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Th e annual Kinsey Report has less importance for 
those who own new vehicles which are still covered 
by service or maintenance plans, but is very rel-
evant to buyers and owners of used vehicles.

According to Malcolm Kinsey, who compiles 
the report, much of the blame for the increase can 
be placed on the Rand being under severe pres-
sure and exchange rates climbing over the past 12 
months. “Our motor industry requires massive 
volumes of foreign exchange to import all the 
vehicles we need in SA and with these adverse ex-
change rates, the prices of vehicles and parts have 
inevitably had to increase, some dramatically,” 
Kinsey explained.

Crash parts in particular have become very 
expensive. “In some cases wheel rims are over R20 
000 each, doors in excess of R15 000 so-called in-
telligent lights in the R30 000 to R45 000 bracket.”

Th e good news is that service parts have 
remained more aff ordable, probably because the 

manufacturer is paying during the life of the ser-
vice or maintenance plan. Repair parts also, have 
remained somewhat in check.

According to Kinsey, accident and crash parts 
are a valid concern for all vehicle owners and 
can impact the fi nances from day one, whatever 
insurance policies you may have. “Aluminium 
clad vehicles are very expensive to repair and 
the doors, headlights and rims add up to an 
alarming amount, aff ecting excess amounts and 
write-off  points.

“As I stress every year, if you are costing your 
own vehicle parts – it pays to shop around if you 
have more than one franchise dealer available. 
Manufacturers only recommend a selling price, 
they do not enforce it, so prices can vary. If your 
vehicle is out of warranty, you may consider 
alternative parts, but this is can be a minefi eld 
and buying from other than large reputable parts 

chains could prove a great deal more expensive 
than buying the real deal,” Kinsey said.

As in the past., Kinsey’s report covers nine 
categories covering small cars, sedans, crossovers 
and bakkies.

Nissan was one of the winners in this year’s 
survey. Th e Datsun GO and Nissan Micra came 
out top for the second year running in the City 
Car and Entry Level category against a list of 11 
contenders. Nissan’s locally-produced pick-ups 
were among the top three overall in the Single 
Cab category, from a total of seven competitors. 
Leading the pack is the half-ton NP200, followed in 
third place by the one-ton NP300 Hardbody. Both 
models are the most aff ordable to service.

“Despite tough economic times for consum-
ers, we are delighted that our small passenger 
cars and light commercial vehicles have retained 

PARTS WARS
THE 2016 KINSEY REPORT

Vehicle parts are becoming more expensive, in some cases dramatically so. This is according to the 2016 Kinsey 
Report, which was released recently and covers 69 vehicles and a basket of 34 parts.
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their reputation for aff ordability in 
this year’s parts basket compari-
son,“ commented Xavier Gobille, 
Managing Director Sales and 
Marketing Nissan and Sub-Sahara.

Peugeot’s 208 fi nished at the 
front of a tough fi eld of superminis, 
the record showing that a basket of 
parts for the 208 1.2 Active costs less 
than the same selection of parts for 
similar cars.

“As Peugeot’s mainstream car 
and volume seller the strong results 
since it was introduced to SA are 
particularly heartening and is a 
refl ection on how hard the brand has 
worked to overcome the perception 
that Brand’s parts pricing is out of 
line,” said Francis Harnie, Managing 
Director of PCSA.

Toyota South Africa Motors 
(TSAM) fi nished on top of the leader 
board with three gold and three 
silver medals. Toyota’s locally-man-
ufactured Corolla Quest and new 
Fortuner both crossed the line fi rst, 
in categories where the standard is 
particularly high. Toyota’s third cat-
egory win was courtesy of the Land 
Cruiser Prado, which beat some 
tough competition in the SUV sector 
to claim gold.

Remarked Leon Th eron, Vice 
President of Service, Technical and 
Customer Service at TSAM: “Th e 
lifetime ownership cost of a vehicle 
has always been a Toyota focus and 
parts pricing is a major part of that. 
Th e results show how seriously 
we take this. Our team really has 
covered itself with glory in the parts 
pricing Olympics once again.”

Th e S60 – Volvo’s premium 
mid-size executive sedan – managed 
to pip one of its biggest premium 
sedan rivals with a considerable dif-
ference in parts pricing. Th e Report 
cites Volvo having done a lot of 
work fi ne-tuning its parts pricing to 
good eff ect.

“Th ese favourable results are 
further proof of our quest to dispel 
the myth of high cost of ownership 
on Volvo cars in South Africa,” said 
Greg Maruszewski, MD of Volvo Car 
South Africa. “We know that our 
cars off er excellent value for money 
and that servicing them is also a 
cost-eff ective exercise and the Report 
confi rms it. Parts pricing is also a 
huge focus for us, and our eff orts to 
reduce prices while also increasing 
overall value are clearly paying off .”

Th e Kinsey Report has become 
an essential tool for savvy motorists 
who seek to calculate the real cost of 
owning a car, and for the last 20-plus 
years has been lift ing the lid on what 
franchised dealers charge for parts.

Visit www.kinseyreport.co.za to 
view the full results.

Parts basket cost per category
City and Entry Level Cars

1. Datsun Go – R43 193
2. Nissan Micro – R55 071
3. Volkswagen Polo Vivo – 

R56 968

Super Minis

4. Peugeot 208 – R79 690
5. Renault Sandero – R83 783
6. Volkswagen Polo 1.2 TSi – 

R90 161

Family Favourites

1. Toyota Corolla Quest – R72 659
2. Toyota Corolla Prestige – 

R76 267
3. Mazda3 – R97 343

Compact Crossovers

1. Citroën C4 Cactus – R87 422
2. Toyota Avanza – R90 060
3. Renault Duster – R91 609

Crossover vehicles

1. Toyota Fortuner – R91 250
2. Chevrolet Trailblazer – R98 574
3. Hyundai Tucson – R114 721

Executive Crossovers

1.  Toyota Land Cruiser Prado – 
R156 851

2. Volvo XC90 – R179 563
3.  Range Rover Evoque – R228 823

Double Cab Bakkies

1. Tata Xenon – R67 623
2. Toyota Hilux – R76 274
3. GWM Steed – R92 355

Single Cab Bakkies

1. Nissan NP200 – R43 967
2. Chevrolet Ute – R54 347
3. Nissan NP300 – R58 134

Executive Saloons

1. Volvo S60 – R113 822
2. BMW 320i – R134 630
3. Jaguar XE 200 – R154 748 ■
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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.
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Editor’s Note
In celebration of the 90th issue 
of AutoLive, this month’s 
edition looks slightly diff erent 
than what you have become 
accustomed to.

For starters, we now have 
a page dedicated to the new 
vehicle models introduced lo-
cally during the month. Th at 
is followed by a page fi lled with sneak peeks of vehicles we 
can expect to see on our roads in the not too distant future. 
Notably, this month we take a look at the much-anticipated 
Mercedes-Benz Concept X-Class. If you thought that reports 
of the German manufacturer planning a bakkie were a hoax, 
you were wrong!

On the last page of AutoLive you will fi nd another new 
feature – a heads-up on coming events, be that motorsport 
or industry related. Feel free to send us information on 
events you would like us to feature on this page in future.

Over the past two months we have featured a column by 
Jeff  Osborne, the head of Gumtree Automotive in SA. Th is 
month is no diff erent and we are glad to report that Jeff  will 
remain a regular contributor for the foreseeable future.

On the rest of the pages it’s pretty much business as usu-
al as we continue to bring you all the news on the industry. 
As always, Working Wheels receive considerable attention 
and this month we also look back at the representation of 
the truck industry at Automechanika in Frankfurt. Tyre and 
brake safety is also discussed.

We report on the dismal state of the Nigerian market 
and how Mercedes-Benz is harnessing social media to 
engage with potential customers. Th e People page features 
movers and shakers in the industry and we urge you to 
inform us of any new appointments and shuffl  es in your 
organisation or company.

We trust that you will fi nd these 24 pages informa-
tive and entertaining and we welcome any suggestions and 
constructive criticism.

Liana Reiners,
Editor

To advertise in  contact

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

BY ROGER HOUGHTON

Th e demand for fi nance to purchase used 
vehicles is going through the roof while new 
vehicle sales are tanking as the consumers 
battle an ongoing downturn in the South 
African economy. Rudolf Mahoney, Head of 
Brand and Communications at WesBank, 
says that applications to buy used vehicles 
had jumped by 48% over the past fi ve years.

“Th e number of applications we 
received in September 2011 totalled 65 179 
and last month we handled 96 650 requests 
for fi nance, which is a huge increase,” said 
Mahoney. “Compare that fi gure to new 
vehicle sales of 55 322 units in September 
2016 with the 47 399 units sold in the same 
month this year and we see a fall of 14,4%.”

Th e WesBank spokesman said that this 
shift  was driven largely by aff ordability, 
mainly due to the weak rand, and rising 
consumer living costs. New car prices have 
risen sharply, with the average new car price 
up 16.8% compared to September last year. 
Th e average new car price now stands at 
R293 343. Th is is refl ected in an 18% drop in 
demand for new vehicle fi nance last month.

Th e average deal price for a used car in 
September 2016 was R191 236, which was 
an increase of 8.7% over the average price in 
September 2015.

Meanwhile NAAMSA reports that 
retail vehicle sales in SA in September took 
another tumble, falling 14.3% from 55 303 
vehicles in September 2015 to 47 399 units 
this September. Th is was despite September 
being the end of a quarter which usually 
sees dealers off ering very attractive deals to 
meet targets.

Year-to-date the total sales are now 
down 11.3% which is close to WesBank’s 
forecast that the market would shrink 12% 
in 2016; a comment that shocked the indus-
try commentators at the time.

Sadly, aggregate export sales at 32 876 
units were also down in September, drop-
ping 6.5% from the 35 154 units exported in 
the same month last year.

Overall, out of the 47 399 units retailed 
in September, 80.9% were sold through 
dealer retail networks, 14,3% represented 
sales to the rental industry – it is amazing 
how rental remains so strong and is proving 
a saviour for the motor industry this year –, 
while 3.4% of the vehicles went to industry 
corporate fl eets and only 1.4% of sales went 
to the government.

Passenger cars sales declined 14.4% 
compared to September 2015, with rental 
taking a huge 19.9% of the cars. LCV sales 
fell 14.8%, while medium truck sales were 
down 9% and heavy truck and bus sales 
decreased by 10.8% compared to the cor-
responding month last year.

Th e lower levels of new vehicle sales 
represent a refl ection of current diffi  cult 
economic conditions in South Africa.

Domestically the short to medium out-
look for vehicle sales remains unfavourable. 
Factors include double digit new vehicle 
price increases, low levels of consumer and 
business confi dence and relatively high 
interest rates. Th ese factors are expected to 
continue to pressurise sales of new motor 
vehicles, particularly new cars.

“History has shown that the perfor-
mance of the new vehicle market is cyclical 
and we are nearing the bottom of this cycle,” 
according to Simphiwe Nghona, CEO of 
Motor Retail at WesBank.

“However, in the medium term the 
future of the market will be determined 
by the verdict of the international ratings 
agencies,” he added. “A downgrade in the 
country’s debt rating will have several far-
reaching consequences that will have direct 
and indirect impacts on vehicle prices and 
consumer budgets, which in turn refl ect in 
vehicle sales fi gures.” ■

Huge Increase in Demand for Finance 
to Purchase Used Vehicles

Factors include double digit 
new vehicle price increases, 
low levels of consumer and 
business confi dence and 
relatively high interest rates.
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Subscribe for free @ www.autolive.co.za  Page 4
O

&
M

 C
A

PE
 T

O
W

N
 9

08
76

/E

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 

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 

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

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  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

12

http://www.gumtree.co.za/pages/autodealers
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Opinion

BY JEFF OSBORNE
HEAD OF AUTOMOTIVE 
FOR GUMTREE SA

Th e auto industry has always faced massive disrup-
tion. Th e heart of the industry has always been 
engineering, and advances have shift ed the balance 
of power from one manufacturer to the next for 
decades. However, for the fi rst time, the auto 
industry is facing disruption from forces outside 
their operating environment – notably the way we 
own and use cars.

Traditional manufacturers have already begun 
“future-proofi ng” their businesses in preparation 
for what analysts are calling the imminent 2030 
Automotive Revolution.

Th e diminishing need for ownership has 
seen the amount of drivers’ licenses issued in the 
developing world dwindle for the fi rst time in his-
tory. Ridesharing apps and drivers-on-demand, as 
well as the release of autonomous vehicles (and in 
China, autonomous busses) had decreased the need 
to own and drive a car. By 2030, 10% of all cars sold 
will be shared.

Of course, this does not mean that vehicle 
manufacturers will 
become obsolete 
– but they may 
very well slowly 
become fl eet 
operators for 
consumers. 
Some ex-
perts believe 
that this 
could 

create up to $1.5 trillion in revenue for manufac-
turers by 2030 – 30% more than conventional car 
sales. Th ey have the revenue, the staff  and the real 
estate to pull it off  aft er all. Th e wear and tear of 
e-hailing and ridesharing will also increase the 
need for aft er-sales service, off setting the loss of 
conventional sales.

We must also remember that mobility and 
sharing is not going to diminish the need for 
vehicles altogether. In fact, a large component of 

consumers will use their vehicles to perform 
services – fetching and delivering goods, run-

ning errands and performing other duties 
for other consumers. Th e client base will 

change, and savvy dealerships that form 
partnerships with on-demand mobil-

ity services are likely to win a solid 
client base.

Manufacturers that design 
specialized cars for this industry 

– ones that are able to cope 
with additional mileage, 
passenger comfort and the 
transport of diverse goods 

– will also likely fi nd more 

and more buyers. 
Newer, greener 
technology are also 
likely to fi nd a large 
customer base as 
emissions tax and 
regulations place 
pressure on busi-
nesses to lower their 
carbon footprint.

Autonomous vehicles and remote working are 
also going to open up hard to crack rural markets 
as employees move out of urban hubs and bring 
business to towns on the outskirts of larger metros 
– where newly empowered consumers may well 
prefer private car use for years to come.

Th e downside, of course, will be increased 
competition. Until recently, it was virtually 
impossible for a new manufacturer to enter the 
well-established auto market with any force – but 
surprise competition from the likes of Google and 
Tesla are proving that cash-rich tech companies 
may soon topple manufacturing giants.

It will be more important than ever for 
automotive players to become more agile, and to 
gain customer loyalty. Sales need to streamline 
and move online, while dealerships should focus 
on the development of rich ecosystems with large 
online players.

It is a brave, new world but as long as consum-
ers will need to get from A to B, there will be room 
for automotive vehicles. Th e way those vehicles will 
get passengers from A to B will, however, inevitably 
keep shift ing. ■

The Auto Industry Will Face its 
Biggest Disruption Yet

The diminishing need for 
ownership has seen the amount 
of drivers’ licenses issued in the 
developing world dwindle for the 
fi rst time in history.
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Jacques Brent is relishing his new position as 
president of the Ford Motor Company’s Middle 
East and Africa (MEA) business unit which was 
established in mid-2014. He knows there are many 
challenges to be faced, but is confi dent that he and 
his team have the commitment, ability and experi-
ence to overcome them successfully.

Ford sees this region as the fi nal frontier for 
global automotive growth and is putting in the 
necessary infrastructure to be able to participate in 
the anticipated big increase in demand for vehicles 
going forward. Ford expects substantial, double 
digit growth in this region’s car market by the end 
of the decade, bringing the total car sales for the 
Middle East and Africa up to 5.5-million units a 
year by the end of the decade, which implies a 40% 
growth rate.

Geographically MEA is a huge region, stretch-
ing from Saudi Arabia in the north to South 
Africa in the south and from Nigeria in the west 
to Kenya in the east. Th e region previously formed 
part of Ford’s Asia Pacifi c and Emerging Market 
Services division run out of Dearborn, Detroit 
business units.

“Although the MEA business unit was formed 
only two years ago Ford has a long history in 
many markets in the region, selling vehicles into 
some of them for over 90 years already,” explained 
Brent. “Our MEA operations now include three 
assembly plants, across South Africa and Nigeria, 
while directly employing about 3 700 people in 
the region.

“It is our aim to use the introduction of a host 
of new products to drive market share. Ford has 

67 markets in North Africa, Sub-Saharan Africa, 
Southern Africa and the Middle East, so it is 
certainly a big challenge for me and my team to 
make this a profi table growth region for Ford in a 
comparatively short period of time.

“However, we have one big plus factor in our 
armoury and that is the One Ford philosophy 
which was introduced worldwide in 2007 and 
played a major role in pulling Ford from the brink 
of bankruptcy in 2008 to become one of the most 
successful and fastest growing motor companies in 
the world today.”

Although the public face of the One Ford 
strategy is seen mainly in the proliferation of new 
products which are generally the same in all mar-
kets it goes much further.

One Ford is expanded inside the company 
from being simply a cost-saving product stream-
lining statement to include One Team, One Plan 
and One Goal, with the goal being contributing 
to an exciting, viable Ford delivering profi table 
growth for all.

Brent believes the key to the success of the 
MEA business unit is getting all the team members 
across the region working together for common 
goals, which will include dealing with the relatively 
new regional structure while being able to adapt 
business processes and practices to fast-changing 
market conditions.

“Th e situation in the MEA at present is a 
perfect storm in that the economies of most of the 
countries in the region are currently in a downturn 
largely due to falling prices for their major export 
commodities,” explained Brent.

“Th is has made it very tough for all the vehicle 
manufacturers, distributors and dealers in the 
region, but it is very important that at times like 
these we at Ford use innovative strategies to 
outsmart the opposition and at least keep our sales 
ticking over to ensure the viability of our organisa-
tion during the economic downturn.

“Fortunately I have the benefi t of many expe-
rienced people in my team on whom I can rely to 
ensure the MEA business unit is a success.

“Th e establishment of the MEA head offi  ce in 
Dubai has also resulted in more people in the re-
gion having the opportunity to gain international 
experience, with 188 people employed in Dubai at 
present,” added Brent.

According to Brent logistics in his new region 
remains a challenge, whether it is moving vehicles 
or parts and this situation makes accurate sales 
forecasting for vehicles and parts very important. 
He says there are ongoing eff orts being made to 
streamline the delivery processes. In the meantime 
the local distributors and their dealers hold larger 
stock levels of vehicles and parts so as to ensure 
high levels of customer service.

“Th e MEA team and I intend working very 
hard at building strong relationships with our 
distributors and their dealers as that is the secret 
to success because they are our frontline on the 
ground. Employees need to be well-trained and the 
dealerships themselves must be properly equipped 
to ensure we increase our market share and strive 
for leadership in the countries in which we oper-
ate,” explained Brent.

“Our major thrust in growing Ford’s market 
share will come from the aff ordability of our prod-
ucts and their suitability for the MEA region, as 
well as ensuring our customers have access to top 
quality service and a healthy parts supply.”

On a personal level Brent sees his high level 
job as building a strong team, bringing the team 
together, developing individuals, delivering the 
results and growing the business innovatively.

He believes there are four aspects that his 
team needs to tackle to be successful as an 
important global region. Th ese are: continuing 
to deliver against their objectives whilst looking 
for opportunities to innovate, working together 
within the new regional organisation, recognis-
ing the challenges and pro-actively dealing with 
them and preparing for the future and delivering 
the present. ■

Jacques Brent – President of Ford 
Middle East and Africa

Insight

Jacques Brent, Ford Motor Company’s newly appointed President of the Middle East 
and Africa (MEA) Region.
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Snippets

Wheels Stolen off 48 
New Vehicles

A Chevrolet dealer in Texas in the United States 
had wheels with tyres stolen off  48 new vehicles 
in his stock yard. Th ey are estimated to be worth 
US$200 000! Th ey cut the locks off  the gates at a 
back entrance to the dealership and extinguished 
the bright lights that usually shine in that area of 
the facility.

Th e thieves arrived around 01:00 on a Sunday 
and the dealer estimates it must have taken them at 
least four hours to jack up the vehicles and remove 
the wheels. Th e surveillance video showed a large 
cargo truck arriving but it was too dark for them 
to even work out how many thieves were involved. 
Th e dealer said it had happened at one of his other 
dealerships last year and this type of theft  was not 
unusual in Texas. ■

Nissan becomes largest 
shareholder in Mitsubishi

Nissan Motor Co., Ltd. has completed its acquisi-
tion of a 34% equity stake in Mitsubishi Motors 
(MMC) and became its largest shareholder. 

MMC will also become part of the global 
Alliance with Nissan and Renault. With the addi-
tion of MMC, the Alliance will be in the world’s 
top three automotive groups by global volumes, 
with sales of 10 million units in fi scal year 2016. 

Nissan Chairman and Chief Executive Offi  cer 
Carlos Ghosn announced that Nissan and MMC 
would collaborate on joint purchasing, deeper lo-
calisation, joint plant utilisation, common vehicle 
platforms, technology-sharing and an expansion of 
the companies’ combined presence in both devel-
oped and emerging markets. 

Ghosn predicted that through its partnership 
with MMC, Nissan would target synergy benefi ts 
worth 24 billion yen in fi scal year 2017, rising to 
60 billion yen in fi scal year 2018 and beyond. Th e 
gains will contribute to increased earnings per 
share worth an estimated 4 yen per share in fi scal 
year 2017 and 10 yen per share in fi scal year 2018 – 
on top of any earnings accretion linked to Nissan’s 
overall shareholding in Mitsubishi Motors. 

Nissan off ered its assistance at the request 
of Osamu Masuko, president and chief executive 
offi  cer of MMC, following the company’s fuel 
economy crisis. Th e two companies have cooper-
ated on kei-cars for the Japanese market over the 
past fi ve years. ■

No More MGs to be Made in 
the UK

MG was once one of the most famous British sports 
car brands in the world before it went bankrupt 
and was sold to a Chinese company, SAIC Motor 
in 2007. Th e Chinese company’s plan was to design 
and engineer MGs in the UK and then to build them 
in the UK and China. Production started in 2011. 
Now a decision has been to stop all MG production 
at the famous Longbridge plant in the UK, although 
design and engineering will continue there.

MG is battling to fi nd a market in the UK – the 
only country where it is sold in Europe – and last 
year it sold only 3 152 units in the UK. ■

Ford Creates Clever 
Optical Illusion

If you’ve ever seen a car covered in swirls, patterns, 
or squiggles then the chances are you’ve seen a 
top secret new prototype with a special coating of 
camoufl age stickers.

Designed to deceive industry spies hoping to 
catch a glimpse of new cars being tested on public 
roads, these designs create an optical illusion, 
making it extremely hard for eyes to focus on 
the outlines.

Ford’s latest 3D Brick camoufl age uses thou-
sands of seemingly randomly placed black, grey 
and white cylinders in a chaotic criss-cross pattern. 
Th is makes it especially diffi  cult to discern new ex-
terior features in sunlight, whether seen in person 
or on the millions of photographs and selfi es that 
are posted to the internet.

“Almost everyone has a smartphone now 
and can share photos instantly – making it easy 
for anyone, including our rivals, to see vehicles 

in testing,” said Lars Muehlbauer, manager, 
Camoufl age, Ford of Europe. “Th e designers create 
beautiful cars with cool design features. Our job is 
to keep those features hidden.”

Each new camoufl age takes around two 
months to develop and is then printed on su-
perlight vinyl stickers, which are thinner than a 
human hair, and that are uniquely applied to each 
vehicle. Designs are fi rst tested on a closed Ford 
test track to ensure the camoufl age does the job.

Th is camoufl age will stand out in almost any 
environment, but it’s designed to destroy the integ-
rity of the vehicle’s shape, surfaces and colour, de-
laying your brain’s ability to recognise it, or its key 
features by sight. Th e optical illusion doesn’t pre-
vent the car being seen, but plays with your ability 
to measure depth of fi eld and shadows, making it 
diffi  cult to see shapes and car features. ■

Toyota And Suzuki Explore 
Partnership in Certain Areas

Toyota and Suzuki have agreed to explore col-
laboration in green car, safety and the information 
technology fi eld in the light of unprecedented 
changes in the industry requiring the speeding up 
of product design and development, which pushes 
up costs and stretches available manpower.

According to Automotive News the collabo-
ration could leverage off  Suzuki’s strengths in 
low-cost compact cars and Toyota’s strengths in 
advanced R&D and large vehicles. Talks between 
the world’s No. 1 vehicle maker and Japan’s No. 4 
motor company are based on the fact that they will 
continue to be rivals in the marketplace and both 
companies are free to set up joint ventures with 
other companies.

Suzuki’s involvement with Toyota comes a 
year aft er it broke its ill-fated alliance with the 
Volkswagen Group. Toyota, which already has alli-
ances with two other Japanese car-makers, Mazda 
and Fuji Heavy Industries which makes Subaru.

A motor industry analyst in Japan says that 
Toyota, with Suzuki under its wing, and its links 
with its own affi  liates, Hino and Daihatsu, as well 
as its joint ventures with other Japanese car- and 
truck-makers, Subaru, Mazda and Isuzu, could 
account for as much as 65% of the total Japanese 
vehicle market. ■

KIA Sets A World Record

Powered by the all-new Sportage, KIA Motors 
South Africa has offi  cially set the record for the 

continued on next page 
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Snippets

World’s Longest Test Drive Relay. Th e team, 
together with 520 test drivers selected from more 
than 30 000 entries, covered a total of 3291 km 
while driving through six South African provinces 
over a seven day period.

Th e test drive kicked off  from Durban and 
ended at Cape Point. Th e journey saw an array of 
various activities and experiences, while meeting 
KIA fans from all walks-of-life, visiting iconic 
landscapes, waterfalls, religious temples, jumping 
off  the Bloukrans River Bridge and seeing South 
Africa’s most spectacular sights.

“When we set off  on this world record attempt, 
our aim was not only to showcase the all-new 
Sportage to as many people as possible, but to 
give them a tangible and memorable experience 
while actually driving the car,” says David Sieff , 
Marketing Director for KIA Motors South Africa. 
“Th e excitement levels were high throughout 
the journey, with great participation and many 
surprising moments for all involved. We thank 
each and every person who contributed to this 
phenomenal experience.”

KIA’s entire record-setting experience, which 
was accompanied by Instagrammers Mike Eloff  
and Lebo Lukewarm, was fi lmed every step of the 
way thanks to active dashcams and a 24-7 fi lm 
crew. Head over to www.kiaworldrecord.co.za for a 
recap of what went down. ■

VW Scoops SAVRALA Awards

Th e South African Vehicle Rental and Leasing 
Association (SAVRALA) has announced 
Volkswagen as the Manufacturer of Th e Year 
(MOTY) in the car rental sector for the seventh 
consecutive year.

Volkswagen was presented with the award at 
the 21st edition of the annual SAVRALA gala din-
ner which was held in Johannesburg recently.

Volkswagen was the biggest winner on 
the night as it also walked away with other key 
awards which included the Value Award, Best 
Account Executive for Loshini Pillay and Best 
Manufacturer’s Technical Representative for 
Robert Wright.

Audi won the Tutuka award for the second 
year in a row. Th e award is presented to a premium 
brand that has demonstrated commitment to 
satisfying the needs of customers in the niche and 
lower volume segment.

Th e recipients of the SAVRALA awards are de-
cided through a stringent process by rental compa-
nies such as Avis Budget, Bidvest, Hertz, Europcar/
Tempest, Th rift y and First Car. Th ese companies 
are required to rate 26 motor manufacturers that 
they interact with using a survey containing dif-
ferent and targeted questions ranging from aspects 

such as communication, contact with the manufac-
turer, technical assistance, parts availability and 
pricing structures. ■

Motor Racing Still a 
Powerful Marketing Tool

According to an article on GoAuto Premium, Roy 
Morgan Research in Australia conducted a survey 
shortly before the famous Bathurst 1000 car race 
in Australia and it showed that those among the 
3.1-million expected to watch this famous race 
were 25% more likely than the average Australian 
to be in the market for a new car, with those actu-
ally planning to buy a Holden, Ford or Nissan 
(brands which were in the race) being the most 
likely to tune in.

Roy Morgan Research reported that those peo-
ple who watch the race were twice as likely to re-
gard themselves as “a bit of a car enthusiast” while 
60% are more likely to want a car with race car-like 
handling and about 50% were more likely to be 
interested in buying a high-performance car, while 
the viewers are a third more likely to agree that 
they will “only buy a car that is fun to own.” ■

Legends Dinner: The offi cial opening 
function for the new Kyalami Grand Prix 
Circuit and Conference Centre on October 
20, the day before the start of the Kyalami 
Motorsport Festival, took the form of a 
formal dinner in aid of the Motorsport 
Legends Benevolent Fund. During the 
evening master of ceremonies Roger 
McCleery called on all those among 
the 300-odd guests at the dinner who 
had been at Kyalami for the fi rst ever 
race meeting in October 1961 to stand 
up. There were only fi ve people: Arnold 
Chart, Libero Pardini, Ute Bignaut, Tom 
Campher and Roger Houghton. Seen in 
the picture are Roger and Arnold who also 
attended the races at the new Kyalami on 
the Sunday.

From left to right: Robert Wright – Regional After Sales Manager for the Volkswagen 
Brand; Carla Wentzel – General Manager: Sales and Marketing for the Volkswagen 
Brand; Loshini Pillay – Manager: National Key Accounts for the Volkswagen Brand and 
Stanley Netshituka – Manager: National Special Markets for the Volkswagen Brand.

 continued from previous page
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Local Star to Join Mercedes-
Benz in Canada

Mercedes-Benz South Africa (MBSA) re-
cently announced that that its current Vice-
President of Mercedes-Benz Vans South Africa, 
Nicolette Lambrechts, will take over the role 
of Vice-President of Mercedes-Benz Vans for 
Mercedes-Benz Canada, eff ective January 1, 2017.

Lambrechts has been heading up the Vans 
business in South Africa since January 2014, also 
serving as a member of the Executive Committee 
of MBSA in this role. She joined the company in 
2001 as a Graduate Trainee and has held numer-
ous roles including Sales Planner for Chrysler Jeep, 
Distribution Manager for Commercial Vehicles 
and National Sales Manager and Brand Manager 
for Mercedes-Benz Vans in SA.

“Nicolette has led the Vans business to vari-
ous highlights and achievements over the years 
and continues to build on the successes she has 
achieved with her respective teams in each of 
the roles she has fi lled. We wish her well in her 

future journey as part of 
Mercedes-Benz Canada 
and know that they 
gain a valuable member 
to their team,” said 
Arno van der Merwe, 
CEO of MBSA and 
Executive Director: 
Manufacturing.

Lambrechts 
enthused: “I am very 
excited to take up this 
new challenge. I am 
eager to combine the best 
practices that I have been 
exposed to in my roles 
in MBSA and to be part 
of further growth for 
the brand in my newly-
appointed area of responsibility.”

Th e successor for Lambrechts’ position will be 
communicated in due course. ■

Subaru Announces Brand 
Safety Ambassador

Vuyi Mpofu, a well known face in local motor-
ing and road safety circles has been appointed as 
Subaru SA’s Brand Safety Ambassador.

A large part of Vuyi’s life is spent advocating 
for road safety, a cause for which she is very pas-
sionate. Whether it’s through the safety workshops 
she runs in conjunction with other road safety part-
ners, or through the safety tips and articles shared 
on her Driving in Heels platforms, Vuyi is driving 
signifi cant change in road safety across the country.

For Ashley Lazarus, Marketing Manager of 
Subaru Southern Africa, this partnership embod-
ies a key part of the Subaru ethos. “Vuyi represents 
everything we stand for as a brand, which is to 
build outstanding cars that are enjoyable to drive, 
dependable and above all, absolutely safe. Her 
work in the road safety space is commendable and 
partnering with her to empower drivers to be safer 
is a perfect fi t for us.”

Th e activities surrounding the partnership 
will centre on increasing brand visibility around 
the four pillars of Subaru Safety. Primary Safety, 
Active Safety, Passive and Pre-Collision Safety. 
Th is awareness will be achieved through a number 
of initiatives including hands-on technical and 
safety workshops, video content production 
and more.

“Th is partnership will allow me to reach more 
people through my Car Care Clinics, Gals Garage 
and Fantastic Fathers workshops. Subaru is well 
known for producing cars that deliver exceptional 
performance and reliability but they are most 
acclaimed for the impeccable safety standards. 
Th ere is no other car that off ers this level of at-
tention to detail when it comes to safety and who 
better to partner with in broadening road safety 
 awareness?” said Vuyi. ■

People

Nicolette Lambrechts.

Vuyi Mpofu has been appointed as Subaru SA’s Brand 
Safety Ambassador.

A large part of Vuyi’s life is 
spent advocating for road 
safety, a cause for which she is 
very passionate.

auto.lightstone.co.za/
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BY ROGER HOUGHTON

Th e Nigerian new vehicle market is in dire straits, 
driven downwards by the economic recession and 
lack of foreign exchange. Last month (September) 
no sales of vehicles exported to Nigeria from South 
Africa were reported aft er only fi ve, 86 and 36 
units had been exported from SA into Nigeria in 
the preceding three months. In the past Nigeria, 
had been one of the largest markets for SA-made 
vehicles on the African continent.

A recent report by Focus2Move paints a dis-
mal picture for Nigeria’s automotive future. It says 
it does not see this country becoming an automo-
tive hub in West Africa given the competition 
from production plants in South Africa, Morocco, 
Kenya and Angola, unless there are very attractive 
government incentives.

Th e Nigerian Automotive Industry 
Development Programme (NAIDP), which was 
announced in 2014 by an enthusiastic Nigerian 
Government is a dismal failure. Its main objective 
had been to create a barrier to the ongoing, high 
volume importation of used vehicles into Nigeria 
to build a market for locally-made new vehicles. 
Th is has not happened.

At present, only three local plants are report-
edly producing vehicles in low volumes, whereas 
the government had hoped to have had 45 compa-
nies producing vehicles and components by 2016.

Research by Focus2Move has shown that it ex-
pects only 64 000 new vehicles to be sold in Nigeria 
in 2020, which will be little improvement on the 
56 000 units sold last year.

A PricewaterhouseCoopers survey in 2014 had 
expected annual sales of new vehicles in Nigeria 
would have moved up to 200 000 units by 2020. 
Th is now seems like a pipedream.

Kenya is attracting some attention from motor 
manufacturers too, with Volkswagen recently 
investing R31-million in a production plant which 
is targeted to produce 1 000 Polo Vivos by the end 
of next year. Th is is currently equivalent to a third 
of the annual Kenyan new car market. Th e total 
number of cars sold in Kenya last year amounted to 
19 000 units, of which 3 000 were new cars and the 
rest used vehicles.

Volkswagen CEO Th omas Schafer says it 
is vital to reduce the number of used cars being 
imported to make local manufacture viable.

Meanwhile exports of built-up vehicles from 
SA into other African markets continue to dive at 
an alarming rate. Year-to-date only 16 382 units 

have been ex-
ported compared 
to 35 324 units a 
year ago, and this 
fi gure was in turn 
12% less than the 
40 018 vehicles ex-
ported aft er nine 
months in 2014.

Toyota with 6 
455 units exported 
continues to lead 
the way in 2016, 
ahead of Nissan 
(4 415), Ford (2 546) and GM/Isuzu (1 337).

Th e only markets that have taken 1 000 or 
more vehicles YTD are: Ghana (2 518), Nigeria 
(2 449), Kenya (1 501), Zimbabwe (1 225) and 
Tanzania (1 116).

Th e month of September was particularly dis-
astrous with only 1 638 units exported to African 
destinations outside SA, compared to 3 227 in 
September last year. Kenya (277) was the biggest 
market, followed by Zimbabwe (201), with all the 
others below 200 units for the month. Toyota (605) 
retained its dominant positon, followed by Nissan 
(407), Ford (286) and GM/Isuzu (186). ■

According to Motoring World 
International, the Nigerian Auto 
Journalists Association (NAJA) has 
released a list of various categories 
of fi nalists for the 2016 Nigeria Auto 
Journalist Awards. According to a 
press statement by the organising 
committee, this year’s event, which 
will be held on November 24th, has 
about 25 award categories drawn from 
the automotive and ancillary sectors.

One of the main categories will be 
the Car of the Year, where the Toyota 
Corolla, Peugeot 301 and Nissan 
Almera were nominated. Th e win-
ner will be chosen aft er a test-drive 
and according to a set list of criteria that assesses 
engineering integrity and build quality, exterior 
design, overall excellence, ride quality, steering and 
handling, technology, transmission above all, value 
for money.

In the four-wheel categories, the selected 
brands and models will be judged on aff ordability, 
cabin styling, layout and ergonomics.

Other categories covered by the awards 
will be the Luxury Car of the Year, Road Safety 

Personality of the Year, Heavy Duty 
Truck of the Year, Auto Plant of 
the Year, CEO of the Year, Auto 
Personality of the Year and CSR 
Company of the Year. Th ere will also 
be awards for Mini Bus of the Year, 
Pick-up of the Year, Most Safety 
Conscious Transport Company of 
the Year, Traffi  c Management Agency 
of the Year, Showroom of the Year, 
Large SUV of the Year, Armouring 
Auto Company of the Year and Auto 
Industry Promoter of the Year.

Th e awards come at a time 
when the federal government is 
intensifying eff orts to develop the 

nation’s struggling prostrate automotive assembly 
plants and NAJA hopes that it will contribute 
towards vehicle and component manufacturers’ 
renewed eff orts to promote Nigeria as a viable 
African market. ■

Nigerian New Vehicle Market in Dire Straits

Nigerian Journalists Want to Boost Industry

The Toyota Corolla was nominated for the Car of the Year category 
in the 2016 Nigeria Auto Journalist Awards.

Volkswagen CEO 
Thomas Schafer.
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Volkswagen Group South Africa (VWSA) have installed 320 new 
robots at its Body Shop as part of the new major investments in 
the Uitenhage factory.

Th e investment of an estimated R4.5 billion was announced 
last year, with R3 billion being allocated to the upgrade and 
refurbishment of production facilities and quality, R1.5 billion to 
the development of local supplier capacity and R29 million to the 
development and training of employees.

Th e new Kuka robots installed at the Body Shop form an 
integral part of the Modular Transverse Matrix (MQB) platform 
which will be used in the Uitenhage factory.

“Th e Kuka robots will perform monotonous, high-precision 
work which will allow Body Shop employees to focus on tasks 
which require the human involvement,” said Th omas Schaefer, 
Chairman and Managing Director of Volkswagen Group South Africa

“Th e introduction of robots will improve the ergonomics in the Body Shop 
as it reduces strain on our people. Th e introduction of the specialised robots 
into the Body Shop paves the way for higher volumes and even better quality,” 
added Schaefer.

Th e new robots are energy effi  cient and faster. In addition they have ad-
vanced sensory capabilities which improve safety.

Th e technology currently being installed at the Uitenhage factory 
will enable Volkswagen to produce more than one model on one single 
assembly line. ■

New Robots to Help Build VWSA’s New Models

The new robots at Volkswagen Group South Africa’s Body Shop are part of the 
upgrade and refurbishment of production facilities.

“The Kuka robots will perform monotonous, 
high-precision work which will allow Body 
Shop employees to focus on tasks which 
require the human involvement.”

mailto:mpaxton@sewells-msxi.com
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BY STUART JOHNSTON

Th e new Mercedes-Benz S-Class Cabriolet, 
launched in South Africa just a week ago, is a land-
mark car in many respects. It is one of the most 
beautiful Mercedes cars to be built in a long time, 
managing to look lithe, nimble and imposing all at 
the same time. Gordon Wagener, Head of Design 
at Daimler AG said at the European launch earlier 
this year: “Th is is one of the most beautiful and 
exclusive S-Class models ever,” adding that it em-
bodied “eff ortless superiority and progressivity”.

Few will argue with Wagener on any of these 
points made, especially as it is the fi rst open-
topped S-Class built by Mercedes-Benz in four and 
a half decades. Th is car has “instant classic” etched 
into its sheet-metal.

Wagener could have also added that this car 
is one of the most expensive production Mercs in 
history. Prices for the car start at R2,3-million for 
the “base” 500 S, rise to R2,9-milllion for the rip-
snorting Mercedes-AMG 63 version, and top out at 
R3,5-million for the top-of-the-range silky-smooth 
but imperiously-quick S65 V12!

Th e driving experience on these cars is sub-
lime. Th ey manage to impart big-car lux-cruise 
ride comfort as well as a nimbleness around tight 
twisty stretches of road that has to be experi-
enced to be believed. Th ese are not lightweight 

cars, but yet they almost act like they are, in 
appropriate situations.

If you are going to be buying one of these for 
any sort of practical purposes, our advice to you 
is to look hard at the rear seating capacity, or lack 
thereof. Also look at the boot space, which is 350 
litres with the top raised, but 250 litres with the top 
folded down.

All this speaks of Mercedes’ decision to create 
a car that was stylistically balanced, and not one 
that you’d seriously consider loading friends or 
family into for any major duration. Yes, in this 
class of car, style is everything, and the type of 
person who’s going to buy one would be a mar-
ried empty-nester, or a midlife crises type who is 
suddenly single, but doesn’t want to be as obvious 
about it by lashing out for, say, an open-topped 
Ferrari . Of course, to own one you have to be 
fabulously wealthy.

Th e cabin is as beautiful as the exterior, the list 
of equipment endless, the operation of all functions 
faultless. You’d expect that, wouldn’t you?

Gorgeous as the new S-Class Cabriolet is, in a 
supporting role at the recent launch was the new 
C 63 Cabriolet, the ronking-stonking performance 
cabriolet based on the C 63 sedan.

And, one has to say, this car is actually more 
practical. It has more rear passenger space than the 
S-Class. It will run as quickly as even the S65 V12, 
and yet it costs a fraction of what these top-end 
cars do!

Pricing for the new open-topped Mercedes-
AMG performance car starts at R1,44-milliuon for 
the 350 kW version, and rises to R1,56-million for 
the Mercedes-AMG C63 S Cabriolet. Th at is still 
serious loot, but it can double as a run-around too, 
thanks to a confi guration that wasn’t as hung up on 
creating any type of imposition.

It’s fast too, sprinting to 100 in either 4,1 or 
4,2 seconds, (the fi rst fi gure being for the S Model) 
and you can order up an AMG driving pack that 
increases the top speed to 280 km/h.

It looks good with subtly fl ared wheel arches 
and slightly smaller wheels at the front than at the 
rear. Th e ride on this car, by the way, is excellent, 
one of the things we’ve always enjoyed about the 
C 63. It is a serious performance car, and yet its 
handling remains easy to read, fl attering even non-
expert drivers. ■

We Drive

They manage to impart big-car 
lux-cruise ride comfort as well as 
a nimbleness around tight twisty 
stretches of road that has to be 
experienced to be believed.

New Drop Top Pleasures from Merc

Merc’s C 63 Cabriolet is a great handler 
and stunningly quick too.

S-Class Cabriolet lithe and imposing all at the same time.
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New Models

ISUZU KB
The 2016 Isuzu KB boasts some styling changes to the front 

fascia and rear tailgate as well as a redesigned instrument 

gauge cluster. The 2016 range continues with the 2.5 and 3.0 

litre diesel engines. The powerful 3.0-litre DTEQ turbocharged 

diesel with 130kW and 380Nm from the common rail direct 

injection turbodiesel does duty in top of the range models. The 

second powertrain option is the 2.5-litre DTEQ common-rail 

direct injection turbodiesel, which was introduced last year with 

100kW and 320Nm.Two workhorse models are equipped with the 

Direct Injection 4 Cylinder 2.5 Diesel engine which produces 58 

kW and 170 Nm. There are 6 single cab, 4 extended cab and 8 

double cab models in the line-up. Prices range from R235 000 

to R563 500.

HONDA BR-V
Honda Motor Southern Africa has added a third, all-new model to its highly regarded range of 

sport utility vehicles (SUVs) – the seven-seater BR-V. All fi ve derivatives are powered by the 

same, effi cient 1,5-litre four-cylinder engine. The SOHC unit uses Honda’s i-VTEC variable valve 

technology to produce 88 kW of maximum power at 6 600 r/min, together with a torque peak of 

145 Nm at 4 600 r/min. BR-V buyers have a choice of a six-speed manual gearbox and Honda’s 

Continuously Variable Transmission (CVT). In the case of the latter, paddle shifts are provided for 

manual shifting. Pricing starts from R238 900.

KIA SPORTAGE
The new KIA Sportage range offers engine and specifi cation level 

combinations in order to give customers greater choice. New to the 

engine line-up, which includes 2,0-litre diesel and petrol offerings, 

is a 2.4-litre GDI that produces 135 kw of power at 6 000 r/min and 

peak torque of 237 Nm at 4 000 r/min. Topping out the range is a 

1.6-litre turbocharged diesel unit with 130 kW of peak power and 

265 Nm of torque on tap. The latter has a price tag of R599 995.

VOLVO S60 POLESTAR
The latest version of the Volvo S60 Polestar is now available 

in South Africa in a limited run of just 45 units. Updated 

for the 2017 model year, the quickest road-going Volvo 

ever now sports a completely new drivetrain for enhanced 

performance and effi ciency. The newcomer has a 2.0-litre 

Drive-E turbocharged and supercharged petrol engine 

boasting 270 kW of peak power at 6 000 r/min and 470 Nm of 

torque available between 3 100 and 5 000 r/min. An increase 

in responsiveness has been achieved by the fi tment of a 

new 8-speed Geartronic automatic gearbox which has been 

performance-optimised. The new Volvo S60 Polestar retails 

for R749 500.
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Sneak Peek

RENAULT KWID
Next week will see the local introduction of the Renault Kwid. It is 

expected that the Kwid will be priced and positioned below the Sandero, 

the current entry-level model in Renault SA’s range. Imported from 

India, the newcomer is available there with two petrol engine options: a 

three-cylinder 799 cc unit and a three-cylinder 999 cc variant. Both are 

paired to a fi ve-speed manual transmission but an automatic version is 

on the cards.

SUZUKI BALENO
Making its local debut early next month, the Suzuki Baleno will come to 

South Africa with a 1.4-litre naturally aspirated engine. As far as pricing 

is concerned, Suzuki plans to be aggressive with its introduction and 

the launch price should be around the R200 000 to R220 000 mark. 

The Baleno is bigger, more spacious and similarly equipped to its main 

competitors so it should fi nd favour with potential buyers.

JEEP COMPASS
Set to make its debut at the Los Angeles Auto Show in November, the Jeep Compass will be produced with 17 powertrain options for consumers in 

more than 100 countries around the world. The newcomer will be available in North America in the fi rst quarter of 2017 and in the Europe, Middle East, 

and Africa region, starting the second half of 2017.

MERCEDES-BENZ CONCEPT X-CLASS
The market launch of the Mercedes-Benz X-Class in Europe 

will commence in late 2017. It will be manufactured in a 

production cooperation with the Renault-Nissan Alliance. 

Production for the European, Australian and South African 

markets will start at the Nissan plant in Barcelona, Spain, in 

2017. The top-of-the-line model will be powered by a V6 diesel 

in combination with 4MATIC permanent all-wheel drive.

KIA RIO
The all-new, fourth-generation KIA Rio will had its world première at the Paris Motor 

Show in September. The Rio has traditionally been the Korean manufacturer’s best- 

selling model globally and the next generation will enter production towards the end 

of 2016 for Europe. Production and launch timings for other regions to be announced 

in 2017.
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In a move that will see the rejuvenation of the 
independent motor dealer market within South 
Africa, Lightstone Auto and the Blue Chip Dealer 
Group have joined forces to build a new age 
dealer network.

Lightstone Auto, part of the Lightstone 
Group, is regarded as the electronic delivery and 
industry insights expert in the motor industry. 
Th e company has a good track record of providing 
data-driven insights, online market intelligence, 
new vehicle sales data and compliance expertise to 
the local motor industry.

Th e partnership the Blue Chip Dealer Group’s 
prospective members with access to a transaction 
platform, industry insights and various compli-
ance solutions. Th e Blue Chip Group is also the 
fi rst independently owned group that conducts a 
specialised customer satisfaction index with all 
customers. Furthermore, all members have access 
to a full complaint resolution process. Buyers of 
vehicles from a Blue Chip Dealer have access to 
stock outside of their geographical area, as well as 

the assurance that they are purchasing a vehicle 
from a reputable organisation that has subscribed 
to a strict code of conduct.

Pieter Wessels, who heads up Lightstone 
Auto, is excited about the value the partnership 
will bring to the industry. “Th e purpose of the 
Blue Chip Dealer Group is to create a unique and 
exclusive grouping of independent motor dealers 
bound by strong principles, shared values and 
a fully integrated national trading platform,” 
he said.

Six years ago various independent dealership 
owners in the Western Cape, under the leader-
ship of Eddie Nortier from Nortier Motors, came 
together to align their common interests. Th ey 
established the Blue Chip Dealer Group, which 
allowed for integrated trading whereby members 

would be able to share stock and cost eff ectively 
advertise their retail stock. A win-win motto of “I 
have a buyer, you have the vehicle, let’s do business” 
was adopted. Th e members soon recognised that 
the platform’s potential and membership yielded 
a much broader opportunity for the uplift ment of 
independent dealers.

Th e Western Cape cell quickly grew to include 
25 members and the need to expand was evident. 
An independent partner was required to assist in 
nationalising the concept. Th e Lightstone Group 
was the obvious choice and a joint National 
Executive Council with a 50/50 representation was 
established to drive the nationalisation of the Blue 
Chip Dealer Group.

Th e West Rand cell was the fi rst addition to 
the roll-out in establishing a national footprint. 
Other cells are set to follow and identifi ed future 
members will be invited to join this unique and 
exclusive group where they will have access to the 
value provided by the Blue Chip Dealer Group and 
Lightstone Auto. ■

Changing the Face of 
Independent Dealers

All members have access to a full 
complaint resolution process.

Mercedes-Benz South Africa (MBSA) recently 
became the fi rst automotive brand in the country 
to introduce Facebook Messenger Chatbot to its 
customers and potential customers.

MBSA already has over one-million follow-
ers on its Facebook page and consistently has one 
of the best engagement rates for the size of its 
audience. Th ese ongoing achievements refl ect the 
brand’s long-standing involvement on the social 
web and delivers further proof of the success and 
innovation of Mercedes-Benz in the way it uses 
social networks to interact with its audience.

Facebook launched its Messenger Chatbot 
functionality for businesses in April this year, 
giving brands to connect directly with over 900 
million people on Facebook Messenger in unprece-
dented ways. Th is mobile-fi rst solution extends the 
visibility of the brand to a larger online audience, 
thus tapping into a new consumer base.

Facebook Messenger Chatbot allows brands 
to provide a natural language interface with 
consumers at scale. It creates a direct, custom-
ised touchpoint between the brand and users, 
and drives brand interaction with current and 
prospective customers. It also drives users to 
an action that benefi ts business and ultimately 

gives consumers a meaningful, personalised 
online experience.

“Th e Facebook Messenger Chatbot allows 
users to further engage with the Mercedes-Benz 
brand such as booking a test drive, thus provid-
ing tailored communications touchpoint for 
customers and prospective customers,” com-
mented Selvin Govender, Marketing Director: 
Mercedes-Benz Cars.

Th e MBSA Facebook Messenger Chatbot gives 
users a single touchpoint where they can select 
their preferred vehicle from the brand’s exten-
sive range; choose their nearest Mercedes-Benz 
dealership; and share their contact details with the 
brand. Users can easily distinguish their preferred 
model for test drive through the visuals of the vari-
ous ranges displayed.

“As buying trends have evolved and customers 
have become more digital-centric, we recognise 
the potential for the MBSA Facebook Messenger 
Chatbot to develop into a full-service off ering,” 
said Govender. “MBSA has for years been one 
of the most active and successful brands on the 
internet. Extensive online and social media activi-
ties are an integral part of our marketing and sales 
strategy,” concluded Govender. ■

MBSA Makes its Digital Presence Felt
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Corporate Social Responsibility

Nissan is strengthening its relationship with Are 
Itireleng centre for the blind by helping to trans-
form the facility into sustainable business entity 
and providing housing as part of its Habitat for 
Humanity programme.

A retired accountant, volunteering his manage-
rial, fi nancial, marketing and training expertise, 
Simon Poo is passionate about the Are Itireleng 
Trust, which he helped form when it became a busi-
ness enterprise in 2010. “Are Itireleng’s objective is 
to empower blind people and those with disability 
in general. With skills and experience they can par-
ticipate in the mainstream economy of our country.”

Nissan SA has been involved with the project 
from the start. Aft er giving assistance for the pur-
chase of a NP300 pickup, the Rosslyn-based manu-
facturer saw the centre’s potential to change more 
lives. Said Keba Matlhako, Nissan SA’s BBBEE and 
corporate social responsibility manager: “Nissan 
was inspired by the courage and coping skills of 
people with reduced or no vision and we wanted to 
be part of eff orts to ensure Are Itireleng’s viability.”

Nissan SA has since drawn up a structured 
programme to help Are Itireleng become a 

sustainable entity. An example is 
the creation of a website to boost 
sales and marketing.

Peter Mogomotsi is one of 
60 employees who works at the 
Nissan-supported facility in Zone 
2 Ga-Rankuwa. When asked what 
Are Itireleng means to him, Peter 
responded with his usual wide 
smile. “Before I was living in a 
hostel. With an income, I was able 
to save and have now built a house 
for my family.”

Housing is close to Nissan’s 
heart. Th e company allocated 10 
houses for Are Itireleng employees 
in phase 1 of its fl agship housing 
project, located in neighbouring 
Zone 10.

In partnership with the 
City of Tshwane and Habitat for 
Humanity, Nissan is building 200 
houses for needy families. Dubbed Nissanda – 
Nissan Development Area – by grateful recipients, 

50 houses have already been handed over and the 
remainder are due for completion next year. ■

Peter Mogomotsi is completely blind and is one of 60 
employees who works at Are Itireleng. He is one of 
fi ve wrappers who bind the joints of the cane frames to 
make sure they are secure. There is also a team of 12 
weavers, led by a blind instructor. Despite their disability, 
Peter and his colleagues are able to work and support 
themselves and their families.

Nissan Empowers Blind South Africans

While the new KIA Sportage is still an unfamiliar 
sight to many, it has already become synonymous 
with good cheer at paediatric hospitals in South 
Africa and its six neighbouring states following the 
successful completion of the second annual Seven7 
Campaign, which saw two overland specialists 
travel nearly 7 000 km in seven days across seven 

countries in a brand new KIA Sportage 2.4 GDI 
SX AWD.

Th e team embarked on this adventure to 
deliver toys and good cheer to juvenile cancer 
patients in each country they visited. Th ey also 
used the campaign as a marketing platform to col-
lect funds for Little Fighters Cancer Trust, a trust 
for young cancer patients, especially those with 
terminal cancer and those whose families cannot 
aff ord their treatment.

“While the trip was certainly very event-
ful, the KIA Sportage performed faultlessly. Th e 
new model proved to be a very comfortable and 
luxurious choice, especially on days that you 
spend 22 hours on the road. It drew a great deal of 
attention in every country we visited,” says Danie 
Botha, the editor of Leisure Wheels and Seven7 
expedition leader.

Th e team piloted a new KIA Sportage 2.4 
GDI SX AWD with a 135 kW petrol engine. Th e 
Sportage remained standard, aside from additional 
driving lights, which were sponsored by 4x4 Mega 
World, a more off -road focused set of tyres from 
Bridgestone with matching rims from Racing 
Heart Concepts and a custom-fi tted roof rack and 
storage system from Front Runner.

Th e trip started on Friday, 14 October 2016, 
from Johannesburg and aft er visiting hospitals 
in Namibia, Botswana, Zimbabwe, Mozambique, 
Swaziland and Lesotho, the team headed back 
into South Africa. On the last day of the of the trip 
they met with trip co-ordinators and funders to 
deliver gift s to young cancer patients at the Unitas 
Hospital in Pretoria. Overall, over R6 000 was 
raised from donations and the Little Fighters SMS 
campaign and the same amount was donated as 
gift s to the little patients.

“Th e new KIA Sportage travelled over 10 
000 km in the week before its launch, both as 
the enabler for the Seven7 Campaign and as a 
record-setter in the 3 000-odd kilometre World’s 
Longest Test Drive across South Africa,” said 
David Sieff , Marketing Director of KIA Motors 
South Africa. “Much like the KIA Sorento used 
in last year’s Seven7 Campaign, we believe 
these parallel trips, covering everything from 
congested city driving to the non-existent roads 
in Zimbabwe, has fi rmly established the all-new 
Sportage not only as comfortable, but also as ca-
pable and extremely reliable. It’s been a pleasure 
for KIA Motors to again be associated with the 
Seven7 Campaign.” ■

KIA Assists in Creating Childhood Cancer Awareness
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Ts & Cs apply.

Once you’ve experienced the all-new Hyundai Tucson, you’ll experience the true meaning of breaking free. A rugged and 
sporty exterior gives the Tucson its desirable and sophisticated look while features like Blind Spot Detection, Lane Change 
Assist, Cruise Control and Rear Park Assist will keep you on the road to freedom no matter what might stand in your path.  
Visit www.hyundai.co.za or SMS ‘Tucson’ to 33362 to book a test drive and break free. SMS charge R1.50.
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NAAMSA’s corresponding month comparisons 
(September 2015 / September 2016) fi gures rein-
forced the vehicle industry’s continued contraction 
over the last months, including a slight drop in 
export sales. Despite the tough sales environ-
ment NAAMSA still holds fast to the outlook of 
improved new vehicle exports up to year-end.

On a positive note one key economic indicator 
providing some basis for optimism was the SA 
Purchasing Managers’ Index which recorded a rise 
by 3.2 points to a total of 49.5, just below the key 
Benchmark of 50.

FAW Vehicle Manufacturers South Africa 
(Pty) Ltd. also had reason to be positive with the 
recent results as their very 8-tonner, the FAW 
15.180, breached the 25% growth threshold, with 
+25.3% year-on-year (9 sales month 2015/9 sales 
months 2016) with 186 units sold last year com-
pared to 233 units this year.

According to Jianyu Hao, CEO of FAW SA, 
says the leading sales advantages of the FAW 15.180 
are its durability and aff ordability compared to the 
competitors in the 8-ton segment and the fact that 
at 24-ton GCM it provides one of the best vehicle 
combination masses on the market.

“FAW 15.180 allows for the application of a 
large variety of body confi gurations which are 
suited to a wider range of operations – from refrig-
erated units to general day-to-day transportation 
to intra-urban distribution – there’s a multitude of 
options on this particular model,” said Hao.

“Our 15.180 customers continue to as-
sure us of this model’s highly durable chassis 
frame, tough axles and solid drivetrain. Many 
of the fl eet-owners are also reporting low cost of 

ownership because their drivers 
produce good fuel consumption, 
are light-footed on the brakes and 
clutch and manual transmission, 
because the drivers say they’re at-
tentive and comfortable as a result 
of the air-conditioning, telescopic 
steering wheel and three-way 
adjustable suspension seat.”

On the design side the 
FAW15.180 has proven improved 
fuel consumption owing to a good 
aerodynamic cab design, an im-
provement on previous models.

“All in all, FAW SA is satisfi ed that our FAW 
15.180 is proving to be so popular amongst such 
a large variety of operation and applications. Th is 
not only is increasing our visibility as a 8-ton 

contender, to be taken seriously by the market, but 
the vehicle’s good performance, low fuel consump-
tion and lower maintenance cost fi gures are work-
ing in our favour amongst customers through word 
of mouth,” Hao concluded. ■
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“Many of the fl eet-owners are also 
reporting low cost of ownership.”
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Working Wheels

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

digital

Hino South Africa recently sponsored the fi rst 
joint Brake & Tyre Watch event to be attended by 
truck operators, Hino dealers and a large number 
of Hino SA staff .

Th is was the 34th time that road safety 
champion Patrick O’Leary and his FleetWatch 
team had staged a Brake & Tyre Watch roadside 
safety check, but it was the fi rst time the event 
had been concentrated on one truck brand and 
its people.

Representatives of long-time supporters of 
this hands-on roadworthy check on trucks, which 
started more than 10 years ago, were on hand with 
presentations that varied from trailers to braking 
systems, tyres, axles, the SA Road Federation 
(SARF) and the Road Transport Management 
System (RTMS).

O’Leary kicked off  proceedings with a scene-
setter about the road transport situation in South 
Africa which was both enlightening and chilling. 
Imagine hearing that a major transport company 
which screened potential drivers could fi nd only 
seven out of 100 candidates they believed could be 
trained to meet their high standards. No wonder 
an average of 43 people die on the roads of South 
Africa every day.

Th e high accident and death rate in SA is to 
be expected when one hears that the statistics ob-
tained in FleetWatch’s Brake & Tyre Brake & Tyre 
Watch examinations over the past 10 years have 
revealed a failure rate of 68%, with 485 out of 679 
trucks tested declared unroadworthy.

Trailer expert Wolfgang Lehmann gave some 
shocking statistics about the dangers of using 
cheaper, non-genuine brake and suspension 
replacement parts on trailers, as well as danger 
signs one can see on worn or cracked fi ft h wheels 
and their kingpins. He also pointed out that some 
non-genuine trailer brake drums on sale in SA are 

made with signifi cantly less material and using the 
incorrect metal.

Wabco’s Johan van der Merwe explained the 
intricacies of the latest braking systems on trailers 
and stressed the importance of proper checks 
and maintenance to ensure the correct operation 
of the systems. He also warned about the use of 
non-genuine replacement parts, particularly brake 
boosters, where cheaper versions oft en have shorter 
push rods which can aff ect brake balance.

Paul Nordengen, of the CSIR and SA Road 
Federation, is a strong protagonist for the use of 
the Road Transport Management System (RTMS) 

to self-govern transport operations and said he 
was pleased to see that 200 fl eets operating 10 000 
trucks were now RTMS accredited. He noted that 
case studies of RTMS fl eets showed real improve-
ments in terms of running and maintenance costs 
as well as a far lower accident rate resulting from 
using the correct RTMS procedures.

In his presentation, George Hartman of BPW 
Axles, said that the high cost of road accidents in 
SA, estimated at R400-billion annually, were due 
to two major factors: the driver and poor vehicle 
maintenance, while he also laid part of the blame 
at the door of ineff ective law enforcement.

He believes that a new law coming into force 
next year would cause havoc in the road transport 
industry. Th is was the requirement that the identi-
cal make and size of tyre be fi tted to each side of 
an axle.

Steve Norris, a fi eld engineer with Bridgestone, 
spoke on the importance of fi tting the correct tyres 
to transport rigs and ensuring that the correct tyre 
pressures were maintained.

Interestingly, Arrie Meyer – who has 25 years’ 
experience in law enforcement and is currently 
responsible for operating the brake roller tester at 
the Donkerhoek test centre outside Pretoria – said 
it was time to relook all aspects of the SA Road 
Traffi  c Regulations as some of these dated back 
to 1957.

Ernie Trautmann, the Vice President of Hino 
SA, concluded the day’s proceedings by commit-
ting his company to continuing with road safety in-
itiatives such as the Brake & Tyre Watch. He added 
that he was on a campaign to get his staff  as well as 
Hino dealer staff  to get their truck driver’s licences 
so they could see for themselves the challenges 
faced when driving a truck on today’s congested 
roads. Trautmann added that making safer trucks 
remained part of the Hino dream in Japan. ■

Hino Places Focus on Tyre and Brake Safety

Ernie Trautmann, Vice-President of Hino 
SA, gets up close to examine this truck 
passing through the Donkerhoek traffi c 
control centre.

http://www.trucksmag.co.za
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Truck Competence was once again a major 
and growing feature of the world’s premier 
Automechanika trade fair for the automotive 
aft ermarket staged recently in Frankfurt. Th is 
was the third time that Truck Competence had 
featured at this event, signifying the growing 
importance of the transport sector for aft ermarket 
service providers.

More than 1 000 of the record number of 4 820 
exhibitors at this year’s show off ered compo-
nents, replacement parts, tools and equipment for 
servicing and maintaining trucks and buses in the 
retail sector.

A single, unifi ed identifi cation sign – an 
orange Truck Competence logo – appeared on all 
the display stands which had aspects appealing to 
transport professionals.

Major global manufacturers of components 
and systems, such as ZF Continental, Jost and 
Wabco, were among the host of exhibitors off ering 
new and innovative solutions for transport opera-
tors. Th ese ranged from brake pads and linings 
to turbochargers and from spanners to paint 
spray booths.

System and component suppliers, as well as 
the OEMs, are always looking for ways of reducing 
fuel consumption and emissions. Many innova-
tive solutions to these challenges were on display 
in Frankfurt.

Reducing the weight of vehicles is a long term 
industry trend and it is particularly important in 
the realm of transporting cargo and large numbers 
of people. Less unlade weight means higher load 
capacities and/or lower fuel consumption, both 

of which result in lower operating costs and 
greater economic effi  ciency for trucks and buses. 
Lightweight construction also contributes to a 
reduction in CO2 emissions – an issue that has been 
given added impetus through the introduction of 
electric-drive systems.

Gas, too, off ers and environmentally friendly 
alternative to diesel which is currently used as a 
fuel for 95% of trucks and buses.

Technical assistance systems that enable an ex-
tremely frugal style of driving by anticipating road 
conditions are, therefore, also improving safety for 
the driver and other road users.

Semi-autonomous driving is already a reality 
and with the increasing networking and perma-

nent communication of 
the connected vehicle 
and its environment, 
the driverless truck is 
no longer simply a pipe-
dream, but is undergoing 
real-life trials in several 
countries already.

Trucks and buses are 
usually seen as practical 
‘beasts of burden’ but 
for a certain percent-
age of those involved in 
the transport business 
trucks can also be used 
in a variety of motor 
sport events, ranging 

from rally-raids such as the Dakar Rally to trials 
over very challenging courses to truck racing.

Be it a show truck, a race truck or a trials truck 
– at the end of the day what all these freight and 
commercial vehicles rely on is the back-up support 
and expertise of parts and component suppliers, 
service tool manufacturers, workshop suppli-
ers and workshop outfi tters besides well-trained 
technical staff . ■

Truck Competence a Major Feature 
at Automechanika In Frankfurt

An imposing customised Kenworth rig.

Marcel Schoch not only operates a major transport company in 
Germany, but is also a six-time European truck trials champion, 
where he campaigns a very special MAN 8x8 truck. His company 
was very prominent at Automechanika in Frankfurt.

A clear plastic truck body which was used 
to display products made for the truck 
industry by Mahle.



Subscribe for free @ www.autolive.co.za  Page 24

Events

Th e inaugural Cape Town Motor Show (CTMS) 
will take place from 27 to 29 January 2017 at the 
prestigious Sun GrandWest in association with Th e 
City of Cape Town. It promises to be a weekend of 
incredible fun with a broad appeal to all car and 
bike buff s, petrol heads and, the entire family, with 
loads of entertainment.

Exhibitions will include multiple world- and 
South African introductions; a complete range of 
domestic and imported passenger cars, bikes and 
trucks; sport utility vehicles; and experimental 
or concept cars. Additionally, attendees will have 
the opportunity to see numerous accessories and 
auto-related exhibits, competition vehicles, antique 
and collector cars, engine modifi cations (pimped-
up rides), Sound-Off  Beats competitions, virtual 
simulations, car wrapping, drift ing, a large 4×4 
outside area, live music and much more!

Th e organisers believe that the show will rival 
any of the international equivalents, and an esti-
mated 35 000 visitors are expected over the three 
days of the event. Th e show will span the length 
and breadth of the Sun GrandWest Entertainment 

World, including the Market Hall, Grand Arena, 
the Sun Exhibit area, the Sun Garden area, outdoor 
4×4 areas, drift ing zone, bike zone, and classic and 
vintage car displays.

Cape Town’s Executive Mayor; Patricia de 
Lille, had these words of encouragement and 
congratulations for the CTMS. “Th e event will 
stimulate the local economy by creating jobs 
through sales, set builds and the involvement 
of all the national car manufacturers and event 
professionals from the fi rst show onwards. It is 
commendable that CTMS will also be giving back 
to the community by supporting the Mannenberg 
Uplift ment project and the Cities Rescue Services, 
and as well as inviting school children from key 
areas to attend the show free of charge on the fi rst 
day of the Show.”

Marketing and promotions will run in con-
junction with the local and national press, televi-
sion, two radio partners, social media platforms 
and promotional fl ags across the city – ensuring 
the CTMS will defi nitely be something everyone 
will get revved up about.

For more information, go to: 
www.capetownmotorshow.co.za. Tickets can be 
booked via Computicket. ■

Th e fi nal preparations are underway 
for the biggest track and race day in 
BMW Car Club history at Kyalami 
on 29 October. Headline sponsors 
Bridgestone, Castrol and Auto 
Bavaria Midrand have dug deep 
to help the Club and its members 
experience the refurbished interna-
tional circuit fi rst-hand.

Th e day will be comprised of 
the BMW Car Club Time Trial 
Series, the Porsche Club Central 
Time Trial Series and the ever pop-
ular Bridgestone BMW Club Racing 
Series. Entries for drivers have now 
closed with almost 160 drivers 
taking to the new circuit. Th e array 
of cars is breathtaking with both 
BMW and Porsche Clubs 
having great representa-
tion. As the event is open 
to all types of car, the 
variety of other makes is 
also impressive, including 
a whole gaggle of Nissan 
GT-R’s keen to hassle the 
BMWs and Porsche’s.

Th e event kicks off  at 08:00 
AM. Entry to spectators is free at 
the gate, while food and refresh-
ments will be on sale. You will 
also be able to see the latest BMW 
models on display by Auto Bavaria 
Midrand, purchase BMW Lifestyle 
and BMW Car Club clothing and 
accessories and discover the latest 
technology on off er from Castrol 
and ZF. Auto Bavaria Midrand will 
also be running a lucky draw for a 
brand new BMW Watch and BMW 
Driving Experience Skidpan course.

For any further information on 
the event, please contact the organ-
izer Michael Broom on 084 325 
2744 or broombmw@gmail.com. ■

Cape Town Gets an Auto Show

BMW Car Club Ready for Kyalami

Th e fi nal round of the South African Rally Championship, the 2016 Hallspeed 
Rally will be held in the Bronkhorstspruit area on 4 and 6 November.

Th e Service Park, where the crews will pit during the day and return 
to in between stages will be at Godrich Toyota, Bronkhorstpruit. Fans can 
pop in at the park to walk around the pits and meet the crews and pick up a 
Spectator Guide at Rally HQ to see where to go to the best places to view the 
superfast action.

Herewith a brief programme.
Start

Date: Friday, November 4th

Time: 15h30
Where: Godrich Toyota, cnr R25 and Nan-Hau Str, Bronkhorstpruit
Overnight Day 1

Time: 17h43
Where: Th e Catamaran Club, Bronkhorstspruit Dam (Off  the R42)
Day 2 Restart

Date: Saturday, November 5th

Time: 09h00
Where: Th e Catamaran Club, Bronkhorstspruit Dam (Off  the R42)
Finish

Time: 15h45
Where: Th e Catamaran Club, Bronkhorstspruit Dam (Off  the R42)
TV Podium and Champagne Spray

Time: 17h00
Where:  Th e Catamaran Club, Bronkhorstspruit Dam (Off  the R42)

All Systems Go for 2016 
Hallspeed Rally
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