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With now almost 1000 new AADA 
members, including the support 
of AHG – the country’s largest 

motoring group – the AADA continues 
to grow and establish itself as the voice of 
Australia’s new car Dealers.

Through the establishment of new 
communication channels, such as the one 
you’re reading right now, the AADA is now 
sharing information with more members and 
industry stakeholders than ever.

The AADA’s role involves not only talking, 
but actively listening to the men and women 
who live and breathe the industry every day. 
As such, the AADA completely encourages 
participation from Dealers and other auto-
industry participants across all of the channels 
which are now in place. 

From attending the prestigious AADA 
National Dealer Convention in July, to formal 
policy submissions as well as on social media 
and beyond – your involvement with the 
AADA will bring the entire industry closer 
as well as make it stronger. The AADA would 
also like to extend an invitation to Dealers 
who’d like to get in touch with board members 
personally. Whether you’ve got a question, 
need advice or have a suggestion – your 
feedback is important to us. You can find 
contact information for all AADA board 
members on our website – aada.asn.au.

MEMBERS MAKE THE DIFFERENCE 

Patrick Tessier
AADA CEO

This month in Automotive Dealer we reveal 
exciting news about the launch of the 2015 
Deloittes/AADA joint NADA study tour. 
2015’s NADA is set in the stunning San 
Francisco, and the study tour on offer truly 
offers the most outstanding blend of adventure 
and opportunity – it’s well worth a look. Aside 
from this, you’ll find the usual mix of policy 
articles and interesting interviews. We also 
provide a breakdown of the new car market 
as well as a list of exciting upcoming models 
arriving on Aussie shores.

Indeed, it’s another jam-packed edition and 
just in time for the 2014 Convention this 
Thursday 10 – Saturday 12 July. See you there!

When Michael Tynan was the national 
President of AADA in February 
2010, in a letter to the AADA board 

and the executive directors of the State and 
Territory associations, he said:

‘Many Dealers have loud voices, but that 
doesn’t respond into progressive action’ 
He went on to say, ‘I strongly suggest that 
AADA must also come to terms with reforms 
necessary to ensure a true and realistic model. 
To do nothing and continue as currently 
cannot be in Dealers’ best interests.’

As one of those Dealers, Michael’s comment 
resonated with me deeply. Taking up 

FROM THE AADA CHAIRMAN

Ian Field
AADA Chairman

the challenge to find a” true and realistic 
model” has been a very difficult journey. 
The opposition to Dealers conducting their 
affairs, within their own association is well 
documented, especially since early last year.

The ongoing opposition to dealers having 
a separate association is an irritation and a 
waste of time and money, but will not stop 
the considerable momentum achieved in 
a very short time. The focus for the AADA 
board who now represents members who sell 
about half of the Australian sales volume, is 
getting all Dealers to understand the need for 
a separate and qualified voice for our industry. 
Loud voices certainly will not solve complex 
problems. 

Well considered policy positions and a 
professional relationship with government and 
the OEMs will make a difference.

In my view we don’t need more legislation; 
there is a lot in place already. What we need 

WELCOME       Australian Automotive Dealer Association

is to be taken seriously, because we represent 
ourselves in a way that cannot be ignored.

With a lot of water under the bridge in the four 
years since Michael laid down the challenge, 
there are now a number of very influential 
Dealers who have taken up the challenge to 
create a real national body, staffed by people 
qualified to talk on the behalf of Dealer’s.

There is still a long way to go and much yet to 
be done. 

Without the support of the whole Dealer 
network and funding estimated by BDO to 
be around $3 million a year, we can’t properly 
represent the $72 billion dollar per year 
industry in which we conduct our business.

I urge you to do all you can to support the new 
Australian Automotive Dealer Association.
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‘Many imports will not meet 
Australia’s strict design and 
compliance laws. So in an 
open slather market, if we 
were to allow it, you can bet 
that self-interest will beat good 
ethics when a myriad of “back 
yarders” and shady unlicensed 
operators abound. The losers 
will be the public who have 
become accustomed to getting 
what they think they are 
getting.’
What seems clear is that while conditions 
surrounding large-scale imports into New 
Zealand have certainly improved, it has been a 
long road to recovery. Edwards identifies that 
while cars being sold into New Zealand from 
Japan were at almost scrap value years ago, 
today ‘competition and stiff regulation’ means 
vehicles are newer and better.

But better than the equivalent new cars being 
sold in showrooms? Not likely.

AADA remains firm on the point that 
Australia’s new car prices are already at 20 year 
lows and belong to a market that is the most 
competitive in the world, with more than 65 
brands on sale all of which must adhere to 
strict design standards…

As Terry Keating puts it, ‘why on Earth would 
we want to change any of that?’

An article run by Carsguide 
about the risks and pitfalls of 
importing used vehicles on a 
large-scale into Australia has 
attracted much attention – 
including our Kiwi cousins.

The Carsguide article contends that while 
on the surface imported used cars may 
seem like a good idea, in reality they 

would have a damaging impact on consumers 
as well as the overall Australian car market.

This is a sentiment echoed by the AADA 
which has, in previous issues of Automotive 
Dealer, outlined the various and severe 
disadvantages that relaxing bans on large-scale 
imports could create. 

However, in a recent article by online editorial 
website Autotalk, Carsguide is accused 
of getting its facts wrong, with the author 
asserting that the Carsguide piece was a 
‘beat-up of the trade by Federal Chamber of 
Automotive Industries boss Tony Weber’.

Penned by Autotalk Managing Editor Richard 
Edwards, the New-Zealander mentions that as 
a Kiwi, he has firsthand insight and experience 
into the used import trade. 

He goes on to admit that while ‘new vehicle 
sales are only now reaching the levels of the 
early 1980s’ in New Zealand, tight restrictions 
on the purchase of new vehicles and inflated 
prices played a major role in slow sales. 

USED CAR IMPORT 
DEBATE INTENSIFIES

AADA Policy Chair, Terry Keating’s response 
to this is potent:

‘Edwards tells us that his country has, in 2014, 
just managed to achieve new car volumes 
equal to the early 1980s, this hardly seems an 
outcome to be proud of…’ he said.

By comparison, in 1982 Australia sold roughly 
500,000 new cars. Today the number is 
approaching 1.2 million units. And despite 
this massive increase in the numbers sold (and 
subsequent increase in cars on our roads) 
Australia’s road toll has declined by more 
than half in absolute numbers. Of course 
better roads, roundabouts, and drink driving 
laws have all played a part, but so too has the 
enormous improvement in vehicle design and 
the inclusion of standard safety features. 

‘It is without dispute that a typical 2014 
new car will be much safer to drive than an 
equivalent five year old one’ Mr Keating said.

Regarding the tampering of odometers – a 
major concern for the Australian market, 
Edwards asserts that ‘it is illegal to import 
a vehicle with a tampered [odometer]’ 
and according to Edwards, is now a rare 
occurrence in New Zealand.

The AADA believes that this is arguable, 
with firsthand knowledge about the practices 
of some Japanese car exporters and their 
apparent cavalier attitude towards history and 
speedo records. 

In the Australian market, where strict design 
and compliance laws exist, the temptation to 
tamper with this type of data could be even 
higher, explains Mr Keating:

POLICY VIEWPOINT       Australian Automotive Dealer Association 
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of January 1, 2015 is fast approaching and will 
likely affect Dealers who sign new (or renew) 
agreements after this date. Dealers should also 
consider deferment of a new agreement until 
after the commencement of the new changes.

In what will no doubt be a highly 
informative and compelling address at this 
year’s Convention, the AADA is proud to 
welcome Evan Stents as a key speaker at 
the event this July – no doubt unlocking an 
outstanding opportunity for Dealers.

Stents’ presentation Motor Vehicle Dealers – 
Your Ideal Franchise Agreement will explore 
how proposed changes to the Code (along 
with the quickly changing automotive industry 
landscape) is set to alter the face of Dealer 
Franchise Agreements forever.

An ‘ideal’ Franchise Agreement between 
Dealers and manufacturers may never exist, 
and Stents will demonstrate how these 
aforementioned legislative changes could 
mean good news for Dealers if adopted.

For example, compensation for non-renewal 
or changes to ‘end of term’ agreements, along 
with greater disclosure about the conditions 
surrounding control and management of 

POLICY VIEWPOINT       Australian Automotive Dealer Association 

In the last issue of Automotive Dealer, a 
number of significant proposed changes 
to the Franchising Code of Conduct were 

uncovered. 

When the Federal Government released an 
exposure draft of the new Competition and 
Consumer Amendment Bill 2014 (Bill) and 
Competition and Consumer (Industry Codes-
Franchising) Regulation 2014 (Regulation) 
earlier this year in April, a timetable outlining 
key Franchising Code amendments was also 
released.

The proposed changes are wide-reaching – 
dealing with issues as diverse as online sales, 
civil penalties and new obligations for parties 
to ‘act in good faith.’ 

Last issue’s Franchising Code article, penned 
by HWL Ebsworth Lawyers Lead Partner, 
Evan Stents, also uncovered a raft of other 
substantial changes. These include new 
minimum terms in Dealer agreements along 
with stronger auditing powers for the ACCC 
in ensuring compliance with the Code.

Although the new Code is expected to 
undergo some further amendments before its 
release – the scheduled commencement date 
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FUTURE FRANCHISE AGREEMENT  
A HOT TOPIC AT CONVENTION
The 2014 AADA National Dealer Convention will take an in-depth look at how changing market 
trends and laws will demand the need for a changed Franchise Agreement for Dealers.

PICTURED: Evan Stents, HWL Ebsworth Lawyers 
Lead Partner, will present ‘Motor Vehicle Dealers – 
Your Ideal Franchise Agreement’ at this year’s AADA 
National Dealer Convention.
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online sales are just two of the potential 
outcomes from the revised Code that all 
Dealers should be aware of.

However, legislative changes to the Code 
account for only one side of the story.

The gradual, albeit dramatic, shift in the 
conditions of the motor vehicle market 
provides another reason why Franchise 
Agreements will change (or need to change) – 
and this will be another area of focus in Stents’ 
address at the Convention.

In the new market landscape, changes to 
Franchise Agreements will (or should) arise 
out of the various structural changes to 
the motor vehicle market currently taking 
place. One particularly clear example is 
the impending end of local motor vehicle 
manufacturing. This has (and will continue) 
to raise a number of questions about how 
the auto industry is organised and how laws 
impacting on competition are structured 
moving forward.

Another major structural change surrounding 
Dealer Franchise Agreements includes the 
continued fragmentation of the market. 
Increasingly low tariffs, coupled with a 
growing stream of new marques being sold in 
Australia, is raising questions about how these 
variables are being addressed in agreements 
between manufacturers and Dealers. And 
indeed, they need to be asked. 

The same goes for the rising volume of  
online sales.

The internet continues to change the way 
Dealers run their businesses. In many ways, 
the online world has created ‘a second front 
door’ for dealerships as well as blurred the 

lines of traditional notions of the Dealer Prime 
Market Area (PMA). As manufacturers further 
invest in their online activities as well as those 
of their franchisees, changes to the Franchise 
Agreement will need to take into account the 
interests of both parties.

So with all this in mind, what does the ideal 
Franchise Agreement look like?

Evan Stents will paint a vivid picture, outlining 
the changes which should ideally occur in a 
new market and trading landscape.

Among the changes that would benefit Dealers 
are more realistic settings of KPI targets – 
particularly in relation to the fragmented 
market and the manufacturer’s ability to 
terminate Franchise Agreements for failing to 
reach KPIs. 

Manufacturers who no longer enjoy the 
dominant market share that they did with 
domestic manufacturing operations (when 
tariffs were much higher) should also be taken 
into account.  

Reducing requirements for dealership size and 
capital expenditure is another ideal Franchise 
Agreement change, including manufacturers 
adjusting their expectations of dealership sizes, 
especially when their market share does not 
justify ‘massive glass-boxes’.

Similarly, when it comes to requirements for 
capital expenditure on dealership upgrades 
and marketing, there should be realistic 
recognition in Franchise Agreements of the 
market pressures faced by Dealers.

With the aforementioned fragmentation of the 
motor vehicle market, Dealers need flexibility 
in how they run their business. As such, 
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eliminating multi-franchise restrictions when 
no single manufacturer has a dominant market 
share, should not be restricted.

More certainty about profit margins, including 
proper recognition of a Dealer’s entitlement 
to reasonable profits, as well as more security 
of tenure to project and protect return on 
investment should also be outlined in an ideal 
Franchise Agreement.

Since the AADA began its revitalised quest to 
protect Dealer interests, ensuring a fair and 
advantageous Dealer Franchise Agreement has 
been amongst our highest priorities – and with 
good reason.

In many ways, the Franchise 
Agreement is the binding 
document which governs 
the success (or failure) of the 
dealership business. As the auto 
industry market continues to 
evolve, the importance of an 
accommodating and up-to-date 
agreement only becomes more 
important.
The AADA wants a fair playing field for 
Dealers and believes that all Dealers who 
are serious about the future of their business 
should be seeking the same outcome.

Don’t miss Evan Stents at this year’s AADA 
National Dealer Convention as well as the 
various Q&A sessions which will focus on this 
major issue. 
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Some Dealers have expressed concern 
towards the future of their online 
presence, as more manufacturers 

demand dealerships adopt universal websites. 
These websites, which are being commissioned 
by the OEMs and implemented by all 
dealerships representing the brand, are raising 
questions about the level of control Dealers 
have over their online presence now as well as 
in the future.

Today more than ever all businesses, including 
new car dealerships, have an enormous task to 
represent themselves effectively in the digital 
marketplace. Indeed, sales are being won 
and lost off the back of online reputation and 
functionality. 

Unsurprisingly, recent statistics from the 
US indicate that 90% of car buyers research 
online before making a purchase. It’s no secret 
how big online trade is in Australia either. In 
fact, just recently we broke a new record with 
results from Roy Morgan Research indicating 
that the number of Australians who shop 
online has tipped over 50 per cent. 

Undoubtedly then, the way businesses are 
perceived and represented online is critical 
for Dealers; a sentiment reinforced by AADA 
CEO Patrick Tessier.

‘Every Australian dealership should be in the 
mindset that they have two front doors; their 
bricks and mortar dealership and online... 
It’s simply not enough to purely rely on your 
physical address anymore’ he said. 

But how much control does a Dealer have in 
their online presence when their identity is 
being controlled by the manufacturer? And 
does the manufacturer have the Dealers’ best 
interests in mind?

Opinion remains divided.

A well-known example of OEM website 
control is the Holden Cobalt system. In 
recent years Holden officially implemented 

a universal website design across its entire 
franchisee network. The one size fits all 
approach means that small country Holden 
dealerships now have an almost identical 
website interface to those in the major cities 
and suburbs. Dealers have limited freedom to 
customise the template, though there’s some 
room to alter special offers and messages in 
various fixed areas.

For some Dealers the website has provided a 
cost-effective and modern solution; one that 
has far surpassed their original online address. 
Other Dealers however, have complained 
of an identity crisis, lamenting their loss 
of individualism and the opportunity to 
showcase their uniqueness and history.

It is this loss of distinction which is a particular 
concern for the AADA. 

Whilst the manufacturer’s desire for 
dealerships to have a professional and up-
to-date website is certainly understandable, 
using a ‘cookie cutter’ approach to online 

DEALERS LOSING FACE
As more manufacturers demand a ‘one size fits all’ approach to online dealerships,  
they are put at risk of losing the critical elements that make them unique.

dealerships, some of which have been involved 
in their local communities for decades, is risky. 

For example, the AADA knows of several 
dealerships in operation for more than 
50 years which have worked tirelessly to 
establish a unique personality, but now 
appear camouflaged online amongst their 
competitors. 

According to Patrick Tessier, dealerships 
are being viewed by some manufacturers 
as ‘billboards’ for the brand, rather than a 
distinctive business.

‘The manufacturers are not 
carrying the large financial 
risks of operating the 
dealership business, but are 
increasingly taking the Dealers’ 
freedom to position themselves 
appropriately in the market’  
he said.

Other considerations surrounding this issue 
include how the OEM-controlled websites are 
set up. While Dealers moving a high volume 
of new cars is especially important for the 
manufacturer, this only forms one portion of 
the dealership business. Manufacturers who 
don’t place equal importance on the used-car 
and service components of the business online, 
may put Dealers at risk.

What’s clear is that much of the success 
of dealerships now and in the future will 
rely on their online presence. While it’s 
understandable that manufacturers require 
Dealers to use a professional website, how 
much of that website is controlled by the 
manufacturer should be examined carefully to 
ensure a fair outcome for all.

POLICY VIEWPOINT       Australian Automotive Dealer Association 
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Australian dealerships will have a new 
and outstanding opportunity to increase 
their knowledge and add valuable skills 

to their team in the form of NADA University.

In a landmark agreement recently reached, 
AADA in conjunction with the National 
Automobile Dealers Association (NADA) 
will bring their coveted education program to 
Australia. Without a doubt, NADA is amongst 
the leading automotive dealer associations in 
the world and so it is with great anticipation 
that this news is announced. 

NADA University provides the US 
automotive and truck industry with the most 
comprehensive source of web-based education 
and training, including invaluable skills in 
dealership management and profit building 
The courses are backed by quality teachers 
and industry pioneers, combining an excellent 
blend of theoretical and practice-based 
knowledge. 

In Australia, NADA University will initially 
offer three courses:

Service Department Operations 
Management 

The training will consist of three days of 
instructor-led training, focused on trainingthe- 
trainer on service department operations 
management and two days of working with 
the NADA University instructor. In the last 
two days of training, the AADA trainers will 
teach back the key elements of the training to 
the instructor, ensuring they understand and 
can deliver the NADA content. The content 
of the course will be provided in advance so 
the trainers can become familiar with the 
information. At the end of day three and day 
five, the subject matter expert will provide two 
written performance evaluations to AADA 
on the proposed AADA instructor(s). The 
proposed AADA instructor must receive final 
approval by the NADA instructor as to their 
ability in teaching the course content.

Foundations to New & Used Vehicle 
Management 

The training will consist of two days 
of instructor-led training, focused on 
trainingthe- trainer on the new and used 
vehicle departments and one day of working 
with the NADA University instructor. In the 
last day of training, the AADA trainers will 
teach back the key elements of the training to 
the instructor to ensure they understand and 
can deliver the NADA content. The content 
of the course will be provided in advance so 
the trainers can become familiar with the 
information. At the end of day three, the 
subject matter expert will provide one written 
performance evaluation to AADA on the 
proposed AADA instructor(s). The proposed 
AADA instructor must receive final approval 
by the NADA instructor as to his/her’s ability 
in teaching the course content.

Advanced New & Used Vehicle 
Management

The training will consist of two-days of 
instructor-led training, focused on training 
the trainer on the new and used vehicle 
departments and one-day of working with 
the NADA University instructor. In the last 
day of training, the AADA trainers will teach 
back the key elements of the training to the 
instructor to ensure they understand and can 
deliver the NADA content. The content of 
the course will be provided in advance of the 
training to AADA so the trainers can become 
familiar with the information. At the end 
of day three, the subject matter expert will 
provide one written performance evaluation to 
AADA on the proposed AADA instructor(s). 
The proposed AADA instructor must receive 
final approval by the NADA instructor as to 
their ability in teaching the course content.

Each course caters to Dealers with different 
levels of experience and will be facilitated by 
AADA’s own education provider, the MTA 
Institute of Technology (MIT). Once the 
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NADA UNIVERSITY IS A GAME CHANGER
For the first time in history, the AADA will make NADA University  
available to Australian Dealers in a recently approved landmark agreement.

program is rolled out, there will be nowhere 
else in Australia where Dealers can improve 
their skills and knowledge in dealership 
management with a syllabus specially tailored 
to the industry. 

Further details about the courses and how to 
apply will be revealed at NADA University’s 
official Australian launch at this year’s AADA 
National Dealer Convention. 

This latest development is just one of many 
exciting advancements the AADA has 
made towards providing a fully supportive 
and enriching Association for Dealers. 
AADA CEO Patrick Tessier anticipates a 
positive response from both Dealers and 
manufacturers alike:

‘NADA University is just another step in the 
AADA’s plan to offer Dealers the greatest 
chance at business success. This is a very 
positive move for the industry and we hope 
that manufacturers embrace and participate 
in this development, which can only make 
newcar franchises stronger’ he said.

Through programs such as its university, 
NADA enjoys a membership rate of 95 
per cent from almost 16,000 new car and 
truck Dealers, with 32,500 domestic and 
international franchises. 

Indeed, the makings of a great association lie 
not only in its ability to work with policy, but 
in what it can offer members to improve their 
skills and businesses. 

The steps that the AADA has made to bring 
this enriching education program to Australia 
demonstrate its commitment to being a great 
association.

For more information about NADA University 
and how you can be among the first to benefit 
from these unique education opportunities, 
join us at the 2014 AADA National Dealer 
Convention from July 10-12.
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AADA Chairman Ian Field shares 
his insights into the current legal 
dispute with the defunct MTAA:

Understanding the current legal dispute 
between the defunct MTAA and the 
new AADA is only possible when the 

history of AADA and MTAA is properly put 
into context. The AADA has been in existence 
for 46 years, predating MTAA by 20 years. 

Arguments that MTAA still has control over 
assets which were created by Dealers are 
highly questionable. Unfortunately, Dealers 
who have been distracted by running complex 
businesses have allowed non-dealers in the 
past to control the Dealer agenda. It’s not 
surprising that now, non-dealers are reluctant 
to relinquish control. 

In 1968, Dealers from around Australia 
agreed to the formation of a national body 
to represent their interests. This became the 
Australian Automobile Dealers Association 
(AADA). Traditionally, the problem for 
Dealers has been that industry Associations 
have had to represent Dealer competitors, as 
well as Dealers. 

For example, the VACC in recent times has 
been supporting an agenda which benefits 
independent repairers, but puts Dealers at a 
disadvantage in the form of the ‘right to repair’ 
debate. With the intervention of the AADA, 
we now have an agreement for an industry 
code of conduct, providing repair information 
by the OEMs at a reasonable price. 

In 1985, the State and Territory AADA chairs’ 
understanding of the need for Dealers to 
operate within their own company, rather 
than an unincorporated body with no legal 
standing, created the Australian Automobile 
Dealers Association Limited. 

The intention was to acquire, at the appropriate 
time, the assets of the unincorporated AADA. 
This was sidelined by a decision in 1988 to 
form MTAA Limited as a peak body for the 
allied motor industries. The unincorporated 
AADA however, continued to operate and in 
1989 agreed to a joint budget with MTAA.

With the retirement of foundation directors by 
2004, AADA Limited’s purpose was changed 
to one of protecting the AADA name. More 
unsettling was the change made from being 
limited by the guarantee of motor dealers, to 
a company limited by shares. Two shares were 
issued during this time to MTAA Limited. 
These changes were approved and instigated 
by the then sole director, a non-dealer.

AADA the company, never traded and AADA 
activities continued in the unincorporated 
AADA until the demise of MTAA in 2010.
AADA never agreed to become an allied 
industry division of MTAA as some have 
suggested. It held its 43rd and last AGM in 
February 2011.

In 2010, the eight State and Territory 
associations agreed to the formation of 
the Australian Motor Industry Federation 
(AMIF). As part of this restructure, the 
AADA would no longer have a joint 

budget and would become a full member, 
paying full membership fees. An amount of 
approximately $300,000 was transferred from 
the MTAA bank account to an AADA Pty Ltd 
bank account. 

MTAA also required that three units in 
a Canberra building trust, worth about 
$450,000, be transferred to this AADA 
Company. The Trustee at the time did in 
fact recognise that change of ownership and 
as such, changed the trust register with the 
consent of all parties.

The most appropriate ownership for a 
non-profit association is one limited by 
guarantee, rather than shares. Australian 
tax law prohibited the reversal of the now 
AADA share company back to one limited 
by guarantee and as a consequence, a brand 
new AADA was formed with a slightly 
different name - Australian Automotive Dealer 
Association Limited. 

This company now majority owns the old 
AADA company, renamed Dealer Support 
Services Pty Ltd.

So why has the AADA board instigated legal 
action against the building trustee and MTAA?

Legal proceedings have been commenced 
primarily because the old AADA Company 
has sought to sell its units in the House Trust, 
and the Trustee has denied that the old AADA 
Company is a Unit holder. 

Adding to this, the old AADA Company 
has sought to have the registration of the 
trademark in the old AADA name and logo, as 
well as a website, assigned to it as the rightful 
owner of that intellectual property – but 
MTAA Ltd has refused to do so. 
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A ‘Code of Practice’ being drafted by 
the Federal Chamber Of Automotive 
Industries (FCAI) regarding access to 

repair information has satisfied most of the 
concerns expressed by interested parties in a 
meeting held on May 27 in Canberra.

Automotive Dealer has been closely following 
the issue which has caused much disagreement 
between the AADA and other industry 
bodies such as the Australian Automotive 
Aftermarket Association (AAAA).

While the AAAA, which represents parts 
manufacturers, has lobbied using their ‘right 
to repair’ campaign, AADA has expressed the 
view that the real issue is about access to data 
captured by on-board computers on modern 
cars. AADA maintains that the ownership 
of this data has nothing to do with repair 
information and is of no value to independent 
operators. Instead, it’s required for warranty 
and ongoing product improvement.

At the meeting in May, representatives from 
AADA, FCAI, Australian Motor Industry 
Federation (AMIF), Australian Automobile 
Association (AAA), Victorian Automobile 
Chamber of Commerce (VACC), Ford, Toyota 
and Mitsubishi were in attendance.

There was universal acknowledgement by the 
parties that the FCAI Code had addressed 
most of the issues and that the intention of 
the Code is to work in the best interests of 
the consumer. The AADA policy committee 
chairman commented that Dealers could not 
handle the repair and maintenance of the 
whole Australian fleet and there will always 
be a place for professional and well-equipped 
independent repairers.

Amongst the discussions was an 
acknowledgement that repair information is 
available and will continue to be available, at 
a cost, through internet-based delivery. There 
was also talk about making Technical Service 
Bulletins (TSBs) available. However, it was 
accepted that until finalised, TSBs are generally 
work-in-progress documents and cannot, for 
legal reasons, be made available until they 
become part of the official service manual.

The diversity of the Australian fleet was 
recognised by all as the major challenge for 
repair technicians. Regardless of whether the 
repairer is a Dealer or independent, such a 
varied fleet of cars on Australian roads makes 
repairing any make and model which turns up 
for the first time nearly impossible. 
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In terms of fitting non-genuine parts during 
serving and repairs, opinion remains divided. 

While AADA and FCAI believe that the 
customer should be informed if non-genuine 
parts are being used, AAAA contend that it is 
not necessary because customers are protected 
by consumer legislation. 

In previous issues, Automotive Dealer has 
reported the conflict that the VACC has 
experienced attempting to represent both 
Dealer and aftermarket industry members. 
This was further demonstrated in the May 
meeting where the VACC’s continued push for 
vehicle security information to be available for 
qualified independent technicians was clear. 
This conflicts with its representation of Dealer 
member interests.

Moving forward, members of the FCAI 
will adopt the Code as the FCAI Repair 
Information Industry Code. 

It is expected that an ‘agreement document’ 
much the same as the FCAI code, will be 
signed by all parties including AADA, by 
mid-year. 
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The Abbott government’s first budget has 
caused a monumental reaction from 
the Australian public, not to mention 

countless responses from key political figures, 
spectators and media commentators.

In a recent statement, Tony Abbott himself 
admitted that ‘we nearly always get a critical 
reaction to a tough budget… and we certainly 
expected a reaction to this Budget.’

But with sliding polls, tough resistance from 
opposing political parties and dramatic public 
protests (such as those witnessed towards Julie 
Bishop at the University of Sydney), it seems 
the Government has its work cut out for it to 
sell the Budget. Aside from the general public, 
State and Territory Governments have also 
been very vocal about loss of funding.

A recent opinion poll suggests that voters 
believe the Abbott government’s budget 
unfairly targets the elderly, low-income 
earners and average families. The Essential 
Poll published in late May reveals that the 
Government’s most unpopular measures 
include the deregulation of university fees, 
increase in pension age and co-payments for 
prescription drugs and GP visits.

Results from the survey go on to suggest 
that more than half of the voters agree with 
statements such as ‘This budget hurts the 
most vulnerable in Australia’ and ‘This budget 
only cares about the bottom line and not the 
people.’

The perception that people are ‘worse off’ 
has the potential to impact household 
consumption and consumer confidence.

In terms of Australia’s opposition party, 
data is varied, but results from Newspoll, 
Nielsen and Essential are all clearly in favour 
of the Australian Labor Party, while Tony 
Abbott’s personal approval rating has taken a 
substantial hit.

The response from other political figures has 
also been strong. 

Clive Palmer, Leader of the Palmer United 
Party (PUP) expressed his disapproval towards 
the range of broken promises in the Budget 
as well as the impact it will have on the 
vulnerable.

‘There is no debt crisis so this is an excuse to 
have an ideological budget, one that can hit 
people that they don’t like’ he said. 

The PUP leader has also vowed to oppose large 
parts of the Abbott budget in the Senate, citing 
that Australians have not received what they 
were promised.

‘People thought they were voting for one thing 
and [are] getting something else’ he said. 

This is a sentiment that’s being echoed by 
many others who are disgruntled by the 
Government’s breaking of clear pre-election 

promises, such as not increasing taxes or 
making cuts to education spending.

So indeed, a substantial backlash to the 2014 
Budget has been witnessed. But just like all 
political issues, opinion is divided. There’s no 
better place to witness this than on the Prime 
Minister’s own official Facebook page for 
example. 

While some dogmatically oppose Abbott 
and the Budget, others continue to applaud 
it and never fail to mention the prospect of a 
sustainable future budget. The good news is 
the Reserve Bank has decided to leave the cash 
rate unchanged at 2.5 per cent.

To keep informed about the latest Budget 
developments follow AADA on Twitter  
(@AADA_ASN) and LinkedIn.

BUDGET BACKLASH
From impassioned public demonstrations, to sliding poll results and intense 
media coverage, reaction to the 2014 Federal Budget has not gone unnoticed.
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the objective of the Association should be to 
promote an open dialogue and transparency 
between stakeholders. It states its goal to:

‘Foster harmonious, co-operative 
and profitable relations between 
the dealer body, distributors and 
manufacturers, and to encourage 
the highest ethical standards by 
providing an effective means of 
communication for the exchange 
of ideas.’

We couldn’t have said it better ourselves… 
although technically, we did say it, didn’t we?

Other objectives stated in the document 
include promoting discussion surrounding 
all issues affecting the industry as well as 
maintaining contact with the Legislature of the 
Commonwealth of Australia.

Through our latest initiatives, such as the 
creation of this very publication, along with 
lobbying the government in regards to policy, 
the reinvigorated AADA clearly shares in the 
vision of its founders.

Indeed, the original goals and purpose of the 
AADA are now more vigorous than ever and 
will no doubt grow in strength in years to 
come.

To see the full 1975 AADA Position Statement 
document, head to aada.asn.au

A position statement from the AADA, 
when it was previously referred to as 
the Australian Automobile Dealers 

Association has surfaced and reveals some 
fascinating insights.

The document, which details the AADA’s 
position on relations between factory, Dealers 
and state organisations, is dated February 
1975, seven years after the AADA was first 
founded in 1968.

Amongst the document’s pages are statements 
of objectives and goals very much in line with 
the revitalised AADA today. 

One significant objective devised by the Dealer 
councils and groups at the time relates to 
communication and transparency. It states that 

HISTORY REPEATING ITSELF
After almost 40 years, the AADA is now more in line with its original goals and objectives than ever.
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His specially tailored presentations will cover 
‘Living as a Leader’, ‘Premium Customer 
Care’, ‘Player Development’ and ‘Level 10 
Experience’ – each one a blueprint on how 
A Successful Dealership is the Result of a Well 
Planned Journey. Those who saw Cummings in 
2007 will recall his passion for advising Dealer 
Principals and managers on how best to reach 
their goals. If you missed his presentation 
then, you can you can bet a mountain-top 
experience is coming your way.

The closing keynote will be delivered by 
Australia’s second longest serving Prime 
Minister, the Honourable John Howard OM 
AC SSI on Saturday 12 July at 4.15pm. During 
his 11 years in the top job, his government 
introduced a raft of reforms including the 
sale of Telstra, the restructuring of industrial 

In 2013 we had Martin Ward, AP Eagers 
CEO, international guest David Kain and 
the ex-Chairman of Toyota Australia, John 

Conomos OAM who shared their unique 
insights and business expertise with us.

This year, we’ve raised the bar even higher by 
presenting three individuals with a mountain 
of in-the-trenches knowledge and hands-on 
experience in their chosen professions.

The real deal kicks off on Thursday 10 July 
at nine o’clock when Veronica Johns, the 
Australian President and CEO of Fiat Chrysler 
Group will deliver the Convention’s Opening 
Keynote address and share with us what it 
takes to get to the top in an industry that 
has traditionally been a male dominated 
one When Johns was appointed in 2013, 
she became the first Australian woman to 
run a local car company, and the outgoing 
CEO Clyde Campbell said: “When they did 
the assessment, Veronica was by far the best 
candidate.”

Our international guest speaker this year is 
Paul Cummings who we welcome back after 
a seven year absence to deliver four 90 minute 
workshops on Friday 11 July at 8.30am, 
10.15am, 2.00pm and 3.45pm.

AADA CONVENTION UPDATE - 
IT DOESN’T GET ANY BETTER THAN THIS
Every year the AADA Convention provides attendees with a dynamic, information-and-inspiration 
packed line-up of high profile keynote speakers and leading industry figures.
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relations and the introduction of a goods 
and services tax. It was reported that at a 
recent post-budget breakfast, the former PM 
described Treasure Joe Hockey’s first budget 
as a “the main game budget” for which the 
government should be largely commended. 
He added that other necessary reforms are 
taxation and labour market reform. What 
other key changes and economic measures 
will need to be introduced to bring Australia’s 
budget back into the black and help the 
country move forward?  These and other 
insights will no doubt be revealed when 
Howard presents the closing keynote at this 
year’s convention.

Together, these three influential speakers 
will provide attendees with one of the most 
exciting and stimulating Conventions in years.
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LOST IN 
TRANSLATION

Did Australia really sell a record number of new cars last year? It’s a question 
that’s increasingly being asked as speculation about Cyber Cars intensifies.

Last year Australians were reported to 
have purchased a record-breaking 1.136 
million new cars; however a shadow 

is increasingly being cast over this glowing 
figure, spurred on by plummeting sales results 
from many of Australia’s key manufacturers in 
the first quarter of 2014.

In a bid to meet internal sales targets and 
increase market share, many major car 
manufacturers are being accused of counting 
thousands of cars as sold, when instead they’re 
simply being crammed into Dealer lots for 
customers who don’t exist.

These seemingly ‘lost’ cars are commonly 
referred to as cyber cars – counted as sold, 
but remaining locked away in dealerships and 
holding yards.

Examples of manufacturers with noticeably 
reduced sales in February 2014 for example, 
include Nissan which dramatically slid 45.7%, 
Honda – down 31.1% and Mitsubishi which 
slumped by 22% compared with the same 
month in 2012 (source: VFACTS).

AADA has learned that some industry 
spectators believe new car sales figures in 2014 
were exaggerated by as much as 100,000 units. 
As such, the resulting ‘sales slump’ experienced 
earlier this year is the consequence of the 
market catching up with itself.

Federal Chamber of Automotive Industries 
CEO, Tony Weber has credited the downturn 
in sales to an unconfident market. He 
maintained that last year’s sales figures were 
accurate.

‘We had a record year last year 
and we’ve seen a drop in the 
first two months of this year’  
he said.

‘I believe the slowing of the 
market has got to do with the 
nervousness in the economy’. 

Despite this assurance, others in the industry 
have referred to sales figures as completely 
inaccurate. Though cyber cars that are 
reported as ‘sold’ are only counted once by 
VFACTS, they may not actually be purchased 
by a customer until months after. This has the 
potential to severely distort the accuracy of 
sales data and can also create many pitfalls for 
Dealers.

The motivation for Dealers to accept a surplus 
of stock (already counted as sold) usually 
revolves around manufacturer bonuses. Some 
Dealers are offered substantial monetary 
incentives for buying in bulk, but don’t 
consider how these actions may affect their 
future profitability. In fact, there’s often great 
commercial risk for Dealers who are pressured 
and incentivised to bulk up on stock.

The cost of housing excess vehicles in storage 
facilities and on dealership lots is the first 
example where money can be lost. This is on 
top of the fact that cyber cars cannot be sold to 
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fleet buyers – which make up 50% of all new 
car purchases made in the country.

Oftentimes, it’s not particularly good news 
when the cars are eventually sold to customers 
either.

Since the cyber cars have already technically 
been sold, a number of questions become 
raised about the vehicle’s warranty, which often 
starts ticking before the car is used.

Many Dealers have to offer customers heavy 
discounts, cutting into any chance of making 
a profit on the sale, by advertising the vehicles 
as ‘undriven demonstrators’ in a desperate 
attempt to move the depreciating cars out of 
their facilities.

Unfortunately, it’s not only the Dealers with the 
cyber cars whose profits are being jeopardised. 
It’s affecting their competitors too. Substantial 
discounting on what are, in theory, brand 
new cars is forcing other Dealers who’ve not 
purchased cyber cars to cut deeper into their 
profits in order to keep up with competition.

AADA CEO Patrick Tessier described the 
cyber car trade as a risky business for new car 
dealers.

‘It’s bad policy that’s putting 
many Dealers under more 
pressure and substantial 
commercial risk’ he said.

However, Dealers aren’t the only parties being 
impacted by these cars lost in translation.

Finance companies are also carrying more risk 
as a consequence of the growing pool of cars 
placed in a category separate to unreported 
vehicles. While cyber cars are still technically 
new as defined by law, they can no longer be 
returned to the factory by the financier in the 
event that the dealership ceases to operate.

This poses an obvious risk to the financiers 
who may likely add risk premiums to finance 
costs as a consequence. 

This issue needs to be resolved in order to 
avoid such measures, a sentiment echoed by 
AADA Chairman Ian Field who sums up the 
entire situation well.

‘Cars should not be reported as retailed unless 
accompanied by a transport department 
registration. The reporting of a car as delivered 
is to satisfy budget objectives of the OEMs and 
puts other stakeholders in murky water’ Mr 
Field said.
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Every Dealer should be well aware of third line forcing, how it can  
impact their business and what solutions are available to them.

Third line forcing is prohibited 
in Australia under section 47 of 
the Competition and Consumer 
Act 2010 (the Act), yet many 
Dealers are unaware of what 
it means and how to protect 
themselves in their agreements 
with suppliers, financiers and 
manufacturers.

Third line forcing sits under the umbrella 
of exclusive dealing which encompasses 
a range of business practices, not all of 

which are against the law. It’s important to be 
aware of the distinctions between them and to 
know how to identify unlawful behaviour.

Generally speaking, exclusive dealing refers to 
the restrictions placed on a person’s freedom to 
choose with whom, in what or where they deal 
as set out by the other trading party.

Some examples of exclusive dealing include 
service stations that are tied solely to one 
petrol supplier or department stores which 
mandate certain brands don’t stock their 
products with competitors.

These types of exclusive dealings are common 
and only breach the law when they are 
deemed to substantially reduce competition 
in the specific industry. This could occur if 
consumers are severely restricted in their 
ability to access the product, or if there 
has been a serious and/or unfair effect on 
competition as a result of an agreement.

Unlike general exclusive dealings, third line 
forcing is completely prohibited under the Act.

Third line forcing occurs when a company 
supplies goods or services (or provides 
a discount or bonus) to a buyer on the 
condition that they purchase other goods or 
services from a third party that’s not related 
to the supplier.

For example, unless clear provisions have 
been otherwise agreed, a vehicle manufacturer 
cannot force a Dealer to use their preferred 
finance supplier or insurer as part of a trade 
agreement. The linking of dealer bonuses to a 
nominated supplier is sometimes used as an 
inducement.

In a similar example Dealers cannot offer 
customers a better price on a new car on the 
condition that they use the Dealer’s nominated 
finance provider.

So what motivates third line forcing?

In the first example, manufacturers could 
have special arrangements in place with a 
particular finance company where they receive 
a monetary incentive for referring customers. 
Forcing Dealers to use this financier however, 
could jeopardise their own arrangements with 
finance companies as well as limit competition.

In some cases there are justified commercial 
reasons to employ third line forcing. In terms 
of the franchisor/franchisee relationship 
there may be products or materials needed to 
operate the franchise that can only be obtained 
from a specific supplier. In these instances, a 
notification can be lodged with the ACCC to 
explain why third line forcing is required.

Generally though, this practise is not 
permitted and offending businesses can be 
penalised for ignoring the law. 

The AADA recommends that all Dealers 
become aware of third line forcing and review 
their existing agreements with suppliers. If 
you have any doubts about your business 
transactions, consult your legal advisors.

POLICY VIEWPOINT       Australian Automotive Dealer Association 

IS YOUR 
FREEDOM 
OF CHOICE 
LIMITED?



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



20  |  JULY/AUGUST 2014  |  automotivedealer.com.au

for an Ombudsman which will help support 
the 2500 new-car dealers around Australia 
operating under around 4000 franchise 
agreements.

As part of its submission, the AADA 
contended that the inconsistency and 
complexity of definitions of small business 
found in income tax and other legislation, 
should not be carried over to limit the 
Ombudsman as advocate. As such, the AADA 
believes that access to the Ombudsman by a 
business should be based on the relative size 
of that business in commercial dealings with a 
larger party. This will lead to a fairer and more 
inclusive approach for businesses, such as 
Dealers, whose operations are comparatively 
‘small’ when judged against the size of the 
global motor vehicle manufacturer.

Other considerations as part of the AADA 
submission relate to a level of confidentiality 
built into the Ombudsman framework. This, 
it is hoped, will enable the Ombudsman to 
receive and advocate on issues pertaining 
to the meanings of the misuse of power, 
unconscionable conduct, obligation to act in 

The Ombudsman’s main purpose will 
be to facilitate Commonwealth-wide 
advocacy for smaller enterprises.

As part of the Government’s commitment to 
make this change, funding of more than $6 
million will be contributed to the initiative. 
The Ombudsman will have a number of duties 
including Commonwealth-wide advocacy for 
small businesses and family enterprises as well 
as acting as a concierge for resolving disputes.

It is expected that the Ombudsman will also 
help contribute to the development of laws and 
regulations relating to small businesses along 
with providing information, resources and 
assistance for relevant industries.

As part of this scheme, a discussion paper 
on how the Ombudsman should best deliver 
benefits to Australian small businesses 
was released. Parties were invited to make 
comment on the proposed Ombudsman’s 
role based on a number key responsibilities 
outlined by the Government.

The AADA made a submission to the Treasury 
before the closing date of May 23, advocating 

AADA SUPPORTS SMALL BUSINESS AND 
FAMILY ENTERPRISE OMBUDSMAN
The AADA has welcomed the opportunity by the Hon Bruce Billson MP, Minister for Small Business 
to provide input on the Government’s commitment to transform the Australian Small Business 
Commissioner into a Small Business and Family Enterprise Ombudsman (the Ombudsman).

good faith and acting in legitimate commercial 
interests.

Updates on the progress of this issue will be 
uncovered in upcoming issues.
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PICTURED: The Hon Bruce Billson MP,  
Minister for Small Business.



The Personal Property Securities 
Amendment (Deregulatory Measures) Bill 
2014 (Bill) has recently been tabled in 

Federal Parliament and may change how cars 
under finance and serial numbered goods are 
protected under the PPSA. 

For car dealers specifically, if the Bill is passed, 
vehicles that are leased or subject to finance 
for a period of less than 12 months will not be 
required (or permitted) for PPS registration.

The most obvious advantage of this will 
be significant savings in compliance costs. 
However, other positive flow on effects are 
expected, including less pressure on small-
medium businesses to make registrations to 

avoid losing their security interests in serial 
numbered goods that are leased or hired out.

Currently, serial numbered goods (leased for 
a period over 90 days) are considered a PPS 
lease under section 13 of the PPSA. 

The proposed amendment to this section will 
see that leases of serial numbered goods over 
90 days, but less than one year, will no longer 
be PPS leases.

Since the PPSA began, section 13 of 
provisions has provided much confusion 
and administrative issues for small-medium 
businesses. Hire businesses for example have 
experienced particular trouble, with many 

entering into hundreds of leases every week 
and as a result, becoming overwhelmed with 
paperwork.

It is hoped that the proposed changes in this 
Bill will alleviate the pressure of registering 
excessive data on the PPSR.

As reported in the last issue of Automotive 
Dealer a full review of the PPSA announced 
by Attorney-General, Senator George Brandis 
QC, is currently underway. The AADA has 
sought comment from its members and its 
submission will be based on Dealer feedback. 

Watch this space for more PPSA updates as 
they arrive.

PROPOSED PPSA CHANGES GOOD NEWS FOR DEALERS
A significant change to the Personal Properties Securities Act 2009 (PPSA)  
could make life easier for Dealers.
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400 DEALERSHIPS

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 .

23 CAR BRANDS
1 CONFERENCE

Ph 1800 1800 13               fuchs.com.au

It takes a special lubricant company to reduce the friction. 
FUCHS Lubricants, proud sponsor of the AADA Conference.

1200 SALESMEN
1 CONFERENCE
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Amidst the significant negative 
response to the Abbott 
Government’s first Federal 
Budget, one issue that has been 
somewhat buried amongst the 
outcry is the collective impact 
of the expected loss in the value 
of company franking credits, 
coupled with the new deficit 
levy that is being imposed on 
individuals. 

The Scoping Paper sets out Treasury’s 
assessment of the risks facing the Australian 
corporate tax system and analyses a range 

of policy options to tackle the risks and makes 
findings and recommendations on reforms.

Dilution of franking credits

Whilst the Government has kept their election 
promise of reducing the company tax rate to 
28.5% effective from 1 July 2015, in the absence  
of special transitional rules, this measure will 
come at the cost of diluting the value of franking 
credits available in a company. As an aside, it is 
also noted that large companies that are subject to 
the paid parental leave 1.5% levy are not expected 
to obtain a franking benefit from this impost. 

Currently, a fully franked dividend of $70 has 
a $30 franking credit attached to it, which 
a shareholder can use to offset against the 
shareholder’s tax payable on the dividend. 
By reducing the company tax rate to 28.5%, 
assuming no transitional measures will be 
introduced, the $30 franking credit will only 
be worth $28.50, presumably from 1 July 2015. 
Therefore the shareholder will receive a lower 
franking credit to offset against his or her tax 
payable, which in the 2015/2016 financial year,  
is at the top marginal tax rate of 49%.

Impact of new deficit levy

The new deficit levy will kick in on 1 July 2014, which means that the top personal rate, 
inclusive of Medicare Levy, will rise to 49% from that date. 

What is the collective impact of these changes? 

The combined impact of these changes means that tax payable on franked dividends will 
increase, particularly for investors on the top marginal rate of tax. 

To provide a simple illustration of the position for franked profits of a company that have 
suffered tax at 30%:

CHANGES IN TAX RATES AND FRANKED DIVIDENDS. 
WHAT DOES IT ALL MEAN?
Ian Kearney  Partner - Moore Stephens Melbourne 

Junie Cheng  Manager Taxation - Moore Stephens Melbourne

* net of franking credit offset

+ cumulative – ie compared to 2013/14 as the base year

^ Illustration is of dividend payable during 2015/16 that has suffered tax at 30% rate, before reduction of 
corporate tax rate to 28.5% 

 2013/14 2014/15 2015/16

Pre-tax profits 1,000,000 1,000,000 1,000,000

Tax 300,000 300,000 300,000^

After tax profits 700,000 700,000 700,000

Franked dividend 700,000 700,000 700,000

Franking credit 300,000 300,000 279,021

Assumed shareholder tax rate 46.5% 49% 49%

Tax payable by shareholder* $165,000 $190,000 $200,699

% increase in tax payable+  15% 21.6%
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Australia’s fastest growing DMS

Auto-IT leads the way in mobile apps for tablets and 
smart phones. We pioneered  BI reports for dealers that 
stream live to mobile devices and we’re recognised 
around Australia for outstanding, cost-effective service 
and support. 

Over the last couple of years we’ve helped 
more dealers than ever before to switch across 
to Auto-IT, making us the fastest growing DMS 
company in Australia. 

auto-it.com.au | sales@auto-it.com.au
Discover what you’ve been missing. Talk to us today.

Missing something?

What does this mean? 

For shareholders that are merely passive recipients of dividends without any ability to 
influence the timing of company dividends, the above simply means that shareholders 
need to be prepared to suffer more tax leakage on franked dividends. 

However, in circumstances where the timing of dividends is somewhat discretionary, 
having regard to the circumstances of shareholders, as may be the case in some closely 
held private companies, it may be appropriate for a holistic view to be taken and for the 
timing of dividends to be potentially accelerated. 

One common circumstance where this may be appropriate to consider is where private 
companies have made Division 7A complying loans to related parties which are being 
progressively repaid via franked dividends on an annual basis. 

Depending on the circumstances, it may be appropriate 
to consider maximising dividends in earlier years that 
can be applied to meet required annual repayments in 
later years. The downside of such action is that it will be 
crystallising a tax liability earlier than would otherwise 
be the case, but the advantage is that it is crystallising a 
lower tax liability than would be the case for the same 
dividend declared in subsequent years. Obviously the 
time value of money is important to bear in mind in 
this regard, and whether the benefits of lower tax now 
is, in present value terms, superior to higher tax later is 
something that each taxpayer would need to determine 
having regard to their own circumstances.

Concluding remarks

As 30 June 2014 is fast approaching, taxpayers should 
carefully consider the impact of the tax rate changes 
on them. To the extent that the timing of dividends 
from companies is discretionary, all factors should be 
carefully considered in order to obtain the best possible 
tax outcome. 

If you wish to discuss the content of this article, or seek 
advice on tax and/or investment planning strategies, 
please speak to one of our Moore Stephens advisors.Private Company Pty Ltd

James Smith

Division 7A 
loan

Declare 
dividend

Pay off loan
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Deloittes/AADA Joint NADA 
Convention & Expo 2015 
Study Tour a First for 
Aussie Dealers.

KARL COMES OUT 
EVERY DAY IN ‘FRISCO’

As in previous years, the study tour will feature 
an exciting mix of business and pleasure. 

On arrival in San Francisco on Wednesday, 
21 January, attendees will be transferred to the 
dynamic W San Francisco which is located 
right next the Moscone Centre where NADA 
is being held. The hotel also has fantastic views 
of the city skyline and is distinguished its chic 
art exhibitions, film screenings, fashion and 
music events. 

The welcome dinner will be held ‘outdoors’ 
at the slick and contemporary 620 Jones – a 
one-of-a-kind 8,000 square foot courtyard 
terrace with towering blue-steel gates located a 
mere three blocks from San Francisco’s historic 
Union Square. Sleek and modern, this the 
perfect place to savor sexy cocktails such as the 
Flowerchild Gone Wild, incredible food and 
hot music under the stars…or even a blanket 

Iconic as the Golden Gate Bridge, the 
“famous” San Francisco fog inevitably rolls in 
around three o’clock everyday and blankets 

the entire Bay Shore communities and coast, 
then burns back to clear skies by noon the  
next day.

On Wednesday, 21 January 2015 an 
enthusiastic group of Australian auto dealers, 
partners and executives will also roll in to 
San Francisco to attend the 98th NADA 
Convention and Expo at the Moscone Centre, 
which is located in the urban heart of the city’s 
downtown district.

NADA is where thousands of new car dealers 
and business leaders from America and 
elsewhere come to learn, network and arm 
themselves with the latest innovations and 
strategies to stay ahead of the curve.

In addition to the internationally-recognised 
keynote speakers, auto industry executives 
and hundreds of exhibitors showcasing the 
latest equipment, services and technologies, 
NADA University is renowned with providing 
attendees with the industry’s best trainers.

NADA University topics include Executive 
Leadership, HR, Fixed Operations, 
Advertising, Marketing, new and used sales, 
leasing, F&I, CRM, Digital Marketing, Legal 
and Regulatory.

of fog while guests bask in the glow of their 
heated terrace.

Day two, Thursday 22 January starts with a 
tour of one of biggest and most successful 
dealerships in California. Delegates will then 
be taken the Convention Centre where they 
can choose from 64 dealer-centric workshop 
topics and 174 sessions. During the breaks 
between the sessions a visit to the expo is 
highly recommended for sourcing new 
products and ideas.

Following a hectic day at NADA, you can 
relax in the super-comfortable lounges at the 
sophisticated Press Club – one of ‘San Fran’s’ 
coolest wine bars and lounges that offers 
California’s finest wines and beers in a sleek 
and social atmosphere. It is in a prime location 
just two blocks from Union Square and the 
Moscone Center.

The Press Club’s award-winning architecture 
is unique and impressive space. The locations 
of the various semi-private area create an ideal 
flow for networking as guests walk around to 
taste great wines from all over the world and 
dine on upscale bites including Marin Sun 
Farms Hamburger Sliders and Housemade 
Mini Corn Dogs, and Devlied Eggs. 

A lively Deloitte’s business breakfast at the 
hotel kicks-off a busy Friday morning after 

INTERNATIONAL       Australian Automotive Dealer Association



RealVal is Manheim’s online valuation 
and wholesale stock management 
tool which allows you to manage your 
auction sales process.

Identification:
Confidently identify the vehicle using 
the VIN lookup feature.

Valuations:
Accurate auction valuations derived 
from real sales data and the condition 
and specification of a vehicle.

Send to Auction:
A quick and easy online send to 
auction process including integrated 
transport ordering.

For a demonstration, call your local 
Manheim Business Manager who  
will show you how RealVal can help 
your dealership.

Valuations you 
can bank on

P: 1300 REALVAL realval.com.au

which delegates will be transported to the 
Moscone Centre for the NADA University 
workshop sessions with 50 new presenters 
and another opportunity to visit the trade 
exposition where delegates have direct access 
to over 500 of the world’s leading companies in 
the auto industry. 

In the evening one of America’s most 
imaginative and talented chefs Hubert Keller 
is a mere stroll away from the W Hotel at his 
newest restaurant, Burger Bar. Located at the 
top of the famous Macy’s building, directly on 
Union Square, the causal and energetic Burger 
Bar will wow you with its amazing selection of 

burger creations as well as its awesome view of 
one of the city’s favourite neighborhoods.

After an unforgettable evening with colleagues 
and friends, Saturday is another chance to 
catch the inspiring and informative NADA 
University workshop sessions and check-
out the happening products, cutting-edge 
solutions and latest technology services at one 
of the world’s biggest auto industry expos.

Saturday also starts with a Deloitte’s business 
breakfast and the tour wraps-ups with an 
unforgettable night at the Supper Club where 
visitors will be greeted by beautiful costumed 
staff and offered signature cocktails – served 
up of course. Guests will then be invited to 
enter La Salle Neige – the main dining room, 
where they will lounge on all white day beds 
while enjoying sumptuous food. 

Everything is delicious, despite the scene-
stealing atmosphere. Neon lights change 
the room’s glow as clubby music pulses. 
Throughout the evening, servers might slide 
down a two-story railing to dance on the bar, 
perform a lip-sync routine or swing from 

the ceiling. It is non-stop entertainment 
and surprises – a feast for all senses and an 
unforgettable night!

For those wishing to extend their stay in for 
the last day of NADA can do so alternatively 
you’ll be transferred to San Francisco 
International Airport for return flights to 
Australia.

If you’re wondering who Karl is, that’s the 
name of the San Francisco fog.

For more information, please contact Terence 
Harris or Kate Thomas at Corporate Blue Travel 
Management on (03) 9578 6555. 
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MARKET TRENDS: IS AUSTRALIA’S 
RECORD STREAK BREAKING?

New car sales continue 
their downtrend as 

questions about  
consumer confidence 

are raised.

The Australian new car market has 
experienced its fifth consecutive month 
of slower year on year sales.

According to VFACTS, in the month of May, 
94,562 new cars were sold, 2,226 less than 
May 2013. At this point industry observers 
are speculating that final sales for 2014 may 
indeed show negative growth, however there is 
still a way to go.

Many reasons for the comparatively slow 
performance of the market are being voiced, 
some of which are covered in this month’s 
issue, such as lowered consumer confidence 
and the cyber cars phenomenon. 

But it’s not all doom and gloom.

While the May figures show declined sales 
overall, the New South Wales and South 
Australian markets have remained steady, 
demonstrating slight growth when compared 
to May 2013. What’s more, not all segments 

have been affected, with some posting 
substantial growth. 

FCAI Chief Executive Tony Weber 
commented on the demonstrated strength of 
SUV sales, saying:

‘While new passenger car and light 
commercial vehicle sales declined by 6.3 and 
3.6 per cent, respectively, SUV sales were 
strong, increasing 5.4 per cent compared to 
new SUV sales in May 2013. In particular, 
sales of small SUVs were up 18.8 per cent on 
May 2013 figures, and large SUV sales were up 
10.4 per cent.’

Although consumer confidence has been a 
major concern for the industry, it actually 
seems as though the fleet numbers are holding 
back numbers. While government purchases 
are up across passenger vehicles, SUVs and 
LCVs, these sales aren’t enough to make up 
for the lost commercial sales across these same 
categories at this point in the year.

Although overall the recent May figures make 
it the fifth consecutive month we’ve seen 
reduced sales in 2014, a slew of new models in 
the second half of the year is set to freshen up 
the market. And with the historically busy end 
of financial year period underway, it’s hoped 
that the market will claw back on some of the 
shortfall we’ve seen in sales. 

The automotive industry saw a record year 
in sales in 2013, so while 2014 is off to a slow 
start, there’s no telling what the second half 
will bring. The US auto industry has surpassed 
all expectations with its May car sales, with 
results seeing a surge that has resulted in a 
9-year high for the month.

If there’s one thing we know about the 
auto industry, it’s that figures can often be 
surprising and here just past the halfway mark 
in the year, no one can predict how 2014 will 
finish up. Time will tell if we can match last 
year’s sales record, or at least come close.

SALES       Australian Automotive Dealer Association
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Now available in Australia
Find out more at this year’s AADA

 Phone  leads  close  at  a  higher
rate than any other form of lead!

Month YTD Variance +/- Vol. & %

Total Market 2014 2013 2014 2013 MTH YTD MTH YTD

ACT 1,409 1,534 6,944 7,264 -125 -320 -8.1% -4.4%

NSW 29,788 29,707 140,711 139,161 81 1,550 0.3% 1.1%

NT 978 1,132 4,550 4,771 -154 -221 -13.6% -4.6%

QLD 19,252 20,221 90,393 94,521 -969 -4,128 -4.8% -4.4%

SA 5,764 5,761 27,517 28,443 3 -926 0.1% -3.3%

TAS 1,409 1,597 6,591 7,019 -188 -428 -11.8% -6.1%

VIC 26,042 26,226 118,161 121,597 -184 -3,436 -0.7% -2.8%

WA 9,920 10,610 46,775 52,177 -690 -5,402 -6.5% -10.4%

Total 94,562 96,788 441,642 454,953 -2,226 -13,311 -2.3% -2.9%

MAY FIGURES AT A GLANCE

TOYOTA COROLLA 3871

TOYOTA HILUX 3313

MAZDA3 3291

HOLDEN COMMODORE 2648

HYUNDAI i30 2553

FORD RANGER 2317

VOLKSWAGEN GOLF 2301

MITSUBISHI TRITON 2254

MAZDA CX-5 1715

JEEP GRAND CHEROKEE 1694

MAZDA3 18,465

TOYOTA COROLLA 17,518

TOYOTA HILUX 14,884

HOLDEN COMMODORE 13,199

HYUNDAI i30 12,449

FORD RANGER 10,229

MAZDA CX-5 8795

VOLKSWAGEN GOLF 8263

TOYOTA RAV4 7976

TOYOTA CAMRY 7740

WA

VIC

TAS
SA QLD

NT

NSW

ACT

TOP 10 BEST SELLERS IN MAY TOP 10 BEST SELLERS YTD
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ON TRACK WITH ‘CRENNO’

HOW MANY INDUSTRIES CAN BRAG 
ABOUT HAVING THEIR OWN SPORT?

•  Other Manufacturing/Supplier
•  Finance/Legal/Investment/Insurance
•  Advertising/Marketing Services
•  Media/Information Services
•  IT/Electronic Services
•  Consulting Services
•  Education/Organizations/Government 

Services
•  Other Service Providers 

I rechecked their listing and tried to locate 
‘Motorsport’ thinking I must have missed it. 
This segment employs more people than a lot 
of the other categories listed in their menu, in 
America as well as Australia. 

The same can’t be said for one of Australia’s 
newest automotive publications, the AADA’s 
Automotive Dealer who have invited me to 
be a regular contributor to their bi-monthly 
publication where, amongst other topics, I 
want to fly the flag for Australian motorsport, 
the role it plays in the automotive economy, as 
well as the hearts and minds of the enthusiast. 

Whilst the enthusiast category represents 15 
per cent of all new and used buyers, they have 
a profound influence on the purchasing habits 
of their family, friends and networks when it 
comes to their choice of brands, Dealers and 
servicing. 

It has been my experience to never 
underestimate the influence of this group, 
including their knowledge and passion of 
our industry. All the research that I have 
been exposed to highlights their number one 
recreational interest is motorsport; be it V8 

Supercars, Formula1, Nascar or Go Karts – all 
are  regular watchers of motorsport and avid 
readers of the many motoring magazines and 
the road test reports in our national dailies.

Any car company or Dealer who doesn’t 
recognise the importance of motorsport in the 
overall fabric of the car industry is shutting 
out significant business opportunities. The 
word ‘Motorsport’ obviously contains the word 
‘Sport’ and one thing I learnt very early on 
about cars and buyers is that the word ‘Sport’ 
or ‘Sporty’ is one of the most important and 
frequently used terms when the consumer is 
looking for a new car. 

No matter whether the intending purchaser 
is an enthusiast or an everyday driver who 
uses the car to go from A to B, they are 
automatically predisposed to the one that 
looks ‘sportier’. Show me a car company in 
the past 10 years that doesn’t showcase any 
sporty flair and I will show you a company 
losing market share and struggling due to 
diminishing brand equity, particularly with the 
under 50 demographic.

Motorsport does make a significant 
contribution to the Australian automotive 
industry. I was recently interviewed by one 
of the big five accounting firms who are 
undertaking a major study of the Australian 
motorsport industry and its economic 
impact. It will be most interesting to read 
their findings and place this element of the 
automotive business into the perspective it 
genuinely deserves. It has been touted it will 
come in at $2 billion for our industry so one 
could only start to imagine what the figure in 

If there is anyone who knows 
everything there is to know 
about Australian Motorsport, 
it is John Crennan, who 
successfully ran Holden Special 
Vehicles (HSV) and the Holden 
Racing Team (HRT) for many 
years – that was until he 
‘retired’ to head up Nissan 
Motorsport.

I know many Australian Dealers subscribe 
to America’s Automotive News as it is 
recognised as the world’s premium industry 

publication for automotive information. It is 
part of the privately owned Crain Publications 
group who specialise in all aspects of 
automotive reporting with a staff of 850 people 
in 11 countries.

I recently had to re-subscribe to their digital 
publication and was asked to tick which part 
of the automotive industry I was involved in. 
They listed 16 categories:

• Franchised New Car Dealer
• Used Car Dealer
• Rental/Leasing/Fleet
•  Automotive Aftermarket
•  Vehicle Manufacturer
•  Parts Supplier
•  Material Supplier
•  Independent Design and Engineering 

Firms

MOTORSPORT       Australian Automotive Dealer Association

 John Crennan
 CEO - Nissan Motorsport
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America would be. Based on my long standing 
WAG (wild arse guess) formula in converting 
Australian and USA relevancies of 1:20, the US 
racing scene may well be around $40 billion. 
This makes the Automotive News exclusion of 
the motorsport category even crazier. 

There are 60 different national motorsport 
disciplines conducted under the control of 
the Confederation of Australian Motorsport 
(CAMS). Of these, 30 take place on sanctioned 
track circuits around Australia. It’s worth 
noting that at present, various interested 
parties are in discussions with government on 
potential new race tracks in Adelaide, Hobart, 
Central Coast NSW and Toowoomba, and 
each of these projects would come at a cost of 
$30 million each.

Of the 60 different racing categories, the 
biggest economic contributor to the Australian 
motorsport landscape is the V8 Supercar 
Series. Here are some key points on this 
category.

There are four manufacturers directly involved, 
Nissan, Ford, Holden and Volvo, and a fifth is 
a Mercedes-Benz privateer.

There are 28 franchises approved to compete 
with one car per franchise. Average per car 
cost is around $3 million per season, that’s 
$70-$80 million the teams have to find just to 
go racing with the additional capital cost of 
entry of $2 million-plus to acquire a franchise, 
and approximately $300,000 to construct a 
race car chassis and $100,000 per engine.

10 Teams operate the 28 franchises with 
each team having substantial investments in 
facilities, plant and equipment, technical and 
marketing staff.

The 10 Teams between them would have an 
inventory of approximately 40 racing chassis 
and 90 race engines which would equate to an 
investment of approximately $20 million.

In addition, there is a V8 feeder program 
named the Development Series where 
a further 30 cars of near identical race 
specification with a further investment in 
cars and engines alone of around another $15 
million.

The V8 Supercar sport is owned 65 per cent 
by private equity group Archer Capital who 
three years ago acquired this equity for an 
unconfirmed enterprise value of $300 million. 
The 10 teams own the balance of 35 per cent 
of the entity.

The lifeblood of this sport is sponsorship, with 
naming rights starting at approximately $1 
million per car for 75 per cent of the teams to 
$2 million per car at the top end.

For an industry so fortunate to have its own 
sport, it is most frustrating that motorsport 
does not get anywhere near the support it 
should from within its industry.

I have no issues with car companies spending 
millions to support other nationally televised 
sports like AFL and NRL, tennis, golf and 
cricket. But how about supporting the sport 
of your industry and promoting the people 

who are constantly striving to achieve higher 
standards of performance and lift the DNA 
attributes of the cars on the showroom floor. 

I would like to see a program put into place by 
2016 (which would coincide with the exit of 
our local manufacturing) introduced with the 
government and the senior body representing 
the industry (FAPM) whereby each car 
company would be required to allocate $10 
per car sold into a motorsport fund. Obviously 
any company already investing the equivalent 
amount or more like Nissan, Ford, Holden and 
Volvo would not be required to contribute. 

My estimate would be a $5 million fund per 
annum from this initiative which should 
then be matched dollar for dollar by Ian 
Macfarlane’s Department of Industry. Could 
there be any better way to allocate this $10 
million than to assist the engineers who will be 
dislodged by the closures to bring their talents 
to the motorsport industry, and also spend the 
funds intelligently by promoting all 60 layers of 
employment with Australian motorsport?

Given the final days of local manufacture are 
fast closing in, lets look after our own sport 
(before others) and set about building our 
motorsport industry to a world’s best practice 
for very modest levels of investment from all 
car brands and government. The infrastructure 
does not have to be created, it’s already there 
waiting to have its endless opportunities 
exploited. 

No other part of the Australian automotive 
industry can create the passion and 
commitment that motorsport does.
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NEW MODELS LANDING SOON

Dealers and consumers have plenty of 
reasons to look forward to the next 
few months as Australia sees a variety 

of new models arrive on our shores. From 
exciting SUVs, to hot looking hatches, buyers 
continue to be spoilt for choice in what is one 
of the most diverse markets in the world.

Mercedes-Benz admirers are sure to be 
impressed with a facelift of the popular 
C-Class, while the arrival of the GLA, the 
Benz compact SUV offering, will offer buyers 
another option in this strong segment. The 
250 4MATIC version is due in July, but it looks 
like the AMG 45 variant won’t arrive until 
September.

A couple of additions to the hatch segment 
are on the way, including the hotly anticipated 
five-door city hatch BMW i3. The i3 is set to 
be one of the year’s most provocative arrivals, 
as the luxury brand forays deeper into electric 
car territory. 

For buyers with a smaller budget, the new 
generation Honda Jazz has even more to offer 
this time around, while Mitsubishi presents us 
with a sedan version of the light Mirage hatch 
in the Japanese brand’s new Attrage. 

Speaking of sedans, Hyundai’s Genesis sedan – 
a large rear-drive offering, will be sure to create 
a stir as the Korean manufacturer goes from 
strength to strength.

For buyers after something quick, BMW’s new 
M3 sedan will make an impact as will the M4 
coupe. Alfa Romeo has also been counting 
down to the arrival of its 4C Coupe, expected 
to deliver supercar performance with the sleek 
style that Alfa Romeo is renowned.

It’s safe to say that July through September will 
shake up the industry with the arrival of these 
exciting new models, reinjecting interest in the 
market at this third quarter juncture. 

NEW MODELS IN SUMMARY: 

Here’s a quick-look list of models expected 
to land in Australian dealerships across July, 
August and September.

• Alfa 4C 
• Audi S3 Cabriolet 
• BMW X4 
• BMW i3 Hatch 
• BMW M3 Sedan 
• BMW M4 Coupe 
• Honda Jazz 
• Hyundai Genesis Sedan 
• Jaguar F-TYPE Coupe 
• Mercedes-Benz GLA 
• Mercedes-Benz C-Class 
• Mitsubishi Attrage
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The BMW X4

The next few months will bring much excitement for Dealers and 
buyers alike with a raft of fresh makes and models on the horizon.

Mercedes-Benz GLA

Hyundai’s Genesis sedan



REGISTER YOUR
INTEREST NOW!

Email:
vanessa@aadaconvention.com.au

Patrick Tessier, AADA CEO

The 24th Congresso & ExpoFenabrave is the biggest 
automotive event in Latin America and the second largest 
in the world, only trailing the NADA Convention & Expo. 

This is an exceptional opportunity to experience how our 
‘cousins’ in Brazil address issues that are similar to our 
own as well as learning how to overcome them from some 
of the world’s leading economists and business leaders. 

Topics to be discussed include after-sales service, finance, 
resource management, new technologies, internet 
marketing strategies and more. 

The two day congress is also a showcase for OEMs and 
local and international allied industries’ to reveal their 
latest products and new model releases.

Join me at 24th CONGRESSO & EXPOFENABRAVE

24th Congresso &
ExpoFenabrave 13 – 14

August 2014,
Curitiba, Brazil

Attention deAlers: 
Want AnCAP safety ratings 
delivered straight from the 
crash lab to your inbox?

Nissan Pathfinder (from 2013)
5 star ANCAP safety rating

Go to ancap.com.au/subscribe to start 
receiving the latest ANCAP safety 
ratings as soon as they’re published.
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Thefts of dealership 
demonstrator vehicles continue 
to be a major problem for 
many auto dealers.

From lone test drives where the customer 
doesn’t return, to incidents where 
running vehicles are blatantly driven 

out of the dealership – these types of thefts 
continue to be reported. The conventional 
security measures against vehicle theft, like 
securing the driver’s licence details, are clearly 
not enough to deter those who are intent on 
this type of robbery. 

One of the more effective ways of protecting 
against theft and other unauthorised usage 
involves fitting easily transferrable vehicle 
tracking devices to demonstrators and 
customer loan cars. 

These devices simply plug into the OBDII 
port in any current passenger or light 
commercial vehicle. They are quickly and 
easily transferred from vehicle to vehicle. More 
covert installations (such as in the engine 

compartment) are also available; however 
these require some simple wiring connections 
to work. Real time tracking then shows the 
position of the vehicle on web portals and 
smartphone apps.

These devices can also be programmed with 
‘geofence alerts’ which provide immediate 
signals, if for example, a company vehicle 
is driven off the dealership premises 
outside working hours. Devices can also 
be programmed to provide other valuable 
non-safety related alerts, such as low battery 
warnings on showroom and yard vehicles.

Some of the more advanced tracking 
systems will also provide driver behaviour 
information, such as harsh braking and 
excessive acceleration. These provide valuable 
insight into driver abuse of vehicles, often 
leading to accidents or excessive maintenance 
costs. Feedback on driver behaviour can be 
supplemented by installation of DVR units 
(or ‘dash cams’), which can also verify, for 
example, who was at fault should a customer 
or employee have an accident in your vehicle. 

The more sophisticated DVR units are 
now available with GPS mapping and 
sound, meaning individual trips can be 
replayed in great detail if required. Fitted to 
demonstrators, they can also make on-selling 
to vehicle purchasers an additional profit 
opportunity. 

An issue causing concern with some Dealers 
regarding these types of protection and 
monitoring devices is the negative perception 
from employees and customers about privacy. 
Usually, the employees and customers with the 
most concern are also the ones most likely to 
have their bad driving behaviour exposed. 

In almost all cases, it only takes one case 
of somebody being cleared from blame or 
liability thanks to monitoring data to bring 
opinion around in favour of protecting both 
the vehicle and driver.

So, as a Dealer, what measures do you have 
in place to protect your vehicles against theft, 
accident and driver abuse?

ARE YOU PROTECTING YOUR COMPANY VEHICLES?
Sak Ryopponen
Director - Business Development, Go Technologies Pty. Ltd.
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Auto dealers benefit from 
advancements in touchless car 
wash equipment.

Car dealers often encourage prospective 
customers to shop around.  Thus, it is 
ironic that auto dealers often settle on 

one car-wash technology.  While friction tends 
to be the default for auto dealers, there is a 
variety of technologies available, so it benefits 
the auto dealer to also shop around when it 
comes to vehicle wash equipment.

The Right Touch

An option that must be considered is a 
touchless in-bay automatic wash system.  In 
fact, a number of recent industry surveys 
indicate drivers prefer touchless washes. Many 
drivers feel touchless systems provide a more 
efficient wash, without the worry about vehicle 
damage caused by brushes.

Touchless systems feature an overhead bridge 
with an “inverted L” arch that moves around 
the vehicle.

TOUCHLESS TECHNOLOGY
Rob Lewis
International Sales Manager - PDQ Manufacturing, Inc.

Nozzles apply detergents, waxes and drying 
agents, and high pressure does the final rinse. 
Modern touchless equipment sensors read the 
vehicle’s position, and adjust to safely move 
around and wash the vehicle, preventing 
contact and increasing customer satisfaction 
by eliminating concerns about brush damage, 
real or perceived.

Open-bay touchless wash systems eliminate 
the need to drive onto a treadle or between 
wheel guides, which can damage wheels.  A 
“virtual treadle” design benefits auto dealers 
by easily washing a wide range of vehicles—
from sub-compacts to large utes, 4x4s and 
minivans. Today’s broad array of vehicle 
designs demands equipment that can wash all 
of them, including bull bars, lights, roof racks 
and hitches.

Many modern touchless systems are 
electrically operated through variable 
frequency drives (VFD). This eliminates 
hydraulics that can develop leaks, reduces 
maintenance costs, and minimizes downtime. 
VFDs optimise electricity use, minimising 
power spikes during operation. Also, modern 
touchless wash systems minimise water 

consumption, using as little as 80 litres per 
wash. Water reclaim systems can recycle part 
of that water, if desired.

Advanced touchless wash systems benefit 
from new controls technology. The best 
systems operate on a web browser that can be 
accessed by computer, tablet or smartphone, 
which gives real-time access to all operating 
functions. With a modern web-enabled wash 
system, the owner can remotely configure 
wash packages, program machine functions, 
and monitor wash activity via Internet.

Manufacturers in the industry now have 
systems that can wash up to 23 vehicles an 
hour – it’s not surprising that advancements 
in vehicle wash technology can increase CSI 
scores and improve Dealer operations.

The days of ‘the way we’ve always done it’ 
vehicle washing are gone, as auto dealers 
realise there are other options. Today’s 
touchless washes offer performance, safety, 
cost-consciousness, reliability —and damage 
free washing. So, survey your options, realising 
that a touchless vehicle-wash system may be 
the best choice for your operation.
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‘I’VE ALWAYS BEEN A BIT OF A  
WHEELER-DEALER AND ENJOY DOING IT.’
WARREN VON BIBRA REFLECTS ON A COLOURFUL CAREER

and then the trap door would open and I’d fall 
into the water...the young blokes were lined up 
ready to dunk me but it took them a while. 

The Institute of Glycomics is my baby. They’re 
trying to conquer Leukaemia in young 
children and other different diseases out there. 

Do you miss Tasmania at all?

Tasmania was very kind to me. I loved it 
growing up. All my family —Sally, Wade and 
Caroline, we all grew up there but I wouldn’t 
like to be running a business there at the 
moment.

What does Warren Von Bibra do to relax?

I’ve got a 72 foot Princess at Hamilton Island 
and every five or six weeks we take it around 
the islands, find a nice spot, drop anchor, have 
a casual drink and relax.  

What are your dislikes?

I’ve got some slow racehorses - they’re 
expensive, like the boat. 

What are your likes?

I love my family. I love being with people 
who are positive. I don’t like negativity when 
it comes to all sorts of things but mainly 
people—I surround myself with good people 
that are vibrant and are interesting to talk to. 

I also love to swim. I do it almost daily because 
I live on the beach. I used to love surfing but 
that’s all history now. 

What have you learned about yourself over 
the course of your career?

That I put in too many hours and went too 
hard and didn’t stand back and look at my 

With 10 new car franchises 
and an extensive used car 
operation, Warren Von Bibra is 
one of the biggest operators on 
the Gold Coast. 

In 1998, Warren sold his dealerships in 
Tasmania and moved to the Gold Coast 
after purchasing Warren Mackie Nissan 

and Honda. Two additional dealerships in 
Robina and Tweed Heads were purchased in 
2007. Five years later, the Von Bibra Motor 
Group purchased the Zupps new and used car 
businesses. Here’s an insight into one of the 
Gold Coast’s most successful businessmen.

In 2012, you said that the opportunities on 
the Gold Coast were excellent. Is that still 
true in 2014?

Yes. You’ve just got to pick your mark a little bit 
but there are plenty of opportunities up here. 

Have you always been a keen supporter of 
charities?

Absolutely, my son Wade recently organised 
a family fun day where we got all our families 
together including business associates’ families 
and invited the public, we raised $20,000 
which we donated to Bravehearts and the 
Animal Welfare League – they’re our two 
major sponsors. Last year we pledged $90,000 
to Bravehearts which amounts to $20 per car 
sold. 

Another time, he sat me in a dunking 
machine. I was set up on this stool and they 
had to hit a special spot on the wall beside me 
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 Charles Bayer
 Contributor



business as often as I should have done and so 
now I’m doing that, because I’ve got the time 
to do it. 

Do you still use your ‘Yes, Yes, Yes.’ and ‘We’ll 
Trade Anything.’ slogans in your advertising?

I’m still remembered in Tasmania for my 
advertising campaigns. But all the stuff I used 
to do like sitting in a rubbish tip and saying 
‘take a tip from me, I’ll trade you cash’ are long 
gone. 

Over the years I traded all sorts of things, 
chaise lounges, cattle, horses, port, a gold 
nugget, bulldozers, and houses – you name it.  
Up until a couple of years ago we used ‘Betcha 
Bibra’s will beat it.’ But my son said that was 
okay for the 80s and 90s but not 2014. Today 
we use ‘The Years Behind Us Puts Us Years 
Ahead.’

Also, I’m vigorously promoting service and 
parts and trying to compete against the other 
guys who are out there saying that they can do 
it better than the franchise dealers, which they 

can’t, we know they can’t, but we’ve got to get 
that message out there.  

What do you think is the main issue that the 
reformed AADA should be tackling?

I’ve been a member for many years and we’ve 
got a great opportunity to unite. It’s like a glove 
- it’s got to fit and we’ve all got to work together 
to make that work. Over the years, dealers 
have been too independent and haven’t been 
able to get involved or want to get involved and 
there were lots of reasons why they shouldn’t. 
Now I think we must get behind the new 
AADA, support and work with them. It’s fine 
just to put your hand in your pocket and give 
some money but you’ve got to be a part of it.

To a degree, I think we’re a bunch of cowboys 
which disappoints me because we should be 
a lot stronger than what we are. We’re small, 
we get controlled easily, but I don’t know. It 
frustrates me. I’m hoping that this is the light 
at the end of the tunnel, what’s happening now, 
and I’m certainly behind it a hundred miles 
an hour.

SHIFT YOUR AFTERMARKET
PROFITS UP A GEAR

TO MAKE THE MOST OF YOUR DEALERSHIP 
PROFITS CALL US, THE AFTERMARKET SPECIALISTS. 

EXCLUSIVE TO FRANCHISED CAR DEALERS.

info@advancedprotection.com.au
Call 07 3806 5704
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As the automotive retail business 
model continues to change it is 
becoming increasingly important 
to take a holistic and balanced 
view of dealership performance. 

This holistic view should extend beyond 
single metrics such as market share or 
return on investment, both of which 

tell the story of past events but fail to capture 
the shifting dynamics that modern Dealers 
have to embrace in order to secure their 
future. Dealers should be looking at a range 
of measures, focused on their overall vision 
for the business and on the organisational 
capabilities required to get there. While there 
are a host of performance frameworks and 
dashboards which can assist with this process, 
the Balanced Scorecard has stood alone for its 
simplicity and inherent logic.

Strategic signposts that align strategy 
with execution

Introduced by Robert Kaplan and David 
Norton in the early 1990s, the Balanced 
Scorecard is a performance measurement 
framework that holds out traditional 
financial metrics with strategic non-financial 
measures in order to give management teams 
a more balanced view of organisational 
performance. This framework goes beyond 

simple measurement, pointing to what should 
be measured and why, providing strategic 
signposts that align strategy with execution.

Real-time feedback on how the business 
is performing in each area

Essentially the Balanced Scorecard holds out 
four perspectives for consideration, all aligning 
with the company’s vision and overall strategy 
These perspectives include:

Learning and Growth – the extent to which 
the organisation and people within it are 
learning and developing; 

Business Processes – the extent to which the 
internal business processes that are in place 
are functioning well and are aligned to the 
mission; 

Customer – the extent to which the 
organisation is customer focused and 
responsive to customer needs; and Financial 
– the extent to which the business is delivering 
against the expectations of its shareholders.

Each of these perspectives is matched with a 
set of metrics, directly relevant to the business. 
These are then monitored and analysed on a 
regular basis providing a real-time feedback 
mechanism on how the business is performing 
in each area.

From a Dealer’s point of view, the model is 
ideal for capturing the essence of the business 

APPLYING A BALANCED 
SCORECARD TO THE DEALERSHIP
Greg Strydom
Head of Client Solutions - Sewells Group

and for serving as a roadmap to guide strategic 
decision-making. Each perspective allows 
the management team to track and assess 
performance and make adjustments to the way 
it is ‘playing the game’.

Don’t run the risk of buying stock with hidden problems

Visit carhistory.com.au/aada or contact Sharon Sheather for more information 
email: sharon.sheather@carhistory.com.au or phone: 0459 066 554

Written-off check

Flood damage check

Odometer check

Money owing (PPSR)

Stolen check & more...

Insurance claims 

The key however is for Dealers to look 
internally at what’s important to them

As Dealers look to the future and consider 
how they will need to adapt, they will need 
to broaden the thinking within their own 
organisations. The industry has never been 
short of information, whether it be financial 
in nature including DMS data, benchmarks 
and composite reporting; customer related 
such as satisfaction, retention, willingness to 
recommend; or process orientated, looking 
at mystery shopping and OEM process 
initiatives. The key however is for Dealers to 
look internally at what’s important to them 
and how they can pull the pieces together in 
order to support the bigger picture.

The Balanced Scorecard may not be a silver 
bullet in securing the future but it’s a great 
place to start the conversation.

Robert S. Kaplan and David P. Norton, “Using the 
Balanced Scorecard as a Strategic Management 
System,” Harvard Business Review



Moore Stephens - accountants and 
advisors, in conjunction with the 
AADA has been busy conducting an 

industry-wide survey to better understand 
automotive dealer perceptions towards fraud. 
The results will be released at the AADA 
National Dealer Convention.

While fraud is a continuous threat to the 
general economy, automotive retailers are 
particularly at risk.

Given the number of departments within a 
typical automotive dealership, each with its 
own processes and controls – preventing and 
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detecting fraud for retailers can be challenging.

An example of the damage fraud can cause 
for Dealers was recently witnessed in New 
Zealand. The perpetrator, an automotive retail 
manager, misappropriated cheques given as 
payment for vehicles, telling customers to leave 
the payee details blank. She then wrote cash on 
the cheques and lodged them into her personal 
bank account. Over a four year period, a total 
of 60 fraudulent deposits were made. The 
fraud was concealed by re-depositing funds 
and allocating against the oldest debtors, 
ensuring that they did not become old enough 
to raise suspicion.

MOORE STEPHENS TO ANNOUNCE  
FRAUD RESULTS AT CONVENTION
Don’t miss this invaluable opportunity to further protect your 
business from fraud and learn about industry perceptions.

FOR INCREASED PROFITS CALL 1300 277 623 
OR Email : info@advancedprotection.com.au

SENSORS

ENTERTAINMENT

SAFETY NAVIGATION

advancedprotection.com.au

This example highlights how easily fraud can 
be committed as well as the related financial 
cost to the business. In this case, more than 
$1m was stolen, which was used to fund an 
exuberant lifestyle for the culprit. 

What’s worse is that this incident could have 
been prevented if proper segregation of duties 
had been in place in the finance department.

The purpose of the industry-wide survey 
arranged by AADA and Moore Stephens is to 
increase  the awareness of auto dealers towards 
fraud. This will help us better understand how 
fraud may be committed and help businesses 
identify system weaknesses and implement 
appropriate controls.

Moore Stephens Automotive will present the 
results of the survey at the AADA National 
Dealer Convention in July. 

Attendees will not only find out first-hand 
about the insights gathered, but will also have 
the opportunity to ask questions and provide 
feedback on the survey results.
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SAN FRANCISCO
SAN FRANCISCO    CALIFORNIA USA

nada 2015
get on board

22 – 26 JANUARY 2015

CALL CORPORATE BLUE  +613 9578 6555 
or email Terence Harris: terence@corporateblue.com.au 

The AADA Trade Directory offers dealers an interactive and informative 
hub where they have instant access to the latest products, services, 
contacts and websites in one dynamic and ever expanding location. 
Dealers can also connect with the AADA by participating in future surveys, 
opinion polls and a live forum. The Trade Directory is also an unbeatable 
opportunity for allied trades to advertise their products and services. 

FOR MORE INFORMATION CONTACT GEOFF VINE 
Phone: (03) 9576 9944  •  Mobile: 0413 854 779 
Email: geoff@automotivedealer.com.au

www.aada.asn.au

Your guide to the latest products and services.
AADA TRADE DIRECTORY

Across
3 Jeep’s Australian CEO
4 Fastest current Mazda model
8 Chevrolet named after a fish
9 Chrysler engine
10 Manufacturer to claim the most Dakar Rally wins
12 Premier of South Australia
18 Latest Nissan compact SUV
19 Dodge named after a snake
20 Former Prime Minister

Down
1 Holden ute pre Colorado
2 Ford named after a horse
5 Volkswagen creator
6 Ford model of the 50s
7 Number of gears in Daniel Ricciardo’s F1 gearbox
11 The Statesman replaced which Holden model?
13 US State where ML Mercedes are manufactured
14 City with the most Rolls Royce’s per capita
15 Nissan prestige brand
16 Daniel Ricciardo’s home city
17 Nissan ute

ANSWERS PUBLISHED IN THE NEXT ISSUE AND ON AADA.ASN.AU

AUTO DEALER CROSSWORD
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ANSWERS FROM LAST ISSUE: ACROSS: 1. FX, 4. Hill, 8. Thunderbird, 10. Gemini, 11. Luxury, 
12. Bolwell, 13. Sandman, 15. Thunder, 16. Johnson, 18. Cobra. DOWN: 1. Fairlane, 2. McLaren,  
3. Mercedes, 5. Walkinshaw, 6. Interceptor, 7. Keating, 9. Deniliquin, 14. Mullins, 17. Nasser.



Talk to our team today to find out how easy it is to tailor a solution for you.  
Phone 1800 650 134 or email solutions@autonexus.com.au.  

With facilities across Australia and a team of highly experienced professionals 
in parts logistics, inventory management, vehicle logistics and  fleet 
conversions, we can deliver a one-stop-shop automotive services solution 
designed specifically to meet your needs.  Here’s a selection of our services:

Automotive services and 
solutions tailored to suit you 

• PARTS WAREHOUSING & DISTRIBUTION

• INVENTORY MANAGEMENT

• VEHICLE STORAGE, DAMAGE REPAIRS & FREIGHT MANAGEMENT

• PRE-DELIVERY, AFTERMARKET FITMENT & VEHICLE REGISTRATION

• FLEET CONVERSIONS, ELECTRONICS & ACCESSORY FITMENT

• CANOPIES WITH A CERTIFIED CARRYING CAPACITY OF 100KG

• SHELVING, DRAWER UNITS & TOOLBOXES



NEW PRIVACY PRINCIPLES - AFFECT ON MARKETING 

READ MORE AT WWW.IMPERATIF.COM.AU

MECHANICAL PROTECTION PLAN - MAKING IT WORK 

READ MORE AT WWW.IMPERATIF.COM.AU

1300 868 567          www.imperatif.com.au

Isn’t it time Imperatif did the same for you? 
Give Imperatif 300 customers with cars over 3 years old and we guarantee at least  

60 qualified sales leads…Completely free!!!

In April 2014, on behalf of 
one automotive dealership, 

Imperatif contacted 3000 
existing customers.  

Here’s what happened:

1008
SERVICE BOOKINGS INCLUDING 

DELINQUENT CUSTOMERS

412
QUALIFIED SALES  

LEADS

418
QUALIFIED EXTENDED  

WARRANTY

Have you been mystery shopped? 
During the month of June, Impératif made 500 random dealership mystery shop calls to dealerships all around Australia. 

We intend to benchmark the level of customer service that dealership staff are offering customers, at any given time. These 

results will be provided to management within the dealership over the coming weeks. If you would like to ensure your 

dealership is or isn’t mystery shopped in the future, please contact our team on the number below.

OFFER


