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Right now is an incredibly important and 
exciting time for new car dealers across 
the country. 

For the first time in history, the AADA not 
only represents the interests of Australia’s 
Dealers, but is being led by a team with an 
incredible depth of dealership experience. 

In an effort to reinvigorate and inspire the 
industry, the new AADA is rolling up its 
sleeves to fight government policy, spread 
important information and strengthen our 
relations with industry partners.

This exciting new publication is the first step 
towards achieving our goals and so without 
further ado, I’d like to formally welcome you to 
the first issue of Automotive Dealer.

This magazine, which will be nationally 
distributed every second month of the 
year, brings together the pressing issues 
affecting our industry as well as outstanding 
opportunities and advice for Australia’s 
automotive dealers.

In this milestone issue we introduce the new 
AADA’s impressive line-up of board members 
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along with some of our plans for the year 
ahead. There’s a fantastic feature on the 2014 
AADA National Dealer Convention as well as 
a registration form you can use to book your 
place at this year’s prestigious event. 

This month we also shed light on what makes 
our billion dollar industry so important to 
Australia’s economy with a round-up of figures 
from a recent independent report. Setting the 
precedent for all future issues, this Automotive 
Dealer also comes packed with insightful case 
studies, news and advice.

Since announcing this publication a couple of 
months ago, we’ve received an overwhelming 
level of support and participation from Dealers 
and associated industries across the country. 
From contributing content, to booking ads 
and participating in the magazine’s extensive 
trade directory – your eagerness to help shape 
the pages of our new industry magazine has 
been inspiring.

I sincerely hope that you enjoy this first edition 
of Automotive Dealer and what is sure to be 
the beginning of a new chapter in our proud 
industry’s history.

A NEW CHAPTER 
IN AUSTRALIAN DEALER HISTORY

Patrick Tessier
AADA CEO
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In 1985 six motor dealers got together 
and formed a company called Australian 
Automobile Dealers Association Limited 

they were :

Laurie Frederick Sutton  - NSW 
Warren Douglas McKie - QLD 
Kenneth Lloyd Babidge - SA 
Graham Leslie Woodward - TAS 
John Francis Regan - VIC 
John Robert Kerr - WA

The first objective was:

To acquire at an appropriate time the 
funds and other assets and the liabilities 
of the present unincorporated association 
known as ‘The Australian Automobile 
Dealers Association’.

It has taken nearly 30 years but that is 
finally what was achieved last year by 12 
directors representing the eight States and 
Territories plus four independents. 

Michael Tynan OAM QM – NSW 
Garth Madill – QLD 
Hillar Puvi – SA 
Marcus Birrell – TAS 
Leigh Smith – VIC 
Colin Lane – WA 
Richard Rolfe OAM – ACT 
David Russell – NT 
Martin Ward - Independent 
Geoff Pickering – Independent 
Mike Claridge – Independent 
Ian Field – Chairman

Dealers taking control of the AADA assets 
and agenda were the first and second 
steps. The next and more important step is 
to convince Australian Franchised Dealers 
to care enough about their representation 
to financially support this new national 
organisation - one controlled and financed 
by Dealers, only for Dealers.

ROLLING 
WITH THE 
PUNCHES
The past ten years have 
been pretty turbulent for 
new car dealers and while 
current industry figures look 
promising, only forward 
planning can help ensure a 
profitable future

Not many industries can claim to be as 
tough and adaptable as the retail auto 
business. 

Over the past ten years, new car retailers in 
Australia have seen an enormous change in the 
way consumers look for cars and buy them. 
Advancements in technology and increased 
online competitiveness have forced many 
business owners to re-think the way they 
attract and engage customers. 

These pressures, combined with a roller 
coaster global economy, rising fuel prices and 
changing Australian tastes have kept Dealers 
on their toes, as many battle to maintain sales 
and increase profitability. While the juggling 
act of managing multiple demands has seen 
some well-known businesses fold over the 
years, those who’ve managed to roll with the 
punches are now operating in an industry 
underpinned by steady growth and impressive 
revenue.

Indeed, recent figures released by IBISWorld 
appear far healthier than the lows witnessed 
between ‘07 and ‘08. While industry 
profitability is forecast to continue (albeit very 
gradually), a number of present and future 
challenges continue to lurk and threaten our 
success. 

The challenge for the AADA, Australia’s new 
car dealers and related industries then, is to 

work together to identify emerging hurdles, 
react to change and fight for fairer trading 
conditions.

Industry Snapshot

According to IBISWorld, Australian car 
retailing between 2012 and 2013 produced 
revenue of $72 billion dollars and profits of 
$2.7 billion. A significant contributor to the 
Australian economy, the retail auto industry 
paid wages of $5.6 billion across more than 
4000 individual businesses.

Annual growth of the industry between 2008 
and 2013 was 0.7%, with the largest percentage 
of businesses residing in New South Wales 
(31.2%), closely followed by Victoria (24.5%) 
and Queensland (20.4%). The Northern 
Territory represents the smallest percentage 
with 0.7%.

Motoring industry figures released by 
VFACTS indicate that retail new car sales 
over the past few years are also on the rise. 
Last year, Australians purchased a record 
breaking 1,136,227 vehicles, overtaking the 
previous record of 1,112,032 achieved in 2012. 
The Australian retail auto industry has now 
enjoyed four consecutive years of million-plus 
sales as well as a substantial jump in sales of 2.2 
percent between 2012 and 2013. 

Challenges –  
past, present and future

A decidedly dark period in Australia’s (and the 
world’s) collective retail auto history, the global 
economic crisis of 2007/8 stunted consumer 
confidence and resulted in a dramatic decrease 
in sales. Fears surrounding employment and 
income helped contribute to tough conditions 
for Dealers, but also added to exponential 
growth in later years with pent-up demand 
finally conceding.

Major challenges today include the increasing 
rise of fuel costs, which is pushing more 
consumers to consider public transport and 
put off purchasing new cars. While the uptake 
of smaller vehicles, hybrids and full electric 
options are becoming more popular, these 
solutions will not be enough on their own 
to counteract the effect of rising oil prices, 
according to IBISWorld.

Continued next page...

FROM THE AADA 
CHAIRMAN

Ian Field
AADA Chairman

Share your thoughts with us. Got a question, comment or want to tell us your 
theory on the meaning of life? Write to us at editor@automotivedealer.com.au. Letters 
must be addressed to the editor and should be short and sweet (no more than 150 words).
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AADA FIGHTS TO 
BLOCK USED IMPORTS
The Australian automotive industry and Australian consumers 
alike may soon be at risk of dealing with potentially unsafe and 
unchecked imported used cars on an enormous scale.

ROLLING WITH THE PUNCHES 
CONTINUED FROM PAGE 3

Other emerging issues include the 
increasing competitiveness of online sales, 
which is forecast to push down prices and 
cut into industry profits. In fact, operating 
profit margins are predicted to decrease by 
2.2% by 2018.

Rising import tariffs and additional taxes 
on imported cars also threaten to cut 
into industry profitability if not properly 
managed.

Growth and opportunity

It’s definitely not all grim news for the 
industry ahead, with plenty of potential 
for increased revenue. The annual growth 
of the retail auto industry is projected to 
climb between 2013 and 2018 at a rate of 
0.4%. Though this growth is by no means 
rapid, the fact it’s positively skewed offers 
the industry a good foundation to  
build on.

The price of new cars in Australia has, 
and is predicted to continue to fall due 
to strong import competition and a 
strong Australian dollar. This has been 
an advantageous situation for many 
retailers and continues to provide good 
opportunities to attract new customers. 
Furthermore, new foreign sources 
continue to become available for Dealers 
from countries such as China, meaning 
the potential for stronger profit margins.

Whatever the challenges and opportunities 
that the future holds, the success of 
new car Dealers will rely heavily on our 
ability to solve problems as a unified and 
consolidated industry. 

Now here’s to a profitable next five years!

Recently, the AADA attended the 
Productivity Commission hearing 
in Melbourne, where it expressed 

concern towards a recommendation by the 
Commission to the Government allowing 
large-scale used car imports into Australia.

Permitting a surplus of foreign used cars into 
Australia could see the market flooded with 
sub-standard, unsafe and under-performing 
vehicles, not unlike the infamous vehicle surge 
experienced in New Zealand. 

When New Zealand’s importation laws were 
softened, the market endured wide-spread 
problems with odometer fraud as well as the 
sale of vehicles with no history or which had 
been written-off in their country of origin. In 
fact, many reports have shown that fraudulent 
operations existed in exporting countries such 
as Japan; solely dedicated to tampering with 
vehicle odometers and log books to make 
them more appealing to overseas buyers.

It is feared that Australia could experience 
similar problems to New-Zealand – especially 
considering the task of checking every 

POLICY VIEWPOINT       Australian Automotive Dealer Association 

imported used-car for fraud would be virtually 
impossible. 

Other concerns surrounding large-scale used 
car imports include the absence of any sort 
of warranty and issues surrounding vehicle 
recalls. Naturally, in the case of a recall, neither 
Dealer nor Manufacturer will want to assume 
responsibility for changing the faulty part and 
so the costs of repairing will likely fall on the 
consumer.

The AADA has already put forward a written 
submission to the Productivity Commission 
in support of a continued ban on large-
scaled used car imports. As part of the 
submission, the AADA has argued that any 
recommendation by the Commission to the 
Government should at least consider enforcing 
the same compliance rules on imports as all 
cars sold in Australia.

Indeed, it would be unfair if imports did not 
comply with the same legal, environmental 
and safety standards which regulate their 
competition.

Glass’s AutoEdge Mobile Available on iPad & Tablet - autoedgemobile.com.au

Call Glass’s NOW and receive 
a one month FREE trial

The new AutoEdge Mobile gives you instant mobile access to vehicle values 
and specifications. 

• New & used passenger & commercial values & specifications dating 
back to 1960.

• Automatic calculation adjustment for kilometres and options. 

• 12 months pricing history.

• Ability to email the valuation as a PDF or CSV file for easy integration 
into your own system.

• New vehicle models updated daily.

For further information call Glass’s on (03) 9663 3009

Visit our website: www.glassguide.com.au



What did one Dealer
Principal say to
the other?

Nothing.
It takes a serious lubricant  
to keep things running  
smoothly at the AADA  
Convention. 
 

L U B R I C A N T S .

T E C H N O L O G Y .

P E O P L E .

P h  1 8 0 0  1 8 0 0  1 3             f u c h s . c o m . a u             d  /  F u c h s L u b r i c a n t s A u s

FUCHS Lubricants Australia is a proud sponsor of the AADA Convention. With a range of Lubricants  including engine, hydraulic and transmission oils,  
as well as grease and lubricants for metalworking, corrosion preventatives, mould release agents and food grade lubricants

POLICY VIEWPOINT       Australian Automotive Dealer Association 

AADA Chairman Ian Field summed it up 
saying,

‘Our members are not afraid of competition 
[but] ask for a level playing field in terms 
of regulatory, taxation and other statutory 
requirements.’

While proponents of large-scale imports argue 
that it will increase competition and lower 
prices, the pay-off of no warranty coverage, 
no recall protection and potential odometer 
tampering means that consumers are put at 
great risk.

This is a risk that the AADA believes is too 
great, especially considering that Australians 
already enjoy an incredibly open and 
competitive market with cars that are cheaper, 
safer and better covered compared with most 
others places in the world. 

Join the discussion - go to www.automotivedealer.com.au to comment.
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WHOSE RIGHT 
TO REPAIR?

While the controversial ‘Right to Repair’ 
debate has gripped automotive industries 

on a global scale, in Australia it’s also 
uncovered the importance of an  

unbiased association for Dealers. 

online. ‘Information aggregators’, that is, 
websites that compile information from 
detailed databases, are also becoming an 
increasingly easy and popular way to browse 
large stores of repair information overseas and 
it’s expected that Australia will follow suit.

The availability of information for 
independents has been backed by evidence 
uncovered by the Commonwealth Consumer 
Affairs Advisory Council (CCAAC) which 
found ‘limited and conflicting evidence of 
the difficulties associated with accessing 
specialised repair information’ in a final report 
dated 27 November 2012.

So while information is now accessible for 
aftermarket repairers, government pressure 
continues to mount as the associations 
representing these businesses demand that 
information becomes available free of charge.

The AADA believes that this is an 
unreasonable and unjust proposition, and 
one that undermines the costly investment 

franchised Dealers make to operate their 
service departments. The AADA does not 
support free, unilateral transfer of information 
- particularly without the necessary skills 
development, training, workshop tooling and 
equipment that is mandated in dealerships. 
Instead, the AADA believes that information 
should be accessed by parties outside of the 
authorised Dealer network for a commercially 
realistic price as per current conditions.

Over the years that this debate has endured, 
many voices have been heard representing 
different sides of the industry. Unfortunately 
however, Australia’s new car dealers have 
remained under represented.

While the Australian Automotive Aftermarket 
Association (AAAA) has dogmatically argued 
against the interests of Dealers (and in favour 
of independents), state associations supposedly 
supporting Dealerships have not always been 
consistent or dedicated. 

POLICY VIEWPOINT       Australian Automotive Dealer Association 

A debate has waged between Australian 
automotive manufacturers, Dealers 
and independent repairers about the 

freedom to access important vehicle servicing 
information for years. 

Historically, independent and aftermarket 
repairers have argued that the withholding 
of up-to-date repair equipment, software and 
information puts them (and consumers) at 
a major disadvantage. On the other hand, 
most Dealers believe that their substantial 
investment in manufacturer-specified 
technology and technicians makes them more 
qualified to access repair information and 
perform high-quality workmanship.

As it stands today, independent and 
aftermarket repairers do enjoy access to 
the same up-to-date repair information 
and equipment as franchised Dealers. 
Independents are able to obtain repair 
information directly from manufacturer 
websites, as well as from a variety of service 
and repair manuals available in print and 
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For example, the VACC’s submission to the 
Government, under David Purchase, called 
for the:

‘Introduction of federal 
legislation requiring that 
vehicle repair information 
is accessible to the vehicle 
industry for all new vehicles 
sold in Australia.’ The 
submission also cited that 
withholding information from 
independents was ‘likely to 
become an increasing issue in 
the future.’

This view from the VACC is only 
strengthened, with a statement from its recent 
February magazine, stating that ‘government 
should do all it can to ensure information 
access for independent businesses.’

What is clear from both of these statements is 
that a real conflict exists for state and territory 
associations attempting to represent the 
interests of both Dealers and their competitors. 
It is with issues just like the ‘Right to Repair’ 
debate that highlights just how important the 
newly formed AADA, which fights exclusively 
for Dealers, is, and will continue to be for the 
industry. 

The new AADA is controlled and funded by 
Dealers, for Dealers and it is in combating 
lingering issues such as this one where the 
advantages of the newly formed Association 
will be clear.

Moving forward with ‘Right to Repair’, 
the AADA supports the CCAAC 
recommendation for a Voluntary Code of 
Practice to be developed by all parties involved 
in the debate. AADA Chairman Ian Field 
and Policy Director Michael Deed attended 
a meeting in Melbourne on 27 February to 
review the draft code and discussions will 
further explore a solution that benefits all 
members of the industry.

For updates on the progress of this matter get 
your hands on the next issue of Automotive 
Dealer or find us online.
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JOHN HOWARD’S 
KEYNOTE TO 
WRAP-UP AADA 
CONVENTION
What a difference 12 years 
can make to the Australian 
automotive landscape.

 Charles Bayer
 Contributor

Call 1300 007 925

In 2002 Australia’s emergence as a car 
exporter was seen as one of the Howard 
Government’s manufacturing success stories.

We built large cars and exported one-third of 
them to the United States, the Middle East and 
other markets. 

Likewise, Australia’s component makers 
were winning and exporting their products 
internationally.

The Australian automotive and component 
industry was on a roll thanks to strong 
government support under the Automotive 
Competitiveness and Investment Scheme 
(ACIS), the devaluation of the dollar and 

the determination of the car companies to 
continue their manufacturing operations.

The plan was to increase government spending 
on the industry until 2015, cutting tariffs from 
2010 and abolishing the ACIS scheme at the 
end of 2015.

So did Howard have a vision for the car 
industry beyond 2015? That’s one of the 
questions I’m sure everyone will want to know 
the answer to.

After 11 years in office our national debt 
was almost zero, what advice did he give the 
current PM to reduce debt?

And by the end of his prime ministership 
there was one person left in a detention centre 
in Nauru, so what’s gone wrong...and what 

strategies would he adopt to ‘stop the boats’ if 
he were still in office today? 

These and many other stimulating topics will 
be covered by John Howard, Australia’s second 
longest serving Prime Minister in his closing 
keynote at this year’s AADA National Dealer 
Convention to be held at the RACV Royal 
Pines Resort, 10 July – 12 July.

The AADA Convention is Australia’s biggest 
auto dealer event bringing you inspiring 
speakers and some of the world’s sharpest 
minds who will share ideas, crystal ball gaze 
and spotlight the latest industry trends over 
three exciting days on Queensland’s Gold 
Coast. Don’t miss this ‘must attend’ event for 
anyone in the automotive industry.
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PRIVACY ACT CHANGES WILL AFFECT DEALERS
Vinesh George
Commercial Lawyer

Changes to the Privacy Act that come into 
effect on 12 March 2014 mean that most 
Dealers will need to amend their current 

privacy compliance documentation such as 
privacy statements, notices, privacy policies 
(usually posted on a website) and direct 
marketing processes.  

What is the Privacy Act?

The Privacy Act protects personal information, 
that is, information about identifiable 
individuals. The Privacy Amendment 
(Enhancing Privacy Protection) Act 2012 
represents the largest reforms to the Privacy 
Act 1998 for over a decade.  

Key Changes

A key reform applicable to Dealers is a set of 
13 new Australian Privacy Principles (APPs) 
which replace the National Privacy Principles 
(NPPs) that currently apply to Dealers.

Direct marketing is now prohibited unless 
the exceptions listed in APP 7 apply. Direct 
marketing is an activity that many Dealers 
engage in and so their processes will need to 
be reviewed.

Dealers who disclose personal information to 
an overseas distributor face new obligations 
and risks. If a Dealer discloses information 
to an overseas distributor and the overseas 
distributor breaches the APPs, then the Dealer 
may be found liable and so it is important that 
this risk is mitigated. 

Dealer Responsibility

Under the new APPs, Dealers must take such 
steps as are reasonable in the circumstances 
to implement practices, procedures and 
systems relating to their dealership functions 
and activities. This will ensure that their 
dealership complies with the APPs and relates 
to the dealership’s interaction with not only 
customers, but also its staff.  In this regard, 
management and staff should be well informed 
about the Privacy Act and its requirements. 
Compliance by management and staff can be 
facilitated through a combination of training 
and for example, a staff handbook or policy.

Penalties

The Privacy Commissioner now has powers 
to impose penalties for a breach and so it is 
important that all Dealers comply with the 
new legislation. Up until now, the Privacy 
Commissioner has been seen as a ‘toothless 
tiger’ amongst regulators, because it could not 
impose penalties for breaches (except for credit 
reporting breaches). Now, serious or repeated 
privacy breaches can attract civil penalties for a 
maximum of $1.7 million against corporations 
and $340,000 against individuals.

The Five Categories

The 13 APPs are grouped into five sets of 
principles, as follows:

Principles that require dealerships to consider 
the privacy of personal information, including 
ensuring that dealerships manage personal 
information in an open and transparent way. 
The APPs in this group are:

(i) APP 1 – open and transparent management 
of personal information; and

(ii) APP 2 – anonymity and pseudonymity;

Principles that deal with the collection of 
personal information, including unsolicited 
personal information. The APPs in this  
group are:

(iii) APP 3 – collection of solicited personal 
information;

(iv) APP 4 – dealing with unsolicited personal 
information; and

(v) APP 5 – notification of the collection of 
personal information;

Principles about how dealerships deal with 
personal information and government related 
identifiers, including principles about the 
use and disclosure (including cross-border 
disclosure) of personal information and 
identifiers. The APPs in this group are:

(vi) APP 6 – use or disclosure of personal 
information;

(vii) APP 7 – direct marketing;

(viii) APP 8 – cross-border disclosure of 
personal information; and

(ix) APP 9 – adoption, use or disclosure of 
government related identifiers;

Principles about the integrity, quality and 
security of personal information. The APPs in 
this group are:

(x) APP 10 – quality of personal information; 
and

(xi) APP 11 – security of personal information; 
and

Principles that deal with requests for access to, 
and correction of, personal information. The 
APPs in this group are:

(xii) APP 12 – access to personal information; 
and

(xiii) APP 13 – correction of personal 
information.

REGULATION       Australian Automotive Dealer Association
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There’s now a member of the board from 
each Australian state and territory, 
along with four independently elected 

Dealers, making up a total of twelve national 
representatives.  

What’s perhaps most important about this new 
board is that the AADA now has input from all 
sectors of the Dealer community – from small 
rural dealerships to large metro operations, 
including AP Eagers and AHG.

The key board members are: 

Ian Field – Chairman

Ian made his name 
in new car sales 
after starting in the 
automotive industry 
as a Lube Attendant in 
1962. Today, he is the 
chairman of a number 

of businesses and a leader in automotive 
industry policy. The Chief Executive Officer 
of MTA Queensland, Ian brings a wealth of 
experience to his role with the AADA. 

Patrick Tessier – CEO

With a proven track 
record as the long-
standing CEO of the 
AADA National Dealer 
Convention, Patrick 
has extended his 
involvement with the 

AADA in his new role as CEO. Drawing on 
over 30 years of experience, Patrick is focused 
on reinvigorating the entire Association and 
providing an outstanding experience for 
members.

Steve Ghost –  
Strategic Operations Manager

With over 25 years of 
experience in educating 
and training, Steve has 
expansive knowledge 
in developing training 
programs which help 
automotive employers 

get the best out of their staff. He has also held 
positions at Yeronga TAFE and the Canberra 
Institute of Technology. Steve’s involvement as 
the Managing Director of Strategic Operations 
with the MTA puts him in good stead to 
achieve success in his role with the AADA.

Michael Deed – Policy Director

Michael’s considerable 
experience includes 
policy and legislation 
for a major department 
in Canberra and over 
20 years experience in 
leading professional 

accounting firms in the world. He has a proven 
ability to identify, evaluate and articulate 
emerging policy issues and will be a valuable 
member of the rejuvenated AADA. This 
will further the interests of all Australian 
car dealers by striving for a fair trading 
environment that benefits all stakeholders. 
Michael is married with three children who  
all work in the business.

Paul Moni – Secretary

Paul has extensive 
experience across a 
range of industries 
including professional 
services to large motor 
dealers. A chartered 
accountant, Paul 

has worked with big names like Coopers & 
Lybrand (now PricewaterhouseCoopers) 
and is the former Director and National 
Accounting Adviser at ASIC. He is currently 
an independent Director/Chairman of a 
number of unlisted public and large private 
companies as well as a member of the Audit, 
Risk and Compliance Committees of an 
ASX listed company. Paul is also an advisory 
board member to a number of large private 
companies with overseas operations.

Board members include

Leigh Smith – Victoria 
Michael Tynan OAM – New South Wales 
Garth Madill – Queensland 
Colin Lane – Western Australia 
Hillar Puvi – South Australia 
Marcus Birrell – Tasmania 
Richard Rolfe OAM – ACT 
Dave Russell – Northern Territory 
Martin Ward – Independent 
Geoff Pickering – Independent 
Michael Claridge – Independent 
Legal Advisers – HWL Ebsworth 
Business Advisers – BDO Australia

WELCOME       Australian Automotive Dealer Association

MEET THE TEAM
The new AADA board is managed by an inspired team  
with real automotive dealership experience and expertise.

Contact the team - go to www.automotivedealer.com.au



friendly tags
customer 

CALL US NOW TO ORDER
FREE CALL: 1300 305 360
OR Email: sales@360focus.com.au

• Streamlines the interaction with your customer at the service counter.
• A more personalized interation with your customer by listing the advisors   
   name and job number or even listiing the estimated service cost.
• Provides direction & contact details, making it easier for your customer to   
   check the status of the car service
• Offer further incentive to your customer with Specials or Discounts.
• Give directions to your technicians

The following are just some of the benefits 
of utilizing a Personalized Service Key Tag
within your service department

Personalised tag include:
+ Design your own layout 
+ Add job Number
+ Add pick up time 
+ Have actions on Key tag to technicians

QTY: 2016 @$0.15c each + GST
QTY: 4032 @$0.13c each + GST
QTY: 8064 @$0.11c each+ GST

INC 1 COLOUR PRINT 
X 1 POSITION

ADDITIONAL COLOURS 
& POSITION POA.

QTY & PRICE

13
00

 3
05

 3
60

 

Please present this card when collecting your vehicle

Operating Hours: Mon – Fri 7am – 5:30pm 
             Sat 8am – 12pm

Geoff 
3246 8039

Michelle
3246 8068

John
3246 8034

www.360focus.com.au

All Your Leads Into
DealerSocket NOW
As part of the Pentana Solutions 
PSCP program, DealerSocket is 
now accepting all leads from 
Sales Highway. 

PSCP

Contact: Chris Vening
Mark Butler

(1300) 273 703

SMS
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INTEREST RATE ENQUIRY COULD 
AFFECT DEALERSHIP PROFITABILITY
The Australian Securities and Investments Commission (ASIC) is conducting an enquiry  
into how interest rates are set for consumers in Australian dealerships at point of sale.

The enquiry will focus particularly on the 
mechanics of finance arrangements that 
are set in place across dealerships around 

the country.

The outcomes of this enquiry and any 
resulting changes to the structure of dealership 
wholesale and retail finance arrangements 
could result in major damage to dealership 
profitability. Unbeknown to most industry 
outsiders, the profit margins from new car 
sales today are often very thin. In most cases, 
dealership profitability rests on the ability 
to provide products and services including 
finance, service, parts and accessories.

Without these other profit-generating 
components of the dealership business, most 
dealers could not cover the operating costs 
associated with the new car sales department. 
It is a fragile system, and one that must be 
handled carefully when enacting change.

AADA has expressed it’s interest to ASIC in 
contributing to this enquiry, but has not been 
invited to participate. Michael Deed, AADA 
Policy Director, contacted ASIC directly to 
obtain details of the enquiry, but only limited 
information was offered and the Commission 
was adamant that AADA input is not required.

‘Australia’s automotive dealers operate in one 
of the most competitive industries in the 
world, with the world’s most complex vehicle 
fleet’ said AADA Chairman, Ian Field. ‘Any 
misguided attempt to restrict one aspect of 
dealership finance arrangements not only adds 
more pressure on dealers, but will undermine 
the 13 billion dollars they’ve invested in 
specific facilities. These facilities primarily 
represent OEMs, but also other organisations 
whose products and services are sold at the 
point of vehicle sale. Banks and financers are 
just some of the businesses who benefit from 
dealership activities.’ 

Indeed, in a highly competitive market, with 
savvier consumers, there is a greater need 
than ever for dealers to get more competitive 
wholesale funding arrangements from the 
banks. The banks/financiers need better 
access to the dealership customers and as 
a consequence, mix up the two sorts of 
funding (retail and wholesale) for their own 
commercial purposes. ASIC appears to be 
focusing on the issue of commission, which 
is just one aspect within this complex set of 
arrangements between OEMs, Dealers, banks/
financiers and the retail customers. 

The dealer makes the least amount from the 
vehicle sale transaction, but pays for the $13 
billion worth of retail facilities, which makes 
all transactions possible and the holding costs 
of the floor plan, which based on $72b of 
annual sales, is at least $20b at any point  
in time.

Even more challenging, dealers are not 
only competing against other dealerships 
when negotiating finance, but banks and 
independent brokers as well. Any presumption 
that dealers can simply ‘charge whatever they 
like’ is highly misguided.

The Australian Finance Conference (AFC) has 
participated in the ASIC enquiry, providing 

specific details on how the dealer finance 
agreements work. 

AFC members have been listening to their 
dealer clients’ concerns about the lack of 
transparency in the scope of the enquiry. 
They are nervous about the impact changes 
could have on their operations, especially if 
new policies are formed without reasonable 
consultation with the provider of point of sale 
facilities, who are members of AADA.

It is feared that any idealistic interference 
to ‘protect’ consumers from the automotive 
industry by ASIC will lead to no measurable 
difference in the experience of the customers. 
It may also have the consequence of far 
tougher conditions for dealers, whilst putting 
more money into the pockets of banks and 
finance companies. 

As such, in the interest of dealers and 
consumers, AADA believes that its 
participation in the ASIC enquiry is of utmost 
importance. 

AADA has a deep understanding of the 
industry and the consumers it serves, making 
us an ideal voice in this important matter. We 
will continue to pursue the matter with ASIC 
until that voice is heard.

POLICY VIEWPOINT       Australian Automotive Dealer Association 



We’re looking for  
someone who can not 
only sell sand to a surfer
but can tell you the first name (and dog’s name)   
of every one they’ve sold it to.

Dealers wanted.

Visit: gumtree.com.au/dealers
Hear how Gumtree works for Dealers
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Finally a Gift Card that:
> Promotes You

> Extends your Brand

> Can be used anywhere  
Visa is accepted

Use for:
> Sale events

> Service Rewards

> Gift with Purchase

Your Dealership, Your  
Customer, Your CARd.

Melbourne +61 3 8620 7820  |   Sydney +61 2 8572 8888 ichoosecard-promo.com.au

A LUXURY 
WE CAN DO 

WITHOUT
Since the year 2000, 

members of the automotive 
industry have been united 

in their disdain for the 
infamous luxury car tax – in 
2014 the AADA will rally for 

its abolishment

POLICY VIEWPOINT       Australian Automotive Dealer Association 
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Background  
and current thresholds 

The LCT was originally introduced 
with the arrival of GST and the 
Government’s expectation that 
motor vehicle prices would fall. It 
was imposed to ensure that the price 
of luxury cars did not fall by more 
than the price of non-luxury cars. 
The LCT applies at a rate of 33 per 
cent on the GST inclusive value of 
domestic and imported cars over  
the threshold. 

Today’s thresholds are $75,375 for fuel-efficient 
cars and $60,316 for other cars, and are 
indexed to the motor vehicle purchase sub-
group component of the consumer price index 
(CPIMV).  

A tax described by Economist Ken Henry in 
2011 as ‘truly absurd,’ the LCT’s low threshold 
means that many vehicles not usually 
associated as ‘luxurious’ are affected by a 
substantial increase in price.

AADA Strategy 

Obviously, the most positive outcome for the 
AADA and Australia’s new car Dealers would 
be the removal of the LCT, however difficult 
circumstances mean a flexible approach to 
negotiations is essential to our cause.

The government’s inherited budget deficit 
of approximately $47 billion, combined 
with voter perceptions of luxury, are major 
challenges to overcome.

Nevertheless, the AADA has a  
multi-level plan to achieve its 
objectives and is considering 
solutions such as a gradual phase 
out of the tax as well as a temporary 
threshold adjustment to $100,000. 

In the coming months, the AADA will 
submit detailed reports and white papers to 
government ministers and continue to work 
to improve the conditions for new car dealers 
around this sensitive issue.

Not many tax policies experience 
complete and even support from 
Australia’s two major political parties 

(particularly in recent years), but one stands 
out amongst the rest…

Enter, luxury car tax (LCT).

Over 14 years it has helped generate taxation 
revenue in excess of $3.6 billion, making its 
political popularity quite understandable. 

Aside from most politicians, the tax has also 
enjoyed wide-spread support from Unions 
and social care organisations acting under the 
assumption that Australians who can afford 
‘prestigious’ cars can afford to pay additional 
taxes.

Despite this reasoning, a number of inherent 
flaws in the policy’s structure have created 
complicated and unfair operating conditions 
for new car dealers in Australia.

For example, the tax’s discriminatory nature 
has been a particular pain point for the 
industry. The LCT does not apply to other 
luxury goods such as yachts, jewellery, 
watches, private aircraft and artwork. 

Furthermore, the LCT which is considered 
punitive by international standards, 
discourages the purchase of new vehicles 
with generally superior safety and 
environmental features. It has also caused 
major administrative confusion and burden, 
particularly with the AP Group Federal court 
decision surrounding rebates and incentive 
payments.  

Join the discussion - go to www.automotivedealer.com.au to comment.

Automatic - Soft Foam Brite - Rollover Machines
High Volume Conveyor Wash Systems
Touch-less Automatic Machines
In-Bay Self Serve High-Pressure Wash Systems
National Service & Support

YOUR FIRST CHOICE IN 
VEHICLE WASH SYSTEMS

MACNEIL

DISTRIBUTORS OF:

PH: (02) 9757 4700
www.goodsight.com.au
email: sales@goodsight.com.au



In the last 6 months alone, our clients have enjoyed an 

overwhelming 76%* successful contact rate as well as 

an impressive 54% conversion rate of those prospects. 

All from professionally TeleMarketing their existing 

database of customers.

Our TeleMarketing campaigns are hugely successful due 

to the winning combination of highly skilled Australia 

based TeleMarketing professionals, the most cutting 

edge CRM technology and state of the art telephony 

system. When you put these all together and plan 

a strategic TeleMarketing campaign full of proven 

techniques such as open ended questions, pain targeted 

solutions and effective objection handling, there is no 

limit to how successful your campaign can be.

With packages to suit your budget, minimal set up, swift 

deployment, no lock in contracts and complete transparency in 

all we do, there is nothing stopping you from generating more 

business in no time at all. 

Why not let us demonstrate via contacting us or visiting  

www.imperatif.com.au for an obligation free consultation on how 

you can enjoy the benefits of partnering with Impératif Call Centre 

Partners.

TeleMarketing | Satisfaction Surveying | Digital Marketing | Social Media Management | SMS Marketing 

CRM Implementation | Inbound Call Handling | Mail House Production | Out Of Hours Overflow Lines

* Based on 1000 outbound telephone calls

1300 868 567           

www.imperatif.com.au

What would you say to generating more business?

A. Spend even 

more on hard 

copy or online 

advertising?

B. Have your 

Salespeople 

generate 

leads?

C. Speak 

directly to 

your existing 

customers?

How do you 
attract new 
sales leads to 
your business?
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Experienced innovators in automotive 
training, MIT offers a range of services 
which help employers better equip staff 

with up-to-date automotive knowledge, skills 
and safety compliance training.

MIT enrolls approximately 2000 automotive 
students every year across Queensland and has 
grown to become one of the largest providers 
of automotive vocational training in the state.

Working closely with MTAQ members, 
MIT uncovers the latest industry trends and 
techniques and incorporates this new found 
knowledge into their training programs. It is 
of great importance to MIT that their training 
programs constantly evolve with the industry, 
so that apprentices are always equipped with 
the latest technology practices.

MIT’s long history in automotive training has 
made the group a popular choice with young 
apprentices and employers alike, here are a few 
reasons why.

No Extra Costs

MIT students are able to train at a world-
class facility, using state-of-the-art tools and 
equipment, with highly-experienced trainers at 

no extra cost. Because automotive is a priority 
industry, the cost of training is covered by 
Government subsidies, which also apply for 
travel and accommodation.

Flexible training model

Whilst institutional training is a great way 
to learn, it often keeps apprentices out of the 
workplace. On the other hand, on-site training 
is convenient, but can be less comprehensive. 
MIT’s solution has been to take the best 
bits out of each approach to create a flexible 
training model, ensuring students get the 
best possible experience, while minimising 
employer inconvenience. MIT students train 
in blocks of two weeks at the Sir Jack Brabham 
Automotive Centre of Excellence  
near Springwood. 

Alternatively, training can also be completed 
on-site in workshops so that trainees keep 
working while they learn.

Dealer Control 

MIT’s trainers work closely with dealerships 
to develop a tailored training plan before 
the student picks up their tools. MIT will 
even ask how the dealership would like the 

training delivered and incorporate any special 
requirements requested. 

Real World Experience

MIT’s trainers are recruited from the 
industry, rather than the classroom, and so 
are equipped with real world experience. MIT 
employs more than 30 trainers based around 
Queensland, including the Gold Coast, Cairns, 
Toowoomba and Mt Isa, with a combined 450 
years of post-trade qualification experience. 

Real World Conditions

Perhaps one of the most important aspects  
of MIT is their training facility, which has 
been designed to simulate a typical service 
and repair workshop. All included equipment 
is selected based on best training practice 
and the entire facility is aligned with industry 
leading companies such as PPG, Dupont  
and 3M.

Find out more

For more information about the MIT and the 
services they provide, visit www.mtait.com.au

TRAINING FOR THE INDUSTRY BY THE INDUSTRY
The MTA Institute of Technology (MIT) is part of MTA Queensland,  
the peak industry body representing the automotive industry. 

TRAINING       Australian Automotive Dealer Association
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New car Dealer Co-operation 
is alive and well in Mackay 
Queensland

Major franchised Motor Dealers in 
Mackay may have taken a relatively 
new concept to a whole new level. 

With some lateral thinking and co-operation, 
they’ve proved that competitors can work 
together to provide better trade in prices.

The idea of disposing of unwanted used vehicle 
stock by a tender process is not new.  However, 
Mackay’s five major franchised Motor Dealers, 
Autocorner, North Jacklin, River City Motor 
Group/Powerhouse Ford, New Pioneer Motors 
and Carlisle Motors have taken the tender 
process to a new level. 

At Melbourne’s premier car dealerships, 
it’s not just vehicles that go the distance. 
This week, Penfold Motors celebrates 

50 years of trading – proving that great 
relationships go the distance too.

The family-owned and operated firm began 
trading in 1964 from a humble used car yard 
in Blackburn. And thanks to a strong focus 
on customer service and genuinely treating 
customers as one of the family, the company 
has grown into a successful consolidation of 
flagship Audi, Holden and Mazda dealerships 
across Melbourne.

Managing Director, Greg Johnstone said: ‘It’s 
a remarkable achievement and something 
we’re extremely proud of. I think, generally, 
people fear being pressured when they 
visit car dealerships, or don’t enjoy or aren’t 
experienced at negotiating. People are, quite 
rightly, afraid of paying too much. But we’re 
about creating long term relationships, not 

The Dealer groups are now combining their 
unwanted stock and contracting the local 
Mackay Show Association to manage the 
tender process for a weekly disposal of vehicles 
to other licenced Motor Dealers. The Mackay 
Show Grounds is the centre of this process. 

‘The local dealers have always had an ability to 
leave their egos at the door’ said Autocorner 
Dealer Principal, John Glanville. ‘A combined 
tender gives greater critical mass, which 
attracts more out of town wholesalers [and] an 
opportunity to buy unwanted stock without 
a face to face negotiation. The Show Society 
Secretary Steve Gavioli is very happy as well, 
as the administration fee they receive gives 
the Society an extra regular income that they 
would otherwise not get.’

It is still early days for the process, but the first 
tender saw over 90 vehicles offered, with a 
clearance rate of over 80%. The wholesale price 
per unit was improved significantly, and the 
wholesalers who attended were generally very 
positive with the process. It is hoped in the 
current market the likely weekly offering will 
average between 30 and 40 vehicles. 

Dealers are very committed to maintaining 
the process and further improving it. For more 
information about how the process works, or 
for Dealers wishing to join the tender, contact 
Steve Gavioli at the Mackay Show Society.

DEALERS PERSPECTIVE       Australian Automotive Dealer Association

DEALER CO-OPERATION IS ALIVE AND WELL IN MACKAY

making one off sales. That means we’re always 
friendly and we make everything as easy and 
convenient as possible’. 

Looking to the future

To mark its 50th anniversary, Penfold 
has launched a brand new look and feel – 
including a new logo and website – which 
better reflects the way the business works and 
matches its strong ambition. 

While the way Penfold looks has changed, one 
thing that remains the same is the way they 
do business, explains Greg’s father and former 
Penfold MD, Alan Johnstone: ‘When people 
come to Penfold, they’re not buying a car but 
joining a big family. 75% of our business comes 
from repeat or referred customers. Hopefully 
this means we’re treating people right. There 
are several customers who’s children and grand 
children all buy and service their cars with us. 
We have a relationship with their entire family.’

Great relationships also account for how 
Penfold deals with staff and suppliers.  
‘This year, many of our staff celebrate 10 years 
or more with Penfold, and we’ve excellent 
relationships with car manufacturers and 
distributors.’

In fact, wheels are already in motion on a new 
Audi dealership in Doncaster – which should 
be completed by the end of the year. 

IT’S A FAMILY THING
Melbourne Auto Institution celebrates 50 years





LEADERS IN PARTS AND SERVICE SOLUTIONS FOR 24 YEARS.

Finally, inspection-based 
selling that’s fast, 
profitable and measurable. 

»   Maximise hours per RO by identifying  
and selling additional repairs

»    Increase workshop traffic by proactively 
following up on “declined work”

1800 810 103 
www.superservice.com/trial   |   sales@superservice.com

youtube.com/superservicesolution 

M
K

1390

The only vehicle inspection tool that integrates with the powerful Superservice Menus™ repair data.

MADE

IN
 A

UST
RALIA
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AADA PUTS MICROSCOPE 
ON FRANCHISE AGREEMENTS
Ensuring a fair and realistic franchise agreement for Australia’s  
Dealers will remain a top priority for the AADA in 2014.

The importance of the Dealer franchise 
agreement cannot be underestimated. 
This significant document is the 

guiding force Dealers rely on as they invest 
substantially in dealership ownership. In recent 
years, changes to Australian manufacturing, 
vehicle advertising and consumer spending 
habits means that there are now a whole set 
of new and complex issues not taken into 
account in franchise agreements of old.

A major task of the AADA will be to ensure 
that Dealers have a franchise agreement that 

truly reflects current market conditions, taking 
into consideration issues which have been 
created by both internal and external forces. 

The AADA has already initiated informal 
discussions with the Federal Chamber of 
Automotive Industries (FCAI) and hopes to 
build on a strong foundation that will benefit 
both parties into the future. The formation 
of annual meetings between the AADA 
and FCAI is currently underway, where it is 
expected that both parties will constructively 
work through the issues surrounding this 
important topic. 

Australian Dealers have collectively invested 
$13 billion in franchise facilities, including 
compliance with expensive brand image 
programs that are arguably unnecessary in 
today’s business climate. The AADA believes 
that Dealers should rightfully expect a return 
on these substantial investments, as Dealers 
strive to achieve the branding outcomes 
expected by manufacturers. 

Modern franchise agreements should also 
reflect changes in the wider automotive 
industry. For example, many Dealers are 



operating under agreements formed when 
their brands had greater market share, while 
almost all Dealers are being affected by online 
advertising, which is dramatically changing 
the PMA territory system, a cornerstone of all 
current agreements. It’s undeniable that the 
far-reaching nature of the internet is changing 
how consumers look for cars and where they’re 
willing to go to get the best deal. 

Many argue that online advertising has eroded 
the protection that the territory system of 
franchise agreements affords Dealers. This is a 
major issue and one that has remained largely 
unchallenged until now.

As part of the campaign to review and amend 
franchise agreements, the AADA will release 
a discussion paper on the subject at this year’s 
AADA National Dealer Convention in July. 
Over the coming months, Dealers will also 
be asked to participate in focus groups aimed 
at identifying important areas of franchise 
agreements that need to be addressed.

Liability limited by a scheme approved under Professional Standards Legislation. Moore Stephens is a network of independent firms  
which are independent members of Moore Stephens International limited - members in principal cities throughout the world.

What strategic decisions do the automotive retailers of  today 
need to make in order to ensure their businesses are  well 
equipped for the automotive retail landscape of 2020?   
 
Our comprehensive survey report is now publicly available.
 Download your copy today.

Automotive Retailer of 2020
National Automotive Industry Survey

www.moorestephens.com.au/autosurvey Serious about Success®
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We’re proud to confirm that Paul Cummings will 
feature as one of our esteemed international 
guests at this year’s Convention, where he will 

no doubt deliver the same level of knowledge, enthusiasm 
and passion that’s made him internationally recognised. 

In a career spanning decades, it’s no coincidence that  
Paul is a smash hit with audiences and now more than  
1.5 million professionals have listened to him speak.  
A highly respected teacher, Paul mentors his audiences 
on leadership, sales, goal-setting and obtaining success. 
Highly innovative, Paul is also the creator of Woople, a 
web-based learning system as well as PaulTVLive – an 
award-winning online video learning system used by 
thousands of students. 

At this year’s Convention in July, Paul will explore 
the best techniques to achieve profit and synergy in 
modern dealerships. His presentation will cover effective 
leadership, premium customer care, planning, player 
development and most importantly how A Successful 
Dealership is the Result of a Well-Planned Journey.

Don’t miss this incredible opportunity to witness a global 
genius in action. The inclusion of this iconic automotive 
teacher at the 2014 Convention will certainly make it  
one to remember.

AADA NATIONAL DEALER CONVENTION       Australian Automotive Dealer Association

PAUL CUMMINGS  
WILL ROCK THE CONVENTION
Ever since Paul Cummings first appeared at the AADA National Dealer Convention in 2007,  
Dealers around Australia have been begging for him to come back. Finally in 2014, your prayers 
have been answered. 

Most Sydney Dealers Preferred!Most Sydney Dealers Preferred!

the only Chinese Car Magazine/ Web in Australia:
11 yrs service sydney dealers with weekly circula-
tions 10,000 ; 80% are regular customers; good re-
sponse for popular car! Call for a budget price:
Richard  0433 160 315 or autoweekly888@gmail.com
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Australia’s biggest event for automotive 
dealers kicks off on Thursday 10 July 
at the magnificent RACV Royal Pines 

Resort on Queensland’s Gold Coast with 
a dynamic, information-and-inspiration-
packed agenda hosted by former 60 Minutes 
journalist, Ian Leslie.

Plenary Session 1 will see the Chairman of 
the newly reformed AADA Ian Field officially 
launch the 2014 Convention theme: ‘Forward 
Thinking – A New Direction’ and introduce 
our opening keynote speaker. 

This will be followed by a special AADA 
International Presentation from an esteemed 
panel comprising AADA Chairman Ian Field 
and a number of international guests.

AADA CEO Patrick Tessier will then deliver 
his report on the achievements and initiatives 
the reinvigorated board has undertaken since 
it was reformed earlier this year.

The session will conclude with a panel Q&A 
hosted by Ian Leslie.

Plenary Session 2 will get down to business 
with a productive policy workshop program 
addressing critical and controversial 
industry issues such as who has the right to 
access vehicle servicing information, F&I 
commissions, the car tax we can do without, 
and dealer franchise agreements.

The afternoon workshop sessions are dealer 
operations and sales focused. Topics include 
effective strategies for managing sales 
teams, preventing and investigating fraud in 
Dealerships, fixed operations and internet 
marketing.

Then it’s time to relax and enjoy the AADA 
Welcome function which is always a highlight 
of the first day’s activities.

Day two starts with an appetizing breakfast 
and a special surprise guest – the perfect 
lead-in to our international speaker, Paul 
Cummings who returns with a bang.  His two 
part session will reveal strategies for effective 
leadership and why premium customer 
care is vital to the success of any dealership’s 
operations.  

Plenary Session 3 asks Dealer Principals, 
General Managers and Service Managers to 
give their dealerships a financial ‘health check’. 
This will be followed by Profitable Products – 
one of the Convention’s most popular sessions.

Plenary Session 4 – like the session prior, 
it will inspire productive thinking by 
spotlighting customer engagement with one 
of Australia’s most exciting and compelling 
presenters.

Next up is a Breakout Business Advice 
Session that will cover three key Dealer issues: 
consumer’s legal obligations, ATO Compliance 
and Obligations of Corporate Governance.

Plenary Session 5 – Former Prime Minister 
the Hon. John Howard OM AC SSI will give 
us his views on Australia’s future and no doubt 
the recent successes of the Australian  
cricket team.

After a powerful three days, it’s time to lighten-
up and enjoy the fantastic entertainment and 
Grand Finale Black Tie dinner that the AADA 
Convention never fails to deliver.

FORWARD THINKING

THIS YEAR’S AADA CONVENTION AT A GLANCE 
Thursday 10 July - Saturday 12 July, 2014, RACV Royal Pines Resort, Gold Coast, QLD, Australia

A NEW DIRECTION

Join Australia’s Biggest Event for Automotive Dealers!

PICTURED Previous AADA Convention photos  
(Photo credit - Chris Lancaster)
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UNCONVENTIONAL
In recognition of the AADA National 

Dealer Convention’s long and  
colourful history, we’re  

going back in time…

This year the AADA National Dealer 
Convention celebrates 17 years 
of educating, entertaining and 

motivating auto dealers and allied industry 
representatives from across the country.

Always an outstanding forum for sharing 
ideas, networking and learning about 
new products ahead of market – the 
AADA National Dealer Convention 
offers delegates the ideal opportunity to 
boost sales and improve operations. Most 
years, over 500 guests attend the three day 
event and many have not missed a single 
Convention. 

So chances are if you’re reading this, 
you’ll remember more than some of these 
special moments:

2002 – Former Prime Minister of 
Australia, the Hon. Gough Whitlam

In his typical engaging and witty style, this 
colossus of Australian politics entertained the 
audience with his remarkable knowledge of 
Australian political events as well as former 
and current leaders.

2003 – Ian Leslie

This was the first year that the 
esteemed Australian Journalist 
Ian Leslie hosted the AADA 
National Dealer Convention, 
a role which he continues 

to fulfill 12 years later. Leslie’s unmatched 
professionalism and integrity has made him a 
key member of the Convention proceedings.

2006 – Former Prime Minister of 
Australia, Paul Keating 

When it came to insulting his parliamentary 
opponents Paul Keating was in a class of 
his own. Who could forget his caustic and 
often amusing one liners such as when he 
likened Treasurer Peter Costello to an iceberg 
with a structural defect, not to mention his 
enlightening and witty speech at the 2006 
Convention.

2007 – Greg Roebuck

We were privileged to have 
Greg Roebuck, CEO of 
carsales.com.au share his 
22-plus years of experience 
in automotive sales as well as 

managing the growth of Australia’s number 
one online automotive site.

AADA NATIONAL DEALER CONVENTION       Australian Automotive Dealer Association
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2007 – Sam Kekovich

It was an absolute thrill to 
invite sports legend and media 
personality Sam Kekovich 
to the 2007 Convention. The 
breakfast host of the third 

morning, Kekovich had the crowd in stitches 
with his outspoken style of humour and sharp 
insights.

2008 – Daryl Braithwaite

In 2008 delegates were treated to a night to 
remember with entertainment by renowned 
Australian musician Daryl Braithwaite. The 
talent behind big hits such as All I do and The 
Horses, this was a special night in  
Convention history.

2009 – Kevin Sheedy

Delegates flocked to the first 
day of 2009’s luncheon to meet 
AFL legend Kevin Sheedy 
who shared his experience in 
leadership, decision making 

and rising to the top. 

2010 – Shane Jacobson

Who could forget Shane Jacobson’s hilarious 
breakfast as he described how he and his 
brother created the movie ‘Kenny’ – a comedy 
about a plumber who specialises in poo that 
was the highest grossing Australian film  
of 2006.

2011 – Mark Bouris

One day Mark Bouris was on top of the 
financial world as the founder and CEO of 
Wizard Home Loans, the next day the GFC 
hit. His story of how he came back from the 
crash inspired and motivated everyone who 
heard his keynote that year. 

2011 – The Hon. Lindsay Tanner

The Former Federal Minister 
of Finance made for an 
intelligent and insightful 
addition to the 2011 
Convention.

2012 – Profitable Products

A huge event and a first in 
Convention history, Profitable 
Products was introduced 
to delegates with incredible 
results. In this captivating 

session, eight new products and solutions were 
presented to Dealers, all designed to increase 
sales and blitz the competition. 

2012 – Laurie Lawrence

Fresh from the London Olympics, we were 
all ears (and occasionally tears) as the former 
Australian swimming coach and Kids Alive 
ambassador, Laurie Lawrence gave us his 
account of the winners and losers of the 
Australian Olympic team.

2012 – The Hon. Dr John Hewson

The key takeaway from the 
former Federal Opposition 
Leader, businessman and 
academic, Dr. John Hewson 
was that in the 40 years of 

analysing and forecasting economies, the 
current situation was the most difficult to 
predict.

2013 – Benjamin Roberts-Smith

Roberts-Smith, Australian soldier and 
Victoria Cross recipient is a strong willed 
and honourable man. He took us back to the 
battle fields of Afghanistan and taught us the 
meaning of true courage.

2013 – Ita Buttrose

The Australian icon who needs no 
introduction, in 2013 Ita Buttrose shared 
snippets from her remarkable career in media, 
publishing and philanthropy.  
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Want to know more about the new AutoNexus Canopy?  Call us on   
1800 650 134 or email solutions@autonexus.com.au.  

When it comes to securing and weather-proofing a ute load, AutoNexus has it 
covered. With a superior 100kg carrying capacity, solid fibreglass construction 
and a fully custom-moulded fit to complement popular utes, the AutoNexus 
Canopy is a premium solution with outstanding craftsmanship.

The new AutoNexus Canopy.  
Superior strength, custom design   

• CArryiNg CApACiTy of 100kg Certified to AS 1235:2000

• StreNgth of A SiNgle Shell mould mAde from 5mm ThiCk 
fibreglASS

• duAl lAtCh robuSt poSiTive loCkiNg SySTem WhiCh CAN be 
opeNed from iNSide The CANopy

• flexible wiNdow opTioNS to Suit CuStomerS NeedS

• CuStom deSigNed uSiNg lASer SCANNiNg teChNology to 
CreAte A perfeCT fiT for populAr uTe modelS

• Smooth, uv reSiSTANT high gloSS fiNiSh
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There’s an art to selling cars online 
and it all begins with effective 
communication. After many years 

in the industry, I’ve learned that there’s a 
science too, and both must be used to sell 
more appointments and ultimately more 
cars. This is the sequence to follow for 
success:

Sell the reply

Achieving a high connection rate is crucial 
when you’re interacting with prospective 
customers by email, phone, text or chat. Here, 
you’ve got to sell the reply. For example, one 
script that works very well when replying via 
voicemail is simply, ‘I’ve just checked on the 
vehicle you asked about and have gathered all 
the information you wanted to know. I’ve got 
it right next to me so when you’re able to talk 
by phone I can provide it right away.’  The key 
is to leave a voicemail that gets a call back.  

In email replies ask basic questions to get 
customers engaged. Questions like what car 
your lead drives and if they’ve ever owned 
your brand is all it takes – just don’t forget to 
use question marks.

Sell the call

In studies we’ve conducted we 
rarely see a vehicle sold to an internet 

prospect without first having a phone 
conversation. In fact, all your emails, 

phone messages and texts need to sell 
the benefit of a phone call. Approach 
the task by underplaying the time and 
commitment needed to speak on the 

phone. A simple message like ‘I have the 
information you asked about and can go over 

it in just a couple of minutes by phone’ is often 
very effective. 

CLEVER COMMUNICATION 
GETS MORE SALES
David Kain
Internet Sales Trainer

SALES       Australian Automotive Dealer Association

Sell the visit

The dealership is where all the magic happens 
and you will want to develop a few lines 
you can emphasise to your customer that 
demonstrates the value of a visit to your 
business. Entice customers to visit by selling 
the experience they’ll have. Mention that you’ll 
have the car they want to test drive ready to go 
and that they can bring their own music, open 
the sunroof and cruise to their favourite spots. 
You’ll have more success if you inspire the 
customer to test drive your cars.

Sell the car

What’s great about completing all the 
mentioned steps is how easy it is to sell the car 
when your lead arrives. I am not a big fan of 
pre-selling vehicles before they arrive because 
so many buyers change their mind.  Instead, 
let the buyer arrive with a flexible mindset so 
that they’re open to other choices if the first 
one doesn’t work. It is important to remember 
that you have to set the stage for a proper visit. 
I like appointment boards because they prove 
to the customer that they are special. I also 
particularly like when the vehicle is pulled up 
front with a placard that has the customer’s 
name on it. Sales Managers who are aware 
of the appointment can also acknowledge 
the customer personally, for example saying, 
‘David tells me you have owned five Toyotas.’

Whatever you do, make the customer feel 
like they have arrived at the right place and 
remember, sell the reply, the call, the visit and 
ultimately, the car!

Join the discussion - go to www.automotivedealer.com.au to comment.
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Despite the colder than normal weather 
caused by an unseasonal polar cyclone, 
our AADA Study Tour group managed 

to roll with the crowd and participate 
enthusiastically in the many NADA University 
workshops as well as exclusive hospitality 
functions and group activities arranged by our 
experienced tour hosts, Corporate Blue.

This year the Convention featured 100 
speakers presenting over 60 different 
workshops in 171 sessions including Dealer 
Ops, Human Resources, Sales, F & I and 
Internet Marketing.

Over 550 exhibitors were spread across 
eight massive halls and featured a multitude 
of products, systems and programs from 
conveyorised car wash equipment to CRM 
providers to an elevated car display which 
soars to three-plus metres from the ground 
and rotates continuously.  

While the Expo got us walking, the Keynote 
Speakers got us thinking.

According to PERQ’s Tim Hickle, the Saturday 
keynote address by Steve Forbes, the editor-
in-chief of Forbes magazine and CEO of 
Forbes, Inc. was ‘informative, entertaining, 
and unapologetic.’ This fan of free enterprise 
believes that the problems that the auto 
industry and health care industries are facing 
in the US could be freed up by opening 
enterprises up. 

Unfortunately, I missed JR Martinez’s 
inspirational service on Sunday morning due 
to a workshop clash, however a number of 
people in our group said his story just ‘blew 
them away.’

Martinez was in Iraq when his Humvee hit a 
roadside bomb and exploded. He and three 
colleagues all survived but were badly burned 
and sustained massive internal injuries. 
To pull through, he endured 34 months in 
recovery and numerous operations. Today 
he’s a successful actor and highly sought after 
motivational speaker.

Will she or won’t she? That was the question 
which I’m sure was on everyone’s lips during 
Former Secretary of State Hillary Rodham 
Clinton’s closing speech on Monday 27 
January.

Unfortunately, it wasn’t forthcoming. When 
asked by outgoing NADA Chairman Dave 
Westcott whether she planned to run for 
President in 2016, Clinton said that she was 
more concerned with looming issues such as 
the debt limit among other things.

On a lighter note, Clinton did reveal that she 
hadn’t driven a car since 1966: ‘I remember it 
well. Unfortunately, so does the Secret Service, 
which is why I haven’t driven since then.’

Clinton also praised the role that auto dealers 
had played in rebooting the US economy 
and how rising auto sales and increased 

manufacturing reinforced the Government’s 
decision to invest in the auto industry.

Other touch points included the recovery of 
the US economy globally, the boom in natural 
gas and oil production and the need to build 
positive relationships with China. 

In between these dynamic and entertaining 
keynote addresses, here are my key highlights 
from the Convention’s Marketing and Internet 
workshops.

First up, John Hanger and John Reed took us 
through the basics of mobile marketing and 
how these applications are being adopted by 
dealerships in all departments resulting in 
improved customer satisfaction, employee 
retention, compliance and operational 
processes.

Later that morning I checked-out Meredith 
Oliver’s lively workshop on how social media 
can help dealers sell more cars. Oliver started 
her presentation by saying that dealers have to 
meet and greet online and that peer referral 
was more powerful than advertising. She also 
discussed the social media channels, their 
audiences and how to determine the best 
channels to reach them. 

Chris Deringer wrapped-up the day by 
explaining how to leverage Google Analytics 
to maximise digital marketing, suppliers 
and dealer staff. ‘We are all making business 
decisions; the question is ‘are we using the 
freely available data to make these decisions?’’

INTERNATIONAL       Australian Automotive Dealer Association (AADA)
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AUSSIE    DEALERS JAZZED ABOUT NADA
Over 20,000 auto dealers and industry representatives including a select group from Australia 

embraced this year’s National Automobile Dealers Association (NADA) Convention & Expo in New 
Orleans Louisiana USA, January 24 – 27.

Unfortunately, most dealers do no formal 
website or digital-marketing testing; instead 
they rely on the HIPPO in their dealership. 
The dealers that effectively measure, track and 
optimise their website conversions generate 
four times the website leads of their direct 
competitors.

President and CEO of TVB New York, Steve 
Lanzano’s Sunday morning pitch was that TV 
has finally caught up with online. TV, he said, 
is the key to maximising word-of-mouth and a 
proven brand-conversation starter.

Also, Broadcast TV delivers the most highly 
socially engaged viewers and 51 percent of 
adults say that a TV ad prompted them to go 
online to do more research.

According to Facebook’s Kass Dawson, data 
collection should be a Dealer’s first step to 
building an effective marketing/advertising 
campaign. However, before dealers become 
advertising-planning masters, he suggested 
they check which of the three Car-Shopping 
Lifecycles the buyers are in. 

John Moore, whose credentials included 
marketing campaigns for USA Today and 
Best Buy commenced his NADA presentation 
by telling us that he and King George VI had 
the same problem, and like him, he used 
similar techniques to overcome his stuttering. 
Which I thought was amazing considering 
Moore’s pitch was about using word-of-mouth 
marketing to build brand loyalty and cement 
long term customer relationships. 

While one of my colleagues said that this year’s 
NADA was ‘a bit patchy’ I thought it rocked 
– especially when you consider the need to 
stay on top of the changes in information 
technology that can drive more sales, improve 
customer experiences and enable dealers to 
more effectively engage with their customers 
using social media.

Tristan Van Riel, Dealer Principal at Keema 
summed it by saying: ‘…this year, the 
workshops I attended were the best ever and 
worth every second.’

At the group’s farewell dinner, Frank Genobile, 
a Partner at Fordham’s commented: ‘NADA 
showcased the ongoing re-emergence of the 
US auto sector. Dealers are generally very 
positive in their outlook and are looking to 
grow their businesses and profits in 2014. The 
US automotive industry has got its mojo back!’

My only disappointment was that email 
marketing, one of the most powerful and 
measurable communication platforms 
available to any dealer, was left off the 
workshop agenda. Maybe next year?

TOP L – R: Jack Kain, 2005 NADA Chairman, 
Steve Ghost AADA Strategic Operations 
Manager, Edsel B Ford II, Board Member Ford 
Motor Company, Ian Field AADA Chairman 
and Patrick Tessier AADA CEO. 
CENTRE  A traditional jazz welcome greeted 
delegates at this year’s NADA 
BOTTOM  BMW-powered T-Rex revealed at 
convention.

Charles Bayer
Contributor
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Managing internal control risks 
is the key to avoiding any nasty 
surprises

The automotive industry is experiencing 
many significant changes which are 
highlighting the importance of strong, 

well-managed internal controls more 
than ever. While increasing difficulties in 
maintaining profit margins leave many 
businesses vulnerable to fraud, critical 
accounting tasks are falling ‘through the 
cracks’ as overstretched staff take on more 
responsibility.

Businesses that are aware of the threat of fraud 
and take the precautionary steps to avoid it are 
best protected from this common problem. 
Here are the basics you need to know to help 
protect yourself.

The fraud triangle

The fraud triangle is one of the older and 
more basic concepts in fraud deterrence and 
detection. The three key elements in the fraud 
triangle are opportunity, motivation and 
rationalisation.

Opportunity is the ability to commit fraud; 
motivation is the ‘need’ to commit fraud and 
rationalisation is the process where a person 
reconciles their behaviour with commonly 
accepted notions of decency and trust. 

Fraud, dealerships and weak 
internal controls

Savvy Dealers and financial controllers must 
focus on the aspect of the fraud triangle they 
have the most control over: opportunity. 

By re-evaluating their internal controls and 
asking key questions about their business 
and fraud prevention, Dealers can stay one 
step ahead of fraudsters by preventing the 
opportunity for fraud.

FRAUD: THE ENEMY WITHIN
John Gavljak
Audit and Assurance Expert

The tough Questions

These are the internal control-related 
areas where your dealership could be most 
vulnerable. Ask yourself these questions and 
see how your business compares.

Is your dealership’s bank 
reconciliation performed 
regularly and are the 
adjustments posted promptly?

Bank reconciliations should be conducted 
monthly at a minimum, but preferably daily, 
by an employee not involved in the dealership’s 
cheque-writing and EFT processes. In addition 
to identifying discrepancies between the bank’s 
records and the dealership’s general ledger, this 
person is required to post the adjustments to 
maintain the accuracy of the financial records 
throughout the month. Distributions to the 
owners, floorplan payouts and other EFTs 
not posted to the general ledger on a timely 
basis can easily distort the financial picture, 
potentially leading to cash management issues.

Does the parts system agree 
with the general ledger?

Dealerships should do a monthly 
reconciliation of the parts system with the 
general ledger. Failing to reconcile this opens 
the door to employee fraud. For example, the 
parts manager could sell parts and keep the 
cash without suspicion or adjust parts values to 
boost department performance measures. 

Who signs the dealership’s 
cheques?

An employee charged with signing cheques 
should not also be responsible for posting 
journal entries or reconciling bank and 
dealership records, nor have easy access to 
cheques. Although many Dealers address the 
issue by requiring two signatures on every 

cheque, the reality is that cheques often clear 
banks without both signatures.

Is the warranty receivables 
schedule reviewed for aged 
items?

Aged warranty receivables mean the 
dealership is missing out on cash due from the 
franchisor. If the warranty receivables schedule 
is not reviewed regularly, an employee could 
use the schedule to hide journal entries and 
simply credit cash for the removed funds and 
debit warranty receivables.

Does someone separate from 
the new and used department 
take a physical inventory of 
arriving stock?

It’s wise to have an independent review of the 
physical inventory – as discrepancies can be 
picked up quickly with a fresh pair of eyes. 
Independent reviews of the physical inventory 
will also reduce the likelihood of employees 
taking liberties with new and used stock.

Are dealership purchases 
made from an approved vendor 
list?

A Dealer can receive price concessions by 
purchasing supplies from a single vendor.  
It makes good business sense to have an 
approved preferred supplier listing. Dealers are 
often surprised to discover that they purchase 
some of their service supplies from the Service 
Manager’s brother-in-law. These arrangements 
do not always result in inflated prices but, 
ideally, a dealership group can obtain price 
concessions by purchasing all of its supplies 
from a single vendor. 



FRAUD: THE ENEMY WITHIN
John Gavljak
Audit and Assurance Expert

Which employees are allowed 
to post journal entries?

Determining which employees can post 
journal entries is crucial. For example, a 
cashier’s responsibility of collecting and 
processing cash received conflicts with his or 
her authority to post journal entries, especially 
in terms of creating risk. The cashier would be 
able to take cash and cover the differences with 
write-offs through journal entries.

Who approves journal entries?

Management should regularly review the 
original journal entries to understand and 
verify the purpose of all entries. Journal 
entries represent a valuable tool for hiding 
fraud. The basic rule is the individual who has 

responsibility over an asset should not be in a 
position to remove that asset from accounting 
records. 

How secure is your used 
vehicle wholesaling?

In recent years fraudulent activities in used 
vehicle wholesaling has been more prevalent.  
This particular area of fraud often involves 
wholesalers.

Dealers should have a list of approved 
wholesalers that is regularly reviewed.  They 
should also have a range of wholesalers, 
as reliance on one or two can provide 
opportunity for collusion and ultimately fraud.  
Careful analysis of exception reports from a 
dealership DMS may provide early detection 
of fraudulent activities.

EFTs – emerging area of fraud

Traditionally, businesses have paid their 
creditors by cheque and implemented simple 
controls such as two cheque signatories 
to ensure the validity of the payment. The 
same type of minimum controls need to be 
applied to EFT payments. Dealerships should 
establish a system for EFT payments whereby 
one staff member initiates the payment and 
another person authorises the payment using a 
different and secure PIN code.

Controlling the controls

In today’s economy, dealerships cannot afford 
to ignore the risks posed by substandard 
internal controls. By employing strict internal 
systems and control reviews, Dealers can 
analyse their risk and develop a long term plan 
to mitigate it and reduce any related losses.

RED FLAGS OF FRAUD   
Is there a fraudster amongst your ranks? Look out for 
these traits and warning signs, including: 

• Staff who don’t like people reviewing their work

• Have a strong desire for personal gain

• Have a ‘beat the system’ attitude

• Live beyond their means

• Form close relationships with customers or vendors

• Often have a ‘too good to be true’ work performance

• Don’t take vacation or sick time or only take leave  
in small amounts 

• Staff who often work excessive overtime

• Often display some sort of drastic change in behaviour
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John Crennan is an Australian 
auto industry legend who left 
‘the love of his life General 
Motors’ after a long and 
distinguished career to launch 
and successfully run Holden 
Special Vehicles (HSV) and 
the Holden Racing Team 
(HRT) with UK entrepreneur 
and racing car driver Tom 
Walkinshaw. 

After ‘retiring’ from the business he’s  
back in the driver’s seat as CEO of 
Nissan Motorsport where I caught up 

with him recently.

Firstly, how is the book going? 
I’ve sort of hit a wall. The book lost a little 
bit of its relevance and I’ll have to tweak it 
because so much of it was centred on the 
decline of Holden’s performance and market 
share and the reasons for that. I predicted that 
these factors would lead to Holden ceasing 
manufacturing in Australia and since that’s 
now happened there’s got to be some  
changes made.  

So who or what influenced you to choose a 
career in the auto industry? 
Well my dad was at General Motors. He was 
there for 43 years and we overlapped, I think, 
about eight of those years. More interestingly, 
my uncle was George Mansfield. He was a 
legendary Ford figure in the retail side. He 
ran Melford Motors and then at the age of 
60 founded New Oakleigh Motors and they 
virtually carried Uncle George out of the place 

PROFILE       Australian Automotive Dealer Association

at about 84. My father was rather quiet and 
reserved, but I have to say that the influence 
of my dad in taking me to all the Christmas 
parties and getting me jobs in the maintenance 
and office areas in my teens was a major 
inspiration. 

What impact will the loss of Australian 
automotive manufacturing have on dealers 
and their customers? 
I don’t think the car market is going to suffer. 
It will be around 1.1 million a year over the 
next five years. One can only hope that the 
flow of product that replaces the local product 
is so interesting that it stimulates the market 
and maintains the Dealer side of it. The 
bruising that comes with your brand going 
out of local production must impact on the 
Dealers – especially those Dealers who’ve 
had a dependency upon local manufacture, 
Toyota, Holden, Ford. I’m a bit disappointed 
in the way the car companies handled their 
exits. To me, Ford did a very good job. There 
was a certain sense of poise and finesse about 
their activity and it caught everybody by 
surprise. There wasn’t speculation for two 
months before, they just got on with it and as 
difficult as it is to do these sorts of things, I 
thought they handled it with a great sense of 
dignity. On the other hand the love of my life 
General Motors, I think ballsed it up. I think 
they gambled with the government and played 
a game of poker publically and then when we 
finally got the decision there was this knee jerk 
reaction, with an advertising campaign that 
looked hurried and a bit condescending. It’s 
interesting to see the contrasts in the way the 
companies handled this tough situation. 

You’ve been quoted as saying that there is 
too much product or too many brands in 
Australia for the size of the market. Do you 
still have that view? 
Oh yeah, an old boss of mine said, ‘I’ve never 

seen any car market in the world where so 
much is provided by so many to so few.’ It 
really has been an experimental market. It’s a 
low cost experimental market for many brands 
and the mere fact that we’ve got the best part 
of over 60 different car and truck brands 
represented here for a market of 1.2 million 
– while America’s got 35, would tell you that 
something’s got to give. I don’t understand 
the logic of companies being prepared to have 
a crack at getting 0.5% or 1% of the market. 
I just don’t see the viability in all of that. 
However, it’s a great way for some of these 
companies without taking too much financial 
risk to see whether product A, B or C is going 
to make it in bigger markets by testing it  
here first.

Would you put Opel in that category? 
Yes, they came and dipped their toe in the 
water and got out pretty fast.  

What’s your opinion of Holden’s current 
marketing and advertising?  Do you think 
it’s effective?   
My opinion is not just of Holden, but 
everybody - you don’t see any brand 
advertising any more. You’re not seeing 
anything that’s building the corporate brands; 
it’s creating an appetite for feeling good about 
the brand. It’s all hardnosed retail. On a Friday 
I’d pick up the paper and I just see slash and 
burn and whack and crash and that’s no 
doubt the way the market is, but it seems a 
shame. In our days with George Patterson 
Advertising there was probably 25% influence 
on hardnosed retail because you left that to the 
Dealers, and the other was building customer 
sentiment towards your brand and selling the 
product features and getting the story over 
about the product. The product was almighty, 
now it’s the price that’s almighty. Whatever 
way you cut it, particularly when it’s going to 
be an import business, it will be a battle of the 

JOHN CRENNAN - 
BACK IN THE DRIVER’S SEAT
 Charles Bayer
 Contributor
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marketers. It’s going to be who’s the superior 
marketer in all of this and who’s got the brand 
that’s got the best cache and I would certainly 
like to see a far greater percentage of company 
advertising budgets directed towards brand. 

In your time at Holden, who was the most 
effective CEO? 
I would have to say Charles Chapman. He 
was an engineer. He was methodical. He was a 
great leader. He was balanced. He was poised 
and first and foremost he built his internal 
team with an enormous sense of quality and 
an enormous sense of balance. Perhaps for 
the Dealers he may not have been aggressive 
enough, but he was, to my mind, a  
wonderful thinker. 

Just changing the subject, how many podium 
finishes would you like to have this year? 
I would like to think we would have half a 
dozen. We had 28 top 10s last year. I would be 
very disappointed if we didn’t have 50 top 10s 
and I’d be pleased with six podiums. 

Are you looking forward to the Grand Prix? 
Yeah it’s a good thing overall. Again I’m 
concerned and don’t like the fact that the 
taxpayer has to pay as much to make it work. 
I feel the Grand Prix let us down a little bit 
in not selling harder to the ‘corporates’ and 
getting greater corporate support to at least get 
a break even situation. I think it’s gone on for 
too long with government support, but it is a 
great gift that Melbourne has and we’re pretty 
lucky, I’d hate to see it lost. 

I also read that you were invited to do some 
consulting with GM in the States. 
Oh yes that was three years ago. Mark Reuss 
was very impressed with the HSV/HRT model, 
the way in which the motor sport program 
drove the high-end performance market and 
some of the niche marketing programs we did 
to provide some extra delight to the enthusiast 
market. He liked that whole business model 
and asked me if I could present it to both Rick 
Hendricks and Dale Earnhardt. So I did that 
and also with Roger Penske in Detroit, I made 
a presentation there about that model and how 
it worked because they had visions at that time 
of the Commodore product being exported 
to America and would have liked to have 
replicated some of that activity. I think that’s 
fallen by the way because the export program 
did not get the traction that they thought it 
would have.

You drove an HSV for many years, what are 
you driving now? 
I’ve got the latest Nissan Pathfinder, which I 
love. It’s a great car.

What would be your reaction if the 
government gave the go-ahead to import 
second hand vehicles from Japan and 
Singapore?   
I only heard that last week. Mark Skaife 
called me on it because he attended part 
of the productivity commission and I’m 
flabbergasted. I’ve seen firsthand the New 
Zealand side of it and what a mess it made of 

so many things. I fail to see one aspect of it 
that’s good for the business. I just can’t work 
it out.

And your opinion on the abolition of the 
luxury tax? 
Yeah I think that’s a good thing. I think if we’re 
going to get out of local manufacture, to me it 
was somewhat of a protectionist program. So 
if there’s no need to protect the local industry, I 
would see some value in that being abolished.

What does John Crennan do to relax? 
Work. I can’t watch a movie, I can’t read  
a book.

Motor racing, AFL, NRL, cricket, soccer – 
what’s your passion? 
Outside of motor sport, I love my football, 
a bit of golf too. I was born and bred as an 
Essendon boy, but then I got recruited to 
North Melbourne at one stage in my career 
when I was 19.

Finally, if they were going to make a movie 
about John Crennan, who would you like to 
portray you? 
John Wayne.

Meet another leading executive 
and get their thoughts and 
opinions on current industry 
topics in the next issue.
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2014 IS THE YEAR OF 
THE HORSEPOWER
In Chinese astrology, the Year of the 
Horse is considered a fortunate year 
that brings luck and good things.

People born in the year of the horse are 
considered great communicators and 
enjoy being in the limelight. They are 

also popular among friends, active at work 
and refuse to be reconciled to failure, although 
their endeavor cannot last indefinitely. 

It is also an excellent year for travel, and the 
more off the beaten track the better.

This is a great sign for those Aussie dealers and 
their partners considering joining the exclusive 
2014 AADA International Study Tour to Auto 
China in that booming mega-city, Beijing.

The tour dates are Thursday April 24 to 
Monday April 28, 2014.

With over 1 million visitors, around 1,000 
gleaming cars, no less than 100 new launches 
and a myriad of mind boggling advances in 
new energies and green technologies, it doesn’t 
get any grander.

This year’s theme is ‘Cars Make for a Better 
Future’ which is especially relevant considering 
China became the first country in the world to 
sell more than 20 million vehicles.

It is also fast becoming the manufacturing hub 
for both mass and prestige vehicles.

What’s more, this awe-inspiring show is the 
only event in the region that draws players 
from across the entire globe.

For those Dealers who want to stay ahead 
of the curve, explore profitable partnership 
opportunities and build relationships with 
industry leaders, Auto China is the happening 
event of the year.

Moreover, with the personalised attention to 
detail that a professional company such as 
Corporate Blue provides, you can rest assured 
that your five day study tour to Beijing will be 
a smooth as silk.

‘As I sit here packing for my return to 
Melbourne I have reflected on how much 
I have enjoyed this entertaining and 
professionally run trip to Shanghai.’ said Peter 
Fowler, Senior Manager, Swann Insurance on 
his return from recent trip there.

The Study Tour package includes four nights 
twin share accommodation at the palatial 
Peninsula Beijing, a sumptuous Welcome 
Dinner at the world renowned Capital M, all 
transfers and two ultimate dining experiences 
which will surprise and delight you.

In addition, guests will receive two Day Passes 
to the Beijing Motor Show accompanied by 
experienced English speaking guides and a 
full day tour of the world’s biggest square, 
Tiananmen Square, the mysterious Forbidden 
City and The famous Great Wall.

What’s more, Corporate Blue has also arranged 
an exciting motorcycle sidecar tour through 
Beijing and a revealing visit to a leading 
Chinese auto dealership.

The 2014 AADA International Study Tour 
to Auto China is a ‘must attend’ event for 
anyone who is involved in today’s fast-moving 
automotive world. For more details contact 
Corporate Blue now on +613 9578 6555 or 
register online at www.autochina.com.au
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TOP  2012 Auto China Motor Show Beijing 
TOP RIGHT Show visitors on the floor at 2012 Auto 
China Motor Show 
TOP CENTRE  Cars were not the only thing on show 
at Auto China 
BOTTOM RIGHT  Auto China Study Tour Dinner 2012



Australia’s fastest growing DMS auto-it.com.au | sales@auto-it.com.au

Are you missing out?

Does your dealership have access to the latest tablet, 
smartphone and Web apps? Does BI reporting stream live 
to your mobile device? Do you enjoy unfettered access to 
your own data to use as you please? Is service something 
you receive or a memory that’s started to fade?

Auto-IT dealers enjoy the very latest technology, advanced reporting features and great, 
cost-effective service. Over the last couple of years we’ve helped more dealers than ever 
before make the switch to a better way, making us the fastest growing DMS company in 
Australia. Dealers we’ve recently welcomed to Auto-IT include:

Andrew Carmichael Group – QLD
DJ Motors – TAS
Etheridge Ford – VIC
Formula Motor Group of Companies – SA

Ian Boettcher Motors – QLD
Penfold Motors – VIC
Penrith Mazda – NSW
Tony Ireland Motor Group – QLD

Discover what you’ve been 
missing out on . Talk to us today.
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Partnerships with service providers and 
industry related businesses are about 
combining skill sets. They’re about 

sharing the load, having access to more 
resources and being stronger together than 
going solo. 

So, how solid are your partnerships? 

Having researched the top 20% highest 
performing dealerships around the country, 
it’s been clearly identified that commitment, 
investment and trust in both their brand 
franchise and in their strong, aligned 
partnerships is what’s delivering the  
highest returns.  

Aftermarket profit partners can offer 
dealerships around the country complete 
aftermarket process advice and service – 
from extensive recruitment services and 
training programs, to superior products and 
performance management. These partnerships 
are designed to ensure that dealerships have 
the necessary resources to maximise their 
aftermarket profit potential. 

AFTERMARKET       Australian Automotive Dealer Association

HOW PARTNERING IGNITES YOUR 
AFTERMARKET PROFITS
Greg Lewis

So what differentiates the highest performing 
dealerships from the rest? 

Research has found that the key aspects 
of success largely depend on the priority 
the dealership places on their aftermarket 
department and the internal support given to 
the Car Care Consultant. A dealership which 
appreciates that the Car Care Consultant is 
an additional profit centre (recruited to make 
money) and who integrates the Car Care 
Consultant as a part of a cohesive pre-delivery 
process, is likely to get the most out of their 
aftermarket department and see an increase 
in profits. 

Day-to-day solutions that help many 
successful dealership managers, include access 
to a dedicated ‘Performance Manager’, who 
ensures that all employees are meeting KPIs 
and are growing their area of the business 
from month to month. Recruiting a dedicated 
and experienced Account Manager to provide 
ongoing support not only to the Car Care 
Consultant, but to the dealership management 
team is also beneficial. 

Their primary function should be to 
regularly visit the dealership team on-site 
and to ensure that they’re delivering the 
best results. Monitoring and benchmarking 
Car Care Consultants ensures continual 
high performance and profitability from the 
dealership’s aftermarket department.

The benefit of working with your aftermarket 
‘partner’ means you can take advantage of 
customised training programs to suit your 
dealership’s specific needs. What separates 
the highest performing dealerships from the 
rest is that they’re willing and open to having 
hard, constructive conversations with Account 
Managers on areas that are preventing 
aftermarket growth. 

The financial objective for any business is 
to make a profit. In automotive specifically, 
ensuring that all departments work in unison 
is essential. 

So think seriously, are you making the most of 
your aftermarket department?
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From an earnings and returns perspective, 
contributions from fixed operations make 
the difference between an investment that 

makes sense and one that leaves the owners 
wondering why they bothered in the  
first place.

For a dealership to be viable it has to be stable, 
well-managed and profitable. Although front-
end operations like new and used vehicle 
sales, accessories and aftermarket sales are 
important to turnover, fixed operations cannot 
be underestimated.

With new vehicle margins under increasing 
pressure (in some cases slipping below 
5%), the need for the service department 
to capitalise on the over 65% gross profit to 
sales it has available, is crucial. This raises an 
important question, what business model 
should the service department follow to ensure 
the dealership remains balanced and healthy?

Most service departments operate under a 
classical capacity model. The most relevant 
and comparative example we can look at is a 
dentist’s practice. The dentist business offers 
a unique blend of maintenance and repair 
work, undertaken by limited resources for 
customers who would rather not be there. 
The ability of dentists (or more importantly, 

Service Managers) to leverage their skills in 
a productive and efficient way influences the 
level of throughput they are able to create as 
well as the earnings they make.

The drivers of profitability under this model 
are complex, but can be condensed to the 
following key components:

Margin Management 

The ability of the workshop to create 
a balanced mix of income streams i.e. 
contributions from retail, internal, warranty, 
fleet and sublet. These need to be managed to 
maximise the level of gross profit contribution; 
a healthy mix would reflect a gross profit to 
sales figure over 65%.

Expense Management 

The extent to which throughput and gross 
profit relates to the operating expenses 
incurred by the department. A quick way to 
look at this is to measure the retained portion 
of gross profit (i.e. profit before Tax / Gross 
Profit). Dealers should be looking at retaining 
at least 25% of their gross profit on the  
bottom line.

Capacity Management

The extent to which productive resources are 
kept busy with customer paid work. This is the 
responsibility of the workshop management 
team and is reflected in the relationship 
between available hours and clocked hours. A 
target of greater than 90% applies.

Workflow Management 

This is the ability of productive resources 
to complete work on time and without 
compromising on quality. Sound work 
processes, and the skill and motivation of the 
technicians are important here. The metric is 
the relationship between worked hours and 
sold hours, a figure above 110% is the target.

Dealers who relentlessly manage these 
components will set themselves up for 
considerable benefits. 

The importance of fixed operations and in 
particular, service contributions is no longer 
under question. In fact, dealership viability 
and investor returns depend on it. Without a 
healthy service department there is no viable 
dealership business model, and so it makes 
sense to get your service model right.

LOOKING TO A 
FRAMEWORK  
FOR SERVICE 
PROFITABLITY
Greg Strydom
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ONLINE CAR BUYING IS COMING
Greg Roebuck

A new CEO, a new focus, and significant 
commitment from some of the 
best people in the retail automotive 

industry… It’s fantastic to see positive action in 
the creation of a new, reinvigorated AADA.

We have a very relevant saying at carsales.com 
Ltd: ‘the best time to plant a tree was ten years 
ago, the second best time is today’.  
We’d like to take this opportunity to extend our 
congratulations to those involved in making 
the ‘new’ AADA happen.

From a timing perspective, there is significant 
change upon us and only more to come. 

The ‘Internet of everything’ is already here. 
It presents in the form of smart meters 
which report and manage our home and 
office energy usage and, closer to our own 
businesses, ‘connected cars’ that proactively 
communicate their status in real time to both 
their owners and their dealership  
service teams.

Consumers now take as a given the ability to 
buy anything and everything online, whether 
it be by desktop; their laptop; their tablet or 
their smart phone. The retail auto industry 
is not immune from this evolution and we’re 
already seeing a number of brands in Australia 

offer online transactions for consumers 
wanting to make an online purchase. Dealers 
have a key role to play in this channel and early 
adopters will ensure they are protecting the 
most important aspect of all our businesses: 
-- the customer!

From carsales.com Ltd to all AADA members 
and affiliates, thank you for your support. 
We’re looking forward to a wonderful 2014 
helping you sell more cars!

THE WARRANTY GROUP ANNOUNCES LAUNCH OF VIRGINIA 
SURETY COMPANY INTO AUSTRALIAN AUTOMOTIVE MARKET
Andrew Simpson

As of January 1 2014, The Warranty 
Group’s underwriting insurance entity, 
Virginia Surety Company Inc., launched 

into the Australian automotive and financial 
services industry.

The move signifies the group’s local aspirations 
of establishing a disruptive model that presents 
automotive dealers with competitive options 
for their insurance and warranty programs.  
The group is focused on delivering enhanced 
flexibility with tailored products and programs 
unique to individual dealership requirements. 

Virginia Surety Company’s administrative 
arm, The Warranty Group, a global pioneer in 
the F&I Industry, is currently celebrating its 
50th year at the National Automobile Dealers 
Association Convention and Expo in  
New Orleans. 

‘No one understands how to improve 
dealership F&I performance better than The 
Warranty Group,’ said Charlie Robinson, 
president of the company’s North America 
automotive segment.

‘Since our humble beginnings in 1964, 
innovation and excellence have been our 
main priorities,’ said The Warranty Group’s 
president and Chief Executive Officer, Thomas 
Warsop. ‘As one of the world’s pre-eminent 
single-source providers for the underwriting, 
administration, and marketing of service 
contracts and related benefits, our goal 
remains to provide unique solutions that create 
value for both our clients and the consumer.’

For further information on Virginia Surety 
Company’s service offering, visit the new 
website at www.virginiasurety.com.au or call 
1300 309 940.

HAVE YOUR SAY       Australian Automotive Dealer Association 
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As part of the launch of the new AADA a 
brand new website and trade directory 
has been unveiled, offering Dealers an 

interactive and informative online hub. 

The website, AutomotiveDealer.com.au 
provides Dealers with up to date and accurate 
information about the work of the AADA 
and the issues affecting our industry. It will 
also give Dealers the opportunity to add to 
discussions through surveys, opinion polls and 
a live forum.  

Perhaps the most exciting aspect of 
AutomotiveDealer.com.au is the introduction 
of a comprehensive trade directory. The trade 
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directory includes all of the allied trades who 
supply services and products to automotive 
dealers and there is truly nothing else like it 
available today.

Now, Dealers will have instant access to 
hundreds of contacts, products, services and 
websites in one dynamic and ever-expanding 
location. It is the most comprehensive 
reference ever produced of Australian 
suppliers to the Australian automotive 
industry. 

So what are you waiting for? Visit 
AutomotiveDealer.com.au and see what all 
the fuss is about!

If you’d like to be  
searched by Australian 
Automotive Dealers every 
month in the trade directory, 
contact Leah Howlett on  
+61 (0) 3 9576 9944.    

AUTOMOTIVE DEALER WEBSITE 
AND TRADE DIRECTORY LAUNCHED



SWANN: PROVIDING 
INSURANCE TO OVER 750,000 

AUSTRALIANS SINCE 1956.

Proudly Australian owned 

and operated, and part of 

one of Australia’s largest 

general insurance groups, the 

Insurance Australia Group, we 

provide protection to motorists 

throughout Australia with our 

tailored yet comprehensive range 

of personal insurance products 

ofering a variety of policy options 

to suit individual needs.

WE OFFER:
•	 Motor	Vehicle	Insurance

•	 Loan	Protection	Insurance

•	 Business	Use	Loan	

Protection Insurance

•	 Tyre	&	Rim	Insurance

•	 Gapcover	Insurance

•	 Purchase	Price		

Protection	Insurance

•	 Novated	Lease	Insurance

•	 Extended	Motor	Vehicle	Warranty

If you’re interested in growing your Insurance business, please call us on 03 9279 5221


