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Passenger Car Full Rankings (Volume and luxury)

Th e results of the 2015 Ipsos Vehicle Quality 
Survey are in and the main problems found on pas-
senger and light commercial vehicles sold locally 
relate to the exterior of the vehicle, from windows, 
boot lids, bonnets, vibrations, wheels and tyres to 
locking and paint.

Engines are generally the second most com-
mon source of complaints, with noise, perfor-
mance and consumption the problem areas. Th e 
third most common complaints were largely 
around driving and braking, as well as infotain-
ment, engine (noise and performance), and 
transmission.

It is important to note, though, that the quality 
of the vehicles sold in South Africa has improved to 
such a degree in recent years that Ipsos revamped 
its scoring system for the 2015 survey.

“We changed our approach and the methodol-
ogy for the 2015 survey because we were fi nding 

that a high proportion of inherent vehicle design 
issues and shortcomings were not being reported 
and that the frequency of these complaints had 
increased over the past few years,” explained 
Patrick Busschau, the Ipsos Automotive Business 
Unit director.

“Th is is actually a credit to the industry 
because the issues that bother customers nowadays 
are more likely related to their individual expecta-
tions around the product experience as opposed 
to straight and simple defects which are rated on 
a scale of the number of problems per 100 vehicles 
(PP100).”

Busschau continued by saying: “Th e quality 
of vehicles being produced today is very high 
with very few signifi cant problems. Admittedly 
there are many more product recalls by the 
manufacturers these days, but most of these 
are precautionary and provide the dealer and 

manufacturer with the opportunity to show their 
commitment to customer satisfaction by handling 
the recall well.

“So the goalposts have changed and we have 
changed our measurement accordingly to allow 
for the design issues to be incorporated into the 
measurement index fi gure. However, there is a 
weighting applied where actual quality defects have 
a slightly higher impact on the customer experi-
ence and so a proportionately greater impact on 
the scoring.”

Th is means that the scores for 2015 can no 
longer be compared with previous years. For in-
stance, the average PP100 score is now 64, whereas 
it was 37 in 2014 and 39 in 2013. Adding in the de-
sign issues aspect of the measurement the average 
combined vehicle quality score moves up to 81.

SURVEY RESULTS ARE A 
CREDIT TO THE INDUSTRY

http://www.gumtree.co.za
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Facts and fi gures obtained from 
telephonic interviews conducted in 
2015 with more than 8 000 owners 
of 17 participating brands were used 
in compiling the detailed survey. Th e 
brands involved equated to 77% of 
the total number of passenger cars 
and light commercial vehicles sold 
through retail dealer channels in that 
year. It was made up of 71% of car 
sales and 90% of the LCVs retailed.

In the Passenger Car Product 
Survey Audi was the shining star 
with seven Gold awards. Next best 
was Toyota on fi ve Gold. Th en fol-
lowed Volkswagen, Mercedes-Benz 
and Nissan (two Golds each) and 
Volvo (one Gold).

Audi won Gold as the Best 
Luxury Car Brand Overall, as well 
as Best Top Hatch (A1 and A3 
Sportback), Best Medium Sedan 
(A4 and A5 Sportback), Best Top 
Sedan (A3) and Best Sports Coupe 
(A5 coupé).

Toyota won its fi ve Passenger 
Car Gold awards for the Best Small 
Hatch (Yaris), Best Top Hatch 
(Auris), Best Small Sedan (Corolla 
Quest), Best New Volume Passenger 
Car (Corolla Quest) and Best Volume 
Passenger Car Brand.

Th e General Motors SA plant in 
Port Elizabeth won Gold for the Best 
Passenger Car Plant in the country in 
terms of the quality of its products.

Toyota made a virtual clean 
sweep of Gold awards in the Light 
Commercial Vehicle Category with 
seven, including the Best Light 
Commercial Vehicle Plant Gold 
award for its facility in Prospecton. 
Next best was Nissan with two 
Golds. General Motors won one Gold 
in this category.

Toyota’s Hilux collected Golds 
for the Best Petrol Single Cab, 
Best Diesel Single Cab and Best 
Diesel Double Cab. Th e Hilux was 
also the best One-Ton Single Cab 
Commercial Vehicle Brand and 
the Best Double Cab Commercial 
Vehicle Brand, while Toyota was 
the Best Light Commercial Vehicle 
Brand overall.

Th e best quality rating for LCVs 
overall was achieved by the Hilux 
single cab petrol with an index fi gure 
of 37.

What does this mean for the 
consumer?

“With all the sources of informa-
tion on the internet, as well as on 
social networking feeds it can be 
something of a minefi eld when try-
ing to sort the wheat from the chaff ,” 

explained Busschau. “In addition, 
today’s buyer has an unprecedented 
choice of vehicle types, models 
and specifi cations from which to 
choose, which makes the task even 
more  complex.

“Th e sheer volume of infor-
mation available to the consumer 
from the various media sources 
has also compromised brand 
loyalty. Historically certain vehicle 
brands have enjoyed high degrees 
of brand loyalty in South Africa. 
Th is is changing and the informed 
consumer is considered a disruptor 
in the automotive market of the 21st 
century, with brand loyalty slipping 
down the list of attributes.”

Busschau believes that for those 
looking for an accurate insight into 
the ownership experience off ered by 
a certain vehicle – including both 
product quality and feedback on the 
sales and aft er service experience – 
quality market research can provide 
the answer, particularly when the 
surveys are conducted correctly.

“It is for this reason that we, at 
Ipsos, urge potential buyers to make 
use of the data we have collected over 
a long period as a valuable source 
of information when car hunting,” 
Busschau concluded. ■

* Figures supplied by Ipsos
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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

Light Commercial Vehicle Full Rankings
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Editor’s Note
Welcome to the November 
issue of AutoLive, your 
go-to source for news and 
information on all aspects of 
the motor industry. It’s been 
another tough month and the 
news is still more bad than 
good, but at least we have the 
Festive Season and the hope 
that comes with it to look forward to.

On that note, allow me to share a short story with you.
A Harley biker is riding by the zoo in Washington, 

DC when he sees a little girl leaning into the lion’s cage. 
Suddenly, the lion grabs her by the collar of her jacket and 
tries to pull her inside to slaughter her, under the eyes of her 
screaming parents. 

Th e biker jumps off  his Harley, runs to the cage and 
hits the lion square on the nose with a powerful punch. 
Whimpering from the pain the lion jumps back, letting go 
of the girl. Th e biker brings the girl to her terrifi ed parents, 
who thank him endlessly. 

A reporter has witnessed the entire event and approach-
es the biker. “Sir,” he says, “that was the bravest, most heroic 
act I have ever witnessed.” To which the Harley rider replies: 
“It was nothing really. Th e lion was behind bars. I just saw 
this little kid in danger, and acted as I felt right.” 

Still impressed, the reporter says: “‘Well, I’ll make sure 
this won’t go unnoticed. I’m a journalist, you know, and 
tomorrow’s paper will have this story on the front page. So, 
what do you do for a living, and what political affi  liation do 
you have?”

“I’m a US Marine, a Republican and I’m voting for 
Trump,” the biker answers and the journalist leaves. 

Th e following morning our biker hero buys the news-
paper to see if his act of heroism had indeed made the front 
page. He is shocked when he sees the headline: US Marine 
Assaults African Immigrant and Steals His Lunch.

Th e point of my story is this: Just because the news is 
negative doesn’t mean that it’s a true refl ection of the situa-
tion. In the end it’s all about perception and for this reason 
it’s important to stay positive, keep our heads down and 
keep believing that these trying times for the industry too 
shall pass.

Liana Reiners,
Editor
liana@autolive.co.za

To advertise in  contact

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

BY ROGER HOUGHTON

A declining local new vehicle market, col-
lapsing sales in Africa north of our border 
and a business environment where politics 
and corruption is increasingly mixed up 
with the economy is making 2016 a very 
tough year for all aspects of the South 
African motor industry.

Overall new vehicle sales for the fi rst 
10 months of 2016 are down by 11.2% from 
517 152 units a year ago, to 459 486 at the 
end of October this year. Total exports of 
built-up vehicles are up by a slim 2.2% from 
288 288 units between January-October 
2015 and 294 596 in the same period.

Domestic sales in October at 48 745 
units were 10.1% lower than in the cor-
responding month last year, while exports 
were up 10.8% at 30 718 units.

According to NAAMSA an estimated 
37 931 units or 77.8% represented sales 
through the dealer channel, 16.5% repre-
sented sales to the vehicle rental industry, 
4.1% of sales went to corporate fl eets and 
only 1.6% of the vehicles were bought by 
the government.

Car sales were down 9.5% to 32 738 
units, LCVs fell 10.7% to 13 559 units, 
medium truck sales slumped by 26.8% and 
sales of heavy trucks and buses declined 
by 9.2%. Th e fall in sales in the latter two 
categories are cause for concern as this 
suggests lower levels of capital investment 
in the economy.

Toyota continued to lead the way in 
terms of total vehicles sales in October with 
11 129 units delivered. It was the only brand 
to exceed the 10 000 unit barrier for the 
month and is well set to cement its market 
leadership in South Africa for the 37th con-
secutive year. At present, it is 24 558 units 
ahead of runner-up Volkswagen.

Toyota products also set the pace in the 
People Carrier category with Quantum, 
dominated the C Category with Quest/
Corolla/Auris combined, while Fortuner 

was the leading SUV with 1 172 sales. Th e 
recently upgraded Avanza secured top spot 
in the MPV segment.

Ford continues to have a stellar year in 
terms of growing market share. In October, 
it hit the highest market share in a history 
that stretches back to 1923 at 16.4% of the 
overall market. Its year-to-date penetration 
was up 4.2% and the year-on-year improve-
ment in October was 8%. In addition, 
Ranger was both the top-selling one-ton 
bakkie in the country and the best-selling 
model range overall.

WesBank said the drop in dealer sales 
in October mirrored the fact that 15.3% 
fewer loan applications for new vehi-
cles were received during the month. In 
October, the average new car fi nanced was 
12.7% more expensive than in the same 
month in 2015

“However, we continue to receive record 
numbers of applications for pre-owned 
vehicles,” said Simphiwe Nghona CEO of 
Motor Retail at WesBank. “Consumers can 
get better value for money in the used mar-
ket, where the average transaction value of 
a fi nanced used car is nearly R100 000 less 
than for a new car.”

October saw the highest volume for 
used car fi nance from WesBank with 97 209 
applications received – year-on-year growth 
of 3.4%.

NAAMSA says that the lower levels of 
new vehicle sales represent a refl ection of 
current diffi  cult economic conditions in 
South Africa. Key economic indicators were 
mixed – the decline in the October 2016 
Purchasing Manager’s Index suggested a 
diffi  cult start for the manufacturing sector 
to the fourth quarter of 2016.

On the other hand, the latest Reserve 
Bank leading indicator had registered 
growth for the fi rst time in three years and 
represented the biggest month on month 
increase over the past two years. Th is sug-
gested the possibility of a modest improve-
ment in the economy over the coming year 
to 18 months. ■

Diffi cult Times Continue 
for Local Motor Industry
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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 
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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
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BY JEFF OSBORNE
HEAD OF GUMTREE AUTOMOTIVE

Alain Visser has been selling cars for thirty years, 
as Senior VP at Volvo Cars, at Ford, at General 
Motors, and Opel. And, as he puts it, he is tired of 
the way it’s been done. Lynk & Co, his pet project, 
is pegged to become the “AirBNB of auto sales”.

Lynk & Co represents the next era of car sell-
ing and indeed, car ownership – one that believes 
the market needs to be remolded into something 
entirely new. Made in China and owned by Geely 
(that also owns Volvo), the Lynk will go on sale in 
Europe and the US in 2018 aft er a launch on their 
home shores.

Although the Lynk seems like any mid-market 
compact SUV, Visser chooses to describe it as “the 
very fi rst smartphone on wheels”. Marketed at 
millennials in urban areas, the car is permanently 
connected to the Internet and comes equipped 
with a share button which enables the owner to 
rent the car to other motorists via an app. Geely 
aims to sell at least half a million Lynks by 2021.

It’s easy to dismiss the Lynk as a fl y-by-night. 
Historically, new car brands have died quiet deaths 
almost at their inception, with no goodwill to build 
on and few consumers willing to take a gamble on 
an unknown (and expensive) product. However, 
the car has an impressive pedigree.

With design guru Peter Horbury at the helm 
(formerly of Jaguar, Aston Martin, Ford and other 
brands) and an impressive 1.5-litre three-cylinder 
hybrid-powered engine, combined with a lithium-
ion battery, the car is giving European automakers 

a run for their money, while capitaliz-
ing on the aff ordability advantage that 
Chinese manufacturers inevitably hold. 
Moreover, the company is the fi rst to 
aggressive future-proof by capitalizing 
on current and concerning tech trends, 
such as the on-demand economy and 
the diminishing need for ownership.

For one thing, the car will not be 
sold through dealerships. Instead, it 
will be ordered online and delivered 
to your door. Services will be similarly 
scheduled – and the car conveniently 
collected wherever you are based. Th e 
car will also have its own app store with 
open APIs so that developers can build 
their own apps and add-ons. Car owners will be 
able to manage the car remotely, distributing digi-
tal “keys” to whoever needs it. Instead of owner-
ship, they are building a model of usership.

As excited as I am about the innovation, I 
can’t help but foster some doubt about the premise. 
Cars are expensive assets to own and maintain, 
and while you will be earning money when your 
car is not being used, you will also be adding more 
mileage to it than you would with a single user. 
More mileage translates to wear, which translates 
to maintenance. Anyone who has ever had to 
hand their keys to their teenager for the fi rst time 
will know how daunting of a prospect it is to have 
someone else drive your car; with this model, 
you will be handing your car to strangers every 
single day.

Remember, it’s not just a matter of buying a 
car and owning a car. What will your insurance 

policies look like? What will legalisation say? (For 
example, how would you handle a traffi  c fi ne dis-
pute? An accident? If your tires are worn and one 
of the drivers borrowing your car is involved in an 
accident as a result, are you liable?) Th ese are ques-
tions that are not subject to Lynk’s control alone.

Th ese cars, even though they are competitively 
priced, are going to be expensive (as all new cars 
are). Will millennials be willing to put a signifi cant 
chunk of their income into an untested, unknown 
Chinese brand with no history, no physical pres-
ence, no face-to-face sales staff ?

As much as I admire Visser’s vision, I have 
to wonder if this model can work in isolation. 
Certainly, I do think most car brands will evolve 
into something very similar in the future. I’m just 
not convinced that it will be within the near future. 
And while I’m not ageist, it is ironic that an entire 
marketing team hoping to speak to an audience of 
millennials have been in the industry longer than 
their target market has been alive. Maybe the Lynk 
is the future that the next generation is clamoring 
for. Maybe it’s just the industry’s guess at what the 
next generation will want.

In any event, I’m curious to fi nd out. ■

Is the World Really Ready for a 
Smartphone on Wheels?

Opinion
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Insight

According to resent research by the Oxbridge 
Academy, an established distance learning college, 
the projected increase in vehicle production in 
South Africa of as much as 50% between 2013 and 
2020 is putting pressure on the supply of suitable 
employees to the local vehicle and component 
manufacturing sectors.

Th e Academy used data gathered from a 
number of sources, ranging from the US Bureau 
of Statistics to the South African Department of 
Trade and Industry to draw up a list of some of 
the professions which will be highest in demand 
locally over the next 10 years.

Among other professions, the survey identifi ed 
technicians in the vehicle manufacturing sector as 
among the critical professions in terms of staffi  ng 
in the future.

Ford Motor Company of Southern Africa’s 
(FMCSA) Vice President of Operations, Ockert 
Berry, agrees. FMCSA is already planning for the 
future and has lift ed the bar in terms of minimum 
qualifi cations for new employees wanting to work 
in Ford’s manufacturing operations. Th e company 
is currently engaged in recruiting 100 new workers 
at the Silverton Assembly Plant and will need a 
similar number at the engine manufacturing facil-
ity in Port Elizabeth in the near future.

“Previously we used a matriculation certifi cate 
with mathematics as a minimum qualifi cation, but 
we are now in the process of lift ing the requirement 
to include a tertiary education qualifi cation with 
national certifi cation,” explained Berry. “Th is has 
become necessary as the manufacturing and plant 
maintenance technologies become increasingly 
complex. Critical areas are computer program-
ming and robotics.

“Th e workers on the assembly lines nowa-
days are far more than operators. Th ey must 

also be problem-solvers and should be able to 
contribute to the success and sustainability of the 
company through cost-saving and productivity 
improvement proposals.

“We also need to develop team leaders and 
process coaches from within the ranks in the com-
pany. Here it is important that these people have 
analytical minds with the ability to manage people 
and transfer skills. Currently we have to look out-
side the company to fi ll some of these positions,” 
commented Berry.

Th e Ford senior executive went on to explain 
the way in which the increasing complexities of a 
modern vehicle manufacturing plant create a huge 
challenge in terms of both logistical control and 
operator skills. He used a list of the large number 

of diff erent components and assemblies required 
to build the range of Ford Ranger pick-ups at the 
Silverton Assembly Plant.

For example, there are 23 diff erent bumpers, 52 
diff erent rear view mirrors – 26 for left -hand drive 
(LHD) vehicles and 26 for right-hand drive (RHD) 
required. Other components or assemblies with sig-
nifi cant complexity are: front seats – 27 LHD and 
24 RHD, roof trim – 30, centre console – 10, steer-
ing wheels – 18, chassis frames – 20, brake boosters 
– 19, rear axles – 35, transmissions – 24, engines – 
20, front wiring harness – 149, body wiring harness 
– 72, instrument panel wiring harness – 39, front 
door harness – 21 diff erent ones for the left  door 
and 21 for the right door as well as 12 diff erent heat-
ing, ventilation and air conditioning units.

All these items have to be sourced and deliv-
ered to the line in sequence with the specifi c vehi-
cles being built and then there can be variations in 
the manner in which they are fi tted to the vehicle. 
Th is underlines the need for skilled people to work 
in this type of manufacturing environment, where 
speed and accuracy in assembly as well as top qual-
ity workmanship are core requirements.

Ockert Berry is in the fortunate position where 
he was able to obtain a wide range of experience in 
the automotive industry as he worked his way up 
through the ranks aft er joining Ford in 1991. His 
fi rst assignment was in the paint shop where he 
started as a trainee.

He was then promoted to the position of 
Production Supervisor, which is now known as a 
Process Coach at Ford. Aft er two years Berry was 
transferred to the Human Resources Department 
for a three-year spell before being moved back 
to production as Production Manager in the 
paint shop.

A period in quality control was followed by a 
spell as Area Manager of the trim and fi nal line. 
Th en it was back to the paint shop before being 
promoted to Assistant Plant Manager.

A step into international operations followed 
when Berry was appointed as Assistant Plant 
Manager at the Ford Australia manufacturing fa-
cility in Broadmeadows. He was due to spend two 
years in Australia but was recalled to the Silverton 
plant in aft er 18 months where, in 2008, he was 
appointed Plant Manager, with the responsibility 
to prepare for the production launch of the new 
Ranger in 2011. He was appointed to his cur-
rent position of Vice President of Manufacturing 
Operations in 2013 and now his responsibilities 
include the Silverton and Struandale manufactur-
ing plants as well as other plants in the Middle East 
and Africa region. ■

Ford Recognises Growing Demand for Skilled Technicians

Ford Motor Company of Southern Africa’s 
(FMCSA) Vice President of Operations, 
Ockert Berry.

The fi rst customer-ready, new Ford Ranger came off the production line at Ford’s 
assembly plant in Silverton, South Africa in September 2015.
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Snippets

continued on next page 

Complicating Formula 1 Racing
Dieter Rencken, South Africa’s only full-time F1 
journalist, has pointed out an amazing fact in a 
recent Tweet: 50 years ago the Formula 1 racing 
technical regulations ran to two pages, with 13 
items; today 88 pages, 22 articles, 100s of clauses, 8 
diagrams and three appendices! ■

Car Makers’ Fuel Economy 
Tricks Cost Drivers Heavily

Drivers of new cars are spending R7-billion a year 
more on fuel than they bargained for because of 
tricks used by vehicle manufacturers to exaggerate 
the effi  ciency of their products, a study has found. 
Th e fuel consumption found when driving a car on 
the road was an average of almost 40% higher than 
the manufacturers’ claim.

Th e new study, From Laboratory to Road, is 
based on the actual fuel consumption of more than 
a million cars monitored by 13 diff erent organisa-
tions in seven countries and coordinated by the 
Berlin-based International Council for Clean 
Transportation (ICCT).

Variances in some popular car models were: 
Smart Four-Four (42% higher), Peugeot 208 (40% 
higher), Volvo V40 (39% higher), Volkswagen Polo 
(38% higher) and Audi A4 (38% higher).

ICCT said manufacturers exploited loopholes 
in the offi  cial fuel consumption tests, conducted 
in by using various methods to improve economy. 
Th ese included over-infl ating tyres and hardening 
then in an oven to reduce rolling resistance, using a 
fully charged battery and switching off  all auxilia-
ries such as air conditioning. ■

JLR Team Does SA Proud
Local talent has once again made it to the podium 
at the Jaguar Land Rover Global Technician of the 

Year contest, which was held in the UK last week. 
Port Elizabeth resident Thomas Grant took 
second place overall while representing Land Rover 
South Africa.

He was one of 36 top technicians, from 
18 markets, who participated in the contest. 
Over a long, gruelling day the best Jaguar Land 
Rover technicians in the world had to prove 
their mettle through practical fault fi nding 
on test vehicles, completing theoretical tests, 
and demonstrating their mechanical and 
electrical knowledge.

Th omas made his way to the global round by 
winning the South African Technician of the Year 
contest, earlier this year. Already recognised by his 
local peers for his skills and talent, he can now hold 
his head high and enjoy the international recogni-
tion that comes with being one of the top global 
technicians for the British brand. To sweeten the 
deal, Th omas also takes home prize money of 
£4 000 – in addition to the R270 000 he won in the 
local contest. ■

VWSA Awarded for 
Environmental Efforts

Volkswagen Group South Africa’s (VWSA) 
Communications Division was awarded the 
Th ink Blue. Factory Environmental Engagement 
Award, ahead of 27 other plants in the Volkswagen 
Group for its continued communication of 
environmental awareness.

At the awards ceremony, held recently in 
Wolfsburg in Germany, it was announced that this 
is the fi rst time this award was presented to a non-
technical team for broad and engaging support of 
the Th ink Blue. Factory strategy.

Th ink Blue. Factory, introduced in 2011, 
is Volkswagen’s holistic programme for envi-
ronmentally responsible manufacturing at its 
plants worldwide.

“During the process of rolling out the Th ink 
Blue. Factory concept to the over 3 500 employees 
at our manufacturing plant in Uitenhage, it was 
important for the Communications Division to en-
sure that everyone was able to translate these con-
cepts into their everyday life,” said Matt Gennrich, 
General Manager: Group Communications 
at VWSA.

Th e roll-out campaign saw employees being 
given practical tips and ideas on reducing water 
usage, energy, waste, CO2 and solvent emissions. A 
Th ink Blue. Pavilion, built from recycled materials 
from the factory waste yard, was built and used 
as a one-stop facility aimed at educating employ-
ees on practical environmental ideas that can be 
implemented at home and work. At the pavilion, 

employees were given demonstrations on solar 
panels, the importance of water tanks and how a 
worm farm can reduce waste whilst also giving one 
fertiliser for the garden.

“We have gone to great lengths to engage our 
employees on increased environmental conscious-
ness, whether it is encouraging them to report 
water leaks to our in-plant plumbing service or 
establishing an Energy Management Team that has 
come up with innovative ways to reduce the fac-
tory’s energy consumption,” said Gennrich.

“To encourage employee participation, as a 
company we also negotiated special discounts with 
leading retailers on energy-effi  cient equipment, 
including solar-powered geysers, for use at home,” 
added Gennrich. ■

Next-level Shared Car 
Ownership from Nissan

Nissan recently announced a pioneering new 
digital-fi rst shared car ownership service which is 
set to transform the traditional car sharing indus-
try. NISSAN INTELLIGENT GET & GO MICRA, 
revealed by Nissan Chairman and CEO Carlos 
Ghosn at the Web Summit in Lisbon, Portugal, will 
give people the possibility to part-own a brand new 
Nissan Micra.

Social networking is at the heart of this plan, 
as Nissan is able to profi le-match consumers to 
form next-generation car sharing communities 
through a 100 percent digital experience.

Launching initially in the Paris area later this 
year, cars are expected on the road by April 2017. 
Th e service, based on a unique algorithm that uses 
social profi ling and geo-localisation technology, 
will match compatible owners with comple-
mentary driving needs to form a digital, shared 
ownership community. With bespoke monthly 
invoicing based on car usage, members can expect 
no surprises.

Th is new service is borne out of Nissan’s 
Intelligent Mobility vision, which provides a 

Port Elizabeth resident Thomas Grant took 
second place overall while representing 
Land Rover South Africa at the Jaguar Land 
Rover Global Technician of the Year contest, 
which was held in the UK last week.
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framework for how cars are powered, driven, and 
integrated into society, all while staying focused on 
creating more enjoyable driving experiences. With 
the proliferation of the shared economy model, 
which impacts everything from cars to food to 
homes, today’s announcement is a step towards 
realising this Intelligent Mobility goal.

NISSAN INTELLIGENT GET & GO MICRA 
service uses the new Nissan Micra Acenta 0.9O 
MT with Bose Personal Audio and will include 
insurance, servicing, access to the online match-
ing tool, smartphone app and in-car technology. 
Communities will need to agree upon an annual 
mileage limit of 15 000 km.

MBSA Brings You 
the Good News

Mercedes-Benz South Africa has embarked on an 
ambitious project – in partnership with Beautiful 
News and 24.com – to bring South Africa a series 
of fi lms and photography, portraying positive 
stories dedicated to the people of this country 
and continent. Each day at 16:14 for the next 
year, the Beautiful News platform will release a 
Beautiful News story refl ecting on the goodness of 
everyday people.

“Mercedes-Benz South Africa is proud to 
partner with Beautiful News on this extraordinary 
project to help disseminate stories that demon-
strate the best in humanity and the best of South 
Africa,” said Selvin Govender, Marketing Director 

Mercedes-Benz Cars.
“In this digital age 

we have the opportunity 
to spread the Beautiful 
News concept far and 
wide, especially since 
this is such a visual plat-
form. We believe digital 
touches every industry, 
and even as an automo-
tive manufacturer we 
can be involved in bring-
ing to life a partnership 
such as the one with 
Beautiful News. Th is will 
be done using our own 
digital touchpoints to the 
public, our customers, 
and our own employees,” 
he explained.

“With this partner-
ship, we have come up 
with novel ideas on how 
a digital experience can 
break down barriers and 
revolutionise the user 
experience to a whole 

new level. Digitalisation is paving the path for us 
and we are excited to be sharing this project with 
the people of South Africa in a meaningful and 
intelligent manner,” Govender concluded.

Beautiful News will focus on a variety of gen-
res, including incredible individuals, community 
role models, thought leaders, and inspiring people 
with a passion for life, among others. 

Watch Beautiful News on: 
www.beautifulnews.co.za or #beautifulnews ■

Accolades for AutoLive scribe: AutoLive contributor, Roger 
Houghton (centre) was adjudged the runner-up in the Motorsport 
– Magazines category in the recent SA Guild of Motoring 
Journalists’ Motor Journalist of the Year competition. His entry 
included two articles published in Classic Car Africa: Always the 
bridesmaid, never the bride (Toyota’s history at Le Mans and in 
F1), and Man among Men (a tribute to the late Jan Hettema). The 
third article was on Kyalami and was published in Ian Groat’s 
Automotive Refi nisher. In the photo Roger is fl anked by Derek 
Leach (left), the Vice President – Sales and Marketing at Toyota 
Financial Services, the major sponsor of MJOY, and Bernie 
Hellberg, the chairman of the Guild.

Three’s the charm: Happiness is winning 
the international Tara Rally in Namibia for 
the third time. This is what South African 
rally driver Japie van Niekerk achieved 
at the weekend. He is the only person to 
have won this event three times in the 47 
years that it has been staged since 1969. 
He previously won in 2013 and 2014. 
This year Japie, seen with his son, Jace, 
shared the New African Developments 
Ford Fiesta S2000 with his business 
colleague and multiple SA champion 
co-driver, Robin Houghton (left). Japie 
and Robin had a rally-long dice with Wilro 
Dippenaar and Riaan van der Westhuizen 
(Toyota Auris S2000), eventually winning 
by 26 seconds. Third place was fi lled by 
Jaco Redelinghuys and Cecil Koortz in a 
Toyota RunX S2000. There were 21 cars 
in this annual event which comprised 21 
special stages.

https://twitter.com/hashtag/beautifulnews?src=hash
auto.lightstone.co.za/
auto.lightstone.co.za/
https://itunes.apple.com/za/app/live-auto/id616030143?mt=8&ign-mpt=uo%3D4
https://play.google.com/store/apps/details?id=za.co.lightstone.lightstoneVVi
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A strong indicator of the sad plight of new vehicle 
sales in Africa, outside the South African Customs 
Union, comes from Nigeria, where it is reported 
that sales had slumped 80% in the fi rst 10 months 
of 2016, compared to the fi rst 10 months of 2015.

Th is lack of demand is wreaking havoc with 
the sales planning of South African motor compa-
nies exporting built up vehicles from SA to other 
African countries.

Year-to-date exports from SA into Africa 
stood at only 17 930 units at the end of October, 
which was 48% below the fi gure for the fi rst 10 
months of 2015, when 37 060 vehicles were shipped 
into Africa. Th is fi gure, in turn, was 30% below the 
fi gure for the same period in 2014. Even this latter 
fi gure was 19.2% below the 2013 exports, so the 
current trend is truly catastrophic.

Toyota continues to lead the way, but its 
exports have dropped 41% from 16 917 in the fi rst 
10 months of 2015 to only 7 008 units for the same 
period this year. Other major SA players’ fi gures 

for 2016, with 2015 fi gures in parentheses, were: 
Nissan 4 794 (8 299), Ford 2 737 (6 706) and GM/
Isuzu 1 529 (2 923).

Top export destinations for the January-
October period of 2016 were: Ghana (2 695), 
Nigeria (2 449), Kenya (1 602), Zimbabwe (1 387), 
Tanzania (1 261) and Zambia (1 057). Th ese are the 
only countries which have imported more than 1 
000 built-up units from SA so far, this year.

Total exports of built-up units from South 
Africa into Africa in October totalled 1 548 units 
compared to 1 826 in the same month last year. 
Toyota shipped only 553 units compared to 994 
units in October last year and this was very diff er-
ent from the 2 824 units shipped in October 2014. 
Runner-up Nissan, in fact, improved its exports 
slightly, going up from 364 units in October 2015 
to 379 units this October. GM/Isuzu shipped 192 
units and Ford 191 last month.

Nigeria did not record any imported built-up 
vehicles from SA in October. Most exports went 

to Zambia (203), followed by Tanzania (2145), 
Zimbabwe (132), Algeria (111) and Kenya (101). ■

New Vehicle Sales Tumble 80% in Nigeria

With models such as the popular Hilux in 
its arsenal, Toyota continues to lead the 
way with exports into Africa, but its fi gures 
have dropped signifi cantly compared to 
the same period last year.

Th e initial batch of South African-
built Ford Everest vehicles have 
been produced for export markets 
in Sub-Saharan Africa, and the 
very fi rst vehicle is on its way to its 
new owner in Kenya.

“Th is is an exciting period 
for Ford Motor Company, as 
we’re now seeing the fruits of the 
more than R2.5-billion invest-
ment programme emerge with 
the fi rst locally assembled Ford 
Everest models coming off  the 
line and being shipped to their 
new owners across the region,” 
said Ockert Berry, Vice President 
of Operations Middle East 
and Africa.

“Th e Silverton Assembly 
Plant is now operating as a fully-
fl edged two-vehicle production fa-
cility, assembling both the Everest 
and the Ranger for the domestic 
and export markets.”

Among the next batch of 
Everest export models due for 
shipment are vehicles destined 
for Madagascar, Tanzania and 
Cameroon, with other key mar-
kets to follow. ■

Exports of the South African-built 
Ford Everest have commenced 
to markets in Sub-Saharan Africa 
(SSA), with the fi rst consignment 
of vehicles ready to be shipped 
from the port of Durban destined 
for Kenya, Madagascar, Tanzania 
and Cameroon. This follows 
the start of local production of 
the Everest range for the SSA 
region in October, resulting from 
an investment of R2.5-billion 
in the Ford Silverton Assembly 
Plant in Pretoria. Aside from the 
investment, localised production 
created approximately 1 200 new 
jobs at Ford Motor Company of 
Southern Africa and within its 
supplier network.

Everest Exports Commence
Tiger Wheel & Tyre, which has 91 stores in South Africa, two in Harare, 
one in Bulawayo, as well as stores in Namibia, Botswana, and Mozambique, 
opened a store in Kwekwe, Zimbabwe earlier this month.

Tiger Wheel & Tyre is best known for its professional service and for 
selling only top quality products that include wheels and tyres. For more 
than three decades, the brand has strived to, and succeeded in raising the bar 
in its industry. 

Th e Kwekwe store features two high-tech fi tment bays and one align-
ment bay. Under the competent leadership of Store Manager, Ishmael Gatore, 
the highly trained sales staff  and technicians are looking forward to intro-
ducing the brand to local motorists.

In keeping with the formula that made Tiger Wheel & Tyre famous, and 
forever changed motorists’ expectations of a wheel and tyre store, the store 
features a high-tech showroom where products are displayed for custom-
ers to examine up close. A hospitality lounge allows customers to relax 
and unwind over a magazine or catch up on the day’s news, while enjoying 
complimentary refreshments.

Among the tyre brands available to customers, are Continental, 
Goodyear, Pirelli, 
Yokohama, Hankook, 
Michelin, BFGoodrich, 
GT Radial, Sumitomo, 
Apollo and Tiger Wheel 
& Tyre’s own value 
brand Velocity. Wheels, 
in turn, include models 
from TSW, Racing 
Hart Concepts, Black 
Rhino, and Turn 1, 
among others. ■

New Zim store for Tiger Wheel & Tyre

The Kwekwe team.
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The various dealerships were 
evaluated on the best return on 
operating assets among dealers 
of the same size in each region.

Toyota dealers are leading the way at the half-
way mark in the National Automobile Dealers’ 
Association’s Business of the Year (BOTY) contest 
organised by Sewells MSXI, the well-known, global 
consulting and outsourcing company which spe-
cialises in the automotive industry.

Toyota, the top-selling vehicle brand in South 
Africa for the past 36 years, had nine category lead-
ers out of three dealer categories – large, medium, 
and small – in six geographic regions. Ford dealers 
were next best, with four category leaders. Th en 
came Nissan with two category leaders, while 
Audi, Mazda, and Volkswagen dealers each topped 
one category.

Th e leaders in the various categories were 
announced at the recent national road show under-
taken by NADA and Sewells MSXI. Th e various 

dealerships were evaluated on the best return on 
operating assets among dealers of the same size in 
each region.

Next year the top fi ve dealers in each cat-
egory will be grouped together and the winning 
Franchise Dealership in each category will be an-
nounced at a NADA Sewells MSXI BOTY Awards 
function in March.

Interestingly only two dealerships from last 
year’s list of 15 BOTY fi nalists were ranked as 
category leaders at the halfway point of the 2016 
contest. Th ey were Rustenburg Toyota and BB Auto 
Ford Polokwane.

Th e category leaders at the halfway stage of the 
2016 BOTY contest are:

 ■ Gauteng: Large – Monument Toyota, 
West Rand; Medium – CMH Ford, Pretoria 
North; Small – CMH Toyota, Alberton.

 ■ Limpopo: Large – Limpopo Toyota, 
Polokwane; Medium – BB Auto Ford, 
Polokwane; Small – BB Auto Ford, 
Mokopane.

 ■ Mpumalanga: Large – Barloworld 
Toyota, Witbank; Medium – TWK Toyota, 
Standerton; Small – Autowagen Volkswagen, 
Bronkhorstspruit.

 ■ Western Cape: Large – Barloworld Toyota, 
Tygervalley; Medium – Ceres Toyota; Small 
– Caledon Toyota. ■

Contest Hots Up in BOTY 2016 Competition

mailto:mpaxton@sewells-msxi.com
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BY ROGER HOUGHTON

Yes, it may sound strange, but in the case of 
automotive engines it has been happening for 
several years now, as capacity is downsized–usually 
with the addition of forced induction – to cut fuel 
consumption and harmful exhaust emissions. Th is 
trend is not limited to economy cars either, but 
extends all the way up to the top of the pyramid of 
high performance cars.

Porsche, the German maker of an ongoing 
slew of iconic cars, has made use of turbocharging 
for track and road cars for many years. In terms of 
road cars, Porsche introduced a halo Turbo model 
for its famous 911 range at the height of the oil 
crisis in 1974.

Now turbocharging is proving a boon for 
the world’s car makers as an important technol-
ogy to improve fuel economy and cut harmful 
emissions in the face of increasingly stringent 
regulations worldwide.

Porsche has taken this step for its Boxster and 
Cayman mid-engined, two seater sports cars with 
both the drop top and coupe using the same four-
cylinder turbo engines of either 2- or 2.5-litre dis-
placement. Th ese replace the previous six cylinder 
power units, all of them with Porsche’s signature 
horizontally opposed layout.

Each of the two versions of the engine produce 
26 kW more power than their predecessors – 220 
kW for the 2-litre and 257 kW for the 2.5-litre S 
models – but the real improvement in grunt is in 

the form of much more toque. In the case of the 
2-litre this goes up by 100 N.m or 35% and the 
larger capacity version boasts 420 N.m, which 
is an increase of 60 N.m. All these fi gures add 
up to faster acceleration and higher top speeds 
which approach 300 km/h.

Porsche has also taken the opportunity to 
integrate the cars’ names with the legendary 
718 designation which dates back to the famous 
Porsche Spyders built for racing and hillclimb-
ing from 1953 to the mid-1960s.

Th e recently-launched 718 Boxster and 718 
Cayman are moving closer together both visually 
and in technical terms. Th e completely retuned 
chassis, more powerful brakes and the tradi-
tional Porsche handling agility add further to the 
driving enjoyment.

A six-speed manual gearbox is standard, with 
a seven-speed PDK transmission as an option.

Th e enhanced interior is not only better 
looking, but has more features to further improve 
driving pleasure. A central element of the new 
interior layout is the integration of Porsche 
Communication Management which links 
smartphone and a top-quality sound system, with 
optional features available to further enhance 
this feature.

Th e introduction of the new generation 
718 models proved the opportunity to price 
the Cayman coupe lower than the convertible 
Roadster – like the situation with the 911 models. 
Prices now range from R854 000 for the standard 
Cayman to R947 000 for the Boxster S. As usual 
there are a host of options from which buyers 
can choose.

I recently had the opportunity to sample both 
body styles and both engines over the classic test 
drive route from Cape Town via Stellenbosch and 
several beautiful mountain passes to a lunch stop 
at De Kelders in Gansbaai and then back to Cape 
Town airport via Caledon and Sir Lowry’s Pass.

Besides the thrusting performance of the cars 
– accompanied by melodious exhaust notes – the 
weather played along with lots of bright sunshine 
and little wind to make the drive even more exhila-
rating and enjoyable. Unfortunately, the visiting 
whales did not come out to play in Walker Bay on 
the day we lunched there but their non-appearance 
certainly did not spoil an idyllic day! ■

Prices now range from R854 000 
for the standard Cayman to 
R947 000 for the Boxster S.

We Drive

Less Can be MoreLess Can be More
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BY LIANA REINERS

Here’s a question for you: Why do people buy 
Chinese vehicles? Th e answer is quite simple really; 
it’s because they’re cheap. Not for their advanced 
technology, not for their great styling but because 
they off er good value for money. And while in the 
past cheap has inevitably been synonymous with 
nasty as far as some Chinese off erings were con-
cerned, nowadays one can get quite a lot of bang 
for one’s buck.

Take the JMC Vigus as an example. Th e gap 
in pricing between the Vigus and some of its more 
established competition can’t be ignored, especially 
if you’re shopping on a budget. In fact, there’s no 
denying that the Vigus represents really good value 
for money.

Looks-wise the Vigus off ers nothing to get 
excited about, but that doesn’t mean it’s ugly. It has 
middle-of-the-road kind of styling and certainly 
looks the part of a serious double cab bakkie, 
although there’s no denying that it seems a bit long 
in the tooth in the design department.

As far as the interior is concerned, standard 
specifi cation levels are good, with leather seats, a 
multifunction steering wheel and a touch-screen 
infotainment system all forming part of the pack-
age. And while the layout certainly can’t be faulted, 
it’s clear that the plastic trim used isn’t exactly of 
the highest standard. Still, all things considered, 

the cabin is a comfortable place to be, and very spa-
cious for even passengers in the rear.

Th e ride quality on tar can’t be faulted and 
there’s very little body roll. On gravel or wet roads 
the ride becomes a bit bumpy though.

In terms of performance, the Vigus is rather 
capable although it is slightly lacking in the re-
fi nement department. Its 2,4-litre diesel engine 
develops 90 kW and 290 Nm of peak torque. It 
certainly doesn’t feel underpowered but doesn’t feel 
as torquey as some of its direct competitors.

On the safety side, the Vigus is equipped with 
ABS and integrated electronic brakeforce distribu-
tion (EBD). It also has airbags for the driver and 
front passenger, seatbelts for fi ve, rear parking 
sensors and automatically locking doors.

Th ere’s no denying that the JMC Vigus 
represents really good value for money but it’s by 

no means a luxury bakkie. It’s a great leap forward 
for JMC and although the bakkie is a little rough 
around the edges it’s a really good budget buy. ■

The gap in pricing between 
the Vigus and some of its more 
established competition can’t 
be ignored.

We Drive

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

digital

Bang for Your Buck

http://www.trucksmag.co.za
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Hot Buys

Keys, mobile phones, cameras, i-pads, laptops, 
passports and wallets can all be a nightmare when 
mislaid. Yet, when they arrive at a lost-property 
offi  ce or police station, only approximately 25% are 
returned to the owner because there is no simple 
way to track them down. Aft er less than a month, 
the items that are unclaimed are usually auctioned.

Up to 20 million bags are mislaid in airports 
every year and in London alone, 50 000 mobile 
phones get left  behind in taxis annually. South 
Africa is no diff erent, with thousands of personal 
belongings making their way into Lost & Found 
containers nationwide every year. Car keys are 
one of the most commonly misplaced items, and 
are almost impossible to reunite with their owners 
without some external help.

HomingPIN off ers an innovative solution to 
this global problem by providing baggage loops 

with tags, key rings and stickers that have a unique 
identifi cation number on them. Th is number 
gets activated online prior to using the tag, and is 
linked to the owner’s email address and cell phone 
number. If someone fi nds a cell phone, keys, bag-
gage, or any other item that has a HomingPIN tag 
on it, they can notify the owner by visiting www.
homingpin.com and entering the unique identi-
fi cation number, as well as their contact details. 
Th e owner is immediately notifi ed via SMS and 
email, and is able to contact the founder to retrieve 
their belongings. Finders are not given the owner’s 
contact details, however, so it is up to the owner to 
make contact fi rst.

HomingPIN is integrated with the world-
wide World Tracer system, which all baggage 
handlers have access to. For airlines, HomingPIN 
will instantly provide information on the bag’s 

whereabouts, 
enabling them to 
contact the owner and 
arrange for collection 
or delivery.

Th e HomingPIN 
starter pack retails for 
R200, with the standard 
pack costing around R450. 
HomingPIN packs are avail-
able at select Cape Union Mart Stores and online at 
www.takealot.com. ■

From Lost to Found

Autoshoes prevent tyres from going out of shape 
by cradling each one on a precisely-shaped, 
three-dimensional rubber mat. Not only that, 
but it extends the contact area by curving around 
the circumference of the tyre and increasing the 
eff ective footprint – thus preventing the deforma-
tion that can ruin the tyres of a car that is used 
infrequently. Th ese obviously include museum 
pieces, race cars, and those vehicles that usually 

only get taken out for shows, breakfast runs and 
other special occasions.

If you’ve ever driven a car that has stood 
for months and it felt like you were on a badly-
potholed road the reason is usually because 
the tyres are out of round. Some tyres do 
recover from this over time but others can be 
permanently damaged.

So why run the risk of ruining perfectly good 

tyres, and also spoiling an event – driving your 
‘special’ car – when it can be easily avoided with a 
set of Autoshoes?

Features and benefi ts of Autoshoes include:
 ■ Pad width of 310mm – making them suitable 
for virtually all tyres sizes. Total pad length 
is 590mm.

 ■ Non-slip ribbed surface – easy and safe 
to drive onto. Th ey’ll also conform to 
uneven surfaces, while foam pads on the 
underside provide maximum grip whatever 
the surface.

 ■ Made from top quality rubber – they won’t 
be damaged by oil and other fl uids and 
products commonly found in a garage 
environment.

 ■ Portable – a set of four weighs approximately 
12 kilograms and they are sold in a durable 
carry-bag.

 ■ Being Italian, they’re stylish and elegant 
too – because looking good at all times is 
important.

Autoshoes are available from Automotive 
Technology Specialists (ATS) for R2 995 (excluding 
VAT) per set – or put another way, a small percent-
age of the price of a typical 18-inch performance 
tyre. Contact ATS on (011) 670 8400 or email 
info@ats-motorsport.co.za. Alternatively, visit 
www.ats-motorsport.co.za. ■

Footwear for Your Car

mailto:info@ats-motorsport.co.za
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New Models

AUDI A3
The new Audi A3 model range boasts new technology, engines 
and refreshed styling. Also new on-board is the innovative 
operating and display concept, the Audi virtual cockpit. The 
new Audi A3 is available as a three-door Hatchback, a fi ve-door 
Sportback, Sedan and as a Cabriolet. The sport version in the 
form of the Audi S3 comes with numerous innovations and has 
enhanced its dynamic characteristics even further.

FORD EVEREST
Local production of the Everest has enabled Ford to signifi cantly 
expand the line-up, which is now on sale in South Africa. Along 
with the two original high-spec 3.2 XLT and Limited 4x4 models 
(originally built in Thailand), localised assembly sees the addition 
of a further six derivatives. This includes fi ve new 2.2-litre versions 
in XLS or XLT trim, as well as the option of a new 3.2 XLT 4x2. 
The 3.2-litre fi ve-cylinder turbodiesel engine remains the range-
topping choice, delivering 147 kW and 470 Nm of peak torque. 
The model line-up now consists of 8 derivatives.

VOLVO XC90 EXCELLENCE
The range-topping Volvo XC90 Excellence is now available in South Africa. Produced on a 
separate, specialised line at Volvo Cars’ Torslanda plant in Gothenburg, Sweden, the new 
XC90 Excellence is available exclusively with Volvo’s T8 Twin Engine powertrain. Up front, a 
235 kW/400 Nm supercharged and turbocharged 2.0-litre 4-cylinder Drive-E petrol engine 
powers the front wheels, via an 8-speed Geartronic transmission. At the rear, the Electric Rear 
Axle Drive (ERAD) system, which is fed by a 9.2 kWh battery pack, sees a 65 kW/240 Nm 
electric motor powering the rear wheels – enabling all-wheel drive when necessary. Total output 
is 300 kW and 640 Nm, and the vehicle is able to switch between either engine depending on 
requirements and driver input. The XC90 Excellence retails for R1 550 000 and is available on 
an order-only basis.

VOLKSWAGEN UP!
VW has updated its up!, which now features sharper lines, a sporty design 
inside and out, now exterior colour choices and wheels and extra standard 
features. The new up! is offered in four equipment levels: Take up!, Move 
up! up! beats and Cross up!. All derivatives come standard with raft of 
safety features including ABS, four airbags and Electronic Stability Control. 
Cross up and up! beats will be available in the fi rst quarter of 2017. Prices 
range from R164 700 to R194 700, with a 3 year/ 120 000 km manufacturer 
warranty and a 12 year anti-corrosion warranty included.

NISSAN NP200 ICE
The NP200 ICE is the coolest half-tonne pick-up to have rolled off 
Nissan’s Rosslyn production line to date. Available in limited numbers, 
the newcomer features metallic paint fi nish, special ICE decals, brushed 
aluminium fi ttings, tinted windows, alloy wheels, as well as a rubberised 
loading bay and fi tted tonneau cover. Pricing is R191 900 for the 1.6-litre 
petrol model and R204 900 for the 1.5 dCi turbodiesel variant. The NP200 
ICE is sold with a 6-year or 150 000 kilometre warranty, which remains 
best in its class. A service plan is available as on option.
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Sneak Peek

LEXUS LC
The new Lexus LC coupé is underpinned by the new Lexus 
front-engine/rear-wheel-drive, GA-L (Global Architecture for 
Luxury vehicles) platform. The LC 500 features a 5.0-litre 
V8 engine mated to the world’s fi rst 10-speed, automatic 
transmission in a luxury vehicle. The LC 500h features 
a Multi Stage Hybrid System (MSHS), which marries the 
elements of a traditional full hybrid powertrain – including 
a 3.5-litre V6 petrol engine, powerful electric motor and 
lithium-ion battery pack – to a four-speed automatic 
gearbox mounted at the rear of the hybrid transmission. The 
LC 500 will go on sale in South Africa in the fi rst half of 2017.

MAZDA CX-5
The new Mazda CX-5 crossover SUV will be launched in Japan in 

February and is expected to launch in Southern Africa mid-2017. The 
powertrain lineup comprises the SKYACTIV-G 2.0 and 2.5 petrol, and 

SKYACTIV-D 2.2 diesel engines. All options offer powerful, linear driving 
performance and outstanding environmental performance.

MITSUBISHI TRITON SU
Mitsubishi Motors has confi rmed the local 
introduction of its all-new Triton SU (Sport 

Utility) for February 2017. Part of the lineup 
will be Mitsubishi’s latest-generation 

2.4-litre 4-cylinder DOHC MIVEC 16-valve 
turbocharged common rail diesel engine, 

paired to either a 6-speed manual of 5-speed 
auto gearbox. Two- or four-wheel drive will be 

available for both. Peak power outperforms 
similar-sized engines with 133 kW at 3 500 r/

min and 430 Nm of peak torque at 2 500 r/min, 
with more than 350 Nm available from 1 500 r/

min. The Triton SU replaces the Triton range 
which was locally introduced in 2007.

JAGUAR I-PACE
The I-PACE Concept previews Jaguar’s fi rst-ever electric vehicle and hints at the production 
version which will be revealed in late 2017. Local introduction will be in Spring 2018. The 
I-PACE is branded as an electric performance SUV with a bold, cab-forward design that 
combines a supercar silhouette with sports car performance and fi ve-seater SUV versatility. 
With a predicted range of more than 500 km, drivers with the average daily commute will 
only need to recharge the vehicle once a week. Electric motors at the front and rear axles 
generate a combined output of 294 kW and 700 Nm of instant torque, delivering sports car 
acceleration and the all-weather, all-surface benefi ts of all-wheel drive.
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Sewells MSXI, the well-known, global consulting 
and outsourcing company which specialises in 
the automotive industry, came up with a string of 
winning strategies for retail motor dealers when 
it participated in the third NADA Business of the 
Year road show of 2016 recently.

Th e presentation by the company CEO, 
Warren Olsen, highlighted three prime strategies 
based on Sewells MSXI global lessons learnt.

Th e three major focus points for 2017 are:
 ■ New vehicle sales – it’s all about market 
share.

 ■ Service sales – it’s all about customer 
retention

 ■ Parts sales – it’s all about countering the 
rise of the independents.

Olsen went on to detail the benefi ts of having 
one of the leading franchises as this is where most 
of the business is being done. For instance, in the 
fi rst half of this year there were 49 brands on the 
local vehicle market and fi ve of these brands were 
responsible for 61% of total dealer sales of 202 000 
vehicles, while 32 other OEM brands each had a 
share of 1% or less.

Th e Sewells CEO said these facts and fi gures 
mean that more multi-franchise dealerships are 
inevitable, especially considering the rising costs 
of running a profi table automotive dealership in 
South Africa.

“Multi-franchise setups provide a crucial 
hedging position for investors in tough and 
competitive environments. Multi-franchise dealers 
are then able to actively seek effi  ciencies that can 
fl ow from this type of set-up,” explained Olsen. 
“However, dealers must realise that certain fran-
chise mixes work better than others and that brand 
integrity and separation are still very important. 
On the other hand, the OEMs need to lay out clear 
multi-franchise guidelines.”

Th e key to the second major focus for dealers is 
for them to develop and implement eff ective strate-
gies to retain service customers.

Customer retention has tangible benefi ts, but 
it is a challenge that requires proactive think-
ing. OEM service plans and warranties are good 
tools to keep dealer customers loyal, with service 
plans responsible for keeping 68% of customers 
loyal with warranties having a 45% loyalty factor. 
However, the problem arises when the vehicle is 

out of warranty because then only 10% of custom-
ers remain loyal to a dealership.

A proactive solution is for dealers to sell “their 
own” dealer service or labour plans as, according 
to European studies, this tactic achieves 89% dealer 
customer loyalty once the OEM plans expire.

Th e use of predictive analytics play an impor-
tant role in encouraging customers to return to 
the selling dealer for aft er-sales service. It is also 
important to look aft er customers so that they are 
willing to recommend a dealer’s service to family, 
friends, and business colleagues, while not neglect-
ing the basics of regular, special-off er service 
promotions.to the independents with the backing 
of an OEM.

Olsen also discussed the increasing role being 
played by independent service providers in the 
retail motor industry, with particular focus on 
tyre, battery and shockabsorber fi tment as well as 
selling parts and providing vehicle servicing and 
undertaking repairs.

“Th e independents must not be underestimat-
ed whether they are off ering used vehicles, parts, 
service or body repairs, but these independent 
operators are also a wonderful potential market for 

selling them genu-
ine replacement 
and service parts,” 
added Olsen.

Firstly, he 
said the dealers 
should investigate 
ways of providing 
similar services 
at competitive 
prices, but the 
dealers must 
make mining 
the independ-
ent market a 
prime target for 
parts marketing.

It was no 
surprise to learn that most of the 17 detailed strate-
gies that were presented to the the delegates at the 
NADA Business of the Year (BOTY) road show 
leaned heavily towards the use of strong industry 
partnerships, technology, webspace and the use of 
other digital communication methods in the rap-
idly changing environment in which motor dealers 
are now operating in most part of the world, 
including South Africa.

Olsen also stressed the importance of still 
maintaining the personal link with customers, 
staff , and other business partners as it is still very 
important for a business to have a face and a hu-
man side in these changing times. ■

Winning Strategies for 2017

“Multi-franchise setups provide 
a crucial hedging position for 
investors in tough and competitive 
environments.”

“The independents must not be 
underestimated whether they 
are offering used vehicles, parts, 
service or body repairs.”

There are clear benefi ts to having one of the leading franchises as this is where most of 
the business is being done.

Sewells MSXI CEO, 
Warren Olsen.
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Corporate Social Responsibility

Earlier this month, 11 charities and non-
profi t organisations received donations from 
Volkswagen. Th e Ray Mhlaba Skills Training 
Centre, Oosterland Child and Youth Care Centre, 
Missionvale Care Centre, Yokhuselo Haven, 
Th and’usana (Love a Baby): Babies Safe Home, 
St. Francis Hospice Nelson Mandela Bay, SOS 
Children’s Village, Th e Extended Hand, Uitenhage 
Mental Health Society, Ntlemeza Primary School 
and SAMREC shared the R2 million donation, 
which was handed over to them at the Volkswagen 
manufacturing factory in Uitenhage.

Th is money will allow these charities and non-
profi t organisations to continue uplift ing, upskill-
ing and caring for the disadvantage and displaced 
citizens of the Nelson Mandela Bay Metro. Th e 
work of these charities mirrors the Volkswagen 
for Good initiative which has a strong focus on 
positively impacting education, youth develop-
ment, enterprise development, health, community 
and wellbeing.

“Volkswagen believes strongly in caring for 
others. Th ese organisations work hard to care and 
uplift  our citizens, so being able to lift  a little of 

their fi nancial burden is the right thing to do. I am 
proud that as a company we are able to assist them 
so that they can continue to help the communities 

in which they operate,” said Th omas Schaefer, 
Chairman and Managing Director: Volkswagen 
Group South Africa. ■

Thomas Schaefer, Chairman & Managing Director: Volkswagen Group South Africa with 
representatives of the 11 local charities that received the R2 million donation.

Financial Support For Deserving Charities

Th e General Motors South Africa (GMSA) 
Foundation recently held a seminar which ad-
dressed the binding constraints in education, 
especially where poor schools are concerned.

Much research had been done on the topic by 
a team of economists from Stellenbosch University 

in 2015/2016, under the Programme to Support 
Pro-poor Policy Development (PSPPD), collabora-
tion between the European Union and the South 
African Presidency.

Drawing on wide research, the team pro-
duced two interdependent reports. Th e fi rst, 

entitled Identifying 
the Binding 
Constraints in 
Education, isolated 
four constraints 
that, if not rectifi ed, 
prevent all other 
interventions from 
having any signifi -
cant impact. Th ese 
are weak institu-
tional functionality, 
undue union infl u-
ence, weak teacher 
content knowledge 
and pedagogical 
skill and wasted 
learning time and 
insuffi  cient opportu-
nity to learn.

Th e second report, Laying Firm Foundations: 
Getting Reading Right, identifi ed the central role 
of learning to read.

Th e main speakers at the colloquium were Prof 
Servaas van der Berg and Dr Gabrielle Willis, both 
from the Stellenbosch University.

Arising from two decades of school develop-
ment work, the GMSA Foundation recognises 
the strategic importance of this binding con-
straints report as it gives new clarity and im-
petus to school development by diagnosing the 
systemic challenges.

According to André Forbes, Education 
Project Manager for the GMSA Foundation, the 
main recommendations also resonate with the 
key focus areas of the GMSA Foundation and 
reinforce the Foundation’s long-term priorities. 
“Th e aim of the colloquium was therefore to look 
at the four binding constraints plus literacy and 
to seek collective solutions to deal with them,” 
he said.

Forbes said the fi ndings of the reports were 
so focused and compelling that the GMSA 
Foundation is eager to support an expanding 
discourse about understanding how to set about 
making a real diff erence. ■

Unpacking the Binding Constraints in Education

From left Habib Karimulla from the Department of Basic Education, 
André Forbes, Professor Servaas van der Berg, GMSA Foundation 
General Manager Roger Matlock and Dr Gabrielle Wills.
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Volkswagen Group South Africa (VWSA) and 
the Offi  ce of the Premier of the Eastern Cape, 
have jointly initiated a programme that will train 
100 unemployed people in the Nelson Mandela 
Bay Metro.

In December last year, VWSA and the Offi  ce of 
the Premier of the Eastern Cape, signed a funding 
agreement to support VWSA’s training initiatives. 
Th e R20 million funding is being used to provide 
training for specialist skills such as advanced PLC 
and robotics, vehicle electronics, applications and 
product development. Th e fund will also be utilised 

to upgrade training facilities 
and equipment.

Th e training is coordinated 
by VWSA’s Learning Academy 
under the watchful eye of 
project leader, Simphelo Peter. 
“Trainees will undergo a 13 
week training programme that 
will cover fundamental skills 
such as the correct use of hand 
tools and lean manufacturing. 
Th ereaft er, they will take part 
on the job production training,” he said.

Th e training has already started, with the 
fi rst 30 trainees currently attending fundamental 
skills classes. Th e training programme is linked 
to four unit standards within the Automotive 
Manufacturing Qualifi cation and will give trainees 
28 credits towards a future qualifi cation.

“We are delighted to partner with the Offi  ce 
of the Premier of the Eastern Cape to train some 
of the unemployed people in our metro. Training 
and the upskilling is vitally important to give 
people a chance to enter the formal job market,” 
said Th omas Schaefer, Chairman and Managing 
Director: Volkswagen Group South Africa. ■

The training has already 
started, with the fi rst 30 trainees 
currently attending fundamental 
skills classes.

Corporate Social Responsibility

Trainees and coordinator in the workshop.

Tackling Unemployment Head-On

Th e Hope Crosses Any Terrain team made a touch-
ing visit to the South African Red Cross Nursery 
School in Vereeniging, at the end of October. 
Along with donating thousands of essential items, 
staff  from Land Rover South Africa were given an 
opportunity to help make a diff erence in the lives 
of young children.

A collection drive was hosted by the Land 
Rover head offi  ce and 31 participating dealer-
ships across South Africa. With donations from 
staff  and members of the public, a total of 14 326 

essential items were collected, ranging from 
blankets and clothes, to food, toiletries and toys. 
Th e shipment then made its way to the South 
African Red Cross head offi  ce in Johannesburg, 
from where it was distributed to the organisa-
tion’s network of nurseries, orphanages and 
old-age homes.

Staff  members from Land Rover South Africa 
went above and beyond on their visit to the Red 
Cross Nursery School in Vereeniging, which is 
home to 88 young children under the age of six. An 

entire a day was set aside to bring joy and change 
their lives in a meaningful way.

Playtime was upgraded, thanks to the installa-
tion of a new jungle gym, and 100 soccer balls were 
donated to ensure smiles all around. Popcorn and 
ice cream stations were set up to create a festive, 
playful atmosphere, while Land Rover staff  mem-
bers went about upgrading classrooms with a fresh 
lick of paint and new educational items.

Additionally, each child received a Hope 
Crosses Any Terrain backpack containing es-
sential educational items, a water bottle, treats 
and refreshments.

Land Rover’s long-standing relationship with 
the Red Cross in South Africa has seen a number 
of collaborations. In 2015 assistance was provided 
to rural communities by providing access to HIV 
and tuberculosis treatments – an initiative that 
improved the quality of life for 50 612 people. 
Th rough Hope Crosses Any Terrain and initia-
tives like the Land Rover Hope Boxes, Jaguar Land 
Rover South Africa will contribute to their world-
wide goal of changing 12-million lives by 2020. ■

Land Rover Brings Hope to Red Cross

The Red Cross Nursery School 
in Vereeniging, ... is home to 88 
young children under the age 
of six.
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Earlier in November the longstanding business re-
lationship between MAN Trucks and Buses South 
Africa (MAN) and Golden Arrow Bus Services 
(GABS) reached an impressive milestone with 
the handover of the 1 000th MAN bus supplied 
to GABS.

Th e event, held at the Meerendal Wine Estate 
in Durbanville Hills, was attended by staff  from 
GABS and MAN, as well as City of Cape Town 
Offi  cials from the Mayor’s Offi  ce, the Cape 
Town Metro Police and City Transport. Donald 
Grant, the Western Cape Provincial Minister of 
Transport, was also in attendance.

Markus Geyer, Managing Director of MAN 
Truck & Bus South Africa, highlighted the impres-
sive history of both companies. “In 2011 Golden 
Arrow Bus Services celebrated 150 years of provid-
ing effi  cient transport to the people of Cape Town. 
In 2015 we, at MAN, celebrated a hundred years 
of providing technologically advanced trucks and 
buses to our customers,” he said.

“In 2001 we sold our fi rst bus, a MAN A63 
18.232/Explorer to Golden Arrow Bus Services. 
Th is was the start of a collaborative partnership 
that has led us to this event, 15 years later, where 
we are proud to deliver bus number 1000 to the 
team at Golden Arrow Bus Services.”

Jerone Lagarde, Senior Vice President of 
MAN Truck & Bus, who had fl own from the 
MAN head offi  ce in Germany especially for the 
occasion, commented on the philosophy at MAN 
of collaborating with their clients to develop and 
produce effi  cient and safe transport solutions. 
“We have a dedicated team that interacts with the 
engineers at GABS on a regular basis, ensur-
ing they get the bus they need “, he said. “I do 
not know of many international bus companies 
who have USB chargers or free on-board Wi-Fi 
for their passengers in their buses. Th is is just 

another way South Africa, Golden Arrow Bus 
Services and MAN is leading the way.”

Lagarde stressed the long term commitment of 
MAN to investing in South Africa and its people, 
with over 80% local content being used in the 
manufacturing of its buses, creating local employ-
ment, and upskilling workers.

Referring to the overall commitment of 
MAN to the environment Lagarde remarked: 
“We are very aware of the impact we have on 
our planet. As such we provide strategies that 
mitigate, reduce or cut our carbon off set. An 
example is our Assembly Plant in South Africa. 
It is one of the fi rst in the world, and the fi rst 
within the MAN Group, to be 110% energy 

independent. Th e extra 10% we send back into a 
local energy grid.”

Provincial Minister of Transport, Donald 
Grant, praised the management and staff  of MAN 
and GABS for keeping Cape Town moving over all 
these years. Referring to the Independent Customer 
Survey Report he said: “Th e vast majority of the 
customers of GABS are really complimentary about 
the service. Most of these passengers earn less than 
R3 500 a month, which makes the company vital to 
the transport needs of the poor.” 

Golden Arrow CEO, Francois Meyer stressed 
that the ongoing success of the partnership is 
only made possible by the sterling eff orts of the 
supremely dedicated members of both teams. “I 
am proud to be part of this collaboration between 
GABS and MAN”, he commented. “Th is long term 
relationship has ensured that the R1,4 billion that 
we have spent on MAN buses over the past 15 years 
has made GABS an enduring provider of reliable 
and safe public transport to the people of Cape 
Town, with a laudable 97% effi  ciency ratio.” ■
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“In 2011 Golden Arrow Bus 
Services celebrated 150 years of 
providing effi cient transport to the 
people of Cape Town.”

Major Milestone 
for MAN

At the handover, from left, Philip Kalil-Zackey (Head of Bus Sales, MAN Truck & Bus SA), 
Markus Geyer (Managing Director, MAN Truck & Bus SA), Jeroen Lagarde (Regional 
Management Overseas, MAN Truck & Bus EG), Francois Meyer (CEO, Golden Arrow 
Bus Service), Donald Grant (Provincial Minister of Transport and Public Works, Western 
Cape Government).

http://www.suzukiauto.co.za
https://twitter.com/Suzuki_ZA
https://www.facebook.com/SuzukiAutoSA
http://www.linkedin.com/company/suzuki-auto-south-africa


Subscribe for free @ www.autolive.co.za  Page 21

Motorsport

BY ROGER HOUGHTON

Motor rallying, which has been a major part of 
the local motorsport scene since the national 
championship was instituted in 1960, is facing a 
bleak future now that the S2000 era has ended aft er 
11 years.

S2000 was an international formula which at-
tracted a great deal of interest locally in the period 
between 2005 and 2016. At its height, there were 19 
S2000 cars competing in local rallies, which was 
more than in any other national championship in 
the world.

Both Toyota and Volkswagen developed cars 
in South Africa that complied with the interna-
tional regulations, while later Ford and Peugeot 
S2000 cars were imported from Europe.

Toyota developed three generations of S2000’s 
– the fi rst one based on a RunX, the second on an 
Auris and the third on the Yaris. Th is was good for 
the sport as the previous models were sold on to 
privateers which swelled the fi elds.

During the 11 years, there were 95 national 
championship rallies staged and 94 scored, with 
one having been declared null and void by 
Motorsport SA aft er an acrimonious appeal 
court hearing.

Altogether 21 driver/co-driver pairings 
won rallies in the S2000 era, with the most 
successful combination being Mark Cronje 
and Robin Houghton, who won 18 rallies in a 

privately-owned Ford 
Fiesta. Th is put them 
four wins ahead of 
Leeroy Poulter and 
Elvene Coetzee, who 
rallied a Toyota Yaris for 
the Castrol Toyota team

Cronje was the most 
successful S2000 driver 
with 22 wins, followed 
by Poulter with 14 and 
Enzo Kuun and Hergen 
Fekken who scored 10 
victories each. Robin 
Houghton with 18 wins, 
was the most success-
ful co-driver, ahead of 
Elvene Coetzee (14), 
Robert Paisley (12), Guy 
Hodgson and Pierre 
Arries (10 each).

Th e S2000 was ushered in with the Hitachi 
Power Tools Tour Natal Rally in 2005 and it was 
little more than a muted roar as only one new 
S2000 car – a RunX for multiple champions Serge 
Damseaux and Vito Bonafede – was ready for 
action. Th e BP Volkswagen crews had to use their 
2004 A7 Golfs as the new Polo S2000’s were still 
being built.

Several mechanical and electrical niggles saw 
Damseaux’s RunX side-lined on debut and Kuun 
and Hodgson won in a Golf.

Th e S2000 category matured over the years 
and then entries started falling as the original cars 
got older and unreliable as well as being expensive 
to run and maintain.

Th e S2000 era came to an end at the Hallspeed 
Rally, held in the Bronkhorstspruit area earlier 
this month. Th e formula went out with a whimper 
with only two S2000’s in the entry of 12 cars in 
the national championship and a few more in the 
regional championship.

Victory in a rally that was hardly worthy of 
national championship status went to Luke Botha 
and his experienced co-driver, Barry White, in a 
Ford Fiesta S2000. Th e past year was Botha’s fi rst as 
a rally driver with his previous motorsport experi-
ence having been in off -road racing.

Th e future of local rallying certainly looks 
bleak, with a switch from four-wheel drive cars 
with 2-litre engines to front-wheel drive cars with 
1,6-litre engines in 2017, all in the hope of cutting 
costs and attracting new competitors.

Unfortunately, it seems there will be no 
factory supported cars for the 2017 series and 
with a dearth of event sponsors it will be tough 
to put on a show as there will no longer be a rally 
marketing fund such as the one supported by the 
participating manufacturers and major sponsors 
for many years.

However, a fall-off  in interest in rallying at 
a national level is a worldwide problem and it 
will be interesting to see how the powers-that-be 
tackle the problem of keeping rallying alive in 
South Africa. ■

Rallying in SA Faces a Bleak Future

S2000 rallying made its debut in South Africa in the 2005 
Tour Natal Rally. This Castrol Toyota RunX, crewed by Serge 
Damseaux and Vito Bonafede, was the only S2000 car ready 
for the opening event and retired with various mechanical and 
electrical niggles.

The fi nal event of the S2000 era was the Hallspeed Rally, which took place in the 
Bronkhorstspruit area it was won by rally newcomer Luke Botha and co-driver Barry 
White in a Ford Fiesta S2000. The car was brought to SA originally by Jon Williams and 
subsequently used as a practice car by Japie van Niekerk before Botha took ownership.
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Events

Th e Classic Car Show on December 4, 2016 at Nasrec promises a feast for the eyes, the ears 
and the palate.

The organisers are combining an array of American muscle cars, European clas-
sics, street rods and custom trucks, with a huge Harley Davidson presence. And just 
to spice things up a bit more, there will also be a prawn festival.

Th ere will be a full range of the usual stores and stalls at show, selling all manner of 
goodies for cars and for petrolheads. Th ere will also be live rock music, plenty to eat and 
drink and prices will be extremely reasonable.

Owners of classic cars will be admitted free at the gate, with no charge to the driver and 
one passenger. Extra passengers will be charged as per normal entry fees.

Ticket prices are R60 for adults through Ticketpro, or R80 at the gate. Tickets for 
Children under 12 are R20, and secure parking costs R20.

Th e gates open to the public at 8 am. Th e show runs until 5 pm. Exhibitors will be 
admitted from 7 am on Sunday December 4.

For more information visit www.classiccars.co.za or contact Th e Classic Car Show 
at events@classiccars.co.za or telephone 082 497 7218 or 082 497 7218. ■ A classic Chevy pick-up truck from the late 1950s.

Hogs, Prawns and Muscle

FleetX 2017 has been designed to bring together 
the whole industry in one event on one day, 
meaning you can do the business you need to, 
see the people you want to, and engage new cus-
tomers in your services and products at one of 
the most iconic motoring venues in the world.

Th e fl eet industry is all about effi  ciency 
and that idea is integral to the concept of 
FleetX 2017, providing fl eet buyers with the 
opportunity to see and drive the latest cars 
and vans while also being able to evaluate new 
fl eet service providers and network with fl eet 
industry colleagues.

Th is will be the fi rst iteration of FleetX, 
dedicated to the passenger car, light commer-
cial vehicle and so-called white van sector of 
the market and is combined with the already 
well-established TruckX Expo to give fl eet 
and corporate buyers the most comprehensive 
fl eet experience.

Combined, the FleetX and TruckX event will 
run over two days – July 12 and July 13, 2017 – 
with one day dedicated to each sector. Exhibitors 
will be common to both and fl eet managers will 
have ample time to view products and to meet 
with company representatives.

Kyalami Grand Prix Circuit has ample space 
both inside and out to accommodate conference 
and exhibitor needs. Th e organisers have also 
secured the use of the facility’s dynamic handling 
track to allow for demonstrations or test drives 
of vehicles.

If you represent the fl eet industry or the 
material handlings industry, you may be inter-
ested in taking part in the event. For additional 
information visit www.truckx.co.za. ■

Get Set for FleetX 2017

Pure&Craft ed SA, taking place on 26 and 27 
November in Muldersdrift , will celebrate uniquely 
South African heritage, vintage and new culture 
across music, food, drinks, motorcycling and 
family entertainment.

Presented by BMW Motorrad, fans young and 
old, riders and non-riders alike, can also look for-
ward to one-of-a-kind motorcycling experiences, 
including stunts by world-renowned UK-based 
BMW rider, Mattie Griffi  n. What’s more, there 
will be BMW GS Trophy team displays, custom 

motorcycles, scenic outrides and off -road riding 
available. Pure&Craft ed SA celebrates all things 
motorcycling and all riders of any brand of motor-
cycle are welcome.

Ticket prices
 ■ Saturday: R299
 ■ Sunday: R229
 ■ Weekend Pass: R499

Visit www.PureandCraft ed.co.za for addi-
tional information. ■

Celebrating Food, Family, Music and Motorcycling

The organisers have also 
secured the use of the facility’s 
dynamic handling track to allow 
for demonstrations or test drives 
of vehicles.

www.pureandcrafted.co.za
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