3,5(//, &2 =%




When you set out to buy a car you take it for a
test drive, but when you need new tyres -
the most critical safety component - it’s

all about hype and guesswork. It’s time

for some authoritative, independent tyre

testing

By Colin Mileman

We all know that tyres are the most important, safety critical component on any
vehicle. And that a tyre’s contact patch on the road is typically no bigger than
the palm of your hand.

So, when Mr or Mrs Average begrudgingly needs to fork out on new rubber,
how do they go about making an informed choice?

Without much effort, off the top of my head | can easily list in excess of 20
well-known passenger, light commercial and 4x4 tyre brands - and that's not
counting the raft of new imports that arrive on our shores virtually daily. Or
heavy commercial, OTR and specialised manufacturers. Or retreads for that
matter.

So how on earth does the normal guy or gal know whether Tyre A is better
than Tyre Z?

For some, their default choice will be a trusted brand that has been used by the
family for decades. Others may be influenced by a high-profile ad campaign, or
some fanciful racing pedigree. But when you get down to the basics, it comes
down to one simple thing: price.

Most people will question whether it is worth spending a premium on a
mainstream, established brand, when the burgeoning number of cheaper tyres

seem do the job just as well.

Without facts and figures to rely on you're just playing the lottery and hoping
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for the best. You only find out if it's good enough when you hit the road, and
your choice then has to serve you for thousands of kilometres, whether you
like it or not. Typically you'll only realise the shortcomings when it's too late ...

The reality is that there is no single, reliable, authoritative and independent
source that separates the good from the average, the bad and the downright
dangerous.

While tyre manufacturers often do their own testing, this is obviously fraught
with problems in terms of credibility. It's all too easy to score a goal when you
own the ball, the pitch, the referee and the scoreboard. I've been on enough
local and international tyre launches to see how easily the results can be (and
sometimes are) ‘tweaked’

Uttimately, this responsibility can only be entrusted to a totally autonomous
body that is genuinely without fear or favour.

In the UK, the major motoring magazines do regular tyre tests, and these are
exceptionally popular and successful. From a South African perspective, when
| was at Topcar magazine - an independent title at the time - we put our balls
on the block and conducted a series of ground-breaking tyre tests that cut
through the cr’p and produced dependable, comparative results that Joe and
Jess Average could trust.

That consumers and the tyre industry praised our efforts was fantastic, but we
set out knowing that typically fickle SA companies are all too quick to cancel
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advertising contracts if shown in a poor light. And advertising is what pays the
bills for any publishing house.

Nevertheless, we endured with these industry-defining tests for several years,
and the Topcar tests remain unmatched - and unrepeated - locally. | can
understand why, as it is an exhaustive process that takes many, many months
of planning. It requires a hefty budget too in terms of vehicles, fuel, personnel,
facilities and equipment.
6

Then there’s the thorny issue of procuring the tyres. No
SA magazine has the budget to go out and purchase a
minimum of eight tyres for each brand, plus fund the
whole tyre testing exercise.

Therefore you need the buy-in of the tyre industry which
has to willingly supply tyres for critical and comparative
evaluation - and some brands disappear at the mere
notion. At the minimum, you still have to purchase
reference tyres through normal dealer channels to
ensure special one-off tyres aren’t sneaked into the mix
by the manufacturers. And yes, this has been known to happen.

A suitable venue has to be chosen for the tests. There really is only one, in the
form of the Gerotek Vehicle Testing facility near Pretoria, which boasts the all
necessary tracks and measuring equipment to make this happen - at a fee of
course!

At the helm of the test vehicle, you also need exceptional driver that can drive
to the limits like clockwork, lap after lap, hour after hour, day after day. The Stig
certainly won't do, as he also has to communicate feedback on each tyre. The
driver's subjective input plays an important role in interpreting the core data, as
the ‘feel’ and responsiveness of the tyre is what provides confidence to push
to the edge.

One issue of growing importance in modern tyre technology is rolling
resistance and its impact on fuel economy. Actual testing of this facet on the
road is unreliable at best, so you need a special tyre dynamometer to test this
in the controlled confines of a laboratory. At the time of the Topcar tests, there
wasn't such a device in the country.

Oh yes, then there’s the small matter of the weather. You've done all your
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without fear or favour.

homework, got all the tyres and rims you need, there’s an army of fitment
specialists on hand, andit’s all overseen by the beady eyes of the manufacturers.
You're set all set, only for proceedings to be halted by a gust of wind, a light
shower or 3 marginal change in temperature.

Indeed, in order to be absolutely accurate, repeatable and scientific, testing has
to take place within clearly defined weather parameters. I've spent countless
hours waiting and praying for Mother Nature to play
along, or dreaming of Gerotek’s test tracks miraculously
being covered with a giant roof and complemented by full
lighting and climate control.

respongibility can only be

Despite all the long hours and grey hairs, the results
always proved reliable, and the efforts justified. It was
fascinating to see how some budget brands dramatically
outclassed the big names. Crucially, consumers always
backed the tests, relating how they matched real-world
experiences.
L

In the past 10 years, however, so much more has come
into play in terms of tyre technology. Beyond fuel economy, tight budgets
demand a tyre with durability and decent mileage. Testing this would, no doubt,
be an arduous and very costly exercise.

Similarly, the ever controversial run-flat technology also has to be brought to
the fore and put through the same rigorous regime, and compared directly
against standard tyres. It is essential to also evaluate the manufacturers’ claims
regarding zero-pressure performance and endurance, as well as other factors
such as puncture resistance.

A mammoth task it is, but it's something we desperately need on an ongoing
basis covering passenger car, LCV, 4x4 and truck segments. Whether it's a
motoring magazine or independent authority of the ilk of the AA, we need to
cut through all the bull to generate honest and reliable tyre tests.

On the one hand it will allow people to make accurate and informed choices
based on scientific evidence. At the same time it will enhance competition
and quality in the tyre industry, while eliminating myths and highlighting sub-
standard local or imported products that are simply not fit for our roads.

Any takers?

Colin Mileman is a freelance motoring journalist, photographer and advanced driving specialist with over 13 years of experience in this

field. As a former editor of Topcar and Topbike magazines, he’s as enthusiastic about cars and bikes as they come, and has extensive

knowledge of all motoring-related matters, including the topic of tyres, having run the annual and highly regarded Topcar tyre tests for

several years.
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oodyear News

The introduction of a brand ambassador is
considered unusual in the tyre industry but,
as Myles Dent, Goodyear Marketing and
Communications Manager, explains, much in-
depth research went in to the development of
this exciting new campaign.

“To start with, we identified a number of
factors posing a threat to the growth of
traditional brands like Goodyear in South
Africa. The burgeoning new black market and
disproportionate youth market, for instance,
have little experience or loyalty to traditional
brands and do not aspire to own them. This
phenomenon is not unique to Goodyear. It is
experienced by many leading international
brands in other product categories. The South
African market is exceptional, so just because
a brand message is successful in other parts
of the world does not mean it will work here.
“Instead, our research clearly identified the
need for content that offers both local and
relevant appeal to these markets. Although
we continued to work closely with Goodyear’s
European brand team, Goodyear South Africa
is the only country in the group that has been
granted the go ahead to create a specifically
local campaign! Our international colleagues

have acknowledged that we need to talk to our
people in a way that is relevant to them and
not through a European or American imposed
message.

Goodyear’s global brand positioning - Safety
together - needed to be considered in the
context of South Africa.

“Of course safety is an inherent human
need, but in South Africa we are talking to a
desensitized nation and a market that harbours
the natural ‘bulletproof’ mindset of youth.
One has only to look at the failure of Arrive
Alive campaigns and Zero Tolerance police
strategies as proof.

“This does not mean that safety does not
matter. It does, it is still a sub-conscious
need, but it needs to be talked about in 3 way
that is both motivational and aspirational to
consumers.’

SAFETY GETS SEXY

So, how does one communicate ‘safety’ to
our local audience in @ way that makes it
appealing, inspiring, believable and relevant
to all?

“We needed to associate the Goodyear brand
with a ‘home truth’ that is aspirational and

sexy and- that negates the ‘so what" factor.
We needed a brand ambassador to promote
the image and acceptance of the brand - and
to strengthen the relevance and acceptance
of the ‘Safety Together’ platform through
personal endorsement”

And who better to break through the
traditional target market to greet 18-25 year
olds with his vibrant, energetic personality
than South Africa’s hottest radio disc jockey,
DJ Fresh?

“DJ Fresh has local and relevant appeal. We
undertook extensive research to determine
people’s understanding and perception of
this new communications direction and their
acceptance of our chosen celebrity. Fresh
stands out because he is popular across a
broad market, but especially the young, and
his image as a cool family man extends this
appeal”

D) Fresh - aka Thato ‘Big Dawg’ Sikwane -
is currently the fourth most popular internet
brand in the country and boasts more than
35000 followers on twitter. He is married to
Thabiso, is father to a son and a daughter, and
has been one of 5FM music radio’s best loved
DJs since 2006. He is also a self confessed
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petrol head, driving four or five cars, which
makes what he has to say about Goodyear
tyres all the more credible.

CREDIBLE COMMUNICATION

Earlier this year, Fresh was officially appointed
as Goodyear’s brand ambassador for the
foreseeable future in various forms of media.
For starters, the glossy new campaign
features a 30 second television commercial,
magazine advertising, digital marketing and
also supported at dealer level via new life-
sized POS (point of sale) stands featuring D)
Fresh.

“DJ Fresh drives Goodyear” is the gist of it
all. Living life in the fast lane, as Fresh does,
he is driven by performance and has to be
uncompromising when it comes to safety ...
because he wants to “come back and do it all
again tomorrow”.

While Fresh rushes through his exhilarating
daily routine in the commercial - from studio
to strobe lit dance floor in a sports car - he
talks personally to the viewer, establishing
3 believable relationship that will call on
consumers to sit up and take notice.

Fresh meets a demanding schedule and
demands absolute confidence in his equipment
too, which is why he drives the Goodyear
Eagle F1 Asymmetric 2 with ActiveBraking
and FuelSaving Technology. And whether he’s
winding through mountain passes or night
driving on the freeway, the iconic blimp hovers
overhead reminding consumers of Goodyear’s
timeless message of safety.

“It's a revolutionary concept and we are
confident it will establish category breaking
brand recognition and revitalise existing
perceptions of the Goodyear brand within the
automotive sector,” Dent said.

GOODFYEAR

DRIVEN BY INNOVATION

GOODFYEAR
Safety together
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Jill, Charlie and Mark

FAMILY

The focus falls on a Pinetown operation,
in particular, on an individual whose
accomplishments in the retail game have
accelerated the growth of a family business
from one humble store in 1952 (his father’s),
to 10 over the course of five decades. The
man in question is Charlie Jones, owner of
a number of retail stores in Kwazulu-Natal,

among them, Hi-Q Rossburgh.

As is customary with many of the trade’s leading tyre moguls, his
stable of stores, now seven strong (three fell away after a recent
consolidation programme), not only bears testament to Charlie’s will
to succeed, it also enables him to operate in a true multi-brand fashion.
But suffice to say the original store in Pinetown holds a special place
in his heart. After all it was this store that served as Charlie’s first
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exposure to the tyre trade when he came into the business in 1972.

In April of this year, the Rossburgh store underwent 3 massive revamp by
way of switching alliances to the Hi-Q brand of stores, a move which Charlie
describes as prudent and relatively inexpensive thanks to the assistance he
got from Hi-Q’s franchisor.



He says: “Our franchise fees are now market-related

and more importantly, the Hi-Q signage is that much P~
more upmarket and hard to miss leading to greater

exposure and a subsequent surge in business. July

was 3 record month for us, an astounding feat given

the depressed nature of the market.’

astound Mgr feat gix/cn

And it couldn’t have come at a better time,
according to him. “Business has taken a knock
since the FIFA World Cup in 2010, across all
segments, from passenger tyres right up to
earthmover and farming,” says Charlie. “ Moreover,
the truck market remains highly competitive and
challenging in terms of cash flow which is why we
remain selective as to which fleets to service,” he adds. “And of course
cheap imports pose their own set of challenges, making it increasingly
difficult for the dealer trade to remain strictly loyal to local makes.

“Thankfully, we are seeing a slight upturn in the market, particularly
on the earthmover front which should facilitate greater movement, but
margins are still being squeezed, making it ever more important for us
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of the market.”

Business has taken a knock since the FIFA World
Cup in 2010, but is slowly beginning to improve.

to look for new creative ways to attract and retain
the customer”

For Charlie and his team, getting creative involves a
number of things such as making sawy purchasing
decisions, carrying sufficient stock, incentivising staff,
even providing a full- fledged rim repair centre on the
premises. In addition, counter staff are sent on scores
of product training courses aimed at enhancing their
knowledge and are further encouraged to’ sell up’
L. wherever possible.

Although times have been tough of late, these

initiatives coupled with the internal restructure
and consolidation, have meant that the business is poised to survive, an
important consideration given that both Charlie’s son and daughter are now
actively involved.

As for Charlie, the time has come for him to take a back seat as he hands
over to the next generation. Here's to the next 50 years Jones family! We
wish you lots of luck and success.




and tyre chain, Tiger Wheel & Tyre, has teamed up with Discovery
VitalityDrive™ to reward participating customers for having an annual

Multipoint vehicle safety check.

Discovery VitalityDrive™ members can earn up
to 250 VitalityDrive™ points (also referred to as
Driver Quotient points or DQ points) when they
visit their nearest Tiger Wheel & Tyre to have their
vehicles inspected for all the road-safety essentials.
These include the likes of roadworthy tyres, wheels,
hazards, seatbelts,
steering, hooter checks and an inspection on shocks.

windscreen  wipers,  lights,

The Multipoint vehicle safety check serves as a great
advantage to all drivers and is yet another pro-active
approach by Tiger Wheel & Tyre and Discovery
VitalityDrive™ to enhance safe journeying on our
local and national roads. Depending on a member’s
VitalityDrive™ status, he/she can cash in on some
extra perks which include cash-back rewards of
between 8% and 15% when purchasing new wheels
and tyres, using their DiscoveryCard.
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Tiger Wheel & Tyre Marketing Executive, Joe du Plooy
is excited about this new venture, adding, “Our co-
venture with Discovery VitalityDrive™ is a winning
formula for both brands as well as for all vehicle
owners out there. Together we can do more to
promote peace of mind on the roads, and reward our
drivers out there for their road-safety efforts”

Discovery VitalityDrive™ members wishing to take
advantage of this beneficial offer are reminded to
bring along their Discovery Insure membership card
when they visit any Tiger Wheel & Tyre nationwide,
to complete their Multipoint vehicle safety check. To
find out more on how to become a VitalityDrive™
member visit www.discovery.co.za. For more
information on the MultiPoint vehicle safety check,
log onto www.twt.to or enquire in-store today.
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¥By Stefan Hefer &

Despite difficult terrain and a fair
share of car trouble, the Maxxis team
came out on top during the recent

4x4 challenge, held in Alberton, Gauteng,

Some 4x4 challenges can be held in natural areas, areas that due to their
unique circumstances offer obstacles that beg to be conquered and are
accessible by competitors and spectators alike. But due to their nature, these
areas are far and few between, so to quench the thirst of those who want
to test their skills against the odds, some challenges are held on man-made
terrains.

The Gauteng Maxxis National 4x4 Challenge, held in Alberton on the 13"
of August, was held on such a terrain. The only problem with man-made
terrains is that when they are established on fresh ground the obstacle
builders have carte-blanche in what they create, without the restrictions of
the natural surroundings. This can lead to difficulty...especially for those
competing for the top positions in the series.

Contrary to the norm, the Alberton Track was quite dry this year, but due to
the nature of the obstacles competitors were wary of falling behind as the

chances of making up points were very slim.

The Super Modified Class had to make use of all their vehicles capabilities
in dealing with the taxing terrain to rack up points. Some competitors even

went up to their maximum allowed tyre size of 37”! At the end of the day
Izak Maritz walked away with first place, followed by Lukas and Hannie
Holtzhausen of Team Maxxis. In third place, the all-girl team Maxxis of Hesma
and Carine Swart made a welcome return to the podium. Well done lasses!

Things were certainly interesting in the Production Modified Class with first
points on the board only after two obstacles. It didn’t get any easier as the
day progressed, but ever consistent Leon Gouws and co-driver Tjaart van
der Walt slowly pulled away from the rest and finished first with 347 points.
Ernest du Preez and co-driver Vanie Oosthuizen had an up and down day,
especially after they managed to roll their car during a recovery attempt!
This didn’t stop them though from capitalising when it counted. They walked
away with second place. With a car that just did not want to cooperate, Hanko
Swart and Charles Pearce (Team Maxxis) just did not have a day they would
want to remember. From engine management trouble to a broken front
differential, they saw it all. They did, however, manage to scrape into third
place for the day.

In the Modified Class it was a two battle from early on. While the rest of the
class was battling to get to grips with the obstacles, Rory Flett (Team Maxxis)
and Brett Law made a clean break. The two KZN-based drivers battled it out
until the end, with just 10 points separating them at the end of the day. Rory
and his son, David, managed to the take top position eventually.

The rest of the challenge was taken up with competitors from various classes.
From the Street Legal Locker Class, to the Standard Class and Open Class,
there were vehicles competing in every shape and form. There were Land
Rovers, Jeeps and Toyotas as one would expect, but the contrast between the
two-wheel drive buggy of Herman Barnard and the VW Synchro of Leonard
Blignaut was too much for some. Suffice it to say that the Maxxis National 4x4
Challenge caters for motoring enthusiasts from all walks of life!
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BRIDGESTONE TO BOOST US PRODUCTION
WITH $135M INVESTMENT

A US$135 million being made in Bridgestone’s Aiken County factory
in the US is expected to increase its output of passenger and light
truck tyres by an additional 4 750 units a day starting from the
second quarter of 2013. The investment will create 122 new full-time
and contractor positions and expand the main Aiken County plant and
mixing building by 25 000sqm.

FRELL:

ANALYSTS ON PIRELLI RESULTS:
‘FEWER TYRES, MORE PROFITS’

Following the publication of second quarter/first half 2011 financial results
showing Pirelli doubled nett profits year-on-year, financial analysts have
lauded Pirelli ‘over any other auto part or tyre maker in the EU.

Morgan Stanley analysts attributed the tyre manufacturer’s greater than 10
percent outperformance on second quarter pre-tax profits estimates (EBIT)
and increased margin guidance for 2011, which is said to imply more than 5
percent upgrade in consensus, to its ‘ever impressive pricing power’

The main story the analysts are telling is that while Pirelli's 1.4 billion euros
of sales were 2 percent shy of consensus expectations, EBIT of 147 million
euros was 11 percent above expectations. According to Morgan Stanley,
the implied 10.6 percent margin is 124 basis points better than expected,
driven by 16 percent growth in price/mix. Or, in other words, less tyres
and more profit.

Pricing power at Pirelli is seen as ‘particularly remarkable’ due to the fact
that it comes after 10 percent growth in 2010.

Overall the analysts concluded that this is a ‘winning strategy in today’s
under-supplied tyre markets.

APOLLO CHAIRMAN ELECTED
TO TIAHALL OF FAME

The Tire Industry Association (TIA) has elected Onkar S. Kanwar,
chairman, Apollo Tyres Ltd to its Hall of Fame. TIA Executive Vice
President Roy Littlefield lauded Kanwar saying, ‘his remarkable career
has helped to make the tyre industry what it is today. He exemplifies

everything that is great about this industry.” (TireBusiness.com)

World News

KALUGA CHOSEN AS SITE FOR CONTI'S
RUSSIAN PLANT

In a recent press statement, Nikolai Setzer, head of Continental AG’s
Passenger and Light Truck Tires Division and Continental AG Executive
Board member, said that the Kaluga plant will focus on meeting the
company’s strategic goal of achieving above-average and profitable
growth, particularly in emerging markets.
The billion euro investment Setzer announced will cover a number of
projects, including expanding capacity in Brazil, the US and Europe.
Approximately 220 million euros will be invested in the new Kaluga plant
alone and production is slated to start at the end of 2013.

(tyrepress.com)

TRIANGLE TO WORK WITH UNIVERSITY
OF AKRON IN RUBBER AND ELASTOMER
RESEARCH PROJECTS

The city of Akron boasts strong credentials for being the tyre
industry capital of the United States. Back in the US industry’s glory
days, it went by the name of ‘Tire City’ and was home to the four
major domestic players, Goodrich, Goodyear, Firestone and General

Tire.

Goodyear is the only one of this quartet to retain its main domicile
there, the other three having been respectively acquired by Michelin,
Bridgestone and Continental, yet in recent years new arrivals have
also chosen Akron as home. Today both BKT and Trelleborg operate
their national operations out of the city and Bridgestone’s US Technical
Center is also located there. As of August 19, Chinese manufacturer
the Triangle Group has added its name to this list with the opening of
its US headquarters and research and development company.

(All other stories courtesy of tyrepress.com)
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Congratvlations!
5-? o Pm/iov; aon:tpaﬁﬁon winner

Mr D.R McPherson of Tyrepro, Namibia whose correct answer wins
him a set of 4 x 4 Scorpion Verde tyres courtesy of Pirelli.
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QUESTION: What distance did the runners

and drivers cover during the Run2Stop e oo pairof
challenge?
ANSWER: _
featuring
Name:
Company: Continental Traction Compound
Address: technology, as well as a set of
valued in excess of
Code:
Telephone: Cellphone: R5000.00

Please address your competition entries and subscriptions to:
Sky Publications cc, PO Box 702, Douglasdale, 2165, Southerp Africa

or Fax entries to: (011) 658 0010 (only one per person please) mE ”‘
or enter online at www.satreads.co.za
toe I/we wish to subscribe to SA Treads for one year’s subscription (incl. VAT and postage)
Qng(/V' P 'hOVl [ Tlocal(SA) R 96-00 [ Tinternational R 220-00

(Please address cheques to Sky Publications)

Name: Company:
Address:

Code:
Profession: Telephone:

For more information on previous editions and
advertising rates, check out our website:

www.satreads.co.za
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Cape Town: +27 21 510 6746
Exports: +27 21 506 7910
Johannesburg: +27 11 3961356/7/9
Durban: +27 31 564 0060
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A new dimension to wheel & tyre distribution

Online Wheel & Tyre network

Etraction leads the way in the distribution of wheels & tyres throughout
the Southern African region. By adopting an innovative and pioneering
approach, coupled with our vast experience and expertise in the
market, Etraction is able to provide the best integrated solutions for
the wheel & tyre industry at the most competitive pricing, thus
enabling your store to profitably and efficiently serve your
customer base, no matter the diversification, dynamics or the

level of sophistication.

At Etraction, we are passionate about improving and enhancing

our operations, products & brands and so we are geared for

exponential growth and expansion through our relentless pursuit of

excellence, our investment in state-of-the-art innovation and

technology; our ceaseless initiatives aimed at quality improvement and
our highly competitive pricing.

Etraction - the new benchmark for innovative wheel & tyre solutions.

www.etraction.co.za 0861 111 ETR (387)



