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LAUNCH

The all new Mercedes Benz GLB 
compact SUV for the young 
professionals with families
The versatile compact SUV is a spacious family car and the first compact vehicle 
from Mercedes Benz to offer a third seat row on request with two additional 
individual seats.

Matt Olivier, the Director Business 
Development at DT Dobie and Maliha 
Sheikh, the General Sales Manager, 
Mercedes Benz cars and vans unveiled the 

new Mercedes Benz GLB compact SUV at a launch 
function in the DT Dobie showroom on Mombasa 
Road.

The addition of a choice of two models of the 
compact SUV to the range of luxury SUVs available 
from DT Dobie will appeal to young professionals 
with families. 

The GLB is ideally suited to the sort of tasks most 
families carry out on a daily basis, or simply to enjoy 
out of town weekends and holidays. 

The versatile compact SUV is a spacious family car 
and the first compact vehicle from Mercedes Benz to 
offer a third seat row on request with two additional 
individual seats.

Maliha Sheikh, the DT Dobie General Sales 
Manager for Mercedes explained, “The spaciousness, 
favourable price, driver aids and youthful off-road 
character of the GLB will appeal to active urbanites 
and families.”

The mid-sized vehicle comes in two variants with 
turbocharged engines. The GLB 200, is a two-wheel 
drive with a 1332 cc petrol engine and the GLB 250, 
has four-wheel drive and a 2.0 litre engine. The GLB 
has a distinctive profile with a long wheel base and the 
striking SUV design that gives owners generous space.

The 2.0-liter turbocharged four-cylinder engine 
produces 224 horsepower and 258 pound-feet of 
torque mated with an eight-speed dual-clutch auto-
matic transmission. The engine provides plenty of 
power for all urban and off-road driving situations and 
has been completely updated for this series to improve 
efficiency and lower emissions. 

The 4MATIC models feature the off-road engineer-
ing package as standard. This includes Downhill Speed 
Regulation (DSR) and an additional driving mode. 
This adapts the power delivery of the engine and the 
characteristics of 4MATIC and ABS intervention for 
off-road driving on trails and sandy terrain.

The interior of the GLB stands out with fully digi-
tal displays and an off-road character – interpreted in 
a young way.

The intuitively operated infotainment system 
MBUX in the cockpit keeps the driver in the picture 
at all times and responds to voice commands. The 
Instrument Display shows all relevant data clearly and 
in detail. 

This SUV stands out for its exceptional roominess 
as it gives plenty of head and legroom. The load com-
partment is not only large but also has a convenient 
hands free access.

Mercedes-Benz Intelligent Drive combines safety 
and convenience innovations. Features in Mercedes-
Benz GLB include rain-sensing windshield wipers, 
forward collision warning, automatic emergency brak-
ing, a rearview camera, pedestrian detection, crosswind 
assist, and a driver attention monitor. With these intel-
ligent systems, the driver experiences a new dimension 
of safety, convenience and stress relief. 

Other safety equipment that make it ideal for fam-
ilies include retractable head restraints, seat belts with 
belt tensioners, a side window airbag which also pro-
tects the passengers in the third seat row plus ISOFIX 
and TOP-Tether anchorages for suitable child seats. 

The spaciousness, favourable price, driver aids 
and youthful off-road character of the GLB 
will appeal to active urbanites and families.

Srinivus Cheruvu (left), the Finance Director at DT Dobie and Maliha 
Sheikh (right), the General Sales Manager, Mercedes Benz cars and 
vans present the new Mercedes Benz GLB 250 compact SUV at a 
launch function in the DT Dobie showroom on Uhuru Highway.

Maliha Sheikh  the General Sales Manager, Mercedes Benz cars and 
vans shows the features of the Mercedes Benz GLB compact SUV at 
a launch function in the DT Dobie showroom on Uhuru Highway.
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CAR OF THE YEAR

The new 
Mazda CX-9: 
A distinction in 

comfort and quality at 
a competitive price

DR HANNINGTONE GAYA, PHD  FIMI  EBS

The monthly MOTOR magazine 
2021 Car of the Year, the new Mazda 
CX-9, is a product of Japanese 
craftmanship at its best. Most nota-

ble, the new Mazda CX-9 inside and out-
side of the Mazda CX-9 is the use of pre-
mium materials blended with aerodynamic 
design and layout, creating unparalleled 
cosseting comfort and a finish quality that 
is a class above.

For those who love and care for the 
family, the new Mazda CX-9 begins with 
carefully balancing the needs of parents 
and children to create a relaxing, inviting 
interior that gives comfort to all age groups 
with regard to spacious space, comfort that 
is out of this world and that added extra 
that just makes the proud owner feel dis-

tinctively special.
Careful and rigorous selection of 

materials guarantees both visual and tac-
tile fulfilment, generous soundproofing 
enables comfortable and clear conversa-
tion between the occupants. The interior 
space is widely adjustable to match your 
requirements of the day. It may seem like 
magic, but wherever you sit in CX-9, 
everything simply feels right.

Available at the Mazda Division 
of the giant CMC Motors Group, with 
the support of the holding company, Al 
Futtaim, the new Mazda CX-9 is pleasing 
by design. The interior is a finely honed 
statement of stylish design and quality 
materials and craftmanship.

The new Mazda CX-9 range of supe-
rior, genuine leather and aluminium 
comes together to create an atmosphere 

of chic sophistication that satisfies all the 
senses. Black or silk beige leather uphol-
stery further enhances CX-9’s luxurious 
feel, while the highest quality interior 
package features genuine Nappa leather 
upholstery in oriental brown that radi-
ates an aura of warmth and depth.

The unprecedentedly premium feel 
is reinforced by the sumptuous quality 
of the switches and controls, and on 
every surface you touch or that meets 
your eyes.

Seen from the outside, the cabin is 
sleek and compact. But from the inside, 
the CX-9 is roomy and welcoming, with 
the first and second row seating offering 
plenty of leg- and headroom for adults of 
almost any size with the third-row seats 
providing comfortable accommodation 
for children or even early teenagers.

As befits a car segment 
quality leader, CX-9 is 
designed to be a smooth-
riding haven of quiet 
comfort. In particular, 
the CX-9 is a warm 
welcome to quality and 
craftmanship, with focus 
placed on interior lighting 
and ambience, and upper 
trim levels feature a light 
show to welcome the 
driver into the car.
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The Mazda CX-9 is also enabled for 
complete and intuitive communication in 
real-time when the driver is on the road, 
through the advanced human-machine 
interface (HMI) which is extended to 
include the driving position, giving the 
driver a panoramic view of the road

The cockpit is dominated by a 
wide, horizontal dash that flows smoothly 
into the doors to emphasize the sense of 
space. This open sensation is further height-
ened by the graceful slope of the dashboard 
into the windscreen.

Complementing this is the high and 
wide centre console that creates cosier foot-
wells without limiting space.

As befits a car segment quality leader, 
CX-9 is designed to be a smooth-riding 
haven of quiet comfort. In particular, the 
CX-9 is a warm welcome to quality and 
craftmanship, with focus placed on interior 
lighting and ambience, and upper trim 
levels feature a light show to welcome the 
driver into the car.

A total of six USB ports-two for each 
row seats-provides convenient connection 
and charging of phones, tablets and other 
small devices. What is more, passengers 
in the third row even enjoy the comfort of 
high-quality rear-door sunshades.

Mazda’s Proactive Safety philosophy is 
firmly grounded in a belief in the driver’s 
abilities, aiming to support safer driving 
while maintaining all the fun of the open 
road. Safer driving demands early recogni-

hazards when driving at night, lane-keep 
assist system (LAS) a forward sensing 
camera that detects lane markings and 
assist the steering to keep the vehicle in 
its lane, lane departure warning system 
(LDWS) which senses lane markings and 
beeps to prompt timely steering correc-
tions among other features.

The Mazda CX-9 is also enabled for 
complete and intuitive communication in 
real-time when the driver is on the road, 
through the advanced human-machine 

interface (HMI) which is extended to 
include the driving position, giving the 
driver a panoramic view of the road, with 
all instruments and controls placed to 
allow the driver to focus on careful and 
enjoyable driving, from his command posi-
tion behind the steering wheel.

Owning the new Mazda CX-9 offers 
the driver a distinction in daily life, at 
very affordable pricing. In other words, 
value for money. The CX-9 is all about 
making life richer and more rewarding, 

tion of potential hazards, good judgement 
and appropriate action, and Mazda works 
to support these essential functions so you 
drive securely and with peace of mind 
despite changing driving conditions.

First is an optimum driver environment 
with good visibility, well-positioned con-
trols, easy-to-read instruments and min-
imal distractions. Next is i-activsense, a 
portfolio of active safety measures to incre-
mentally warn the driver when a potentially 
dangerous situation is developing. This help 

avoid or reduce the severity of an accident 
when the driver alone cannot safely operate 
the vehicle. The features also maximize the 
range of conditions in which the driver can 
control the vehicle securely and comfort-
ably.

Finally, there is passive safety, designed 
to help protect occupants and minimize 
injuries should an accident occur.

These features include adaptive led 
headlights (ALH) which offers the driver 
greater support for recognizing potential 
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at half the price you will pay for, say a 
Porsche.

The new Mazda CX-9 churns the road on 
a bold, sharply designed 20-inch aluminium 
wheel rim to give added authority on the road 
that complements the CX-9’s dominating 
stance. The wheels are finished with high 
gloss paint, including newly adopted Silver 
Metallic, that contrasts with and enhances the 
texture of the metal.

The body colours boast of Mazda’s unique 
painting technology, with its unprecedented 
combination of colour, highlights, shade and 
depth, further emphasizing the sheer beau-
ty and quality of the dynamic body shape. 
Available include soul red crystal metallic, 
deep crystal blue mica, machine grey metallic, 
titanium flash mica, sonic silver metallic and 
jet-black mica, among others.

Seat materials are all leather with a 
choice of Nappa in oriental brown, Silk Beige 
and black.

The CX-9 is powered by a 2.5 litre Turbo-
charged Skyactiv-G engine, a showcase of 
advanced Mazda technology that emits the 
relaxed yet powerful torque of a 4.0-litre V8 
while achieving best-in-class listed and real-
world fuel economy, with best performance 
in the low-to mid-rpm range most drivers use 
most of the time.

Engine performance is a maximum power 
of 250 HP at 5,000 rpm and 420Nm of 
torque at 2,000 rpm., transmitting power 
through Mazda’s new generation all-wheel-
drive system, the i-ACTIV AWD, with an 
off-road traction assist on tap, to help the 
CX-9 get free when stuck in mud or sand or 
very soft soil.

In conclusion, the new Mazda CX-9 is a 
premium SUV and the ideal answer to all our 
family’s motoring -needs. More important, 
the CX-9 is a Mazda, benefitting from the 
Skyactiv Technology, Mazda’s ground break-
ing reappraisal of every single aspect of the 
automobile that challenges all preconceived 
notions of automotive engineering, and giv-
ing exhilarating, fun driving combined with 
unprecedented environmental and safety per-
formance.

Before you spend a colossal sum of 
money on just a car badge, visit the Mazda 
showroom and check on this impossible 
dream SUV. You will not be disappointed. 

Seat materials are all 
leather with a choice 
of Nappa in oriental 
brown, Silk Beige 
and black
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Fuelling a car at a service station may 
sound like a piece of cake for drivers 
but even so, it is a more complex 
and sophisticated process than one 

may expect. In fact, for most people, fuel-
ling the car means going to the fuel station 
and letting attendant fill up the fuel tank 
with the appropriate and requested amount 
of fuel. However, fuelling up the car means 
a little bit more than that.

First, choosing the appropriate fuel for 
your car is the first thing to do when going 
to the fuel station. Usually, consulting the 
car owner’s manual should be enough in 
order to find out the recommended fuel for 
your car. However, if you still have doubts, 
ask an expert or a fuel dealer representative 
who will provide you with all the details 
you need.

You can also evaluate the unleaded fuel 
options available. Most cars in our market 
accept conventional leaded and unleaded 
fuel. However, many of the latest cars now 
use diesel. Most of the diesel cars are from 
used car yards who import from the United 
Kingdom, Japan and Dubai. Understand 
which particular fuel your car runs on 
before filling up, since making the wrong 
choice can be dangerous. For example, if 
you have imported a diesel-powered car, 
it is advisable you go for Shell’s Fuelsave 
Diesel or Total Excellium. 

These firms are among a number who 
are committed to better and cleaner energy, 
with some of the low sulphur content die-
sels. The truth is that the sulphur content 
in fuels in Kenya remains extremely high, 
almost 0.5 per cent, making the fuel dirty 
by global standards. The sulphur content in 
our Diesel also affects vehicle performance 
and engine longevity, in addition to pollut-
ing the environment and causing cancer.  

Now that you know what fuel your car 
needs, let us proceed to the main fuelling 
process. Going to the fuel station is as easy 
as it sounds but there are a few tips that 
may change your habits when it comes to 
filling the tank. 

It is stated that it is better to fill the 
whole tank than to fuel it every occasion-
ally with a smaller amount of fuel. There 
are at least two explanations for this. First, 
less fuel in the tank means more air, which 
could increase the fuel consumption rate as 

a result of the evaporation of the avail-
able fuel. In addition, it is said that fuel-
ling the car every once in a while, may 
damage the fuel pump or may quickly 
wear out the filters, as particles or dirt 
that has settled is awaken and pumped 
into the fuel lines.

Avoid filling the tank above the 
recommended limit, even if you are pre-
paring for a long-distance drive. Doing 
so not only damages the sensor-activat-
ed tank nozzle but also raises the total 
weight of the car and obviously reduces 
the engine performance. The extra fuel 
could also create additional air vapours, 
which increase the rate of evaporation of 
the available fuel. This in turn increases 
the car’s overall fuel consumption rating.  

Avoid going to a fuel station if a 
tanker is replenishing the pump reser-
voirs. The freshly pumped fuel from the 
replenished storage tanks might have 
all kinds of debris. The debris could 
block your filters or damage the car’s 
fuel pump.

Lastly, avoid smoking when in a fuel 
station and stop your engine before the 
pump attendant fuels your car. Do not 
make phone calls in a fuel station as the 
radio activity could spark a fire by ignit-
ing the highly inflammable fuel vapours 
during actual refilling. 

What to look for 
when fuelling a car 
Going to the fuel station is as easy as it sounds but there are a few 
tips that may change your habits when it comes to filling the tank.

Avoid filling the tank above the 
recommended limit, even if you are 
preparing for a long-distance drive. 
Doing so not only damages the 
sensor-activated tank nozzle 
but also raises the total weight of 
the car. 
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RUBiS Energy Kenya offi-
cially launched into the 
market following the suc-
cessful acquisitions of 

KenolKobil Plc and Gulf Energy 
Holdings Ltd. During the launch 
on October 7 2020, the company’s 
Group Managing Director Jean-
Christian Bergeron provided an 
overview of the company’s strategy 

for the region. 
These acquisitions make RUBiS 

Energy Kenya become a leader in the 
Kenyan oil industry with a market 
share of over 21 % and a network of 
more than 230 service stations.

According to Jean-Christian 
Bergeron, the Group Managing 
Director of RUBiS Energy Kenya, 
RUBiS decided to enter the Kenyan 

L-R: Rubis Energy 
Kenya Group GM 
Martin Kimani, 
Petroleum PS Andrew 
Kamau and Rubis 
Energy Kenya Group 
MD Jean-Christian 
Bergeron pose for 
a photo during the 
launch of Rubis Energy 
Kenya in Nairobi on 
October 7, 2020.

RUBiS acquired KenolKobil Plc in March 
2019 and Gulf Energy Holdings Ltd in 
December 2019. RUBiS Energy Kenya, 
with a network of over 230 service 
stations countrywide under Gulf Energy, 
Kenol, Kobil and RUBiS brands, is the 
one of the leading players in Kenya. 
These acquisitions saw RUBiS Energy 
Kenya become a leader in the Kenyan 
oil industry with a market share of 
over 21 percent and a network of 
more than 230 service stations. RUBiS 
Energy Kenya business units include 
Retail, Lubricants, LPG, Trading, Supply, 
Aviation, Commercial & Industrial and 
Exports to various East African countries. 
RUBiS Energy Kenya has subsidiaries in 
Burundi, Ethiopia, Rwanda, Uganda and 
Zambia.

About RUBiS Energy Kenya

market based on the region’s high 
growth potential and the convic-
tion that the proven expertise of 
RUBiS would bring extra value to all 
Kenyan customers.   

 “In addition to the acquisition 
of KenolKobil Plc and Gulf Energy 
Holdings Ltd, we will continue to 
invest heavily in the market through 
modernization of our existing retail 

RUBiS Energy Kenya officially
launched

outlets into state-of-the-art service sta-
tions. Our network of over 230 service 
stations is strategically and widely located 
across the country, thus playing a key 
role in delivering quality products and 
services to all Kenyan customers in a safe 
environment. We are launching an unpar-
alleled shopping experience through our 
convenience store brand, RUBiS Express, 
by providing world-class convenience to 
motorists on the go, saving them time and 
money. We also provide a fuel card system 
that gives motorists total control of their 
fuel-related expenses through our RUBiS 
Card, offering convenience and efficiency 
when making payments at our retail out-
lets,” said Bergeron during the launch in 
October 2020.

“Furthermore, we are significantly 
investing in the development and promo-
tion of LPG, which is a clean and afford-
able energy source that will support the 
government’s ambition for an improved 
quality of life for all Kenyans. We also 
market an extensive range of high-quality 
lubricants under the K-Lube and Castrol 
brands and our products, imported or 
locally blended, meet the highest speci-
fications demanded by most automotive 
and equipment manufacturers,’’ added 
Bergeron.

RUBiS Energy Kenya is the largest 
supplier of aviation into-plane refuelling 
services for regional and international 
commercial and cargo carriers, and is 
committed to delivering quality products 
and services to other business sectors in 
areas such as industry, agriculture, avia-
tion and road infrastructure development.

RUBiS, a global energy player, is also 
looking at leveraging its integrated distri-
bution chain to increase market share in 
the region. RUBiS Energy Kenya plays an 
active role in corporate social responsi-
bility activities themed around education, 
health, safety and environment. The oil 
marketer has most recently supported 
initiatives in response to the Covid-19 
pandemic by installing sanitation facilities 
in various locations around Nairobi and 
providing fuel for ambulances and genera-
tors at Mbagathi Hospital.

About RUBiS Kenya
Founded in 1990, RUBiS is an inde-
pendent French operator specializing 
in three business areas: distribution of 
petroleum products, support and services, 
and storage. The distribution of petro-
leum products includes service station 
networks, commercial fuel, aviation fuel, 
LPG, lubricants, and bitumen. Storage 
through RUBiS Terminal provides storage 
of petroleum, chemical and agri-food prod-
ucts. RUBiS is listed on the Paris Stock 
Exchange (Euronext Paris) with a market 
capitalization of 5.5 billion Euros at end of 
2019. With a revenue of 5.2 billion Euros 
in 2019, and a bulk storage capacity of 
3.6 million m3, RUBiS distributed 5.5 
million m3 of fuels in 2019 and is recog-
nized in the market for its expertise and 
quality of service. RUBiS occupies a strong 
position in more than 40 countries across 
three continents: Europe, Africa and the 
Caribbean. 

RUBiS Energy Kenya is the largest supplier of aviation into-plane refuelling 
services for regional and international commercial and cargo carriers.

In addition to the acquisition of 
KenolKobil Plc and Gulf Energy 
Holdings Ltd, we will continue 
to invest heavily in the market 
through modernization of our 
existing retail outlets into state-of-
the-art service stations.
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Determining the right 
loan repayment period
As soon as the car or a commercial vehicle leaves the showroom, it 
begins to depreciate quickly. Hence, at the beginning of a loan, the 
buyer is typically “upside down,” or “under water”. This means the 
buyer owes more than the car or vehicle is worth.

When it comes to buying a car or a commercial vehicle 
for business, most people do not have an idea of what 
monthly payments will fit their budget, and what they 
target when making a deal. However, majority of the 

buyers lose track of the bigger picture; the total cost of the car or 
commercial vehicle, including insurance and the length of time 
it will take to clear the loan. For the past decade, 
the average car loan term has slowly crept past 
three years, and is now close to five or mostly 
six years. Majority of buyers tend to opt for 
long term loans. The benefit for such a move is 
the lower repayments one will be making each 
month. It is important to consider the following 
reasons before opting for long-term asset finance 
loan agreements: 

Higher interest costs

The longer you finance a car or 
commercial vehicle, the more interest you 
will have to pay on it and an additional 
year or two in comprehensive motor 
insurance. If your cash flow is healthy, it 
is better to choose a three-year loan than 
going for the long term five or six-year 
loans. For start-ups and mainly micro 
businesses, it is advisable to opt for the 
five or six-year loans or asset financing 
agreements, to ease the repayment 
pressure and assure the business of a 
healthy and stable working capital. The 
monthly payment for a five-year loan is 
normally lower than that for the three-
year loan term.

The modern trend that 
supports specialization 

involves individual motor 
companies entering into 
asset finance agreements 
with a number of banks 

that fits well with their 
sales strategies. The banks 

then link up with their sub-
sidiaries or partner insurance 

companies to offer packages that 
include the compulsory comprehensive 
motor insurance. For instance, the Family 
Bank of Kenya has the much-acclaimed 

Family Bank partnership with Isuzu East 
Africa in a deal that ensures its customers 
receive up to 95 per cent financing to 
purchase vehicles, in a financing prod-
uct dubbed Changamsha Biashara. This 
unique deal incorporates innovative fea-
tures which include:
 Customers enjoy up to 90 days repay-
ment holiday, that is, before they start to 
remit the monthly repayments.
 Customers can access an additional 
biashara boost credit facility of up to Ksh 
200,000, to stimulate the business, hence 
the Swahili term changamsha.
 Flexible repayment period of up to 
5 years (60 months) to suit the individual 
customer needs and cash flow manage-
ment
 Customers get two free memberships 
for Maisha Air Ambulance Cover from 
AMREF Flying Doctors, a very important 
service to ensure peace of mind for the 
driver and his loader.

This partnership is already enabling 
Micro, Small and Medium-Sized (MSMEs) 
customers in the agribusiness, trade and 
logistics businesses to conveniently pur-
chase the indomitable Isuzu Truck, Bus 
and Pickup work horses at affordable yet 
competitive interest rates, a financial pack-

age that is already enabling Isuzu vehicles 
to commence the path towards new sales 
recoveries, after the initial onslaught by 
the Covid-19 pandemic effects.

In particular, business owners in the 
transport, logistics, agribusiness, educa-
tion and religious institutions are access-
ing 95 per cent financing for credit worth 
customers. Additionally, customers who 
run their own businesses or are in the 
transport business are now enabled to take 
advantage of competitive insurance rates 
through Family Bank of Kenya’s insurance 
partner, Kenya Orient Insurance, which 
is incorporated within the asset finance 
facility as one single total cost. The insur-
ance package includes accidental damage 
excess protector, political violence, terror-
ism cover and the theft of the alternator 
and starter for the school buses.

As a bank that values MSMEs, Family 
Bank aims to bridge the gap hindering 
their growth and this partnership is a big 
step in that direction. With this partner-
ship, we will not only offer entrepreneurs 
financing for Isuzu Vehicles products but 
will also extend to them favourable terms 
and quick approvals that will ensure their 
businesses keep growing,” stated CEO 
Rebecca Mbithi during launch.
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The first thing to be aware of 
is the specifications your car’s 
manufacturer has outlined for your 
car. You do not have to stick to a 
particular brand, but the tyres you 
buy must fit the wheel properly and 
be of a size and type recommended

Customers are already 
accessing this asset financing deal 
across Family Bank’s 91-branch net-
work and can collect their desired 
vehicle from any Isuzu East Africa 
distributor and dealers throughout 
Kenya.

Family Bank equally has a sim-
ilar although slightly different asset 
financing arrangement with Simba 
Corporation, facilitating the pur-
chase of Mitsubishi and Mahindra 
trucks and light commercial vehicles.

Just recently, Coop Bank and 
Toyota Kenya entered into a simi-
lar agreement, albeit with differing 
terms.

Negative equity and insurance 
payment 
As soon as the car or a commer-
cial vehicle leaves the showroom, it 
begins to depreciate quickly. Hence, 
at the beginning of a loan, the buyer 
is typically “upside down,” or “under 
water”. This means the buyer owes 
more than the car or vehicle is 
worth. The situation worsens if the 
buyer has not made a large enough 
down payment. The time it takes you 
to get “above water” and build equity 
in the car or commercial vehicle will 
vary, based on the make you bought 
and amount of the down payment 
made. However, one thing does not 
vary; the longer your loan, the longer 
it will take you to build equity.

When you have no equity in the 
car or commercial vehicle, you can-
not sell it if you need some working 
capital or some money in an emer-
gency. It also gives you fewer options 
if you get tired of the car or vehicle. 
A buyer will only pay you what the 
car or vehicle is worth, not what you 
owe on it. You are stuck with the bal-
ance of the loan. Similarly, if you get 
into an accident and the car or vehi-
cle is declared a constructive total 
loss, the insurance company will 
only pay you what the car or vehicle 
is worth at the time of the accident, 
also known in insurance language as 

What to know before 
replacing your car tyres
The first thing to be aware of is the specifications your car’s 
manufacturer has outlined for your car. You do not have to stick to a 
particular brand, but the tyres you buy must fit the wheel properly.

The tyres you have on your car 
provide the contact between your 
car and the road. The tyres play 
an extremely important part not 

only in your car’s performance, but also 
in overall safety. Improper or worn out or 
bald tyres, compromise the overall trac-
tion and road handling of your car. This 
can have disastrous consequences.

Therefore, when looking for new tyres 
it is best to go to experts such as Pirelli or 
Bridgestone tyre distributors, Auto press 
Kenya, Generation Tyres, Kingsway Tyres 
or Yana Tyres. It also pays to have a little 
knowledge of the basics as well, so you can 
feel assured you are getting the right tyres 
for your car.

The first thing to be aware of is the 
specifications your car’s manufacturer has 
outlined for your car. You do not have to 
stick to a particular brand, but the tyres 
you buy must fit the wheel properly, and 
be of a size and type recommended by 
the manufacturer. It is also important that 
both tyres on one axle have the same tread 
pattern and tread depth. This will ensure 
that the car’s braking, steering and han-

dling qualities are not comprised.
You may notice on the side of tyres 

there is a complex looking code. This 
provides all of the information you need 
to know about that tyre. For example, 
if a tyre has a code like this on its side 
- P205/65R15 94H – here is what each 
part means:

  ‘P’ means it is a passenger tyre
  205’ refers to the section width of the 

tyre when it is properly inflated. The 
section width is the distance between the 
tyre’s exterior sidewalls.

  ‘65’ is a percentage describing the tyre’s 
‘aspect ratio’. This ratio relates to the com-
parison between the tyre’s section height 
and width.

the pre-accident value.
The alternative would be to 

insure the car at an agreed value, at 
a slightly higher premium payment. 
The remainder of what you owe will 
have to come out of your pocket.

Limits Trade In
Our love for the car or vehicle we 
have brought is at its highest level 
when it is brand-new. The romance 
quickly fades when we notice some-
thing better. Our anxiety rises when 
we want to trade in the car or com-
mercial vehicle for something new. If 
you have a five-year loan and get the 
itch to buy a new car or commercial 
vehicle around the four-year mark, 
you will have to wait another year 
to trade in. The other alternative is 
to roll the balance of the loan into 
your next purchase. However, note 
that this is an extremely bad idea, 
as it adds up to an even longer loan 
commitment and higher monthly 
payments.

Low resale values 
Resale value is another reason to 

avoid extra-long loans. For instance, 
a three-year-old car is more desirable 

and more valuable in the used-car 
marketplace than a five-year-old one. 
A dealership will likely give you 
more money for the three-year-old 
car. At that age, it is a great can-
didate for the certified-pre-owned 
process, which means the dealer will 
have a more valuable car to sell. On 
the other hand, a five-year-old car 
has too many kilometres on the dial 
and one will earn less deduction for 
a trade-in compared to a newer car.

Conclusion 
If you have to buy a new car or 
commercial vehicle but the monthly 
payments that are being quoted for 
the usual three-year loan are too 
high for you, you’re shopping out-
side of your price range. You should 
consider a five- or six-year loan or 
consider buying a used unit then. 
There are very good cars and com-
mercial vehicles in the mushrooming 
roadside car dealers that you are 
spoiled for choice. 

Interest rates are a bit higher 
for used cars and commercial vehi-
cles for obvious reasons, but since 
these units cost less, there is less to 
finance and the payments will be 
correspondingly lower.

Lastly, take a look at all the 
numbers in the sales contract 
before you make that crucial and 
final decision in taking up an asset 
finance or loan.  You can always 
contact an expert for guidance and 
take your time. Also, shop around 
banks and vehicle dealers for the 
best bargains.  

A dealership will likely give you more money 
for the three-year-old car. At that age, it is a 
great candidate for the certified-pre-owned 
process, which means the dealer will have a 
more valuable car to sell. On the other hand, a 
five-year-old car has too many kilometres on 
the dial and one will earn less deduction.

  ‘R’ stands for radial, which is a common 
tyre type and relates to its construction 
type.

  ‘15’ is the wheel’s diameter in inches
  ‘94’ describes the tyre’s load rating, 

which in this case is 670 kg. This is an 
index and relates to the maximum load 
that a tyre can carry at its maximum speed 
capability

  ‘H’ is a code for the speed rating and 
in this case it means it is rated to travel 
at 210 km/h, when carrying a maximum 
load of 670 kg.

The numbers and letters on tyres may 
all seem to be quite complex but in essence 
it is just a very simple way of conveying all 
the information you need to know when 
the times comes to replacing your tyres. Do 
not be afraid to do some research upfront 
and see which tyres get good reviews in car 
magazines and professional websites. Your 
tyre expert will also have some recommen-
dations. A good set of tyres are pivotal in 
providing efficient performance and safety, 
just as the maker intended, and will be one 
of the most important purchases you make 
for your car. 

A car loan application 
form
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possibility of negotiating one, is very 
important. To get the most for your old 
car, you must have an accurate idea of its 
value, possibly from the AA of Kenya or 
any other recognised car valuers recom-
mended by a reputable insurance com-
pany.

They are not the only ones
If you want to get the lowest price from 
a dealership, flaunt the fact that you are 
comparing their quotes with those you 
have obtained from alternative sources 
and dealerships. 

Refer to your notebook, checklists, 
and worksheets to see if their quotes for 
options agree with what you have heard 
from other sources, but do not let them 
see the actual data. It will drive them crazy.

Also, keep asking, “Can’t you do better 
than that?” Constantly tell them, “I can do 
better at so-and-so’s,” or “According to the 
such-and-such pricing (or data) service, 
the dealer’s cost on this model is such-and-

such.” Doing that should eliminate some of 
the finagling right away.

Do not be pressured
Do not be swayed by sales pressure tac-
tics. Dealers love to make you feel that 
ten other people are just waiting to get 
their hands on the only make and model 
you like. Sometimes, they will arrange to 
receive phone calls from a colleague in the 
same yard: For instance, “The silver 2010 
Toyota Crown Athlete? Yes, we have it. As 
a matter of fact, I have a possible buyer 
with me right now…”

They may tell you that if you do not 
act today, the “special deal” they have 

proposed will no longer be on offer. Do not 
believe it. To any good salesperson, clos-
ing a deal is the most important thing. If 
they cannot do it now, they will be just as 
eager to make the sale on the same terms 
another day. If a car with the options you 
want is no longer on the lot by then, they 
will turn heaven and earth to find a similar 
one for you rather than lose the sale to 
someone else.

So, relax and refuse to be high-pres-
sured into a commitment until you are 
certain it is the best deal you can get. The 
sales persons you meet at all the used car 
dealerships and yards are trained in ‘high 
pressure sales now’ technique and with 
hundreds of dealerships and an economy 
tottering on the brink of a recession, all 
of them would gladly cherish the though 
of disposing of some units, albeit for cash 
flow and hence survival.

It is at this point that you can buy the 
car or discus a trade-in, with your best foot 
forward. 

state exactly what you want. If the car 
you spotted previously had everything you 
desire and nothing you would want to pay 
extra for, ask whether it is still on the lot. 

If not, find out if they have a similar 
make and model and go over it closely to 
be sure, if it fits the bill.

If the car is equipped with options you 
can do without, tell the dealer right up front 
that you will not pay a penny extra for 
anything you do not need. If necessary, find 
out whether a suitable car is available or 
whether they can specifically order one for 
you. If they can, ask how long you would 
have to wait to see (not buy) it.

Keep old out of sight
Leave your current car behind or keep it 
out of sight. The salesperson will be tempt-
ed to ask you if you want to trade in your 
current car. Whatever the case, tell them no 
and refuse to discuss it further until you are 
in the final phases of negotiation.

Arriving at the lowest possible price 
without a trade-in, before you allow the 

If you find the car you want to pur-
chase, you are still going to have to 
do some negotiating before you drive 
away in it. Even “one-price” car deal-

erships on Ngong or Kiambu Road and 
those who “commit” to “lowest possible 
prices” through buying services, leave some 
room for making more profit, and it’s up 
to you to recognize and resist the pitfalls 
that await you. If you do, you may save 
thousands of shillings and pay the lowest 
possible price. To save on the total expens-

es, keep the following tactics and games in 
mind every time you find yourself in the 
process of buying a used car.

Keep it cool 
Never negotiate a deal when you do not 
have sufficient time. Arrange to visit the 
dealership when you have plenty of leisure 
time. Tell the salesperson that you are ready 
to negotiate and will buy the car the day 
you get a satisfactory deal. Then pull out 
your features and options checklist and 

To any good salesperson, closing a 
deal is the most important thing. If 
they cannot do it now, they will be 
just as eager to make the sale on 
the same terms another day. 

Safe guards when buying 
a used car from a yard
If you want to get the lowest price from a dealership, flaunt the fact 
that you are comparing their quotes with those you have obtained from 
alternative sources and dealerships.
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As the threat of a Covid-19 pan-
demic emerged earlier this year, 
many felt a sense of apprehension 
about what would happen when 

it reached Africa. Concerns over the com-
bination of overstretched and underfund-
ed health systems and the existing load 
of infectious and non-infectious diseases 
often led to it being talked about in apoc-
alyptic terms.

However, it has not turned out quite 
that way. On September 29th, the world 
passed the one million reported deaths 
mark (the true figure will of course be 
higher). On the same day, the count for 
Africa was a cumulative total of 35,954.

Africa accounts for 17 per cent of the 
global population but only 3.5 per cent 
of the reported global Covid-19 deaths. 
All deaths are important, we should not 
discount apparently low numbers, and of 
course data collected over such a wide 
range of countries will be of variable 
quality, but the gap between predictions 
and what has actually happened is stag-
gering. There has been much discussion 
on what accounts for this.

As leads of the Covid-19 team in the 

The importance of age
The most obvious factor for the low 
death rates is the population age struc-
ture. Across multiple countries the risk 
of dying of Covid-19 for those aged 
80 years or more is around a hundred 
times that of people in their twenties.

This can best be appreciated with 
a specific example. As of September 
30th, the UK had reported 41,980 
Covid-19 specific deaths while Kenya, 
by contrast, had reported 691. The 
population of the UK is around 66 mil-
lion with a median age of 40 compared 
with Kenya’s population of 51 million 
with a median age of 20 years.

Corrected for population size 
the death toll in Kenya would have 
been expected to be around 32,000. 
However, if one also corrects for pop-
ulation structure (assumes that the age 
specific death rates in the UK apply 
to the population structure of Kenya), 
we would expect around 5,000 deaths. 
There is still a big difference between 
700 and 5,000; what might account for 
the remaining gap?

Other possible contributors
One possibility is the failure to identify 
and record deaths. Kenya, as with most 
countries, initially had little testing 
capacity and specific death registration 
is challenging. However, Kenya quickly 
built up its testing capacity and the 
extra attention to finding deaths makes 
it unlikely that a gap of this size can 
be fully accounted for by missing infor-
mation.

There has been no shortage of 
ideas for other factors that may be con-
tributing. A recent large multi-country 
study in Europe reported significant 
declines in mortality related to higher 
temperature and humidity. The authors 
hypothesised that this may be because 
the mechanisms by which our respira-
tory tracts clear virus work better in 
warmer more humid conditions. This 
means that people may be getting less 
virus particles into their system.

It should be noted however that a 
systematic review of global data—while 

confirming that warm and wet climates 
seemed to reduce the spread of Covid-
19—indicated that these variables alone 
could not explain most of the variability 
in disease transmission. It’s important to 
remember that there’s considerable weath-
er variability throughout Africa. Not all 
climates are warm or wet and, if they are, 
they may not stay that way throughout 
the year.

Other suggestions include the possi-
bility of pre-existing protective immune 
responses due either to previous exposure 
to other pathogens or to BCG vaccination, 
a vaccine against tuberculosis provided at 
birth in most African countries. A large 
analysis—which involved 55 countries, 
representing 63 per cent of the world’s 
population—showed significant correla-
tions between increasing BCG coverage 
at a young age and better outcomes of 
Covid-19.

Genetic factors may also be important. 
A recently described haplotype (group 
of genes) associated with increased risk 
of severity and present in 30 per cent of 
south Asian genomes and 8 per cent of 
Europeans is almost absent in Africa.

The role of these and other factors—
such as potential differences in social 
structures or mobility—are subject to 
ongoing investigation. 

More effective response
An important possibility is that public 
health response of African countries, pre-
pared by previous experiences (such as 
outbreaks or epidemics) was simply more 
effective in limiting transmission than in 

Covid-19: Examining theories 
for Africa’s low death rates

African Academy of Sciences, we have fol-
lowed the unfolding events and various expla-
nations put forward. The emerging picture is 
that in many African countries, transmission 
has been higher but severity and mortality 
much lower than originally predicted based on 
experience in China and Europe.

We argue that Africa’s much younger 
population explains a very large part of the 
apparent difference. Some of the remaining 
gap is probably due to under reporting of 

The most obvious factor for 
the low death rates is the 
population age structure. Across 
multiple countries the risk of 
dying of Covid-19 for those 
aged 80 years or more is around 
a hundred times that of people 
in their twenties.

events but there are a number of other plau-
sible explanations. These range from climatic 
differences, pre-existing immunity, genetic 
factors and behavioural differences.

Given the enormous variability in con-
ditions across a continent—with 55 member 
states—the exact contribution of any one 
factor in a particular environment is likely to 
vary. But the bottom line is that what appeared 
at first to be a mystery looks less puzzling as 
more and more research evidence emerges.
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other parts of the world.
However, in Kenya it’s estimated 

that the epidemic actually peaked in 
July with around 40 per cent of the 
population in urban areas having been 
infected. A similar picture is emerging 
in other countries. This implies that 
measures put in place had little effect 
on viral transmission per se, though 
it does raise the possibility that herd 
immunity is now playing a role in 
limiting further transmission.

Viral load
At the same time there is another 
important possibility: the idea that 
viral load (the number of virus parti-
cles transmitted to a person) is a key 
determinant of severity. It has been 
suggested that masks reduce viral 
load and that their widespread wear-
ing may limit the chances of develop-
ing severe disease. While WHO rec-
ommends mask wearing, uptake has 
been variable and has been lower in 
many European countries, compared 
with many parts of Africa. 

So, is Africa in the clear? Well, 
obviously not. There is still plenty 
of virus around and we do not know 
what may happen as the interac-
tion between the virus and humans 
evolves.

However, one thing that does 
seem clear is that the secondary 
effects of the pandemic will be Africa’s 
real Covid-19 challenge. These stem 
from the severe interruptions of social 
and economic activities as well as 
the potentially devastating effects of 
reduced delivery of services which 
protect millions of people, including 
routine vaccination as well as malaria, 
TB and HIV control programmes.

Research agendas
Major implications of the emerging 
picture include the need to re-evaluate 
African Covid-19 research agendas. 
While many of the priorities origi-
nally identified may still hold, their 
relative importance is likely to have 
changed. The key point is to deal with 

the problems as they are now rather 
than as they were imagined to be six 
months ago.

Measures
The same thing applies for public 
health policy. Of course, basic measures 
such as hand washing remain essential 
(regardless of Covid-19) and wearing 
masks should be continued while there 
is any level of Covid-19 transmission. 
However, other measures with broader 
effects on society, especially restrictions 
on educational and economic activity, 
should be under continuous review.

A key point now is to increase 
surveillance and ensure that flexible 
responses are driven by high-quality 
real-time data. 

In Kenya it’s estimated that the epidemic 
actually peaked in July with around 40 
per cent of the population in urban areas 
having been infected. A similar picture is 
emerging in other countries. This implies 
that measures put in place had little effect 
on viral transmission per se.
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