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The significance of the sector to the national econ-
omy was evident in the addresses given by National 
Minister Rob Davies, three Original Equipment 
Manufacturers (OEMs); Toyota, Volkswagen 
and Mercedes Benz and many other suppliers to 
the OEMs, academics, consultants, labour and 
government leaders.

The matter of raising the local content 
value in locally manufactured vehicles was 
robustly discussed by an OEM, supplier, gov-
ernment and labour representative. The future 
of the automobile in terms of both the end-
product and fundamental changes to the asso-
ciated production process was presented by two 
international thought leaders and the critical 

issue of industry transformation discussed over 
two sessions.

National Association of Automotive 
Component and Allied Manufacturers of South 
Africa President Dave Coffey said the stated ac-
ceptance by industry role-players of the need to in-
crease local content in manufactured vehicles from 
its current level of 38.5% to 60% was significant.

Automotive Masterplan’s Dr Justin Barnes 
said the achievement of a 60% level of localisation 
would make a significant impact on the South 
African economy, including the creation of 49 000 
new jobs and an additional R68bn in GDP.

Barnes said the Automotive Masterplan and 
associated policy levers, which would replace the 

Automotive Production Development Plan in 2020, 
was at an “advanced stage of development” and 
that more concrete details would be shared over 
the coming weeks.

Speaking at the show, Trade and Industry 
Minister Rob Davies reaffirmed government’s 
support for the automotive sector and said learn-
ings which informed the policy were not based 
on countries that have abandoned support of the 
auto sector.’

“I was really pleased to see a vast array of com-
ponent suppliers at the Show, showing the depth 
and breadth of the supply chain, including black 

The inaugural NAACAM Show took place in Durban earlier this month and the message was clear: there is a 
significant intent and strategy shift within South Africa’s automotive sector.

continued on page 2 

National Association of Automotive Component and Allied Manufacturers of South Africa (NAACAM) Executive Director Renai 
Moothilal, NAACAM President Dave Coffey, Ethekwini Municipality Mayor Zandile Gumede and Minister Rob Davies show unity at the 
NAACAM Show in Durban.
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industrialists, a number of whom 
have entered the space with support 
from OEMs and large Tier Ones,” 
Davies remarked.

Davies said any beneficiary of 
future automotive policies would 
need to demonstrate contribu-
tion to black-supplier development 
and localisation which was central 
to dealing with stubbornly high 
unemployment levels.

”I was very pleased to see a 
number of black industrialists some 
of whom had started to enter this 
space as a result of the initiatives of 
the OEMs. This is important because 
auto programmes will have to deliver 
a quid pro quo in terms of empower-
ment and in fact we setting level four 
(of the B-BBEE codes) as the require-
ment for entry, also in the codes of 
good practice one of the elements of 
those that will have to be scored is 
that you will have to achieve a score 
in supplier and enterprise develop-
ment so it is very pleasing to see a 
positive response to that in the form 
of actively supporting and encourag-
ing black industrialists,” he said.

Toyota SA President and 
National Association of Automotive 
Manufacturers of South Africa 
(NAAMSA) representative, Andrew 
Kirby said he was “encouraged that 
we have gained alignment in the 
overall picture of the masterplan and 
the acceptance of its key targets for 
the sector.”

NUMSA Secretary General Irvin 
Jim said the industry faced “serious 
challenges and business and social 
movements and had to develop the 
agenda to address these together. 
Otherwise we will have no one else 
to blame.’’

Reflecting on feedback from 13 
conference sessions attended by up to 
500 automotive executives and policy 
makers, Coffey said so much was 
learned and while there are always 

different positions, platforms such 
as these help sector participants find 
each other.

“Members of the South African 
automotive sector value chain, 
are clear that the key long term 
outcomes of sector growth, increased 
localisation and transformation are 
inextricably linked. The NAACAM 
Show entrenched that view. On that 
score I am delighted with that as an 
outcome of the Show.’’

“All South African automo-
tive role-players understand that 
transformation and the inclusion of 
black-owned suppliers in the value 
chain, is not negotiable. There is a 
renewed sense of urgency and move 
to action, in this regard, which is 
significant.’’ Coffey said. “It is not 
business as usual.”

“Given the fact that approxi-
mately triple the number of jobs are 
created in component manufactur-
ing than vehicle assembly, there is 
commitment across the board to 
deepen levels of local content. This 
responsibility falls as much with Tier 
1 component manufacturers as it 
does with OEMs.’’

NAACAM Executive Director 
Renai Moothilal reinforced the 
networking and profiling value of 
the event.

“This really was a showcase 
of the full spectrum of the SA 
automotive manufacturing value 
chain. From the OEM localisation 
focussed stands, to the multitude of 
tier one manufacturers, the black 
owned suppliers, tyre manufac-
turers, service providers to the 
sector, and even a joint catalytic 
converter industry stand, the show 
and exhibition just reinforced what 
collaborative action in this sector 
will bring.”

This was a view supported by 
SATMC director, Nobuzwe Mangcu, 
who welcomed the closer relation-
ship between the tyre manufacturing 
community and NAACAM.

“In addition to the profiling, 
over 140 meetings were set-up 
between suppliers and buyers as part 
of the Durban Automotive Cluster’s 
National Localisation Indaba, which 
aimed to facilitate local contracts 
for products mainly being im-
ported into South Africa,’’ Moothilal 
added further.

“In keeping with the spirit of al-
ways improving, whilst satisfied with 
this year’s event, I am convinced that 
the next NAACAM Show, to take 
place two years from now, will build 
on this base” ■
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of detailed monthly vehicle sales analysis to the website www.autolive.co.za.
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National Association of Automotive Component and Allied 
Manufacturers of South Africa (NAACAM) President Dave Coffey, 
Volkswagen SA MD Thomas Schaefer, Mayor Zandile Gumede 
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Editor’s Note
There is plenty of interest-
ing and thought-provoking 
reading matter in this 
month’s AutoLive.

Of course SA’s down-
grade to junk status is fore-
most on everyone’s mind at 
the moment. Gumtree Auto’s 
Jeff Osborne shares his views 
on what this will mean for the automotive industry and as 
is to be expected, the news isn’t good. In a nutshell we’re in 
for even tougher times as prices increase and sales drop as 
a result.

On the other hand, NAAMSA president Mike Whitfield 
offers valuable insight into what it takes to be successful 
in the African market. As the MD of Nissan Group Africa 
Whitfield has seen the company achieve success on the con-
tinent and has some sound advice to give on the matter.

The recent Automotive Aftermarket Workshop, 
hosted by the Competition Commission. The main topic of 
discussion was exclusionary practices in the industry and 
understandably there was some heated debate involved. 
However, the general consensus was that the time has come 
to find a workable solution that will be to the benefit of 
all stakeholders.

Still on the subject of transformation, Sewells MSX 
International offers an advanced management training 
programme that it believes addresses the woes that face local 
dealerships. The aim is accelerate progress and improve 
business skills in order to ensure survival in an increasingly 
competitive and challenging market.

On a lighter note, we look at the latest new models on 
the local market and offer a glimpse at some of the weird and 
wonderful concept vehicles that have recently been spotted 
at motor shows around the globe.

In between there’s plenty of news that is relevant to the 
industry and which we hope our readers will find both in-
teresting and informative. As always we urge you to provide 
feedback and constructive criticism.

Liana Reiners,
Editor
liana@autolive.co.za

To advertise in  contact

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

Retail vehicle sales in March showed a positive trend with all four industry segments show-
ing higher year-on-year sales, while exports were also up. However, most of these sales were 
made before the shock replacement of the Finance Minister late in March, with the negative 
political and economic ramifications which followed this decision.

Aggregate sales for March amounted to 48 534 units, which was 2.1% up on the figure for 
March 2016. An estimated 421 772 units or 88.1% represented dealer sales, 6.7% represented 
sales to the vehicle industry, with 3% going to government fleets and 2.2% to industry corpo-
rate fleets. (These figures must be estimates these days due to non-reporting of detailed sales 
figures by Mercedes-Benz and BMW, with Volkswagen/Audi threatening to follow suit).

New car sales of 31 034 units reflected a 21% gain over the March 2016 figure, with rental 
business down to 9% of this total, but this did not include rental sales from BMW and MBSA.

LCV sales showed a marginal gain of 1.1% to 14 882 units, while MCV sales were up 
11.2% to 833 units and heavy truck and bus sales increased by 7.4%.

Industry built-up vehicle exports were in line with expectations at 29 879 units, which 
was a gain of 7.8% compared to March a year earlier. ■

March Vehicle Sales 
Showed Improvement

Toyota’s evergreen Hilux was South Africa’s favourite light commercial vehicle 
in March.

Thanks to another impressive sales performance by the Polo Vivo, 
Volkswagen was well ahead in the March sales race.
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SA’S BUSIEST VIRTUAL AUTOS SHOWROOM

Matched Email Leads

Full Activity Reporting 
Including Stock Management

Secure GAIT 
Dashboard

Full Lead 
Reporting

Custom Branding Feed From Any Source Manual Uploading 
of Stock

Free Call Tracking

12 Images 
Per Vehicle

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

by the best-value autos platform on the market. 

More great features so you can sell more cars.

Standard
Standard GAIT package 

and benefi ts

Access to GAIT dealer dashboard

Standard Dealer Ads

1 Bump Up per car per day

1st Call Tracking Number Free

Email leads matched to your 
dealership and vehicles

12 High Quality Images per vehicle

Select
Upgraded GAIT package with 
added benefi ts and features

Access to GAIT dealer dashboard

Standard Dealer Ads

1 Bump Up per car per day

1st Call Tracking Number Free

Email leads matched to your 
dealership and vehicles

12 High Quality Images per vehicle

7 Day Top Ads 30% of your listings

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

Rapid Stock Turnover

Get 3X more leads

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

additional info please contact 011 100 8600 or email nudixon@gumtree.co.za
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BY JEFF OSBORNE 
HEAD OF GUMTREE AUTOMOTIVE

South Africa has been downgraded to junk 
status by Standard & Poor’s and Fitch Ratings. 
While we haven’t felt the effects yet, there will be 
 consequences for car owners and manufacturers 
alike. Here are some of the anticipated effects:

 ■ A drop in new car sales
  When consumers are forced to tighten their 

belts, they are less likely to splash out on new 
vehicles – or any vehicles at all. Lenders will 

also likely push 
up interest 
rates, which will 
make financing 
harder to come 
by. We may even 
see consumers 
selling their cars 
or turning to al-
ternative means 
of transport as 
owning a vehicle 
or multiple vehi-
cles becomes too 
expensive for their household.

 ■ An increase in car prices
  With the threat of further decreases to the value 

of the rand looming, importing cars will become 
more expensive. As 70% of cars are imported, 
the industry will be greatly affected and price 
increases passed on to consumers.

 ■ An increase in insurance payments
  Your monthly premium is likely to go up 

when you renew your contract. This is because 
foreign capital costs will increase, which in turn 
means that imported parts will become more 

expensive, which in turn makes repairs more ex-
pensive. This will of course also affect workshops 
and auto repairers negatively.

 ■ A petrol price hike
  The weak rand will lead to an increase in petrol 

pricing, which will increase food pricing in the 
long term. As the cost of living increases, so will 
the demand of automotive workers for better 
wages, which could lead to strikes.

Overall, the entire value chain is affected negative-
ly. South Africa is less likely to draw new investors 
in the automotive sector in the coming months and 
dealerships will face even more pressure to sell cars 
going forward.

However, we have proven to be a resilient mar-
ket. No doubt there will plenty of attractive deals 
on offer for prospective car buyers to keep the auto-
motive industry afloat. Junk status is a setback that 
will affect us all over the long-term, but recovery 
is possible. ■

Opinion

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

digital

Junk Status and the Car Industry – 
What You Should Know

Foreign capital costs will increase, 
which in turn means that imported 
parts will become more expensive, 
which in turn makes repairs 
more expensive.

Im
ag

e 
co

ur
te

sy
 o

f T
hi

nk
st

oc
k 

  
(h

ttp
://

w
w

w
.th

in
ks

to
ck

p
ho

to
s.

co
m

)

With interest rates likely to be pushed up, financing will be harder to 
come by.
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Tesla tops GM as America’s 
Most Valuable Automaker

This actually happened, but only for a short while. 
The stock market value of Elon Musk’s Tesla, which 
makes a range of electric vehicles, went above that 
of former global automotive sales and production 
leader, General Motors, but only for a short while.

A week after toping the value of the Ford 
Motor Company, Tesla climbed a further 3.3% in 
value to lift its market capitalisation to US$50.9-
billion. Tesla ended the day valued about US$64-
million more than General Motors.

Tesla is now ranked as the sixth-biggest car 
maker in the world behind Toyota, Daimler, 
Volkswagen, BMW, and Honda.

This amazing situation shows the extent to 
which investors have brought into South African-
born Musk’s vision that electric vehicles will 
eventually rule the world. Tesla says it is already 
working on developing an electric truck-tractor and 
pick-up truck, while a sports car is also in its future.

Tesla has long been treated like a technology 
share on the stock market, with investors betting 
on its ability to dominate the market for electric 
cars and energy storage. To those same investors, 
GM and Ford are seen as heading for a slowdown 
in car sales that will erode profits. ■

Jaguar F-Pace is World’s 
Best and Most Beautiful Car

The Jaguar F-PACE is officially the best and most 
beautiful car in the world after double success at 
the 2017 World Car Awards, scooping the prestig-
ious World Car of Year and World Car Design of 
the Year titles.

The performance SUV is the fastest selling 
model Jaguar has produced and is only the second 
vehicle to claim the historic double in the 13-year 
history of the World Car Awards. To win the pair 
of trophies, the F-PACE saw off the competition in 
a vote of 75 influential motoring journalists from 
24 countries.

The awards brace is the first overall success for 
Jaguar at the World Car Awards. The XE sports 
saloon was a finalist for the 2016 World Car Design 
of the Year title. The F-PACE triumphed over final-
ists the Audi Q5 and Volkswagen Tiguan to claim 
the 2017 World Car of the Year prize.

The World Car Awards jury comprises influ-
ential motoring journalists and to win the 2017 
World Car Design of the Year prize the F-PACE 
saw off the Mercedes-Benz S-Class Cabriolet and 
Toyota C-HR in the final three. ■

Renault-Nissan Alliance 
Joins ITF Corporate 
Partnership Board

The Renault-Nissan Alliance has joined the 
Corporate Partnership Board of the International 
Transport Forum (ITF) to work with the organisa-
tion on projects and issues regarding transport 
policy, shared mobility, electric vehicles, future au-
tomotive technology and decarbonising transport.

The ITF is an intergovernmental organisation 
with 57 member countries that facilitates global 
dialogue for better transport. It acts as a think tank 
for member governments and organises an annual 
summit of transport ministers. The CPB is the 
ITF’s platform for engaging with the private sector 
and to enrich global transport policy discussion 
with a business perspective.

José Viegas, Secretary-General of the ITF, said: 
“We are very proud to have the Renault-Nissan 
Alliance, a strong market leader in clean mobility 
and innovative technologies, join the CPB. The 
alliance, which has a strong vision of the vehicle of 
the future, is expected to contribute significantly 
to our work on decarbonising transport, electro-
mobility and autonomous driving.”

The members of the ITF Corporate 
Partnership Board include Abertis, AB InBev, 
AeroMexico, Brisa, China Communications 
Construction Co. (CCCC), China Ocean Shipping 
Co. (COSCO Group), ExxonMobil, Ford, Google, 
Here, IBM, Incheon International Airport, Inrix, 

Kapsch TrafficCom, Michelin, The Renault-
Nissan Alliance., NXP, PTV Group, RATP, , SAS, 
SNCF, Total, Toyota, Transdev, Uber, Venice Port 
Authority, Volvo Cars and Volvo Group. ■

Volvo to Build Electric 
Cars in China

Volvo Cars announced at the Shanghai Auto Show 
that it will build its first fully-electric car in China. 
The all-new model will be based on Volvo’s new 
Compact Modular Architecture (CMA) for smaller 
cars, will be available for sale in 2019 and will be 
exported globally from China.

The decision to make its first electric car in 
China highlights the central role China will play 
in Volvo’s electrified future and underlines China’s 
growing sophistication as a manufacturing centre 
for the automotive industry.

China is the world’s largest sales market for 
electrified cars and has ambitious targets to expand 
sales of fully electric and hybrid cars in order to ad-
dress congestion and air quality issues in its cities.

Volvo has a commitment to sell a total of one 
million electrified cars – including fully-electric 
cars and hybrids – by 2025. It is also developing 
a fully electric car on its larger Scalable Product 
Architecture (SPA) platform. The Swedish com-
pany also plans to offer plug-in hybrid versions of 
every model in its portfolio.

Volvo has three manufacturing facilities 
in China: Daqing, where 90 cluster cars are 
produced, Chengdu, where 60 cluster cars are 
built, and Luqiao, which will produce the new 40 
cluster cars. ■

Land Rover’s Defender 
is a Dream Drive

One dedicated Land Rover fan’s dreams have come 
true, in the shape of a Land Rover Defender bed 
for their young son. The bed has been made to 
replicate the Defender used in a James Bond film, 
and even uses original Defender components for 
an added touch of authenticity.

The bed was designed, built and finished by 
Artisan Joinery, a bespoke furniture company 
based in George, Western Cape. Following a brief 
from a customer to create the ultimate boy-
hood dream bed, the team at Artisan Joinery 
drew inspiration from the 2015 James Bond film, 
SPECTRE, which starred a customised Land 
Rover Defender prepared by Jaguar Land Rover’s 
Special Vehicle Operations.

Snippets

continued on next page 
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Artisan Joinery used 16 mm medium density 
fibreboard to recreate the bed as a Defender 90 rep-
lica. Thanks to this lightweight wood construction 
it tips the scales at only 600 kg. Its interior features 
an extra-length queen-size mattress for class-lead-
ing legroom. The roof rack can also be converted 
into a three-quarter size bed for the last word in 
versatility when it comes to sleepovers or bedroom 
camping. These multiple sleeping configurations 
are made possible through the use of innovative, 
side-mounted steel ladders that aid ease of access.

Land Rover’s legendary off-road capability 
has also been retained, through the fitment of 
mud-terrain tyres. Should the need ever arise to 
conquer carpeted surfaces the Defender bed will 
be up to the challenge. Similarly, excursions down 
dark passages are made possible with the inclusion 
of original Land Rover Defender headlights and 
indicators. Additionally, a set of high-intensity 
LED spotlights has been fitted to the roof rack 
to ensure excellent night-time visibility. While 
original Defenders were available with a range of 
petrol and diesel engines, the Defender bed is fully 
electric thanks to the fitment 220-volt wall socket, 
which powers the lighting system.

This is the first Land Rover Defender bed 
that Artisan Joinery has built. With a production 
time of six weeks, pricing is available on request. 

International queries have already arrived from as 
far afield as the UK and Dubai. ■

Ford Credit Offers Graduates 
a Helping Hand

Ford Credit South Africa has launched its new 
Graduate Purchase Programme that gives eligible 
graduates a discount of five percent off the pur-
chase price of a new Ford, plus a preferential inter-
est rate that will be lower than usual for their credit 
profile when financing with Ford Credit.

“As a company with a great sense of social re-
sponsibility, we know how important education is 
to the economic and social fabric of South Africa. 
Obtaining a university degree requires students to 
overcome many obstacles and financial pressures, 
which are particularly acute at this time,” said 
Steve Fraser, Managing Director of Ford Credit 
South Africa. “Accordingly, we have launched a 
product that rewards the hard work and dedication 
required to obtain the university degree, and will 
assist graduates on their paths to make meaningful 
contributions to South African society.”

Because today’s graduates rely extensively 
on social media channels for information, so the 
marketing campaign is specifically designed for 
Facebook, Twitter and Google in order to connect 
with them effectively. ■

Help Create SA’s 
Ultimate Road Trip

Have you ever wanted to pack your bags and go 
on an epic road trip? Well, gather your friends 
and family because MotorHappy, a subsidiary of 
Imperial, is calling on all South Africans to help 
map out the country’s most incredible road trips 
on their new Ultimate Journey website  
(www.ultimatejourney.co.za).

Planning a road trip can be daunting but the 

new Ultimate Journey website takes the pain out of 
all the planning. Using submissions and votes from 
the public, the website will highlight some of South 
Africa’s best road trips, with the goal of creating 
the Ultimate Journey across South Africa.

South Africans are invited to help build the 
Ultimate Journey by adding their favourite location 
to the Ultimate Journey website and then encourag-
ing their friends to vote for it. Over the course of 
the competition, from 4 April 2017 to 30 June 2017, 
MotorHappy will gather the data and soon South 
Africa’s most-loved destinations – and the most sce-
nic routes to get there–will emerge. In addition to 
this, participants who load a road trip destination 
or vote for a road trip destination on the Ultimate 
Journey website are entered into a competition to 
win a South African road trip valued at R50 000, 
driven in a sponsored Kia Sportage.

All entries into the Ultimate Journey website 
will be categorised into different types of road 
trips. Young budget-conscious travellers, families 
with young children, couples looking for romantic 
getaways, adventurous groups and luxury travellers 
will all find routes and destinations to suit their 
requirements. “If you’re looking for a short week-
end getaway or a longer holiday, you will find it on 
the Motor Happy Ultimate Journey – all crowd-
sourced and recommended by regular South 
Africans,” Smit explains.

To enter the competition and contribute to the 
creation of South Africa’s Ultimate Journey, upload 
an image and description of your favourite South 
African destination to the Ultimate Journey web-
site (www.ultimatejourney.co.za). Share your en-
try on social media using the #UltimateJourneySA 
hashtag and encourage your friends and family to 
vote for your entry.

For more information, visit www.ultimate-
journey.co.za or Motorhappy on Facebook 
(https://www.facebook.com/MotorHappyZA/), 
Instagram (www.instagram.com/motorhap-
pysa) or Twitter (https://twitter.com/
MotorHappySA). ■

Snippets
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Statistics on the Easter road fatalities, released 
by Transport Minister Joe Maswanganyi in 
Pretoria last week, are cause for great concern, 
and may, when the final numbers are in, be the 
highest Easter death toll to date. The Automobile 
Association (AA) views these numbers as a sad 
indictment on road traffic safety and enforcement 
initiatives, and calls on both the government, and 
driving public, to take serious stock of what these 
numbers mean.

“Last year’s preliminary figures, released 
shortly after the Easter period of 2016, indicated 
156 deaths on our roads over the period. However, 
when the 30-day waiting period was over (which 
is customary when calculating final numbers) the 
fatalities rose to by 57% to 245. If the same applies 
this year, the final figure may be as high as 370 
fatalities. Apart from being deeply concerning, it is 
also totally unacceptable,” the AA noted.

According to the statistics, 235 people died on 
the country’s roads between 13 April and 17 April, 
an increase of 51% on 2016. Half of those who died 
in the crashes were passengers in vehicles, while 
pedestrians accounted for just under 25% of the 
fatalities. While almost all provinces recorded 
increases in fatalities, the Free State was the one 
province where roads deaths came down by 27%.

“We have said it before many times, and we 
will continue saying it, not enough is being done 
to stop the carnage on our roads. Year-in and year-
out we are being given statistics that either stay 
marginally similar to the previous years’ figures, 
or, sadly, are increasing. And, while much is being 
said about how to turn this situation around, it 
appears these efforts are at best slow to materialise, 
at worst ineffective,” the Association said.

One major issue, the AA said, was the continu-
ing problems associated with people buying driv-
ing licences, instead of earning them, and with the 
issuing of fraudulent roadworthy certificates for 
vehicles which should not be on the road.

While this was touched upon at the minister’s 

press briefing, the AA is concerned that this 
has been an ongoing discussion and efforts are 
taking far too long to resolve. It called upon the 
Department of Transport, and the Road Traffic 
Management Corporation (RTMC), which is 
spearheading investigations into the matter, to 
make more resources available to deal with the 
problem. In addition, more effective policing, 
along with visible consequences for bad driving, 
are needed to begin to address the issues.

“Too often metropolitan police officers are tar-
geting motorists for expired licence discs, which, 
quite frankly, is never going to lead to a reduction 
of road deaths. These officers need to be deployed 
on the roads, monitoring moving violations, 
such as reckless and negligent driving. It’s not the 
cure-all, but it’s at least a start, and it needs to start 
now,” said the AA.

The Association noted that unless serious, and 
drastic measures to deal with road behaviour in the 
country are taken urgently, the road death statistics 
would neither stabilise nor improve year-on-year, 

and that the message to South African motorists 
was that road safety is not a priority.

“One of the first steps needed now is for the 
Department of Transport, the RTMC, provincial 
road traffic authorities, and NGOs involved in road 
safety, including the AA, to begin looking at how 
this situation can be turned around for the festive 
period at the end of the year. Unless proper imple-
mentable plans are formulated, and put in motion 
now, we fear a repeat of these, and last year’s num-
bers is inevitable,” the AA concluded. ■

Road Safety – Are We Doing Enough?
2013 – 2017 Easter Road Death Toll (Total fatalities)

Prepared by The Automobile Association of South Africa
Source: RTMC Easter Reports

Note: 2017 Statistics are preliminary and may change
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2017 – Easter Road Death Toll Breakdown of Fatalities (Split of fatalities)

Prepared by The Automobile Association of South Africa
Source: RTMC Easter Reports

Note: 2017 Statistics are preliminary and may change
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According to the statistics, 235 
people died on the country’s 
roads between 13 April and 
17 April, an increase of 51% 
on 2016.

“Too often metropolitan police 
officers are targeting motorists for 
expired licence discs .... These 
officers need to be deployed on 
the roads, monitoring moving 
violations, such as reckless and 
negligent driving.”One major issue was the 

continuing problems associated 
with people buying driving 
licences, instead of earning them.
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BY MIKE WHITFIELD 
MD OF NISSAN GROUp OF AFRICA, 
pRESIDENT OF NAAMSA AND  
DEpUTY pRESIDENT OF THE AAAM

Almost four years after Nissan ventured into auto 
assembly in Nigeria, it fills me with pride when I 
am asked to comment on our success as an auto 
company operating in Africa. Especially given 
that challenges often over-ride opportunities 
when considering the pros and cons of business 
expansion on the continent. These are some of the 
pre-requisites I believe are important to long-term 
sustainability on the continent.

Building Strong Relationships

However much you are investing in a given coun-
try, it’s wise to remember you are always a guest.

Legislation, systems, processes and customs 
are different so it’s important to build up layers of 
trust with government and industry stakeholders. 
Get to know who’s who and what they’re responsi-
ble for. Never go in with an all-knowing approach. 
Listen, suggest, discuss but don’t preach.

As first movers in Nigeria, we were fortunate 
to be invited to give input into the new auto policy 
when it was first being developed as part of the 
government’s strategy to industrialise. This has 
positioned us as a strong player in Nigeria’s devel-
oping auto industry.

More recently, we’re also giving assistance and 
advice through our membership of the African 
Association of Auto Manufacturers (AAAM). 
AAAM – comprising South Africa auto makers – 
is playing a mentoring and knowledge-sharing role 
as countries consider car manufacture in their in-
dustrialisation policies. Together we aim to develop 
a self-sustaining and internationally-competitive 
African auto industry.  

Grooming a Localised Workforce

Governments want to know that your investment 
is going to benefit the local economy and its people. 
So it’s crucial to localise your operation as much as 
possible as early as possible.

This means building an experienced workforce 
who understand their role in building your brand. 
Whether it’s at operational, sales or distribution 

level, skilled and knowledgeable employees – who 
can pass on their expertise to local counterparts – 
are a must.

Knowing Your Markets

Knowing current and anticipating future market 
trends is vital to managing the financial health 
of the business, as well as preparing for growth 
and expansion.

Africa as we know is a hotchpotch of markets: 
small and large; left- and right-hand drive; some 
economies and infrastructure more developed 
than others. So having an accurate gauge of 
volumes and product-types required in the various 
markets is wise from both a manufacturing and 
retail planning perspective.

There’s no point, for example, in having 
an over-supply of pickups – whether locally 

manufactured or imported – if demand has shifted 
to passenger vehicles.

Getting to really know and understand your 
markets – an on-going activity – is likely to be a 
combination of desktop studies, word-of-mouth 
experience, on-the-ground observation and strong 
local partners who can pass on their deep knowl-
edge of customer behaviour.

Capitalising on Logistical Synergies

Distribution of vehicles and parts to over 40 
countries in Sub Saharan Africa can be unwieldy 
and expensive. In Africa, a company working on 
its own doesn’t have sufficient volume or scale 
to create efficient solutions. So it’s cost-effective 
to make use of logistical synergies as much 
as possible.

This means optimising inward- and out-
ward-bound land, air and sea routes for freight 
transport, either within the company or with 
external partners.

We’re able to combine volume with our 
Alliance partners Renault and Mitsubishi to create 
scale and efficiency. But we make use of other in-
novative solutions, for example when we trans-
port vehicles to Kenya, where we send about 400 
vehicles a month.

In this instance, we’ve partnered with a 
Kenyan company which delivers flowers to South 
Africa by air. On the flight’s return trip, we load 
the plane with vehicles destined for East African 
markets. It’s a good example of how different 
industries can work together to share available 
regional airfreight cargo capacity and simultane-
ously reduce costs.

In the last three years, logistics synergies 
across Sub Saharan Africa have directly and indi-
rectly saved our company about R200 million.

Staying the Course

It’s worth repeating that doing business in Africa is 
a long-term commitment. There are no shortcuts. 
There is no certainty – financial or political. There 
are going to be ups and downs.

But those who are prepared to listen to the 
experience of others, to solicit advice when neces-
sary, and who have the stamina to stay with the 
programme will reap the rewards of success. Of 
that I am certain. ■

Opinion

How to Become a Winning 
Auto Company in Africa

Nissan Group of Africa MD, Mike Whitfield.

Never go in with an all-knowing 
approach. Listen, suggest, 
discuss but don’t preach.
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The Nigerian Federal Government is still firmly supporting the country’s 
National Automotive Policy, according to a report on the Nigerian website, 
Motoring World International. The report says that the National Automotive 
Design and Development Council (NADDC) has dismissed insinuations 
that the government was scrapping the policy due to the current state of the 
Nigerian economy.

Engineer Aminu Jalal, the former head of the Council, said that the 
new government has assured his organisation that support for the policy 
will continue.

He added: “Our emphasis has shifted to the development of an automo-
tive component (industry).” Jalal said that five South African companies have 
shown interest in establishing manufacturing plants in Nigeria while some 
Chinese investors have indicated they are exploring opportunities in the 
local industry.

Jalal stated that 14 plants have started operating in Nigeria since 2015 
and more are being established. Companies involved include Nissan, IVM, 
Peugeot, Hyundai, Honda, Kia, Volkswagen, Ford, Changan and GAC.

Meanwhile local truck and bus models being made in various plants in 
the country include: Hyundai, Ashok-Leyland, MN, Anammco, Leyland-
Busan, IVM, FAW, Sino, Shacman, Aston, Foton, Forland and Isuzu.

According to Jalal this gives a total installed assembly capacity of 
300 000 units a year. He said that last year 75 000 vehicles, including conces-
sionary imports, represented 75% of the estimated 100 000 new vehicles sold 
in Nigeria in 2016. ■

Monthly automotive news to and from Africa

Nigeria has lowered the amount of sulphur allowed in petroleum fuels sold 
in Nigeria from 1 July 2017.

Engineer Aminu Jalal, the former Director General of the National 
Automotive Design, and Development Council of Nigeria, says the down-
wards move to 50 parts per million (50ppm) for diesel fuel and 150ppm 
petrol was necessitated by the need to protect the environment as well as the 
health of Nigerians against the effects of exhaust emissions.

This means fuel imported into Nigeria or refined in that county now 
comply with Euro IV regulations. ■

There were several surprises in the Lightstone Auto statistics of vehicles 
exported by South African companies into Africa in March and in the first 
quarter of 2017.

Firstly, Nissan retained its lead over long-time leader and arch-rival 
Toyota. Nissan exported 988 units in March compared to 707 units by 
Toyota, while on a year-to-date basis for the first quarter of 2017 Nissan 
exported a total of 2 257 units compared to the 2 124 vehicles shipped into 
other African countries by Toyota.

Secondly, Ford is having a tough time with its Ranger exports into 
Africa, shipping only 87 units in March and 207 vehicles year-to-date. This 
puts them well behind GM/Isuzu Trucks, which exported 532 units in March 
and 800 in the first three months of 2017. Honda is the third best exporter 
with 109 units shipped in March for a year-to-date total of 163 units.

Another shock was the low demand from Nigeria, once the biggest mar-
ket for SA-made vehicles. It took only 65 units in March and had recorded no 
imports from SA into the country in January and February.

Total exports from SA into Africa in March totalled 2 616, compared 
to 1 744 in March 2016. Ghana took most of them – 509 – with Kenya (411) 
the next biggest market, followed by Mauritius (294), Zimbabwe (209) and 
Zambia (169).

Total exports of built-up vehicles from SA into Africa in the first three 
months of 2017 totalled 6 140 units, which was 14% below the 7 157 units 
exported in the first quarter of 2016, which was in turn only about half the 
14 272 units shipped from SA in the first quarter of 2015.

The country which took the largest number of these vehicles was Ghana, 
with 1 361. Next highest was Kenya (825), followed by Zimbabwe (546), 
Mauritius (527), Zambia (428), Tanzania (274), Malawi (244), Mozambique 
(235), Uganda (190), Senegal and Gabon (151 each), Ivory Coast (141), Algeria 
(109) and Tunisia (108). ■

Five South African companies have shown interest in 
establishing manufacturing plants in Nigeria.

Jelani Aliyu, a former Senior Creative Designer 
at General Motors, has been appointed the new 
Director General of the National Automotive 
Design and Development Council of Nigeria. 
Aliyu, who designed the Chevrolet Volt, re-
places Engineer Aminu Jalal as the head of this 
body. The appointment was made by President 
Mohammadu Buhari and is a sign of Nigeria’s 
intention of establishing a viable local vehicle 
manufacturing industry.

Aliyu, who was born in Nigeria in 1966, 
studied first in Nigeria and then in the United States. He joined the General 
Motors design staff in 1994, working first on the Buick Rendezvous. He later 
became lead designer for the Pontiac G6 and the Opel Astra before designing 
the Chevrolet Volt electric car which was unveiled in 2007. ■

Nigeria Lowers Sulphur Content 
in its Petroleum Fuels

Surprises in SA’s Vehicle 
Exports into Africa

Nigeria’s Automotive Body 
Reaffirms Government 

Support for Policy

Former GM Car Designer 
Now Heads Up Nigeria’s 

Automotive Body

The downwards move to 50ppm for diesel fuel 
and 150ppm petrol was necessitated by the need 
to protect the environment as well as the health of 
Nigerians against the effects of exhaust emissions.
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Porsche has opened a new Training Center in Cape 
Town: Over three academic years, a total of 75 men 
and women from socially disadvantaged back-
grounds will be trained as service mechatronics. 
This training will unlock career opportunities in 
the retail organisations of the Volkswagen Group. 
Porsche intentionally designs the training to cover 
topics far wider than those required in-house, 
in order to give the trainees as many opportuni-
ties as possible. This project is being organised in 
association with the Don Bosco Salesian Institute 
Youth Projects (SIYP) in Cape Town and the local 
Porsche importer, LSM Distributors (Pty.) Ltd.

Eight women and 16 men will participate in 
the first year of training. Porsche has equipped 
SIYP with two seminar rooms and a training 
workshop which includes cars for the trainees to 
work on. The training content has been designed 
by the brand’s After Sales experts, who are 
responsible for the project. They are also tasked 
with training the trainers of the newly established 
Porsche Training and Recruitment Center South 
Africa, under the umbrella of the worldwide After 
Sales qualification initiative PAVE (Porsche After 
Sales Vocational Education). The aim of this initia-
tive is not only to find young talent for the VW 
retail organisations but also to raise the image and 
attractiveness of working as a service mechatronic 
in the long term. Due the increasing significance 
of digitalisation, electrification and connectivity 
in automotive manufacturing, the importance of 
After Sales services are growing. With this project, 
Porsche proactively supports the adaptation of the 
education system for a future-oriented business.

Speaking at the official opening ceremony, 
Michael Drolshagen, After Sales Manager at 
Porsche AG, said: “When I look into the eager 
faces of our first trainees it’s a further confirma-
tion that we and our partners are doing the right 
thing: Creating opportunities. Opportunities for 
young adults to enhance their skills and position 
themselves permanently on the job market, and 
opportunities to develop a professional reputation 

and use this reputation to 
strengthen their position 
in society.”

With the Salesian 
Institute Youth Projects, 
Porsche has an experi-
enced partner at its side. 
“Creating new opportuni-
ties, opening their minds 
and hearts, this is what 
the Salesians have done 
for our young people in 
Cape Town since 1910. We 
want our youth to believe 
in themselves and help 
them achieve their fullest 
potential. We are delighted 
that Porsche has partnered 
with the Salesian Youth 
Projects to create opportunities for those who 
are deserving of this chance”, said Lynn Steven, 
Chairperson SIYP.

From its fourth year, the training programme 
is planned to fund itself, whilst at the same time 
the sole responsibility for the training will be 
transferred to SIYP. Porsche and the VW Group 
brands will continue to supervise the project and 
will be responsible for enhancing the curriculum 
as well as employing the graduates.

Interested young people from socially disad-
vantaged backgrounds can apply for the training 

programme. There are three different routes into 
the training programme, depending on the ap-
plicant’s qualifications.

If an applicant is already sufficiently quali-
fied for vocational training, he or she can access 
the two-year car service mechatronic training 
programme directly. Applicants who do not 
possess the required qualifications can complete 
a six to eight-week life skills training course at 
the Don Bosco Salesian Institute Youth Projects 
(SIYP). If an applicant is lacking basic skills, he 
or she will be given the opportunity to com-
plete a year of training to prepare them for the 
working world. This option will be available to 
up to 50 people and will enable them to achieve 
significant steps in their development, regard-
less of whether they ultimately reach the level 
required to undertake the training programme 
or not. The Cape Town training project is based 
on the Porsche Training and Recruitment Center 
Asia in Manila, which has been training young 
Filipinos as service mechatronics since 2008, 
in cooperation with Don Bosco and the local 
Porsche importer. ■

All Systems Go at Porsche Training and Recruitment Center

Centre l-r: Uwe Hueck (Chairman of the Porsche Group Works 
Council), Toby Venter (owner and Chief Executive Officer 
of LSM Distributors) and Michael Drolshagen (After Sales 
Manager at Porsche AG) with some of the first trainees during 
the opening ceremony at the Don Bosco Salesian Institute 
Youth Projects (SIYP) in Cape Town.

Some of the first students in the workshop 
of the newly established Porsche Training 
and Recruitment Center South Africa.
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Speakers at the recent Automotive Aftermarket 
Workshop, hosted by the Competition 
Commission, presented their views of the current 
state of play in the industry, many not without 
emotion. The event took place in March and 
aimed to gather industry stakeholders as part of an 
information gathering session for the Competition 
Commission. The topic being addressed was exclu-
sionary practices in the motor industry.

According to Vishal Premlall, Director of the 
Motor Industry Workshop Association (MIWA), 
the insights shared from various stakeholders 
was valuable and showed how invested people 
are in making sure change happens in this sector. 
“Representatives from insurers to panel beaters 
and mechanics agree that the status quo cannot 
continue as it is exclusionary and unsustainable,” 
he said.

MIWA directly represents over 2 500 inde-
pendent aftermarket workshops and indirectly 
a further 5 000 odd non-member aftermarket 
workshops. The membership covers workshops 
from start-up businesses to five-star workshops. 
A sample and tested survey conducted amongst 
its members revealed that 43.47% are historically 
disadvantaged workshops and 50.21% have a 
BBBEE status.

“Workshops are generally Mom and Pop 
owned businesses employing up to 10 staff 
members who support up to six dependents. The 
investments to start up a small aftermarket work-
shop is often a cash-out of life long pension funds. 
Protecting this investment against economic 
pressure remains a challenge for these business 
owners,” explained Premlall.

“Whilst we understand that the Foreign Direct 
Investments that manufacturers put into South 
Africa have natural benefits like job creation, we 
are also aware that the automotive aftermarket em-
ploys a greater number of people with a far higher 
value creation in South Africa. The model as it 
stands is slowly squeezing out the little business at 
the bottom of the chain trying to remain sustain-
able in an already difficult market.”

Premlall believes that there has been a long-
standing need for a fair and competitive regulatory 
environment that enables freedom of choice for 
consumers and which gives aftermarket Small 
Medium Enterprises a chance to stay in business. 

“Consumers have been facing tough economic 
times for a considerable period now so we welcome 
the Commission’s efforts to investigate finding 
a workable solution that will not only relieve the 
burden of consumers but also facilitate discussion 
between industry stakeholders.”

Viviene Pearson, a representative for the South 
African Insurance Association (SAIA), pointed out 
that premiums are becoming unaffordable because 
of the price of repairs. “Only 35% of cars in South 
Africa are insured because consumers are under 
pressure. Alternate quality parts do exist and could 
go a long way to bringing down the cost of insur-
ance premiums if used in repairs,” she said.

“The timing is right for reforms,” explained 
Leonard Smith from the South African Auto 
Repairer and Salvage Association (SAARSA). He 
told the audience that pre-2002 car repairs were 
done based on skill. After that it became all about 
investment as Original Equipment Manufacturers 
(OEM) started dictating which specialised and 
expensive equipment needed to be used. “Many 
workshops could not afford to comply. In addition, 
there are further barriers to entry, so even those 
who do comply still don’t get work.”

Bruce Allen, who spoke on behalf of National 
Automobile Dealers’ Association (NADA), said 
that in line with global trends, and our local drive 
for consumers right to choose, the discussion is a 
relevant one, and worthy of further debate. “Due 
to the complexity of vehicles and resultant skills 
required to understand the technology and build 
design), as well as the OEM’s right to protect the 
integrity of their product while under warranty, 
ensuring that vehicles are worked on with the 
correct skills and tools is imperative to protect 
consumers both in terms of their vehicle integrity 
and safety.”

Sisa Mbangxa from African Panel Beaters 
and Motor Mechanics Association (APMMA), 
the organisation that lodged a complaint with the 
Competition Commission in 2014, argued that 
accreditation processes imposed by the OEMs 
are exclusionary. “The OEMs keep using safety as 
a reason for restricting access to vehicles under 
warranty. But what about the 70% of vehicles 
on our roads not under warranty? Is safety 
less important?”

He added that the APMMA supports the 
Right to Repair Campaign – a campaign started 
by MIWA in South Africa in 2013 with the aim to 
allow consumers to select where their vehicles are 
serviced, maintained and repaired at competitive 
prices in a workshop of their choice.  

“MIWA members are active and founding 
members of the newly-formed and independent 
Right to Repair (R2R) South Africa non-profit 

company whose primary focus is to champion a 
workable solution for South Africa. In addition, we 
are members of the International R2R Coalition,” 
explained Premlall. “For a considerable period of 
time now, MIWA has tried to engage with industry 
stakeholders to reach a workable solution to some 
of the unfair practices that pervade this market, 
unfortunately to no avail. We are, therefore, de-
lighted to see that the Competition Commission is 
finally putting this topic in the spotlight.”

Hardin Ratshisusu, Deputy Commissioner 
of the Competition Commission, admitted that 
there is obviously a need to improve transpar-
ency and that industry regulation is long overdue. 
He said the Commission has had the issue on file 
since 1994 and the time has come to form a code. 
He added that this needs to be a voluntary code 
with consequences and laid down a deadline of six 
months for it to be drafted.

Moving forward, Jakkie Olivier, CEO of the 
Retail Motor Industry (RMI) confirmed that the 
organisation would be convening workshops with 
its trade associations to prepare a draft code which 
will be submitted to the Competitions Commission 
for consideration. “We will offer our full co-oper-
ation to the Commission to help reach a workable 
solution in the best interest of all and we are will-
ing to take the lead on this initiative, together with 
affected stakeholders,” he concluded. ■

Finding Answers for the Future

Vishal Premlall, Director of the Motor 
Industry Workshop Association (MIWA).

“The model as it stands is slowly 
squeezing out the little business 
at the bottom of the chain trying to 
remain sustainable in an already 
difficult market.”
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BY STUART JOHNSTON

The New MINI Countryman now has only tenuous 
links to the original MINI concept. It’s some 20 
cm longer than the outgoing Countryman model, 
taller and wider, with a longer wheelbase. In other 
words it is now a fully-fledged Crossover SUV!

Legroom and headroom is generous and the 
boot holds 450 litres of luggage – so the configura-
tion is every un-mini-like. And yet, apart from 
the size, the new car looks very much like the old 
MINI Countryman in terms of details. The basic 
Countryman Cooper design template has been 
retained, and quick-recognition points are the 
new grille, new headlights and tail lights, and on 
Cooper S models there are metal brushed inserts 
along the door sills and rear valance, to indicate 
some sort of off-road alliance.

The interior has been given plush treatment, 
with better-quality materials on dash and doors, 
while the trademark huge centre dial now used for 
infotainment, offers touch-screen compatibility, 
along with the normal console-mouse operation.

There is still that satisfying MINI relationship 
between car and driver, and that is pleasing to note 
despite the increase in size. The new Model is (at 
this stage) only offered in front wheel drive, but 
various trim options are available.

Ride seems very good on smooth to bumpy tar, 
and performance is good without being startling.

There’s a choice of the 1,5-litre three-cylinder 
turbo motor in the Cooper and the 2,0-litre 
four-cylinder turbo in the S models. The three-
cylinder engine provides the kind of adequate 
performance required if you bought your MINI 
for family duties as a priority. As for the Cooper 
S motor, while performance is good with 141 kW 

on tap, the delivery is rather bland. The motor 
doesn’t rev beyond 6 000, and this latest genera-
tion MINI S motor has none of the charisma 
found on earlier renditions.

Both are offered with either manual or auto-
matic transmissions and prices start at R422 000 
for the Cooper manual and top out at R509 800 for 
the Cooper S eight-speed auto. A diesel model is 
planned for the third quarter. ■

We Drive

There is still that satisfying MINI 
relationship between car and 
driver, and that is pleasing to note 
despite the increase in size.

Big MINI Countryman
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We Drive

BY STUART JOHNSTON

Tootling around in Volkswagen’s latest five-door 
derivative of the up! – the A00 segment hatch that 
comes in below the top-selling Polo range – it is 
sometimes difficult to realise that powering this 
little car is a normally-aspirated one-litre engine.

True, you have to drop down a gear or two to 
get things moving, but thanks to the extremely 
long legs as far as overall gearing is concerned, the 
car maintains its 120 km/h highway speed with lit-
tle fuss or bother. Although, sometimes, you might 
forget that you are still in fourth gear, because even 
in fourth at 120 you are spinning the 55 kW engine 
at not much more than 3 500 rpm.

The five-door car – following on the launch of 
the three-door models – was launched just under 
a year ago, available in two new derivatives. These 

are the cross up!, which vaguely mimics a small 
SUV, and the colour up.

Our test car was the Move up! (man, these 
lower-case names are confusing to read and write), 
finished in Deep Black, and fitted with attractive 
15-inch alloy wheels. More expensive versions 
of the five-door up! come with 17 inch wheels 
and a touch screen infotainment centre, while 
this car has a fairly basic audio system (with blue 
tooth compatibility).

Nice basic equipment on this Move up! 
includes power operation of the front windows 
and air-con.

Access to the rear via the extra doors is good, 
with reasonable leg room and head room once you 
are inside. The boot of an up!, of course, is not its 
strong point, measuring a mere 250 litres or so, 
but it’s actually quite competitive in its class of 
minimal-cost-entry-level cars.

The dashboard on our Move-up was trimmed 
in a sort of carbon-look material which added 
a racy touch, and highlighted the very cheer-
ful graphics on the dials, on what is otherwise a 
typically stolid VW interior. I found the seat belt 
slot for the driver’s side belt too tucked away for 
easy access.

The three-pot petrol motor in fact revs well 
into the reline if you allow it to. But the car is no 
fire brand on acceleration , and the engine wheezes 
rather comically on the over-run (as you let go 
the throttle) if you rev it this hard. Consumption, 
though, is well in the under six-litre per 100 range, 
and being non turbo, it doesn’t seem to suffer too 
much in terms of increased consumption, if you 
give it some hard accelerative treatment.

Steering is typical VW, which means it is well-
weighted and has great feedback, the brakes are 
progressively powerful, and the gear change – just 
five-speeds on offer–is slick and a pleasure to use.

I love these little ups! (??? May as well add a 
few more confusing punctuation points!!!) And 
this Move up! model is great, a quality small car 
at a reasonable, but not cheap price of R179 900. 
Just so long as you don’t have too much luggage to 
lug around. ■

VW Ups its Game

Steering is typical VW, which 
means it is well-weighted and has 
great feedback, the brakes are 
progressively powerful.

As far as overall gearing is 
concerned, the car maintains its 
120 km/h highway speed with little 
fuss or bother.
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New Models

BAIC D20
The latest addition to the local market is Chinese brand BAIC 
and its D20 small car was recently introduced. Despite a 
competitive price its quality and standard equipment levels are 
considered a cut above many of its competitors. BAIC has a 
technology sharing agreement with Mercedes-Benz and the 
D20 hatch and sedan range being launched in South Africa 
is built on the basic platform developed by Mercedes-Benz 
for its Smart ForFour small car, so it uses modern technology. 
The local D20 range consists of five hatchback models and 
one sedan. There is the choice of a 1.3-litre or 1.5-litre petrol 
engine and a five-speed manual or four-speed automatic 
transmission in the hatchback derivative, while the sedan has 
the 1.5-litre engine and automatic transmission. Prices range 
from R149 990 to R209 990.

ToyoTA 86
Like its predecessor, the latest iteration of Toyota’s 86 has a 
high-revving, naturally aspirated 2.0-litre, horizontally opposed 
“boxer” engine driving the rear wheels. Driving the rear wheels 
through a six-speed manual or automatic transmission, the 
1,998 cc 16-valve DOHC unit produces a maximum 147 kW at 
7 000 r/min and 205 Nm of peak torque between 6 400 and 
6 600 r/min. Acceleration from standstill to 100 km/h takes 7.6 
seconds with manual transmission and 8.2 seconds for the 
auto. Starting price is R449 600.

ReNAulT ClIo GT-lINe
The Renault Clio GT-Line exterior is differentiated from the rest of the new Clio range through its uniquely designed 17-inch titanium 
grey alloys, matching door mirrors, titanium grey inserts on side door protectors and boot lid, and distinctive fog light surrounds. It also 
features various unique interior features that are in line with its sporty nature. Under the bonnet is a 1.2-litre turbo engine with 88 kW 
and 205 Nm of peak torque on tap. A six-speed manual gearbox is standard. It comes with a price tag of R264 900.

http://www.autolive.co.za
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Sneak Peek

ToyoTA FT-4X
Toyota has reincarnated the spirit of its FJ Land Cruisers and other iconic 

adventure vehicles with the FT-4X Concept. Based on the Toyota New 
Global Architecture C-platform, the FT-4X is inspired by a simple, sturdy 

“X-theme”. At the sides, a vertical X is shaped to provide the widest point 
at the door handle, creating a natural protective zone for the occupants.  

A similar treatment is used for the tailgate.

MeRCeDeS-BeNz CoNCepT A SeDAN
According to its creators the Concept A Sedan show car specifies the 

evolved Mercedes-Benz design language. Thanks to its purist, surface-
focused design featuring reduced lines and gaps, it is hot and cool 

at the same time. The Concept A Sedan has been designed with the 
proportions of a dynamic, coupé-like and simultaneously compact, 

premium sedan. This aim is emphasised by the traditional three-box 
design featuring short overhangs, especially at the rear. Additional 
sedan characteristics are the relatively vertical C-pillar, larger side 

windows and the higher beltline.

INFINITI QX80 MoNoGRAph
The QX80 Monograph combines luxury with a commanding presence, 
and demonstrates the high levels of space and utility for which the QX80 
production car is renowned. It illustrates how the design of Infiniti’s 
large SUV could evolve in future. Originating at Infiniti’s design studio in 
Atsugi, Japan, the concept applies the brand’s latest design language 
in a sculptural and artistic way, incorporating a mix of geometric 
and organic shapes to combine power with elegance, creating a 
commanding and sophisticated presence.

The future certainly seems bright when one looks at some of the concept vehicles and new production models 
the world’s manufacturers have showcased of late. The quest for emission-free transportation might be 
foremost on everyone’s minds, but there are still plenty of weird and wonderful automotive creations to keep 
enthusiasts drooling.
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Transformation and Black Economic 
Empowerment (BEE) are major focus areas in the 
South African motor industry these days with 
retailers being very much in the spotlight.

The South African subsidiary of Sewells MSX 
International, an outsourcing and consulting com-
pany concentrating on the retail motor industry, 
believes that it has an answer to the current, urgent 
need to transform dealerships.

According to senior consultant Mike Paxton, 
the company’s locally-developed Advanced Dealer 
Management (ADM) training programme is 
an excellent transformational tool for develop-
ing all round motor retailing business skills in 
South Africa.

Originally the year-long ADM programme 
was configured to train those people who were 
the second and third generations of motor dealer 
families who chose to make a career in the family 
business. The course continues to attract members 
of dealer families, but the comprehensive all-round 
content of this programme is proving ideal as a 
training ground for employee transformation in 
local motor dealerships.

The ADM programme is all-encompassing 
and covers the five distinct lines of business 
encountered in a motor dealership being: vehicle 
sales, parts sales, service, finance, and human 
resources management. The programme is being 
revised and updated constantly to cater for the 
ever-changing conditions in the South African 
business environment.

“This is a high level, intensive dealer principal 
apprentice programme where delegates can learn 
from experienced professional operators, academ-
ics and consultants,” explained Paxton.

Already 23 groups have been through the 
programme, which takes 11 months to com-
plete. Each intake consists of about 12 delegates. 
So far 157 delegates have graduated and 106 
of them have been promoted in their compa-
nies, with 61 people rising to the position of 
dealer principal.

The course is held at a venue in Centurion 
which has accommodation as well as training 

facilities. As men-
tioned earlier, the 
duration of the 
course is 11 months 
and consists of five 
modules, each lasting 
4 to 5 days, and two 
months apart.

Delegates must 
complete an in-
dealership practical 
assignment at the end 
of each module. These 
assignments relate to 
the contents of the 
module the delegates 
have just studied 
and ensure that that 
theory learned in the 
classroom is trans-
ferred into practical 
applications back 
at the dealership or 
other workplace.

The course 
includes dealer visits 
as well as a full dealer 
case study.

Once all the modules have been completed the 
delegates must compile a detailed business plan of 
some aspect of their dealership where they believe, 
with their newfound knowledge, that improve-
ments can be made. This project is the final decider 
as to whether or not a delegate will graduate.

Successful implementation of this busi-
ness plan at the dealership can often cover the 

cost of the ADM course through savings or 
additional profit.

Sewells MSX International is accredited by 
the Manufacturing, Engineering and Related 
Services Sector Education and Training Authority 
(MERSETA) on NQF levels 4 and 5, which gives it 
added value for successful delegates.

“The ADM programme is proving a boon in 
accelerating progress and improving the business 
skills of a host of talented young people working 
at local and international retail motor dealerships, 
while it now also has proven benefits in the im-
portant role of speeding up staff transformation,” 
Paxton said.

“In the future, we see the major manufacturers 
and distributors making this ADM programme 
mandatory for all their field staff and we will, will-
ingly, customise the course to suit the participat-
ing OEM. We also believe this course will be very 
beneficial for dealer groups, with several of them 
having participated already,” he concluded. ■

How to Transform 
Your Motor Dealership

Sewells MSX International senior consultant Mike Paxton runs the 
Advanced Dealer Management (ADM) training programme.

“This is a high level, intensive 
dealer principal apprentice 
programme where delegates 
can learn from experienced 
professional operators, academics 
and consultants.”

Sewells MSX International is 
accredited by the Manufacturing, 
Engineering and Related 
Services Sector Education and 
Training Authority (MERSETA) 
on NQF levels 4 and 5, which 
gives it added value for 
successful delegates.
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Corporate Social Responsibility

At the end of March the Ford Wildlife Foundation 
handed over new Ford Rangers to two renowned 
conservation projects in South Africa: the Cape 
Leopard Trust and the Sea Search Research and 
Conservation group.

Established in 2004, the Cape Leopard Trust 
is an active predator conservation group using sci-
entific research as a tool to facilitate conservation, 
particularly in finding solutions to human-wildlife 
conflict and inspiring a greater interest in the en-
vironment through an interactive environmental 
education legacy programme.

The Ford Ranger will initially assist the 
Cedarberg project with implementing a large scale 
camera survey that extends over 320,000 hectares 

as part of a five-year leopard monitoring 
plan. The survey will see 150 field cam-
eras deployed and monitored by a team 
of researchers and research volunteers 
to produce a robust scientific study of 
leopard populations across the area.

Sea Search will use their new Ford 
Ranger as a support vehicle for two major mari-
time conservation projects: The Namibian Dolphin 
Project in Walvis Bay, Namibia, and the Effects 
of Climate Change on Cetaceans project, which 
takes advantage of the high diversity of cetacean 
species and habitats around the Western Cape, 
South Africa.

For the past 25 years, FMCSA has supported 

more than 150 conservation projects and invested 
over R30 million to help maintain wildlife and 
ecosystems in South Africa. In September 2014, 
FMCSA officially established the Ford Wildlife 
Foundation to continue that support. ■

Ford Continues to Commit to 
Environmental Preservation

Scientists and students from Sea Search 
received a Ford Ranger to support two 
major maritime conservation projects.

The Kyalami Equestrian Park was a hive of 
activity recently as Team Nissan spent the 
morning training a group of enthusiastic young 
riders from the THANDI programme and other 
development initiatives as part of the Nissan 
Development Day.

The THANDI (The Heritage and Nissan 
Development Initiative), which is sponsored 
by Nissan, is the only true grass roots show 
jumping development programme in Gauteng. 
It aims to make equestrian more accessible in 
South Africa.

During the Development Day participating 
children were given a tour of the Derby followed 
by equestrian and show jumping lessons from 
the experts themselves. The group of children 
participating included riders of various levels of ex-
perience. Some like those from Footprints, a home 
full of children, had only ever had two lessons on 
horseback before. Other riders, like those involved 
in the THANDI programme, have been drawing 
on Team Nissan’s experience for the past four years 
and are now ready to start competing.

“Development Day is a fantastic opportunity 
for the country’s top riders to give back to the de-
velopment of the sport by imparting, not only their 
considerable skills, but also their passion for show 
jumping,” said Mike Whitfield, MD of Nissan 
South Africa.

“It’s a real privilege for these kids to be able to 
learn from the absolute top riders in the country,” 
said Wendy Gidlow, Founder and Director of the 
THANDI programme.

“The sport is great from a fitness point of view. 
It also teaches commitment, discipline and the 
subtleties of communication. Without the backing 
of big brands like Nissan, it would be impossible 
to expose this sport to a wider group of young 
athletes with this potential.” 

According to Whitfield the lifestyle repre-
sented by equestrian is a great fit for Nissan’s 
products, making it a natural choice for sponsor-
ship. “We have a wide range of products that 
talk to the equestrian market, family vehicles 
and, of course, vehicles for getting out and about 
and seeing exactly what South Africa can offer,” 
he concluded. ■

Nissan Grows Show Jumping Talent

Participating children were 
given a tour of the Derby 
followed by equestrian and 
show jumping lessons from the 
experts themselves.

“The sport is great from a fitness 
point of view. It also teaches 
commitment, discipline and the 
subtleties of communication.”
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Corporate Social Responsibility

Representatives of Toyota South Africa and 
BirdLife South Africa solidified their partner-
ship at a vehicle handover ceremony held at the 
BirdLife headquarters in Johannesburg earlier 
this month. Two vehicles, a Hilux Double Cab 
and a Prius Hybrid, were supplied to BirdLife 
for the purpose of enabling critical biodiversity 
preservation efforts.

The Hilux forms part of a five-year global 
partnership established between Toyota Motor 
Corporation (Japan) and BirdLife International, 
which was initiated in 2016 to facilitate conserva-
tion work for threatened species. Under the global 
BirdLife partnership, Toyota Motor Corporation 
has committed to donate ten vehicles to BirdLife 
partners over a five-year period. The first two vehi-
cles for the programme were supplied to Pronatura 
Sur (a Mexican organisation involved in flora, 
fauna, and priority ecosystem conservation), and 
to BirdLife South Africa in 2016.

To supplement the global Toyota-BirdLife 
association, Toyota South Africa has furthermore 
formed a relationship with BirdLife South Africa, 
and as part of this, a sponsorship agreement was 
structured for a second vehicle, the Prius Hybrid.

“Environmental protection for Toyota as an 

organisation extends far beyond just CO2 and 
emissions reductions. Biodiversity protection 
is equally important for humans and nature to 
coexist in the future,” commented Kerry Roodt, 
General Manager of Marketing Communications 
at Toyota South Africa. “We share the same vision 
as BirdLife South Africa: to see a country and 
region where nature and people live in greater 
harmony, more equitably, and sustainably. “

The Toyota Birdlife partnership is amongst 
the first wave of projects for species preserva-
tion to be implemented under the company’s 
scheme to reduce the environmental impact 
of automobiles, the Toyota Environmental 
Challenge 2050. In 2016 alone, the company 
provided grants amounting to approximately US$ 
1.2 million towards Red List species protection 
related projects. ■

Toyota Does its Bit to Preserve Bird Life

Representatives from Toyota South Africa and Birdlife South Africa at the BirdLife 
Johannesburg premises.

VWSA employees and their families gave off their 
free time recently make a difference at Walmer 
Primary School. Nearly 100 volunteers spent their 
Saturday to refurbish facilities at the school.

Walmer Primary School is located in Walmer 
township and has 1515 learners from Grade R to 
Grade 7. The school was chosen by the Volkswagen 

Community Trust Committee after evaluating 
three schools in the area to determine a school that 
needed immediate assistance.

A team of local contractors assisted with all 
the preparation work such as installing a new 
jungle gym, tiling, plumbing, general cleaning 
and maintenance. The VWSA volunteers came in 

and completed the painting of classrooms, murals 
and other items such as tyres in the play areas, the 
jungle gym, painting of fences, doors and door 
frames. The volunteers also assisted with planting 
trees, flower beds and gardening.

“I am always amazed by how much can be 
done in a couple of hours when you have dedicated 
and passionate who wants to make a difference. 
This makes me proud to be part of Volkswagen and 
I salute all the volunteers that were part of today’s 
event. We are definitely not just a car company but 
a company that wants to make a difference in the 
community,” said Thomas Schaefer, Chairman 
and Managing Director: Volkswagen Group 
South Africa.

The Show of Hands Volunteer Programme is 
an ongoing initiative under the Volkswagen for 
Good campaign. To date, over 1 700 volunteers 
have given off their free time to be part of 19 Show 
of Hands initiatives held in Johannesburg and 
Port Elizabeth. ■

VW Volunteers Upgrade School

Thomas Schaefer together with VWSA Employees give of their time to help uplift Walmer 
Primary School.
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Working Wheels

There is an enthusiastic response from the 
delegates attending the first Hino Learnership 
programme organised by Hino South Africa. The 
year-long programme has been compiled to pro-
vide comprehensive training for sales staff at the 
dealerships and started in February. Generally, 
the delegates are new to selling Hino trucks, 
although they may have prior experience as truck 
sales staff.

There are 12 delegates on the first course, 

including one from Namibia. They undergo a 
week’s intensive theoretical and practical training 
each month and will then be required to complete 
a tutorial on the subjects covered. The rest of each 
month will be spent working at their dealership.

“The major focus is on sales and marketing 
knowledge and skills, although the course also 
includes visits to the Hino manufacturing facility 
in Prospecton, technical workshops, body builders 
and bus builders, so that they can understand 

the full scope of the environment in which they 
are working,” explained Ernie Trautmann, Vice 
President of Hino South Africa.

“Practical driver training is another aspect 
of the learnership course. I am a big supporter 
of driver training not only for the road safety 
benefits, but also for the fact that it contributes 
to the durability of the vehicle and the insistence 
by trained drivers on having a roadworthy truck 
to drive.

“The learnership course is registered with 
merSETA and the delegates will receive a certificate 
when they graduate at the end of the year. They 
will then be able to continue their studies with a 
diploma course at Unisa,” added Trautmann.

The course was developed in conjunction with 
a specialist training consultancy. The lecturer, 
Philip Brandt, comes from a background of vehicle 
fleet management so he understands the type of 
information required by fleet operators from a 
sales staff.

“There is a lot of roleplay in the course with 
the ultimate objective of training the delegates to 
be in a positon to recommend the correct truck 
for a particular operation while also knowing how 
to calculate a finance package that will suit the 
customer’s business model,” said Brandt.

“One of my other objectives is to have each del-
egate become an ambassador for the Hino brand 
and a person being trusted by customers buying 
trucks from him or her,” Brandt concluded. ■

A happy group of Hino people. The photo was taken after a welcome breakfast for the 
12 delegates to the inaugural Hino Learnership Programme at the Training Academy in 
Sandton recently. The attendees were the delegates, dealer principals of the dealerships 
with delegates and Hino SA head office team members.

Hino Imparts Valuable Knowledge and Skills

UD Trucks Southern Africa recognised the 
achievements of its regional independent network 
at its annual dealer awards ceremony recently. 
Awards were presented to winners in 24 catego-
ries, ranging from the technicians, driver trainers, 
parts, service and sales executives, to finance and 
administration specialists.

“Our annual dealer awards acknowledge all 
the top achievers in the various categories who 
have excelled and surpassed the stringent quality 
standards we have implemented across all of the 
47 UD Trucks dealerships in the region,” said 
Gert Swanepoel, managing director of UD Trucks 
Southern Africa. “Ultimately, we aim to provide 
the same quality service and support to all UD fleet 
owners, no matter the size of their fleet or where 

they operate across 
southern and eastern 
Africa.”

Top honours in 
the Dealer of Year 
category went to CMH 
Commercial Pinetown. 
The Medium Dealer 
of the Year award was 
presented to UD Trucks Magnis Zululand from 
Richards Bay and the winner of the Developing 
Markets Dealer of the Year category was NTT 
Botswana from Gaborone.

“To us it is all about providing quality 
products, quality parts and quality service. Most 
importantly, UD Trucks is all about quality people 

who have reached a level of excellence that sets 
them apart from the rest. All of this adds up to 
providing quality support for our customers,” 
explained Swanepoel.

“We believe our dealers’ professionalism, pas-
sion and dependability is what differentiate them 
in this highly-competitive market.” ■

Accolades for Top UD 
Trucks Dealers

CMH Commercial Pinetown is UD Trucks’ Dealer of the Year.
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Working Wheels
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Hino Knights are an elite group within the dealer 
salesforce who are not only excellent salespeople, 
but are also those who make a meaningful contri-
bution to the community as well as to the dealer 
for whom they work. The Knights’ programme for 
Hino dealers was launched in 2011 and there are 
currently 10 Hino Knights – three sales managers 
and seven sales executives.

Last year there were four new additions to the 
ranks of Hino Sales Executive Knights. They are: 
Jaco Uys, of Hino Middelburg; Cecil Pillay, of Hino 
Pinetown; Marlan Chetty and Verneshen Naidoo 
both of Hino Shelly Beach.

Hino South Africa recently announced the 
Hino Knight of the Year and the runner-up, 

known as the Robin Hood Knight of the Year. The 
first award went to Faan van der Westhuizen, of 
Hino Limpopo in Polokwane, while the Robin 
Hood Knight for 2016 is Francois Drury, of Hino 
Kuilsrivier in the Western Cape.

This was the second time Faan van der 
Westhuizen has collected this coveted trophy, hav-
ing won it in 2013. He has been involved directly 
and indirectly with the trucking business since 
he started working with his father in 1972. After 
a spell of 20 years selling agricultural and related 
equipment he joined Hino Polokwane in 2006 and 
has been there ever since. He says he sells between 
80 and 100 trucks a year and has a customer satis-
faction rating of over 98%.

Robin Hood Knight of the Year for 2016, 
Francois Drury, has been a truck sales execu-
tive for the past 14 years, spending four years at 
Hino Parow and 10 years at Hino Kuilsrivier. He 
sells between 46 and 70 trucks a year and was 
Hino Knight of the Year in 2012 and each year 
since then he has been the Robin Hood Knight of 
the Year.

Being a Hino Knight goes much further than 
just being a good salesman. Another important 
aspect is ensuring customers are given excep-
tional service, with the cut-off being a minimum 
of 96.5%. Drury has had his personal Customer 
Satisfaction Index running at 100% for the past 
two years. ■

Hino’s Sales Knights in Shining Armour

The Hino Knights, an elite group of sales executives and sales managers from the dealer group, seen with Hino SA executives at the 
recent awards ceremony in Cape Town.
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Events

Fans of high-performance road cars and exclusive supercars will have plenty to 
look forward to when the King of the Hill action commences at the 2017 Jaguar 
Simola Hillclimb taking place from 4 to 7 May.

Building on the Supercar Shootout introduced last year, the all-new 
Class A groups all standard road cars and supercars into one category, with 
a total of nine individual classes comprising a total of 30 entries encompass-
ing everything from hot hatchbacks to the sports car and supercar elite. No 
aerodynamic modifications or aids are allowed, and only street-legal tyres 
are permitted.

The fastest qualifying times determine the class finals, and the top 10 
competitors throughout the qualifying sessions progress through to the final 
one-lap shootout that decides who will be crowned King of the Hill for Road 
Cars and Supercars in 2017.

Jaki Scheckter dominated the Supercar category last year in a Nissan GT-R 
in an impressive time of 43.591 seconds and he is sure to be a leading contender 
once again in the latest specification 2017 Nissan GT-R. However, he will face 
a strong challenge overall and in Class A4 from the likes of Hillclimb debutant 
and former production car racer Reghard Roets, who is scheduled to compete 
in a 2014 Nissan GT-R.

The Nissans won’t have it all their own way, though, as Jaguar is fielding 
two strong contenders. Multiple American GT and touring car champion 
Randy Pobst brings a wealth of international racing experience to the Jaguar 
camp and will be competing in an all-wheel drive F-TYPE SVR Coupé. He will 
be joined by SA land speed record holder Dawie Olivier, who will drive the new 
F-TYPE SVR Convertible, which makes its South African debut at the 2017 
Jaguar Simola Hillclimb.

In Class A1 for stock standard four-cylinder road cars, Hillclimb regular 
Deon Schoeman continues flying the Alfa Romeo flag in the agile 4C Spider, 
competing against the two Ford Focus RS entries of Chris Leeson and 
Nico Nel.

The hotter Class A2 features the rally-bred challengers such as the 
Mitsubishi Lancer Evo 9s of Shane Naidu and Feroz Ebrahim, the Subaru 
WRX STi of Daniel Zeelie, and the German contenders comprising Pierre 
Bester’s Mercedes-Benz A45 AMG and Gary van Heerden’s VW Golf R.

The high-tech BMW i8 hybrid will be making its second appearance at the 
Jaguar Simola Hillclimb, this year entered by Gordon Nicholson.

A handful of lucky visitors to the 2017 Jaguar Simola Hillclimb will win 
an experience of a lifetime, with an exhilarating ride in a Jaguar up the 1.9 km 
Hillclimb course.

All tickets purchased via www.iTickets.co.za will qualify for the daily 
draws, with the winners contacted by cellphone and invited to the pit lane 
for this exclusive adrenaline-charged ride, seated alongside one of Jaguar’s 
advanced drivers. ■

For more information on the event visit:  www.jaguarsimolahillclimb.com.

2017 Jaguar Simola Hillclimb 
Promises to Thrill

Jaki Scheckter dominated the Supercar category last year in 
a Nissan GT-R.

The all-new Class A groups all standard road cars and 
supercars into one category.
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