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

From ute to workhorse. 
The new AutoNexus Canopy   
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THICK FIBREGLASS WITH A SMOOTH, UV RESISTANT GLOSS FINISH

• DUAL LATCH ROBUST POSITIVE LOCKING SYSTEM WHICH CAN 
BE OPENED FROM INSIDE THE CANOPY

• FLEXIBLE WINDOW OPTIONS TO SUIT CUSTOMERS NEEDS
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It seems like yesterday that the revitalised 
AADA began its quest to truly represent the 
nation’s franchised car dealers, yet here we 

are in September, and so much has already 
transpired.

Most recently, the AADA hosted the 2014 
National Dealer Convention in Surfers 
Paradise. The Convention went off without a 
hitch, enlightening and informing hundreds 
of delegates who attended from across the 
country. If you missed it, or want to relive the 
experience, you’ll be pleased to know that 
we’ve covered a number of the Convention 
sessions in the pages of this issue. Whilst there 

were countless stand-out addresses, I’d like to 
specially mention former Prime Minister John 
Howard. 

Strong, reflective and determined, Mr 
Howard’s energy certainly belied his age 
and many audience members noted how he 
seemed to have hardly changed since being 
in the top job seven years ago. Many of the 
international mentors and experts who were 
invited to speak this year also impressed, 
as they provided delegates with innovative 
new ways to sharpen dealership operations. 
But don’t take my word for it – amongst 
the Convention pages, you’ll also find real 
comments and feedback directly from Dealers 
in the audience.

The final four months of the year marks an 
important time for all dealership businesses. 
Right now, Dealers should have a strategy 
in place to attract more customers to their 

FULL STEAM AHEAD AS FINAL QUARTER BEGINS

Patrick Tessier
AADA CEO

business, ramp up sales and move stock 
before the year clicks over into 2015. Whilst 
an increase in advertising is critical at this 
juncture, it’s also important to ensure you 
play by the rules and so we’ve included a 
comprehensive summary of ACCC guidelines 
to refresh your memory. 

In this issue we also report on a letter we 
recently sent to The Hon Jamie Briggs MP, 
along with all members of the Parliament 
urging them to consider the consequences 
of lifting the ban on grey imports. As usual, 
there’s also plenty of advice, tips, tricks and 
new services all designed to benefit your 
business and staff. 

I hope you enjoy this issue and of course, we 
encourage you to connect with us on Twitter 
and LinkedIn as well by becoming a AADA 
member through aada.asn.au.

One question I’m hearing from many 
Dealers is this: ‘Why should my 
dealership pay to be a part of an 

exclusive dealer-only body, as well as pay fees 
to state or territory industry organisations?’

To answer this, allow me to draw on two 
current issues.

The first is the right to repair debate and the 
other is the large-scale grey imports issue 
which we’ve covered comprehensively in these 
pages.

In both issues, the State and Territory 
Associations as well as AMIF must represent 
all their members. Indeed, these include 
parties who want unrestricted access to 
repair information without the need to pay or 
provide appropriate facilities as well as those 

FROM THE AADA CHAIRMAN

Ian Field
AADA Chairman

who are fighting to open the doors to allow 
large-scale used imports into Australia. 

So, what are the benefits of a national dealer-
only body that exclusively represents new car 
dealers?

Primarily, AADA membership is an 
investment in your business. Here’s why:

• AADA only represents franchised new 
car dealers and does not represent allied 
industries

• AADA’s key focus is to promote, protect 
and advance the interests of franchised 
dealers with manufacturers, Government, 
inquiries and reviews, as well as other 
industry bodies and consumers

• The Association supports the interests of 
employers who are franchised new car 
dealers in the retail trade in Australia

• We conduct conventions, seminars, 
educational programs, training and other 
meetings for the purpose of improving 
Dealer knowledge – including NADA 
University and MIT dealership courses 
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• AADA works to improve the community 
and media perception of dealerships in 
the community

• We develop relationships with Dealer 
Councils to benefit members

• AADA liaises with manufacturers, 
financiers and other service providers 
on behalf of members, providing regular 
updates about motor industry news, 
legislative and regulatory changes, 
government enquiries, reviews and 
market data

• Opportunities for non-dealers are 
provided to market their products and 
services to our members 

• Our dedicated website (aada.asn.au), 
the AADA Dealer Attitude Survey and 
our facilitation of access to industrial 
relations advice are all key Dealer 
resources members enjoy

Visit aada.asn.au to become a member of the 
AADA today and help protect the future of 
our industry.
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Ultimately, the formation of a NDC has a 
lot of potential to advance the relationship 
between Dealers and manufacturers, including 
‘levelling out’ the playing field for more 
balanced discussions about dealership KPIs. 

Whilst many manufacturers do provide 
equitable conditions for their Dealer Councils 
to contribute to policy, this is not being 
seen universally across the industry. The 
development of a NDC will not only align 
Dealer councils, but provide greater strength 
of conviction for Dealers when it comes to 
tackling the broad issues arising between 
factories and dealerships.

In the view of the AADA, this is just another 
important step in opening (and strengthening) 
the dialogue between Dealers and their shared 
industry stakeholders. 

If AADA’s relationship with the FCAI, which 
continues to provide mutually beneficial 
outcomes, is anything to go by, then the 
formation of a NDC is good news.

As Ian Field puts it, ‘without the support of a 
National Dealer Council, over time AADA will 
become just another bureaucracy’.

Most vehicle manufacturers in 
Australia have in place an elected 
Dealer Council which manages the 

relationship between the manufacturer and the 
network of dealerships representing the brand. 

Whilst the mechanics of these relationships 
are specific to each brand, a number of themes 
Dealers experience in these arrangements are 
common across the industry. Perhaps the most 
significant is the imbalance of power, in favour 
of the factory, when negotiating KPIs, contract 
terms and dealership expectations.

Dealers who are a part of these councils 
have, historically, had little influence over the 
outcomes of issues put forward in the course of 
Dealer/manufacturer proceedings – however 
that may soon be changing.

For the first time ever, Dealer 
Council Chairmen representing 
a number of prominent 
automotive brands in Australia 
are being approached to 
become directors of a National 
Dealer Council (NDC), which, 
amongst other objectives, will 
tackle the generic issues facing 
the motor industry.
Significant traction regarding this move was 
gained at this year’s AADA National Dealer 
Convention. 

During the prestigious three day event in July, 
a number of current Dealer Council Chairmen 
met and unanimously agreed that brands 
should be represented through a national 
dealer council. AADA Chairman Ian Field 
was at the meeting, noting that ‘in the past the 
common issues affecting the motor industry 

and the relationships between OEMS and 
Dealers have not been handled by people with 
industry experience’.

An independent NDC would not only put 
a new mechanism in place for the collective 
Dealer Councils across Australia, but would 
also create the first separately funded national 
body solely representing new car dealers.

Whilst the AADA is determined to help 
facilitate the creation of a NDC, its future 
involvement with the Council would be 
‘supportive’.

‘Of course the AADA will work closely with 
the NDC to collectively form policy and 
strategy, though ultimately, they should 
also make their own decisions’ said AADA 
Chairman Ian Field. 

There is an opportunity to use existing 
resources to get the NDC off the ground, 
including initial financial support from the 
Queensland motor industry body (MTAQ). 
This, along with the new AADA, including 
its national structure and ability to provide 
secretarial services and facilities, could all 
contribute. Over time, more funding will need 
to be provided by the dealer body to sustain 
the NDC’s growth and harness its success.

DEALER COUNCILS UNITED  
UNDER ONE NATIONAL ORGANISATION 
For the first time in history, a National Dealer Council could be formed to  
tackle the common issues faced between manufacturers and Dealers.

ASSOCIATION NEWS       Australian Automotive Dealer Association

Pictured: AADA Board Directors
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Dealers are being bombarded with 
unnerving news and speculation about 
the future of both new and used cars in 

Australia, with talks of new ‘parallel’ imports 
as well as large-scale used cars potentially 
flooding our shores.

Whilst Dealer uncertainty at this transitional 
time is understandable, the new AADA 
is being recognised as the official peak 
body representing car dealers in Australia, 
which should come as welcome news for 
Dealers. Indeed, the Government has not 
only demonstrated impressive receptiveness 
towards the AADA, but has approached the 
Association for discussion on these critical 
matters – and we are being heard.

In the matter of importing used cars into 
Australia, the Productivity Commission 
has recommended that the Australian 
Government ‘progressively relax the restriction 
on the importation of second-hand passenger 
and light commercial vehicles’ into Australia.

The Report titled Australia’s Automotive 
Manufacturing Industry suggests that the 
new laws do not commence before 2018 
and apply (initially, at least) to vehicles 
manufactured no earlier than five years prior 

ASSOCIATION NEWS       Australian Automotive Dealer Association

‘WE ARE BEING HEARD’ 
An open dialogue between the AADA and the Australian Federal Government has put the 
Association in a valuable position to address debates around ‘parallel’ and used imports.

to the application date for importation. Along 
with this, the Report recommends that the 
$12,000 imported second-hand vehicle duty be 
removed from the Customs Tariff.

Whilst AADA disagrees with some of 
the Commission’s recommendations, it’s 
important to note that targeting and vilifying 
the Productivity Commission findings will 
not only weaken our credibility, but achieve 
nothing in the way of reaching our goals.

Instead, the AADA is focused on continuing 
discussions with key Parliament members to 
express our concerns and put forward credible 
suggestions. Already, members of the AADA 
board have had lengthy discussions with a 
number of Government Ministers and their 
senior advisors about allowing large-scale 
importation of other country’s used cars.

The response from a letter released by the 
AADA to all members of Parliament about 
the risks of grey imports, has also been very 
encouraging.

Whilst the Abbott Government has not yet 
said officially whether it will embrace or reject 
the recommendation, comments from Ian 
Macfarlane, the Federal Minister for Industry, 
are encouraging.

‘The Government has no intention of allowing 
Australia to become the dumping ground for 
other countries’ old second hand vehicles’  
he said.

According to a formal response from the 
Federal Government, the issue will instead 
be ‘thoroughly considered’ within a review of 
Motor Vehicle Standards Act 1989  - which 
is expected to take place commencing this 
month.

The results of this Review will 
also influence the Government’s 
decision on allowing consumers 
to purchase new cars from 
overseas.
The harmonising of Australian Design Rules 
(ADRs), by shifting to adopt international 
design standards, will open the door to a direct 
comparison of prices and Dealers will be able 
to ensure the prices paid to manufacturers are 
no longer distorted by unique Australian rules, 
which add cost. There is no longer a need to 
protect a local manufacturing industry.

AADA is confident that prices in Australia, 
in most cases, are less than other right hand 
drive markets when adjusted for content 
and differences in tax rates. We have the 
most competitive market in the world and 
as a consequence the best prices. Critics who 
continue to push the myth that car prices will 
drop dramatically are incorrect.

Assistant Infrastructure Minister, The 
Hon Jamie Briggs MP has indicated 
the Government’s ambitions to remove 
restrictions.

‘Why shouldn’t consumers have the option to 
do that if there is no good safety reason?’ Mr 
Briggs said.

Dealers nervous about the implications of such 
a decision, should take heed that this inevitable 
change will not spell the end of the business 



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

Now available in Australia
1300 66 11 33         www.dealersolutions.com.au

In partnership with

model they’re accustomed to. In cases where 
there is a major difference in price between 
vehicles sold here and overseas, manufacturers 
will have to adjust to the changed rules.

Mainstream car models sold in Australia are 
amongst the most competitive and cheapest 
in the world compared with other right hand 
drive markets. Consumers who expect that 
shopping for a car online will be as easy as a 
click of a button, will soon learn that it’s not 
a simple exercise. The substantial monetary 
investment that is required to purchase a new 
car will mean most consumers prefer to visit 
the physical dealership premises and the onus 

will be on manufacturers to adjust prices to 
ensure they remain competitive.

‘The root of the misconception 
is consumers believe Dealers 
make all the money on new 
cars sold and that by going to 
an overseas supplier they will 
improve the transaction price, 
but this is simply not true’ said 
AADA Chairman Ian Field. 

Other Dealers have raised concerns that 
non-dealers will have the freedom to import 
new cars in bulk with the view of selling them 
privately. AADA will make submissions to the 
Government suggesting that it is not in the 
public’s interest to allow this to happen.

The review of the Motor Vehicle Standards Act 
1989 will give Dealers a chance, in a series of 
public hearings, to put forward their views to 
Government about new and used imports in 
Australia. Assistant Infrastructure Minister, 
The Hon Jamie Briggs MP will be responsible 
for the review.

In the meantime, the AADA will continue to 
provide consultancy on these matters to the 
Government where required. 

There are 19 million used cars in Australia and 
we do not need any more.

AADA’s submission to the Productivity 
Commission in February can be found at 
www.aada.asn.au 
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The European Automobile Manufacturers’ 
Association (ACEA), along with most of 
the vehicle manufacturers it represents 

in Europe, has been reluctant to engage in the 
topic of a binding industry code of conduct to 
make the working conditions between Dealers 
and manufacturers fairer and less arbitrary.  

Even despite continued lobbying on the part 
of Dealer representative bodies, including 
the National Franchised Dealers Association 
(NFDA), the request for a more transparent 
and equitable code has been largely 
disregarded for a reported 18 months.

This could be all set to change however, 
now that the European Commission has 
announced that unless an acceptable code is 
agreed upon, it will initiate a ‘legally binding 
solution’ – most probably in the form of 
sector-specific regulation.

Indeed, the Commission has been well aware 
of the less than ideal conditions Dealers have 
endured over the past few years.

In 2011 and 2013, two European Commission 
consultations highlighted the substantial 
unfairness experienced by Dealers, including 
arbitrary terminations and onerous standards 
handed down by manufacturers. 

The Commission’s warning regarding 
legislation on unfair practice comes after 
a series of proposals drafted by NFDA, in 
conjunction with the European Car Dealers 
(ECD) – a division of CECRA, which put forth 
key suggestions for a revised code of conduct. 

The proposals, which were presented 
over 12 months ago, were well-received 
by the Commission, which encouraged 
manufacturers to consider them. 

In light of the Commission’s recent warning, 
NFDA Director, Sue Robinson said ‘This is an 
important first step in bridging the harmful 
gaps left by the removal of the sector-specific 
block exemption.’

She goes on to say that, ‘The clear message 
from the EU is that manufacturer 
intransigence is not an option. The NFDA is 
continuing to lobby on key fronts and thanks 
to our members’ support and that of our 
colleagues in Europe, a solution designed to 
support more predictable, clear and equitable 
arrangements for Dealers is very much 
becoming a question of when, not if.’

However, despite the momentum that’s finally 
being generated, the NFDA and its Director 

LACK OF ACTION ON ‘UNFAIR PRACTICES’ 
PROMPTS LEGISLATION WARNING FROM EU
There’s been plenty of activity from our European colleagues, as the EU gives  
vehicle manufacturers new motivation to agree on a fair code of conduct.

are under no illusion about the hard work that 
is ahead of them. As part of their strategy, they 
intend to leverage the European Parliamentary 
elections.

‘We have already written to all UK MEP 
candidates to brief them and enlist their 
support, which we intend to follow up in 
meetings with them post-election where 
possible’ said Robinson.

Amongst the new Code arrangements, the 
NFDA and ECD are seeking the freedom for 
Dealers to transfer ‘the sales contract’ to any 
member of the authorised network. Other 
changes include the freedom to sell different 
brands at one site as well as compensation for 
investments where termination of the sales 
contract has occurred by the manufacturer 
(and not caused by the Dealer).

The NFDA’s persistence in pursuing a new 
Code for the industry will not only provide 
protection for Dealers during challenging 
periods, but offer a more secure platform for 
growth during times of prosperity.

The AADA will closely follow the 
developments of this issue and provide 
updates in upcoming editions.

INTERNATIONAL       Australian Automotive Dealer Association
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The AADA has recently made a 
submission to the Treasury on behalf of 
Australia’s over 1500 new car dealers to 

fight for fairer contracts for the industry.

The Government’s consultation paper titled, 
Extending Unfair Contract Term Protections To 
Small Business, contends that ‘unfair contract 
terms are being included in standard form 
contracts involving small businesses.’

These are, according to the official Treasury 
website, having a negative impact throughout 
the community. 

A standard form contract usually refers to 
a contract that is offered on a ‘take it or 
leave it’ basis, with minimal opportunity for 
negotiation – much like the Dealer Franchise 
Agreement. Meanwhile, unfair contract 
terms are defined as conditions that ‘cause a 
significant imbalance in the parties’ rights and 
obligations arising under the contract’. They 
are, according to The Treasury website, ‘not 
necessary to protect the legitimate interests 
of the party who would advantage by these 
terms.’

An example of unfair terms could involve 
larger businesses having the freedom to change 
prices without justification or consultation 
with other parties. 

Submissions regarding the consultation paper, 
which was released on May 23, were open 
until August 6.

As part of AADA’s submission, the Association 
welcomed the Govt’s review of unfair contract 
terms and extending protection to small 
businesses. The AADA also drew attention to 
the consultation paper’s limited reference to 
franchisees as small businesses, despite over 
70,000 franchisees operating in Australia.

These franchisees, the AADA contended, are 
often reluctant to address unfair contract terms 
in their agreements for fear of ‘reprisal, non-
renewal of contract and access to justice being 
too slow, too expensive and too adversarial.’

As in other Government submissions, 
AADA also noted the current inconsistencies 
surrounding the definition of small business.
The AADA suggested that the relative size 
of involved parties should be considered – 
highlighting that even the largest new car 
dealers in Australia are ‘small’ compared to 
the global vehicle manufacturers with which 
they’re trading.

As such, AADA strongly recommended 
that the ‘extension of unfair contract 
terms protections should be applied to all 
franchisees…[and] all business-to-business 
standard form contracts.’ 

The only exception to this is publicly listed 
companies as per the consultation paper 
requirements.

Included in its submission, the AADA also 
adopted the view that unfair contract terms 
provisions should provide protection to 
franchisees and other SMEs when they both 
acquire and supply goods and services.

Though the extension of these provisions 
will be dependent on the definition of small 
business that is adopted, AADA argued 
that these should encompass the contracts 
between franchisor and franchisee as well. The 
Association clearly argued that ‘motor vehicle 
dealers should be accorded the same degree of 
protection as extended to other SMEs.’

In its demonstration of unfair terms being 
encountered by members, the AADA 
highlighted issues like margins being adjusted 
based on consumer satisfaction scores (with 
no right of appeal) as well as unachievable 
objectives being set for Dealers with no 
consultation. 

Other unfair contract terms raised, included 
Dealers being made to take damaged or late 
delivered stock (with no right of appeal), ‘cost 
shifting’ to Dealers when substantial warranty 
recalls arise and OEMs invoicing stock to 
Dealers where they have not ordered nor 
agreed to delivery.

In its final comments, AADA welcomed the 
opportunity to contribute further to the review 
and discussions surrounding this topic.

You will be able to follow the outcome of 
AADA’s submission in future Automotive 
Dealer issues.

AADA FIGHTS FOR FAIRER CONTRACTS 
The Treasury has called for submissions on the topic of unfair  
contract terms for small businesses – and AADA has responded.

Glass’s AutoEdge Mobile Available on iPad & Tablet - autoedgemobile.com.au
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• New & used passenger & commercial values & specifications dating 
back to 1960.

• Automatic calculation adjustment for kilometres and options. 

• 12 months pricing history.

• Ability to email the valuation as a PDF or CSV file for easy integration 
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The recent price benchmarking project facilitated by the 
Federal Chamber of Automotive Industries (FCAI) has 
caused quite a stir in the auto community and beyond.

The results of the project, which was undertaken by IHS 
Automotive, clearly demonstrate that Australian consumers pay 
less for new cars than those in the UK and New Zealand in almost 
all cases. 

Like Australia, the UK and NZ are right-hand drive markets 
and for this reason were selected as a fair choice for comparison. 
Despite the protests of some industry commentators, you cannot 
compare prices in the huge US left-hand drive market to Australia.

As part of its comprehensive results, the FCAI highlights the 
competitiveness of Australia’s new car market, noting the 67 brands 
on offer with over 350 light car models competing for consumer 
attention. These figures are amplified when compared to bigger 
markets like the US and Canada, which sell substantially less 
brands – just 51 and 49 respectively.

Whilst the FCAI was not able to compare all 350 models sold in 
Australia with their overseas equivalents, a number of models were 
selected, representing a diverse cross-section of mainstream and 
premium brands.

From the popular Mazda3, Ford Focus and Toyota Corolla – to 
the BMW 3 series and Range Rover Sport, models were compared 
based on equivalent specification levels – making for a more fair 
and accurate analysis.

The comparison did not include additional costs such as stamp 
duty, registration and other taxes, which vary considerably between 
markets. Instead the FCAI drew on the manufacturer’s list price, 
or estimates from the manufacturer where specification levels 
conflicted. 

The study was by no means a quick or unsophisticated comparison 
however; instead it’s the result of intense research and thorough 
analysis, as pointed out by FCAI CEO Tony Weber:

‘In no way is [the study] overly simplistic, this has not been a 
simplistic exercise at all. What we’ve done is compare apples with 
apples.

I think this is the most honest way to do it and this is the only 
meaningful comparison of the two markets. The taxation regime is 
not really at play.’

The table (right) shows price data collected on models sold in 
Australia and the UK based on equivalent specification.

OUR APPLES ARE CHEAPER 
The FCAI has compared ‘apples with apples’ in a study that examines the price  
of new cars sold in Oz compared with those in other right-hand drive markets. 

Vehicle Price in 
Australia 
(MLP)1

Price in UK2 
(of Australian-
spec model3)

Notes

Ford Focus Trend hatch AUD$22,290 AUD$32,325

Mazda3 Neo hatch AUD$23,792 AUD $31,405 Some difference in 
specification level 
in the UK

Toyota Corolla Ascent 
Sport hatch

AUD$23,540 AUD $24,250 Sold as the Toyota 
Auris Icon in the UK

Audi A4 2.0 TFSI quattro 
S tronic Ambition

AUD$59,900 AUD$63,427

Audi A3 Sportback 1.4 
TFSI S tronic (92kW)

AUD$35,600 AUD$37,641 Designated ‘SE’ in 
UK and ‘Attraction’ 
in Australia

Audi Q5 2.0 TDI quattro S 
tronic (130kW)

AUD$62,600 AUD$63,645

BMW 3 series 328i AUD$69,400 AUD$68,808

Mercedes-Benz C-class AUD$60,900 AUD$56,659

Mercedes-Benz A180 AUD$35,600 AUD$42,417

Mercedes-Benz A45 AMG AUD$74,900 AUD$87,156

Mercedes-Benz ML350 
BlueTec Diesel

AUD$92,303 AUD$100,410 AU Price listed 
excludes a LCT 
payment of $9,933, 
which brings the 
total MLP of the 
motor vehicle to 
AUD$102,236.

Land Rover Freelander 
2 TD4 SE

AUD$54,100 AUD$55,832

Range Rover Evoque eD4 
Pure

AUD$49,995 AUD$46,795

Range Rover Sport SDV6 
HSE

AUD$110,688 AUD$103,486 AU Price listed 
excludes a LCT 
payment of $15,541, 
which brings the 
total MLP of the 
motor vehicle to 
AUD$126,229.

Notes:  1. Prices are Manufacturer’s List Price and includes GST applicable to the base/
standard specification model but does not include dealer delivery and various government 
charges (e.g. registration fees, stamp duty, CTP and the like) normally included in a ‘drive-
away’ price. Any LCT applicable is shown in the notes column.

2. For conversion purposes we have used the average daily exchange rate during the 1st 
half of 2014 from the Reserve Bank of Australia, Exchange Rate Data [http://www.rba.gov.
au/statistics/hist-exchange-rates/index.html]—$1 to £0.55 GBP.

3. Price in the UK if a model with the same level of specification as Australian variant was 
available. Where a model with this level of specification is not available, these prices are 
based on estimates from the brand.
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The FCAI’s comparison of new car 
prices in Australia with the UK and 
NZ reinforces much about the AADA’s 

position on grey imports and the Luxury Car 
Tax (LCT).

The results of the study contend that ‘for 
around 99 per cent of the market new cars are 
less expensive in Australia than overseas.’

It goes on to highlight that Australia’s 
oversaturated and competitive market, along 
with our comparatively low consumption of 
cars ‘give Australian consumers a better deal’.

Indeed, it’s a far better deal than what they may 
get if the large scale importation of overseas 
used cars, or ‘grey imports’ are allowed into the 
country. 

In past issues of Automotive Dealer we’ve 
highlighted the risks of importing unwanted 
and comparatively inferior overseas vehicles 
into the country – ranging from tampered 
odometers, to uncertainty over recalls and 

personalized
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servicing. We do not want Australia to become 
a dumping ground for sub-standard vehicles of 
questionable history.

We’ve also consistently highlighted that the 
Australian market is already amongst the most 
competitive in the world – a point emphasised 
in this latest study and by FCAI CEO Tony 
Weber:

‘The reality is that most people do not 
realise what a wonderful scenario [it is]. The 
CommSec Car Price Affordability Index shows 
that car prices are cheaper in Australia today 
than they’ve ever been. The other thing is 
you’ve never had the safety features and you’ve 
never had the environmental features as well, 
and the security.’

But is this data at odds with AADA’s stance on 
abolishing the Luxury Car Tax?

While data gathered by the FCAI (in 
conjunction with IHS Automotive) 
demonstrates that Australian cars are generally 

cheaper, the substantial increase in price 
caused by the LCT wasn’t included in the data. 

As demonstrated in the table on page 10, 
the LCT, which affects vehicles priced above 
$61,884, causes a substantial price increase. 

On the Range Rover Sport HSE model 
compared, the price of the vehicle in Australia 
climbs a further $15,541 (before on road 
costs) when the LCT is added. This makes the 
vehicle approximately $22k more expensive 
to purchase in Australia than in the UK, all 
considered. (Source: FCAI Act 2014)

‘We’re very happy to have the elimination of 
the luxury car tax in this country, very happy 
for that’ said Weber, who concedes that the 
apparent price advantage in Australia becomes 
less tangible as the cost of cars being compared 
increases.

‘[It’s] obviously a very big issue for the 
purchase of a car because the luxury car tax 
cuts in at a very hefty rate.’ 

FCAI FINDINGS REINFORCE AADA STANCE ON GREY IMPORTS AND LCT POLICY
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A landmark decision was reached at 
last month’s Fenabrave Conference in 
Curitiba, Brazil with a number of key 

international Dealer Associations agreeing to 
work together informally, including sharing 
critical information about policy development 
and dealership operations. 

Following on from initial discussions between 
international Dealer Associations earlier this 
year at the New Orleans NADA Convention 
and Expo, the decision was reached in a recent 
meeting held between Fenabrave, NADA  
and AADA.

There has been a strong desire from many 
of the key peak bodies to learn from the 
experiences of each Association, particularly 
where similar battles are being waged on 
government policy. 

The initial group is planned to comprise of 
six international Associations including USA, 
Brazil, Australia, China, India and Canada. 
The Associations representing new car dealers 
in Europe, UK and the Latin Americas are 
initially being invited as observers. 

The advantages of this new cooperative 
arrangement for members are already very 
apparent. 

For example, NADA has been working 
through a significant USA Government 
review into F&I commissions and income 
arrangements. The NADA Chairman, Forrest 
McConnell and NADA Chief Counsel, 
Andy Kohler have already outlined the 
Government’s position in depth as well as the 
steps they have taken to combat any changes 
that may be adopted. 

AADA is working through a similar issue 
and both parties agree that there is much to 
be gained from open discussions on these 
matters. 

Aside from this example, there are many other 
issues which Dealers face every day, common 
to the members of each Association. What will 
vary are the strategies each Association adopts 
to overcome the challenges – and it is this that 
will be the clear advantage in this new sharing 
of information.

‘Sharing key advice and proven solutions to 
common problems will be a very significant 
benefit for all parties involved’ said AADA 
CEO Patrick Tessier, who has been a key driver 
in the formation of this unofficial dialogue 
group. 

One of the key issues outlined by NADA and 
AADA is the data being gained by third party 
businesses, such as online business providers 
and companies using the Dealer community 
to uncover data. 

With the development of re-marketing 
technology and the ability of companies to 
continually market to IP addresses gained 
through their commercial activities, it’s the 
view of both Associations that there is a 
significant threat to the Dealer in the future.

NADA Chairman Forrest McConnell says 
that whilst Dealers profit from third party 
agreements, the erosion of the customer 
relationship with the Dealer is a big concern.

‘Who’s to say that this data, developed from 
the Dealers will not be resold to competitors? 
We are looking at this quite seriously’ said 
McConnell. 

This is reinforced by AADA Chairman Ian 
Field who points out that the ‘dangers of third 
party suppliers accessing dealership customer 
databases are quite great.’

Overall, there are many benefits in a strong, 
cohesive dialogue between international 
Dealer Associations. The wheels are now in 
motion to form a supportive alliance between 
the AADA and its international cousins and 
the groups will meet next at the NADA Expo 
in San Francisco. 

As the automotive industry increasingly shifts 
to a global focus, there’s perhaps no better 
time to band together and tackle shared policy 
matters as a united force. 

INFORMAL DISCUSSIONS BETWEEN INTERNATIONAL 
DEALER ASSOCIATIONS A POSITIVE MOVE FORWARD
The AADA has been a key force in bringing together Dealer Associations from the USA,  
Brazil, China, India and Canada to form valuable cooperative arrangements.

INTERNATIONAL       Australian Automotive Dealer Association

Patrick Tessier - AADA CEO, Flavio A Meneghetti - Fenabrave Director, Forrest McConnell - NADA Chairman
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MARKET TRENDS: SALES SLUMP CONTINUES  
BUT UTES AND SUVS SHOW STEADY GROWTH
As of the end of July, Australia’s new car market remains 2.1 per cent behind 2013’s  
figures, although industry observers anticipate sales to increase in final quarter.
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Meanwhile, SUVs have continued to 
demonstrate their popularity with the 
Australian public, up 12.7 per cent for July and 
4.1 per cent for the year. Smaller SUVs such as 
the Subaru XV, Nissan Qashqai and Mitsubishi 
ASX have proved especially popular, while the 
Jeep Grand Cherokee and Toyota Kluger are 
selling strongly in the larger SUV segments.

In terms of sales performance across Australia, 
New South Wales is the only  state which 
has grown its year to date sales (by 1.3%), 
while Western Australia has experienced the 
sharpest drop (8.1%).

New South Wales also sold the most cars 
in July (28,587), with Victoria (24,756) and 
Queensland (17,767) in second and third 
position.

The ever-popular Toyota Corolla — 2013’s 
biggest seller — has leapt ahead and is now 
leading the new-car sales race for the first time 
this year, albeit only 21 cars ahead of its most 
formidable opponent, the Mazda3.

July new-car sales figures of 89,867 are 
down 0.4 per cent on July 2013, marking 
the sixth month of the year where sales 

figures have dragged behind. However, this 
gap is not dramatic and a number of factors 
towards the end of the year are anticipated to 
generate more interest in showrooms.

These include the strengthening of the 
Australian dollar and continued low 
interest rates, which are expected to give 
Dealers sharper deals and consumers added 
motivation to purchase.

Not that the Australian market is a particularly 
tough place for consumers. 

New car affordability is at a 38-year-high while 
prices are at 20-year lows.

While the market in July was down overall, 
the Ute segment was strong. In fact, the Toyota 
Hilux, Ford Ranger and Holden Colorado 
all found their way into the top ten strongest 
selling models with a combined figure of  
6,606 units.

CONSUMER NEWS       Australian Automotive Dealer Association



TOP 10 CARS IN JULY 2014 TOP 10 BRANDS IN JULY 2014
TOYOTA 16,486 DOWN 5.4 PER CENT

HOLDEN 8990 DOWN 11.3 PER CENT

HYUNDAI 8351 UP 4.3 PER CENT

MAZDA 8048 DOWN 5.6 PER CENT

FORD 6210 DOWN 7.8 PER CENT

NISSAN 5451 UP 7.5 PER CENT

MITSUBISHI 5042 DOWN 10.4 PER CENT

VOLKSWAGEN 3991 UP 0.6 PER CENT

SUBARU 3121 UP 0.6 PER CENT

HONDA 2708 DOWN 1.4 PER CENT

TOYOTA COROLLA 3800 DOWN 3.7 PER CENT

MAZDA3 3421 DOWN 1.2 PER CENT

TOYOTA HILUX 3140 UP 5.6 PER CENT

HOLDEN COMMODORE 2469 DOWN 12.7 PER CENT

HYUNDAI I30 2434 UP 6.3 PER CENT

FORD RANGER 2023 UP 13.5 PER CENT

MAZDA CX-5 1895 UP 15.7 PER CENT

TOYOTA CAMRY 1806 DOWN 12.4 PER CENT

HOLDEN CRUZE 1747 DOWN 29.2 PER CENT

HOLDEN COLORADO 1443 DOWN 14.8 PER CENT

JULY FIGURES AT A GLANCE
WA

VIC

TAS
SA QLD

NT

NSW

ACT

 Month YTD Variance +/- Vol. & %

Total Market 2014 2013 2014 2013 MTH YTD MTH YTD

ACT 1,472 1,396 10,208 10,472 76 -264 5.4% -2.5%

NSW 28,587 27,789 206,873 204,144 798 2,729 2.9% 1.3%

NT 913 1,049 6,721 6,982 -136 -261 -13.0% -3.7%

QLD 17,767 18,618 132,803 139,384 -851 -6,581 -4.6% -4.7%

SA 5,514 5,485 40,562 40,927 29 -365 0.5% -0.9%

TAS 1,302 1,466 9,636 10,402 -164 -766 -11.2% -7.4%

VIC 24,756 24,584 174,244 176,828 172 -2,584 0.7% -1.5%

WA 9,556 9,848 68,771 74,807 -292 -6,036 -3.0% -8.1%

Total 89,867 90,235 649,818 663,946 -368 -14,128 -0.4% -2.1%
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NEW POWER FOR THE ACCC 
LIKELY TO TRANSPIRE
The Competition and Consumer Amendment 
(Industry Code Penalties) Bill 2014 (Bill) has 
been introduced to Parliament, bringing a 
number of likely changes.

The Commonwealth Minister for Small 
Business, the Honourable Bruce Billson 
MP introduced the Bill into Parliament 

in mid-July. The passage of the Bill is the 
first step towards the reforms that have been 
outlined in previous Automotive Dealer issues 
and are expected to commence on  
1 January, 2015.

The reforms, which will form part of the 
greater Competition and Consumer Act 2010 
(CCA), will give the Australian Competition 
and Consumer Commission (ACCC) more 
power in issuing penalties for non-compliance 
of the Franchising Code of Conduct (Code) 
and not other industry codes.

Right now, the CCA does not allow for the 
ACCC to issue monetary fines, however 
considering the apparent support for these 
reforms from both political parties, this may 
not be the case for much longer.

This will be the first time where distributors 
in particular will be subject to ‘civil pecuniary 
penalties’ (CPP) and fines (issued under an 

infringement notice) for breaches  
of the Code’s provisions. 

It is expected that once the Bill 
becomes law, the ACCC will be able 
to seek orders  from the Court to 
issue a civil pecuniary penalty of up 
to $51,000 per breach. While  
this may not be enough to deter some 
distributors who do not comply with the 
Code, the damage to the distributor’s brand 
image will likely act as a further deterrent. 

With the passing of this Bill, the ACCC 
will also have the power to fine distributors 
and individuals outside of a civil pecuniary 
penalty, that is, for breaches which fall outside 
of the CPP guidelines. This will put Dealers 
in a more advantageous position to ensure 
distributors comply with the Code.

As such, the ACCC may issue infringement 
notices to a company of up to $8,500 and 
$1,700 for individuals. The company or 
individual can choose to comply with the 
infringement notice and pay the fine, however 

a failure to comply with the infringement 
notice may result in the ACCC seeking court 
action for further consequences.

The Minister also confirmed the Government’s 
intention to proceed with introducing a new 
Franchising Code of Conduct in his Second 
Reading Speech. This will apply to franchise 
agreements entered into on or after 1 January 
2015.

Watch this space for further developments on 
this issue.
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Stakeholders from the National 
Automobile Dealer Association 
(NADA), the MTA Institute of 

Technology (MIT) and the AADA made 
history at this year’s Convention with the 
ceremonial signing of documents to bring 
NADA University to Australia.

As reported in the last issue of Automotive 
Dealer, NADA University will give Australian 
dealerships access to new opportunities for 
increasing knowledge and adding valuable 
skills to their team. NADA University, which 
already provides the US automotive and 
truck industries with the most comprehensive 
source of web-based education and training, 
has generated a lot of interest from Australian 
Dealers.

Jim Phillips, the Director of Custom Education 
Delivery at NADA Dealer Academy was 
present at the Convention, and revisited 
Australia in late August to help facilitate 
the training of Australia’s NADA University 
instructors.

The AADA will initially offer three new 
training programs for the Dealer industry, 
commencing in the New Year. The NADA 
University programs will be offered under 
an exclusive licensing arrangement between 
NADA and AADA and will be available  
across Australia.

As part of the landmark agreement, Dealers 
will have access to:

• Service Department Operations 
Management

• Foundations to New and Used Vehicle 
Management

• Advanced New and Used Vehicle 
Management

Whilst the first mentioned course is a three 
day intensive qualification, the latter two will 
run for two days.

The signing of the documents, which was done 
in front of an audience of delegates, marks an 
exciting time not only for Australian Dealers, 
but the AADA, as its relationship with NADA 
strengthens.

‘It is hoped that bringing NADA University 
to Oz will become just one of many exciting 
collaborative efforts between the two 
Associations’ said AADA CEO Patrick Tessier.

Training for the qualifications, which is due to 
commence in January 2015, is generating a lot 
of enquiries and even pre-bookings.

Dealers interested in forward-booking before 
January and being amongst the first to receive 
training are encouraged to act now.

For full details of the program or to make a 
booking, please contact info@aada.asn.au 

Pictured:  Jim Phillips, Director of Custom Education 
Delivery - NADA Dealer Academy and Ian Field, 
Chairman - AADA

SIGNED AND SEALED
NADA University is well on its way to Australia after a ceremonial signing at the Convention in July.
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To avoid landing in hot water, ensure that 
the information in your ads is truthful, not 
creating a false impression, includes important 
information and does not make false, 
inaccurate or unrealistic claims.

Fine Print and Disclaimers

Fine print is common in advertising and 
perfectly legal as long as the message in the 
fine print does not contradict the overall 
message of the advertisement. This is where 
disclaimers come in, which are usually 
represented in fine print.

If an advertisement states that a product is 
‘free’, but the fine print indicates that some 
payments must be made, the advertisement is 
likely to be misleading.

In relation to ‘price representation’, a common 
misconception is that disclaimers are used to 
correct misleading impressions in the overall 
advertisement, when in fact they should 
simply explain the representation further. 

Blanket disclaimers like ‘terms and conditions 
apply’ should be used without concealing 
important information and with caution. 
In reference to the placement of disclaimers 
– font size and type must be easy to read 
and near the relevant offer in print and 

advertising’, requiring all who participate to 
correctly represent the product for sale in 
a way that enables consumers to make an 
informed decision. There is no excuse for 
misleading a consumer.

While some advertising practices should be 
avoided, others must be used with caution 
– and no matter whether you’re advertising 
directly or using a third party, it’s important to 
have an understanding of the rules. Though 
it would be impossible to detail the ACL 
guidelines here, these are some of the basic 
rules you should be aware of.

False and Misleading Claims

This is an area where Dealers need to be 
particularly careful and refer to any advertising 
which is likely to deceive or mislead 
consumers. Whether the content in your ad 
actually misleads a consumer or is likely to, 
is irrelevant. This also goes for whether you 
intended to be deceptive or you were unaware 
of your actions.

When you advertise a new or pre-owned 
car, the overall impression created by your 
ad needs to be accurate – this extends to the 
wording, images, offers, models, features as 
well as any representations you make to the 
consumer in person when they are considering 
the purchase.

ARE YOU ADVERTISING THE TRUTH? 
Advertising is incredibly important to automotive dealers and contributes majorly to sales  
and consumer satisfaction, but beware, disregarding advertising guidelines will cost you.

A few years ago a Victorian dealership 
paid a hefty price after the Australian 
Competition and Consumer 

Commission (ACCC) found it guilty of 
making a misleading representation in 
advertisements placed in two prominent 
newspapers.

The dealership’s headline offer conflicted with 
the limitations set out in the fine print and 
it was ultimately made to pay over $13,000 
in infringements – the maximum penalty 
at the time. According to the ACCC, the 
dealership had contravened the Competition 
and Consumer Act 2010 for providing ‘false or 
misleading representations about the existence, 
exclusion or effect of any condition, warranty, 
guarantee, right or remedy.’ 

Along with paying the substantial fine, the 
dealership was made to publish corrective 
notices in the papers as well as offer to upgrade 
customers who had made a purchase to a 
premium warranty product, free of charge as 
compensation.

As strict a penalty as this was for the Dealer, 
this example is not an isolated case.

As in so many other industries, retail new 
car dealers rely on advertising to attract new 
customers to their business, boost sales, 
move ageing stock and (hopefully) create 
long-standing relationships with customers. 
Whether Dealers are placing ads in print, 
digitally or through the media – the marketing 
and advertising component of the dealership 
business is often ‘make or break’ and is so 
crucial to success.

Yet so many dealerships are getting it wrong 
and are paying the price for advertising 
which is false, misleading or just plain 
unlawful.

Price is often a major factor in a consumer’s 
decision to purchase a new or pre-owned car, 
and is usually the first place where Dealers 
stumble in their ads. Australian Consumer 
Law (ACL) is firm in its rules around ‘price 

ADVERTISING & MARKETING       Australian Automotive Dealer Association
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online, while on media such as TV/radio it 
must visible or audible enough for simple 
interpretation.

Dealer Advertising - Price

Though it’s been mandated for several years, 
Dealers should never forget that the sum of all 
components that make up a car’s price must be 
advertised.  This usually includes the vehicle 
purchase price, stamp duty, compulsory third 
party insurance, registration and delivery 
fees. If you are advertising the single price 
for a new vehicle and it includes less than 12 
months registration, this should be clearly 
communicated.

Comparative Advertising

If your advertisements are comparing products 
or services to others on the market, it’s crucial 
that the comparisons are based on price, 
quality, range and/or volume. If you’re not 
comparing ‘apples for apples’, or for example, 
models against competitors in the same price/
specification range, you risk misleading 
consumers.

Bait Advertising

This refers to using a particular price point to 
draw customers into your dealership, but then 
not having the stock or the means to deliver 
the vehicle at the advertised price. If you are 
aware or should have been reasonably aware 
that you cannot deliver a type of vehicle at a 
certain price, or for a reasonable time period, 
you could be in breach of the ACL. 

You can help yourself avoid trouble by clearly 
stipulating how many vehicles of a certain 
type are available, anticipating demand and 
advertising cars that are in stock.

Social Media

Social media has given many dealerships 
an exciting new platform to connect with 
customers and advertise their offers – however, 
some Dealers forget that advertising rules still 
apply.

As such, you should not make statements on 
your Facebook, Twitter, LinkedIn, Instagram 
or any other pages that are in breach of ACCC 
guidelines.

Though there are no specific consumer laws 
or rules in place for social media, businesses 
are still being fined for misleading customers. 
Aside from ensuring your posts are compliant, 
it’s also important that you monitor the 
comments of your followers and remove any 
posts that are misleading or false.

And if you think that you’d never be fined for 
activity on social media, think again.

According to the ACCC website, in 2011 a 
court case concluded that a company accepted 
responsibility for misleading fan posts and 
testimonials on its social media pages when it 
knew about them and decided not to remove 
them.

Don’t Advertise In Doubt

The guidelines outlined here just scratch the 
surface of what you must consider before 
advertising online, in print and beyond. 
Though you shouldn’t use this article to guide 
your advertising decisions, it’s a good starting 
point for further research and making sure you 
advertise the right way.



20  |  SEPTEMBER/OCTOBER 2014  |  automotivedealer.com.au

arrive in late November ready to take on the 
likes of the Holden Trax and Nissan Juke.

Moving up a few classes (and sizes), the 
long anticipated Lexus NX will slot in under 
the popular RX when it arrives in October. 
Though it may be late to the party, the NX’s 
striking looks and attitude will turn plenty of 
heads and likely help it find plenty of homes 
too.

Other long-awaited SUVs include the all-new 
Kia Sorrento, which arrives in November with 
improved performance, efficiency and sleek 
styling.

Turning now to the competitive small car 
scene – the much loved Toyota Yaris will 
receive a major update in October – and with 
good reason, considering the all new Mazda 2 
will land in Australia in December. Expected 
to be a big hit, Mazda’s smallest Australian 
model will feature grown-up styling (in line 
with the 3 and 6), along with new performance 
technology and greater efficiency.

The arrival of the updated Ford Falcon – the 
last ever Falcon model - in November will be a 

bittersweet moment for fans of the large sedan. 
The Falcon, which will retain the same basic 
glasshouse as the current model, will feature 
redesigned front and rear styling, as well as 
upgraded technology inside and under the 
hood.

NEW MODELS IN SUMMARY: 

Here’s a quick-look list of models expected to 
land in Australian dealerships across October 
and November

• Alfa Romeo Giulietta (facelift)
• BMW I3
• Fiat 500X
• Ford Falcon
• Hyundai i10
• Infiniti Q50 (petrol)
• Kia Sorrento
• Lexus NX
• Mercedes-Benz GLA 45 AMG
• Nissan Micra
• Peugeot 308
• Renault Captur
• Subaru Levorg
• Toyota Yaris

The last quarter of the year 
is unfolding and there’s no 
stopping  the momentum  
of new models hitting 
Australian shores. 

The final quarter of 2014 will see an influx 
of new models arrive in Australian 
showrooms as manufacturers race to fill 

holes in their line-ups and take advantage of 
booming market segments.

Perhaps Australia’s best example of a growing 
market segment is that of the SUV – which 
continues to flourish. Accordingly, a range of 
high-riding models are landing soon.

The smallest of these is the Fiat 500X – a front 
wheel drive city-loving soft-roader that will 
share much of its underpinnings with Jeep. 
A brave new direction for Fiat, the 500X is 
expected to land in November. Speaking of 
small SUVs, the Renault Captur (featuring 
three and four cylinder engines) will also 

Approved applicants only. Lending criteria applies. Liberty Financial Pty Ltd ABN 55 077 248 983 Australian Credit Licence 286596. 

Dealers do a great job selling cars, Liberty wants to help you sell more.
Our super flexible and open minded approach means even more happy customers.
Helping you complete more sales, experience the Liberty Difference.

Call us today on 1300 888 311
www.liberty.com.au

NEW MODELS FLOOD IN FOR FINAL QUARTER Pictured: Lexus NX  
(Overseas model shown)
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TAKE PART IN THE AUTOMOTIVE  
EXECUTIVE SALARY SURVEY 2014
BDO and AADA are inviting Australia’s automotive dealers to  
take part in our Automotive Executive Salary Survey 2014.

makes for more accurate and meaningful 
comparisons.’ Michael Raywood, Group 
Human Resources Manager, AP Eagers 
Limited

The confidential survey takes approximately 15 
minutes to complete and will close on the 28th 
of September 2014 at 5pm.

To participate go to  
www.bdo.com.au/salarysurvey2014

The survey results, expected to be released in 
December 2014 will give those who participate 
access to beneficial information about current 

market trends, increasing productivity and 
boosting results.

For any questions or survey issues please 
contact Randall Bryson, Partner, BDO 
Automotive on (07) 3237 5792 or randall.
bryson@bdo.com.au. 

The purpose of this unique Australian 
survey is to provide Dealers with 
information and benchmarking about 

what other dealerships are paying their 
management staff. 

Effective remuneration packages are critical 
to attracting and retaining key people in your 
business and the results of this survey will be a 
powerful tool in managing your HR function.

‘We have found the BDO Salary Survey 
to be valuable and informative… As with 
any survey data the more participants the 
more representative the information, which 
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Boost your workshop’s profitability 
with quality Karmot products.

AS SEEN AT THE AADA CONVENTION:

SYDNEY: 
MELBOURNE:
BRISBANE:

(02) 9622 7388 
(03) 9800 1187
(07) 3711 2544w w w. k a r m o t . c o m

Visit us online at:

EACH OF THE ABOVE PRODUCTS PROVIDE A COST SAVINGS AND A POTENTIAL EARNINGS TO YOUR BUSINESS!

• Sherpa Four Plate Brake Tester

• Ritch Filter Crusher

• Ritch Coil Spring Compressor

• Stenhoj Vehicle Hoists
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HANGING OUT IN SAN FRANCISCO’
Here’s what one reviewer wrote 
on Yelp after visiting the  
original Eddie Rickenbacker’s 
bar and grill in San Francisco: 
‘Any place that has:

• Smoking after 9pm INSIDE 
(Great for your lungs)

• Old motorcycles hanging from the ceiling 
(Great for earthquakes)

• An old, overweight diabetic who eats pie and 
watches taxidermy shows on television in the 
front bar 
(Great for your appetite)

• And funny, lively bartenders  
(Great for eye candy)

Deserves nothing less than 5 stars. I think I want 
to work here!’

Taking time out from a busy NADA Study 
Tour schedule to have a burger (HUGE) and a 
beer (YES, they did have Fosters) with a group 
of Aussie Dealers in 2011 was an unforgettable 
experience made more so by having lunch at 
Rickenbacker’s.

While Rickenbacker’s wasn’t part of the official 
tour and has sadly since closed down, it was 

an added highlight to what was to become an 
unforgettable NADA ‘San Fran’ experience.

Although socialising with colleagues is just 
one of the advantages of joining a AADA 
hosted NADA Study Tour, the fresh insights, 
dynamic sales strategies and innovative 
business practices gained will arm you with 
the necessary know-how and solutions to 
build your brand, sell more cars and boost 
your dealership’s bottom-line.

In just five happening days you will:

• Hear keynote addresses from some of 
the most influential industry leaders and 
high profile individuals in the USA.

• See over 500 of the hottest new products 
and technologies designed to propel your 
business to the next level.

• Discover how emerging technologies can 
help you sell more cars.

• Participate in NADA University-
approved workshops covering digital 
marketing, legal and regulatory issues, 
Fixed Ops, Variable Ops and more.

• Network with industry colleagues from 
around the world.

• Enjoy three exclusive dinners at San 
Francisco’s finest restaurants and a 
Welcome reception at the ‘go-to’ bar and 
restaurant, @620 Jones.

• Participate in two Deloitte business 
breakfasts with the NADA Chairman. 

• Visit one of California’s biggest NADA-
approved dealerships.

• Stay in the ‘5 Star’ Westin St Francis in 
the heart of San Francisco.

• Take advantage of competitive airfares 
on all airlines including Qantas and 
discounted travel insurance.

• Be guided by travel hosts with 20 years 
NADA experience.

Don’t miss this unique opportunity to 
be part of the first ever combined AADA 
and Deloitte Study Tour to the NADA 
Convention & Expo in San Francisco, 
California USA 21 – 25 January 2015.
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Take off with 
Corporate Blue

We go the extra mile to deliver the world’s 
most amazing and inspired Corporate Travel, 

Conference and Event experiences.

CALL CORPORATE BLUE
+613 9578 6555

or email Terence Harris:  
terence@corporateblue.com.au
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This landmark report was also the trigger 
that set Ken Morgan off to form Kids 
Under Cover.

Burdekin said to Morgan at the time: ‘Ken, 
it’s not going to get any better, it’s going to 
get a hell of a lot worse. You can cut-through 
the clutter and get some of them, but don’t 
think you’re going to go out there and save a 
hundred out of a hundred, because you won’t.’

According to Morgan, there are over 140,000 
people designated homeless at this very minute 
in Australia and approximately 46,000 of those 
are at-risk young people.

For a former car dealer, who has one of the 
most recognisable names in the industry and 
experienced more than his fair share of life’s 
ups and downs, including being homeless at 16 
and ‘stone motherless broke at 55’, his passion 
and commitment for dealing with this national 
problem is as strong as ever, even though he 
retired from the Chair two years ago.

With the support of the Variety Club and 
many of Melbourne’s most successful 
businessmen, media personalities, performers 
and community workers, Kids Under Cover 
was established in 1989. That same year it also 
raised the necessary funds to build one of their 
first homes for homeless kids: ‘At one stage 
there, we had about 20 properties, three and 
four bedroom homes, with carers living there 
full-time.’

But as Morgan says: ‘It just didn’t work as well 
as a one-on-one situation or one on two.’ 

So, the Studio program commenced in 1993 
as an innovative extension to the Housing 
Program and the first two bedroom fully re-
locatable studio was built in the same year.

 Charles Bayer
 Contributor

A REWARD THAT KEEPS KEN MORGAN 76 YEARS YOUNG
In 1989 the Burdekin Report was published by the then Federal Human Rights Commissioner 
Brian Burdekin, shocking the Australian public by revealing the number of young people who were 
homeless and the appalling lifestyle they lived.

Today the program constructs one studio, 
complete with a bathroom, on the grounds 
of the family/carer’s home every five 
days, providing a safe, secure and stable 
environment to enable the young person to 
grow into adulthood.

Currently, there are over 350 studios and since 
inception, more than 2800 young people have 
been housed. They are also provided with a 
mentor, who they can ring at any time and 
say ‘I’ve got a problem, I feel like I want to run 
away, talk to me,’ and the mentor does just that.

The Scholarship program also helps young 
people stay committed to their education 
or job by covering some of their education 
expenses. Currently there are 70 young people 
on scholarships.

And the bottom line for Ken Morgan OAM is: 
‘If you’re going to take from this community 
you’ve got to give back to the community.’

To donate or support the Kids Under Cover 
program, go to www.kuc.org.au
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Pictured: Ken Morgan OAM
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ON TRACK WITH ‘CRENNO’

CAN ANY RACING CAR DRIVER JUSTIFY  
A FEE OF US$31 MILLION A YEAR?

I just don’t get (or like) this.  

In a race team, I cannot reconcile how one 
person can receive such a massive amount 
more than other team members, when the 
driver’s performance hinges so much on the 
machinery they are provided from an array of 
technical geniuses. 

This relationship is different to all other 
athletes listed in the Forbes Top 100, where 
other than motor sport, the list included 
football, soccer, boxing, basketball, baseball, 
golf, tennis and track – just nine sports where 
the big money was made.

Motor sport involves man and machine. Of 
all the other superstars mentioned, nowhere 
could I find an example where the athlete’s 

performance relied so much on technology 
and equipment.

My rule of thumb in managing race teams was 
to allocate no more than 12.5 per cent of the 
team’s budget to driver fees. However, I always 
felt the team had a responsibility to work hard 
to maximise income opportunities for drivers, 
with personal services contracts as a top-up 
income for the driver’s time outside of the 
team’s requirements.  

My target was to grow the team driver fee 
by an additional 25 per cent and in doing so, 
control the driver’s external activities and align 
them to the best interests of the team.

This was prior to the advent of managers 
stepping in and promising drivers the world – 

Behind blockbuster movies there are 
always talented producers and directors, 
behind premiership football clubs are 

skilled sports administrators and coaches, and 
behind successful racing teams are brilliant 
engineers and technical staff.

Nevertheless, it’s the ‘stars’ that generate the 
accolades and who will always be the centre of 
attention. The celebrities, footballers and the 
racing car drivers are the personalities that get 
the credit for great performances and results – 
and they often deserve it!

The fans are not interested in behind the 
scenes power brokers, even though these 
people are normally the architects of the 
success. Rather they want to know all about 
the stars who execute the plan on the silver 
screen, the football arena or the race track.  

I’ve recently read an article in Forbes Magazine 
noting the world’s top 100 highest paid athletes 
in 2013. The three highest paid racing car 
drivers were: 

1. Mercedes-Benz driver Lewis Hamilton 
(#19) - US$31 million

2. Ferrari driver Fernando Alsono  
(#21) - US$29 million

3. US Nascar driver Dale Earnhart  Jr  
(#28) - US$18 million  

In the case of Hamilton and Alonso, 90 per 
cent of their income was earned through their 
team/employers as a driving fee, while the 
other 10 per cent came from endorsements. 
The ratio of fee-to-endorsements for Earnhart 
is 60-40.

 John Crennan
 CEO - Nissan Motorsport
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Pictured: Lewis Hamilton – Mercedes-Benz driver
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with most of them delivering little more than 
an atlas.  

My tolerance levels of driver managers were 
very low, as I often found their financial 
objectives (including their 20-25 per cent 
commission) at odds with the objectives of 
the team. I still hold that view, with a few 
exceptions of driver managers who finally ‘got 
it’ and recognised the number one priority for 
the driver is their responsibility to the team 
and their boss, not manager.

In 1998, 1999 and 2000, when the HRT team 
was running at peak performance, we had 
the two premium drivers in Craig Lowndes 
and Mark Skaife. Our payments never went 
beyond my 12.5 per cent formula for our 
driver’s fee, regardless of their superstar status.   

Then, and still now, the containment of driver 
fees is crucial to the survival of teams in 
Australian motor sport. I keep scratching my 
head, asking myself the question, in the case of 
a few teams, how they appear to pay so much 
outside of the guidelines I used. I think maybe 
it’s a case of the tail wagging the dog in some 
team and driver manager relationships.

Let’s compare the overseas drivers in the top 
income bracket with those in Australia. In V8 
Supercars, my guesstimates of the three highest 
paid drivers (with fees and endorsements 
combined) would be Craig Lowndes in the 
region of AUD$1.6 million per annum, Jamie 
Whincup and Will Davison in the $1 million 
to $1.2 million range. 

In the next tier, my guess is Mark 
Winterbottom, Garth Tander and James 
Courtney maybe generating incomes between 
$700 and $900K. 

Driver fees and whether or not they deserve 
big pay cheques is one thing – attitude and 
how they work with the team and fans is 
another. During the course of my 30 year 
involvement with motor sport, I experienced 
the personalities and characters of over 50 
drivers. I suspect racing car drivers are no 
different to film stars and all other outstanding 
athletes who attract a lot of media attention. 

In my experience, they tend to come in four 
varieties;

A) Role Models 

B)  High Maintenance Prima Donnas

C) Easy Going Fun Loving Scallywags

D) Difficult Hot Head Sooks 

In any elite level of motor sport, both here 
and overseas, I would guess that in the top 12 
drivers in each category you would generally 
find an even spread of all four varieties. In 
each case, your dealings with them need to be 
diplomatically adjusted.

Whilst we can see a wide variation in the 
personalities of top drivers, with the fans being 
able to choose for themselves whether they like 
or loathe their perceived personality, there are 
three common traits in all racing car drivers 
that I respect and admire greatly.

The first and most obvious is their skill 
in driving and controlling a race car – it 
never fails to amaze me. No one can truly 
appreciate their capabilities unless they could 
sit alongside a driver as they perform their 
magic for 100 laps flat out, where performance 
is measured for everyone to see in tenths of a 
second.

The second is their level of competitiveness 
which surely measures amongst the highest in 
all sports, or any occupation for that matter.

Third is their courage. We tend to forget how 
dangerous motor sport is and how when a 
racing car driver straps themselves in, they are 
risking their life like no other athlete in any 
other sport. If the organisers of motor sport go 
to great lengths of warning on entry about how 
dangerous motor sport is for a spectator, you 
can probably multiply that danger 50 times for 
the driver. 

Drivers’ courage fascinates me as never have 
I heard a driver reference the danger factor or 
display an ounce of hesitation in the quest for 
victory or a great race result.

One of the great enjoyments of a career in 
the automotive industry has been to get to 
know all the varying types of characters in car 
companies, dealerships, media, suppliers, fleets 
and motorsport.

When it comes to racing car drivers, they take 
my trophy for being mercurial and enigmatic. 
However these ‘interesting’ and somewhat 
‘complex’ traits seem to always make for 
relationships that are full of turbulence, but 
also a lot of appeal.

Many drivers feel the pressure of job insecurity 
in this demanding and cut-throat sport. There 
is also an enormous amount of pressure on 
drivers in terms of their performance, which 
relates directly to career longevity, particularly 
as they approach their mid-30s.

By this point, they have usually passed their 
competitive peak and come to the realisation 
that they know little, other than racing, and 
therefore need to go as long as they can in the 
main game to maintain historic income levels.

Of the 30 main-game V8 drivers from season 
2004, there are only seven still racing at top 
level. During the same period, there have 
been 50 drivers come and go as V8 Supercars 
mainstream drivers. 

Some lasted just one season, as this tough 
sport can kill so many aspiring careers. Drivers 
over 35 are now finding more pressure from a 
younger generation of drivers. Ten years ago 
30 per cent of drivers were under the age of 30 
– this year it’s 36 per cent, and the figure seems 
set to climb.

Another factor possibly making drivers edgy 
is dealing with the uncertainty surrounding 
career opportunities after racing, be that 
at age 25, 30, 35 or 40. Most drivers have 
devoted their lives to racing from their early 
teens, putting Go-Karting well above a formal 
education. Many V8 Supercar drivers have 
felt their natural extension, after or during 
driving, was to invest in owning their own 
team, however success is rare and casualties 
high, due to lack of business training and 
understanding.

Todd and Rick Kelly are an exception to 
the rule and are very fortunate to have 
gifted business brains, quickly picking up 
the fundamentals of people and financial 
management. One mistake they did not 
make was to pay themselves or any of their 
contracted driver’s unsustainable fees.

So whilst we may raise our eyebrows at 
driver income levels and consider them 
extreme at the top end, there are a lot of other 
considerations that need to go into the mix, 
least of all short career spans. 

So regarding my earlier remarks, perhaps I 
am just jealous because I could not find an 
employer to pay me $31 million a year in my 
30s? 

Or perhaps even more, I can’t help but 
cynically draw the comparison between Lewis 
Hamilton’s substantial pay cheque and the 
combined annual budget of 12 cars in the V8 
Supercar Series.
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From rousing 
presentations and 
glittering entertainment, to 
unprecedented networking 
opportunities – The AADA 
National Dealer Convention 
once again enthused and 
empowered hundreds of 
Dealers from across  
the country.

In this issue we take a look 
at some of the Convention’s 
highlights and star 
attractions.

Pictured above:   
Ian Field, Chairman - AADA

Of course, the Convention also stuck to its 
proven formula of bringing together first 
rate speakers under one roof to share their 
knowledge and experience.

Amongst the esteemed speakers was global 
automotive legend, Paul Cummings.

Ever since the Convention met with Paul’s 
lively and insightful personality back in 
2007, Dealers have been determined to have 
him back. And Paul’s presence in July was 
certainly no disappointment. Using his usual 
wit, he expertly uncovered the cornerstones 
of a successful dealership. Other particular 

The stunning RACV Royal Pines Resort 
in Surfers Paradise was the host of this 
year’s Convention, which kicked off on 

Thursday July 10, running for three days.

Backed by a reinvigorated AADA, this year 
marked an important turning point – for 
the first time, the Association behind the 
Convention was entirely Dealer funded, 
organised and controlled. The result of this 
was reflected in the Convention programme, 
which put new emphasis on creating an open 
dialogue between AADA board members and 
delegates.

DEALERS FORGE AHEAD 
IN A NEW DIRECTION
Forward Thinking; A New Direction was the 2014 AADA National 
Dealer Convention theme and the message was delivered through 
some of the world’s most inspired presenters and workshops.
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CONVENTION SUCCESS!



highlights included our two major Australian 
guests, Veronica Johns, President and CEO 
of Fiat-Chrysler Australia along with former 
Prime Minister, the Hon. Mr John Howard .

Both these exceptional speakers rocked the 
Convention, which you can read more about 
in the following pages.

As in years gone by ‘Profitable Products’ 
returned bigger and better in 2014 with a 
showcase of unique and cutting-edge products 
designed to increase leads, sales and boost 
profit. The famous Pentana Solutions Trade 
Exhibit also offered Dealers the latest tools and 
services in one convenient location.

On the entertainment front many delegates 
had to pinch themselves when I’m Still 
Standing - the highly acclaimed Elton 
John Tribute Show graced the main stage. 
Featuring Greg Andrew as Sir Elton John, the 
resemblance between the impersonator and 
performer was uncanny. 

Along with the fun, there was plenty of time 
for serious discussions between delegates, 
AADA board members, policy makers and 
representatives from manufacturers and legal 
firms.

A particular highlight were the AADA Panel 
Q&A Sessions which exposed the current 
issues and challenges Dealers are (and will 
be) facing as the auto industry landscape 
continues to change.

For the hundreds of Dealers and allied 
industry members in attendance, this was just 
another invaluable aspect of the Convention 
programme which has no doubt made 2014 an 
unforgettable year in AADA history.
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Amongst the topics and ideas Johns shared, 
she explained that one common truth bonded 
most of the delegates, explaining that ‘our 
business is all about numbers.’ Indeed, no 
matter the department or the KPI being 
discussed ‘it [always] comes back to numbers’.

Johns shared some of the numbers that have 
been important to her business; including the 
3246 people who’ve helped shape Fiat Chrysler 
Group’s success in Australia in 2013. This 
example, along with several others, highlighted 
just how much importance Johns places on 
people, not only customers, but every team 
member involved in the business – from 
yardies, technicians and Dealers, to the people 
immediately around her in head office.

On a more personal level, Johns reflected 
on her own 15 year journey through Fiat 
Chrysler Jeep in Australia. Originally hired 
as Personal Assistant to the Finance Director, 
she later took on roles in marketing, dealer 
development and sales management.

Eventually she became the Director of Sales, a 
role in which she was very successful, before 
accepting the position of CEO in 2013. Of 
course, taking on such a responsibility involves 
constant personal development and acquiring 
of news skills – both of which Johns has 
grasped with two hands.

In preparation for her new role (or any 
leadership position) Johns explained how 
important it was to ‘identify your strengths 
and weaknesses’ as well as ‘push your ego 
out of the way.’ As such, Johns capitalised on 
her strengths and made the necessary steps 
to improve her skills in other areas. She also 
talked about the importance of building 
relationships, both internally and externally, 
focusing on one simple but often forgotten 
fact: if they like you, they will help you.

Being liked was certainly not a problem for 
Johns at the Convention; many delegates were 
impressed with her astute advice and clear 
talent for storytelling.

At the end of her address, Johns left the 
audience to ponder the real force behind Fiat 
Chrysler Group Australia’s success over the 
past four years. Like many others, she credits 
the company’s excellent marketing efforts, 
however she applauds the people behind 
the marketing and who’ve contributed to all 
aspects of the business even more. 

Indeed, Johns was quick to note that the 
company could never have achieved its 
amazing growth ‘if we had not allowed people 
to do amazing things.’

‘I LOVE THIS INDUSTRY, I LOVE DEALERS, I LOVE CARS’
In her stirring keynote address, Veronica Johns opened the Convention with 
the trademark enthusiasm that has marked her astonishing career.

From the moment she walked on stage, 
Veronica Johns had the audience 
engaged as she prepared herself to deliver 

one of the most inspiring addresses of the 
Convention. 

Genuine and down to earth, yet undeniably 
driven and ambitious, delegates quickly 
learned how the country’s first Australian 
woman to head an automotive company in Oz 
rose through the ranks and into the top job. 

As the CEO of Fiat Chrysler Group in 
Australia, Johns oversees the performance 
and profitability of not just one brand, but six, 
including Chrysler, Jeep, Dodge, Fiat, Alfa 
Romeo and Fiat Professional.

Naturally, thanks to her exceptional 
achievements, Johns has been asked to speak 
at countless events and conventions, most 
of which she’s politely declined, until the 
AADA’s invitation. Johns explained that the 
opportunity to speak at the Convention really 
resonated with her passion for the automotive 
industry – and it certainly showed.

What the Dealers said:
“Top Notch, Loved it”

“Excellent. Powerful Speaker.”  
“Powerful Message.”

“Veronica was #awesome”

“Great speaker. Would like to see more 
female representatives speaking”

“Inspiring and motivating.  
Awesome speaker!”

“Probably the best keynote I’ve heard!”

“Confident, articulate and extremely 
interesting. Loved Veronica’s speech. 

Wish she was on for longer.”

“Great presentation. Honest, keep it 
simple message. Thank you.”
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‘Strong’, ‘determined’ and ‘a true leader’ 
were just some of the terms used 
by delegates after former Prime 

Minister John Howard OM AC delivered his 
exceptional closing keynote address on the 
third day of the Convention.

Most of the audience in attendance had never 
had the opportunity to see Mr Howard in 
person, though many delegates reacted to his 
presence in a similar way. Many noted how 
the second longest serving Prime Minister 
looked and seemed exactly as they imagined: 
confident, poised and energetic.

These qualities were definitely witnessed in his 
address which covered topics from effective 
leadership to the public’s current perception of 
Australian business.

In a thoroughly engaging discussion, Mr 
Howard reflected on his own time in the top 
job, mentioning that in any leadership position 
you have to ‘accept that you are going to make 
your share of mistakes.’ What’s important, 
according to Mr Howard, is getting the big 
things right and more importantly, ‘trusting 
your instincts’.

Mr Howard talked about a time when he had 
to rely on his own instincts, defying polls and 
making decisions which were controversial 
or unpopular at the time. He reflected on 
legislating the GST as well as supporting 
America in Iraq, noting that ‘There are things 
that instinct tells you, you have to do.’

Through an entertaining anecdote, Mr 
Howard also highlighted the importance 
of understanding your audience – both in 
business and in other facets of life. He went 
on to recount an experience in Texas where 
in front of an audience of Americans from 
the south he listed national gun control 
laws as amongst his greatest achievements. 
Understandably, he received a mixed response 
and humbly, Mr Howard used this example 
to highlight the importance of knowing the 
audience you’re talking to.

In reference to the Australian automotive 
industry, Mr Howard commented that all 
dealerships, no matter their size, are united 
by their entrepreneurial endeavour. He 
congratulated dealership owners for believing 
in their own resourcefulness, commenting 
that Dealers have ‘survived and prospered… 
because of their own individual initiative’. 

In reference to the future of Australian 
dealership prosperity, Mr Howard 
underscored the importance of the country’s 
relationship with its Asian counterparts – 
particularly China. 

He also shed light on the pressure that 
the government receives from all kinds of 
industries and charities for support. He 
contended that industries who understand 
the government as well as the economics of 
the country will more likely be successful in 
obtaining government support.

No matter your political persuasion, there’s no 
denying Mr Howard’s strength of conviction 
and his shrewd approached to economics. 
Under the Howard Government Australia 
enjoyed continued economic growth averaging 
3.6% per annum and by the end of his tenure, 
Australia was completely debt free.

In his address at the Convention, Mr Howard 
said ‘There is no relationship more important 
than the relationship between the leader and 
the immediately led’ – and considering the 
overall success of his party, there’s perhaps no 
one more qualified to make such a comment.

CONVENTION CLOSES WITH APPLAUSE
Former Prime Minister The Honourable John Howard OM AC proved that he’s lost none of the 
qualities that helped him hold office for eleven years.

What the Dealers said:
“Very impressive”

“Brilliant.  One of the best. No notes 
and extremely well delivered”

“Excellent”

“Very grateful to the AADA  
for securing such an outstanding 

speaker.  I felt privileged to be part  
of the audience.”

“Fantastic”

“Enjoyed the session. Very general  
but well worthwhile.”

“Very good”

“Priceless”

Pictured: Former PM, The Hon. John Howard OM AC
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THE CHANGING FRANCHISE AGREEMENT
A long-time Convention guest, this year HWL Ebsworth Lawyers  
Partner Evan Stents, delivered hopeful news to Dealers.

previous magazine issues, with Stents himself 
invited to author the articles highlighting the 
details of legal developments. In his address 
at the Convention, Stents mentioned the 
unfortunate fact that benefits from these 
legislative changes will only affect Dealers who 
enter new agreements after January 1, 2015. 

Dealers with current Franchise Agreements 
will remain bound by the terms of their 
contracts until they are up for renewal.

In light of this, Stents highlighted a number of 
existing laws which Dealers may not be aware 
of that are in place to offer protection. One 
such law, albeit exclusive to New South Wales, 
is the Motor Dealers and Repairers Act 2013, 
which, in November last year, introduced 
new provisions regulating the relationships 
between NSW motor dealers and motor 
vehicle manufacturers. 

The law has given Dealers more rights in 
relation to ‘unfair contracts’ under a range of 

new definitions, as well as a dispute resolution 
system.

Though these laws are NSW-specific, Stents 
assured that they have had a wider impact and 
may very well set a new precedent for other 
states in Australia. Furthermore, now that the 
legislation is in place, Stents suggested that car 
makers may be more careful and introspective 
about how they negotiate with Dealers to avoid 
litigation resulting from disputes.

In his closing comments, Stents identified the 
importance of not only knowing what future 
legal provisions will be in place for business 
protection, but also understanding the law 
right now. 

Laws are indeed currently in place to protect 
Dealer interests; you just have to know where 
to look.

From the outset, Evan Stents made no 
illusion about the nature of Franchise 
Agreements and whose interests they are 

foremost designed to protect.

At the beginning of his address, Stents made 
it clear that ‘Franchise Agreements are drafted 
by car companies and their lawyers principally 
to protect the interests of the car companies.’ 
They are generally not ‘documents prepared 
for negotiation’ and Dealers are invited to ‘take 
[the agreement] or leave it.’

However, the good news is that a number 
of significant proposed changes to the 
Franchising Code of Conduct by the Federal 
Government may make conditions fairer for 
Dealers. Stents referred to this as ‘shifting [the] 
power balance back in favour of franchisees.’

Before touching on these proposed new laws, 
Stents summarised the nature of Australian 
market conditions today. Already experienced 
first-hand by many of the audience in 
attendance, Stents talked about the pressure 
Dealers face with dwindling margins, 
unrelenting competition, as well as the influx 
of new Chinese brands entering the market.

In reference to the withdrawal of Australian 
car manufacturing, Stents explained how 
collectively 200 thousand cars are being 
produced by Holden, Ford and Toyota 
combined, when in fact, they would need to 
strive to hit this number individually in order 
to remain viable.

In highlighting the complexity and 
competitiveness of the auto market in 
Australia, Stents asserted that ‘anything that 
can assist Dealers in relationships regulating 
their franchise agreements… is very 
important.’

The main areas where legislative change is 
in motion include the Franchising Code 
of Conduct, a review in respect to unfair 
contracts and reviews of Competition Policy.

Automotive Dealer has already covered many 
of the proposed changes taking place in 
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The inclusion of Tony Weber at this year’s 
Convention proved extremely useful for 
Dealers as he shed light on the pressing 

‘right to repair debate,’ the progressing FCAI 
Access to Service and Repair Information 
Code and protecting Dealer interests 
surrounding this contentious issue.

Straightforward and statistics-focused, 
Weber commenced his address by noting 
his appreciation towards the AADA for their 
level of support and engagement. Weber went 
on to specifically thank AADA President Ian 
Field, CEO Patrick Tessier and Policy Director 
Michael Deed for their particular involvement.

Weber cited the process that the FCAI 
had followed in their Code development, 
including liaising with the AADA, Australian 
Automotive Aftermarket Association (AAAA), 
Australian Motor Industry Federation (AMIF), 
Australian Automobile Association (AAA) 
and other parties. He summed up the Code as 
an agreement which provides clearer guidance 
to the service and repair information available 
to independent repairers with the overall 
aim of ensuring consumers have the right to 
choose.’

Indeed, ‘the consumer’ proved to be a major 
focus of Weber’s discussion as he noted that 
the consumer’s interests should be taking 
precedence above other considerations. 

In saying this, Weber was quick to highlight 
the significant role that Dealer’s play in 
servicing Australia’s fleet, including the 
substantial investment Dealers make in 
training and equipment.

In order to protect the consumer as well as the 
Intellectual Property of manufacturers, Weber 
commented that ‘in [the auto] industry like 
many others there’s some information that 
cannot and will not be shared.’ He went on to 
concede that ‘some people need to realise that 
the days of the local garage servicing every car 
in the local neighbourhood are over.’

Considering the complexity of the 16 million 
cars on Australian roads, not to mention the 

sheer number of brands, Weber noted that the 
notion of one garage handling every repair is 
‘absurd.’ 

Instead, Weber promoted a fair playing 
field between independent and dealership 
repairers, suggesting that the FCAI expects 
‘all repairers to be appropriately trained and 
to invest in tools and equipment, to follow 
the manufactures instructions and use the 
manufacturers’ genuine or demonstrably 
equivalent parts.’

Halfway through his address, Weber’s focus 
shifted to the issue of large-scale used imports 
or ‘grey imports’ – another topic which has 
been closely followed and documented by 
Automotive Dealer.

Weber first acknowledged the sheer level of 
work that has gone into achieving Australia’s 
high safety and environmental standards in the 
motor vehicle fleet, before asking the question 
‘why would we want to give them up?’

According to Weber, grey imports will not 
only undermine the industry, but impact the 
entire dealership network through loss of 
revenue, loss of staff and pressure on service 
departments.

He drew on examples from New Zealand to 
highlight his points, and, as reported in these 
pages, discussed the risks to the consumer 
purchasing cars with unknown service and 
repair histories. 

To combat the issue, Weber urged Dealers to 
talk to their local members of parliament and 
actively involve themselves in debates in order 
to protect their business, the consumer and the 
industry overall.

Weber particularly emphasised the importance 
of the new AADA, citing that the stronger the 
Association the more seriously it will be taken 
and the better the outcomes for Australia’s 
new-car Dealers.

POLICY MATTERS
FCAI Chief Executive, Tony Weber talks about access to service and repair  
information, imported used cars and the importance of the new AADA to Dealers.

Pictured: Tony Weber, Chief Executive - FCAI
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96 percent of fraud takes place within 
the walls of the dealership business and 
87 percent of perpetrators are male, 

according to the automotive fraud survey 
results revealed at this year’s Convention.

In a thought-provoking presentation by Moore 
Stephens Partners John Gavljak and Rami 
Eltchelebi, delegates were guided through 
detailed data highlighting the significant price 
of fraud to dealerships and what they can do to 
minimise risk.

Both Gavljak and Eltchelebi were quick to 
point out that while Dealers should always 
seek their own advice specific to their 
circumstances, the data gathered was a positive 
step forward in creating awareness, not to 
mention the first and only automotive-specific 
fraud survey conducted to date. 

Before revealing their findings, Gavljak and 
Eltchelebi explained the concept of fraud, 
defining it as ‘a dishonest and deliberate course 
of action that results in obtaining of money, 
property, or an advantage.’ It was also referred 
to as ‘intentional, misleading or deceitful 
conduct that deprives [an] organisation of its 
resources or rights.’

So why do people, particularly 
staff, commit fraud?

According to Gavljak and Eltchelebi, three 
traditional factors are usually present when 
fraud occurs.

These are motivation – the need or greed of 
the perpetrator, opportunity – poor controls 

and vulnerabilities in the business and 
rationalisation – when fraudsters deem their 
actions as necessary, harmless or justified.

Globally, it was reported that the typical 
organisation loses 5% of its revenue to fraud 
every year, with average cases lasting 18 
months before being detected. What’s more, 
most occupational fraudsters are first-time 
offenders with clean employment histories 
and nearly half of victim organisations do not 
recover their losses.

Turning to Australian statistics, there has been 
an 82% increase in individual frauds exceeding 
$1 million – and 47% of major frauds occur 
due to inefficient internal controls. Perhaps 
most concerning in Australia is that most 
fraudsters are earning close to $100k and 
are motivated by greed/lifestyle or personal 
financial pressure.   

Fraud Prevention

Aside from reporting many of the real and 
less-than-appealing facts about fraud in 
dealerships and other Australian businesses, 

Gavljak and Eltchelebi also provided a number 
of useful methods to prevent and uncover 
illicit behaviour.

They first helped delegates identify ‘red flags’ 
in staff behaviours. Some examples included 
staff who don’t like people reviewing their 
work, live beyond their means, form close 
relationships with customers or vendors and 
work excessive overtime.

The presentation also examined ways to 
minimise fraud through ongoing anti-fraud 
training, carrying out risk assessments, 
introducing strong anti-fraud controls, 
random internal auditing, anonymous 
employee moral surveys and more.

In its conclusion, the presentation noted that 
while there’s a high probability that fraud exists 
in your business, strong internal controls and 
strategies are the most effective way to prevent 
trouble. 

Indeed, dealerships should always strive to set 
an honest, transparent and ethical tone, but 
like many other businesses – it has to start at 
the top.

FRAUD RESULTS SHOCK DELEGATES
The results of the Moore Stephens investigation into dealership fraud revealed fascinating insights 
into how and why staff are scamming dealerships.

What the Dealers said:
“Very thorough - items to be 

implemented”

“Very interesting”

“Good”
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HOLD THE CELEBRATIONS
At this year’s Convention, Deloitte’s Jon Graham and Doug Tredinnick  
chose the theme ‘A Christmas Carol by Charles Dickens’ to explain the three  
significant events that led to The Changing Landscape in GST and LCT.

non-holdback incentive payments had been 
tested and resolved:

• Fleet rebates - GST
• Run-out bonuses - GST
• Transit/interest protection – no GST
• Retail sales target bonuses – no GST
• Purchase target bonuses – no GST

While there was not a perfect outcome for 
Dealers, the decision did provide certainty 
on these incentives and established clear 
principles that could be applied to other non-
holdback incentives.

Graham concluded his informative 
presentation by suggesting that even though 
the Commissioner is open to resolution of 
issues without having to go to court, including 
through accepting submissions, seeking input 
from the industry and considering applications 
for rulings, Dealers still need to act cautiously.

Doug Tredinnick took up where Graham left 
off by introducing the Ghost of Christmas Yet 
to Come and described the Luxury Car Tax 
as a bad tax which, given the current Budget 
deficit, is unlikely to be abolished anytime in 
the foreseeable future.

Like the GST, the LCT generates its share of 
issues such as quoting for service loan vehicles 

and the practice of under-allowances on 
trade-ins.

Both of these issues can have a big impact 
on Dealers because the ATO has the ability 
to retrospectively assess for four years.  For 
example, increasing adjustments could be 
made on every deal in that period that has an 
under allowance component.

To avoid any future conflict with the ATO 
and to reduce the possibility of assessments 
of additional LCT that will be unrecoverable 
from customers, Tredinnick advised Dealers 
to consider having a GST/LCT review sooner 
than later, saying that they should get it right 
now to avoid being assessed later.

Finishing on a positive note Tredinnick said: 
“We do have more certainty on GST than 
we’ve had for 14 years.”

They were:

Ghost of Christmas Past – Life before the 
KAP and AP Group decision

Ghost of Christmas Present – Life post the KAP 
and AP Group decision and the

Ghost of Christmas Yet to Come – Is this the 
beginning of certainty?

Graham started by telling delegates that in 
order to understand today’s GST situation, 
they needed to go back to the Ghost of 
Christmas Past.

Historically, said Graham, the GST treatment 
of motor vehicle incentive payments was 
uncertain – a fact the ATO acknowledged.  
Notwithstanding this, the responsibility for 
complying with the legislation still rested with 
the Dealer.

The 2008 KAP Motors decision resulted in 
the Commissioner accepting that dealers had 
refund entitlements in respect of ‘holdback’ 
payments and started the process of resolving 
the confusing GST situation. As a result, more 
than $350 million was refunded to Dealers, the 
biggest refund since the GST was introduced.

Unfortunately, this decision didn’t resolve the 
issue of the GST treatment of non-holdback 
motor industry incentives and thus the Son of 
Holdback project was born. 

After many years of negotiation, the ATO 
agreed that a test case was the only credible 
course of action to resolve the GST treatment 
of non-holdback incentives.  This required 
a test case litigant and the whole industry is 
grateful that the AP Group agreed to take this 
on. 

In 2013 the Full Federal Court confirmed 
the 2012 Administrative Appeals Tribunal 
decision that certain incentives were not 
subject to GST.  Consequently, the Ghost of 
Christmas Present meant that for the first time 
in 13 years the GST treatment of five sample Pictured: Deloitte’s Jon Graham (top) and Doug 

Tredinnick (bottom).
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Accompanied by AADA CEO Patrick 
Tessier, John Howard stopped and 
generously posed for photographs with 

many of the delegates, exhibitors and AADA 
Board Members.

The magnificent RACV Royal Pines Resort 
on Queensland’s Gold Coast was the host for 
the Convention’s Pentana Solutions Trade 
Exhibit and it also served as a great vehicle for 
the St. George Bank and Bank of Melbourne 
sponsored Pitstop Breaks, which recharged 
delegates between sessions and workshops. 

Pentana Solutions also sponsored the 
enormously popular Trade Luncheon which 
was held beside the resort’s immaculately 
groomed championship golf course. One of 
the exhibitors commented on the site by saying 
that the Royal Pines was a ‘Great venue, easy 
to navigate, and far enough out of town to 
keep people there longer.’ Another said that the 
venue was ‘Very hard to beat.’

As in previous years, over 30 exhibitors 
showcased some of the hottest new products 
and technologies on the market today 
including online marketing services, CRM and 
DMS strategies, lubricants, customer retention 
systems, workshop waste removal and 

recycling services, sales training programs and 
media promotions to mention just a few.

Once again all the exhibits were of an 
exceptionally high standard and engaged 
delegates with exciting video presentations, 
informative brochures and free product 
giveaways as well as enticing competitions 
offering valuable prizes such as Apple iPADs, a 
V8 Supercar Hot Lap Experience and high end 
audio equipment.

Another highlight of the exhibit was the Trade 
Village Reports featuring Cam Williams’ 

entertaining interviews with exhibitors which 
were then played on the massive state-of-the-
art video screen in the Marquis/Monarch 
Room during the Convention’s breakfast and 
luncheon sessions. If you missed Cam’s AADA 
TV interviews, or would like see them again 
visit YouTube and type ‘AADA 2014 – Trade 
Village Reports 1 – 4’ in the search bar. 

While the products presented certainly wowed 
delegates, many of the exhibitors had nothing 
but praise for the layout of the booths, easy 
accessibility and communication between staff 
and participants. ‘Well done to all involved, 
everyone communicated really well prior and 
during the event.’

At the Convention’s end, exhibitors 
congratulated the organisers on the location, 
presentation and astute planning that went 
into staging this successful Trade Exhibit with 
one respected international exhibitor saying 
it is the ‘Best Association Convention in the 
world with the best support staff…anywhere!’

ABOVE: Former PM John Howard and Patrick 
Tessier, CEO -  AADA  
LEFT: Former PM John Howard and Neil Cochrane, 
Director -  Bluechem Australia

FORMER PM DROPS IN ON CONVENTION TRADE EXHIBIT
Australia’s second longest serving Prime Minister John Howard paid a surprise visit to the 
Convention’s Trade Exhibit prior to presenting his highly acclaimed closing keynote at this year’s 
Convention.
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Practiced, confident and equipped with 
first-hand experience in managing 
dealerships to success, Alan Bergman’s 

timely and thought-provoking insights were 
well-received by Dealers.

Perfectly in line with this year’s Convention 
theme ‘Forward Thinking, a New Direction’ 
Bergman’s workshop ‘Challenge of Change’ 
provided powerful insight into the most 
effective fixed operations strategies for today’s 
(and ultimately tomorrow’s) dealership. 

As is the norm, Bergman opened his 
presentation with an introduction of himself, 
some highlights from his career and what a 
career he’s had.

A multi-award winning auto industry 
executive and motor trader, Bergman is also a 
former Dealer, parts distributer and body shop 
owner. His career, which started in the 60s, 
is now dominated by his role as CEO of Star 
Automotive Consulting – a global business 
coaching and mentoring practice operating 
over five continents. 

During Bergman’s presentation he helped 
Dealers and senior dealership staff identify 
lucrative ‘off the radar’ opportunities in their 
service, body shop, workshop and parts 
departments. Indeed, dealership profitability 
was a major focus of the presentation and 
Bergman was thorough in helping Dealers 
seek out every possible revenue opportunity 
that can be extracted from service, body shop 
and parts. 

These three departments in particular 
are, according to Bergman, major profit 
generators – and the smarter they’re run and 
managed, the more rewarding they become. 
This is especially true in today’s automotive 
industry where question marks over consumer 
confidence means people may start holding 
onto their cars for longer. 

In dealerships, even seemingly satisfied 
customers often go astray if not managed 
properly and it’s an issue that baffles many 
Dealers. As such, Bergman highlighted 
to delegates the underlying reasons why 

customers defect from dealerships without 
complaining. 

Other highlights of Bergman’s presentation 
included his use of real dealership case studies, 
along with his comprehensive checklists, 
tips and notes directly addressing ways 
to get customers to return to your service 
department time and time again.  

Indeed, many Dealers today rely on service 
and parts departments to maintain and grow 
their business. After Bergman’s session many 
Dealers mentioned feeling invigorated and 
inspired to go back to their dealerships and 
re-evaluate their fixed operations KPIs, with a 
focus on long-term growth and profitability. 

Best of all, Bergman’s fixed operations advice 
and methodology had plenty of relevance 
to other areas of the dealership business, 
including new and used car sales, making his 
workshop just another invaluable resource for 
Dealers who attended the event.

ALAN BERGMAN UNCOVERS A GOLDMINE
In just 75 minutes Alan Bergman helped Dealers uncover  
incredible ways to boost their fixed operations and bottom line.

What the Dealers said:
“Outstanding. I have no experience  

in Fixed Ops but I am becoming a GM.  
I will be using this! 10 out of 10.”

“I would have liked to spend a few  
hours with him but understand the  

time constraints”

“Great session”

“Fantastic - there needs to be more 
people like you educating Dealers.  

Congratulations - Excel-lent”

“Thank you for the notes and homework”

“Very helpful”

“Very professional very  
knowledgeable”

“Great ‘value add’ sharing of years of  
his own experience and own resources”

“Very good - Brilliant!!! - Thank you”
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PROGRESS SLOW WITH ASIC INQUIRY
AFC Executive Director Ron Hardaker recommends  
AADA involvement in ASIC inquiry, but progress is slow.

Earlier in the year Automotive Dealer 
reported that the Australian Securities 
and Investments Commission (ASIC) 

was conducting an inquiry into how interest 
rates are set for consumers in Australian 
dealerships at point of sale. The inquiry, which 
would examine the mechanics of finance 
arrangements set in place across dealerships, 
could result in changes to the structure 
of dealership wholesale and retail finance 
arrangements. This in turn could seriously 
erode dealership profitability, which already 
relies on alternative revenue to supplement 
narrowing profit margins on new car sales 
due to intense competition in the Australian 
market.

The Australian Finance Conference (AFC), 
which has been participating in the ASIC 
inquiry on behalf of its members who were 
requested by ASIC to provide details of their 
dealer remuneration arrangements. Dealer 
clients voiced concerns to the AFC about 
the impact that changes could have on their 
operations, particularly if new policies were 
formed without reasonable consultation with 
the AADA. At the time, ASIC was not keen to 
engage with the AADA. 

Around the same time the story was published, 
the AADA asked AFC Executive Director, Ron 
Hardaker, to speak at the Convention in July. 
Back then, Hardaker was certain there would 
be developments to report; however he arrived 
at the Convention with little details to share.

‘These things take time and we’re probably two 
more iterations and a couple more months 
[away]’ he said.

At the Convention, Hardaker also pointed out 
that ‘the focus of the work has not been Dealer 
finance profitability’ – rather it has centred 
on flex rate plans and the issues of consumer 
detriment and conflict of interest in various 
scenarios, issues integral to the financiers 
Australian Credit Licences. 

In what was good news, Hardaker mentioned 
that though ‘there hasn’t been a table yet for 

AADA to sit around with ASIC’, there will 
come a time when AADA’s involvement 
in the inquiry will be sought. The AFC 
has recommended to ASIC that AADA be 
consulted as part of the process and this will 
hopefully take place in coming months. 

AADA acknowledges and disagrees with the 
comment by ASIC Deputy Chairman, Peter 
Kell in his speech to the Mortgage and Finance 
Association of Australia National Convention, 
14 May 2014 that ASIC has ‘spoken to industry 
stakeholders about our preliminary views.’ 
AADA has formally written to ASIC about its 
lack of consultation on this issue and is seeking 
a copy of any preliminary report.

In his closing remarks, Hardaker was hopeful 
for more progress over the next twelve months 
as ASIC works towards achieving its enquiry 
outcomes:

‘If I’m invited back here next year, we may 
actually be able to report some progress, but 
we’ll wait and see.’

AADA has written to Deputy Chairmen Peter 
Kell requesting a meeting on this issue.

Pictured: Ron Hardaker – Executive Director – AFC
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MICHAEL TYNAN HONOURED
The role of legendary Australian automotive industry figure Michael Tynan,  
in rolling out the new AADA cannot be underestimated.

Indeed, it was Michael who started the 
process back in 2010 by conducting a 
comprehensive Dealer survey; the results of 

which suggested that the national structure at 
the time was inappropriate to satisfy Dealer 
needs.

For this great contribution, along with a 
lifetime of hard-work and involvement with 
the automotive industry, the AADA honoured 
Mr Tynan at a recent event.

At a dinner organised prior to the AADA 
National Dealer Convention, Mr Tynan was 
awarded a certificate of recognition by AADA 
Chairman Ian Field. 

It was a special occasion not only for Mr 
Tynan, but his entire family, including his 
adult children and wife who were present on 
the night.

Determined and ambitious, Mr Tynan was 
instrumental in the formation of the new 
AADA and has shown much perseverance 
in helping bring it to life. Now heading into 
‘retirement’, Mr Tynan still has plenty of plans 
ahead of him, including fulfilling his board 
position at the NRMA and Calvary Hospital.

On behalf of all AADA members, we’d like to 
wish Mr Tynan all the best as he continues on 
his extraordinary journey.

AADA NATIONAL DEALER CONVENTION WRAP UP       Australian Automotive Dealer Association

Pictured above: Tynan Family and Ian Field, Chairman – AADA
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HAPPY FACES AT THE GUMTREE WELCOME FUNCTION
The addition of a photobooth at this year’s Gumtree Welcome Function proved to be a massive hit. 
Check out some of the happy faces on what was a great night at the Convention. 



AUTOMOTIVE DEALER MAGAZINE WELL RECEIVED
Here’s what Sam Johnston Dealer Principal  
of Penfold Mazda had to say about our last issue:

‘I just read the AADA magazine from cover 
to cover and thought I’d let you know that 
it was an excellent read. All relevant and 
topical articles, and very obvious that a lot 
of thought is going in. The Dealers’ point of 
view is very much understood by the body. 
Great stuff and thanks!’

Sam Johnston 
Dealer Principal - Penfold Mazda

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

Ssangyong Stavic 2WD (from 2013)
4 star ANCAP safety rating

Go to ancap.com.au/subscribe to start 
receiving the latest ANCAP safety 
ratings as soon as they’re published.

ADVERTISING & MARKETING       Australian Automotive Dealer Association
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time period. It produces a percentage where 
100% is the pass mark. 

Unlike target calculation, we are measuring 
the past, not predicting the future and have 
actual data to use in calculating the Dealer’s 
expected sales. To work out expected sales, 
you take your brand’s national market share 
in each segment (confined to retail and small 
business sales types) for a period: ‘National 
Market Share’. 

You then look at how many sales were 
achieved in the Dealer’s territory by all brands 
in this same time period in each segment 
(‘Territory Sales’). The expected is the National 
Market Share of the Territory Sales. 

For example, if a brand’s National Market 
Share was 7% for a particular vehicle and 
10,000 vehicles in that segment were sold by all 
the brands combined in the Dealer’s territory, 
the Dealer was expected to sell 700 of these 
vehicles. 700 actual vehicle sales by this Dealer 
would result in 100% RSE.

RSE will be welcome news to any Dealer who 
has large fleet companies in their territory, 
because only retail and small business sales 
are counted. Car companies are reluctant to 

disregard large fleet sales when calculating 
targets because they want these sales captured 
by Dealers, however with performance 
measurement, this is not an issue. 

A decision will be required as to whether all of 
a Dealer’s sales in the segment will be counted. 
Certain sales, such as those to customers 
outside the territory and/or fleet customers 
can be excluded. If these are counted however, 
Dealers who focus on fleet business would 
potentially skew their RSE percentage. 

The true beauty of RSE lies in the way it 
removes age old arguments such as ‘this 
type of car doesn’t sell in my area’ and ‘this 
car doesn’t sell at all’ as the local sales of 
vehicles in the segment  and the national sales 
achievement for the vehicle in question are 
nicely built into the equation. 

If you are a Dealer and RSE has not found 
its way into monthly, quarterly and annual 
performance assessment in your network, it 
might be time to raise the question.

‘Performance to Target’ as a 
measure of new vehicle sales  
in dealerships has never been 
an ideal measure on its own.

Most car companies have realised this 
(particularly if their targets are out 
of reach) and have sought a more 

focused approach. There are several variations 
on this method, but arguably the best form of 
performance measurement is a concept known 
as ‘Retail Sales Effectiveness’ or RSE. 

This is a good thing for Dealers as it overcomes 
many of the distortions associated with other 
techniques and provides a fair system of 
judgment. Indeed, it is having a profound 
impact and will no doubt continue to gain 
rapid momentum as a Dealer management 
tool.

Targets are about the future, so accuracy 
is inherently difficult. When it comes to 
measuring performance, the focus is on the 
past, and so we can be far more assured. RSE is 
measured by taking the Dealer’s actual sales for 
a particular historical time period and dividing 
that number by the expected sales for the same 

SALES       Australian Automotive Dealer Association 

PROFESSIONAL AUTOMOTIVE FRANCHISE LEGAL ADVICE

crealegal.com.au

HELPING YOU MAKE APPROPRIATE, EFFECTIVE BUSINESS DECISIONS WITH CONFIDENCE

Contact Steven Crea on 0411 777 695 or steven@crealegal.com.au for a confidential, obligation free discussion.

ARE YOU GETTING THE MOST FROM 
YOUR DEALERSHIP FRANCHISE?
We advise on the legal aspects of Automotive 
Franchising, providing practical, sensible 
and commercial solutions on all dealership 
franchising, property and business matters.

ARE YOU AWARE OF YOUR FRANCHISE 
RIGHTS AND OBLIGATIONS?
A sound understanding of your Dealer 
Agreement, Franchise Code and Motor Traders 
Legislation is critical in business planning to 
avoid unforeseen conflict and financial risk.

‘RETAIL SALES EFFECTIVENESS’ THE KEY  
TO DEALER PERFORMANCE MEASUREMENT
Steve Crea 
Principal – Crea Legal



Superior fit-out products designed especially for Renault, FIAT, Volkswagen, Mercedes Benz, 

Hyundai, Peugeot, Citroen, Toyota and Iveco light commercial vehicles are now available in Australia, 

Motexion van bulkheads/vapour barriers, flooring and wall panels are designed and manufactured 

for optimum durability, security and safety.

FLOORING

WALL PANELS

BULKHEADS

Motexion plywood van flooring is hard-
wearing, amazingly durable and non-
slip, ensuring the load stays in place 
when you are on the move.

Made of Finnish plantation birch 
plywood, our floors come in one or 
two pieces and can be installed in 
under 15 minutes,

Motexion van bulkheads/
vapour barriers greatly improve 
driver comfort - by reducing 
noise, dust, and fumes, and by 
improving air conditioning 
effectiveness and operator 
safety.

They are made from ABS, a 
high grade plastic, with a fabric 
lining and wide glass windows.

Motexion wall panelling is strong 
and easy to maintain, protecting 
your van and its trade-in value.

Our walls are laser cut from birch 
plywood with a polypropylene 
coating to add strength, chemical 
resistance and easy maintenance.

Easy to fasten, they come in a 
variety of thicknesses.

www.motexion.com.au     info@motexion.com.au     M 0433 97 55 44

FLOORING, WALL PANELS AND BULKHEADS 
FOR COMMERCIAL VEHICLES

Quality improves your sale
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GCG Turbochargers Australia 
was awarded Distributor of 
the Year 2013 for Australasia 
in recognition of their 
performance for the 2013 year 
with the Garrett by Honeywell 
brand.

The recent bi-annual World Wide 
Distributor Conference in Vienna 
was the location for the event which 

was attended by all the major aftermarket 
turbocharger companies in the world. The 
award was judged against all other regional 
distributors based on a strict set of guidelines.

‘I was extremely excited about this award, 
recognising the efforts of the management and 
Team of GCG Turbochargers Australia on the 
world stage in front of their peers’ said Philip  
Moore, General Manager of Honeywell Turbo 
Technologies Division in Australia.

The conference presented by Mr Clement de 
Valon, Global IAM Sales Director, entailed two 
information-packed days about the current 
state of play in the worldwide turbocharger 
industry and up-and-coming developments 

with the Garrett by Honeywell brand over the 
coming years. 

There was heavy focus on multistage 
turbocharging, packaging of multiple 
turbochargers in small engine bays, and the 
company’s involvement with all major car and 
engine manufacturers in both petrol and diesel 
application. A key statistic to come from the 
data presented was the market penetration of 
turbochargers worldwide. The entire passenger 
car market, of which 31% is currently 
turbocharged, is expected to grow to 38% in 
2020, with estimates reaching 70% by 2035. 

These numbers are being driven by 
Government pressure to see cars provide even 
greater levels of fuel economy, combined with 

TURBOCHARGER
SERVICING - Automotive

G.C.G TURBOCHARGERS AUSTRALIA PTY LTD ABN 28 001 825 609    WWW.GCG.COM.AU  EMAIL: SALESGCG.COM.AU

GCG TURBOCHARGERS  
WINS DISTRIBUTOR OF THE YEAR
Brett Lloyd 
Managiing Director - GCG Turbochargers

significantly lower emissions. Manufacturers 
are increasingly using turbochargers to meet 
these goals. Some key APAC launches for the 
coming year include the Mazda6 and CX5 
featuring the SkyActiv 2.2ltr diesel, Hyundai 
i10 with the 1.1ltr CRDi and the Honda 
Amaze 1.5ltr i-DECT – all fitted with Garrett 
by Honeywell turbochargers. 

GCG Turbochargers Australia, a family owned 
business, is this year celebrating 35 years of 
operation, during which the company has built 
its reputation on distributing genuine OEM 
products. GCG also support their business 
model with an aftermarket service division 
to assist with repairs to turbochargers and to 
help customers curb operating costs and turn 
around times. 
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A great change has occurred at Toyota 
Motor Corporation Australia’s 
manufacturing plant in Melbourne. 

Officially launched in early June, 2000 solar 
panels, designed and installed by Autonomous 
Energy, now cover the roof of Toyota’s 
Powertrain Factory at their Altona North 
plant. This is the largest roof-mounted solar 
photovoltaic (PV) power system in Victoria 
and the third largest nationally. The 500kW 
large scale solar power system produces 
enough renewable energy to power the 
equivalent of 200 households, which is equal 
to permanently removing 570 small cars from 
the road.

‘One of the exciting things about this project 
was the number of firsts for solar in Australia,’ 
Says Mario Como, Production Engineer at 
Toyota Australia. ‘For example, we are the 
first site to directly connect a solar array to an 
industrial site’s internal high voltage network 
via a single 500kW Central Inverter and 
transformer.’ 

The 500kW Central Inverter and transformer 
were manufactured by leading power 
engineering company ABB and is the largest 
ABB inverter installed in Australia to date. 
The solar panels used were manufactured by 
Kyocera, who have been making solar panels 
for over 40 years. Kyocera solar panels are 
widely accepted as one of the best performing 
and highest quality panels available today.

‘From day one the priorities for this project 
have been safety and quality,’ said Mark Gadd, 
Managing Director at Autonomous Energy. 
‘Working closely with Toyota’s engineers, we 
have set a new standard in the Australian 
solar industry for safety management and 
installation quality.’ 

Autonomous Energy’s solar engineering, 
installation and project management teams 
were responsible for all aspects of the complex 
project. In additon to installing 2000 solar 
panels and the high voltage inverter, the 

TOYOTA INSTALLS LARGEST SOLAR 
POWER SYSTEM IN VICTORIA
Aaron Hewitt 
Marketing Associate - Autonomous Energy Pty. Ltd. 

project required sloping walkways, ladder-
ways and access platforms to be built before 
construction of the solar array could even 
begin. In total, Autonomous Energy managed 
the construction of over one kilometre of 
walkways.

Toyota officially launched their solar power 
system on June 5 2014, coinciding with World 
Environment Day and clearly demonstrating 
the company’s commitment to environmental 
sustainability, clean manufacturing and 
innovation. 

Bloomberg New Energy Finance analysts 
recently declared that rooftop solar – on 
both residential and commercial scales – has 
become an unstoppable force in the Australian 
market and forecasts around 23GW of solar 
PV installed by 2030. This is the equivalent of 
46,000 new systems the size of the one recently 
installed for Toyota Australia. Bloomberg  
also calculates that wind and solar are already 

cheaper than new build coal and gas in 
Australia. 

‘One really exciting new opportunity for 
Australian businesses is the ability to install 
renewable energy, such as solar power, at no 
upfront capital cost,’ says Gadd. ‘We are now 
able to structure these projects to be cash 
flow positive from day one, in other words, 
the energy cost savings generated by a solar 
power system are greater than the costs of the 
repayments – making this a real no brainer.’

Toyota Australia’s solar power installation sets 
an excellent example to other businesses that 
large scale solar power should be implemented 
not only to help the environment, but also to 
benefit bottom line and immediately increase 
profitablility. 

There’s no denying that more manufacturers 
will follow suit as the world continues to 
see the advantages of making the swicth to 
renewable energy.
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In times of poor retained margins on new car 
sales, a focus on other income opportunities 
must increase – and one of the most 

overlooked and underutilised is accessory 
sales.

One of the keys to maximising your 
opportunities involves choosing the right 
partners. Indeed, choosing partners not just 
accessory suppliers is the key to maximising 
your profit potential.

Here’s a brief checklist Dealers can use to 
assess current and future accessory partners:

CHOOSING ACCESSORIES  
PARTNERS – THE CHECKLIST
Sak Ryopponen
Director, Business Development - Go Technologies

• Will they make the effort to source 
solutions that are not part of their off-the-
shelf range, even if the products you need 
are outside their normal scope?

• Do they guarantee overnight delivery at a 
minimum?

• Do they have a dedicated touch point for 
order placement and follow up, or are 
you dealing with a long, faceless process?

• Do they have any experience in providing 
Original Equipment (OE) products? 
After all, you’re selling OE vehicles, so 
why should accessory quality be any 
different?

• Do they provide warranty replacement 
programs so that customers do not have 
lengthy waits for repairs?

• Is there a local repair service and/or local 
technical support available?

• If you are tied to a loyalty program, have 
you recently checked market prices for 
your products?

• Are clear fitting and installation 
instructions provided for more complex 
accessories? Do they have their own 
fitting service?

• How long has it been since you’ve had 
contact from one of their representatives? 
Do you have direct access to the head of 
the business?

If you’ve been complacent about the way your 
accessories department is operating, now is as 
good a time as any to review your accessory 
department’s performance as well as the 
relationship you have with key partners.

Titan DMSTitan DMS
BRISBANE

P.O Box 513
Kippa-Ring QLD, 4021

Australia

Ph:+61 07 3166 9907

PERTH
1/88 Walters Drive

Herdsman WA, 6017
Australia

Ph:+61 08 6467 7714
enquiry@titandms.com.au

MORE INFORMATION AT: WWW.TITANDMS.COM.AUBEAT THE RUSH - CALL FOR A FREE DEMONSTRATION TODAY!

SYDNEY
Private Box 30,

12 Phillip Mall, Kendall St
West Pymble NSW, 2073

Australia
Ph:+61 02 9016 4139

TITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITANTITAN
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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
2. Maxwell Smart’s first car - make
6. The Love Bug
8. The Italian Job - three x _ _ _ _
9. Dukes Of Hazzard - General Lee’s make.
10. Original TV Batmobile - make
11. Ian Fleming’s magical car
12. Starsky and Hutch’s Ford - model
13. Magnum PI - car make
15. Knight Rider’s Car - name

Down
1. Blues Brothers Bluesmobile - make
3. Original 007 car - make
4. Smokey and the Bandit’s car - make.
5. Back to the Future car - make
7. Fred Flintstone’s car
13. Schwartzenegger’s Harley model in Terminator
14. Maxwell’s Smart’s first car - model

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

AUTO DEALER CROSSWORD 
“CARS ON SCREEN”
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CROSSWORD ANSWERS FROM LAST ISSUE: 
ACROSS: 3. Johns, 4. MPS, 8. Stingray, 9. Hemi, 10. Mitsubishi, 12. Weatherill, 18. Juke, 19. Viper, 
20. Whitlam. DOWN: 1. Maloo, 2. Mustang, 5. Porsche, 6. Customline, 7. Eight, 11. Brougham,  
13. Alabama, 14. Hong Kong, 15. Infiniti, 16. Perth, 17. Navara.



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



Give Your Service Revenue a Lift

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

“ Superservice Triage is a pro t generator. You sell more. 

It’s not just labour sales, it’s also parts and tyres, and 

it helps us sell across a number of departments.”

– David Sheldrake, Aftersales Director

»  Maximise hours per RO by identifying 
and selling additional repairs

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

www.superservice.com

1800 810 103
service@infomedia.com

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

LEADERS IN PARTS AND SERVICE SELLING SYSTEMS FOR 24 YEARS.
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