amaroks, are on the 
front line in the battle against 
rhino poaching. ■

Conservation manager Cathy Dreyer with one of the sponsored 
Forever Wild Amaroks.

VW Does its Bit to Save Our Rhinos
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KIA’s K2500 Likes To Move It, Move It

BY LIANA REINERS

No matter how much you sugar coat it, moving 
house sucks. First it’s the packing, then the actual 
move and then the unpacking starts. So obviously I 
was less than excited when I heard that my parents 
had to move after 17 years in their home.

The blow became slightly softer when I real-
ised that I would have KIA’s trusty K2500 work-
horse on test during the move. Not only would 
I be able to transport those pesky boxes, but it 
would provide me with the ideal opportunity to 
use the vehicle for what it was meant for – carting 
loads around.

The K2500 is by no means pretty, but it isn’t 
supposed to be. It’s supposed to be versatile, 
practical and up to the challenge … and this it 
certainly is.

Let’s start with the interior, where I spent 
many kilometres over a four-day period. It’s not 
fancy but it gets the job done. Boasting a three-seat 
configuration (the passenger seat is a bench with 
space for two), the cabin is actually quite spacious. 
The seats are covered in cloth and are rather com-
fortable. They are designed to provide maximum 
comfort and support for people of all shapes and 
sizes and according to KIA, extra thick cushions 
are used in the seat back and bottom of the driver’s 
seat to minimise fatigue.

The dash layout is simple and all controls are 
within easy reach of the driver. Standard spec 
includes adjustable headrests, cup holders, electric 
windows, a heater and remote central locking. 
In addition, the front centre seatback folds down 
to reveal a multifunctional console for practical 
storage. Aircon and a radio would have been nice 
but I can see how they aren’t essential in a vehicle 
of this kind.

I was slightly worried about driving the 
K2500 but my fears were soon put to rest. Thanks 
to power steering this workhorse is remarkably 
easy to manoeuvre and the raised driving position 
and cab-forward design ensure great visibility all 

around. I could even park it at the mall with very 
little effort.

Powering the K2500 is a 2.5 litre 4-cylinder 
turbocharged engine that delivers 96 kW of peak 
power at 3 800 r/min and optimum torque of 255 
Nm from 1 500 to 3 500 r/min. The six-speed 
manual transmission is remarkably smooth and 
to be honest, I was amazed at how well the KIA 
performed – even on the highway.

But let’s get back to the actual move ….

With plenty of boxes to load I was most grate-
ful that the K2500 has drop sides. And they open 
and close very easily too, thanks to the ergonomic 
handles and inner springs.

The load bed is 1 630 wide so there’s plenty of 
space and with a height of only 733 mm, loading 
and unloading was a breeze.

If you’re a small business owner I can most 
definitely recommend the K2500. Priced from 
R283 995 it’s really affordable. The 5-year/unlim-
ited kilometre warranty, 3-year/60 000 km service 
plan and 5-year/unlimited kilometre roadside 
assistance make it worth serious consideration if 
you’re in the market for this kind of vehicle. ■

This workhorse is remarkably 
easy to manoeuvre and the raised 
driving position and cab-forward 
design ensure great visibility 
all around.

It’s supposed to be versatile, 
practical and up to the challenge 
… and this it certainly is.
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Businesses are now able to 
effortlessly receive multiple 
quotations to road freight a 
load and then decide which 
one best suits their needs 
and budget – completely 
on-line.

With the introduction 
of Transbid, a web-based 
logistics user interface, 
companies in essence put 
their requirements out for 
tender and wait for the 
bids to come in. The entire 
transaction is handled 
electronically via www.
transbidsa.co.za, the user-
friendly platform on which 
suppliers of transport/
freight services and poten-
tial clients  interact.

The principle is simple: 
Log. Load. Deliver.

Transbid is a supply 
chain facilitator, linking 
those who need to move 
loads big or small, and 
move them 100 km or 
1 000 km, with compa-
nies that move stuff. It’s 
a simple process of loading load requirements 
on the website, filling in various fields of infor-
mation such as volume, mass, number of units, 
whether the load is flammable or toxic and other 
information, start and end points, budget and the 
timeframe. Registered transport companies are 
able to respond.

Says Rowan Hoenselaar, the driving force 
behind Transbid: “We believe that a system such 

as this is what the road freight industry needs to 
maintain a competitive edge. Instead of using an 
asset such as a truck and trailer on a bit of a hit and 
miss basis, we can help transport companies large 
and small maximise efficiencies.

The website has a high level of functionality 
and enables users to rate the service they received 
while registered transporters can receive potential 
loads as an email notification. Loads can be 
filtered, and for example, if a company does not 

have the facility to carry hazardous materials, they 
won’t receive unwanted notifications. Cross-border 
transportation can also be facilitated.

“Each time a company wants to move a load 
they log it as a new transaction, with a new set of 
parameters. The landscape is a fluid and fast-mov-
ing one, ensuring that the owner of the load finds 
the best transporter/price combination, and that 
truckers are able to find the right load at the right 
time,” concluded Hoenselaar. ■
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Isuzu Truck South Africa (ITSA) wants to shift any 
misconceptions, negative connotations and stigma 
mounting over women being inadequate to take on 
various roles in the business of trucking. 

“To this end, the company has embarked 
on a mission to introduce and enrol women into 
the business of trucking, Isuzu Truck South 
Africa joined forces with the Training Transport 
Academy to facilitate learnership and provide 
in-classroom training through qualified asses-
sors,” explained Kas Govender, Human Resources 
Manager, Isuzu Truck South Africa.

After receiving 58 applications for the 
learnership, only five women made the cut to the 
sought-after course that saw the women gain a 
holistic knowledge of all aspects in the business of 
trucking whilst earning the recognised National 
Certificate: Professional Driving qualification 

accredited by the Transport Education and 
Training Authority (TETA).

The Training Transport Academy opened its 
doors to the first female-only intake in February 
2016. Six months into the course the programme 
has begun to yield a new breed of truck drivers 
armed with extensive knowledge of not just the art 
of driving, but in-depth expertise on the logistics 
of the industry.

The Training Transport Academy is led by 
CEO Nicola Scott, whose vision has always been to 

up-skill women in the industry. Though estab-
lished in 2012, this is the first time the academy has 
seen a female-only enrolment. The course funded 
by Isuzu Trucks has also seen the women master 
the skill of writing business plans.

“This project has been a resounding success 
and we look forward to the women graduating 
in February 2017 with a National Certificate: 
Professional Driving qualification. The course 
will benefit these women and change perceptions 
positively in their communities and break barriers 
that stop women in believing that they are worthy 
of contributing to society in a way men can,” said 
Govender. She concludes by mentioning that Isuzu 
Trucks will continue to invest in empowering 
women to take on various roles in the industry, 
with the ultimate goal of contributing to the 
economy of trucking. ■
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“We look forward to the women 
graduating in February 2017 with 
a National Certificate: Professional 
Driving qualification.”

ITSA Backs The Fairer Sex

The challenge was to drive 750 km with a load of 
750 kg on R750 worth of fuel with a Suzuki Super 
Carry. Dubbed the #SuperCarry750 challenge, it 
was conceived by the team at Suzuki Auto South 
Africa who decided to test their newest workhorse 
and help someone in need at the same time.

After some deliberation, the staff at Suzuki 
decided to help the Hospice in Port Shepstone and 
the call went out for anyone to contribute. Soon 
a large load, including a couple of dishwashers 
and fresh paint, stood ready to be taken to the 
coastal town.

“We decided that this would be a great test for 
our new Super Carry workhorse and challenged 
our team with the following: take the load, now 

weighing in at exactly 750 kg, to Port Shepstone 
using only R750 worth of fuel,” explains Charl 
Grobler, national marketing and product planning 
manager at Suzuki South Africa.

To make the challenge more fun, the team 
mapped a route of exactly 750 km from their 
head office and parts warehouse in Johannesburg 
to the Hospice in Port Shepstone. They then 
handed the keys to a Super Carry to Brendon 
Carpenter, the assistant manager of sales training 
and development and the volunteering driver, 
and co-driver Nicole Glover, and they were on 
their way.

On Wednesday, 17 August, the donation left 
Johannesburg and was delivered by the team that 

same afternoon. After the delivery Super Carry 
covered another 156.2 km on the fuel that the team 
had bought in Johannesburg for R750, before they 
decided to refuel.

“The Super Carry was the true hero of this 
challenge,” says Carpenter. “It soldiered on well 
beyond the 750 km target and didn’t chicken out 
at the very last minute like we did. The risk of 
running out of fuel in the dark on the N2 between 
Amanzimtoti and who-knows-where didn’t appeal 
to us. Still, even after we cut the total distance 
short, the Super Carry managed to achieve an 
average fuel consumption figure of just 6.7l/100km 
for the entire trip, with most of the trip completed 
with a full load.”

The new Suzuki Super Carry entered the mar-
ket in June this year and is equipped with a 1.2 litre 
four-cylinder petrol engine that delivers 54 kW 
and 101 Nm to its rear wheels through a five-speed 
manual gearbox.

Thanks to its affordable price, a 1,49 m wide 
and 2,183 m long load bay and a load carry-
ing capability of 750 kg, the Super Carry is an 
everyday sight in countries such as Japan and 
India. Locally it is available at R129 900 until 
the end of August. A 3-year / 100 000 km me-
chanical warranty and roadside assistance plan 
and a 6-year anti-corrosion warranty are part of 
the deal. ■

Suzuki’s Workhorse Beats the Odds
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BY STUART JOHNSTON

The Festival of Motoring celebrates the “new” 
Kyalami on August 31 to September 4 and I have 
been involved in organising 140 classic and vintage 
cars for what promises to be a huge and exciting 
event. One of my particular briefs has been to put 
together a Proudly South African display of classics 
– cars with a heritage that in some way or another 
are unique to this country.

This has led to a diverse array of cars that 
will assemble at Kyalami in this special section, 
and choosing and researching the cars has been a 
real blast from the past. I’ve been surrounded by 
hundreds of old copies of Car Magazine for what 
seems like months now, although my girlfriend 
will tell you that’s pretty normal here in the 
Johnston residence!

We will have the normal icons, the ones that 
make enthusiasts of all ages go wow, such as the 
Capri Perana V8, the Chev Can Am Firenza V8 , 

the Sierra XR8 and the Alfa Romeo GTV6. These 
are all “naturals” for such a display, but there are 
other machines which have popped out of the 
woodwork to stake their claim!

What about the Fiat 2000 Racing? We’ll have 
one of these, an ultra-rare example of just 16 built 
in 1978 to enable Fiat to go Production Car racing. 
And what of the Renault Alconi, a car that was 
totally-home-grown in the 1960s?

The Renault Alconi was a modified R8 or R10 
Renault, re-worked by John Conchie and Puddles 
Adler (Alconi) to such an expert degree in their 
Johannesburg workshops that Renault Africa actu-
ally ratified the car as a production model.

Looking back at the performance figures as 
tested by the authoritative Car Magazine in those 

days, one sees that the little 1100 cc Renault Alconi, 
running just one Weber 36 DCD downdraught 
carburettor, was considerably quicker (accord-
ing to Car figures) than a Cortina GT or a Mini 
Cooper S 1275 in those days. Its time of 11,7 
seconds to 100 km/h blew everything else into the 
weeds! And its top speed was way ahead of the 
opposition too.

One should also not forget Basil Green’s 
Perana V6 that pre-dated the famous Capri V8 or 
indeed, vehicles that were engineered from the 
ground up in South Africa, such as the Chevrolet 
Nomad, a “jeep”-like device with no curved panels 
in its entire construction.

It used a Chev Firenza 2,5-litre four-cylinder 
motor and a limited slip diff to provide traction 
close to 4×4 capabilities. It sold like a bomb and 
had a local content of over 80 per cent!

Then we have the Fairmont GT, called 
Falcon in Australia, unique Minis, the Beetle 
SP with twin carbs… aah. What a trip down 
memory lane! ■

Choosing and researching the 
cars has been a real blast from 
the past.

Proudly South African at the 
Festival of Motoring

Fiat 2000 Racing... one of just 16 built in 1978.
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