
BY ROGER HOUGHTON

Opel and Peugeot will go it alone in South Africa 
even though the Peugeot Citroën Group in France 
is fi nalising the purchase of the Opel brand and all 
its assets from General Motors, which is virtually 
withdrawing from Europe.

Th ere was speculation that following this 
takeover of the German Opel brand by Peugeot 

there would be some kind of tie-up between the 
two brands in the comparatively small South 
African market to provide economies of scale. Th is 
could have taken the form of joint dealerships with 
separate Opel and Peugeot showrooms with shared 
aft er-sales facilities as operated successfully by 
some of the brands in the Motus (formerly AMH) 
division of the Imperial Group.

But no, both Opel and Peugeot have an-
nounced they will operate separately in SA 

and both are confi dent of substantial growth 
going forward.

Both are coming off  low bases: Opel sales for 
the fi rst fi ve months of 2017 amounted to 1 548 
units (0.7% share of SA vehicle market) compared 
to 2 009 units (0.9%) for the same period last year 
while Peugeot and Citroën sales have fallen from 
717 (472 Peugeots and 245 Citroëns) in the fi rst fi ve 
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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

months of 2016 to 270 (262 Peugeots 
and 8 Citroëns) for the same period 
this year.

Both brands will have new 
distributors, with Williams Hunt, 
a long-time GM dealer partner, 
handling the Opel franchise, while 
the Japanese automotive group 
VT Holdings took over control of 
Peugeot Citroën South Africa on 
June 1 when it acquired 51% of the 
local company from the French 
Peugeot Citroën group (PSA).

Opel had an impressive media 
briefi ng to announce its changes 
while PCSA only sent out a media 
release at the beginning of June and 
will make a formal announcement of 
its future strategy later in the year.

Opel cars have been sold 
through the GM network of 132 deal-
ers until the recent announcement of 
the unbundling of General Motors, 
Isuzu, and Opel in SA.

Roy Pepper, the divisional direc-
tor of Williams Hunt in the Unitrans 
Group, said at the media briefi ng in 
Sandton that there will be a network 
of 35 Opel dealers going forward, 
made up of existing Williams Hunt 
Opel outlets as well as some other 
dealers in the current GM network 

and some new dealers. Pepper said 
adding 30 aft er-sales servicing deal-
ers to the Opel network was also 
under consideration.

Williams Hunt currently sells 
more than 20% of Opel volume in 
SA and has a huge share of the GM 
replacement parts business too.

Pepper added that about 75% of 
the new Opel dealers will also sell 
Isuzu products, which should add to 
their viability substantially. (It was 
announced earlier by GM that there 
will be 90 Isuzu dealers countrywide 
when the new dispensation takes 
eff ect at the beginning of 2018).

Ian Nichols, the outgoing chief 
executive of GMSA, said that Opel 
had been part of the local motoring 
scene since the 1930’s and a major 
product onslaught had seen the 
launch of 13 new Opel models in SA 
since 2012. Th e current range in-
cludes the ADAM, Corsa, Astra (SA’s 
reigning WesBank Car of the Year) 
and Mokka. Opel is in the process of 
launching seven new models interna-
tionally in 2017 – the most ambitious 
launch programme in Opel’s history.

Th e next new arrival in SA will 
be the Crossland X compact which 
was displayed at the media briefi ng. 
It will be followed by the Grandland 
X large crossover next year. Th e latter 

will be unveiled at the Frankfurt 
Motor Show in September.

When Bill Mott, Opel’s Director 
International Sales, concluded his 
presentation he said: “We (Opel 
Germany) view South Africa as an 
important market. We are confi dent 
that the brand will continue to grow 
from strength to strength globally 
and here in south Africa, because 
of the solid foundation that has 
been built in the 80-plus years Opel 
has been here (in SA).” (Bill Mott 
Jnr. is the son of a former manag-
ing director of General Motors 
South African).

Meanwhile Peugeot is regroup-
ing in South Africa under VT 
Holdings. At this stage, the Citroën 
brand has been put on ice, but 
could return to SA when the time is 
right. Th e same goes for the new DS 
premium brand.

Francisco Gaie is the new 
Managing Director of PSA, replacing 
Francis Harnie who has returned 
to Europe. Th irty-three-year-old 
Gaie hails from Pretoria and aft er 
spending time serving in the British 
Metropolitan Police in London he 
studied economics at the universi-
ties of Pretoria and Stellenbosch. 
Subsequently he has had extensive 
experience in the motor industry, 
including a spell in Japan. He has 
been with VT Holdings’ Trust Auto 
Group since 2013, latterly as the 
Chief Operating Offi  cer overseeing 
retail operations.

“It is time to move forward in 
creating new and exciting visons 
for our employees, dealers and most 

At this stage, the Citroën 
brand has been put on 
ice, but could return 
to SA when the time 
is right.

continued on next page 

Roy Pepper, Williams Hunt Divisional Executive in the Unitrans 
Group, who will now oversee distribution and related business 
aspects for Opel products in South Africa.
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Editor’s Note
At AutoLive we take the sub-
ject of road safety very seri-
ously. So, understandably, we 
were very excited to hear that 
the Automobile Association 
(AA) – in collaboration with 
the FIA, Ford and Michelin 
– have launched a road 
safety campaign, specifi cally 
focussed on pedestrian visibility. Th e national campaign is 
known as the #ISeeYou campaign.

One in three fatalities on South African roads are pedes-
trians. Statistics from the Road Management Corporation 
(RTMC) show 5 410 pedestrians died on our roads in 2016. 
Th is represents a shocking 38 per cent of all deaths on the 
country’s roads last year, making pedestrians, by far, the 
most vulnerable group of road users.

Th e #ISeeYou message goes deeper than pedestrian 
visibility, though. Its dual purpose is also to drive mutual 
respect between motorists and pedestrians.

Statistics show pedestrians are particularly vulnerable 
at dawn and dusk, or when visibility is impaired because of 
smoke, dust or mist. On dimly or unlit roads, and wearing 
dark clothes, they are oft en virtually invisible to motorists, 
who may only see them when it’s too late to avoid hitting 
them. It’s a serious problem in South Africa, one which the 
AA hope this campaign will begin to address.

Th e campaign includes print, radio and television ad-
vertisements highlighting the dangers pedestrians face while 
on the road. It encourages pedestrians to make themselves 
more visible through walking in better lit areas, and wearing 
clothing that stands out. Motorists, too, are encouraged to 
be aware of pedestrians while driving.

A critical component of the campaign is urging pedes-
trians to wear refl ective sashes which are easier for drivers 
to see. As part of the initial phase of the campaign, 14 000 
sashes will be distributed to pedestrians through activations 
across the country.

Th e campaign is looking to provide refl ective sashes 
to as many pedestrians as possible. Within the campaign, 
a mechanism has been provided for individuals and 
corporates to make donations to fund the purchasing and 
distribution of more sashes. If you are want to make a real 
contribution to road safety in South Africa, please join the 
campaign or make a donation by visiting www.aa.co.za. 

Liana Reiners,
Editor
liana@autolive.co.za

To advertise in  contact

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

Sales of new cars and light commercial 
vehicles in South Africa held up better 
than expected in May. In contrast, me-
dium and heavy commercial vehicle sales 
declined sharply.

Aggregate new vehicle sales at 41 783 
units showed a decrease of 1 129 units or 
2.6% from the 42 912 vehicles sold in May 
last year. An estimated 90.2% represented 
dealer sales, 5.1% represented sales to 
the vehicle rental Industry although this 
share was understated since it excluded 
estimates for two major manufacturers, 
3.2% to Industry corporate fl eets and 1.5% 
to government.

Th e May 2017 new car market at 26 317 
units refl ected a decline of 2.5% compared 
to May last year. Sales of light commercial 
vehicles, bakkies and minibuses, at 13 410 
units, refl ected a decline of 1.5% com-
pared to sales in the corresponding month 
last year.

Sales of vehicles in the medium and 
heavy truck segments recorded sharp falls 

at 13.6% in the case of medium commercial 
vehicles and 10% in the heavy truck and 
bus  market.

New vehicle exports at 29 596 units 
in May 2017 refl ected a decline of 12.0% 
compared to the 33 619 vehicles exported in 
May last year. Vehicle exports in May 2016 
were the second highest monthly export 
fi gure on record and therefore represented 
a relatively high base. Th e momentum of 
vehicle exports was expected to improve 
over the balance of 2017.

Following the modest improvement 
in new vehicle sales during the fi rst three 
months of 2017, the outlook for the balance 
of the year remains somewhat uncertain, 
according to NAAMSA.

Th e current polarised political environ-
ment in South Africa, together with pros-
pects of subdued economic growth over the 
short to medium term, continued to weigh 
on business confi dence and consumer senti-
ment. At this stage, domestic new vehicle 
sales for 2017 were likely to be fl at at best. ■

Sales of New Vehicles Held Up 
Better than Expected in May

importantly our custom-
ers. We have developments 
planned around new 
products and aft ersales 
which we are confi dent will 
result in greater effi  ciencies, 
increase our market share 
and generally strengthen 
our position in the South 
African market place,” 
said Gaie.

Peugeot-only sales in 
2015 amounted to 1 448 
units, declining to 1 094 
units in 2016, while sales for 
the fi rst fi ve months of 2017 
reached only 260 units.

Gaie, speaking in an 
interview with Irma Venter 
of Engineering News, said 
the plan is to grow sales to 

1 500 units for the fi nancial 
year ending March 2018. 
He added that the current 
count of 25 dealers was 
near ideal for the Peugeot 
brand and the number will 
not grow beyond 30, with 
the focus being on making 
these dealers profi table.

Th e Peugeot SA CEO 
says the brand will be 
pitched as standing for 
“premium/value-for-
money vehicles.” New 
models which will enter 
the local market in the 
next 12 months include the 
refreshed 208 hatchback, 
the 2008 SUV and the 3008 
SUV to follow in August. 
He said the larger 308 
hatchback and 5008 large 
SUV will also be coming to 

SA, along with the Traveller 
minibus. Gaie said Peugeot 
also plans to bring a one-
ton pick-up to the market 
by 2021.

“Consumers must 
understand that Peugeot is 
in South Africa to stay and 
we are prioritising chang-
ing the public’s perception 
that Peugeot replacement 
parts are expensive and 
oft en diffi  cult to obtain. As 
a counter, we have a parts 
warehouse located near the 
OR Tambo Airport with 
stock worth R35-million. 
We are also looking at 
providing out-of-warranty 
vehicles with non-genuine, 
but PSA-approved, parts 
at aff ordable prices,” con-
cluded Gaie. ■

 continued from previous page
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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 

Access to GAIT dealer dashboard

Standard Dealer Ads

1 Bump Up per car per day

1st Call Tracking Number Free

Email leads matched to your 
dealership and vehicles

12 High Quality Images per vehicle

Select
Upgraded GAIT package with 

Access to GAIT dealer dashboard

Standard Dealer Ads

1 Bump Up per car per day

1st Call Tracking Number Free

Email leads matched to your 
dealership and vehicles

12 High Quality Images per vehicle

7 Day Top Ads 30% of your listings

Website or Social Media page

Rapid Stock Turnover

Get 3X more leads

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

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

12

http://www.gumtree.co.za/pages/autodealers
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During April 2017, Lightstone Consumer embarked 
on an independent study among the dealerships of 
all major automotive manufacturers in South Africa 
to determine the current labour rates charged at 
dealership level.

Telephonic interviews were conducted with 
service managers and the labour rates, excluding VAT, 
recorded. Covered by the survey were the Retail Labour 
Rate, the Warranty Labour Rate and, where relevant, the 
Maintenance/Service Plan Labour Rate at 897 Passenger 
and LCV dealerships across 37 brands within South 
Africa’s borders.

Many new car brands sold today have maintenance 
plans and in most cases owners rarely get to see the 
Maintenance/Service Plan or the Warranty Labour Rate; 
these being the rates that the dealers are reimbursed 
at for Maintenance/Service Plan or Warranty work. 
Of most relevance to consumers is the Retail Labour 
Rate which is the rate charged for work on vehicle that 
don’t have a Maintenance/Service Plan or are out of the 
Maintenance/Service Plan period.

Th e survey fi ndings revealed that there can be a 
wide range of labour rates charged; ranging from R300 
to R1 000 per hour, depending on vehicle brand or 
dealer location. Th e survey has revealed that most ex-
pensive brands to service and maintain – once no longer 
covered by their maintenance/service plans – are Land 
Rover, Mini, BMW, Jaguar and Audi while the cheapest 
are GWM, Cherry, TATA, Foton and Mahindra.

Th e chart shows the lowest, highest and average 
Retail Labour Rate for each of the passenger and LCV 
brands in South Africa in 2017. ■

Dealer Labour Rates Revealed
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In most cases owners rarely get to see 
the Maintenance/Service Plan or the 
Warranty Labour Rate; these being the 
rates that the dealers are reimbursed 
at for Maintenance/Service Plan or 
Warranty work.
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Snippets
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Toyota Remains World’s Most 
Valuable Vehicle Brand

Toyota has managed to hold onto its title as the 
most valuable vehicle brand in the worl. Th e 
value of the Japanese brand decreased by 3% to 
US$28.7-billion but kept the German luxury 
brands, BMW, and Mercedes-Benz, at bay accord-
ing to the latest BrandZ Top 100 most valuable 
global brands.

Market researcher Kantar Millward Brown 
recently released this annual study. Toyota ranked 
30th in the overall Top 100 brands list. Toyota has 
been No. 1 among car makers for 10 of the 12 years 
in which the study has been carried out. “Toyota 
has delivered great value for years,” commented 
the researchers.

BMW remained in runner-up position among 
car brands despite its brand value falling 8% to 
US$24.6-billion. It was 35th in the Global Top 100. 
Th e researchers say that the main reasons for its 
high rating is that these cars excel in two areas: one 
is consistently delivering outstanding driveability 
and the other is its innovation.

Mercedes’ value increased by 4% to US$23.5-
billion which helped it retain third spot with 
record unit sales, revenue and profi t in 2016. It 
was 40th in the Top 100 and well ahead of fourth-
placed Ford (US$13.1-billion). Fift h was Honda, 
with a value of US$12.2-billion that was 8% lower 
than the fi gure last year. Nissan, in sixth place 
with a value of US$11.3-billion was the only other 
vehicle brand to rank in the global top 100, holding 
100th position.

Th e companies that made up the remainder of 
the Top 10 car makers, even though they did not 
make the Global Top 100, were: 7, Audi (down 1% 
to US$9.4-billion); 8, Tesla (up 32% to US$5.9-
billion), 9, Land Rover (up 17% to US$5.5-billion) 
and 10, Porsche (up 16% to US$5.1-billion). ■

Kia Tops JD Powers Ranking
J.D. Power’s 2017 Initial Quality Study (IQS) has 
recognised KIA Motors as the highest-ranking 
nameplate in the United States for the second 
year in a row. KIA’s improvement to 72 prob-
lems per 100 vehicles marks the best nameplate 
performance within the last 20 years of the study, 
driven by fi ve segment awards – the most of any 
nameplate – for the Soul (Compact Multi-Purpose 
Vehicle), Forte (Cerato) (Compact Car), Cadenza 
(Large Car), Niro (Small SUV) and Sorento 
(Midsize SUV).

Th e KIA Soul took home an IQS award for 
the third consecutive year while KIA’s two newest 
models, Cadenza and Niro, were outstanding 
performers in their fi rst model year, with the KIA 
Cadenza earning the top score among all models 
ranked in the study. Together with the Optima 
and Sportage, each of the seven award eligible KIA 
models included in the 2017 IQS study fi nished 
fi rst or second in their respective categories.

Th e annual report analysed responses from 77 
415 respondents with regards to 243 vehicle models 
across 26 segments. Vehicles were evaluated on 
driving experience, engine and transmission 
performance and a broad range of quality problem 
symptoms reported by vehicle owners. ■

International Accolades 
for Ford Engine

Ford’s 1.0-litre EcoBoost engine has been voted 
2017 International Engine of the Year “Best Engine 
Under 1.0-litre” for the sixth year in a row.

Judges praised the engine’s combination of 
performance, fuel-effi  ciency and technology. Th e 
1.0-litre EcoBoost has now won 10 International 
Engine of the Year awards including overall winner 
a record three times, and “Best Newcomer”.

Off ered with 100 PS, 125 PS and 140 PS, 
Ford’s 1.0-litre EcoBoost engine now powers 
one in fi ve new Ford vehicles sold in Europe, 
including two in fi ve Fiestas. Ford EcoBoost 
petrol engines in capacities up to 3.5-litres 
deliver power and fuel-effi  ciency to Ford vehicles 
around the world, from the compact all-new Ford 
Fiesta to Transit vans, pick-up trucks, and Ford 
Performance models including the Focus RS and 
the Ford GT supercar.

Th e frugal three-cylinder 1.0-litre EcoBoost 
engine was named “Best Engine Under 1.0-litre” by 
a panel of 58 automotive journalists, from 31 coun-
tries. Th is year, the sub-1.0-litre award category 
featured 35 engines, nine more than in the 1.0-litre 
EcoBoost’s debut year.

Th e 1.0-litre EcoBoost engine featuring 
cylinder deactivation technology will from early 
2018 deliver reduced running costs for custom-
ers by automatically stopping one of the engine’s 
cylinders when full capacity is not needed, such as 
when coasting or cruising with light demand on 
the engine. ■

Volvo Awarded for 
Contribution to Road Safety

Volvo Cars has once again been recognised 
for its contribution to improving traffi  c safety 
and reducing fatalities and serious injuries on 
the world’s roads by the National Highway 
Traffi  c Safety Administration (NHTSA) in the 
United States.

Per Lenhoff , Senior Manager, and Magdalena 
Lindman, Technical Expert in Traffi  c Safety Data 
Analysis, who work at the Volvo Cars Safety 
Centre, have been recognised by NHTSA for their 
contribution to enhanced traffi  c safety. Over the 
years they have worked on developing a range of 
systems including run-off  road occupant protec-
tion and both physical and CAE (Computer Aided 
Engineering) test methods that capture and repli-
cate real-life crashes.

Both Magdalena Lindman and Per Lenhoff  
have contributed substantially to the high safety 
performance levels of Volvo Cars’ latest products 
including the all-new XC60. Th e all-new XC60 
launched globally with one of the highest levels 
of standard advanced driver assistance and steer-
ing support systems on the market, and makes 
its way to South Africa in the second quarter 
of 2018.

Volvo Cars is unique in the automotive 
industry for its approach to safety. Since 1970, the 
Swedish marque has been collecting data from 

The KIA Niro.
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thousands of real-world accidents with the aim of 
improving understanding and addressing real-life 
safety needs. ■

Toyota Squeezes Back 
into Global Sales Lead

Toyota, which was unseated by the Volkswagen 
Group as the sales leader in the global motor 
industry, has squeezed back into the lead over its 
rival in the fi rst four month of 2017. Toyota’s sales 
of 3.441 131 units equates to an 11.2% share of the 
total market, compared to 3 400 776 unit sales and 
an 11.1% share for VW.

Th e fi gures, compiled by the Global Auto 
Database (GAD), were published recently by 
Focus2Move.

Th e big surprise comes in third place, 
where Nissan/Renault/Mitsubishi has over-
taken General Motors and with a 10.9% share 
from sales of 3 329 481 units is now a con-
tender for overall market leadership through 
its acquisitions.

GM, which is moved out of Europe, Africa, 
and other markets, is downsizing so its fall 

to an 8.2% share from sales of 2 515 620 units 
was expected.

Other companies in the Global Top 10 at the 
end of April were: 5, Hyundai/Kia (7.5% share 

from 2 293 345 unit sales); 6, Ford (6.7%/2 059 292); 
7, Honda (5.6%/1 710 772); 8, Fiat Chrysler 
Automobile (5.3%/1 611 167); 9, Suzuki (3.4%/1 
049 347); and Peugeot Citroen (3.4%/1 026 876). ■

Snippets

 continued from previous page

Volvo safety experts Per Lenhoff and Magdalena Lindman.

BY ROGER HOUGHTON

Honda, which has been the perennial leader in the SA motorcycles market for decades, has been overtaken by BMW on a year-to-date basis as the trend 
in motorcycle sales has gone away from a mix of commuters and sports/leisure motorcycles to a demand that is heavily skewed towards the leisure market.

BMW had been the leader in sales of motorcycles over 500cc, but now that it has added smaller machines such as the 313cc G310R, it has been able 
to overtake Honda in overall sales.

BMW’s sales growth in SA is all part of an ambitious strategy by BMW Motorrad to 
double its volume over three years to more than 200 000 units a year by 2020. In the 
past BMW had a much smaller range of premium machines while Honda covered all the 
potential markets. Nowadays BMW offers an astonishing range of motorcycles to suit 
virtually all needs and there are even high-tech BMW scooters sold alongside ultra-high-
performance superbikes, off-road and adventure machines as well as smaller capacity, 
more affordable smaller capacity machines.

It should be noted, however, that Chinese brands Big Boy, SYM and GoMoto all sold 
more than 100 units mainly based on low prices.

Total sales between January and April were 5 658 units (e-Natis registrations), with 
1 083 units sold in April. Overall BMW sold 981 machines in the fi rst four months of 2017 
compared to 785 for Honda, 706 for Big Boy and 514 for KTM. Others selling more than 
100 units in this period were: SYM (478), Yamaha (387), Harley-Davidson (384), Suzuki 
(325), GoMoto (152), Kawasaki (110) and Triumph (109). Prestige Italian brand Ducati just 
missed the cut with 93 sales.

What is sad is to look back in history and see how the sales of powered two-wheelers 
– and particularly quads – have tumbled. Looking at the sales fi gures supplied by Lachlan 
Harris, National Director of the Association of Motorcycles Importers, and Distributors 
(AMID) one can see that only 10 years ago, in 2007, annual sales totalled 41 197 units, 
while last year it was only 17 370 and this year the number could sink lower. ■

BMW OVERTAKES HONDA AS SA’S MOTORCYCLE MARKET LEADER

BMW’s recent entry into the smaller capacity 
motorcycle market with models like this 313cc 
GS310R have helped the German company overtake 
Honda as the sales leader in the South African 
motorcycle market.
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New head of Audi SA appointed

As from the beginning of June, Audi South Africa 
has a new head; Trevor Hill, who has taken over 
from Paul Sansom.

Hill has over 20 years of global experience with 
Audi and joins the SA team aft er spending two 
years at the head offi  ce in Germany heading up the 
global strategic project of Internationalisation.

He started his career in 1989 by joining 
Volkswagen/Audi South Africa in Johannesburg 
as Manager for Dealer Training and Development. 
Before relocating to Dubai as Managing Director 
of Audi Middle East, he represented Audi in 
Germany, Japan, China, Hong Kong and South 
Korea, with key areas of expertise in training, 
dealer development, sales and marketing, before 
moving onto overall company leadership in the 
Middle East. Most notably, he became the Regional 
Director of Audi China in Beijing in 2006, where 
he was responsible for growing the Chinese and 
Hong Kong market from 58 000 units to 128 000 
units in just 3 years.

He holds a Higher Diploma in Education 
(HdipED) from the University of the 
Witwatersrand in Johannesburg, a Certifi cate 
in Motor Vehicle Retailing from the University 
of Cape Town, and an MBA from Anaheim 
University in California, USA.

In addition to his mother tongue, English, he 
is fl uent in Afrikaans and German, and has basic 
knowledge of Japanese and Chinese. In his leisure 
time, the German national enjoys watching and 
participating in most sports. He played fi rst league 
cricket in South Africa, represented South Africa 
at national and international level men’s hockey 
and is also an avid golf player. Most recently he has 
taken to participation in triathlons.

MBSA announces new Fuso head

Eff ective July 1st, Ziyad Gaba has been appointed 
as the head of Fuso Southern Africa. He will suc-
ceed Naeem Hassim, who will assume his new 
responsibility as the head of Daimler’s Regional 
Centre for Commercial Vehicles in Central Africa.

Gaba holds an Honours degree from the 
University of the Witwatersrand, as well as a cer-
tifi cate in Road Transport Management. He started 
his career as a Graduate Trainee in 2004 at MBSA 
and was appointed as a Key Accounts Manager by 
a components manufacturer in 2005. Th e following 
year, he returned to MBSA, where he served as the 
Regional Sales Manager for Mercedes-Benz com-
mercial vehicles, including vans, trucks and buses.

In 2009, he fi lled the role of Marketing and 
Communications Specialist for MBSA’s com-
mercial vehicles, followed by a stint with an-
other motor manufacturer as a Product Manager: 
Commercial Vehicles.

In 2012, he returned to MBSA as the National 
Sales Manager for Mercedes-Benz Vans. In 2014 he 
accepted the position of National Sales Manager 
for Fuso Trucks and Parts Sales.

With more than 13 years of experience in the 
commercial vehicles industry, Gaba has mastered 

skills and responsibilities such as sales, marketing, 
planning, performance management, implement-
ing strategies and budget allocation.

New chairperson for 
AIDC Eastern Cape

Dr Dino Petrarolo, Senior Vice President of 
Competitive Capabilities International (CCI) 
Inc., responsible for global business development 
and strategy, is the newly elected Chairperson 
of the AIDC Eastern Cape Board. He succeeds 
outgoing chair Ms Noludwe Ncokazi, Buff alo 
City Municipality Head of Directorate for Local 
Economic Development and Agencies.

At the same time the AIDC EC also an-
nounced the election of several new board 

Dr Dino Petrarolo.

Ziyad Gaba.

Trevor Hill. continued on next page 

It is with great sadness that we inform you of 
the passing of Kobus van Zyl, former Executive 
Director of Daimler Trucks and Buses, earlier 
this month.

Kobus joined Mercedes-Benz Financial 
Services in 1999 under Operations and then 
moved to Sales and Marketing. Kobus lead 
Commercial Vehicles from 2008 until his 
retirement from Mercedes-Benz South Africa 
in 2016.

Kobus was General Manager for National 
Automotive Industries, a joint venture between 
Mercedes-Benz Commercial Vehicles and 
E.A. Juffali and Brothers, in Saudi Arabia at 
the time of his passing.

Kobus is survived by his wife Lynette, 
and children Pierre (27), Mignon (25) and 
Marlon (20). ■

OBITUARY – Kobus van Zyl

Kobus van Zyl.
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members including Dr Pierre Voges, Zamela 
Kiviet, Welile Moss and Tracey Mouton, who join 
existing Board Member, Ian Whittal.

Dr Petrarolo started his career in 1988 with the 
Highveld Steel Group, worked in the Automotive 
and FMCG industries before being appointed 
Global Head: Manufacturing Development for 
SABMiller plc.

More recently, he has been involved in stra-
tegic consulting activities related to Supply Chain 
and Operational Excellence with CCI, a global 
consulting company operating  in more than 
55 countries.

Dr Petrarolo obtained both his MSc and 
PhD Degrees in Industrial Engineering from the 
University of the Witwatersrand and is registered 
as a Professional Engineer in South Africa, as well 
as a Chartered Engineer in the UK.

In 2008, he received the international Martin 
K. Starr Excellence in Production and Operations 
Management (POM) Practice Award in the 
USA for recognition of major contributions to 
this fi eld.

Dino is also an Advisory Board member of the 
Department of Industrial & Systems Engineering 
at the University of Pretoria.

Key appointments at 
Peugeot Citroën SA

On June 1st Peugeot Citroën South Africa began 
operating under a new South African manage-
ment team as part of its strategy to transform 
the brand.

Th e following key appointments have 
been made to take the company forward to 
long-term success:

Francisco Gaie has replaced Francis 
Harnie who, aft er being with the company for six 
years has returned to Europe.

Gaie comes with a wealth of experience hav-
ing a B.Com Law degree majoring in Economics 
from the University of Pretoria and a B.Com 

Honours degree in Economics from 
the University of Stellenbosch. He 
has extensive experience in the 
motor industry having spent time 
in Nagoya Japan where he was 
involved in various operational and 
fi nancial positions pertinent to the 
motor industry before returning to 
South Africa.

He joined the Trust Auto Group 
of companies in 2013 where most 
recently he was appointed as the 
Chief Operating Offi  cer overseeing 
retail operations.

Aft er spending 3 years in Paris at 
the PSA Groupe Head Offi  ce, Clara 
Métivier-Beukes is back in South 
Africa where she moved 17 years ago. 
She will be based in South Africa as 
the PSA Groupe representative cover-
ing Eastern Africa including Kenya, 
Mozambique, Namibia, Angola and 
South Africa.

Over the past 16 years, she has 
been part of the motoring industry 
in the PSA Groupe. Starting as a 
marketer, Clara moved on to various 
positions in order to gain experience 
in marketing, sales and operations, 
giving her a well-rounded back-
ground. In her most recent posi-
tion, overseeing the Australian and 
New Zealand region, she further 
developed her abilities working 
with multi-functional teams in a 
multi-cultural environment.

Dineo Mofokeng has 
been appointed as Digital Marketing and 
Advertising Manager. She brings a wealth of ex-
perience in digital marketing along with knowl-
edge of current and future trends in addition to 
her entrepreneurial spirit and leadership.

Finally, Morne McCartney takes on the 
role of Price and Product Manager.

McCartney has a long track record at 
PCSA. He joined the company in 2011 as a cost 
controller and quickly moved up to Dealer 
Network Manager, a position he held from 2012 
– 2014. Due to structural changes in 2014 he left  
the company and came back in 2016 as Chief 
Accountant. He has a Bachelors Degree (Law). ■

People

Dineo Mofokeng. Morne McCartney.

Clara Métivier-Beukes.Francisco Gaie.

 continued from previous page

URBAN COMPACT SUV
Just Launched

R169 900 incl. VAT

FROM

http://www.suzukiauto.co.za/suzuki-car-page-ignis.aspx
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BY ROGER HOUGHTON

Sales of built-up vehicles exported from South 
Africa into African countries north of the border 
continue to slide on a year-to-date basis, although 
the fi gure for May 2017 of 1 810 units was margin-
ally above the 1 713 export units reported for 
May 2016.

Th e year-to-date fi gure of 9 259 units was 8% 
down on the 10 087 units sent into Africa in the 
fi rst fi ve months of last year. However, what really 
hurts is to see that the export fi gure for the period 
January-May 2015 had been 20 963 units; meaning 
that the 2016 fi gure was 52% lower than 2015, while 
the 2014 fi gure for this period had been 14% up on 
the 2015 performance.

Th is data highlights the ongoing parlous 
state of the economies of many African coun-
tries, particularly those dependent on income 
from oil.

Toyota continues to lead the way with 3 275 
units shipped in the fi ve-month period of 2017. 
However, the lead over Nissan is only 240 units. 
Th ese two long-time exporters into Africa remain 
well ahead of third-placed General Motors/Isuzu 
Trucks on 1 474 exports for the period, while 
Ford continues to lag this year with only 422 of its 
Rangers and Everests shipped into Africa. Fift h 
spot went to Honda on 220 units, of which 185 
went to Mauritius.

Th e biggest market for SA-built vehicles was 
Ghana on 1 707 units, followed by Kenya (1 139), 
Zimbabwe (884), Zambia (738) and Mauritius 
(731). Th ese were the only countries to take more 
than 500 units from SA exporters.

As mentioned earlier, the total exports for 
the month of May was only 1 810 vehicles, with 
Nissan the best seller with 651 units, most of 
which went to Benin, the DRC and Ghana, while 
the bulk of second-placed Toyota’s exports of 
494 units went to Ghana and Zambia. GM/Isuzu 

Trucks exported 339 units in May and Ford 
shipped 149.

Largest markets in May were: Ghana (297 
units), Zambia (183), Zimbabwe (183), DRC (181), 
Kenya (123) and Benin (153). ■

Ford continues to lag this year with only 422 of its Everests and Rangers shipped 
into Africa.

Misery Continues for Exporters into Africa

The year-to-date fi gure of 9 259 
units was 8% down on the 10 087 
units sent into Africa in the fi rst fi ve 
months of last year.

The biggest market for SA-
built vehicles was Ghana on 
1 707 units.
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BY ROGER HOUGHTON

Over the years there have been several occasions 
when the Battle of the Bakkies heated up. In those 
days, there were only a few competitors, but now 
there are many, with Mercedes-Benz’s X-Class 
bakkie arriving before the end of the year and 
the Nissan Navara-based Renault Alaskan being 
launched in 2018, while Peugeot and Kia/Hyundai 
(lifestyle bakkie) are also making loud noises about 
joining this fi ght in the future.

I know that South Africa is pretty unique in 
its love aff air with the bakkie and that this type of 
vehicle is oft en the best-selling vehicle range in the 
country on an annual basis, but with bakkie prices 
and sophistication rising and an ever-increasing 
variety of SUVs and crossovers coming to the local 
market as alternative choices for buyers the bakkie 
market will soon overheat due to oversupply.

Th e bakkie market in South Africa has been 
dominated by the Toyota Hilux for many decades; 
in fact, it has only failed to fi nish the year in top 
spot on four occasions in the 47 years since it was 
launched here in 1969. Th ese years were: 1969, 
when it was only launched in December of that 
year; 1978 when the top seller was the Ford Cortina 
bakkie and 1997 and 1998 when the Isuzu KB 
ruled the roost as the fi ft h generation Hilux was 
run out and the sixth-generation models arrived.

It is interesting to note that the Toyota Corona 
1500 LDV was the top-selling bakkie in 1969 when 
Hilux arrived. Th e Corona bakkie sold 10 968 units 
in that year so it eff ectively handed over the baton 
of category leadership to the Hilux. Runner-up 
in bakkie sales in 1969 was the Datsun 1300 LDV 
with 7 528 units. Th e Mazda B1500 was third in 
sales volume with 3 299 units, making it a clean 
sweep for Japanese brands.

However, 2016 and 2017 is seeing the toughest-
ever battle for market leadership between two new 
model bakkies – the Ford Ranger T6 (launched in 
2015) and Toyota Hilux (eighth generation arrived 
in 2016).

Hilux held on to top spot in 2016 with sales 
of 35 428 units, which was 3 000 more than the 
Ranger. Hilux was the best-selling single cab bak-
kie while Ranger came out top in double cabs and 
extended cab models.

Th is year sees the tussle for bragging rights 
closer than ever before: at the end of May the 
Ranger was ahead on cumulative sales by a slender 
14 units, selling 13 680 units to the 13 666 of 
Hilux! Ranger has topped the monthly sales list 
in January, April, and May, with Hilux on top in 
February and March.

Together these two model ranges account for 
more than 40% of the local one-ton pick-up market 
so there is not a great deal of market left  for the 
myriad other brands and models trying to get a 
toehold in this ultra-competitive marketplace.

Th e Isuzu KB, which has been one of the better 
performing “also rans” for several years, now “goes 
it alone” with the withdrawal of General Motors 
from SA, but it will benefi t by having about 25 of 
its planned 90 dealers selling Isuzu alongside Opel 
cars. Unfortunately for Isuzu, which is on 10% 
market share YTD, it is lagging most of the com-
petition in terms of its new model cycle, although 
it had a facelift  and upgrade recently. A full model 
change is expected only in 2019 and this model will 
then also be badge-engineered as the next genera-
tion Mazda BT-50.

Leading the Nissan comeback in this market is 
the new Navara with its much-vaunted coil spring 
rear suspension (compared to the leaf springs of its 
opposition), but it is not making much traction in 
the local market, selling 304 units in March, 156 in 

April and 110 in May. However, as Kabelo Rabotho, 
the Nissan Marketing Director, points out, the 
current new Navara range currently consists of 
only one model in the premium class of 4x4 double 
cabs costing more than R500 000 and here it has a 
20% share.

Nissan says that once it extends its Navara 
range with 4×2 models and other derivatives 
it will be able to take on the Ranger and Hilux. 
Meanwhile the long-running Nissan NP300 
continues to sell comparatively well, accounting for 
8.3% of the one-ton market in the fi rst fi ve months 
of 2017.

Volkswagen continues its battle to increase 
the Amarok’s market share and has just added a 
powerful 3-litre turbo diesel to the line-up. Th e 
YTD fi gure for 2017 is not looking good though, 
with only 964 units sold, compared to 1 253 units 
in the same period last year.

Th en there is a host of other contenders 
in this category, including the new Mitsubishi 
Triton, the badge-engineered Fiat Fullback 
version, the revised Mazda BT-50 which is now 
imported from Th ailand, Mahindra Bolero, 
Scorpio and Genio, Volkswagen Transporter, 
JMC Carrying and Vigus, Tata Super Ace, 
Telcoline and Worker, Foton Tunland and 
Suzuki Super Carry all fi ghting for a share of an 
overtraded market.

Th e result is some desperation marketing with 
“customer assistance” of as much as R90 000 being 
off ered on one of these models!

What we need in South Africa are more 
half-ton pick-ups as this market is being left  
to the Nissan NP200 now that the popular 
Chevrolet Utility is coming to the end of its life. 
Unfortunately, it seems that no other manufacturer 
seems to have an appetite for this class of pick-up 
which is notoriously low on profi t margin. ■

VW continues its battle to increase the Amarok’s market share 
and has added a 3-litre turbodiesel to the line-up.

Once Nissan extends its Navara range with 4×2 models and other 
derivatives it will be in a better position to take on the Ranger and Hilux.

Battle of the Bakkies Hots Up
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Th e Right2Repair campaign has been given an-
other boost with the formation of Right to Repair 
South Africa (R2RSA), a Section 21, not-for-profi t 
company, specifi cally formed to champion the 
Right to Repair campaign initially launched 
in 2013.

According to Richard Clarke, chairperson of 
R2RSA, industry stakeholders believe the forma-
tion of this new company is just what the campaign 
needs. “Th e Right to Repair campaign was initially 
spearheaded by the Motor Industry Workshop 
Association (MIWA). As it has developed and 
gained traction it made sense for MIWA to join 
forces with campaign supporters such as Bosch, 
Grandmark and MAHLE to form an independent 
company solely committed to the progress of the 
campaign,” he said.

Th e Right to Repair campaign aims to al-
low consumers to select where their vehicles are 
serviced, maintained and repaired at competitive 

prices in the workshop of their choice. “Th ere 
is a need for a fair and competitive regulatory 
environment that enables freedom of choice for the 
consumers and gives aft ermarket Small Medium 
Enterprises a chance to stay in business. South 
African legislature needs to follow the interna-
tional Right to Repair trend which promotes 
South Africa’s existing consumer and competition 
laws. Our objectives are to raise awareness among 
consumers and bring about this legislative change,” 
explained Clarke.

Right to Repair campaigns in Europe, the 
UK, the USA and Australia have successfully 
seen change implemented and in some countries 
legislated. “Th e status quo in South Africa cannot 
continue. It is exclusionary and unsustainable. 

Aft ermarket repairers are being denied access to 
codes, tools, and information and parts are over-
priced. Current exclusionary practices mean SMEs 
are being driven out of business, and job creation 
is restricted as is the growth of this sector. Denying 
workshops the chance to repair vehicles because of 
warranties and access to information has allowed 
Original Equipment Manufacturers to monopolise 
the automotive industry. If there is no change, 
workshops will no longer be able to service new 
vehicles sold in fi ve years’ time,” said Clarke.

Along with that Clarke pointed out that the 
anti-competitive situation means infl ated prices 
for consumers. “Extended warranties are locking 
consumers into periods where fi rstly, they have 
no choice but to use the dealer for repairs and sec-
ondly, they are at the mercy of the dealer who can 
charge whatever rates he/she chooses.”

“Ultimately consumers are being denied the 
right to have their vehicle repaired at a workshop 
of their choice. We believe this also inhibits the 
consumer’s right to support local business,” 
he stated.

Th e recent enquiry into the industry by the 
Competition Commission has brought these is-
sues into the spotlight. “We would like to play an 
integral in the draft ing of a code for the industry 
and will give our full support to the Commission’s 
action plan going forward. We want consumers 
to start questioning. We want to see change. We 
want equality and sustainability in our industry. 
R2RSA plans to make these things a reality,” 
concluded Clarke. ■Richard Clarke, chairperson on R2RSA.

Denying workshops the 
chance to repair vehicles 
because of warranties and 
access to information has 
allowed Original Equipment 
Manufacturers to monopolise the 
automotive industry.

Right to Repair Campaign Gets Another Boost

The Right to Repair campaign 
aims to allow consumers to select 
where their vehicles are serviced, 
maintained and repaired at 
competitive prices in the workshop 
of their choice.
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BY PAUL KRUGER, 
EDITOR AND WRITER-IN-CHIEF OF 
THE MOONSTONE MONITOR, 
THE MOONSTONE INVESTMENT 
INDICATORS AND THE MOONSTONE 
ONLINE WEBSITE

In a recent interview the MD of Daimler-Benz said 
their competitors are no longer other car compa-
nies but Tesla (obvious), Google, Apple, Amazon 
‘et al’. Soft ware will disrupt most traditional indus-
tries in the next 5–10 years.

Uber is just a soft ware tool, they don’t own 
any cars, and are now the biggest taxi company 
in the world. Airbnb is now the biggest hotel 
company in the world, although they don’t own 
any properties.

Computers become exponentially better in 
understanding the world. In 2030, computers will 
become more intelligent than humans.

Th is year, a computer beat the best Go player 
in the world, 10 years earlier than expected.

In the US, young lawyers already don’t get 
jobs. Because of IBM Watson, you can get legal 
advice (so far for more or less basic stuff ) within 
seconds, with 90% accuracy compared with 70% 
accuracy when done by humans. Watson already 
helps in diagnosing cancer, 4 times more accurate 
than human nurses. Facebook now has a pattern 
recognition soft ware that can recognise faces bet-
ter than humans.

Th e list goes on and on.
In 2018 the fi rst self-driving cars will appear 

for the public. Around 2020, the complete industry 
will start to be disrupted. You don’t want to own a 
car anymore. You will call a car with your phone, it 
will show up at your location and drive you to your 
destination. You will not need to park it, you only 
pay for the driven distance and can be productive 
while driving. Our kids will never get a driver’s 
licence and will never own a car.

Th is will change the cities, because we will 
need 90–95% less cars for that. We can transform 
former parking spaces into parks. Over a million 
people die each year in car accidents worldwide. 
We now have one accident every 100 000 km. With 
autonomous driving that will drop to one accident 
in 10 million km, saving a million lives each year.

Insurance companies will have massive trou-
ble because without accidents, the insurance will 
become 100× cheaper. Th eir car insurance business 
model will disappear.

Most car companies will probably become 
bankrupt. Traditional car companies try the evolu-
tionary approach and just build a better car, while 
tech companies (Tesla, Apple, Google) will do 

the revolutionary approach and build a computer 
on wheels.

Electric cars will become mainstream about 
2020. Cities will be less noisy because all new cars 
will run on electricity. Electricity will become 
incredibly cheap and clean: Solar production has 
been on an exponential curve for 30 years, but you 
can now see the burgeoning impact.

Last year, more solar energy was installed 
worldwide than fossil. Energy companies are 
desperately trying to limit access to the grid to 
prevent competition from home solar installations, 
but that can’t last. Technology will take care of 
that strategy.

With cheap electricity comes cheap and 
abundant water. Desalination of salt water now 
only needs 2kWh per cubic meter (@ 0.25 cents). 
We don’t have scarce water in most places, we only 
have scarce drinking water. Imagine what will be 
possible if anyone can have as much clean water as 
he wants, for nearly no cost.

Th e price of the cheapest 3D printer came 
down from $18,000 to $400 within 10 years. In 
the same time, it became 100 times faster. All 
major shoe companies have already started 3D 
printing shoes.

At the end of this year, new smart phones will 
have 3D scanning possibilities. You can then 3D 
scan your feet and print your perfect shoe at home.

In China, they already 3D printed and built 
a complete 6-storey offi  ce building. By 2027, 
10% of everything that’s being produced will be 
3D printed.

Aeroponics will need much less water. Th e fi rst 
Petri dish produced veal, is now available and will 
be cheaper than cow produced veal in 2018. Right 
now, 30% of all agricultural surfaces are used for 
cows. Imagine if we don’t need that space anymore. 
Th ere are several start-ups who will bring insect 

protein to the market shortly. It contains more 
protein than meat. It will be labelled as “alternative 
protein source” (because most people still reject 
the idea of eating insects).

Th ere is an app called “moodies” which can 
already tell in which mood you’re in. By 2020 there 
will be apps that can tell by your facial expressions, 
if you are lying. Imagine a political debate where 
it’s being displayed when they’re telling the truth 
and when they’re not.

Right now, the average life span increases by 3 
months per year. Four years ago, the life span used 
to be 79 years, now it’s 80 years. Th e increase itself 
is increasing and by 2036, there will be more than 
one year increase per year. So we all might live for a 
long, long time, probably way more than 100.

Around 70–80% of jobs will disappear in the 
next 20 years. Th ere will be a lot of new jobs, but it 
is not clear if there will be enough new jobs in such 
a small time.

If you think of a niche you want to go in, ask 
yourself: “in the future, do you think we will have 
that?” and if the answer is yes, how can you make 
that happen sooner?

If it doesn’t work with your phone, forget the 
idea. And any idea designed for success in the 20th 
century is doomed to failure in the 21st century. ■

Daimler-Benz on the Disrupted Future
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Ford Motor Company of Southern Africa 
(FMCSA) has invested more than R125-million to 
upgrade the 3 000-metre vehicle conveyor system 
at its Silverton Assembly Plant in Pretoria in order 
to increase its production capacity for the locally-
built Ford Ranger and Everest.

Th e investment forms part of FMCSA’s 
manufacturing expansion plans to increase the 
plant’s capacity by 22% from 27 jobs-per-hour to 33 
jobs-per-hour by January 2018, following the move 
to a two-vehicle facility last year when the Ford 
Everest joined the Ford Ranger on the Pretoria 
assembly line.

Th e new conveyor system, which began 
operating earlier this year, optimises the plant’s 
automated Electro Monorail System Webb 
conveyor between the body shop and paint shop, 
thereby improving overall production effi  ciency 
by reducing stoppages. Th is means fewer delays in 
production and an increase in the number of vehi-
cles manufactured for the South African market, 
as well as for export to 148 markets in Europe, the 
Middle East and Africa.

Andreas Bruditz, area manager for the Body 
Shop, explained that the new system improves the 
structural capability of the system by signifi cantly 
reducing and, in some cases, eliminating interrup-
tions between the two production areas. “Th e new 
conveyor is based on similar systems employed 

at Ford assembly plants in Europe, using proven 
technology to maximise production effi  ciency and 
capacity,” Bruditz said.

An additional benefi t of the new system is 
that the conveyor decouples the Body Shop from 
the Paint Shop, which allows one area to continue 

work should the other have a stoppage. Th e new 
conveyor has also created a buff er zone between 
the two areas, which allows for last minute body-
panel adjustments and repairs to be made before 
the vehicles enter the Paint Shop. ■

Following the change in the REDISA funding 
model, based on the implementation of a Tyre Levy 
collected by SARS eff ective 1 February 2017, has 
ceased all collections.

“We have not been allocated any funds post 1 
February. As result and until – and if –government 
funding has been received, REDISA has no choice 
but to cease tyre collections,” said CEO of REDISA, 
Hermann Erdmann.

What this entails is that REDISA will no 
longer collect waste tyres from registered collection 
points, including micro-collectors. REDISA depots 
will remain open but will not be accepting any 
deliveries and deliveries to processors will continue 
as scheduled until further notice.

“Th is is not where we wanted to be,” continued 
Erdmann. “We informed Government in February 
2016 that should funding be removed from the 
industry, wind down would be necessary. Th is 
fi nancial view was audited by PWC on instruction 
from Government.

“Our understanding from Government com-
munications was that this was just a change in 
funding model but that the industry would be con-
tinue to be funded. REDISA is taking every step to 
secure the funding necessary to reinstate its collec-
tions. To this end we have notifi ed the Department 
of Environmental Aff airs of the environmental and 
business ramifi cations of ceasing collections. In the 
Minister of Finance’s Budget Review for 2017, two 
hundred and ten million rand was allocated to the 

Waste Bureau for REDISA/Waste Bureau and we 
are engaging with the Department to secure the 
allocation which would allow REDISA to resume 
collections,” Erdmann added.

He concluded by saying, “We are confi dent 
that we will come to an amicable settlement with 
Government in terms of a way forward. Our focus 
is on reaching an agreement that is in the best 
interest of all parties involved, this includes pre-
serving the jobs and the network created through 
the REDISA Plan.”

REDISA is currently in discussion with 
Government stakeholders and has fi led papers in 
court with regards to its position.

All aff ected parties should contact the Waste 
Management Bureau at the Department of 
Environmental Aff airs for further information on 
legally disposing of waste tyres at:
wastebureau@environment.gov.za or call at 
012 399 9803, or the DEA call centre on 
086 111 2468. ■

Ford Upgrades Conveyor System

The new conveyor system optimises the plant’s automated Electro Monorail System 
Webb conveyor between the body shop and paint shop.

REDISA Ceases Collection of Tyres
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BY STUART JOHNSTON

Sheer competence. Th at was the overrid-
ing impression on BMW’s range of M (which 
stands for Motorsport) cars sampled at the Aldo 
Scribante race track near Port Elizabeth earlier 
this month.

Th e cars ranged from the small 1 Series M–
division off ering through to the comparatively 
gigantic M760Li with xDrive. Yes, that’s the top 
of the range all-wheel-drive limo! And in between 
we had versions of the M240i coupe, the M3 and 
M4 and the ultra-collectible M4 DTM Champion 
Edition, honouring BMW’s victory in the German 
Touring Car series in 2016.

Th e last-mentioned was arguably the most spe-
cial car there, featuring carbon roof and bonnet, 
DTM-inspired diff usors, wings and wheels, and a 
mean motorsport livery in trad BMW white with 
fairly subtle motorsport markings in blue, pink and 
orange. Only 200 DTM Champion Editions were 

made and 15 of them were ear-marked for South 
Africa. Th e price was R2,3-million, and all have 
been sold already.

Sorry guys. If ever there was in instantly col-
lectable BMW, this is the one!

I loved the brutality of the car, its directness 
and the instant response from its twin-turbo, 368 
kW straight-six motor. Offi  cial fi gures for this car 
are 3,8 seconds for the 0-100 km/h dash and a top 
speed “limited” to 305 km/h.

But my favourite car in the line-up was the 

M240i Coupe. Th is remains my favourite BMW 
of all and the race track experience only served to 
enhance this view. Th is car has an almost eff ortless 
turn-in to corners and the way it then transfers its 
power to the rear wheels for a super-quick corner 
exit makes it, for me, the most wieldy of all BMWs 
currently on sale.

As for that huge M760 Li with xDrive? Suffi  ce 
to say it was deceptively impressive around the 
tight Scribante track and super-quick. Th is huge 
car has 448 kW at its disposal, so despite its mass of 
over two tonnes, your biggest task at the wheel was 
to realise just how darned quickly you arrive at the 
next corner.

In addition to all this, I enjoyed a nostalgic ride 
in Paulo Cavalieri’s BMW 745i track racer from the 
1980s as raced in Group 1 by the late Tony Viana. 
Th at howl of un-silenced 24-valve six cylinder 
music will stay with me for a long time. Great to 
see Paolo working so hard at the wheel to contain 
all the oversteer on one of the largest BMWs raced 
anywhere in the world! ■

The M240i Coupe has an almost 
effortless turn-in to corners and 
the way it then transfers its power 
to the rear wheels for a super-
quick corner exit makes it the 
most wieldy of all BMWs currently 
on sale.

We Drive

BMW’s Amazing M-Cars
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As the maker of people’s cars, Volkswagen is pas-
sionate about South Africans and that is why the 
company is working towards making a sustain-
able diff erence and shaping the South Africa 
we all want to live in. It is this commitment to 
better the lives of South Africans and respond 
to communities’ individual needs that fuels the 
Volkswagen’s Corporate Social Responsibility 
brand: Volkswagen for Good. 

Volkswagen for Good was established 
some 27 years ago and is committed to six key 
focus areas: Education, Youth Development, 
Health, Community & Wellbeing, Enterprise 
Development, Employee Volunteerism 
and Environment.

In this year alone, the Volkswagen for Good 
initiative has disbursed almost R3 million to 
local charities and non-profi t organisations. 
In addition, the ongoing Volkswagen Show of 
Hands programme asks VWSA employees to give 
of their own time to improve the lives of those 
less fortunate.

Th e Volkswagen Community Trust also 
forms part of Volkswagen SA’s Corporate Social 
Investment activities and is very focused on 
Corporate Social Investment (CSI) activities that 
result in empowerment.

Using a more practical approach, the Trust 
goes beyond funding charities and projects. Its 
fl agship projects are aimed at training and educat-
ing previously disadvantaged people, so that they 
can learn and eventually sustain a better life for 
themselves. In this way the Trust has moved away 
from creating dependency and rather moved 
towards setting an example of self-suffi  ciency.

Th e Trust has various national fl agship 
projects. Th e Ikhwezi Lomso Early Childhood 
Development (ECD) Centre in Uitenhage is a 

prime example, as is the KwaNobuhle loveLife 
Y-Centre, which sees about 40 000 young people go 
through its doors every year.

At the opening of the ECD Centre in 
2015, Th omas Schaefer, Managing Director of 
VWSA emphasised the major role played by 
the Volkswagen Community Trust in the local 
community development in the past two decades. 
“Our employees as well as local community 
structures played a pivotal role in the formation 
of the Community Trust. Since its formation the 
Trust has continued to be responsive to commu-
nity needs and relevant to the current realities,” 
he said.

As mentioned before, the Volkswagen for 
Good Initiative places strong emphasis on educa-
tion, youth development, enterprise development, 
health and community wellbeing. In addition, 
environmental initiatives and employee volunteer-
ism have also been focused upon.

In terms of education, VWSA believes the 
sooner we can start to provide children with 
a good education, the better their opportuni-
ties and the brighter their future will be. Th at 
is why Volkswagen for Good has invested in 
crèches and primary education to lay early 
developmental foundations.

Where health and community wellbeing are 
concerned, the Initiative’s vision is to see commu-
nities becoming independent and taking control of 
their future. To this end it runs economic empow-
erment programs and community gardens which 
in turn deliver food parcels to families aff ected by 
HIV; teaches basic adult literacy; assists in primary 
child care and helps in other areas where the most 
vulnerable are in need.

Promoting enterprise development, the 
Volkswagen Community Trust supports local 
entrepreneurs through training and initial capital, 
so that they can create jobs for themselves and 
their communities. One of the success stories is the 
Khayamnandi Community Cooperative, which 
manufactures bricks to the building industry and 
a sewing cooperative that manufactures cloth bags 
for leading retailers.

Youth development focuses mainly on 
programmes that give young people a safe haven 
where they can play sports and interact with their 
peers and adults. Th is creates a space where they 
can develop trusted relationships and a place 
to turn to for advice and guidance. Clinics and 
counselling services; health and sexual education; 
recreational activities; and educational and skills 
development facilities are off ered.

Lastly, VWSA’s environmental endeav-
ours include nature conservation, investment 
in green technologies, cutting back on our 
own energy consumption, recycling, planting 
fruit trees, supporting SAMREC and teaching 
environmental awareness.

In short, Volkswagen for Good is about people. 
It’s about making life better for everyone, not just 
a few. From individuals to communities, environ-
ment to enterprise – it’s not about fi xing one part, 
but making sure all the parts work. ■

The Volkswagen Community 
Trust’s fl agship projects are 
aimed at training and educating 
previously disadvantaged people, 
so that they can learn and 
eventually sustain a better life 
for themselves. 

For the Good of All
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Nissan has donated a NP300 pick-up to the Ann 
van Dyk Cheetah Centre as part of an ongoing 
initiative to help ensure the fastest animal on land 
is still around for many generations to come.

Th e Cheetah Centre has played an important 
role in the preservation and protection of cheetahs 
and wild dogs over the past 46 years. It currently 
looks aft er 115 cheetahs and relies on sponsorships, 
tours and adoption programmes to subsidise its 
conservation projects.

By donating a new NP300, Nissan will 
help the centre to run its daily operations more 

smoothly and allow for its team of animal 
ambassadors, headed by Yeats the cheetah, to 
travel for school visits in a reliable, secure and 
durable vehicle.

Due to circumstances at birth, Yeats had to be 
hand-raised to ensure his survival. He has been 
visiting schools since 2011, helping to spread the 
message of conservation and creating an under-
standing of the need to protect cheetahs and other 
vulnerable cats.

A special enclosure has been attached to the 
donation vehicle by Nissan for the specifi c purpose 
of keeping Yeats secure while traveling.  

Nissan will also contribute to fi ve local school 
visits a year. Th ese visits will enable the Ann Van 
Dyk Cheetah Centre to go into communities to 
educate the public about its work and create the op-
portunity for children to learn from ambassadors 
like Yeats.

Finally, Nissan will assist with branding up-
grades to various areas of the centre.. ■

The Cheetah Centre currently 
looks after 115 cheetahs and 
relies on sponsorships, tours and 
adoption programmes.

Corporate Social Responsibility

In a partnership between non-profi t organisa-
tion Th e Living Link and Engen, ten intellectually 
disabled students have commenced a year-long 
Adult Integration Programme aimed at integrat-
ing them into society, both in the workplace and 
their communities.

Engen donated R564 000 at an offi  cial cer-
emony held at Th e Living Link Centre in Gauteng 
earlier this month.

According to Th e Living Link Managing 
Director, Stanley Bawden, they will also make 
every eff ort to place the graduates in the workplace 
on completion of their training in November. “We 
strive to place our graduates in ordinary work-
ing environments, doing regular work and where 
salaries and benefi ts are real and refl ect their 
work performance.”

Engen Corporate Social Investment Manager, 
Mntu Nduvane believes that due to the fact that 
disability aff ects a comparatively small percent-
age of the population, it remains traditionally 
underfunded. It is for this reason that Engen have 
extended their CSI focus areas, which previously 
included education, health and safety, and the 
environment, to include support of Persons with 
Disabilities. “Th ese are all closely aligned to the 
country’s national imperatives and address key 
issues in our business, society and government,” 
said Nduvane.

Th e Adult Integration Programme focuses on 
employment orientation, personal empowerment, 
lifestyle management and community survival. 

It also includes students doing job sampling. Th e 
Living Link also provides ongoing job coaching 
and training to both employer and employee. ■

Engen Helps Intellectually Disabled Young Adults

The Living Link Managing Director, Stanley Bawden with Engen Corporate Social 
Investment Manager, Mntu Nduvane and Thandi Manqana from Engen with Engen 
sponsored students.

Nissan Partners with Cheetah Centre

Workers at the Ann van Dyk Cheetah 
Centre celebrate the arrival of the 
Nissan NP-300.
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Th e announcement of the winners of the 
Innovation Awards has been a highlight of the 
Automechanika trade fair for the automotive aft er-
market ever since this global brand came to South 
Africa in 2009.

Over the years an amazing display of local 
and imported products demonstrating innovation 
have been showcased at this show. Th e win-
ners have received not only a physical award but 
have also been able to use this achievement in its 
marketing programme.

Th e countdown has begun for the 2017 edi-
tion of Innovation Awards at Automechanika 
Johannesburg, which takes place at Expo Centre, 
Nasrec, from September 27–30. Entries close on 
Wednesday, July 26, so time is running out for com-
panies to get their pioneering products highlighted 
at Africa’s premier automotive aft ermarket event.

Wynter Murdoch, the editor of Automobil, 
the offi  cial journal of South Africa’s Retail Motor 
Industry Organisation (RMI), has once again been 
tasked by the organisers of the event to drive the 
Innovation Awards concept.

Th e organisers’ aim is to fi nd the best aft er-
market products in South Africa from a selec-
tion of categories and utilise Automechanika 
Johannesburg as the platform to honour the 
pioneering prowess of each winning item.

Th e entries will be judged by an independ-
ent jury of automotive experts who, in defi ned 
categories, will score products considered ground 
breaking from a variety of perspectives. Th e mem-
bers of the jury will come from the ranks of local 
automotive and aft ermarket-focused organisations 
including the RMI, NAACAM, NAAMSA and the 
automotive media.

Th e jury will look to uncover items that hold 
the promise of performing beyond expectation, 
that are innovative and promote effi  ciency, are 
perceived to represent good value for money, 
are of excellent quality and bring fresh perspec-
tives to the OE or aft ermarket segments in which 
they compete. Functionality, practicality, styling, 
benefi ts to users, environmental friendliness and 
other perceived pioneering qualities are among the 
specifi cs that jury members will be searching for.

Entries will be evaluated across a variety 
of automotive categories: Parts; Accessories; 
Automotive Systems; Diagnostics; Tuning; Repair 
and Maintenance; OE Products & Services; IT and 
Management; and Service Station & Car Wash.

If you manufacture, distribute, or supply cutting 
edge products in any of these categories, consider en-
tering the Awards – the accolades are signifi cant. ■

The jury will look to uncover 
items that hold the promise of 
performing beyond expectation.

An independent  jury will 
score products considered 
ground breaking from a variety 
of perspectives.

Entries for Automechanika’s 
Innovation Awards are Now Open

Prospective entrants are invited to submit by 
noon on Wednesday, July 26, photographs 
and a detailed description of any automotive 
aftermarket or OE product they have developed, 
manufactured, imported, or distributed in 
South Africa, which they deem worthy of entry 
into the Automechanika Johannesburg 2017 
Innovation Awards.

Based on the photographs and descriptions 
– which must include information relating to 
the technical characteristics and aftermarket 
relevance of each product – jury members will 
individually rank each item.

From the returned scores, products which 
achieve the highest marks on a collective basis 
will be deemed to be fi nalists. Representatives 
of the companies whose products have 
been selected will be asked to submit by 
Wednesday, August 30, two examples of the 
items for physical scrutiny by jury members. 
Following that evaluation, the winners will be 
determined based on highest marks scored on 
a collective basis.

The organisers of Automechanika Johannesburg 
2017 have arranged for exhibits of the winning 
products – along with those selected as runners 
up – to be highlighted in a separate display at 
the show under an Innovation Awards banner. 
Presentations will be made to winners at a 
prizegiving ceremony which will form part of the 
trade fair’s offi cial opening on September 27.

If you would like to enter the Automechanika 
Johannesburg 2017 Innovation Awards 
Competition, submit by e-mail your product 
motivations, along with hi-resolution 
pictures of the items at least 1Mb in size, to:
wynter@thefuture.co.za.

The description of each product must 
include its country of origin, when it was 
introduced to the South African market, 
the category of the aftermarket at which it 
is aimed – Parts; Accessories; Automotive 
Systems; Diagnostics; Tuning; Repair and 
Maintenance; OE Products & Services; IT and 
Management; Service Station & Car Wash – as 
well as the  following:
• Perceived innovative quality;
• The solution the product aims to provide;
• Its functionality and user benefi ts;
• Perceived economic effi ciency;
• Safety aspects it promotes;
• Environmental aspects it promotes;
•  Its relevance to the aftermarket or OE sectors;

Remember to include with your entry 
your name, e-mail address and telephone 
numbers, along with details of the company 
you represent.

If you have any queries or require more 
information regarding the initiative, please 
contact Wynter Murdoch, at 011 803 2040 or 
via e-mail at wynter@thefuture.co.za. ■

HOW TO ENTER:

Car-O-Liner’s Vision 2 Software was the Gold Medal winner for innovation at 
Automechanika Johannesburg 2015.

mailto:wynter@thefuture.co.za
mailto:wynter@thefuture.co.za
http://www.automechanikasa.co.za/


Subscribe for free @ www.autolive.co.za  Page 19

Th e local fl eet management industry, when 
measured against global standards, can justifi -
ably be seen as being among the best. In the past 
decade, the industry has seen a considerable 
increase in knowledge and skill levels. An increase 
in sophisticated telemetry and the improvement in 
information management were the most important 
contributing factors. It is thus diffi  cult to explain 
why local fl eet owners do not make more use of 
professional fl eet management services.

John Loxton, head of WesBank’s fl eet manage-
ment division, shed light on the reasons why fl eet 
management does not have as much support as 
in developed economies. “We probably have lack 
of trust here in the ability of service providers,” 
he said.

Th is apparent lack of trust may have a number 
of possible causes.

1. Perception around outsourcing

Fleet owners have the perception that they can 
achieve the same benefi ts as professional fl eet 
management companies can off er. In the majority 
of cases this is not the case.

Th e professional service providers in this in-
dustry manage fl eets in excess of 20 000 vehicles. It 
should, therefore, be logical that the buying power 
of these service providers will be more powerful 
than that of an individual fl eet owner with, for 
example, 500 vehicles.

According to Loxton professional service 
providers not only provide economies of scale, but 
also structure, pro-active planning and discipline. 
It is therefore superfi cial to measure the value 
of fl eet management by only comparing relative 
buying costs.

2.  Confusion as to what 
fl eet management is

Th ere is a whole legion of companies who refer 
to their services as so-called fl eet management. 
Th e owner of a workshop in Johannesburg cannot 
possibly claim to be delivering comprehensive fl eet 
management services as much as a telemetry pro-
vider in isolation cannot claim it either. Yet these 

services are advertised as such and this adds to the 
wrong perceptions about what fl eet management 
actually entails.

Th e maintenance management and telemetry 
of a fl eet are merely components of fl eet manage-
ment which in isolation cannot off er the same 
advantages as the holistic approach of professional 
fl eet management.

An eff ective approach to fl eet management 
should include at least the following services:

 ■ Vehicle selection
 ■ Purchase management
 ■ Maintenance (including service and tyres)
 ■ Fuel management
 ■ Utilisation management through telemetry
 ■ Renewal of licences and the allocation of 
traffi  c fi nes

 ■ An optimal replacement policy
 ■ Th e remarketing of off -fl eet vehicles

A professional fl eet management service 
provider should manage each of these cost 
factors in order to unlock optimal value. Fleet 
owners also don’t necessarily have the required 
skill and systems to do this eff ectively and 
thus lower the total costs of fl eet operations. 
However, it is of critical importance that each 
vehicle is managed individually, with the aim 
of optimising the total cost of ownership of 
every vehicle.

3.  The balance between service 
levels and their costs

Th ere exists a perception that fl eet management 
companies make a profi t on the purchase price, of 
say, tyres at the expense of the fl eet owners. It is in-
deed true that fl eet management companies aim to 
be both professional and sustainable. If we exam-
ine the business model of a fl eet management com-
pany it will be clear that none of these role players 
can aff ord to let fl eet owners pay more than they 
already are doing. It doesn’t make sense and yet it 
is still mentioned as a criticism and reason against 
the use of fl eet management service providers.

4.  Fleet owners whose maintenance 
costs are lower than those of 
fl eet management companies

Many fl eet owners believe in managing their own 
maintenance facilities, and usually on site. In the 
majority of cases there is a logical reason for this, 
for example in the case of a transport company with 
the need to maintain vehicle uptime. But when the 
primary reason is not the productivity of the fl eet, 
but costs, there is a very real likelihood that over 
time it will have the opposite eff ect on costs.

Th e allocation of overhead and labour costs 
becomes a challenge to accurately calculate the 
cost per kilometre of the fl eet. Amongst others, 
it may lead to the perception that fl eet own-
ers can maintain their fl eet cheaper than fl eet 
management companies.

To reduce fl eet management simply to a matter 
of comparing costs, is to negatively and unneces-
sarily aff ect the perception of eff ective fl eet man-
agement. A holistic approach to fl eet management, 
combined with the right fl eet management partner, 
should without doubt and too much trouble lead 
to considerable savings. A common aim would be 
savings of 10–20%.

“In conclusion,” said Loxton, “my advice to 
any fl eet owner is to select a fl eet management ser-
vice provider based on experience and reputation, 
form a strong partnership with the service provider 
and ensure both partners enjoy the benefi ts of such 
a relationship where their interests and objectives 
are aligned.” ■

Opinion

John Loxton, head of WesBank’s fl eet 
management division.

Choosing the Right Fleet 
Management Provider

It is ... superfi cial to measure the 
value of fl eet management by only 
comparing relative buying costs.

It is of critical importance that 
each vehicle is managed 
individually, with the aim of 
optimising the total cost of 
ownership of every vehicle.

To reduce fl eet management to 
a matter of comparing costs, is 
to negatively and unnecessarily 
affect the perception of effective 
fl eet management.
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Working Wheels

MAN Truck & Bus is participating in the EU research project ECOCHAMPS. 
Th e aim of the project is to further develop hybrid technology in various fi elds 
of application.

Under the umbrella of the EU’s “Horizon 2020” project, the 
ECOCHAMPS project develops hybrid technology for passenger and com-
mercial vehicles. Th e aim of this consortium, which consists of a total of 26 
partners, is to develop an effi  cient, compact, robust and cost-eff ective hybrid 
driveline for the various intended purposes. As one of the partners involved, 
MAN is constructing a hybrid bus that should be up to 20 per cent more ef-
fi cient in the drive line.

“In the city bus segment in particular, we are seeing huge potential for 
using eMobility applications. However, the Total Cost of Ownership plays an 
especially signifi cant role for transport operators and carriers,” explained Dr 
Götz von Esebeck, Head of eMobility at MAN Truck & Bus. “For this reason, we 
are working continuously to fi nd both technical and economic improvements 
for our solutions.”

For this, the company is, for example, promoting the standardisation of 
components as well as considerations of how high-volume passenger vehicle 
components can also be used in commercial vehicles. Th is will essentially 
require the technological building blocks to be available both for trucks and 
buses.

MAN sees the hybrid drive as a meaningful addition to its product port-
folio. Hybrid buses can make a valuable contribution to low-emissions traffi  c 
both as a bridging technology until purely electric transit buses are introduced 
onto the market and as an addition to the vehicles used currently, for example 
in shuttle traffi  c bringing passengers from non-urban areas into inner-cities.

Furthermore, in vehicles with conventional drives, hybrid technology can 
also contribute signifi cantly to both environmental protection and economy, by 
recovering braking energy, saving it for a short period, and using it for auxiliary 
drives, for example. For this very reason, as part of this project, MAN is develop-
ing a concept for a basic vehicle with electric driveline. Depending on customer 
requirements, diff erent energy sources can then be integrated, for example a 
diesel generator or a fuel cell. Th is will also make it easy to add additional storage 
capacity to a purely battery-electric vehicle which is charged in the depot.

MAN will present this basic hybrid bus, developed as part of the 
ECOCHAMPS project, to the public in the fourth quarter of 2017. ■

The MAN Lion’s City Hybrid is one of the leading hybrid buses 
in Europe.

MAN Researches the Bus of the Future

Hino SA has clinched both the parts and service categories in the Hino 
International Parts and Service Distributor of the Year contest for the second 
consecutive year.

Th e main aim of Hino Motors Ltd, when it instituted this award a few 
years ago, is to achieve and maintain high standards of aft er-sales service and 
an exceptional customer experience for all Hino customers outside Japan, 
just as the Japanese Hino dealers strive to achieve top level service in their 
domestic market.

Th e comprehensive, international programme has specifi c, measurable 
standards. Hino distributors worldwide are monitored and judged twice 
during the year. Distributors who achieve minimum standards are given 
certifi cates and trophies for their performances but then a prestigious awards 
ceremony takes place in Tokyo where those distributors who excelled in 
both parts and service categories are honoured with the prestigious Double 
Victory Award.

Hino SA has now collected these major accolades at both 2016 and 2017 
awards ceremonies and came out top in the parts category in 2014 and 2015, 
before its service performance was also measured.

“Th ese programmes have contributed signifi cantly to Hino achieving and 
maintaining the Number One position for the overall Customer Experience in 
South Africa – as measured by the Scott Byers research company in independ-
ent surveys – for the past nine quarters consecutively,” commented Ernie 
Trautmann, the Vice President of Hino SA.

“We are particularly proud of the important role played by our own aft er-
sales staff  members in earning this important award. Th ey not only support 
and monitor our dealers on an ongoing basis, but also develop innovative 
strategies to ensure our parts and service operation remain world class.” ■

Hino South Africa executives (from left) General Manager 
Pieter Klerck, Vice President Ernie Trautmann and Senior 
Manager – Parts and Customer Services Sudesh Sanilall proudly 
display the trophies won at the recent Hino International Parts 
and Service Awards competition.

Hino SA Comes Out Tops in International Contest
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Working Wheels

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

digital

Volvo Group Southern Africa, in partnership with 
Titanium Motors Limited, today offi  cially opened 
a new dealer facility in Zambia’s capital, Lusaka. 
Th e dealership will off er complete sales, parts and 
service for Volvo Trucks and UD Trucks customers 
operating in the region.

Th e US$10 million investment by Titanium 
Motors Limited signals the importance of Zambia 
as a regional transport hub, as well as underscores 
the company’s belief in the future success of Volvo 
Trucks and UD Trucks brands in the country.

“Zambia is a key African market for Volvo 
Group, as apart from its very central location in 
southern Africa, it also has exciting potential as 
a developing market with a growing economy 
and emerging infrastructure,” said Torbjörn 
Christensson, President of Volvo Group Southern 
Africa. “We are proud to partner with Titanium 
Motors in Zambia, and we are looking forward 

to eff ectively support our local customers, and to 
grow our overall market share in the region.”

Christensson said that transport, and espe-
cially trucks are essential to the region’s growth, 
and to drive development and progress. For this 
reason, Volvo also has a representative offi  ce in 
Lusaka, to harness this potential and to take global 
support right to customers’ doorsteps.

Th e 7 500m² dealership boasts a one-of-a-kind 
showroom, as well as a training facility to further 
develop the skills of staff  and local fl eet owners. It 
also has six work bays, trained and accredited tech-
nicians, mobile service units, parts warehouse, as 
well as dedicated sales teams for each of the brands.

“Our team is passionate about customer 
service and providing a level of support that 
adheres to our customers’ exacting requirements,” 
said Farook Bharuchi, CEO of Titanium Motors 
Ltd. “We are committed to continue investing in 

the training and development of our staff  to the 
ultimate benefi t of our customers.”

“Our ability to deliver quality sales and aft er-
market support in Zambia, combined with our 
award-winning Volvo Trucks product range, prove 
that we are serious about providing local fl eet own-
ers with total transport solutions that contribute to 
their businesses’ profi tability,” said Claes Nilsson, 
President of Volvo Trucks

Th e Managing Director of UD Trucks 
Southern Africa, Gert Swanepoel, said that the 
company is constantly looking to develop and 
strengthen their footprint across the region. “Th is 
partnership with Titanium Motors reinforces our 
commitment to not only provide world-class and 
sustainable support to our customers in Zambia, 
but also to fl eet owners who run cross-border op-
erations along the trade corridors of the southern 
African region,” explained Swanepoel. ■

New Volvo Group SA Dealership in Zambia

http://www.trucksmag.co.za
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BY ROGER HOUGHTON

Th e recent Le Mans 24-hour race had an almost 
surreal ending as a Porsche 919 Hybrid, which had 
spent more than an hour in the pits having the 
front electric motor assembly replaced aft er only 
four hours running, ended up giving Porsche its 
19th win in this famous event and third victory in 
successive years.

Toyota, which has been trying – unsuc-
cessfully – to win this race since the 1980’s, 
seemed to be ready to break its hoodoo at last 
with wins in the fi rst two rounds of the World 
Endurance Championship, at Silverstone and 
Spa-Francorchamps, and a record fastest lap in Le 
Mans qualifying.

It had also come with a belt-and-braces three-
car team to challenge the two Porsches in the Le 
Mans Prototype 1 (LMP1) category and so erase 
the heartbreak of last year’s failure to be fi rst at the 
chequered fl ag when the race-leading Toyota TS040 
had failed with only six minutes of the race to run.

Everything seemed to be going to plan with 
the leading Toyota a minute ahead of the Porsche 
at midnight in the 85th running of Le Mans. Th en 
it all went wrong for the Japanese vehicle maker 
shortly before the end of the 10th hour of the race. 
First Car No. 7 was stuck on the track with a failed 
clutch. Th en car No. 9 received a bump from an 
LMP2 car which punctured a rear tyre. Th e fl ailing 
rubber from the disintegrating tyre proceeded to 

damage hydraulic 
and oil lines and 
this car also failed to 
make it back to the 
haven of the pits.

Two cars down, 
one to go for Toyota. 
However, the third 
car, No. 8, had been 
forced into the pits 
for two hours aft er 
eight hours of the 
race had been run 
to have the front 
motor-generator 
and battery pack re-
placed. It was 29 laps 
behind the leader 
when it re-joined so was out of the running for that 
long-awaited Le Mans victory. (It fi nally fi nished 
eighth overall, nine laps behind the winner).

Porsche also suff ered a major setback when its 
leading car was 13 laps ahead of the chasing pack 
with only four hours of the race to run. It lost oil 
pressure in its V4 turbo petrol engine and had to be 
abandoned out on the track.

In the end, the Porsche that lost an hour in the 

pits and re-joined in second last position could eas-
ily overhaul the horde of LMP2 cars that had domi-
nated the race with the demise of the LMP1 cars.

Once again Toyota had failed in its quest.

What now?

It appears Toyota will be back for the 2018 race 
to try for that elusive win once again before a 
possible withdrawal from endurance racing as 
the LMP1 regulations are set to change markedly 
in 2020.

However, it is rumoured that Porsche may 
withdraw at the end of this year, as Audi, also a 
member of the Volkswagen Group, did suddenly at 
the end of 2016. Remember that Porsche’s latest Le 
Mans win completed a hat-trick and the com-
pany will keep the trophy the winners collected 
this year.

One of the reasons being bandied around in 
the media for a possible early Porsche withdrawal 
is that a freeze on the current LMP1 regulations 
and an agreement with Toyota does not permit a 
change in the car’s monocoque design through to 
the end of 2019. Porsche evidently believes it needs 
a redesign to regain its dominance in this category 
of racing.

Th e withdrawal of Porsche will pose a big 
problem for the WEC as the regulations require at 
least two teams in its top, manufacturer-supported 
LMP1 class.

In the meantime, we, motor sport enthusi-
asts, should savour the upcoming, six-race battle 
between Porsche and Toyota for the 2017 World 
Endurance Championship which only ends in 
Bahrain in November. Next race is the Six Hours of 
the Nürburgring in Germany on July 14. Porsche 
currently leads both the drivers’ and manufactur-
ers’ championships. ■

Le Mans: What Now?

Porsche’s latest Le Mans win 
completed a hat-trick.

Winners of the 2017 Le Mans 24-hour race: Porsche 919 Hybrid 
driven by (from left) Brendon Hartley, Timo Bernhard and Earl 
Bamber.

Seen in happier times in the Toyota pit before the start of the Le Mans race were: 
Dr Johan van Zyl, the fi rst and only Senior Managing Offi cer from Africa in the Toyota 
Motor Corporation executive management, with Toyota Chairman Takeshi Uchiyamada, 
the father of the Toyota Hybrid, which started with the Prius in 1997.
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South Africa’s largest classifi ed site and one of the 
most popular automotive platforms, Gumtree.
co.za, has signed on as the headline sponsor of the 
fi nal of the FIA World Rallycross Championship, 
which takes place at Cape Town’s Killarney 
International Raceway (10–12 November 2017). As 
part of the new partnership, the World RX season-
closer will be offi  cially named as Gumtree World 
RX of South Africa.

Gumtree SA is the country’s leading online 
classifi eds site and the new partnership with 
World RX will allow the brand to use the World 
Championship’s global platform for various 
advertising and promotional purposes. Th e 
deal also includes onsite activation rights, track 
branding rights, content creation plus various 
hospitality packages.

Th e Cape Town leg of World RX is the only 
new addition to the rallycross calendar in 2017 and 
marks the fi rst time that the World Championship 
has visited the continent of Africa. Dating back to 

1947, Killarney International Raceway had its fi rst 
taste of international Formula One racing when 
the non-championship Cape Grand Prix was held 
at Killarney back in 1960. Since then, the complex 
has grown and hosts several forms of main circuit 
racing as well as motocross, karting, stock cars and 
drag racing.

Th e new rallycross circuit at Killarney is 
about a third of the size of the main circuit and 
is twisty in nature with a jump. Th e gravel and 
asphalt track will use sections of the existing 
circuit between Turn 2 (Engen Corner) and Turn 
3 (Rose Foundation Corner). Several low level 
grandstands around the stock car oval have already 

been demolished and will be replaced by larger 
structures. A grass bank for spectators is currently 
under construction.

World RX Managing Director for IMG, Paul 
Bellamy, spoke positively about Gumtree SA part-
nering with Cape Town RX. “It is an honour to have 
Gumtree SA on board and supporting the fi rst ever 
rallycross event to be staged in Sub-Saharan Africa. 
As a key player in the auto trader sector, Gumtree 
SA is the perfect fi t and we are confi dent that our 
global platform can help promote the brand to a 
wider audience who are both digitally-savvy and 
passionate about the automotive industry.”

“Gumtree is thrilled to participate in this 
landmark event. Our automotive category is our 
most popular by far, drawing close to a million and 
a half visitors every month. Th e motoring commu-
nity has always been staunch supporters of our site 
and this event marks our commitment to them and 
to the industry at large,” said Gumtree Director-
GM Johan Nel. ■

“It is an honour to have Gumtree 
SA on board and supporting the 
fi rst ever rallycross event to be 
staged in Sub-Saharan Africa.”

Gumtree South Africa 
to sponsor FIA World 

Rallycross Championship

http://www.gumtree.co.za
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Th e classic Motorcycle Club’s 1000 Bike show, 
which takes place on July 1-2, will be staged at 
a new venue this year. It is the Germiston City 
Sports Club in Vimy Ridge Road, Delvillewood, 
Germiston. Th e show has been held at the 
Germiston High School for the past 13 years, 
but this year the club was unable to obtain 
a temporary liquor licence for this venue, 
hence the move to the nearby Germiston City 
Sports Club.

Th is year’s 1000 Bike Show will once again 
cater for a wide variety of tastes in powered two 
wheelers, ranging from very old motorcycles to 
the latest range of retro models like the latest 
Triumph Bonneville’s.

Th e chief organiser and club chairman, Rusty 
Th orns, says he expects at least 500 motorcycles 
will be on show. Th e display will include a good 
selection of custom motorcycles, such as café 
racers, which are becoming increasingly popular 
these days.

However, a major highlight of this event is the 
wide variety of old, new, and very unusual two-and 
three-wheelers ridden to the show by visitors. Th ey 
make up a show by themselves.

Th is year there will be 130 trade stalls and 20 
stalls off ering food and drinks, while the popular 

Backbone band will provide entertainment during 
the two-day event.

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

Once again a lucky visitor will have the op-
portunity to win a two-wheeler as a prize. Th is year 
it is a SYM Blaze 200 motorcycle. Th ere will be 
several runner-up prizes too.

Entry fee will be R80 per person with under 
16’s coming in for free. Gates open at 08:00. 
Visit www.classicmotorcycleclub.co.za for 
additional information. ■

Events

Th e organisers of the 2017 WesBank SA Motoring 
Experience are revving up the content for this 
show, which will take place at the Kyalami Grand 
Prix Circuit from September 1–3. Th e SA Festival 
of Motoring is hosting this event, which is the 
only industry-endorsed motor show on the local 
calendar for 2017.

“We learned many valuable lessons through 
feedback from visitors and exhibitors when we 
staged the fi rst South African Festival of Motoring 
at Kyalami last year,” commented Konstantin von 
Vieregge, the CEO of Johannesburg-based SA 
Shows Messe Frankfurt. “Th e experiential and 
hands-on elements worked particularly well for the 
visitors according to our research during last year’s 
Festival, so there will be greater focus on these 
types of activity this year.

“Th e response from the motor industry to 
the WesBank Motoring Experience 2017 has been 
most encouraging. Already more than 20 brands 

are committed to participate, including several 
which did not have a presence at the 2016 Festival,” 
Von Vieregge explained.

A major attraction this year will be a competi-
tion for elite classic cars where the owners are in-
vited by the show organisers to enter specifi c cars. 
Th e competition will include not only rare cars, but 
South African motorsport legends and cars which 
have a unique place in local motoring history.

As a bonus, the Johannesburg Boat and Water 
Show is being co-hosted at Kyalami over the same 
period as the SA Motoring Experience.

Ticket prices range from R10 for children 
under 12 to R75 for those under 18 and R150 for 
adults, with free parking and access to all activities. 
Admission tickets are already available from the 
iTickets website, https://itickets.co.za.

Stay up to date with the latest news on devel-
opments with the 2017 WesBank SA Motoring 
Experience by signing in to the event’s social media 
channels or by visiting the WesBank SA Motoring 
Experience website at :
www.safestivalofmotoring.com. ■

Industry Revving up for Motoring Experience

A major attraction this year will 
be a competition for elite classic 
cars where the owners are invited 
by the show organisers to enter 
specifi c cars.

New Venue for 1000 Bike Show

http://www.safestivalofmotoring.com
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